A Qualitative Exploration into Social Media ‘Influencers’ and their Impact on Decision-Making Among 18–25-Year-Olds Consuming Fast Fashion.
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					Abstract  

The overall aim of this dissertation was to gain an insight into the fast fashion industry and the impact social media influencers have on consumer behaviour. Using Instagram as a social media platform will establish how social media influencers engage with 18–25-year-olds, to be more inclined to purchase fast fashion.  

I conducted a literature review to gain an understanding of the fast fashion industry and the social media influencer side towards marketing using social media. Also, identifying consumer behaviour by using a model and theory. The findings which were found enabled the researcher to underpin questions within the interviews held. 

Online interviews were carried out using emails. The researcher would send an interview sheet for the interviewee to respond and send back completed, the responses linked to the findings within chapter one and two. Which then allowed conducting themes within research found: 
· Theme one, fast fashion knowledge consumer behaviour. 
· Theme two social media influencer knowledge.
From all findings, recommendations were then proposed.
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[bookmark: _Toc73276241][bookmark: _Toc73277582]Chapter One - Introduction
[bookmark: _Toc72871964][bookmark: _Toc73276242][bookmark: _Toc73277583]1.1 Introduction 

The aim of this chapter is to provide context and justification for the analysis that follows. Moreover, clarify the researcher’s purpose by including aims and objectives as well as its definition and structure. 

The research aims to understand and examine the way in which social media influencers impact decision making among 18–25-year-olds with particular focus on fast fashion. Considering this, sampling will concentrate on 18–25-year-olds as a group and will not focus outside this chosen demographic. Research states that young adults develop consumer behaviour patterns when purchasing fast fashion, mostly being female but also male or those in which idenitfy as non-binary (Workman & Lee, 2011; as cited in Simpson, 2019).                     
[bookmark: _Toc72871965][bookmark: _Toc73276243][bookmark: _Toc73277584]1.2 Background and Rationale 

[bookmark: _Toc73277585]1.2.1 Fast fashion Industry and Marketing 

The term fast fashion is used to describe the readily available, inexpensive made fashion available today.  The word “fast” describes how quickly retailers can move and produce designs (Brick, Hasley & Ekenga, 2018). The fast fashion industry has been criticised for its lack of attention to social and environmental issues. The fashion industry has extensive and significant environmental consequences (Peters et al, 2020). Influencer engagement is seen to encourage fast fashion by using social media as a platform to advertise (Claude, Malek & Runnvall, 2018).  Influencers can also be described as SMIs (Social Media Influencers), this can be described as “people who possess greater than average potential to influence others due to such attributes as the frequency of communication, person persuasiveness from a social network” (Audrezet et al, 2017, P.509).  

According to Pemberton (2016), 84% of the younger generation admitted that when they purchase fast fashion it is due to being influenced by user-generated content from influencers or SMIs (Revlon-Chion, Bolat & Liang, 2020). This stage occurs between the ages of 18-25, when young people are preoccupied with themselves before marriage and careers (Arnett, 2015; as cited in Simpson, 2019). Within today's world the majority of young individuals spend an excessive amount of time online scrolling through social media (Asano, 2018; Claude, Malek & Runnvall,2018).  

Today, fast fashion businesses must follow the 'Business model' which provides a swift response to new fashion trends, otherwise, they will be left behind as well as production times being quick to ensure rapid supply to the retailers and consumers (Gordon & Swinney, 2011). Appendix A shows an example of ASOS business model. ASOS is a popular fast-fashion retailer which sells inexpensive clothing, often poor-quality clothing made from polyester or other synthetic fabrics, nevertheless, it is seen to be the highest shopped website (Ibid.). the quicker a fast industry responds to changing trends, the faster the sales. For example, new fashion trends should be introduced within weeks, which keeps a continuous cycle of customer visits online. The fast-fashion model is proven to be inexpensive prices and manufactured short term to keep with seasonal clothing, ASOS is an example of a successful approach to fast fashion (Ibid.). 
[bookmark: _Toc73277586]1.2.2 Klarna 

Due to technological changes, Klarna is the leading global payments method, providing a smarter and more flexible shopping experience. Klarna offers a pay later option or pay in three instalments, offering customers more time to pay or try before buy (Klarna, 2021). This can encourage impulse buying due to not having to pay straight away. 
[bookmark: _Toc73277587]1.2.3 Instagram 

Instagram is a smartphone application that allows users to upload photos and videos to social networking site. Every individual who opens an Instagram account, similar to Facebook, has a profile and a news feed (Moreau, 2018). According to Sheldon and Bryant (2016) and Recode (2018), Instagram is the fastest growing social networking platform in contemporary times.  In 2017, Instagram had almost 800 million monthly profiles, making it the third most popular social networking site (millions, 2018; Dreagrow.com, 2018). 

Instagram uses hashtags as a significant marketing tool, which means it may be used more as a discovery social media tool than a visual social media tool by individuals looking for material they want to view, ensuring a beneficial relationship between Instagram and businesses (Costill, 2020; as cited in Wally & Swapna, 2014). There are approximately 30.36 million users in the United Kingdom. According to statistics Instagram has the highest proportion of users ages between 25–34-year-olds, this was then accompanied by respondents within the ranges of 18 to–24-year-olds. Individuals over the age of 65 are unlikely to use Instagram (Tankovska, 2021). Users that have a greater network of followers are considered to be more creditable and famous (Jin & Phua, 2014). 
[bookmark: _Toc73276244][bookmark: _Toc73277588]1.3 Aims and Objectives 
[bookmark: _Toc73277589]1.3.1 Aim:
	To explore the impact social media influencers, have on consumer behaviour; a case study of the views of 18-25-year-olds of the fast fashion industry. 

[bookmark: _Toc73277590]1.3.2 Objectives: 

1. “To explore and analyse academic literature on the influence of social media within the fast fashion industry on consumer behaviour”.
2. “To select a suitable research approach and explore 18–25-year-old views on fast fashion and to see if social media engagement encourages purchase decision making within this sample”.

3. “To analyse the data collected to explore 18-25-year old’s views on how they think fast fashion is becoming, by also using them as a way to identify how popular the industry is, with particular focus on how social media influencers, influence individuals purchase fast fashion by using social media as a tool for marketing”.
4. “To understand the researcher’s practical consequences and generating practice suggestions”. 
5. “To look at prospective future research areas while keeping in mind the limitations of the current study”.
[bookmark: _Toc73276245][bookmark: _Toc73277591]1.4 Research Structure 


The research will be divided into five Chapters in order to achieve its goals. The introduction is in Chapter One, followed by a literature review in Chapter Two, methods and methodology in chapter three, data collection and analysis in Chapter Four, lastly ending with a conclusion and recommendations in Chapter Five. 

Chapter One has provided a background of the research, rational for conducting the research, and aims and objectives. The research utilise use both primary data and secondary data in the form of a participant interview sheets and literature review. 

Chapter Two literature review involved reviewing topics on fast fashion and consumer behaviour. Chapter Two will provide a better understanding of this research.

Chapter Three identifies the methods and methodology, selecting appropriate primary research techniques and the procedure for this research, allowing the following data to be analysed.  

Chapter Four will analyse primary data, which was collected through interview sheets as stated in Chapter Three. Statistical analyses will be used to develop findings and review. 

Chapter Five will determine whether this research has acieved its aims and objectives, followed by a discussion of the main findings, recommendations and limitations of the research conducted. 
[bookmark: _Toc73276246][bookmark: _Toc73277592]1.5 Conclusion 

This chapter has given an overview of the study, including the purpose and goals, as well as why its importance. The next chapter will present a literature review, bringing more depth to the growing industry of fast fashion and social media influencers. 
























[bookmark: _Toc73276247][bookmark: _Toc73277593]Chapter Two – Literature Review
[bookmark: _Toc73277594]2.1 Introduction 

The purpose of Chapter Two is to explore the fast fashion industry and the impact the term 'influencer' has on decision making among 18-25-year-olds when deciding to purchase fast fashion. The following chapter will complete the first objective of this dissertation:

	“To explore and analyse academic literature on social media influence within the fast fashion industry on consumer behaviour”

	The following literature review will contain a wide range of sources gathered from Google Scholar and the University of Wales Trinity Saint David's (UWTSD) online library. All sources include academic journals and prior primary research in the topic area. Search terms include: 'influencers', 'decision making, 'fast fashion' and 'customer behaviour'. 
[bookmark: _Toc73277595]2.2 Fast fashion and Social Media 


Fast fashion is defined as something which is quickly produced, inexpensive clothing which gets manufactured every day by inexpensive retail companies. By dividing the term "fast fashion" into two will give a better understanding of the term. "Fast" describes the rapid approach in which retailers shift designs to their stores or websites taken from high-end catwalks (Brick, Hasley and Ekenga, 2018). According to Fletcher, fast fashion can be considered as quick and on time, while comparing slow fashion is based on quality and consistency (Fletcher, 2008). The production of inexpensive as clothing is continuously in demand and costs are kept low by exporting to low- and middle-income countries. 

