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What is the marketing mix? From 1949 to the present day, how did the marketing mix become one 
of the most vital analysis of any advertising campagin? Dare to be Hideous! An insight into an ethical 
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We take a look at how the marketing mix has become one of the most vital 
analysis of any advertising campaign over the past 70 years. 

What is the Marketing Mix?

Marketing Mix was a term that was developed 
by Neil Borden who started using the phrase in 
1949. “When building a marketing program to fit 
the needs of his firm, the marketing manager has 
to weigh the behavioral forces and then juggle 
the marketing elements in his mix with a keen eye 
on the resources with which he has to work” 
(Borden, 1984). However it was E. Jerome 
McCarthy who was the first person to suggest the 
four Ps of marketing which has become a 
famous technique to use when analysing 
marketing techniques. The four Ps include; price, 
promotion, product and place. 
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These four variables can be used whilst crafting a 
marketing stratergy or writing a marketing plan. 
The variables can change over time however in 
the short term it can be difficult to modify the 
product or place. There has been a number of 
changes to the 4Ps framework however the most 
interesting extension has come from Bernard 
Booms and Mary Bitner who included process, 
physical environment and people to the original 
framework therefore created the 7Ps which is 
now one of the core marketing concepts used 
today (Rafiq and Ahmed, 1995).

Figure 1: The Marketing Mix 
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P1 Product
The product is a fundamental factor within the 
marketing mix. It is the goods and/or services that 
the company offers to the target market. For the 
consumer, it is the physical item or a service that 
we buy or sell. 
The Product Life Cycle (PLC) is based on the 
biological life cycle of the product. You have four 
main stages: introduction, growth, maturity and 
decline. For example, VCRs are something that 
every 90s child grew up watching and using, 
however, these days you will rarely find one 
because they are on the decline especially with 
the rise of streaming sevices like Netflix and 
Amazon Prime or better technology like DVDs 
and BluRays that have HD content. 
The Customer Life Cycle (CLC) has many 
similarities to the Product Life Cycle, however it 
focuses on the creation and delivery of the 
product to give the best value to the customer. For 
example, suncream is advertised more in the 
media during the Summer months as it is needed 
and wanted by the customer more during this 
season than in Winter. 

Figure 2: Product Life Cycle

P2 Price
Price is what determines the companies profit and 
finance. The price should be competitive but that 
doesn’t mean it has to be the cheapest on the 
market. Smaller businesses can compete with 
larger comapnies as they can offer a more 
personal service and in some cases provide better 
value for money. The company should have a 
goal to reduce costs through manufacturing and 
effiiciency whilst still meeting the consumers’ 
needs of increasing the perceived value of the 
product and services benefits. 
A business should also consider pricing in terms 
of generating a profit. All of the other marketing 
factors are a cost to the company however price 
is what relates to the product/service that is being 
offered. In order for a business to make a steady 
profit the company should be working out the 
intial costs for the product or service and times 
that by three. The total is how much the business 
should be charging the customer. As Acutt points 
out “your pricing strategy should reflect your 
product’s positioning in the market and the 
resulting price should cover the cost per item and 
the profit margin” (Acutt,2019). 



P3 Place
Place is referred to has the channel, distribution 
or intermediary. The product should be avaliable 
in the right place, at the right time and in the right 
quantity. The place where customers can buy 
the product or service and the distribution of the 
product must be appropriate and convenient. For 
example, if the target market uses online websites 
to buy products or services then it is no good if 
your business doesn’t have a website as you are 
missing out on a large proportion of the target 
market. 

There are two types of distrubition: direct and 
indirect. Direct is where the producer and
consumer directly deal with the business in hand 
without any intermediaries. Indirect is where the 
distribution of products has involvement of 
wholesalers, retailers or other intermediaries. 

P4 Promotion
Promotion is the component within the marketing 
mix that will help build a reputation for the brand 
and in time increase sales. There are many 
different activities that marketers can undertake to 
inform consumers about their products and 
services. 

The business should think about the most 
successful marketing communications to attract 
the demographic. Promotion elements can of-
ten include: sales, advertising, direct marketing, 
personal selling, social media outreach, branding 
and public relations. It must gain attention, be 
appealing and send a consistent message to give 
the customer a reason to choose the product over 
any of its competitors. 

P5 People
People is one of the factors that was added to the 
original 4Ps. Everyone who comes into 
contact with the business plays a part in the 
service delivery and influencers buyers’ per-
ceptions. The two main people to consider are: 
employees and customers. Employees that are 
passionate about delivering the product and 
service will create a positive environment for 
the customer and hopefully leave the customer 
feeling as though the service has exceeded their 
expectations. The customer should always leave 
the brand, whether that is directly through face-
to-face, telephone or web communication, having 
received an excellent reputation.  

P6 Process
Process refers to the procedure in which the 
product or service is delivered including the 
operating systems. It can be a term used within 
business and marketing to describe the outcome 
in which the business wants to achieve or the 
interface between the business and consumer. 
From a customer’s perspective, they don’t care 
about the general runnings of a business but more 
that it works efficiently. 

P7 Physical 
  Environment
As a business you should consider the physical 
environment where the product is displayed, how 
it is displayed and where the servivce is delivered. 
There are many examples that conclude the 
environment: signs and logos, brochures, the 
website, equipment, buildings, interior design, 
business branding, annual accounts and reports 
and the atmosphere of the store.  
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“The management process responsible for
identifying, anticipating and satisfying customer
requirements profitably.”

- The Chartered Institute of Marketing (CIM, 2015)  

Marketing is...



Lucy & Yak are a two year old ethical clothing 
brand that sell a range of dungarees, 
boilersuits, jumpers and accessories such as 
socks and pin badges. As well as their own 
creations, they also stock a range of ethical 
products by other brands such as Zinc White, 
Hello Dodo, Primal Suds, Punky Pins and their 
newest addition, Sighh. 

They started their business from scratch by 
researching into who they wanted to make 
their clothes. Lucy and Chris travelled arouund 
various countries like China and Thailand but 
found a small family in India that had the same 
values as their own. Nowadays, the warehouse 
is a new factory that is clean, bright and has air 
contiditioning. The factory is powered by solar 
panels which means that a large percentage of 
the products is made usin g renewable energy. 
Lucy and Chris regularly visit the factories to 
find out more information about where the 
fabrics and materials are sourced from. 

Product
Lucy & Yak pride themselves on where they source the 
materials to create their products. They try to visit as 
many factories a possible that make the fabrics they 
use to be as transparent to consumers as they can be. 
Primarily, Lucy & Yak was a sustainable and ethical 
dungaree company, however, two years later they 
have added boilersuits, coats, belts, tote bags, t-shirts 
and socks to their collection. They regularly work with 
artists and designers to create limited edition 
dungarees. When a customer orders a product, it 
arrives in a biodegradable bag and wrapped in 
leftover material rather than plastic like other high 
street stores. This is to keep within their ethical stance. 
Their demographic are both men and women and they 
cater for a range of sizes ranging from XS to XL. 

