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Abstract
The current study explores the effects of Corporate Social Responsibility (CSR) of fast fashion brands in Ireland on the buying intentions of millennial consumers. It involves international millennial students from three colleges in Dublin within the ages 24-30 who in 2021 are the youngest millennials based on Cone Communications’ research showing millennial variables. Millennials are perceived to be ethical and show the most awareness of business activities than other generations. However, despite this, they are consumers of fast fashion which is known for its sustainability issues.   
The research’s objectives are three-pronged: firstly; critically evaluating the CSR awareness level of millennial college students who are consumers of fast fashion. Secondly; the extent to which CSR activities of fast fashion firms affect these millennials’ buying intentions are determined and explored. Thirdly, factors that are most critical in influencing these millennials’ decisions to purchase from fast fashion brands are identified. To achieve these objectives and provide the study with the necessary structure, the under-listed research questions were put forward: What is the level of awareness of international millennial students in Dublin colleges regarding CSR initiatives of fast fashion brands in Ireland?; Does the social responsibility of fast fashion businesses have any real influence/effect on these millennial consumers’ intentions to purchase? and What factors are most critical in influencing the intentions of these millennial consumers to purchase from fast fashion brands?
The research is exploratory and adopts a case study approach. It is qualitative in nature and the primary data collection method - semi-structured interviews were conducted for 9 participants from three colleges in Dublin. Also, the sampling method utilised for the sample selection is non-probability sampling– purposeful sampling. Qualitative Data Analysis was adopted to analyse the participants’ data and consumer buying behaviour theories such as Theory of Reasoned Action (TRA) and Perceived Consumer Effectiveness (PCE) and were used to shed more light on the behaviours of this cohort. 
The research findings illustrate a good level of CSR awareness of the respondents as they recognise that fast fashion brands should have social responsibility. However, they are predominantly unaware of CSR initiatives of fast fashion brands in Ireland and factors like product price, quality and design/style are shown to play much more prominent roles in guiding the international millennial students’ purchasing intentions and not CSR activities of these brands.
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Chapter 1 - Introduction
1.1	Overview
This chapter introduces the reader to the research areas of corporate social responsibility (CSR) and consumer buying behaviour. The research specifically evaluates the effects that CSR activities/initiatives of fast fashion brands have on consumer buying intentions of millennials who are international students in colleges in Dublin. It examines the CSR awareness levels of these millennial consumers, explores the extent to which the effects of CSR activities of these brands influences their consumer buying intentions and identifies crucial factors that informs the buying intentions of this target population to purchase from fast fashion brands. However, this chapter presents the research purpose, its significance, research objectives & questions, an overview of fast fashion practices, in depth description of millennials’ characteristics and an outline of the chapters of the study.
1.2	Research Purpose
The purpose of the research is to critically examine what influences the buying intentions of millennial international students in colleges who are the target population. It seeks to determine if their support of CSR is actually demonstrated in their buying intentions and explores factors guiding their buying intentions when making purchases from fast fashion brands. The research focuses on shedding more light on whether CSR activities of fast fashion firms actually affect these millennials’ buying intentions. Also, the research is expected to contribute theoretically and empirically to the existing but limited literature on consumer buying behaviour of a subset of a generational cohort – international millennial students in colleges.
1.3	Significance of the Study
Millennials are known to be the most ethical generation however, the appraisal of their ethical purchasing behaviour is yet to be fully explored in academic literature (Chatzopoulou and Kiewiet, 2020). Also known as Generation Y, they are more conscious of company activity than other generations, the most consumption-centred; thus, are perceived as a crucial demographic for both researchers and practitioners as they will occupy a huge part of the society’s workforce (Formánková et al., 2019; O’ Donnell, 2006; Sullivan and Heitmeyer, 2008; Chatzopoulou and Kiewiet, 2020). They are also described as a generation empathetic to ethical issues, the world’s largest consumer generation in history, have an innate need to make the world a better place to live in and have expectations that organisations should incorporate CSR activities in their strategies (Smith, 2011; Gorman et al., 2004; Anderson et al., 2018; Taylor, 2018; McGlone et al., 2011). 

In spite of the potential of this group, very little is known about what motivates this group’s consumption and patronage as majority of the research on millennials centre on the entire generation rather than on a specific group (Noble et al., 2009). The authors state that these studies have been carried out largely on demographics and attitudinal characteristics, however, not specifically on their consumption intentions/behaviours. Past studies have also offered very limited knowledge on Generation Y which has prompted the need for improved comprehension of ethical consumerism among specific types of consumers especially millennials who are seen to have significant current and future economic impacts (Gorman et al., 2004). Hence, the study intends to bridge this research gap. 

Also, the field of CSR has become a major concern for businesses as consumers regard it as topmost of their needs particularly millennials who exhibit more awareness of business activity than any other generation (Chatzopoulou and Kiewiet, 2020). Millennials are the study’s focus because they are of specific interest to marketers, researchers etc. as they wield such a significant purchasing power (Lerro et al., 2018). The study will provide practitioners and researchers with further understanding of millennials who are an understudied generational cohort and insights into factors guiding their buying intentions regarding fast fashion. Also, the study spotlights millennial international students in Dublin colleges which is significant because past studies on millennials have been predominantly carried out in the US and other parts of Europe (Rank and Contreras, 2021). Also, despite CSR being regarded as being at its most prevalent, there seems to be a lack of attention to and discussion of CSR in Ireland and previous researches have largely linked CSR activities to consumers’ buying attitudes in areas like FMCGs  (Sweeney, 2007; Tsai et al., 2015). Thus, by focusing on these, the study will address this research gap. 


1.4	Research Objectives & Questions
The objectives of this research are three-pronged and under-listed below: 
1.	To critically evaluate the awareness levels of international millennial students in Dublin colleges regarding CSR activities of fast fashion brands in Ireland.
 2.	To explore the extent to which CSR activities of fast fashion firms affects the buying intentions of these millennials. 
3.	To identify the factors most critical in informing their intentions to purchase from fast fashion brands.
The research findings will be expected to provide answers to the following research questions:

RQ1:	What is the level of awareness of international millennial students in Dublin colleges regarding CSR initiatives of fast fashion brands in Ireland?
RQ2.	Does the social responsibility of fast fashion brands have any real influence/effect on these millennial consumers’ intentions to purchase?
RQ3:	What factors are most critical in influencing the intentions of these millennials to purchase from fast fashion brands?
1.5	Overview and Impact of Fast fashion Industry 
One of the study’s focus areas is Fast fashion - a business model that gives the impression of affordable contemporary clothes that are readily available at reasonable prices of which speed is a crucial feature as it ensures clothing gets to its stores within limited timelines (Caro and Martinez-de-Albeniz, 2014; Bruce and Daly, 2006). The global industry is huge as 80 billion pieces of new clothing items are bought yearly worldwide amounting to $1.2 trillion annually and examples of leading fast fashion retailers include H&M and Zara (Bick et al., 2018; Caro and Martinez-de-Albeniz, 2014). 
However, fast fashion has been negatively connected with its characteristic disposable culture and its social responsibility incessantly scrutinized due to staggering global health and environmental costs associated with inexpensive clothing production (Caro and Martinez-de-Albeniz, 2014; Bick et al., 2018). Also, heightened consumption levels have brought about millions of tons of textile waste which have been disposed of in landfills/unregulated settings because of the frequent use of synthetic fabrics which do not decompose (Bick et al., 2018; Mintel, 2021).
Ireland whose domestic market value of the fashion industry is worth €3billion is not exempt from the impact of fast fashion on its environment with consumers in Ireland raising questions on the industry’s activities with an increasing number of environmental campaigners calling for more awareness on the environmental and human impacts of the industry (The Irish Times, 2019; FashionUnited, 2021). Ireland’s waste problem was illuminated after its government’s launched Waste Action Plan late 2019 which disclosed that 63,000 tonnes of textile are dumped annually in landfills (The Journal, 2020). Specifically, half a tonne of clothing is dumped every minute into a landfill in Ireland producing over 12 tonnes of carbon emissions – an equivalent of driving 65,000 kilometers in a car and 50% of fast fashion in Ireland is disposed of in less than six months which is a major concern for the country (Oxfam Ireland, 2019; The Industry.Fashion, 2020). Consequently, causing a global uprising of public concerns as a direct effect of these impacts with 92 million tonnes of waste produced every year and a consumption rate of 79 trillion litres of water (Lerro et al., 2018; Niinimäki et al. 2020). It is arguably the second most polluting industry globally after oil with a high rate of water consumption and energy using about 10,000 litres of water to manufacture just a pair of jeans -equated to one person’s drinking water for a decade (Duffy, 2019). 

As a result, these have increased demand for brands’ sustainability awareness/action leading fast fashion giants like Primark to sign up to the United Nations Fashion Charter (UNFCCC) and pledge achieving net-zero emissions by 2050 and reducing green house gas emissions by 30% by 2030 (Mintel, 2020). Primark trading under the business name Penney’s in Ireland has reduced its water consumption usage by 4% (Primark, 2019). Zara committed to ensure clothing longevity via the development of a used clothing collection programme,  pledged that 100% of the fabrics utilised by its eight brands in Ireland and globally will be organic, sustainable/recycled by 2025 (Zara, 2021; Thacker, 2019). H&M committed to ensuring its value chain is climate positive by 2040 via the elimination of greenhouse gas emission and increasing utilisation of recyclable materials by 30% by 2025 (H&M, 2021a). Also, H&M committed to reduce the amount of textile going into landfills/incinerators by launching a jeans collection made from reborn textile and to utilise 100% post-consumer waste to produce a semblance of recyclable cotton fabric (H&M, 2021b). 
The research will explore if these CSR activities of fast fashion firms actually have any influence on the buying intentions of international millennial students in Dublin colleges.
1.6	Structure of the Study
The research will be presented in five chapters with a summary of the structure of the study outlined below:
[image: ]
Table 1: Chapter Outline

Chapter 2 – Literature Review
2.1	Introduction
This chapter reviews corporate social responsibility (CSR) and consumer buying behaviour which is the study’s core research areas. It highlights some of the various CSR definitions and their differences. Consumer buying behaviour is explained and competing factors responsible for consumer buying behaviours are identified in past studies. Relevant theories on consumer buying behaviours such as Theory of Reasoned Action, Perceived Consumer Effectiveness and Perceived Personal Relevance have been identified and explained. The chapter presents specific insights into the millennial generational cohort which is the focus of the research and contrasting viewpoints of past researchers on the effects of CSR on their buying intentions. The research’s conceptual framework is also discussed in detail as it will set the tone for data collection & analysis. 
2.1.1	Overview of Corporate Social Responsibility
Across the world, there is an increasing number of businesses that are deliberately engaging in efforts to incorporate CSR into different aspects of their businesses despite the growing arguments about its meaning or value (Cai et al., 2012; Khan, 2017). It has been argued that CSR assists firms in their efforts to achieve sustainability through good business practices that encourage accountability, transparency and corporate philanthropy, however, sustainability remains a concern which is of grave importance to firms particularly in controversial industries like tobacco, gambling, alcohol etc. (Cai et al., 2012). Also, past studies have approached CSR majorly as a corporate issue with little focus on consumer behaviour (Sahelices-Pinto et al., 2018). Highlighted below are several contrasting definitions of CSR and arguments about the relevance of CSR for businesses.

