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[bookmark: _Toc39545312]Executive Summary 
Topshop, a part of Arcadia group, is a multinational fast fashion brand founded in the UK, then enlarged its business in China in 2014, followed by a withdrawal of Chinese market in 2018 due to the failing operation (Samantha, 2018). The purpose of this report is to identify the reasons why Topshop failed and withdrew from Chinese market, and provide some suggestions for Topshop if it plans to enter Chinese market again.

Firstly, the internal and external environment of Topshop was analysed. It has cooperation with celebrities while is complaint for high price but low quality. The macro environment analysis is based on PESTEL model, showing that China supports foreign brands if they obey local policy.

Then there is research methodology, illustrating that this report adopts both primary and secondary researches. The primary research focuses on the Chinese consumers’ characteristics, while secondary research pays more attention to Chinese market and competitor’s analysis. 

The main findings include that China’s clothing market has slowed down in recent years and the growth rate of consumers’ expenditure on clothes is relative low (National Bureau of Statistics of China, 2019). Besides, fast fashion stores opened less new stores than before, however, Uniqlo, ZARA and H&M occupied a large part of fast fashion brand in China due to their unique competitiveness, such as ZARA’s strong and fast supply chain and Uniqlo’s fashion collaborations between fashion brands and cartoon characters (Ge, et al., 2019). As for consumers, most of them have preference of online shopping, and really emphasise the design, price and quality of fast fashion items.

Based on deep findings and analysis, the possible reasons for Topshop’s withdrawal in China in 2018 include slower fast fashion market growth, ambiguous competitiveness, low brand recognition, less satisfying products and parent company’s negative influence (Marketing to China, 2018).

To help Topshop better conduct their business in China in the future, there are three recommendations. 
· Choose right sales channels – focus on online stores and physical stores in second-tier cities such as Hangzhou, Changsha and Kunming (Chinabaogao, 2020).
· Improve brand recognition – have stronger interaction in social media platforms.
· Provide satisfying products – pay more attention to style, quality and price, and localise those products.
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[bookmark: _Toc39545313]1.0 Introduction
[bookmark: _Toc33639199][bookmark: _Toc33725717][bookmark: _Toc39545314]1.1 Background of Topshop
Topshop is a UK multinational fashion brand of clothing, shoes, cosmetics and accessories. There are about 510 stores including online stores all over the world, and more than 300 of them are in the UK. The company was founded in 1964, as a part of the Arcadia group. TOPMAN is Topshop’s sibling brand, focusing on young men’s wear (Samantha, 2018). In 2014, Topshop began its business in China with strong cooperation with two well-known Chinese online shopping websites Shangpin and Tmall. However, Topshop finally left Chinese market in 2018 as a result of a failure.

This report aims to find out the possible reasons for Topshop’s failure in the Chinese market. Meanwhile, do a deep research of relatively more successful brands in China such as Uniqlo, H&M and ZARA, then give recommendations for Topshop to achieve success in China.

[bookmark: _Toc39545315]1.2 Project Justification
Globalisation has witnessed a change in the market environment and customers’ needs. Most people pursue fashion but not all followers can afford luxury brands (Wang & Zhang, 2013). It is reported that the sales volume of western luxury goods decreased by 1% in 2014, as Chinese people tend to buy them overseas, resulting in lots of items remained in storeroom. To change this pattern, fast fashion industry appeared to attract customers. In the past two decades, fast-changing trends in the fashion industry are forcing retailers to demand flexibility in terms of low cost, design, quality and speed to market (Bhardwaj & Fairhurst, 2010).

Topshop is a typical fast-fashion brand, and it expanded its business in China in 2014. The Chinese economy has maintained around 9.6% growth rate since a free-market reform in 1978 (People’s press, 2008). Besides, China also made satisfying progress in technological development (Fuller, 2016). In most customers’ hearts, Topshop has the same performance as Uniqlo, H&M and ZARA, but Topshop is less well-known than them ending up quitting Chinese market (Marketing to China, 2018). 