Since 2016, the fast-fashion business has grown at a rate of 9.7% per year (Michaela & Orna, 2015), owing to the rising demand for fashion and a luxury lifestyle. Social media is a new type of media that can consist of online sources created, investigated, and shared by online users with the goal of educating others about an organisation, services, events and other topics of interests (Ibid). Today, social media is an important tool for marketers by providing several opportunities to build brand recognition among customers (Bashar, Ahmad & Wasiq, 2012). Social media is one of the most accessible and engaging methods of public relations due to the ubiquity of the smartphone (Ahmad, Salman and Ashiq, 2015). 
[bookmark: _Toc73277596]2.2.1 Traditional Marketing vs Digital Marketing 

Traditional marketing can still be found in magazine or newspaper advertisements, as well as billboards but it primarily targets a local audience rather than a national one (Tudor, 2016). Due to different factors such as inflation, economic recessions, and quick technical advancement, the function of marketing has evolved considerably over time and continues to do so, with the internet being the most significant change (Bala & Verma, 2018). According to studies, digital marketing has displaced traditional marketing due to the continuous advancement of technology (Hanlon, 2020). 
	Digital marketing is a sort of marketing that uses digital platforms such as social media to promote items and reach out to customers. Which social media influencers use, Instagram as the digital platform to promote and advertise (Yasmin, Tasneem & Fatema, 2015). Social media marketing, according to Chaffey (2011), entails "encouraging customer communications on the company's website or through its social presence". Companies may utilise social media to communicate their ideas to their target audience without having to pay for publishers or distributors, which is typical of traditional marketing (Yasmin, Tasneem & Fatema, 2015).
[bookmark: _Toc73277597]2.3 Social Media Influencers
[bookmark: _Toc73277598]2.3.1 Social Media Influencers

	An influencer is defined as a popular individual who provides the advertisement to their audience to maintain a high following, helping them to make a purchase solely on what they see (Dizon, 2015).  Research states social media influencers contribute to consumers purchasing behaviours and actions (Balakrishnan et al, 2014 as cited in Vandenbosch and Orpha, 2017). Customers who use fast fashion websites, direct themselves to social media channels first such as Instagram to gather more information about a particular product to see if it has been influenced and reviewed (Awe and Labrecque, 2020).

	An influencer posts to Instagram in exchange for compensation, organisations reward influencers with money or free items, programmes, services or experiences (Campbell and Farrell, 2020). In return for payments or endorsed goods and services, influencers now create advertising on blogs as well as social media sites. As a result, many bloggers have direct financial and contractual relationships and contacts with product marketers or indirectly through different agencies and content networks. Influencers are not always looked upon as a fashion trend, the success of the influencer industry has been shown in several other contexts, including multinational corporations, politics, and education they have all drawn widespread interest from the influencer industry. Following on the above sectors invite influencers to attend appearances to bring publicity to the organisation or project. As special guests and VIPs, influencers are often welcomed to events in appreciation of their distinctive status and the social prestige they have gained by followers (Abidin and Ots, 2016).

[bookmark: _Toc73277599]2.3.2 Influencer Ambassadors

Fashion organisations state that celebrity ambassadors can improve advertisement credibility, brand image and even purchase behaviour. Celebrities have built-in images and followers, both of which can have a significant impact on potential customers (Ford, 2018).  An example being Pretty Little Thing a popular online fast-fashion company that has a social media influencer ambassador Molly-Mae Hauge who become famous by being on Love Island in 2019 (Pretty Little Thing, 2021). 
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Figure 2.1 Screenshot of Brand Ambassador (Source: Pretty Little Thing, 2021).  

Following two successful launches with the company Pretty Little Thing, Molly-Mae Hauge has realised her own clothing line which served to increase sales (Brandy, 2021). Following Molly-Mae’s first launch, Pretty Little Thing’s website had seemingly crashed after a successful sell out ( Bayley, 2019).

[bookmark: _Toc73277600]2.3.3 Authenticity & Intimacy 

Business’ who collaborate with social influencers to promote products need to remember the importance of authenticity. Influencers are deemed more trustworthy than celebrities according to Marwick (2013). Today influencers focus on building awareness and growing their audience (Marlow, 2006). Although Abidin Thompson (2012) cited in (Lea, Malek and Runnvall, 2018) argues that influencers focus on establishing an intimate relationship between the brand and its followers which can create important factors such as personal relevance, inspiration and trust which can all impact behaviour.
	
 It is important to view the influencers with credibility and intimacy, both because of the popularity of the endorsed product. If this is not done properly, both influencers' image and the brand itself may have a negative outcome (Ibid.).
[bookmark: _Toc73277601]2.4 Consumer Behaviour Theory: Approaches and Models 
[bookmark: _Toc73277602]2.4.1 Consumer Behaviour and Consumer Decision Making 

	Consumer behaviour is the process involved within an individual's or group selection, purchase, resource, and experience which meets the desired need (Solomon et al, 2006 as cited in Bray, 2008). This behaviour includes information search, purchase decision, selection and post-purchase feelings of the consumer, these actions result in the individuals feeling satisfied or unsatisfied (Evans et all, 2009 as cited in Lea, Malek and Runnvall, 2018). This thesis explores consumer behaviour with 18–25-year-olds post-purchasing to explore the consumer behaviour process. 
	
Consumer behaviour is also viewed as; buyer behaviour’ both looking at the relationship between consumers and producers at the time of purchase to identify what has drawn them to purchase. Consumer behaviour is now seen as a continuous process to marketers, by exploring options of marketing tools such as influencers and social media. Buyer behaviour is defined as the decision-making process and behaviours of individuals involved in the purchasing and use of consumer goods from a social viewpoint, meaning social media has an impact on this (Michaela, 2015). 
[bookmark: _Toc73277603]2.4.2 Theoretical approaches to the study of consumer behaviour

In the study of decision making, research suggests that numerous methods have been implemented to identify each variable for each approach. The five strategies include: economic, psychodynamic, behaviourist, cognitive and humanistic (Foxall, 1990 as cited in Bray, 2008).

	Focusing on a particular method ‘behaviourist’ will identify how this theoretical approach to this study of exploring trends within decision making among the young when purchasing fast fashion. According to research, behavioural theorists have established unreasonable choices in which consumers make when decision making. The role of business is understanding this approach as consumer behaviour has been proven to be important and it can be vital to understand the meaning of decision making (Stankevich, 2017)


[bookmark: _Toc73277604]2.4.3 Decision-making model

Research has shown that many models have been developed by different authors, trying to understand customer behaviour during the decision-making process when purchasing. Understanding what draws customers to their final thoughts on why they make a purchase, will be beneficial to this research. The Engel-Kollat-Blackwell (EKB) model was developed by John Dewey in 1910. The EKB model (Figure 1), states the five components of the consumer decision-making process. The model focuses on five core stages of the decision-making process and can be applied to consumer behaviour (Stankevich, 2017).  
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Figure 2.2. Model of the consumer decision-making process (Source: Engle, Kollat, and Blackwell, 1978). 

Although this model is forty-three years old the above model is still a process that is used within a shopping environment when purchasing fast fashion, due to the advancement of technology and today's cultural engagement which is used in the shopping environment  (Ashman, Solomon and Wolney, 2015).

1. Problem recognition 
The EKB models’ initial step is to identify the problem. Consumers are more likely to identify a need or desire during this period, which can be triggered by both internal and external stimuli and can be also triggered by a variety of elements including human, social and economic considerations. When a consumer recognises a need, they must seek facts to determine how that might meet problem (Darley, Blankson and Luethge, 2010). Influencer’s engagement to purchase fast fashion can be identified as a problem, seeing something advertised gives consumers a need to purchase, not seeing that advertisement does not give a reason to purchase. 

2. Search 
Both internal and external searches are part of this step. In order to make a final decision, the consumer compares the benefits and drawbacks of prior experiences this can be done by using social media as a tool for knowledge. Informative research is the main research process within this model stage. Here, the consumer beings the hunt for various alternatives that could fulfil the need (Ibid). 

3. Evaluating alternatives 
Evaluating alternatives means the consumer has already developed standards for what they desire, this could be because they have seen exactly what they want advertised. Now, by analysing and contrasting them against each other, they actively assess the alternatives they looked for in the previous process (Ibid).  

4. Purchase 
A customer will eventually make the purchase decision, after evaluating the alternatives and collecting all required information from feedback (Ibid).

5. Cognitive dissonance 
Cognitive dissonance is the first result that would result from making a decision. This buying situation is where the emotions and opinions of a person contradict the individual's behaviour. An example of cognitive dissonance is when a person has decided to stop consumption due to a bad economic condition but contradicts themselves by buying an expensive purse maybe they have seen on social media or an influencer (Evans, Jamal and Foxhall, 2009). 

6. Satisfactory and unsatisfactory 
After consumers make a purchase decision, satisfaction or dissatisfaction is a feeling which will most likely stem from that purchase. Satisfaction and dissatisfaction can depend on many factors some including value and experience (Evans, Foxall and Jamal, 2009). Dissatisfaction can mostly happen when online shopping as it is either a hit or miss. However, satisfaction is most definitely always in favour as it leaves consumers happy and most likely to share their experience with others on social media (Fu et al., 2020).  

