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[bookmark: _Toc330122210][bookmark: _Toc73098801]ABSTRACT
Fast fashion is often considered the opposite of sustainable fashion, this dissertation was conducted to understand consumer brand associations with sustainable fashion. Three most popular fast fashion brands based in the United Kingdom (UK). Boohoo, Pretty Little Thing and Missguided were selected for the case study. A multiple case study has been used selected to develop a more in-depth understanding of the phenomena of fast fashion brands building a sustainable brand image. The researcher conducted primary and secondary research to provide a thorough analysis of the literature on the dissertation's subject. Primary research included in-depth interviews with 10 consumers in the UK who had purchase experience with the sustainable fashion of one or more of the three selected brands, to identify sustainable keyword associations. To support, an extensive literature review was conducted on consumer purchasing decisions and the growth in eco-consciousness. This data was used to underpin the design of the research interview questions. The data was analysed through data anlysis technique, NVivo. The findings highlighted common themes, regarding the terms ‘Recycled’, ‘Ethical’, and ‘Paperless’ being the most common consumer associations. The research determined that respondents are aware of the sustainable fashion, however, they do not feel these brands have educated them on the impacts of sustainable fashion. This means that more awareness needs to be achieved in the area of sustainability when it comes to fashion. It is recommended that more education is required around this area and prices are increased to cover the environment. 
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[bookmark: _Toc73098802]CHAPTER 1.0 INTRODUCTION

[bookmark: _Toc72915787][bookmark: _Toc1008089275][bookmark: _Toc73098803]1.0 INTRODUCTION
The aim of the dissertation is to understand the consumer brand association with sustainable fashion by analysing three UK brands. The dissertation will focus on fast fashion brands, Boohoo, Pretty Little Thing (PLT) and Missguided. It will analyse consumer associations and experiences in order to clarify the brands sustainable efforts. Previous studies have been conducted on what encourages consumers’ purchases within the fashion industry in relation to sustainability. However, few have delved into the purchase experience with the sustainable fashion of these three selected brands, to identify sustainable keyword associations.
[bookmark: _Toc1225675844][bookmark: _Toc73098804] 1.2 BACKGROUND 
The fashion industry is the largest creative industry in the UK. The industry contributes over £21 billion to the British economy, directly employing 816,000 people (Value of Fashion Report, 2021). Fashion has transformed over the past 20 years; Bhardwaj and Fairhurst (2009) state there has been a change in dynamics between 1989-2009, the industry has compelled retailers to seek low-cost products and versatility, quality, and pace to market, all of which are critical strategies for maintaining a profitable position in an increasingly competitive market. This has driven the emergence for ‘Fast Fashion’.  Fast fashion is a business concept that provides stylish clothing at low cost (Caro and Martínez-de-Albéniz, 2015). 
Clothing sales have increased dramatically in the UK since the 1980s, with the average person purchasing five times more products (Environmental Audit Committee, 2019). As sales continue to rise, global fashion consumption could increase by 63% by 2030 (The Pulse of Fashion Report, 2019). A recent study revealed that one in three women in the UK consider clothing old after wearing the item one or two times (Oakes, 2020). This correlates with De Clerk (2020) statement that fashion acts on a four-season basis, which is feeding the consumption; resulting in a behavioural trend of being considered ‘fashionable’. 
[bookmark: _Toc791258391][bookmark: _Toc73098805]1.3 BACKGROUND OF FAST FASHION BRANDS
[bookmark: _Toc73098806]       1.3.1 BOOHOO 
Boohoo is an online fashion retailer, founded in the UK. The company was co-founded by Mahmud Kamani and Carol Kane in 2006. The company operates worldwide, producing over 27,000 styles of clothing aimed at 16–30-year-old market (O’Connor, 2018). According to Boohoo Group’s PLC Annual report, as of 2019 the company was estimated to have made 856.9 million Revenue, under the direction of CEO John Lyttle, branding themselves as a Winning Business (Boohoo Annual Accounts Report, 2019). The company’s headquarters are based in Manchester and many of the garments are produced locally in the UK, including London, Manchester and Leicester. The 21st century has witnessed the company transition from an online retailer to industry leader, with the company purchasing an established department store, Debenhams by 2021 (Nazir, 2021).
[bookmark: _Toc1816030959][bookmark: _Toc73098807]      1.3.2 PRETTY LITTLE THING
PLT is a female-focused company, producing garments for their target market aged 18-28 (Stokes, 2018). The company is a part of the Boohoo Group, which was established by the Kamani family in 2012 (PLT 2021). The brand is known for its ‘Instagram Fashion’, with the company focusing heavily on influencer marketing through the likes of celebrity endorsements and unique collections (Marroncelli and Braithwaite, 2020). The company have been associated with the likes of Kourtney Kardashian and Molly Mae, advertising fashionable and affordable products to their market. 
[bookmark: _Toc1048259443][bookmark: _Toc73098808]      1.3.3 MISSGUIDED
Nitin Passi, CEO and founder of Missguided, established the brand in 2009 with the mission of inspiring women all over the world to believe in themselves and be the people they deserve to be (Missguided, 2021). Their mission is achieved through the production and delivery of fast and affordable garments, with them releasing over 1000’s new items each month (Pacheco, 2018). The company’s effective marketing strategies have resulted in the company have been named the fastest growing online retailer in the UK (Nazir, 2020). 
According to Statistica (2020), out of the three brands, Boohoo is the leading fashion website in the UK as of 2020. All brands share a common focus in rushing to meet customer demands by introducing new products online as quickly as their supply chain allows, with little concern for the waste and pollution that their clothing will inevitably bring (Pacheco, 2018). Therefore, brand associations will be investigated to find out whether these companies can promote a sustainable brand image. 
[bookmark: _Toc2061237908][bookmark: _Toc73098809]1.4 RATIONALE
Fast fashion retailers, which are driven by consumer demand is having a long-lasting impact on the environment. However, the researcher will investigate if these impacts are being relayed to consumers by fast fashion brands. The Environmental Audit Committee (2019), state fast fashion brands, Boohoo and Missguided being two of least unsustainable companies in the UK. The past decade has witnessed a significant increase in the public's concern over global warming. A study by Statistica (2021) indicate 76% of UK citizens had some concern over climate change. In addition, 30% of participants claimed human activity as the main contributor towards climate change. As a result, consumer associations on fast fashion brands and their sustainable efforts will be a key factor in their survival for an eco-friendly future. While a profusion of previous research has attempted to account for the issue, a review of existing literature reveals a gap for studies that investigate consumer associations in relation to fast fashion brands establishing a sustainable brand image.
[bookmark: _Toc1780179115][bookmark: _Toc73098810]1.5 AIMS AND OBJECTIVES
To achieve the overall goal of the dissertation the following objectives have been highlighted:
1. To conduct an extensive literature review around the topic area of fast fashion brands and their sustainable efforts. 
2. To select a suitable research approach to explore consumer knowledge and associations with fast fashion retailers and their sustainable efforts. 
3. To analyse the data collected to understand consumers’ associations with UK fast fashion retailers and their sustainable efforts. 
4. To synthesise extant literature and primary research to make overall recommendations for fast fashion brands. 




