Based on the research mentioned above, this report is necessary to conduct for reasons as follows.
· Firstly, this project can identify the shortcomings of Topshop when conducting business in China, helping Topshop learn from previous lessons.
· Secondly, analysing Chinese fashion environment can provide other fast fashion brands who want to enter the Chinese market with some spirits.
· Thirdly, make a comparison of its major competitors, allowing other investigators to get enlightenment. 

[bookmark: _Toc39545316]1.3 Aim and Objectives
This project aims to find out the failing factors for Topshop in China with deep research of external environment analysis and competitor analysis. Combined with primary research, summarise the main findings and finally provide some suggestions to Topshop’s expansion towards China. 

To be more specific, there are following objectives.
· Analyse Topshop’s internal environment – focus on its strengths and weaknesses.
· Understand Topshop’s external environment – consider the macro environment of fast fashion industry in Chinese market.
· Understand Chinese consumers – identify their characteristics, needs, preferences and trends.
· indentify the reasons for Topshop’s failure in China – based on competitors’ analysis with Uniqlo, ZARA and H&M.
· Provide recommendations for Topshop’s future success in China  - based on  main findings.
2

[bookmark: _Toc39545317]2.0 Environmental Analysis
[bookmark: _Toc39545318]2.1 Internal Analysis
SWOT analysis includes internal and external environment of an organisation (Quincy, 2016). This report identifies the strengths and weaknesses of Topshop to evaluate Topshop’s internal environment, as Table 1 shows.
[bookmark: _Toc38159493]Table 1 Topshop’s Strengths and Weaknesses
[image: ] (source: StudyMode, 2011; Fashion Management and Marketing, 2019)

Topshop has over 500 stores worldwide, and its father company Arcadia Group has more than 2800 stores. Besides, there is a great interaction between Topshop and its fans in some social media platforms such as Instagram, Twitter and Facebook (Fashion Management and Marketing, 2019). Except for targeting young people, it opens other stores for different ages and styles. Furthermore, Topshop has strong cooperation with Kate Moss, Taylor Swift, Gigi Hadid and other famous designers or celebrities, improving quality as well as brand awareness of Topshop.

However, Topshop also has some weaknesses. It is suggested that the price of Topshop’s products is relatively higher than the average young person can afford. Moreover, the quality is not always satisfying. Topshop is losing elderly customers as it does not target specific products for this age group. Last but not least, there are little ads on the TV, thus some people may be less likely to know its promotion (Fashion Management and Marketing, 2019).

[bookmark: _Toc39545319]2.2 External Analysis
For the external analysis, PESTEL model is a way to measure a company’s macro environment including political, economic, social, technological, environmental and legal aspects (Mason, 2018). This model is applied to analyse Topshop’s macro-environment in Chinese market. 
[bookmark: _Toc38159494]Table 2 PESTEL analysis of Topshop in China 
[image: ] (source: Studentshare, 2019; People’s press, 2008; Li, 2013)

· Political environment: There is a strict intervention in Chinese economy, which is a threat for Topshop to expand business in China, as the government tends to protect local enterprises (Marketing to China, 2018).
· Economic environment: Last two decades have witnessed a significant increase in Chinese economy. It is reported that China’s GDP has reached $ 4.91 trillion (People’s press, 2008), and its growth rate is at 9.6%, a comparatively high figure. In addition, improving disposal incomes of Chinese people also provide opportunities for Topshop (Li, 2013). However, the exchange rate, inflation rate still need to be considered.
· Social environment: Except for pursuing fashion, Chinese people worship their own cultures and are concerned about the environment, which means Topshop should know more about their customers.
· Technological environment: China is always the largest manufacturing country and also has the most prosperous electronic business in the world. With the newest machines and other technologies such as artificial intelligence recommendation, providing opportunity for Topshop to add value in the value chain. 
· Environmental environment: Before entering in Chinese market, Topshop should know the climate distribution in China where the northern region is more dry and cold than the southern region. Also, a specific attitude towards sustainable development and care for extinct species still make sense.
· Legal environment: Although China is open to foreign investors, it is important to obey local copyright, patents property law, employment law, and emphasise data protection of customers.
· 
11

