[image: Text

Description automatically generated]

 

Dissertation 


Student name: Iohana-Eleonora Popa
Student number: 1921952
Title: The impact of globalization on fashion in the UK
               


Date:6 January 2023
I. INTRODUCTION
Theme................................................................................................................................................4
Objectives..........................................................................................................................................4 
II. LITERATURE REVIEW
THE CONCEPT OF GLOBALIZATION
Conceptual framework......................................................................................................................5
Challenges of globalization……………………………………………………...............................5
Fashion ecosistem.............................................................................................................................
Customer demand…………………………………………………………………………….……
Market demand……………………………………………………………………………………
III. GLOCALIZATION
Introduction..................................................................................................................................
UK fashion industry………………………………………………………………………………. 
The impact of fashion in the UK………………………………………………………………….
IV. AN OVERVIEW OF GLOBAL FASHION
UAE...............................................................................................................................................
ASIA..............................................................................................................................................
EUROPE......................................................................................................................................
AMERICA....................................................................................................................................
The effects of globalization on fashion industry.......................................................................                                                                                                                                                                                                                             
V. RESEARCH METHOD AND METHODOLOGY
Introduction...................................................................................................................................... 
Research philosophy........................................................................................................................
Research approach..........................................................................................................................
Research strategy.............................................................................................................................
Research design...............................................................................................................................
Research methodology.....................................................................................................................
Data collection.................................................................................................................................
Data analyzed..................................................................................................................................
Sampling..........................................................................................................................................
Time horizon....................................................................................................................................
Ethical consideration.......................................................................................................................
VI. METHODOLOGY APPLIED 
Questionnaire and findings..............................................................................................................
Data analysis and interpretation...................................................................................................... 
Conclusion and recommendation.....................................................................................................

VII. CONCLUSION.........................................................................................................................
REFERENCES.................................................................................................................................

 















The impact of globalization on fashion in the UK

I. INTRODUCTION
The fashion industry has been significantly impacted by globalization. The fashion industry has fast shift and is one of the most notable repercussions of globalization. The fashion business has been more receptive to a range of fresh styles, inspirations, and manufacturing techniques because of globalization. Consumers have never had so much access to fashion trends at such very inexpensive rates. Due to the ongoing addition of new fast fashion retailers to enormous malls, having all these alternatives has nearly become a given. People throughout the world now have easier access to fashion trends. This is a result of globalization; an economic and social process wherein international markets and cultures take over more and more of the local markets and cultures. Thus, globalization has altered both the dissemination of fashion trends and the manufacturing of clothing. However, the connection between globalization and fashion is a complicated phenomenon with many facets, not all of which are advantageous.
The current study is focusing on the impact of globalization on fashion in the UK. To elaborate on the subjects widely and to get a better understanding, the following study is divided into seven chapters. Each of them being carefully chosen to find the answers needed for this dissertation. As a pointing start of this dissertation, will concentrate on the historical background of the fashion industry in the UK followed by the past and current situation. Furthermore, will be explained the concept of globalization, the challenges of globalization and how this is impacting the fashion industry. It will also focus on fast fashion, texture, and brands followed by fashion ecosystem, glocalization, global fashion and the effects of it. The last part of the study will concentrate on the research and methodology, data collection, interpretation and finally conclusion.
Theme 
The current study highlights the impact of globalization on fashion in the UK. The study will research several geographical areas and their primary areas of expertise to comprehend the global fashion business and the sourcing procedures.
Research question
The research question aimed in the following dissertation is to understand the impact of globalization on fashion in the UK. What are the advantages and disadvantages of fast fashion on the environment? How fashion impacts the consumer market/market demand?																
Objectives
The objective of this dissertation is to collect data and find how globalization has been impacted by fashion in the UK and how sustainable global fashion is and if the environment is affected by the production of the materials. Furthermore, it is essential to notice the opinion of others and the perspective of view on fashion. 

II. LITERATURE REVIEW
THE CONCEPT OF GLOBALISATION
Conceptual framework
The word "globalization" is frequently used to describe our current environment. It was mostly inactive for years, being used primarily in a few chosen periodicals by a small number of economists who wrote on extremely niche subjects. Then, in the 1990s, a larger population began to embrace globalization, and it has since shot to the top of the terminological heap. It has been incorporated into the vocabularies of multiple languages and has been the focus of research in several academic domains. However, the popularity of "globalization" in general is more than simply a sign of a general lack of critical thinking. The phrase is unparalleled in its capacity to satisfy a genuine need, namely, to give us a name for the times we are living in. In the 1950s, a lot of people praised the "atomic era." People in the 1960s and 1970s discussed "late capitalism" and advanced "industrial society," respectively. The phrase "risk society" received a lot of attention in the 1980s, and the "postmodern" was in vogue, but the latter was unable to make a significant impression on the public because it looked so ethereal. The term "globalization" is fundamentally different in quality. The extension, concentration, and acceleration of international contacts are key components in most of the suggested definitions of "globalization." (Osterhammel, J., Petersson, p. 1-7)
The concept of "globalization" was developed to describe the way markets have merged throughout the globe. Only one facet of globalization—that of increasing divergence—is captured by the convergence tendencies in markets, goods, consumer behavior, and society. The percentage of people living in poverty worldwide is getting close to 20%. Living on less than US $1 a day is how the World Bank defines this. The tendency of colonial expansion, which peaked between 1870 and 1914, is seen by skeptics as continuous evolutionary development. According to some observers, the idea of "laissez-faire" globalization is nothing more than a kind of market liberalism that rejects the prospect of resource scarcity. (Tony Hines, Margaret B.,2007 pp 13-14)
Challenges of globalization  
Theorists of globalization would contend that it had a distinctive character. But these discrepancies also show that globalization theory is far more complex than it is acknowledged to be. The political institutions of advanced capitalist economies are undergoing a revolutionary change, according to globalization theorists.
Institutionalists of various shades have developed an interest in certain aspects of globalization, including how it affects corporate governance, the way that economic output is organized, welfare policy, nonprofit organizations, and other topics. Since the pace, volume, and threat of international capital movement are all larger now than they were then, globalization theorists would likely contend that the essence of globalization was different and that thus, the repercussions of capital mobility were also different. This may be the case, but these paradoxes also show that the effects of globalization on political and economic life are far more nuanced than is generally acknowledged by globalization theory. The so-called globalization thesis is a representation of accepted wisdom in the literature on globalization. First, advanced capitalist nation-states are being forced by the forces of globalization to adopt a shared set of neoliberal policies. (Campbell, John L, p 124-127)