[bookmark: _Toc73098811]CHAPTER 2.0 LITERATURE REVIEW
[bookmark: _Toc73098812]2.1 INTRODUCTION
The aim of this chapter is to look at existing research that supports the subject of this dissertation in order to better understand consumer experiences with UK fast fashion companies and their attempts to be more sustainable. This chapter provides a systematic overview of the literature used to construct and maintain the conceptual framework of theories, assumptions, principles, and beliefs used in this research. The aim of this literature review will be to achieve the following objective: 
‘To conduct an extensive literature review around the topic area of fast fashion brands and their sustainable efforts’.
[bookmark: _Toc73098813]2.2 THE UK FASHION INDUSTRY
Fashion, according to Horn (1968), is a representation of collective activity, and as such represents the popular, recognised, and predominant style at any given time. This sector operates in a highly competitive environment dominated by the involvement of multinational brands. Fashion represents a significant economic force and a major driver of global GDP (Boston Consulting Group, 2019). In the UK, the fashion industry is the largest creative industry, worth over £26 billion and employing 800,000 people. Between 2000-2020, the UK has seen clothing production double, thanks to lower prices, streamlined operations, and increased consumer spending (Remy et al., 2016). The growing demand is an important part of this study, whilst the need for fast, efficient garments increases, the researcher will investigate whether these brands are educating consumers on the impacts it is having on the environment. 
[bookmark: _Toc73098814]        2.2.1 THE BIRTH OF FAST FASHION
Fast fashion is also known as "throwaway fashion," and it refers to the practise of selling fashion pieces to the general public at low prices (Draskovic et al., 2018). The fashion industry has taken an important systemic shift in its supply chains, which have become highly globalised and dynamic. Fernie and Sparks (2019 p.1) claim by the late 1990s, the high street offered a more accessible look, enabling individuals from all backgrounds to keep up with the latest trends. This movement towards democratized fashion was driven by 'Fast fashion' distributors such as Topshop and Zara (Tungate, 2012). All of which represent a departure from an era where well-made, fashionable clothes were mainly retained by wealthy buyers (ibid). Parallel to the growth of these high-street retailers, the rise of e-commerce fashion, and rising consumer acceptance of online fashion purchases, has resulted in explosive growth in the fast fashion online market. Over the past decade, the UK has become the home to the biggest fast-fashion brands of the 21st century. The city of Manchester has become the leading wholesale fashion district, being the headquarters for fast fashion leaders, Boohoo, PLT and Missguided (John, 2021). The globalised supply chain is a critical component of the fast fashion business model. Brands like Boohoo, PLT and Missguided use a rapid response strategy to meet the evolving trends and consumer demands (Zhang et al., 2020). As a result, Boohoo have been announced as the largest fast fashion retailer in the UK, surpassing £1 billion (Dean, 2020). In addition, Missguided have been named the fastest growing retailer in the UK (Trotter, 2018). According to a report by the House of Commons (2019) people buy more clothes per person in the UK than any other country in Europe. This correlates with the data shown in figure 2.1, claiming fast fashion is the most searched online category in the UK. 
[image: ]
Figure 2.1 Most popular fashion cateogies in the UK from May 2017- April 2019. (Source: https://www.statista.com/statistics/1034753/uk-fashion-categories-ranking-by-search-volume/) 
[bookmark: _Toc73098815]2.3 SUSTAINABILITY 
[bookmark: _Toc73098816]       2.3.1 SUSTAINABILITY IN THE FAST FASHION INDUSTRY
Thiele (2016) describes sustainability as, ‘Extending one’s concern beyond the welfare of those participants who are directly involved in a practice, relationship or institution’. In recent years, sustainability has become a growing concern across the globe. According to Gazzola et al., (2019), Global population growth, climate change, and land and water scarcity have all been increasingly significant in recent years. Within the fast fashion industry, sustainability has recently emerged as a key new motivator in consumer purchasing decisions.
Significant industry implications include a high discharge of hazardous chemicals, an increase in waste, and higher greenhouse gas emissions (Gazzola et al. 2019). As a result, the fashion industry has gained a lot of publicity. From production and product handling, fast fashion brands are struggling with environmental challenges (Yunjeong and Kyung, 2020). Customers' appetite for affordable yet sustainable apparel has risen for fast fashion brands as they grow more aware of these business issues. Thus, many fashion companies are aiming for sustainability (Connell, 2011). To support the movement, CEO Agenda (2021) announced 8 priorities for fast fashion retailers in the UK to shape a sustainable fashion industry. These include 4 core priorities for immediate implementation and 4 transformational priorities for fundamental change. Figure 2.2 demonstrates these priorities. 
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Figure 2.2 CEO Agenda 8 Priorities for Fast Fashion Brands
(Source: https://www.globalfashionagenda.com/report/ceo-agenda-2020/ )
[bookmark: _Toc73098817]        2.3.2 COMMUNICATION CHANNELS
Danaher and Rossiter (2011), define a communication channel as a concept that refers to how recipients interpret a messaging proposition, in order to determine if certain platforms are better than others at achieving commitment and persuasion. Social media has become the 21st century's medium of expression, allowing marketers to share their values, thoughts, and manner in an entirely different way (Saravanakumar and Sugantha-Lakshmi, 2012). Fast fashion brands have utilised social media marketing techniques in order to promote their products. Fast fashion has much like fashion, social media is another outlet for an individual to express oneself. However, this mode of expression occurs in cyberspace. There are many underling threads that connect the two together (McCarthy, 2013). Social media has given fast fashion retailers a platform to market their products and create a behind the scenes experience for consumers. Becatien (2019) claims social media can be defined as a new-media marketing tool for businesses to enhance engagement with their customer base. Bughin (2015), claims social media has a significant impact on consumers purchasing decisions.
[bookmark: _Toc73098818]2.4 CONSUMERISM 
According to Forbes (2019), one of the six global market phenomena is responsible consumerism. Responsible consumerism is a consumer trend in which consumers are interested in products or businesses that can assist them in making more responsible decisions (ibid). This represents a change in consumer consciousness and consumption habits toward sustainable consumption. As a result, such shifts in consumption are growing interest in sustainability in a variety of fields, including the fashion industry (Yunjeong  and Kyung, 2020).
[bookmark: _Toc73098819]         2.4.1 CONSUMER BEHAVIOUR
To be effective, every organisation must first understand consumer behaviour. The VUCA acronym stands for volatility, uncertainty, complexity, and ambiguity. It describes the situation of constant, unpredictable change that is now the norm in certain industries and areas of the business world. (Bennet & Lemonie, 2014). Consumer purchasing behaviour is continually evolving in a VUCA environment that companies are constantly adjusting to, highlighting the growing importance of understanding consumption behaviour (Soloman, et al., 2013). One of the most important of these is the need to be more environmentally conscious and sustainable.
Consumer behaviour is described by Soloman et al (2013) as the process by which consumers participate in the purchase or use of products and services in order to meet their needs and desires. Purchasing behaviour may be influenced by a variety of factors, including legal or moral responsibilities, social considerations, or environmental concerns. Figure 2.2 illustrates Blythe (2013)'s depiction of the customer decision-making process, demonstrating the steps involved in making a purchase.
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Figure 2.3 The Consumer Decision Making Process (Blythe, 2013) 
(Source: Blackwell et al., 2006)
Blythe (2013) outlines the first stage of the process as ‘Problem Recognition’. This is when a consumer identifies their need for a product or service. The following stage is known as the sequential stage, ‘Information Quest.' This stage entails locating a solution to the problem, which is accomplished through an internal search, prior experience, or current expertise. (Soloman, et al., 2013). Following this is the stage of ‘Evaluation of Alternatives’ occurs, in which consumers make a decision based on the knowledge gleaned from the previous stage of the process (ibid). The final two phases are 'Purchase' and 'Post Purchase Evaluation.' These phases take place when a well-informed purchase is made, followed by a post-purchase examination to decide whether or not the purchase was satisfactory (Soloman et al., 2013). Blythe's hypothesis struck an intriguing balance between social and psychological aspects of consumer behaviour (Sethna and Blythe, 2016). However, there is no research on consumer behaviour and fast fashion purchases, in relation with the immediacy of online shopping. Therefore, this study will explore this phenomenon. Burns and Gentry (1990) argue that the model is based on the assumption that all customers go through each stage when purchasing any product. However, the model provides tools and techniques to enable a thorough analysis of market dynamics. 

[bookmark: _Toc73098820]         2.4.2 CONSUMER ATTITUDES
According to Schultz et al (2004), consumer attitudes are a combination of concerns, principles, intentions, and values. When it comes to purchasing renewable products, there is a strong disconnect between expectations toward sustainable consumption and real behaviour. This is referred to as the attitude-behaviour gap (Terlau and Hirsch, 2011). The attitude-behaviour gap is a framework developed by Stern et al (1995) that argues the link between consumer attitudes and behaviours. For example, according to a recent study by Nazir (2021), 37% of UK people agreed that retailers should put a greater focus on sustainability. However, the fast fashion industry is currently flourishing as consumers continue to purchase the garments. This poses the question of why the sector is still popular at a time when demand for sustainability is growing. In addition, McNeill and Moore (2015) conducted research on fashion consumers' behaviour and attitudes toward recycled goods and responsible fashion purchases. According to their findings, fashion consumers can be divided into three groups: ‘Self, Social and Sacrifice’ consumers. All three audiences had diverse perspectives on fast fashion, so the effect of selling sustainable fashion brands to them could differ as well. In essence, the question that has not been answered as to whether fast fashion brands are promoting sustainability. As a result, the study will look at consumer associations to see whether three UK brands will establish a long-term sustainable brand picture.
[bookmark: _Toc73098821]        2.4.3 CONSUMER MOTIVATIONS
Consumers' shopping habits have evolved to be more socially conscious. Simultaneously, the infamously futile tradition of quick fashion thrives. This customer paradox may be explained by consumer’s motivational factors. Lysenko-Ryba and Zimon (2021), Outline the key motivational factors as self-image, percieved risks, associated costs of purchase and social factors. Supporting data received from Statistica (2018), highlighting the majority of respondents would only consider sustainable products if the pricing reflected normal fashion. Figure 2.2 demonstrates pricing is a main contributor towards sustainable consumption. 
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Figure 2.4 Responses on sustainable fashion in the UK (O’Connell, 2020).
(Source: https://www.statista.com/statistics/1009846/consumer-willingness-to-buy-sustainable-fashion-products-worldwide/)
In contrast, a study by Bly et al., (2015), claims to be the first paper to interview active sustainable consumption bloggers in order to investigate "sustainable fashion consumption pioneers." The study is widely regarded as one of the first to connect motivational research to consumer behaviours, related to sustainable fashion consumption. The results revealed that consumers are informed, see societal pressure to consume as a detrimental pressure, and see consumption as the opposite of sustainability. Furthermore, in comparison to the conventional samples used in Achabou and Dekhili (2013), these pioneers see sustainability as promoting improved style and efficiency, and, contrary to Jägel et al., (2012), see sustainability as guiding well-being and satisfaction rather than conflicting qualities.
[bookmark: _Toc73098822]2.5 BRAND ASSOCIATIONS 
Consumer associations contribute towards an organisations success as it influences their purchasing decision with that brand. Aaker (2021) defines a brand association as a term associated with a brand that incorporates aspects that come to mind when thinking about the brand and connections to it. Brand associations play an important role the fashion industry as it contributes to consumers’ choices and product evaluations. According to James (2005), there are four different types of brand associations customers can form, two of which are applicable to the dissertation. These include associations related to customer benefits and product attributes. Customer benefits focuses on what the brand offers the customer and product attributes focuses on the uniqueness of the given brand (Lima, 2019). Marketers of a brand can benefit from the evaluation of consumers associations by developing efficient marketing campaigns (Yunjeong  and Kyung, 2020). The 21st century has witnessed a rise in eco-consciousness, marketers can utilise these associations to produce a sustainable brand image.  Despite this, few studies have established brand associations with fast fashion brands that are focused on sustainability. Lima (2019) established the resemblance between individual brand associations and the impact brands have on consumer purchases. The findings identified a significant influence of branding on purchasing intentions that outweighs the position of individual brand associations (ibid). Correspondingly, a study by Camiciottoli et al. (2014) identifies a common theme between fashion bloggers and brand associations. The findings demonstrated that bloggers influence purchases more than consumer associations of a brand. However, each of these studies failed to investigate consumer associations with the brands sustainable efforts. Therefore, the dissertation seeks to define associations for sustainable fashion among UK fast fashion brands through in-depth interviews and network analysis.
[bookmark: _Toc73098823]2.6 CONCLUSION
According to academic research, the tension between fast fashion's allure and consumers' concern for the environmental impacts is manifested by contrasting beliefs and customer behaviour. Most research in this area concentrate on the emerging market's demand and supply, with little exploration of consumer associations. The extensive research on sustainable fashion adoption focuses on general public views, with no study sampling real sustainable fashion buyers and their experiences with UK fast fashion retailers. This chapter has demonstrated theoretical and methodological shortcomings in the current attitude-behaviour gap, resulting in further analysis. There is a paucity of academic research on the impact social media has on consumers making sustainable fast fashion purchase decisions. Therefore, the next chapter will present the research methodology for this qualitative theory analysis of consumers' associations with fast fashion retailers and their sustainable efforts.