[bookmark: _Toc39545320]3.0 Research Methodology 
Research methodology is a specific process to obtain and analyse information about a topic (Kothari, 2004). To collect or analyse information, primary research means to first collect and analyse the new data, while secondary research is the re-analysis of already existing data to answer specific questions (Hox, et al. 2005). This report applies both primary and secondary research to investigate the fast fashion market in China. 
[bookmark: _Toc39545321]3.1 Secondary Research 
Firstly, secondary research is conducted to analyse Chinese people’s income and consumption conditions over the past years, which can reflect the Chinese people’s power of consumption in the fast fashion market. As those figures can be only collected by official authorities such as National Bureau of Statistics of China, it is required to implement secondary research. Meanwhile, the data for competitors’ analysis including Uniqlo, ZARA and H&M, is also needed to be collected in other reports or their official websites.

[bookmark: _Toc39545322]3.2 Primary Research
However, the Chinese consumer’s characteristics and preferences cannot be collected by secondary research. Therefore, the primary research needs to further focus on Chinese consumers themselves, and then find out the further reasons for Topshop’s failure in China. To achieve this, this report adopted convenience sampling technique and issued 100 questionnaires, mainly targeted those aged from 16 to 55. There are 15 questions about participant’s personal information such as gender, occupation, disposable income, expenditure on clothes, shopping preference, shopping frequency, shopping experience and attitude towards fast fashion brands especially Topshop and its main competitors, H&M, ZARA and Uniqlo. Finally, 84 valid questionnaires were collected, meaning the valid response rate is 84%, and this report was analysed based on those valid sample data. The questionnaires and Ethics form are both attached in appendices. 
· 
[bookmark: _Toc39545323]4.0 Findings and Analysis 
[bookmark: _Toc39545324]4.1 Primary Research of Chinese Market
[bookmark: _Toc39545325]4.1.1 Average Income and Consumption
Chinese market research investigates the income and consumption level in China. According to National Bureau of Statistics of China (See Figure 1, note that 9 yuan = 1 pound), the past four years have witnessed constant increases on both Chinese people’s average disposable income and average consumption expenditure, which shows that China has great potential to conduct international brand business. 


[bookmark: _Toc38159785]Figure 1 Income and Consumption Condition in China from 2016 to 2019 (in yuan)
(source: National Bureau of Statistics of China, 2019)

Despite growing income and consumption of Chinese people, Topshop failed and vacated Chinese market in 2018. This point can prove that the failure does not result in the recession of China’s economy or the low consumption power of Chinese people, so it is possibly caused by industrial intense competition or problems of Topshop itself.



[bookmark: _Toc39545326]4.1.2 Consumer Expenditure Composition
To further research the Chinese spending condition especially on clothes, the composition of consumer expenditure is also analysed. As Topshop gave up Chinese market in 2018, this year is an important time during analysis. According to Figure 2, in 2018, food, alcohol and tobacco accounted for the largest part in Chinese people’s consumer expenditure at 28%, followed by living cost, traffic and communication, education and entertainment, health care. The spending proportion of clothes was only 6.5%, around 1294 yuan, meaning that fast fashion might not be a very promising industry in China in recent years. In addition, it is also reported that the growth rate of expenditure on clothes was only 2.9% (National Bureau of Statistics of China, 2018), the lowest increase compared to other seven compositions, but it still has a positive potential to develop.


[bookmark: _Toc38159786]Figure 2 The Composition of Chinese Consumer Expenditure in 2018
(source: National Bureau of Statistics of China, 2018)

Overall, China has a huge consumption base with a large population and has always been a competitive place for all brands. In 2018, the retail sales of clothing of enterprises above the quota are about 1 trillion yuan, while if other knitted textiles are added into the calculation, the retail sales of enterprises above the quota are about 1.4 trillion yuan. Besides, China’s clothing market also saw sales of more than 2 trillion yuan in 2018, up 7.8% year-on-year, the fastest growth since 2014 (National Bureau of Statistics of China, 2018). Such a huge demand has made China a competitive place for international fast fashion brands.
[bookmark: _Toc39545327]4.2 Secondary Research of Topshop’s Competitors
China’s clothing market has slowed, but remains an attractive market. Despite the economic slowdown, China’s fast-fashion industry is booming as younger Chinese are increasingly willing to spend more on clothing (Daxue consulting, 2019). Porter’s five forces analysis (see appendices) shows that the prime threat to Topshop is the intensity of rivals, so it is important to analyse Topshop’s main competitors in China. ZARA, Uniqlo and H&M are the most popular fast fashion brands in China. Then this section focuses on the number of stores and their distribution, price and sales of each giant fast fashion brand in China. 

