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Abstract

This purpose of this research study is to determine the barriers to sustainable fashion for Millennials and Gen Z. Using academic literature to conduct secondary research, the barriers to sustainable fashion for Millennials and Gen Z were researched and fashion buying habits between the two generations were critically examined. Primary research was carried out using a quantitative methodology approach by creating and posting on social media a questionnaire in order to gain insight into the relationship between Millennials and Gen Zs and their fashion purchasing preferences. The data collected was examined and analysed along with the secondary research, which provided relevant connections to the generations and barriers to sustainable fashion and conclusions were made.

















Contents

Chapter 1: Introduction	8
1.1	Purpose of Research	8
1.2	Research Questions	9
1.2	An Overview of the Dissertation Structure	9

Chapter 2: Literature Review	11
2.1	Gen Z vs Millennial	11
2.2	What is Fast Fashion?	11
2.3	Sustainability and Sustainable Fashion	12
2.4	Where do young people buy?	14
2.5	Millennial buying trends	14
2.6	Gen Z buying trends	15
2.7	Why is fast fashion so bad?	16
2.8	Why do people buy fast fashion?	16
2.9	How do you know if a brand sells fast fashion and how to avoid it	18
2.10	Circular Economy	19
2.11	Literature review summary	20

Chapter 3: Methodology	22
3.1	Philosophies	22
3.2	Approaches	22
3.3	Strategies	23
3.4	Choices	23
3.5	Time Horizons	24
3.6	Techniques and Procedures	24
Questionnaire design	24
Data collection	28
Sampling	28
Reliability and Validity	28
Analysis	29
3.7	Ethical Considerations	29
3.8	Limitations	29
Bias	29
Social media	30
Convenience sampling	30
3.9	Methdology Overview	30

Chapter 4: Findings	31
4.1	Finding’s Overview	39

Chapter 5: Analysis	41
5.1	Crosstabulations	41
Q1 and Q3	41
Q2 and Q3	42
Q2 and Q4	43
Q9 and Q11	43
Q9 and Q10	44
Q9 and Q12	45

Chapter 6: Discussion	46
6.1	Research Questions	46
1. Is there a difference between Millennials and Gen Zs buying trends when it comes to fast fashion? and 2. Are either of the two generations more sustainably aware? And 6. Do people consider themselves as people who care about the impact the fashion industry has on the environment and do their actions back up this statement?	46
3.	Why do people buy fast fashion items?	47
4.	Do people understand what fast fashion actually is and what it means for the environment?	48
5.	What stops people from buying sustainable fashion?	48
6.2	Discussion Overview	49

Chapter 7: Conclusion	50
7.1	Recommendation one: Raise awareness	52
7.2	Recommendation two: Lower costs of sustainable fashion	53
7. 3	Further Research	53

Chapter 8:	References and Bibliography	54
























List of Figures
Figure 1: Circular Fashion Ecosystem (Vogue Business, 2020).	23
Figure 2: Questions for questionnaire (part 1)	28
Figure 3: Questions for questionnaire (part 2)	29
Figure 4: Questions for questionnaire (part 3)	30
Figure 5: Gender of participants	34
Figure 6: If the participants are Millennials or Gen Z	35
Figure 7: If the participants prefer fast or sustainable fashion	35
Figure 8: Where the participants shop most often	36
Figure 9: Where participants shop if they shop for fashion items online	36
Figure 10: Where participants shop if they shop for fashion items instore	37
Figure 11: Where participants shop if they shop for fashion items second hand	38
Figure 12: What influences participants fashion buying decisions	38
Figure 13: Do participants care about the impact that the fashion industry has on the environment	39
Figure 14: Whether participants have ever bought items second hand	40
Figure 15: what participants chose to do with their old clothes.	41
Figure 16: How much per month, on average, participants spend on fast fashion brands	41
Figure 17: How often the participants buy fashion items	42
Figure 18: Crosstabulation of What is your gender? and Do you prefer fast fashion or Sustainable fashion?	44
Figure 19: Crosstabulation of are you a millennial or a gen Z? and do you prefer fast fashion or sustainable fashion?	45
Figure 20: Crosstabulation of are you a Millennial or a Gen Z? and where do you shop most often?	46
Figure 21: Crosstabulation of do you consider yourself as someone who cares about the impact of the fashion industry on the environment? and what do you do with your old clothes?	46
Figure 22: Crosstabulation of do you consider yourself as someone who cares about the impact of the fashion industry on the environment? and have you ever bought fashion items second hand?	47
Figure 23: Crosstabulation of do you consider yourself as someone who cares about the impact of the fashion industry on the environment? and how much per month, on average, would you say you spend on fast fashion brands?	48







[bookmark: _Toc130658334]Chapter 1: Introduction

Fashion took time prior to the industrial revolution and individuals produced their own clothing. Clothes were made specifically for each person and were designed to last a long time. Although it is unclear which fashion brand become the first brand to sell ‘fast fashion’, the term ‘Fast fashion’ was first heard in the 1990s in the New York Times to describe the mass production of low-quality clothing, inspired by Zara’s new, fast production model where clothing went from the design phase to the shops in just 15 days (SANVT, 2022). Before the emergence of these huge multinational retailers, shoppers looking for fashionable, yet reasonably priced clothing had to visit physical shops. Although these shops can be considered the forerunners of the fast fashion industry, they couldn't produce new fashion trends as quickly as we've come to anticipate today. Their quick downfall was caused by the failure to maintain shelves filled with a wide array of new products in a matter of weeks. Therefore, fashion firms soon had to come up with strategies to meet this rising demand for reasonably priced clothing and even though the beginnings of fast fashion as we know it now are hard to pinpoint it's simple to comprehend why the phenomenon of fast fashion became so popular. Since then, consumers flaunting their love of affordable fashion grew more and more acceptable and attractive, and it was considered particularly clever to be able to combine trendy and cheap fashion with ease, this includes the likes of Kate Middleton and Michelle Obama who have been wearing dresses from fast fashion giants, Zara and H&M. Such well-known women adopting "disposable fashion", which would never have been seen a few generations ago, allows more individuals to express themselves through clothes no what matter what their social and economic backgrounds are (Idacavage, 2018). Now, 92 million tonnes of the 100 billion clothing manufactured each year are thrown away and end up in landfills and by 2030, 134 million tonnes of fast fashion pollution are anticipated to be produced annually if there is not a decrease in the today's pattern (Igini, 2022). Consumers said they would support environmental and social betterment, with 75% of consumers believing that sustainability is vital (Algamal, 2019).

1.1 [bookmark: _Toc130658335]Purpose of Research
The purpose of this research is to identify the barriers to sustainable fashion for Millennials and Gen Z.
The decision to change the fast fashion industry to a circular one is not just on laws and regulations but also on the fashion industry as well as the consumers and their fashion buying decisions (Cavazzini, et al, 2022). If governments choose to implement rules concerning fast fashion and sustainability consumers cannot be forced to cooperate. This supports the need to learn about consumer views and intentions regarding rapid and sustainable in the apparel sector.

[bookmark: _Toc130658336]1.2	Research Questions
The answers to the following questions will help explain why this study effort was motivated:

1. Is there a difference between Millennials and Gen Zs buying trends when it comes to fashion?
2. Are either of the two generations more sustainably aware?
3. Why do people buy fast fashion items?
[bookmark: _Int_RNFawy0Y]4. Do people understand what fast fashion actually is and what it means for the environment?
5. What stops people from buying sustainable fashion?
6. do people consider themselves as people who care about the impact the fashion industry has on the environment and do their actions back up this statement?

The evidence acquired from a literature evaluation and the results of an experimental questionnaire will be used to support the answers to these research questions.

1.2 [bookmark: _Toc130658337]An Overview of the Dissertation Structure
To enable a solid understanding of the research topic, a literature review will be carried out. Analysing consumer buying attitudes, trends and behaviours, the distinctions between fast and sustainable fashion, and identifying appropriate legislation will specifically help to identify barriers to sustainable fashion for Millennials and Gen Zs.
Finding out whether customers care about sustainability when it comes to fashion or even recognise the difference between fast and sustainable clothes is important in a society where consumers are not legally required to buy sustainable apparel. These variables will be examined to determine how they differ from Millennials to Gen Zs in terms of behaviour, views and trends on the topic. This will be accomplished by building the methodology chapter and conducting a questionnaire to acquire statistical results.
Using statistical analysis, the findings, analysis, and discussion chapters will assess the various viewpoints, behaviour patterns, and intentions of both Millennials and Gen zs before comparing the findings to earlier research.