Price
Lucy & Yak have a fair price point compared to their 
competitors. After taking into consideration the 
research and sourcing the fabrics and materials to 
create their products, the price is fairly reasonable. 
Dungarees start from £38, however, there are other 
products on the website that are averaging at the same 
price range as Topshop and River Island who don’t 
produce ethical and sustainable clothing. Their target 
market are millenials interested in making a positive 
change to the environment. They also offer customers 
to pay using Klarna which is a service to buy products 
and pay for them 30 days later with a helpful 
notification reminder. 
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Place
Lucy & Yak currently have one store based in 
Brighton, however, they do have a warehouse in 
Yorkshire and a studio in London. Although they 
are a UK brand, they are also avalaible to ship 
internationally via their website or Depop. 

Promotion
In comparison to other brands Lucy & Yak heavily 
promote themselves across social media however 
I believe that word-of-mouth is what has increased 
Lucy & Yak’s audience and reputation. They are 
one of very few brands that pride themselves on 
being as transparent as the whole creation process 
that I believe makes customers fall in love with 
the brand over others. They have a friendly and 
responsive prescence across social media because 
the products do all the talking for them. Lucy & Yak 
engage with their customers on a more personal 
level by asking many questions and getting 
customers involved in certain topics every week. 
They promote their products by sharing videos on 
new additions with styling advice and how to tie 
the dungarees up. They also include vital sizing 
infomration which I believe is important when 
shopping online for clothing products.   

Process
Lucy & Yak take responsibility in sourcing ethical 
and sustainable friendly materials to curate their 
products. Their aim is make a positive impact on 
the environment when producing clothes. Lucy 
and Chris take the time out to visit where the 
materials and fabrics are being sourced in order 
to gain a better understanding and share this 
experience with followers. 

Physical Environment
The Lucy & Yak Brighton store is bright and airy 
giving a rather Urban Outfitters feel to it. There is 
exposed wood and wooden hangers which only 
adds to the ethical values. The walls are white and 
bright making it easier for the products to be 
recognised and easily searched through. The 
changing rooms is colourful but bare so that the 
whole store doesn’t feel cluttered. The warehouse 
and studio are colourful, fun and retro making it 
entertaining and enjoyable to work there. 
Lucy and Chris wanted to make sure that the 
working environment in the factory is comfortable 
and relaxing to work in. They’ve recently added 
solar panels to the factory and air conditioning to 
improve working conditions at the factory over in 
India. 
The website is simple and easy to use by customers 
shopping online where they can find a lot of 
information abou the products and plenty of clear 
photos to promote the clothing. 

People
Lucy & Yak are a small brand with around 20 
people who work within the Brighton Store and 
HQ. Their employees are easily found on 
Instagram and are quick at replying to customer 
service related questions. This is important when 
building a positive brand reputation. Their 
consumer base doesn’t neccessarily follow fashion 
trends but much rather wear clothing that are 
ethically sourced with the majority of the 
demographic being aged 18-35 including men 
and women.          9



Innocent Drinks is a London- based company 
that sell natural smoothies and juice drinks 
that are avaliable in supermarkets, cafes and 
other various outlets. 

Innocent was originally started in 1999 after 
selling smoothies at a music festival. There 
was a big sign asking people if they thought 
founders, Richard Reed, Adam Balon and Jon 
Wright, should give up their jobs in 
advertising and communication to make 
smoothies. They asked festival goers to throw 
their empty bottles in one of two bins: one 
with ‘Yes’ and the other with ‘No’. By the end 
of the weekend, the ‘Yes’ bin was full so they 
resigned from their jobs. 

Product
Smoothies are Innocent Drinks primary products 
currently avaliable in seven different flavours: 
Magnificent Mango, Seriously Strawberry, Totally 
Tropical, Vanilla & Raspberry Ripple, Gorgeous 
Greens, Cinnamon & Banana Split and 
Pomegranate Magic. The products are made from 
crushed fruit and juices. In 2014, they introduced 
Super Smoothies that consists of blended fruits, veg, 
botanicals, flax seeds and vitamins. Other products 
that Innocent have avaliable are: Dairy Free Milks, 
Innocent Bubbles, Coconut Water, Innocent 
Refreshers, Innocent Kids and Juice.
The market for pre-packaged smoothies was 
reletvaly new however the company continualy 
introduced and launched new flavours and products 
therefore enhancing brand awareness. As stated by 
Tidd & Bessant (2018), the successful development 
of a company does not depend on the 
management’s ability to forecast but rather the 
knowledge of new technological opportunities and 
their commercial potential, and strategic poistioning. 
New ideas can’t be identified immediately without 
trial and error hence why the founders of Innocent 
used their products on a potential audience to gain 
vital market research information and feedback. 

Price
The average price of an Innocent Drinks 
product is between £1.50 - £3 which has 
stayed the same since they were first introduced 
to the market at £1.89. Personally I think that 
they have produced a fair price for a company 
that is interested in providing ethical and 
sustainable products to its customers. The 
majority of consumers look at a high price and 
view that as a guarantee of good quality.  

Place
Innocent Drinks are avaliable online and from 
most retailers such as Sainsbury’s, Tesco, Boots, 
Asda, Co-Op, Morrisons etc. They are avaliable 
within the European market like France, Spain, 
Italy and Germany. At some restaurants you can 
find Innocent Drinks products. 
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Promotion
Promotion is the ‘marcoms’ (marketing 
communiciation) tools including PR that you use to 
ocmmunicate the other P’s, create a positive dsales 
environment, drive sales and builds brands (Morris 
and Goldsworthy, 2012). Similar to other small
 business brands, in the early stages Innocent used 
one-off promotional events then later introduced 
charitable events such as ‘the big Knit’ where 
individuals knit small hats for Innocent bottles. For 
ach smoothie that is sold, 25p is donated to Age UK 
every year to help older people during the winter 
months. Since it began in 2003, there has been 7.5 
million hats donated and raised £2.5 million for 
Age UK. 
Another crucial factor of Innocent’s success is their 
successful copy across their online presence 
including the website and the humourous Twitter 
feed that regularly receives many comments and 
retweets. Compared to other brands in the drinks 
sector, Innocent don’t rely on TV commercials, 
posters and other traditional advertisements and 
prefer to increase brand awareness at events and 
online. 

People
Innocent have nearly 700 employees that 
work in their London office. They offer 
employees training and promotion whilst 
on the job and help with scholarships each 
quater. They have a large consumer base 
particularly because of their fun and 
friendly customer service. 

Process
 Innocent prides themselves on creating ethical and 
sustainable products. The new bottles that were 
created in 2018 are made up from 50% recycled 
plastic, 15% plant plastic and they are working on 
making the rest renewable by 2022. Innocent Drinks 
were created to create natural and healthy 
smoothies that are aimed for consumers with busy 
lifestyles who still want to get there five-a-day. 

Physical 
Environment
Customers can find Innocent products within 
fridges, shelves and fruit shelves that are 
around eye level within retail stores. Lihua 
states that eye level is where a produce sells 
best for adult consumers. “Products receive 
35% greater attention than those at lower 
shelves” (Lihua, 2016). After researching into 
the visual merchandising of shelves within 
supermarkets and other retail stores, I’ve 
noticed that the upper shelves are reserved 
for the most profitable products whilst the 
cheaper and usually supermarket branded 
products are found on the lower shelves. 
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Lazy Oaf was founded by Gemma Shiel in 2001. 
The brand started as a stall in Siitalfields Market, 
London selling screen printed men’s tees adorned 
with quirky illustrations. Gemma’s inspiration 
comes from nostalgic childhood memories as well 
as teenage years in the 90’s. As described in 
Drapers, the “tongue-in-cheek” designs appeal 
greatly to those interested in fun, colourful 
fashion. Lazy Oaf are stocked around the world 
and worn by the likes of Zoe Sugg, Little Mix and 
James Franco. The latest collaboration has been 
Dr Martens but they’ve previously had 
collaborations with Hello Kitty, Looney Tunes and 
Batman. 

