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Abstract  

Background  Along with an impressive increase of individual incomes and expansion of middle 
class populations (Lee & Nguyen, 2017), Vietnam is an attractive market where the 
fashion category receives the high interest among young consumers. Noticeably, 
while Western fast fashion is considered as a cheap product in most developed 
countries, it is kind of an expensive item in the Vietnam context. Although previous 
studies show that Vietnamese millennials are fond of the products from the West, 
Vietnam is a challenging market that requires Western fast fashion brands to have 
an insight into local consumer preferences since the local consumer’ values, 
attitudes, and behaviors are changing dramatically. 

Purpose  The purpose of this study is to explore attitudes of Vietnamese millennials towards 
Western fast fashion brands related to country of origin (COO) as well as the 
symbolic values of these brands in the mind of Vietnamese millennials. It thereby 
helps the Western companies to understand the Vietnamese market in terms of fast 
fashion, discovering potential investment opportunities and propose suitable 
marketing strategies to enter this market.  

Method  Following the purpose of this study, an exploratory qualitative research with an 
abductive approach was utilised. Specifically, in-depth interviews with open-ended 
questions were employed to have an insight into the participants’ attitude towards 
Western fast fashion brands. Additionally, after the interviews, the participant's 
opinions were captured for a visualization of attributes of Western fast fashion 
brands. 

Conclusion The research results show that Vietnamese millennials generally have positive 
attitudes towards Western fast fashion brands related to COO. Nevertheless, in 
this particular study, the emerging symbolic values include sense of beauty,  
educational background, social status as well as self-identity. The study also points 
out its delimitations and limitations, offers various possibilities for managerial 
implications, as well as provides some suggestions for future research. 
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1. Introduction 

This chapter provides a summary of the authors’ intentions and expectations throughout the thesis. Firstly, the 

chapter gives information regarding a short background of the research issues including a brief overview of past 

researches and justification of the choice of the proposed topic. Subsequently, from the identified gaps in previous 

researches and the addressed problems, the purpose of this research and the research questions are stated. Finally, 

this section mentions the visualization of the executed methodology, the limitations and the delimitations of the study, 

as well as the contributions to whom who may benefit out of this research. 

1.1. Justification 

Over the past few years, the consumption in many emerging and developing Asian countries 

continues increasing remarkably, following an impressive increase of individual incomes and 

expansion of middle-class populations (Lee & Nguyen, 2017). It provides international retailers a 

variety of opportunities to enter these markets. Among those countries, Vietnam is known as a 

successful story as the country has moved from one of the poorest countries in the world to a 

fascinating emerging nation (The World Bank, 2018). In particular, after joining the World Trade 

Organization in 2007 (World Trade Organization, 2007), Vietnam has cut down different types of 

tariffs that result in various advantages for foreign firms. With the population over 90 million 

people and the stable increase of GDP around 6.5% a year (Statista, 2019b), Vietnam is an 

attractive market for foreign players in various industries.  

The fashion category is one of the segments drawing the highest interest from Vietnamese young 

consumers (VIR, 2018). According to Statista (2019a), the fashion segment of Vietnam is expected 

to reach the revenue of 622 million Euros in 2019, and is predicted to continuously grow 11.7 

percent per year, gaining a revenue of 969 million Euros by 2023 as a result. Due to the 

globalisation with the appearance of a variety of international fast fashion brands from the West 

in the Vietnam market, there are more and more Vietnamese people, especially the young 

generation show their attention and favour to these foreign brands (VIR, 2018).  

Vietnam, however, is a challenging market for Western fast fashion brands. Take H&M as a well-

known example, although having a revenue of 14 million US dollars in first half of 2018, the firm 

reported a decrease in its profit with 62 percent (Vietnamnet, n.d.). In order to achieve a sustainable 

market growth in a potential but competitive market like Vietnam as well as to stably earn profits 

from this market, foreign companies are advised to invest in understanding local consumer 

preferences (Kucukemiroglu, Harcar & Spillan, 2007). Lee and Nguyen (2017) also agree that 
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understanding Vietnamese consumer behaviours plays a vital role for international brands in the 

competition on this market. Despite the importance of the market in Vietnam, and the critical 

need of knowledge towards its consumption behaviours, there are a few papers regarding the 

understanding of Vietnamese consumers up to now.  

Throughout the study of Vietnamese consumer’ lifestyles and ethnocentrism, Kucukemiroglu et 

al. (2007) point out that the existence of many distinctive dimensions, such as family orientation, 

self-consciousness, fashion orientation, cost conscientious, conservatism, etc. influences the 

Vietnamese consumers buying tendencies.  Also, as for influences of cultural orientation, Nguyen, 

Nguyen and Barrett (2008) state that consumer ethnocentrism among Vietnamese consumers has 

negative impacts on their judgement of foreign products. Meanwhile, it promotes the purchase 

intention of local residents towards Vietnamese products.  

In the study of Mai, Smith and Cao (2009), the Vietnamese consumers’ values, attitudes and 

behaviours have been affected by the conflicts between traditional self and modern self. Similarly, 

Tambyah, Tuyet Mai and Jung (2009) reveal the dramatical change in Vietnamese consumers’ 

perceptions when traditional values are being challenged by modern ones. Besides, Pham and 

Richards (2015) highlight the growth of desire for self-expression among modern Vietnamese 

customers through consumption activities as they attempt to consume the same products and 

services from Western companies and other brands from developed countries in Asia. In their 

study, through six themes of symbolic meanings of brands including cosmopolitanism, status, 

beauty, magic, corporate social responsibility, and safety; there are more and more young urban 

consumers in Vietnam connecting themselves with their favourite Western brands, forming their 

own distinctive lifestyles and considering it the way to enhance their social status as well as to 

communicate their self-images. The reflection of self-awareness throughout everyday 

consumption activities of the Vietnamese youth is also mentioned in the study of Nguyen, 

Özc ̧aglar-Toulouse, and Kjeldgaard (2018). The young Vietnamese consumers use their daily 

consumption practices to achieve their own individualization and socialization, regardless of the 

communist lifestyles exerted by the government. 

1.2. Problem discussion and research purpose 

As above mentioned, Vietnam is an attractive market, where the fashion category receives the high 

interest among young consumers. Moreover, according to Lee and Nguyen (2017), mass-market 

fashion brands from the U.S. possess huge potential to gain success on the Vietnamese market 
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with the advantages of being American brands, supplying quality products with good fit, and 

requiring lower expenditures than high fashion brands; thereby fast fashion companies from 

Western countries also have a chance to win this market. Generally, young Vietnamese consumers, 

especially those who live in urban areas, prefer to consume products from Western countries 

(Pham & Richards, 2015). Moreover, fast fashion may do better than mass-market fashion as it 

aims to transform new trends into low price products (Bhardwaj & Fairhurst, 2010). However, in 

the Vietnam context, the price for a fast fashion item is still considered high in comparison with 

the average income of Vietnamese people (VIR, 2018). Therefore, fast fashion products are 

somehow classified into the luxury category by a large number of Vietnamese consumers. Besides, 

consumers in emerging countries including Vietnam, in fact, pay a special attention to COO of a 

fashion product. Specifically, Western fast fashion brands are more favoured than local ones 

(Tjandra, Omar, & Ensor, 2015; O'Cass & Siahtiri, 2013).  

Due to the fact that most of the previous research regarding the Vietnamese market are either lack 

of knowledge about the Vietnamese attitudes and perceptions or do not specifically mention a 

separate product segments, there is a need for international companies to conduct a relevant 

research within the industry before entering this potential market. Furthermore, although there are 

a range of research studying the role of fast fashion as well as its COO towards retailers and 

consumers in the global context, until now there is no specific study focusing on the attitudes 

towards Western fast fashion brands fostered by Vietnamese consumers related to country of 

origin on the Vietnamese market. 

Along with the remarkable increase of Vietnamese economy, the local consumers’ values, attitudes, 

and behaviours are also changing dramatically, thus, the socioeconomic condition of Vietnamese 

market is not easy to define (Lee & Nguyen, 2017).  Moreover, as being a dynamic market, there 

are more and more foreign fast fashion firms attempting to expand their business to Vietnam. 

Consequently, understanding Vietnamese consumers, especially millennials is extremely necessary 

for Western fast fashion brands. However, previous quantitative studies concentrating on Western 

fashion brands in the Vietnam context could not dig deeper into how millennials think of fast 

fashion brands or the symbolic values of these brands in their mind. Therefore, there is a need for 

investigations studying the Vietnamese consumers’ attitudes and symbolic values towards these 

fast fashion brands. 

From the above perspectives, by exploring attitudes of Vietnamese millennials towards Western 

fast fashion brands related to COO as well as the symbolic values of these brands in the mind of 
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Vietnamese millennials, the purpose of this study is to help the Western companies to understand 

the Vietnamese market in terms of fast fashion. This may help them to discover potential 

investment opportunities and propose suitable marketing strategies to enter this market. 

1.3. Research questions 

This study aims to explore attitudes of Vietnamese millennials towards Western fast fashion brands 

as well as the symbolic values of these brands in the mind of Vietnamese millennials. In order to 

achieve the research purposes, the following research questions are developed:  

R1. Understanding attitudes towards Western fast fashion brands fostered by Vietnamese 

millennials related to country of origin. 

According to Verlegh and Steenkamp (1999), customers perceive COO as a cognitive cue 

following their stereotype of that country, which may be either positive or negative. In addition, 

Kotler and Gertner (2002) point out the products from a country possessing a positive brand 

equity are normally considered as high quality or having premium standard. From the above 

perspectives, in consideration that Western countries are generally developed and having strong 

brand equity, the authors expect to explore attitudes towards Western fast fashion brands fostered 

by Vietnamese millennials related to country of origin. Understanding Vietnamese millennials, who 

are considered as the potential consumers of fast fashion brands, might help these brands to 

successfully develop appropriate marketing strategies for this growing market. 

R2. Understanding symbolic value of Western fast fashion brands from the perspective of 

Vietnamese millennials.  

Further than the attitudes of Vietnamese millennials towards Western fast fashion brands, the 

authors attempt to understand symbolic values of Western fast fashion brands from the 

perspective of Vietnamese millennials as there are more and more young urban consumers in 

Vietnam connecting themselves with their favorite Western brands, forming their own distinctive 

lifestyles and considering it the way to enhance their social status as well as to communicate their 

self-images (Pham & Richards, 2015). Moreover, while Western fast fashion is considered as cheap 

products in most developed countries, they are kind of an expensive items in the Vietnam context. 

Therefore, the research question may help the Western fast fashion brands to have an insight into 

Vietnamese millennials’ mind towards this specific type of product.  
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1.4. Methodology 

As this study aims to explore the attitudes of Vietnamese millennials towards Western fast fashion 

brands as well as help these brands to understand the Vietnamese market, an exploratory 

qualitative research with an abductive approach was utilised. In fact, there are cultural differences 

between Western and Asian countries. Therefore, in-depth interviews consisting of open-ended 

questions were employed to have an insight into participants’ attitudes towards fast fashion brands. 

Due to the time limitation, interviewees were chosen by nonprobability technique, especially 

snowball sampling method. After that, since the authors focused on the Vietnamese millennials, 

the collected data from the interview’s audios were transcribed and translated into English. 

Besides, secondary data including journal articles, books, and official news were also utilised as an 

effective support. 

1.5. Delimitation and limitation 

This paper has a few delimitations set by the authors. Firstly, due to the limited resources, especially 

the time restriction, the authors decided to narrow down this study to Vietnamese millennials 

living in Ho Chi Minh – the largest city in Vietnam and nearby provinces, as well as Vietnamese 

students living in Jönköping in order to conduct an in-depth analysis. Besides, the demographic 

factors such as gender, educational background, and income are not taken into consideration in 

this study.  

To have an insight into the fast fashion industry on the Vietnamese market, an in-depth interview 

technique is employed in this paper. Due to time and financial restrictions, some interviews were 

conducted via online channels which challenged the interviewers in capturing emotions and 

expressions of the participants.  

1.6. Contribution 

Despite having a limited sample size, this study still offers meaningful findings that could be 

applied in a business context, especially for the Western fast fashion companies. Through 

exploring and understanding the attitudes of Vietnamese millennials towards Western fast fashion 

brands in Vietnam related to COO, the paper helps Western brands to have an insight into the 

Vietnamese market thereby develop appropriate marketing strategies through conducting further 

descriptive research based on this initial one. Additionally, on the one hand, as a positive outcome, 

findings created from this paper could help Western fast fashion brands to explore potential 
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investment opportunities on the Vietnamese market. The findings, on the other hand, might 

provide Vietnamese organisations with valuable information regarding how young local 

consumers perceive and value fast fashion items of Western brands. 

1.7. Key terms 

Fast fashion: Fast fashion is a strategy of retailers to frequently introduce new products to the 

market at a low cost (Byun & Sternquist, 2008). It is also understood as the combination between 

the trendy product design and the short production as well as distribution (Cachon & Swinney, 

2011). 

Millennials: Millennials or generation Y is a term used to refer people who were born from 1980 

to 1999 (Solomon, 2014). 

