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[bookmark: _9oqy3cymytzb][bookmark: _Toc192321121]1. Background to the proposed research
[bookmark: _2depocq9r5a7][bookmark: _Toc192321122]1.1 Introduction
Luxury brands attract young customers, especially students of universities, who are influenced by fashion trends, social media and brand image. Zara is known as an effective and affordable luxury fashion brand, which is popular among students in UK. The following research aims to understand what drives purchasing decisions of UK university students. By analysing factors like brand loyalty or digital influence, the research will provide insights into how luxury brands can better engage with university students. The findings will help to refine marketing strategies of luxury brands like Zara and adapt to changing consumer preferences in the competitive fashion industry.
[bookmark: _e0r4r6t4yw28][bookmark: _Toc192321123]1.2 Rationale 
Consumer behaviour is changing especially among university students in UK day by day. Though many students are attracted by luxury brands like Zara, their poaching decisions are influenced by factors like price, social media and others. Therefore, understanding these factors is important for managing strategies of luxury brands. Luxury brands need to stay competitive and relevant in the fast-changing fashion industry (Ye et al. 2023). If they do not understand what influences students' buying choices, they may struggle to attract and retain young customers. Changing trends, digital marketing and affordability make it challenging to predict student consumer behaviour.
With the rise of digital platforms and social media, students are exposed to more fashion trends and brand promotions than ever before (Madhura and Panakaje, 2022). In this aspect, online shopping played a crucial role in affecting purchasing choices of university students. Therefore, luxury brands need to understand these shifts to create better marketing strategies and improve customer engagement. This research will help luxury brands like Zara, understand what drives university students' buying decisions. It will provide insights into price sensitivity, digital influence and social trends, which will allow brands to tailor their marketing strategies and improve customer satisfaction in the growing student consumer market.
[bookmark: _ekph6he6kwq][bookmark: _Toc192321124]1.3 Relevance of this Research to Zara
This research is valuable to Zara because it provides insights into why university students in UK choose Zara products. By understanding the factors that influence their buying behaviour, Zara can create better marketing strategies and tailor their offerings to meet student preferences. It will build stronger connections with this important customer group in UK. It can help Zara boost sales, enhance brand loyalty and maintain a competitive edge in luxury fashion market.
[bookmark: _pwbo47so6i7y][bookmark: _Toc192321125]1.4 Research Aim
The following research aims to address “consumer buying behaviour” of university students in UK towards luxury brand Zara. The study will explore the advantages and disadvantages of Zara as a luxury brand among this demographic.
[bookmark: _5kxtizpcz9nt][bookmark: _Toc192321126]1.5 Research Objectives
· To examine factors influencing university students’ purchasing decisions regarding luxury brands
· To analyse the advantages of Zara in attracting university students
· To identify the opportunities and challenges Zara faces in appealing to university students
[bookmark: _3flowx8iue7d][bookmark: _Toc192321127]1.6 Research Questions
· What factors influence university students' purchasing decisions regarding luxury brands like Zara?
· What are the key advantages of Zara in attracting young consumers?
· What challenges and disadvantages do Zara face when appealing to university students?
[bookmark: _3ctal6ilq89l][bookmark: _Toc192321128]1.7 Literature Review
[bookmark: _xsp4vlz0or7d][bookmark: _Toc192321129]1.7.1 Overview of Zara as a Luxury Brand
Zara is a well-known fashion brand under Inditex, which is one of the largest fashion retailers (Zara, 2025). Founded in 1975 in Spain, Zara is leading a global fashion brand for its trendy and affordable clothing. As part of the Inditex Group, Zara has over 3,000 stores worldwide and it operates in over 96 countries (Forbes, 2025). The brand is renowned for its fast-fashion approach by quickly bringing new designs to market to cater to customer demand. Zara's ability to adapt to changing fashion trends and its commitment to quality has made it a favourite among young consumers. With a strong presence in major cities, digital media and a focus on sustainability, Zara continues to be a dominant player in the luxury fashion industry. 
[bookmark: _1ewyjmktjmih][bookmark: _Toc192321130]1.7.2 Factors influencing university students’ purchasing decisions regarding luxury brands
Brand awareness plays a crucial role in influencing student’s purchasing choices. According to Nobre et al. (2023), consumers prefer well-known luxury brands as they associate them with prestige and high quality. It can be said that the majority of university students use luxury goods to maintain and show their status. Majeed et al. (2024), have also supported that university students indicate that higher brand awareness leads to stronger purchase intentions for luxury fashion products. Conversely, materialism and acquisitive tendencies are also addressed as significant motivators. Zici et al. (2021), have commented that materialistic consumers perceive luxury goods as a means of self-expression and success. Therefore, it indicates that students with strong acquisitive tendencies prioritize luxury brands to enhance their social image. Besides this, peer influence further complicates purchasing decisions of university students. Tu et al. (2022), have added that students are more likely to buy luxury products if their peers value them. Additionally, cultural differences also affect “purchasing behaviour” of university students towards luxury brands. For example, “Western consumers” prioritize individuality, while “Asian consumers” emphasize group belonging (Shao et al. 2023). Thus, all of these factors play a crucial role in shaping consumer purchasing behaviour of luxury brands.
[bookmark: _6hzhw553umva][bookmark: _Toc192321131]1.7.3 Advantages of Zara in Attracting Young Luxury Consumers
Zara's success in attracting young luxury consumers is attributed to its fast fashion model and customer-centric approach. According to Danziger, (2021), Zara excels by creating engaging in-store experiences and leveraging augmented reality to draw in millennials. It can be said that this brand is highly focused on customer experience and frequent store visits. On the other hand, it has been found that Zara's limited production creates a sense of urgency among shoppers (IPL, 2021). Additionally, Zara’s culture of customer co-creation builds strong brand loyalty. Therefore, these perspectives demonstrate that Zara’s multifaceted strategy is crucial in appealing young customers to purchase luxury fashion products. 