[bookmark: _Toc73098824]CHAPTER 3.0 METHODOLOGY 
[bookmark: _Toc73098825]3.1 INTRODUCTION
The previous chapter achieved the first objective by providing a comprehensive review of the relevant literature, used to underpin the thesis. The aim of this chapter is to present the research methodology for this qualitative theory analysis of consumers' associations with fast fashion retailers and their sustainable efforts. This approach allowed for a deeper understanding of consumers experiences with one or more of the fast fashion associates Boohoo, PLT and Missguided. This chapter focuses on the research plan for the thesis, including various elements from methodology, analysis, participants and ethical concerns. The analysis will be supported by this chapter, which will provide rationale and clarification of the method chosen in order to achieve the second objective:
‘To select a suitable research approach to explore consumer knowledge and associations with fast fashion retailers and their sustainable efforts’. 
To achieve this objective, the decision-making process will be guided by The Research Onion, designed by Saunders et al., (2016). The researcher will also address issues of research, taking consideration of the reliability, validity, limitations and ethical concerns of the thesis. This model demonstrates the various stages of the thesis in order to assist the researcher in developing effective methodology. The Research Onion symbolically depicts the various aspects of the research that could be explored in order to create the final research design (Bryman, 2012).
[bookmark: _Toc73098826]       3.1.1 RESEARCH
Collis and Hussey (2013), claim the concept of research varies among researchers, so the definition is debatable.  However, Saunders et al (2016 p. 36), believes research is conducted to establish new information in a systematic manner, thereby increasing the researcher's knowledge. New information provided by this study will clarify consumers associations with three fast fashion brands and their sustainable efforts.  Ghauri and Gronhaug (2005) claim that the systematic approach to find out new information is of high importance. The approach will display the collection method, results obtained, and any limitations associated with them. According to Sreejesh et al (2014), the three major types of research design include Exploratory, Descriptive and Casual. Exploratory research is described as research conducted to learn more about a problem that has yet to be identified (ibid). The dissertation will take an exploratory approach using in-depth interviews. The Saunders Research Onion will direct this dissertation, offering an understanding of the importance of research and how it should be performed.
[bookmark: _Toc73098827]3.2 RESEARCH ONION
The Research Onion consists of 6 layers, which are defined as Philosophies, Approaches, Strategies, Choices, Time Horizons, Techniques and Procedures (Saunders et al., 2016) Figure 3.1 highlights the researcher's process in relation to the model. 
[image: ]
       Figure 3.1 Source: The Research Onion (Saunders et al., 2016) 

The Research Onion outlines the sections that the researcher should take into consideration (Saunders, et al 2016). The onion is defined as essential for developing an effective research design that is consistent with objectives and research questions (Sahay, 2016). This dissertation considered different stages of the model in order to prepare a sustainable approach. As depicted in ‘figure 3.1,' the researcher implemented the onion in four stages, which are highlighted as Interpretivism, Induction, Mono-Methods, and Cross- Sectional. 
[bookmark: _Toc73098828]       3.2.1 PHILOSOPHY
According to Johnson and Clark (2006), to conduct effective research, philosophy choice is important as reflection and justification are needed. There are four research philosophies displayed in Saunders Research Onion including, ‘Positivism, Realism, Interpretivism and Pragmatism’ (Saunders et al, 2016). Researchers argue that the two main philosophies used to conduct research is ‘Positivism’ and ‘Interpretivism’. Positivist philosophy is often referred to as scientific philosophy, claiming logical treatment as the best method (Bam, 2014). Interpretivist philosophy integrates human participation into study. Philosophy works on the principle that nature and society are two different objects. Claiming, there are many approaches to dealing with one specific issue (Martin and Guerin, 2006). This researcher will take the Interpretivist approach, conducting in-depth interviews with a small sample size of 14 participants. Interpretivism prefers to create a more in-depth and comprehensive interpretation of the phenomenon and behaviour (Calhoun, et al., 2007). The aim of the dissertation is to understand consumers' experiences and associations with the sustainability of three fast fashion brands, therefore this approach is best suited to the study. Open-ended questions will be used in the interviews to collect qualitative data and analysis. 
[bookmark: _Toc73098829]       3.2.2 APPROACH
The three research methods that exist include, Deductive, Inductive and Abductive (Saunders et al., 2016). A deductive methodology is used when developing a method to test theory that is commonly found in academic literature (ibid). This method constructs a hypothesis based on an established theory before formulating a strategy to test it (Silverman, 2013). An inductive approach enables the researcher to collect data to build a theory, rather than adopting a pre-existent one as in the deductive approach (Saunders, et al., 2016). However, an abductive approach is designed to overcome the shortcomings of deductive and inductive methods. 
The dissertation aims to make a theory based on consumer experiences and associations with UK online fast fashion retailers. This will be achieved by the researcher collecting relevant data to develop an understanding of the environmental issues of fast fashion. As mentioned in the first chapter, the continuous accumulation of cheap garments being produced by fast fashion retailers is creating serious consequences on the environment. 
[bookmark: _Toc73098830]       3.2.3 STRATEGY
According to Saunders et al (2009), a strategy is a broad plan outlining how the researcher intends to address the research questions. A variety of approaches, such as experimental analysis, intervention testing, case study research, interviews, surveys, or a systematic literature review, may be used in the technique (ibid). For this dissertation, the researcher will employ the use of interviews to collect primary qualitative data. 
[bookmark: _Toc73098831]       3.2.4 TIME HORIZON
Saunders et al (2009) defines the time horizon as the time period in which the project is expected to be completed. The research onion specifies two types of time horizon known as cross-sectional and longitudinal.  As displayed in figure 3.1, the researcher will adopt a cross-sectional timeframe for the study. Cross-sectional studies are carried out at one time point or over a short period of time (Levin, 2006, p.24). Due to the uncertainty of the coronavirus pandemic and the time constraints of this research paper, a cross sectional is the most appropriate time horizon. 

[bookmark: _Toc73098832]3.3 TECHNIQUE: DATA COLLECTION AND ANALYSIS 
 Semi structured in-depth interviews are commonly used in qualitative research. The dissertation will adopt this technique to gather relevant data about consumer associations. A discussion between the researcher and the participant is typically conducted, led by a flexible interview technique and augmented by follow-up questions and comments. (DeJonckheere, 2019). The method enables the researcher to collect open-ended data, delve deeply into personal concerns, and analyse participant thoughts, feelings, and opinions about a specific topic. (ibid). In light of the study, analysing the opinions of consumers of the fast fashion brands.
[bookmark: _Toc73098833]       3.3.1 INTERVIEW DESIGN
Qualitative interviews, more than any other process, enable the exploration of meaning, particularly as meaning is constructed by research participants about a subject or setting of interest (Roulston and Choi, 2018). The researcher will inform the participants that the study is based on UK fast fashion brands and their sustainable efforts in the 21st century, prior to the interview. A researcher's definition of good interviewing technique includes appropriate preparation, demonstrating respect for interviewees, open-ended questions, and versatility (ibid). Salmon (2014), considers online interviews to be a viable option for researchers because they allow them to select different communication platforms and speak directly to participants at any time or place. The researcher will conduct interviews through online platforms such as Facebook Messenger and Instagram. An ‘Interview Participation Sheet’ will be sent to participants via these social media platforms. The format of the online interview will adopt the E-Interview Research Framework, as seen in Figure 3.2.

[image: ]
Figure 3.2 Source: E-Interview Research Framework (Salmons, 2014) 
According to Salmons (2012), The framework provides a conceptual system of key questions regarding interconnected aspects of online interview analysis. The framework will support the researcher in examining design decisions for the study. For example, the framework will address ethical issues, reassuring participants of the anonymity and confidentiality nature of the interview. According to Scott (2004), ensuring confidentiality generally leads to more honest correspondence and answers from participants. This improves the accuracy of the data collected, giving a true representation of consumers’ associations and experiences with the fast fashion brands. 
The study will consist of 10 participants answering open-ended questions via the interview participation sheet provided by the researcher. The set questions in the interviews are based on the existing literature reviewed in Chapter 2. The interviews will include 19 open-ended questions designed to elicit rich data responses. The first two questions are focused on demographic information about the participants, followed by 17 questions focused on the primary goal of gathering input on the fast fashion industry. The final question will be in the form of a statement, reminding the interviewer of the opportunity to ask another question or give feedback. 
[bookmark: _Toc73098834]        3.3.2 PILOT STUDY
A pilot study is typically a smaller-scale study that helps in the planning and adjustment of the main study (Arnold et al, 2009). A pilot study was conducted to ensure the set questions were appropriate for participants taking part in the study. To ensure general comprehension, a pilot study was performed using convenience sampling. To conclude, a purposive sampling was used to ensure that the participants had consumer experience with one of more of the fast fashion brands before participating in the interview. 

[bookmark: _Toc73098835]       3.3.3 LITERATURE REVIEW MATRIX 
Before conducting the interview, the researcher will make the participants aware of relevant information. The participants will need consumer experience with one or more of these brands in order to participate in the interview. If the participant wishes to go ahead, the researcher must inform the participant anonymity and confidentiality will be ensured in the following ways:
1. Interviews will be conducted through Facebook Messenger or Instagram.
2. All information collected will be stored electronically in a password-protected area only accessible to the researcher. 
3. The interview is voluntary, and the participants can withdraw from the interview at any time. 

	Questions 
	Relation and relevance to chapter 2 

	Q1. The study is to clarify the consumers’ associations with fast fashion brands and their sustainable fashion efforts. I am keen to collect the relevant information, would you be happy to disclose your gender?

Q2. Would you be happy to align yourself to an age category? 
18 – 25
26 – 35
36 – 45 
Which one would you like me to tick for you?
	Questions 1 and 2 are demographic, providing the researcher will initial based information on the participants. This ensures the participants fit the criteria for the thesis.

	Q3. Would you consider yourself a person who keeps up to date with the latest fashion trends?

Q4. Do you shop online for your clothing?

Q5. Do you purchase clothing from UK fast fashion retailers such as Boohoo, PLT and Missguided?

	Questions 3, 4 and 5 will help gain an insight into the participants personality, buying habits and familiarity with the fast fashion retails. This will aid the study’s validity. 

	Q6. Do you follow these brands on social media platforms?

Q7. Over a monthly period, on average how many times have you accessed these brands social media or websites to purchase clothing?

	Questions 6 and 7 contributes towards the association that social media is a driver in unstainable fashion. 

	Q8. Do you notice any key words in relation to sustainability on these retailers’ social media pages or websites? For example, clothing being labelled as sustainable or using recycled materials.  


	Question 8 highlights whether the brands are making use of their platforms to promote their sustainable items. 

	Q9. What does sustainability mean to you?

Q10. Do you take consideration of the environment when purchasing from fast fashion retailers?  

