

Introduction 

The role of this chapter is to analyse academic literature surrounding the link between influencer marketing and fast fashion through changing buyer behaviour. This will be achieved by reviewing literature from academic journals, textbooks and online articles to further knowledge on how consumers are influenced to increase purchase consumption and the problems created regarding fast fashion. This will help to underpin the research chapter for this dissertation. The literature review will satisfy the following research objective: 

Objective one: To conduct an extensive literature review on how influencer marketing contributes to fast fashion.  


Use of influencer marketing 
· The degree of relatability between influencers and consumers 
Balaban & Mustatea (2019) found that for influencer marketing to be successful, the influencer and follower must share similarities with many social media users feeling connected to influencers as they are normal people similar to them. Therefore, it is important for influencers to be relatable to their followers so that a relationship can be built to increase purchase intention. Kapitan & Silvera (2015) support this stating that characteristics such as similarity and likability allow greater persuasion onto the consumer. Schaefer (2019) explains how influencers appear relatable by emerging as normal, approachable people on their profiles, making their lifestyle appear more achievable than a-class celebrities to their followers. Influencers are viewed as normal people and so have the ability to connect with followers through shared experiences and lifestyle which is more difficult for celebrities leading more luxurious lives (McRae, 2017). Chae (2017) found that such relatable and similar characteristics between the two parties result in the followers aspiring to be like the influencer which (Ki & Kim, 2019) believe results in a desire to mimic, resulting in the purchase of products the influencers promote. 

· Trust in the online enviornment 
Bock et al (2012) state that trust is important for e-commerce businesses to gain sales and increase purchase intention. Gefen & Straub (2004) explain that trust can be achieved by creating a social presence to achieve personal and human contact. Therefore, an influencer who acts as a middleman between businesses and consumers (Gustavsson, Nasir & Ishonova, 2018) is an ideal approach to give an online store a personal touch to improve trust. Influencers are paid to promote products from a brand (Oliveira, Barbosa & Sousa, 2020) questioning the credibility of their opinions, however, by regularly creating content and focusing on a relationship with followers, influencers can gain their trust (Woods, 2016). Additionally, there is an increased trust for influencers compared to high-ranking celebrities as influencers incorporate products into their daily life making their opinions appear more authentic to the consumer improving trust (ibid). Schouten, Janssen & Verspaget (2019) also found that social media users trust influencers more than traditional celebrities, improving advertising effectiveness for brands. Russel & Rasolofoarison (2017) conclude that this perceived trust is due to influencers demonstrating how to use the products rather than promotion solely through commercial environments creating a positive impression for the consumer. 





Fast fashion consumers 
· Fast Fashion consumer characteristics 
Tapping (2014) states that fast fashion is aimed at younger age groups with lower income due to the cheap nature of the clothing. Bhradwaj and Fairhurst (2010) support this as they discovered that younger consumers prefer cheap and fashionable clothes whereas older consumers are drawn towards high quality products and are less concerned about fashion trends. Michaela (2015) believes that the target consumer for fast fashion brands is people who are fashion conscious as they shop more often and are eager to try new products. Therefore, fast fashion is arguably ideal for the fashion conscious as fast fashion allows for quick production and design timeframes which help to exploit upcoming trends and customer demands within a short period (Cachon & Swinney (2010). Furthermore, fast fashion companies are heavily inspired by designer fashion runways for the creation of their new lines to be sold to the larger population (Chakraborty, Hoque & Kabir, 2020). This enables the fast fashion consumer to get designed inspired items for a fraction of the price while remaining on trend. 


· Long term effects of fast fashion
The fashion industry is the second largest cause of pollution in the world due to poor environmental awareness after shifting production to LMICs (Abdulgadir & Abdulagadir, 2020). While some argue that fast fashion is beneficial as it has allowed stylish clothes to become accessible to all social classes, this is often at the expense of the environment (Bick, Halsey & Ekenga, 2018). Morgan (2015) states that consumers are purchasing clothing 400% more than in the 1990s due to increase demand and trends. The fast production of the clothing results in hazardous environmental conditions due to low quality dyes and fabrics being used. Khan & Malik (2014) state that dyes used on fabric is often released into local water systems creating a toxic water source which can harm wildlife and the local community. This environmental damage often occurs in LMICs where large corporations manufacture to exploit profits by lowering costs (Arrigo, 2013). Thorisdottir & Johannsdottir (2019) explain that due to fashion brands marketing strategies, clothing is often thrown away despite being in good condition because it is out of fashion. Such disposal due to increased consumption of the fashion products is also proving hazardous for the environment as first world countries are sending such waste to LMICs to be sold in markets, however much of this ends up clogging rivers and parks which is crucial as many lower income countries do not have the waste disposal capacity to deal with this (Bick, Halsey & Ekenga, 2018). Environmental concerns and dangers provide a scope for greater fashion sustainability. Henninger, Alevizou & Oates (2016) argue that up cycling fashion should be promoted by brands to encourage greater sustainability. Sustainability can be improved by using the cradle to cradle whereby a product has multiple lives, instead of being wasted, materials can be reused (Braungart & McDonough, 2008). Furthermore, lists for materials should be made including ‘X’ for toxic materials, ‘grey’ for materials that are not desirable but can be worked with until a better alternative and ‘p’ which is for the good, preferred materials to help become more sustainable (ibid). 



