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Abstract 
 

Background:  Customers are becoming increasingly conscious about sustainability, for instance 

when choosing a fast-fashion brand. Brand loyal customers are in direct relation 

with the success of a brand and promoting brand information of sustainability 

efforts on social media platforms could positively influence customers brand 

loyalty, brand satisfaction, brand trust and brand engagement.  

  

Purpose:  The purpose of this study is to examine the relationship between brand 

information regarding sustainability efforts of fast-fashion brands and brand 

loyalty, brand satisfaction, brand trust as well as brand engagement. Further, this 

study examines whether brand trust and brand engagement work as antecedents 

to brand satisfaction, respectively brand satisfaction to brand loyalty.  

 

Research questions:  How does brand information of sustainability efforts from fast-fashion brands on 

social media affect brand loyalty? 
 

How does brand information of sustainability efforts from fast-fashion brands on 

social media affect brand satisfaction and its antecedents brand trust and brand 

engagement? 

 

How do brand engagement and brand trust affect brand satisfaction respectively 

brand loyalty? 

 

Methodology:  This research follows a quantitative and deductive research approach. The data 

was collected through an online survey and the sampling method was a non-

probability and a snowball sample. The data collection reached a total of 160 

answers which were analyzed through SPSS. Validity and reliability were 

ensured before testing the hypotheses.  

 

Findings:  The findings from this research revealed that there is a positive relationship 

between brand information regarding sustainability efforts and brand loyalty, 

brand satisfaction, brand trust, and brand engagement. Further, the results 

indicated that the hypothesized antecedents brand trust and brand engagement 

were also accepted. 

 

Implications: This study contributes with its results to today’s increased interest in 

sustainability, and it delivers significant insights which could be used by fast-

fashion brands strategic decisions regarding the content of social media channels. 

Further, it adds valuable information to current academic literature in a few 

different ways.  

 

Originality:  This paper brings focus to the importance of brand loyalty and how closely it is 

related to brand information regarding sustainability efforts of fast-fashion 

brands.  

 

Keywords:  Fast-fashion, sustainability efforts, sustainability, brand loyalty, brand 

satisfaction. 
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1. Introduction 

 

This chapter begins by presenting the background of brand loyalty, satisfaction, its antecedents, 

and sustainability in the fast-fashion industry. It is followed by the problematization of the 

subjects, the purpose of the study, the research questions, and the research delimitations. The 

chapter ends with an outline of the study which describes how the research will proceed.  

 

1.1 Background 

Marketers can successfully make customers repeat their purchase intentions by creating and 

managing long-term relationships between a brand and its customers (Armstrong & Kotler, 

2011; Solomon et al., 2016). Customers who continuously purchase a product from the same 

brand can be seen as brand loyal. Aaker (1991) defined band loyalty as “[...] the attachment that 

a customer has to a brand” (p. 39). In other words, brand loyalty refers to a repeated purchase 

behavior by a customer who is committed as well as holds a positive attitude towards a specific 

brand. Brand loyalty is important in many aspects of a brand, both financially and strategically 

such as by succeeding with marketing strategies (Anderson et al., 1994; McIlroy & Barnett, 

2000; Palmatier et al., 2007; Armstrong & Kotler, 2011; Molinillo et al., 2017). With increased 

competitiveness among markets, companies are devoting considerable attention to the 

importance of loyal customers (Ou et al., 2017). 

 

Satisfaction is concluded to be the primary driver and an antecedent to brand loyalty and has 

long been subjected to customer research. Satisfaction is commonly referred to as the 

perception that a customer holds to a brand and the extent to which the brand can satisfy or 

surpass those expectations (Vega-Vazquez et al., 2013; Limpasirisuwan & Donkwa, 2017). 

Customers compare products to the expectations they had before utilizing it. Grubor and 

Milovanov (2017) mention that a satisfied customer is more favorable to a product and to a 

company that has fulfilled their expectations. Satisfaction works as an antecedent to brand 

loyalty but satisfaction is argued to have antecedents as well, namely, brand trust and brand 

engagement (Deng et al., 2010; Chow & Shi, 2015; Jin et al., 2016; Limpasirisuwan & Donkwa, 

2017). Brand trust is defined as the willingness of the customer to rely on the brands’ ability to 

perform its function (Chaudhuri & Holbrook, 2001). Brand engagement refers to customers 
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voluntary and active participation regarding a brand to create value for himself/herself and 

others (Zhang et al., 2017). One way to increase brand loyalty amongst customers is to provide 

customers with brand information regarding sustainable actions that the brand is undertaking 

(Kurowska, 2003; Martinez, 2015; Grubor & Milovanov, 2017). Brand information refers to 

announcements, details, and material which is shared by the brand (Chow & Shi, 2015). 

 

Lately, customers interest in sustainable actions has grown exponentially, along with their 

expectation towards brands to act in a more sustainable manner (Grubor & Milovanov, 2017). 

The concept of sustainability is defined as a product, service or action which has a positive 

environmental and/or a positive social impact (Kim et al., 2015; Garcia-Torres et al., 2017). 

Customers need information from brands which supports them to create an attitude and to make 

the best decision possible (Meise et al., 2014). Grubor and Milovanov (2017) argue that 

relationships between customers and companies have changed nowadays in a way that 

customers are expecting more than simply the product, but also for the company to engage in 

sustainability efforts. Sustainability enhances public recognition (Kotler & Lee, 2005), whereas 

loyal customers are the driving force of a brand since they determine the direct development 

and success of a brand. For that reason, loyal customers can act as a trigger for reaching out to 

other sustainable conscious customers (Grubor & Milovanov, 2017).  

  

Seeing that customers are becoming increasingly aware of environmental protection and social 

responsibility, much attention has been drawn towards the fashion industry and its sustainable 

development (Yang et al., 2017). The fast-fashion industry is one of the most polluting 

industries in the world, and due to the features of the industry, with high volumes and strained 

working situation, it adds to the discussion of the industry’s sustainability (McKinsey, 2016; 

Garcia-Torres et al., 2017). According to McNeill and Moore (2015), the phenomenon of fast-

fashion has revolutionized the fashion industry. Changing customer’s attitudes to apparel 

consumption, joined with low-cost production has led to a lifestyle of impulse buying in the 

fast-fashion industry where essentially new clothing styles and garments are available almost 

every week (McNeill & Moore, 2015). Subsequently, the industry has been accused of creating 

overconsumption (Markkula & Moisander, 2012). Therefore, fast-fashion brands must work 

hard on becoming more sustainable in both environmental and human aspects to keep their 

relationships with those customers that find sustainability important (Garcia-Torres et al., 

2017). 
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One way that companies can reach out to their customers to inform and promote their 

sustainability is through social media. Ryan and Jones (2009) define social media as “[…] the 

umbrella term for web-based software and services that allow users to come together online 

and exchange, discuss, communicate and participate in any form of social interaction” (p. 152). 

Also, Arli (2017) argues that the main reason for people to use social media is the information 

seeking process. Social media channels are used by companies and sustainable apparel brands 

to inform their followers about current sustainable activities (de Lenne & Vandenbosch, 2017). 

Social media is the source of information with most transparency, influence, and interaction 

possibilities, which is also the most frequently used source by fashion companies (de Lenne & 

Vandenbosch, 2017). 

 

1.2 Problem discussion 

It is important for any fast-fashion brand to be present on social media nowadays (Henninger 

et al., 2017; de Lenne & Vandenbosch, 2017). Customers are expecting fashion brands, 

especially fast-fashion brands to post the latest outfits on social media channels like Facebook, 

Instagram, and Snapchat (Joy et al., 2012; Henninger et al., 2017). However, it is not only the 

latest outfits which interest the customers but also the information about environmental actions, 

social support programs and other sustainable operations which customers are longing for when 

following fast-fashion brands social media channels (Kim et al., 2015). A brand can benefit in 

many ways by sharing brand information on for instance social media. The brand can use 

targeted advertisement, such as promoting information of sustainable efforts, increase 

awareness of sustainable efforts, strengthening customer relationships as well as lower costs 

for marketing campaigns (Nisar & Whitehead, 2016; Grubor & Milovanov, 2017; 

Limpasirisuwan & Donkwa, 2017). Developing and maintaining a social media channel is a 

delicate process since companies can diffuse harmful content concerning a brand (Rialti et al., 

2017). Nevertheless, Henninger et al., (2017) agree on the fact that engaging with customers on 

social media creates a long-term relationship to the customer, which is important in the fashion 

industry due to its competitive landscape. 

 

When brands share information on their social media channel, for example, brand information 

of sustainability, everyone is invited to comment and directly discuss with other individuals (de 



     

 4 

Lenne & Vandenbosch, 2017). By sharing sustainability information on social media, 

companies are opening the platform for positive, negative or even critical comments. The 

company also has little control over what is being shared with other individuals, and by sharing 

brand information of sustainability, someone could intentionally change the message of the 

post, which could eventually damage the brand. Chow and Shi (2015) argue that fully 

understanding the customer’s satisfaction with social media channels has significant 

importance in ensuring the success of a brand. Yang and Peterson (2004) take it one step further 

by saying that simply understanding the specific needs of the customers on social media is not 

enough, but it is also important for the company to be able to handle problems which can arise, 

and to address possible customer discussion and complaints professionally. Simon et al., (2016) 

mention that it is crucial for brands to understand how to manage their social media content 

best to reach as many customers as possible. However, followers on social media do not 

necessarily mean that the customer is brand loyal. Followers are potential customers to a brand 

and according to Manika et al., (2017) this fact is often overlooked by managers, who focus on 

retaining customers who already are brand loyal. The authors also argue that these potential 

customers, as well as non-followers also should be of interest to managers and should be put 

more focus on since they could be important for the brand. 

 

While the number of sustainable conscious customers are increasing, the demand for 

sustainable products and the pressure for brands to promote their sustainability are increasing 

(Arrigo, 2013; Meise et al., 2014; McNeill & Moore, 2015; Garcia-Torres et al., 2017; Grubor 

& Milovanov, 2017). According to de Lenne and Vandenbosch (2017), customers want to make 

sustainable choices in their lives, but they are not always able to find brands sustainability 

information. Therefore, it is of great importance for companies to support their customers in 

making an informed decision in their search for sustainability (Pickett-Baker & Ozaki, 2008). 

Marketing managers must determine how to respond to this information demand by identifying 

the most relevant information and then decide how to reach out to customers in the most 

efficient way (Meise et al., 2014). 

 

If a company has a social media channel, they can reach out to their customers and consequently 

increase the loyalty and satisfaction of the brand (Nisar & Whitehead, 2016). Having loyal 

customers can lead to a consistent source of revenue over a long time. However, this loyalty 

should not be taken for granted (Fornell, 1992; McIlroy & Barnett, 2000). According to Clarke 
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(2001), it is of great importance for companies to see beyond the customer satisfaction since by 

only focusing on satisfying customers, the company runs the risk of becoming a brand which 

customers believe will only fulfill the minimum performance. McIlroy and Barnett (2000) argue 

that customers brand loyalty will maintain as long as they feel that the brand is fulfilling their 

expectations, hence as long as they feel satisfaction towards the brand. Customers who feel that 

social media channels are not solely for delivering brand information, but also a platform where 

they are encouraged to connect with other customers and the brand, will feel more satisfaction 

towards the brand (Chow & Shi, 2015). If customers are not able to find brand information of 

sustainability efforts, then according to Chow and Shi (2015), customers are not engaging with 

others or the brand, hence no brands satisfaction. 