[bookmark: _Toc39545328]4.2.1 Number of Stores and Distribution
According to Chinabaogao (2020), Uniqlo added 86 stores in China in 2019 based on 540 stores in 2018, still the fastest fast fashion brand, and the number of new stores was far ahead than H&M and ZARA, they both added 12 stores respectively. Clearly, “slow down” has become the consensus in the fast fashion industry. When the industry goes down, rent and labour costs go up, and the excessive store size has become a burden to some extent.

 [image: ]
[bookmark: _Toc38159787]Figure 3 Number of Fast Fashion Stores in China
(source: Chinabaogao, 2020)

As for urban distribution, other fast fashion brands’ distribution such as UR, GAP, MUJI, Mjstyle and C&A are all included. As a total number of increased stores was 218 in 2019, second-tier cities will be the key markets for fast fashion brands to compete for in 2019, with the number of stores reaching 110. The expansion of third-tier and lower-tier cities will accelerate and the trend of decline will be obvious. Among the TOP10 cities with the number of new stores, 5 are in second-tier cities. Hangzhou and Kunming are second only to Shenzhen with 10 new stores each. The fast fashion market in first-tier cities is becoming more and more saturated, with 34 new stores added last year, accounting for about 16%. Shenzhen has 11 new stores, making it the city with the most new fast fashion stores last year, with 8 in Guangzhou and 8 in Shanghai, and 7 in Beijing (Chinabaogao, 2020). 

[bookmark: _Toc39545329]4.2.2 Sales Revenue and Product Differentiation
To analyse the market shares between three giant fast fashion brands and Topshop, the sales revenue of four brands are obtained. In terms of Table 3, followed by H&M and ZARA, Uniqlo has the largest market share in Chinese fast fashion market, at 11.81 billion yuan, nearly 150 times more than that of Topshop, which only accounts for a very tiny proportion, at 0.2% in whole fast fashion revenue. 

[bookmark: _Toc38159495][bookmark: OLE_LINK1][bookmark: OLE_LINK2]Table 3 Sales Revenue of  Fast Fashion Brands in China in 2017
[image: ] (source: Ge, et al., 2019)

It is worth to find out the product differentiation among these four brands then finally figure out the reason why Topshop did not perform well in China. The higher the product differentiation degree of fast fashion clothing brands is, the more likely they will outperform than other brands, thus they can form unique competitive advantages in the market. Therefore, each brand shows different characteristics.


· [bookmark: _GoBack]Uniqlo
Uniqlo studies the performance of clothing fabrics to create a simple and comfortable style for a wider range of people, making it easy to maintain long-term buyers. While many fast fashion brands focus on women’s clothing, Uniqlo also sells a high volume of men’s and children’s wear, with about half of its top-selling products being men’s (Chinabaogao, 2020). When it comes to marketing, in early 2019, Uniqlo released an exclusive clothing series that includes KAWS, seven dragon ball, LINE, Disney, LEGO, Conan, and Star Wars. These t-shirts sold out in seconds online, and the offline sales also shot up, which triggered the hot topic in a short time, and brand awareness and influence surged. 

· H&M
H & M has been attracted by cross-border cooperation, raising the price of items. In addition, like Uniqlo, H&M has co-branded products with brands such as VERSACE, Balmain and Isabel Marant (Daxueconsulting, 2019). Meanwhile, H&M is offering clothing rental services to its members, with the price of each piece of clothing is about 260 yuan. In addition, H&M announced that it will sell other clothing brands in its stores including the group’s subsidiaries Other Stories and Arket, to connect closely with consumers.