· The attitude-behaviour gap 
Kim & Oh (2020) state that there is an increase in interest for sustainable fashion brands due to the negative connotations associated with fast fashion. Bertram & Chi (2017) explain that consumers are not as educated on the effects fast fashion has during production and distribution, however, are concerned by unnecessary product packaging and plastics, proving limited awareness of the problem. Joergens (2006) draws attention to the gap between the concern some consumers have regarding the environment and the actions they exhibit, stating that they do not always correlate. This difference in belief and action is known as the attitude-behaviour gap whereby a consumer claims to have strong ethical and environmental values, however their purchase history and intention do not match this (Perry & Chung, 2016). White, Hardisty & Habib (2019) provided data which supports this gap, with 65% of respondents wanting to buy from brands that promote sustainability, however only 26% of consumers still have this attitude when purchasing. Lee et al. (2020) also found a large gap between fashion consumers desire to be green and actions towards being green concluding that fashion consumers do not alter their fashion demands for the sake of being sustainable. McKewon & Shearer (2019) discovered that this gap could be closed by the use of influencers promoting sustainable fashion after concluding that if the influencer had strong credibility and trust from followers that they were able to reverse negative perceptions of sustainable fashion and reinforce a positive attitude regarding sustainability. 










































Influencer marketing and buying behaviour 
· Buying behaviour – this bullet point is incomplete
Sudha & Sheena (2017) state that influencer marketing on social media as increased the number of online purchases as it is able to take consumers directly to the product almost instantaneously. 
Sheth & Kim (2017) found that 67% of people would consider buying a product recommended on social media, proving the power influencers have on consumers purchase intention. Erkan & Evans (2018) suggest that E- word of mouth has increased influence on purchase intention when it comes from a well-known personality such as an influencer. Yodi, Widyastuti & Noor (2020) found a positive relationship between influencer marketing and purchase intention with a 78.8% increase in purchase intention if brand marketing comes from a credible influencer. 


· Impulse buying 
Vonkeman, Verhagen & Van Dolen (2017) define impulse buying as the outcome of an exposure to stimuli whereby the customer makes an unplanned purchase of a product that they previously had no desire or intention to buy. Styvén, Foster & Wallström (2017) argue that to keep impulse buyers simulated to complete a purchase, businesses can offer promotions such as free, fast delivery and a range of payment options. Yin et al (2014) state that online impulse buying can be simulated by the availability of reviews which reduce uncertainty of consumers. While influencers do not provide a typical review often found underneath a product on a website, they review products on social media which can be seen in real life, tempting consumers to make the purchase. As discussed above, smaller influencers are seen to have greater trust than celebrities, which has led to such influencer’s leader more consumers to impulse buy. Gunawan & Iskander (2020) discovered that smaller influencers have a positive correlation with impulse buying, especially during the early adopter stage whereby a product or trend is relatively new as fashion consumers want to become a trendsetter. This finding it more relevant to smaller influencers as celebrities with large followings will often create a massive demand for a product and Gunawan and Iskander discovered that consumers do not want to wear something that everyone else has.

Stern (1962) created an impulse buying theory which can be applied to influencer marketing and impulse buying. Sterns model divides impulse buying into four categories; pure, whereby the consumer has had no intention to purchase and broke normal shopping behaviour, reminder; whereby a consumer recalls an advertisement for the product and wants to try it, suggestion; whereby a customer sees an item and creates an idea for its use and finally planned; whereby a customer intends to purchase particular products as well as unplanned purchases depending on the offers available. From previous research, pure impulse buying correlates to the effect of influencers, for example Gunawan and Iskander’s discovery of consumers wanting to buy a product to become a trendsetter. Additionally, suggestion impulse buying could be a result of influencer marketing as consumers may see an item they recall a favourite personality of theirs had, pushing them to purchase. 

With influencers having a strong impact on consumer impulse buying, there is a concern for the already growing fast fashion problem. Liu, Lee & Lien (2020) state that fast fashion is based upon low prices for clothing and therefore people are more likely to impulsively purchase compared to higher ticket items. Cook and Yurichisin (2017) also argue that those who favour fast fashion items, which are often promoted by influencers, are more likely yo buy impulsively. This creates a barrier for trying to reduce fast fashion consumption and the negative impacts it has proven to cause. 


· Disposable nature of clothing 
incomplete


Conclusion 
Incomplete
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