 

The increasing interest for sustainable brands and products have shifted the focus of 

practitioners from simply purchasing behavior to creating a relationship between brands and 

customers and thereby, develop brand loyalty (Papista et al., 2018). Research on sustainability 

conscious customers has primarily focused on investigating attitudes towards brands, purchase 

intentions and customer’s values, with little emphasis on brand loyalty (Grimmer et al., 2016; 

Wang, 2017; Papista et al., 2018). Little research has also been subjected to understanding 

brand information of sustainability efforts on social media and more attention should be 

directed to this field. Social media is also stated to be the most effective channel to communicate 

sustainable actions. The authors claim that few studies relating to sustainability and social 

media have been conducted and the authors also mention that it is crucial to gain knowledge 

regarding customer’s experiences when subjected to sustainability on social media. (Andersson 

& Öhman, 2017). 

 

The determinants of satisfaction have previously been subjected to research and several authors 

claim that research is needed to investigate implication of the determinants in different contexts 

and industries (Deng et al., 2010; Laroche et al., 2013; Chow & Shi, 2015; Jin et al., 2016; 

Simon et al., 2016; Limpasirisuwan & Donkwa, 2017). By subjecting previous research to other 

industries, for instance, the fast-fashion industry, researchers can gain a better understanding of 

how satisfaction and brand loyalty are affected. Despite the importance of the subject, little 

attention has been drawn to fully understand the reasoning behind successful customer 

satisfaction and brand loyalty in industries such as the fast-fashion industry (Chow & Shi, 2015; 

Nisar & Whitehead, 2016; Huang, 2017). Also, previous research has tended to overlook the 
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complexities behind the concept of brand loyalty, by researching the antecedents as exclusive 

objects (Nisar & Whitehead, 2016; Huang, 2017). On that account, it is of interest to examine 

how consumers are affected by a fast-fashion brands effort of sustainable action on social media 

since there is an existing gap in the literature. Combined with the determinants of satisfaction, 

namely, the level of how consumers trust and engage with this information, this study aims to 

fulfill this gap. 

 

1.3 Purpose 

The purpose of this study is to examine the relationship between brand information regarding 

sustainability efforts of fast-fashion brands  and brand loyalty, brand satisfaction, brand trust as 

well as brand engagement. Further, this study examines whether brand trust and brand 

engagement work as antecedents to brand satisfaction, respectively brand satisfaction to brand 

loyalty. 

 

1.4 Research questions 

How does brand information of sustainability efforts from fast-fashion brands on social media 

affect brand loyalty? 

 

How does brand information of sustainability efforts from fast-fashion brands on social media 

affect brand satisfaction and its antecedents brand trust and brand engagement? 

 

How do brand engagement and brand trust affect brand satisfaction respectively brand loyalty? 

 

1.5 Delimitation 

In most recent research, the antecedents to brand satisfaction, namely brand information, brand 

trust, and brand engagement are presented. Research also suggests other antecedents to brand 

satisfaction, for instance, entertainment and economic benefit. However, in this research, brand 

information, brand trust, and brand engagement will be taken into consideration but not 

entertainment and economic benefit due to lack of clear definition and diffused content. (Chow 

& Shi, 2015).  
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1.6 Outline of the study  

The following structure of the study will proceed with a literature review regarding brand 

loyalty, brand satisfaction, brand trust, brand engagement, brand information and lastly 

sustainability. This literature review also combines the theoretical topics with an overview of 

the fast-fashion industry and its sustainability efforts. Following the literature review is the 

conceptual framework where the constructed model from the theoretical findings and the 

developed hypotheses are presented. Next follows the methodology chapter the choice of 

research approach and research design are presented. It is followed by the data sources, 

sampling and the choice of data collection method. Also, the operationalization which includes 

the variables from the theoretical chapter, the original items, and adapted items for the study 

are presented in the chapter. The explanation and results from the pre-tests, as well as the data 

analysis method, follows next. The method chapter ends with a discussion regarding the quality 

criteria’s and ethical considerations of the study. Next follows the results and analysis chapter 

where the results from the data collection are presented and analyzed. Following the results and 

analysis chapter is the discussion and conclusion. Finally, the last part of the paper includes the 

limitations, implications and the future recommended studies. 
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2. Literature review 

 

This chapter begins with a frame of the literature which has been used for this paper. After that 

follows the chosen concepts and sub-chapters which highlights recent literature and research 

in the fast-fashion, social media, and sustainability context.  

 

2.1 Frame of literature 

To answer the research questions and fulfill the purpose of this paper, the chosen theoretical 

concepts are as follows: brand loyalty, brand satisfaction, brand trust and brand engagement. 

Brand loyalty can have the power of determining the success, or existence of a brand, and for 

that reason, it has been given a substantial amount of attention in the current research. Brand 

loyalty is presented as the first of the concepts with an extensive overview of the concept as 

well as with a sub-section where it is put into the context of social media, fast-fashion, and 

sustainability. Brand satisfaction is argued to be the primary driver to brand loyalty. Brand 

satisfaction is very important for both customers, since it is an evaluation to determine the value 

of a product, and for companies, who can retain satisfied customers. In other words, there is a 

greater opportunity for brands to have brand loyal customers if they are also brand satisfied. 

Brand satisfaction is also a way for customers to evaluate and determine the value of a product. 

Brand satisfaction is presented next in the literature with a sub-section in the social media and 

fast-fashion context. Next follows brand trust and brand engagement, which both are primary 

drivers to brand satisfaction and are therefore subjected to the current study. Brand information 

about sustainability efforts could, as mentioned previously, have a substantial impact on a 

brands performance and could possibly determine the overall success of the brand. The last 

chapter includes brand information, also with a sub-section of sustainability and sustainability 

in the fast-fashion industry. Figure 1 has been created to get an overview of the chosen 

theoretical framework. 
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Figure 1: Frame of literature 

 

 

2.2 Brand loyalty 

One of the early researchers of brand loyalty was Aaker (1991), who viewed brand loyalty as 

the attachment that a customer has to a specific brand. Shortly after, Oliver (1997) researched 

brand loyalty and confirmed the previous approach by Aaker (1991) with brand loyalty being 

a deeply held commitment to re-buy or re-patronize a preferred product or service consistently 

in the future. After that, McIlroy and Barnett (2000) examined the concept of brand loyalty and 

once again, the concepts were similar. In their point of view, brand loyalty also referred to 

customers recommending the service or product to others. In recent years, Huang (2017) and 

Stanisavljević (2017) describe that brand loyalty can be referred to customer’s continuous 

intention and actual purchase from a brand to which they have a relationship. To sum up, brand 

loyalty refers to the customers repeated purchase, and repeated intention to purchase, from a 

brand to which they hold a relationship to and are also willing to recommend to others. Table 

1 shows the most relevant academic definitions of brand loyalty in a chronological order to 

present the development of the concept over the years. 
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Table 1: Definitions of brand loyalty 

 

Author, Year Definition 

Aaker, 1991 “[…] the attachment that a customer has to a brand” (p. 39) 

Oliver, 1997 

 

“[…] a deeply held commitment to re-buy or re-patronize a preferred 

product or service consistently in the future, despite situational 

influences and marketing efforts having the potential to cause switching 

behaviour” (p. 392) 

McIlroy and Barnett, 2000 

 

Brand loyalty is a “customers commitment to do business with a 

particular organization, purchasing their goods and services repeatedly, 

and recommending the services and products to friends and associates” 

(p. 348) 

Huang, 2017 

 

Brand loyalty refers to “customers’ continuous purchases of a brand, as 

well as their repeated intention to purchase in the future” (p. 917) 

Stanisavljević, 2017 

 

“[…] a customer’s unconditional commitment to the company and his or 

her strong relationship with the brand […]” (p. 40) 

 

According to Deng et al., (2010), brand loyalty is the key determinant for a brands survival in 

a competitive market since a company that can satisfy its customers to a higher level than their 

competitors, can more easily create brand loyalty. Customers are limited, and they can be seen 

as the most valuable resource for companies since they have a direct impact on the company’s 

profit level (Stanisavljevic, 2017). Brand loyalty has been identified as relationally beneficial 

to both consumers and companies (Yang & Peterson, 2004; Palmatier et al., 2007; Nisar & 

Whitehead, 2016). From a company’s perspective, loyal customers tend to re-purchase, which 

naturally contributes to financial benefits. From the consumer’s perspective, staying loyal to a 

certain brand minimizes time spent in searching for alternative purchase alternatives as well as 

avoiding the learning process that is spent on becoming accustomed to a new brand (Yang & 

Peterson, 2004; Rosenbaum-Elliott et al., 2015; Nisar & Whitehead, 2016). Furthermore, Nisar 

and Whitehead (2016) argue that the importance of loyal customers is increasing since solely 

acquiring customers is not an optimal way to create long-term success, consequently, 

developing brand loyalty demand a business strategy.  
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2.2.1 Brand loyalty in a social media and fast-fashion context 

Brand loyalty can be built by creating value for the customer and by creating marketing 

programs which enhance customer recognition, for instance through social media (Duffy, 

2003). Previous research state that consumers are valuing social media as an information tool 

much higher rather than traditional methods, such as print media (Nisar & Whitehead, 2016). 

de Lenne and Vandenbosch (2017) argue that social media can be considerably more influential 

in affecting consumers brand loyalty. A few advantages for utilizing social media is that a brand 

can strengthen the relationship to already existing customers, distribute information quickly, 

limit promotion costs, and attract the attention of potential customers (Nisar & Whitehead, 

2016). However, it all comes down to the information which is being shared. In the research 

conducted by Arli (2017), it is stated that by overflowing a social media channel with 

information, it will negatively affect the customer's perception. In other words, there is a fine 

line between the amount of information which a brand shares with its customers. 

 

As mentioned previously, followers on social media can be seen as potential customers. A brand 

could technically have a large number of social media followers, but it does not translate 

directly into brand loyalty. Also, the various definition is table 1 indicate that brand loyalty 

refers to a re-purchasing behavior, not followers on social media. Brand-loyal consumers are 

important for delivering long-term success for brands (Stanisavljevic, 2017). According to the 

research by Duffy (2003) brands should then create value for the potential customers as well as 

enhance the recognition to gain these social media followers as brand-loyal consumers. 

Social media has changed the way that marketing communication is handled between 

companies and consumers. Hence, integration of social media into marketing strategies is a 

crucial factor to involve customers better and to be able to handle and diffuse harmful content 

concerning the brand. (Rialti et al., 2017). The growth and availability of the Internet have 

paved the path for social media to become an essential tool for companies. It allows access to 

a large range of existing and potential customers. Social media can support humanizing a brand 

by giving it greater personality through connecting with the customers. (Nisar & Whitehead, 

2016). Sustainable issues are discussed and learned about on social media (Andersson & 

Öhman, 2017) and becoming sustainable can bring a deeper meaning to a brands image, which 

in turn can lead to brand loyalty (Kurowska, 2003; Grubor & Milovanov, 2017). Also, studies 

have shown a positive relationship between sustainability and brand loyalty since customers 
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appreciate a company’s participation in environmental, social and humanitarian events (Lee et 

al., 2012; Pérez et al., 2013). 

 

Anything that is being mentioned on social media, positive or negative, ultimately affects the 

brand loyalty in the fashion industry. Also, the level of engagement that customers have will 

increase the brand loyalty towards the fashion brand. (Sanchez Torres & Arroy-Cañada, 2017). 

According to Murray et al., (2017) brand loyalty in the fashion industry refers to consumer’s 

information regarding a brand, and the beliefs towards the brand, which are superior to 

competitive brands. Sanchez Torres and Arroy-Cañada (2017) argue that it is important to 

consider social media channels in the fashion industry due to its communicative nature. Also, 

the authors mention that social media is strategically important towards building brand loyalty 

and ensuring this loyalty for consumers.  

