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Introduction

Fashion, a constant representation of culture and identity, alters appearance. Rapid
fashion is now the most famous fashion subculture. Rapid fashion is unique because it adapts to
new generations. Fast fashion brands like ASOS, ZARA, and H&M modify their styles to satisfy
customers who demand the latest and greatest. Fast fashion companies' average annual growth
rate quadrupled in the 1990s. People aspired to create new lines by building on established
fashion trends which gets highlighted and emphasized through fashion magazines particularly.

Considering the nature of fashion magazines like Vogue and GQ, this capstone project
aimed to craft a fashion magazine incorporating findings about to what extent does fast fashion
influence consumer preferences and purchasing behavior in the global fashion industry and
Armenia for both men and women, as well as what are the specific implications and challenges
associated with fast fashion regarding sustainability, particularly production practices.

The project that I have been working on is a creative endeavor of constructing a fashion
magazine that would exactly mirror the insider research of fast fashion with regard to consumer
behavior observed. The observation that digs into understanding Armenian designers’ viewpoint
on the Armenian fashion industry, fast fashion trends breaking into the industry by fast fashion
giants like ZARA, as well as the evolution of the fashion community that grows in Armenia but
does not seem to be of overwhelming influence on the society. Within the fashion magazine
project that me and my colleague embarked on lies the importance of spotlighting exactly what
Armenian fashion industry is about considering the existing global trends, designer opinions, and
consumer opinions.

To facilitate sophisticated fashion magazine project alongside analytical insights multiple

methodological tools have been used throughout the project. These include designer interviews



with Faina Harutyunyan and Helen Khanoyan, digital survey to fashion enthusiasts, consumer
survey in shopping malls, as well as secondary research to back up the findings. To facilitate the
design of the fashion magazine, the tool Canva has been used as a design tool that has all the
capabilities for making the magazine look solid.

At the end of the day, living in a world where people change the way they live in
accordance with global trends, such analysis with regard to values of creativity, integrity, and
responsibility is of utmost importance. That is why, the fashion magazine project embarks on
successfully providing insightful analysis for fashion consumer purchase behavior, fast fashion

interconnectedness to sustainability, and gender-neutral clothing imperative



Literature Review

The transition from traditional fashion magazines to digital fashion magazines has been
curated by the choice of promoting the trend of sustainability in fashion and solving
environmental issues like pollution. The digitalization of fashion magazines reached its peak
with the existence of Multimedia Digital Library for Fashion Objects (MDLFO) content creation
scheme that requires the identification, annotation, review, and digitized model creation while
going through the publishing process (Luchev & Paneva-Marinova, 2013). Of course, there are
no limits to being creative within the fashion industry; however, following the history and
progress of well-known fashion magazines that successfully managed to become digitalized
would help the successful accomplishment of the capstone project.

With the rise of sustainable solutions in fashion, multiple stores began their operations on
digital platforms only and gained the label of brands being environmentally sustainable as a
result of using garments that are environmentally sustainable alongside supply chain processes
that do not harm the environment (Denisova, 2021). Yet, the main driving force for consumer to
shop fast fashion items still adhere to affordability, apt enhancement of body and image, the
representation of trendy clothing. Still, the fast fashion is not only about the representation of
trendy clothing, affordability, apt enhancement of body and image. It shifts to being about
sustainability, digital world, gender-just society, and more (Vijeyarasa & Liu, 2021). The
consumers of these days already have the tendency to notice the level of gender justice and
sustainability fast fashion brands adhere to. Whenever consumers notice a shift in one of the
phenomena, they shift their preferences accordingly. In fact, the world of fashion, gender,
sustainability, and digital reality has not always been in such a direct and impactful correlation.

Of course, sustainability and gender-related discussions have always been within the fashion



industry; however, it has been with the fast fashion industry when the aspect of affordable
clothing brought up the wave of demanding justice towards gender and sustainability.

Considering that women corresponded to the norms that dominated the industry since the
18 century, whether to tell that it has been the construction of femininity throughout the
decades or the diminishing of femininity throughout the decades is hard. However, the
adaptation of fashion to social roles made a concrete difference on how choices in clothing
developed preferences and purchasing behavior between men and women that evolved
throughout the decades. Since the 1850s, when the phenomenon of women wearing trousers
emerged, people have been separated between ‘it is too early for women to wear trousers’ and ‘it
is already too late to get rid of the corsets’ (Arvanitidou & Gasouka, 2013). Considering the huge
wave of imposing the style with baggy and soft trousers, including Coco Chanel, the fashion
industry just started going with the flow. Yet, the other extreme that trousers brought to the
fashion industry is hectic feminists blaming women who still wore traditional feminine dresses
and those who encouraged giving up on female dresses just because of the weak character those
could have posed. Yet, as the notion of Haute couture started developing further, women did not
have any other chance but to keep the trousers and still bring back the fancy dresses (Pentecost &
Andrews, 2010). Obviously, no one had the courage to go against big fashion houses like
Christian Dior, Givenchy, and others. Moreover, the change in what women wore could not not
impact their social roles. Accordingly, the comeback of fancy dresses alongside the maintenance
of trousers had the meaning of making the distinction between the social roles that men and
women shared.

In the words of Alreck and Settle (2001), ““...while woman’s role in today’s society has

extended to include many activities and responsibilities traditionally regarded as masculine, the



converse does not hold true” (p. 151). The phenomenon affirms because of men being incapable
of accepting feminine responsibilities, and because of women being unwilling to share those with
men. This tends to explain the phenomenon of giving women the position of being the buying
agent for men and the whole family. Also, the phenomenon that women tend to like shopping
more than men lies in the attitude of women holding the position of optimizing shopping strategy
(Alreck & Settle, 2001). Still, psychographic and demographic factors do not allow to disregard
the role of men in aiding the shopping consumption (Andrews & Pentcost, 2010). Fashion retail
expenditure, when looked from the business perspective, relies on men in economic sense
driving the business growth. Yet, all of the modifications that take place now has the roots within
1850s and even earlier since the battle for the trousers. Already since the 1960s the phenomenon
of unisex clothing started being integrated into trend (Gupta & Gentry, 2013). With such changes
the masculine fashion started being challenged yet brands like Michael Kors and Coach got a
hold on the male consumer to grow revenues on targeting men with masculine collections.

Within the notion of digitalization for the fashion industry comprise a huge part the
movement #DeGenderFashion with such a hashtag awakening social media activism
(Edelsbrunner, 2023). With the existence of such a movement, the associations with appearances
for men and women, such as ‘men should have short hair,” ‘women should have long hair,’
started going away. Accordingly, women with short hair, for instance, and men with long hair
began appearing on social media platforms as representators of fast fashion brands. Yet, there is
still a specification regarding genders Even though studies affirm that men continue focusing on
purchasing electronics or cars, men have a concrete shopping behavior. As McGrath and Otnes
claim, “Grab and Go; Whine and Wait; Fear of the Feminine” guide men while shopping

(McGrath & Otnes, 2001). In fact, when comparing digital fashion (the virtual retail experience)



with offline shopping, men tend to showing more engagement in scrolling through collections of
clothes and sneakers and choosing for themselves outfits that they love and that they would
never look at while shopping at store. In the case of women, the psychological stance provides
them the necessity to wear the clothes before ordering which makes them more aligned to
shopping at store and not online. Yet, the digital fashion is that new tool to assist new fashion
space, culture, and community.

Moving on, it is not just about the consumption of ‘green’ clothing but also healthy
consumption of labor regardless of gender (Athreya, 2016). Sustainability touches upon the
concept of Corporate Social Responsibility which also includes the labor exploitation factor that
concerns the fashion consumer. At the end of the day, fashion is not only about making people
wear a certain type of clothing — it is more about creating the brand atmosphere so that
consumers, wearing the piece of clothing, will proudly go with it. As Athreya mentions about the
manifesto of fashion activists, “We love fashion. But we don’t want our clothes to exploit people
or destroy our planet. We demand radical, revolutionary change” (Athreya, 2016). That is the
point where fast fashion brands should not only think about what they sell but also how they sell,
to who they say, and who sells their product. The key is to adhere to sustainability standards
touching upon environmental sustainability and sustainable labor consumption.

With the guidance of Sustainable Development Goals (SDGs) brands tend to go towards
a more sustainable production that also considers the preferences of male and female consumers
regardless of the aspect whether clothes identify gender or not (Vijeyarasa & Liu, 2021). Yet,
what is of utmost importance, designers should not close their eyes on the history of construction
of femininity and masculinity. Accordingly, they should not bring forth the ‘genderless’ fashion

with asymmetric clothes for women and femininely touched clothes for men (Loureiro, 2022).



Yet, there does not stand the question of whether someone should or should not bring it forth.
There stands the phenomenon of directing the future fashion industry in a way that makes the
fast fashion consumer in Armenia value the products one obtains for the brand’s spirit and its
capability to mirror the consumer’s character rather than the feeling of adherence to be of a
certain look to fit the gender stereotypes to wear that piece.