Country of origin: COO is known as the home country where the products are manufactured or 

the brands are associated with (Saeed, 1994; Lin & Chen, 2006). 
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2. Theoretical background 

With the aim of understanding different perspectives of Vietnamese millennials towards Western fast fashion brands, 

the authors conducted a literature review of previous research relating to this topic. Firstly, the authors mention the 

studies regarding fast fashion, millennials, the emerging market, COO, and its effects. In the next steps, the authors 

look for relevant research about Western fast fashion brands in the context of the Vietnamese market. Finally, the 

authors utilize the studies of Pham and Richards (2015) and Nguyen et al. (2018) as a theoretical framework for 

this study. 

 

2.1. Fast fashion 

Due to the globalization, fast fashion has become a remarkable matter in the apparel industry. 

According to Byun and Sternquist (2008), fast fashion is a strategy for retailers to frequently 

introduce new products to the market at a low cost. These items have short life cycle due to the 

consumers’ need. Following this perspective, Joung (2014) underlines that fast fashion items are 

considered as a stimulation that encourages customers to purchase more.  In fact, consumers 

nowadays tend to purchase more fast fashion products owing to the cheap price and 

fashionableness (Joung, 2014). Similarity, Choi, Liu, Liu, Mak, and To (2010) point out that fast 

fashion companies can produce affordable but fashionable and trendy products in small quantities 

in order to satisfy most of young consumers. More specifically, in the study of Doeringer and 

Crean (2006), they state that a fast fashion item lasts only a month or less. The appearance of fast 

fashion brands on the global market is a result of the changes and desires of continuously having 

new fashion products of consumers (Gabrielli, Baghi, & Codeluppi, 2013). It could be mentioned 

that fast fashion retailers have made use of the product life cycle strategy with the purpose of 

encouraging consumers to purchase more. By frequently offering consumers with new fashion 

items, fast fashion has become a revolution in the fashion industry (Gabrielli et al., 2013). 

Generally, fast fashion is understood as the combination between the trendy product design as 

well as the short production and the distribution (Cachon & Swinney, 2011). Besides, fast fashion 

industry requires a lower manufacturing cost that would result in a low price (Tokatli & Kızılgün, 

2009). Similarity, in the study of Bruce and Daly (2006), they indicate that fast fashion companies 

have taken advantages of low-labor cost in developing countries in order to have lower priced 

items. Specifically, Saes, Butkovic, and Grilec (2018) emphasize that fast fashion products are 
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commonly manufactured in developing countries such as Bangladesh and Vietnam. On the other 

hand, luxury brands have their items produced in Western nations. 

Due to the significant growth of fast fashion, it has become an interesting topic attracting many 

researchers. Specifically, while Choi et al. (2010) focus on the consumer preferences and behaviors 

towards the extensions of fast fashion brands, Joung (2014) concentrates on the post-purchase 

behaviors towards fast fashion. Additionally, Gabrielli et al. (2013) dig deeper into the consumers’ 

experiences as well as their consumption habits in terms of fast fashion. 

2.2. Millennials 

Millennials or generation Y is a term used to refer to people who were born from 1980 to 1999 

(Solomon, 2014). These people have a special engagement with digital technology (Considine, 

Horton, & Moorman, 2009; Howe & Strauss, 2009). According to Howe and Strauss (2009), 

millennials are prosperous, educated, and have a positive social life. This unique group tends to 

learn about new brands as well as know their own desires from the brands. Moreover, they keep 

themselves updating new fashion trends (Geraci & Nagy, 2004). In this sense, millennials are 

known as fashion-oriented people. 

Moreover, they are the main group influencing online shopping activities (Samala & Singh, 2018). 

Specifically, they are considered as leading indicators of social media consumption (Fromm & 

Garton, 2013). Millennials, however, also like to touch, smell, and pick up. These people are 

understood as loyal consumers if they are treated in the right way. Fromm and Garton (2013) point 

out that millennials play an important role in businesses as well as have a strong buying power. 

Therefore, these people have a certain influence on the retail market (Rieke, Fowler, Chang, & 

Velikova, 2016). Specifically, they have a great effect on the purchase decision of their parents. 

Thus, it should be mentioned that this generation cannot be ignored by any brand in any industry, 

even when they are not the target customers (Fromm & Garton, 2013). 

2.3. Country of origin  

Due to the globalization, country of origin has become such a phenomenon, and therefore has 

been studied in a variety of research (Chapa, Minor, & Maldonado, 2006; Aiello et al., 2009; 

Tjandra et al., 2015). There are different definitions regarding the concept of COO. Dichter (1962) 

firstly highlight the importance of the concept of “made in” country towards the perception of 

consumers as well as the success of a product. Specifically, he finds that consumers pay a special 



 14 

attention to the “made in” country when purchasing a product. In fact, an item produced in well-

known nations such as Germany or Switzerland is received with positive attitudes from consumers 

(Statista, 2018). 

Later research has focused and clarified the concept of COO, as well as has studied its importance 

in the context of internationalization. Chattalas, Kramer and Takada (2008) define COO as the 

information related to the country where an item is produced. Alternately, COO is known as the 

home country where the products are manufactured or the brands are associated with (Saeed, 

1994; Lin & Chen, 2006). Similarity, Aiello et al. (2009) state that “the COO is commonly 

considered the country that consumers typically associate with a product or brand, regardless of 

where it was manufactured”.  

It could also be known as the image of a specific country in the consumers’ mind. This perception 

might result in positive or negative influences of their evaluations towards products made in that 

country (Chapa et al., 2006; Tjandra et al., 2015). In fact, COO illustrates not only the origin of a 

brand but also the origin of its products (Tjandra et al., 2015). The consumer’s knowledge about 

the image of a country could be influenced by his or her social class, educational level or experience 

of visiting that nation (Paswan & Sharma, 2004). 

Nowadays, it is not easy to know the country of origin of a product as it is usually produced in 

different nations. Owing to the globalization, many firms require lower labor costs in developing 

countries in order to compete with other competitors (Albaum, Duerr, & Josiassen, 2016). This 

phenomenon has led to hybrid items that have different parts produced in various countries 

around the world.  As a consequence, the concept of COO might confuse consumers when 

making purchasing decisions (Tjandra et al., 2015). 

In the context of international markets, COO plays an important role in influencing consumer 

behaviors which includes evaluating products as well as making purchasing decisions (Tjandra et 

al., 2015). In others words, COO is a significant factor that helps consumers to predict the 

products' quality and therefore affects their purchase decision (Hamin & Elliott, 2006).  

2.4. Country of origin effects 

According to Papadopoulos and Heslop (1993), consumers’ purchasing decisions are based on 

both internal and external cues. Internal or intrinsic cue refers physical elements of a product 

whereas external cue pertains to other factors such as the product price, brand reputation, and 
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COO (Papadopoulos & Heslop, 1993).  In fact, internal cue directly reflecting product quality is 

often too complicated to assess. As a result, consumers usually depend on external cue to evaluate 

products (Bredahl, 2004). 

The effects of COO on product evaluation have been a big interest towards researchers in different 

fields (Saes et al., 2018). Several studies show that COO or the “made in” label is utilized as an 

external cue by numerous consumers for product evaluations, especially to evaluate the products’ 

quality as well as performance (Saes et al., 2018; Tjandra et al., 2015; Batra, Ramaswamy, Alden, 

Steenkamp & Ramachander, 2000). Specifically, in a situation that consumers do not have enough 

knowledge and experience about an item, COO becomes a key element influencing their beliefs 

towards that product (Tjandra et al., 2015). 

In the study of Han (1989), COO can have either halo or summary construct effects on the 

consumer recognition process. More specifically, halo effect occurs when consumers are not 

familiar or not aware of an item from a specific nation. In other words, COO does not only directly 

influence consumers’ beliefs towards the product, but also indirectly affect the way they evaluate 

products from that country through such beliefs. Consumers use the COO in the product 

evaluation process, since in this scenario, they are unable to predict the product’s quality before 

making the purchasing decision owing to a lack of product’s information. On the other hand, 

when consumers are extremely familiar with or fully aware of goods from a specific country, COO 

might become a construct consisting of the consumers’ beliefs about the products. As a result, it 

might lead to their attitudes towards the brands (Han, 1989). However, Laroche, Papadopoulos, 

Heslop and Mourali (2005) state that a product’s COO as well as its belief affect the product 

evaluation at the same time. This phenomenon does not depend on the level of familiarity of 

consumers towards a specific nation’s item. In the study of Elliott and Cameron (1994), they find 

that consumers tend to focus on the price and quality when purchasing a product. Nonetheless, 

COO will influence their choices if those factors are tantamount. 

In terms of fashion industry, some studies indicate that products from developed countries are 

more favored than those from emerging economies (Tjandra et al., 2015). In comparison with 

Asian brands, Western brands are more likely to be selected by consumers (O'Cass & Siahtiri, 

2013).  
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2.5. Western brands in emerging markets 

For several years, many scholars have studied the importance of country of origin (COO) for 

making decision when a consumer purchases or consumes a product (Erickson, Johansson & 

Chao, 1984; Han, 1989; Hong & Wyer, 1989; Johansson, 1989), both in evaluating product quality 

and in strengthening social symbolic values (Bilkey & Nes, 1982; Elliott & Cameron, 1994; 

Steenkamp, Batra, & Alden, 2002). Bilkey and Nes (1982) state that COO partly contributes to the 

influences on consumers’ perception towards a product or a brand. According to Tjandra et al. 

(2015), buyers consider COO as a factor for their buying decision when they look for and evaluate 

product information of different alternatives. In this circumstance, COO is associated with their 

memories about national identities as well as the satisfied feeling by purchasing products from 

those countries (Hirschman, 1985).  

With an unfamiliar product, consumers normally use COO as one of the factors to evaluate and 

assume its quality when they do not have enough information about it (Ryan, 2008). Therefore, 

COO can be considered as a cognitive cue based on the stereotype of consumers about that 

country, which can be positive or negative (Verlegh & Steenkamp, 1999). By using this stereotype 

as an information cue to evaluate a product (Chattalas et al., 2008), consumers tend to perceive 

positively the quality of a product or a brand from a favorable country and then make their buying 

decision accordingly (Bilkey & Nes, 1982). Generally, consumers assume that products from 

developing countries are normally perceived as low quality (Verlegh & Steenkamp, 1999) while the 

ones from developed countries are considered to be higher standard (Tjandra et al., 2015). 

Besides being a factor to evaluate the quality of a product, in the context of emerging markets, 

COO is also considered as a cognitive cue connected to symbolic and emotional values such as 

social status and pride of consumers who possess the product (Sharma, 2010). Specifically, in the 

study of Robison and Goodman (1996), the authors highlight the temptation of owning products 

from Western countries among Asian consumers. For those who are driven by brand names, the 

premium products from the West are highly attractive (Chadha & Husband, 2006). Freeman (1996) 

argues that the popularization of the image of Western nations with wealthy consumption lifestyle 

may urge the attempt at following up such a prosperous life among consumers in developing 

countries. Dong and Tian (2009); Strizhakova, Coulter, and Price (2011) also explain this 

phenomenon by pointing out the belief of consumers in emerging markets that they aim to take 

part in the globalization and become a global citizen through the consumption of products from 

global brands.  
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Following the establishment of emerging markets, the emerging customers appear and contribute 

highly to the change of consuming culture within these markets (Belk, Ger, & Askegaard, 2003). 

According to Shipman (2004), these emerging consumers involving groups of the urban youth 

with medium income attempt to build the ideal living style through the meanings of brands they 

consume. In other words, there is a relationship between the meanings of consuming specific 

brands and consumers’ expecting lifestyle including their outfits, appearances and consumption 

behaviors. These emerging consumers connect to each other via the common sense of blending 

globalization and localization (Wilk, 1995).  

In Asian countries, the brand awareness plays a vital role in interpersonal interaction (Liao & 

Wang, 2009). Belk (1985) explores the strong connection of brands’ symbolic values like social 

status, personal image, or prestige among people with higher “face” matter. Specifically, consumers 

from East Asian nations purchase Western products, especially the well-known brand names, not 

for their practical need, but with the aim of showing off their wealth and high level of social status 

(Wong & Ahuvia, 1998). In this sense, they consider Western brands as a sign to identify 

themselves as well as a positive lens for them to be perceived by other people (Starr, 2004). 

Therefore, purchasing products from Western brands gives them the opportunity to freely access 

to particular social levels (Starr, 2004).  

Since every nation has its own cultural background with separate perceptions and values, the 

consumption culture of particular markets is different from each other (Ahuvia, 2005). Within 

these countries, the consumption of foreign brands has to be adjusted following the local standards 

(Ho, 2003) and to create particular consumption cultures (Jackson, 2004). Moreover, due to the 

attitudes towards foreign brands are unstable and alter from time to time (Darling & Arnold, 1988) 

while the consumption culture is always revised and re-drawn (Sherry & Fischer, 2008), it 

urges new research to study the attitudes of consumers towards Western brands in the context of 

emerging countries including Vietnam.  