A framework for this examination is provided by the research goals listed below:
· To analyse academic literature from the past on the reasoning behind barriers to sustainable fashion for Millennials and Gen Z and examine the variations, benefits, and drawbacks of rapid fashion and sustainable fashion.
· To evaluate the role that fast fashion and sustainable fashion plays in the environment and society and it's the development.
· To conduct an analysis of the quantitative data gathered in order to comprehend the phenomena of remote fast and sustainable fashion on Millennials and Gen z and how it affects the wider community.
· To determine what prevents Millennials and Gen Z from wearing sustainable clothing.
· To compile statistical data in order to discover the various purchasing habits and perspectives of both Millennials and Gen Zs and assess and contrast the various purchasing habits and perspectives of both Millennials and Gen Z with the results of primary and secondary research.
· To formulate suggestions to support the demise of fast fashion, bringing around more sustainable fashion or making the fast fashion industry circular.















[bookmark: _Toc130658338]Chapter 2: Literature Review

This chapter will investigate what fast fashion is, millennial buying trends, barriers to sustainable fashion and why people, mainly millennials, opt for fast fashion over sustainable fashion. The analysis will also investigate the advantages and disadvantages of fast fashion compared to sustainable fashion from more than one perspective.	Comment by Jessica Shore: Would this be more relevant in the methodology section?

[bookmark: _Toc130658339]2.1	Gen Z vs Millennial
[bookmark: _Int_NLDH75n2][bookmark: _Int_EdXoUwt8]This report will target people between the ages of 18 and 42. This means there will be a mix of views from both Generation Z and Millennials. Millennials are people born between the years of 1981–1996 whereas Gen Z are people born between the years of 1997 and 2012 (Dimock, 2019). The current ages of people classed as millennials are 27 to 42 and 11 to 26 years old for Gen Z. There will be a mix of both of these generations and the research will not include people under 18 for the ethical purposes therefore only 18+ will be used and the research target will end with 42 years old as this seems like a good and fair sample of people (Brunjes, 2022).
According to a recent study by Grant (2022) 27% of Millennials and 30% of Gen Z reported significantly lower spending due to inflation. However, only 13% of Gen Z buy more private-label goods to save money compared to the 27% of millennials. Additionally, 26% of millennials are more likely to shop at inexpensive businesses than Gen Z. This is understandable given that more Millennials have families compared to Gen Z’s and these are the choices that millennials are making in order to reduce the escalating costs of their household bills, which is the result of inflation. Gen Z’s save money on non-discretionary purchases but still 22% of them are purchasing more used goods due to inflation whereas only 19% of Millennials are purchasing used goods.

[bookmark: _Toc130658340]2.2	What is Fast Fashion?
Fast fashion has become essential to consumers as it is an enjoyable, fast, easy inexpensive way to stay ‘on trend’. Combining high fashion with on trend clothing that is affordable has gained in popularity over time. Although, it originally began in the 1960’s, the demand for fast fashion has only really come about since the start of the 21st century (Levy, 2021). 	Comment by Jessica Shore: Is this in the right place?	Comment by Jessica Lewis (2012798): @Jessica Shore is it better here?
Fast fashion is popular for all the wrong reasons. The bad reputation given to fast fashion is due to mass production, environmental waste, and forced labour (Owens, 2022).
Firstly, it is useful to know what fast fashion is. It is described by Stanton, (2022) as design, manufacturing, and marketing strategy that produces large quantities of garments quickly. Fast fashion clothing is produced using low-quality materials and trends are copied in order to provide consumers with affordable fashion.	Comment by Jessica Shore: Brackets
Another definition of fast fashion is that it is a relatively recent trend in the sector that damages workers, animals, and the environment severely (Rauturier, 2022). The environmental effects of fast fashion are significant. Environmental corners are more likely to be cut as a result of the drive to decrease costs and accelerate production. The use of inexpensive, hazardous textile dyes makes it one of the worst worldwide pollutants of pure water. Fast fashion also has an influence on garment workers who are deprived of basic human rights, labour in hazardous conditions, and earn inadequate wages.
It is not just humans who are affected by the rise of fast fashion, in the wild, land and marine creatures alike consume the poisonous dyes and microfibres released in streams through the food chain with disastrous results. Additionally, animal welfare is endangered when materials made from animals are utilised in fashion.
Finally, due of the products' inevitable expiration and the speed at which trends change, fast fashion has an effect on the consumers themselves by promoting a "throw-away" mentality.
[bookmark: _Toc130658341]
2.3	Sustainability and Sustainable Fashion
The difference between fast fashion and sustainable fashion is mainly how much waste each one generates. By making clothing of far better quality, sustainable fashion minimises waste. Less waste results in less water pollution and less production-related carbon emissions (Oliberte.com, 2009-2022). There are other differences between fast and sustainable fashion, one of the more obvious differences being that fast fashion costs less but is also less durable, so you end up buying and spending more. The cost of manufacturing the popular, contemporary clothing is lower, making them more accessible for purchasing. Although the price may appear appealing, clothing is created as rapidly and with the least expensive methods and materials as possible in order to keep prices down. Even if the apparel may initially appear fantastic, low-quality fabrics won't hold up as well and will wear out shortly. This also means that in order to control expenses, fast fashion brands typically pay their employees' wages that are below the minimum wage. As well as this, choosing durable, sustainable fashions will extend the life of each item and reduce the amount of clothing in landfills. Following on from this, the fast fashion industry has been criticised numerous times for its manufacturer working conditions. Several fast fashion businesses offer wages that are insufficient for a person to live on while keeping a blind eye on subpar working conditions due to the drive to create clothing at record rates and at low costs. Workers play an important role in bringing designs to life in many different steps but unfortunately are not treated as such in factories producing fast fashion goods (Graham-Jones, 2022).	Comment by Jessica Shore: Can you expand this section?  I think it needs more detail
The opposite of fast fashion can be referred to as sustainable fashion. Sustainable fashion is described by Marshall, 2022, as brands producing clothing that is both environmentally friendly and considerate to the workers who make these items. Simply put, it is clothing that is produced ethically and sustainably (Marshall, 2022). Ethical and sustainable fashion is classed as a strategy to clothing acquisition, production, and creation that maximises advantages for the sector and society while minimising negative environmental effects. Fashion brands that make sustainably usually use sustainable fabrics that are natural, organically farmed and 100% compostable, recycled synthetic fabrics and eco-friendly dyes. As well as this, fashion brands that make clothing ethically will usually have ethical business practices, ethical fashion certificates, be inclusive and diverse, they will minimize impact on society and the environment, and they will take a clothing items end of life outcomes into consideration right from the design phase (Sustainable Jungle, 2023).	Comment by Jessica Shore: How is it produced ethically and sustainably?
Fast fashion clothing is poorly made and of low quality because the items are only meant to be worn a few times, or even just once, before being discarded and replaced with new, trendy items. Whereas in the past fast fashion only offered a different collection for each season, the fast fashion companies have now had to move away from this in order to stay up to date with the newest styles and the expanding demands of the consumers. Clothing manufacturing more than doubled in the first 15 years of the twenty-first century, and newcomers in the fast fashion industry like ASOS and Boohoo, design and introduce new products within a week or two, meaning that every month they create around 1000 new pieces. Now most fast fashion companies release around 24 collections every year with an average turnaround of just 5 weeks per collection (Clarke, 2021). 	Comment by Jessica Shore: Do you think or could you find any research that fast fashion brands deliberately make them poorly so they need to be re-bought?  
This business strategy that many fast fashion retailers use is called ‘Planned obsolescence’. This is when a product's obsolescence is planned for and integrated into the items from the outset. This is done to make the consumer feel compelled to buy new goods and services that the manufacturer introduces to replace the outdated ones in the future (The Economist, 2009). For the apparel industry, planned obsolescence has been a key business strategy since the 1950s in our society. Fast fashion retailers in particular use this tactic to entice consumers to make purchases frequently and increase sales. Consumers are urged to buy new products even though their present wardrobe may function just fine because fashion trends change frequently. In terms of clothing, most of us have seen how a brand-new t-shirt gradually loses its shape and develops tiny holes. This is usually because a thinner, more fragile fabric and poor pattern-fabric matching are used which aids this early quality decline. When it comes to seams, they were once double, but are now single, and buttons that were once stitched on to ensure they do not fall off now fall off quicker and much easier (Brismar, 2015).

[bookmark: _Toc130658342]2.4	Where do young people buy?
During research undertaken by Macleod (2014), 971 consumers between the ages of 16 and 24 were surveyed and it showed that people preferred to shop instore in places such as New Look, H&M, Topshop, Primark and River Island however when they did shop online, they would use stores such as ASOS and Boohoo.
A Shopping and Retail report done by Ypulse, (2022) questioned people between the ages of 13 and 39 and nearly half of younger shoppers chose fast fashion outlets. About 60% of young women claim that they shop at one or more fast fashion retailers. Along with well-known retailers like H&M, and Zara, fast fashion stores also include more recent internet retailers like SHEIN which have fundamentally altered the fast fashion industry. These enormous internet stores feature fast items at rapid speed, enabling young customers to purchase popular items as soon as they see it on their socials, replacing ‘real life’ establishments, which prior to the internet fashion industry had been go to staples for the everchanging trends.	Comment by Jessica Shore: This is a great section, but if you could add a reference or find some research to support this that would be great.	Comment by Jessica Lewis (2012798): @Jessica Shore sorry Jess the reference was in the sentence above, I accidentally separated them. Is this okay?
Zara, Primark and Shein are among the many big-name brands accused of creating fast fashion. In recent years, plenty of these brands have stated that the clothing they make is created and sourced sustainably. However, many of these claims have been met with doubt and allegations of greenwashing by environmentalists (Wilson, 2022).