Fashion ecosystem
The idea of an ecosystem is crucial because by identifying the ownership and functions of its participants, it makes it easier to comprehend the complicated business environment. According to the logic of business ecosystems, an organization's health affects the success and survival of all other ecosystem actors. The network of relationships and the consequent dynamics represented by the many stakeholders in industries established by subsystems, such as fashion, are extremely complex. (Serrano, Fortunati, L., & Lacerda, D. P. (2022)
The risks associated with the transition phase will be decreased, and the efficiency of the transformation will rise, with the adoption of an efficient plan for the fashion industry's transition to a new operating model. This will lead to a continued growth of the fashion sector throughout its transformation, a more sensible use of natural resources, and a reduction in production's negative environmental effects. Sustainable fashion trends are viewed as a component of the circular economy idea, which calls for maintaining textiles and clothes at the greatest quality throughout their life cycles before reusing them.
The apparel business is the focal point of environmental issues. It is also obvious that the road of transformation into an ecosystem that is sustainable and ecologically friendly has been chosen to address these issues. (Iryna Hardabkhadze, Sergey B, 2023). Furthermore, fast-fashion businesses must also rely on low-cost materials to make their clothing in addition to low-cost labor. The fast-fashion production style that uses low-cost materials is particularly troublesome since it is environmentally unsustainable in many ways. First off, carbon dioxide emissions from the manufacture of textiles, which are a major contributor to air pollution, inflict significant harm to the ecosystem. These emissions are mostly a result of worldwide shipping and the use of heavy industry waste, both of which are necessary for the low-cost production process used by fast fashion. (Claudio, pp. 449-454)
Another practice that harms the environment is the inexpensive production method's use of toxic chemicals and dyes that end up in the aquatic environment. The amount of trash created by textile companies, including dye and caustic solution waste, keeps rising due to the rising popularity of fast fashion. Fast fashion is the primary culprit behind all these variables' severe environmental impact over time. The fact that the clothes produced in these facilities are only meant to be worn once and are not durable adds to the environmental effect of fast fashion. (Joung, pp. 688-697) Dicken (1998) asserts that the textile and apparel industries are the most scattered throughout the developed and developing worlds and were the first industrial sectors to have a global dimension. In fact, changes in the global textile and apparel sectors are a good example of many of the impenetrable problems plaguing the modern world economy, particularly the trade conflicts between rich and emerging economies. The political tension brought on by these developments is still quite high. (Dicken, 1998, p. 283) 



Customer demand
Customers consider quality attributes including design, finish, reliability, dependability, safety, taste, and texture throughout the whole spectrum of consumer products (Shipley, 1985). Hirschman (1981), cited by Wagner et al. (1989), asserts that consumers choose vendors based on characteristics such as manufacturer reputation, brand name, price, manufacturer size, selling history, merchandise quality, product innovativeness, and product marketability.
The choice of a certain supplier by a fashion buyer is based on the supplier's prowess in the fashion market, capacity to provide novel items, and wide range of options. Brand recognition and origin nation are other crucial factors. Most likely, the fashion shopper will compromise on a variety of aspects, including pricing, packaging, assortment, and delivery. The organization's strategic choice to purchase fashion has an impact on the product selection made available to customers. Such a procedure is probably going to require a significant amount of information search, including market trends, consumer behavior, and longer-term developments in the supplier market like concentration and switching costs. Since this information is frequently unavailable internally, it must be obtained from an outside source. In contrast, internal and operational data, such as sales and cost numbers, are frequently needed for standardized and adjusted re-buys. The strategic consequences of fashion shopping for the store follow. The reputation of the retailer and its financial performance might be severely damaged if the buyer makes poor selections. The focus has been on the fashion buyer's function in maintaining a portfolio of supplier relationships to satisfy the market's demands for a timely supply of fashion items at reasonable prices, as well as consumers' continually changing wants. To achieve that is difficult. Fashion buyers must have a combination of hard and soft abilities, including financial capability, people skills, and a love of the product. It is also important to interact with other activities, including design and commerce. The changing market setting in which fashion retailers are situated necessitates a re-evaluation of the strategic function of the fashion buyer and the recognition of its influence on strategy. (Hines, Margaret B, 2007, p. 63-69)
Market demand
Market is a social framework for the trade of rights where offers are weighed, valued, and put in competition with one another. In the market, buyers and sellers can choose to sell or purchase at the price that is being given. This is a sort of economic coordination. Different interests distinguish buyers from sellers. In contrast to individual transactions, a market must be stable over time. Markets are places where formal or informal rights are transferred, and prices are the mechanism by which at least two competing offers are evaluated economically.
Understanding the products produced, the individuals and organizations involved, and how they came to be the way they are necessary for market predictability. To "predict" what will be in style, individuals also require this information. Buyers and sellers are only able to comprehend and forecast fashion—or at the very least, have some assurance that they are not misinterpreting trends—given the structure of a market. Only in the context of order can fashion be understood because it is characterized by change. In most cases, the context of a market—which is mostly made up of other markets—determines the order in that market. Over the years, markets have developed, separating, and diversifying the production process. The examination of order in the ultimate consumer or "edge market" gains a crucial component from producers and consumers. Retailers selling branded clothing share a common identity and sell fashionable clothing. Consumers now have access to mail-order companies, private shops, independent designers, branded retailers like Topshop, haute couture designs from brands like Christian Dior, prêt-à-porter or ready-to-wear Louis Vuitton, and other choices. Different markets have developed over time because of the various purchasing and manufacturing practices for clothing as well as the various production methods for fashion, which are the primary variables along with connected pricing. The producers in these markets represent various collective identities that are founded on several distinct ideals. One individual can represent a variety of ideal-type consumers since they represent the buying side. The haute couture sector stands out as an exception, as well-known designers clothe the affluent and various celebrities walk the red carpet. As with prêt-à-porter, vendors and the public may be able to identify the buyers in certain circumstances.
Different sorts of clothing vendors may have distinctive identities and associated marketplaces based on their distinctions. These distinctions must be explored in customer perceptions and in the pertinent institutional elements rather than being limited to manufacturing quality. (Aspers, 2010, pp. 11-15)