	Sustainability is a key factor throughout the dissertation and a key theme in the literature review. Basing all impacts around the understanding of the term. 

	Q11.  Have you noticed any changes with fast fashion retailers in the way they operate? For example, paperless returns to becoming more environmentally friendly.  
	The general theme of the dissertation is the sustainable efforts of three fast fashion providers. The participant may give new information in regards to the way the brands operate. 

	Q12. Are you familiar with Boohoo’s ‘For the Future’ Collection? 

Q13. Are you more likely to purchase this collection due to it being more environmentally friendly?
	Boohoo labels the collection ‘95% of the materials are recycled’. 

	Q14. Are you aware of PLT’s ‘Special Wash Bag’? Have you or anyone you know purchased this product?

	Pretty Little Thing’s blog page providing hints and tips to their consumers. 

	Q.15 Do you consider Missguided to be an ethical and environmentally friendly brand?

Q.16 Have you seen the brand promote their 3 pillars – Ethical Trade, The Environment and Animal Welfare? 

Show Images to participant:

	Questions 15 and 16 give an insight into how the brands promote their products. These questions seek to achieve whether consumers notice their sustainable efforts. 

	Q.17 Do you feel fashion retailers, such as Boohoo, PLT and Missguided have educated you on the effects fast fashion has on the environment?
	This question contributes to the overall objective, are these UK fast fashion brands creating a sustainable brand image. 

	Q18. For the future of fashion, do you want to see a more sustainable industry?

Q.19 Are you satisfied with the current state of the fashion industry?
	Question 18 and 19 provides an overview of how consumers currently feel and what they would like to see for the future of fast fashion.

	Q.20 Any questions or comments relating to the topics in this interview would be welcomed.
	This open-ended question will gain a qualitative response regarding any trends or themes the participant wants to discuss. 



Table 3.1 Literature Review Matrix (Mills, 2021)

[bookmark: _Toc73098836]3.4 SAMPLE
The sample for the study consists of 10 participants with key knowledge and purchasing experience with one or more of the fast fashion brands. Sampling methods are broadly divided into two categories, Probability and Non-probability (Dudovskiy, 2014). The study will demonstrate non-probability sampling through volunteers of self-selection.  
[bookmark: _Toc73098837]3.5 RELIABILITY AND VALIDITY
Reliability and validity are terms used to demonstrate and communicate the rigour of research procedures and the reliability of research results (Roberts and Priest, 2006). Reliability is associated with the accuracy of testing, whether the study can be repeated and produce reliable results (Saunders et al., 2009). The study's reliability will be assured through the quality of methods, ensuring the relevant questions are asked in the interviews. Validity is associated with accurately measuring the data in a qualitative study (Heale and Twycross, 2015).  The study’s validity will be ensured through using the right participants. To limit observer bias, a theoretically underpinned interview participation sheet will be provided to participants. This includes a set of 20 open-ended questions enable the participants to express their opinions and associations with the fast fashion brands.
[bookmark: _Toc73098838]3.6 LIMITATIONS
The global pandemic has presented limitations to this research project. Firstly, the university has been restricted to online teaching and online resources. This has complicated the preparation and delivery of the study. Initially the researcher sought to carry out face to face interviews to collect data, however, due to the on-going uncertainty of COVID-19, to minimise contact and protect both the participants and the researcher, all data must be collected through online tools. As a result, this has caused implications on obtaining a rich and in-depth understanding of data. The study has also been constrained by the timeframe. Primary research is limited due to the dissertation's deadline, as this is a time-consuming process, especially the analysis of qualitative data. To ensure that the project is completed on schedule, a Gantt Chart will be used.
[bookmark: _Toc73098839]3.7 ETHICAL ISSUES 
[bookmark: _Toc1736468888]According to Saunders et al (2009), data collection does not harm or endanger participants; as a result, any research performed for this dissertation would strictly follow ethical regulations and procedures.  The researcher will complete an ethics form, provided by the university, before conducting the study.  The use of UWTSD ethics forms includes coordinator and supervisor approval, ensuring that ethical considerations were met.
3.8 GANTT CHART
In addition, a Gantt Chart will be adopted in the study. It is a beneficial technique for the researcher, as it provides a clear structure of when each objective needs to be met.  According to Gantt theory (1910), a Gantt chart is a bar chart that depicts the progression of time over the phases of a project. As shown below, the thesis would establish a Gantt Chart for the dissertation to set a specific timetable for what goals must be accomplished on a strict timescale. The figure highlights key factors such as the final submission in May 2021. 
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Figure 3.3 Gantt Chart for dissertation (Source: Mills, 2020) 

[bookmark: _Toc73098840]3.8 CONCLUSION
The methodology used in the dissertation research has been successfully explained and clarified in this chapter. All processes, strategies, and approaches used in the analysis have been justified in order to achieve the best possible results, assisting in the completion of objective 2. The researcher's primary analysis will be compiled and analysed in the fourth chapter.

















CHAPTER 4.0 DATA ANALYSIS 

The previous chapter described the methods and methodology of this study. This chapter will present the findings and analyse the data collected, with the aim of achieving the third objective of the study:
‘To analyse the data collected to understand consumers’ associations with UK fast fashion retailers and their sustainable efforts’.
Data from the interviews were collected from two samples: previous and current customers of one or more fast fashion retailers. The online interviews were conducted by 10 participants in total, implying that all planned interviews were completed, allowing for an effective response rate. A small sample of 10 participants was appropriate for this study as it aims to gain insights into the lived experiences of participants and thus produce qualitative data. The data will be presented and analysed sequentially in this chapter.
[bookmark: _Toc73098841]4.1 DATA ANALYSIS
 Collis and Hussey (2014) define data analysis as the process of collecting and organising data in order to analyse it and draw trends and themes that have emerged. For the study, qualitative data method was used and critically analysed in order to establish common associations with fast fashion retailers. Ritchie et al., (2002), outlines the five key stages to qualitative data analysis as familiarisation, indexing, charting, mapping and interpretation. Early in the process, the researcher has engaged in the familiarisation stage by immersing themselves in the data and documenting popular themes.
[bookmark: _Toc73098842]4.2 METHODS
To provide appropriate analysis, different techniques have been utilised to analyse the data obtained. The researcher has adopted software NVivo and Microsoft Excel to successfully analyse the data from each interview. NVivo assists in the discovery of richer insights and the production of clearly articulated, defensible findings supported by rigorous evidence (Nvivo, 2021). This software was utilised to explore the open-ended questions in the interview. Excel recognises patterns in data and organises it to save the researcher more time (Microsoft, 2021). The researcher utilised Microsoft Excel to analyse closed-ended questions such as demographics, graphs and charts were created based on the data provided. In relation to Richie et al., (2002) five key stages, the researcher has adopted the second and third stage by identifying a thematic framework, recognising emerging themes in the data set. Then identifying sections of the data that correspond to a particular theme which are identified in this chapter. 
[bookmark: _Toc73098843]4.3 DEMOGRAPHICS 
In total, 10 people took part in the interviews. All the participants were over the age of 18 and gave their consent to participate. Social networking sites such as Instagram and Facebook Messenger were used to recruit the participants. Of the 10 participants, 4 were male and 6 were female. 80% of the participants were in the age category between 18-24, whilst 20% were 25 and over. The participants in the study were largely homogenous because they were in a particular age bracket and gender, and the participants all had experience of the phenomenon the researcher was exploring. These questions support the study by eliciting results and studying behavioural trends based on their age and gender, allowing the researcher to make informed decisions for the purpose of your research. Furthermore, gender questions allow the researcher to ensure that the sample is representative or to investigate the gender impact on the research. Taking consideration of demographics can highlight differentiation in consumers attitudes towards sustainability in the fast fashion industry. 
[bookmark: _Toc73098844]4.4 CONSUMER ATTRIBUTES
Question 3 and 4 explored consumers’ buying behaviour and their attitudes towards the latest fashion trends. The findings confirmed that the purposive sample not only assured participants were suited to age and gender, but also had consumer experience with one or more of the UK fast fashion brands. In relation to the objectives of this study, the data confirms that the participants are eligible to take part in the interviews, improving the reliability and validity of the study. Reliability assists the researcher in arguing the quality of the procedures, such as the questions in the interviews, and validity assists in arguing the quality of your data, such as employing the appropriate participants for the study. The data retrieved from these questions demonstrated a common theme between gender and the number of participants that considered themselves as ‘fashionable’. The most common answer to question 3 was yes reaching 60%, with respondents being predominately women at 40%. In contrast, the data identified that 90% of male participants only had consumer experience with one retailer, Boohoo. In relation to question 3, these participants responded ‘No’ to keeping up with the latest trends. The data demonstrates that participants who shop in more than one retailer, associate themselves as being ‘Fashionable’. The researcher has adopted Richie et al., (2002) stages 4 and 5 of mapping and interpretation by constructing charts and mapping data to identify the common themes from each question.
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Figure 4.1 Showing a significant association with respondents and their response to ‘Would you consider yourself someone who keeps up to date with the latest fashion trends? (60% of participants responded yes, 30% responded no and the remaining 10% claiming only certain trends). 
[bookmark: _Toc73098845]4.5 CONSUMER BEHAVIOUR
Question 5 identified how many participants follow fashion retailers, Boohoo, PLT and Missguided on social media platforms such as Instagram, Facebook and Twitter. The findings highlighted that Boohoo was the most followed retailer on social media with 50%, followed by PLT and Missguided with a lower 40%, and 30% of respondents claiming they do not follow any of the brands listed.  The findings identified a common theme between the number of male to female participants who follow all three of the brands, suggesting Boohoo’s dominance could be linked to their collections for both men and women. The data demonstrated that all 4 male participants follow Boohoo on social media sites, which differs from the female participants in the study, who follow a mixture of PLT and Missguided.
Thus, question 6 explored consumer behaviour in greater depth, the findings demonstrated over a monthly period, how many times participants accessed the brands social media sites. The findings suggest that all consumers actively use the brands social media pages, with the average number accessing the pages 1-4 times a month. In relation to chapter 2, with respondents visiting the brands social media pages at least once a week, this supports the argument social media drives excessive consumption of fast fashion (Buzzo, 2019). In addition, this gives the researcher a clear representation further on in the study, improving the validity of the data. By identifying the average number of occasions consumer accessed the sites, it has given an insight into whether these consumers have noticed any changes in regard to the brands promoting sustainable fashion.
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Figure 4.2 Highlights a significant difference between participants and their response to ‘Over a monthly period, how many times do you access the brands social media pages to purchase clothing’? The data shows the most common response was between 1-4 times a month, suggesting the average participants accesses one or more of the social media pages at least once a week.
An equally significant aspect of consumer behaviour was identified in question 12, exploring consumers purchasing decisions. The findings demonstrated that there was a 50-50 split on those that say they were more inclined to purchase a product due to it being environmentally friendly. The data identified that the 50-50 result was due to consumers being concerned with the style and pricing of the product. With all three of the brands being UK fast fashion leaders, the data identifies that these brands have created an expectation for inexpensive yet fashionable products. These results highlight the observation that knowing does not imply action. In relation to chapter 2, Soga et al., (2016) study suggests that direct interactions have a greater impact on people's attitudes than indirect experiences. The direct interactions are associated with consumers purchasing the clothes based on their attitudes and behaviours, without regarding the environmental impacts, known as indirect experiences. 
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Figure 4.3 The data shows a 50/50 split response between respondents and the question ‘Would you be likely to purchase a collection due to it being more environmentally friendly?’. A common theme drawn from the data is style and price being a major contributor to consumers purchasing decision. 
[bookmark: _Toc73098846]4.6 SUSTAINABILITY 
Questions 8 and 9 were sought to assess the level of sustainability and visibility in the fashion industry. Figure 4.4 shows that the majority of your participants were aware of sustainable issues and therefore, this highlights the fact that, despite the growing trend of ethical consumption and awareness, concern does not translate to long-term consumption. The findings confirmed Moon et al (2015) argument that constrained consumer knowledge is regarded as one of the most significant obstacles to sustainable fashion consumption. This is further enforced in the data from question 9, with over 50% of participants claiming they do not take consideration of the environment when purchasing from these brands. However, with 20% of responses claiming they would take future consideration, this informs the researcher that there is a growing concern for sustainable fashion and brands are beginning to offer consumers eco-friendly alternatives. 