Even though Armenia tends to follow the fashion trends later than, for instance, the UK,
it still moves in line with the international fashion industry. Accordingly, as everywhere, in
Armenia as well the fast fashion consumer goes for the digitalized fashion media replacing
traditional shopping with online shopping either through the website or on social media (Hatley,
2021). Multiple brands like ASOS, Nasty Gal, and others saw the ecommerce growth
instantaneously just because they were at the forefront of fast fashion consumers which has been
and will always stay the Internet in the US. This means that when different brands find
themselves missing the digital fashion world, they should immediately step on it because their
consumer stopped shopping in a traditional manner, and that consumers shifted to online
shopping (Hatley, 2021). On this note, it lies on the Armenian fashion designers and brands to
make the fashion consumer cautious of such measures. Armenian designers Aram Nikolyan and
Faina Harutyunyan in Armenia alongside Irina Yeritsyan from California tend to have the
influence of guiding the Armenian fashion consumer on digital platforms like Instagram. With
this influence and expertise in the fashion industry, these people are going to be a part of the
research to examine the way the notion of sustainability leads Armenian consumers to the digital
media for fast fashion shopping.

Not only the fashion industry shifted from its traditional roles but also ended up bringing

a strong concreteness between male and female consumer preferences, gender-just fashion



trends, sustainability, digitalization. Yet, all of this need in-depth analysis with the aid of experts
to add information to the literary analysis and understand how designers and fashion experts see

it all.



Methodology

One of the crucial aspects in crafting the fashion digital magazine has been the design
and representation of the content it aimed to convey to the audience. The Canva digital platform
has been used to create the fashion digital magazine’s cover and the whole design of the
magazine.

The choice of Canva digital platform has been made as a graphic design tool, as well, has
been conducted after thorough research on tools that would aid the creation of the digital fashion
magazine. According to Gahred (2020), “It utilizes a drag-and-drop format that will be familiar
to the average user as well as design professionals. It features fonts, graphics, vectors, and
templates, and in 2019, the company purchased free stock photo sites Pixabay and Pexels, giving
users access to diverse array of free photos in the program itself” (p. 338). Considering the
breadth Canva provides not only to professional designers but also average users, using the tool
have been to the benefit of the project to have a visually pleasing representation of the digital
fashion magazine.

On top of that, the research methodology included in-depth interviews with an Armenian
designer, Faina Harutyunyan, and Phubber Armenia’s brand director Helen Khanoyan. As a
result, the interviews have given an understanding of the Armenian fashion people’s outlook on
the influence of fast fashion on consumer behavior in Armenia. Moreover, due to their
experience-based answers, it has given insights on whether affordability, environmental
sustainability, and gender impact consumer purchasing behavior in Armenia. Most importantly,
the answers these designers provided shed light on whether fast fashion brands drive the
consumer purchasing behavior with regard to their digital platform representation when they

incorporate the aspect of sustainability on digital platforms. These interviews have been



accompanied by a survey distributed to digital platforms accompanied with consumer surveys

conducted at shopping malls.



Designer Interview Analysis

In the dynamic world of fashion, where trends emerge and evolve at a rapid pace, the
concept of sustainability has emerged as a critical focal point, shaping the practices and
ideologies of designers and consumers in Armenia. Through a series of illuminating interviews
conducted with a diverse range of fashion designers, this exploration delves deep into the multi-
layered realm of sustainable fashion, fast fashion, consumer preferences, the current market, and
purchasing habits.

The discussions with these industry insiders offer invaluable insights into the challenges
and opportunities presented by the shift towards sustainability in fashion. From reimagining
supply chains to incorporating eco-friendly materials and production techniques, designers are
innovating and adapting to meet the demands of an increasingly conscious consumer base.
Moreover, the interviews shed light on the broader implications of fast fashion—a phenomenon
characterized by its rapid production cycles, low-cost manufacturing, and often questionable
labor practices. As consumers become more aware of the environmental and social impact of
their purchasing decisions, there is a growing demand for transparency and accountability within
the fashion industry.

Central to these conversations is an exploration of consumer preferences and purchasing
habits, which play a pivotal role in shaping the direction of the fashion market. By understanding
the motivations and priorities of consumers, designers can better tailor their offerings to meet
evolving demands. Whether it is a preference for sustainable and ethically produced clothing, a
desire for unique and personalized pieces, or a penchant for the convenience and affordability of

fast fashion, consumer behavior serves as a barometer of industry trends and attitudes.



To delve into the questions and better understand where these fashion designers stand in
the current market, it has been important to ask a set of questions that would have further
highlight their stance on fast fashion, how to shift alongside trends that are cheap and fast to
produce and how to maintain brand identity and ethos. For example, when asked about whether
sales have gone down with the rise of fast fashion and the overall availability of various clothing
pieces, one of the designers, Faina Harutyunyan, answered that it was, in fact, on the contrary
(See Appendices). While stores like Zara provide mass-produced goods targeted toward specific
trends, the current purchasing landscape proves that consumers look for unique pieces that set
them apart more than fitting in with trends. While there is certainly a demographic of Armenian
girls who focus on fit over function and purchase cheaply produced goods to wear for one season
and get rid of them the next, fashion designers now see a rise in the need for individuality and
uniqueness when purchasing clothing items.

Another trend in understanding the relationship between designer and consumer that can
be analyzed from these interviews is the tendency for designers to better sell the items that they
themselves love and believe in, rather than what is trending at the given time. Faina mentions
that her clients "grew up" alongside her because her values align exactly with the values of her
customers (See Appendices). She says that she heavily focuses on elegance and designs her
pieces with elegance in mind. Hence, her customers, in turn, prefer elegant items over flashy
garments. This insightful perspective underscores the intrinsic connection between a designer's
personal ethos and their creative output. While trends may come and go, true passion and
authenticity endure, shaping the essence of a designer's work. The sentiment expressed reflects a

profound commitment to integrity and self-expression, where the garments created are not



merely dictated by market demands, but rather emanate from a deeply rooted sense of identity
and individuality.

In considering the landscape of fashion in Armenia, a nuanced understanding emerges,
shaped by the cultural nuances and preferences of its consumers. While the notion of unisex
clothing finds resonance in some global fashion spheres, the Armenian context presents a distinct
perspective (See Appendices). Here, the emphasis on femininity holds sway, with many women
aspiring to project a carefully cultivated image of grace and elegance. This sentiment, rooted in a
cultural appreciation for femininity and refinement, permeates various aspects of Armenian
society, from everyday attire to formal occasions. While acknowledging the emergence of a
more casually dressed generation, particularly among the youth, the prevailing desire among
many Armenian women to accentuate their femininity remains palpable. Thus, while the concept
of unisex clothing may find traction elsewhere, its resonance within the Armenian market is
tempered by a cultural affinity for traditional notions of beauty and elegance. This divergence
underscores the importance of understanding and respecting cultural nuances in fashion design
and marketing strategies.

When it comes to the discussion of sustainable clothing items, the perspective offered by
the fashion designer highlights a pragmatic approach to sustainable fashion, rooted in longevity
and durability rather than explicit adherence to eco-conscious practices. While the designer
admits to not actively prioritizing sustainability in their work, they acknowledge the importance
of creating garments that withstand the test of time. This emphasis on timeless design and quality
craftsmanship speaks to a broader ethos of sustainability through longevity. By crafting classic
pieces that transcend fleeting trends, the designer inadvertently contributes to a more sustainable

fashion ecosystem, where garments are cherished and worn for years to come. Moreover, the



consideration of fabric choice and construction techniques underscores a commitment to
practicality and functionality, further enhancing the wearability and longevity of the garments. In
this way, the designer's approach embodies a subtle yet impactful form of sustainable fashion,
grounded in the enduring appeal of timeless design and enduring quality.

Upon the discussion of sustainable practices, the response from the fashion designer
sheds light on the complexities and challenges inherent in implementing sustainable fashion
practices within the Armenian context. While some designers may tout environmentally friendly
initiatives as part of their marketing strategy, the reality of sourcing sustainable materials poses
significant hurdles. The limited availability of eco-friendly fabrics within Armenia necessitates
importing materials, often from distant locations such as China, which can entail lengthy wait
times and logistical challenges. Moreover, the perception that foreign-sourced fabrics are
inherently more expensive is debunked, as some designers reveal that they procure materials at
significantly lower costs than those available domestically. This revelation underscores the
discrepancy between perceived value and actual production costs within the fashion industry.
Furthermore, the notion that utilizing local materials should result in lower-priced garments
challenges prevailing market norms, highlighting the need for transparency and education
regarding production processes and pricing structures. In navigating these complexities,
designers must strike a delicate balance between sustainability, accessibility, and economic
viability, while also confronting misconceptions surrounding the true costs of ethical and

environmentally conscious fashion.