· ZARA
ZARA has a strong supply chain and vertical delivery, which greatly reduces transportation time. From design products to ready-to-wear shelves, fabric procurement to clothing production, store sales display, and merchandise delivery to customer feedback, ZARA’s reactive production and distribution takes only 12 to 15 days (Ge, et al., 2019). And this time of Chinese garment enterprise is 6-9 months commonly, the international famous brand usually costs 120 days commonly. ZARA’s ultra-fast supply chain can meet consumers’ existing needs more quickly. 



· Topshop
Despite having a fan base when it first entered the Chinese market, Topshop failed to fend off competition from brands such as H&M, ZARA and Uniqlo, because the brand had no advantage in product, pricing and other combinations. Topshop items’ prices are comparable to those of ZARA, but response much slower than ZARA. Others point out that Chinese websites have significantly fewer styles than their UK counterparts, moreover, are significantly more expensive than their UK counterparts, their product sizes are not well localised, and even the brand labels are in English rather than Chinese. In addition, brand marketing is also very poor, the microblog account only attracted 5 million fans, rarely update the moment, while ZARA has owned nearly 13 million fans since 2018.

Topshop reported a loss of £10.9m in 2017, while parent Arcadia group saw sales fall 5.3 % year on year to £1.9bn, while profits plunged 42% to £124m (See Figure 4), which also caused the withdrawal of Topshop in China in 2018 to some degree. What is worse, during that time, Arcadia chairman Philip Green was embroiled in a sexual assault scandal, accused of “Unlawful sexual conduct and racial discrimination” against employees. The Guardian asked, “Is it time to stop buying Philip Green’s Topshop or Topman?” The fierce wording of the article again led to the damage of brand image (Hadley, 2018).
[image: ]
[bookmark: _Toc38159788]Figure 4 Arcadia Group’s Global Sales from 2010/11 to 2017/18 (in million GBP)
(source: Tugba, 2019)
[bookmark: _Toc39545330]4.3 Primary Research of Consumers’ Characteristics
Consumers’ characteristics and preferences are analysed mainly based on primary research. According to the 83 samples of questionnaires, it shows that among all participants, more than 90% of them are aged from 16 to 25, 30% of them are male and 70% of them are female, and nearly 90% of them are students. This basic information indicates that most participants are consistent with the Topshop’s customer target, namely young people (Daxue consulting, 2019), so that the collected data is worth analysing carefully.

[bookmark: _Toc39545331]4.3.1 Spending Habit
In terms of primary data, nearly half of participants have a disposable income of 1000 to 2000 yuan (around 110 to 220 pound) per month. Then more than 50% participants answered that they would like to spend around 10%-30% of their disposable income on clothes, around 30% of them spend less than 10%. When it comes to the average spending on each fast fashion purchase (see Figure 5), results show that more than 40% people tend to spend less than 500 yuan, then the second largest proportion is nearly 30%, who are willing to spend 500-1000 yuan. Although 12% participants spend more than 2000 yuan, nearly 10% people have never bought anything from fast fashion brand.

[image: ]
[bookmark: _Toc38159789]Figure 5 Average Spending on Each Fast Fashion Purchase
(source: primary data)

Then collect the items they spend most on (see Figure 6), over 70% people choose clothes, followed by shoes, accessories, bags and cosmetics in order. Proving that the general public still focuses on the clothes, Topshop could pay more attention to this kind of items.
[image: ]
[bookmark: _Toc38159790]Figure 6 Category of Items People Spend Most on
(source: primary data)

The frequency of people visiting fast fashion stores is also analysed (see Figure 7). It is suggested that more than one-third people visit fast fashion stores 1-3 times a month, more noticeable, nearly 30% say that they will visit them more frequently if there is a discount, indicating that promotion campaign can catch more people’s attention. Besides, nearly 20% of them visit stores no less than once a week, a slightly higher percentage of those who seldom visit them.
[image: ]
[bookmark: _Toc38159791]Figure 7 The Frequency of People Visiting Fast Fashion Stores
(source: primary data)

[bookmark: _Toc39545332]4.3.2 Shopping Preference
When it comes to shopping preference, over 60% consumers choose online stores (see Figure 8), three times than that of physical stores. Combined with previous analysis of the decline of newly opened stores, Topshop should emphasise more on online stores. 
[image: ]
[bookmark: _Toc38159792]Figure 8 Shopping Preference Distribution
(source: primary data)
Besides, when asking which fast fashion brand people recognise, the figures for knowing Uniqlo, ZARA and H&M are similar at around 80%, while that of knowing Topshop is only half of that figure, at only about 40%. What is more, more than 55% people have bought products from those three famous brands, but have never bought anything from Topshop. Those two patterns further prove that Topshop’s brand recognition is far behind three famous brands in China, so that the sale of Topshop in China is not satisfying. 