2.6. Western brands in the mind of Vietnamese consumers 

Although there are a variety of similarities regarding the consumers’ attitudes and perceptions 

towards Western brands among emerging markets, the symbolic meanings of Western products 

in the Vietnam context is still different from those in other emerging countries (Pham & Richards, 

2015). Vietnam started the economic reform in 1986 by adopting the Doi Moi policy. The purpose 

of it was to introduce and develop a “socialist-oriented market economy”. Before the time of the 
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appearance of Doi Moi, private sector did not exist in Vietnam and Vietnamese people were not 

able to buy the commodities due to the lack of availability (Thuan & Thomas, 2004). After Doi 

Moi (transition period), there has been a desire among Vietnamese people to reach the world’s 

development (Shultz, 1994; Hayton, 2010) followed by the remarkable growth of the country’s 

economic. By running a market-based economy and entering the group of lower middle-income 

countries (The World Bank, 2018), Vietnam is an attractive destination for international brands, 

and therefore offers its consumers multiple available choices of foreign products (Nguyen & 

Nguyen, 2011).  

Moreover, the enhancement of Vietnamese economy also enlarges the group of emerging 

consumers including the middle class or new rich urban youth (King, Nguyen, & Minh, 2008). 

Shultz (2012) highlights the growth of desperation for self-expression among modern Vietnamese 

customers through consumption activities as they attempt to consume the same products and 

services from Western companies and other brands from developed countries in Asia. According 

to Freire (2009), the Vietnamese young generation do not hesitate to show off their wealth to other 

people through conspicuous consumption. They focus on studying and working hard in order to 

gain material success (Hayton, 2010). Additionally, they expect for consuming some special 

products just for showing their identities and desires of social status instead of practical utility 

(Vann, 2011). Dutton (2011) explains their consuming practices as the blending of the inflection 

of the local values and international lifestyles, under the affection of Asian norms such as 

Confucianism, family-center, and conservation. 

In the study of Pham and Richards (2015), through six themes of symbolic meanings of brands 

including cosmopolitanism, status, beauty, magic, corporate social responsibility (CSR), and safety; 

there are more and more young urban consumers in Vietnam connecting themselves with their 

favorite Western brands, forming their own distinctive lifestyles, and considering these brands as 

the way to enhance their social status as well as to communicate their self-images. Additionally, 

the reflection of self-awareness through everyday consumption activities of the Vietnamese youth 

is also mentioned in the study of Nguyen et al. (2018). The young Vietnamese consumers use their 

daily consumption practices to achieve their own individualization and socialization, regardless of 

the communist lifestyles exerted by the government. 

•  Cosmopolitanism  

Featherstone (1991) presents that the globalization and the transition of Vietnamese economy 

provide the supportive reflections of Vietnamese citizen towards cosmopolitanism in order to 
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express the consumption culture across its boundary. Besides, with the influences and 

encouragement of social media of consuming global products on the feeling of being integrated 

and civilized, the cosmopolitanism is also promoted (Pham & Richards, 2015). Nowadays, 

Vietnamese consumers promptly response to the change of international markets and rapidly adapt 

it to their local communities (Pham & Richards, 2015). The Vietnamese youth understands the 

strong connection between Western brands and a global visual, and considers the consumption of 

products from Western countries as an evidence of being global citizens (Strizhakova et al., 2011). 

They consume Western products in order to show the cosmopolitan value, avoid the sense of 

being isolated from other parts of the world (Pham & Richards, 2015), and upgrade the feeling of 

individual integration (O’Shaughnessy, 1987). Pham and Richards (2015) also point out the 

excitement of Vietnamese consumers when they own foreign products as they enjoy the feeling of 

being refined by people in different countries, especially the ones from the more developed 

regions. 

•  Status 

Status consumption occurs when a consumer pursues the conspicuousness consumer (O'Cass & 

Frost, 2002). It is the consumer’s tendency of having status or prestige from the consumption as 

well as acquisition products. In other words, they want to be perceived as a high-status consumer 

(O'Cass & Frost, 2002).  Brands that provide consumers with the advantage of being recognized 

as significant others result in positive feelings, especially the feelings of having good choices 

(O'Cass & Frost, 2002). In terms of fashion industry, consumers commonly consider wearing 

fashion items as a way to express themselves. Therefore, brands from unalike countries might be 

perceived differently by status conscious consumers (O’Cass & Siahtiri, 2013).  

Among the symbolic meanings of consuming Western products, the upgrade of social status is 

proved as one of the most popular senses for Vietnamese consumers to make the buying decisions 

(Pham & Richards, 2015). Pham and Richards (2015) also state that in the current market of 

Vietnam, the middle class of urban youth or celebrities are able to take advantage of being the 

pioneer in experiencing trendy products from the West in order to become influencers and 

inspirational leaders. People consume and public the visible commodities like cars, handy 

electronic devices, clothes and accessories in order to perceive their ideal self-image and wish for 

being perceived at higher social levels (Pham & Richards, 2015). Western products in this case are 

not evaluated based on its utility but its symbolic status meanings. 
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• Beauty  

According to Pham and Richards (2015), although it is hard to define the insight of beauty in the 

perceptions of Vietnamese youth, the research considers the expensive cost and the combination 

between high quality and trendy style as the factor associated with beauty the most, rather than the 

original aesthetic meaning. Pham and Richards (2015) also indicate that this beauty sense is one of 

the most common reasons for Vietnamese consumers to purchase products from Western brands. 

• Magic 

According to MacInnis and De Mello (2005), the sense of magic of a product somehow encourages 

consumers to purchase products in some risky or dangerous circumstances. It means that 

consumers might rely on the products that promise magical solutions to wish for miracles as well 

as to deal with difficulties and obstacles in their life (Pham & Richards, 2015).   

• Corporate social responsibility (CSR) 

In order to gain success on emerging markets like Vietnam, further to offer social innovative 

products, brands need to put more efforts on creating and enlarging markets through social 

programs to enhance the local lifestyle (Urip, 2010), since this ethical meaning partly affects the 

purchasing decision of Vietnamese consumers. Pham and Richards (2015) highlight that the 

Vietnamese youth usually gives more credibility for Western brands as they are the best at 

associating the brands with ethical images. The scholars further explain the reason why Western 

brands take the best position in CSR compliance among Vietnamese consumers’ perception, by 

applying this ethical background from their home countries to local environment. 

• Safety 

A sense of risk in consumers’ mind might affect their choices of products owing to the increase 

of safety matters between the alternatives (Currim & Sarin, 1984). In Vietnam, young people 

consider items from Western brands as a safety in terms of high quality, since they are from the 

favorable COO in the mind of Vietnamese consumers (Pham & Richards, 2015). In other words, 

young consumers in Vietnam have positive attitudes towards brands from the West. 

 

 



 21 

• Self-identity 

The young generation normally make use of the outfits they wear every day to show their self-

identity. Moreover, daily outfits are also utilized by them to evaluate other people (Piacentini & 

Mailer, 2004). In the study of Nguyen et al. (2018), through the daily routine consumption 

behaviors, the young Vietnamese consumers aim to get another sense of self and further awareness 

of their self-identity. While these young citizens use the products as the signs to express their 

original self-identity, they also modify these senses under the pressure of other people (Nguyen et 

al., 2018). 

2.7. Western fast fashion brands in the mind of Vietnamese millennials 

In the context of Vietnam, millennials have grown up with the development of a wide range of 

foreign goods. Hence, they have been influenced by the global lifestyle (Nguyen et al., 2018). 

Vietnamese millennials, who make up 32 percent of the Vietnamese population, are considered as 

the target consumers of a large number of local and foreign brands (Anjoubault, 2018). Turning 

to the fast fashion market in Vietnam, Western fast fashion has become such a phenomenon due 

to the appearance of Zara and H&M in 2016 and 2017 respectively. The revenue of Zara in first 

half of 2018 was double the same figure in 2017 with 41 million US dollars (Anh, 2018). 

Specifically, young customers in the two largest cities – Ho Chi Minh and Hanoi spend a large 

amount of money for Western fast fashion brands (VIR, 2017).  

Indeed, Western brands play a dominant role towards Vietnamese millennials. They believe that 

these brands not only are high quality, but also help them to express their self-images (Pham & 

Richards, 2015). In the same vein, Lee and Nguyen (2017) state that quality, brand image, and 

material are considered as strengths of foreign fashion brands while price is the only advantage of 

local firms.  

From the above perspectives, due to the active participation of Vietnamese millennials in the 

brands’ success, it is crucial to study their attitudes towards these specific Western fast fashion 

brands related to COO as well as the symbolic values of these Western brands, using the research 

of Pham and Richards (2015) and Nguyen et al. (2018) as theoretical frameworks for data analysis. 
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3. Methodology 

Based on the research onion introduced by Saunders, Lewis, and Thornhill (2012), this chapter represents the chosen 

methodology that are carried out for this study. Initially, the description of research philosophy, research approach 

and research design are presented and explained respectively. In the next steps, this session discusses the processes of 

data collection, choosing sampling, execution of interviews, interview structure and data analysis. Finally, the chapter 

ends up with the outline of trustworthiness of qualitative research as well as considering the ethical aspects.  

 

In this study, the research onion developed by Saunders et al. (2012) is adopted as the framework 

for executing research methodology. It has six layers including research philosophy, research 

approach, methodological choice, research strategy, time horizon and research techniques and 

procedures (Figure 1). 

 
Figure 1: The research onion (Saunders et al., 2012). 
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3.1. Research philosophy 

Research philosophy plays a vital role in doing research as it illustrates the way the authors perceive 

the world through their assumptions of human awareness and the nature of realities they meet 

while conducting that research (Saunders et al., 2012). These assumptions encourage the 

researchers to be aware of the research questions, the applied method of research as well as the 

way to interpret the research findings (Crotty, 1998). In other words, research philosophy has an 

influence on the adoption of the research approach and method. According to the research onion 

(Saunders et al., 2012), there are four types of research philosophy in business and management 

research including positivism, realism, interpretivism, and pragmatism. The choice of a suitable 

research philosophy mostly bases on the research questions that the authors attempt to find out. 

However, it is noticeable that positivism and interpretivism are generally known as the two main 

types of research philosophy in marketing research (Malhotra, Birks & Wills, 2012). 

On one hand, in the philosophy of positivism, researchers follow the stance of the natural scientist 

seeing the nature of reality externally and objectively (Saunders et al., 2012). With the positivistic 

approach, researchers are independent of the data (Saunders et al., 2012). They normally perform 

testing and explaining the theorized causalities without considering any possible alternate 

explanations and then objective conclusions could be drawn as a result (Blumberg, Cooper & 

Schindler, 2011). 

On the other hand, interpretivism emphasizes the need of researchers to discover the differences 

between humans within this sophisticated social world under the role of social actors (Saunders et 

al., 2012). With the adopted empathetic perspective, interpretive researchers interpret the others’ 

social roles based on their own subjective point of view (Saunders et al., 2012).  Therefore, this 

research philosophy stresses on qualitative analysis rather than quantitative analysis. Moreover, 

according to Myers (2009), only through social constructions including language, knowledge, 

common values, and stimuli, interpretive researchers are able to gain access to the reality. Since 

the purpose of this study was to dig deeper and get an insight into the attitudes towards Western 

fast fashion brands fostered by Vietnamese millennials related to country of origin as well as the 

symbolic values of these brands behind their consumption behaviours, which is normally suitable 

for an interpretive approach, the interpretivism was adopted as the research philosophy for this 

paper.  
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3.2. Research approach 

According to Saunders et al., (2012), research approach expresses how existing theories are 

involved in a research project. The importance of choosing the suitable research approach is 

highlighted by Easterby-Smith, Thorpe and Jacksson (2015) due to its influences towards 

overcoming constrains in the research design. There are three common types of research approach 

including induction, deduction and abduction. 

 

Theory 
 

Theory 
 

Theory 

 

 

 

 
  

 

 
 

Collected data 
 

Collected data 
 

Collected data 

Deduction  Induction  Abduction 

Figure 2: Three common types of research approaches (Saunders et al., 2012) 

The first approach, deductive reasoning, is utilised to develop the existing theories through the 

rigorous testing of multiple propositions and hypotheses (Saunders et al., 2012). Generalization is 

a crucial element of the deductive approach. As a consequence, it is commonly associated with 

quantitative research as a large sample size is required (Saunders et al., 2012). Conversely, the 

second approach, inductive reasoning, is adopted to generate and build up new theories through 

collecting primary data (Saunders et al., 2012). With this approach, the researchers mainly work 

with qualitative data to better understand the distinguishable views of phenomena (Easterby-Smith 

et al., 2015). As a result, inductive approach is likely to enclose with qualitative method using a 

small sample size (Saunders et al., 2012).  

The third approach, abductive reasoning, is the combination between deduction and induction by 

moving back and forth between theories and data (Suddaby, 2006). It allows researchers not only 

to analyse primary data by using existing theories, but also to develop new theoretical frameworks 

(Saunders et al., 2012). By taking the nature of these research approaches into account, an 

abductive approach was employed in this study following the choice of research philosophy and 
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purpose of this research. With the purpose of helping Western fast fashion brands to understand 

the Vietnamese market of fast fashion industry through the attitudes and life styles of Vietnamese 

millennials, a literature review including different theories relating to this topic was performed. 