Survey Analysis

The survey we conducted for our project gives us a full picture of how fast fashion changes
the preferences and purchasing practices of Armenians in the fashion business. We can learn more
about how the Armenian fashion market works and how fast fashion trends really change the way
people make choices by looking more closely at the answers we have. Fashion types and how
people find them have changed a lot in Armenia, as they have in many other places. Our survey
showed that digital platforms like Instagram and digital fashion magazines have become important
ways for Armenians to find out about new fashion trends.

Our survey also showed that fast fashion trends have a big impact on what Armenians
purchase. The majority of respondents (over 60%) said that fast fashion styles have a big impact
on what they buy. The ways people in Armenia buy things seem to be strongly connected to how
quickly fashion changes. This shows how quickly and often fashion changes in the country.
Moreover, price is the most important factor to Armenian shoppers when they think about why
they buy clothes. Almost all of the people who answered said the price was a big deal for them.
To be successful in a market where people have different amounts of extra budget for shopping, it
is important to be reasonable in pricing clothing. In Armenia, people are very price-conscious, so
fashion brands and shops need to offer competitive prices to get and keep customers.

Armenian customers are becoming more aware of problems like ethics and the
environment, in addition to price. Respondents said they think about how fair and environmentally
friendly the clothing is when they buy it. Consumers are more knowledgeable about the goods they
purchase and want to align with brands that share their values. Sustainable fashion is becoming
more and more popular around the world, and more and more Armenians are picking clothes that

are good for society and the environment. In Armenia, too, the idea of clothes that do not reveal a



person's gender is growing. About 70% of people surveyed there said they were okay with this
trend. According to this, non-binary fashion styles are increasing in popularity, and people are not
dressing and designing clothes based on their gender anymore. But makers still are not making a
lot of unisex clothes to meet customer needs, even though interest in gender-neutral clothing is
growing.

Overall, fast fashion has a big impact on what Armenian shoppers want and how they buy
clothes in the fashion industry. It is clear that the Armenian fashion market is very busy and always
changing because of the fast fashion trend and the wide use of digital platforms. Prices and social
issues are becoming more important to people, so there is a greater need for cheap clothes that are
made in a way that helps people and the earth. Fashion stores and businesses in Armenia need to
know how these changes are happening in order to stay competitive and meet the changing needs
and wants of their customers. Workers in the Armenian fashion industry can use our survey results
to make plans that fit the needs and preferences of Armenian customers and also deal with global

fashion issues and new trends.



Self-Evaluation

The whole process of conducting the project has been challenging for me, yet provided
breadth to improve research skills, look into the design world, as well as upgrade knowledge
about consumer behavior with regard to marketing imperatives in an interconnectedness with
fashion. The project that have been conducted was separated into the following parts, including
Project Planning/Preparation, Data Collection, Data Analysis, Fashion Magazine Design. Each of
the stages of this project had its ups and downs for me; however, at the end of the day I can
reflect upon my growth throughout the semester and see that [ managed to upgrade my skills in
research and design, as well as become a person capable of communicating with professionals of

a field that has been previously unknown to me.

Project Planning/Preparation
Within this stage of the project, it has been of utmost importance to have the map of the
project timeline and understand where we are at with my colleague. Thanks to supportive

partnership with my colleague, we managed to map the timeline and we got the things going.

Data Collection

Nonetheless, within the stage of data collection my colleague and I encountered the
difficulty of contacting designers, getting them to agree to conduct the interviews, as well as
approach people in shopping malls and gain insights from them. Yet, we have found the solution
with each of the target groups. With designers, my colleague and I embarked on emailing the PR
assistants, calling the designers directly, and kindly messaging them the project importance. At

the end of the day, two out of four designers, Faina Harutyunyan and Helen Khanoyan agreed to



be interviewed. For shopping mall surveys, what we did is be at shopping malls on the weekends
to encounter more people and have higher chances of ending up with insights from consumers.
Yet, it has been of more difficulty to conduct the digital survey because people usually skipped
the survey. However, we asked our friends and the interviewed designers to share the survey on
social media platforms and with their friends. As a result, we successfully moved on to the data

analysis stage.

Data Analysis

Here, knowing that preliminary work should be conducted prior to analysis, interview
transcription and survey result sum-up begun. To be honest, I did not expect the workload to be
this large; however, I did my best to transcribe the interviews in Armenian and then translate it
for further analysis. Regarding survey results, even though there is the automation of
downloading survey results, it has been of utmost importance for us to be concrete. So, we
delved into analyzing results per question without going into the automation of analysis that
Google Sheets usually provides.

Further, data analysis section that have been conducted mainly considering the interviews
and the semi-structured survey without putting an emphasis on consumer interviews guided us
on choosing the fashion magazine sections, as well. For instance, the layout of showcasing the
Instagram pages of the designer and the brand director has been guided with the majority of
respondents (over 55%) being interested in learning about fashion trends via Instagram. This
guided us towards understanding the need to clique with the reader and including something that
would have been familiar to our target reader. On top of that, when choosing the content of the

magazine, considering that the majority of respondents (over 60%) have chosen Style as the



main factor influencing their decision to purchase, trends and stylistic pieces of advice
immediately have become a part of the fashion magazine as we concretely knew that the reader

would love to see both the images and the textual analysis of those.

Fashion Magazine Design

The best part about the project has been the fashion magazine design process. To tell that
I have upgraded my design skills is to tell nothing. To be honest, I have never worked with
Canva; however, learned a lot throughout the project. The biggest takeaway is to become capable
of having huge information database that should fit some 15 pages and be capable of structuring
it in a way so that the user gets the meaning of the project and the fashion magazine.

While choosing the structure of the magazine, my colleague and I conducted research on
different fashion magazines and have drawn the most out of British Vogue. The minimalistic
style, the depiction of information alongside the featuring of images; all corresponded to the way
we would loved our magazine to look like. After researching different magazine and stopping on
the British Vogue magazine’s layout, we have drafted an outline of the fashion magazine which
is as follows:

Page 1

Introduction to the Magazine

Page 2-4
Fast Fashion vs. Luxury Brands

Feature Articles

Page 3-5

Female Fashion



Trend Report
Styling Tips

Brand Spotlight: ASOS

Page 4-6
Male Fashion
Trend Report

Brand Spotlight: Balmain

Page 7-8
Unisex Fashion
Feature Article accompanied by Podcast

Designer Interview

Page 9-10
Exclusive Interview: Phubber.am

Fashion Shoot

Page 11-12
Beauty & Accessories

Accessory Edit

Page 13-14

Fashion News & Events

Back Cover

Contact Information



This guided us to making the magazine we have currently. The brand choices that we
later made to include within the magazine ranging from ZARA to H&M to Balmain have been
accompanied by scholarly and editorial research on the fashion industry on an international level.
By accessing media outlets like Draper’s, Harper’s Bazaar, Dazed Digital, Forbes, and more, my
colleague and I managed to collect enough information that guided us towards choosing featured
brands. Accordingly, the brands that we chose and the media outlets that we have been looking at
guided our choices for the trends that we showcased throughout the magazine including the ones
that touch upon Female Fashion up to the ones that touch upon Male Fashion and ranges to
Unisex Fashion with reference to Beauty Accessories.

Yet, when it came to choosing the fonts and the layout for text-picture pairs, it all fell
down on making the text readable alongside pictures appealing. Accordingly, we went for using
headings, subheadings, main texts, and apt picture-text pair layouts to make each page appealing
to the reader. Also, the most important part have been in showcasing the text when it has been
needed more than the picture. Yet, in my opinion, the main emphasis for our fashion magazine

fell on the aesthetic part of showcasing pictures.
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Appendices

Appendix 1 — Faina Harutyunyan Interview

Questions

How do you perceive the influence of
fast fashion on consumer behavior in

Armenia and abroad?