[image: ]
Figure 4.4 Shows consumers associations with the term ‘Sustainability’. The data shows a non-significant difference between the responses of consumers with 90% having some degree of knowledge of what sustainability entails, whether ethically or environmentally. With the remaining 10% responded as unsure.
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Figure 4.5 Illustrates a significant difference in participants and their response to ‘Do you take consideration of the environment when purchasing from fast fashion retailers? The data received identified that over half of respondents do not take consideration, despite their existing knowledge on the environmental impacts of fast fashion. 
[bookmark: _Toc73098847]4.7 PROMOTION OF A SUSTAINABLE BRAND IMAGE
Question 11, 13 and 15 assessed consumer knowledge and awareness of the three brands and their sustainability efforts (As seen in figure 4.6/7/8). 
[image: ]
Figure 4.6 Shows a significant variance between the number of participants who are aware of PLT’s sustainable efforts. The data revealed that 100% of participants had not come across the ‘Special Wash Bag’. This suggests that the brand need to promote the products more effectively. 
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Figure 4.7 Demonstrates a significant difference between participants and their response to ‘Are you familiar with Boohoo’s For the Future Collection?’. The data received implies the brand is not making use of their social media platforms to market the product. 

[image: ]
Figure 4.8 Highlights a significant message from the participants and their response to Missguided and the 3 pillars. The data suggests that Missguided should draw more attention to the 3 pillars in order to educate their consumers on the importance of the environment, ethical trade and animal welfare. 
In relation to figure 4.6/7/8, the data illustrates a common theme between all fast fashion retailers, despite their efforts to build a sustainable brand image, consumers are not familiar with the service or product. In addition, it is evident that consumers do not know how to find this information with 60% stating the brands should highlight these products on their social media and websites. The findings support the statement ‘Boohoo and Missguided are two of the least sustainable fashion brands in the UK’ (EAC, 2019). In light of this chapters objective, the data identifies that according to consumers associations, the brands should place more emphasis on improving their sustainability model. 
[bookmark: _Toc73098848]4.8 CONSUMER ASSOCIATIONS
 Question 7 investigates consumers' attitudes by gaining an understanding of their perception and associations of sustainable fashion, as well as analysing the behaviour the brands display. The researcher structured the keyword data received using network analysis, NVivo.  Figure 4.9 displays an analysis of the 18 questions in the interview, highlighting the most frequent occurring words in the data. The keyword associations with the three brands resulted in a network of 10 nodes and 38 links with the terms ‘Recycled’, ‘Ethical’, and ‘Paperless’ being the most common associations. 
 [image: ]
Figure 4.9 Displays an overview of the most frequent words used throughout the 18 questions in the interviews. The word cloud was obtained through data analysis tool, NVivo. 
Question 10 focuses on consumers’ perception of the brands, investigating any noticeable changes in the way they operate. The most common response included ‘paperless returns’ reaching over 70%.  The researcher gained a deeper understanding of the changes by questioning the respondents whether they feel the brand (s) had educated them on the impacts of fast fashion. The data collected from question 16 demonstrating most participants responding no. 
[bookmark: _Toc73098849]4.9 THE FUTURE OF FAST FASHION
Questions 17 and 18 explored the opinions on the current state of industry, seeking to find out what participants wanted for the future of fast fashion. The findings of question 17 indicate that 70% of respondents are dissatisfied with the current state of the industry. The data demonstrated a common theme, stating that the fashion industry needs immediate improvement in regard to sustainability. The average response stated that fast fashion brands put heavy focus on influencer marketing to boost sales, and less focus on the promotion of their eco-friendly products to help spread awareness.
In relation to question 18, participants were required to state whether they would like to see a more sustainable industry. 100% of participants responded positively towards the 21st century’s eco-fashion movement (As shown in Figure 4.10). The data has identified there is a common theme between consumers wanting a sustainable future yet to feel let down by fast fashion retailers for not promoting a sustainable alternative for ‘fashionable’ products. 
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Figure 4.10 Shows a positive response to the question ‘Do you want to see a more sustainable industry’. 

[bookmark: _Toc73098850]4.10 CONCLUSION
The findings demonstrated a common theme between the participants and their associations with the sustainable efforts of the three fast fashion brands listed. The themes were collected from primary data in this chapter and secondary data from chapter 1 2 and 3. 
· All brands adopt  influencer marketing through social media platforms to market their garments. This is highlighted in chapter 1 and 3 claiming the brands focus heavily on celebrity endorsements (Marroncelli and Braithwaite, 2020). 
· Consumers were not aware of the brands sustainability efforts due to lack of promotion. Therefore, brands should take more emphasis on their sustainability model. The findings support chapter 1 with two of the brands, Boohoo and Missguided, being labelled the most unsustainable brands in the UK (The Environmental Audit Committee, 2019). 
· Consumers are striving for a sustainable future, which supports Yunjeong and Kyung (2020) claim that there is a shift in consumer consciousness and habits towards sustainable consumption (As shown in chapter 2).
The research contributes to the literature by conducting an in-depth review of consumer associations of fast fashion brands from a sustainability perspective using network analysis. Several themes have emerged as a result of qualitative data approaches. The following chapter will summarise these results, make suggestions, and address future research directions. The researcher anticipates that the results would assist UK fast fashion companies in strategically developing a sustainable fast fashion brand image.











[bookmark: _Toc73098851]CHAPTER 5.0 CONCLUSION AND RECOMMENDATIONS
[bookmark: _Toc73098852]5.1 INTRODUCTION
The previous chapter successfully achieved objective 2 by analysing the data collected and highlighting the key findings. The common themes established in Chapter 4 can now be used to complete the dissertation's remaining objective.
To synthesise extant literature and primary research to make overall recommendations for fast fashion retailers to adopt. 
This chapter will provide recommendations based on the extensive literature and qualitative data collected. It will explore the study's limits and consider any future academic investigations that may be required. There will also be an additional discussion focusing on self-reflection. 
[bookmark: _Toc73098853]5.2 MAIN FINDINGS
From analysis of the secondary data in chapter 1 2 and 3, the findings demonstrated that Boohoo, PLT, and Missguided have begun to migrate to eco-friendly and recyclable products. However, the brands to not utilise their social media channels to market their product or service. This is supported by the findings from primary data conducted, with 0 participants being familiar with Boohoo’s For the Future Collection, Missguided’s 3 Pillars or PLT’ Wash Bag. Furthermore, the data revealed that, despite consumer knowledge of sustainability, they thought businesses had not educated them on the environmental implications of fast fashion. The average association, labelling the brands as ‘Unethical’ and ‘Profit-driven’. 
Similarly, findings from the analysis of primary data indicated consumers perception of fast fashion retailers are all the same.. According to consumers, firms should put more attention on strengthening their sustainability model. 
Moreover, the study found that the sample from the interviews prioritised direct experiences over indirect experiences. More specifically, participants prioritising style and affordability over the environmental implications of fast fashion garments. This highlights the fact that despite the growing trend of ethical consumption and awareness, concern does not translate to long-term consumption.
5.3 IMPLICATIONS
The study provided an in-depth understanding of popular fast fashion brands in the 21st century and their sustainable efforts. It is clear that the industry must put greater emphasis on their sustainability model and marketing techniques. For the industry to adopt a sustainable future, brands should utilise their social media platforms and websites to share any information surrounding sustainability as well as the promotion of sustainable garments. 
Despite the increase in consumer awareness over sustainability, without considerable intervention from the brands it is highly unlikely the fashion industry will change. 
[bookmark: _Toc73098854]5.4 LIMITATIONS
Following an in-depth analysis of research in chapter 4, the dissertation was presented with various methodological limitations. The researcher utilised a small purposive sampling method to summarise the findings of customers who met the requirements for the study. The requirements included all participants to be over the age of 18 and had previous consumer experience with one of the brands listed. However, this caused a limitation for the study as most of the respondents were aged 18-25, therefore, did not represent the population in equal measures. As a result, the generalisability of the results to a larger population is jeopardised. Furthermore, the researcher did not attempt to obtain a more representative sample by redistributing the interview participation sheets, focusing on obtaining more participants aged 25 and over.
Furthermore, the Coronavirus pandemic has been the most significant limitation to this dissertation, influencing the research undertaken. The researcher was unable to follow through with initial plans to conduct qualitative research using face-to-face interviews to extract the data. Instead, interviews were conducted via participation sheets and distributed through online social media platforms. As a result, acquiring a comprehensive and in-depth knowledge of data has become more difficult, limiting the data collected. 