2.1.2	CSR Definitions
Academics and practitioners alike have been trying for decades to ascertain a common definition of CSR and it is stated that the social responsibility of business comprises the economic, legal, ethical and discretionary (philanthropic) expectations that the society or public has of firms/organisations at a certain point in time (Carroll, 2016). Other definition emphasise CSR comprises philanthropic expectations but it also involves responsibility to the environment and humane employee treatment (Ellen et al., 2006). 
The European Union (EU) Green Paper promoting the framework for CSR in Europe states that even though the primary responsibility of a business is generating profits, they can simultaneously contribute to social and environmental objectives via incorporating CSR into their business’ operations (European Commission, 2001). However, this definition focuses only on economic (profit), social (people) and environmental (planet) concerns unlike that of Carroll (2016) which centres its definition on 4-dimensions - economic, legal, ethical and philanthropic. This is significant because the EU’s emphasis on the importance of social and environmental responsibilities of businesses appears to be prioritised over other responsibilities which suggest that businesses’ CSR efforts should be centred on these only. 
Another similar definition views CSR as the sustained commitment by a business to serve its various stakeholders such as customers, suppliers, investors, the public etc instead focusing on shareholders alone as they look to drive sustainability and value creation for both businesses and society (Boon Heng Teh et al., 2019). This CSR definition focuses specifically on stakeholders which appears to be of a broader view than that of Ellen et al. (2006) which focuses on employee and philanthropic responsibilities to the society. Also, Ganguly (2017) states that in modern times, corporations have taken further steps by endorsing CSR for positive impacts within organisations and the society at large and have assumed an unusual but exceptional role as a legal construct that needs to be both economically competitive and socially responsible. The philanthropy dimension was however, not incorporated in the CSR definitions of Boon Heng Teh et al. (2019) and Ganguly (2017), the implication of which suggests that it should not be a focus of businesses; even though Carroll (2016) views this dimension as an important societal expectation of firms. 
However, CSR as a concept has evolved as there has been a willingness to adopt a more regulated vision of CSR at the international level through the establishment of international initiatives like the OECD principles and more recently, the International Organisation for Standardisation (ISO) (Bazillier and Vauday, 2014). They state that the adoption of ISO 26000 guidelines on CSR was to propose an international definition of CSR based on different visions predominantly those of Anglo-Saxon and continental European. 
2.2	Business Case For and Against CSR
The business case for CSR generally refers to primary arguments that support the reasons  businesses should adopt and advance the cause of CSR (Carroll, 2016). Researchers and practitioners suggest that CSR is beneficial to organisations which engage in activities that are geared towards the betterment of the society they operate in (Joireman et al., 2015). As a result, organisations are according great importance to CSR attitudes/behaviours as CSR initiatives are used by firms to build and solidify relationships with their stakeholder groups such as customers, suppliers, competitors, investors, employees, media, directors etc (Catano and Morrow Hines, 2016; Raghubir et al., 2010). CSR initiatives also offer organisations the benefit of improved consumer perception or evaluation of their firms in terms of reputation (Lichtenstein et al., 2004). However, Smith and Rhiney (2020) emphasise that irrespective of the supposed buffering effect that CSR gives an organisation through the ability to protect it from negative situations, organisations that behave socially irresponsibly can be still be perceived as hypocritical.
Other CSR benefits are favourable consumer responsiveness to products/services of organisations whose CSR initiatives consumers are able to identify with and this leads to brand differentiation and opportunity for increased sales (Barone et al., 2000; Marquina and Morales, 2012), financial and social benefits (Jariko et al. 2016; Marquina and Morales, 2012), economic benefits (Carroll, 2016). In addition, organisations’ engagements in CSR initiatives foster better customer satisfaction and loyalty (Salmones et al., 2005), business sustainability (Taran and Betts, 2015), cost and risk reductions, competitive advantage, business and reputation legitimacy, win-win situation for society and business (Kurucz et al., 2008; Saeidi et al., 2015).
However, the business case against CSR commences with economic arguments from researchers which hold that the sole responsibility of management is profit maximization for its owners/shareholders and claims that the only social responsibility of a business is to grow profit (Horvat, 2015). The author asserts that these views were the catalyst of criticisms against CSR. In her research findings, Horvat (2015) identifies three reasons for the business case against CSR which are lack of financial resources, inadequate staff and lastly, lack of time. Also, business size has been suggested to play a crucial role in CSR as smaller businesses are continuously mounting reasons that impede the introduction of CSR due to its high implementation costs (Horvat, 2015; Idowu et al., 2015). 
2.3	CSR and its Communication – A Consumer’s Perspective 
From consumers’ perspective, this is described as ‘the corporate attempt to negotiate its relationship to stakeholders and the public at large” (Ihlen et al. 2011, p. 8). It has been argued that one of the most rudimentary insights of CSR research on consumers is that this stakeholder group rewards businesses that take on CSR (Carvalho et al., 2010). CSR is also said to significantly influence consumers’ feelings of personal satisfaction as it is argued to have a direct effect on a consumer’s well-being because they have a good feeling about themselves when they purchase CSR products or even have affiliations with companies that engage in CSR activities (Carvalho et al., 2010; Bhattacharya and Sen, 2004). Consumers are also said to consider businesses’ motivations before their involvement in CSR initiatives as they show positive responses to businesses displaying social motivation while negative responses to those driven by profits alone (Marquina Feldman and Vasquez‐Parraga, 2013).
CSR communication is said to be an ongoing process rather than just an organisation’s transmission of information to stakeholders (Schmeltz, 2017). Past researchers have argued concerning the impact CSR has on consumers with some suggesting that this may be reliant on the individual consumer’s perceived importance of CSR (Wang and Anderson, 2011). They assert that most consumers are dependent on CSR communication to collect information about organisations’ CSR practices. Some challenges of CSR communication is that of skepticism towards the CSR concept, the corporate intention behind the communication and lack of credibility of the CSR message (Schmeltz, 2017).  However, it is argued that companies that communicate their CSR efforts are seen to be trustworthy as these CSR messages disclosed by companies may influence consumers’ attitudes positively and their buying intentions (Lee et al., 2018).
2.4	CSR and Cultural Dimensions
Culture which has been thought as an antecedent of CSR has recently been gained circumscribed limited attention in literature when compared to the importance accorded to financial performances and the examination of other variables related to CSR and sustainability (Palazzo, 2019). Past studies have argued that members of a certain culture or group are said to share common sets of values which culminate into beliefs, attitudes, norms and practices that are commonly-shared (Halkos and Skouloudis, 2017). These could influence the way individuals perceive CSR specifically. National culture has been described as “values, beliefs, norms and behavioural patterns of a national group” (Leung et al. 2005, p. 357). Hofstede’s cultural differences have brought about new perspectives and highlighted dimensional characteristics of culture which is now treated as a single variable (Halkos and Skouloudis, 2017). Culture is therefore defined as the collective indoctrination of the mind that makes a group distinct from others (Hofstede, 2001). Culture differences of nations are identified Hofstede (2011) by assigning dimensions and country ranking/scores which established country classification based on the following:
· Power distance (PDI) - this is concerned with the various solutions to the basic problem of inequality among humans. The scores tend to be higher for East European countries, Latin, Asian and African countries while lower in German and English-speaking countries.
[image: ]
Figure 1: Power Distance Differences in Societies (Source: Hofstede, 2011)

· Uncertainty avoidance (UAI) – this relates to the level of stress inherent in a society in the face of unknown or uncertain circumstances. These are higher in East and Central European countries, Latin countries, Japan and German-speaking countries while lower in English-speaking countries, Nordic and Chinese culture societies.

[image: ]
    Figure 2: Uncertainty Avoidance (Source: Hofstede, 2011)

· Individualism vs. Collectivism (IDV) – this refers to individual’s integration into primary groups. Individualism is high in developed and Western countries while collectivism is found in developed and Eastern countries though Japan takes a centre dimension.
[image: ]
	Figure 3: Individualism vs. Collectivism (Source: Hofstede, 2011)

· Masculinity vs. Femininity (MAS) – this refers to the separation of emotional roles between men and women. Masculinity is high in Japan, German-speaking countries, Italy and Mexico; in moderation in English-speaking countries Western countries; low in Nordic countries, Netherlands, France, Spain, Portugal and Chile.
[image: ]
Figure 4: Masculinity vs. Femininity (Source: Hofstede, 2011)

· Long-term orientation vs. Short-term orientation (LTO) – this relates to the choice of focus for people’s efforts regarding if it is for the future or the present. Long-term oriented countries are East Asian countries, followed by Eastern and Central Europe; medium-term orientation – South and North-European and South Asian countries while USA, Australia, Latin America, Africa and Muslim countries are classified under short-term orientation.
[image: ]
	Figure 5: Short-term Orientation vs. Long-term Orientation 
(Source: Hofstede, 2011)
· Indulgence vs. Restraint (IVF) – this refers to the extent which individuals try to control their impulses/desires where indulgent societies allow themselves free gratification of their wants and desires while restrained societies refrain from such gratifications which they feel need to be curbed and regulated by agreed norms. Indulgence is high in South and North America, in Western Europe and in parts of Sub-Saharan African while restraint is high in Eastern Europe, Asia and the Muslim world.
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Figure 6: Indulgence vs. Restraint (Source: Hofstede, 2011)

2.5	The Relationship between CSR and Consumer Buying Intentions
Past studies have been unclear, unconvincing and sometimes even controversial with regards to the nature and degree to which CSR directly influences consumer responses (Bello et al. 2020). Other arguments suggest that CSR elicits positive impacts like consumer loyalty and repurchase as consumers world-wide are demanding a higher level of responsibility from businesses in addressing social issues in addition to using their spending power/loyalty to drive these issues (Khan et al., 2015; Perez and del-Bosque, 2015; Diehl et al., 2016). Consumer awareness level on social issues is also said to be important as this could significantly impact the effect of CSR initiatives on their buying intentions as increased awareness levels of businesses’ CSR initiatives ensures more positive effects on consumers’ purchase intentions because their belief that businesses should be socially responsible aligns with their purchase intention (Hansen and Schrader, 1997; Mohr et al., 2001; Lee and Shin, 2010). 
However, past researchers have suggested that the influence of CSR on consumer buying intentions are usually not clear-cut/evident and do not have any bearing on their purchase intentions as these could depend on other factors; also, that irrespective of consumers’ positive attitudes towards such businesses, these attitudes are not converted into purchasing intentions (Castaldo and Perrini, 2004; Tingchi Liu et al., 2014; Oberseder et al., 2011). 
2.5.1	Common Factors that influence Consumer Buying Intentions
Some factors have been identified as responsible for influencing consumers’ purchasing intentions and are presented below:
Sustainability Factor
Kovács et al., (2015) claim that consumers’ purchasing intentions are influenced by factors like the commitment to contribute to sustainable business operations and ethical products as there is an inclination towards businesses which strive for sustainable developments via their CSR activities. The authors highlight that the production of goods that are less harmful and trading with fair-trade products, promoting sustainable lifestyle tend to shift customer needs, demands and behaviours towards sustainable products and services. Contrary to this, Boon Heng Teh et al. (2019) established through their research findings that although there is a correlation between the effects of CSR and consumer buying intentions, however, environmental concerns was not a factor that influenced consumer’s purchasing intentions. They state that this is directly linked to low awareness level of environmental pollution which is apparent in consumers of developing countries unlike those in developed countries who have heightened awareness levels. In disparity, is the view of Cai et al. (2012) which emphasises sustainability to be crucial in influencing consumer buying behaviour.
Trust Factor
Corporate/brand trust have been identified as two mediators between corporate citizenship/CSR and consumers’ purchase intentions (Tsai et al., 2015). Strategic philanthropy is seen to be significantly more influential than general philanthropy in improving both corporate identification and brand trust/identification – the two factors identified for driving consumer purchasing behaviours, however, brands’ trust can be eroded especially if claims are overstated of the benefits of green products and this negatively impacts the likelihood for future purchases (Dang et al., 2020; Tsai et al. 2015; Gershoff and Irwin, 2011). 
Awareness Factor
Other studies on the influence of CSR on consumer purchasing behaviour focus on the level of awareness of consumers with regards to CSR activities of organisations. The empirical literature around consumer responses to corporate citizenship/CSR strategies appear to have several contradictions with regards to their impact (McEachern, 2015). She states that as a consequence, some businesses are unsure about the extent to which resource commitment is required for such CSR activities in order to elicit a positive response from consumers. In her study, organisations with limited citizenship or CSR strategies did not face any retaliatory or increased sensitivity from consumers as these consumers were familiar with the previous CSR activities of some of these organisations and instead accorded them some competitive advantage (McEachern, 2015). The findings in this study are instructive but contradictory to those of past studies which suggest that consumers tend to boycott such organisations with limited/poor CSR strategies (Zeng et al., 2021).
Economic Factor vs. Philanthropic Factor
Some research carried out by Anderson et al. (2018) have challenged past studies like McEachern (2015) which suggest that product quality and price have a more compelling effect on consumer buying behaviours rather than its corporate citizenship and/or its societal performance. On the contrary, other studies suggest that an organisation’s philanthropy plays a far more significant role in influencing consumer buying intentions over product price and quality as a study on millennials state that they are willing to pay 25% more (Anderson et al., 2018) , 86% of respondents are willing to pay more for goods produced by socially responsible firms (Kimeldorf et al., 2006) and donations (philanthropy) are seen as a way of helping charities so consumers are most likely to purchase from donor firms (Jin and He, 2018). Shivakanth Shetty et al. (2019) state that millennials prefer to purchase from a brand affiliated with a cause and refrain from buying from a business if it behaves unethically as they have an emotional tie with the business which has CSR initiatives and this supersedes price.
This is very instructive as it contrasts with viewpoints of McEachern (2015) which emphasise product price and quality over other factors. However, Rahim et al. (2011) state that consumers’ utmost priority when considering purchasing was the business’ economic responsibility to the society rather than its philanthropic responsibility which is a major contradiction to Carroll’s Pyramid of CSR which suggests that philanthropic responsibility of business is consumer’s utmost priority. This shows the competing views on economic and philanthropic responsibilities as influences on consumer buying intentions.
Ethical Factor
Some authors suggest that consumer intentions can be guided by ethical purchase behaviour and that consumers trust businesses that carry out CSR activities as their research findings indicate that societal concerns and ethical practices were dominant factors which influence consumers’ purchasing intentions/behaviours towards organisations (Smith 2009; Dutta and Singh 2013). These can serve as a form of social control of businesses as consumers are able to exercise their right by purchasing from businesses seen to be taking on societal issues (Smith, 2009). The author states that consumer sovereignty goes beyond the superficial immediate characteristics of a product as suggested by McEachern (2015) but rather  incorporates the corporate responsibility of practices of the producer and identifies extreme cases of consumer boycotts. 
The diagram below captures the various factors held by different researchers as being responsible for guiding consumers’ buying intentions.
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Figure 7: Factors Influencing Consumer Buying Intentions (Source: Own design)
2.6	Relevant Theories in Determining Consumer Buying Behaviour
Some theories have been identified as relevant to consumers’ buying behaviours and these are presented below:
2.6.1	Theory of Reasoned Action (TRA)
This theory was initially by Fishbein & Ajzen and is a model frequently used for predicting behavioural intentions (Madden et al., 1992). The major construct of the theory is intention which is said to be the most crucial determinant of behaviour (Hagger, 2019). Madden et al. (1992) state that the theory depicts behavioural intentions known as the immediate antecedents to behaviour and are a result of important information/beliefs that the likelihood of engaging in a particular behaviour will result in a particular outcome. Fishbein & Ajzen go ahead to “divide the beliefs antecedents to behavioural intentions into two conceptually distinct sets: behavioural and normative” Madden et al. (1992, p. 3). The authors also describe behavioural beliefs as what influences a person’s attitude towards performing the behaviour while normative beliefs drive the person’s subjective norm as to carrying out the behaviour. Carrington et al. (2010) assert that TRA is the most commonly used model to comprehend the purchase decision-making process of ethically-minded consumers. The authors also identify two significant circumstances: that i) there could be a gap between the attitude of consumers and their purchase intent and ii) there could be a gap between the intention to purchase and the actual purchase behaviour. These gaps will be further exploited in the research findings to determine validity of the claims.
However, though the theory of reasoned action showed success in predicting changes in people’s behaviours across several circumstances and population, it was unable to account for behaviours not within the full control of the individual, thus, compelling a modification of the theory by Ajzen (Hagger, 2019). Consequently, the theory of planned behaviour (TPB) - an extension of the theory of reasoned action emerged and also brought about perceived behavioural control (PBC) as a supplementary predictor of intentions as well as to explain behaviours where the individual does not have absolute control (Hagger, 2019; Sommer, 2011). 
2.6.2	Perceived Consumer Effectiveness (PCE)
Kang et al. (2013) postulate that PCE is said to be one of the most important factors in determining consumer behaviour of individuals who are environmentally-conscious. They state that consumers are also driven to demonstrate their positive attitudes toward sustainable goods via their actual buying behaviour and it significantly impacts both socially and environmentally sustainable purchasing. PCE refers to the belief that a person’s efforts can impact a difference towards the solution of a problem/issue sometimes usually in the context of an environmental issue (Higueras-Castillo et al., 2019). The authors further affirm that it is considered one of the determining factors that explain the intentions/behaviours of consumers who are environmentally-conscious.