 

2.3 Brand satisfaction  

Satisfaction is commonly known as the primary driver to brand loyalty (Clarke, 2001; Kim et 

al., 2009; Lewin, 2009; Deng et al., 2010; Pérez et al., 2013; Dessart et al., 2015; Jin et al., 

2016; Nisar & Whitehead, 2016; Rialti et al., 2017). Although brand loyalty and satisfaction 

can be subjected to many contexts, Apenes Solem (2016) highlights that satisfaction is the 

primary route to brand loyalty in a social media context.  

One of the early researchers of satisfaction was Oliver (1980), who stated that increasing 

expectations of a product or service, also increases the satisfaction. Oliver (1980) highlighted 

in his research that satisfaction is a very complex concept, and should not be thought of easy to 

establish. Later, Oliver and Swan (1989), confirmed the previous definition, only with a 

narrowed perspective claiming that satisfaction “is the degree to which performance exceeds, 

meets, or falls short of one’s expectations” (p. 26). After some time, Anderson et al., (1994) 

also narrowed the perspective with incorporating a specific purchase occasion in the definition. 

Since then, the definition of satisfaction has numerous times been examined. However, it has 

always returned to the original definition, implying that satisfaction is a level to which 

expectations and performance are met (McIlroy & Barnett, 2000; Vega-Vazquez et al., 2013; 

Shuv-Ami, 2016; Limpasirisuwan & Donkwa, 2017).   
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In other words, from the customer’s point of view, satisfaction is an evaluation to determine 

the value of the product or service. On the other hand, from the company’s perspective, 

satisfaction is a critical element of consumer retention which can lead to a successful long-term 

relationship between the company and the consumer (Kim et al., 2009). Table 2 presents the 

most relevant academic definitions of satisfaction. 

Table 2: Definitions of brand satisfaction 

 

 

If consumers have a positive experience with a brand, for instance, perceive the brand’s social 

media activity as positive, then the customers will have cumulative brand satisfaction (Deng et 

al., 2010). The authors also highlight the importance for companies to understand the 

relationship that the customer has to the brand since customer satisfaction reflects the feelings 

that the customers have toward the brand. Also, brand satisfaction leads to competitive 

advantages for companies and eventually brand loyalty. In turn, this could lead to increased 

revenues due to repeated purchases, reduce the price elasticity to loyal customers, business 

development and further economic success (Fornell, 1992; Lewin, 2009; Deng et al., 2010; 

Pérez et al., 2013; Stanisavljevic, 2017). Moreover, Jin et al., (2016) mention that successful 

management will lead to customer satisfaction. 

Author, Year Definition 

Oliver, 1980 
“Satisfaction increases as the performance/expectation ratio increases” 

(p. 460) 

Oliver and Swan, 1989 
Satisfaction “is the degree to which performance exceeds, meets, or falls 

short of one's expectations […]” (p. 26) 

Anderson et al., 1994 

 

“Satisfaction is viewed as a post-choice evaluative judgment of a 

specific purchase occasion” (p. 54) 

McIlroy and Barnett, 2000 

 

“Satisfaction is a measure of how well a customer's expectations are met 

[…]” (p. 349) 

Vega-Vazquez et al., 2013 

 

“[…] satisfaction is an assessment of the extent to which the supplier 

could satisfy or surpass the customers’ expectations” (p. 1948) 

Shuv-Ami, 2016 
Satisfaction is the "pleasurable experiences or the experimental post-

purchase attachment" (p.714) 

Limpasirisuwan and Donkwa, 

2017 

 

“[…] positive attitudes resulting from experiences in using products and 

services” (p. 98) 
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2.3.1 Brand satisfaction in a social media and fast-fashion context 

Rialti et al., (2017) claim that positive experiences on social media, in terms of the content 

being accurate, is important for sustaining satisfied customers. Also, in the study by 

Limpasirisuwan and Donkwa (2017), it was determined that customers experience a higher 

level of satisfaction with a brand if the information shared is determined to be accurate. Hence, 

it is important for companies to share accurate information regarding their sustainable efforts. 

According to Grubor and Milovanov (2017), sustainability can bring a deeper meaning to a 

brand as well as stronger emotional bonds. 

 

As mentioned, satisfaction is the primary driver to brand loyalty, which is also the case in a 

social media context (Chow & Shi, 2015). The authors mention that increasing customer’s 

satisfaction on social media is one of the most important ways of sustaining the relationship to 

customers. In the fashion industry, brand satisfaction is known to reduce consumer risks and 

increases consumer demands. This since a low level of satisfaction reduces sales and generates 

additional costs such as product returns. It is important for fashion companies to not neglect 

customer satisfaction since it is vital for reputation and trust regarding the brand. (Sanchez 

Torres & Arroy-Cañada, 2017).  

 

2.3.2 Brand trust 

Brand trust refers to the willingness of a consumer to rely on a brands’ ability to perform its 

functions (Chaudhuri & Holbrook, 2001). When a customer trust a brand, then he or she will 

expect to increase their satisfaction towards the brand. Also, gaining trust from consumers can 

reduce risks in any situation that the brand might be in, as well as enhance customer satisfaction 

in the long run. (Deng et al., 2010). Kim et al., (2009) highlight in their research that if the trust 

from the consumer is lost, then the customer is most likely to become dissatisfied. Also, when 

a situation presents itself as uncertain, trust plays an important role in making the customer feel 

comfortable again. There are two ways in which brand trust can be created and enhanced. 

Firstly, interaction on for example social media, and sustaining a relationship with the consumer 

is vital in developing trust toward the brand. Secondly, by companies sharing information 

regarding a brand, for instance, fashion brands, it reduces uncertainties and increases 

predictabilities, which enhances trust. (Laroche et al., 2013). Limpasirisuwan and Donkwa, 

(2017) mention that when a brand can create trust towards its social media platform, then it 
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results in preferable actions such as sharing information with other members and non-members. 

Also, to show additional interest in any engagements that the company is undertaking, for 

instance, sustainability work. 

 

As mentioned previously, customers prefer companies who engage in sustainable actions. Also, 

research has shown that customers have more trust towards a company if they are engaging in 

sustainable actions (Lee et al., 2012; Stanisavljevic, 2017). The brand trust is generated from 

consumers believing that sustainable actions from a company display information regarding 

organizational values (Pérez et al., 2013). By increasing awareness regarding a company’s 

sustainability efforts, Stanisavljevic (2017) argues that companies are ensuring brand trust. 

According to McNeill and Moore (2015), the primary obstacle for fashion brands sustainability 

claims is the skepticism of the fast-fashion industry’s motives due to its history of being 

unsustainable. Therefore, the authors argue that gaining brand trust from the consumers should 

be the primary goal of sustainable aware companies. This since it will minimize doubts and 

develop brand trust in the long run. In the fashion sector, customers perceive trust through social 

media (Limpasirisuwan & Donkwa, 2017; Sanchez Torres & Arroy-Cañada, 2017) Consumers 

are able to gather a large amount of information concerning the brand on social media (Rialti 

et al., 2017). Also, Park and Kim (2014), claim that consumers are positively influenced by 

companies’ efforts in social media.  

 

2.3.3 Brand engagement 

Zhang et al., (2017) define engagement as something which “[…] reflects an individual’s 

voluntary and active participation intention about brand communities to create values for 

himself/herself and others” (p. 844). In other words, when consumers actively and voluntarily 

engage in settings which refer to the brand, for instance, on a social media channel, it refers to 

brand engagement (Dessart et al., 2015; Apenes Solem, 2016; Simon et al., 2016). According 

to Dessart et al., (2015), brand engagement on a social media platform is triggered by existing 

brand satisfaction. If a consumer is highly engaged with a brand and has a satisfactory 

experience, then the brand has a greater opportunity of creating a long-lasting relationship with 

the consumer (Zhang et al., 2017). Being available on social media and interact and engaging 

with consumers can also lead to better understanding of consumer needs and eventually develop 

stronger relationships between brand and consumer (Manika et al., 2017). In other words, by 
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engaging consumers, companies are attempting to create a deeper relationship that goes beyond 

the mere purchase, hence, create brand loyalty (Laroche et al., 2013; Park & Kim, 2014; Simon 

et al., 2016). Also, Limpasirisuwan and Donkwa (2017) claim that members will be satisfied if 

they are encouraged to interact with each other. Engaging with customers on social media and 

letting customers interact with each other increases the possibility of re-purchasing activities 

and positive feedback. It is also a great opportunity for recommendations of the brand to 

prospective customers. (Nisar & Whitehead, 2016). In contrast, in a research conducted by 

ShareIQ (2017), it is mentioned that posting brand information frequently on social media does 

not necessarily results in much engagement from customers. Also, having many followers does 

not equal high engagement. If a customer follows a brand on social media, it does not directly 

translate into the customer being brand loyal. According to York (2016), simply initiating a 

conversation on social media could potentially create brand loyalty. 

 

A high level of engagement on social media is effective in the facilitation of optimal customer 

behaviors, such as brand loyalty (Zhang et al., 2017). Scholars have pointed out that rather than 

perceiving engagement as an external factor, brand engagement is derived from positive 

interactions between a customer and an engagement object, namely brands (Mollen & Wilson, 

2010). If a customer is engaging with their marketplace actors, such as fellow customers, then 

this can have a major influence on the brand as well (Dessart et al., 2015). Actively engaged 

customers could share their feelings on the social media channel and further, recommend the 

brand (Zhang et al., 2017). As previously mentioned, a customer can be skeptical towards brand 

information. On social media, consumers are provided with support from other consumers, 

which can reduce any uncertainties that the customer might have. (Manika et al., 2017). Having 

a customer base who are engaged in the brand network, is becoming more of an important 

subject for marketing managers due to its close relationship with customer satisfaction and 

brand loyalty (Dessart et al., 2015). 

 

2.4 Brand information 

As stated by Chow and Shi (2015), brand information refers to announcement, details, and 

material which are shared by a brand for promotional purposes. For many years, social media 

has served as a main source of information for consumers seeking information about companies 

and brands (Andersson & Öhman, 2017). Nisar and Whitehead (2016) concluded in their 
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research that customers tend to trust the information they obtain through social media if it comes 

directly from the brand itself. Information helps customers not only to make informed decisions 

but also to develop expectations, which, in turn, can determine the satisfaction towards the 

brand (Chow & Shi, 2015; Chen-Yu et al., 2017). Also, Limpasirisuwan and Donkwa (2017) 

argue that brand satisfaction will be influenced if the information presented is accurate, if 

questions are quickly responded to and if the brand encourages communication among 

customers. Hence, marketing managers should not solely focus on creating and developing 

informational content on social media, but they should also direct focus to how to respond most 

efficiently if customers seek contact (Manika et al., 2017). 

 

As mentioned previously, customers have continuous difficulties in finding information 

regarding brands sustainability efforts (Arrigo, 2013). Markkula and Moisander (2012) also 

claim that customers sometimes are having difficulties in making sense of the big volume 

shared as well as identifying contradicting information. According to Grubor and Milovanov 

(2017), brands who engage in sustainability can create positive attitudes from the customer, 

depending on the available information. Because of the importance of information sharing, 

Chow and Shi (2015) and Limpasirisuwan and Donkwa (2017) mention that if accurate 

information comes directly from the brand, the customers are more likely to feel satisfied. Also, 

by providing accurate information of the company’s activities, customer responses can 

positively be influenced (Jin et al., 2016). Customers are expressing a desire for more 

information regarding sustainability efforts and according to research, sustainability 

information can create emotional responses and eventually brand satisfaction (Pickett-Baker & 

Ozaki, 2008; Pérez et al., 2013) Also, Chen-Yu et al., (2017) findings prove that shared 

information in the fashion industry increased satisfaction towards the brand. 