Based on this theoretical framework, the authors analysed the data gathered from in-depth 

interviews thereby to developed new phenomena and further extended the previous theories.  

3.3. Research design 

In comparison with research approach, research design is considered as a more detailed framework 

to build up the marketing research (Malhotra et al., 2012). It is a general plan of how researchers 

answer the research questions, including sources of data collection, the way to collect and analyse 

data, as well as the ethical issues and restrictions throughout the execution of the research 

(Saunders et al., 2012). According to Saunders et al. (2012), a research design can be quantitative 

research design, qualitative research design, or multiple methods research design that combines 

both qualitative and quantitative approaches. In respects of research philosophy, while quantitative 

research design normally attaches to the philosophy of positivism and qualitative research design 

is generally the consequence of interpretative paradigm, philosophical positions of realism and 

pragmatism usually lead to multiple method research design (Saunders et al., 2012). The key 

difference between qualitative research and quantitative research is the data collection. In 

particular, quantitative study focuses on numeric data whereas qualitative research concentrates 

on visual, textual, or oral data. Additionally, quantitative research design is more structured than 

most qualitative one (Babin & Zikmund, 2016). Babin and Zikmund (2016) further explain that 

the qualitative research design is more suitable when researchers have less specific research 

objectives and wish to gain a deeper knowledge or new patterns of the phenomena. In this study, 

following the philosophy position of interpretivism with the aim of seeking novel insights into the 

attitudes towards Western fast fashion brands, a qualitative research design was thus employed.  

Furthermore, in the study of Babin and Zikmund (2016), research design of marketing research 

can be classified into three basic categories including exploratory research, descriptive research 

and causal research based on its nature. The purpose of causal research is to determine the cause 

and effect relationship (Babin & Zikmund, 2016). It allows researchers to provide causal 

inferences, for example, Y happens as a result of performing X. As regards descriptive research, it 

is often used to describe an accurate profile or paint a picture of the given phenomena, individuals 

or situations. (Saunders et al., 2012; Babin & Zikmund, 2016).  Besides, descriptive research is 

considered as the most appropriate research design for quantitative studies (Babin & Zikmund, 
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2016). When it comes to exploratory research, the researchers mainly conduct this research design 

when little related knowledge about the research topic is known. Exploratory research focuses on 

discovering new insights of the research problem as well as understanding the phenomena as 

closely as possible (Babin & Zikmund, 2016; Saunders et al., 2012). Moreover, Saunders et al. 

(2012) emphasize the favoured side of exploratory research as it allows the researchers to flexibly 

adapt to the change of research direction following the appearance of new data and new insights. 

Due to the evolutionary nature of exploratory research, it is commonly known as the initial 

research to answer the research questions and utilized as a foundation to develop hypotheses and 

determine variables for further descriptive or casual research (Malhotra et al., 2012).  

In this research, although some previous theories regarding attitudes and perceptions of 

Vietnamese people towards Western products had been studied, there is still a lack of specific 

knowledge about Western fast fashion products as these Western brands have just expanded their 

business in Vietnam in recent years. Moreover, due to the gap of income between Vietnamese and 

Western people, their attitudes towards these fast fashion products may be distinguished 

accordingly. In addition, as the attitudes towards foreign brands is unstable and changes from time 

to time (Darling & Arnold, 1988) while the consumption culture is always revised and re-drawn 

(Sherry & Fischer, 2008), it urges an exploratory research to study the attitudes of Vietnamese 

consumers towards Western fast fashion brands in the Vietnam context. From the above-

mentioned perspectives, an exploratory qualitative research associated with an abductive approach 

was thus employed for this study, since it was the most suitable design for this purpose.  

3.4. Data collection 

In order to answer the proposed research questions, research projects traditionally require a mix 

of both primary and secondary data. This mixing data collection method approach supports the 

researchers to form a more reliable foundation for the research project by gaining a variety of 

relevant information regarding the topics (Denzin & Lincoln, 2011; Saunders et al., 2012), and was 

thus employed in this research. 

Firstly, the authors utilized secondary data with an attempt to gain a better awareness about the 

topic and then to build up a theoretical framework for further investigation (Malhotra et al., 2012). 

These secondary data were collected from previous research, relevant literature, such as peer-

reviewed journals and articles, published books, official reports as well as online newspapers to get 

an overview of the concept. Google Scholar and Jönköping University’s library that provide a wide 

range of academic papers were used as the main sources for the authors to retrieve data. Since the 
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topic was about the attitudes of Vietnamese millennials towards Western fast fashion brands as 

well as their symbolic values in the Vietnam context, the following key terms were used for 

searching data: emerging countries, Vietnamese millennials, attitudes, lifestyles, consumption 

behaviours, symbolic values, Western brands, fast fashion, country of origin. In addition, following 

the idea of Babin and Zikmund (2016) regarding the consideration of trustworthiness, reliability 

and validity of the secondary data sources, the authors focused on using the peer-reviewed articles 

which were also cited by a number of other researchers when searching for relevant secondary 

data.  

When it comes to primary data in an exploratory qualitative research, there are various techniques 

to gather primary data consist of in-depth interview, focus group, conversation, observation, and 

semi-structure interview. Babin and Zikmund (2016) state that there are alternatives in every stage 

of the research process. Hence, different resources, including time, money, and humanity should 

be taken into the consideration before conducting a research. In this paper, in spite of being time 

consuming than other common qualitative data collection techniques, the primary data were 

gathered through the conduction of in-depth interviews, which allowed the authors to have deeper 

details of the studied phenomenon (Saunders et al., 2012). With the use of this technique, the 

interviewers could encourage and stimulate the participants to freely express their thoughts, 

feelings, and attitudes regarding the topic. In other words, it enabled the authors to gain the 

considerable insight from each participant. Similar with focus group, the role of interviewers in in-

depth interviews is crucial. Specifically, it requires the interviewers not only have the ability to 

physically approach and build up the connection with participants, but also are able to take out the 

meaning from unstructured responses of recorded interviews (Saunders et al., 2012).  

Additionally, with an attempt to capture the visualization of attributes of Western fast fashion 

brands in the eyes of Vietnamese millennials, based on the previous research and the recent online 

magazines, the authors proposed ten factors which each of them varies from 1 to 5 and asked for 

participants’ opinion at the end of the in-depth interviews (Figure 3). 
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WESTERN FAST FASHION BRANDS ARE 

1. Expensive (price) 1 2 3 4 5 Cheap (price) 

2. Luxury 1 2 3 4 5 Casual 

3. Trendy 1 2 3 4 5 Old-fashion 

4. High quality 1 2 3 4 5 Low quality 

5. Cool 1 2 3 4 5 Too boring 

6. Easy to get 1 2 3 4 5 Hard to get 

7. Perfect fitted to my 

personality 

1 2 3 4 5 Not my style 

8. Perfect fitted to my social 

status 

1 2 3 4 5 Not for my level 

9. Used for special 

occasions 

1 2 3 4 5 Used for daily activities 

10. Corporate social 

responsibility  

1 2 3 4 5 Non-Corporate social 

responsibility  

Figure 3: Factors to capture the visualization of attributes of Western fast fashion brands under 

the eyes of Vietnamese millennials (proposed by the authors). 

3.5. Sampling 

There are two main types of sampling techniques, including probability and non-probability 

(Saunders et al., 2012). As for the probability technique, it gives each individual in the population 

an equal chance of getting selected. Thus, it would reduce most sampling errors. In non-probability 

sampling technique, the likelihood of being chosen of any individual in the population is unknown. 

As a result, there is a possibility of sampling errors (Babin & Zikmund, 2016). However, in 

marketing research, non-probability sampling technique is often utilized as it is impossible to have 

a complete list of population who are appropriate for answering the research questions and fit the 

researcher’s particular purposes (Saunders et al., 2012). Specifically, the authors were not able to 
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have a sampling frame of the Vietnamese millennials who consume Western fast fashion products 

as they represents a large amount of Vietnamese population. Additionally, due to the nature of this 

exploratory qualitative research which requires an in-depth study with a small sample size, the non-

probability technique based on researchers’ personal judgement to actively choose appropriate 

participants was suitable for the authors’ objectives (Babin & Zikmund, 2016; Saunders et al., 

2012). Nevertheless, in order to minimize the potential risks of being subjective and biased of this 

non-probability sampling technique, the authors, with the role of interviewers, attempted to avoid 

not only asking probing questions but also interrupting the participants when sharing their 

thoughts regarding the topics throughout in-depth interview sessions. 

According to Saunders et al. (2012), non-probability can be classified into four main groups namely 

quota sampling, purposive sampling, volunteer sampling and haphazard which involve a variety of 

techniques within each group. In particular, regarding the restricted time and resources for 

conducting research, both authors decided to employ the snowball sampling technique within 

volunteer sampling method to collect primary data. This technique is useful in the circumstance 

that the fast fashion industry is quite new with the Vietnamese market while there are limited time, 

finance as well as humanity for executing this study project (Babin and Zikmund, 2016). Further, 

it allows authors to choose interviewees having experiences in this topic. Moreover, these people 

are also willing to share their feelings and beliefs (Yin, 2011). Initially, the authors selected three 

participants who had been familiar with Western fast fashion brands and voluntarily participated 

in the project. After finishing the interview sessions, these people were asked to identify and 

introduce additional participants, and the samples snowball accordingly. The process of selecting 

samples came to the end when the authors reached 14 participants (Figure 4) and faced with a 

repetition within their sharing. 
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Name Age Gender Current Location Frequency of shopping 

Western fast fashion items 

(approximately) 

Participant 1 26 Female Vietnam Not frequently 

Participant 2 39 Female Sweden Not frequently 

Participant 3 34 Male Vietnam Frequently 

Participant 4 21 Female Sweden Not frequently 

Participant 5 24 Female Vietnam Frequently 

Participant 6 31 Male Vietnam Once or twice per year 

Participant 7 38 Female Vietnam Once per quarter 

Participant 8 31 Female Vietnam Not frequently 

Participant 9 29 Male Sweden Once or twice per year 

Participant 10 36 Female Vietnam Not frequently 

Participant 11 22 Female Vietnam Not frequently 

Participant 12 26 Female Vietnam Not frequently 

Participant 13 20 Male Vietnam Not frequently 

Participant 14 20 Female Vietnam Not frequently 

Figure 4: Interviewees’ descriptions 

3.6. Execution of interviews 

Owing to the nature of in-depth interview technique, all of the 14 interview sessions were 

conducted one by one with the participation of an interviewer along with an interviewee each. As 

the research objective focused on the Vietnamese millennials growing up in Vietnam, all the 

interviews were carried out in Vietnamese and then translated into English. Since the authors have 

lived in Sweden, interviews were either direct meetings with Vietnamese students in Jönköping or 

via social media like WhatsApp and Facebook Messenger. In other words, the authors had taken 

advantages of innovative technology to have as much as information for this paper. In addition, 

with the aim of getting a higher quality data collection by reaching the Vietnamese millennials 
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living in Vietnam in person, one of the two authors travelled to this country to conduct several 

interviews besides the online ones.  

In order to ensure the data quality, two pilot interviews were conducted. The key purpose of this 

activity was to explore possible problems as well as to develop solutions before conducting actual 

interviews (Babin & Zikmund, 2016). Through the pilot tests, the authors not only were able to 

ensure the proposed questions, but also could carefully consider, organize, and reduce the 

confusion as well as misinterpretation, thus the quality of the actual interviews was improved 

accordingly (Stewart & Shamdasani, 1990). Moreover, in order to minimize the mismatch in 

English – Vietnamese translation, a Vietnamese student at Jönköping University and a Vietnamese 

millennial having the advanced level in English were chosen for these pilot tests and were asked 

for giving comments on the translation after the interviews. Since both participants in these pilot 

interviews provided much information related to the research topic and have no objections on the 

authors’ translation, the choice of interview questions as well as the translation were considered 

appropriate. Both pilot interviews were also used to analyse like other regular cases in this research 

following the high quality of their information. 

When it comes to the interview procedure, all the interviews were held in the places or applications 

following the choice of the participants with the purpose of maintaining comfortable 

environments during the interviews as the places where the interviews conduct possibly affect to 

the collected data (Saunders et al., 2012). Initially, before asking specific and key questions, an 

introduction as well as a short explanation were presented in order to ensure that the interviewees 

had a general understanding regarding the purpose of this study. They were also asked for the 

permission of being recorded owing the research ethics. Furthermore, the probing questions were 

also utilised during the interview sessions in order to promote the participants’ interest and 

encourage them to provide insights into what they have shared (Given, 2008).  