7. Consumption 
Depending on the feedback, consumption is either positively or negatively influenced. The requirement for a complete field provides useful input. It usually leads to unfavourable evaluations as a result of the consumer unrealistic expectations or any defects in the goods. Consumption is determined by whether the customer is satisfied or not, based on the level of satisfaction obtained through the process (Phillips, Olson and Baumgartner, 1995).   
8. Disinvestment 
Disinvestment is defined as the consumer demand for a particular product will not always be in demand or remain the same, availability of identical or close substituted commodity may be reflected in the reduction of the level of consumer demand (Sewing, 2010).  
[bookmark: _Toc73277605]2.5 Conclusion 

The following objective has been achieved within this chapter:

	“To explore and analyse academic literature on social media influence within the fast fashion industry and consumer behaviour”
The literature review has outlined that the fast fashion industry is a continuously growing sector (Michaela & Orna, 2015), due to how popular social media is today and how easy the platform is to use as a marketing tool (Ahmad, Salman and Ashiq, 2015). A positive is that since digital marketing is timely social media advertisement is the way forward (Marlow, 2006). In addition, since digital marketing is timely, social media advertisement is the way forward in today’s world of smartphones (Hanlon, 2020) Digital marketing is frequently used to advertise and is seen as a competitive advantage on fast fashion websites, according to marketing experts (Hanlon, 2020), (Yasmin, Tasneem & Fatema, 2015). It is clear that social media marketing encourages fast fashion as well as social media influencers engagement in consumer decision making and actions (Balakrishnan et al, 2014 as cited in Vandenbosch and Orpha, 2017). This can also be seen as a positive by influencers having an impact on consumer behaviour, it keeps the economy alive. It is seen that influencers improve the overall performance of a business (Ford, 2018). 

The follow Chapter aims to identify the research method and methodology in which the researcher has decided to take addressing the issues mentioned within this chapter.




































[bookmark: _Toc73277606]Chapter Three – Research Methodology
[bookmark: _Toc73277607]3.1 Introduction 

The first goal was met in chapter two, with a critical review of academic literature on social media impact in the fast fashion industry and an examination of customer behaviour. 
There was a wide range of research and literature relating to this subject of fashion influence and customer behaviour. 
	
	The Third Chapter attempts to achieve the second objective:
		
	"To select a suitable research approach and explore 18–25-year-old views on fast fashion and to see if social media engagement encourages purchase decision making with this sample”
	
	The ‘Research Onion’, crafted by Saunders et al, (2016), will direct the decision-making process to achieve this objective. Figure 3.1 shows the ‘Research Onion’ and the chosen pathways in each layer this research will be conducted for this thesis. 
[bookmark: _Toc73277608]3.2 The Research Onion 

The concept of research is defined as 'disciplined inquiry' which for the rational claim to be carefully tested, it must be conducted and reported; it does not rely on surface plausibility or its author's eloquence, status, or authority; errors is avoided; proof checking and clarification are valued; philosophy is valued over the dispassionate quest for reality (Morgan, Gliner and Harmon, 1999). 
This chapter explaining the chosen research method will be influenced by the ‘Research Onion’ from Saunders et al, (2016), which offers an understanding of the value of research and how it should be conducted. 
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			Figure 3.1: The Research Onion (Saunders et al., 2016)
The ‘Research Onion’, as shown in Figure 3.1 depicts ‘layers’ of research that reflect different aspects of research in which the researcher must follow in order to get a successful study (Saunders, et al 2016). To prepare a technique, this dissertation considered various stages of the model which have been shown above. 


[bookmark: _Toc73277609]3.2.1 Research Philosophy and Approach

The interpretation of facts, fact, and knowledge can be described as a researcher’s research philosophy. With philosophical ideas as a guide, it outlines the beliefs and values that govern the design of a research study as well as the collecting and interpretation of data (Ryan, 2018). According to many scholars, all scientific study should be focused on a set of basic conceptual principles that take into account the essence of the research, the evidence available to support it, and the research process (Myers, 1997; Neuman, 2011; Orlikoqski & Baroudi, 1991 as cited in Alharasheh & Pius, 2020).
	
Interpretivism as a research philosophy is based on the idea that a researcher has a particular role to play in analysing the social world. According to Packard (2017) research focuses on the researcher’s interests in which this study will be doing.  The interpretive paradigm is concerned with understanding the world as it is from the subjective experiences of individuals.
	 
Within this study, a mono method has been chosen. In order to advance information, an inductive analysis method is needed after the data has been evaluated (Harriman, 2010 as cited in Woiceshyn & Daellenbach, 2018).  The researcher has adopted an inductive approach which begins with unanswered questions rather than a theory (Woiceshyn & Daellenbach, 2018) in regard to interest, this is why this approach is suitable for the researcher.  


[bookmark: _Toc73277610]3.2.3 Research Strategy and Choice 

According to Saunders, et al (2016), research strategy refers to how the researcher wants to perform the analysis and what tools and techniques will be used. The primary qualitative data in this study will be gathered through a series of online interviews due to the Covid-19 pandemic and participants will be between 18-25 and both male and female. There are various interview formats that can be used by both individuals and groups. Qualitative interviews enable the researcher to look deeper into topics that are unique to the interviewees' perspectives, revealing how various facts of interest are interpreted and perceived. This would be relevant because fast fashion can be viewed and perceived in a variety of ways such as affordable but unsustainable (McGrathm, Palmgren & Lijedahl, 2019). 

It is important to ensure participants get involved and express their views, not only is this important but essential to this study in order for the researcher to achieve the inductive approach; the viewpoints of the interviewees will be used to develop this study’s theory. The chosen pathway of online interviews was specifically due to COVID-19. The set of interview questions were derived from the literature review performed in Chapter Two. The literature review matric would include an in-depth understanding of the subject area from various perspectives.




[bookmark: _Toc73277611]3.2.5 Time Horizon 

Due to the research onion indicating the time taken to perform research and data collection, cross-sectional research is the most appropriate time horizon for this review due to it being a short-term analysis (a couple of months). 
[bookmark: _Toc73277612]3.3. Techniques for Data collection and analysis 
[bookmark: _Toc73277613]3.3.1 Data collection 

According to Hox & Boeije (2005), primary research entails gathering data directly on a specific research question. The researcher's primary research will obtain data by holding interviews with a sample of 18-25-year-olds. The researcher will use WhatsApp messenger as the platform to host the interviews. In a qualitative study, interviews are an important part of data collection (Fritz & Vandermause, 2018). Interviews identify opinions and perceptions to gather more in-depth information (Showkat & Parveen, 2017). 
[bookmark: _Toc73277614]3.3.2 Questionnaire Design with Literature Review Matrix 

Semi-structured interviews were chosen by the researcher. Within a social aspect, semi-structured interviews are the most common and widely used methods of data collection (Evans & Lewis, 2018). Considering the guidelines set by COVID-19 regulations, a sample of ten participants were interviewed through social media. See below:





	Questions in Interview
	Relevance and Relation to Chapter 2 

	Q1 What Gender are you?

Q2 How old are you? 
	Questions 1+2 are demographic, gathering basic information on participants. Q2 also relates to research question between 18-25-year-old participating only

	Q3 How would you describe the fast fashion industry today?
	

(Su and Chnag, 2018), (Brick, Hasley and Ekenga, 2018)

	Q4 What do you know about the fast fashion industry?


	(Ahmad, Salman and Ashiq, 2015)
(DIzon, 2015), (Vandenbosch and Orpha, 2017).

	Q5 Do you have Instagram? 
If yes, do you follow any fast fashion companies such as Asos? (Please name one or more)

	It is vital that participants use Instagram, to then find out popular fast-fashion websites 

	 Q6 Are you familiar with the term social media influencer? 

Q7 How would you describe a 'social media influencer as? 

	Participant’s idea of a social media influencer is necessary due to wanting to gain knowledge on what they might describe an influencer as.
(Khoja & Stita, 2020 & (Statista, 2019)

	Q8 What social media sites do you see most advertisement for fast fashion?
	(Khoja & Stita, 2020, (Klarna, 2021) & (Statista, 2019)


	Q9 Have you ever shopped online before? 

Q10 What makes you want to spend money on fast fashion sites such as ASOS or Pretty Little Thing?
	This question is also a vital part, it was important to gather information on participants who have had experience shopping online. 

	Q11 What factors do you feel are important when you make a clothing purchase? 

Q12 If price, do you use Klarna?


	(Brick, Hasley and Ekenga, 2018)







Klarna is used as the leading global payments method, if the price is a factor then why is Klarna is used?
(Klarna, 2020)

	Q13 If you do not use Klarna, are there any other methods of ‘pay later’ you use instead.

Q14 If Klarna or others, why do you use this method? Do you feel it's safe? Do you feel it encourages unnecessary buying?

	Marwick, 2013)


(Lea, Malek and Runnvall, 2018), (Bray, 2008), (Michaela, 2015) & (Stankevich, 2017). 

	Q15 Does influencer engagement make you more inclined to purchase fast fashion? If yes or no, please express your opinion on influencer engagement.


Q16 If yes or no, have you ever bought an item or items promoted by an influencer?

	

Since social media influencers are known to increase sales, asking participants if they feel inclined to purchase when they see something, they like advertised will be interesting. 



	Q17 Please name you to go to fast fashion site e.g., ASOS, Pretty Little Thing. 
Following with a reason why you shop there.