III. GLOCALIZATION
Glocalization is a combination of the terms "globalization" and "localization," and it mostly refers to the products or services supplied by multinational corporations on a global scale. But, with some respect for unique market demands. As a result, changes are made to further entice local customers inside local marketplaces. Moreover, global processes are not divorced from the local since the way any global network impacts occur is determined by the local environment and surroundings. This means that each global network contains local sites of origin (people's actions), extension methods and individuals who enable the consequences to occur. (Alharahsheh, H. and Pius, A., 2019, 6-7) To have a better understanding, the next chapter will discuss the localization concerning the subject for this study, followed by global fashion from several countries around the world.
UK fashion industry
The fashion sector of the economy is distinctive and has a worldwide scope. It defines an environment that may be described as becoming more complicated and dynamic through time. This complexity has been exacerbated by several factors, including the sharp decline in the size and influence of the largest retail purchasers on the market, the rise of own brands, the more global nature of sourcing and supply chain choices, and the emergence of own brands. Supplier companies in this industry confront unique difficulties when attempting to adapt to this dynamic environment to gain and keep a competitive edge. The nature of their important connections with their main retail buying groups needs to be reevaluated. Major retail consumers who appear to have increased their relative power are on the other side of the dyadic interaction.
The retail purchasing supply chain in the fashion industry refers to a procedure that can include flows of 'upstream' raw materials from animals (wool), agricultural crops (cotton), or synthetically produced fibers (polyester), which are then woven into fabric, dyed, and sent on to apparel manufacturers. The apparel manufacturer will prepare the fabric, make it up, and trim it according to a design template provided by the retail buying organization before finishing (packing, labeling, and pricing) and delivering the item to a retail customer who will then sell it until it reaches its final customer, or "downstream" destination. A key component of running a fashion retail firm is controlling these procedures and comprehending the duties of the individuals who contribute to their accomplishment. (Tony Hines, Pauric M., 2005)
Fear of low-cost imports flooding the UK market and having an adverse effect on jobs in the country's textile and apparel manufacturing sector stemmed from this. Later in the year, restrictions on imports from China were reinstated. As a result of the increase in imports, growth in ten categories was thereafter restrained until 2008. However, because of this, millions of garments were rejected for entrance into the EU and held up at European ports, causing a looming crisis and a lack of goods in the stores. This led to the so-called "bra wars," which took place in the EU and US during the summer of 2005. (Tony Hines, Margaret B., 2007)

The impact of fast fashion in the UK
The whole fashion business has seen a significant change in both production and consumption, moving from the haute couture fashion houses of the 19th century to the consumer-focused quick fashion of today.
Fast fashion makes advantage of the quick, low-cost methods made possible by globalization to sell vast quantities of inexpensive clothes to individuals of all classes across the Western world, in contrast to haute couture, which concentrated on high-quality, artistically produced pieces meant for the wealthiest sections of society.
In the UK, fast fashion is becoming increasingly popular. In 2004, exports of clothing to developing nations made up over 75% of the total. Due to the elimination of trade quotas, businesses now have more opportunities to benefit from the cheaper items produced by low-cost foreign manufacturers. The primary winners from the removal of quotas have been China and India, while losers include South Korea, Taiwan, Africa, the Americas, and Europe. With a 25% increase in orders from European and American shops between June and September 2005, India has benefited from the reinstatement of quotas to China.
The story of European apparel importers and retailers serves as the counterargument against the reinstatement of quotas. Due to difficulties with Chinese imports as well as competition from stores like Primark, Zara, and New Look, several retailers are increasingly shifting production to Eastern Europe, Turkey, and India. When choosing to source internationally, hidden costs are sometimes overlooked. The Iceberg Theory, put out by Hines (2001), points out a variety of additional expenses connected with obtaining products from abroad. Companies must rely primarily on long-term projections, which may be erroneous, because of the long lead periods. Forecasting mistakes can lead to missed revenue and extra inventory.
Fast fashion has grown in prominence within the UK garment business, and corporations place a high priority on delivering merchandise to retailers with the shortest lead time feasible. There are now more "seasons" as a result, therefore when procuring products, delivery schedules from suppliers must be considered. Retailers are increasingly shifting most of their sourcing away from East Asia, where delivery periods may accept to 6 weeks, and toward Eastern Europe, where shipment times can take as little as 2 to 3 days. Fast fashion, however, may only account for up to 20% of the merchandise available in stores, with up to 80% of those items being core and basic lines.
A key fast-fashion retailer is Zara, whose vertical integration and repaid stock turnover give it better control over product lifecycles.
East Asian businesses are getting better at switching from producing mass-produced goods to adding design and branding. (Tony Hines, Margaret B, 2007, p. 55-59)


IV. AN OVERVIEW OF THE GLOBAL FASHION
AFRICA
African clothing has been mischaracterized as "tribal" or "exotic" and reduced to leopard skins and mud cloths. It serves as a reference point a lot of the time. However, the derivative is always valued more than the source. Africa is a sizable continent. As a result, the many societies and the position of people or groups inside those communities have an impact on the variations of the African fashion tale that exist. Bark fabric, furs, skins, and hides were the earliest types of clothing. Color paints and beautifying marks were used to decorate the remainder of the body. Males merely wore belts over the bark cloth that went between their legs. Women did the same thing to cover their fronts by draping the material over their belts. Many African designers also create clothing that reflects both the trends and processes of international fashion, adding distinctively African elements to their work along with fashion design that maintains continuity with long-standing local dress styles. A few designers make these components obvious, giving their sources of influence clear style nods. Other designers subtly incorporate these references to Africa into their aesthetic, making indirect references to past events and cultural traditions without using African fabrics or clothing designs. ( Rovine, Victoria Lp. 109-110)
[image: ]        Part of the "Africa Fashion" exhibition at the Victoria and Albert Museum in London Courtesy of Victoria and Albert Museum
African fashion is diverse and inventive. African designers are making their own unique contributions as the fashion industry turns its attention to the continent.
The picture illustrated above shows the largest exhibition of African fashion hosted in UK, bringing many gifted designers, models, photographers, illustrators, makeup artists, and other professionals from the continent. (Sarah Kuta, 2022)

UAE
Burqa 
Despite not being connected to faith, the burqa is a part of heritage and culture. A woman's delicate skin is shielded from the wind, sand, and sun by the burqa, which is another justification usually stated for wearing one.
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Karima Al Shomely, map of Emirates overlaid with burqa form from nineteenth and twentieth centuries, 18 cm × 15 cm.