[bookmark: _Toc130658343]2.5	Millennial buying trends
Costin, (2019) states that 69% of millennials purchase clothing for purposes other than bare minimum needs. More than half of the 105 members of millennials surveyed by (2020) Vogue Business stated that they purchased the majority of their clothing items from fast-fashion retailers. Despite learning that the factory workers in Leicester that supply the fast fashion company, Boohoo, were paid as little as £3.50 an hour even though the minimum wage during the time of the scandal was £4.55 for under 18s (Clark, 2022), about half of the young people that were questioned said that they would still carry-on shopping there.
Millennials have grown up with trends being immediately duplicated and readily available to them by fast fashion firms, and when asked which stores they frequented in a Shopping and Retail study conducted by Ypulse (2022), consumers aged 13 to 39 preferred fast fashion retailers (Ypulse, 2022).
According to Overgaard (2020),  “people have this sensation of complexity and uncertainty associated to sustainability." They all agreed that they considered themselves to be responsible consumers, but on the other hand, the drive to look fashionable encouraged them to buy more and consume more (Rønholt & Overgaard, 2020). 	Comment by Jessica Shore: Year in brackets
On the other hand, seventy-five percent of Millennials are so concerned about the environment that they have altered their purchasing patterns in favour of greener goods and a sizable portion of them claim they are willing to pay extra for environmentally friendly products (Arnett, 2021).

[bookmark: _Toc130658344]2.6	Gen Z buying trends
With Gen Z being a younger generation than Millennials there is no surprise that their buying habits are going to be different. Generation Z customers are more likely to choose high quality, ecological fashion items and 73% of Generation Z said that they are willing to spend 10% more for sustainable items and they lean more towards brands that share their viewpoint on political concerns. This same source also states that the concern that Gen Z has for the environment and the future presents a tremendous potential for sustainable corporate growth. When compared to Millennials it was discovered that only 19% of Gen Z are likely to purchase goods on credit whereas 30% of Millennials are willing to do the same (Voyado, 2023).
Gen Z seem to be the generation that is currently more interested in shopping than any other generation however they are cautious of their spending habits. As a result of the COVID-19 pandemic, 70% of Gen Z stated that they are paying more attention to their spending, this means that brands must gain the loyalty of Gen Z customers. Online communities lead to purchases as well. The #TikTokFashionMonth challenge on TikTok encouraged young people to go shopping. There were 5.5 billion views of the hashtag. Cortes, (2022), also agrees that TikTok's main audience is Gen Z and that according to statistics, 72% of users find TikTok advertising motivating since the ads do not look like ads. Given that 47% of TikTok's users are between the ages of 10 and 29, TikTok has significantly changed how Gen Z interact with businesses and how they view buying.
People have started using Buy-Now, Pay-Later (BNPL) schemes to purchase higher-quality products that they could not otherwise afford and this includes 22% of Gen Z. As well as this, how often Gen Z shop for new items has been disturbed by second hand markets that 27% of Gen Z are more likely to use these in order to enjoy changing trends and fashion items and being able to sell them once finished with and they can earn some of the money back at the same time (Vogue Business For PayPal, 2021).
According to market research firm Mintel's data, Gen Z is more affluent than previous generations when it comes to fashion purchases: Compared to 44% of all individuals studied, 64% of British 16 to 19-year-olds admit to purchasing clothing they have never worn, and that Gen Z asserts to be more concerned with how their purchases would affect the environment (Kale, 2021).
Brands like Shein, Boohoo, Pretty Little Thing, Zara, Primark and many others seem to have a firm grip on the younger generation. As part of ThredUp's Global Data (2022) Consumer Survey, 1,989 people between the ages of 16 and 25 were asked about their back-to-school purchasing behaviours and views about fast fashion. Due to the low pricing in the sector and the demands of social media, they revealed that 1 in 3 respondents admitted to having a fast fashion addiction (Johns, 2022).

[bookmark: _Toc130658345]2.7	Why is fast fashion so bad?
We all know that fast fashion is bad and there are multiple reasons why, the first being the environmental factors, annually over 1.2 billion tonnes of carbon dioxide (CO2) is created by the textiles industry through manufacturing, processing and shipping and this is anticipated to rise to around 3 trillion tonnes by 2030. In addition to this, each year, almost 1.5 trillion litres of toxin filled water is used to make new items of clothing and afterwards dispersed into communities (Sustain Your Style, no date).
A second reason is due to the exploitation of factory workers. There are millions of people who work in the field of clothing creation to produce fast fashion. They do every job from creating, to cutting the textile to stitching it all together. Fast fashion factory workers are subjected to hazardous working conditions as producing clothing items involves using synthetic dyes and fabrics, which increase the risk of developing lethal conditions and it is possible that people working in these factories may breathe in toxic chemicals (Pintas & Mullins Law Firm, 2020). Poor air quality and overcrowding can also result in tragic workplace accidents as well as long term health issues. Furthermore, the majority of factory workers have to work long hours only to receive inadequate pay (Seymour, 2022).	Comment by Jessica Shore: Great section
Thirdly, fast fashion thrives on publishing the hottest goods as soon as possible. As a result of this, the fast fashion business is manufacturing more goods since more people are purchasing them, and in order to stay current, fashion brands must continually change their collections. Fast fashion companies must make sure that their supply chains can support the scale that they are running at in order to meet customer demands (Chen, 2022).

[bookmark: _Toc130658346]2.8	Why do people buy fast fashion?
One of the main reasons that people decide to purchase fast fashion is the affordability of it, people can get the latest on-trend items at a low price. Along with the fast delivery of these items comes the low cost making it incredibly affordable for people to purchase, with most brands offering discounts daily, decreasing the price of the items even further. However, the poor-quality manufacturing and use of inexpensive materials means that fast fashion items do not last very long and are easily disposable causing huge amounts of waste to build up (Assoune, 2021).
A second reason is accessibility. Fast fashion has enabled consumers to browse and purchase fashion items from anywhere at any time just by clicking a few buttons on a website or app. Most fast fashion websites or apps offer next day delivery meaning people can order today and get their new items less than 24 hours later making the fast fashion industry extremely convenient where can shop for fashion straight from their sofa. This is a huge selling point for consumers, especially when you could order clothes today and it will be here within 24 hours or sometimes even less and at a low cost (Hayes, 2022).
Another reason is that it is easy, cheap and quick when people need an outfit for an event which most of the time will probably only be worn once. Examples of events that people would often only wear an outfit only once for is birthdays, baby showers, weddings, Christmas, New Year's Eve and holidays. However, it seems the main reason for people wearing an item of clothing once then getting rid of it is because they do not like to be seen in the same outfit more than once. This is backed up during an interview by Benson, 2019, who interviewed people about their buying habits. One person said "I don't like to be seen in the same outfit; therefore, I only wear clothes once.”. This issue is not just women orientated, a male interviewee stated, “New content is always being posted on social media, you don't want your fans to see you in the same clothing.”. Benson also makes a point about FOMO (Fear of Missing Out) and how this has also had a huge impact on peoples purchasing habits as people are always wanting to be better than the next person, wanting to gain more followers and interactions on social media and possibly want to make it seem that they have a luxury life with new clothes all the time. Whereas most people cannot actually afford the clothing items that they post and are just doing it to stay on trend meanwhile they are fuelling further consumption (Benson, 2019). If we put the one-use wear items aside, clothes are still only being worn an average of 7 times before being thrown away (Nizzoli, 2022).
The last reasons for people buying fast fashion are to keep up with trends but it also due to the influence of social media, mainly social media influencers. As we know, fashion trends come and go therefore so do the fashion items that have been purchased to follow said trends. AMPLYFI, (2022), agrees with this by stating that today, it has become extremely important for lots of people to keep up with the constantly evolving trends we observe in our culture and the media, particularly in the field of fashion. The fast fashion sector has experienced a significant shift in advertising and marketing methods, notably with the rise of social media and influencers, as more trends emerge more quickly now (AMPLYFI, 2022). It is believed that social media influencers are important to each step of a customer’s decision-making process. It also appears that the younger people are more likely to be swayed by social media influencers since they can quicken their decision-making process whilst making fashion purchases (Bolat, et al, 2020).	Comment by Jessica Shore: Brackets

