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Abstract

This study's purpose is to evaluate the influence that consumers' use of digital marketing has on the purchasing decisions that they make in relation to fast fashion products. The study focuses on email marketing, marketing via branded mobile applications, marketing via social media platforms, and marketing via blogs and websites. These are considered to be the four most essential digital channels that clients of fast fashion employ. It was decided to conduct the research using a quantitative technique, and the primary source of data gathering was the responses that 420 different people gave to online questionnaires. The findings of the research project demonstrated that there is, in point of fact, a correlation between the digital marketing channels that customers most favour and the decisions they make about the acquisition of fast fashion goods. The results of the investigation came to this conclusion. After putting the theory to the test, it was discovered that customers feel that marketing done through blogs and websites, branded mobile applications, and email has a beneficial impact on their decision-making regarding purchases. However, the results of the study showed that the effect of marketing through social media on consumers' decisions to make purchases is unfavourable, which runs counter to what was anticipated. The findings of this research make a significant contribution to the body of knowledge that has previously been accumulated in the field of digital marketing and consumer behaviours in the fast fashion industry. This research was carried out by a team of academics from the United States and the United Kingdom. In the current economic climate, it is strongly urged that businesses employ efficient marketing methods in order to increase sales and keep their competitive edge. This is because of the current state of the market.

[bookmark: _Toc109475410]Chapter 1 
[bookmark: _Toc109475411]Introduction 
[bookmark: _Toc109475412]1. Overview 

Our lives have radically changed over the past few decades as a result of technological advancements. We have reached a stage in history where the Internet can no longer be relied upon as the primary source of information for our daily lives. Customers may quickly and easily access an almost limitless number of offers from companies all over the world thanks to its global reach, which saves them a significant amount of time and energy. They can order a product and have it delivered to their doorstep in a matter of seconds. Additionally, they have access to a wide range of brand-specific data 24 hours a day, seven days a week. Digital technology and the rise of online shopping have prompted businesses to make a never-before-seen shift from traditional mass communication to digital marketing. It has become increasingly possible for marketers to track the success or ROI of their marketing efforts through the use of digital marketing (ROI). Traditional types of advertising like radio and newspapers aren't as heavily used in today's elections as they once were. Every sort of business can benefit from digital marketing in a variety of ways, including better customer communication, increased sales, increased brand awareness, and better management of the brand. Customers can see items and services shown on a variety of digital devices, such as smartphones, tablets, smart televisions, and more. There are a multitude of ways to display these adverts online, including still photos and animated graphics. Using digital channels such as social media, e-mail, blogs, and website content allows companies to stay in touch with their customers and answer to their concerns in real time. Additionally, these groups may be able to successfully resolve any customer complaints. Keeping up with the newest digital marketing trends is critical for businesses in today's competitive marketplaces, as firms are unable to realise the full potential of their marketing investments due to a dearth of empirical studies on how digital marketing activities affect customers. Due to lack of understanding and the inability to predict customer behaviour, terrible material gets popular and generates consumer distrust and a high level of resistance to digital advertising. Thus, the industry as a whole produce substandard product (Taylor, 2011).
The rise of digital marketing has resulted in a significant shift in client digital behaviour. These days, the average shopper has more information at her disposal to make an informed decision. So, they're constantly bombarded with digital messages from a wide variety of companies, which is frustrating. As a result of this, customers now have higher expectations. Personalization is desired and expected by 5 out of 10 clients.

as well as helpful content from a range of companies. Increasingly, clients are turning their backs on marketing strategies they view as obtrusive or uninteresting, as their familiarity with technological tools increases. This means that before making a purchase, customers look to a variety of sources, such as their own research and the opinions of friends and influencers in the sector as well as previous customers. Instead of being loyal, modern consumers are constantly trying out new things and aren't afraid to swap brands. Marketers and academics have paid special attention to consumer behaviour research for a long time and probably for the foreseeable future because of its complexity and strength. There are two possible explanations for this event. To begin, as the broader societal, economic, and technological context shifts, so does consumer behaviour. A good place to start is by looking at how people use their limited financial resources, as well as how they make purchasing decisions. Companies who are able to gather this information can gain a competitive advantage and lay the groundwork for long-term success (Parasuraman et al., 1985; Zeithaml, 1988; Bolton et al., 1991; Dodds et al., 1991; Holbrook, 1994; Cronin et al., 2000). Consequently, this subject will need a wide and ever-expanding field of research in the future. It is necessary to undertake new research on a frequent basis to keep up with changes in customer behaviour in the digital era and supply new insights, information, or alter existing hypotheses. Customers' ultimate purchasing decisions might be influenced by retail managers' knowledge of current trends and information.
Fast fashion has only been around for roughly thirty years at the time of this article's creation. Foreign companies are, on the other hand, rapidly gaining ground in the race. Consumer behaviour and the fashion business don't have a lot of study done on them. Fast fashion is worse because consumer behaviour research isn't paying enough attention to this quickly developing business. The current state of affairs is at an all-time low. Developing an appropriate theoretical framework for the fast fashion sector will likely take some time, given that it is a relatively new phenomenon. Assuming that is the case, then there must be some explanation. "Fast fashion" is a term that is attributed to a small segment of the fashion industry almost universally. As a result, it is considered that its characteristics and customer behaviour are the same as those of the traditional fashion sector. Although the fast fashion industry is distinct from the rest of the fashion industry, it has its own unique set of features.

Consequently, the fashion industry must be approached in a way that is different from the way it has been done before. As a result, a thorough knowledge of fast fashion consumer behaviour is an important must. One of the most active customers of web marketing is a company that specialises in fast fashion. Digital marketing has been shown to have a major impact on a customer's ultimate decision on which brand to buy from in the past. Studies into how fast-fashion clients' purchasing decisions are influenced by these features are rare among academics. In reality, the fast fashion industry is characterised by a high degree of competition and an extremely high barrier to entry (Wang, 2010). Fast fashion companies must therefore perform further study into the use of digital marketing to influence clients' purchasing decisions in order to have a greater success rate.
Digital marketing has had a significant impact on the purchasing decisions of customers for fashion products, and this research aims not only to shed new light on these issues but also to offer possible answers. This study will examine four key digital marketing channels: email and social media, branded mobile apps, and websites and blogs.. The author's results and recommendations from previous research were taken into account when selecting these channels. We will employ four hypotheses in our research to better understand how each channel effects the purchasing decisions of customers.. There were five sections to attain this goal. In the first chapter, which includes a review of relevant literature, digital marketing and quick fashion are discussed. Our clients' purchase decisions will be examined in the second chapter, as we have done some research into the various marketing channels. Detailed information on survey instruments and data collection methods is provided in this chapter of the report. There are examples and an analysis of findings in the fourteenth chapter. A preliminary factor analysis will be conducted in this chapter to determine the latent variables that can be deemed distinct from one another. We will do a multiple regression analysis to test our hypothesis. There is also a section on prospective new avenues of inquiry for additional investigation in the final chapter of the report.


1.1 The Background

It has recently become more popular to conduct business online in Asia than in more established areas such as the United States, the UK and Japan. When compared to other parts of the world, this region is extremely notable. When it comes to this particular issue, Japan's current situation is quite precarious. For the next few years, China is expected to be the driving force behind the Asia-Pacific region's economic growth. The growth is expected to take place in the region. With China accounting for more than $899 billion of the total, the Asia-Pacific region came dangerously close to $1 trillion in online sales in 2016. (eMarketer, 2016). Customers are increasingly turning to digital platforms to find the greatest possible offer when they're looking for something. ... [Here's an example:] As a result, customers are looking for the most cheap choice. This is due to the fact that more and more people are getting used to using the internet, which has led to this outcome. With retailers, this person has expressed an interest in higher levels of knowledge, ease of use and competitive pricing in addition to a wide variety of products. More and more people are becoming aware of the Internet, and they are beginning to understand the wide range of possibilities it provides. Internet usage is on the rise. Young Turks, like their Asian counterparts, are becoming more interested in buying at non-conventional sites. Even though Turkey and Asia are geographically dispersed, this is true. There has been an exponential increase in the number of people in Turkey purchasing goods and services online since that time. This pattern is likely to persist for some time to come. Various Asian countries' young people have exhibited a comparable level of enthusiasm in recent years to explore new forms of retail therapy.