The map above, it displays the locations where the various burqa styles are being worn today as well as the historical landmarks connected to certain burqa shapes. The bigger burqas are exclusively seen in the desert regions, where it is likely that only women required to cover their faces from the severe weather and may have been less exposed to modernizing influences. This depiction of the map of burqa types shows this to be the case. Along with population density, burqa wearing is more prevalent in the main Emirates cities that overlook the Arabian Gulf. 
After 1960, when oil income led to the development of Emirati culture, both economically and culturally, the habit of wearing large-sized burqas that covered the majority of the face altered substantially. The burqa has evolved into a beautiful item that now displays more than it hides. Burqa eyeholes have gotten bigger throughout the course of the twentieth century, displaying more than they cover up and turning the burqa into a type of masquerade mask. The burqa is now seen by women as a fashion item and, when worn on special occasions, may be quite attractive, resembling an elaborate mask. (Andrea Kollnitz, Marco P., 2022)

ASIA

EUROPE

AMERICA


The effects of globalization on fashion industry   
Fashion industry it contributes significantly to the world economy, the industry consumes an excessive number of natural resources, produces garbage that pollutes rivers and seas, and most of the clothing and footwear that is no longer needed is burnt or dumped in landfills. While some global businesses have benefitted from the tide of globalization by boosting sales and profits by outsourcing the expansion of raw materials and fundamental manufacturing duties, this strategy also has its drawbacks. The traceability of inputs has been sacrificed by companies with extensive and far-flung supply chains in exchange for reduced costs, and workers and employees in many industrial locations now have less rights due to lax labor regulations. Moreover, numerous participants in the fashion industry are aware of the severity of the issue and have already committed significantly to lessening their environmental effect. It is still unknown how the worldwide Covid-19 epidemic will affect businesses' ability and motivation to conduct their sustainability agendas as the globe fights to recover from its impacts.
For most CEOs, sustainability is a top strategic concern, and they are working to advance their company's sustainability standards. Larger companies like H&M and adidas, while having a fast fashion past, have substantially engaged in sustainability measures throughout their supply chains, raising industry standards. Numerous brands are investigating how technology can lead to change throughout the supply chain, from initiatives to improve raw material sourcing to efforts to redesign the retail experience to decrease inventory waste to the creation of ground-breaking techniques to enable the reuse of blended and dyed fabrics. According to a McKinsey & Company analysis, the fashion and textile sector is not sustainable in its current state and is responsible for 8% of the world's greenhouse gas emissions. The advantages of the "fast fashion" business model, which disregarded labor and environmental norms for profits, have now worn out. It might be challenging to integrate pricey sustainable practices into organizations that prioritize affordability. Despite all the attention and action around sustainability in recent years, no one factor will force the sector to change. The cost of integrating sustainable practices will need to be recovered through increased sales for all companies, but especially for small and medium-sized businesses. To successfully establish and implement sustainability goals, larger businesses with the financial resources to do so require direction and help from one another as well as from legislators.
Leading brands tell us that a combination of customer demand, brand leadership, and government assistance will lead to an industry-wide revolution. Higher expenses are a major impediment to change. Given the uncertainties around customer ability to pay more for green materials, decreasing environmental effect directly threatens enterprises' profit margins. Firms have had little option but to accept higher costs where authorities have pushed in to maintain basic standards, salaries and working conditions. Firms do not have such a duty in other sectors, such as recycling. However, increasing regulation of emissions and waste is inevitable in the coming years, and investing in these areas now can lower the long-term cost of compliance while also reducing environmental deterioration more swiftly. 2020 is anticipated to be a watershed moment in the fashion and textile industries. The epidemic has forced brands that were already suffering in a shifting marketplace into bankruptcy. Despite these difficult circumstances, several businesses have shown incredible resilience and continued dedication to their current sustainability initiatives. Some companies, such as adidas, are well-versed in the environmental impact of their raw materials, while many others are not. (The Economist Intelligence Unit, 3-27)                

V. RESEARCH METHOD AND METHODOLOGY
Obtaining the latest information and finding answers to problems are, in general, the objectives of scientific study. Usually, this is done by conducting research that enables the creation of reliable judgements regarding the interrelationship between two or more variables. (Kazdin, 1992) This study will use a literature review as its technique to gather as much data as possible regarding how the fashion industry operates today and the key relationships that shape it in a world that is more interconnected.
Research philosophy
Research philosophy is concerned with the origin, nature, progression of knowledge and is an opinion on how information about a phenomenon should be gathered, analyzed, and applied. Secondary and primary data, data analysis, and produce new knowledge The main four research philosophies are: pragmatism, positivism, realism, interpretivist. (John Dudovskiy). The research philosophies that will conduct this study are positivism and pragmatism. Positivism is a natural scientist's philosophical perspective that calls for using observed social reality to generate generalizations that resemble laws. On the other hand, pragmatism ideas are only important when they facilitate action. (Mark N. K Saunders, 2009)
Research approach
The research approach is based on two strategies: inductive and deductive. The inductive strategy is concerned with observations that lead to further generalizations and ideas as the argument progresses while deductive strategy reasoning progresses from the general to the. (J.K. Sachdeva, 2007). However, the research strategy chosen for this dissertation is deductive strategy because enables quantitative research and provides the opportunity to assess data and research findings.
Research strategy
As mentioned earlier, the deductive strategy will allow the researcher to conduct quantitative research and provide the opportunity to assess data and research findings. Data collection is based on primary or secondary sources. The source selected for the current study is primary data and secondary data that includes surveys, books, journals, etc.
Research design
Research design is a technique that helps the researcher conduct a study. The researcher must go through several revisions of the study design to maintain the project's credibility, responsiveness, and quality. Iteration is essential due to repeated redefinitions of the applicable problem during the project's planning and execution. 
                   Planning                                                                               Execution
	Stage I
	Stage II
	Stage III
	Stage IV