[bookmark: _Toc130658347]2.9	How do you know if a brand sells fast fashion and how to avoid it
There are many ways to tell if a brand is considered a fast fashion brand. Assoune (2021) says one of the easiest ways to determine if a brand is classed as fast fashion is by looking at the types of textiles it uses to make its items and where they come from. You can tell what fabrics are used in clothing items as it usually stated on the label, the most environmentally friendly fabrics are those that are recycled, bio-based, natural and organic, for example organic cotton, linen and lyocell. Ordinary cotton and synthetic fabrics that have been manufactured from oil, such as nylon, polyester and acrylic, are extremely polluting. A large amount of harmful chemicals and energy are needed to make these types of fabric and are frequently regarded as non-biodegradable as they decompose into microplastic that damage the health of people, land, animals and marine life by polluting the air and rivers (Assoune, 2021).
Another way to tell if a company is fast fashion is to look at their pricing. Fast fashion companies are known for their ability to attract customers by offering products at incredibly low prices and even though it may be the most alluring element of all and is undoubtedly the reason why so many people opt to purchase items from such firms this practice encourages customers to purchase a large number of things, only to ditch them after a few wears and return to purchase more. The amount of fashion and textile waste produced by one activity alone is staggering. The only way the large fashion companies can keep costs low is by abandoning other areas of the business, including continuing to encourage overconsumption, which significantly increases their considerable impact on the environment. As well as this, low price tags are often a hinting that there are problems elsewhere such as difficulties connected to subpar working conditions and unsustainable production. The unfair treatment of workers frequently leads to the manufacture of inexpensive items (Igini, 2022).
A brand is usually fast fashion if they continuously release fresh collections to keep on top the always changing trends. Continuous turnover entails continuous labour. People working long, hard hours every day for a small bit of money (LEV Apparel, 2021). You can also check the ‘About’ section on a company's website, the majority of fast fashion businesses will be very secretive about where and how their apparel is made and fail to describe the working conditions and pay provided to garment workers and fast fashion labels will usually not display any certifications for fair trade or fair wages (Becker, 2022).
Fast fashion companies like Zara, Primark, Shein, and H&M—are only a few of the most well-known names in fast fashion. It can be relatively simple to recognise these brands and we as customers have the power and responsibility to reconsider our decisions and recognise that our actions have repercussions. This can all start by choosing more sustainable and ethical brands over fast fashion ones if we truly want the industry to improve and help combat climate change (Ingi, 2022).

[bookmark: _Toc130658348]2.10	Circular Economy	Comment by Jessica Shore: It would be great if you could find an example of a fashion brand that discuss or have implemented the circular economy.	Comment by Jessica Shore: It would be great if you could find an example of a fashion brand that discuss or have implemented the circular economy.
Even though fast fashion is currently everywhere and constantly on the rise, it is possible to regress from this by introducing a circular economy method for fashion. This would essentially improve fashion items and services for consumers starting from the production of the product, support a strong and flourishing sector and restore the environment. It would prioritise the fairness and rights of every person working in the fashion sector and will open up fresh, inclusive, distributed growth opportunities. This could enable the creation if a sector of the economy that designs goods to be more widely used; made to be repurposed and used again; and made from secure, recycled, or renewable materials. If everyone worked together to make the fashion industry circular, underlying causes of problems such as pollution and climate change can be diminished (Ellen Macarthur Foundation, 2020).
There are many benefits to the fashion industry becoming circular, some of the benefits include, the clothes being made with high-quality materials, being long-lasting, having a variety of functions, and being flexible. The second benefit is that because they are worn more frequently, items can fully reflect their value. Recycling discarded clothing into new clothing enables the value of the materials to be captured on various levels after the clothing is no longer usable. Another reason is that a circular economy for fashion can be powered by renewable energy, which reduces reliance on natural resources and boosts system toughness. Resources are stored in the system, and when input is required, renewable resources are used (Ellen Macarthur Foundation, n.d.).
An example of a circular fashion brand is Stella McCartney, the high-end firm is coming up with creative ways to recycle materials. Additionally, it promotes restorative agricultural methods to guarantee the renewal of the natural resources utilised to create the items (Pereira, 2020). Stella McCartney has partnered with The RealReal (TRR), an online sustainable marketplace launched in 2011 by Julie Wainwright, for used luxury goods (Tangen, 2020). The company's focus on preventing luxury things from ending up in landfills by giving them a second life through resale and shoppers who purchase through the circular company will be given $100 to use in store at Stella retail stores or online as a reward for their part in making fashion a circular industry. The partnership with the circular economy focused company is not the only way Stella McCartney is working to lower the environmental impact of the company. In early December 2018, the company assisted in the launch of a “United Nations fashion industry charter” in Poland, which outlines the financial benefits of sustainable fashion and has attracted the support of 43 other fashion companies (Fashion Network, 2018).
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[bookmark: _Toc130809103]Figure 1: Circular Fashion Ecosystem (Vogue Business, 2020).

[bookmark: _Toc130658349]2.11	Literature review summary
This chapter has provided a thorough explanation of Gen Z’s, Millennials and who they are, Fast Fashion and sustainable fashion and the difference between them, buying trends of both Gen Z’s and Millennials, why fast fashion is so bad, reasons why people buy fast fashion, how to tell if a brand is a fast fashion brand and how to avoid them and the circular economy in the fashion industry including the benefits. This means the objectives mentioned at the start of this sector have been achieved:
1. To analyse academic literature from the past on the reasoning behind barriers to sustainable fashion for Millennials and Gen Z and examine the variations, benefits, and drawbacks of rapid fashion and sustainable fashion.
2. To evaluate the role that fast fashion and sustainable fashion plays in the environment and society and it's the development.























[bookmark: _Toc130658350]Chapter 3: Methodology	Comment by Jessica Shore: This section needs a introductory paragraph explaining what the purpose of the section is.  It also needs to be on a new sheet.	Comment by Jessica Lewis (2012798): Done, is this intro okay?	Comment by Jessica Shore: NEW PAGE FOR EACH SECTION

This section explains the objective of chosen methodology in relation to the investigation. The purpose of a methodology is a means of outlining a researcher’s intended method of research. A methodology explains how a researcher will conduct the study in order to produce accurate and legitimate data that meet the objectives of the intended research, it includes the data that will be gathered, where it comes from, how it will be gathered and how it will be analysed (Indeed, 2022). This section will also provide an overview of the key methods used in the original research, provide information about the research methods used to collect and evaluate results of data and mention the advantages and disadvantages of the chosen method.

[bookmark: _Toc130658351]3.1	Philosophies
Ontology is a subfield of philosophy and aims to categorise and explain entities. It can be defined as the study of what is, or the types and structures of objects. Ontology is concerned with the research subject, or what you choose to look at (Hammon, 2017). Pragmatism is also included, this emphasises the value of experience over belief and action over secure rules, it employs theories to find a resolution to a particular problem (Thayer, et al, 2023). The research project’s aim is to determine what the barriers are to sustainable fashion for Millennials and Gen Z’s, and Ontology and Pragmatism will serve as the foundation of this research.

[bookmark: _Toc130658352]3.2	Approaches
Deductive research is an approach to science where scientists can verify already existing ideas (Sybing, 2023). The strategy of deductive reasoning involves moving from broad concepts to specific conclusions and is used to test an already established theory. In deductive reasoning, frequently a case will be presented for a particular viewpoint. Applying various premises leads to a conclusion. A premise is a statement that establishes the foundation for a theory or concept. It can be a universally acknowledged idea, fact, or rule. Conclusions are statements that the premises support. A deductive approach is typically connected with quantitative research (Streefkerk, 2022). As opposed to this, inductive research involves moving from the particular to the general to arrive at conclusions. Inductive research begins with data collection or observation. The next step is to look at your data broadly and look for patterns. You then draw broad findings that you could use to develop hypotheses (Bhandari, 2022). This research study will use a deductive approach because it will need to compare experimental research findings to current ideas about fast and sustainable fashion and the link these have to Millennials and Gen Z’s and the differences between the two.

[bookmark: _Toc130658353]3.3	Strategies
A research phenomenon is considered as any issue, problem or topic that is selected as the focus of an investigation. It will be necessary to undertake a comprehensive evaluation of current research on the study's phenomenon (Van de Ven, 2016). To accomplish this, a literature review will be conducted using a mix of books, journals, and websites. However, given the nature of the research, experimental research will be required because the reliability of outsider stories and information derived just from the literature analysis may be questioned.
This research project will use a questionnaire to gather information in accordance with what the barriers to sustainable fashion are for Millennials and Gen Z’s. Questionnaires are a method of quantitative research and are a relatively common method of gathering data for a study. They are especially beneficial for descriptive non-experimental approaches that aim to describe reality. The survey method is also commonly used to gather data on attitudes and behaviour (Mathers, et al, 2009). Quantitative information is collected via structured questionnaires. In this instance, the questionnaire is made in such a way that it gathers a certain kind of data. It can be used to start a formal investigation and gather information to support or invalidate an earlier theory. In contrast to this, qualitative information is gathered via an open-ended questionnaire, this is an example of an unstructured survey. The questionnaire in this instance includes a straightforward layout (Bhat, 2023). However, using interviews as a technique of data collecting allows you to delve deeply into themes and find viewpoints that have never been addressed or examined. With an online survey, when replies are restricted to a predetermined set of questions and answer options, it is particularly challenging to discover these unthought-of opinions (Keyserling, 2022). Despite the advantages that interviews offer, they also do not offer a large enough sample of the population, which is necessary for this research.

