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CHAPTER II: THEORETICAL BACKGROUND 
 

This chapter presents the theoretical background for the thesis and framework as 

the foundation for data analysis to differentiate and categorize different 

phenomenon. Written theory are discussed to answer the research question. 

 
CHAPTER III: RESEARCH METHOD 

 

This chapter discusses Research Method in choosing research object, time, place, 

subject and the category of the research that will be respondent in surveys. 

Conceptual and Operational definition, Data Collection Methodology, Sampling 

Technique, Validity and Reliability Test and Hypotheses are going to be discussed 

in this chapter. 

CHAPTER IV: RESULTS & DISCUSSION 
 

This chapter discussed the analysis, questioning, interpret, and describe 

phenomenon from several different perspectives presented in a systematic manner. 

Hypothesis taken also discussed in this chapter. 

CHAPTER V: CONCLUSION & RECOMMENDATION 
 

This Chapter interpret the Results and Discussion from the previous chapter, the 

research will give managerial solution to show that there is significance of the 

findings. The conclusion presents the answer of research question.  Important 

issues also summed up and repeated in different way.Recommendation  given 

based on the findings and conclusion have been attached. 
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CHAPTER I 

INTRODUCTION 

 
 

1.1 RESEARCH BACKGROUND 

 

Globalization continuous to keep influence world business, including expand 

businesses internationally. Companies have desire to go global because they want 

to expand their market. Successful global companies adopt international business 

strategies that fits their capabilities (Norwich University, 2017). According to 

Joint Economic Committee, fashion industry is highly sophisticated, it has a big 

economic impact, which is $2.5 trillion global industry. 

Because the fashion industry has significantly growing, based on retailers  

point of view, the quick changing of trends forced retailers to offer cheap, show 

flexibility in design and quality of product at once (Bhardwaj & Fairhurst, 2009). 

Nowdays, fashion industry is highly competitive. Fashion companies have 

additional pressure to compete not only focus on giving the best price but also the 

ability to always deliver new products. Christopher (2004) stated that the fashion 

market itself has 4 characteristic, which are short-life-cyle, rarely stable, low 

predictability of demand, and high impulse buying. 

In order to meet the demands of consumers, fashion retail companies can 

implement a fast fashion strategy. Fast fashion strategy refers to a retail strategy 

that focusing on quick response by following the trends. This strategy require  

retail company to keep enhance their design and product variant quickly and 
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effectively to be able to compete in the market by increasing their product value 

(Sull & Turconi, 2008). Fast fashion is also referred to as a throwaway fashion, 

that means some outfits are worn only a couple times before they are discarded 

(Bhardwaj & Fairhurst, 2009). 

Towards the beginning of the 1990s until now, retailers started focusing on 

expanding their product range with updated products and faster responsiveness to 

quick change of the fashion trends, (Bhardwaj & Fairhurst, 2009), so to increase 

the demand, fast fashion retailers must be able to always provide new fashion 

products but keep it in limited quantities at reasonable prices so consumers will 

attract to buy the product at full price (Cook & Yurchisin, 2017). As a business 

strategy, fast fashion aims to create rapid process of buying a new product on  

store, in order to satisfy consumers demand when it is peak (Čiarnienė & 

Vienažindienė, 2014). 

Consumer may experience dissatisfaction after purchasing a product. 

Consumers can make complaints including returning product (Kang & Johnson, 

2009). In today’s competitive retail climate, retailers try to compete by offering 

value to consumers, one of them is by providing product return facilities (King, 

Dennis, & Wright, 2008). But turns out that returns can lead to fraudulent returns 

by customers. A study found that fraudulent returning by customers is often occurs 

and affecting retailers profit (King, Dennis, & McHenry, 2007). Consumer may 

assume returns as a good service because it is allow consumers to postpone their 

purchase decisions until they gained enjoyment or experience and  enjoyment  

after purchase the product. If they feel disappointed after some purchase, they can 
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returns their purchases (King, Dennis, & Wright, 2008). However, product returns 

made regularly by consumers can reduce the profit of retailers by 4.3 percent and 

manufacturers by 3.8 percent (Kang & Johnson, 2009). Retailers company 

considered return as the quality of consumers service that can adding their value. 

However, return can became commonplace that lead to return fraud. 

One of the common return fraud is retail borrowing. The decision to borrow is 

usually made by purchased the product first, later that non-defective product is 

returned for a full refund after consumers use it for specific purpose. From the 

borrower’s perspective, the behavior provides access to a needed product for a 

short-lasting, specific occasion at no direct cost (Piron & Young, 2000). For 

example, a consumer who buys a dress for prom night and then returns it a day 

after use it. The past research by Piron and Young (2000) reported that 18 percent 

of consumers fraudulently return their purchase. 