	Definition
	Design/plan 
	Implementation
	Reporting/follow-up


The conduct of applied research (Leonard Bickman, Debra J. Rog, 2003)
Research methodology
Research methodology is a field of science, a strategy for rationally taking different actions to tackle the research challenge in a methodical manner. The study of methodology aids in comprehending both the process and the results of scientific investigation. Research methodology strives to explain and assess methodologies, shed light on their drawbacks and resources, make clear those drawbacks and resources, make clear those presuppositions and implications, and relate those potentialities to the grey area at the "frontiers of knowledge." (Mimansha Patel, Nitin P.,2019). The method used for the current study is quantitative research that will be conducted through a survey and secondary data such as books, articles, journals etc.
Data collection
The term "data" refers to a group of descriptions of natural occurrences, such as the outcomes of an experience, an observation, an experiment, or a set of presumptions. As measures or observations of a collection of variables, this might include words, numbers, or pictures. There are two data sources: primary and secondary sources. (J.K. Sachdeva, 2007). The current paper will choose secondary data that will involve a survey completed by 20-40 people of different age, sex, nationality, and region. 
Data analyzed. 
Data analysis is the process of modifying, processing, and cleansing raw data to obtain useful, pertinent information that supports commercial decision-making. The process offers helpful insights and data, frequently displayed in charts, graphics, tables, and graphs, which lessen the risks associated with decision-making. (Karin Kelley, 2022)
Sampling
Sampling is a method that refers to a statistical analysis whereby researchers choose a specific number of observations from a larger population. (Alicia Tuovila, 2020). The number of samples for this study will be applied to 20 to 40 people aged between 18 to 60+ having different nationality, sex, and region. The age chosen aims to discover the importance of fashion on a different scale, from a teenager to an adult. Furthermore, the sex, nationality and region will relieve the main subject of this study, the impact of globalization on fashion in the UK. 


Time horizon
The time frame needed by the researcher to finish the full research project and to meet the topic's goal and objective is referred to as the time horizon. According to Young (2022) there are two types of time horizons, cross-sectional and longitudinal. However, to perform the entire study in the shortest amount of time possible and to gather current data relevant to the research subject, the researcher adopts a cross-sectional temporal horizon. 
Ethical consideration
These norms, though they may vary significantly between jurisdictions and disciplines, all place a strong emphasis on the protection of participants who are human and have been included to assure autonomy, beneficence, and justice. (Marczyk, Geoffrey R.)

VI. METHODOLOGY APPLIED
 The following section will analyze the data collection applied on thirty-eight candidates conducted by the survey composed of fourteen questions that aimed to find the answers needed for this study. 
The survey was successfully conducted on thirty-eight correspondents, twenty-four females, thirteen males and one nonbinary. The age chosen for this survey started from 18 to 60 +. The questions were carefully chosen to find the answers needed for this study. Through the results, the findings will show the level of spending by age, nationality, sex, religion etc. Moreover, it will reveal how fashion impacts the candidates, their culture and what varied reasons they have for spending money on global or local fashion items. 

The impact of globalization on fashion in UK 
	1. How old are you? 

	Answer Choices
	Response Percent
	Response Total

	1
	18-20
		 



	5.26%
	2

	2
	21-29
		 



	21.05%
	8

	3
	30-39
		 



	31.58%
	12

	4
	40-49
		 



	13.16%
	5

	5
	50-59
		 



	7.89%
	3

	6
	60 or older
		 



	21.05%
	8

	
	answered
	38

	
	skipped
	0



The first question selected for this survey reveals the candidate's age. According to the above data, 2 applicants were between the ages of 18 and 20, 8 were between the ages of 21 and 29 also 60+, and 3 were between the ages of 50 and 59.

	2. What is your gender? 

	Answer Choices
	Response Percent
	Response Total

	1
	Male
		 



	34.21%
	13

	2
	Female
		 



	63.16%
	24

	3
	Nonbinary
		 



	2.63%
	1

	
	answered
	38

	
	skipped
	0



The second question in this survey reveals the gender of the candidates. As seen above, twenty-four of the candidates were female, thirteen were male, and one was nonbinary.
	3. What is your ethnicity? 

	Answer Choices
	Response Percent
	Response Total

	1
	African
		 



	5.26%
	2

	4
	Asian or any other mixed background
	
	0.00%
	0

	7
	Black or Black British
		 



	2.63%
	1

	8
	British
		 



	10.53%
	4

	14
	Other Ethnic Group
		 



	5.26%
	4

	16
	White
		 



	71.05%
	28

	
	answered
	38

	
	skipped
	0



The third question on this survey reveals the candidates ethnicity. According to the above table, most of the applicants were white (28), followed by British and other ethnic groups (4), 2 Africans and only one candidate was black or Black British.

	4. Do you like fashion? 

	Answer Choices
	Response Percent
	Response Total

	1
	Yes
		 



	81.58%
	31

	2
	No
	
	0.00%
	0

	3
	Not very interested
		 



	18.42%
	7

	
	answered
	38

	
	skipped
	0



According to the results of the fourth question of this survey, thirty-one of the candidates are interested in fashion, compared to seven who are not very interested. 

	5. How often do you buy clothes? 

	Answer Choices
	Response Percent
	Response Total

	1
	Several times per month
		 



	15.79%
	6

	2
	Once in a month
		 



	44.74%
	17

	3
	Other
		 



	39.47%
	15

	
	answered
	38

	
	skipped
	0



The fifth question of this survey seeks to ascertain how frequently the respondents to this survey purchase clothing. According to the findings, seventeen of them shop once every month, while just six shop several times per month. The remaining (15) candidates select 'other'.
	6. Do you prefer buying online or in store? 