 

2.4.1 Sustainability 

Sustainability has recently been gaining a lot of attention and prominence in many business 

areas (Yang et al., 2017). Sustainability can bring a deeper meaning to a brand as well as to 

create stronger emotional bonds (Grubor & Milovanov, 2017). The concept sustainability is 

hard to define (Joy et al., 2012; McNeill & Moore, 2015; Stanisavljevic, 2017). Figge et al., 

(2002) attempted it when he claimed that sustainability is divided into three dimensions, 

namely, environmental, social and economic performance. Müller (2014), affirmed with the 
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previous explanation, although with the alteration of sustainability focusing on the benefits of 

future generations. Shortly after, Kim et al., (2015) and Garcia Torres et al., (2017) agreed with 

the approach of sustainability preserving environmental, social and economic performance. To 

sum up, sustainability is defined as a product, service or action which has a positive 

environmental and/or a positive social impact. Table 3 shows the most relevant academic 

definitions of sustainability. 

Table 3: Definitions of sustainability 

 

Author, Year Definition 

Figge et al., 2002 

 

“[…] three performance dimensions of sustainability – environmental, 

social and economic performance […]” (p. 273) 

Müller, 2014 

“The preservation of economic, ecological, and social systems for the 

benefit of future generations represents the three main “pillars” of 

sustainability […]” (p. 204) 

Kim et al., 2015 

“[…] corporations’ responsible management practices which pursue a 

triple bottom-line of economic, social and environmental performance in 

business, supporting human well being as well as that of ecological 

systems” (p. 249) 

Garcia Torres et al., 2017 
“the confluence of the economic, social, and environmental dimensions” 

(p. 1) 

 

2.4.2 Sustainability in the fast-fashion industry 

In the past, fast-fashion brands were known to be unsustainable due to their focus on efficient 

production processes (de Lenne & Vandenbosch, 2017). The industry has also been associated 

with unsafe working environments and poor treatment of workers (Arrigo, 2013). According to 

de Lenne and Vandenbosch (2017), this has changed recently in the way that fast-fashion 

companies are nowadays integrating sustainability into their businesses. The industry is 

becoming more associated with transparency regarding the improvement of labor conditions as 

well as more communication regarding the environmental impact of the production (Arrigo, 

2013; de Lenne & Vandenbosch, 2017). Another way in which the fast-fashion industry is 

engaging to become sustainable is by communicating mindful consumption and recycling 

opportunities, for instance on social media (de Lenne & Vandenbosch, 2017). As previously 

mentioned, customers are experiencing difficulties with finding knowledge regarding brands 

sustainability and according to McNeill and Moore (2015), the difficulty also lies with finding 
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brands that truly engage in sustainable actions. According to de Lenne and Vandenbosch 

(2017), some consumers doubt sustainable claims due to being previously exposed or 

experienced to false claims. Therefore, de Lenne and Vandenbosch (2017) argue that it is 

important to identify sources that successfully are informing and convincing consumers 

regarding sustainability in the fast-fashion industry. Also, the authors argue that when 

communicating sustainability efforts, social media is a good way to communicate due to its 

interactive nature and transparency.
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3. Conceptual framework 

 

In the following chapter, the conceptual framework developed in this research is presented. 

Next follows the hypotheses and the argumentation for them.

 

The conceptual framework used in this study is presented in figure 2 below. The framework is 

built on brand information of sustainability efforts on social media. It also consists of brand 

loyalty and brand satisfaction alongside with the antecedents to study the influence they have 

on sustainable social media efforts within the fast-fashion industry. As presented in the figure, 

brand satisfaction works as an antecedent to brand loyalty (Oliver & Swan, 1989; Jin et al., 

2016; Nisar & Whitehead, 2016; Chen-Yu et al., 2017). Also, existing literature emphasizes 

two different drivers to satisfaction through a brand’s social media page, namely brand trust 

and brand engagement (Deng et al., 2010; Chow & Shi, 2015; Jin et al., 2016; Limpasirisuwan 

& Donkwa, 2017). It is also presented in the conceptual framework that brand information 

regarding sustainability efforts on social media is tested against the variables brand trust, brand 

engagement, brand satisfaction and brand loyalty. The conceptual framework is designed in a 

way that hypotheses H1-H4 tests the relationship between brand information of sustainability 

efforts on social media and the variables. H5 and H6 are developed to test if the antecedents of 

brand satisfaction, namely brand trust and brand engagement can be proven to be antecedents 

in the fast-fashion context, too. Lastly, H7 tests the relationship between brand satisfaction and 

brand loyalty in the fast-fashion context. 

Figure 2: Conceptual framework 
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3.1 Brand information of sustainability efforts on social media 

Arli (2017) suggests that actions of brands providing up to date and relevant information on 

social media, for instance, information about sustainability efforts, should be conducted. Based 

on the information which is being shared, consumers are building up expectations towards a 

brand. Consequently, it is important for marketing managers to provide the consumers with 

information which fulfills the expectations of the consumers, and supports the trust of the brand. 

(Chow & Shi, 2015; Jin et al., 2016; Chen-Yu et al., 2017). Also, consumers tend to trust the 

brand information if it comes directly from the brand itself (Nisar & Whitehead, 2016). 

Encouraging consumers to interact with each other over shared brand information can 

eventually lead to positive response (Nisar & Whitehead, 2016). Also, by encouraging 

engagement Henninger et al., (2017) argue that it will lead to long-term relationships with 

consumers, which in the fast-fashion industry is vital due to its competitive landscape.  

 

Brand information helps consumers to make informed decisions and to develop expectations, 

which, in turn, can determine the satisfaction towards the brand (Chow & Shi, 2015; Chen-Yu 

et al., 2017). Research reveals that brand satisfaction will be influenced positively if only the 

information presented is accurate, if questions are quickly responded to and if the brand 

encourages communication among customers (Chow & Shi, 2015; Chen-Yu et al., 2017; 

Limpasirisuwan & Donkwa, 2017). Nisar and Whitehead (2016) argue that brands should reach 

out to consumers since by reaching out and encouraging engagement or simply responding to 

comments, they can ultimately influence the brand satisfaction and brand loyalty. Also, when 

consumers are engaging on a brand’s social media channel, the loyalty for the brand increases 

as the customer feels satisfied (Nisar & Whitehead, 2016). Research suggests that promoting 

sustainability friendly products and services or simply sustainability efforts have a positive 

impact on brand loyalty Martinez (2015). Hence, the following hypotheses are developed: 

 

H1: There is a positive relationship between brand information of sustainability efforts on 

social media and brand trust towards fast-fashion brands. 

 

H2: There is a positive relationship between brand information of sustainability efforts on 

social media and brand engagement towards fast-fashion brands. 

 



     

 22 

H3: There is a positive relationship between brand information of sustainability efforts on 

social media and brand satisfaction towards fast-fashion brands. 

H4: There is a positive relationship between brand information of sustainability efforts on 

social media and brand loyalty towards fast-fashion brands. 

 

3.2 Brand trust 

Previous research suggests that brand trust influences brand satisfaction (Kim et al., 2009; Deng 

et al., 2010; Martinez, 2015; Jin et al., 2016). In the research by Laroche et al., (2013), it is 

stated that brand trust plays a significant role in determining both current and long-term brand 

satisfaction towards a company. Also, in a social media context, Limpasirisuwan and Donkwa 

(2017) argue that trust is a valuable element for retaining customers. By gaining the trust of 

followers on the social media channel, it influences the brand satisfaction of the follower and 

ultimately the brand loyalty. Limpasirisuwan and Donkwa (2017) suggest that gaining trust 

from customers ultimately can lead to preferable behaviors such as sharing information with 

other members and to show additional interest in any engagements that the company is 

undertaking. Therefore, the following hypothesis is developed:  

 

H5: There is a positive relationship between brand trust and brand satisfaction towards fast-

fashion brands. 

 

3.3 Brand engagement 

Consumers can have doubts regarding brand information but research demonstrates that in a 

social media context, customers get support from other customers, which reduces uncertainties 

(Manika et al., 2017). Previous research suggests that if members of a social media page are 

encouraged to interact with each other, then they are more likely to become satisfied with the 

brand (Limpasirisuwan & Donkwa, 2017). Previous research also suggests that brand 

satisfaction and brand loyalty can be created and influenced if customers are encouraged to 

interact with each other and by having a customer base who are engaged in the brand network 

(Dessart et al., 2015). Companies are attempting to create deeper relationships which go beyond 

the mere purchase by engaging with the customers. This is done to create and strengthen the 
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customers brand loyalty. (Laroche et al., 2013; Park & Kim, 2014; Simon et al., 2016). Thus, 

the following hypothesis is developed:   

 

H6: There is a positive relationship between brand engagement and brand satisfaction towards 

fast-fashion brands. 

 

3.4 Brand satisfaction 

It is argued that brand satisfaction works as the primary driver and works as an antecedent to 

brand loyalty (Oliver & Swan, 1989; Jin et al., 2016; Nisar & Whitehead, 2016; Chen-Yu et al., 

2017). Early researchers in the field of brand loyalty have argued repeatedly that brand 

satisfaction has an influence on brand loyalty. For instance, Oliver (1980) argued that if a 

company can satisfy the needs of their customers in a more successful way than their 

competitors, they will be able to create brand loyalty more easily. Fornell (1992), argued that 

high brand loyalty is mainly caused by high customer satisfaction while Clarke (2001) 

suggested that effective brand satisfaction must be able to create brand loyalty amongst 

customers. More recently, Deng et al., (2010) and Laroche et al., (2013) make the same claim 

and state that if customers experience brand satisfaction, it will have an impact on the brand 

loyalty, as well. In the context of sustainability, it is argued that socially responsible company 

behavior has a direct impact on the brand loyalty (Lee et al., 2012). Also, studies have shown 

a positive relationship between sustainability and brand loyalty since customers appreciate a 

company’s participation in environmental, social and humanitarian events (Lee et al., 2012; 

Pérez et al., 2013). Hence, the following hypothesis is developed: 

 

H7: There is a positive relationship between brand satisfaction and brand loyalty towards fast-

fashion brands. 
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4. Methodology 

The following chapter presents the undertaken methodology for this study. It argues for the 

choice of approaches and methods in relation to the purpose of the study. It also stresses the 

importance of quality criteria’s and ethical issues that might arise when researching.

 

4.1 Research approach and research design 

The core of this study was based on the theory of brand loyalty, brand satisfaction, and its 

antecedents. The aim was to fill the gap in the literature and examine how information regarding 

sustainability efforts of fast-fashion brands influence the previously mentioned theories. Since 

this study utilized previous academic literature as a theoretical foundation, the research 

approach undertaken was deductive (Malhotra, 2010; Bryman & Bell, 2015). Studies performed 

in a deductive approach take their stance on existing theory and research to develop 

hypothesizes. The hypotheses create the groundwork for the data gathering (Bryman & Bell, 

2015). Based on the deductive standpoint of the current study, the appropriate research 

approach was found in the form of quantitative research since it allows data collection through 

a self-administrated online survey. The quantitative strategy was also chosen since it enables 

numerical data collection in a large amount with the aim to examine relationships among 

variables. Also, quantitative research allows testing theories, which suited the purpose of this 

study well (Creswell 2014; Bryman & Bell, 2015). Bryman and Bell (2015) state that a 

quantitative approach is well suited for a deductive study which further argues for the suitability 

of the current study. 