[bookmark: _Toc130658354]3.4	Choices
A mono method of research is applied when collecting either quantitative or qualitative data. This study employs a quantitative research strategy, which is a research technique that collects and analyses data using numbers (Melnikovas, 2018). Quantitative data is data that is numerical or can be translated into numbers. The term statistics refers to the fundamental techniques used to analyse numerical data (Sheard, 2018). Quantitative research gathers views about a certain subject from a large group of various people. This method of quantitative data has also been chosen in order to gain further understanding from broader audiences. Contrasted with this, the qualitative technique produces data through words instead of numbers and uses only a small amount of people (Pathak, et al, 2013). The research strategy known as "mixed methods" involves gathering and analysing both quantitative and qualitative data for a single study. The mixed methods research technique utilises the potential benefits of both qualitative and quantitative techniques, enabling researchers to investigate many viewpoints and identify connections between the complex layers of multiple study issues. Yet, combining different approaches within a single study can make conducting this method of research more challenging and it frequently demands more resources, such as time (Shorten, 2017) which would not be convenient for this research study.

[bookmark: _Toc130658355]3.5	Time Horizons
The time horizon is the amount of time that is given to a study, this is the timeframe that the researcher is most interested in examining the chosen population (Alamgeer, 2022). If you needed to gather data for a study at various intervals of time potentially over a few weeks, months or even years you would employ a longitudinal time frame. This option is helpful when examining developments and changes over time. But, if you wished to examine something at a certain period, then you would use a cross-sectional time horizon instead. This is where data is gathered at a single moment in time, therefore the goal is not to track the changes but rather identify their current state (Phair., et al, 2021). A longitudinal time horizon requires data collection over a longer period which is not feasible for this study, therefore a cross-sectional time horizon will be used.

[bookmark: _Toc130658356]3.6	Techniques and Procedures

[bookmark: _Toc130658357]Questionnaire design
A questionnaire will be made using Microsoft Forms as you can use any web browser or mobile device to invite others to answer the questionnaire. You may then view real-time results as they are received, assess responses using built-in analytics, and export data to Excel for further analysing (Microsoft, 2023). The questionnaire will only include closed ended questions, as this is more convenient for respondents and less time consuming. Since users don't have to enter much information, closed-ended questions are frequently beneficial for questionnaires because you obtain greater response rates. Also, responses to closed-ended questions are simple to statistically evaluate, which is the goal for this data (Farrell, 2016). The questionnaire has also been restricted to just thirteen questions, this is beneficial because shorter surveys are more likely to be completed, which results in greater data quality overall and short surveys make it easier to accomplish this. As well as this, the more time respondents have to take to complete a survey, the more likely it is that they will get bored or lazy with their responses or, worst case scenario, stop responding entirely (Wronski, 2023). The thirteen questions involved in the questionnaire are listed below:
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[bookmark: _Toc130809104]Figure 2: Questions for questionnaire (part 1)
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[bookmark: _Toc130809105]Figure 3: Questions for questionnaire (part 2)
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[bookmark: _Toc130809106]Figure 4: Questions for questionnaire (part 3)
[bookmark: _Toc130658358]Data collection
The questionnaire will be posted on social media sites, Facebook, Instagram and Snapchat to ensure a wide range of respondents and fast responses. The use of social media is advantageous because social media users can be drawn in and surveyed through social network sites since social networks are places where people stay for a while. Making the decision to conduct questionnaires via social networking sites serves as an invitation to those who are active in the media. There are several advantages to using social networking sites for questionnaires, but one is essential since it allows for easy targeting of particular groups for various surveys. The standard demographic models, which include elements like age and gender, can be used to focus surveys to the appropriate populations. Users of social media spend a significant amount of time in their preferred online environment, so it is advantageous to take social media into account while planning surveys (Cleave, 2012). Social media is the best type of data collection method for this research as most people in the target age range for this research will have some kind of social media account.

[bookmark: _Toc130658359]Sampling
When conducting research, it is uncommonly possible to gather data from every member of the chosen group of individuals, therefore a sample is picked. The ‘sample’ is essentially the people that will actually take part in the study. Random selection is a key component of probability sampling, which enables you to draw strong statistical conclusions about the entire group. This means, the likelihood of selection bias is reduced (McCombes, 2022). A non-probability sampling technique called convenience sampling utilises participants who are "convenient" for the researcher. There is absolutely no pattern to how these responders were obtained. This technique is used in this research study as by using social media to distribute the questionnaire it is a convenient form of distributing (Galloway, 2005). An accurate understanding of the population is typically thought to require a sample size of about 100 respondents for questionnaires looking at attitudes, beliefs, and behaviour. A smaller sample size might be utilised if the survey is focused on particular populations (The Donut Whole, n.d.). This research project will try to get at least 100 responses from Millennials and Gen Z consumers of fashion.

[bookmark: _Toc130658360]Reliability and Validity
Reliability within research refers to its consistency. Internal consistency, consistency among things, and consistency across different researchers are the three types of consistency that psychologists consider (Price, 2014). How well a method measures what it is supposed to measure is known as its validity. When a study's findings are highly valid, it means that they accurately reflect the genuine features, traits, and variations in the physical or social reality (Middleton, 2023). In general, questionnaires are considered to be more reliable than valid because they are typically employed to generate quantitative data. They do, however, have the advantage of being able to create a combination of dependable and valid data (Tutor 2 U, 2020).

[bookmark: _Toc130658361]Analysis
The information obtained from the questionnaire's closed-ended questions will be examined using statistical analytic techniques. Google forms will be used which will then be transferred over to Excel for the data analysis and creation of the charts (Chart Expo, 2023). The research will also make use of the crosstabulations feature of the IBM SPSS software. A table displaying the connection between two or more variables is called a crosstab (Bock, n.d.). The analysis will come from a questionnaire and will provide a look into consumer buying theories and trends and reasons why millennials make their buying decisions. The analysis will allow differences to be spotted between Millennials and Gen Z’s and demonstrate how the two groups' various behaviours, attitudes, and intentions differ from one another.	Comment by Jessica Shore: Which techniques?	Comment by Jessica Lewis (2012798): I have mentioned in the sentence after this one that I will use google forms and excel, is this the right techniques? 

[bookmark: _Toc130658362]3.7	Ethical Considerations
The ethics form must be filled out and clearance from the research supervisor obtained before the research project may be carried out in compliance with UWTSD's ethical standards. Prior to the study, complete consent from the subjects will be obtained, there is a page before the start of the questionnaire explaining that the participation is voluntary and they can withdraw at any time, and it is necessary to ensure that research participants’ privacy is protected. The confidentiality of the study data should be adequately protected, and it is necessary to guarantee the anonymity of the people taking part in the research (Business Research Methodology, n.d.). To prevent and eliminate misuse, all collected data will be stored on a single device that is password protected. Under 18s do fall into the research age target but for ethical purposes this research will only use over 18’s.

[bookmark: _Toc130658363]3.8	Limitations

[bookmark: _Toc130658364]Bias
Any results apart from the truth results in research bias, which distorts results and leads to incorrect conclusions. All stages of research, including data collection, analysis, interpretation, and publication, is susceptible to bias. Both qualitative and quantitative studies are susceptible to prejudice (Scribbr, n.d.). An example is that some participants may not fill out the questionnaire truthfully.

[bookmark: _Toc130658365]Social media
Social media covers a sizeable sample of responders; however, it does come with its limitations (Olteanu, 2019). Although convenience will be used in this research project, a general random sample will also be used to ensure that opinions are acquired from Millennials and Gen Zs who are fashion consumers. The questionnaire may be distributed to people on social media who are not Millennials or Gen Zs which could out certain responses in jeopardy.

[bookmark: _Toc130658366]Convenience sampling
The aim for the number of responses the questionnaire was 100 responses however it did only receive 82 responses in total. The questionnaire is still valid and reliable even though the goal amount of responses was not reached as those who did complete the questionnaire were either Millennial or a Gen Z meaning the target range for the research was reached. 

[bookmark: _Toc130658367]3.9	Methdology Overview
To conclude the methodology section, this section has been guided by the Saunders Research Onion, which has made it possible to think about and choose the best research methods. A representative sample of the population can be examined through quantitative research using a questionnaire. This is crucial because it will allow for comparisons between Millennials and Gen Zs who purchase fashion, and the difference in their buying habits.