Answers

It seems that when such sites appear and are
available, our sales should drop. But on the
contrary. People started looking for distinctive
clothes. They like the individual. I do not feel any
difference in my sales, even if I do, it may be due
to other circumstances, for example, the state of
the country, only then will our sales fall. But the
more clothes there are, the more they are the same
and the more they are online, the more people try
to dress differently. There is a wave when they
dress in the same way, but then people don't want
to be like that. And now, so much fashion and the
world is so open, it's in one phone screen, and you
see that I can be a different form. That's why I've
noticed that the more different clothes I make, the
better my sales are. When I try to do sales and
rest. although I did such a thing, I had such a
period, I even did such a thing, when there was no
Zara in Armenia, and we look at what is the trend,

and at that time they did such things, at that time



hiywyt u tp phljuynid wpug
npuatiinipyub wqntgnipniip
uwjunnnibiph Juppugsh Ypw

<wjwunmwbiniy:

the sales were good. In other words, you need to
know what is happening in the market and you
can offer yours. In a word, it does not interfere.
Qiuywd pynid w, np tpp hwymint b mbkbg
Juyptip ni dwwnskith w, whmp w np dbp
Jwlwnphtipp piyutit: Luyg hwljunwyp:
Uwpnhl uluby th htunpty wwuppbipnn
hwgniun: Ppuitg nnip w guihu htighyhnniwyg
Unnbtignidp: Gu mwpptipnipmib sbd qgnid hd
Jwlwnpbtinh dtip ophtiw, tiph tnythul qgnid
b, nw Yupnn w (hol) nippp
hwlquuiwbiptiphg tatyny, tplph Jhéwyhg
ophtwy, Wkt wyn dudwbw Jupw dkp dnn
Jwawnpbhtinp puh: Auyg htypwb yum L
hwgniumbtipp, htypwb jum w nybp nu
hbgpwl 2un w obyuylip tuwly, Enpwil Jun
dwnnhly thnpanid G mwpptingnn hwgtt: Uh
wihp w (hinud, tpp tnyt ale Go hwgbynid
hhwpyt, puyg htin wipnkd dwpnhy s6b nignid
1ht dwb: A hhdw Ebpud inpudlinieyniip
nt wphuwphp Ehpwb pug w, dh htinwpunup
Eypwth dtg w, ni nni mbkulinid tu np upnn

b |hoth niphp alc: pu hwdwip bu Gunt) Gy,



np htypwl puuwn tu muwpptipgnn hwgniunm td
wbnid, tnpwl jud w hd yu@wnpbtinp: Gpp np
thnpanid Bl wbit Juwneph hunfwp no
hwbtighum. siuywd wpty Gl mkhg pub, nbtighy
bl mtitig ppowl, wipty G tnythuy ttig pwd,
np tpp sjup Zara-o <uywumwbinid, ne dkbp
tuynud kb, ph hty w mttintbghtpny , n1 tn
duiwtiul wmbiig pumtitip Ehoip wbinid, En
dudwtiwuly yubwnpbtipp juy Eht: Wyuhbtiph nno
whtimpw buybu ynijuynid hy w juunwpynid no
Yupnnuiiuu wpwigwinlty pnip: Uh Jununy, sk

sh pmbiqupnid:

Of course. The cost is related. Among Armenian
designers, maybe people think that it is not like
that, but I definitely say that it is like that, my
values are quite adequate. It is better to call it
that. That's why it's difficult for us to do because
we don't produce thousands, the cost is higher.
But compared to Armenian designers, I work,

In your opinion, does affordability play a maybe it will enter into our strategy, and maybe

crucial role in choices that consumers that's why our brand has been on the market for

make regarding clothing? more than fifteen years and is stable and



increasingly, in my opinion, we are getting better,
we are interested, because we also take values
into account. But there is also something else
here, the same ZARA, because we were talking
about it before, when you enter and there is a
discount and they bring a new assortment at that
moment, but it is not discounted, but it is very
nicely presented, and the discounted ones are on
top of each other. it's full, you kind of buy a new
one. That has something to do with it. It's not
always worth it. In general, products of any price
are sold. For our brand, we have a MADE store,
where Armenian designers are. I know everyone's
sales, | see inside, that's why I can say that the
price is not important, it is important that the
clothes are of high quality and distinctive.
Everything has its demand. But there is a
segment, usually girls, students, they don't want
to buy something expensive, they want it to be
cheap, wear it, wear it, wear it, it's normal, I do it
too, but when the same clothes are discounted, it's

very good. is for sale. The important thing is that



Qtip Jupodhpny, twwnskjhnipinibp
npnphs nhp £ juwnnid uuqunnnbtph
Unnuihg hwugniunh phwnpnipjub

hwpgnid:

the clothes should be interesting, different, and
the price-quality ratio should be reasonable.
bhwpyt: Guy nibh wpdtipp: <uy
nhquyttintitinhg, dhgnigh dwpyljubg pinid w,
np nw nkig sh, puyg bu hwumwn wuniy td
nu wmtiigw, hd wipdtipitipp pwjujuitht
wnbtyuwn Gt Wykh juwy w mbibg Yngktp: Fpw
huwdwp dtiq ndiwn w wbb) pubh np
hwqupbtiny sbbp wpmwnpnud, hiphwpdtipl
wiftith pupap w: Pwyg hwy nhquyitipbiiph
hundtidwmn, tu wppuwnnid b, dhgnigh nu dtip
umpuwntighuyh dte Ynbih, n1 dhgnigh npu
huwdwp w np muwutthhig mwpnig wyty ju dtp
pptitnp 2m quynid n Juynih ni gy wiybh,
hu qupodhpny juyubinid tip, htimwppppuwtinid
tlp, npnyhtiml hwpyh tip wntnid tule
wipdtiplitipp: Puyg untin u dwle niphy pub g,
nyt ZARA-U , pulth np npuitthg thip jununid
dhby wyn, tpp dmbnid Gu n qtiny w ne plipnid
Ll En yyuhhtt Gnp mtuwubh, puyg nu
qtingsywd sh, puyg wn uhpnil diphuyugywd
w, huly qingwdp hpwp gpu ggwd w, dh

wbtuwy qind wntnid tu tnpp: En juw nibh:



What do you think about current trends
of having gender-neutral clothing? Do

3 you observe the phenomenon in Armenia
often and how does it impact fashion

choices?

Uhpw sh wpdtipp: Canhwtipuwbiu Juwnynid
w guiljugwd gith wwpwbp: Ut pphinh
huwdwp, MADE hawbtinie nititiip, npintin huy
nhquyiitiptitpt th: Gu Jutwnpitpp ghntid
pnnph, dtppht mtiutinid Gy, npu hwdwp
Yuupud wutd, np Jupling sh wpdbipp, Juplinp
w, np hwgnruwp hath nputpuy b wwpptipyon:
Wukd htsh Ypw Ju hp wquwhwbgwinyp: Auyg Ju
uth utigititin, unynpupwp wnehyotip,
niuwbinntip, skt nignid wntiti vh pwby pud,
niqnid b Ldwib htth, hwqbth gght hwqbtb
qgtly, (htth thpp, Gnpdwy w, tu B & nu winy,
puyg tn dwdwbwy tnyd hwgniuwnp tpp
qbinsynid w, Jwwn juy Jubwnynid w:
Guplinpp (htth hwmgniump htmwppphp,
wwipptipynn, By ght-npuy

hwpwpbpuygnipyniip ukjudhwm (hth:

Fashion and the Armenian consumer are a little
different. Yes, you're right when you say that it's
fashionable, but mostly girls in Armenia want to
be feminine, they don't want to be out of shape.

I'm not saying all of them. There is a new,



P’y jupdhph tip unisex hwgnium
wujwdh dwuhb: <wlw’hu tp dunnad
wyu tiplunypp <ujwumwinid bk pun
Qtiq hywb™u & wyh wgnnid unyunnnh

ptwnpnipyul Ypu:

separate generation that dresses more casually
and doesn't pay attention to such things. But
mostly our girls, you will also notice at the
university that our girls are beautiful, well-
groomed, dressed, they want to emphasize their
femininity in every way, with make-up, clothes,
bags. Maybe the Armenian man likes it, that's
where it comes from. That's why there are its
lovers in Armenia. But I haven't thought about
creating such clothes, maybe I'm a big woman for
that. I like femininity, being elegant, and I offer it,

and it seems to me that there is a demand for it.

Unpwdlinipgniip nt <wywumwbh uyqunnnp th
phs mwipptip wi: <w, 6hpwn tip wunid np tnpual
w, puyg <uyuumwinid hhdtwlubnid
wnohlitipp niqnid kb (hity Jubiwugh, sk
niqnid (hok] wnwbg $npiw: At wunid
pnpp: Gw tnp Uh hwn wnwbahb ubipnibn, np
wytith thwpuwd w hwgynid n wiytih mtbg
pwitinh Yypw nipwnpnipynih sh puapabnd:
Puyg hhdbwlubnid dbp wnghyatinp, gnip
hwdwjuwnubnid £ fauumbp, np dtip

wnehlfibipp uhpnil, pufwd, hughdwd, hpubg



In your opinion, is there a common
inclination for designers to follow unisex
direction in designs to meet consumer

needs?