[bookmark: _Toc73098855]5.5 ACHIEVEMENT OF OBJECTIVES
The study has completed the following objectives:
 Objective 1 - To conduct an extensive literature review around the topic area of fast fashion retailers and their sustainable efforts. 
Chapter 2 provided a comprehensive review of the relevant literature for the study. 
Objective 2- To select a suitable research approach to explore consumer knowledge and associations with fast fashion retailers and their sustainable efforts. 
Chapter 3 completed this objective utilising the research onion (Saunders et al., 2016) The study used a qualitative research approach to collect the relevant data. Interview participation sheets were developed to explore consumers associations and experiences with UK fast fashion brands and their sustainable efforts. 
Objective 3 – To analyse primary data collected to understand consumers associations with the fast fashion retailers and their sustainable efforts.
Chapter 4 successfully analysed the data utilising programmes, NVivo and Microsoft Excel.
Objective 4 – To understand limitations of the research, making recommendations for practice.
[bookmark: _Toc73098856]5.6 RECOMMENDATIONS FOR FUTURE STUDY
The ways in which this research could be improved has been highlighted in the following recommendations. 
To gain a wider insight into consumer associations with UK fast fashion brands and their sustainable efforts, it is recommended that the researcher focuses on a brand that specialises in both, male and female garments. The findings made it evident that the male participants had consumer experience with only Boohoo.  The study included retailers that are considered female-focused companies, thus; the interview could have been made more inclusive by mentioning other relevant retailers such as, ASOS, that may have more male customers. 
It is evident that for brands to successfully build a sustainable brand image, customers must be able to easily obtain the information they require. It is inconvenient and time-consuming for consumers to explore if an organisation is truly sustainable or if they are simply creating sales. It is recommended that the brands strengthen their sustainability model by utilising marketing techniques such as competitions and hashtags to promote their sustainable products and services. 
From the research conducted it was found that all three of the brands use influencer marketing to generate sales. It is recommended that sustainable brands and retailers promote more heavily on social media and if possible, engage with influencers to do the same.
[bookmark: _Toc73098857]5.7 SELF REFLECTIONS
The aim of this study was to clarify if consumers brand associations can create a sustainable brand image. The researcher chose this topic as it is a personal interest which grew from social factors, including studying various modules studied at university. The researcher has gained multiple skills from the completion of the study, this includes the use of data analysis technique NVivo and R&D techniques. The findings of the dissertation brought great pleasure to the researcher in finding out many young adults strive for a sustainable future. The researcher hopes the study helps brands strategically build a sustainable brand image. 
[bookmark: _Toc73098858] 5.8 CONCLUSION
To summarise, the findings of this dissertation reveal that there is a need for change on the behalf of both customers and organisations, in order to ensure that the fashion sector generates a sustainable brand image, resulting in significantly reduced negative impacts on the environment. This study fulfilled all of the researcher's objectives, but more importantly, it achieved the dissertation's primary goal, which was to explore customers' associations with the three fast fashion companies and their sustainability efforts.
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PARTCIPANT 1

Q1. The study is to clarify the consumers’ associations with fast fashion
brands their sustainable fashion efforts. | am keen to collect the relevant
information, would you be happy to disclose your gender?

Q2. Would you be happy to align yourself to an age category?
) 18-25

B) 26- 35

C)36-45

Q3. Would you consider yourself a person who keeps up to date with the
latest fashion trends?

Q4. Do you purchase clothing from UK fast fashion retailers, Boohoo, PLT
and Missguided?

5. Do you follow any of these brands on social media platforms? If yes,
which brands?

Q6. Over a monthly period, on average how many times have you
accessed these brands' social media pages or websites to purchase
clothing?

Q7. Do you notice any key words in relation to sustainability on these
retailers’ social media pages or websites? For example, clothing being
labelled as sustainable or sing recycled materials?

Q8. What does sustainabilty mean to you?

Q9. Do you take consideration of the environment when purchasing from
fast fashion retailers?

Q10. With regards to Boohoo, PLT and Missguided, have you noticed any
changes in the way they operate? For example, paperless returns.

Q11. Are you familiar with Boohoo’s ‘For the Future Collection'?

Q12. Would you be more likely to purchase a collection due to it being
‘more environmentally friendly?

Q13. Have you come across PLT's ‘Special Wash Bag'? If yes, have you
or anyone you know purchased this product?

Q14. 1f you have consumer experience with Missguided, do you consider
them to be an ethical and environmentally friendly brand?

Q15. The brand promotes their 3 Pillars - Ethical Trade, Environment and
Animal Welfare. Were you aware of this?

Q16. Do you feel fast fashion retailers, such as Boohoo, PLT and
Missguided have educated you on the effects fast fashion has on the
environment?

Q17. Are you satisfied with the current state of the fast fashion industry? If
yes or no, why?

Q18. For the future of fashion, do you want to see a more sustainable
industry?

Q19. Any questions or comments relating to the topic in this interview
would be welcomed.

Male

Not really, | do like purchasing an outiit for a certain occasion, but | don't
look at the latest trends and styles.

I have shopped at Boohoo a couple of times. PLT and Missguided seem
to be more for girls. However, my sister does shop a lot from them.

Yes, only Boohoo or Boohoo Man.

Once a month, maybe more if | am going out somewhere and need a
certain top or item.

No, I have not noticed anything on their Instagram or website. | don't
really look for sustainable items, but | don't see Boohoo promoting much
about it either.

I'am not 100% sure but | know it benefits the environment.

No, | do not pay much attention to the environment. As | am getting older
though | am starting to notice certain aspects like everything moving
online.

Yes, everything is via email. It sometimes takes longer to send things back
because you have to find the form to print out.

No, | have not seen that. | have not visited the website in a few weeks, so
if it a relatively new collection that would be why.

It depends if the collection was something | liked.

1 do not shop at PLT but | know many of my friends do. However, | have
not heard of the special wash bag.

N/A

1 was not aware of the 3 pillars but it seems like a good idea.

No, | have shopped at Boohoo numerous times and have not seen
anything about the environment displayed on their social media or
website.

Personally, Yes. For any occasion | am able to find an outft.

It does not bother me, but | think retailers should strive to be more
sustainable. Maybe it would even encourage people like me to think of
that too?

N/A
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latest fashion trends?

Q4. Do you purchase clothing from UK fast fashion retailers, Boohoo, PLT
and Missguided?

Q5. Do you follow any of these brands on social media platforms? If yes,
which brands?

Q6. Over a monthly period, on average how many times have you
accessed these brands' social media pages or websites to purchase
clothing?

Q7. Do you notice any key words in relation to sustainabilty on these
retailers’ social media pages or websites? For example, clothing being
Iabelled as sustainable or using recycled materials?

Q8. What does sustainability mean to you?

Q9. Do you take consideration of the environment when purchasing from
fast fashion retailers?

Q10. With regards to Boohoo, PLT and Missguided, have you noticed any
changes in the way they operate? For example, paperless returns.

Q11. Are you familiar with Boohoo's ‘For the Future Collection’?

Q12. Would you be more likely to purchase a collection due to it being
more environmentally friendly?

Q13. Have you come across PLT's ‘Special Wash Bag'? If yes, have you
or anyone you know purchased this product?

Q14. If you have consumer experience with Missguided, do you consider
them to be an ethical and environmentally friendly brand?

Q15. The brand promotes their 3 Pillars — Ethical Trade, Environment and
Animal Welfare. Were you aware of this?

Q16. Do you feel fast fashion retailers, such as Boohoo, PLT and
Missguided have educated you on the effects fast fashion has on the
environment?

Q17. Are you satisfied with the current state of the fast fashion industry? If
Yes or no, why?

Q18. For the future of fashion, do you want to see a more sustainable
industry?

Q19. Any questions or comments relating to the topic in this interview
would be welcomed.

Female

Not really
Rarely but sometimes
1 do not

I'd use these specific brands maybe once or twice a year
1 have not noticed these brands to be sustainable
Al around benefiial to the enyionment and causing less harmpolluton,

something large business’ and brand names should very much consider.

11y, yes

Over the last couple years | have noticed that the majority now use
electronic receipts and returs, yes. But not much eise when it comes to
the waste of plastic bags they use for each item/ parcel etc.

No

Yes
I have not

1 have hardly ever shopped with Missguided but from past experience |
would say on the most part, no

Yes

Not really, they could do more to show this, especially if they claim to be
sustainable.

No, | think it is a big responsibility with large brands such as the ones listed
to try and attempt to be more sustainable and environmentally friendly in
any ways they can. There are a lot of wasted resources when it comes to
mass production and | don't think we hear about it often enough because
this is the case, not to mention the unethical part of the fashion industry
that also includes slave labour etc.

Definitely

Nia
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Q7. Do you notice any key words in relation to sustainability on these
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Iabelled as sustainable or using recycled materials?
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Q1. Are you familiar with Boohoo’s ‘For the Future Collection’?

Q12. Would you be more likely to purchase a collection due to it being
more environmentally friendly?

Q13. Have you come across PLT's ‘Special Wash Bag'? If yes, have you
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Q14. If you have consumer experience with Missguided, do you consider
them to be an ethical and environmentally friendly brand?

Q15. The brand promotes their 3 Pillars — Ethical Trade, Environment and
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environment?
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Q18. For the future of fashion, do you want to see a more sustainable
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Yes, Female.

18-25

Yes although can be expensive and unnecessary.

Yes

Yes, | follow PLT and Missguided.

I would say | visit these websites on a weekly basis.

No, I do not see any key words

Reusable, expensive but high quality maybe?

Not really, not when purchasing however, | do tend to think about it after

Yes, | love the new way of ‘paperiess returs’ not only is it good for the
environment but makes it so much easier to return.

Not really, | don't tend to shop at Boohoo.

Yes

No, I haven't heard of this but will take a look.

Half and half. Missguided do paperless returns however, the quality s a hit
or miss.

No, | was not aware. Now that | am | do think Missguided is ethical and is
aware of the environment.

No, | visit these websites due to how inexpensive and variety of clothing
they provide.

Not really, | feel the fast fashion industry is growing and becoming more of
a habit than actually needing clothing

Yes, with the high numbers of clothing in landfill something has to change
for the better.

NIA
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Q8. What does sustainability mean to you?

Q9. Do you take consideration of the environment when purchasing from
fast fashion retailers?