Then the analysis continues with how people get to know those fast fashion brands (see Figure 9). The main sources are social media platforms, when going shopping and others’ recommendation, by contrast, the traditional ads sources such as TV, leaflets and magazines, seem to become not so popular as they used to be. Most importantly, as people will visit stores more often when there is a discount, based on the few people get to know brands by promotion campaign, showing that promotion mainly attracts old customers rather than new customers. Therefore, a recommendation for Topshop is to spread ads on social media to attract new customers and launch promotion campaigns to maintain old customers.

[image: ]
[bookmark: _Toc38159793]Figure 9 How People Get to Know Those Fast Fashion Brands
(source: primary data)

The next analysis focuses on the highlights when people go shopping (see Table 4). Results show that most people place more emphasis on design, quality and price, fewer people attach importance to material, brand and service and rare people care about shopping environment. This provides Topshop with opportunity if more designs are suitable for Chinese people.

[bookmark: _Toc38159496]Table 4 What People Highlight When Going Shopping
[image: ] 
(source: primary data)

Meanwhile, around 45% participants think fast fashion brands have poor quality and more than 70% think the quality of products need to be improved (see Figure 10). 

[image: ]
[bookmark: _Toc38159794]Figure 10 What Fast Fashion Brands Need to Improve
(source: primary data)

Except for quality, consistent with people’s highlight when shopping, more than half of participants still look forwards to more fashionable designs and more reasonable prices. 


[bookmark: _Toc39545333]5.0 Conclusions
Topshop is a well-known fast fashion brand founded in the UK, and it began its business in China in 2014, cooperating with online shopping websites Shangpin.com. The purpose of this report was to identify the reasons why Topshop failed and withdrew from Chinese market. By analysing Chinese clothing market, competitors’ behaviours and consumers’ characteristics based on both primary and secondary researches, the possible factors causing Topshop’s failure in China are as follows:
· Slower fast fashion market growth in China - Despite the constant increases on both average disposable income and consumption expenditure, Chinese people’s expenditure on clothes increased slightly (National Bureau of Statistics of China, 2018). Besides, the fast fashion stores opened less than that before (Chinabaogao, 2020). In other words, China’s clothing market has slowed in recent years, which has a negative influence on Topshop’s development in China.
· Ambiguous competitiveness and low brand recognition - Fast fashion brands such as Uniqlo, ZARA and H&M have formed their unique core competitiveness through product differentiation, thus forming an oligopoly market (Ge, et al., 2019). Therefore, more people know and buy items from them. By contrast, Topshop does not have specific positioning and has low brand recognition in China. 
· Less satisfying products - Topshop’s products in China are less satisfying than that in the UK. The styles are much less than that in the UK but more expensive, and the size and label are not well localised.
· Parent company’s negative influence - Worldwide, Topshop’s parent Arcadia group saw a huge sales fall in 2017 (Tugba, 2019), during that time, Arcadia chairman Philip Green was involved in negative scandal (Hadley, 2018) and public boycotted this brand, which also affected the withdrawal of Chinese market in 2018.