  

Malhotra (2010) classifies marketing research designs into two different categories, namely 

exploratory and conclusive research designs. The aim of a conclusive design is to test 

hypotheses and relationships among variables by analyzing quantitative data gathered from a 

large sample (Malhotra, 2010). Due to the purpose of this study, the conclusive design was 

evaluated to be the most suitable. Conclusive design can be further sub-categorized into 

descriptive research design, which belongs to quantitative research methods since it aims to 

draw conclusions from a large amount of gathered data. The requirements of descriptive 

research were fulfilled due to careful planning and structuring of the survey so that the data 
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gathered would statistically represent the population (Malhotra, 2010). Also, descriptive 

research can be further sub-categorized into a cross-sectional design. A cross-sectional design 

entails data collection from one point in time and due to the nature of the current study, the 

criteria for a cross-sectional design was fulfilled (Malhotra, 2010). Figure 3 visualizes the 

undertaken research approach and research design in the current study. 

 

Figure 3: Undertaken approach and research design. 

 

This study was based on a thoroughly conducted literature review. The search engines used for 

the literature review were OneSearch and Google Scholar. They were used to find relevant 

articles and books which suited the study. By using OneSearch and Google Scholar, the author 

could assure high-quality level sources, and articles from peer-review journals. The filters used 

in the paper depended on the research topic. The keywords which were used to find articles 

were: Fast-fashion, sustainability efforts, sustainability, brand loyalty, brand satisfaction. To 

create an interesting and up-to-date background and problem discussion, mostly recent journals 

were used. When conducting the literature review, the filters varied between older journals as 

well as newer journals to give an appropriate view of how the specific theories have evolved. 

Regardless, only peer-reviewed journals were used to ensure that all journals were peer-

reviewed.  
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4.2 Data sources and sampling 

For the current research, data was gathered from primary data sources. Primary data is 

explained to be new data which is collected through various techniques, for instance, 

interviews, focus groups, observations, and surveys, with a certain research in mind (Creswell, 

2014). In the current study, an online survey was used as a primary data source, which will be 

further described in the next chapter, 4.3 Data collection method. The survey was distributed 

on Facebook where it was posted in several fast-fashion brand groups, related groups, and 

events. The Facebook groups which were approached in the distribution of the survey varied in 

the number of members and objectives. For instance, some of the groups had a higher number 

of members who shared material for informational purposes or simply asking for advice from 

other members.  

 

It is important to specify the sample when conducting a study (Bryman & Bell, 2015). A sample 

consists of a segment of the population whereas the population refers to all the individuals from 

where the sample was selected. According to Bryman and Bell (2015), researchers should pay 

attention to the decision of the sample since sampling errors might occur, for instance, that the 

samples beliefs do not represent the population’s beliefs.  

 

The targeted population of the current study referred to individuals who live in Sweden, private 

consumers, not limited in age, gender, educational background or profession. The sampling 

frame was based on individuals who are or have used social media. Also, one part of the sample 

referred to individuals who are partaking in various Facebook groups relating to fast-fashion, 

fashion, sustainability and/or beauty. These were located by the identified keywords of the 

current paper and matched with Facebook groups. Also, the survey was distributed in groups 

where the objective was not related to the subject but was still considered important since it 

allowed for more individuals to partake in the study. Furthermore, one Swedish sustainable 

fashion event was also identified through Facebook. The objective of the event was for different 

speakers to present their work with sustainable clothing and on that way, the survey was also 

distributed to the individuals attending the event. 

 

The sampling method of the current study was not fully random since the survey was distributed 

on Facebook. The utilized sampling method was a non-probability sample since some 
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individuals had a higher chance of being selected than others considering the fact that the survey 

was distributed in specific groups. The sampling process of this research also included a 

snowball sample in connection to convenience sample in a way where individuals in the related 

groups were asked and encouraged to share and forward the survey to other individuals. 

(Bryman & Bell, 2015). Hence, individuals who might not have been identified only in the 

related groups in which the survey was shared, could also be reached and given the opportunity 

to participate in the survey. Purposive sampling, which is also a part of a non-probability 

sample, was also utilized in the current study. The aim of purposive sampling is to seek out 

participants in a strategic way for the survey to reach desired individuals which suits the nature 

of the study (Bryman & Bell, 2015). In the current study, this method was utilized in the sense 

of distributing the online survey in fast-fashion, sustainability, and beauty-related groups. These 

groups and events were, as previously mentioned identified through the keywords of the current 

paper and then matched with Facebook groups. Before distributing the survey in specific 

Facebook groups, the administrator of the groups was contacted to get a consent to distribute 

the survey. The administrator was also asked for permission whether the name of the group 

could be revealed in the current study or not. Table 4 below displays the name and the number 

of members in the fast-fashion and topic related groups.  

 

Table 4: List of Facebook-groups 

 

Name of group Members 

Hållbarhetsgruppen 524 

FashionRevolution: Human Rights & Sustainability in Fashion 127 

Skönhetstips & Mode 4.1 thousand 

Fashion Ethics & Sustainability 175 

Sustainable Fashion 645 

Skönhetstips – mode och stil 4.7 thousand 

Slow Fashion World 1 thousand 

Skönhetstips & mode 30+ 1.1 thousand 
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4.3 Data collection method 

Based on the quantitative approach, design, and nature of this research, the most appropriate 

choice of data collection method was found in the form of an online survey (Bryman & Bell 

2015). According to Malhotra (2010) and Bryman and Bell (2015), surveys are a highly 

appropriate way of collecting information regarding consumer opinions and market trends since 

a specified population can be targeted. Consequently, the advantage of utilizing an online 

survey in the current research was due to being able to target a certain population. The online 

survey was conducted through a self-completion questionnaire and the questions were 

predefined and extracted from relevant theories as described in the next section 4.4 

Operationalization and pre-tests. 

 

The author of this paper created the survey through the Google survey tool named Google 

Forms. After completing the survey, it was distributed on Facebook due to the probability of 

reaching out to the intended targeted group, namely individuals who live in Sweden and who 

are private consumers. The survey included a short introduction text describing the purpose of 

the research, the context, and presenting the author. Also, due to the research being in a fast-

fashion context, a short introduction of the concept was presented alongside with examples of 

fast-fashion brands. The actual survey began with asking questions regarding the different 

variables, namely, brand information, brand loyalty, brand satisfaction, brand trust, and brand 

engagement. Each variable was measured in a number of sub-questions to ensure reliability and 

validity of the questions. The questions were measured on a Likert scale (LIK) from “1 strongly 

disagree” to “7 strongly agree”. The last part of the survey was constructed of personal 

questions asking for demographic information of the participants such as gender, profession, 

and age. When asking the participant if they currently live in Sweden or not, the option of an 

open answer was given if the answer was not a “yes”. The participants were also asked how 

often they use social media with the opportunity to answer, “Several times per day”, “once per 

day”, “once every 1-3 days”, “once every week”, “once every month” or “never”. Lastly, the 

participants were also asked whether they follow fast-fashion brands on any social media 

channel with the possibility to answer “yes” or “no”. If the participant answered yes, the survey 

then forwarded them to the following question: “On which social media platform do you follow 

a fast-fashion brand? “Facebook”, “Instagram”, “Twitter” or “Other”. The entire survey can be 

found in Appendix 1. 
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4.4 Operationalization and pre-tests 

An operationalization is according to Saunders et al., (2016) defined as “the translation of 

concepts into tangible indicators of their existence" (p. 772). It is necessary to properly structure 

an operationalization when conducting a research in order to connect variables with each other 

and the data which has been collected. According to Bryman and Bell (2011 p. 40), an 

operationalization can be used as a data collection instrument providing “[...] a framework for 

the collection and analysis of data.” At an early stage of research, it is important for researchers 

to define variables and concepts which are being used in the study. It is important since it 

ensures that the operationalization will gather the relevant data. (Bryman & Bell, 2015). The 

operational definitions of the variables included in this study were adapted from studies by 

Aaker (1991), Oliver and Swan (1989), Chaudhuri and Holbrook (2001), Chow and Shi (2015) 

and Simon et al., (2016). The original items measuring each variable were adapted from Kim 

et al., (2009), Deng et al., (2010), Laroche et al., (2013), Park and Kim, (2014), Chow and Shi, 

(2015), Martinez, (2015), Shuv-Ami, (2016), Simon et al., (2016), Huang, (2017) and Zhang et 

al., (2017). For the current research, a total of five variables were included, namely, brand 

information, brand loyalty, brand satisfaction, brand trust, and lastly, brand engagement. The 

operationalization table can be seen in table 5 below. It presents the variables measured in the 

survey, the scale type, the operational definition of each variable including the original and 

adapted items for the current study.  
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Table 5: Operationalization table 

 

 

Operational 

definition 

of variable 

Original items Adapted items 
Scale 

type 
Reference 

 

Information 

refers to 

announcement, 

details and 

material which 

are shared by a 

brand for 

promotional 

purposes 

(Chow and 

Shi, 2015). 

I find the information 

on this brand page to 

be valuable. 

I believe this fast-fashion 

brand should enclose 

information about its 

sustainable efforts with its 

customers on social media. 

LIK 

Park and 

Kim, 2014 

 

Chow and 

Shi, 2015 

It is important to me that 

this fashion brand shares 

information about their 

sustainability efforts with 

its customers. 

The information 

provided by X FB 

page is useful. 

Information about 

sustainability efforts of the 

fast-fashion brand is useful 

for me as a customer. 

Advertisement of the 

brand is attractive 

Information about 

sustainability efforts of the 

fast-fashion brand would 

attract me. 

 

“[...] the 

attachment that 
a customer has 

to a brand”  

(Aaker, 1991, 

p. 39) 

I consider myself to 

be loyal to the brand. 

I would consider myself 

more loyal to this fast-

fashion brand. 

LIK 

Deng, 2010 

 

Laroche, 

2013 
 

Martinez, 

2015 

 

 

I generally choose 

this hotel company as 

my first option. 

I would continue buying 

this fast-fashion brand on 

the next opportunity. 

I will choose this 

hotel company as my 

first option in the 

future. 

I would choose this fast-

fashion brand to a higher 

degree in the future. 

I will recommend 

others to use this 

MIM. 

I would recommend this 

fast-fashion brand to a 

higher degree to other 

people. 

 

Satisfaction “is 

the degree to 

which 

performance 

exceeds, 

meets, or falls 

short of one's 

expectations 

[…]” (Oliver 

and Swan, 

1989, p. 26) 

 

I am satisfied with my 

main cellular phone 

provider. 

I would consider myself 

more satisfied with this fast-

fashion brand. 

LIK 

 

 

Shuv-Ami, 

2016 

 

I am satisfied with the 

way my main cellular 

phone provider meets 

my expectations. 

I would consider that this 

fast-fashion brand meets my 

expectations to a higher 

degree. 

I am satisfied with the 

way my main cellular 

phone provider fits 

my needs. 

I would consider myself 

more satisfied with the way 

this fast-fashion brand fit 

my needs. 

I would consider myself 

more satisfied with the way 

this fast-fashion brand 

meets my requirements. 
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Trust is 

defined “[…] 

as the 

willingness of 

the average 

consumer to 

rely on the 

ability of the 

brand to 

perform its 

stated 

function” 

(Chaudhuri 

and Holbrook, 

2001, p. 82) 

Based on my 

experience, I know 

this MIM service 

provider is honest. 

I would consider to a higher 

degree that this fast-fashion 

brand is honest. 