Product
Lazy Oaf design a range of streetwear and 
accessories for women and men that feature bold 
colours, graphic prints and play with a weird but fun 
sesne of humour. The brand has an eclectic choise 
of style inspired by youth nostalgia, 90’s fashion, 
rebellion and the sense of being different by 
confrontinig the ‘norm’. As well as streetwear 
collections, Lazy Oaf collaborates on projects with 
other artists and creatives similar to Lucy and Yak. 
The products are mostly avaliable online however 
they do have a physical store based in Soho, 
London.  The brand does not use animal fur, 
mohair, angora, cashmere, racoo or down 
feathers in any of their products and have made 
steps towards creating products thar are free from 
plastic and use more sustainable materials and 
fabrics. This year, they are hosting their first Lazy 
Oaf Swapping Event for customers to swap clothes 
encouraging the recycling and reuse process. They 
have a range of t-shirts, jeans, trousers, skirts, 
dresses, pinafores, shirts, jumpers and shoes 
avaliable in sizes Small, Medium, Large and 
XLarge. 

Place
Lazy Oaf currenty only have 2 stores; one 
based in Soho and the other in Shoreditch 
however they are also avaliable to customers 
online through their own website and retailers 
such as Dollskill, Urban Outfitters and ASOS 
that stock other brands including Lazy Oaf. 



Price
Compared to other high street fashion brands, Lazy 
Oaf have quite a high price point. I do believe that 
this reflects the quality of clothing with tops and 
t-shirts starting from £35. The majority of their target 
market are millennials and younger shoppers, 
however, I do believe that their price point is also 
aimed at the middle-upper class customer.  

Promotion
Similar to many other fashion brands, Lazy Oaf 
rely heavily on social media to promote their 
clothing. They have a blog, Tumblr page, 
Twitter, Instagram and Facebook page. They have 
a strong and bold personality across social media 
whereas their blog has an editorial feel to the site 
making customers feel as though they are entering 
the Lazy Oaf world. They heavily rely on 
influencers and customers to share their 
products to promote Lazy Oaf. Across social 
media, they have a humourous and weird but cool 
tone of voice to the content that is posted on a 
daily basis. 
  

Process
Lazy Oaf want to create a happy and 
responsible product. They aim to reduce the 
negative impact through every part of the 
creative process of making a product from the 
environment right through to the customer. They are 
constantly trying to improve their process from 
concept and development to factory floor and 
product launch to become more sustainable and 
responsible. 

Physical Environment
Lazy Oaf have two stores; one in Soho, London 
and another in Shoreditch, London. Both of the 
stores are colourful, bold and fun. The vibe you 
get is a like walking into a retro 90’s childrens 
programme. The music that they play is quite loud 
and upbeat. The tend to play unusual music that is 
not usually in the charts which I think makes them 
different to competitors. For example, Topshop 
plays chart music whilst Monki doesn’t play 
anything unless they are holding an event where 
they would have a DJ. 
Customers can also find Lazy Oaf online through 
their website. When looking at the website they 
usually advertise free shipping/delivery and 
more recently, the extended sizes avaliable in the 
UK. They have an interactive website making the 
customer find the experience enjoyable with eyes 
that move to where the curser is pointing at and a 
finger guiding the customer back to the top of the 
page whilst browsing the products. 

People
Lazy Oaf have 47 employees that work across 
their London stores and HQ. They have a consumer 
base that is interested in fun and unique streetwear 
fashion and consists of millenials and young people 
aged 18-30. I believe their customers are fashion 
confident wanting to make a stand against 
following the trends. Lazy Oaf customers are loyal 
to the brand and usually return at the release of 
new collections. 
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Product
Spotify is a streaming music service that is 
avaliable to customers across technological 
devives including phone, tablets and laptops. It 
is free to use however there are a small number 
of premium options for Spotify that enables 
users to access exclusive benefits such as 
advertisement free streaming, higher sound 
quality and the offline usage. 
As stated in a recent article from Business of 
Apps, there are 217 million active Spotify users 
and 100 million of these are Spotify Premium 
subscribers. The average subscriber plays 40 
unique artists per week and spends 25 hours 
streaming music per month (Iqbal, 2019).  
There are full albums and playlists of music 
avaliable to users. They can personalise their 
playlists, share with friends and find new 
music through recommendations. Spotify 
playlists are refreshed weekly and the 
Discover Weekly is personalised to the user 
based on the genre of music they’ve been 
listening to the most. 

Price
Spotify is available to users for free however there 
is a paid membership option. Other online 
streaming sites offer a similar kind of option 
making it hard for Spotfiy to compete wiith price. 
They compete with their competitors by focusing 
more on the quality of service provided to make 
their product a better value for money. For the 
price, there is no comparison between traditional 
CDs and vinyls to the offer of unlimited access to 
over 40 million tracks. 
The free service have advertisements inbetween 
their tracks, usually after about 30 minutes of 
music. The money they make from their ads is part 
of their revenue. Whereas Premium subscribers 
have additional features. 
There are 10 different types of advertising 
formats: branded moments, sponsored playlists, 
sponsored sessions, video takeovers, audio, 
display, overlay, homepage takeovers, branded 
playlists and advertiser pages. The adverts vary in 
size, type and user engagement. 

Place
The service is offered online and can be accessed 
anywhere at anytime. Songs can be downloded 
to be listened to when there is no internet access 
avaliable however this is only part of the Premium 
service that Spotify offers. Additionally, they can 
offer around the clock access to newly released 
tracks and albums as there is no waiting time for 
shipping unlike traditional CDs and vinyls. Users 
can access Spotify from desktop, mobile or tablet 
apps and the website. 
Spotify have offices in 19 locations globally. 
They are: Belgium, Germany, Canada, Denmark, 
Spain, Finland, France, India, Italy, Netherlands, 
Norway, Poland, Sweden, UK, Singapore, Hong 
Kong, Mexico, Japan, and USA. 

Spotify is a Swedish streaming service that 
was founded in 2006. The company’s primary 
business is to stream music and podcasts from 
record labels, bands and upcominig artists. 
The platform was originally launched on 7th 
October 2008 and provides access to over 50 
million tracks. It was founded by Daniel Ek, 
former CTO of Stardoll, and Martin Lorentzon, 
co-founder of Trade Doubler. The name Spotify 
came from an etymology of ‘spot’ and identify’.

As described on their website, they provide 
“music for everyone. millions of songs. no 
credit card needed” (Spotify, 2019). 
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Promotion
Promotions are avaliable for both its users and its 
adveriters. Spotfiy have built up a strong 
reputation amongst users by running various 
promotions over the past couple of years. Some 
of the common promotions have been: three 
months free premium service for 99p, a free 
30-day Premium trial before paying £9.99 per 
month, students can receive 50% and Family 
Plans can have up to six accounts on one bill for 
£14.99. A lot of their promotions come from users 
sharing it with friends through word-of-mouth and 
social media. 
For artists: they can promote music, share their 
story whether its how they started out or 
infomration on tours and concerts. They can 
include artist music in the Release Radar playlist 
as well. Artists can also promote a new album 
release through a notification feautre to 
listeners who follow their accounts. 
For advertisers, they can choose whether to 
upload an audio or video ad as well as renting 
out the homepage for a full day or have the 
business featured on the advertiser page.  