[bookmark: _ts6ed7mdajyg][bookmark: _Toc192321132]1.7.4 Research Gap
Despite extensive research on luxury brand consumption, there is limited focus on how university students in the UK perceive and engage with luxury fashion brands. Though few advantages were discussed, the above literature review lacks a discussion on challenges and disadvantages faced by Zara. Thus, further research needs to be conducted to bridge the literature gap by collecting more data and information. 
[bookmark: _c6jiufnhf7ez][bookmark: _Toc192321133]1.7.5 Theoretical Framework: “Theory of Planned Behaviour (TPB)”
TPB is useful in explaining university students’ purchasing decisions regarding luxury brands like Zara. According to Kobylińska, (2022), TPB suggests that behaviour is driven by intentions, which are influenced by “attitudes, subjective norms and perceived behavioural control”. It can be said that young consumers view luxury brands as status symbols. Besides this, majority of luxury brands succeed by fostering aspirational desires. However, Khan et al. (2023), have commented that financial constraints affect actual purchase behaviour by challenging intention leads to action. Moreover, sustainability concerns among young customers have been highlighted, which indicates an evolving purchasing motivation. Thus, TPB effectively explains the factors influencing university students' purchasing decisions by highlighting significance of subjective norms, attitudes and perceived behavioural control.
[bookmark: _faz9z3re0n46][bookmark: _Toc192321134]2. Research methodology
[bookmark: _mps29j4frwmz][bookmark: _Toc192321135]2.1 Research Method
The following research will use a “primary quantitative research method” to collect direct data from human resources like UK university students regarding their buying behaviour towards Zara. A quantitative approach is useful because it provides numerical data that can be analysed for trends and patterns, making the findings more reliable and objective (Ghanad, 2023). The research will follow a “positivism research philosophy”, which focuses on facts and observable data. Besides this, a “deductive research approach” will be applied, which will examine existing theories on “consumer behaviour” and determine them with real data. Thus, it will help in confirming or rejecting assumptions about what influences university students buying choices for luxury brands like Zara. “Descriptive research design” will also be followed to describe buying behaviours of university students. Therefore, by using this structured methodology, the current research will provide valuable insights, which can help luxury brands like Zara better engage with university students. 
[bookmark: _4s7lvdvq71gb][bookmark: _Toc192321136]2.2 Sample Size and Sampling Method
As the research will use primary quantitative research methods, human resources will be used as research population. A total of 120 university students in UK will be used as a sample size for this research. Besides this, this research will use a “purposive sampling method”, which refers to that participants will be chosen based on specific criteria (Nigatu et al. 2024). Only university students who buy or show interest in luxury brands like Zara will be included as research participants for this current research. Participants will also be aged over 18 years and enrolled in UK universities will be included. Non-university students and students under 18 years old will be excluded from this current research. “Purposive sampling” is effective because it targets the right audience rather than selecting random people who may not have an interest in luxury fashion. Thus, this approach will help to gather accurate insights about how students make purchasing decisions. By using this method, the research can provide valuable recommendations for luxury brands aiming to attract young consumers.
[bookmark: _cyh9x8rl6ldo][bookmark: _Toc192321137]2.3 Data Collection Process
Quantitative data will be collected for this study from primary sources like 120 UK university students as research participants. A survey strategy will be used as an effective primary data collection tool. The survey is essential, which allows effective data collection from a large number of research participants and maintains time and cost efficiency. Survey also provides structured and quantifiable data, which will make the research more effective in analysing trends in buying behaviour (Zhao and Chen, 2022). The survey also ensures accuracy and reliability, which also helps to understand influencing factors in terms of influencing Zara’s consumers. “Google Form” will be used to make a survey questionnaire and a total of 20 questions will be asked. The first five questions will be demographic and the rest of the fifteen questions will be descriptive. Participants will be instructed to answer descriptive questions by providing options through “Likert Scale”. Survey questionnaires will be distributed through online platforms to collect responses from research participants. 
[bookmark: _99rtq6scy5qj][bookmark: _Toc192321138]2.4 Data Analysis Process
Statistical analysis will be used in data analysis section and based on it, research findings will be evaluated. As quantitative data will be analysed, technical support will be needed to complete the data analysis. “Ms Excel” will be used to collect responses and code them with proper numerical options. Besides this, SPSS software will be used to decode data and conduct demographic and descriptive tests. Demographic tests will be performed to determine research accuracy, while descriptive tests will help to address research trends and patterns. Besides this, reliability and validity tests will be performed to check suitability of research variables. Thereafter, correlation and regression tests will be done to examine whether research hypotheses are accepted or rejected. 
[bookmark: _y5ug0v5wjzdf][bookmark: _Toc192321139]2.5 Research Ethics
The primary research will be done with research ethics to avoid any ethical concerns. The research will make sure that collected information is handled responsibly and fairly by using “Data Protection Act 2018”. Participants will also be informed regarding research aims and assured that their responses will only be used for this research purpose. After three months of completing the research, their responses will be destroyed. Moreover, participants will also be instructed to withdraw their names if they feel uncomfortable at any moment in data collection without any hesitation. 
[bookmark: _ywujpf69lqxv][bookmark: _Toc192321140]3. Resources and Planning
[bookmark: _olyz434xn20s][bookmark: _Toc192321141]3.1 Timeline
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Figure 1: Timeline
[bookmark: _fs5v5w8i3yrs][bookmark: _Toc192321142]3.2 Budget
	Category
	Description
	Estimated Cost (£)