LIK 

Kim Ferrin, 

2009 

 

Deng, 2010 

 

Huang, 

2017 

Based on my 

experience, I know 

this MIM service 

provider cares about 

customers. 

I would believe in this fast-

fashion brand to a higher 

degree. 

I feel confidence in 

this brands’ name. 

I would feel more 

confidence in this fast-

fashion brand. 

This site is 

trustworthy. 

I would trust this fast-

fashion brand to a higher 

degree. 

 

Engagement 

refers to 

consumers 

voluntary and 

active 

participation 

regarding a 

brand to create 

value for 

himself/herself 

and others 

(Simon et al., 

2016) 

I cooperate with the 

other fans from this 

brand community.  

I would increase my 

interaction with others, 

about this fast-fashion 

brand on social media. 

LIK 

 

Simon, 2016 

 

Zhang, 2017 

 

 

 

 

 

 

I share brand-related 

experiences with the 

other fans from this 

community (e.g. in 

form of postings, 

photos, or videos). 

I would share this 

information with others to a 

higher degree, about this 

fast-fashion brand on social 

media. 

I would post comments to a 

higher level, to this fast-

fashion brand’s social 

media pages. 

I am an active 

member of this 

community. 

I would increase my 

participation, as a member 

of the community of this 

fast-fashion brand on social 

media. 

 

Before distributing the survey, a pre-test was conducted to gain a notion of any issues in the 

survey. For instance, issues which could occur when the respondents would answer the 

questions, if the questions were easy to understand, or if they would work in terms of 

measurement. Based on the results from the pre-test, adjustments could be made to avoid 

misunderstandings when distributing the survey (Bryman & Bell, 2015; Saunders et al., 2016). 

The pre-test was conducted in three stages. Firstly, ten individuals were asked to fill out the 

survey and thereafter give detailed feedback. Based on this feedback, it was evident that some 

questions needed to be re-formulated as well as shortened. Secondly, after adjusting the survey, 

based on the initial feedback, the same ten individuals were asked to answer the survey again 

and once more give detailed feed. For the last stage, four professors of the Linnaeus University 

were asked to pre-test the survey as well. The feedback from the last stage revealed that the 

questions needed to be altered once more due to the fact that there were concerns that the 
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questions themselves statistically measured the hypothesized relationship. After consideration, 

the questions were re-formulated in a more basic manner. For instance ”I would consider myself 

loyal to this fast-fashion brand if I would read sustainability efforts of this fast-fashion brand 

on social media” was the questions in the initial draft. After consideration, it was later altered 

to “I would consider myself loyal to this fast-fashion brand”. It was further suggested to add 

another question which revealed the profession by the respondents, asking if they were students, 

employed, unemployed, retired or other. After completing the third stage of the pre-test, the 

survey was ready to be published. 

 

4.5 Data analysis method 

For organizing and analyzing the gathered data, the software IBM SPSS Statistics was used. A 

codebook was prepared in the initial phase of the analysis to keep a record of all variables. After 

establishing the codebook, a total of 184 respondents, was imported into SPSS and all variables 

were defined in detail. Thereafter, the data was both screened and cleaned which lead to 174 

cleaned responses. Also, the results of the survey showed that 92% of the respondents were 

Swedish. Due to the lack of representative answers from non-Swedish respondents, the analysis 

was based on answers from individuals who live in Sweden only, since it gave the author more 

of a discussion base. The remaining 160 responses were further examined by testing if any 

variables were out of range. This process was done by analyzing the minimum and maximum 

values and after analyzing the results, it was clear that they were all in range. Finally, the data 

set was also examined if it had any missing data, however, it did not. 

 

Descriptive statistics were used to describe the sample by its gender, age, profession and so 

forth. Also, for showing and comparing scores of the variables, a comparison of mean values 

among the set of variables was carried through. According to Saunders et al., (2016), it is also 

important in this step to interpret the standard deviations of the mean values since they 

described to which extent the values were distributed around their mean. The smaller the 

standard deviation, the more concentrated the answers are around the mean value. In other 

words, a small deviation is an indicator for the usefulness of the mean value.  

 

Thereafter, the reliability of the study was examined to test the internal consistency of the 

survey. A reliability test is usually done through a Cronbach’s alpha test and it measures if the 



     

 33 

variables of the survey measure the same underlying construct. (Pallant, 2010; Saunders et al., 

2016). Research suggests that a Cronbach’s alpha coefficient over 0.7 is acceptable and values 

above 0.8 are preferred (Nunnally, 1978; Hair et al., 2010; Pallant, 2010). The conceptual 

framework of the current study allowed the hypothesis testing to be conducted through a 

Pearson’s correlation test. This since the hypotheses were formulated in a way which examined 

the relationship between two variables. The results from a Pearson’s correlation test can vary 

between -1 and +1, hence either a negative or positive relationship. (Saunders et al., 2016). 

Hence, if the correlation would show a negative relationship it would mean that when the value 

of one variable increases, the other variables value decreases. The value also describes how 

strong the relationship is and the closer the value is to -1 or +1, the stronger the relationship is. 

Hence a correlation coefficient of 0 indicated that the there is no relationship (Pallant, 2010). 

Cohen (1988, cited in Pallant 2010, p. 134) mentions that if the coefficient varies between 0.10 

and 0.29 then the relationship is valued small, between 0.30 and 0.49 as medium and between 

0.5 and 1.0 as large. Based on the scale proposed by Cohen (1988), the strength of the 

relationship between the variables in the hypotheses could be determined. An independent-

samples t-test was also used in the current study to investigate any differences between various 

variables. This t-test tests the mean values between two unrelated groups on the same 

continuous, dependent variable (Pallant, 2010). The author also mentions that if the Sig. (2-

tailed) value is less than 0.05, there is a significant difference in the mean scores on the 

dependent variable and between the genders. 

 

4.6 Quality criteria 

When conducting a study, it is important to ensure that a high-quality standard is maintained. 

According to Bryman and Bell (2015), validity and reliability tests are considered essential tests 

when describing and securing quality in research. Therefore, both tests were performed in the 

current study. Validity represents “[…] the appropriateness of the measures used, accuracy of 

the analysis of the results and generalisability of the findings” (Saunders et al., 2016, p. 202). 

Validity can be sub-categorized into internal and external validity. Internal validity represents 

whether a study shows a causal relationship between two or more variables or not. External 

validity stands for the generalizability of the results of the study into other contexts (Bryman & 

Bell, 2015, Saunders et al., 2016). The current study has made use of face-and construct 

validity. Face validity tests whether a survey reflects the concept in question or not (Aaker et 
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al., 2011) and in the current research, the face validity was assured by performing pre-test which 

is further described under title 4.4 Operationalization and pre-tests. Construct validity, on the 

other hand, is utilized when research hypotheses derive from theories of previous studies (Aaker 

et al., 2011; Bryman & Bell, 2011). To ensure the construct validity of the current research, a 

Pearson’s correlation test was performed.   

 

Reliability of a study represents the replication and consistency of a study. It also describes 

whether survey participants understood the questions in the way they were supposed to be 

understood and if the questions measured what they were supposed to measure (Saunders et al., 

2016). To test the reliability of a study, the Cronbach´s alpha coefficient is commonly utilized 

since the Cronbach´s alpha coefficient measures if a set of questions measure the same 

underlying construct or not (Pallant, 2010). 

 

4.7 Ethical considerations 

Researchers within the field of business are often involved in studies which demands 

participation from the public. When conducting a study which involves the public, the question 

of ethics occurs. It reflects the behavior and rights of individuals who are being exposed to the 

data gathering process. The current study took into consideration certain social norms, which 

reflects the social behavior which is acceptable for the specific situation. (Saunders et al., 2016). 

According to Bryman and Bell (2011), it is critical that the study material will not reveal any 

information about the identity of the survey respondents. To ensure this, the data collection 

process was entirely anonymous and no questions were asked which could have revealed the 

identity. (Bryman & Bell, 2015). Also, it is important to take into consideration the type of 

questions which are being asked. According to Bryman and Bell (2015), people highly value 

their privacy and could choose not to answer specific questions which could potentially harm 

their privacy. To ensure that the questions were accurately presented and that they were 

ethically responsible, the survey was pre-tested. An additional concern in research involves the 

lack of informed consent. Although Bryman and Bell (2015) mention that this issue is most 

evident in observations, it can also take place in data collection methods, such as in the current 

study. In case of a lack of consent, the researcher’s identity is unknown to the participants, and 

the participants are also not given a choice whether to participate or not (Bryman & Bell, 2015). 

If the participants feel that there is a lack of information explaining the nature of the study, the 
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identity of the researcher is unknown and that there is a lack of information explaining the 

anonymity if choosing to participate, they might be unwilling to participate in the survey 

(Saunders et al., 2016). For that reason, the survey of the current study included an introduction 

explaining the research purpose, revealing the identity of the researcher and highlighting the 

anonymity of choosing to participate. Based on the presented information, the participants 

could then make an informed decision whether to proceed with the survey questions or not. 
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5. Results and analysis 

The following chapter presents the empirical data gathered from the survey. First, descriptive 

statistics will be presented along with reliability and validity tests. Following is the hypothesis 

testing and finally additional findings which were discovered while conducting the analysis. 

 

5.1 Descriptive statistics 

For the research to be able to draw conclusions regarding the sample of the study, it is important 

that it exists a fair representation among genders. Gender differences could exist depending on 

the context of the research (Bryman & Bell, 2015). The dataset which was analyzed contained 

a total of 160 responses. The majority of the respondents were female participants with a total 

of 60%, leaving male responses to a total of 39.4% as can be seen in table 6 below. 

Table 6: Gender distribution 

Gender Number Percent 
Female  96 60% 

Male 63 39.4% 

Prefer not to say 1 0.6% 

  Total number: 160 Total percentage: 100% 

 

Most of the survey participants were between the ages of 18-25 (52.5%) and 26-35 (36.9%). 

Due to the majority of participants being in the younger groups, the main professions were 

either studying (42.5%), or working (55%) (table 7 and 8).  

 

Table 7: Age distribution 

  Age         Number Percent 
Under 18  1   0.6% 

18-25 84 52.5% 

26-35 59 36.9% 

36-45 14 8.8% 

46-55 2 1.3% 

  Total number: 160 Total percentage: 100% 

 

Table 8: Profession distribution 

Professions             Number Percent 
Student       68                   42.5% 

Employed 88 55.0% 

Unemployed 3                                                                         1.9%                                        

Other 1 0.6% 

  Total number: 160 Total percentage: 100% 
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The majority of the survey respondents answered that they currently use social media platforms 

several times per day (78.8%), once per day (20.6%) and once every 1 to 3 days (0.6%). In 

other words, none of the survey respondents answered that they did not use social media (table 

9).  

 

Table 9: The frequency of social media usage 

Frequency of using social media Number Percent 

Several times per day  126 78.8% 

Once per day 33 20.6% 

Once every 1-3 days 1 0.6% 

  Total number: 160 Total percentage: 100% 

 

Also, 36.3% of the respondents did follow a fast-fashion brand on social media, whereas 63.8% 

did not. Finally, the survey respondents who did follow a fast-fashion brand on social media 

mainly did it on Instagram (31.3%) and Facebook (16.9%) (table 10).  

 

Table 10: Fast-fashion followers and source 

Fast-fashion brands followers Number Percent 

Yes  58 36.3% 

No 102 63.8% 

 Total number: 160 Total percentage: 100% 

   

Facebook 27 16.9% 

Instagram 50 31.3% 

Twitter 4 2.5% 

LinkedIn 1 0.6% 

Other 2 1.3% 

  Total number: 84 Total percentage: 100% 

 

 

The mean values of all the variables are listed in table 11. As can be seen in the table, the highest 

mean value was found in brand information with 5.87, followed by brand loyalty with 5.03. 