Q18 Please also name a fashion influencer you follow or heard of on social media such as InstagramThis question purpose is to see if there is a theme with a popular influencer.


	This question’s purpose is to recognise if there is a theme of websites and a theme to price or quality on why they chose a site such as ASOS. 

	Q19 Would you describe your buying behaviour as complex, variety, dissonance or habitual buying fast fashion? Please give a reason for your answer.

	Understanding why participants purchase is interesting, whether they buy because they are bored or actually in need. 



[bookmark: _Toc73277615]3.4 Sampling 

The participants selected for interviewing for this research were chosen by the researcher due to judgement on who might be interested within the fast fashion industry and who have social media. The researcher interviewed people from different backgrounds and levels of involvement but made sure that all participants had access to social media, in order for the researcher’s results to be as reflective as possible of the fast fashion industry and their feelings about influencer marketing. 
[bookmark: _Toc73277616]3.5 Reliability and Validity 

         Reliability is defined as a concept in which the overall goal is to assess the degree to which knowledge is consistent. Whereas validity is defined as a methodology that tests exactly what is supposed to be tested (Middleton, 2020). Using both reliability and validity within this research is essential the findings obtained must be relevant and accurate. This can be restricted by ensuring that the analysis is carried out in a consistent way to affect variable. The analysis must be conducted fairly and transparently which is consistent with all respondents. 
[bookmark: _Toc73277617]3.6 Limitations 

Within this area of study, the primary limitation is time and limited resources available due to research having to be all based online. Additionally, research was limited due to the ongoing Covid-19 pandemic, which will affect how interviews are carried out as well as the manner. Interviews have some risks due to participants having their own opinions and thoughts. 
[bookmark: _Toc73277618]3.7 Ethical Considerations 

          The research conducted will be with persons over 18 years old only and voluntary. The research being from marketing and advertisement it is unlikely to cause any psychological harm. Furthermore, the UWTSD’s ethical guidelines are followed in this study. Anonymity, confidentiality, and data protection were used to meet ethical considerations. Data was collected and maintained on a single device with password protection, preventing misuse. 

[bookmark: _Toc73277619]3.8 Conclusion  

This chapter successfully met the second objective:
"To select a suitable research approach to explore public views on the influence of the fast fashion industry by social media."
The required research methods for this analysis were described in chapter three. It supported the researcher’s decision to use an interpretivism qualitative method with the public in the form of interviews. 

[bookmark: _Toc73277620]Chapter Four - Data Analysis


[bookmark: _Toc73277621]4.1 Introduction 

The previous chapter identified the researcher’s methods and methodology of the research. This chapter aims to achieve the third objective: 

	“To analyse the data collected to explore 18–25-year-olds views on how they think fast fashion is becoming, by also using them as a way to identify how popular the industry is, with particular focus on how social media influencers, influence individuals to purchase fast fashion by using social media as a tool for marketing”

The following chapter will compare and contrast the data gathered by the researcher in Chapter 3 with the literature study conducted in Chapter 2. 

[bookmark: _Toc73277622]4.2 Data Analysis 

Data was collected from one sample; this was online interviews and consisting of ten participants. Huberman & Saldana described qualitative data as "a little bit of this and a little bit of that" and used on an "as-needed basis". This identifies the breakdown of the analysis, taking key information from each interview and deciding what is relevant to tell others.

[bookmark: _Toc73277623]4.3 Methods 

In Chapter Four two software's have been utilised to analyse findings within the online interviews held. The software includes NVivo to utilise and explore qualitative data to open-ended questions which were allowed (NVivo, 2020). As well as Microsoft Excel for questions that did not provide in-depth numerical data such as demographics. Within the interviews, a small number of participants did not provide in-depth information. All interview sheets are kept anonymous and can be found in the appendices of this dissertation. All of the participants gave their consent to participate in the interview, and confidentiality and anonymity have consented to prior interview. 
[bookmark: _Toc73277624]4.4 Demographics 

In total there were two demographic questions that provided limited information because it was the intention of the purposive sample of fast fashion shoppers. Gender cross-tabulation was conducted to see if it had any effect on responses whether one gender is typically more inclined to purchase more. 

	The second question asked for participants ages, within this research there was a set category of 18–25-year-olds. All ten were between 18-25 with the most common age being 22. Since the phenomenon of fast fashion is especially common among young women, there were more female than male participants (Cohen, n.d; Simpson, 2019). 

[bookmark: _Toc73277625]4.5 Theme One: Fast Fashion Knowledge and Consumer Behaviour 

The purposeful sample is to analyse the data collected to explore public views on how popular fast fashion is becoming, whether it is down to social media influencer engagement or is just popular within the younger generation and becoming a habit. 

Figure 4.2 Interviewees fast fashion knowledge.
Figure 4.2 highlights one problem that participants are not fully aware of in the fast fashion industry. Chapter 2 identifies what the fast fashion industry is, (Brick, Hasley and Ekenga, 2018), identifies quickly produced which reflects on participants knowledge. Participants have outlined that the fast fashion industry is a "dominating market" (Michaela & Orna, 2015) states that fast fashion has grown since 2016 by an average of 9.7% per year. This speed of growth is a concern due to participants mostly stating they do not know a lot about fast fashion, a dominating market should be understood. 







				Figure 4.3 Go to fast fashion websites. 
Question 17 aims to identify popular fast-fashion websites most shopped at, participants were asked to name one or more. Nearly all mentioned ASOS for their variety and inexpensive clothing (Gordon & Swinney, 2011). ASOS keeps up to date with new trends which have been proven to create sales (Ibid). 





									Figure 4.4 Popular fast fashion influencers 
Question 17 asked participants to name their go-to fast-fashion websites with options such as ASOS and Pretty Little Thing. Nearly all participants stated they shop on both websites. In addition to this, question 18 sought to dig deeper to understand what draws them to these websites if it is down to social media influencer engagement. Dizon (2015),  highlights that an influencer provides the advertisement to create sales. The outcome of this question identifies that the use of “celebrity brand ambassadors” (Ford, 2018) such as Molly-Mae has a significant impact on protentional customers. 






Figure 4.4 Why spend on fast fashion websites? 
Question 10 aimed to understand why participants choose websites such as ASOS and Pretty Little Thing, Figure 4.4 displays participants responses. Brick, Hasley & Ekenga (2018), describes fast fashion as inexpensive which links to the majority of responses within this question. Inexpensive and variety were key points which ASOS provides (Gordon & Swinney, 2011). However, participants state that it is "cheap" but further into this analysis Klarna will be mentioned. Klarna, pay later contradicts this finding, why do participants shop on "cheap" websites, but use the pay later scheme (Klarna, 2020).   






Figure 4.6 Klarna usage 
Following on from above, question 12 was seeking to achieve that if the price was an important factor of purchase, why is Klarna used and if Klarna encourages in-pulse buying. Small (2021), states that Klarna does encourage unnecessary purchases. 80% of participants use Klarna, ASOS is one company that allows Klarna (ASOS, 2021) and 50% say they shop there because it is cheap, this is confusing why do individuals shop cheaply using Klarna if they can't afford to pay right away? Another way to see this is, it gives participants a "try before buying" method. If shoppers order "variety" then they can pick first before making the final purchase. 






		Figure 4.5 Consumer buying behaviour 

Question 19 asked participants if they could describe their buying behaviour as either complex, variety, dissonance or habitual and a reason why. Solomon et al, (2006) describe the stages of consumer behaviour that required a desired need not want. However, this result explains habitual behaviour due to purchasing out of boredom and not a necessary purchase, customers are neither satisfied nor unsatisfied when purchasing fast fashion (Evans et al, 2009 as cited in Lea, Malek & Runnvall, 2019). 





[bookmark: _Toc73277626]4.6 Theme Two: Social media influencer knowledge [image: ] 









Figure 4.1 Participant's knowledge of fast fashion impacts. 
Figure 4.1 was created using NVivo, which allowed to input interviewee answers and find matches, displaying a word cloud of relevant words related to what participants see fast fashion as shown in Appendix B. Question 6, was intended to gain knowledge on what participants think a social media influencer can be described as. Campbell & Farrell (2020) state influencers get paid by promoting this can be seen as “untrustworthy” as stated by interviewees.





Figure 4.7 Popularity of a social media influencer 

Marlow (2006), states that influencers focus on building awareness and growth of their audience. This question shows, influencers are succeeding in building these two key points by 100% of interviewees said they are familiar with the term influencer. Traditional marketing today isn't as popular as digital marketing, organisations embrace social media by getting influencers to promote (Bala & Verma, 2018). 






Figure 4.8 Bought due to influencer engagement   
Question 15 and 16 seeks to achieve if influencer engagement successfully encourages participants to be more inclined to purchase fast fashion. Social media influencers do contribute to consumer behaviour and actions as shown in the research question (Balakrishnan et al, 2014; as cited in Vandembosch & Orpha, 2014). Customers are also likely to direct themselves to social media to look at products that have been promoted by an influencer since it is only influenced on social media (Awe & Labrecque, 2020).






