
Ghurab,  Samar  and  Ng,  Raye  ORCID:  https://orcid.org/0000-0002-2942-0434
(2025)  Exploring  the  influence  of  user-generated  content  on  sustainable
consumption in the fashion industry. Interdisciplinary Journal of Economics and
Business Law, 14 . pp. 53-73. 

Downloaded from: https://insight.cumbria.ac.uk/id/eprint/9027/

University of Cumbria will soon be migrating from Insight (the current
EPrints repository) to Pure research information system. Existing research
outputs currently in Insight will be migrated to Pure. For now, no action is
required from researchers. Training and support will be available to help in

the transition to the new platform.

Usage of  any items from the University  of  Cumbria’s institutional repository ‘Insight’ must  conform to the
following fair usage guidelines.

Any item and its associated metadata held in the University of Cumbria’s institutional repository Insight (unless
stated otherwise on the metadata record) may be copied, displayed or performed, and stored in line with the JISC
fair dealing guidelines (available here) for educational and not-for-profit activities

provided that

• the authors, title and full bibliographic details of the item are cited clearly when any part
of the work is referred to verbally or in the written form 

• a hyperlink/URL to the original Insight record of that item is included in any citations of the work

• the content is not changed in any way

• all files required for usage of the item are kept together with the main item file.

You may not

• sell any part of an item

• refer to any part of an item without citation

• amend any item or contextualise it in a way that will impugn the creator’s reputation

• remove or alter the copyright statement on an item.

The full policy can be found here. 
Alternatively contact the University of Cumbria Repository Editor by emailing insight@cumbria.ac.uk.

http://www.ukoln.ac.uk/services/elib/papers/pa/fair/
mailto:insight@cumbria.ac.uk
http://insight.cumbria.ac.uk/legal.html#section5


53 

  

Interdisciplinary Journal of Economics and Business Law, 2025, Vol 14,                                              
Special Issue, pp.53-73 

© 2025 CJEAS Ltd 

 
Exploring the Influence of User-Generated Content on Sustainable 
Consumption in the Fashion Industry 
 
Samar Ghurab1 and Raye Ng2 
 
Abstract 
Previous studies have extensively explored the impact of user-generated 
content (UGC) on consumer behaviours. However, despite the growing 
body of research in this area, there remains a notable gap in understanding 
how UGC influences sustainable consumption within the fashion 
industry. This study seeks to address this gap by examining the role of 
UGC in promoting sustainable consumption practices. Drawing on 
participants' lived experiences and grounded in social influence theory, 
30 semi-structured interviews were conducted to explore this 
phenomenon. Through thematic analysis, the findings reveal that UGC 
significantly shapes purchase intentions by providing authentic, relatable 
content that fosters brand trust. Nevertheless, the study also highlights 
several critical areas for future research, particularly in examining the 
long-term effects of UGC on sustainable consumption behaviours. 
 

 
 

 
The advent of Web 2.0 and the proliferation of social media platforms 
have ushered in a paradigm shift in content creation and dissemination. 
This transformation has empowered users to produce and distribute user-
generated content (UGC) on digital platforms, thus democratizing access 
to information and knowledge (Kaplan & Haenlein, 2010). The 
accessibility of UGC has expanded to encompass a diverse range of 
stakeholders, including individual users and commercial entities such as 
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retailers and manufacturers (Ozuem et al., 2023a). This shift has 
fundamentally altered how information is shared and consumed; it offers 
individuals unprecedented opportunities to express their thoughts, 
exchange personal narratives, and actively participate in virtual 
communities (Berthon et al., 2012). 

The volume and variety of UGC is vast; it encompasses personal 
blogs, social media posts, product reviews, and multimedia content 
(Daugherty , 2008). Brands, in particular, have recognized the 
significance of UGC as a powerful tool for engaging consumers and 
shaping brand image (Smith, 2020). By leveraging UGC, retailers and 
manufacturers can gain access to authentic, firsthand experiences shared 
by their customers, which provide valuable insights into consumer 
behaviours and preferences (Kim & Johnson, 2016). UGC also serves as 
a form of social proof that influences the purchasing decisions of other 
consumers and strengthens consumer brand relationships (Chae, 2020). 
However, the proliferation of UGC raises concerns about the quality and 
reliability of the content. Ensuring the authenticity and accuracy of UGC 
is crucial for maintaining trust and credibility (Lim et al., 2018). 