The basic goal of every organisation is to address the specific needs of a target market by offering products and services that are tailored to fit those needs in a unique way. Customers who are satisfied with their purchases are more inclined to return for more. There is an advantage in terms of financial success that a corporation can gain from this strategy. It's because delighted customers are more likely to purchase the product again in the near future. Turkey has seen a tremendous increase in the number of people buying online, and this trend is only expected to continue as Internet access spreads into the country's rural areas. Rural sections of the country are becoming increasingly well-connected to the internet, which makes this even more relevant today. While this may be true, it's also true that Turks have always been careful when it comes to purchasing goods. Individuals are expected to become more dependent on digital marketing as a result of the rapid speed of their life brought on by technology. Because of this, this study's purpose is to examine the preferences, worries, and general contentment of customers when it comes to purchasing goods and services online.



1.1.1 An Overview of the Turkish Internet Retail Industry



The global business community is increasingly turning to electronic commerce, or "e-business," as a result of the widespread usage of information and communication technologies (ICTs) such as the Internet. Customers who shop online have access to a global market where they can simply compare prices across locations and sites, discover if costs vary depending on the specifics of their order, and learn about the different possibilities that are available to them. Because of this, the suppliers made sure that the information on their websites accurately reflected their identity. Access to the internet is good for both consumers and sellers alike, because it means that buyers can buy from anywhere in the world that has an internet connection. Vendors have a rare chance to broaden their consumer base because of this.



Online shopping has become increasingly important to poor countries according to UNCTAD, the United Nations Conference on Trade and Development (UNCTAD, 2017). The United Nations Conference on Trade and Development (UNCTAD) has created specialised programmes to assist developing countries in adopting electronic trade in all of its forms. These programmes are aimed to help underdeveloped countries adapt to electronic commerce. It is the goal of these initiatives to aid underdeveloped countries in making the switch to online commerce. Standards and regulatory frameworks for international online commerce have been developed by the United Nations Conference on Trade and Development (UNCTAD). Due to rising globalisation, the private sector in developing nations like Turkey is now more important than ever before to be ready to meet consumer expectations and compete successfully against domestic and international competition.



ICTs and automation of internal operations are necessary for businesses to remain competitive and efficient in a global marketplace. In addition, companies must have a large online presence and a high level of online interaction. These two issues, in particular, are growing in importance for the Turkish business community. The Istanbul Observer (2015). In the year of our Lord, 2015 By the end of 2015, The IstanbulTribune expects to publish it.



1.1.2 Turkish consumers are increasingly relying on the internet to shop


Using a WAP service, CellBazaar.com was the first Turkish e-commerce or m-commerce company in 2006 and is only available on mobile phones. (Mohiuddin, 2014). Mobile commerce got its start with this event.

Between 2000 and 2008, Turkey's e-commerce development rate is expected to be among the fastest in the world, according to a recent report. A few websites offered online shopping when I first started using the internet, but there was little actual ability to buy anything (Mahmood, 2015). Internet and phone costs, a dearth of credit card holders, and low penetration rates are some of the obstacles to entry. As a result, the low penetration rate means that relatively few individuals are aware of these websites. E-commerce in Turkey is generally considered to have begun in the 1990s with the introduction of Turkey Bank's online and mobile payment facilitation and the construction of interbank payment gateways.



By supporting the country's information and communications technology (ICT) infrastructure over time, Turkish governments have reduced Internet tariffs and increased access to all 492 Upazilas. As a result, Turkey has grown into a digital powerhouse. Turkey's government has taken steps to show its commitment to the expansion of the country's e-commerce industry. In order to connect all government offices to the internet, a strong communications sector must be built, as well as information technology (IT) parks must be built. In Turkey, each of these steps was taken.



1.2 Aim and purpose 

It is important to recognise that traditional marketing is being replaced by digital marketing as a result of the Internet's rapid expansion and impact on the business.

1.2.1 aim 



Do you believe that the Digital Revolution has made computers and smartphones common household items?

People's daily routines, employment opportunities, social interactions, and business practises have all been profoundly altered by advances in digital technology. Particular attention is paid to how people interact with each other.

There are now more options than ever before for advertising adapted precisely to various technical platforms to demonstrate how far technological innovation has come.

1.3 Research questions

I have a few questions about the study.


1. In your opinion, has marketing technology gotten more diverse and the focus shifted to online marketing as a result of changes in customer behaviour?

2. Internet marketing refers to the practise of promoting products and services using the internet, including social media platforms like Facebook and Twitter.

3. Given the vast number of people who use social media, how can businesses make a big profit by promoting their goods and services there?


[bookmark: _Toc109475420]Chapter 2 
[bookmark: _Toc109475421]2. Literature review 

This chapter provides a comprehensive account of the topics that are being considered by analysing the previously available literature and studies and presenting them in an order that makes sense. The most important topics that are covered in this chapter are the growth of digital marketing and the idea of fast fashion.

[bookmark: _Toc109475422]1.1 Field of digital marketing turning point 

In order to obtain a complete comprehension of digital marketing, it is necessary to investigate the development of the Internet and digital technologies, which serve as the basis for practically every essential part of modern life. In the paragraphs that follow, we will discuss how the rapid spread of the Internet has had an effect on marketing and how it has propelled the transition away from traditional models toward the cutting-edge digital ones that we see today. A comprehensive analysis of digital marketing's origins and goals will be provided before moving on to describe the industry's most important channels and distinguishing characteristics. In conclusion, this section will examine not only the positive aspects of digital marketing but also its potential drawbacks in order to present an accurate and balanced image.

[bookmark: _Toc109475423]1.1.1 Development of information and communications technologies

To put it another way, TCP/IP, which stands for transmission control protocol and internet protocol, is a "language" that allows computers connected to different networks all over the world to communicate with one another. The name "internet" is used to refer to this particular system (Wikipedia, 2020). Access to the internet was not available to the general population in the United States until the early 1990s, despite the fact that the internet was first introduced in the United States in the 1970s. Prior to that time, only a select few individuals were able to get their hands on it. By the year 2020, it is anticipated that more than half of the world's population, or around 4.5 billion individuals, will have access to the internet. (Dennis & Kahn, 2020).

In spite of the fact that it didn't become widely used until the 1980s, the Internet's roots actually go all the way back to the 1960s. In 1962, John C. R. Licklider, a professor of computer science at MIT, was the first person to suggest the idea of a global computer network. His coworkers at the Advanced Research Projects Agency (ARPA), which was a part of the United States Department of Defense, learned about the idea he had for the project in a short amount of time (Jefferson Online, 2016). ARPANET was one of the original general-purpose computer networks. In 1969, the concept of packet switching, a data transmission mechanism for computer networks, was established. This led to the creation of ARPANET. ARPANET was able to get off the ground because of this notion and the work that was done by scientists working for ARPA. The text-to-binary conversion capabilities of Arpanet made it an essential component in the process of connecting academic and military networks all throughout the United States. In 1971, the very first email was sent using a machine with eight bits of memory.