[bookmark: _Toc130658368]Chapter 4: Findings

This section presents the key research findings. 82 responses were received from the questionnaire, this was achieved by using both a random sample method and a convenience sampling method.
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[bookmark: _Toc130809107]Figure 5: Gender of participants
Figure 2 shows that both male and female respondents filled out the questionnaire along with one other and one who preferred not to state their gender. 58 of the 82 total respondents said that they are female, where as 22 said they were male. The ‘other’ option and prefer not to say option was chosen by 1 person each.
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[bookmark: _Toc130809108]Figure 6: If the participants are Millennials or Gen Z
Figure 3 shows whether the respondents are a Millennial or a Gen Z. This chart clearly shows the category with the greatest number of participants is Gen Z meaning they were born between 1997 and 2012. The number of Gen Zs who responded to the questionnaire was 62 and Millennials was 16, this makes it clear that more Gen Z answered this questionnaire than Millennials. The ‘other’ option was answered by 2 participants.
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[bookmark: _Toc130809109]Figure 7: If the participants prefer fast or sustainable fashion.
Figure 4 shows a chart of whether the participants of the questionnaire prefer fast fashion, sustainable fashion or if they do not know the difference. As you can see from the chart, most respondents prefer fast fashion, the percentage of these respondents was 43% meaning 35 people prefer fast fashion. The sustainable fashion option was the second greatest category with 31 answers (38%). 16 of the respondents said that they do not know the difference between fast fashion and sustainable fashion.
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[bookmark: _Toc130809110]Figure 8: Where the participants shop most often.
Figure 5 is a pie chart showing where respondents shop for fashion items most often. As the pie chart shows, the same amount of people shop online the most as the amount of people who shop instore the most. Less than quarter of the respondents said that they shop second hand most often and only a few chose the ‘other’ option.
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[bookmark: _Toc130809111]Figure 9: Where participants shop if they shop for fashion items online.
Figure 6 is a bar chart that shows where participants shop if they shop for fashion online. As can be seen from the chart, most participants who shop for fashion online opt for ASOS, followed by Pretty Little Thing which comes in close to Boohoo, Shein is not far behind. Other and I do not shop for fashion online have also been chosen as answers by between 5 and 10 respondents. Both Zara and Nasty Gal received under 5 responses and there were none for Missguided.
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[bookmark: _Toc130809112]Figure 10: Where participants shop if they shop for fashion items instore.
Figure 7 is a bar chart that shows where participants shop most often in store. As you can see from the bar chart, a lot of the respondents answered Primark which was the greatest choice of answer in this section of the questionnaire. Followed quite far behind Primark is Zara with just under 15 people choosing this answer. H&M got 10 responses and then Newlook, F&F and George all had less than 10 people choose these as their answer. I do not shop for fashion in store got just over 5 responses and the ‘other’ option had just under 5 responses.
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[bookmark: _Toc130809113]Figure 11: Where participants shop if they shop for fashion items second hand
Figure 8 shows where participants shop most often if they choose to shop second hand. As can be seen this bar chart identifies that most respondents who shop second hand chose Vinted as the place they would do this. Following not far behind, is respondents who have answered that they do not shop for fashion second hand. Depop is the third popular answer in the questionnaire with between 15 and 20 responses. The charity shops option was answered by exactly 15 participants where as ‘other’, PLT marketplace and Facebook Marketplace all had below 5 responses. Twig was the only one with no responses.

[bookmark: _Toc130809114]Figure 12: What influences participants fashion buying decisions.
This stacked bar chart shows what factors participants chose that influences their buying decisions from most important to least important. As the chart shows, 44 of the respondents answered that price is their most important factor, followed by 21 people who answered that quality was their most important factor. Trends and social media influence both had a similar number of respondents with 5 people saying trends is their most important factor and 4 people saying that social media influence is theirs. The answer that was most common as participants least important factor was accessibility with only 2 people choosing this.
As for second choices, the majority answer for this was accessibility with 23 responses. 20 people chose price as their second important factor as well as quality with 20 people also choosing this as their second factor. 8 people chose trends and 5 answered social media influence.
Trends and accessibility were the third important factor for 21 of the participants for both whereas 20 respondents chose quality as their third important factor. 10 people chose price and only 4 chose social media influence.
Social media influence and trends were most participants fourth important factor in their buying decisions with 27 answering social media influence and 26 choosing trends. Accessibility was chosen fourth by 16 of the respondents and quality was chosen by 7. No participants chose price as their fourth important factor in their buying decisions when it comes to fashion.
Lastly, the least important factor in the 36 of the participants buying decisions is social media influence. Trends and accessibility have a similar number of responses for being least important with 16 people choosing trends and 14 choosing accessibility. 8 people chose quality and 2 chose price.

[bookmark: _Toc130809115]Figure 13: Do participants care about the impact that the fashion industry has on the environment.
Figure 9 is a pie chart that shows if the participants care, do not care, or do not know if they care about the impact that the fashion industry has on the environment. The pie chart clearly expresses that the majority of the participants answered that they do care about the impact the fashion industry has on the environment with a huge 58 participants choosing this answer. The answer that the second highest amount of respondents chose was that the do not know if they care about the impact the fashion industry has on the environment. The answer with the least amount of responses if no they do not care about the impact the fashion industry has on the environment with just 9 respondents choosing this answer.

[bookmark: _Toc130809116]Figure 14: Whether participants have ever bought items second hand
Figure 10 shows what proportion of respondents have ever bought fashion items second hand. as the pie chart shows the biggest proportion of the pie chart is the respondents who answered yes. The amount of people who answered yes to this question was 62 which is nearly all of the participants. In contrast, fewer people answered no they have not bought fashion items second hand. The number of respondents who answered no to this question was 20.

[bookmark: _Toc130809117]Figure 15: what participants chose to do with their old clothes.
Figure 11 is a bar chart showing what participants chose to do with their old clothes. It is clear that 38 of the 82 respondents who filled out the questionnaire answered that they chose to donate their old clothes. The second most popular answer was give their old clothes to friends or family, this answered had 18 responses. Following closely behind is respondents who stated that they throw their old clothes away, this answer had 15 responses. Finally, both the ‘other’ option and re-purpose their clothes only had 4 responses each.

[bookmark: _Toc130809118]Figure 16: How much per month, on average, participants spend on fast fashion brands
Figure 12 is a bar chart that shows how much on average, per month, participants spend on fast fashion brands. Looking at the bar chart, it is obvious that the most common chosen answer was between £16 and £50 a month. This answer was chosen by 29 respondents. The next most common answer was between £51 and £80, following closely behind this is £10 to £15. Next is the answer for between £81 and £150 which was not the chosen answer by many participants and the answer with the least amount of respondents is £0 with 6 people choosing this. The answer for £150+ had zero responses.

[bookmark: _Toc130809119]Figure 17: How often the participants buy fashion items
Figure 13 is a chart that shows how often participants buy fashion items. Out of the five options for this question, the ‘monthly’ option had the greatest response from participants with 37 people choosing this answer. A close second is the ‘seasonally’ option, where by 31 of the participants answered this. The ‘weekly’ option had a lot fewer responses, with only 8 people picking this answer. The options for ‘daily’ and ‘yearly’ both had the least great responses with under 5 people choosing these answers for both.

[bookmark: _Toc130658369]4.1	Finding’s Overview
The key conclusions from the findings are listed below:
· Most of the participants were women.
· 43% of the total respondents prefer fast fashion, 38% prefer sustainable fashion and 20% did not know the difference.
· The same number of respondents shop online as instore whereas 12 respondents shop second hand.
· 28% of the respondents who shop online shop at ASOS the most. The amount of people who said they shop the most at Boohoo, Pretty Little Thing or Shein is between 10% and 20%
· As for in store, 43% shop at Primark the most and the next most common answers were Zara and H&M with between 12% and 17%
· For second hand shopping Vinted was the answer with greatest responses with 24 people choosing this. The next greatest answer was that participants do not shop for fashion second hand, 20 of the participants chose this answer. Charity shops received 15 answers and Depop received 17.
· Price is the majority of participants most important factor in their fashion buying decisions with 58% choosing this.
· 69% consider themselves as someone who cares about the impact of the fashion industry on the environment.
· 76% have bought fashion items second hand.
· 38 donate their old clothes, 18 give them away and 15 throw them away.
· 36% spend between £16 and £50 per month on average on fast fashion brands.
· 45% buy fast fashion monthly and 38% buy fast fashion seasonally.














[bookmark: _Toc130658370]Chapter 5: Analysis

In this chapter, crosstabulations conducted with IBM SPSS software will be used to assess the data obtained from the questionnaire. Analysis is the process of converting and modelling data in order to find relevant information. The goal of data analysis is to draw relevant details from the data so that decisions can be made based on the analysis (Johnson, 2023).
It was stated in the methodology chapter that only closed-ended questions would be used. Closed questions make it possible to recognise quantitative data for statistical analysis. Using IBM SPSS, the information provided in response to the closed-ended questions has been assessed. Crosstabulations have been utilised to demonstrate the relationship between the questionnaire's factors. The crosstabulations compare differences between the categorical data. Categorical data is described as data cannot be quantified or calculated in numerical form. These kinds of data are organised by categories rather than by quantity (Great Learning, 2023). The crosstabulations will compare subject variables such as gender, Millennials or Gen Zs with dependent variables (Bhandari, 2022).