People
Spotify have nearly 5,900 employees working 
across their offices however compared to the likes 
of HMV who are a traditional music provider they 
don’t offer physical touch points. Customers can 
contact them when there is a issue however that 
would be through social media or email rather 
than telephone. They aid users to access the Help 
site or Communiity section of the website before 
contacting customer service. 
In terms of their demographic and as stated in 
Iqbol’s artifcle, Europe has the highest percentage 
of users and subscribers with North America and 
Latin America following closely behiind. Spotify 
is the most popular with under-30s however the 
highest age bracket is 25-34 closely followed with 
18-24 year olds.  

Process
Users create an individual profile to listen to their 
own taste of music. They can begin to follow other 
users, artists, playlists and save albums to their 
profile. Users can generate playlists with their 
favourtie songs and share this amongst friends. 
Spotify itself provides weekly playlists for users 
based on their algorithm and updates their own 
playlists with automated music recommendations 
weekly. Artists can upload music for streaming 
where the whole process is personalised for each 
specifiic customer.  

Physical 
Environment
Their physical environment comes from the users 
phone, tablet or laptop that enables the Spotify 
app to be downloaded for free and used inline 
with an account. The website and app have a 
easy-to-use interface and a significant logo that 
can be identied globally. Usually the logo is a 
shade of green with either black or white which 
signifies powerful, sleek and good quality products 
which I believe matches Spotify’s aims. 
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Uncaptive is an eco friendly, ethical fashion 
company based in the North of England. It was 
started in August 2016 by Declan and Itala who 
both have backgrounds in design. The idea of 
Uncaptive was simple - they wanted to create a 
T-shirt line around veganism that was original, fun 
and informative. 
They created 10 informative and orignal vegan 
related designs that was screen printed onto white 
t-shirts to sell online. They exhibited products at 
festivals, fairs and markets on the weekends and 
noticed that people and consumers were 
questioning where the clothes came from. 
In 2017, they changed the range to organic and 
only sourced products from certified ethical 
manufacturers. Since then, a bamboo clothing 
range was added and some clothing made from 
recycled plastic bottles. 

Product
Uncaptive have a range of different products within 
their stores both in Newcastle City Centre and 
Tynemouth. The main products include T-shirts, 
sweatshirts, cotton bags, scarves and bamboo 
socks. They also have plastic free living essentials 
such as natural soaps and bamboo toothbrushes. 
When a customer buys a product, they are handed 
a card with the shop details on made from recycled 
paper and the product in a paper bag so customers 
can recycle it more easily. Uncaptive share their 
items at over 150 festivals and markets around the 
UK. Their products are avaliable for men, women 
and children and cater for a range of small to 
midsize sizes. 
The Uncaptive designs are all original and created 
in-house. Products are then screen-printed locally 
onto ethically sourced products. 

Price
Uncaptive have a price point that competes with fast 
fashion and compared to other ethical brands they 
are quite affordable and aimed towards the middle 
class market. T-shirts start from £17.99 whilst jeans 
are reaching up to £79 which I believe is aimed 
towards a different market. I do believe that the 
price point for their products are reasonably fair 
due to the process that goes into making the 
products for customers. 
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Place
Uncaptive have two stores; one in Tynemouth 
and one at the STACK in Newcastle City Centre. 
Although they are an independent brand based 
within Newcastle, they do have a website where 
customers can access and purchase products. 

Promotion
Uncaptive is a reasonably small brand therefore 
the promotional techniques aren’t as regular as 
other brands. They rely on Instagram and 
Facebook to advertise and promote products and 
eco friendly ways to improve the fashion industry 
which is accessible to customers. 
They have created two groups on Facebook for 
those interested in sustainability and ethical living. 
These are called Sustainable Fashion Meet-up and 
Ethical Lifestyle Group by Uncaptive. 
Unlike other brands, Uncaptive do use festivals, 
fairs and markets across the UK to share their 
products and expertise in eco friendly and 
sustainable fashion. 

Process
Uncaptive has recognised that fast fashion has 
taken over the high streets and how much this has 
affected the planet, from sweatshops and child 
labour to pollution, global warminig and animal 
cruelty. They have used artistic and ethical 
business practises to support a positive change to 
go towards building a sustainable future. Their core 
values include making sustainable and ethical 
clothing that is accessible to everyone. Uncaptive 
are a socially and eco conscious brand that are 
motivated in finding new and innovative ways to 
tackle fair trade, fair labour, animal well-being and 
environmental issues related to producing clothing. 

Physical Environment
The Uncaptive store is very simplistic and small. 
They have incorporated a bit of style into the store 
by using recycled wood to add texture and kept 
it plain white to really promote the products. They 
used copper rails to hang products on, wooden 
hangers and open light bulbs to add a urban vibe.  
Unfortunately they don’t have a changing room 
for customers to try on clothes which I believe is a 
disadvantage to the store. 
The factories that make their clothes are founding 
partners in the Ethical Fashion Forum and work 
within the International Labour Organisation and 
Fair Wear Foundation guidelines.  
The website is simple and easy to use by customers 
shopping online.

People
As you can imagine, Uncaptive are a small brand 
with limited employees. The opening hours of the 
store aren’t as long as high street stores, however, 
they are quite responsive over on Facebook 
messenger. Their demographic are consumers 
interested in ethical living and vegan friendly 
fashion products who have a steady income.



Airbnb was created when its founders couldn’t afford their rent 
in 2008 but, nowadays, the site has over 100 million users with 
2.3 million listings. The founders wanted to create a community 
where anyone can belong anywhere and aims to give customers 
an authentic, diverse, inclusive and sustainable way to look for 
travel and accommodation. Airbnb uses technology 
economically to unlock and monetize spaces for millions of
people in 191 countires and regions across the world. 

Experiences was introduced for customers to access local 
communities, activities and interests ran by hosts. The 
people-to-people platform benefits from stakeholders including: 
hosts, guests, employees and communities. 

As explained by CEO of digital marketing agency Single Grain, 
Eric Siu explains that their marketing strategy is aimed at 
travellers and hosts. Digitally, it primarily relies on images and 
videos across social media platforms created by platform users 
and popular city guides. Their instagram account has a mix of 
humor and images of travel locations from around the world. In 
2015, the Instagram campaign received 13.3 million interactions 
and followers increased by 341% (Siu, no date).

Product
Airbnb is a website that helps consumers and 
users booking hotels, hostels and other 
accommodation. They operate in a B2B market 
meaning that the service that they offer to hosts 
have a value proposition of ‘earning money to 
fund their own passions’. For travellers, they offer 
the ease of finding accommodation suited to their 
needs or experiences such as diving, cooking or 
art lessons. They also offer two options for hosts; 
host alone by listing their property or rental for 
guests or co-host with others by sharing 
responosibilities with them. Airbnb offer 
supplementary service of protection plans so 
hosts can then set prices for the place or service 
offered. As well as this service, Airbnb act as 
a broker providing hosts with an estimate on a 
similar listing based on type, location and guest 
capicity. Therefore all communications and 
transactions between the guest and the host is 
through the portal.  