During the 1970s, when the network was being expanded, the @sign protocol was being used to send data across the ARPANET. The Internet Protocol Suite was initially conceived of in 1983, and its design has not changed much since then. This approach is used to connect numerous networks to one another such that even if one network goes down, the others will continue to function correctly. This ensures that data can be sent between the networks. TCP protocols make it possible for individuals to move data from one computer to another by using a Network Interface Card (NIC) (VentCube, 2019).
[image: ]

Tim Berners-Lee, a British scientist who was working at CERN at the time, was the one who came up with the idea for the World Wide Web in the year 1990. (or "www"). The most prestigious nuclear research organisation in the European Union. When it was first conceived in 1993, the World Wide Web was envisioned as a platform that would facilitate the computerised sharing of knowledge amongst academics located all over the world. Following that event, the World Wide Web was opened up to anybody and everyone (CERN, 2020). The implementation of this upgrade made it possible for businesses and commercial networks to finally communicate with one another and initiate the process of upgrading to the contemporary Internet. At the same time that different generations of computers were beginning to link with one another, the sizes of networks continued to expand at an exponential rate. Amazon.com is still the most successful online store in terms of the quantity of products that it sells, despite the fact that the company wasn't established until the year 1995. Google and Yahoo are two of the commercial search engines that have been utilised by the most people ever since they were first introduced in 1997. Between the years 2000 and 2010, a number of popular websites, including Facebook, Twitter, and MySpace, went live. These social media platforms include the likes of Facebook, Twitter, YouTube, and Instagram, to name a few examples. Without access to at least one of these websites, it is just not feasible to function in the modern world. Figure 1.1 provides a visual representation of 1the development of the Internet as well as some of its most significant achievements.

When someone says they are "going online," they almost always mean that they are utilising a web browser to gain access to the Internet and explore the web. The phrases "Internet" and "World Wide Web" are frequently confused with one another in common speech. The World Wide Web is merely one of the many services that are made available by the Internet as a whole. It is comprised of websites. Other types of services include electronic mail and websites devoted to social networking. People are able to gain access to a huge array of web resources, such as a variety of papers, photos, media, and programmes, as well as a great number of other things, by utilising the Internet. A Uniform Resource Identifier, or URI, is a string of characters that may unambiguously identify a web page. A one-of-a-kind identifier has been designated for each and every resource. Since it was first created in 1989, the World Wide Web has had a profound influence on the ways in which people all over the world think, produce, and communicate. As a direct consequence of this, the lives of billions of people have been dramatically disrupted. The World Wide Web has been subjected to a number of revisions, upgrades, and enhancements during the course of its history in order to fulfil the requirements of the consistently rising number of users that log on to the network on a daily basis. The progression of the web may be seen in Figure 1.2, beginning with Web 1.0 in the dim and far past and ending with Web 5.0, which is anticipated to go live in the not-too-distant future. Figure 1.2
Users had access to Web 1.0, the first version of the World Wide Web, between the early 1990s and the year 2000. Web 2.0 is the current iteration of the World Wide Web. Because it was essentially a read-only and static version of the internet, some people refer to it as "The Information Web." This is because users were unable to interact with the site when it was in its read-only and static state. Large corporations were the principal users of the internet during Web 1.0. These companies published company information, marketing strategies, product catalogues, and conducted business with their consumers using the internet.
The "read-only" version of Web 1.0 was discontinued in the year 2000, and "The Social Web" or "Web 2.0" took its place. Users were now able to engage in conversation with one another and form new connections in real time, as opposed to simply reading the material. They were able to generate new concepts, supply fresh information, and make that knowledge accessible to the people located in the other parts of the world as a direct result of their collaboration. The potential advantages of this collective power and the networking effects have been recognised by a great number of businesses, which has led to the modification of corporate strategy in order to better represent this awareness. According to O'Reilly (2005), some examples of Web 2.0 include social networking websites such as Facebook (as well as others), video-sharing websites such as YouTube (as well as others), and wikis (and others). A multitude of other instances of Web 2.0 can be found here. Some individuals believe that we are currently in the middle of Web 3.0, which began as a gradual shift from Web 2.0 to Web 3.0 in the year 2010, and is currently ongoing.
[image: ]

As compared to Web 2.0, the focus of Web 3.0 is more on connecting individuals with their own devices, or "device-centric." It has developed a complicated language that emphasises analysis, processing capability, and the ability to produce new ideas from user-generated data through the use of neural networks and genetic algorithms. The firm devised this language (Benito-Osorio, 2013). For example, a user's previous search history could be used to deliver personalised advertisements. Web 3.0 is also referred to as "The Semantic Web" because of this.
One of the most essential elements of Web 4.0 is the capacity for devices to interact wirelessly with one another, which allows people and their different electronic devices (such as smartphones, computers, household appliances, and automobiles) to stay connected at all times. When it comes to current events, "Internet of Things" accurately describes the current situation. When talking about Web 4.0, the phrase "The Symbiotic Web" refers to the interplay between humans and machines. One operating system, Web OS, can be used to transfer information from one location to another. Instead of waiting until until 2030 for Web 5.0 to be available, this new version of the web is already here.
Emotional Web 5.0 is the last version of the web to be addressed since it communicates emotionally with users in the same manner that humans do with each other, 11 like a personal virtual assistant with the development of advanced artificial intelligence. Keeping this link will eventually become second nature to many people thanks to advances in neurotechnology. An "emotionally neutral" website is one that doesn't take its customers' feelings into account while building new features. Despite the fact that it is difficult to map human emotions, there are presently instruments that can measure the impact of human emotions (Benito-Osorio, 2013).
When it comes to the second half of the 20th century, there were many notable breakthroughs, including the internet, World Wide Web, computers, and mobile phones. During the second half of the twentieth century, there occurred a digital revolution, sometimes known as the third industrial revolution. The invention of the Internet was one of the most noteworthy innovations of this time period. There were few technological devices that could connect with one other prior to digital technology's arrival. Customers had a strong desire for and awareness of this product, but there was only a limited amount of information available. There were just a few print and television outlets available for marketing purposes, and not everyone had access to them. As a result of digital technology's ability to store vast amounts of data on compact and portable devices, people's work settings and communication styles have undergone significant transformations. A new digital era began in 1993 when the World Wide Web was made available to everyone. Since then, there has been a profusion of digital media, mobile devices, and online resources. Everywhere in the world, computers and mobile devices have made it possible for people to swiftly and simply connect with the internet. This was the beginning of the global influence of the digital revolution. Cell phone subscriptions and Internet users have grown from 12.5 million in 1990 to 5.19 billion and 4.54 billion (67 percent and 59 percent, respectively) in 2020, following a period of fast expansion lasting 30 years. 
Internet and other digital technologies have had a tremendous impact on corporate strategy, notably in the field of marketing. Marketers now have access to a level of connection with their clients that was previously unattainable, something they did not have in the past. Internet and digital technologies have had an impact on marketing, and we'll go into more detail about how marketing has adapted to these new circumstances in the next paragraphs.
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[bookmark: _Toc109475424]1.1.2 Move from traditional marketing to digital marketing


The second half of the twentieth century, getting customers interested about a company's goods and services is the purpose of marketing. Almost since the invention of the printing press in the mid-1400s, people have been looking for new ways to communicate and interact with their customers. Additionally, in the 1450s, the first public advertising was produced (Marketing Evolution, 2020). In the years between 1742 and 1862, the popularity of print media skyrocketed, and new forms of advertising, such as magazines and direct mail, were created. In 1920, radio advertising began to compete with print advertising. When radio advertising was first introduced in 1942, they quickly overtook print ads in terms of spending. When it comes to advertising on television, there have been numerous innovative ways for companies to engage with their customers.
They quickly realised that they needed to track and optimize their marketing efforts once they began spending large sums of money on mass media advertising. In the beginning of this century, there were "marketing courses" that marked the beginning of marketing as a focused and professional study. The University of Michigan's first marketing course was launched in 1902, and it is largely considered to be the first of its kind. Marketers had to deal with a new problem when broadcast media came on the scene: handling several different marketing channels at once. Understanding the optimal times and channels to use in a multi-million-dollar marketing campaign was necessary for maximising ROI (Return on Investment index). New tactics were needed to avoid the typical "spray and pray" method of dispersing a unified message. The term "Marketing mix" was originally coined during this time period. Developed by Neil Borden in 1964, the marketing mix is a term first used in the 1940s and now widely used to describe the basic components of what a product or service offers to customers and how marketers can best match those components to develop a successful marketing strategy. To be known as "4Ps," they had to be organised into four major categories by E. Jerome McCarthy. Understanding the product's demand, consumer readiness to pay, as well as the most effective promos and the finest venues for promoting such ads is critical to a successful marketing campaign. Since their inception, the 4Ps have served as a foundation for modern marketing strategy (Figure 1.4).
First wireless mobile phone was invented in 1972, and this new generation of marketing tools was spawned by it. Marketers jumped on the opportunity provided by the introduction of the first personal computer in 1975. A spam message was first sent to the ARPANET, also known as the "first internet," in 1978, when it reached 400 users. More advertising options become available as technology advances. A new era of digital marketing has been brought about by the digital revolution. People were able to converse with each other over the WWW as it became more generally available.
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As a refresher, the purpose of this investigation is to investigate the connection that exists between various digital marketing channels and the purchases of fast fashion goods made by end users. In the third chapter, we will describe the research methodologies that can be used to accomplish this objective. It includes the design of the research, the development of the survey instrument, and the collection of the data.