2.7	Effect of CSR on Millennials’ Buying Intentions
Past studies have described millennials as the ethical generation (Smith 2011; Gorman et al. 2004). Across the world, millennials are said to be more invested in CSR efforts from purchasing products linked to causes they support, to utilising their networks to project social and environmental messages (Cone Communications, 2015). They are also said to be technology-savvy and concerned with online behaviours like online purchasing (Burnasheva et al., 2019). Millennials are said to be the impetus behind the call for socially responsible businesses/brands and products (Nadanyiova and Das, 2020). They are argued to have a high predisposition to ethical consumption, high available income and are eager to show their unwavering interest in social and environmental matters by buying products from businesses that support meaningful causes thus, exhibiting more ethical consumption inclinations (new ethical consumerism) as compared with Generation X (Nielson Global Research 2014; Cone Communications 2015; Lerro et al. 2019). Bucic et al. (2012) assert that when it comes to the level of being impacted by a company’s CSR efforts, millennials should not be looked at as one big group because there are segments within the millennial generation that may be more impacted than others. Authors like Zapata-Ramos and Kim (2018) argue that CSR awareness of millennials has been relatively low, however, Bucic et al. (2012) claim that even when the social or ethical awareness levels of millennials is high, this does not usually result in a CSR-motivated purchase because not all millennials respond to CSR efforts. This is particularly important for the research as it will be tested because one of the study’s objectives is to determine the awareness level of millennials in colleges concerning CSR initiatives of fast fashion businesses and its impacts on their buying intentions.
It has been argued that millennials empathise with ethical businesses and the products millennials purchase as well as brands they associate with are looked upon not just as functional but as a reflection of their values and personalities (Shivakanth Shetty et al., 2019; Hwang and Griffiths, 2017). Also, Shivakanth Shetty et al. (2019) confirm that when it comes to brand activism, there is no gender difference among millennials which appears to be in contrast with research findings by Cone Communications (2015) which suggests that female millennials are stronger champions of CSR who hold businesses accountable for unethical or socially irresponsible behaviours than male millennials who are less inclined to do so. However, Chang and Regier (2020) opine that despite past studies which state that millennials are a CSR-conscious generation, there does not appear to be clarity with regards to the extent to which CSR motivates and influences millennial consumers’ purchase intentions and which of the CSR dimensions is perceived as their major focus. This view presents the research with the opportunity to determine millennials’ focus and how CSR actually affects their buying intentions. 

O’Neil (2018) in his research findings for Amarach Research carried out in 2016 on millennials in Ireland stated that they are individuals born between 1981 and 1996 and account for 21.3% or 1,011,714 of the Irish population. Also, in one of its surveys on millennials in Ireland, Deloitte (2019) state they are very ambitious individuals and one of their top five ambitions is to positively impact their community or society at large by prioritising climate change and protecting the environment which were topmost of their personal concerns. Based on this report, concern for the environment ranked topmost for millennials in Ireland and this was significantly higher than those of global millennials (43% vs. 29%). See illustration below:
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Figure 8: Top Personal Concerns of Millennials in Ireland (Source: Deloitte, 2019)

Although millennials are not seen as being loyal compared to other generations, they are said to be consistent with their values and show customer loyalty when businesses take action that align with their values (Deloitte, 2019). Based on this report, millennials in Ireland demonstrated more readiness to initiate/cease business relationships when product/service impacted the environment and society than global millennials (48% vs. 38%). See illustration below:
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Figure 9: Switching Business Relationships of Millennials in Ireland (Source: Deloitte, 2019)

Also, research findings on American millennials in the United States by Cone Communications (2015) emphasises the fundamental differences inherent in how gender, life-stage and level of income affect how millennials respond to CSR efforts or lack of it. Cone Communications (2015) identifies various segments based on variables such as young millennials, mature millennials, millennial female, millennial male, affluent millennial and millennial mom as described below:
Young millennials are grouped as individuals between the ages 18 – 24 years and are described as very value-oriented. These millennials believe that their personal decisions build up a greater change and are the mostly likely to think that their purchases are significantly impactful ahead of mature millennials. This group is the most likely to accord any attention to businesses that exceed their CSR commitments.
Mature Millennials are grouped as people within the age range 25 – 34 years. They are said to have entered the workforce before/during the highest point of the Great Recession and this impacts their beliefs. They are also said to be more cautious than the young millennials with regards to expenditure. This group also shows that they are enthusiastic regarding their support of CSR activities and are more likely to engage in CSR initiatives (82% vs. 81% young millennials). In addition, 57% of mature millennials have purchased a good that has been linked to a CSR cause.
Millennial Female is described as a force to reckon with as she is more empowered than females of other generations. 50% of them are pursing tertiary education and about 40% of them earn more than their husbands. They are also described as eager proponents of CSR and enforce the use of their purchasing power as the main outlet to display solidarity either by way of purchases or donations. They use shopping as a tool to support businesses with strong CSR values and to magnify their personal impact as CSR is a major determinant concerning what to purchase and where to purchase. They are also prepared to pay higher for a sustainable product and they hold businesses accountable.
Millennial Male is described as encountering some form of economic difficulty which is unlike those of previous generations as a third of the 30 million men in this category are unemployed and the median income for the man in this group has declined since 1974 but those of females have increased. They may be champions of CSR but they are not as enthusiastic as female millennials. They expect that business look at CSR in the light of protecting their reputation rather than a purchase driver. They are also more disposed to trusting business that confront social and environmental issues but less likely than female millennials to actively seek or purchase responsible products even though they are most likely to profess punishment for a company’s irresponsible behaviour. 
Affluent Millennial are less than 10% of the entire Millennial customer base which is estimated as 6.2 million people with a composition of 64% female – half of this being older females between 30 – 34 years. Affluent millennials are said to be trendsetters who are able and ready to place purchasing power, donations or charitable actions ahead of issues that they care about. They are the most likely to confirm that they would switch from a brand to another if the latter supports a worthy cause. They are also the most enthusiastic to make compromises in order to drive social or environmental issues and are the most eager to pay higher or reduce consumption to achieve a personal impact on issues.  
Millennial Mom makes up almost 25% of all mothers in the US who at age 26 are starting families later than previous generations. They also seek to have a relationship with brands that have mutual values that is personalized and based on trust. They perceive CSR as a huge part of everyday life choices and are poised to support socially responsible businesses through their purchasing power. They also deliberately look for responsible products and put CSR into consideration in their decision-making, products they purchase and where they make these purchase.
The Figure 4 below shows a graphical representation of millennials’ segments based on above; however, it is instructive to note that as the current year is 2021, this is reflected in the updated age ranges.
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Figure 10: Millennials’ Segments based on Variables from Cone Communications (2015)
(Own Design)
As there seems to be a lack of clarity as to who actually falls under this age cohort with some definitions starting from 1980 to mid-1980s and lasting through to mid-1990s to 2000 (Wey Smola and Sutton, 2002; Taylor, 2018). Some of these inconsistencies are seen with millennials described as individuals born into technology between 1979 and 1994 (Wey Smola and Sutton, 2002), those born between 1981 and 1997 (Anderson et al., 2018) and 1982 and 2000 (Eastman et al., 2019). For the purpose of the research, 1981 and 1997 will be adopted for the study based on the above age ranges depicted by Cone Communications (2015) which appears to be the average age range identified for millennials.
2.8	Conceptual Framework
The research intends to bridge the gap on the limited literature that exists on the consumption behaviours/intentions of millennials. This research gap has also been illuminated because previous studies have centred on demographics and attitudinal characteristics of millennials as a whole and not specifically on a subset – millennial international students in colleges and how the effects of CSR activities affect their buying intentions. This research gap has become necessary to close because millennials are described by researchers as the most ethical consumers as they prioritise both social and environmental issues; however, they are still consumers of fast fashion which pose environmental concerns. Thus, it becomes imperative to understand why millennials in colleges buy from fast fashion brands and if this is influenced by CSR activities of these fast fashion firms. Also, it has been argued by past researchers that CSR in Ireland has not been given much attention as opposed to the US and UK, hence, the focus on Ireland. Thus, the study will make contributions to the existing but limited body of knowledge in these areas.
To achieve this, the theories identified in the literature will be used as the research’s framework. The reviewed literature identifies contradictory views on the factors that actually influence millennial consumers’ buying behaviours with arguments suggesting that not all millennials respond to CSR in the same way and studies such as Cone Communications (2015) further explains that millennials’ responses are premised on variables like gender, life-stage in terms of youth or maturity of the millennials and social class. The conceptual framework will be built on the following:
Theory of Reasoned Action (TRA) will be important for the research because millennials when making purchase decisions are said to be influenced by what they believe in and think that their decision to buy or not will result in a specific or desired outcome. This also aligns with this concept which states that an individual’s behaviour is a reflection of one’s beliefs and that the likelihood of engaging in a particular behaviour will result in certain desired outcome. Also, relevant to the study is Perceived Consumer Effectiveness (PCE) which is vital because not only does it focus on environmentally-conscious consumers who millennials are but is also deemed to be one of the most crucial factors in determining consumer buying behaviours. Also, under consideration will be the six factors identified by past researchers in the literature (see figure 1) and the variables (see figure 3) as identified by Cone Communications (2015) to assist in both the data collection and analysis. See below the conceptual framework:
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Figure 11: Theories in Conceptual Framework (Source: Own Design) 

2.9	Conclusion
This section has presented a broad review of relevant literature on CSR and consumer buying behaviour, in depth description of millennials, factors that influence their buying intentions with regards to the fast fashion industry. Relevant theories have been discussed to provide a conceptual framework for the study which will be the foundation for the data collection methods in Chapter 3- Methodology.



Chapter 3 – Methodology and Research Design
3.1	Overview
This section presents the methodology adopted to answer the research questions and utilises the Research Onion (see Figure 6 below) as a guide throughout the process. The study adopts Interpretivism as its research philosophy and takes an inductive approach both of which will be broadly discussed. The research is exploratory and uses a case study strategy whilst employing the use of qualitative method for the collection of primary data - all of which will be elaborately explained. The chapter provides insights into the participants’ profile (millennial international students in Dublin colleges), explains the sample size selection and gives details of the interviews conducted. It also addresses the access and ethical considerations inherent in the research and describes the qualitative data analysis approach adopted. Finally, a conclusion is provided.
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Figure 12: The Research Onion (Source: Saunders et al., 2019)

3.2	Research Philosophy and Approach
Research philosophy is described as “a system of beliefs and assumptions about the development of knowledge” (Saunders et al. 2019, p. 128). They explain that it is exactly what the researcher does when conducting research. At every stage in the research, whether consciously or otherwise, the researcher will make a number of assumptions - about the realities the researcher comes across during the research known as ontological assumptions; assumptions about human knowledge (epistemological assumptions) and assumptions about the ways and extent to which the researcher’s own values influences the research process - axiological assumptions (Saunders et al., 2019). They reiterate that these assumptions unavoidably shape the way the researcher comprehends the research questions, the methods adopted and the interpretations of the findings. Figure 5 below shows the inter-relationships between research philosophies, beliefs & assumptions and research design as they are directly linked because one impacts/informs the other and also shows that the research design is a construct of the other two.
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Figure 13: Inter-relationships between Beliefs & Assumptions; Research Philosophies & Research Design (Source: Saunders et al., 2019)