Place
Airbnb was founded in San Francisco in 2007 with owners turning their living room into a bed & 
breakfast. As this idea grew in popularity, they created a website offering short-term accommodation 
who found hotel bookings expensive or couldn’t find a booking. By 2009, the website expanded from 
air beds and shared spaces to other properties like entire homes, castles, boats and various 
‘experiences’ for travellers. To date, they provide access to accomodations and experiences in more 
than 191 countries through its web portal. The site can also be accessed through digital platforms 
therefore it has a strong global reach.  

Price 
As most other brands relying on a online service, 
Airbnb generates revenue by charging a service 
fee from the hosts. The website doesn’t charge 
anything for its services offered from the travelers 
or the consumers directly. Depop and eBay are 
other brands that does this by charging a small 
fee for using the service to sell items through 
the site/app. “Airbnb charges hosts 3% fee that 
covers the cost of processing payments” (Marte, 
2015). Hosts also have the option of promoting 
through Ad campaigns such as Google Ads where 
they can be charged 12-15% based on the Ad 
type. Due to the service, the money is transferred 
to the hosts 24 hours after the guest checks in. 
They also have various standard cancellation 
policies which they can choose from with different 
guidelines for refunds in case hosts or guests 
cancel bookings before arrival or after their 
arrival. 
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Promotion
Airbnb is promoted through various 
marketing channels however the majority is 
through social media and TV adverts. They 
successfully advertise through the power 
of communicating the value of ‘living like 
a local’. It uses geo-localised strategies to 
promote the content relevant to a given 
location. For example, if Instagram 
recongnises that I’ve been searching for 
holidays and Iceland then a sponsored 
post from Airbnb with accomadation based 
in Iceland will appear down the feed. They 
manage to do this by using social media 
analytics to target relevant customers. As 
well as this they offer support and 
donations for various causes such as 
offering free accommodation for people 
displaced by Superstorm Sandy in New 
York. An additional promoting technique 
for Airbnb is providing sponsorship to 
various events and partnered with 
other agencies for brand visibility. 

People
Airbnb is a platform that is used by more than 200 
million guests. To manage such a large customer base, 
there is 3,100 employees worldwide responsible for 
the service delivery. There are offices in a number of 
countries including: UK, China, Germany, France, India, 
Brazil, USA, Japan, Netherland, Italy, Canada, Spain 
and UAE. Unfornately, they don’t offer direct customer 
service for hosts or guests as it is all done through the 
Airbnb help center and several FAQ pages. The Airbnb 
help center can only be contacted via email in case of 
an emergency. 

Physical Environment
Airbnb has no physical location that can be 
visited. The entire process for guests and hosts is 
through the digital platform. The application 
currently has a rating of 4.8/5 on the iOS App 
Store and 4.6/5 on Google Play Store. The 
guests and hosts can provide reviews for each 
other at the end of the stay which helps improve 
their credibility on the platform. 

Process
The service is a combination of people processing 
and possession processing. Airbnb are tangible and 
relies on customer experience. Booking involves 
the guests to verify their respective identities first 
through an account, Face ID or fingerprint to access 
services of Airbnb. The hosts invitie bookings for 
their listings on the marketplace. Guests can contact 
hosts before finalizing their booking through the 
platform. The platform ensures that hosts and guests 
can’t share their contact details to prevent loss of 
revenues for Airbnb. After the booking is complete 
and the guest has paid for it, payment to hose is 
made deducting a service fee. The guest or host can 
cencel the booking by following the correct 
cancellation policy.

Create a demand for the product/service that is 
being offered by finding a topic related to the 
business sector that is interesting. Airbnb 
crowdsourced the hotel business for interesting, 
global content related to travel sites therefore the 
content generated interest and money followed. 

Top Tip!
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LUSH is a organic skincare and beauty brand 
founded by Mark Constantine and Liz Weir in 
1995. They pride themselves on creating cruelty 
free cosmetics within the retail sector that is full of 
natural ingredients. Over the past couple of years, 
they have made a pledge to create 
products using less packaging which has 
increased their popularity with customers who are 
wanting to make a positive step towards reducing 
waste and packagaing within the environment. 
They have grown within the market as they 
continue to introduce new and innovative products 
to customers. 

Product
The tag line ‘Fresh Handmade Cosmetics’ 
explains to customers what products they can 
expect from  buying with LUSH. They are the
 creators of natural hair and beauty products 
including: bath bombs, bubble bars, soaps, 
shower gels and haircare. They are the pioneers 
to the first solid shampoo bar. They’ve also 
added makeup and perfume ranges sometimes in 
collaboration with Gorilla Perfumes. The products 
are all made with natural ingredients and 
essential oils to limit the chemicals and 
perservatives that are found in other products 
produced in the market.
In 2009, LUSH opened its first spa where 
treatments were offered to customers for 
massages to release tension and boost their 
moods depending on the type of fragrance they 
had choosen prior to the treatment. 
They often release products to help earn 
money towards a charity which in most cases is 
a bath bomb. For example, in 2015 Lush raised 
£275,000 from the worldwide sale of the 
‘GayIsOK’ soap. In 2007, they released the 
Charity Pot where each pot donates a bit of 
money towards the chosen charity on the pot. 

Price
The company have taken into consideration the 
price point of their products in comparison to 
competitors. They have priced the products from 
£2.95 upwards due to the premium standards of 
developing their products. They’ve kept expens-
es down by reducing packaging that also re-
mains within the values of the brand. LUSH is a 
luxury item that is bought when customers want 
to treat themsleves. 

Place
LUSH have a global presence with stores across 
more than 50 countries and on estimate 800 
stores. The first store was in Poole, England 
and rapidly grown. LUSH make their products 
by hand therefore have factories based in the 
UK, Croatia, Toronto, Canada and Germany to 
source the products. 
The products are avaliable via retail stores and 
on their website.
They currently have eight stores with spas 
avaliable to customers, these are based in: 
Poole, Cardiff, Leeds, Liverpool, Edinburgh, 
London Oxford Street, Birmingham and Bath. 
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Promotion
LUSH is a brand that uses innovative ways to 
promote their products. In previous years they’ve 
used a range of eye openinig public campaigns 
such as their ‘Go Naked’ where staff stripped off 
to raise awareness of the famage plasic packaging 
can do to the environment, a collab with Vivienne 
Westwood who designed a knot-wrap made out 
of 100% organic fabric (Flood, 2018) and their 
most recent campaign ‘Shark Attack’ aimed to save 
sharks from slaughter on World Oceans Day 
(Starostinetskaya, 2019). Quite often the 
campaigns that LUSH go through to make a stance 
against political topics to do with human rights, the 
environment and ethical products are found on 
online news outlets such as The Sun and BBC News.  
For a long time, LUSH promoted products, new 
releases and campaigns across social media with 
Instagram, Twitter and Facebook being just a couple 
of clicks away to reach excellent customer service 
however in a company statement released earlier 
this year LUSH is moving away from social media 
(McCarthy, 2019). They have released a new app 
to deal with customers directly, educates customers 
and topics and promotes products. 