[bookmark: _Toc73277627]Chapter Five – Conclusion and Recommendations

[bookmark: _Toc73277628]5.1 Introduction 


The preceding chapter examined the data from this investigation, highlighting the most important conclusions and attaining this goal. The remaining two objectives will be met in this chapter:

	“To understanding the researcher’s practical consequences and generating practise suggestions.” 
 and,
	“To look at prospective future areas while keeping in mind the limitations of the current study”.                                         
[bookmark: _Toc73277629]5.2 Main Findings 

The main findings of this study were gathered from primary research and the literature review within Chapter Two. Within Chapter Four, the findings have been organised into two themes. The researcher's central question was: if social media influencers have a habitual impact on the younger generations purchasing of fast fashion. Although the answer to this question is decided on research, the researcher believes that social media influencers do influence boredom shopping and an increase of unnecessary purchases within fast fashion.
Moreover, the study found that 18–25-year-olds believe that social media influencers do increase sales from interviews held showed in appendix B. Whereas, since this study is based solely on digital platforms the research could be different if focusing on the older generation since they are more familiar with traditional marketing (Hanlon, 2020) & (Yasmin, Taneem & Fatema, 2015).
5.3 [bookmark: _Toc73277630] Recommendations 

The following recommendations have been constructed taking into account the themes derived from Chapter Four.  Firstly, social media influencers are focused on growing their audience (Marlow, 2006). It should be vital that when promoting and engaging with followers through social media platforms, to always say it is a paid advert it is important to remember the importance of authenticity (Marwick, 2013). If this step is not done correctly then ‘personal image’ and the brand may have a negative outcome for not remembering authenticity (Abidin Thompson (2012) cited in (Lea, Malek and Runnvall, 2018). 

Secondly, within the fast fashion industry sustainability seems to be an issue (Brick, Hasley & Ekenga, 2018). The researcher would look at the impacts fast fashion has on the environment if this research was done again.

Lastly, to gain a greater understanding of not just the younger generations attitudes towards fast fashion and social media influencers the researcher would take a quantitative approach by using surveys to gain a deeper understanding within the general public. Although surveys do not collect in-depth information (Morgan, 2018), more participants and more demographics would participate, it would be interesting to see different opinions. Surveys are good for collecting information that can be generalised.  
5.4 [bookmark: _Toc73277631]Limitations 

The general drawback of this study was the lack of resources accessible to the researcher, which limited the quantity of research that could be completed. After multiple lockdowns since March 2020 due to the Covid-19 pandemic, both primary and secondary research for this study was limited. 

The sample base is on limitation that has arisen within this research. The purposive sample of 18-25-year-olds could be viewed as an unrepresentative sample of social media users and fast fashion purchasers in general. This limitation was predicted, however, because the younger generation was picked in part because of the digital environment in which we now live. 

Another limitation was based on trying to get a fair sample of both males, female and non-binary. It was expected that research gathered would be mostly female participants, however, it was important to get a mixture to avoid an unfair sample. 

Lastly, when a social media influencer is promoting, they must make it clear that it is an advert promotion for a particular business. However, it may be helpful to provide experiences they've had when buying the same product that was influenced. This would raise social awareness among the younger generation on trustworthiness. 

5.5 [bookmark: _Toc73277632] The achievement of objectives 

The study’s objectives have been met: 
1. To explore and analyse academic literature on social media influence within the fast fashion industry and consumer behaviour.
This was completed in chapter 2 the literature review, focusing on previous research relating to fast fashion and social media influencer engagement. The study aimed to explore research surrounding what fuels the fashion industry.
2.  To select a suitable research approach to explore public views on the influence of the fast fashion industry by social media.
This was completed by using (Saunders et al, 2016) the research onion. Due to Covid-19, the study used a qualitative research method to collect data. An interview question sheet was created to explore 18-to 25-year-olds opinions on fast fashion and social media influencer. 
3. To analyse the data collected to explore public views on how popular fast fashion is becoming, with particular focus on how social media influencers, influence individuals to purchase fast fashion by using social media as a tool for marketing. 
NVivo and Microsoft Excel helped complete this process. Using both of these software's enabled us to identify patterns and key findings. The results showed how popular social media influencers are and how they impact consumer behaviour when purchasing fast fashion. 

4. To understand the researcher’s practical consequences and generating practice suggestions. 
This was achieved by taking into account the practical concerns raised by the current study. The study identified that research has been conducted within this area already, suggesting that the younger generation is more inclined to be influenced into buying fast fashion. 

5. To look at prospective future research areas while keeping in mind the limitations of the current study. 
This stage was followed by an examination of the research's limitations and considerations of how future research could address them. The use of a research sample restricted by Covid-19 were all limitations towards this study. 
5.6  Self-Reflection

The researcher aimed to explore social media influencers and their impact on decision making, focusing on the younger generation when purchasing fast fashion. The researcher was interested in this area to understand the strong influence these influencers have on young people since they sometimes influence the researcher. The study has been successfully meeting the researcher's aim and objections and keeping within the focus on 18-25-year-olds. 

The research has an interest in how social media can help a business grow and develop and how it is used as a digital marketing tool. Within this study, the researcher has developed many skills including using NVivo and further knowledge on the fast fashion industry. Overall, this study has been a challenge and took longer than expected due to interruptions such as Covid-19 and having no face-to-face contact with participants. The researcher is particularly interested to see how social media grows over time and to see if social media influencers must follow stricter laws and influence ethics when being paid to promote. The researcher feels hopeful that, with increased understanding and continued focus in this area, improvements will be made. 
5.7 [bookmark: _Toc73277634]Conclusion 

The fourth and fifth objectives were met within this chapter: 

“To understand the researcher’s practical consequences and generating practice suggestions”. As well as “To look at prospective future research areas while keeping in mind the limitations of the current study”. 

From this research, it can be concluded that there is a strong relationship between the younger generation, fast fashion and social media. Social media influencers do have an impact on consumer behaviour and fast fashion is widely popular among 18–25-year-olds. It is also clear that a social media influencer has become a full-time job to some individuals which suggests that this occupation is only just developing and will continue. 
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Interviewees knowledge on fast fashion

What do you know about the fast fashion industry? 	Not a lot 	Effects the environment 	Poor pay/working conditions 	Quickly produced 	Dominating market 	4	1	3	1	1	Not a lot 	Effects the environment 	Poor pay/working conditions 	Quickly produced 	Dominating market 	Not a lot 	Effects the environment 	Poor pay/working conditions 	Quickly produced 	Dominating market 	Not a lot 	Effects the environment 	Poor pay/working conditions 	Quickly produced 	Dominating market 	


Go to fast fashion websites 

Go  to fast fashion websites 	Asos 	Pretty Little Thing 	Zara	5	3	2	


Fast fashion influencer you follow?

Fast fashion influencer you follow on Instagram	Molly Mae 	Other 	7	3	

What makes you want to spend money on fast fashion sites?

what makes you want to spend money on fast fashion sites?	Cheap 	Convenient 	Variety 	Discount 	5	1	2	2	

Do you use Klarna?

Yes	No	8	2	


Buying behaviour 	Habitual 	Complex 	Other 	6	1	3	



Are you familiar with the term social media influencer?	Yes	No	10	0	Yes	No	Yes	No	Yes	No	


Bought due to an influencer has promoted an item 	Yes	No	7	3	

1
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What gender are you?

How otd are your

2

How would you describe the fast
Jushion industry today?

Tthink people are becoming increasingly aware of
its downsides and the harm it has on people’s
ves, but businesses who use It are wary to
commenton t.

What do you Know about the fast
Jushion industry?

Do you have Instagram?
I yes, do you follow any fast
Jushion companies such as Asos?
(Please name one or more)

Are you familiar with the term
soclal media influencer?

How would you describe an
“social media influencer as?

Tdon't know a great deal about the fast fashion
industry; however | am aware it's a very
profitable industry for the companies who create
products which are considered as fast fashion. |
am aware that the products created are usually
worn once and then never used again and
therefore the industry provides great amount of
waste. As well as this | am aware that fast
fashion retalers’ cash in on up and coming trends
‘and often rely on such trends to sellproducts.

1 follow a number of fat fashion companies on
‘my soclal media channels.

asos

Boohoo

Shien

Primark

Pretty Litle Thing

Ves, | would consider a sodal media Influencer as
someone who advertises products on thelr social
‘media channels n order to generate sales for the
company which hires them to do so. 1 blieve.
Social media Influencers are often used as
endorsements for products even when they don't
truly use them and therefore could be seen as
untrustworthy.

Have you ever shopped online
before?

What makes you want o spend
money on fust fushion sices such
as ASOS or Prety Litte Thing?

What fuctors do you feel are
important when you make a
clothing purchase?

I price, do you use Klarna?

Uyoudo not use Kiarna, are
there any other methods of ‘pay
later’ you use instead.,

1y Ktama or other, why do you
use this method? Do you fel i’
safe? Do you eel it encourages
unnecessary buying?

These websites are easy to access, and the prices
of products are cheap therefore, | ind it
convenient to shop on these websites before
Iooking ekewhere as | am likely to be able to
purchase what | want at a lower price.

The qualityand the price of the products are most
important when making a decision about what |
purchase and are the things | consider the most
When making a clothing purchase.

Ves,  have used Kiarna.