3.7. Interview structure 

The interviews were conducted following three main topics: 

- Participants’ lifestyle  

- Attitudes towards Western fast fashion brands and their symbolic values  

- The participants’ favorite Western fast fashion brands and their interaction  
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As the participants were selected by snowball sampling technique, the interviewers did not ask 

them demographic questions in the beginning of the interviews. The interviewees were asked a 

range of open-ended questions that play the role of a stimulation encouraging them to talk freely 

about the topic. Firstly, some questions regarding their lifestyle in general and their fashion style 

in specific as well as how outfits reflect a person’s personality were given. Typical fast fashion 

brands from the West such as H&M, Zara, Topshop/Topman, Mango or Forever 21 were utilized 

as examples to help the participants have a general idea about the research topic. Moreover, in 

order to find out the participants’ attitudes towards Western fast fashion brands related to country 

of origin, the interviewees were inquired further the habits and reasons why they consume 

products from Western fast fashion brands as well as the differences between fast fashion brands 

from the West and local brands from their perspectives. Throughout a set of related questions 

based on their experiences and feelings regarding purchasing or consumption of those products, 

the symbolic values of Western fast fashion brands were expected to be appeared. In the third 

part, the interviewers encouraged the participants to talk about their favourite Western fast fashion 

brands and their interactions with those that are operating on the Vietnamese market with the aim 

of exploring additional information relating to the research questions. Finally, after completing the 

interview sessions, the participants were additionally asked to evaluate the attributes of Western 

fast fashion brands based on the 10 factors which were previously mentioned (Figure 4) for the 

visualization capturing purpose. 

3.8. Data analysis 

The gathered data were analyzed by content analysis method. It is a fact that this type of data 

analysis is commontly employed for both qualitative and quantitative data (Elo & Kyngäs, 2008). 

It is used for a wide range of data including written, verbal, and visual ones. In terms of intervew 

technique, according to Saunders et al. (2012), content analysis helps researchers to discover 

different categories from the interview transcripts. Moreover, it greatly contributes to the 

conclusive state as the researchers are able to group coded categories into different themes that 

result in key findings (Saunders et al., 2012). 

In this study, initially, the collected data were transcribed into a written form from the recorded 

audios. This written data served as the foundation for the analysis. According to Erlingsson, 

Brysiewicz (2017), there are four steps in the content analysis including condensing, coding, 

creating categories, and developing themes.  
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After having the written text of interviews, both authors read and re-read it several times in other 

to understand as well as get the meanings and ideas of interviewees. These ideas and meanings 

were divided into different smaller parts in the written forms. In this step, the core meanings were 

assured to be maintain. When it comes to the coding step, the collected condensed meanings were 

labeled by developing codes. After that, codes were classified into categories owing to their 

relevant. As a final step which is creating themes, relevant and similar information appeared in 

several categories were grouped into a theme. Its purpose was to illustrate dormant and underlying 

meanings analyzed from the raw data. 

3.9. Trustworthiness 

Trustworthiness criteria include different aspects such as credibility, transferability, confirmability 

and dependability (Anney, 2014). The research credibility represents the truth of the findings of a 

research (Anney, 2014). Both authors made the best attempt to explore information as much as 

possible from the interviewees in order to have the credibility for the findings. 

In terms of transferability, it is known as the research results could be transferred to other contexts 

as well as other participants (Anney, 2014). In order to retain the transferability of the study, the 

authors put a great effort to collect thick data from interviewees, since it would support other 

researchers to assess whether the context of this study could fit other contexts (Anney, 2014). 

The confirmability occurs when the research is corroborated by other researchers (Anney, 2014). 

However, as this paper is a thesis conducted by two master students, both authors made an attempt 

to reduce misinformation as much as possible by ensuring interviewees’ identity as well as decrease 

the interviewers’ errors and bias.  

Dependability is understood as the findings could be solid over time (Anney, 2014). In order to 

have this stability, both authors attempted at encouraging and stimulating participants to express 

their feelings, ideas, as well as to give their recommendations during the interview sessions. In 

other words, the authors wanted to ensure that all the collected data could effectively support the 

study. The data coding was also carefully completed in order to obtain accurate findings. 
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3.10. Ethical considerations 

Ethical issues are the serious matters when conducting research. Generally, these issues refer to 

the embarrassment, harm, or material disadvantage that the research could be subjected (Saunders 

et al., 2012). Therefore, they are carefully considered by the authors throughout the study.  

Firstly, all the information related to participant’ identity is kept confidential. More importantly, 

they were purely voluntary to participate in the interviews. As some interviews were conducted via 

online application such as Facebook, WhatsApp, Skype, and Viber, the authors also asked for their 

permissions before recording the interviews. Before conducting the interviews, they also were 

informed about the purpose of this study as well as were ensured to be anonymous throughout 

the research. 
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4. Findings and Discussion 

In the following chapter, the findings gained from the primary data collection including the fourteen interviews of 

Vietnamese millennials as well as their fast evaluation of Western fast fashion brands after the interviews will be 

presented. In order to find the answers for the research questions, the interviews were conducted within three main 

topics surrounding the participants’ lifestyle, the attitudes towards Western fast fashion brands and their symbolic 

values, and finally the participants’ favorite Western fast fashion brands and their interaction. Based on these 

collected data and the process of data analysis, the common themes relating to our research topics will be described. 

4.1. Participants’ fashion styles 

As regards the nature of exploratory research, the key point is to create a comfortable environment 

that encourages participants to freely discuss the topic. Therefore, before giving questions related 

to the focused topic, several questions regarding participants’ fashion styles were given. These 

questions play the role of a stimulation that not only put the participants at ease but also initially 

discovered the focused topic. 

From the interviews, interestingly, most participants had some commons in their fashion style. 

Most of them were interested in clothes that are “simple”, “casual” as well as give them the feeling 

of being “comfortable”. Besides, several participants also stated that they had a diversity in styles. 

Specifically, they usually wear “casual” or “simple” clothes but want to pursue the “elegant” style 

(participant 10) . Besides, there were two participants who loved the style of “sporty” (participant 

12) and “rock chic” (participant 5). It could be explained that by employing the snowball sampling 

technique to collect data, there were similarities among participants in terms of fashion styles. 

By asking these questions regarding fashion styles of participants, further information was 

smoothly explored. As a consequence, data regarding participant’s attitudes, feelings, and beliefs 

towards Western fast fashion brands as well as relevant information were precisely emerged. They 

will be concretely discussed in the following sections. 

4.2. Perceptions and attitudes towards Western fast fashion brands 

After the transition period (Doi Moi), there has been a significant desire of foreign products among 

Vietnamese consumers, especially those made in Western countries (Nguyen et al., 2018; Shultz, 

1994; Hayton, 2010). Young urban consumers in Vietnam nowadays tend to spend more money 

on Western fast fashion brands (VIR, 2017). Therefore, their perceptions towards these brands 
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are considered as important factors for companies focusing on the Vietnamese market. During 

the conversations, participants’ perceptions towards Western fast fashion brands were slowly and 

carefully discovered. More specifically, these perceptions include high price, economic benefits, 

international standard, and diversity in styles. Each of the perceptions will be discussed in the 

following sections. 

4.2.1. High price 

As advised by the literature, fast fashion products are considered as low-price items in most 

developed countries (Byun & Sternquist, 2008; Tokatli & Kızılgün, 2009). Interestingly, however, 

these items were understood as high price towards some participants. Participant 2 indicated that 

a Western fast fashion item could cost nearly half of monthly salary of a Vietnamese blue-collar 

worker. In fact, although the economy has increased recently, Vietnam is still a lower-middle-

income country according to The World Bank (2018). Consequently, Western fast fashion 

products are considered as high price items. Participant 2 contributed to this perspective by 

highlighting that not many Vietnamese workers could afford these “expensive items”. From the same 

perspective, when discussing the price of Western fast fashion products, especially Zara’s items, 

participant 12 shared that these items had “higher price” than local ones. Further, interestingly, 

participant 14 had the understanding that Western fast fashion brands were inexpensive in 

developed countries, but she realized that they were “luxury items” in the mind of Vietnamese 

consumers. Similarity, the word “luxury” was also used by participant 5 to describe these Western 

brands. She stated that Western fast fashion items belonged to “luxury category”. Besides, participant 

9 indicated that there was a difference in the positioning strategies between the Western and 

Vietnamese market: 

…As I understand, in Europe, H&M positions itself as a common brand with the price ranges varying 

from low to middle price segment, while Zara belongs to middle price category which is a little bit higher 

than H&M. However, when operating in Vietnam, H&M is positioned to above average price segment 

and Zara becomes a luxury brand…  

It could be clearly seen that whereas being considered as cheap products in developed countries, 

Western fast fashion brands are perceived as “expensive” and “luxury” items in the mind of 

Vietnamese consumers. Understanding this interesting point could support Western fast fashion 

companies to adjust their marketing strategies in order to be successful on the Vietnamese market 

and emerging markets in general.  
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4.2.2. Economic benefits 

With a general idea that a good quality product can be used in long term, various participants 

expressed the economic benefits of using Western fast fashion products. Specifically, the good 

quality could be either good materials or timeless designs. Joung (2014) describes fast fashion is 

trendiness. It could be clearly seen in the interview of participant 8. She was interested in the simple 

and timeless design of H&M. An item of Western fast fashion brand could be used throughout 

the year according to her: 

…a flared skirt with the design from the years of 90s is still fashionable up to now. It can be used 

throughout the years…  

Similarity, in the interview of participant 12, after purchasing a product from Zara, she tended to 

go back to Zara’s store to look for other items, since according to her, a Western product could 

be used “for a long time” due to its “high-quality materials”.  The economic benefit was also shown in 

the discussion with participant 5. From her own experiences, the “reselling of Western fast fashion 

products” could be a business opportunity. Owing to her experience, reselling products was a 

“common thing” in Vietnam. Specifically, she used to buy some Western fast fashion items and then 

resell them with double or even triple prices. It is a fact that Vietnamese millennials have been 

affected by the global lifestyle, since these people have grown up along with the development of 

Western products in Vietnam (Nguyen et al., 2018).  

Although being perceived as high-price items, Western fast fashion brands have their own 

advantages compared with domestic brands as Vietnamese consumers could benefit from the 

durable materials as well as the timeless designs. Besides, due to the preferences for Western 

brands of Vietnamese people, consumers could have additional benefits by reselling these items. 

This sense is noteworthy towards Western fast fashion companies when expanding their business. 

4.2.3. International fashion 

Despite having an above average price range, Vietnamese millennials are still fond of Western fast 

fashion brands since they think that these brands are presenting the international standard for 

clothes. First of all, due to the nature of fast fashion, Western fast fashion brands promptly update 

the designs as well as follow the newest trends (Joung, 2014). As a result, fast fashion has become 

a revolution in the global fashion industry (Gabrielli et al., 2013). During the interviews, fast 

fashion products from Western brands were perceived as the international fashion helping 

Vietnamese consumers to approach foreign counterparts. 
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Specifically, as for participant 3, he purchased Western fast fashion brands as a result of seeking 

for “international standard”. Moreover, participant 1, who is working for a multinational 

organization, stated that she usually “wore fast fashion clothing from Western brands in the meetings with the 

international counterparts”; since these clothes made her feel more “confident” and “international”. 

Besides, under the consideration that Western fast fashion brands serve for a large number of 

customers all over the world, the interviewees assumed that those brands followed the 

international standard that was suitable for most people. Some participants, nonetheless, pointed 

out the fact that even with the smallest size, some items of Western fast fashion brands were too 

big with the size of many Vietnamese consumers. Specifically, participant 12 was disappointed 

with Zara as various items were “too big” for her, even the smallest ones. The same experience 

happened with participant 10 and 11. They purchased several items from Zara and H&M online 

but could not wear them due to the “oversize”. However, the nature of “international fashion” still 

has its own advantage towards Vietnamese consumers, as participant 3 shared that he tended to 

wear Western fast fashion clothing whenever he had opportunities to travel abroad as well as to 

meet his foreign colleagues. 

During the interviews, the participants shared the common sense on the use of Western fast 

fashion brands for their international integration. Although there is an issue related to size, 

Western fast fashion brands still have benefits due to the international standard. This is caused by 

a wish of Vietnamese millennials to remove the gaps between them and other foreign counterparts. 

4.2.4. Diversity in styles 

Generally, most of participants agreed with the convenience of Western fast fashion brands due 

to the diversity in styles. Firstly, the availability of “different items” gave participant 3 the “satisfaction” 

when purchasing fast fashion items from Western brands. More specifically, he had “various choices” 

to compare and choose the most suitable one. 

The diversity in styles of Western fast fashion brands was also shown through the appropriateness 

for different occasions due to the diversity in styles. Participant 2 expressed that she had her own 

reasons to like H&M the most:  

…I see that H&M is very diversified in its clothes, from dynamic to romantic or feminine style, with a 

not very high price…  
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Following the positive attitudes towards Western fast fashion brands, most participants found the 

diversity of these brands as solutions for their problems regarding outfits. In the cases of 

participant 2 and 7, while participant 7 indicated that the form of these products helped her to 

“hide all the imperfect parts of her body”, participant 2 stated that these brands “understand the deviation 

within human bodies and fix it with their clothing forms”. Furthermore, the advantages of convenient 

displays as well as the combination between clothes and accessories within the stores helped 

participants to solve their problems in some urgent circumstances. Participant 3 shared his 

experience of a business trip when he mistakenly brought unsuitable clothes. However, he could 

“easily find the right outfits in a Zara’ store”. In addition, there was a combination between accessories, 

shoes, bags, and clothes in Western fast fashion stores according to participant 5. 

In fact, different from local fast fashion brands, the Western ones offer consumers various options 

when purchasing fashion products. The diversity in styles is an important advantage of these 

brands in terms of attracting Vietnamese consumers. 