[bookmark: _Toc130658371]5.1	Crosstabulations

[bookmark: _Toc130658372]Q1 and Q3
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[bookmark: _Toc130809120]Figure 18: Crosstabulation of What is your gender? and Do you prefer fast fashion or Sustainable fashion?
This crosstabulation shows the gender of the participants and whether the prefer fast or sustainable fashion. As you can see, females prefer fast fashion whereas males prefer sustainable fashion. However, there were still 21 female respondents who prefer sustainable fashion. As well as this, there were also 11 female participants did not know the difference compared to men participants where only 7 do not know the difference.

[bookmark: _Toc130658373]Q2 and Q3
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[bookmark: _Toc130809121]Figure 19: Crosstabulation of are you a millennial or a gen Z? and do you prefer fast fashion or sustainable fashion?
This crosstabulation shows whether the participants are a Millennial or a Gen Z and whether they prefer fast fashion or sustainable fashion. As is clearly showed on the crosstabulation, more Gen Z filled out this questionnaire than Millennials. Of those Gen Zs, 31 of them prefer fast fashion and 22 prefer sustainable fashion. Only a small number of Millennials prefer fast fashion to sustainable fashion. Of those who answered the questionnaire, more Gen Z didn’t know the difference between fast and sustainable fashion than Millennials. Even though the number of respondents is more for Gen Z than Millennials it does still confirm that Gen Z consumer more fast fashion than the older generation.

[bookmark: _Toc130658374]Q2 and Q4
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[bookmark: _Toc130809122]Figure 20: Crosstabulation of are you a Millennial or a Gen Z? and where do you shop most often?
This crosstabulation shows whether the participants are Millennials or Gen Zs and where they shop most often. As also stated in the crosstabulation above, more Gen Z did answer the questionnaire than Millennials. As can be seen from the crosstabulation Gen Z shop mostly online and the number of Millennial participants is the same for both instore and online shopping.

[bookmark: _Toc130658375]Q9 and Q11
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[bookmark: _Toc130809123]Figure 21: Crosstabulation of do you consider yourself as someone who cares about the impact of the fashion industry on the environment? and what do you do with your old clothes?
This crosstabulation shows the differences between whether participants consider themselves as someone who cares about the impact of the fashion industry on the environment and what they do with their old clothes. As can be seen most of the participants who consider themselves as someone who cares about the impact of the fashion industry on the environment stated that they donate their old clothes, essentially giving them another life. This does back up they do care about the environment as they are not just letting clothes pile up in landfill.
[bookmark: _Toc130658376]Q9 and Q10
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[bookmark: _Toc130809124]Figure 22: Crosstabulation of do you consider yourself as someone who cares about the impact of the fashion industry on the environment? and have you ever bought fashion items second hand?
This crosstabulation is in addition to the one above (figure 19). This one shows the difference between whether the respondents consider themselves as someone who cares about the impact of the fashion industry on the environment and if they have ever purchased fashion items second hand. As you can see most people who consider themselves as someone who cares about the impact of the fashion industry on the environment also have purchased fashion items second hand. This shows that these people are somewhat conscious of the impact that the fashion industry has on the environment as they are giving fashion items a second life.


[bookmark: _Toc130658377]Q9 and Q12
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[bookmark: _Toc130809125]Figure 23: Crosstabulation of do you consider yourself as someone who cares about the impact of the fashion industry on the environment? and how much per month, on average, would you say you spend on fast fashion brands?
This crosstabulation shows the difference between respondents who consider themselves as someone who cares about the impact of the fashion industry on the environment and how much per month, on average, respondents spend on fast fashion brands. It is clear that 20 of the respondents who state that they consider themselves as someone who cares about the impact of the fashion industry on the environment also spend between £16 and £50 a month on fast fashion brands. This contrasts with them stating that they care about the impact of the fashion industry on the environment as they are also contributing to this impact monthly and spending quite a bit of money doing so. There were also 19 respondents who consider themselves as someone who cares about the impact of the fashion industry on the environment but still spend between £81 and £150 per month on fast fashion brands, again going against their statement of caring about the environmental impact of the fashion industry.










[bookmark: _Toc130658378]Chapter 6: Discussion

The crosstabulations' closed-ended questions revealed statistically significant disparities between Millennials and Gen Z respondents. These findings will be examined in more detail, in relation to the outcomes of the literature review, and in light of the research questions. This chapter will also accomplish goals three and four:
· To compile statistical data in order to discover the various purchasing habits and perspectives of both Millennials and Gen Zs.
· To assess and contrast the various purchasing habits and perspectives of both Millennials and Gen Z with the results of secondary research.

6.1 [bookmark: _Toc130658379]Research Questions

[bookmark: _Toc130658380]1. Is there a difference between Millennials and Gen Zs buying trends when it comes to fast fashion? and 2. Are either of the two generations more sustainably aware? And 6. Do people consider themselves as people who care about the impact the fashion industry has on the environment and do their actions back up this statement?

The research conducted in the literature review regarding this research question states that in a survey undertaken by Vogue Business (2020) half of the millennials who took part purchased the majority of their clothing from fast fashion retailers and in another study by Ypulse (2022) concluded that consumers between the ages of 13 and 39 preferred fast fashion. In response to the questionnaire, only 3 of the 14 millennials who answered stated that they prefer fast fashion to sustainable fashion. Whereas 5 answered that they prefer sustainable fashion however 6 of them said they did not know the difference between the two.
In contrast to this, millennials also agreed that they are responsible consumers (Overgaard, 2020). 75% of millennials also say they are so concerned about the environment that they have altered their buying decisions to purchase greener goods and a lot of them claim they are willing to pay extra for environmentally friendly products (Arnett, 2021). In regard to the questionnaire, of the 14 millennial participants, none of these stated that they purchased from second hand places but 7 said they shop online and the same amount said they shop instore.
As for Generation Z, Voyado (2023) explains that they are more likely to choose high quality, ecological fashion and that 73% says they are willing to spend 10% more for sustainable fashion items. This same source also states that the concern that Gen Z has for the environment presents a potential for sustainable growth. 27% of Gen Zs are more likely to use second hand markets (Vogue Business For PayPal, 2021) but 64% of 16–19-year-olds admit to purchasing clothing they have never worn (Kale, 2021). When compared to the primary research from the questionnaire, it appears that of the 64 Gen Z respondents 22 prefer sustainable fashion but 31 prefer fast fashion, this goes against what was discovered in the secondary research stated in the literature review. As well as this, of the 64 Gen Z respondents, 21 of them shop most in store, 32 shop most online and only 11 of them shop using second hand markets, this also goes against what was found in the literature review.
In the literature review it appeared that millennials are more inclined to purchase fast fashion than Gen Z and that Gen Z cared more about the environment. After looking at the data from the questionnaire, it appears that the findings are the opposite to those identified in the literature review. The literature review also implied that Gen Z were more environmentally conscious than Millennials when it came to fast fashion, but it appears this finding was also inaccurate when compared to the primary research.

3. [bookmark: _Toc130658381]Why do people buy fast fashion items?
Drawing on findings from the literature review, affordability was one of the main reasons people decide to purchase fast fashion items (Assoune, 2021). This is backed up by the primary research from the questionnaire (see figure 10) that discovered that more than half of the respondents answered that price was their most important factor when it comes to their fashion buying decisions and 20 respondents chose price as their second most important factor.
The second reason that people decide to purchase fast fashion, according to the literature review, was accessibility. Many fast fashion retailers offer next day delivery making the fast fashion industry extremely convenient (Hayes, 2022). This is somewhat true as when participants completed the questionnaire, only 2 people chose accessibility as their topmost important factor however 23 people chose it as their second most important factor when making fashion buying decisions, it was also the third choice for 21 of the participants and was chosen fourth by 16.
[bookmark: _Int_pUeyWKUO]Another reason stated in the literature review for why people buy fast fashion is trends and social media influence. In the literature review it is stated that trends and social media influence have quite a big impact on peoples fashion buying decisions. Today, it has become extremely important for lots of people to keep up with the constantly evolving trends we observe in our culture and the media, particularly in the field of fashion (AMPLYFI, 2022). Social media influencers are important to each step of a customer’s decision-making process. It also appears that the younger people are more likely to be swayed by social media influencers since they can quicken their decision-making process (Bolat, et al, 2020). The primary results from the questionnaire discovered the opposite of what was stated in the literature review. Trends was chosen as a most important factor in only 5 and social media influence was chosen by only 4 respondents as their most important factor. 8 people chose trends second and 5 answered social media influence as their second most important factor in their fashion buying decisions. Trends was a third most important factor for 21 of the participants but still only 4 for social media influence. 27 answered social media influence and 26 answered trends for the fourth most important factor and lastly the majority of respondents least important factor was social media influence with 36 participants choosing this answer and 16 people chose trends. As this clearly explains, more people buy fast fashion due to trends than social media influence, but both are not the priority of the participants reasonings for buying fast fashion.