	Answer Choices
	Response Percent
	Response Total

	1
	Store
		 



	28.95%
	11

	2
	Online
		 



	13.16%
	5

	3
	Both
		 



	55.26%
	21

	4
	I do not mind
		 



	5.26%
	2

	
	answered
	38

	
	skipped
	0



The sixth question of this survey is to determine if candidates prefer to buy a fashion item online or in a store. With a total of twenty-one candidates, both alternatives (online and store) are preferred. The remaining candidates chose to buy in-store (11), five opted to buy online, and two had no preferences. 

	7. Do you shop for fashion items globally? 

	Answer Choices
	Response Percent
	Response Total

	1
	Yes
		 



	68.42%
	25

	2
	No
		 



	34.21%
	13

	
	answered
	38

	
	skipped
	0



According to the responses to the seventh question, twenty-five of the applicants buy a fashion item globally, while fifteen prefer to buy locally.

	8. What are you shopping for? (Brands/Trends/Hobby/Routine) Others - please comment in the box bellow 

	Answer Choices
	Response Percent
	Response Total

	1
	Open-Ended Question
	100.00%
	38

		1
	23/03/2023 12:36 PM
ID: 213761819 
	Passion

	2
	23/03/2023 14:18 PM
ID: 213774193 
	Brands

	3
	23/03/2023 14:33 PM
ID: 213776343 
	Needs

	4
	23/03/2023 14:34 PM
ID: 213776548 
	Hobby, routine

	5
	23/03/2023 15:23 PM
ID: 213782751 
	Trends

	6
	23/03/2023 15:24 PM
ID: 213782873 
	Trends

	7
	23/03/2023 18:53 PM
ID: 213800966 
	Trends

	8
	23/03/2023 18:57 PM
ID: 213801229 
	Trends

	9
	23/03/2023 19:46 PM
ID: 213804566 
	Brands

	10
	23/03/2023 23:07 PM
ID: 213813110 
	I buy for necessity.

	11
	24/03/2023 11:02 AM
ID: 213836377 
	Needs, relaxation, trends

	12
	26/03/2023 10:28 AM
ID: 213918552 
	Routine

	13
	29/03/2023 14:40 PM
ID: 214197351 
	Trends, Home goods

	14
	29/03/2023 14:45 PM
ID: 214198068 
	Passion

	15
	29/03/2023 14:47 PM
ID: 214198480 
	Routine

	16
	29/03/2023 14:52 PM
ID: 214199292 
	Brands

	17
	29/03/2023 14:53 PM
ID: 214199541 
	What I like! 

	18
	29/03/2023 14:58 PM
ID: 214200198 
	Hobbies (Alternative rock/metal scene & culture)

	19
	29/03/2023 15:01 PM
ID: 214200648 
	Hobby, I love fashion and styling and it is something I like to spend my money on 

	20
	29/03/2023 15:07 PM
ID: 214201425 
	Trends

	21
	29/03/2023 15:07 PM
ID: 214201430 
	Brands

	22
	29/03/2023 15:11 PM
ID: 214201992 
	For comfort, or if I see something looks cool 

	23
	29/03/2023 15:12 PM
ID: 214202223 
	Routine

	24
	29/03/2023 15:16 PM
ID: 214202715 
	Quality 

	25
	29/03/2023 15:19 PM
ID: 214203123 
	Brands

	26
	29/03/2023 15:31 PM
ID: 214204838 
	Brands

	27
	29/03/2023 15:41 PM
ID: 214206208 
	Routine

	28
	29/03/2023 16:42 PM
ID: 214214244 
	Brands

	29
	29/03/2023 16:59 PM
ID: 214216522 
	Hobby/Routine/Work/Outdoor

	30
	29/03/2023 17:16 PM
ID: 214218555 
	Routine - New clothes for different seasons. Also, events 

	31
	29/03/2023 18:23 PM
ID: 214226594 
	Routine, to have options, my job

	32
	29/03/2023 20:35 PM
ID: 214238975 
	Routine 

	33
	29/03/2023 20:35 PM
ID: 214238995 
	Routine 

	34
	30/03/2023 17:46 PM
ID: 214320194 
	Probably trends

	35
	30/03/2023 17:50 PM
ID: 214320596 
	Brands, everyday wear.

	36
	31/03/2023 11:56 AM
ID: 214365004 
	Routine 

	37
	31/03/2023 13:11 PM
ID: 214371001 
	Brand

	38
	31/03/2023 17:07 PM
ID: 214390579 
	Routine 




	
	answered
	38

	
	skipped
	0



Question 8 of this survey is a free response question in which candidates had the option to express themselves when shopping for a fashion item they desire. Twelve of the applicants stated that they are mostly shopping for 'routine'. Nine of them are looking for specific brands. Six of the candidates are mostly looking for trends. Shopping is a hobby for four of the applicants and a passion for two. The remaining interviewees stated that they are shopping for 'what they like', for their work or other occasions; for leisure or because a fashion item looks 'cool' or simply because it is a 'necessity.'