Due to the nature of the research, which focuses on primary data from millennial international students in Dublin colleges, qualitative research method is adopted. This uses a smaller sample size and is linked to interpretivism assumptions. Interpretivism came about to criticize positivism from a skewed perspective and takes a fundamental anti-positivist stance (Saunders et al., 2019; Gray, 2004). Interpretivism is highly subjective and lays emphasis on the difference between humans and the physical phenomenon as interpretivists generate meanings assigned to them by individuals (Saunders et al., 2019; Greener, 2008; Hair et al., 2019). It also views that human beings and their social worlds cannot be researched like physical phenomena and an interpretivist views the world from the lenses of the people being studied as this offers different perspectives of reality which consists of people’s subjective experiences of the external world as opposed to only one reality in positivism where people’s statements are perceived as true or false (Saunders et al., 2019; Antwi and Hamza, 2017 ). 
The adoption of interpretivism is best suited for the research on millennial international students in colleges because it tries to understand human actions based on its epistemological perspective. It also provides rich information with various interpretations of stories being encouraged in addition to contextual factors to improve comprehension unlike that of positivism which is based on only one truth, reliant on scientific facts, objective and has a high degree of generalisability (Ghauri et al., 2020). 
3.2.1	Approach to Theory Development
Regarding approach to theory development, Saunders et al. (2019) identifies three approaches – inductive, deductive and abductive as depicted in the research onion in figure 6 above. However, there are two ways of establishing what is perceived as true or false and to infer conclusions – induction and deduction with the former being focused on empirical evidence while the latter is based on logic (Ghauri et al., 2020). The authors state that induction is associated with qualitative research which is significant for the study which adopts a qualitative research method. Also, if a research commences by gathering data to explore a phenomenon or constructs a theory usually with regards to a conceptual framework where themes and patterns are identified, then an inductive approach is being used (Saunders et al., 2019). This approach aligns with that of the research, which proceeded by gathering data via interviews of these millennials and meanings were generated from the analysis of the interview data.
3.3	Research Strategy - A Case Study Approach 
Exploratory research is utilised for the study and this can be adopted under three conditions “when a group, process, activity or situation has received little or no systematic empirical scrutiny, has been largely examined using prediction and control rather than flexibility and open-mindedness or has grown to maturity” (Stebbins 2001, p. 7). Consequently, the exploratory research is chosen because the group under study (millennials) has been argued by past researchers to be understudied with limited existing knowledge on what drives their consumption behaviour/intentions and preferences (Noble et al., 2009). 
A case study is adopted for the research and it is defined as “an attempt to systematically investigate an event or a set of related events with the specific aim of describing and explaining these phenomena” (Lune and Berg 2017, p. 170). Based on the inductive approach which is associated with qualitative research method, the case study strategy is most appropriate because it provides an in-depth understanding of the research area (Ghauri et al., 2020). They state that the case study approach is usually linked to descriptive, explanatory or exploratory research. This is consistent with the research as it explores how millennial international students in colleges respond to CSR initiatives of fast fashion and if these impacts their purchasing intentions. It is argued that case study has a bias toward verification with doubts raised over its scientific value, however, an advantage is that it “can ‘close in’ on real-life situations and test views directly in relation to phenomena as they unfold in practice” (Flyvbjerg 2006, p. 19).  
3.4	Data Sources
Two types of data sources are identified - primary and secondary data (Saunders et al. (2019). They explain that primary data is regarded as new data collected specifically for a purpose while secondary data are those previously collected for other purposes. However, primary data comes in various types and some of which are data on awareness and knowledge; data on intentions; data on motivations and data on behaviour (Ghauri et al., 2020). This is very significant for the research because data is collected on CSR awareness levels of millennial international students and on what influences their buying intentions/behaviours so using primary data is relevant. 
Primary data is also particularly useful because it enables data collection with the specific research objectives/questions in mind and as a result is able to generate data that link specifically onto the theoretical concepts that are relevant (Ghauri et al., 2020). They assert that the researcher is able to select the exact participants for the required data; however, a disadvantage of primary data is that the data collection process is usually slow and expensive especially if time is a major consideration and there is a budget limit. This was overcome by the researcher as she worked closely with the Gantt chart schedule and due to the electronic method of data collection, the cost element was eliminated.
3.4.1	Collection of Primary Data
Qualitative research method is utilised for the study and qualitative data comes from two sources: field-generated data and found data (Hair et al., 2019). The former emerges from using data gathering tools like observations, interviews, focus groups etc while the latter comes from existing sources like document analysis, newspaper articles, speeches, diaries etc (Gray, 2004; Hair et al., 2019). Researchers argue that although qualitative research is often perceived as less valid than quantitative which involves numerical representation and hypothesis testing, qualitative data can be a commanding source of analysis because it is very contextual, has a higher level of openness, more flexible and gathered from a natural real life environment (Gray, 2004; Lenger, 2019). In qualitative research, the data is open to various interpretations and its main focus is to comprehend the ways in which people act, explain these actions and also understand a particular issue over time (Gray, 2004; Haven and Van Grootel, 2019). This method is particularly useful because it assisted to address the reseach questions which consist of determining the awareness levels of millennial international students in Dublin colleges regarding CSR initiatves of fast fashion firms in Ireland, effects of these CSR initiatives on this group’s purchasing intentions and exploring the most critical factors that influence their buying intentions. These can be better understood via qualitative research as it will involve a subjective data interpretation (Bryman and Bell, 2015).
3.4.2	Methods of Primary Data Collection
Interviews were employed as the data gathering tool for the study. There are several types of interviews in research, however, the frequently used ones are unstructured, semi-structured and structured interviews (Dawson, 2007). The author opines that unstructured/in-depth interviews are known as life history interviews while structured interviews are commonly used in market research. However, semi-structured interviews are the most common type of interviews utilised in qualitative social research and here, the researcher requires to know specific information that can be compared/contrasted with those got from other interviews, hence, questions were drawn up as a guide (necessitating use of interview schedule) although, flexibility is still needed in the interviews (Dawson, 2007).
Based on above, semi-structured interviews are most appropriate for the study which targets a small sample size from which the information got from each respondent are compared and contrasted hence the usefulness of an interview schedule. The flexibility of semi-structured interview ensures these millennials volunteer adequate information to provide better understanding of their buying intentions. However, it has been argued that huge reliance on the use of interview data over the past decades has come under critique with debates brought forward on respondents’ truthfulness, omissions and the gap identified between what people say and what they actually do (Padgett, 2017). Semi-structured interviews are preferable for the study over structured interviews because not only are they more frequently used in qualitative analysis but they encourage views and opinions to be explored in depth (Gray, 2004; Hair et al., 2019). This is crucial when a phenomenological approach is adopted to investigate respondents’ individual meanings whereas structured interviews are more standardized and do not necessarily allow for the interviewer to use their initiative in following up with a respondent’s answer (Gray, 2004; Hair et al., 2019).
Also, face-to-face interviews were not utilised due to movement restrictions as a result of the Covid-19 pandemic however, the semi-structured interviews were conducted via Zoom (computer/internet-based). These are called mediated interviews as they do not occur physically but via technological media like a telephone, computer or other hand-held devices and are very valuable for interviewing because they bridge the gap caused by geography, cost, social anxiety etc (Tracy, 2013). For the participants, mediated interviews have the advantage of being convenient/flexible as they participate at a convenient time which encourages heightened sharing, however, a major disadvantage is that they offer very little nonverbal data when compared to face-to-face interviews (Tracy, 2013).
3.4.3	 Open-ended vs. Close-ended Questions for Interviews
The interviews utilised open-ended questions which ensured the respondents were able to answer unreservedly thus, offering rich information whereas closed-ended questions limit the respondents to responses/options provided by the researcher (Hair et al., 2019). Open-ended questions are useful for exploratory research as they assist to create a rapport between the respondent and researcher, increase understanding and prompts the respondent’s memory unlike close-ended questions which are usually suitable for quantitative research where response options are pre-determined by the researcher (Sreejesh et al., 2014). The interview schedule consisted of 13 questions (excluding follow-up questions) which were categorised into five sections namely: Introductory questions; Knowledge of Fast Fashion; Level of Awareness of Millennials regarding CSR activities of Fast fashion Brands; Effects of CSR on Millennials Buying Intentions and Closing Questions. Also, based on the responses of the participants, follow-up questions emerged to enable the researcher probe further to ensure the respondents provided adequate information for better understanding of their views.
3.5	Sample Size, Selection and Participants’ Profiles 
There are two types of sampling - probability and non-probability sampling (Merriam (2009). The author postulates that the former enables the researcher to generalise results of the study from the sample to the population whereas the latter is the preferred and most appropriate method for most qualitative research particularly the most common type called purposeful sampling. This type of sampling is premised on the assumption that the researcher desires to “discover, understand, and gain insight and therefore must select a sample from which the most can be learned” (Merriam 2009, p. 77). Consequently, the study uses non-probability sampling because the respondents are selected from a population (colleges) which provides the most relevant information for the study. More specifically, they were selected from millennials between ages 24 and 30 years. According to variable segments that Cone Communications (2015) identifies, young millennials were categorised in the age group 18 -24 which implies that currently in 2021, these millennials are within the age group 24-30 thus, are said to be the youngest subset of the millennial cohort. This forms the basis for selecting this age group as the target population for interviews. 
Participants were contacted using emails and WhatsApp engagements to the targeted population. Messages were sent via Griffith College Moodle and the researcher contacted friends to reach out to interested potential participants to enable her engage them. These participants were eventually selected from 3 colleges in Dublin – Griffith College Dublin (GCD), Technological University Dublin (TUD) and National College Ireland (NCI). The interviews were concluded over a two-week period from April 30 to May 14, 2021 and the duration of the interviews was between 15.46mins and 30.38mins. After the ninth interview, it appeared that there were no more new issues and additional insights being identified from the respondents’ interview data which is referred to as reaching data saturation (Saunders et al., 2019). Consequently, this determined the research’s sample size of 9 participants. Interviews conducted involved participants from across various races/nationalities and gender (4 males and 5 females) to bring about balanced viewpoints.

3.6	Access and Ethical Issues 
Concerning access to the participants who are college millennials, this was achievable as the researcher is in college (Griffith College Dublin) so accessing these millennials and those in other colleges was attainable. Saunders et al. (2019) state that recently, concerns about ethics in research practice have increased significantly and that these ethical concerns are predominantly in studies that have human participant involvement. To overcome this, the researcher utilised numbers which served as name replacements during the recorded zoom interviews; however, anonymised names like P1: Mary -27 years old, P2: Matt –24 years old etc (see Table 3 above) are used by the researcher during the analysis of the respondent’s data. Also, a brief explanation of the research topic and its purpose were outlined on the Informed Consent form which all respondents read and signed-off. It is instructive to note that because my research was changed from quantitative to qualitative, the Informed Consent and Plain Language Statement were amended to capture this change. In addition, before the commencement of the recorded interviews, the researcher read out an abridged version of the Informed Consent form to the participants to secure their verbal consent. The participants were also informed of the expected duration of the interview and sent a sample of the interview questions ahead of their interviews. In a bid to ensure the integrity of the research, the researcher made certain that her mode of accessing potential participants did not breach any data protection law and all respondents were assured that because their choice to participate was voluntary, they had the right to withdraw from the research at their bidding. 
3.7	Approach to Data Analysis  
Qualitative Data Analysis (QDA) is adopted for the research because of the use of personal interviews - a qualitative data collection method. Unlike quantitative data analysis where the data collection process and analysis follow specific orderly steps, QDA is an iterative process which uses coding - a process where meaningful numerical values or names are assigned to reduce data from huge amount of similar text to a smaller number of relevant/representative amount which simplifies and gives meanings to the data (Hair et al., 2019). See figure 7 below for steps:
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Figure 14: Steps in Qualitative Data Analysis (Source: Hair et al., 2019)

After the semi-structured interviews were conducted, the researcher manually transcribed the respondents’ data in preparation for the coding process and analysis. The research utilises a code book derived from the conceptual framework/literature review with colour codes (see Appendix E) where data generated from the interviews are labeled and categorised following specific terms, themes and patterns as described in table 2 below: 
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Table 2: Code Book
3.8	Conclusion
In summary, this chapter discussed the research’s methodology which is qualitative and the data gathering method - personal interviews of 9 millennial international students in Dublin colleges. It also shows how the interview data will be analysed through QDA specifically coding whilst discussing the access and ethical challenges associated with the research. This chapter is significant as it provides the basis for data findings and analysis in the subsequent chapter.
Chapter 4 – Presentation and Discussion of the Findings
4.1	Overview
This section presents the findings and discussion of data collected from nine respondents during semi-structured interviews conducted. This chapter is structured based on the five sections of the Interview Schedule and the data will be analysed using the codes identified in the Code Book (please see Table 2). The main themes and codes – Price, Brand Image/Trust, Quality/Design, Awareness, Theory of Reasoned Action (TRA) and Perceived Consumer Effectiveness (PCE), and an emerging theme Perceived Mistrust of Brands’ CSR Intentions (PMBI) is presented. 
4.2	Participants’ Background
The interviews commenced with introductory questions to create an atmosphere of ease for the respondents and provide an understanding of the respondents’ personalities. The participants - 5 females and 4 males have diverse origins: Mexico, India, Nigeria, Vietnam, Kenyan and Mauritius. They attend colleges in Dublin and are within the age cohort 24-30years. Also, eight respondents are Masters students who have been living in Ireland for less than two years while P6: Moby-25yrs is the only undergraduate student and has lived in Ireland for about four years. Please see Table 3 below for participants’ profile summary.
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Table 3: Summary of Participants’ Profile and Interview Details

Questions focused on the respondents’ knowledge of fashion, their fashion inclination and personal values. Their responses demonstrate good knowledge of this topic and most prefer solely high street clothes except P1: Mary-27yrs, P2: Matt-24yrs and P6: Moby-25yrs who purchase a mix of both luxury and high street clothes. P3: Mark-28yrs is not particular about his style so wears whatever looks nice. Based on their fashion style (predominantly high street), this suggests that these participants are trendy. Regarding their personal values; respect, loyalty, being responsible, empathy, honesty, kindness and being ethical/principled were commonly identified while not harming others and gender harassment were acknowledged as ethical issues. For instance P2: Matt-24yrs states: “you must be good to others, be ethical and never do anything that can harm another person.” This suggests that the respondent is ethically-minded, reinforcing past studies description of a millennial (Smith 2011; Gorman et al. 2004). 