People
LUSH employees are well trained in the products 
and benefits that they give customers. They 
demonstrate products regularly in-store to 
provide new customers with a better and more 
personalised shopping experience. It makes 
customers feel valued when they walk into a store 
and builds up a reputation for the company as 
employees are the face of any organisation. There 
uniforms are simple and sleek, usually black and 
white. Customers can contact them when there is 
a issue via the app, website or in person as they 
currently don’t use social media to promote their 
products and services any more. Customers can 
contact stores directly via Instagram or face-to-face 
communication. 
The target market is primarily women who are in 
their early 20s interested in vegetarian or vegan 
products and values where their products come 
from. Although this is quite specific, this kind of 
customer makes up the majority of LUSH’s 
demographic. 

Process
Products are developed and created via customer 
feedback and satisifcation. LUSH spend a lot of 
time catering for what their customers are 
requesting. The majoirty of their products are 
suitable for vegetarians and/or vegans and very 
all the packaging can be recycled and reused. 
They follow the ‘customers are always right 
policy’ where if there is a disagrement it can 
easily be sorted out through 
exchange or gift card. 
As mentioned previously, LUSH 
take the time out to educate 
customers on politcal and 
envionmental issues and 
raises awareness to inform 
customerson things that can 
make a positive impact 
on the world. 

Physical 
Environment
The vibe you get when walking into LUSH is 
portrayed as being a postivie one with an 
emphasis on how friendly their staff are. The 
stores have a strong scent of smell with all the 
products that is being sold and you can usually 
see bright and bold colours that can be spotted 
easily when walking down a high street. Stores 
are given a retro and natural look with black 
boards and chalk to advertise the name of the 
product, description and price. During 
Christmas periods, they usually have little elves 
as staff and Christmas music playing. 
The website is easy to use with large text and is 
distinct to the LUSH branding that everyone 
knows and loves.



Hideous is an independent northern based ethical brand that sells a range of products that is ethically 
created from a renewable energy powered factory using 100% GOTS certified organic cotton. None 
of their designs can be found on the high street which I think is quite unique in comparison to other 
fashion brands. I was lucky enough to speak to the owner and designer of Hideous to dig a bit deeper 
into the Hideous brand and what makes it different to others within in the UK. 

Who are you? How many people work for 
Hideous? “This is Mr Hideous, the owner and 
designer of Hideous. I am unable to reveal my 
identity or any of the Hideous team due to privacy 
reasons!” 

Where did the idea come from? Why did 
you want to create an ethical clothing 
brand? “The Hideous brand was started in 2016 
for several reasons:-
• Firstly, a rebellion against the “fast fashion” 

mass production fashion process where you 
can walk into certain places on the high street 
and find t-shirts for £2.00. If you think about 
it, this should not be possible and will mean 
that someone in the production/manufacturing 
process is not being treated fairly. 

• Secondly - The reason for the name Hideous, 
was inspired by comments that Mr Hideous 
would receive from friends and colleagues due 
to his outlandish and extravagant “dandy” 
style. He would often hear the comment, “that 
is a hideous shirt” etc.

• Thirdly - Hideous is a cool word. And because 
of all the care and ethical thought which goes 
into every Hideous product, it provides a 
dichotomy, as it means that one of the most 
ethical fashion brands in the world is called 
Hideous.”

How much has it grown since you began? 
“Since beginning in 2016, the Hideous tribe has 
grown substantially and we now have members of 
the Hideous Tribe all over the world.”
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Can you tell me a bit about the products 
that you sell? What makes them different? 
Why should customers buy them? “Hideous 
produces various styles of t-shirts, baseball shirts, 
sweatshirts, hoodies, tote bags, vests and there is 
also a children’s design. One of the main 
reasons why Hideous is different is that everything 
is produced from organic cotton. We have quirky, 
unusual designs and if a customer purchases from 
Hideous, they can be assured that every item is 
ethically produced in a renewable-energy powered 
factory, using 100% GOTS certified organic cotton 
and not available in shops. We operate a circular 
economy where old designs can be returned to us 
for recycling in exchange for store credit.”

I understand you don’t have a physical 
shop, why have you chosen this? Have 
you got any plans in the future for a 
physical store? Do you want to sell within 
other companies? “Unfortunately, ‘real-life’ 
shopping has been in severe decline over recent 
years due to the majority of people shopping 
online, which has resulted in hundreds of high 
street shops and businesses closing. Therefore, it 
seemed only natural that Hideous was an online 
product. However, Mr Hideous would definitely 
consider ‘pop-up’ stores in locations such as 
Newcastle and London in the future where the 
Hideous tribe could have a sensory experience. 
There are no current plans to sell through other 
companies, although Mr Hideous does admire all 
of the other companies and businesses who are 
attempting more ethical practices.”

What platforms do you use to promote 
your products? Do you think they work? 
Do you use any traditional mediums to 
promote your products? “Hideous only uses 
our official website for sales of products. The 
products and website are promoted through social 
media channels as we have a Facebook, Twitter 
and Instagram pages which have all been 
successful. We have also used advertising on these 
platforms.”

Each brand has a different way of 
processing an item of clothing before it 
lands with the customer. Is there anything 
that you do that is unique or different? “As 
touched on previously, all Hideous products are 
made from 100% GOTS certified organic cotton. 
They are produced in an ethically accredited 
renewable-energy powered factory. All designs 
are made to order, meaning no waste. Every 
product has a traceable supply chain where the 
customer can see the journey of their product 
from seed to finished product. The organic cotton              
production process uses a recirculation water 
system where waste water is settled, filtered and 
cleaned to be used again, it is a closed loop. Also 
any waste seeds from the organic cotton 
production are pressed into cakes to use for cow 
feed. The cotton farmers get a price for their 
cotton which is guaranteed by the government.
All orders are sent out in recyclable paper 
packaging and customers can send back their old 
products for recycling in exchange for store credit, 
operating a circular economy. We believe that we 
have the world’s most ethical production process. 
Additionally, over 90% of our orders go out the 
same working day.”

What kind of audience makes up the ma-
jority of your demographic? Was this your 
original target market? “Originally it was 
thought the demographic for Hideous designs 
would be 16-30 year olds who enjoy casual quirky 
streetwear. However, due to the recent negative 
publicity regarding ‘fast fashion’, mass production 
and waste, we have found we are 
attracting a wide range of consumers who are 
more aware of buying ethical products. We also 
now have a children’s design which has proved 
very popular. Anyone is welcome to the Hideous 
Tribe.”
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THE GOOD, BAD & 
UGLY OF CONSUMER 
BUYING HABITS
I have interview three consumers who are from my intended target market to gain more of an 
understanding about their buying habits, see what is important to them when engaging with a brand 
and what makes them so different. 

Hey, can you tell me a bit about 
yourselves? Do you work, go to college or 
University?  
Jess: “I work full time and do my blog/Instagram 
on the side.” 
Luke: “I’m Luke, I am a visual merchandiser from 
Marks and Spencer but I also hasve my own 
fashion and lifestyle blog.”
Lauren: “So I’m currently between jobs an 
primarily earning money from my blog and 
Instagram! I have a qualification in Marketing but 
I’m not sure I want to pursue it further.”