	9. What do you look into when buying a fashion item? (Price/Brand/Quality/Texture/Popularity) Others - please comment in the box bellow 

	Answer Choices
	Response Percent
	Response Total

	1
	Open-Ended Question
	100.00%
	38

		1
	23/03/2023 12:36 PM
ID: 213761819 
	Quality

	2
	23/03/2023 14:18 PM
ID: 213774193 
	Quality

	3
	23/03/2023 14:33 PM
ID: 213776343 
	I don't look for a special brand. Just for quality and price

	4
	23/03/2023 14:34 PM
ID: 213776548 
	Quality 

	5
	23/03/2023 15:23 PM
ID: 213782751 
	Quality

	6
	23/03/2023 15:24 PM
ID: 213782873 
	Quality

	7
	23/03/2023 18:53 PM
ID: 213800966 
	Quality/ texture

	8
	23/03/2023 18:57 PM
ID: 213801229 
	Price

	9
	23/03/2023 19:46 PM
ID: 213804566 
	Quality

	10
	23/03/2023 23:07 PM
ID: 213813110 
	When I buy a fashion item, I look for price, brand, quality

	11
	24/03/2023 11:02 AM
ID: 213836377 
	Quality Price Style

	12
	26/03/2023 10:28 AM
ID: 213918552 
	Price/ Quality

	13
	29/03/2023 14:40 PM
ID: 214197351 
	Price, quality 

	14
	29/03/2023 14:45 PM
ID: 214198068 
	Piece /quality 

	15
	29/03/2023 14:47 PM
ID: 214198480 
	Quality and price 

	16
	29/03/2023 14:52 PM
ID: 214199292 
	Brand and price

	17
	29/03/2023 14:53 PM
ID: 214199541 
	If it’s made sustainably! 

	18
	29/03/2023 14:58 PM
ID: 214200198 
	Quality, Price, texture in that order

	19
	29/03/2023 15:01 PM
ID: 214200648 
	Whether it’s something I can wear a lot and that will be a good staple in my wardrobe, if it’s something that’s more of a trend piece or for an occasion I buy second hand or plan to sell it on afterwards to avoid wastage 

	20
	29/03/2023 15:07 PM
ID: 214201425 
	Quality

	21
	29/03/2023 15:07 PM
ID: 214201430 
	Quality

	22
	29/03/2023 15:11 PM
ID: 214201992 
	Price and quality mostly. I never look for trendy or popularity 

	23
	29/03/2023 15:12 PM
ID: 214202223 
	Quality, Brand

	24
	29/03/2023 15:16 PM
ID: 214202715 
	Quality 

	25
	29/03/2023 15:19 PM
ID: 214203123 
	Quality

	26
	29/03/2023 15:31 PM
ID: 214204838 
	Brand and quality 

	27
	29/03/2023 15:41 PM
ID: 214206208 
	Quality

	28
	29/03/2023 16:42 PM
ID: 214214244 
	Quality 

	29
	29/03/2023 16:59 PM
ID: 214216522 
	Quality/Texture/Design

	30
	29/03/2023 17:16 PM
ID: 214218555 
	A mix of the price, brand, and popularity

	31
	29/03/2023 18:23 PM
ID: 214226594 
	Price/Brand/Quality/Texture/Popularity

	32
	29/03/2023 20:35 PM
ID: 214238975 
	Quality 

	33
	29/03/2023 20:35 PM
ID: 214238995 
	Quality 

	34
	30/03/2023 17:46 PM
ID: 214320194 
	Quality and price

	35
	30/03/2023 17:50 PM
ID: 214320596 
	Price, quality

	36
	31/03/2023 11:56 AM
ID: 214365004 
	Quality, Price

	37
	31/03/2023 13:11 PM
ID: 214371001 
	Quality 

	38
	31/03/2023 17:07 PM
ID: 214390579 
	Quality 




	
	answered
	38

	
	skipped
	0



Question 9 also gives the applicant opportunity to deliberate their free answer. As seen above, when shopping a fashion item, the majority of the candidates are influenced by the quality of the item (16), 9 of them are influenced by the 'quality and price’, 7 of them are mainly influenced by 'quality, texture, design and style' while only 3 of them are influenced by the 'brands and quality.' For the rest of the candidates is important that a fashion item ' If it’s made sustainably! ' or ‘Whether it’s something I can wear a lot and that will be a good staple in my wardrobe, if it’s something that’s more of a trend piece or for an occasion I buy second hand or plan to sell it on afterwards to avoid wastage.’ 

	10. Does your culture influence your style? 

	Answer Choices
	Response Percent
	Response Total

	1
	Yes
		 



	26.32%
	10

	2
	No
		 



	65.79%
	25

	3
	I don`t mind
		 



	7.89%
	3

	
	answered
	38

	
	skipped
	0



When asked if culture influences their style, most of the applicants (25) responded 'no,' with ten saying 'yes,' and only three saying they ‘don't mind’.
	11. What influences you when buying fashion items (globally, locally)? (Friends/Society/social media) Others - Please comment in the box bellow 

	Answer Choices
	Response Percent
	Response Total

	1
	Open-Ended Question
	100.00%
	38

		1
	23/03/2023 12:36 PM
ID: 213761819 
	Society

	2
	23/03/2023 14:18 PM
ID: 213774193 
	Society

	3
	23/03/2023 14:33 PM
ID: 213776343 
	Locally is the best, but not always possible.

	4
	23/03/2023 14:34 PM
ID: 213776548 
	My own sense of style

	5
	23/03/2023 15:23 PM
ID: 213782751 
	Society

	6
	23/03/2023 15:24 PM
ID: 213782873 
	Society

	7
	23/03/2023 18:53 PM
ID: 213800966 
	Society

	8
	23/03/2023 18:57 PM
ID: 213801229 
	Friends

	9
	23/03/2023 19:46 PM
ID: 213804566 
	Probably trends and personal taste

	10
	23/03/2023 23:07 PM
ID: 213813110 
	Nothing influences me, but what I buy must be suitable on me.

	11
	24/03/2023 11:02 AM
ID: 213836377 
	Society

	12
	26/03/2023 10:28 AM
ID: 213918552 
	Social media 

	13
	29/03/2023 14:40 PM
ID: 214197351 
	Social media trends, necessity 

	14
	29/03/2023 14:45 PM
ID: 214198068 
	My plan personal taste 

	15
	29/03/2023 14:47 PM
ID: 214198480 
	Social media 

	16
	29/03/2023 14:52 PM
ID: 214199292 
	Society

	17
	29/03/2023 14:53 PM
ID: 214199541 
	If it’s made ethically and doesn’t contribute to fast fashion

	18
	29/03/2023 14:58 PM
ID: 214200198 
	Friends, comments on quality & reliability 

	19
	29/03/2023 15:01 PM
ID: 214200648 
	Social media plays a big part

	20
	29/03/2023 15:07 PM
ID: 214201425 
	Globally 

	21
	29/03/2023 15:07 PM
ID: 214201430 
	Social media

	22
	29/03/2023 15:11 PM
ID: 214201992 
	The need of clothes 

	23
	29/03/2023 15:12 PM
ID: 214202223 
	Social media 

	24
	29/03/2023 15:16 PM
ID: 214202715 
	Self-love 

	25
	29/03/2023 15:19 PM
ID: 214203123 
	Globally

	26
	29/03/2023 15:31 PM
ID: 214204838 
	Friends and social media

	27
	29/03/2023 15:41 PM
ID: 214206208 
	Globally

	28
	29/03/2023 16:42 PM
ID: 214214244 
	Social media

	29
	29/03/2023 16:59 PM
ID: 214216522 
	My own thinking 

	30
	29/03/2023 17:16 PM
ID: 214218555 
	Instagram and tik tok as well as what friends are wearing.