4.3. Attitudes towards Western fast fashion brands related to COO 

The majority of participants had positive attitudes towards the quality as well as the design of 

Western fast fashion brands. However, although these brands are considered as low-price items in 

most Western countries, many participants perceived them as luxury and high-price items due the 

cue of COO. COO is described as the image of a country in the mind of consumers (Chapa et al., 

2006; Tjandra et al., 2015). It could result in consumer’s positive or negative attitudes towards a 

product. In the context of Vietnam, however, the COO is a competitive advantage for brands 

from the West (Lee & Nguyen, 2017). 

According to Tjandra et al. (2015), there is a relationship between the concept of COO and the 

quality of a product. In order to have precise data as well as dig deeper into the attitudes of 

consumers towards Western fast fashion brands related to COO, the phrase “Western fast 

fashion” was carefully explained to participants. Different examples of Western fast fashion brands 

and domestic brands were also given to help participant realize the differences between these 

brands. During the interviews, many participants believed that Western fast fashion brands had 

higher quality than domestic brands. In fact, Vietnamese consumers have preferences for goods 

produced in developed countries (Nguyen et al., 2018). Participant 9 stated that the quality of items 

from Western fast fashion brands was guaranteed owing to “the good reputation”, which could be 

understood as an effect of COO. Similarity, participant 12 believed that these brands, especially 

Zara, assured “the long-term using” as well as “the high-quality materials”. In the same vein, participant 
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7 expressed her positive attitude towards the quality of fast fashion brands and thought that “the 

Western origin” was the main reason for her and other Vietnamese consumers to make a purchasing 

decision. Indeed, COO is explored as a factor influencing consumers’ buying decision in the study 

of Tjandra al. (2015), since consumers use the concept of COO to evaluate products’ quality. They 

also explore that consumers of emerging countries are interested in Western products. For 

example, in comparison between Western and local fast fashion brands, participant 2 highlighted 

that in terms of quality, Western fast fashion brands were on “a higher level” than local ones.  

It could be clearly seen that the cue of COO is a central advantage of Western brands as well as 

Western fast fashion brands in particular. For many years, Vietnamese consumers have had a 

preference towards the foreignness of products (Pham & Richards, 2015). It could be a result of 

the transition (Doi Moi) period that allows Vietnamese consumers to purchase global products 

after many years (Thuan & Thomas, 2004; Shultz, 1994; Hayton, 2010). 

4.4. Symbolic values of Western fast fashion brands 

Further than the attitudes of Vietnamese millennials towards Western fast fashion brands related 

to COO, the insights into symbolic values of Western fast fashion brands from perspective of 

Vietnamese millennials emerged throughout the interviews with fourteen participants. Specifically, 

by using products from Western fast fashion brands, Vietnamese millennials aimed to show their 

sense of beauty, their educational background, social status as well as self-identity. 

4.4.1. Beauty 

Generally, human beings aim to be good looking and to receive the compliments from other 

people for their choice of outfits. According to Pham and Richards (2015), the expensiveness as 

well as the combination between high quality and trendy style are considered as factors associated 

with the sense of beauty. In this study, the sense of beauty was clearly shown by most participants. 

From the stories of fourteen participants, they expressed the inspiration to show their beauty 

through the utility of Western fast fashion products. Participant 13 considered Zara and H&M’ 

clothes as “fancy items” that were necessary for parties. Besides, participant 10 felt more “beautiful”, 

“confident”, and “luxury” whenever she wore Western fast fashion clothing. And this was also the 

main reason why she tended to purchase clothes from these brands. Similarity, the sense of beauty 

was also underlined by participant 7: 

…Clothes speak out your sense of beauty. Previously, I sometimes felt myself beautiful with my choice of 

clothing, but the others were not. Later, my ex-colleagues were very surprised when they saw me with the 
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outfits from Western fast fashion brands. They even praised me on my fashionable and trendy style. I have 

been in love with Western fast fashion since then…  

This sense of beauty is one of the key reasons for Vietnamese consumers to making purchasing 

decision from Western brands (Pham and Richards, 2015). During the discussions with the 

participants, it was clearly explored that many of them purchased fast fashion products based on 

the feeling of being more beautiful. 

4.4.2. Educational background 

Besides the symbolic values that is discovered in the study of Pham and Richards (2015), outfits 

also contain the values regarding the expression of educational background and being respected. 

Some participants expressed this sense in their conversations. Specifically, participant 7 stated that 

when wearing fast fashion items from Western countries, not only she had the feeling of “being in 

a higher educational background”, but also other people showed more respect to her, especially in 

official events. Followed by participant 2, she wanted to maintain her business style by wearing 

clothes from Western fast fashion brands. In the story of participant 1, she tended to wear Western 

fast fashion products: 

…I consider wearing Western fast fashion products as the way to stress my first impression in work… 

Generally, according to most participants, while local fast fashion brands did not create any 

impression for them, wearing clothes from Western brands gave them the feeling of being 

educated, polite, and respected. 

4.4.3. Social status 

Under the consideration regarding the above average price range of Western fast fashion brands 

and their higher positioning on the Vietnamese market, Western fast fashion brands are also tools 

for the expression of social and wealthy status. This sense is explored in the study of O'Cass and 

Frost (2002). They indicate that status consumption occurs when a consumer tends to have the 

status or prestige through their consumption. In other words, he or she wishes to be perceived as 

a high-status consumer.  

Participant 2 expressed her tendency to wear fast fashion items from Western brands in business 

meetings, since from her point of view, Vietnamese people commonly “evaluate others through their 
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appearance”. Thus, she had to a little bit “show off”. In the same vein, participant 10 shared her 

experience regarding wearing clothes: 

…One times I wore a casual outfit and went to a shopping mall. The sales staff even did not look at me. 

Another time, when I dressed up a little bit with Zara clothes, different sales staff came to me and asked 

if I need any help… 

From the interviews, this sense of social status was clearly shown by several participants. They 

highlighted that most Vietnamese consumers had the tendency to judge other people by their 

appearance, their houses, or cars. Pham and Richards (2015) also state that the upgrade of social 

status is considered as the key factor influencing Vietnamese consumers in terms of making buying 

decisions. This popular sense would be the significant advantage towards Western fast fashion 

brand if they carefully make use of it. 

4.4.4. Self-identity 

Due to the diversity in styles, Western fast fashion brands support Vietnamese millennials to show 

their personalities and identify themselves through their outfits. During the interviews, many 

participants considered wearing Western fast fashion brands as the way to express their personal 

styles, either standing out from the crowd or mixing with it. Sometimes, showing the states of 

moods or wearing what they want to wear are also the ways to prove their self-identity as Nguyen 

et al. (2018) indicate that young consumers use products like a sign to express their self-identity.  

In the interview of participant 8, she claimed that she had the right to “show up the beautiful parts of 

her body” by dressing up. In that sense, Western fast fashion brands helped her to get awareness 

from other people. Similarity, participant 5 considered clothing as the way to show up personality 

and wearing Western fast fashion clothes helped her a lot in terms of expressing her self-identity. 

However, this sense of self-identity is also influenced under the pressure of other people (Nguyen 

et al., 2018) as participant 8 also indicated that Vietnamese people tended to “hide themselves with 

secretive outfits”. Furthermore, participant 5 shared that “many people think that my fashion style is weird”. 

However, Western fast fashion clothes are still a good way for Vietnamese consumers to show 

their self-identity. Participant 3 stated that these clothes “create a huge impression” for a stranger to 

know more about himself at the first sight. 
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In fact, as above-discussed, Vietnamese millennials have a special attention to Western brands. In 

terms of fast fashion, they tend to purchase more products from Western brands and use these 

items as a powerful medium in expressing their self-identity. 

4.5. Visualization capturing the attributes of Western fast fashion brands 

In order to capture the attributes of Western fast fashion brands fostered by Vietnamese 

millennials, fourteen participants were asked to rate what they thought about these brands in ten 

categories with a scale from 1 to 5 each. As mentioned in the previous parts, the visualization 

continuously showed that Vietnamese millennials generally have positive attitudes towards 

Western fast fashion brands. Specifically, they considered Western fast fashion brands were 

expensive, trendy, cool, easy to get, and fitted to their personalities as well as social status. 

WESTERN FAST FASHION BRANDS ARE 

  1 2    3 4 5  

1. Expensive (price)      
   

Cheap (price) 

2. Luxury      Casual 

3. Trendy      Old-fashion 

4. High quality      Low quality 

5. Cool      Too boring 

6. Easy to get      Hard to get 

7. Perfect fitted to my 
personality 

     Not my style 

8. Perfect fitted to my social 
status 

     Not for my level 

9. Used for special 
occasions 

     Used for daily activities 

10. Corporate social 
responsibility  

     Non-Corporate social 
responsibility  

Figure 5: Visualization of attributes of Western fast fashion brands under the eyes of Vietnamese 

millennials 
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According to the figure 5, Western fast fashion brands were evaluated as quite expensive items. 

As discussed in previous sections, most participants perceived Western fast fashion brands as high-

quality and high-price items. Therefore, they rated both factors at 2.4 and 2.5 respectively. When 

it comes to trendy category, as a result of the nature of fast fashion, it was considered as fashionable 

items towards participants with the score of 1.7. Currently, luxury brands such as Chanel, Louis 

Vuitton, or Gucci have their official stores in Vietnam. Therefore, participants had a certain 

knowledge of the differences between these and fast fashion brands. It led to the score of 3.1 when 

evaluating the luxury factor. However, it is still enough to indicate that the local consumers 

considered Western fast fashion products are much more than casual items as they are in the 

Western context. 

As above mentioned, many participants had positive attitudes towards Western fast fashion 

designs. Consequently, these brands were perceived kind of cool for the participants. Since most 

participants live in urban areas where the official stores of Western fast fashion are located in, they 

stated that it was easy for them to purchase these brands. When it comes to the personality and 

social status factors, participants’ scores shown that these brands were appropriate for them. Some 

participants were interested in Western fast fashion brands due to the simple and timeless designs 

as well as the diversity in styles. As a result, they tended to use these clothes for both special events 

and daily activities with the neutral score of 3.0. Interestingly, in terms of CSR, most participants 

did not have any idea or were not care about this phenomenon. However, after being explained 

the concept by the interviewers, many participants expressed their viewpoints that as being 

international and big companies, these brands obviously had considerable compliances with CSR. 

Generally, when it comes to clothing, Vietnamese consumers put more attention to factors related 

to themselves such as trendiness, quality, and social status. Nevertheless, price is also a key element 

affecting consumers. Furthermore, although CSR has become such a phenomenon in the world, 

it is not really focused by Vietnamese consumers. 

4.6. Behavioral intention 

As mentioned in the previous parts of this chapter, most participants had positive attitudes towards 

the quality of Western fast fashion brands owing to the cue of COO. Nevertheless, the concept 

of COO had less influence towards participants when considering buying a fast fashion item. For 

example, participant 8 expressed that although Vietnamese consumers had the tendency to buy 

goods made in Western countries rather than made in Vietnam, Vietnamese products have recently 

found favor in young consumers’ eyes.  
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In addition, this study focuses on Vietnamese millennials. This unique group is educated and have 

a special engagement with digital technology (Considine et al., 2009; Howe & Strauss, 2009). As a 

result, they might consider different aspects before making a purchasing decision. For instance, 

participant 2 did not set any regulation regarding the choice of Western or Vietnamese fast fashion 

brands. Specifically, she simply bought products that might be “suitable” for her. The word 

“suitable” was also used by participant 1 when discussing purchasing decisions of fast fashion 

brands: 

...I do not distinguish clearly which country that product comes from. As long as it is suitable for me, I will 

wear it. I use Forever 21 (a Western fast fashion brand – the authors), and I also use Vietnamese fast 

fashion brands…  

When exploring the attitudes of participants towards Western fast fashion brands related to COO, 

many of them had positive attitudes towards the quality of these products. Besides, they stated 

that COO was the key point for them to make purchasing decisions. However, when digging 

deeper into their priories when choosing fashion items, price was the most important factor 

considered. Participant 10 affirmed that she would not purchase Western fast fashion items in 

official stores due to the expensiveness. Instead of this, she would buy these items from local 

stores. According to her, as most Western fast fashion items were produced in Vietnam, it was 

easy to find them in local stores with much cheaper prices. Followed by many participants, they 

stated that they mainly purchased fast fashion items of Western brands when being offered 

discounts. In fact, COO affects the product evaluation of consumers. However, in the situation 

that other factors especially price are not tantamount, COO might not be the key factor used by 

consumers when making purchasing decision (Elliott & Cameron, 1994). It could be clearly seen 

that price is a great challenge for Western brands on the Vietnamese market. 

To sum up, although having positive perceptions as well as attitudes towards Western fast fashion 

brand, Vietnamese millennials tend to focus on the appropriateness and price when evaluating and 

making purchasing decision. In comparison with local brands, price is a huge disadvantage towards 

Western brands due to the gap of average income between developed and developing nations. 