4.3	Participants’ Knowledge of Fast fashion
This section of the interview schedule focused on exploring the respondents’ knowledge of fast fashion, top fast fashion brands in Ireland, their purchasing habits and if impacted by the Covid-19 pandemic and reasons they buy from their preferred brands. Respondents demonstrated good understanding of fast fashion as ‘low quality’, ‘cheap’ and ‘affordable’ were terms they associate with the products of this industry. A respondent’s understanding of fast fashion is limited to recycling as he states:

“… what I get from it is how people I think at the moment are maybe up-scaling on recycling, maybe old materials that they have because I think more people are becoming more conscious of you know, I think… maybe I don’t know the exact figures but I think I remember a couple of months ago, somebody telling me like how many litres it takes like maybe 120,000 litres of water it takes maybe to make only one pair of jeans.”(P6: Moby-25yrs, May 2021)
To him, fast fashion is limited to recycling old materials although, this is one of its efforts towards sustainability. Irrespective of this, he shows vast knowledge as he identifies high water consumption as an environmental impact of fast fashion. His knowledge may have been enhanced from his recent participation in the fast fashion week organised by TU Dublin Fashion Society which he states raised awareness of students’ purchasing and disposable habits. Also, it may be deduced that because he has lived in Ireland longer (about four years after arriving from Kenya) than the other respondents, this may have impacted his high level interest and awareness in sustainability issues. 

Respondents also displayed good knowledge of top fast fashion brands present in Ireland as they 
commonly identify brands like Zara, H&M, Penney’s, Pull & Bear, Stradivarius and River Island. However, participants P5: Mia-26yrs and P6: Moby-25yrs could not distinguish fast fashion brands from luxury brands as they also identified brands like Luis Vuitton, Tommy Hilfiger, Dior and Hermes. Thus, suggesting that they may not have full understanding of fast fashion concept especially as one of the major differentiators is cost; fast fashion is cheap and luxury fashion is expensive. On the other hand, P7: Margaret-26yrs initially could not mention any fast fashion brands present in Ireland however, P3: Mark-28yrs identifies Dunnes as a fast fashion brand. This is interesting because not only is he the only respondent to identify an Irish brand but Dunnes is typically known for its groceries stores and not as a fast fashion brand.

Instructive to note is that P7: Margaret-26yrs is the only respondent who does not buy from fast fashion brands in the Ireland but she buys only second-hand clothes of these brands. She states that “…at the back of my mind, I know that if I can buy second-hand clothes, I know that I am participating somewhat in recycling, which is good for the environment.” This aligns with the theory of Perceived Consumer Effectiveness (PCE) as she believes that her efforts can impact a difference towards the solution of this environmental issue (Higueras-Castillo et al., 2019). This reinforces views of Cai et al. (2012) that suggest that sustainability influences consumer buying behaviour. Her consumption habit explains why she is unable to mention any fast fashion brands in Ireland as she is predisposed to buying second-hand clothes which these brands do not sell. She shares very strong views on sustainability issues with fellow Kenyan respondent P6: Moby-25yrs which may be indicative of a resolute sustainability culture they may have imbibed from her home country –Kenya. Also, her consumption habits contract the cultural dimension of short-term orientation as identified by Hofstede (2011) which is associated with her country because her sustainability efforts are geared towards the future and not the present or the short-term. 

Regarding the impact Covid-19 has on their purchasing; all respondents claim that it has been affected by the pandemic as they do not make as many purchases as they did prior. However, P5: Mia-26yrs claims that her purchase rate has increased as she still buys online due to its wider product range. Her buying behaviour aligns with views of Burnasheva et al. (2019) that state that millennials engage heavily in online shopping. Also, despite awareness of sustainability issues, her consumption habits may be indicative of a culture of high consumption of fast fashion in her country Vietnam which is a production hub for some fast fashion brands. It is interesting to note that she recognises that the industry has environmental impacts as she declares:
“I think the fashion industry affects a lot to the environment because they use a lot of toxic chemicals/materials when producing their clothes so it is one of the industries that makes the environment more polluted.” (P5: Mia-26yrs, May 2021)
This suggests that she has good awareness of the issues surrounding the industry but appears unconcerned about her personal contributions to this issue evident in her increased purchases. Also, based on cultural dimensions, restraint tends to prevail in Vietnam as the individuals are said to have control of basic human desires regarding enjoying life (Hofstede, 2011). Therefore, her consumption behaviour may be indicative of an affluent background or characteristic of her penchant for shopping.

4.4	Level of Awareness of millennials regarding CSR activities of fast fashion brands (RO1)

This section of the interview schedule focuses on evaluating the CSR awareness levels of college millennial consumers of fast fashion - research’s first objective. It covers the respondents’ familiarity with the term CSR, social responsibility of fast fashion brands, issue awareness in the industry and their awareness of CSR activities of these brands in Ireland. Most respondents show familiarity with the term CSR as they use keywords like “environment”, “society”, “stakeholders”, ‘giving back”, ‘philanthropic activities” to associate with the term. Respondents commonly agree that a business has both social and environmental responsibilities. However, most respondents view CSR as a business’ obligation to the society. For instance, although, P2: Matt-24yrs recognises CSR as a business’ responsibility to the environment which is identified as part of the definition of CSR by Ellen et al. (2006), he emphatically states that brands “have to do social responsibility in favour of the society.” This goes against CSR concept as it is a voluntary responsibility that businesses undertake. This respondent who is Indian appears to take a tough stance and this is indicative that he may feel that these fast fashion brands some of whose factories are in India are not doing enough in the country. Interestingly, only one respondent, P7: Margaret-26yrs describes CSR was a voluntary responsibility of businesses as she states: 
“So it is a self-imposed regulation that a business applies to itself where they choose to participate in things that ethically improve the world as we know it and these are environmental, charities and philanthropic activities.” (P7: Margaret-26yrs, May 2021)
By using the words ‘self-imposed” and “choose to participate”, it shows her awareness that CSR is done voluntarily by organisations. She also associates philanthropic responsibility (via charities) with CSR which aligns with the philanthropic dimension of CSR - one of the four dimensions identified by Carroll (2016).
Worthy of note is that all respondents are of the opinion that fast fashion brands have social responsibilities to the society affirming that these responsibilities are toward the environment and their employees specifically, workers’ salaries and welfare. P7: Margaret-26yrs identifies sustainable fashion as a responsibility for fast fashion brands. This respondent shows significant interest in sustainability so identifying this as a responsibility for fast fashion brands aligns with her consumption habit of purchasing second-hand clothes which she feels is a form of recycling. It is interesting to note that respondents do not mention the legal and economic dimensions which are two of the four dimensions of CSR (Carroll, 2016). This contradicts views of Chang and Regier (2020) which state that there is no clarity of the focus of CSR dimensions of millennials. From their definitions of CSR, it can then be inferred that these respondents do not see CSR as having legal & economic dimensions as a result, they may not have these expectations of businesses. 
Concerning the issues surrounding fast fashion’s impact on the society and environment, respondents commonly identify the issue of pollution due to waste, exploitation of workers and child labour. P2: Matt-24yrs has strong views on workers’ exploitation and pollution as he states:
“…they go for cheap labour like in Asian countries like in Bangladesh where they are just doing manufacturing… for the one worker, I read in the newspaper, for one worker in the month, they just paid $33 that is way below the wage rate… so that they do for making the cheap products and sometimes, people always buy the cheap products and they do not like the fabric then they throw it in rivers and these pollute the rivers because they are not of good quality.” (P2: Matt-24yrs, May 2021)
This respondent, an Indian, keeps himself informed through newspapers and his particular interest in these issues may be due to his Asian origin. He also speaks specifically of polluting rivers with cheap fast fashion clothes which gives an indication of his cultural/economic background where rivers may be a major source of water supply.
However, P4: Martha-27yrs (Mexican) and P5: Mia-26yrs (Vietnamese) claim that they have no awareness of the issues surrounding this industry which contradicts past researchers like Chang and Regier (2020) who argue that millennials are a CSR-conscious generation. P5: Mia-26yrs contradicts herself by saying she lacks awareness of these issues however, she had previously indicated that the industry impacts the environment due to its use of toxic chemicals in its production. It is important to note that both respondents who claim lack of awareness of the issues surrounding this industry are noted to use their financial capacity to increase purchases from these brands. Also, it may be deduced that views of P4: Martha-27yrs could be directly related to cultures inherited from Mexico where environmental sustainability may not be as coveted as that of developed countries. Also, based on cultural dimensions, indulgence tends to be high in South America as individuals allow themselves free gratification of wants/desire. Thus, this the consumption habits of P4: Martha-27yrs (Mexican).
Concerning the respondents’ awareness of CSR activities of fast fashion brands in Ireland, majority (six of the nine) of these college millennials have no knowledge of any. For instance, P3: Mark -28yrs states that “I won’t say I’ve so much exposure to CSR. I don’t think I’ve heard of much being done in that aspect here in Ireland.” By saying he does not have much CSR exposure, this may be related to his background as he is from Nigeria- a developing nation where CSR of fast fashion brands may not be as salient an issue as it is in developed countries. However, he is able to pinpoint Primark (Penney’s) as carrying out CSR activities via proper monitoring of its value chain to ensure factory workers have humane working conditions and good salaries. He states that the brand also helps in communal areas. In addition, P5: Mia-26yrs states that Dunnes embarks on collection of old clothes for recycling and these are donated to adult pupils while P9: Mercy-29yrs only has knowledge of Zara’s special section on its website that sells recycled items. This suggests that their sources of information may be from websites of these brands.
As only three respondents show awareness of CSR activities of these brands, it may suggest that these fast fashion brands in Ireland have to do more in terms of CSR communication to create more consumer awareness. Also, it can be deduced that their limited awareness further suggests that if these millennials actually put CSR activities of these fast fashion brands into consideration when intending to purchase from them, then they may exhibit more awareness than their current levels. This is particularly so as they make purchases from several of these brands. Thus, raising the question, what then influences their purchasing behaviour if not the CSR activities of these fast fashion brands?
However, despite the respondents’ lack of knowledge of the CSR activities of these fast fashion brands, it can therefore be argued that the respondents’ level of CSR awareness is good and their focus on environmental responsibilities for fast fashion brands complements studies carried out by Deloitte (2019) which state that millennials in Ireland prioritise protecting the environment as one of their five topmost ambitions. Also, despite arguments in literature that suggest that CSR awareness of millennials has been relatively low by authors like Zapata-Ramos and Kim (2018), these findings suggest otherwise as majority have exhibited relatively good levels of CSR awareness. Also, findings go against those of Boon Heng Teh et al. (2019) that suggest low awareness levels of environmental issues in developing countries as majority of respondents are have exhibited good levels of awareness despite being from developing countries.
4.5	Effects of CSR on Millennials’ Buying Intentions (RO2)