Piron and Young (2000) also find that there are at least five reasons why 

consumers did retail borrowing behavior. First reason is 42 percent of respondents 

report social needs for borrowing items for a specific occasion. Next, economic 

needs where 27 percent of respondents argue that returning the product after they 

use it can save their money. Third, 14 percent of respondents admit that personal 

satisfaction excuses are used to make themselves feel better. Fourth, 7 percent of 

respondents said it is for job- related needs and last, 2 percent said they did retail 

borrowing for the benefit of their family members. 
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Table 1.1 : Top 10 of Fast Fashion Sales in 2017 
 
 

 

One of the retail companies that applies the fast fashion strategy is Uniqlo. 

From table 1.1, Uniqlo is considered as one of the top grossing worldwide in fast 

fashion industry. Fast Retailing is one of the biggest clothing retailers in  the 

world. Fast Retailing Co. Ltd has many brands such as Comptoir Des Cotonniers, 

Princesse Tam. Tam, Gu, J Brand and Uniqlo (Fast Retailing. 2013 '). From of all 

brands, Uniqlo can be considered the most successful brand in the international 

and local arena. By competing with their competitors, Uniqlo is one of the brands 

in the fast fashion industry that is successful in implementing their global business 

strategy to increase their sales from year to year (FAST RETAILING CO., LTD.) 
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Figure 1.1 Increase Sales from year to year 
 

Source: FAST RETAILING CO., LTD. 

 

According, Stephen Dacus (the Senior Vice President of Overseas 

Operations at FAST RETAILING) Uniqlo is a brand and business with stores in 

many countries. Uniqlo headquarters staff, in all functions understand that Uniqlo 

is a global business and they act accordingly. To become the world’s number one 

casual clothing brand Uniqlo is thinking about how to do business abroad as well 

as doing business at home country. There are many reasons for the success of 

Uniqlo in Japan. However, Uniqlo believes the three most significant factors are: 

products, customer service, and stores. By “product” Uniqlo referring to the 

quality, price, style, and range of our clothing. 

Stephen Dacus, the Senior Vice President of Overseas Operations at FAST 

RETAILING CO mentioned that Uniqlo is known and understood in Asia, 

especially Japan. However, it is relatively unknown Europe and America. To 
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differentiate yourself from competition and build a business, it is very important 

for Uniqlo to increase brand awareness and recognition of the extension of Uniqlo. 

Uniqlo feels that one of the most effective and profitable ways to do this  is 

through major stores. Making consumers immediately feel what Uniqlo means is a 

great way to get our message across. Flagships will express the best of Uniqlo. 

Grace flagship store with the best from Uniqlo in terms of product development, 

visual merchandising and store management. 

In product development, Uniqlo has diversified products. Uniqlo has a 

unique product that is technology-based clothing namely AIRism, Smart Shirts  

can represent one of the unique products that has been released recently at Uniqlo. 

The uniqueness in AIRism technology is based on the characteristics of 

microfibers which prevent the growth of odor producing bacteria, dry rainfall, and 

provide a cool and soft feeling to the skin (UNIQLO. 2013) and also HEATTECH 

which functions to warm up when the weather is cold, and Smart Shirts based on 

AIRism technology which is very suitable for use when the weather is hot and 

humid because the cotton contained in it can provide comfort. This product will be 

suitable for all customers regardless of their gender and add to it, AIRism 

technology can be integrated into other products to achieve the same benefits 

(Kumar, 2013). 

In visual merchandising and store management, the interiors of Uniqlo are 

rarely the same in every country. They generally adjust the arrangement of items 

in accordance with the habits and culture of the local community. For example in 

Asia, the clothes on display are brighter. Whereas in Europe it is more simple and 
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plain. Uniqlo also have team that analyze the purchases of people from different 

countries and they build a geographical marketing strategy. The color variety in 

the stores depends on the tastes of the customers in whatever country the store is 

in. Size also matters. For example, the people from China and Japan almost never 

need XL and bigger sizes. But they produce clothes in bigger sizes for  people 

from other countries. 

Table 1.2: Frequently Visited Shop 

 
 Frequency Percentage 

Shops 
Uniqlo 29 82.9% 

H&M 4 11.4% 

ZARA 2 5.7% 

Total 35 100% 

Source: Made for this research (2019) 

 

Table 1.2 shows the results of questionnaire that we conducted, 29 of 35 

respondents choose Uniqlo as their destination for shopping, 4 of 35 respondents 

choose H&M as their destination for shopping, and the rest of the respondents 

choose Zara as their destination for shopping. The reasons for respondents prefer 

Uniqlo over others are price that matches quality, good material, up to date design, 

and sizes of clothes that fit or match, also the return policy that Uniqlo provide are 

flexible and easy. But that easy and flexible return policy is so tricky and can be a 

problem for Uniqlo. 