	Survey Platform
	Using Google Forms for online survey distribution (free of cost)
	0

	Data Analysis Tools
	Software like SPSS or Excel for statistical analysis (free of cost)
	0

	Internet
	Internet costs for research
	50

	Miscellaneous
	Unforeseen expenses (technical issues, additional materials)
	50

	Total Estimated Cost
	
	100


Table 1: Research Budget


[bookmark: _Toc192321143]References
Danziger, P.N., 2021. 'Why Zara succeeds: It focuses on pulling people in, not pushing product out,' Forbes, 10 December. https://www.forbes.com/sites/pamdanziger/2018/04/23/zaras-difference-pull-people-in-not-push-product-out/?form=MG0AV3. 
Forbes, 2025. Zara. https://www.forbes.com/companies/zara/ 
Ghanad, A., 2023. An overview of quantitative research methods. International journal of multidisciplinary research and analysis, 6(08), pp.3794-3803. https://www.researchgate.net/profile/Anahita-Ghanad/publication/373370007_An_Overview_of_Quantitative_Research_Methods/links/67b28ffc645ef274a48341a1/An-Overview-of-Quantitative-Research-Methods.pdf 
IPL, 2021. Advantages and Disadvantages of Zara. https://www.ipl.org/essay/Advantages-And-Disadvantages-Of-Zara-F3LHHLNFJ4D6?form=MG0AV3. 
Khan, Y., Hameed, I. and Akram, U., 2023. What drives attitude, purchase intention and consumer buying behavior toward organic food? A self-determination theory and theory of planned behavior perspective. British Food Journal, 125(7), pp.2572-2587. https://www.researchgate.net/profile/Yamna-Khan/publication/366545640_What_drives_attitude_purchase_intention_and_consumer_buying_behavior_toward_organic_food_A_self-determination_theory_and_theory_of_planned_behavior_perspective/links/63e495e1e2e1515b6b811305/What-drives-attitude-purchase-intention-and-consumer-buying-behavior-toward-organic-food-A-self-determination-theory-and-theory-of-planned-behavior-perspective.pdf 
Kobylińska, U., 2022. Attitudes, subjective norms, and perceived control versus contextual factors influencing the entrepreneurial intentions of students from Poland. WSEAS Transactions on Business and Economics, 19, pp.94-106. https://www.wseas.com/journals/bae/2022/a205107-004(2022).pdf 
Madhura, K. and Panakaje, N., 2022. Social media as a promotional tool in the fashion industry: a case study on Meta Platforms Inc. International Journal of Case Studies in Business, IT and Education (IJCSBE), 6(1), pp.351-365. https://www.researchgate.net/profile/Dr-Panakaje/publication/360541583_Social_Media_as_a_Promotional_Tool_in_the_Fashion_Industry_A_Case_Study_on_Meta_Platforms_Inc/links/627cf193973bbb29cc78a3af/Social-Media-as-a-Promotional-Tool-in-the-Fashion-Industry-A-Case-Study-on-Meta-Platforms-Inc.pdf 
Majeed, M.U., Aftab, H., Arslan, A. and Shakeel, Z., 2024. Determining online consumer’s luxury purchase intention: The influence of antecedent factors and the moderating role of brand awareness, perceived risk, and web atmospherics. Plos one, 19(2), p.e0295514. https://journals.plos.org/plosone/article/file?id=10.1371/journal.pone.0295514&type=printable 