Section 4 of the interview schedule explores the extent to which CSR activities of fast fashion firms affect the buying behaviours/intentions of college millennial consumers which is the research’s second objective. The section aims to evaluate respondents’ attitude to CSR and its influence on their intentions to buy from these brands, the responsibilities they feel these brands should undertake, the importance of knowing that these brands carry out CSR activities and how they demonstrate their support. Respondents have mixed opinions on whether CSR activities of these brands affects their intentions with majority alluding to the fact that it does while others stating categorically that it has no bearing on their buying intentions as they focus on other factors. From the participants’ responses, it can be seen that P8: Moses-26yrs and P9: Mercy-29yrs affirm that their major considerations are not driven by the CSR activities of these fast fashion brands but by the aesthetics of the clothes, how fashionable the clothes are and if they like them. See responses below:
“…the only reason that I would be endeared is when the clothes are good, if the clothes are not good, doesn’t look good, there is no point. For me, I just want to buy clothes. For me, I’m talking about the quality of the clothes, the aesthetics, the feel, the colour, every little detail.” (P8: Moses-26yrs, May 2021)
“I wouldn’t buy from a brand just because they are being socially aware of their consequence. I will buy… for me the focus is whether the clothes are fashionable or not and if I like them.” (P9: Mercy-29yrs, May 2021)
From the above responses, the common thread identified is that both respondents are influenced to purchase based on quality and being trendy/fashionable. This may be attributed to their financial capacity as they may come from affluence. For instance, P8: Moses-26yrs states that he has purchased a clothing item for €700 which suggests an affluent background and being flamboyant may be indicative of the youth fashion culture in Nigeria. Based on the cultural dimensions of Hofstede (2011), short-term orientation prevails in Nigeria and the individuals are kin on social spending and consumption and are indulgent as they allow themselves free gratification of their wants and desires which may have an influence on this respondent.  
Regarding their views on fast fashion brands that project themselves as socially responsible, respondents have conflicting opinions as some exhibit a level of distrust/doubt while others think it is commendable and appreciate these brands. P1: Mary-27yrs and P7: Margaret-26yrs state that these brands may not actually be doing as they claim. P6: Moby-25yrs sees these CSR activities of fast fashion brands as “a marketing tool” which they employ even though he believes that as long as they are not ‘over hyping’ their brands and are actually doing what they say they are, then he thinks it can be used to force competition to do the same and cites an example that if Nike has a sustainable unit, then competitors like Adidas will also do same. Thus, he implies that this could bring about healthy CSR competition. Also, P9: Mercy-29yrs believes that these brands may be utilising CSR to camouflage the impact that their businesses have on the environment. She states that these fast fashion brands may just be complying with norms and does not think they are really concerned about social responsibility because they are “profit-making entities.” Her views may be related to her experiences in her home country- Mauritius which could suggestive that CSR may be used as a smoke-screen, thus, bringing about her mistrust of their intentions.  
In relation to the question on how important it is for the respondents to know that fast fashion brands carry out CSR activities and if it affects their intentions to purchase from these brands, the respondents have mixed views. Some stated that they will consider buying based on this while others allude to the fact that CSR activities are not the only important consideration. P1: Mary-27yrs explains that as she still intends to continue purchasing from fast fashion brands because they are cheaper, however, she would make better choices between fast fashion brands based on their sustainability efforts and states “maybe that wouldn’t make any like a big change, but for me, it’s going to help me feel a little bit better.” This implies that she does not anticipate any substantial change from her actions but expects to feel less guilty about her buying decision. Her statement is in tandem with the theory of Perceived Consumer Effective (PCE). It suggests that consumers are driven to show positive attitudes towards sustainable products via their buying behaviour due to the belief that one’s efforts are geared towards the solution of problem/issue of an environmental nature (Kang et al., 2013; Higueras-Castillo et al., 2019). It also complements views of authors who claim that CSR gives consumers a feeling of personal satisfaction because they feel good about themselves when they purchase CSR products or affiliate with companies that engage in CSR activities (Carvalho et al., 2010; Bhattacharya and Sen, 2004). 
Interestingly, P3: Mark-28yrs states that even though price is a major consideration for him but as long as the brand’s CSR activities are “visible to him”, then he is willing to pay a small premium to demonstrate his support of the brand. This may suggest an element of mistrust and may be indicative that the respondent who is Nigerian may be coming from a background where businesses may claim to be carrying out CSR activities which they actually are not. Thus, this reinforces his need to see in order to believe. Also, instructive to note is that P4: Martha-27yrs states that prior to the interview, CSR activities of fast fashion brands had no effect on her intentions to buy as product quality is the most important factor but presently believes that awareness via CSR campaigns will enable consumers understand its importance and also, says she does not mind paying a premium as long as the product has quality. 
On the other hand, P5: Mia-26yrs confirms her willingness to pay more attention to fast fashion brands that she knows carry out CSR activities but other elements like price and design are considered and not CSR alone as it is not as important to her. This may explain her consumption habits concerning fast fashion as their CSR efforts does not appear to be important to her. Consequently, the issues caused by this industry may not also be relevant to her. Also, with similar views are participants P6: Moby-25yrs and P9: Mercy-29yrs – as the former believes that price and the aesthetics of the clothes are most important to him but confirms that awareness of CSR activities in addition to having affordable prices will ensure his loyalty to the brand while P9: Mercy-29yrs focuses on how fashionable/trendy the clothes are and would not buy from brands only because of their CSR initiatives. These various responses to the effects of CSR complement views of Bucic et al. (2012) that assert that when it comes to the level of being impacted by a company’s CSR efforts, there may not be a CSR-motivated purchase because not all millennials respond to CSR efforts.. 
Responding to the question on their views concerning expectations of them to support fast fashion brands that incorporate CSR in their businesses, the respondents were divided in their opinions as most of them except three participants P2: Matt-24yrs, P5: Mia-26yrs and P6-Moby-25yrs are of the opinion that everyone should be supportive of fast fashion brands that carry out CSR activities. In particular, P3: Mark-28yrs explains that he believes that if consumers like him do not support these brands that carry out CSR initiates, then these initiatives cannot be sustained as some are deemed costly. However, other respondents are adamant stating that there are no expectations of them to support such socially responsible fast fashion brands as P5: Mia-26yrs believes that very few people are actually concerned about social responsibility and do not believe that these brands carry out enough CSR activities. Her views may be reflective of the perception of those in Vietnam (home country) as they may not see the relevance of CSR. This may have conditioned her unconcerned approach to CSR and sustainability issues which is manifest in her high consumption rate of fast fashion. P6: Moby-25yrs is of the opinion that fast fashion brands should engage in CSR activities because they genuinely want to improve the society and so there should not be any expectation of him to support them. 
P1: Mary-27yrs explains that as a millennial, people expect that she should support fast fashion brands that carry out CSR initiatives. This aligns with the normative belief of the Theory of Reasoned Action (TRA) which states that a person is driven to carry out a particular behaviour because others expect them to do (Madden et al., 1992). This suggests that her buying intentions may be motivated by others expectations of her. Also, P9: Mercy-29yrs states that all consumers should be responsible for driving these businesses to be more environmentally-conscious and encouraged to purchase from these brands as she states “I believe is to encourage the companies, I’m not sure entirely if it’s going to eradicate completely the issue that we have.” Her views align with the theory of Perceived Consumer Effectiveness as she supports environmentally-friendly brands but is unsure if that support will eliminate the environmental issue. It also correlates with the findings of Cone Communications (2015) which affirms that the millennial female is said to hold businesses accountable for their actions which can be seen when the respondent states that consumers’ responsibility is to drive brands towards improving the environment. Instructive to note is that she is the only female respondent taking this stance of driving brands to be accountable. Also, her views support claims by Kovács et al. (2015) that consumer’s buying intentions are influenced by a business’s commitment to sustainable operations via their CSR activities, thus contradicting views of Boon Heng Teh et al. (2019) which state that environmental concern is not a factor that influences consumer’s purchasing intentions.

4.5.1 	Critical Factors Influencing College Millennials’ intentions to Purchase from Fast Fashion Brands (RO3)

From the findings, common factors have been identified by most respondents for buying from their preferred brands as highlighted below:

Price
From the findings, price plays a significant role in determining these millennials’ intentions to buy from fast fashion brands as most respondents attest to this. For instance, P1: Mary-27yrs states that “because I am really not proud of buying fast fashion products because I am aware but I know that right now, I cannot probably afford to buy all of my clothes better quality, better prices and everything.” She further explains that as long as she is a student, price will always be a determinant so she will continue to buy from these fast fashion brands. This is indicative of her social class as a student. Therefore, price as a factor is not within their full control so this affects their buying intentions. This aligns with Ajzen’s theory of Perceived Behaviourial Control (PBC) which is a predictor of intentions and explains behaviours where individuals do not possess total control (Hagger, 2019; Sommer, 2011). This implies that some respondents’ intention to consume ethically may be limited by price Also, from the literature review, the issue of price correlates with the views of McEachern (2015) who asserts that product price plays a significant role in influencing consumer buying intentions. However, some of the respondents’ income levels prevent them from more sustainable purchase option despite their willingness. This further highlights a gap between the intention to purchase and their actual purchase which is one of the two circumstances identified in the Theory of Reasoned Action (Carrington et al., 2010). This implies that these respondents appear to have intentions to make purchases from brands with good sustainability initiatives and pay a premium; however, their actual purchase behaviour is buying from fast fashion brands due to price factor.

Brand Image/Trust

Based on the findings, the theme of brand image/trust emerged which is identified under Trust Factor (TF) in the code book. For instance P4: Martha-27yrs affirming that she trusts the brands from her home country-Mexico more than fast fashion brands here in Ireland and this influences her buying intentions as she states that they are of better quality even though she has to pay a premium for them which she is unconcerned about. This buttresses the view of Tsai et al. (2015) who postulate that brand trust is a factor for driving consumer purchasing behaviours. The implication of this is that these millennial consumers perceive brand trust as playing a significant role in their intentions to buy from fast fashion brands. Based on this finding, brand trust rather than CSR initiatives of fast fashion brands has been identified to influence some of these college millennials’ buying intentions. 

Product Quality/Design

Product quality/design was a recurring theme in the findings of the interviews which comes under the code Economic Factor (EF). Seven respondents (P1: Mary-27yrs, P4: Martha-27yrs, P5: Mia-26yrs, P6: Moby-25yrs, P7: Margaret-26yrs and P8: Moses-2 6yrs and P9: Mercy-29yrs) indicate that these are important considerations when making purchases from their preferred fast fashion brands. Worthy of note is that all five female respondents indicated one or both of these factors as important considerations. This further contradicts views by Cone Communications (2015) which describes millennial females as eager CSR proponents who use shopping as a tool to support businesses with strong CSR values. Also, instructive is the fact that none of the nine respondents mention CSR initiatives of their preferred fast fashion brands as being a reason for purchasing from them. Consequently, the respondents’ views support those of past studies that suggest that consumers’ topmost priority when considering purchasing is the economic responsibility (product quality/design and price) of businesses (McEachern, 2015; Rahim et al., 2011)) rather than philanthropic responsibility as suggested in Carroll’s Pyramid of CSR. These choices by the respondents further contradict views of past studies that suggest that millennials are highly disposed to ethical consumption and are eager to demonstrate their firm interest in social and environmental matters by purchasing from businesses that support worthy causes (Nielson Global Research 2014; Cone Communications 2015; Lerro et al. 2019).

Awareness Level

The findings also show that the respondents believe that there should be better communication of the CSR initiatives of these fast fashion brands to enable consumers have awareness of these initiatives. This was grouped under the code- Awareness Factor (AF). Here, for instance, P3: Mark-28yrs opines that CSR communication is an essential part of CSR as it better informs consumer’s buying intentions. This view is echoed by P4: Martha-28yrs who emphasises the importance of communicating CSR as she states:

“But I think it is important that everybody knows and be aware about the CSR initiatives and if the company that you are buying the things, that they care for CSR initiatives. I think some people for example, if they hear or the people to be honest, they don’t care about that things but there has to be some campaigns to promote that part (CSR initiatives) and for the people to understand why the CSR initiative is very important.” (P4: Martha-28yrs, May 2021)

Also, in support of CSR communication is P5: Mia-26yrs who believes that fast fashion brands are not taking CSR seriously because according to her, she receives lots of emails from these brands about their new products/collections and none concerning their CSR activities. This suggests that these college millennials see CSR communication as a means of improving their awareness as this could influence their purchasing intentions. This supports views of past studies which state that increased awareness levels of businesses’ CSR activities ensures more positive effects on consumers’ purchase intentions because their belief that businesses should be socially responsible could align with their purchase intention (Mohr et al., 2001; Lee and Shin, 2010).
Perceived Mistrust of Brands’ CSR Intentions 
The theme of ‘mistrust’ was also quite visible in the findings as this was expressed in response to the question posed the respondents thoughts on fast fashion brands that project themselves as socially and environmentally responsible. This theme is coded as PMBI in the code book was echoed by five respondents: P1: Mary-27yrs, P3: Mark-28yrs, P6: Moby-25yrs, P7: Margaret-26yrs and P: Mercy-29yrs who cast doubts concerning if fast fashion brands who project to carry out CSR activities are actually do what they affirm to be doing. For instance, P1: Mary-27yrs comments that “Well, my thoughts is that that is great but I also don’t know if that is true. They can project something but they don’t maybe follow it or do it or maybe not in that extent maybe just do like a small thing compared to the volume that they do” while P6: Moby-25yrs concurs and states that “you know, business is business and you know if it’s a marketing tool that they need to do as long as they are not over hyping themselves in terms of … I mean if they say that they are doing CSR and they are not really doing it.” Supporting these views is P: Mercy-29yrs who states that businesses use CSR to camouflage the impact they have on the environment. The respondents’ views indicate a certain level of reservation as to the real intentions of business and the integrity of their claims which could impact their buying intentions. These issues of doubt and the corporate intention behind the communication are highlighted as some of the challenges of CSR communication (Schmeltz, 2017).




4.6	Conclusion: 
This chapter provided in depth presentation and analysis of the findings from the respondents’ data and evaluated these with theories from the Conceptual Framework and literature review. This section also identified themes that arose from respondents’ data and these analyses provided relevant insights for the research questions which will be answered in the subsequent chapter.


























Chapter 5 – Concluding Thoughts on the Contribution of this Research, its Limitations and Suggestions for Further Research

In the previous chapter, the findings from the nine interviews of international millennials students in Dublin colleges were presented and elaborately discussed. The key themes that emerged were price, brand image/trust, product quality/design, awareness and perceived mistrust of brand’s CSR intentions. I also discussed these findings based on my research objectives which were to critically evaluate the CSR awareness levels of millennial consumers of fast fashion who are international students in Dublin colleges, explore the extent to which CSR activities of fast fashion firms affects the buying intentions of these millennial consumers and to identify critical factors in informing their intentions to purchase from these fast fashion brands. In this final chapter, I will shed light on the implications of the findings for the three research questions, the contribution of the research and its limitations as well as the recommendations for future research and finally, the conclusion and reflections are presented.