Juiwghniyniip wdkh al, Juyupny,
hwgniunny, wuynruwlyny, niqnid b pinqot:
Uhgnight huyy mnudwipnnil w nu nnip qughu,
untinhg w nu qujhu: Fpw hwdwnp
<wywunwbnid Jub npu uhpnnbitipp: Auyg tiu
ophtiy st Ynwidk) tdwl hwigniun
umntindtint dwuhb, tplth UGS Yht Gl npu
hudwp: btid ninp w qujhu Juibwghnienibp,
Eltqutin jhtilp, n1 bu wnwewpynid tid nuw no

hta pYnid w wuwhwbewnpyp npu Yypuyuw:

Yes, there are designers like that, but they don't
keep it because it's fashionable, but they think
like that. Every designer mainly does what he
likes, what he would wear. I hope they don't do it
for sales because it's fairer. I have noticed over
the years that the clothes I make for sale are not
sold. But if I do something that I would love to
wear, | don't wear things that I can, because my
figure doesn't allow it, but I wear the clothes that
are mine, | imagine myself in them. Many people
tell me that your clothes suit you. I don't know if

it applies to all Armenian designers. When other



Qb Yupdhpny, fu® wipnynp
nhquytipttiph pinhwimip
hwijwonigniin” htmlitnt nhquytth
unisex nipnnipjwbp’ ununnnutph
Yunhplbinp punfwpuptine hunfwp
ttipju duiwbwbtipnid: %nip nu

hwyh wnlni™d tp:

Armenian designers wear the clothes themselves,
you say it's theirs, it's very suitable for them.
That's why your client is the one who is like you,
not in appearance, but if I am an example, now
that I say it, it will work out, I say good things,
the same. he thinks in a way. I don't have any
vulgar girls for example. They are suitable even
for me at my age. Despite the fact that we have
been working for fifteen years, those clients grew
up with me, I have clients who were my
graduates, now they still sew at my place for all
the occasions of their children. We think the same

way, we have the same values.

<w YJub mthg nhquytiintitin, puyg ny et
wuwhnd tb, npnghtinle npu tnpuale w wyy
hpwiip mtiig G dnnwdnid: Wdkh nhquyttip
winud w hhdtwwbnid £a, hoy hputt w nnip
quihu, hty htipp Yyptip: Gu hnyu nibd, np
hpwip nu Jubwnph hwdwn sbb wbhnid,
npnyhtinl nu wydtith wpnuip we: Gu Gjunt)
tid, bupwlh muphbiiph pippwgpnid, np Lo
hwgniuwnp, np tiu wbnud &Y Jubwnph hwdwp,

sh Jutwnynid: Puyg tipl tu wmbmid td Gtig



puwili, np Ukd uhpny Yypbd, Yupnnu pubbp
niLibd shd Ypnod, npnyhtinle $hgnipuwiu pny) sh
wnwjhu, puyg tiu winid B £Eb hwgniuwnp, npp
hitt w, htd dhop yumytipugnid tad: haa puwn
tQ wunid, np Qtip hwgnrunbitipp htlg Qtiq w
uwgnid: Qghunbid nu pnjnp hwy
nhquyttintitinh w Ytipupbipdnid: Ujniu huy
nhquyttintiintt £ hwgniuwn tpp Ypned o
hpwip, wunid tu nw hpwbgbw, hpubg yun
hudwyunwupiwb w: pu hudwp
hwéwhunpnn (htinid w bw, ny pn wtiu w, ny ph
wnunwphting, wy) tph tu ophtimayy, hhdw np
wubid unwgyh juy pwditin td wund, nygb.
alt w dnwodonid: bu dnw syub ophtiway Ynijqun
wnehfbtin: by dnn mwuphpuwyhtt tnybhuy hta
Ll hwiwwyuwnwufuwb: Qtuywd np mwubhhbg
wwph np wphuwnnid Gop, ty hwwhinpnitipp
hd htin huJuuwnp dhdwguis, niiitid
hwéwhunpnotip, np hd wjwpunnbtiph Eh,
hhiw hptbg tptijutiph ponp wnhpitpht b pd
Unu Gl jupnud: Ukbp Gnyh ale Gbp dmwdnid,

niLbtbp tnyb wpdbtpltipp:



What is your vision and perspective
when designing clothes with regard to
the consumer persona? Do you consider
gender representation and consumer

preferences based on gender?

blswhuph’ £ Qtip wbupuljudh no
htinwiupp uyunnnujut whaht
Ytpwptipnn hwgniunh abwyynpiwb
hwintiy: 4nip hwpyh wntnid tip
uwwnnnitiph twhiwmuhpngmibbbtpp’

tjokny utinhg: Has its response in the previous part.

Unfortunately, I don't pay much attention to it, I
don't want to lie, but I suggest to offer such
clothes so that one day it doesn't happen. And the

model, and the fabric, and it should be sewn in

Are you conscious of environmental such a way that they can be worn several times. If
sustainability? Do you follow you look at me, there are classic clothes, they
sustainability norms while creating were worn a few years ago, they will look good
collections? now and then.

<wjuwpwdniitin untindtihu htlini™d  Sunp, npw Ypw Qwn npwnpnipynih shd
tip sustainable Juynitnipyjub nupabnuy, skl nignid unby, puyg tiu

(phwyuwhwywbwub) tinpdtpht: wnwewplnuy td ditg hwgnium wnwewnyt,



np vh opdu ghtth: By dnntyp, b Yunpp, b
Yunquwsd hith bbby, np upnnubub dh pubh
wbhquu Yptt: bu dnw, np buytip, fu Yuuhu
hwgniumiitiph dtg, Wh pwitth mwph wnwy

hwqbtit, hhdw b, htinn by, owyygh:

Do you communicate the significance of
sustainability through brand-consumer
communication on social media

platforms? No.

“nip hunnpnni™d tip sustainable
Juyniinipyub Juplinpnipjubp
unghuwqujub kinhw hwppuybtipnid
wypubipwbihy-uywnnn

hwnnpnulgniejub thengny: Ny:

It's just development. It should be like that. Such

things may appear that we do not imagine, and we
Do you find bringing fashion from paper- do not even think that it could be like that, but
related magazines to digital platforms, that is what development is for. It's a different
magazines, and e-commerce platforms a way, it's new, you don't know what awaits you.
positive development for the industry?  As a consumer, I think it is very good. Because I

Why? can buy my favorite product anywhere in the



(enpuhll wiuwgntiphg
tnpualinipyniip pYuyhtt hwippwyitp,
wduwgptip b bEumpnbught winlimph
hwppwlhbp pbipkp gpulub
qupqugny tip hwdwpnid ninpuh

hwdwip: hoyn™:

world. Now I work in every way to sell my
clothes abroad, and now I have customers from
Germany, for example. They wrote a lot to
America, but not from the Armenian-populated
California. In other words, today there is a chance
that you will be recognized all over the world. We
can do something else, we use it or not, we are
qualitatively and financially ready for it or not,

but it is a chance for you to show yourself.

Lanudtiin qupgugnid wi: Fw intilg wtinpw
1hth: Gupnn w Gtibg pud hwywth, np sttp
wuwnytipuglned, skbp b hhdw dnwdnid, np
Juipw ikl |hith, puyg quipqugnidp npw
huwdwp w: Miphp ale w, Gnp w, sghntiu hiy w
ptiq uywunid: Gu npyjtiv uyunnn Ynwodnid
b, np e un ju w: Lwibth np upud hd
uhpwd wypuipp wnbtd whwphnid
gulijugwd Jnhg: <pdw tu wdtb alo
wfuwnnid B Gpu Yypw, np hd hwgniump
Jwawnyh npunid wm, b hhdw Gu nLabd
hwlwhunpnitp S-tpdwbhuyhg, ophtiwly: Gwn
qntightt dtiphljw, puyg ny huywptiuly

Yuyhdnnpithuyhg: Wyuhbtph wyuon Ju



Where do you see fast fashion in
Armenia from the perspective of

sustainability and inclusivity?

htwpuwynpnipynil, np pliq Gwbwskd wdpnne
wiphuwphny: liphy puih upnn Gp nw dhbp
wiitiip, oquynid G, et ok, npujuytiu nu
$htwmbuwytiu yunpuuwm thp npuib ph ok,

puyg nuw 2wbu w, np gnyg muu phq:

It's okay, it will change after some time. The
designer will offer something else. Now the
Armenian consumer thinks the least about it,
because he has so many worries and problems.
Usually it is in developed, financially and
spiritually, non-war countries that they start to
pay attention. We, let's speak the truth, at the
moment we are thinking that it should be
affordable, that the child should be full, they are
thinking about tomorrow, and that system is in
good countries all over the world. When
everything is good and stable with us and we
offer something interesting, and then the client
will demand it, but at the moment it is not there
and it is not only in Armenia, it is not there in

many countries.



Nput'n tp mbublinid wipwg
tnpuatitnipyniin <uyuumwinid
sustainable JuynLnipjub W unisex

ninjuonipjul mkuwblyyniiihg:

In your opinion, does the fast fashion
10 industry influences sustainability
practices in the supply chain, from raw

material sourcing to production and

<w hih ok, h-np dwdwwy htinn Yhnhaodh:
“hquybitint by niphp pub juewpwpyh: <pdw
huy uywpnnp wdthwphsbw tnwonid npu
dwuhb, npnyhtimle Eipwl puin hnqutip no
hatinhpttip nitth: Unynpupwp juyugwd,
dhtwmbiuwuyytu n1 hngbiytiu, ny
wuwmbpuquuyhtt tpyphtipnid w, np ujunid &
nipunpnipynLh nupabty: Utbp, thtkp 6hpmp
hanutitip, bu wyuwhhtt dnwdniy tiip dwwmstijh
(hbh, Eptiubit Ynizw (hoh, Junyu opdu dwuhb
Gl dnwdnd, ni wdpnng whuwphnid £y
uhumtidwb (uy tpypbbtipnud w: W) tipp dtq inn
witih hy (hah puy, Yuynih ne dkbp g
htimwpphp puwl wnwewpyktp, n1 kn

dudw bl hwawhimpnt w wwhwbebnt nu,
pwyg bu yyuhht nu nhin sju ni tktg sh vty

Lwywunwbiniy, Jum yun tipypatpnid s

Is there a designer who has told you something
like that, that he brings the pieces based on
environmental protection? It is a marketing move.
First of all, there is no fabric in Armenia, and if

you order from China, it takes a long time to



distribution, in both the US and

Armenia?