Nigatu, A.M., Yilma, T.M., Gezie, L.D., Gebrewold, Y., Gullslett, M.K., Mengiste, S.A. and Tilahun, B., 2024. Barriers and Facilitators Experienced During the Implementation of Web‐Based Teleradiology System in Public Hospitals of the Northwest Ethiopia: An Interpretive Description Study. International Journal of Telemedicine and Applications, 2024(1), p.5578056. https://onlinelibrary.wiley.com/doi/pdf/10.1155/2024/5578056 
Nobre, H., Kumar, A., Kastanakis, M.N. and Paul, J., 2023. Consumers' relationship with mass prestige brands and happiness. European Management Review, 20(2), pp.306-325. https://drjustinpaul.com/wp-content/uploads/2024/10/Paper-10-EMR-.pdf 
Shao, W., Zhang, Y., Cheng, A., Quach, S. and Thaichon, P., 2023. Ethnicity in advertising and millennials: the role of social identity and social distinctiveness. International Journal of Advertising, 42(8), pp.1377-1418. https://www.researchgate.net/profile/Yunen-Zhang/publication/368314902_Ethnicity_in_advertising_and_millennials_the_role_of_social_identity_and_social_distinctiveness/links/65d72db4adf2362b634bf7b1/Ethnicity-in-advertising-and-millennials-the-role-of-social-identity-and-social-distinctiveness.pdf 
Tu, J.C., Hsu, C.F. and Creativani, K., 2022. A study on the effects of consumers' perception and purchasing behavior for second-hand luxury goods by perceived value. Sustainability, 14(16), p.10397. https://www.mdpi.com/2071-1050/14/16/10397 
Ye, Y., Hung Lau, K. and Teo, L., 2023. Transforming supply chains for a new competitive market alignment–a case study of Chinese fashion apparel companies. International Journal of Logistics Research and Applications, 26(3), pp.365-397. https://www.researchgate.net/profile/Ying-Ye-6/publication/353201690_Transforming_supply_chains_for_a_new_competitive_market_alignment_-_a_case_study_of_Chinese_fashion_apparel_companies/links/60ecfef6fb568a7098a68103/Transforming-supply-chains-for-a-new-competitive-market-alignment-a-case-study-of-Chinese-fashion-apparel-companies.pdf 
Zara, 2025. Company. https://www.zara.com/in/en/z-company-corp1391.html?v1=2313140&regionGroupId=96 
Zhao, Y. and Chen, J., 2022. A survey on differential privacy for unstructured data content. ACM Computing Surveys (CSUR), 54(10s), pp.1-28. https://www.researchgate.net/profile/Ying-Zhao-4/publication/357639560_A_Survey_on_Differential_Privacy_for_Unstructured_Data_Content/links/6539181573a2865c7ad306c6/A-Survey-on-Differential-Privacy-for-Unstructured-Data-Content.pdf 
Zici, A., Quaye, E.S., Jaravaza, D.C. and Saini, Y., 2021. Luxury purchase intentions: the role of individualism-collectivism, personal values and value-expressive influence in South Africa. Cogent Psychology, 8(1), p.1991728. https://www.tandfonline.com/doi/pdf/10.1080/23311908.2021.1991728 
2

image1.jpeg
Prifysgol Cymru
Y Drindod Dewi Sant

University of Wales
Trinity Saint David





image2.png
RESEARCH PROPOSAL TIMELINE AND DISSERTATION

Mar-25

Apr25

May-25

Jun-25

Introduction

Literature review

‘Week 1 |Week 2 [ Week 3| Week 4

‘Week §

‘Week 6 [ Week 7

‘Week 8

‘Week 9

‘Week 10 |Week 11

Week 12

‘Week 13

‘Week 14| Week 15

‘Week 16

Research Methodology

Creating the questionnaire

Collection of data

Aualysis of data

Discussion/Interpretation of data

Conclusion and recommendations

Final Submission