5.1	Implication of Findings for the Research Questions

The study’s focus was on millennials because they are known to be the most ethical generation however, the appraisal of their ethical purchasing behaviour is yet to be fully explored in academic literature (Chatzopoulou and Kiewiet, 2020). Also, it has been argued that very little is known about what motivates this group’s consumption and patronage as majority of the research on millennials centre on the entire generation rather than on a specific group (Noble et al., 2009). In order to achieve the research’s three objectives, the research questions were developed. After transcribing the interviews, the findings were presented and discussed and from these, the research questions are answered below:

RQ1:	What is the level of awareness of millennials who are international students in Dublin colleges regarding CSR initiatives of fast fashion brands in Ireland?
From the discussion of the findings, it has been established that the respondents (eight of the nine) were very familiar with the term CSR and they utilised various words or phrases associated with it such as ‘giving back’, ‘stakeholders’, ‘society’, ‘environment’, ‘philanthropic activities’. Most of the respondents also explained that they believe fast fashion brands do have social responsibilities and they see these in the form of environmental and employee responsibilities. They stated that these responsibilities were important because these fast fashion brands should take into cognizance that they conduct their business in a society so they are expected to contribute positively to that society. The respondents (seven of them) demonstrated very high awareness of the issues surrounding fast fashion businesses as pollution due to waste, exploitation of workers and child labour were mentioned. This contradicts findings of Boon Heng Teh et al. (2019) which state that low level of awareness of environmental pollution is apparent in consumers of developing countries unlike those in developed countries who have heightened awareness levels. 
Regarding their level of awareness of CSR initiatives of fast fashion brands in Ireland, most respondents demonstrated a lack of awareness concerning CSR activities of these brands as they stated categorically that they were unaware. Three of them exhibited limited level of CSR awareness as they were only able to pinpoint an example each of CSR activities of fast fashion brands. Brands like Primark (Penney’s), Zara and even Dunnes were mentioned as carrying out CSR initiatives that the respondents were aware of. This may be understandable as all of them have been living in Ireland for less than four years but within this period, they have been purchasing from these brands having limited awareness of their CSR initiatives. Thus, begging the question; what really influences their buying intentions? Overall, the findings are suggestive of a below par level of awareness of these millennials concerning CSR activities of fast fashion brands here in Ireland. This appears to be contradictory as millennials are regarded by past researchers as a CSR-conscious generational cohort (Chang and Regier, 2020).
RQ2:	Does the social responsibility of fast fashion businesses have any real influence/effect on these millennial consumers’ intentions to purchase?
Based on the presentation and discussion of the findings, the respondents stated that the social responsibilities of fast fashion businesses or their CSR activities have effects on their intentions to buy from brands like Zara, H&M, Penney’s, Stradivarius, River Island and Pull & Bear. However, the findings suggest that other factors like price, brand image/trust, product quality/design, awareness and perceived mistrust of brand’s CSR intentions may play far more significant roles on their intentions to purchase from these fast fashion brands. Important to note is that their nationality and culture differences were significant in interpreting what they said and their consumption patterns. Also, there appears what seems to be, a disconnect between these respondents’ intentions to buy from these fast fashion brands and what they actually purchase (Carrington et al., 2010). From the findings, it also emerged that as one respondent claimed, that the social responsibility of business is not important regarding intentions to purchase from these fast fashion brands. This complements views of past researchers who argue that the impact CSR impact has on consumers may be reliant on the individual consumer’s perceived importance of CSR  (Wang and Anderson, 2011). It is important to note that despite living in Ireland for almost two years, her consumption choices have not been influenced particularly as studies by Deloitte (2019) show that Irish millennials prioritise protecting the environment as one of their topmost personal concerns which the respondent appears to be unconcerned about.
 Overall, based on respondents’ responses, it can be stated that the social responsibilities of fast fashion business do not have any real influence or effect on their intentions to buy particularly because most of them did not even have any awareness of the CSR initiatives of these brands and yet they continuously make purchases from them. It can be deduced that if the social responsibilities of these fast fashion businesses was relevant to these respondents, their level of awareness of their CSR initiatives would have been high particularly as some of these brands actually have presence in their home countries. Thus, this complements the views of past researchers who argue that CSR has no influence on the buying intentions of consumers as these could depend on other factors (Castaldo and Perrini, 2004; Tingchi Liu et al., 2014; Oberseder et al., 2011). 
RQ3:	What factors are most critical in influencing decisions of these millennial consumers to purchase from fast fashion firms? 
Based on the empirical findings of the nine interviews, it has been determined that CSR initiatives of fast fashion brands had no influence on the respondents’ buying intentions as other factors play more significant roles. As indicated previously, these respondents have limited awareness of CSR activities of these brands. It is also instructive to note that a respondent had indicated that prior to the interview, CSR activities of fast fashion brands was not even a consideration when intending to purchase from fast fashion brands. Also, worthy of note is that though these respondents expressed somewhat strong inclinations towards the importance of CSR for fast fashion businesses, the most critical factors identified as influencing their decisions are price, product quality, style/design, brand trust and awareness. Of these factors highlighted, price and style/design were the most dominant as eight of the respondents mentioned either or both of them. 
From the findings, some of the respondents indicated that price of these fast fashion clothes was an important factor because they are students and as such have low income. Other respondents were particular about style/design as they wanted to appear fashionable and trendy. Product quality was also identified as an important factor, even though the respondents recognised that fast fashion was characteristically known for its poor quality. For some respondents, some fast fashion brands like Zara had better quality so they opted to purchase from such brands. Thus, complementing previous literature that state that economic factors (product price and quality) play the most crucial roles in influencing buying decisions/intentions of consumers (McEachern, 2015).
 Lastly, brand trust was deemed an important factor as it is believed that some brands have been tested (via previous purchases) and have shown consistency in ensuring customer confidence in such brands while awareness of CSR activities was also deemed an important factor. However, respondents pointed out that CSR communication of fast fashion brands was an area for improvement. This aligns with past studies which claims that companies that communicate their CSR efforts are seen to be trustworthy as these CSR messages disclosed by companies may influence consumers’ attitudes positively and their buying intentions (Lee et al., 2018).
5.2	Contributions and Limitation of the Research 

Even though there is extensive research carried out in the areas of corporate social responsibility (CSR), consumer buying behaviours and on millennials, there is very little known regarding what motivates their consumption as most research on this cohort were largely on the entire generation and specifically on their demographics and attitudinal characteristics (Chatzopoulou and Kiewiet, 2020; Noble et al., 2009). The research contributes by refuting findings of past researchers like Nadanyiova and Das (2020) who argue that millennials have a high predisposition to ethical consumption and are eager to show their unwavering interest in social and environmental matters by buying products from businesses that support meaningful causes. The research’s findings does not show the ethical consumerism of the respondents despite showing good awareness of CSR but their intentions to purchase are not motivated by CSR activities..

Also, the findings contribute by establishing that majority of the respondents have very high awareness of sustainability/environmental issues. Thus, refuting claims by past researchers like of Boon Heng Teh et al. (2019) that suggest that consumers of developing countries have low level of awareness of environmental issues (pollution) as opposed to consumers of developed countries who are said to have high awareness levels. 
The findings show that none of the nine respondents mention CSR initiatives of their preferred fast fashion brands as being a reason for purchasing from them. The research contributes by establishing that product price and quality are more critical in influencing most of these respondents’ intentions to purchase and aligns with views of McEachern (2015). Thus, refuting claims of past researchers that suggest philanthropy plays a more significant role than product price and quality (economic factors) in influencing buying intentions stating that millennials were willing to pay more for goods produced by socially responsible businesses (Anderson et al., 2018; Kimeldorf et al., 2006; Jun and He, 2018). However, the findings offer a new dimension and shows that some respondents will only pay a premium to support socially responsible businesses on the condition of the goods having quality and not on the merit of their CSR activities. 
In addition, the findings established that national culture does not always necessarily impact consumption habits. This was demonstrated with both Kenyan respondents whose cultural dimensions is short-term orientation but is contrary to their consumption habits which depict a long-term orientation as both were strongly associated with sustainability which is usually for the future.
Also, the research contributes by focusing on international millennial students in Dublin and what motivates their consumption of fast fashion especially as it has been argued that there is a lack of attention to and discussion of CSR in Ireland and previous researches have largely linked CSR activities to consumers’ buying attitudes in areas like FMCGs  (Sweeney, 2007; Tsai et al., 2015). Thus, bridging this research gap and contributing to the existing but limited literature.
Regarding the limitations of the research, it was particularly difficult to get college students to participate in the research because at the time of the interviews, they were busy with their assignments and preparing for their upcoming examinations so as a result, most of those reached could not spare any time to participate in the interviews. Another limitation of the research was language barrier due to the cultural diversity of the respondents as only two of the respondents have English language as the official language. Consequently, this language barrier meant that I had to explain the questions to these respondents more than once to ensure comprehension and clarity. 

Finally, regarding validity of the qualitative research, the interview questions design was appropriate for the study, and the transcription and interpretation of the data was carried out correctly to my best ability to ensure validity of interpretation. The data analysis was also appropriate for the study via the use of relevant pre-determined codes. In addition, the choice of methodology was deemed the most suitable in order to generate rich data from the respondents.

5.3	Recommendations for Practice

The recommendation for practice for this research is that fast fashion brands in Ireland need to adopt more visible sustainable practices and ensure that the welfare of workers in factories which their productions are carried out should be improved irrespective of these workers not being in direct employment. This is because these respondents as well as other millennials are very aware of both the sustainability and social issues that afflict the industry which could have future implication for these fast fashion brands. Also, fast fashion brands could include more recycled clothes in their retail stores so millennials as well as other consumers will be able to physically see their contributions/commitments to sustainability. From the research findings, some respondents stated that for them to be fully aware of these CSR activities of these fast fashion brands, they must be visible to the consumers and another respondent claims that she is only aware of Zara’s CSR activities which she sees in a section of its website where it sells recycled clothes.



5.4	Recommendations for Future Research

Due to the limitation of time, financial resources and as a result of the on-going Covid-19 pandemic which affected this current research, the recommendation for future research could focus on a comparative analysis of Irish and non-Irish millennials. The future research should also utilise the same age cohort 24-30 years. It could be interesting to find out if there will be similarities or sharp contrasts from the findings in relation to the existing literature. Also, it is recommended that the future research utilises face-to-face interviews rather than mediated interviews to ensure that it offers adequate non-verbal data.

5.5 	Final Conclusion and Reflections

This research found that the effects of CSR activities of fast fashion brands had no significant influence on the buying intentions of the respondents who are college millennials. It also found that these college millennials had considerable level of awareness of CSR even though their knowledge of CSR initiatives of fast fashion brands in Ireland for some was very limited and others were non-existent. Further implying that these CSR initiatives were not considered to have any importance or influence to the college millennials which as indicated in the research is a major contradiction to the views of past researches who postulate that this generational cohort are the most CSR-conscious generation and have ethical consumption (Nielson Global Research 2014; Cone Communications 2015; Lerro et al. 2019). The study also revealed that other factors like price, style/design, quality, brand trust and (CSR) awareness played more critical roles in the buying intentions of these respondents.  

Regarding my reflections, I decided to circulate the interview questions to the participants ahead of the interviews to afford them the opportunity of familiarizing themselves with the questions in the hope that their own reflection would generate rich data for the research. This was a risk that I was willing to take even though I was aware that this presented the participants with the chance of practicing their answers even though the findings were not indicative of this. However, I thought that it was better to have the respondents adequately prepared to ensure rich data is gathered rather than to take them unawares and have poor data collected.
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Appendix B:	Interview Schedule
· Give a general introduction 
· Read out Informed Consent (stating anonymity)
Section 1: Introductory Questions
1. 	Can you introduce yourself (exclude your name for anonymity) – state your age, gender, nationality, relationship status and name of college you attend. 
2a.	What is fashion?
2b.	What type of fashion do you follow? (e.g. luxury clothing/high street; new non-recycled clothes, recycled clothes)
3.	What are your personal values (i.e. values you hold in high esteem) and what do you see as ethical issues in life?

Section 2: Knowledge of Fast Fashion
4a.	What do you understand by “Fast fashion”?
4b.	Can you name some top fast fashion brands that are present here in Ireland?
4a.	Do you buy from these fast fashion brands? (if otherwise, mention the ones you purchase from)
5b.	How often do you purchase clothes from fast fashion brands here in Ireland?
5c. 	Has the Covid-19 pandemic affected how often you make these purchases?
5d.	Explain the reason(s) why you purchase from your preferred brand(s)?

Section 3: Level of Awareness of millennials regarding CSR activities of fast fashion firms
6. 	Are you familiar with the term “Corporate Social Responsibility” (CSR) and can you explain what you think it is?
CSR refers to the voluntary contributions that a company makes to the society it operates in and this can be through its investment/engagement in social causes and by adopting good corporate governance. CSR is also said to overlap with corporate sustainability (Milton, 2010). Examples of CSR - (for example, Zara introduced a used clothing collection programme called JOINLIFE)
7.	Do you think fast fashion businesses have social responsibilities? If so, why and what kind of responsibilities do you think?
8.	Are you aware of the issues surrounding fast fashion industry in terms of its impact on society and the environment? Please explain
9.	Are you aware of CSR activities of fast fashion firms here in Ireland and what exactly do you think of them? If yes, cite.

Section 4: Effects of CSR on Millennials’ buying intentions
10a.	Do you think knowing that a fast fashion brand engages in some form of social responsibility endears you to make purchases from such fast fashion brands? Please explain.
10b.	What kind of responsibilities do you feel are most important for fast fashion brands to undertake?
11a.	What are your thoughts of fast fashion brands that project themselves as being socially and environmentally friendly?
11b.	Is it important for you to know that fast fashion brands carry out CSR initiatives and does this in any way affect your intentions to buy from them?
11c.	If yes, how are you able to demonstrate the importance?
	If no, why is it not important?

Section 5: Closing Questions
12.	Do you think that there are expectations of you to support fast fashion brands that incorporate CSR in their businesses? Please explain.
13.	Is there anything else you would like to add?
You can ask them to interpret what they have said (take notes while doing interviews and if there are contradictions, then refer to them).




Appendix C:	
PLAIN LANGUAGE STATEMENT
Introduction to the Research Study
Research Study Title: An Investigative Study of the Effects of Corporate Social Responsibility (CSR) on the Buying Intentions of Millennial Consumers of Fast Fashion in Ireland: A Case Study of International Millennial Students in Dublin Colleges.  
University/College: Griffith College Dublin
Principal Investigator: Aine Mc Manus      
Email: aine.mcmanus@griffith.ie
II.	Details of what involvement in the Research Study will require
This project involves taking part in a semi-structured interview. And this interview seeks to gather information on your understanding/experience and awareness of Corporate Social Responsibility (CSR) and if at all it influences your buying behaviour with respect to products of fast fashion in Ireland. Questions will be directed towards your thoughts on CSR, your awareness/perception of social responsibility of fast fashion businesses in Ireland and how this influences your purchasing behaviours. I estimate that the interview will take no longer than 20minutes to complete.
III.	Potential risks to participants from involvement in the Research Study
I do not anticipate any risks to participants as a result of the participation in this Research Study.
IV.	Benefits to participants from involvement in the Research Study
	The objective of this Research Study is gain new knowledge that will enable improve knowledge in the area of CSR and consumer behaviour. This study may therefore, be of benefit to you by providing you with the opportunity to contribute to the body of knowledge on CSR and how it influencing consumers’ buying behaviours so that you and or society can benefit,
V.	Advice as to arrangements to be made to protect confidentiality of data, including that confidentiality of information provided is subject to legal limitations
Every effort is made to ensure the confidentiality of the participant. Participant names will not be recorded, as all participants will be assigned a code. Where used, recorded interviews/survey data will be downloaded to a password-controlled computer, typed transcripts/survey results are held within password-controlled documents. Participant biographical details and or mention of other persons will be omitted in the final report. Confidentiality of information provided is subject to legal limitations.   