Qtin Jupodhpny, wpuq tnpualinipyui
wipynibwpbpnipniip wgnnd £
sustainable YuynLinipjub
wypwiuhfuyh Yypu dwnwupupdwb
npuynid” juinpitph
dwnujupupnidhg dhislo

wpmunpnipynih b distribution:

arrive. It is very easy from Dubai. Should I order
from China and lie that I'm ready to wait for it to
arrive in a year, because I'm depositing money,
should I wait that long? I buy it many times in
Armenia. [ will tell you a very important secret.
Those people who say that I bring cloth from
abroad, it does not mean that their cloth is
expensive, they buy it three times cheaper. The
name is from abroad, now what they sell in cloth
shops, it also came from abroad, but three times
more expensive. Those people who say that I
don't use shops in Yerevan, that's why mine is
800 thousand, you say, well, that's why yours

should be 100 thousand.

Yuw nhquyitip, np Qtiq wmtiig pul w wuty, np
pipnnid w Yunpabipp phuwuwhuywbinipyniiihg
tOtn™y: Gw Jwppliphtiquyhtl puyp w: Lwpu
<wyuunmwbnid sju Yunp, ni tpb nnu
wuwnyhpnid tiu Qhiwuwnwibihg, tw quijhum
2w tpljun: “Fnipuyhg 2w htipw we:
Qhlwuwmwthg wunyghptid , ni unmtid, np
wuwumpuuwn B uyuut) np qu Uh mmwuph htinn,

pwilih np tu ninid By gnidwp, vyyuutid
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What do you think, are Armenian
consumers aware of sustainable fashion
practices?

P’y p Jupdnid, hwy uyunnnibpp
wbtinyw’ tb sustainable Juynil
tnpuatiinipyud ypuumhuyh dwuhb:
Gy wpryn’p nu wgnnud £ hpkig

phunpnipywb Ypu:

wynpw’: Gu wninud Gl wn whqud
Lwywunwbiniyd: Gu Qtiq wubkid Juwn Juplinp
qunubhp: Wb dwpnhy, np wunid &b Gu npuhg
td plipnid Yunp, nu sh Gpwtwyniy, np hptig
Yunpp pwdly w, dpubp tptip wbqud wybjh
Edwb &b wnbnid: Wanibp npuhg w, hhdw Lo
hiy dwunid G Yunp ppwbingphtipnid, nu b w
Lyt npuhg, puyg tptip whqud pwbly: i
dwpnhy, np wunid b Gu Gplowbh
huwtinipltinhg skl ogunyniy, wy npuw hwdwp w
hip nip hwpynip hwqup, wund b, nbwy o

huwdwp pniip whmpw (hitip hwpynip hwqup:

Has its response in the previous part.
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You create usually women collections,
what is the reason that you are not
thinking about creating male collections,

as well?

“nip hdbwuibnid Jubiwbg
hwjwpwonLutip tip uintindniy, h"osh w
wuwntwnp, np shp dnwdnid
unuiwpnjubg hujupwdniitip

umtindtint dwuhii:

I think, I want to, but I'm not ready for it yet.
Men's clothes are more complicated. My team,
technologies are for women. When I find the
people who will be able to sew the collection of
the man [ want, I will do it. I am not ready.
neither me nor my team. What I want, I don't
know, if I imagine my clothes for me, about me,
maybe I should find that image. it could be my
friends, it could be my husband, the most difficult
customer is himself, maybe just for him, if it

works out and he likes it, I will sew it.

Uwnwdnud by, niqnid bd, puyg nhin yyumnpuumnm
stid nuuti: En wiybjh pupn w mnudwinnny
hwgniump: by phup, mbtjubnnghwitpp
Jubtwbg hwdwp w: W) tpp Gu gumbbd wyh
dwpnluibg, nyptip Jyupnnuiiud hd niqud
unuiwpnne hujupwodnth funh, Jubtd: Gu
wuwmpuuw std. ng Gu ny hd phup: by niquon,
sghntid, el tiu hd hwgniump htag &Y
wuwntipuginid, hd dwuhbw , Gplth whnpw
qubtid L Ypyunp. upwb hoth pdytipbtpo,

Jupuw jhtth winiupbu, wdtwpupn



hwéwhunpnp htiig htiptw, Yhgnigh htitig hpu

hudwp, et unwgyh n hwubh, bu Yupkd:



Appendix 2 — Helen Khanoyan Interview

Questions

How do you perceive the influence of fast
fashion on consumer behavior in Armenia and

abroad?

hiyyt"u tp phunid wpug
npuatiinipyub wqnbgnipnLinp
uwunnnibtiph Juppwigdh Ypw

<wywunmwbnid:

Answers

Compared to the consumer behavior abroad,
Armenia is definitely far behind in having a
conscious mindset especially when it comes
to fashion. The easy access to affordable
clothing in abundance definitely influenced
Armenian and the world as well not to
prioritize the sustainable matters we face
now. Though, even the fast fashion brands
now execute sustainable practices and even
if they are for marketing purposes only, the
concept of sustainability is raised.
Wputippnid vyunnnujul yuppugdh
hudtidwmn’ <wywumwbp dhwbyuiy
2w ghenid E ghnwlgyud
dnwodkjultipy niitiiugne hwpgnid,
hwnuytiu pp punupp ypwptipnid &
tnpuatinipjubp: Uwwnstih hmgniunmhp
wnuunnipyudp htipm hwmuwbbjhnipynibp,
dhwbpwbwy, wgntig <uwywumwbh W
wihuwphh pu, npuytugh

wnwetwhbinenipynih skt wyb fuynih



In your opinion, does affordability play a
crucial role in choices that consumers make

regarding clothing?

Qtip YJupdhpny, dwwshihnieinilip npnghy
ntn £ pwnnid uvuyunnnitiph Ynndhg

hwgniunh pnpniyub hwpgnid:

What do you think about current trends of
having gender-neutral clothing? Do you
observe the phenomenon in Armenia often

and how does it impact fashion choices?

utiphpitiph ypw, npnig dhbp wdd
pwhuynid Gbp: Quywd, tnybhul wpwg
tnpualinipyud wypuwbpwbhytinb wydd
hpuutwginid &b Juynid ypuljumhliu, b
tnythul tpl npwbp dhuyh
dwpptiphiiquyhtt iwquwnwlitipny o,
pupdpwigynid £ uyniinipywb
huwytigujupgn:

Of course, I believe its one of the main
reasons. [ would also mention the abundance

of choices we get with fast fashion.

bhwnyt, Jupdnid td, np npnu hhdbww
wwwntwnbtinhg utyh £ Gbpth Gwl
nbwnnpnipyub wpwnnipnLip, npp dkbp
unwbinid tup wpug inpuabnipyud htim
Juyud:

I will probably answer this question in the
same way as the fourth question, that with
the change of social norms and general
cultural norms, fashion always changes and
it is a strong social industry that always

adapts to social norms, and I think that's



really okay and that's how it should be,
because social norms can't change and
fashion doesn't change. In fact, I have not
studied gender-neutral clothing in Armenia
and it seems to me that some brands are fully
open, maybe they implement it, but they are

not here.

Fu hwupght tiu bplch juyuumwuhambitd
tnyl ali, ntig snppnpn hwipght, np social
tnpdtiph n1 pinhwbnip cultural tnpdtiph
thnthnfunipjub htim, fashion-p dhym w
thnpuynid ni htipp £& n1dtin social industry-
tw, npp np Whpun w wpuwymugynid social
norm-tiphfi, n1 htid pynid w that's really
okay n1 ntiig £ wtinpw htih, npnyhtimlc
sh Yupu social norm-tipp thnpuyh nu
fashion-p sthnhuyh: bpulubinid gender-
neutral clothing st niunidiwuhnty

bl Jupdhph tp unisex hwgniun wugwdh  <wjwunwbnid ni hod pynid w npn)

dwuhli: <wbw’hu tip djumnid wyu tplenypep pptitinhtp, npnip fully pug G dthgnigh

<wywuwmwbnid b pun Qtg hiwwtu L uyh hpwbp implement wtnid G, puyg unbin

wqnnid uyuinnnh pbwpnipyub Yypu: sl



In your opinion, is there a common inclination
for designers to follow unisex direction in

designs to meet consumer needs?