Besides, oversized items also confuse consumers when choosing these brands. Therefore, both 

factors should be carefully considered by Western fast fashion brands when expanding their 

business into the Vietnamese market. 
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5. Conclusion 

 

In this conclusion part, the authors provide the answers for the research questions and thereby propose a range of 

managerial implications. In the next part, limitations and delimitations of this research will be further discussed. 

Finally, the chapter goes to an end with some suggestions for future researches. 

 

The transition (Doi Moi) period as well as the globalization have resulted in a remarkable increase 

of Western fast fashion brands in Vietnam (Thuan & Thomas, 2004; Shultz, 1994; Hayton, 2010). 

This study aims to dig deeper into the relationship between Western fast fashion brands and 

Vietnamese millennials’ attitudes. Therefore, its results could help Western companies to 

understand the Vietnamese market in terms of fast fashion by exploring the attitudes of 

Vietnamese millennials towards Western fast fashion brands related to COO as well as the 

underneath symbolic values of consuming these products.  

• Positive attitudes towards the quality of Western fast fashion brands related to COO  

From the collected data, it could be concluded that Vietnamese millennials generally have positive 

attitudes towards the quality of Western fast fashion brands related to COO. As stated by Kotler 

and Gertner (2002), products from a country possessing a positive brand equity are normally 

considered as high quality or having premium standard. In the context of Vietnam, Western fast 

fashion brands are still preferred by many consumers although there has been a significant 

improvement and development of local brands. It could be explained that after the Doi Moi 

period, Vietnamese consumers have had a strong desire of foreign products (Nguyen et al., 2018; 

Shultz, 1994; Hayton, 2010). More specifically, in the eyes of Vietnamese consumers, Western fast 

fashion brands have higher quality than domestic ones. Although Western fast fashion products 

are somehow unable to compare with the ones belonging to luxury categories, they still ensure the 

guarantees of product quality. 
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• Western fast fashion brands have different symbolic meanings from the perspective of 

Vietnamese millennials 

This study provides insights into the Vietnamese millennials’ mind in terms of the meanings of 

Western fast fashion brands. In the previous research, Pham and Richards (2015) highlight six 

themes of symbolic meanings including cosmopolitanism, status, beauty, magic, corporate social 

responsibility, and safety while Nguyen et al. (2018) explain that young Vietnamese consumers use 

their daily consumption practices to reflect their self-awareness and achieve their own 

individualization and socialization. However, in the particular context of this study, Vietnamese 

millennials are keen on Western fast fashion brands as these ones demonstrate different symbolic 

values including beauty, educational background, social status as well as self-identity. 

Understanding these symbolic meanings is necessary for any foreign companies wishing to run 

business on the Vietnamese market or other emerging economies in general. 

• The interaction between Vietnamese millennials’ favour towards Western fast fashion 

brands and their purchase intention 

This study reveals that although Western fast fashion brands find favor in Vietnamese millennials’ 

eyes, these brands are still considered as high-price products. This is considered as a noteworthy 

finding, since the nature of fast fashion is to offer a trendy product with a cheap price (Joung, 

2014). Besides, it should be mentioned that high price is also the key reason of refusing to purchase 

fast fashion items from Western brands. However, Vietnamese millennials also have positive 

perceptions and attitudes towards these brands. Specifically, Western fast fashion brands provide 

Vietnamese consumers with economic benefits, diversity in styles, and symbolization of 

international fashion. These positive perspectives could contribute to the success of marketing 

strategies of Western fast fashion companies if they are fully taken advantage. 

Based on the research findings, it could be concluded that notwithstanding Vietnamese millennials 

develop different values through the use of Western fast fashion brands, they do not have a 

tendency to buy those products with high prices. This could be the most disadvantage of these 

brands in the market of Vietnam where has been a boom of local brands with cheaper prices. In 

addition, from the findings of interviews, it could be clearly seen that size is a vital issue towards 

Western fast fashion brands. However, it has not been focused on the Vietnamese market where 

most residents are smaller than Western people. 
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To sum up, Vietnamese millennials generally have a preference for Western fast fashion brands. 

Nevertheless, the above-mentioned values in the findings are not convincing enough to lead to 

purchasing decisions owing to the high price. In fact, price is the most important factor influencing 

purchasing intention especially in the context of Vietnamese millennials. It could be explained by 

the fact that although having positive results on economic development, Vietnam is still a lower 

middle-income country (The World Bank, 2018). Therefore, even though Western fast fashion 

brands create various symbolic values for Vietnamese millennials, price and appropriateness are 

still their priorities when making purchasing decision.  

5.1. Managerial implications 

It is a fact that understanding the local market is extremely important towards global companies. 

As a positive result, this study provides several implications that could be applied for a company 

wishing to operate and enhance its business in Vietnam or similar emerging markets in general.  

First, it could be clearly seen from the interviews that Vietnamese millennials consume Western 

fast fashion brands in a different way. In fact, Vietnamese people create their own symbolic values 

through wearing Western fast fashion items. It might lead to a confusion for international 

companies that want to extend their business on the Vietnamese market. Therefore, in order to be 

successful in this particular market, it is necessary for international marketing managers to deeply 

understand Vietnamese consumers in terms of perceptions and expectations. Although there is a 

rise of global brands on the Vietnamese market, the locals still need to be understood in a specific 

way. In other words, marketing strategies could not be applied for all market in a same way. 

International marketers should locally observe the Vietnamese market owing to a great distinction 

between it and Western markets.  

Besides, although Western fast fashion brands are perceived as high-price items, Vietnamese 

millennials still have positive attitudes towards the quality of Western fast fashion brands owing 

to COO. Further, these brands not only are perceived as international fashion, but also have 

economic benefits and provide Vietnamese consumers with a diversity in styles. However, this 

study explores that Vietnamese millennials focus on price and suitableness when making 

purchasing decision, yet price is understood as a drawback of Western fast fashion brands. Thus, 

marketing managers should promote values of these brands based on the aforementioned matters. 

Besides, it should be mentioned that there has been a significant growth of individual incomes as 

well as the number of people of the middle class in Vietnam (Vietnamnet, 2018). Hence, in the 

near future, the price might be no longer a crucial element affecting behavioural intention. By 
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building up a marketing strategy in long-term based on the advantage of COO and the above 

mentioned symbolic values, the relationship between these Western brands and consumers might 

be strengthened. More specifically, mass media should be taken full advantage to stimulate the 

Vietnamese consumers’ desire of expressing symbolic meaning through wearing fast fashion 

products with Western tags. 

 5.2. Delimitation and Limitation 

Despite the effort of the authors to provide the highest possible outcome, the restriction of time 

and resources causes some delimitations and limitations in this study. By focusing only on the 

attitudes of Vietnamese millennials living in or growing up in the South of Vietnam, the research 

might potentially miss particular perspectives of people from other regions. Moreover, although 

the authors have tried to select participants from different demographic factors, with a small size 

sample within a qualitative approach, the findings are unable to specify the difference between 

each demographic category.  

In addition, the limitation of this study may also come from the social bias. As Vietnamese people 

tend to be shy and uncomfortable to share their opinions and personal preferences with a stranger, 

especially when the conversations are recorded, it is possible that some participants might provide 

answers they feel more acceptable to give, thereby influence the results. It was even more 

challenges for the authors due to the use of online interviews in some cases, when the emotions 

and expressions of participants were hard to be perfectly captured. 

5.3. Future research 

With the aim of giving the Western fast fashion companies insights into the attitudes of 

Vietnamese millennials towards Western fast fashion brands related to COO as well as the 

underneath symbolic values of consuming these products, the execution of this study provides a 

foundation and offers multiple possibilities for future research. Based on the limitations of this 

study, a further quantitative research could be conducted for a generalization of research findings. 

Moreover, due to the differences in cultures and lifestyles between particular regions in Vietnam, 

the attitudes towards Western fast fashion brands related to COO as well as the symbolic meanings 

of consuming these products might be different between regions. The attitudes and symbolic 

values might be distinguished between male and female, millennials and either younger or older 

generations. By doing a quantitative research, it would enable a distinction between different 
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locations, age groups, genders and other demographics; thereby it further facilitates the marketing 

strategies to the precise target customers.  

Furthermore, through the execution of this research, the authors have recognized the variability 

in attitudes of Vietnamese millennials towards different Western fast fashion brands. Since this 

study provides a general knowledge of this phenomenon, a specific research for a particular 

Western fast fashion brand on this phenomenon is encouraged to be carried out. The conduct of 

a more specific research might help Western fast fashion brands to gain more detailed and precise 

knowledge on how they should plan their marketing strategies.  
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Nguyen, N. N., Özc ̧aglar-Toulouse, N., & Kjeldgaard, D. (2018). Toward an understanding of 

young consumers' daily consumption practices in post-Doi Moi Vietnam. Journal of Business 

Research, 86, 490-500. https://doi.org/10.1016/j.jbusres.2017.10.002. 

Nguyen, Tho D., Nguyen, Trang T. M., & Barrett, Nigel J. (2008). Consumer ethnocentrism, 

cultural sensitivity, and intention to purchase local products—evidence from Vietnam. 

Journal of Consumer Behaviour, 7(1), 88–100. https://doi.org/10.1002/cb.238. 

O'Cass, A., & Frost, H. (2002). Status brands: Examining the effects of non-product-related brand 

associations on status and conspicuous consumption. Journal of Product & Brand 

Management, 11(2), 67-88.  

O’cass, A., & Siahtiri, V. (2013). In search of status through brands from Western and Asian 

origins: Examining the changing face of fashion clothing consumption in Chinese young 

adults. Journal of Retailing and Consumer Services, 20(6), 505-515. 

doi:10.1016/j.jretconser.2013.05.005 

O’Shaughnessy, J. (1987). Why People Buy. New York: Oxford University Press. 



 57 

Papadopoulos, N. G., & Heslop, L. (1993). Product-country images: Impact and role in international 

marketing. New York: International Business Press. 

Paswan, A., & Sharma, D. (2004). Brand-country of origin (COO) knowledge and COO image: 

Investigation in an emerging franchise market. Journal of Product & Brand Management, 13(3), 

144-155. 

 Pham, H. C., & Richards, B. (2015). The Western brands in the minds of Vietnamese consumers. 

Journal of Consumer Marketing, 32(5), 367–375. https://doi.org/10.1108/JCM-09-2014-1159. 

Piacentini, M., & Mailer, G. (2004). Symbolic consumption in teenagers' clothing choices. Journal 

of Consumer Behaviour, 3(3), 251–262.  

Rieke, S., Fowler, D., Chang, H., & Velikova, N. (2016). Exploration of factors influencing body 

image satisfaction and purchase intent. Journal of Fashion Marketing and Management, 20(2), 208-

229. 

Robison, R. & Goodman, D.S.G. (1996). The New Rich in Asia. Mobile Phones, McDonalds and Middle-

class Revolution. London: Routledge.  

Ryan, J. (2008). The Finnish country-of-origin effect: The quest to create a distinctive identity in a 

crowded and competitive international marketplace. Journal of Brand Management, 16(1/2), 13-

20. 

Saeed Samiee. (1994). Customer Evaluation of Products in a Global Market. Journal of International 

Business Studies, 25(3), 579-604. 

Saes, P., Butkovic, L., & Grilec, A. (2018). Country of origin in fashion industry – a literature 

review. Economic and Social Development: Book of Proceedings, 741-748. 

Samala, N., & Singh, S. (2018). Millennial’s engagement with fashion brands: A moderated-

mediation model of brand engagement with self-concept, involvement and knowledge. 

Journal of Fashion Marketing and Management, 23(1), 2-16. 

Saunders, M., Lewis, P., & Thornhill, A. (2012). Research methods for business students (6.th ed.). New 

York: Pearson.  



 58 

Sharma, P. (2010). Country of origin effects in developed and emerging markets: Exploring the 

contrasting roles of materialism and value consciousness. Journal of International Business 

Studies, 42(2), 285-306. 

Sherry, J., & Fischer, E. (2008). Explorations in Consumer Culture Theory. Hoboken: Taylor & Francis 

Shipman, A. (2004). Lauding the Leisure Class: Symbolic Content and Conspicuous 

Consumption. Review of Social Economy, 62(3), 277-289. 

Shultz, C. (1994). Balancing policy, consumer desire and corporate interests: Considerations for 

market entry in Vietnam. Columbia Journal of World Business, 29(4), 42-52. 

Shultz, C. (2012). Vietnam: Political Economy, Marketing System. Journal of Macromarketing, 32(1), 

7-17. 

Solomon, M. (2014). Millennials, The Biggest Generation Of Customers Ever, Don't Care About The Internet. 

Retrieved March 11, 2019, from 

https://www.forbes.com/sites/micahsolomon/2014/04/21/millennials-the-biggest-

generation-of-customers-ever-dont-care-about-the-internet/#16b75bc466b6. 

Starr, M. (2004). Consumption, Identity, and the Sociocultural Constitution of “Preferences”: 

Reading Women's Magazines. Review of Social Economy, 62(3), 291-305. 

Statista. (2018). Made-In Country Index - ranking 2017. Retrieved February 11, 2019, from 

https://www.statista.com/statistics/677973/made-in-country-index-country-ranking/ 

Statista. (2019a). Market directory: Fashion: Vietnam. Retrieved February 11, 2019, from 

https://www.statista.com/outlook/244/127/fashion/vietnam?currency=eur. 