[bookmark: _Toc109475427]3.1 Process of developing a research project

The study design consists of the strategies and techniques utilised for the purpose of data collection and analysis (Churchill, Brown and Suter, 2009). According to Malhotra (2010), a more fundamental explanation of the term is that it refers to the framework that the researcher uses in order to determine or test research hypotheses. There is a huge range of diversity in the forms that research designs might take. However, there are two main categories that can be used to describe the designs of research: qualitative and quantitative. Qualitative research draws from primary and secondary sources of data to concentrate on information that is not structured and is not numerical (Ankiewicz et al., 2006). According to Mangan et al., this approach enables researchers who are required to finish their task within the specified amount of time to do it in a manner that is relatively uncomplicated and uncomplicated (2004). The conclusions that can be formed from qualitative research can only be derived from the specific cases that were investigated, and as a result, they are merely speculations. When a high degree of accuracy and insightful practical information are required, quantitative research is the method of choice. In order to collect numerical information, analysts use analytical procedures such as polls and surveys, in-person observations, and secondary sources of data. In order to analyse the data that was obtained, statistical, mathematical, and computational tools are utilised. It is hoped that the application of these concrete data will produce unbiased results that can be applied to the representation of a significantly larger population (Given, 2008). When it comes to determining whether or not the hypotheses advanced by qualitative researchers are supported by empirical evidence and a sound research design, quantitative researchers rely on the qualitative research methodology developed by qualitative researchers (Mangan et al., 2004). In order to accomplish the purpose of this investigation in its entirety, it is essential to select a method of research that is able to maintain objectivity regarding the facts while also delivering useful insights for the process of making business decisions. In addition, previous quantitative research has been conducted to investigate the impact that digital marketing technologies have on the purchasing decisions of consumers. It's possible that this study could benefit from the well-designed frameworks that they offer. As a result of these factors, the quantitative method will be utilised in the execution of this thesis.
This study, which is primarily concerned with gathering quantitative data, makes use of a survey research design. The practise of collecting information from a statistically significant subset of the general population by interrogating that subset and keeping a record of their responses is known as survey research (Check and Schutt, 2012). You will have the ability to quickly obtain information on the characteristics of a vast number of possible subjects if you use it (Ponto, 2015). An online questionnaire was designed in order to collect information that could be used to evaluate the hypotheses that were being tested in the study. Questionnaires, which are a form of survey method, are utilised by researchers for the goal of eliciting responses from individuals relating to a variety of areas of interest. A set of standardised questions, often known as items, is what's meant when people refer to a questionnaire (Lavrakas, 2008). Because a survey that is carried out through the use of an online questionnaire can reach more people regardless of their location or the time of day, this method is the one that is chosen. It is simple to disseminate the survey to as many people as possible and gather as many responses as possible because a significant section of the population that is being targeted does not require any specialised skills in order to finish the survey. Another advantage of employing a questionnaire is that the data that is collected is standardised, which makes it easier to interpret the results once the data has been extracted and statistically analysed. This advantage comes as a direct result of the use of the questionnaire (Saunders et al., 2009). The findings of this research will be analysed using SPSS version 27.0, which will be fed with the data collected in this project. When conducting a variety of statistical analyses, researchers frequently make use of SPSS, which stands for the Statistical Package for Social Science.
In this particular investigation, three different statistical approaches are utilised. The first step in the process is utilising descriptive statistical methods to describe the demographic and 25 observable metrics. According to Williams (2007), descriptive research can be utilised as a fundamental instrument to investigate the existing status of the matter that is being questioned. The goal of the majority of the studies conducted in this field is either to ascertain the frequency with which a specific occurrence occurs or to identify connections between two or more phenomena.
We went to exploratory factor analysis in order to gain a better understanding of the underlying latent variables that influence the four digital marketing tools and the decisions that consumers make about the purchase of fast fashion products (EFA). When conducting research in the fields of psychology and education, factor analysis is a common method for analysing self-reporting surveys (Hogarty et al., 2005; Thompson, 2004). The primary objective of factor analysis is to reduce a large number of variables into a smaller, more manageable collection of variables (also known as factors), and to study the patterns of relationships between those factors. Factor analysis can be applied in a variety of contexts, but its primary purpose is to achieve this objective. As a direct consequence of this, the research instrument might undergo further development and improvement (Pett et al., 2003; Thompson, 2004). One of the two primary approaches of factor analysis is known as exploratory factor analysis, or EFA for short. The second approach is referred to as confirmatory factor analysis (CFA) (CFA). The fact that each of these latent constructs is represented by a collection of objects makes it possible for the researcher to investigate the primary dimensions of the data and formulate a hypothesis based on the findings of the investigation. On the other hand, the CFA is used to test a hypothesis that contains assumptions and expectations about the number of variables and which factor models suit the data the best. This hypothesis is used to evaluate whether or not there is a correlation between two or more variables (Pett et al., 2003; Thompson, 2004). Because the primary objective of this research is to construct a tool for the study of consumer behaviour, an exploratory factor analysis (EFA) is an appropriate statistical model to utilise for this investigation. According to the EFA, it is "a statistical model that analyses the relationship pattern between the latent components and observable items." This definition can be found in the EFA (Gerbin and Hamilton, 1996; Litavcova et al. 2015). In accordance with the loadings, factors are generated by collapsing a list of objects that have been observed in conjunction with one another. It is necessary to eliminate from the group any components that do not adequately explain the factor (Munro, 2005).
After all of the relevant information has been compiled, the third step, which is a regression analysis, will determine whether or not the hypotheses that were proposed were correct. The linear regression model is one of the approaches that was utilised quite extensively for this research (Sweet and Grace-Martin, 2003). If there is a correlation between the change in the dependent variable and an ongoing change in the dependent variable, then it is possible to use a change in the independent variable as an explanatory factor in linear regression. The equation used to describe linear regression is as follows: Where Y is the result of the relationship between two independent variables, x, and the equation Y = + x gives the slope and angle of the regression line: Y is the outcome of the relationship between two independent variables, x. The coefficient in regression analysis is a useful tool because of its ability to explain the relationship between variables by indicating the intensity and direction of the connection between them. As was said earlier in the research design, the decisions that consumers make regarding their own purchases will serve as the dependent variable in this investigation.