Q10. With regards to Boohoo, PLT and Missguided, have you noticed any
changes in the way they operate? For example, paperless returns.

Q11. Are you familiar with Boohoo's ‘For the Future Collection'?

Q12. Would you be more likely to purchase a collection due to it being
more environmentally friendly?

Q13. Have you come across PLT's ‘Special Wash Bag™? If yes, have you
or anyone you know purchased this product?

Q14. If you have consumer experience with Missguided, do you consider
them to be an ethical and environmentally friendly brand?

Q15. The brand promotes their 3 Pillars — Ethical Trade, Environment and
Animal Welfare. Were you aware of this?

Q16. Do you feel fast fashion retailers, such as Boohoo, PLT and
Missguided have educated you on the effects fast fashion has on the
environment?

Q17. Are you satisfied with the current state of the fast fashion industry? If
yes or no, why?

Q18. For the future of fashion, do you want to see a more sustainable
industry?

Q19. Any questions or comments relating to the topic in this interview
would be welcomed.

Female

CatA

Yes

Yes

Yes, PLT, Missguided on insta

Approx 10

No

| have no idea

No

Yes

No

No

No

Yes | suppose

No

No

Yes — for me, if | see something | like | buy it. | don't tend to look into
anything the website offers for the environment, however if it is benefiting
the environment and taking consideration of animal and ethical welfare
then that makes the experience a bonus.

Ifit's good, why nott

I think it is a good thing to do this questionnaire to have an understanding
of how many people are aware of the term and meaning ‘sustainable
industry’ and the '3 pillars’ so that it can be promoted more for people like
me Who are unaware of any effects on the snvironment,aniral and ethical
state.
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PARTICIPANT 5

Q1. The study is to clarify the consumers’ associations with fast fashion
brands their sustainable fashion efforts. | am keen to collect the relevant
information, wouid you be happy to disclose your gender?

Q2. Would you be happy to align yourself to an age category?
A} 18-25

B) 26-35

C)36-45

Q3. Would you consider yourself a person who keeps up to date with the
latest fashion trends?

Q4. Do you purchase clothing from UK fast fashion retailers, Boohoo, PLT
and Missguided?

Q5. Do you follow any of these brands on social media platforms? If yes,
which brands?

Q6. Over a monthly period, on average how many times have you
accessed these brands' social media pages or websites to purchase
clothing?

Q7. Do you notice any key words in relation to sustainability on these
retailers’ social media pages or websites? For example, clothing being
labelled as sustainable or using recycled materials?

Q8. What does sustainability mean to you?

Q9. Do you take consideration of the environment when purchasing from
fast fashion retailers?

Q10. With regards to Boohoo, PLT and Missguided, have you noticed any
changes in the way they operate? For example, paperless returns.

Q11. Are you familiar with Boohoo's ‘For the Future Collection'?

Q12. Would you be mare likely to purchase a collection due to it being
more environmentally friendly?

Q13. Have you come across PLT's ‘Special Wash Bag™? If yes, have you
or anyone you know purchased this product?

Q14. If you have consumer experience with Missguided, do you consider
them to be an ethical and environmentally friendly brand?

Q15. The brand promotes their 3 Pillars — Ethical Trade, Environment and
Animal Welfare. Were you aware of this?

Q16. Do you feel fast fashion retailers, such as Boohoo, PLT and
Missguided have educated you on the effects fast fashion has on the
environment?

Q17. Are you satisfied with the current state of the fast fashion industry? If
yes or no, why?

Q18. For the future of fashion, do you want to see a more sustainable
industry?

Q19. Any questions or comments relating to the topic in this interview
would be welcomed.

My gender is female

1 come under the age category of A) 18-25

1 would say | am up to date with the latest fashion trends. Not that | buy or
wear the latest fashion but 'm aware of the latest fashion trends

Yes | do purchase clothing from these retailers, more so PLT and
Missguided

Yes | do follow these brands on social media, | follow all brands listed

Over a monthly period, | would say | access or purchase from these
websites at least once or twice a month

1 do notice if labels state that the clothes have been used by recycling
materials but | never have really looked into when purchasing from the
websites.

In my opinion, sustainability to me means developing something from
natural sources and having an ability to maintain at a certain level or
growth

| have never really thought about the environment when I've purchased
from fast fashion retailers. | will be taking more into consideration for the
future

Yes, | have noticed changes to the way these brands operate. Especially
with packaging (easy to recycle) and paperless returns

No | am not familiar with Boohoo's ‘for the future collection”

Yeah | am very open minded to these things, if it helps the environment, |
am all for helping to save our planet and being more environmentally
friendly

1 have not come across PLT's Special Wash Bag

In my opinion, I consider Missguided as an ethical brand but can see they
are looking at ways to become more eco friendly

When purchasing from these brands, | haven't noticed the image that
shows.

This is something 'm not aware but when and if | do purchase from these
brands again, | will be keeping an eye out for their 3 Pillars

1 feel some of the brands are trying to sway more towards being
environmentally friendly, | don't feel they have educated me on the effects
of fast fashion to the environment

1 think with the current state of fast fashion needs to be improved with the
brands educating consumers about it and how to help be more
environmentally friendly when purchasing etc

1 would like to see more of sustainable future for fashion, hoping that these
brands can develop more information for their consumers as previously
mentioned

Nothing to comment on
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PARTICIPANT 6

Q1. The study is to clarify the consumers’ associations with fast fashion
brands their sustainable fashion efforts. | am keen to collect the relevant
information, wouid you be happy to disclose your gender?

Q2. Would you be happy to align yourself to an age category?
A} 18-25

B) 26-35

C)36-45

Q3. Would you consider yourself a person who keeps up to date with the
latest fashion trends?

Q4. Do you purchase clothing from UK fast fashion retailers, Boohoo, PLT
and Missguided?

Q5. Do you follow any of these brands on social media platforms? If yes,
which brands?

Q6. Over a monthly period, on average how many times have you
accessed these brands' social media pages or websites to purchase
clothing?

Q7. Do you notice any key words in relation to sustainability on these
retailers’ social media pages or websites? For example, clothing being
labelled as sustainable or using recycled materials?

Q8. What does sustainability mean to you?

Q9. Do you take consideration of the environment when purchasing from
fast fashion retailers?

Q10. With regards to Boohoo, PLT and Missguided, have you noticed any
changes in the way they operate? For example, paperless returns.

Q11. Are you familiar with Boohoo's ‘For the Future Collection'?

Q12. Would you be more likely to purchase a collection due to it being
more environmentally friendly?

Q13. Have you come across PLT's ‘Special Wash Bag™? If yes, have you
or anyone you know purchased this product?

Q14. If you have consumer experience with Missguided, do you consider
them to be an ethical and environmentally friendly brand?

Q15. The brand promotes their 3 Pillars — Ethical Trade, Environment and
Animal Welfare. Were you aware of this?

Q16. Do you feel fast fashion retailers, such as Boohoo, PLT and
Missguided have educated you on the effects fast fashion has on the
environment?

Q17. Are you satisfied with the current state of the fast fashion industry? If
yes or no, why?

Q18. For the future of fashion, do you want to see a more sustainable
industry?

Q19. Any questions or comments relating to the topic in this interview
would be welcomed.

Yes, Male

A) 1825

Yes, I think it is an important part of my life.

| regularly purchase from Boohoo and | have bought for friends and family
off PLT.

| follow Boohoo.

8 times a month

I have started noticing recycled clothing items being advertised.

To not consume more than we have, in order to protect the planet.

Yes, I tend to look at the product and quality.

No | haven'. | feel like paperless returns is the only thing that some of the
retailers do. Boohoo still send paper.

No, I have not seen that advertised.

Yes | definitely would.

No, this is something they should advertise instead of focusing on blog

No consumer experience but news stories would make me think they're
not.

No.

No

No, there needs to be a culture change to reduce fast fashion. Companies
engage in it for profit and consumer attitudes still allow it on the most part.

Yes

| believe the mentioned retailers are female-focused companies, so the
interview could have been made more inclusive by mentioning other
relevant retailers that may have more male customers.
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PARTICIPANT 7

Q1. The study is to clarify the consumers’ associations with fast fashion
brands their sustainable fashion efforts. | am keen to collect the relevant
information, wouid you be happy to disclose your gender?

Q2. Would you be happy to align yourself to an age category?
A) 1825

B} 26-35

C)36-45

Q3. Would you consider yourself a person who keeps up to date with the
latest fashion trends?

Q4. Do you purchase clothing from UK fast fashion retailers, Boohoo, PLT
and Missguided?

Q5. Do you follow any of these brands on social media platforms? If yes,
which brands?

Q6. Over a monthly period, on average how many times have you
accessed these brands' social media pages or websites to purchase
clothing?

Q7. Do you notice any key words in relation to sustainability on these
retailers’ social media pages or websites? For example, clothing being
labelled as sustainable or using recycled materials?

Q8. What does sustainability mean to you?

Q9. Do you take consideration of the environment when purchasing from
fast fashion retailers?

Q10. With regards to Boohoo, PLT and Missguided, have you noticed any
changes in the way they operate? For example, paperless returns.

Q11. Are you familiar with Boohoo's ‘For the Future Collection'?

Q12. Would you be more likely to purchase a collection due to it being
more environmentally friendly?

Q13. Have you come across PLT's ‘Special Wash Bag™? If yes, have you
or anyone you know purchased this product?

Q14. If you have consumer experience with Missguided, do you consider
them to be an ethical and environmentally friendly brand?

Q15. The brand promotes their 3 Pillars — Ethical Trade, Environment and
Animal Welfare. Were you aware of this?

Q16. Do you feel fast fashion retailers, such as Boohoo, PLT and
Missguided have educated you on the effects fast fashion has on the
environment?

Q17. Are you satisfied with the current state of the fast fashion industry? If
yes or no, why?

Q18. For the future of fashion, do you want to see a more sustainable
industry?

Q19. Any questions or comments relating to the topic in this interview
would be welcomed.

| am female.

Often | will follow certain trends and | read Vogue monthly but | am not
married to the idea of following new trends constantly.
| used to.

| used to follow PLT.

Around once a week.

Sometimes.

To me it means that the product is responsibly sourced, environmentally
friendly, fair trade and economically friendly although can be expensive.

| do now.

| have noticed paperiess returns. | don't think | have noticed anything else.

I 'am not.

I would.

| have not.

Not sure.

| was not aware of this.

I don't.

| have tried to become more aware of fast fashion and the materials they
use due to environmental and ethical reasons. | would have to say no.