[bookmark: _Toc39545334]6.0 Recommendations
If Topshop plans to enlarge their business in China again, there are several recommendations as follows.
· Choose the right sales channels – As most Chinese people prefer to shop online, Topshop should operate more online stores as well as cutting cost. Additionally, if Topshop still wants to open physical stores, it is better to open in second-tier cities such as Hangzhou, Changsha and Kunming, as fast fashion brands have already saturated in first-tier cities such as Beijing, Shanghai and Shenzhen (Chinabaogao, 2020).
· Improve brand recognition – Based on previous analysis, social media is the best channel to attract new customers, therefore, strong social media interaction is needed to maintain good customer relationship management.
· Provide satisfying products – Update new products synchronously with more reasonable prices. Besides, the size should be appropriate for Chinese people and the label should be in Chinese rather than English. Other improvement collected from questionnaires includes less plagiarism from other giant fashion brands.
[bookmark: _Toc39545335]References
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Porter’s five forces analysis
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Consent form
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Copy of questionnaire
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	1. Which age group do you belong to? [single choice] *

	○ 16-25 years old
○ 26-35 years old
○ 36-55 years old
○ Other

	

	2. What is your gender? [single choice] *

	○ Male
○ Female

	

	3. What is your occupation? [single choice] *

	○ Student
○ Employee
○ Individual career
○ Other

	

	4. How much disposable income do you have each month? [single choice] *

	○ Less than 1000 yuan
○ 1000 - 2000 yuan
○ 2000 - 4000 yuan
○ More than 4000 yuan

	

	5. Which proportion of disposable income do you spend on clothes per month? [single choice] *

	○ Less than 10%
○ 10%-30%
○ 31%-50%
○ More than 50%

	

	6. Do you prefer to shop online or in a real store? [single choice] *

	○ Online
○ Real store
○ No preference

	

	7. What do you highlight when buying clothes?  [multiple choices] *

	□ Design
□ Material
□ Quality
□ Price
□ Brand
□ Service
□ Store environment
□ Other : _________________

	

	8. Which following fast fashion brands do you know?  [multiple choices] *

	□ UNIQLO
□ ZARA
□ H&M
□ TOPSHOP
□ All of them
□ None of them

	

	9. How do you know those fast fashion brands?  [multiple choices] *

	□ When going shopping
□ Social media platform
□ Leaflets or magazines
□ TV advertisement
□ Promotion campaign
□ Family's or friend's recommendation
□ Other : _________________

	

	10. What do you think of fast fashion? [multiple choices] *

	□ Cheap and have poor quality
□ Cheap but have good quality
□ Expensive and have good quality
□ Expensive but have poor quality
□ Not too expensive or cheap with consistent quality

	

	11. Have you bought anything from Topshop? [ single choice] *

	○ Yes，I have bought products from Topshop
○ No, but I have bought products from Uniqlo / ZARA / H&M
○ No, I have never bought anything from these fast fashion brands

	

	12. How often do you visit fast fashion stores including online stores? [ single choice] *

	○ More frequently than once a week
○ Once a week
○ 1-3 times a month
○ Seldom visit fast fashion store
○ Not sure, but I will visit them more frequently if there is a discount

	

	13. How much have you spent on each fast fashion purchase on average? [ single choice] *

	○ More than 2000 yuan
○ 1001-2000 yuan
○ 500-1000 yuan
○ Less than 500 yuan
○ Never bought anything from fast fashion brand

	

	14. What kind of product do you spend most on? [ single choice] *

	○ Clothes
○ Shoes
○ Accessories
○ Cosmetics
○ Bags

	

	15. What do you think fast fashion brands need to improve? [multiple choices] *

	□ Have more fashionable designs
□ Improve the quality of products
□ Have more reasonable prices
□ Update new products more frequently
□ Conduct more promotion campaigns
□ Have better service
□ Have better store environment
□ Other : _________________
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Research of Fast Fashion Market in China

Dear Participant:
My name is Siping Xue and T am studying in the School of Business, UWTSD.

Twould like to invite you to participate in my research project. This project will aims to
investigate the fast fashion market in China

*Attached to this letter is a short questionnaire developed by myself which will assess
Chinese fast fashion market. I believe your opinions will be extremely helpful to me.

All questionnaires will be kept strictly confidential to the rescarchers involved and at NO
time will individual questionnaires be released to the general public. This gives you a chance
to express your views on your programme a confidential and anonymous forum and still be
able to make a difference. Your participation in this study is completely voluntary so you can
withdraw from the questionnaire at any stage.

We thank you in advance for your time and participation. If any questions do arise, feel fiee

to contact me by email 1904774@student.uwtsd.ac.uk at your convenience.
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