Email marketing, marketing on social media platforms, and marketing on blogs and websites are all separate elements.
[bookmark: _Toc109475428]3.2. Instrument that will be used to carry out the survey

In the course of this inquiry, a questionnaire in the form of an online survey was developed using Google Forms. It comprises of a series of questions with no room for participant expression and a set number of prepared alternative answers, from which the participants must choose one (Lavrakas, 2008). Respondents are initially provided with a concise explanation of the objectives of the study and reassurances that their replies would be kept confidential. This step is taken in an effort to minimise response bias and sample error. The first few questions on the questionnaire are designed to obtain fundamental demographic information from you, such as your age, gender, degree of education, and current place of employment. In this part, the questions consisting of multiple choices provide respondents only a select few of possible answers to select from. The remaining questions in the poll are focused on the challenges that the study presented. For the purpose of measuring all of the variables in this study, scales derived from earlier research on digital marketing and purchasing decisions have been utilised. Based on the research conducted by Schivinski and Dabrowski (2014), we have collected five items from Shareef, Kumar, and Kumar's study that measure the purchasing decisions of consumers (2008).
For each question, a five-point scale is utilised: 1 indicates that you strongly disagree, 2 indicates that you strongly agree, 3 indicates that you neither, and 4 indicates that you neither. Products of fast fashion are at the core of every article of clothing and every statement. The operationalization of the various structures, as well as the references that go along with them, are all listed here, as can be seen in Table 3.1. The questionnaire was tested out on five different individuals so that we could make certain that the questions are straightforward and easy to comprehend.
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[bookmark: _Toc109475429]3.3. Data acquisition

"Data collection" refers to the process of assembling information in a mode that is both organised and methodical, and it is an often-used term. In the process of acquiring information on consumers for the purpose of investigating how the usage of digital marketing may influence consumer purchasing decisions with regard to fast fashion products, the method of convenience sampling is utilised as the primary method of data collection. It is possible to ensure a considerable amount of acceptable responses (50), at a lower cost, and in a shorter amount of time when using this method of sampling. Although the respondents are chosen at random and without regard to any criteria, this method of sampling does have the advantage of allowing for faster data collection. It is guaranteed that a high response rate will be accomplished, which will lead to a decrease in the amount of non-response error that occurs. Both SurveyCircle1 and SurveySwap2, two of the most well-known online platforms for locating individuals to participate in surveys, were utilised in the process of recruiting individuals to take part in the study endeavour. Participants on these open platforms hail from a wide range of nations and are of a diverse assortment of cultural backgrounds. In addition to this, social networking sites such as Facebook, Instagram, Twitter, WhatsApp, and LinkedIn are utilised in order to raise awareness about the poll. The administration of the survey and the collection of responses took place over the course of a period of approximately five weeks, commencing on August 8, 2020 and concluding on September 5, 2020. A subjects-to-variables (STV) ratio of 15:1, which translates to fifteen respondents for each question, was employed as a rule of thumb for identifying the suitable size of the sample. This ratio was used to determine the right size of the sample (Tabachnick & Fidell, 2007). This survey has a total of 25 questions, thus there needs to be at least 375 people who reply to it in order for it to satisfy the criterion. As a direct result of this, 430 unique individuals were provided with the opportunity to fill out the surveys.
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This chapter summarizes the findings of the study and explores them through its four subsections. It also presents the results of the study's data analysis. The personal details of the participants as well as their demographics are discussed in the first section of the report. In order to provide an overview of the data that was collected, the descriptive statistics of the questionnaire replies are shown in the second part. After discussing the exploratory factor analysis in section three, we will go on to the discussion of the measure reliability of the generated components in section four. This will follow the presentation of the exploratory factor analysis in section three. In the last section of this chapter, we will talk about the regression analysis that was carried out in order to establish whether or not the study hypotheses were accurate. The procedure of analysing and presenting the results is carried out with the assistance of the SPSS programme, and the outcomes are presented in the format of tables.

[bookmark: _Toc109475433]4.1. Specific Traits of the Representative Sample

There were 430 questionnaires distributed, and 10 of them were invalid because the respondent gave an inappropriately extreme or neutral response. This means that the participants always chose either the most extreme or the most neutral point of view about each topic. Consequently, there were a total of 420 individuals that took part in the research project. The data pertaining to the demographics are included in the following table, which offers a concise summary of the information.
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As can be seen in Table 4.1, the vast majority of respondents were female. While men made up 33.6 percent of the total, women made up 66.4 percent of the sample. When it came to respondents' ages, roughly half of those who took part in the study were young adults between the ages of 18 and 25. (45.7 percent). 27.9 percent of the total sample is comprised of individuals in the age group spanning 26 to 30 years old. There were 12.9 percent of people in the population who were between the ages of 30 and 35, whereas there were only 6.4 percent of people who were between the ages of 35 and 40. Those individuals under the age of 18 and those individuals older than 45 years old made up the smallest share of the sample, with 2.9 percent and 4.3 percent, respectively, of the total population. The majority of these 420 participants have attained either a bachelor's or master's degree, with bachelor's degrees accounting for 37.9 percent of the total and master's degrees accounting for 35.0 percent of the total respectively. 12.9 percent of the population consisted of people who had completed their high school education as well as those who had completed their doctorate or a higher level of education. Only 1.4% of the overall population was comprised of participants who had previously completed their high school education. When it comes to the jobs that the participants held, students made up the vast majority, accounting for sixty percent of the total. In comparison, 28.6 percent of people were employed, 8.6 percent were self-employed, and 2.9 percent were without jobs.

[bookmark: _Toc109475434]4.2. Questionnaire's descriptive statistics

The descriptive statistics of 25 questions or items contained within the questionnaire are shown in Table 4.2 in order to provide a full overview of the data before proceeding with further analysis. This is done before moving on to further examine the data.
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Using the data provided in the table, we may deduce how each respondent reacted to a given statement. Overall, consumers agreed with all of the remarks made concerning social media marketing. 29.3 percent of respondents in the SMM2 survey, 25.5 percent of respondents in the SMM4 survey, and 27-9 percent of respondents in the SMM5 survey selected the option "Somewhat agree" (option 4) as their response. Almost three-quarters of SMM1 respondents who strongly agreed with this attitude strongly agreed with this feeling, whereas 54.1 percent of SMM1 respondents who strongly agreed with this sentiment strongly agreed.

Some 75% of people who participated in the SMM3 study were sceptical of the idea that they were easily recalled. When it comes to blogs and websites, the majority of participants chose "Neutral" on a scale of one to five. BW1, BW2, BW4, and BW5 were on the list. Nearly half of those who took the study selected points 2 and 1, meaning "somewhat disagree" and "strongly disagree," respectively, when asked about how much time they spend reading fast fashion blogs and websites. The phrase "strongly disagree" was used by 28.6 and 26.0 percent of respondents, respectively, to express their responses to BMA1 and BMA5. In terms of BMA2–BMA4 items, "neutral" was the most favourable reaction, and this was also the case. In the eyes of email marketers, the highest possible ratings were awarded to EM1 and EM4, which were ranked as solid 1 and 2, respectively. Their efforts were rewarded with the best possible grades. Customers, according to the results of this survey, do not believe that emails issued by fast fashion companies are more entertaining to read than annoying. For EM2, EM3, and EM5, the most common options were points 2 and 3. Three of the five things received positive answers in terms of purchase decisions, and the most popular selections were points three and four for each of these items. Responses to PD2 and PD3 were typically 2 or 3 in the great majority of instances.

[bookmark: _Toc109475435]4.3 Experimentation-based analysis of factors

Based on the responses of the questionnaires, EFA was used to discover latent constructs, or factors, that represent four separate digital marketing channels and purchase decisions. The results of the survey were used in this process. A series of tests must be completed before an exploratory factor analysis (EFA) may be undertaken. To ensure that the data may be used for factor analysis, certain checks are required. Whether or not the correlation matrix could be factored was determined upon in the very first step of the procedure. No evidence of multicollinearity, the existence of a linear link between two or more factors explaining occurrences, was found, according to the findings (Elith et al., 2006). In order to undertake factor analysis, we had to choose a dataset that had conceptual appeal.
To determine whether or not a sufficient sample had been taken, the Kaiser-Meyer-Olkin (KMO) measure was used. How much variance in data can be explained by variables is measured by KMO, which has a numerical value of 1, and the better it is, the closer it gets to that number. To do factor analysis, the KMO index must be above 0.7 according to Kaiser (1970). Table 4.3 makes it clear that the derived measure was 0.934, which is a strong indicator of the data's validity. The table shows this clearly.