VI.	Advice as to whether or not data is to be destroyed after a minimum period
Audio tapes/Survey data will be destroyed on the successful completion of this master’s degree in full compliance with GDPR regulations.
	
VII.	Statement that involvement in the Research Study is voluntary
Involvement in this Research Study is voluntary.  Participants who decide to take part may withdraw from the Research Study at any point. There will be no penalty for withdrawing before all stages of the Research Study are complete. 

If participants have concerns about this study and wish to contact an independent person, please contact: 
Aine Mc Manus
Head of Faculty
Graduate Business School
Office: D103
Griffith College
South Circular Road, Dublin 8, Ireland

Phone:  + 353 1- 4150409
Email: aine.mcmanus@griffith.ie
Website: www.griffith.ie








Appendix D:	

INFORMED CONSENT FORM 

I.	Research Study Title:  An Investigative Study of the Effects of Corporate Social Responsibility (CSR) on the Buying Intentions of Millennial Consumers of Fast Fashion in Ireland: A Case Study of International Millennial Students in Dublin Colleges.  
University: Griffith College Dublin, Graduate Business School.
Principal Investigator: Aine Mc Manus 
Researcher Name: Chinedu Ifechukwude Ezegbu
Email: ciezegbu@gmail.com
II.	Clarification of the purpose of the research

The aim of this research is to critically evaluate the effects that Corporate Social Responsibility (CSR) has on the buying intentions of millennial consumers of Fast Fashion in Ireland. Furthermore, through a combination your participation and the latest research into Consumer Buying Behaviour, this research will add to body of academic understanding of CSR.
III.	Confirmation of particular requirements as highlighted in the Plain Language Statement

This project involves taking part in semi-structured interviews. The interview responses will be recorded and seeks to gather information on your understanding/experience and awareness of Corporate Social Responsibility (CSR) and if at all it influences your buying behaviour with respect to products of fast fashion in Ireland. Questions will be directed towards your thoughts on CSR, your awareness/perception of social responsibility of fast fashion businesses in Ireland and how this influences your purchasing behaviours. I estimate that the interviews will take no longer than 20 minutes to complete.

Participant – please complete the following (Circle Yes or No for each question)

Have you read or had read to you the Plain Language Statement	Yes/No
Do you understand the information provided?			            Yes/No
Have you had an opportunity to ask questions and discuss this study?   Yes/No
Have you received satisfactory answers to all your questions? 	             Yes/No
Are you aware that interviews will be audiotaped?			 Yes/No
IV.	Confirmation that involvement in the Research Study is voluntary
Involvement in this Research Study is voluntary. Participants who decide to take part may withdraw from the Research Study at any point. There will be no penalty for withdrawing before all stages of the Research Study are complete. 

V.	Advice as to arrangements to be made to protect confidentiality of data, including that confidentiality of information provided is subject to legal limitations 

Every effort is made to ensure the confidentiality of the participant. Participant names will not be recorded, as all participants will be assigned a code. Where used, recorded interviews/survey data will be downloaded to a password-controlled computer, typed transcripts/survey results are held within password-controlled documents. Participant biographical details and or mention of other persons will be omitted in the final report. Confidentiality of information provided is subject to legal limitations.   

VI.	Participant Signature:
I have read and understood the information in this form.  My questions and concerns have been answered by the researcher, and I have a copy of this consent form.  Therefore, I consent to take part in this research project
Participants Signature:								
Name in Block Capitals:								
Witness:												
Date:													






APPENDIX E 
Interview Transcript of P1: Mary-27yrs (With Colour Codes)
The interview commenced with the researcher reading out the informed consent to the respondent and her verbal consent was secured.
The interview took place on April 30, 2021 and lasted for 19.34mins. It commenced as follows:
Section 1: Introductory Questions
1. 	Can you introduce yourself (exclude your name for anonymity) – state your age, gender, nationality, relationship status and name of college you attend. 
	Age – 27years
	Gender – Female
	Nationality – Mexican
Relationship Status – Single
Name of College – Griffith College Dublin
2a.	What is fashion?
	Well, I think fashion is something that is on trend, something that is in style and maybe it does not only apply to clothes, maybe hairstyles or accessories or something…something in trend.
2b.	What type of fashion do you follow? (e.g. luxury clothing/high street; new non-recycled clothes, recycled clothes)
	I will say that I em follow several… like a mix. For example, for my bags I like luxury but for my clothing, I will say high street and since I got here in Ireland, I’ve done more recycled clothes like second handed, like thrift shops so I will say that I’m mixed.
3.	What are your personal values (i.e. values you hold in high esteem) and what do you see as ethical issues in life?
	Well, I can say that my highest esteem of values is honesty, loyalty and respect. I will say these three. And the…as ethical issues in life, I could say that em... like many issues involving hypocrisy and lying and taking advantage of others or situations. I will say those things really create really ethical issues in life.


Section 2: Knowledge of Fast Fashion
4a.	What do you understand by “Fast fashion”?
Fast fashion I think it has to do with sustainability and by fast, I will say that it is fast design, fast production, fast delivery, fast everything in the process. Em but therefore I would say low quality, also you.. when I was thinking fast fashion I was also thinking low quality as well.
4b.	Can you name some top fast fashion brands that are present here in Ireland?
	Yeah … Penney’s, H&M, Stradivarius and Zara
4a.	Do you buy from these fast fashion brands?
	I do...yeah, I do
5b.	How often do you purchase clothes from fast fashion brands here in Ireland?
	Em…how often, it is tricky because of the lockdown, I would say every 2 months maybe.
5c. 	Has the Covid-19 pandemic affected how often you make these purchases?
	I would say I used to buy more… I… ‘cos I really like going to the stores and trying them on and I really don’t like buying clothes specifically online so I think that that had affected my purchase behaviour.
5d.	Explain the reason(s) why you purchase from your preferred brand(s)?
Em ... well the style, price I would say and quality if I have… if I appreciate exactly like those brands it’s exactly because I like the quality of those.
Section 3: Level of Awareness of millennials regarding CSR activities of fast fashion firms
6. 	Are you familiar with the term “Corporate Social Responsibility” (CSR) and can you explain what you think it is?
	Yes I am… what I think it is? It is like the actions that an organisation takes in order to become accountable…following due process of their companies in order to benefit the stakeholders.
7.	Do you think fast fashion businesses have social responsibilities? If so, why and what kind of responsibilities do you think?
	Em... yes, yes! I think they have. Em… as being fast fashion I think they have some.. for example like maybe more waste or low salaries and in order to keep that lower price for their products, I think because of that those factors they need to keep up with being responsible and accountable for to give back and do something so that those factors doesn’t like affect negatively the community.
8.	Are you aware of the issues surrounding fast fashion industry in terms of its impact on society and the environment? Please explain
	Yeah … I think that they have several issues. I really don’t know lots of them but I know that because of the volume that they sell, they also have therefore more waste, because of the low prices, they have to pay lower salaries and wages to the people involved in their process… in their manufacturing. Em so... yes, so I guess, I’m really not sure but I guess they in order to keep up with their low pricing, they use materials like really low quality. So those are some issues that I am aware of.
9.	Are you aware of CSR activities of fast fashion firms here in Ireland and what exactly do you think of them? If yes, cite.
	Em… well… right now I really cannot think of any.
Section 4: Effects of CSR on Millennials’ buying intentions
10a.	Do you think knowing that a fast fashion brand engages in some form of social responsibility endears you to make purchases from such fast fashion brands? Please explain.
	Yeah, I do… I do think. Em, because I am really not proud of buying fast fashion products because I am aware but I know that right now, I cannot probably afford to buy all of my clothes… em... better quality, better prices and everything. Em so… yes so if I knew that a company like H&M or Zara or one of them has like a really good initiative / activities and everything, I think that it could influence me in buying more to them because that could like make me feel a little bit better of buying to them.
10b.	What kind of responsibilities do you feel are most important for fast fashion brands to undertake?
	Em, first of all, I will say environmental responsibilities ‘cos right now I think the bad environment thing is really like a hot topic and everything that is pro-sustainability for the environment, it really gets attention from people so I will say that one. So, it’s been like an issue about the low wages for the production and manufacturing of ... in the sweatshops, where these kinds of companies have been involved in public debates so I think that’s also an important issue that they should like cover...yeah, I think that that’s important.
11a.	What are your thoughts of fast fashion brands that project themselves as being socially and environmentally friendly?
	Well, my thoughts is that that is great but I also don’t know if that is true. They can project something but they don’t maybe follow it or do it or maybe not in that extent maybe just do like a small thing compared to the volume that they do and their opportunities to doing all these supply chain activities so yeah I mean yeah it is always good to see that they are doing something but also, I … these are like really big corporations and I think that they can always do better.
11b.	Is it important for you to know that fast fashion brands carry out CSR initiatives and does this in any way affect your intentions to buy from them?
	Em… I’m not going to lie to you…that might not change completely my purchase behaviour. I will like to tell you that I’m not going to buy to those organisations but I’m still a student and I go for lower prices right now so I know that I’m gonna keep buying to these fast fashion brands but em… if I have to make a choice and there’s a lot of difference between one brand and another one in their intentions to do better for sustainability, I would support them.
11c.	How are you able to demonstrate the importance?
	That I will stop buying products from other brands and then I would start buying only from them because they are doing a little bit better or doing efforts for social responsibility. I know that I’m going to continue buying fast fashion but maybe I could make better choices between the fast fashion brands you know if one of them has like a better or doing a little bit more sustainability and social responsibility, maybe I’d go for them… maybe that wouldn’t make any like a big change, but for me, it’s going to help me feel a little bit better. But in the fast fashion one, I’d go with the better one not the worse one you know.
Section 5: Closing Questions
12.	Do you think that there are expectations of you to support fast fashion brands that incorporate CSR in their businesses? Please explain.
	What you mean? I guess everybody... it’s really like hot topic, everybody expects you to behave according to what is good right now... and support the environment, support social responsibility. Em... but not everybody follows it , I guess people expect me to support fast fashion brands that incorporate but still I’d say that it’s not their decision if I do it or not.
13.	I think when I asked you a question previously you mentioned that there are certain factors that influence your purchasing behaviour at the moment, you mentioned price, you mentioned quality, mentioned style so these three are said to be you major reasons from purchasing from fast fashion. (Follow-up question)
I will remove quality	
14.	You also mentioned  hypocrisy previously as one of your ethical issues in life , are you trying to say one cannot really associate social responsibility with fast fashion? (Follow-up question)
	I guess it’s not only with fast fashion as that applies to maybe all organisations that say something and do another thing but for fast fashion I say that they can do so much more and they try to make you think that they are going all green and doing all these and it’s like you know that they are like really big and that they can do more and I really don’t like that they don’t go all the way there.
15.	Is there anything else you would like to add?
Not really, I think I’m ok there.

The respondent was thanked for taking part in the interview and once again reassured of its strict anonymity and confidentiality.
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ethical practices in terms of how they conduct their business

operations
Perceived Mistrust of | Purchasing intention is ifluenced by the perceived Iack of trust of | Purple
Brands' CSR fast fashion brands’ CSR intentions

Intentions (PMBI)
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Chapters

Outline

‘Commences with a brief introduction of the research areas — CSR and consumer
behaviour, the target population which are international millennial students in
Dublin colleges and the industry of focus which s the fast fashion industry. It also
provides an explanation of the purpose of the research to the reader whilst
enlightening the reader on the objectives of the research s well as outlining the
research questions. The chapter also justifies the importance or significance of the
study and presents the structure of the study to the reader.

Provides an in depth review of past literature in the research areas of CSR and
consumer behaviour, arguments for and against CSR. CSR and cultural
dimensions, the relationship between the effects CSR on consumer behaviour and
factors that generally influence consumer buying intentions. The generational
cohort-millennials are elaborately discussed as well as the effects of CSR in
influencing their buying intentions. Lastly, the conception framework of the
research is also presented

Discusses the methodology that will be uilised for the research Relying on the
theory of interpretivism, a qualitative research will be conducted and data will be
collected through interviewing 9 international millennial students in Dublin
colleges. The chapter highlights the pros and cons of utilising qualitative research
and also describes how the data collected will be analysed through coding. It also
highlights the access and ethical issues inherent in the research

‘Explains in detail, the presentation and discussion of findings from the 9 semi-
structured interviews that were conducted.

Presents the conclusion via 2 summary of the research findings and provides
relevant recommendations on future research areas as well as outlines the
limitations of the study

“Appendices

These will be attached at the end of the study.
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Power s a basic fact of society antedating good or
evil its legitimacy is irelevant

Parents teach children obedience
Older people are both respected and feared
‘Teacher-centered education

Hierarchy means existential inequality

Subordinates expect to be told what to do

Autocratic governments based on co-optation and
changed by revolution

Corruption frequent; scandals are covered up
Income distribution in society very uneven
Religions with a hierarchy of priests