The high values indicated that the survey respondents found it very important that fast-fashion 

brands should enclose sustainability information on social media and that the information is 

attractive and useful. On the contrary, the lowest mean value was found in brand engagement 

with 2.99 which indicated that the survey respondents did not consider reading sustainability 

information from fast-fashion brands on social media would increase their interaction and 

participation with others. The standard deviations were close to the mean values (1.102-1.209) 

which indicated that the mean values were useful. 
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Table 11: Mean values 

Variable Mean Min. Max. Std. Deviation 

Brand information 5.87 1 7 1.102 

Brand loyalty 5.03 1 7 1.165 

Brand satisfaction 4.97 1 7 1.128 

Brand trust 4.75 1 7 1.209 

Brand engagement 2.99 1 6 1.178 

Valid N = 174 

 

5.2 Reliability tests 

Table 12 presents the summary of the Cronbach´s alpha coefficients, which were measured at 

a construct level. As can be seen from the table, the highest value was brand satisfaction (.884) 

and lowest was brand loyalty (.830). The results indicated a strong internal consistency 

reliability. Hence, all coefficients were found preferable. In other words, the results from the 

test showed that the questions from the survey did in fact measure what they were supposed to 

measure. Also, as stated previously, a coefficient over .7 is acceptable but above .8 is preferable, 

and as can be seen from the results, all coefficients were above .8. 

 

Table 12: Cronbach's alpha coefficients 

Variable Cronbach's alpha coefficient 

Brand information .854 

Brand loyalty .830 

Brand satisfaction .884 

Brand trust  .864 

Brand engagement .849 
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5.3 Correlation test 

The results from the Pearson correlation test are presented in table 13. Preparatory of 

conducting the test, a preliminary analysis was conducted to ensure normality, linearity, and 

homoscedasticity. The results of the correlation indicated that all variables were positively 

related to each other. The strength of the relationships of the variables ranged between brand 

loyalty and brand satisfaction (.659) as the highest and lowest between brand information and 

brand engagement (.299). The results were declared significant at a p<0.01 level. 

 

Table 13: Pearson correlation coefficient of variables 

Variable 1 2 3       4      5 

1 Brand information 1     

2 Brand loyalty .492** 1    

3 Brand satisfaction .415** .659** 1   

4 Brand trust .317** .585** .588** 1  

5 Brand engagement .299** .423** .436** .370** 1 

** Correlation is significant at the p<0.01 level. 
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5.4 Hypothesis testing 

The hypothesis test was done through a Pearson’s correlation test since this test allows to 

examine the strength of the relationship between the variables (Pallant, 2010). The results were 

interpreted in two steps. Firstly, by ensuring the significance of the hypotheses and secondly, 

by examining the correlations strength. As can be seen in table 14 below, all hypotheses were 

significant at a p<0.01 level and were therefore accepted. Cohen (1988, cited in Pallant 2010, 

p. 134) mentioned that if the coefficient varies between 0.10 and 0.29, then the relationship is 

valued small, between 0.30 and 0.49 as medium and between 0.5 and 1.0 as large. Based on the 

scale proposed by Cohen (1988), the strength of the relationship between the variables in the 

hypotheses could be determined. 

 

Table 14: Hypotheses tests 

 

 Hypothesis 
Pearson’s 

correlation 

Strength of 

relationship 
Results 

H1 

There is a positive relationship between brand 

information of sustainability efforts on social media and 

brand trust towards fast-fashion brands. 

 

0.317** 

 

Medium Accepted 

H2 

There is a positive relationship between brand 

information of sustainability efforts on social media and 

brand engagement towards fast-fashion brands. 

 

0.299** 
Low Accepted 

H3 

There is a positive relationship between brand 

information of sustainability efforts on social media and 

brand satisfaction towards fast-fashion brands. 

0.415** 
Medium Accepted 

H4 

There is a positive relationship between brand 

information of sustainability efforts on social media and 

brand loyalty towards fast-fashion brands. 

0.492** Medium Accepted 

H5 
There is a positive relationship between brand trust and 

brand satisfaction towards fast-fashion brands. 
0.588** Strong Accepted 

H6 

There is a positive relationship between brand 

engagement and brand satisfaction towards fast-fashion 

brands. 

0.436** Medium Accepted 

H7 

There is a positive relationship between brand 

satisfaction and brand loyalty towards fast-fashion 

brands. 

0.415** Medium Accepted 

** Correlation is significant at the p<0.01 level. 
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5.5 Additional findings 

To see if there was a difference between how the respective genders scored on each variable, 

an independent t-test was carried out. According to Pallant (2010), if the Sig. (2-tailed) value 

is less than 0.05, there is a significant difference in the mean scores on the dependent variable 

and between the genders. As can be seen in table 15 below, the only variable which had a 

significant difference (0.032) between the means scores and the genders was in brand 

information. Females had a mean value of 6.03, whereas males had a mean value of 5.65. In 

the other cases, there was no significant difference. In other words, the results indicated that 

there is no difference in the way females and males responded to the question. 

 

Table 15: T-test 

Variable  Mean Sig. (2-tailed) 

Brand information 
Female 6.03 

0.032 
Male 5.65 

Brand loyalty 

Female 5.13 
0.208 

Male 4.89 

Brand satisfaction 
Female 4.94 

0.649 
Male 5.02 

Brand trust 

Female 4.79 
0.655 

Male 4.70 

Brand engagement 

Female 2.93 
0.534 

Male 3.05 
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6. Discussion 

The following chapter presents the discussion of the empirical findings in relation to previous 

research within this field.

 

The results revealed that close to 80% of the survey respondents used social media several times 

per day. It demonstrates that the results represent the opinions of the fast-fashion brand’s target 

groups for their brand information regarding sustainability on social media. Instagram (31.3%) 

and Facebook (16.9%) were the most used social media platforms when following a fast-

fashion brand. There was a significant difference in the way female and males responded to 

brand information. The answers women gave scored higher mean values than the answers that 

the men gave. It indicates that women value sustainability information of fast-fashion brands 

on social media channels more than men. Brand information was the variable which scored the 

highest mean value, when tested as a construct, and when examining the difference between 

the genders. The fundamental fact with regards to brand information is that a positive 

relationship between the other variables, namely brand trust, brand engagement, brand 

satisfaction, and brand loyalty exists. It is for that reason imperative for fast-fashion brands to 

enclose this type of brand information on its social media. By understanding what should be 

enclosed in the brand information, and how it should reach the customer, brands can establish 

long-lasting relationships with the customers. 

 

When it comes to the strength of the relationships, there are some significant differences. The 

results of testing the first hypotheses showed that sustainability information on social media 

has only a moderate influence on the trust which a customer has towards a brand. In other 

words, the sustainability information on social media is not highly important for brand trust in 

this context. Researchers such as Kim et al., (2009) and Laroche et al., (2013) argued for a 

strong relationship between the variables. Their research suggested that if brands share their 

information, it reduces any uncertainties and it increases predictabilities which, in turn, 

enhances trust. Although the results signaled that sustainability information from fast-fashion 

brands only moderately influenced brand trust, they still have a relationship. Those findings are 

supported by Lee et al., (2012), Rialti et al., (2017) and Stanisavljevic (2017) who point out 

that enclosing sustainability information on social media enhances brand trust.   
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The second examined relationship was between brand information and brand engagement. 

Previous research by Nisar and Whitehead (2016) and Henninger et al., (2017), indicated that 

brand information would influence brand engagement positively. Although this was also the 

case in the current research, the correlation indicated a surprisingly low relationship. If a 

customer would read sustainability information on social media, it would only influence their 

engagement to a low degree. Since it has been found out that information regarding 

sustainability efforts of a fast-fashion brand is only weakly influencing the brand engagement, 

it can be questioned how important and effective social media sustainability posts really are for 

affecting brand engagement. It appears that customers could be skeptical towards brand 

information and as suggested by previous researchers, fast-fashion brands do have an 

underlying skepticism due to the previous history of being unsustainable (McNeill & Moore, 

2015; Manika et al., 2017). However, a low degree of influence in this context does not mean 

that other types of brand information also would weakly influence brand engagement. Previous 

researchers mention that it is important for brands to help customers engaging with each other 

and with the brand itself (Zhang et al., 2017 and Manika et al., 2017). One way to do this is 

through social media channels which are actively managed by the brands. Like this study has 

shown, brands could benefit from positive feedback and help to reduce any uncertainties by 

informing their target group. 

 

The relationships between brand information and brand satisfaction as well as brand loyalty 

were also examined in this study. Based on the positive relationships, it can be assumed that 

sustainability information from fast-fashion brands plays a significant role in both brand 

satisfaction and brand loyalty. The results from this study agree with previous researchers such 

as Chow and Shi (2015), Nisar and Whitehead (2016) and Limpasirisuwan and Donkwa (2017), 

mentioning that if a customer would read sustainability information on social media, then it 

would positively influence their brand satisfaction and brand loyalty. Also, as Martinez (2015) 

suggested, sustainability information would positively influence brand loyalty, which in this 

research is supported. 

 

When it comes to the relationship between brand trust and brand satisfaction, the results align 

also with previous research by Kim et al., (2009), Deng et al., (2010), Martinez (2015) and Jin 

et al., (2016). It confirms that brand trust works as an antecedent to brand loyalty. The strong 
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relationship between the variables was mentioned by Laroche et al., (2013) and Limpasirisuwan 

and Donkwa (2017). They mentioned that brand trust plays a significant role in determining 

both the current and the long-term customer satisfaction that the customer has towards a brand. 

Also, the results showed that brand engagement only had a moderate influence on brand 

satisfaction meaning that brand engagement is not highly important in determining brand 

satisfaction. The findings by Laroche et al., (2013) and the findings of this research align with 

each other, stating that brand engagement positively influences brand satisfaction. As 

mentioned previously, the results showed that brand information has a surprisingly low level 

of influence on brand engagement. When merely examining brand engagement as an antecedent 

to brand satisfaction, the results are different in the way that the findings showed that brand 

engagement has a moderate influence on brand satisfaction. The results align with previous 

research by Oliver and Swan (1989), Jin et al., (2016), Nisar and Whitehead (2016) and Chen-

Yu et al., (2017), revealing that brand satisfaction works as an antecedent to brand loyalty. Also, 

the finding by Lee et al., (2012) and the results of this study, reveal that sustainable efforts have 

a direct impact on brand loyalty. In other words, customers appreciate brands who are engaging 

in sustainability actions and promoting this does have a positive effect on brand loyalty. 
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7. Conclusion 

The following chapter highlights the main findings derived from the analysis and discussion to 

answer the purpose of the research.

 

The purpose of this study was to examine how brand information of sustainability efforts of 

fast-fashion brands on social media channels affect brand loyalty and its antecedents brand 

satisfaction, brand trust, and brand engagement. The results of this study support the fact that 

there is a positive relationship between brand information and the mentioned variables, in the 

context of sustainability claims by fast-fashion brands on social media. The hypothesis testing 

aimed to explore the relationships between the different variables, and although the 

relationships were positive, the strengths of each relationship varied. Based on the results, it 

could be concluded that brand trust had a large influence on brand satisfaction which means 

that customers who trust the sustainability information are also more satisfied with the brand. 