A Bartlett sphericity test was used to evaluate if the object was round. The data should be significant (p0.05) if they look promising. There is evidence that (Hair et al., 2009; Brace et al., 2012). Table 3.3 summarises the findings of this study and shows the relevance of these findings. Consequently, the sample size was adequate for exploratory factor analysis, and the data were suitable for this (Field, 2013).
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The next step in the process is to extract factors using the EFA technique. The Principal Components Analysis (PCA) and the Principal Axis Factoring (PAF) are two of the most common methodologies that are used when attempting to determine factors from research that has been previously published (Henson & Roberts, 2006; Tabachnick & Fidell, 2007; Thompson, 2004). During the course of this inquiry, the PAF technique was utilised. At this point in the process of extracting data, a wide variety of criteria may be applied in order to narrow down an enormous number of potential candidates to a manageable amount. The five factors that are of interest in this study include consumer purchasing decisions, social media marketing, branded mobile apps, email marketing, and blogs and websites that are focused on social media marketing. As a direct consequence of this, we were only successful in reclaiming five components. An response that is simpler and easier to grasp is produced by this technique, which aims to maximise high item loadings while minimising low item loadings. It was decided to employ an oblique promax rotation as the method of analysis for this particular study because it enables the collection of correlations between the variables that are being considered, which is generally thought to produce more accurate results when researching human behaviour (Costello and Osborne, 2005). After that, the item loadings were calculated by performing an oblique rotation on the pattern matrix and then analysing the results. 
When the items are concatenated in a linear form, the loadings have the same relationship to the regression coefficients as the regression coefficients do. According to Hair et al. (2009) and Hooper, an item's significance in a study is deemed to be insignificant if its loading on the study is less than 0.4 across all of the study's components (2012). The researchers were able to make the data more intelligible by getting rid of any portions that had loadings that were lower than 0.4. It was also essential to get rid of any commodities that had 56 loadings that were higher than 0.4, but you had to accomplish this by loading them on various variables all at the same time (Hair et al., 2009). Due to the fact that they did not fulfil the requirements laid out in the paragraph before this one, it was not possible for them to employ SMM4, SMM5, BW1, BW2, or EM1. The entirety of the output pattern matrix is presented in table 4.4.
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Afterwards, each factor was automatically standardised so that the mean of each factor was zero. Consumer purchasing decisions, as shown in Table 4.4, were the notion being measured by factor 1, which was aptly named as such because it consisted of five different components. Similar terminology was used for the "Branded mobile apps" component, which contained five items. One factor had three items called "Blogs/Websites," another had four and the third one had three was called "Social media marketing." Each of these factors had three items in it.

[bookmark: _Toc109475436]4.4. Consistency and reliability in the workplace

To provide even more confidence in the trustworthiness of the measurements, every factor was examined for internal consistency and reliability. Internal consistency is defined as a measurement that shows how well different elements on a test correlate with one another and thus how well they fit into an abstract conceptual model (Nunnally and Bernstein, 1994; Devon et al., 2007). To determine whether or not the test items are trustworthy internally, Cronbach's Alpha is one of the approaches that is frequently employed (Trochim and Donnelly, 2006). A Cronbach's Alpha score of greater than 0.7 is regarded adequate for the majority of research objectives (Allen & Bennett, 2012). Cronbach's Alpha values ranged from 0.774 to 0.934 in Table 4.5, demonstrating that all factors had values larger than 0.7. In other words, the scales were found to be internally consistent. As a result, the final research instruments will be built on the findings of this factor analysis.
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A assessment of how well the model fits the data is presented in the section labelled "Model Summary" (Table 4.7). The coefficient of determination, R2, came out to be 0.672, indicating that there was a significant variation in consumer purchase decisions based on the independent variables that indicate digital marketing channels. This variation was 67.2%. Based on the results of this finding, there is no question that the model is correct.
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The results of an ANOVA test to determine whether or not the model has any statistical validity are presented in table 4.8. The significance of the testing statistic F (4,416) = 215.894 lies in the fact that the likelihood of this value being less than 0.05, which demonstrates that the model is meaningful. Therefore, it is possible to determine whether or not the assertion that the person who is the focus of this study possesses an adequate level of statistical knowledge is accurate.

                       [image: ]
After that, it was discovered that the unstandardized (or standardised) coefficients of each population-based independent variable were both equal to zero. This was discovered after it was discovered that the standardised coefficients were also equal to zero. As a result, we were able to arrive at the verdict that the population-based independent variables were, in fact, independent. After discovering that the standardised coefficients also equaled zero, this was the conclusion that was arrived at as a result of the investigation. This was the result that was arrived at after much investigation. This study looked into two different aspects of marketing: branded mobile app marketing and email marketing, each of which are their own independent fields of study. These two variables both produced p-values that were significantly lower than the thresholds of 0.1, 0.05, and 0.001 (B=0.587, t(416)=13.092 and t(416)=7.287, respectively, p = 0.000). The only significant values for social media marketing characteristics were 0.1 and 0.05, while the only significant values for websites and blogs were 0.085, t(416) = 1.864, and p = 0.063. Both of these values were significant for the features of social media marketing. As a direct result of this, we are now in the position to assert with one hundred percent assurance that the coefficients do not equal zero.
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While it comes to fast fashion products, marketing efforts carried out on social media platforms have a positive influence on the decisions made by customers when shopping for these items.
It is fascinating to note that the variable dealing with marketing done through social media had a significant negative association (B = -0.114). This shows that the hypothesis H1 was not accepted due to the fact that the judgments that consumers make regarding their purchases will be negatively impacted by the use of social media marketing.
The purchasing decisions that people make in relation to fast fashion products are influenced favourably by blogs and other websites.
There is a significantly positive coefficient for the blogs and websites variable (B = 0.085), which is statistically significant. As a direct consequence of this, the H2 hypothesis was demonstrated to be accurate.
The adoption of branded mobile applications by customers has a positive influence on the decisions those customers make regarding the acquisition of quick-fashion goods.
When it was discovered that the variable representing branded mobile apps also held a positive coefficient that was statistically significant (B = 0.587), this proved that the third hypothesis, denoted by the letter H3, was correct.
Email marketing has a positive impact on the purchasing decisions that customers make in respect to fast fashion products. This is especially true for younger customers.
The hypothesis H2 and H3 are supported by the fact that the variable of interest, email marketing, has a significant positive coefficient (B = 0.339). As a direct consequence of this, the H4 hypothesis was demonstrated to be accurate.
When it comes to social media marketing, blogs and websites, branded mobile apps, and email marketing, the following equation can be utilised to anticipate the purchasing decisions of consumers:
The equation that follows can be used to forecast the purchasing decisions of customers: The formula for predicting customer purchase decisions is as follows: projected consumer purchase decisions = -0.114 (social media marketing) plus 0.085 (blogs/websites) plus 0.587 (branded mobile apps) plus 0.339 (email marketing)
Standardized regression coefficients, which are also known as "beta" weights, are used to rank the independent variables according to their contribution in explaining the dependent variable, irrespective of the signs associated with the contributions made by each independent variable. This is done in order to make further interpretation of the results easier to understand. In this particular situation, the standardised coefficients demonstrated that the variable that represented the number of branded mobile apps (with a value of 0.585) was the one that had the greatest impact on the variation in purchase decisions. This was the case regardless of whether or not the number of branded mobile apps was increased or decreased. It was 61, followed by social media marketing (= -0.110), email marketing (= 0.316), and blogs/websites (= 0.084), which was the component that had the least impact on the decisions that customers made to make a purchase.
To summarise, it was shown that there is a significant connection between the utilisation of digital marketing channels and the ultimate purchasing choices made by customers when it comes to the acquisition of fast fashion items from retailers. This was demonstrated by the findings of the research described above. The outcomes of this research lend credence to Hypotheses H2, H3, and H4, which assert that email marketing, branded mobile apps, and blogs/websites do, in fact, have a major influence on the final purchasing decisions made by customers. However, in contrast to what was predicted, it was discovered that hypothesis H1 was incorrect due to the fact that marketing through social media had a negative impact on the purchasing decisions of customers. This was the main reason for the failure of this hypothesis.