I do.

Are these retailers aiming to become more sustainable? | am interested to
see how the fast fashion industry develops as brands move towards a
more progressive and conscious way of operating.
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PARTICIPANT 8

Q1. The study is to clarify the consumers’ associations with fast fashion
brands their sustainable fashion efforts. | am keen to collect the relevant
information, wouid you be happy to disclose your gender?

Q2. Would you be happy to align yourself to an age category?
A} 18-25

B) 26-35

C)36-45

Q3. Would you consider yourself a person who keeps up to date with the
latest fashion trends?

Q4. Do you purchase clothing from UK fast fashion retailers, Boohoo, PLT
and Missguided?

Q5. Do you follow any of these brands on social media platforms? If yes,
which brands?

Q6. Over a monthly period, on average how many times have you
accessed these brands' social media pages or websites to purchase
clothing?

Q7. Do you notice any key words in relation to sustainability on these
retailers’ social media pages or websites? For example, clothing being
labelled as sustainable or using recycled materials?

Q8. What does sustainability mean to you?

Q9. Do you take consideration of the environment when purchasing from
fast fashion retailers?

Q10. With regards to Boohoo, PLT and Missguided, have you noticed any
changes in the way they operate? For example, paperless returns.

Q11. Are you familiar with Boohoo's ‘For the Future Collection'?

Q12. Would you be mare likely to purchase a collection due to it being
more environmentally friendly?

Q13. Have you come across PLT's ‘Special Wash Bag™? If yes, have you
or anyone you know purchased this product?

Q14. If you have consumer experience with Missguided, do you consider
them to be an ethical and environmentally friendly brand?

Q15. The brand promotes their 3 Pillars — Ethical Trade, Environment and
Animal Welfare. Were you aware of this?

Q16. Do you feel fast fashion retailers, such as Boohoo, PLT and
Missguided have educated you on the effects fast fashion has on the
environment?

Q17. Are you satisfied with the current state of the fast fashion industry? If
yes or no, why?

Q18. For the future of fashion, do you want to see a more sustainable

industry?

Q19. Any questions or comments relating to the topic in this interview
would be welcomed.

Female

18-25

Yes, | would say | keep up to date with fashion trends via social medias
such as Instagram and Pinterest

Yes
Yes, | follow all of the stated brands on Instagram

5 times per month

1 know misguided recently brought out a restyled collection which uses
recycled materials. However, in general, there is littie mention of
sustainabilty or environment for these brands

Sustainability is an important matter. The clothing industry can be
eextremely harmful through human exploitation and chemicals ruining the
environment

Usually no, as the discounts are difficult to turn down

1 have noticed these fast fashion retailers doing paperless returns which is
a great step for sustainability. However, a sustainable production process
should be a bigger priority in my opinion

Yes. | think it is great that fast fashion companies are aware of
sustainability

Yes. As the prices are still cheaper than full sustainable brands and | don't
feel as gulity purchasing.

I'have not heard of this, however | will research this.

No they are not ethica. The clothing can be poor quaity and prices can be
so cheap it almost seems impossible for them to have a sustainable
production process

No, I haven't seen these promoted before. It would be beneficial for them
to highlight this more as it could attract customers through increased value

No, they put very little on social media regarding the environment

1 think the fast fashion industry could be better. Itis great price wise for
lower income people, however, | think hundreds of items added sometimes
daily is unnecessary and could help the environment

Yes definitely. With more sustainable collections being designed and
promoted, hopefully sustainability will become a greater priority for people.
Sustainable fashion brands could also spend more on promotion as | see
less sustainable brands compared to fast fashion brands. This could help
to spread awareness.

N/A
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PARTICIPANT 9

Q1. The study is to clarify the consumers’ associations with fast fashion
brands their sustainable fashion efforts. | am keen to collect the relevant
information, would you be happy to disclose your gender?

Q2. Would you be happy to align yourself to an age category?
A)18-25

B)26-35

C)36-45

Q3. Would you consider yourself a person who keeps up to date with the
latest fashion trends?

Q4. Do you purchase clothing from UK fast fashion retailers, Boohoo, PLT
and Missguided?

Q5. Do you follow any of these brands on social media platforms? If yes,
which brands?

Q6. Over a monthly period, on average how many times have you
accessed these brands' social media pages or websites to purchase
clothing?

Q7. Do you notice any key words in relation to sustainability on these
retailers' social media pages or websites? For example, clothing being
labelled as sustainable or using recycled materials?

Q8. What does sustainability mean to you?

Q9. Do you take consideration of the environment when purchasing from
fast fashion retalers?

Q10. With regards to Boohoo, PLT and Missguided, have you noticed any
changes in the way they operate? For example, paperless returns.

Q11. Are you familiar with Boohoo's ‘For the Future Collection'?

Q12. Would you be more likely to purchase a collection due to it being
more environmentally friendly?

Q13. Have you come across PLT's ‘Special Wash Bag'? If yes, have you
or anyone you know purchased this product?

Q14. If you have consumer experience with Missguided, do you consider
them to be an ethical and environmentally friendly brand?

Q15. The brand promotes their 3 Pillars — Ethical Trade, Environment and
Animal Welfare. Were you aware of this?

Q16. Do you feel fast fashion retailers, such as Boohoo, PLT and
Missguided have educated you on the effects fast fashion has on the
environment?

Q17. Are you satisfied with the current state of the fast fashion industry? If
yes or no, why?

Q18. For the future of fashion, do you want to see a more sustainable
industry?

Q19. Any questions or comments relating to the topic in this interview
would be welcomed.

Male

A) 1825

Yes, | absolutely love keeping up with the fashion trends

Boohoo.

Yes, | follow all three of the brands because of my job | have to stay
updated with the trends.

Over 20 times.

| do see the word ‘sustainable’ used a lot nowadays.

Less plastic being used and less samples being made. Also organic
material or recycled material being used also plays a factor in
sustainability.

I should do yes, however a ot of fast fashion items are wrapped in plastic
which I do feel guilty about, however there is nothing | can do to change
this.

Yes | have noticed on ASOS when ordering Boohoo items that they now
operate with paperless returns which makes me feel less guilty, however
items still contain plastic wrapping!

No | have not heard of this. | think this should be promoted more.

Probably, yes. However, | have noticed these can sometimes be more
expensive.
Ifit's the same price then | would choose it over the regular collection.

No, I've not heard of this. However, this is a super cool idea.

1 do ot have any experience with this brand.

No | was not aware of this. | think the website should make this more
attractive.

No I do not. | believe all they are concered about is sales and getting the
latest celebrities to promote their clothing.

Yes and no. 'm happy that fast fashion exists and that we are able to buy
affordable clothing with quick delivery and free returns etc, however the
way they go about it, use so much plastic and waste material, as well as
sponsor so many celebrities and do so much paid promotions is one of the
down sides for me.

100%. | work for a fashion tech company which specialises in virtual reality
fashion showrooms where brands can meet buyers over the internet. Not
only does this help reduce carbon emissions by travelling to wherever a
physical fashion showroom may be, but it also helps the brands reduce:
their production costs and material waste as they do not have to make so
many physical samples. Over the last year with COVID, we have seen a
massive increase in fashion brands being forced to use virtual reality
technology like this and in turn wil continue to use it going forward. We-
hope that the fashion industry doesn't return to it's outdated and
unsustainable way of working.

N/A
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PARTICIPANT 10

Q1. The study is to clarify the consumers’ associations with fast fashion
brands their sustainable fashion efforts. | am keen to collect the relevant
information, would you be happy to disclose your gender?

Q2. Would you be happy to align yourself to an age category?
A)18-25

B)26-35

C)36-45

Q3. Would you consider yourself a person who keeps up to date with the
latest fashion trends?

Q4. Do you purchase clothing from UK fast fashion retailers, Boohoo, PLT
and Missguided?

Q5. Do you follow any of these brands on social media platforms? If yes,
which brands?

Q6. Over a monthly period, on average how many times have you
accessed these brands' social media pages or websites to purchase
clothing?

Q7. Do you notice any key words in relation to sustainability on these
retailers' social media pages or websites? For example, clothing being
labelled as sustainable or using recycled materials?

Q8. What does sustainability mean to you?

Q9. Do you take consideration of the environment when purchasing from
fast fashion retalers?

Q10. With regards to Boohoo, PLT and Missguided, have you noticed any
changes in the way they operate? For example, paperless returns.

Q11. Are you familiar with Boohoo's ‘For the Future Collection'?

Q12. Would you be more likely to purchase a collection due to it being
more environmentally friendly?

Q13. Have you come across PLT's ‘Special Wash Bag'? If yes, have you
or anyone you know purchased this product?

Q14. If you have consumer experience with Missguided, do you consider
them to be an ethical and environmentally friendly brand?

Q15. The brand promotes their 3 Pillars — Ethical Trade, Environment and
Animal Welfare. Were you aware of this?

Q16. Do you feel fast fashion retailers, such as Boohoo, PLT and
Missguided have educated you on the effects fast fashion has on the
environment?

Q17. Are you satisfied with the current state of the fast fashion industry? If
yes or no, why?

Q18. For the future of fashion, do you want to see a more sustainable
industry?

Q19. Any questions or comments relating to the topic in this interview
would be welcomed.

Male

Yes, | really enjoy keeping up the fashion trends. As a DJ | like to look to
ook the part. | look online for inspiration for the majority of my outfis.

Yes, | have shopped at Boohoo many times. Not so much PLT and
Missguided. However, | have ordered gifts for my partner off them.

Yes, boohoo man.

Once a week, | like to check weekly. Over the past year | have found
myself looking more due to boredom in the house with COVID-19.

Recently | have seen sustainable collection being promoted by Boohoo.

Something that lasts a long time.

No but | am starting to pay more attention to the impacts on the
environment.

1 have noticed that everything is sent via email so there’s less paper trail.

Yes, this is the one | have recently seen being promoted on the website.

Yes, | would. However, the clothing must be up to date and trendy.

No I haven't, seems like a good idea though. My girifriend would like that.

1 have purchased gifts from the brand once or twice. | would not associate
Missguided with being sustainable.

No, Ive never seen that before in my life.

No, | haven't seen much environmental posts on social media. However
the boohoo website is promoting sustainable fashion with their new
collection.

| am satisfied because these retailers are starting to make a change to
become more environmentally friendly.

I would like to see a most sustainable industry.

N/A
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