What are your favourite high street shops 
that you tend to buy from? 
Jess: “I mostly buy online from places such as 
Missguided, Boohoo and PLT however if I’m 
physically going into a shop I’ll choose Primark, 
New Look and Topshop.” 
Luke: “My go-to brands are ASOS, Primark and 
Boohoo Man.”
Lauren: “I buy from ASOS a lot as well as New 
Look and Primark. H&M is my favourite place for 
jewellery.”

Would you say branding is a big part of 
clothes shopping for you? Do you tend to 
choose quality over quantity?  
Jess: “I generally choose quality over quantity 
although fast fashion websites can be hit and miss 
so a lot of stuff gets sent back.” 
Luke: “Brands aren’t that big a deal to me. In the 
past, I’ve gone for vintage clothes shops, shopped 
on eBay and even had my grandad’s clothes. 
Quality is a big thing for me. I like to know buying 
something that will last.”
Lauren: “It’s not normally, if I like something I’ll 
buy it, especially when I’m thrift shopping. A good 
label is just an added bonus!”

What’s your thoughts on shopping 
ethically and more sustainable? Is this 
something that you are trying to make 
a conscious effort in improving when it 
comes to fast fashion? 
Jess: “It’s something that I’ve thought about but 
haven’t put into practise yet. I only used to wear 
vintage/thrifted clothes when I was a teen however 
with social media there’s the pressure to keep up 
with trends and always be seen in something new.” 
Luke: “Yes, this is something I’ve started to think 
about. Being a fashion blogger, I don’t want to 
keep having new clothes all of the time so buying 
second hand or getting clothes of family is 
something I’m trying to adapt into my fashion.”
Lauren: “I will admit it took me becoming 
unemployed to start charity shopping consistently. 
Not having money has made me a lot more 
conscious of what I buy. I find it hard to know what 
brands are sustainable and ethical so I itend to 
stick to secondhand!” 

Trends are so popular every season, do 
you follow them or do you mix it up with 
your own personal style?  
Jess: “I do like following trends but mix it up with 
my own style - I’ve been loving the neon trend as 
it’s very 80s so fits in with my personal style very 
well!” 
Luke: “I mix it up with my own fashion. Trends are 
something that come and go so I tend to try and 
take a different approach when it comes to trends. 
Buying a staple piece and then mixing it in with my 
own fashion is what I enjoy doing.” 
Lauren: “I mix it up with my personal style. I also 
hang onto trends for a lot longer than they seem to 
stick around, if that makes sense.”
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How often do you shop for clothes and on 
average how much do you spend?  
Jess: “I usually buy a few new pieces at the end of 
each month when I get paid, usually about £100 
however it can be more if it’s an occasion eg. a 
birthday night out.” 
Luke: “Being a blogger I tend to get a lot of free 
clothes so it’s unless I really want something is 
when I buy it and I tend to spend up to £50-£60 
per month, maybe.”
Lauren: “I used to shop weekly on ASOS, which 
was awful, and now I’ll just nip into a charity shop 
if I am near one. I don’t go out searching for new 
clothes, if the opportunity arises I’ll take it! I spend 
probably around £20 each time I go into a charity 
shop.” 

Do you prefer to shop online or in-store? 
Why is that? 
Jess: “I prefer shopping online because I can do 
it whenever and in my own time, I like shopping in 
store but things are just getting more expensive it’s 
off puttiing and it’s obvious why a lot of us turn to 
fast fashion.” 
Luke: “I rather shop online because there is more 
of a selection.”
Lauren: “I normally prefer online shopping 
because I can do it from anywhere, but I prefer 
charity shopping to eBay or Depop. I like having 
the clothes immediately.”

Have you ever bought from an 
independent clothing store or brand? What 
kind of experience was it in comparison 
to buying from a well-known high street 
brand? 

Jess: “The only independent clothing stores I’ve 
bought from has been vintage. The experience 
was good but honestly no different to a high street 
shop. The shops are usually fairly small so you get 
an individual greeting but that’s the only thing! I 
haven’t shopped vintage for a while now so this is 
my experience from a few years ago.”
Luke: “Yes, I’ve purchased from an independent 
store before and it’s a lot more personal that a 
high street store.”
Lauren: “Not that I can recall. I’ve bought clothes 
from Etsy before, if that counts? It was the exact 
same as buying from a well-known brand, expect I 
felt better about the purchase.”

And lastly, what would you like to see 
from an up and coming brand that isn’t 
already offered from a high street brand? 
Jess: “I’d like to see quality, timeless pieces that 
you don’t get sick of once the next trend comes 
around. Also accurate sizing would be nice, I 
generally have to guess my size in shops because 
I range from 6-12 when really I would love to have 
one size!” 
Luke: “I can’t really think of anything from the top 
of my head.”
Lauren: “I would like to see stores offering a ‘
secondhand returns’ section. So, if you have 
something that’s old stock from New Look but in 
great condition, but you don’t wear it anymore, 
you can drop it into New Look and they’ll put it in 
a special bargains section. Fab for people who are 
fussy with labels/the fit of their clothes and they 
know they can trust the high street brand, but they 
want to be more sustainable.”

Fashion Influncers: Jess - @jessielovesthis, Luke - @lukeheywoodstyle and Lauren - @loulabxlle
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PRIMARY 
RESEARCH 
I have gained a better understanding on consumer buying habits and what is important to them when 
choosing to shop from a brand by conducting a survey using Survey Monkey. The focus of the 
questions was to research into their spending habits to see how my brand can work within the high 
street fashion market and what is significant to them when shopping with a brand. I asked people 
across my social media, friends and family to answer my questions to engage with a wide variety of 
answers. The questions are as follows:

How old are you? 
Under 18/18-24/25-34/35-44/45-54/55-64/65+

What is your occupation? 
Student/Part Time Employment/Unemployed/Full Time Employment/Retired/Self-Employed/
Freelance

How much money on average do you spend on clothing per month?
Under £25/£25-£50/£50-£100/£100-£150/£150-£200/£200+

What is important to you when shopping for new clothing? 
Branding eg. Designer/Price/Customer Experience/High Quality/Ethically Produced/Materials Used/ 
Transparency/Innovative Product/Other (please specify)

Are you following fashion brands on any social media channels? 
Instagram/Twitter/Facebook/YouTube/Snapchat/I don’t follow brands on social media/Other (please 
specify)

Do you prefer to shop for trend pieces or unique pieces? 
Trend Pieces/Unique Clothing

How often do you shop with independent or local brands? 
Always/Usually/Sometimes/Rarely/Never

Do you shop regularly at certain stores or are you open to buying from new brands? 
Open to trying from new brands/Stick to the same store

What makes you return to a brand that you’ve previously bought from? 

Is there anything you would like to see from a new brand that isn’t already 
avaliable from an existing brand? 
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I wanted to begin my survey by finding out the age of my respondents. I was not surprised 
to find that the majority of results were respondents aged 18-24. This was the age that I 
intend to target when I am creating my own brand as they are regular shoppers of fast 
fashion and staying up-to-date with trends.