[bookmark: _Toc109475437]Chapter 5
[bookmark: _Toc109475438]5. Discussion 

In this chapter, the findings from chapter 4's analysis will be discussed and compared to previous studies and literature. Marketing implications will then be developed from these findings. Lastly, we'll discuss the study's limitations and offer some suggestions for future research.

[bookmark: _Toc109475439]5.1. Results and Discussion

Fast fashion uses four main digital marketing platforms, and this research shows how these influence customers purchasing decisions. The four digital tools factors were discovered to influence customers' final decisions to buy fast fashion products. There was a difference of opinion about the nature of the ties involved.
Research shows that social media marketing has a negative impact on customer purchasing decisions in the fast fashion industry. According to previous research in other industries, this result has come out in the opposite direction (Kim & Ko, 2012; Khatib, 2016; Yogesh & Yesha, 2014). (Kim and Ko, 2012; Khatib, 2016; Yogesh and Yesha, 2014). There may be some discrepancies in this study's findings because it focuses on the fast fashion industry. This behaviour can be explained by both objective and subjective variables. First and foremost, there is a serious issue with the deluge of irrelevant data clogging up online decision-making. Social media can put users into a state of analytical paralysis because of the sheer volume of information they are exposed to on a daily basis. If you can't process all the information and find the relevant and significant information, then you're in a bad situation (Powers et al., 2012). (Powers and colleagues, 2012) Humans, according to the bounded rationality theory, have a certain amount of time to process and comprehend all of the information available to them (Thaler and Mullainathan, 2008; Simon, 1960). Simon, in his classic work from the '60s, wrote: Making an informed purchasing decision is the first step in the buying process, therefore customers may lose interest if they run across roadblocks while gathering information. It's especially true that consumers in the fast fashion industry tend to think of the industry as vibrant and active on social media.


The sheer amount of information available, whether it originates from the manufacturers themselves, previous customers, third-party pages, or fashion communities, can be overwhelming. In my opinion, the poor social media marketing efforts of some fast fashion brands also contributed to this disappointing outcome. One of the most critical, but all-too-common, blunders made by new businesses is failing to implement an effective social media marketing strategy. Around 70% of the people surveyed agreed (answer 4) or strongly agreed (answer 5) that social media marketing for fast fashion products is frequently seen. Some companies, in an effort to gain more followers and fans, may publish too much content on their social media accounts and engage in constant advertising efforts. Consumers may become enraged and less inclined to purchase fast fashion products as a result of these actions. In both traditional and digital marketing, word of mouth is essential. According to Ahmad et al., word of mouth has the power to impact people's attitudes, opinions, and final judgments (2014). (2014). Positive word of mouth may be more powerful than negative word of mouth, according to professionals in the field of marketing. If a previous customer leaves a nasty review, it can frighten away potential customers (Ramanathan et al., 2014). (Ramanathan et al., 2014). (Firms have to deal with both positive and negative comments, and it can be difficult for them to do so. Kohli and colleagues (2015); Ho-Dac and colleagues (2013) With the rise of fast-fashion firms, fashion has always been a major topic of discussion. Because of the wide range of viewpoints expressed by customers, they can't avoid unfavourable word of mouth. Buyers' perceptions of the fast fashion industry may be influenced by what they read and hear about it on the internet and in social media outlets. In the fast fashion industry, social media can be a great tool for promoting brand visibility, but it may not have a positive impact on client purchasing decisions.

The results of this study suggest that rather than social media marketing, short fashion blogs and websites may have an impact on consumer purchasing decisions. Customer demand for these items is greatly influenced by fashion blogs and websites. This is supported by a wide range of academics.

[bookmark: _Toc109475440]5.2. Marketing consequences

Customers that are looking for fast fashion can find it through digital marketing, indicating that this strategy may be an effective method for these businesses to grow their sales. An overview of the most major marketing implications of each of these distribution strategies is provided below.
Concerns such as information overload, which manufacturers are unable to actively address because they are a part of social media use, may cause customers to be dissuaded from purchasing fast fashion.

This problem will continue unabated unless the general population is made aware of its existence and motivated to actively seek out information that could be of help to them. When it comes to marketing techniques that were not effective, having a social media strategy that was well thought out is a lesson that is "old but gold." Marketers are required to have clear goals, budgets, and strategies in place in order to be successful in achieving their objectives, tracking their progress, and allocating the necessary resources. Keep in mind that determining the target demographic for a fast fashion company as early on in the process as possible is essential in order to avoid wasting time and money by reaching the wrong individuals with the incorrect message, which can have a negative influence on the perceptions that consumers have of the brand. After the campaigns have been completed, it is important to evaluate not only the quantity of new fans or followers that were garnered from the social media marketing efforts, but also the true value that those efforts brought to the table. Customers are the lifeblood of every business, and as a result, marketing efforts should be aimed toward developing long-term partnerships rather than simply focusing on increasing the number of followers and likes on social media platforms. It is difficult to stop negative publicity from spreading because it originates from the perspective of the client. It is imperative that the highest quality goods and services be provided in order to circumvent this problem at all costs. Customers have the ability to make or destroy a business based on the feedback that they provide in the form of online reviews and comments. When consumers give their feedback on a product by posting reviews of it on social media, they are not just sharing their thoughts on the product itself but also on the entire shopping experience. If an organisation is unable to successfully promote its products and services and maintain positive relationships with its clientele, this could result in unfavourable public views that are witnessed by a sizable number of people. During the buying process, it is absolutely necessary to treat customers with respect and care in order to increase the likelihood that they will suggest their friends and family members to your company in the future. When someone criticises your work, the responses that are the most successful are those that are real and kind. Feedback from customers, whether positive or negative, presents an opportunity to develop a relationship with the individual who provided it. If a company communicates directly with its customers, it may have a better understanding of what those customers want from the products and services the company provides. As a consequence of this, they will be able to make the necessary adjustments to enhance the performance of the firm and maintain the satisfaction of the customers. 67

As a second factor, companies that specialise in fast fashion need to make use of fashion websites and blogs in order to remain competitive in the market. If a business wants to win new customers and keep the ones it already has, it needs to invest a lot of time and energy into maintaining a corporate blog. The fact that people who read blogs or visit websites for fun should be able to relax and take pleasure in what they do should be the top priority. Customers have an easier time asking questions regarding a product or service in the comments part of a blog, which assists them in deciding whether or not to purchase the item in question. It's possible that companies won't be able to improve their sales if they don't get a response to these enquiries in a timely manner. To cultivate long-term connections with clients and to encourage repeat business from those clients, businesses should constantly respond to the feedback provided by clients in the form of comments. It is necessary for a greater number of people to participate in the dialogue that takes place on a blog in order to raise the percentage of visitors who end up making a purchase. In addition to using their own websites and blogs, fast fashion companies can also leverage the websites and blogs of other professional bloggers to advertise their wares. Sponsored posts and blog advertising are two methods that advertisers can utilise to communicate with their intended demographic and get their message out there. Before getting started, one should do in-depth research on the most popular blogs in their sector. It is a good idea to collaborate with other blogs whose primary focuses are congruent with the products and services that the firm provides. It is preferable for them to be updated frequently and to have a large number of people commenting on each post. There is a good possibility that a review of a product sold by a brand that is published on one of these blogs would garner a lot of attention. Each day, a substantial number of blog advertising and sponsored post ideas are distributed in an effort to get one's content featured on blogs that are both widely read and specialised in nature and have a dedicated readership. Because they are sent to such a large number of bloggers all at once, the vast majority of these pitches will end up in the spam section. Businesses run the risk of missing out on possibilities for sponsored content if they do not make an effort to locate relevant blogs and write pitches that speak directly to the readers of the websites in which they are interested. It is essential for marketers who want to collaborate with bloggers to do so in a way that does not put at risk the reputation of the blog or the trust of its readers by publishing content that is overtly promotional of the marketer's own work. It is essential to consider the reactions that customers may have in the event that they learn that the blogger was paid to provide an opinion on the product, but that the blogger did not disclose this fact to the customers. Marketers have to make certain that bloggers are truthful about the fact that they have been paid to produce a piece in order to achieve a rating of 68, which is considered to be favourable.