	31
	29/03/2023 18:23 PM
ID: 214226594 
	Social media

	32
	29/03/2023 20:35 PM
ID: 214238975 
	Locally 

	33
	29/03/2023 20:35 PM
ID: 214238995 
	Locally 

	34
	30/03/2023 17:46 PM
ID: 214320194 
	Brands I know and other items that cannot be found locally 

	35
	30/03/2023 17:50 PM
ID: 214320596 
	Social media

	36
	31/03/2023 11:56 AM
ID: 214365004 
	Locally 

	37
	31/03/2023 13:11 PM
ID: 214371001 
	Social media 

	38
	31/03/2023 17:07 PM
ID: 214390579 
	Locally 




	
	answered
	38

	
	skipped
	0



Another question that allows the applicant to respond freely is attempting to discover what influences them while purchasing a fashion item (locally or even globally). As the results show above, seven contestants stated that they are impacted by "society." Five of them indicated they prefer to buy a shopping item "locally," while only two said they like to buy it "globally." 11 of the applicants stated that they are influenced by "social media" while purchasing a fashion item (locally or globally). The remainder of the candidates are swayed by their friends or their own preferences. Others are discussing their 'self-love' or if the fashion item they choose to purchase (locally or globally) is 'ethical.'
	12. Do you think social media gets attention on global fashion? 

	Answer Choices
	Response Percent
	Response Total

	1
	Yes
		 



	89.47%
	34

	2
	No
		 



	2.63%
	1

	3
	I don`t know
		 



	7.89%
	3

	
	answered
	38

	
	skipped
	0



Question 12 of this survey seeks to ascertain what candidates believe about social media and if it influences global fashion. According to the results, thirty-four of the applicants responded "yes," while only one replied "no." The other three claimed they 'don't know.'

	13. Do you follow fashion trends globally? 

	Answer Choices
	Response Percent
	Response Total

	1
	Yes
		 



	39.47%
	15

	2
	No
		 



	26.32%
	10

	3
	Sometimes
		 



	34.21%
	13

	
	answered
	38

	
	skipped
	0



Question 13 of this survey seeks to determine whether the candidates follow global fashion. Fifteen of them responded 'yes,' 10 said 'no,' while the remaining candidates said they follow global fashion 'sometimes.'
	14. How much money do you spend per year on clothing? 

	Answer Choices
	Response Percent
	Response Total

	1
	Under 100
		 



	5.26%
	2

	2
	100-250
		 



	5.26%
	2

	3
	250-500
		 



	50.00%
	19

	4
	500-1000
		 



	21.05%
	8

	5
	1000+
		 



	18.42%
	7

	
	answered
	38

	
	skipped
	0



The final question of this poll attempts to determine how much the candidate wants to spend on fashion products in a year. Most of them (19) spend between '250-500' every year. 8 stated they spend between '500-1000' each year, with 7 saying they spend '1000+' per year. Only two of them stated that they spend 'under 100' or '100-250' per year.

Data collection conclusion
According to the research, most persons interested in Fashion (locally or globally) are females. We can see that quality is more essential than brand since the majority will pay between 250 and 500 pounds each year. Social media has a considerable influence on the customer, and it also impacts them while purchasing the desired fashion item. Furthermore, it assists buyers in purchasing fashion items from around the world, giving them more options. While most people shop globally, a small percentage prefer to buy fashion items locally. It is also crucial to note that the correspondents in the above survey, regardless of geography, culture, or race, had comparable responses. 






VII. CONCLUSION
The report presented above tries to identify the concept of globalization, challenges of globalization, the effects of globalization on fashion industry and the methodology that will be used in a further study. However, Fashion industry has a significant impact on economy offering high or low prices for the consumer. Fast fashion has become a prominent business model by offering vast amounts of apparel at low prices, which has driven up consumption of clothing. The threats to human and environmental health posed by cheap clothes are concealed throughout each garment's lifespan. The environmental and social costs associated with the textile industry are extensive, ranging from the water-intensive cotton cultivation process to the discharge of untreated dyes into nearby water sources to the low pay and unfavorable working conditions of the workforce. (Rachel Bick, Erika H., 2018). The manufacturing and consumption of fashion have significantly changed over the past thirty years, moving from haute couture fashion businesses to quick fashion that is primarily focused on the customer. The goal of fast fashion is to speed up the creative process for apparel while lowering the cost of current fashions for a larger variety of customers. This paradigm not only necessitates the use of harmful practices by higher-quality businesses for them to compete, but it is also harmful in and of itself. Globalization and fashion are intricately linked since it enables shops to lower production costs, increase their competitiveness in a worldwide market, and provide clothing to individuals of all socioeconomic groups. This sector is now poised on a pinhead because of the enormous ethical and environmental issues brought on by globalization. Fast fashion focuses on supply chain optimization to speed up apparel design and enable a larger variety of consumers to purchase current clothing designs at reduced rates. The problem with this model is that in order to produce so much clothing so quickly and for so little money, original designs must be replaced by low-effort copies, skilled labor must be replaced by poorly run sweatshops, and high-end materials must be abandoned in favor of environmentally harmful substitutes that degrade in time for the newest fashion. This entire sector, which is crucial to people's everyday lives, is perched on a razor's edge, and for better or worse, it is obvious which way the momentum is moving.
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