The lifestyle of consumers is important when it comes to research into consumer buying 
habits because it gives you an idea of how much disposable income they have avaliable. 
You would also be able to predict what kind of lifestyle they would have. For example, as 
the minority of my audience came out as being a student I can imagine that they wouldn’t 
have that much disposable income. They would prefer to buy cheaper clothing that are 
trend led. They probably spend more money on food, rent and going out to socialiase 
with friends in comparison to full time employment where they would have a bit more 
disposable inicome to use on buying clothes. 
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I wanted to get an idea on how much my respondents spend on clothing per month. This 
would give me an idea on consumers budget for new products. I don’t want to create a 
product that will blow out their monthly budget but at the same time I don’t want the 
product to be cheap and lack in quality. I found out that the majority of respondents 
spend between £25-£50 closely followed by £50-£100 per month. This is what was 
expected following on from my previous question about consumers’ occupation.  

I wanted to get an idea of what was important when buying new clothing. I was quite 
surprised when I found out that price was a big part of consumers buying habits with high 
quality and materials used following close behind. In 2017, fast fashion and how clothes 
were produced came to the surface and consumers were urged to think about how ethical 
their clothing really was. I thought this option would have been one of the highest 
options. 
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I believe that social media engagement is something that is important when it comes to 
setting up a new brand. Consumers should be able to contact a brand easily and expect 
a quick response. I decided to see whether my respondents follow any fashion brands 
on social media and to no surprise Instagram came up reasonably high in comparison to 
other social media platforms. I feel like this is because consumers are able to see how the 
product looks on models and they can easily engasge with the brand through likes, 
comments and reactions to Stories which gives the brand a more personal feel. 

I wanted to get an idea on whether consumers were inspired by new and unique pieces 
to style up or trend led clothing items that come into season every year. I’ve found that 
the majority of respondents said unique clothing which I was quite surprised about. Upon 
reflection, I believe that the products I create may work as long as I can target the 
majority of my target audience whilst making it stylish and personal to them. 
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On reflection, I wanted to ask whether consumers were interested in shopping with 
independent brands or local stores to see whether customers would be interested in 
shopping from a new brand. I found that the majority of respondents rarely shopped from 
independent or local stores which was quite surprising. The result shows that my brand 
would have to compete with a lot of marketing techniques that larger high street brands 
are currently doing in order to gain a repuation and interest from my demographic. 

I was intrigued to see how open consumers were to buying from new brands or 
whether there would be a way in which I could incoporate my product into an existing 
store such as the ASOS Marketplace or Urban Outfitters. The majority of my consumers 
said that they were open to trying from new brands. This has shown that it is not 
neccessarily about customer loyalty when it comes to consumer buying habits and more 
about how the company promotes themselves, the services and their products in order to 
gain a positive engagement from their target market. 
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An important part of market research is gaining an understanding into why your target 
market returns to the competitors that you are trying to enter therefore I asked customers 
why they return to a brand that they have previously bought from. The respondents gave 
a number of different reasons. These included: sizing and fit of the clothing, quality of the 
products, customer experience, price/costing of the product and finally whether it suited 
their personal style. The vast amount of responses wasn’t that suprising compared to what 
I expected before conducting the survey. 

Finally, I wanted to see whether my consumers thought there was anything missing from 
an existing brand that I could research further when creating my own brand. 
Unfortunately half of my respondents skipped this question which makes me believe they 
didn’t feel as though there was anything either that or they didn’t have time to answer the 
question. The responses that I did receive were as follows: 

• more petite ranges as they are limited within existing brands
• wider range of affordable clothes for mid-size sizes
• more support locally 
• inspiration from high end designers rather than repeated trends
• ethically produced products at an affordable price
• more sustainable items 
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INSTAGRAM 
RESULTS 

In addition to the survey, I decided to ask a couple of questions on Instagram to see if the answers 
would be different to those received within the survey. 167 respondents took part in answering the 
questions in which 98% were female and 2% were male. 

I found that 59% choose to shop at small businesses compared to 41% who said that they didn’t. 
I wanted to get an idea of what brands my demographic are buying from so I can research into 
small local brands further therefore I asked where do they usually buy from when it comes to small 
businesses. Lucy & Yak, Sighh, Friendly Soap and Geordie Gifts were all popular choices. Other 
respondents said that they also shop at small chocolatiers and wax melt shops such as Cleaves.  

I also asked whether they prefer to shop online or in-store and similarly my respondents prefer to 
shop online with 66% choosing this option over purchasing items in-store. Depop is a popular app 
not only for customers to sell clothes but for new brands to kickstart their business however I was 
surprised to find that only 33% use Depop regularly. 

When curating my brand, I would like to make it as sustainable and ethical as I can on the budget 
that I have therefore I thought it was important to touch upon this topic when asking the questions on 
Instagram. I found out that 80% of respondents find that sustainable and ethical values are 
important when buying from a brand. 79% of repsondents also said that transparency of where the 
products have come from is also important to them. 

Finally I asked my respondents what intrigues them to a new brand and overall I received a mixed 
response. Ethical values, offers, exciting content on social media and the website, products, unique 
style, price, quality of products, intriguing marketing campaign, free delivery and trials are all 
something that my demographic would be interested in. 



SUMMARY 
The majority of my respondents were 18-24 years old and gave their occupations as either ‘a 
student’ or ‘working full time’.

Overall, the results of the survey along with the interviews have found that quite a lot of people 
prefer to shop online because it is easier, convenient and you can do it at any time of the day. More-
over, I found through Instragram questions that Depop isn’t used as regular as I expected. This result 
surprised me as many small brands have started their businesses using Depop especially within the 
fashion industry. People usually spend between £25 – £100 per month on clothes, whether that is in 
a charity shop, online or buying a specific outfit around pay day. The price, quality and the 
materials used are the most important factors for people when shopping for new clothes. I have 
found that people do like to follow the trends but instead of buying the full trend, people choose a 
couple of key pieces and mix it up with their own personal style. 

The next thing I realised is that quite a lot of people don’t shop from independent or local brands, 
however they have found that the experience is more personal and enjoyable than it is when 
shopping from a well-known brand or outlet and that my respondents were open to buying from a 
new brand. I also found out that the reason that consumers would go back to a brand is mainly for 
the quality of products, the customer experience, the sizing and fit of the clothing and the price of 
the products. Branding is also an important factor when it comes to choosing where they get their 
clothes from. On the other hand, when asking the questions on Instagram I found that this result was 
different with 59% of my respondents shopping at local businesses. Furthermore, respondents on 
Instagram confirmed that sustainable and ethical values are important to them and that they would 
prefer a brand to be transparent about where the products come from.  

From the survey, respondents believe that there are a range of factors that I could incorporate into 
my brand that are currently missing from existing brands, for example, ethically produced products 
at an affordable price, a wider range of sizes available for everybody whether that be petite, 
mid-size or plus size, inspiration from high end designers rather than repeated trends and to support 
local stores or causes. With this information, I could research the designs that are created by ethical 
high end designers such as Stella McCartney or Vivienne Westwood as inspiration when creating my 
own designs. Something to consider is the idea of using consumers’ unwanted items to create a more 
sustainable brand, whether that be a seconds section where I can profit from people’s unwanted 
clothing and some money goes to a local charity, similar to the kilo drop offs, or recycling the 
materials within my own products.

On reflection, if I was to do the survey again, I would like to find out how much my target market 
would be prepared to spend on one item of clothing as I feel that this would give me a greater 
understanding when it comes to pricing my own products. When asking respondents whether they 
follow brands on social media, the majority indicated that they do use Instagram to keep up-to-date 
with their favourite brands, therefore, I feel it is important to use this platform as an advantage in 
promoting my new brand and its products.
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