the way of life of the customers. The use of blogs and websites by companies that specialise in fast fashion can be quite beneficial, but only if these mediums are utilised in the appropriate manner.
The findings of this study are applicable to businesses in the fast fashion industry because of the meteoric rise in mobile app usage. Despite the widespread availability of mobile apps, only a small number of fast fashion chains have developed their own. 36 percent of those polled found apps related to fashion to be unpleasant, and 49 percent of those same people indicated that they would not use fashion-related apps in the future to make purchases. According to the findings of yet another study, users delete more than half of the applications they download after only a single use (Kim et al., 2015). As a result, app developers should prioritise the creation of user-friendly applications that feature engaging content and provide a positive experience for the end user. When users try an app for the first time, they form an immediate impression of its quality, which influences whether or not they will use the app again in the future. Because most users won't give an app a second chance after their initial reaction, the first impression is the most important one. In order for businesses to design applications that are of value to their target customers, they need to conduct research into the requirements of those customers before beginning the design process. The technical quality of the app ought to be tested and maintained on a regular basis in order to ensure that it is compatible with operating system updates and functions appropriately on a variety of devices. Customers won't be happy, the company's reputation will take a hit, and as a result, the business's profits will suffer as a direct result. Research in marketing is essential because young customers have exceptionally high expectations and quickly lose interest in products and services. In paragraph 5, we briefly discussed the importance of possessing attractive qualities. 1. Games and individualised information displays that take into account the user's location and preferences are both good examples of this type of functionality. Taking advantage of these features is something that branded apps ought to do for the sake of their users. Coupons and special deals that can be downloaded can be made available to customers through mobile apps, which fast fashion retailers can use to boost their sales. It is a good idea to integrate social media within the apps if you want people to talk about their experience either shopping online or in a physical store. When using branded apps to make purchases, customers need to feel confident in the level of privacy and data protection provided by the app.
The findings of this study ought to serve as a wake-up call for fast fashion companies that have been completely ignoring email marketing. Email marketing presents a number of opportunities for businesses, and these opportunities can be taken advantage of.

One click is all that is required for fashion businesses to gain access to the inboxes, thoughts, and closets of their customers. When it comes to successful marketing via email, there are a few considerations that should be kept in mind. Because it has the power to either increase or decrease an email's open rate, the subject line is an essential component of a comprehensive strategy for effective email marketing. It is important that the subject line of an email contain relevant keywords and phrases to the body of the message in order to attract the attention of the recipient. Marketers need to pay attention to the type of email address that they leave behind in order to avoid being accused of engaging in fraudulent activity or spamming customers. As a final point to make, you should know that there are a lot of different ways to get the word out to the general public, such as through newsletters, articles, events, or even personalised messages. It does not matter what kind of products or services you are selling; the content that you provide should be detailed and, if at all possible, should express the product's most important qualities. marketing " is a phrase that can be used to define this method, which entails the production and dissemination of high-quality content to a particular demographic of users. " (Short, 2012). The goal of providing customers with the information they require through the use of content marketing is to assist them in making more informed purchasing decisions. The key to effective communication via email is having a thorough understanding of your target demographic. Email is one of the most effective forms of marketing because it can be personalised and sent to the appropriate people at the appropriate time. This makes it one of the most effective forms of marketing. This is possible due to the fact that most businesses, and especially large businesses, keep a large database containing the contact information of their customers and prospects. This information typically includes email addresses, phone numbers, and other personal information. Utilizing strategies such as surveys and various other forms of custom content, market researchers are able to obtain a better understanding of their intended audience. Sending customers emails that contain information that is beneficial to them is essential if you want to maintain their business and attract new customers.
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This study has a number of significant limitations; however, it could have marketing implications for companies that specialise in fast fashion. As a direct consequence of these limitations, prospective paths for future research can be outlined.
The use of closed-ended questionnaires in this research may have had some drawbacks, such as respondents not understanding a question or questions suggesting concepts that respondents would not have thought of on their own by themselves. Closed-ended questionnaires were used to collect data for this investigation. The Likert five-point scale assumes that there are an equal number of points between each point, which does not accurately reflect the real feelings of those who take the survey. A strong preference for either of the two possible responses, agree or disagree, may also influence the participants' responses. Future research might make use of interviews in order to get a better understanding of the attitudes, decision-making processes, and experiences that fast fashion customers have had with the various digital marketing channels that are available.

The current investigation has unquestionably been hampered by the necessity to go back and implement measurement scales from previous studies. This is because the measurement scales were used in the previous studies. It's possible that there aren't any scales that were developed specifically to evaluate the overall impact that digital marketing tools have. The findings of this study may be influenced by the fact that previous research has demonstrated that digital marketing scales continue to contain flaws. Many consumers do not choose to make a purchase until they are presented with a concrete stimulus or are confronted with a circumstance that compels them to do so at the time of the transaction. It is challenging to conduct research on consumer decisions due to the abstract and convoluted nature of these decisions. As a result of this study, subsequent research can now concentrate more on these potential factors and develop more appropriate methods to measure the final decisions of consumers in conjunction with digital channels. This opens the door for more in-depth investigation in the future.
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[bookmark: _Toc109475444]6.1 Overview 

It would appear that the number of clients who utilise the internet and other forms of digital media has increased dramatically over the past few years. This is consistent with the statements that were made earlier. Consequently, it is necessary to conduct a comprehensive inquiry into this sector of the economy. Given the lightning-fast pace at which technology is growing all around us, the significance of this result is magnified significantly. An investigation into the direct effects of marketing via social media platforms, blogs and websites, branded mobile applications, and email marketing on consumer purchase decisions for fast fashion products has been conducted by researchers, thereby contributing to the existing body of knowledge on this topic. More specific findings are those that are noteworthy theoretically because they provide empirical verification of relationships between channels indicated and consumers' purchasing decisions, or at the very least consumers' impulses to make purchases. The findings illustrate the connections between the various channels specified and the decisions made by consumers. The findings of the study present a number of significant and crucial practical implications for practitioners and marketers working in the fast fashion industry. You should now have a good understanding of these conclusions. Because of this, businesses will not only be able to surpass their previous records for sales, but they will also have a major advantage over their rivals in the market.
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To thank you for taking the time to complete this survey, I'd want to express my gratitude. An examination examining the impact of digital marketing on fast fashion customers' purchasing decisions includes the results of this poll. This is totally volunteer survey which is made by me with the use of google form and shared over social media. Everyone’s responses will be treated as completely private and only be used for research purposes.
Fast fashion is a term used to describe products that are mass-produced in response to current fashion trends, such as apparel and a wide range of accessories (such as shoes, sunglasses, handbags, and belts). There are a number of well-known names in the fast fashion retail business such as H&M and Zara as well as others such as Bershka, Pull&Bear, Uniqlo and ASOS.
Facts and figures are the first set of information.
Which gender are you most comfortable with?
Individuals can be divided into two groups:
1.2.1 How old are you, please?
In the range of 18 to 25 seconds, and then up to 30 seconds, and then up to 35 seconds, and finally up to 40 to 45 seconds.
What is the highest degree or degree level that you have attained in your educational career?
In spite of their efforts, they do not hold a high school diploma to their name.
• High Schools and Junior Colleges
Accreditation in the following fields of study is available: As a bachelor's degree, Additionally, a master's degree is required • A doctoral degree or a higher level of education
1.4 What are your present responsibilities at the company where you work?
74
Employees, students, unemployed individuals, and those who work for themselves are all included in this group.
Customers' purchasing decisions about quick fashion are greatly influenced by internet marketing.
Using a scale of one to five, with one being the most strongly disagreed with and five the most strongly agreed with, please indicate how much you agree or disagree with the following statements
2.1 The use of various social media networks for marketing purposes. Marketing fast fashion items on social media is becoming more commonplace these days.
The use of social media to promote fast-fashion items holds a lot of promise.
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