The results put forth in this study also revealed that if a customer would read about a fast-

fashion brands sustainability efforts, it would only weakly influence their brand engagement. It 

can be questioned whether sustainability efforts on social media are important and effective 

when wanting to influence brand engagement. Overall, brand information is concluded to 

positively influence all variables set forth in this study. For that reason, it can be suggested that 

it is important for brands to share their sustainability efforts on social media. Further, it can also 

be presumed that these relationships may also be present in other industries which utilize social 

media for sharing sustainability information with its customers. The results show that brand 

trust and brand engagement work as antecedents to brand satisfaction. In turn, brand satisfaction 

is confirmed to work as an antecedent to brand loyalty. It can be concluded that the 

hypothesized antecedents work in the context of fast-fashion brands who share their 

sustainability efforts on social media.  
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8. Implications, limitations and further research 

 The main contributions of this research are presented in the following chapter. It includes 

managerial and theoretical implications, limitations of the current study as well as suggested 

further research. 

 

8.1 Managerial implications 

With regards to the managerial implications of this study, several contributions have been put 

forward which fast-fashion brands can take into consideration when aiming at successfully 

sharing sustainability information on social media. The results of this study reveal that 

customers highly value brand information on social media. Customers have difficulties finding 

sustainability information from brands (de Lenne & Vandenbosch, 2017). The results of this 

paper indicate that enclosing sustainability information from the brand, loyalty, satisfaction, 

trust, and engagement can be enhanced, which undeniably benefits the brand. Research has 

revealed that customers tend to trust brand information if it comes directly from the brand itself 

(Nisar & Whitehead, 2016). By understanding the potential of this type of information, and 

understanding how to successfully reach the customer, managers can create long-term success 

for brands. 

The descriptive statistics showed that all survey respondents used social media, although in 

various frequencies (table 9). A large number of the survey respondents were social media users 

(close to 80%) and therefore the results set forth in this study represent the opinions of the fast-

fashion brands target groups for their sustainability actions on social media. Customers are 

having difficulties locating sustainability information (de Lenne & Vandenbosch, 2017) and 

research states that social media is valued more than traditional marketing methods (Nisar & 

Whitehead, 2016) Therefore, it can be recommended for brands and companies who solely rely 

on traditional marketing methods such as print media, to utilize social media when sharing their 

sustainability information to its customers. 

Previous research has highlighted the value of sustainability and its influence on brand loyalty, 

brand satisfaction, brand trust, and brand engagement (Chow & Shi, 2015; Martinez, 2015; 

Chen-Yu et al., 2017; Henninger et al., 2017). Although the three first named variables scored 
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a medium strong relationship, suggesting that much focus should be directed there, the 

relationship between brand information and brand engagement were weak only. The results 

show that more benefits in terms of the positive relationship are derived from focusing on the 

other variables, hence to create and maintain loyalty, satisfaction, and trust.  

The results showed that Instagram (31.3%) and Facebook (16.9%) were the most utilized social 

media platforms when following a fast-fashion brand in the Swedish society. It is suggested for 

fast-fashion managers to look further into their social media strategies and possibly rather focus 

on Instagram than on other channels. It would be useful for fast-fashion managers to analyze 

what makes Instagram have a higher rate of fast-fashion followers than other platforms and to 

see what makes Instagram so unique in Sweden. Also, 36.3% of the survey respondents did 

follow a fast-fashion brand on social media, whereas 63.8% did not. It would also be valuable 

for fast-fashion managers to investigate why there are not more followers and what and who 

they could target to gain more followers.   

8.2 Theoretical implications 

The results presented in this study contribute to existing literature in different ways. Literature 

has previously focused on researching attitude concerning sustainability (Grimmer et al., 2016; 

Wang, 2017). However, the focus of the current research was directed to brand loyalty in 

relation to sustainability. The strength of brand loyalty can determine the future success of any 

brand (Kotler & Lee, 2005), and for that reason, research in the field of brand loyalty was 

deemed as a vital contribution to literature. 

 

Previous literature has also focused on researching the antecedents to brand loyalty as single 

objects and overlooked the complexities behind brand loyalty (Nisar & Whitehead, 2016; 

Huang, 2017). Due to the lack of literature, the results presented in this study adds to the theory 

of brand loyalty and its antecedents. The results put forth are valuable for future research and 

strategical decisions regarding brand loyalty and its antecedents. 

The proposed model in this research allowed examining the strength of the relationships 

between brand information regarding sustainability efforts and the chosen variables. Previous 

researchers have claimed that there was a need for investigating the variables in different 

contexts and industries (Deng et al., 2010; Laroche et al., 2013; Chow & Shi, 2015; Jin et al., 



     

 48 

2016; Nisar & Whitehead, 2016; Simon et al., 2016; Huang, 2017; Limpasirisuwan & Donkwa, 

2017). Therefore, the results of this research contribute to literature since the hypothesized 

antecedents were applied in the fast-fashion and sustainability information on social media 

context. Also, the results conform to previous researchers in the way that brand trust and brand 

engagement work as antecedents to brand satisfaction, respectively brand satisfaction work as 

an antecedent to brand loyalty.  

8.3 Limitations  

The results from this study had some limitations in the data collection phase. Firstly, most of 

the respondents were students or employed, which could have resulted in a biased outcome. 

Secondly, the majority of the respondents were Swedish (92%) which limits the results to the 

Swedish society only. Lastly, the majority of the respondents were between the ages of 18-25 

(52.9%) and 26-35 (37.4%) which left the other age groups unrepresented. For that reason, the 

sample was not fully represented and a balanced proportion of diverse demographics in age and 

profession could have provided valuable insights into different opinions and thoughts regarding 

fast-fashion brands sharing their sustainability efforts of social media. Also, only 36.3% of the 

survey respondents followed a fast-fashion brand on social media. 

The current study made use of different types of sampling methods. For instance, snowball 

sampling was used. This means that there was no way for the author to know how many 

individuals could have taken part in the survey, even though the number of members is known 

in the Facebook groups which the survey was distributed to (table 4). Hence, the response rate 

is unknown to the author. The individuals in the fast-fashion groups could possibly have an 

interest, or even profound interest in the topic, which naturally could have affected the results. 

Individuals who are interested in sustainability or fast-fashion could potentially rate brand 

information higher than someone who is not that interested and for whom, it does not make a 

difference when reading it on social media.  

  

8.4 Further research  

Although the sample was fully represented when it comes to gathering data from individuals 

who use social media, there were still some groups in the sample which were not fully 

represented. It would be of interest to apply this study to the unrepresented groups, for instance, 
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higher age-groups in future studies. It could unveil if there is a difference in how younger and 

older individuals value this type of brand information. The results would be valuable for brands 

when identifying and coordinating target groups. Since this study involved brand loyalty in the 

fast-fashion industry in a quantitative manner, this study can be further elaborated with a 

qualitative approach. A qualitative approach could be of importance since it could unveil more 

in-depth information that might not have been grasped by this solely quantitative approach. 

Also, a qualitative approach could support the understanding of what strategic decisions and 

marketing activities which can be undertaken to raise the interest in various contexts.  

 

The model constructed in this study can be further applied in other contexts. Although this 

research focused solely on the fast-fashion industry, other industries could also benefit from 

testing the loyalty by sharing brand-related information regarding sustainability efforts. For 

instance, the automotive industry has been accused of being involved in unsustainable actions 

and could make use of the framework to examine how brand loyalty, brand satisfaction, brand 

trust, and brand engagement are affected. In addition to this study, it would be of interest to 

examine the effect of the various variables when subjected to a misleading advertisement or in 

fact greenwashing advertisement. Plentiful of research has been subjected to examine 

greenwashing in various context, however, research regarding brand loyalty and its antecedents 

could be of interest.  

 

As mentioned previously, managers should analyze what makes it so interesting for Swedish 

individuals to use Instagram when following a fast-fashion brand on social media. Also, when 

it comes to a global scale, different social media platforms could be used more regularly 

depending on the country. For that reason, it would be interesting to investigate which platform 

could potentially be the most successful, based on the country investigated.   
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Appendix 
 

Appendix 1: Survey 

Introduction 
Hello,  

My name is Anna I am currently writing my Master Thesis at Linnaeus University in Växjö.  

The following survey is going to ask you about your opinion towards social media actions of fast-fashion brands 

which promote sustainability and your opinion is very important. Fast-fashion refers to fashion which is 

inexpensive and moves quickly from production to stores. Sustainability is defined as a product, service or 

action which has a positive environmental and/or a positive social impact.  

 

Filling out the survey will only take 4 minutes. All respondents will be treated anonymously.  

 

Thank you very much for your participation! 

 

Anna Wiberg 

Aw222qs@student.lnu.se 

 

 

Before you answer the following questions, please think of any fast-fashion brand that you currently are a 

customer of (e.g. H&M or Vero Moda). Now imagine this brand posting on social media about their 

sustainability efforts (See example below). Please keep the fast-fashion brand and its social media post about 

sustainability in mind while answering the following questions.  

 

Below are some examples of fast-fashion brands: 

H&M, Vero Moda, ZARA, Gina Tricot, Lindex, Forever 21, Topshop, Gap, American Apparel, Pull & Bear, 

Mango, Primark, Esprit, United Colors of Benetton, C&A, NewYorker. 

 

Example of a sustainability effort post by Lindex and H&M. 

mailto:Aw222qs@student.lnu.se
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Questions Possible 

Answers 

Brand 

information 

I believe this fast-fashion brand should enclose information about its sustainable 

efforts with its customers on social media. 

1 strongly 

disagree /  

7 strongly 

agree  

It is important to me that this fashion brand shares information about their 

sustainability efforts with its customers.  
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Information about sustainability efforts of the fast-fashion brand is useful for me 

as a customer. 

Information about sustainability efforts of the fast-fashion brand would attract 

me. 

Brand 

loyalty 

I would consider myself more loyal to this fast-fashion brand. 

I would continue buying this fast-fashion brand on the next opportunity. 

I would choose this fast-fashion brand to a higher degree in the future. 

I would recommend this fast-fashion brand to a higher degree to other people. 

Brand 

satisfaction 

I would consider myself more satisfied with this fast-fashion brand. 

I would consider that this fast-fashion brand meets my expectations to a higher 

degree. 

I would consider myself more satisfied with the way this fast-fashion brand fit 

my needs. 

I would consider myself more satisfied with the way this fast-fashion brand meets 

my requirements. 

Brand trust 

I would consider to a higher degree that this fast-fashion brand is honest. 

I would believe in this fast-fashion brand to a higher degree. 

I would feel more confidence in this fast-fashion brand. 

I would trust this fast-fashion brand to a higher degree. 

Brand 

engagement 

I would increase my interaction with others, about this fast-fashion brand on 

social media. 

I would share this information with others to a higher degree, about this fast-

fashion brand on social media. 

I would post comments to a higher level, to this fast-fashion brand’s social media 

pages. 

I would increase my participation, as a member of the community of this fast-

fashion brand on social media. 

What is your gender? 

Male, 

Female, 

Prefer not 

to say 

To which age group do you belong? 

Under 18,  

18-25, 

26-35, 
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36-45, 

46-55, 

56-65, 

65+ 

What is your main profession? 

Student, 

Employed, 

Unemploy

ed, 

Retiree, 

Other 

Do you live in Sweden? 

Yes, No 

If No, 

please 

mention 

the country 

you 

currently 

live in. 

How often do you use social media? 

Several 

times per 

day, once 

per day, 

once every 

1-3 days, 

once every 

week, once 

every 

month, 

never 

Do you follow fast-fashion brands on social media channels? Yes, No 

On which social media platform do you follow a fast-fashion brand? 

Facebook, 

Instagram, 

Twitter, 

Other 
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