The rise of UGC has significant implications for sustainability, 
particularly within the fashion industry. By empowering consumers to 
share their experiences and opinions, UGC can promote transparency and 
accountability within the marketplace (Ozuem et al., 2023a). This can 
encourage businesses to adopt more sustainable practices, as consumers 
increasingly demand ethical and environmentally responsible choices 
(Beck, 2021). UGC can play a vital role in raising awareness of 
sustainability issues and fostering collective action, as users share 
information about sustainable initiatives and practices that inspire others 
to adopt more environmentally friendly behaviours (García-Torres et al., 
2017). The rise of UGC presents both opportunities and challenges. UGC 
has the potential to contribute to a more sustainable and equitable future. 
By harnessing the power of UGC and addressing associated risks, society 
can become more informed, engaged and strive towards sustainability in 
industries such as fashion. The current study aims to address the 
following research questions: 

1. In what ways does UGC facilitate or hinder sustainable 
consumption in the fashion industry? 

2. Does UGC encourage sustainable consumption and consumer 
purchase intentions in the fashion industry? 

Extant studies speculate that UGC plays a pivotal role in shaping 
consumer behaviours and promoting sustainable practices within various 
industries, particularly fashion. As consumers increasingly seek 
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transparency and ethical production, UGC serves as a medium through 
which individuals can share their experiences, advocate for sustainable 
choices, and influence the decisions of others (García-Torres et al., 2017). 
Brands that engage with UGC not only gain insight into consumer 
preferences but also face growing pressure to align with sustainability 
trends (McNeill & Moore, 2015). However, the effectiveness of UGC in 
promoting sustainable consumption depends on both the authenticity of 
the content and the willingness of consumers to act on the information 
shared (Kim & Johnson, 2016). This dynamic relationship between 
consumers, UGC, and sustainability presents opportunities for further 
exploration, especially regarding how UGC can both promote and 
challenge sustainable practices in the fashion industry.  

Our study makes three significant contributions. First, we extend 
understanding of social influence theory by applying it to the context of 
UGC in the fashion industry; we demonstrate how compliance, 
identification, and internalization processes drive consumer purchase 
intentions. Second, we provide empirical evidence on the role of UGC as 
a form of social proof and illustrate its impact on reducing uncertainty 
and sustainable consumption. Finally, we offer practical insights for 
fashion brands on how to effectively leverage UGC to build stronger 
sustainable practices leading to a higher order of sustainable 
consumption.  

The rest of the article proceeds as follows: First, we review the 
literature to identify research gaps. Next, we introduce our methodology 
and empirical data collection methods. Based on the emergent data, we 
present the main results and explore the underlying mechanisms. Finally, 
we conclude by summarizing the study's contributions and discussing 
insights and implications for managers.  
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 It is also essential to recognize that platforms often provide their 
own interpretations of UGC in their terms of service. For example, 
YouTube (2023) defines UGC as content developed and uploaded by 
individual users on its platform. This more limited definition emphasizes 
the specific conditions and ownership related to the platform. Research 
has highlighted the importance of platform-specific definitions, as they 
influence the processes of content creation, dissemination, and 
consumption within distinct online environments (Chen et al., 2018). 
Hence, precise definitions of UGC depend on the particular context, 
research objectives, and marketing strategies under consideration. 
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The recorded interviews were transcribed verbatim and analysed using 
thematic analysis (Braun & Clarke, 2006; Ozuem, Willis, & Howell, 
2022). This approach allowed for a detailed examination of participants' 
experiences and perspectives by identifying, analysing, and interpreting 
patterns or themes within the data. Coding was conducted using a 
combination of a priori and emergent codes. A priori codes were 
developed based on the research questions and existing literature. 
Emergent codes were identified as new themes emerged during the 
analysis. Codes were applied to relevant sections of the transcripts, and 
patterns were identified and analysed to develop overarching themes. To 
ensure the trustworthiness of the findings, several strategies were 
employed. Member checking was conducted to verify the accuracy of 
interpretations with participants. Peer review was utilized to enhance the 
credibility of the analysis. Triangulation was employed by comparing 
findings from different sources, such as interviews and existing literature. 

 

Major themes Description  Keywords 
Social influence 
and peer pressure 

UGC often serves as a source of 
social validation and inspiration, 
influencing consumers' attitudes, 
preferences and purchase  
intentions 
 

Inspired  
Influenced  
Confident  
Validation  
Peer pressure  
Conformity  
Social proof 

Information and 
decision-making 

UGC provides valuable information 
and insights, helping consumers 

Informed 
decision  
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make informed decisions about 
products and  
brands 
 

Purchase  
Information  
Research  
Review  
Quality  
Avoid 

Brand building 
and engagement 

UGC can be a valuable tool for 
building brand relationships and 
fostering customer loyalty 

Community 
Engagement 
Relationship 
Loyalty 
Trust 
Satisfaction 
Customer 
Experience 

Brand building 
and engagement 

UGC can be a valuable tool for 
building brand relationships and 
fostering customer loyalty 

Community 
Engagement 
Relationship 
Loyalty 
Trust 
Satisfaction 
Customer 
Experience 

UGC, user-generated content 

ns 
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