Qtip Yupdhpny, fu” wipnynp nhquyakiptiph
pnhwbtinip hwjjwonipniap” himbitny
nhquytih unisex ninnnipjwip’ uuunnnbtph
Juphpbbtpp pudupuptne hwudwp Ghplju
duniwbwotipnid: nip nu hwpyh wntn™d
tip:

What is your vision and perspective when
designing fashion marketing strategies, and
fashion collections with regard to the
consumer persona? Do you consider gender
representation and consumer preferences
based on gender? (Here I thought of the way
you choose fabrics, conduct Phubber
Armenia's marketing and management, that's

why asked it).

Definitely! And I do not think it is only for
consumer needs. The world is evolving like
crazy, social norms are changing too, and
fashion is one of the most influenced
industries when it comes to adjusting new
norms, trends and beliefs.

Uhwbpubwy: By bu shd jupdnid, np nu
dhuy b uyqunnnbtiph Juphpbtiph hwdwp k:
Wohuwuphp uipuquph whu qupquitiniy
unghwqujub bnpitipp tnybwtiu thnpaynid
tl, L Gnpuwalinipyniip wikwwgntighly
nnpunlitiphg dkyh t, Gpp funupp
Ytipwptpnud £ tnp tnpdtiph, thonodtiph

U hwdnquniiptiiph Gpqpuniwbin:

It is definitely very important to consider the
consumer persona when implementing a
marketing strategy, because it will not work
in any other way, everything must be taken
into account. Gender, culture, social norms,

location, in a word, everything.

I can give an example of Phubber Armenia

and Phubber Georgia, for example, they



N"pt t atip mbiypujutipn L hinwbupp, tpp
twhiwgonid tip tnpudlinipjub
njuyujupiub nuquujupnipynibobtp
tnpualinipyut hujwpwdniitipn® juwud
uywnnnh widh htim: %nip hwpyh wntn"td
tip gliintipuyhtt bipuyugyuonipyniin b
uwwnnnitinh twhimuhpnipmibbbtpp’
tiitiiny utinhg: (Wuwtin u dnwdtgh, ph
hsytiu tu pimpnid gnpdYwdptitipp,
Juwpnid Phubber Armenia-h Ywpptiphign W

dtiiiputilien, npnu huwdwin b hwipgptigh):

have LGBTQ content and support, but we
cannot afford it at the moment. Yes, we have
those values in the team, but they are
definitely not taken from society. Because
Phubber is not a niche, it is a marketplace
that targets a large number of people. So
basically consider every single thing
regarding marketing strategies and
everything and it really differs from Georgia
and Armenia and we had Ukrainian branch
too and they were also into LGBTQ but not
us.

Uhwbywiuy yumn ywum Juplnp w
consumer persona-ii hwipyh wintity, tipp
marketing strategy tiu implement wlinp,
npnyhbtnl htipp niph Gl gh wizhuwnh,
whmpw wikl hity hwpyh wintgh: (6
utinp, [eti culture-p, Pt social norm-tipp, L

location-p, th punupny wdtit hiy:

Ophtiy Jupwd ptiptid Phubber Armenia
n1 Phubber Georgia, onhtiwi] hpubg inn

Ju LGBTQ Yntmtitm, wowlignipynih,



Are you conscious of environmental
sustainability? Do you follow sustainability

norms while creating collections?

puyg dtilp shilip Yupw dkq dtp dnwn Ghplju
wuwhhi nu pny] mubp: <w, dtbp phdnid
niLitilip Enp wpdtiptitipn phinuy, puyg
society-hg ytipgyud dhwbpwbwly st
Apnyhtimle Phubber-p htipp niche sh, hipp
marketplace w, npp target w wtnid punn
utid pwbwuljh dwpnjubtig: So basically
consider every single thing regarding
marketing strategies and everything and it
really differs from Georgia and Armenia and
we had Ukrainian branch too and they were

also into LGBTQ but not us.

Definitely! First of all, conscious mindset is
a key for a successful business development
even in countries where sustainable practices
aren’t much acknowledged and not properly
even recognized. | am not a designer, but |
know several designers in Armenia who are
totally aware of sustainable practices and

implement them in their brand development.

In my case, as a head of Phubber Armenia,

which is the Armenian branch of the



<wwpwdniiitin untindtihu httmlunt™d tip
sustainable uyniinipjub

(phuwyuwhwywiu) tinpdtpht:

renowned Georgian fashion resale
marketplace, I would proudly say that at
Phubber we not only follow the sustainable
norms but also spread a word on
sustainability and develop a sustainable
mindset in Armenia.

Uhwipwbwl: G, ghunulgyud
dnwokuipwp hwenn phqbitiuh
qupquguiwl pwbluht E tnybhul wyt
tipypatipnid, nputin Juynit ypuljumhlub
wybpwb £ Gwbwyyud sk W tnyybhuly
wunpuwi@ Yhpyny sh wbwsynid: Gu
nhquyltin ok, puyg ghutad h pubth
nhquybitiptitiph <wywuwwbnid, nyptip
1hnyhtt mtinyuy &b Juynih wpwlwhfuyhg
L hpwwbwgbnid G npubp hpkitg

wynuwbpwbihyh qupqugiwb gnponiy:

b ntiypnid, nputiu Phubber Armenia-h
ntyujup, npp hwtnhuwoned £
Ypugwljub hwymih tnpuatinipyub
Ytipujuwtwnph oniljuyh huyujub

dwubwdninp, tu huypupumni pyudp Juubd,



Do you communicate the significance of
sustainability through brand-consumer
communication on social media platforms?
(Here you can also include your experience
and knowledge of the field from Phubber

Armenia's experience, if you like).

Do you find bringing fashion from paper-
related magazines to digital platforms,
magazines, and e-commerce platforms a

positive development for the industry? Why?

np Phubber-nid dtiip ny dhuytt httnlunid
tp Juynih tnpdtpht, wyle junup Lhp
nwpuwonid Juyniinipyub dwuht
qupquginid Juynil dmwskultinw:
<wjwunmwbiniy:

Thankfully, Phubber, as a fashion resale
marketplace, is a major sustainable practice
that is implemented and talked about. I am
very happy to say, Phubber is a driving force
for people in Armenia to learn about

sustainability as a whole.

1 will be a little biased here, because I love
collecting fashion magazines as my hobby,
but I think that it is definitely not a positive
development, but a completely new stage of
information transfer. And I don't know what
they say about fashion, but you make it
mass, that is, more accessible to everyone,
because it is full of people, especially if we
take into account sustainability practices and
the concept with it, digitalization is

definitely a cool thing for magazines and



(dnpwhl wmiuwgptiphg tnpuwdalinieyniip

PYuwht hwppwlitp, wduwgptp

access point of view. For example, there are
a lot of people in Armenia, let's say we don't
have such places, [ always say with great
pain that we don't have Vogue access in
Armenia, we have some Vogue Russia or
something like that, but there is no such
thing, so we we don't have that. And just
because there is digital access, it makes life
better, and definitely, it's not just a

development, it's something more.

Uwtin tiu Yihttid h phy biased, npnyhtinle
tiu pun td uppnid ni hd hnpphtiw fashion
magazine-ttip hujuptip, puyg tu
Juponid td, np htipp dhwiipumbwy ny ph
positive development w, wy) |phy tnp thny
w hipnpiwghuwyh thnpuwbgdwb: N
fashion-h nlig tb wunid yghmbd puyg np
hpwt nupabnid Gu mass, wyuhbiph
pnnpht wytih hwuwbbh, npnyhtnle jhpp

dwnn dwhwywbn hwpgh wnbtip

Eityupniuyhtt winlinph hwppwljatp piptp Gbpluyhg sustainability practice-utp ni

npuljub qupqugnd p hwdwpnid ninpunp Yniigtivyup hpuwtng, thwbywbwy

hwdwip: hoyn™:

digitalization-n magazine-tutiph pnyb pui



Where do you see fast fashion in Armenia
from the perspective of sustainability and

inclusivity?

w pun b acceess-h mbiuwytiinhg: Ophtiuy
thpp dwpn ju <wywunwibinid,
Lbpuwnnkip dtbp ynittip wmtihg mtintip,
tiu thpw tn pun guny tid wunid, np
dtilip <uyuumwitnid ynibtiip Vogue
access, nLhkilip ht-np Vogue Russia fud
wbilig hty-np pwb, puyg nb ny £b Yu ny i,
so Uklip snilitilip En: N qniwn Gputing, np
digitqal access lju, it makes life better, n.
dhwipwbwl, it's not just a development, it's
someting more.

In fact, if we talk about fast fashion, Zara,
and everything, in Armenia, like those
stores, it seems to me that they will remain,
and since Armenia is still not developed
enough, and does not have the knowledge
about sustainability, to decide that fast does
not use fashion, or replaces it with vintage

selections, for example.