VZa

IHike to use Kiama as 1 am able to purchase the
producs, receive them and try them before
spending any money on them as If don't ke
them, 1am able to return them easly without
money ever leaving my bank account. However |
do belleve that the buy now pay later methods do
encourage unnecessary spending as well as
encouraging people to overspend or spend money.
they don't have purely because its available to
them.

What social media sites do you
see most advertisement of fast
Jushion?

Instagram

Does influencer engagement
make youmore inclined 1o
purchase fust fushion? If yes or
o please express your opinion on
influencer engagement.

Ifyes or no, have you ever bought
an e or items promoed by an
influencer?

Idon't think that influencer engagement
persuades me to purchase fast fashion as | am
unlikely to trust te Influencer as it s their paid
Job to advertise and sell me a product even i they.
don't personally use the product or trust the
product themselves. As they are getting paid to
sel/ advertise It they are only going to mention
positives about the products and therefore |
belleve the majority of them to be untrustworthy.

1 have never bought a product that has been
directly advertised to me from an influencer.
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Please name you g0 1 fast
Jushion site .., Asos, Prety
Line Thing.

ollowing with a reason why you
shop there.

Please also name a fushion
influencer you follow or heard of
on social media such as
Instagram

Would you describe your buying.
behaviour as complex,

dissonance or habinual buying
Just fushion? Please give a reason
for your answer.

Comparing both postpurchase
and after-purchase do you feel
you've meta desired need or
want? Why?

Toften use ASOS because as mentioned previously
Ibelieve there s a wide range of choice easily
avallable to me. As wel as thi, the qualty, and
the price of the products they sell i good and.
therefore ASOS is my go-to fast fashion retailer.

Molly-Mae Hague

UNSURE ON WHAT THIS MEANS SORRY

After purchase 1 feel satsfied that 1 have fulfilled
‘my wants and needs.

£nd of inerview, thank you for participating.
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What gender are you?

How old are you?

Female and 22 years old

they constantly advertise clothes which makes you
want to buy the clothes.

“How would you describe the fast
fushion industry today?

Some popular etailers have good qualty clothes
and then others i very poor. Sometimes the
clothes are as they on the internet and other times
not. | think the fast fashion industry is very hit or

What factors do you feel are
important when you make a
clothing purchase?

Ifprice, do you use Klarna?

“The qualty of the dlothes for sure me and the,
price too. It can be frustrating when buying clothes
online and the quality is not there at all.

No, 1 do not use Klarna,

What do you know abort the fast
fushion industry?

Notalot,  know a ot of fast fashion brands but
would not know a lot o information behind the.
industry and how it works.

Do you lave Instagram?
Ifyes, do you follow any fast
Jushion companies such as Asos?
(Please name one or more)

Yes,so follow — Pretty Litte Thing I The Stye,
Rebellious Fashion, irush

you donot use Klara, are
there any other methods of ‘pay
later” you use instead.

17 Klarna or other, why do you
use this method? Do you feel i’s
safe? Do you feel it encourages
unnecessary buying?

‘Again o, prefer to pay off i one lump some.

Tre you faniliar with the term,
social media influencer?

How would you describe an
“social media influencer as?

Twould ke to think 5o,

1 would describe a social media influencer as
someone who has many followers to advertise
many different brands and give reviews. Also
someone who can be a role model o society alo.

“Does influcncer engagement
make you more inclined to
purchase fust fushion? If yes or
o please express your apinion on
influencer engagement.

Ifyes or no, have you ever bought
an item or items promoted by an
influencer?

Yes, I would say s0. I ['ve seen an nfluencer
wearing something that | am interested then |
‘would definitely look it up and more fikely buy that
item of clothing,

Yes, will also buy from the influencer themselves
ifthey've got a depop account.

What social media sites do you
see most advertisement of fast
fushion?

1 would say Pretty Little Thing, Boohoo, ASOS.

Tave you ever shopped online
before?

What makes you want 1o spend
money on fust fashion sites such
as ASOS or Pretty Litte Thing?

Yes, often shop online.

These sites tend to offer more clothes than ones
instore and sometimes they can be cheaper to buy
compared o clothes store on the highstreet. Plus

Please name you go to fast
fushion s

Liue Thing.

Following

shop there.

Please also name a fushion
influencer you follow or heard of
on social media such as
Instagram

InThe style

Sophie Hannah & Helena Critchiey
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Would you describe your buying

behaviour as complex, variety, | Variety, it all epends whether  see something |
realylike; i P not tht fussed on the item of
clothing then 1 wilnoy buy it

Comparing both pos-purchase
and afier-purchase do you feel
you'vemeta desired need or
want? Why?

Not all the time, sometimes the dloting does not
it or does not fit. Most of the time | have to send
clothes back because they are too long or again do.
ot suit me or just not good qualty atal.

End of interview, thank you for particpating.
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What gender are you?

How old are you?

2

Tprice, do you use Klarna?

THow would you describe the fast
fushion industry today?

Fashion that is produced and advertised as a st
moving, style evoluing industry.

Cheap quick buys from easy purchasing websites
and apps.

What do you know abowt the fast
fushion industry?

s environmental cost its presence on social
media is huge and fashion has evolved to keep
.

you donot use Klara, are
there any other methods of ‘pay
later” you use instead.

17 Klarna or other, why do you
use this method? Do you feel i’s
sufe? Do you feel it encourages
unnecessary buying?

Safe yes. Yes | think it aics in encouraging cheap
and uick purchases as you can pay for it later
without extra charges.

Do you have Instagram?
Ifyes, doyou follow any fast
Jushion companies such as Asos?
(Please name one or more)

Ves I have Instagram, and no | don*t follow their.
occounts.

Are you familiar with the term
social media influencer?

How would you describe an
“social media influencer as?

Someone who promotes products or a particular
ffestyle ina way that seems
perfect/affordable/fashionable/essential.

Does influencer engagement
make you more inclined to
purchase fust fushion? If yes or
o please express your apinion on
influencer engagement.

Ifyes or no, have you ever bought
an item or items promoted by an
influencer?

Ves.

11 see a cool o nice product that an influencer has
introduced and support 1 am lkely to look nto it
and potentially purchase &. They act asa ‘tester’ in
this sense, it makes me less worried that the
product wil be faulty or low quality

What social media sites do you
see most advertisement of fast
fushion?

Instogram.

Have you ever shopped online
before?

What makes you want 1o spend
money on fust fashion sites such
as ASOS or Pretty Lite Thing?

Affordable prices, quicker and easy services.

Home delivery — less need to go to the Highstreet.

“Please name you go to fast
Jushion site .g., Asos, Pretty
Liue Thing.

Following with a reason why you
shop there.

Please also name a fushion
influencer you follow or heard of
on social media such as
Instagram

4505 /Zara / pulland bear

These websites most match my style and my price
range.

Bailey Sarian (makeup)

Whatfactors do you fecl are
important when you make a
clothing purchase?

‘Quality of materia fashionable and affordable.

Would you describe your buying
behaviour as complex, variety,
dissonance or habitual buying
fust fashion? Please give a reason
for your answer.

'No, think my purchasing has improved since the
acknowledgment of fost fashions effects on the
environment, its workers and human righs.

Iwill purchase if 1 need a product or on the rare.
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020 | Comparing both posi-purchase | Yes, since lockdown I have purchased products for
and afier-purchase do you feel | excitement o for something to look forward to,
you'vemeta desired need or | most have these have met my needs.
want? Why?

End of interview, thark you for particpating.
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What gender are you?

How old are you?

Tow would you describe the fast
fushion industry today?

Hardto avoid. Sometimes you think you're
shopping from a sustainable/ethical brand because
of the price of their clothes or the way they
present themselves.But then ater find out that
they are not as sustainable/ethical as you thought.
Frustrating how fast fashion has taken over almost
all trends. Sof you want the new in thing, you
almost always have to purchase froma fast fashion
brand.

Whatsocial media sies do yor
see most advertisement of fast
Jushion?

Instagram. But | don't use many other stes as
regularly.

What do you knovw abovt the fast
fushion industry?

1 have watched documentaries about sweat shops,
low wages for workers and bad conditions. As well
as the impact fast fashion has on the environment.
1 would say | know enough to care about where |
shop. But looking toofar into it i rather
frightening, because comparies are very good at
looking ethical on the surface but are not actually
genuine. So 1 just choose to not purchase from
stes such as PLT, Missguided etc. But | know |
Gefinitely miss shop from other brands such as
Zara that need to o better.

Have you ever shopped online
before?

Wihat makes you want to spend
money on fust fushion sites such
as ASOS or Pretty Little Thing?

Ilike the clothes on ADSOS. They often have
reasonable deals or discounts o students etc.
canusually ind a code off ane of my friends who
are il students. The delivery s often fast and
reliable. ASOS is somewhere where | can get a lot
of stuff | need in one place. For example, the other
day | got something for myself, my partner anda
birthday present and it came the next day. | no
longer shop on PLT/Missguided though.

What factors do you feel are
important when you make a
clothing purchase?

Ifprice, do you use Klarna?

1 always want pieces that | can wear again. Im
ired of constantly having to buy new things
because the items haven't washed welletc. | like
clothing that can transition into different seasons,
and I won't hate the next year.