4. [bookmark: _Toc130658382]Do people understand what fast fashion is and what it means for the environment?
Of the 82 participants, only 18 do not know the difference between fast and sustainable fashion (see figure 16). It would be assumed that the other 64 respondents do know the difference however 27 of the females still stated that they prefer fast fashion to sustainable fashion and 58 also stated that they care about the impact that the fashion industry has on the environment (see figure 11).

5. [bookmark: _Toc130658383]What stops people from buying sustainable fashion?
As also mentioned, when discussing question 3, price accessibility and trends are the three main barriers to sustainable fashion for Millennials and Gen Z. It is much cheaper and easier to buy from fast fashion when you want to keep up with trends that are always changing, to spend more and buy from a sustainable company just for the trend to go out of fashion a few weeks later is not feasible for a lot of people and would be seen as a waste of money. In contrast to this, Gen Z are more likely to choose high quality fashion that is ecological and 73% said they would spend 10% more for sustainable fashion (Voyado, 2023). This statement has been disregarded in the primary research as people would say they would prefer to buy fast fashion and price is the most important factor in fashion buying decisions for the majority.


6.2 [bookmark: _Toc130658384]Discussion Overview

To conclude, this chapter has accomplished the following fourth goal:
· To assess and contrast the various purchasing habits and perspectives of both Millennials and Gen Z with the results of primary and secondary research.
The differing purchasing patterns between Millennials and Gen Z have been clarified. For instance, while most of Gen Z chooses fast fashion, Millennials do not necessarily do so. When it comes to fashion and its effects on the environment, Millennials seem to be more environmentally aware than Gen Zs.




















[bookmark: _Toc130658385]Chapter 7: Conclusion

The findings from the literature review and questionnaire will be compiled in this conclusion, along with suggestions for further study.
This study has addressed the six research topics and demonstrated the following by contrasting Millennials with Gen Zs and utilised crosstabulations to examine the questionnaire data. 

1. There is a difference between Millennial and Gen Z buying trends. Millennials are more environmentally responsible when making their buying decisions as more millennials answered that they prefer sustainable fashion than those who said they prefer fast fashion. As for Gen Z, the majority of this generation opt for fast fashion over sustainable fashion.

2. As mentioned above, Millennials stated that they typically opt for sustainable fashion over fast fashion however of the 14 millennials who responded to the questionnaire, 6 of them stated that they did not know the difference between fast and sustainable fashion. in contrast, 22 Gen Zs stated that they prefer sustainable fashion and 11 of them said that they shop second hand where as no Millennials said that they chose to shop second hand.

3. Price and Accessibility seem to be the two main reasons that people opt to purchase fast fashion. Trends and social media influence are less likely to sway a Millennials or Gen Zs fashion buying decisions.

4. Only 18 of the respondents from the questionnaire said that they do not know the difference between fast and sustainable fashion. However, 34 of the respondents who answered still stated that they prefer fast fashion and 58 stated that they care about the impact that the fashion industry has on the environment.

5. Price, accessibility and trends are the three main barriers to sustainable fashion. However, quality was chosen by 21 of the respondents as their main factor when making fashion buying decisions. 20 of the respondents chose quality as the second factor and the same number of participants chose it as their third factor.

6. 58 of the 82 respondents said they do consider themselves as someone who cares about the impact of the fashion industry on the environment but still some of these respondents chose that they prefer fast fashion to sustainable fashion (43%) and only 38% said that they prefer sustainable fashion. 16 of the participants said they do not know the difference.

Using the framework from the six research objectives, this study has produced a thorough understanding of the barriers to sustainable fashion for Millennials and Gen Z: 
A framework for this examination is provided by the research goals listed below:
· To analyse academic literature from the past on the reasoning behind barriers to sustainable fashion for Millennials and Gen Z and examine the variations, benefits, and drawbacks of rapid fashion and sustainable fashion
· To evaluate the role that fast fashion and sustainable fashion plays in the environment and society and it's the development
· To conduct an analysis of the quantitative data gathered in order to comprehend the phenomena of remote fast and sustainable fashion on Millennials and Gen z and how it affects the wider community.
· To determine what prevents Millennials and Gen Z from wearing sustainable clothing
· To compile statistical data in order to discover the various purchasing habits and perspectives of both Millennials and Gen Zs and assess and contrast the various purchasing habits and perspectives of both Millennials and Gen Z with the results of primary and secondary research.
· To formulate suggestions to support the demise of fast fashion, bringing around more sustainable fashion or making the fast fashion industry circular

The first and second objective was met in the literature review, the third and fourth objective was achieved in the findings and analysis, and the fifth objective was achieved in the discussion.

To conclude, this quantitative research study has identified the main barriers to sustainable fashion for Millennials and Gen Z.  It was discovered from the primary research that females prefer fast fashion more than men and that Gen Z shop for more fast fashion than Millennials even though no millennial participants said that they shop for fashion second-hand. The primary research also found that most respondents consider themselves as someone who cares about the impact that the fashion industry has on the environment but only 30 respondents shop for fashion sustainably, however 47 of the participants have bought fashion items second hand. In contrast to this, of those who consider themselves as someone who cares about the impact that the fashion industry has on the environment, 39 of the respondents still stated they spend an average of between £16 and £80 at fast fashion retailers every month. The main barriers to sustainable fashion discovered from both the literature review and the primary research was price, accessibility and trends.
It would be essentially for governments to introduce laws and regulations regarding fast fashion and its impact to enable any chance of the fast fashion industry transforming to a circular economy. The responsibility is not just on governments though as fast fashion companies themselves, all though have started, need to change the way their items are made right from the beginning to ensure these products can continue to have many lives after their initial purpose. A lot of the responsibility also lies on the consumers, we as a nation should be more sustainably aware of what is going on around us regarding the fast fashion industry and how it not just affects the environment but other factors too. If we all took a stand together to demand a change from fast fashion to circular fashion, then companies would have no choice but to get on board or simply lose custom.
There is not enough awareness of the behind-the-scenes impact that fast fashion has, most people just see these companies as somewhere to buy their new trends and do not think twice about how or why the price is so low and quality so cheap. As was discussed in the findings and analysis, the majority of people consider themselves to be environmentally aware yet still choose to purchase items from fast fashion brands, this brings up another question of do these people actually know the whole story of fast fashion and why sustainable is the better option. Further research would need to be done in order to gain an answer to this question. 

The following suggestions have been made to help the transition from fast fashion to a circular economy, which includes spreading knowledge about the effects of rapid fashion on society and the environment.

[bookmark: _Toc130658386]7.1	Recommendation one: Raise awareness
In the questionnaire, 16 participants do not know the difference between fast and sustainable fashion. Additionally, most participants consider themselves as people who care about the effects the fashion industry has on the environment yet still 30 of these people do not shop for sustainable fashion. This could possibly be because they do not know the full extent of the impact that the fashion industry has on the environment and society. To start, governments could make it more widely known about the impacts that the fashion industry possess in hopes that people would start to boycott fast fashion and become more sustainably aware. To go even further, it would be a benefit to the environment and society for governments to incorporate laws and regulations surrounding fast fashion and ensure that products are made circular with the end outcome in mind.


[bookmark: _Toc130658387]7.2	Recommendation two: Lower costs of sustainable fashion
As price was identified as the main reason for people turning to fast fashion, it would be essential if governments could help sustainable fashion companies lower their costs to ensure more people can afford these products.  Governments could also encourage consumers to reuse their items, re-purpose their clothing and donate or sell the clothes they no longer need to give them another life rather than just throwing them away.

[bookmark: _Toc130658388]7. 3	Further Research
This study has given a thorough assessment of the challenges facing Gen Z and Millennials in the transition to sustainable fashion. To dive deeper into these arguments and see whether individuals truly understand the effects of rapid fashion and why going sustainably is a better choice overall, more study would be required.
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What influences your fashion buying decisions? (1 - most important, 5 - least important)

1st	Price	Quality	Trends	Social media influence	Accessability	44	21	5	4	2	2nd	Price	Quality	Trends	Social media influence	Accessability	20	20	8	5	23	3rd	Price	Quality	Trends	Social media influence	Accessability	10	20	21	4	21	4th	Price	Quality	Trends	Social media influence	Accessability	0	7	26	27	16	5th	Price	Quality	Trends	Social media influence	Accessability	2	8	16	36	14	The factor


How important the factor is




Do you consider yourself as someone who cares about the impact of the fashion industry on the environment?

Number of people	Yes, I care about the environment	No	I don't know	58	9	15	

Have you ever bought fashion items second hand?

Number of people	Yes	No	62	20	

How much per month, on average, would you say you spend opn fast fashion brand? (for example, but not limited to Boohoo, Pretty Little Thing, ASOS, Shein etc)

Number of people	£0	£10 - £15	£16 - £50	£51 - £80	£81 - £150	£150+	6	17	29	19	10	0	Amount particpants spend on fast fashion brands (on average, per month)
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