I would like to add that there are many
vintage brands, there are resale brands, so it

might be like a trend, but choosing



Nput’n tp mbubnid wpug
tnpuatitnipyniip <uyuumwinid
sustainable uynitnipjub L unisex

niyjuontpjul mtuwmbiynibhg:

sustainability is a vintage piece. It seems to
me that people will continue to choose and it
will take a very, very long time for Armenia
to realize what sustainability is, especially in
the field of fashion, because fashion is not
that developed, let alone sustainability in
fashion. And the same thing about
inclusivity, like it's going there but it's not
there and I'm not sure whether it's gonna be

there soon.

Ppuubnd tpt fununid Gbp fast fashion,
Zara, and everything, <uyuumwbniy, nig
nn kn juwbinipltiph dwuhi, hta pynid w
hpwbp Wtwynt G, ni pwbdh np ninliu
<wywunwbip Ehpwl qupgqugud sh, ni ko
ghwubijhpp snLiih sustainability-h Gwuhl, np
npnph, np fast fashion sh oquugnponid,
Jud ophtiayy thnpuwiphtinid w vintage

selection-Obtipny:

Unigbd wybpugitd, np Jub punn vintage
brand-utip, resale ppktimbtin Jud, so it

might be like a trend, puyg dtijw



10 In your opinion, does the fast fashion industry

influences sustainability practices in the
supply chain, from raw material sourcing to
production and distribution, in both the US
and Armenia?

Qtip Jupdhpny, wpug dnpualnipyub
wprynLbwpbipnipiniip wgqnn™d £

sustainable Juyniunipyub wpuymhluyh

sustainability a vintage piece-tip pptyp:
ba pynid w, nlinliu dwpnhly
>upniiytint Gl pnpl) ni Jwn yuwmn
tpup dudwiuy w mbtne <uyuwunmwuith
hwdwp ghnwygty ph hiy w sustainability-
0 n1 dwbwyuwbiy fashion-h ninpunid,
npnyhtimle tiiig sh fashion-p qupquguid
w, nip dlwg sustainability in fashion. 11
tnytp inclusivity-h dwmuhtiw funup, like it's
going there but it's not there and I'm not sure

whether it's gonna be there soon.

Undoubtedly, fast fashion, in fact, fashion is
one of the second or third largest polluting
industries and it cannot directly influence the
supply chains, which is what we are talking
about, definitely. Recently, the presence of
wildberries also means that people buy
clothes at very cheap prices, and I'm not sure
that all this doesn't influence, it definitely

does.
Uhwbipubiwuy, fast fashion-p, hpwjubinid

fashion-p tpypnpry Jud tppnpn

wikbuwdtd polluting industry-ttiphgw nu
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Ypw twmnwjupupdwb pnpuynid”
Yunpbtiph dwnwljupuipnidhg dhoyle

wnunwnpnipinil W distribution:

What do you think, are Armenian consumers

aware of sustainable fashion practices?

P’y p Juponid, hwy uyunnnibpp
wbtinyw’ kb sustainable Juynil
tnpuatitnipyul ypuunhuyh dwuht: 6y
wipryn’p nu wgnnud £ hpkdg phnpnipyub

Ypu:

htipp nupnuijhnptb sh Juipuw influence
swlih supply chain-tipht, htwh dwuhiw
hunupp, thwpwbwy: Fu ytpgtipu ty
wildberries-h wnluynipynibp twly, np
dwpnhy nipuih pun tdwb qtipny
wninid &b hwgniuw, ni Junwh sk, np kn
wikb hboyp influence sh wbnid,

dhwbywbwl winid w:

1 do not think Armenians are aware of
sustainability as a whole but there are
several sustainability - driven fashion brands
slowly spreading the word with their work.
At some point, I believe, we won’t have
another choice but to learn and implement

sustainable practices.

Qtid Juipdnud, np huytipp ghnwygnid G
Yuyniinipyniip npujtiu wdpnnenini,
puyg Yud Guyn b pyub Ypw hhdinfwd dh
pwtth inpwdlinipyub ppkiinbbp, npnip
hptiig wpuwmubipny Judwg-Yudwg
wmwpwonid Gl nupp: boy-np wjwhh,

Juiponud b, dtlp wy) plinpniynih sktip



nLitiiw, pul unynpty b jhpunt) juynib

wpwuwhlju:



What’s
the
shopping
frequency
you
maintain?
List three
factors
that
influence
your
decision-
making
process
when
shopping

the most.

Do you

find

Appendix 3 — Consumer Survey Results

1 2 3 4 5 6 7 8 9 10

Price Price Price Price Price Price Price Price Price Price
Style Desig Designer Style Style Style Designer Designer Desig Designer
Desig ner  Sustaina Desig Desig Desig Sustaina Sustaina ner  Sustaina

ner  Brand bility ner ner ner bility bility Brand bility

sustainabi No No Yes No No No Yes Yes Yes Yes



lity
important
while
shopping
? Are you
looking
for
sustainabl
¢ options
or it
doesn’t
touch
upon

you?

Have you

notices

gender-

neutral

clothing

trendin  Of

Armenia? cours Not

As e Yes Yes

really Yes

No

Yes

Not

Really

Yes

No



gender-
neutral
clothing
is there,
how do
you relate
to it and
do you
feel like
being
influence
d by it?

Why?

What do

you think,

do

Armenian

fashion

brands  Didn't

put pay I

enough  attenti think Why Not

effortin  on yes  not? No really No

Yes

Yes

No
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ng
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and
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marketing
strategies
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s that you e

might price

face in Size

when Sorry Arme inavailab Not

shopping no nia ility Price really No  Price?  Sizing  Price Price
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and make
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Appendix 4 — Survey Results

Select your age

100 responses
® 18-24
® 2534
O 35-44
Select your gender
100 responses
@ Male

@ Female

IO copy

|D Copy



How do you learn about fashion trends? IO copy

100 responses

@ Instagram

@ Paper Fashion Magazines

@ Digital Fashion Magazines

@ Instagram, influencers, Pinterest, digital

social media g ly
@ Pinterest
Do you find digitalization of fashion magazines convenient and necessary? I_D Copy
100 responses
Yes 76 (76%)

27 (27%)



Do you think fast fashion trends influence your buying behavior? I_D Copy

100 responses

30
28 (28%) 20 (29%)
25 (25%)
20
10 12 (12%)
0
What factors influence your decision to purchase clothing? (Choose at least 3) I_D Copy

87 responses

Price 25 (28.7%)

Brand Reputation 26 (29.9%)

Style 55 (63.2%)

Sustainability -28 (32.2%)

Trendiness —14 (16.1%)

Tgh |1 (111%)

1(1.1%)



Is wearing gender-neutral clothing a trend that you may observe in Armenia? Ll__] Copy

100 responses

50 (50%)

50 (50%)

0

10 20 30 40 50

Do you believe there is a common inclination for designers to follow a unisex direction LD Copy
in designs to meet consumer needs?

100 responses

-71(71%)

No 30 (30%)

(=]
n
=]
S
=]
@
o
@
o



Please, pick an Armenian designer name that you believe follows a unisex direction in IO copy
designs.

100 responses

@ Faina Harutyunyan
@ Aram Nikolyan

@ Vahan Khachatryan
@ Manuk Aleksanyan
@ Not aware

® ldk

@ | dont know any

@ Azat Mard

How often do you buy clothes from Armenian designers? O copy

100 responses

30

26 (26%)

20 21 (21%) el )

16 (16%) 15 (15%)



Would you like to learn more about the work of Armenian fashion designers? IO copy

100 responses

40

30 32 (32%)

20
0/,
20 (20%) 13 (18%)

15 (15%)
10
0
1 2 3 4 5
Do you buy gender-neutral clothing? |_|:| Copy

100 responses

Yes 19 (19%)
No 64 (64%)
Maybe 19 (19%)



What do you consider being gender-neutral clothing? LD Copy

100 responses

@ Clothing that is not traditionally
associated with a specific gender, such
as t-shirts, jeans, and hoodies.

@ Garments designed to fit a wide range of
body types and sizes, regardless of g...

0 Styles and designs that prioritize comfort
and functionality over stereotypical ge...

@ | don't consider

@ | don't consider

@ | don't buy

Would you be more likely to support a fashion brand if it actively promotes diversity |_D Copy
and inclusivity in its marketing campaigns?

100 responses

Yes 69 (69%)

31 (31%)



Are you familiar with sustainable fashion practices, such as eco-friendly materials or I_D Copy
ethical production processes?

100 responses

67 (67%)
34 (34%)
0 20 40 60 80
Are you willing to pay more for the sake of purchasing more sustainable options of LD Copy
clothing?
100 responses
Yes 61 (61%)
No 39 (39%)
0 20 40 60 80



Does sustainability matter to you to the context that you may give up your favorite I_D Copy
brand if it goes unsustainable?

100 responses

58 (58%)

Yes
Count: 58

43 (43%)
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