1 do use Klarna, but its mainly because | often
order more than ane size. So, | send the size back
that didn'tfit. Not so much the price because |
dorft tend to buy designer tems

Do you have Instagram?
Ifyes, do you follow any fast
Jushion companies such as Asos?
(Please name one or more)

Thave Instagram, but | oly follow sustainable
companies on snta. | find this stops me getting
excited about a piece that I talk myself out of
because it's sold by an unethical company. 1 do
however shop on ASOS, Zara and H&M because of
influencers, so this doesn't work.

Tre you faniliar with the term,
social media influencer?

How would you describe an
“social media influencer as?

Yes

Someone who sets trends, constantly puting out
new material whether it videos of photos
Someone who signposts others to new in pieces
websites promotions etc

you donot use Klara, are
there any other methods of ‘pay
later” you use instead.

17 Klarna or other, why do you
use this method? Do you feel i’s
safe? Do you feel it encourages
unnecessary buying?

I sometimes use my credit card. But thats ypically
on house items opposed to clothing. And usually
thatisn'ta fast fashion ste.

ke that you don't pay until you know if you like.
the item. So you can arder a ot of aptionsat once
and not be aut of pocket.
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“Docs influcncer engagement
make you more inclined 1o
purchase fust fushion? If yes or
o please express your opinion on
influencer engagement.

Ifyes or no, have you ever bought
an item or items promoted by an
influencer?

Yes.Itend to buy alot off Zara and H&M because:
of some influencers | follow.

They look so lovely in the clothes and often show
lots of ways to style them. This convinces me that
the purchases are worth it because | can wear it 5o
many different ways.

Yes

ave found something | was looking for/1 think wil
ok nice.

Please name you go o fast
Jushion site .g., Asos, Prerty
Lide Thing.

Following with a reason why you
shop there.

Please also name a fashion
influencer you follow or heard of
on social media such as
Instagram

S0, Zara and HM. | shop at these places
because they usually have the kind of style I lke.
H&M have free delivery and points for members
501 use them a lot. They also have a home section
50 Ifind myself scrolling through their app the
most. Also the app isreally good, much better than
other fashion apps.

Rubyholley_
Katherine_bondd
Lois_la_mode
Thelittiemagpie
Yasminechanel
Fashioninflux
Thepatricabright

1 think follow a lot more than that, but these ones
came to mind because ke their style.

Would you describe your buying
behaviour as complex, varicty,
dissonance or habitual buying
fust fashion? Please give a reason
for your answer.

Comparing both post-purchase
and after-purchase do you feel
you've meta desired need or
want? Why?

Tthink complex? 1 Iot goes into my decision to buy
something. Will | wear & enough? Do | have things
t0go with t? Do | ke the brand? s it something
that not everyone else will own?

‘Sometimes. I often buy things because | have an
outfitinmind or  really ke something. So1 don't
tendto feel remorse. I'm usually very happy that |

End of interview, thank you for participating.
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What gender are you?

How old are you?

THow would you describe the fast
fushion industry today?

Mostly online retailers which sell inexpensive
clothing. Sometimes the clothing s a it or miss

What do you know abowt the fast
fushion industry?

ot an awfullot however, | know ifs becoming 3
huge industry to shop in.

you donot use Klara, are
there any other methods of ‘pay
later” you use instead.

17 Klarna or other, why do you
use this method? Do you feel i’s
sufe? Do you feel it encourages
unnecessary buying?

1 use Klarna due to ordering aload of clothing at
the same time and trying before buying, that way |
can double up on sizes. | feel Klarna can be
dangerous if you continue and lose track of
spending. 1do also think it encourages
unnecessary buying.

Do you have Instagram?
Ifyes, doyou follow any fast
Jushion companies such as Asos?
(Please name one or more)

Yes1 o have Instagram.

13ko follow Asos on Instagram

Are you familiar with the term
social media influencer?

How would you describe an
“social media influencer as?

A person who has a ot of followers on a social
media such as Instagram and advertises for
brands/company's and get paid for doing this

Does influencer engagement
make you more inclined to
purchase fust fushion? If yes or
o please express your opinion on
influencer engagement.

Ifyes or no, have you ever bought
an item or items promoted by an
influencer?

Yes more than no. | think that what same
influencers acvertise is nice and  will buy to try
however, | also think they get paid to promote that
and sometimes can be untrustworthy.

What social media sites do you
see most advertisement of fast
fushion?

‘Asos and boohoo

Tave you ever shopped online
before?

What makes you want 1o spend
money on fust fashion sites such
as ASOS or Pretty Lite Thing?

Asos tend to offer more variety of clothing and can
be cheaper than instore prices. These storestend
to offer discount as well

Whatfactors do you fecl are
important when you make a
clothing purchase?

Ifprice, do you use Klarna?

Price and quality

“Please name you go to fast
Jushion s

Liude Thing.

Following

shop there.

Please also name a fushion
influencer you follow or heard of
on social media such as
Instagram

“Ascs and Boohoo
1 shop there due to variety of clothing they have,
its easy experience and they have a pay later
method

Molly-Mae Hauge
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Would you describe your buying | Variety and habitual 1wl shop variety F actually
behaviour as comples, variety, | in need for something, however, wil also shop as
dissonance or habitual buying | habit when bored.

fust fushion? Please give a reason

for your answer.

Comprig b o urchee
ot e b e
o et e et mtin e e e

Sometimesthe cothing willgo straght back o the
shop due to nt suitable on me. Or sometime

End of interview, thank you for particpating.
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What gender are you?

How old are you?

5

THow would you describe the fast
fushion industry today?

Influenced by socialme dia influencers and
celebriies like the kardashians.

What do you know abowt the fast
fushion industry?

Very fast paced. Many online fast fashion
retailers are dominating the market

you donot use Klara, are
there any other methods of ‘pay
later” you use instead.

17 Klarna or other, why do you
use this method? Do you feel i’s
sufe? Do you feel it encourages
unnecessary buying?

1do use it for when | want to order a range of
clothes that | am not sure will it/ suit me.
However, 1 find it bad as it does encourage people
to purchase items when they may not have the
Junds.

Do you have Instagram?
Ifyes, doyou follow any fast
Jushion companies such as Asos
(Please name one or more)

Ves, 1do have nstragram. I ollow many
companies including:

Asos

Missguided.

ISawitFirst

AT

Are you familiar with the term
social media influencer?

How would you describe an
“social media influencer as?

Yes, Tam.

Someone who promotes the latest fashion trends
through social media.

Does influencer engagement
make you more inclined to
purchase fust fushion? If yes or
o please express your apinion on
influencer engagement.

Ifyes or no, have you ever bought
an item or items promoted by an
influencer?

Ves. f 5ee an outit promoted by an influencer it
gives me more of an idea of what the product will
look like.

Ves 1 have.

What social media sites do yoru
see most advertisement of fast
fushion?

“nstagram dominates all social media sites in my
eyes whenit comes to promoting fashion.

Have you ever shopped online
before?

What makes you want 1o spend
money on fust fashion sites such
as ASOS or Pretty Lite Thing?

Fast delivery and the low prices.

Please name you go to fast
Jushion site .g., Asos, Pretty
Liue Thing.

Following with a reason why you
shop there.

Please also name a fushion
influencer you follow or heard of
on social media such as
Instagram

My go tosite is ASOS, the website has a range of
styles and brands on there.

Molly Mae Hogue

Whatfactors do you fecl are
important when you make a
clothing purchase?

Ifprice, do you use Klarna?

‘Good quality and good customer service.

Would you describe your buying.
behaviour as complex, variety,
dissonance or habitual buying
fust fashion? Please give a reason
for your answer.

‘Habitual buying 1 tend to look at clothing as a
hobby. When I am bored | find myself scrolling at
the latest trends.
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20 | Comparing both pos-purchase | 1o if 1 am buying for an occasion. 1 have to admit
and afier-purchase do you feel | there are countless times where I have not met
ou'vemeta desired needor | my desired need.
want? Why?

End of interview, thank you for particpating.
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What gender are you?

How old are you?

THow would you describe the fast
fushion industry today?

“Agrowing industry aimed at younger or lower
income peaple. However, also an industry that is
coming under fire for it’slack of sustainability.

you donot use Klara, are
there any other methods of ‘pay
later” you use instead.

17 Klarna or other, why do you
use this method? Do you feel i’s
safe? Do you feel it encourages
unnecessary buying?

It definitely encourages me to buy more. 1lso
like that 1 am able to retum the pieces before the
‘maney coming out of my account. However, I also
use it to boost my credit score.

What do you know abowt the fast
fushion industry?

Tt consists of business that produce clothing
quickly to keep up with trends and s sold cheap.

Do you have Instagram?
Ifyes, doyou follow any fast
Jushion companies such as Asos
(Please name one or more)

Ves. 1 follow ASOS, Zara, Missguided, Boohoo, |
Saw It First

Are you familiar with the term
social media influencer?

How would you describe an
“social media influencer as?

Ves. They are people who are often paid or given
free cothes to advertise for the business. They
Sometimes have discount codes or afflate links
to give consumers discounts.

Does influencer engagement
make you more inclined to
purchase fust fushion? If yes or
o please express your opinion on
influencer engagement.

Ifyes or no, have you ever bought
an item or items promoted by an
influencer?