Statista. (2019b). Vietnam: Growth rate of real gross domestic product (GDP) from 2012 to 2022* (compared 

to the previous year). Retrieved February 11, 2019, from 

https://www.statista.com/statistics/444616/gross-domestic-product-gdp-growth-rate-in-

vietnam/. 

Steenkamp, J.B. Batra, R. and Alden, D.L.. (2002). How perceived brand globalness creates brand 

value. Journal of International Business Studies, 34(1), 53-65. 



 59 

Stewart, D.W., & Shamdasani, P.N. (1990). Focus Groups: Theory and Practice. An Applied Social 

Research Methods Series (3rd Ed.), 20. Newbury Park, CA: Sage Publications   

Strizhakova, Coulter, & Price. (2011). Branding in a global marketplace: The mediating effects of 

quality and self-identity brand signals. International Journal of Research in Marketing, 28(4), 342-

351. 

Suddaby, R. (2006). From the Editors: What Grounded Theory is Not. The Academy of Management 

Journal, 49(4), 633-642.   

Tambyah, S. K., Tuyet Mai, N. T., & Jung, K. (2009). Measuring Status Orientations: Scale 

Development and Validation in the Context of an Asian Transitional Economy. Journal of 

Marketing Theory and Practice, 17(2), 175–187. https://doi.org/10.2753/MTP1069-

6679170206.  

Tjandra, N., Omar, M., & Ensor, J. (2015). Advanced and emerging economies Generation Y’s 

perception towards country-of-origin. International Journal of Emerging Markets, 10(4), 858-874. 

Thuan, N., & Thomas, M. (2004). Young women and emergent post socialist sensibilities in 

contemporary Vietnam. Asian Studies Review, 28(2), 133-149. 

The World Bank. (2018). Overview. Retrieved March 15, 2019 from 

http://www.worldbank.org/en/country/vietnam/overview 

Tokatli, N., & Kızılgün, &. (2009). From Manufacturing Garments for Ready-to-Wear to 

Designing Collections for Fast Fashion: Evidence from Turkey. Environment and Planning A, 

41(1), 146-162. 

Vann, E. F. (2011). Afterword: Consumption and Middle-Class Subjectivity in Vietnam. The 

Reinvention of Distinction, 157-170. doi:10.1007/978-94-007-2306-1_10  

Urip, S. (2010). CSR Strategies Corporate Social Responsibility for a Competitive Edge in Emerging Markets. 

Chichester: Wiley. 

Verlegh, & Steenkamp. (1999). A review and meta-analysis of country-of-origin research. Journal of 

Economic Psychology, 20(5), 521-546. 



 60 

Vietnamnet. (n.d.). Fast fashion set to transform VN market. Retrieved March 11, 2019, from 

https://english.vietnamnet.vn/fms/business/208824/fast-fashion-set-to-transform-vn-

market.html 

Vietnamnet. (2018). Vietnam middle class booms. Retrieved March 11, 2019, from 

https://english.vietnamnet.vn/fms/society/198568/vietnam-middle-class-booms.html 

VIR. (2017). H&M stirring up a fast fashion fever in Vietnam. Retrieved March 11, 2019, from 

https://www.vir.com.vn/hm-stirring-up-a-fast-fashion-fever-in-vietnam-52352.html 

VIR. (2018). Fast fashion set to transform market. Retrieved February 11, 2019, from 

https://www.vir.com.vn/fast-fashion-set-to-transform-market-62517.html. 

Wilk, R. (1995). Learning to be local in belize: global structures of common difference. London: Routledge.  

Wong, N., & Ahuvia, A. (1998). Personal Taste and Family Face: Luxury Consumption in 

Confucian and Western Societies. Psychology and Marketing, 15(5), 423-441. 

World Trade Organization. (2007). Viet Nam joins WTO with Director-General’s tribute for true grit. 

Retrieved March 11, 2019, from 

https://www.wto.org/english/news_e/news07_e/acc_vietnam_11jan07_e.htm 

Yin, R. (2011). Qualitative Research from Start to Finish. New York: Guilford Press. 

  



 61 

Appendix: Interview guideline 

General guideline:  

In these in-depth interviews, the interviewees are free to answer the following open-ended 

questions without being stopped by the interviewers. Moreover, due the content of each interview, 

the interviewer might necessarily add in or remove some questions. In general, the interviewers 

should follow the concept that the participants will talk 90% during the sessions while the 

interviewers might talk within the remaining 10%. The interviewers can use the following probes 

to encourage the participants to further explain what they have said.  

Introduction:  

Hi/ Good morning/ Good evening. Thank you so much for taking the time to meet with me 

today. My name is ____________________________ and I would like to talk to you about your 

opinions and experiences with Western fast fashion brands such as H&M, Zara, 

Topshop/Topman and use them for our thesis regarding this topic.  

It may take around an hour for the interview. Although I’m going to take some notes during the 

session, it’s much better to record the session since I don’t want to miss any of your comments. 

Are you okay with this?  

For your information, your personal data and the interview content will be keep confidential and 

we only use it for this research purpose. We would like to hear more about your sharing, so please 

feel free to talk as much as possible, but do not have to talk about anything you do not want to. 

You also reserve the right to stop the interview at any time. Moreover, your comments will be 

translated into English due to the requirement of our research, please tell us if you want to have a 

look at the transcript as well as our final thesis.  

List of questions:  

A. Participants’ lifestyle  

- Can you tell me a little bit about yourself and the outfit that you are wearing today?  

- Do you think clothes reflect your personality? And why?  
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- What do clothes tell about people? 

- Which things do you think people express by wearing different brands or styles?  

B. Attitudes towards Western fast fashion brands and their symbolic values 

- Do you buy clothes, accessories or other fashion items from Western fast fashion brands such 

as H&M, Zara, Topshop/Topman?  

- How often do you buy them?  

- Why do you purchase products of Western fast fashion brands?  

- Do you purchase products of Vietnamese fast fashion brands (like Canifa, Ninomax, Sea, Blue 

Exchange…)? And why? 

- Can you tell me what difference do you see between Western and Vietnamese brands? 

- Tell me your experiences with buying or using Western fast fashion’s products. (For example, 

for which occasions and why do you choose them for such occasions? Or do you receive any 

compliments or different attitudes by choosing them?) 

C. Participants’ favorite Western fast fashion brands and their interaction 

- Do you have any favorite Western fast fashion brand? Which brand is it? Why do you like it? 

- Where do you often buy its products? (And why this place?) 

- How do you know about its products, new collections or promotion campaigns? (For example, 

their social media, websites or from other people, celebrities or influencers?) 

- Do you feel that Western fast fashion brands understand you and communicate to you as a 

Vietnamese customer? 

D. Final session 

- Thank you for all that valuable information, is there anything else you would like to ask before 

we finish the interview?  
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Probes:  

1. Would you give me an example?  

2. Can you elaborate on that idea?  

3. Would you explain that further?  

4. I’m not sure if I understand what you’re saying.  

5. Is there anything else?  

Vietnamese version 

Phần giới thiệu: 

Xin chào bạn. Cảm ơn bạn vì đã dành thời gian để gặp tôi hôm nay. Tên tôi là ____________và 

tôi muốn cùng bạn trò chuyện về những suy nghĩ cũng như kinh nghiệm của bạn về những 

nhãn hàng thời trang nhanh đến từ phương Tây như H&M, Zara, Topshop/Topman. Những 

thông tin này sẽ được sử dụng cho bài luận văn Thạc sĩ của chúng tôi. 

Buổi trò chuyện này có thể kéo dài khoảng một giờ. Mặc dù tôi sẽ ghi chú lại thông tin, nhưng 

sẽ tốt hơn nếu tôi có thể ghi âm lại cuộc trò chuyện này để không bỏ lỡ bất kỳ thông tin quan 

trọng nào mà bạn chia sẻ. Bạn có đồng ý với điều này không?  

Thông tin cá nhân của bạn cũng như nội dung của buổi phỏng vấn sẽ được giữ bí mật và chỉ 

sử dụng cho mục đích nghiên cứu. Chúng tôi muốn lắng nghe nhiều nhất có thể về những chia 

sẻ của bạn. Do đó, mong bạn có thể thoải mái trò chuyện. Tuy nhiên, bạn không cần phải chia 

sẻ những điều bạn không muốn. Bạn cũng có quyền dừng cuộc trò chuyện bất cứ lúc nào. Ngoài 

ra, nội dung của cuộc trò chuyện này sẽ được dịch sang tiếng Anh theo yêu cầu nghiên cứu. 

Bạn vui lòng cho chúng tôi biết nếu bạn muốn xem bản dịch cũng như bài luận văn của chúng 

tôi.  

Bảng câu hỏi:  

A. Phong cách sống của người tham gia 

- Bạn có thể chia sẻ một chút về bản thân bạn cũng như trang phục bạn mặc ngày hôm nay? 

- Bạn có nghĩ rằng trang phục phản ánh tính cách của bạn không? Tại sao? 
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- Theo bạn trang phục của một người nói lên điều gì về con người họ? 

- Bạn nghĩ rằng người ta muốn thể hiện điều gì khi diện các trang phục theo phong cách và 

nhãn hiệu khác nhau? 

B. Thái độ đối với các nhãn hàng thời trang nhanh phương Tây và các giá trị mang tính biểu 

tượng của chúng 

- Bạn đã bao giờ mua quần áo, phụ kiện từ các nhãn hàng thời trang nhanh phương Tây như 

Zara, H&M, Topshop/Topman chưa?  

- Bạn có thường mua chúng không?  

- Chia sẻ lý do tại sao bạn lại mua sản phẩm từ nhãn hàng thời trang nhanh phương Tây vậy? 

- Còn với các nhãn hàng thời trang nhanh Việt Nam chẳng hạn như Canifa, Ninomax, Sea, 

Blue Exchange, bạn có mua các sản phẩm này không, và tại sao? 

- Theo bạn những điểm khác nhau giữa các nhãn hàng thời trang nhanh phương Tây và Việt 

Nam là gì? 

- Bạn có thể chia sẻ những kinh nghiệm của bạn trong việc mua hoặc sử dụng sản phẩm từ các 

nhãn hàng thời trang nhanh phương Tây không? (Chẳng hạn như, bạn thường mua hoặc dùng 

vào dịp nào, tại sao bạn lại chọn chúng cho các dịp này? Hoặc, bạn có nhận được lời khen nào 

hay nhận được thái độ khác biệt khi chọn, sử dụng các trang phục này không?) 

C. Các nhãn hàng thời trang nhanh phương Tây được ưa thích và sự tương tác 

- Bạn có đặc biệt yêu thích nhãn hàng thời trang nhanh phương Tây nào không? Nhãn hàng 

nào vậy? Và tại sao bạn thích? 

- Bạn thường mua các sản phẩm này ở đâu? Tại sao lại chọn mua ở các chỗ này? 

- Bằng cách nào bạn biết về các sản phẩm này, các bộ sưu tập mới hay các chương trình khuyến 

thị? (Chẳng hạn từ mạng xã hội, website của nhãn hàng, hay từ nhũng người khác, người nổi 

tiếng, hay influencers?) 

- Bạn có cho rằng các nhãn hàng thời trang phương Tây hiểu được bạn, tiếp cận và giao tiếp 

với bạn như là một khách hàng Việt Nam, chứ không phải là một khách hàng ở một nơi khác? 

D. Kết thúc  

- Cảm ơn bạn về cuộc trò chuyện. Bạn có câu hỏi nào cho chúng tôi trước khi kết thúc hay 

muốn chia sẻ gì thêm không?  
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Câu hỏi thăm dò:  

-  Bạn có thể cho tôi một ví dụ?  

-  Bạn có thể chia sẻ thêm về thông tin đó?  

-  Bạn có thể giải thích rõ hơn được không?  

-  Tôi không chắc tôi hoàn toàn hiểu những gì bạn đang nói  

-  Còn điều gì khác nữa không?  

CÁC NHÃN HIỆU THỜI TRANG NHANH PHƯƠNG TÂY THÌ 

1. Mắc (giá) 1 2 3 4 5 Rẻ (giá) 

2. Cao cấp 1 2 3 4 5 Thấp cấp 

3. Thời trang, theo xu 

hướng 

1 2 3 4 5 Lỗi mốt 

4. Chất lượng cao 1 2 3 4 5 Chất lượng thấp 

5. Cool ngầu, phong cách 1 2 3 4 5 Nhìn rất chán 

6. Dễ có được 1 2 3 4 5 Khó để có được 

7. Hoàn toàn phù hợp với 

tính cách của tôi 

1 2 3 4 5 Không phải phong 

cách của tôi 

8. Hoàn toàn phù hợp với 

địa vị xã hội của tôi 

1 2 3 4 5 Không phù họp với 

địa vị xã hội của tôi 

9. Dùng cho dịp đặc biệt 1 2 3 4 5 Dùng cho các hoạt 

động hàng ngày 

10. Tuân thủ các tiêu chuẩn 

đạo đức cho doanh 

nghiệp 

1 2 3 4 5 Không tuân thủ các 

tiêu chuẩn đạo đức 

cho DN 

 

 