Ves. ! like seeing the pieces on real people rather
than models on the websites that are often
edited. The way they style the pieces can aiso
encourage me as it inspires me.

Ves, I've bought items | would not have
considered before because of influencers.

What social media sites do you
see most advertisement of fast
fushion?

Tave you ever shopped online
before?

What makes you want 1o spend
money on fust fashion sites such
as ASOS or Pretty Litte Thing?

Student discount and fast delivery.  pay for
premier delivery for these sites meaning I can get
free next day delivery for a year.

“Please name you go to fast
Jushion s

Liude Thing.

Following

shop there.

Please also name a fushion
influencer you follow or heard of
on social media such as
Instagram

‘Asos. I ind their clothing better quality than PLT
‘and 1 have free next day delivery. 1 also like that
they stock other brands on the site

Miss Josln, Lissy Roddy, Molly Mae

Whatfactors do you fecl are
important when you make a
clothing purchase?

Ifprice, do you use Klarna?

Price is the biggest factor for me. Choice as | often
order a few options for one occasion and the
availabilityof student discounts

Yes, 1use Klama pay later or Klara payin 3

Would you describe your buying.
behaviour as complex, variety,
dissonance or habitual buying
fust fashion? Please give a reason
for your answer.

Comparing both post-purchase
and after-purchase do you feel
you've met a desired need or
sant? Wiy?

Habit buying. 1 tend to buy due to boredom or
being influenced. Most of the time | don't actually
need the product.
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Yes. | usually feel happy when | have a parcel
coming and I'm excited to wear a new outfit.
However, fast fashion makes it easy to have.
constant needs and wants due to multiple new
drops a week.

End of interview, thank you for particpating.
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What gender are you?

How old are you?

2

THow would you describe the fast
fushion industry today?

Fast fashion & catwalk tems being quickly
reproduced by retail stores.

What do you know abowt the fast
fushion industry?

Not a great deal, | do know the workers are usualy
greatly under paid and are from poor countries.

you donot use Klara, are
there any other methods of ‘pay
later” you use instead.

17 Klarna or other, why do you
use this method? Do you feel i’s
sufe? Do you feel it encourages
unnecessary buying?

Sometimes it nice to spend without having to
commit to paying the full amount right away. |
donft this its unsafe but | do agree it encourages
unnecessary buyine.

Do you have Instagram?
Ifyes, doyou follow any fast
Jushion companies such as Asos?
(Please name one or more)

Yes, TTollow Pretty Litle Thing and H&M

Are you familiar with the term
social media influencer?

How would you describe an
“social media influencer as?

‘Asodial media influencer i someone with  high
following thatis paid or gifted clothes by
companies to promote their goods.

Does influencer engagement
make you more inclined to
purchase fust fushion? If yes or
o please express your apinion on
influencer engagement.

Ifyes or no, have you ever bought
an item or items promoted by an
influencer?

No, it actually puts me off as you know the.
influencer s cither being paid or just given the
clothing, | feel ke the influencers opinion and
representation of the brand and their tems is
compromised.

What social media sites do yoru
see most advertisement of fast
fushion?

Boohoo! see daily and Miss Guided

Have you ever shopped online
before?

What makes you want 1o spend
money on fust fashion sites such
as ASOS or Pretty Lite Thing?

Allthe time, | rarely shop n person!

They're quick, convenient and usually cheap or
have deals & discounts available.

“Please name you go to fast
Jushion site .g., Asos, Pretty
Liue Thing.

Following with a reason why you
shop there.

Please also name a fushion
influencer you follow or heard of
on social media such as
Instagram

Pretey Litte Thing s my g0 t0o, they usually always
have sales and | have premium next day delivery
for a year whereby | made a one off purchase of
£999,

ollow Molly Mae Hague on Instagram

Whatfactors do you fecl are
important when you make a
clothing purchase?

Ifprice, do you use Klarna?

Price and how fast the delivery 1, also delvery
prices

1 have previously.

Would you describe your buying
behaviour as complex, variety,
dissonance or habitual buying
fust fashion? Please give a reason
for your answer.

Fabitual Buying,

1 don't really think a great deal about purchases |
make.
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020 | Comparing both postpurchase
and after-purchase do you feel |1 do sometimes, ts good therapy!
you'vemeta desired need or
want? Why?

End of interview, thank you for particpating.
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What gender are you?

How old are you?

1

THow would you describe the fast
fushion industry today?

Tthink that the fast fashion industry & developing
ina way thatis harmful for the planet. I believe it
contributes a ot to climate change. Although,
there isa huge variety at an affordable cost.

What factors do you feel are
important when you make a
clothing purchase?

Ifprice, do you use Klarna?

Tfeel that the qualty and price of the productare
my first priorites.

What do you know abort the fast
fushion industry?

Not much, however | know that fast fashion s
reasonably priced.

you donot use Klara, are
there any other methods of ‘pay
later” you use instead.

17 Klarna or other, why do you
use this method? Do you feel i’s
safe? Do you feel it encourages
unnecessary buying?

1use Klama because it gives me the option to pay.
atalater date. Ifeel that Klarna can have it's
‘downsides such as over buying, | do thinkit
encourages unnesessary buying.

Do you have Instagram?
Ifyes, doyou follow any fast
Jushion companies such as Asos?
(Please name one or more)

Yes 1do have Instagram, and | follow companies
such as Primark, Zara and ASOS.

Are you familiar with the term
social media influencer?

How would you describe an
“social media influencer as?

1 would describe a ‘social media influencer as
someone who has a big following that promotes
products/services online to gain money on behalf
of organisations.

Does influencer engagement
make you more inclined to
purchase fust fushion? If yes or
o please express your opinion on
influencer engagemen

Ifyes or no, have you ever bought
an item or items promoted by an
influencer?

Yes

1f1see a social media influencer wearing
something that appeals to me,  do purchase the
item depending on who i promoting it s | feel
fast fashion s a hit or miss.

What social media sites do yoru
see most advertisement of fast
fushion?

1 see the most fast fashion promoted on
Instagram.

Have you ever shopped online
before?

What makes you want 1o spend
money on fust fashion sites such
as ASOS or Pretty Lite Thing?

Due to the variety of choices, its affordable and
discounts such as promotion codes are available
for my use.

“Please name you go to fast
Jushion site .g., Asos, Pretty
Liude Thing.

Following with a reason why you
shop there.

Please also name a fushion
influencer you follow or heard of
on social media such as
Instagram

Pretty little thing because itis affordable, up to
date with fashion trends and offers good
discount.
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Would you describe your buying
behaviour as comples, variety,

Comparing both pos-purchase
and afier-purchase do you feel
you'vemeta desired need or
want? Why?

Tike to shop variety but mostly tis @ habit.

Depending on the purchase, dothing can be a hit
o miss soit is 2 bit of both. Sometimes | buy
because | need and other times because | want.

End of interview, thank you for particpating.
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What gender are you?

How old are you?

2

What makes you want to spend
money on fust fushion sites such
as ASOS or Pretty Little Thing?

Pretty litle thing is 50 cheap, and delivery
is always next day so it convenient

THow would you describe the fast
fushion industry today?

Very afiordable, plenty of variety.

What do you know abowt the fast
fushion industry?

Most high street and online retailers are
included in the fast fashion industry. A
worker in the fast fashion industry wil often
have extremely poor working conditions,
and do not get paid anywhere near the
amount they should be.

What factors do you feel are
important
clothing purchase?

Ifprice, do you use Klarna?

Price, and qualty.

Do you lave Instagram?
Ifyes, do you follow any fast
Jushion companies such as Asos?
(Please name one or more)

Prety Little Thing, Missguided.

you donot use Klara, are
there any other methods of ‘pay
later” you use instead.

17 Klarna or other, why do you
use this method? Do you feel i’s
safe? Do you feel it encourages
unnecessary buying?

Tre you faniliar with the term,
social media influencer?

How would you describe an
“social media influencer as?

A person with a large following on social
media, who encourages their followers to
buy certain products, actin a certain way.
dress in a certain way etc.

“Does influcncer engagement
make you more inclined to
purchase fust fushion? If yes or
o please express your apinion on
influencer engagement.

Ifyes or no, have you ever bought
an item or items promoted by an
influencer?

No, I'm not easy influenced by people
online as | know they are paid to promote
these posts/products which means they
are not always honest opinions.

What social media sites do you
see most advertisement of fast
fushion?

Instagram

Have you ever shopped online
before?

Please name you go to fast
Jushion site ¢.g., Asos, Pretty

g with a reason why you
shop there.

Please also name a fushion
influencer you follow or heard of
on social media such as
Instagram

Prety litle thing, | can get clothes, shoes
and my tan from there delivered the next
day. It's more convenient than physically
going 1o a shop. Also | have never had a
bad experience with them.

Molly Mae
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Would you describe your buying | Fabitual 1 el Buying & o1 of habit sometimes
behaviour as comples, variety,

dissonance or habitual buying

fust fushion? Please give a reason

for your answer.

Compuring bk pospurchase |y o 3
and ferpurchie doyou fi | Y657 Because | needed sometring and

you'vemeta desired needor | POW | have got it
wanc? Wiy

End of interview, thank you for participating.
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