According to Uniqlo Emporium Pluit management, in 2019 there is at least 

40 products that has been returned to the store because they want to change the 

size. At Uniqlo Supermall Karawaci, according to their management, there is at 

least 5 products every month in 2019, but in January 2020 there is exactly 31 

products that has been returned to the store, they returned the product with the 
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newest model such as Andy Warhol, Basquitat, and Keith Haring. Meanwhile at 

Uniqlo Taman Anggrek, their management stated that there is at least 57 products 

that has been returned to the store. Most of them bought the product at another 

Uniqlo store but they cannot find the size they want, so they try to change the size 

at Uniqlo Taman Anggrek that considered has completed size of product. 

Based on the above considerations, this research decides to use Uniqlo as 

the object of research. This study aims to look at the effect  of perishability and 

low price towards returns that mediated by scarcity, attitude, impulse buying, 

negative emotion on Uniqlo fast fashion retailers 

According to the table 1.3, there are no studies that examine these  

variables simultaneously on Uniqlo. This study adopts previous research by Cook 

and Yurchisin (2017) regarding fast fashion environments for consumes' 

perceptions of perishability, low price, returns, scarcity, attitude, impulse buying, 

negative emotion in United States. 

 
Table 1.3 : Variables in other Journals 

 
No. Researchers 

(year) 

Perishability Scarcity Low 

Prices 

Attitude Impulse 

Buying 

Negative 

Emotions 

Returns 

1. Byun (2011) ✓ ✓ ✓     

2. Joung (2014)    ✓  ✓ ✓ 

3. Parker & 

Lehmann 

(2011) 

 ✓   ✓   

4. Rook (1987)     ✓   

5. Kang & 
Johnson (2009) 

      ✓ 
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6. Gierl & 
Huettl (2010) 

 ✓  ✓    

Source: Made for this research (2019) 

 

Kang and Johnson (2009) mentioned that consumers evaluate their post- 

purchase decision based on product- related variables, consumers’ personal 

characteristics, and store-related variables. The reason we use mediating variables 

such as scarcity, attitude, impulsive buying, and negative emotions because these 

variables are closely related to each other, these variables are factors contained in 

products and store that usually often influence consumer behavior in making 

purchasing decisions, appear to have an impact on apparel return behavior, and 

also the variables that we use also describe the steps that the consumer  feels 

before making a return on the product that has been purchased (Hibbert, 2012). 

Consumers who are very enthusiastic about fashion tend to have 

knowledge of the most trendy fashion styles. Because they also have a strong 

desire to always look trend at all times by buying and wearing clothes that are at 

the peak of its popularity, which they think is very important. Consumers know if 

the goods they want to buy are only available in limited quantities and time, so 

consumers tend to buy goods immediately when they see it without much thought 

about the consequences of their actions. In other words, consumers who have 

enthusiasm for fashion will tend to always make an implusive purchase in a fast 

fashion environment (Hibbert, 2012). 

In meeting the need for identity and for building a unique personal identity 

and building a unique social image, people are always motivated to adopt 

something that can distinguish themselves from others. Thus, consumers tend to 

fulfill their uniqueness by owning rare items and often consumers look for shops 
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that are rarely visited for them to shop with the aim of rarely wearing items like 

they have. Scarcity can be labeled as an attribute of uniqueness and therefore 

consumers who have a high need for uniqueness tend to want rare products and  

are more aware of products that have limited availability. In understanding the 

effects of scarcity and consumer reaction to rare goods, most individuals when 

evaluating a product will be perceived as a product that has high value and is more 

attractive when the product is scarce rather than abundant. Through many studies 

have tested the four factors that will make products look more attractive the 

following: products will be more attractive (1) when the number of suppliers is 

small, (2) when availability restrictions are imposed by the seller, (3) when a 

consumer must wait to reach the product , and (4) when consumers have to make 

extra efforts to obtain products (Gupta, 2013). 

Most consumers will make an impulsive purchase if the product they want 

to buy is considered good or because the product is scarce. Some possible things 

that can occur after an implusive purchase is a return behavior due to sense of 

regret for not doing a deep evaluation and consideration before making a purchase 

decision. Implusive purchases can cause disappointment, feelings of guilt and 

dissatisfaction that can lead to product returns. They tend to feel negative  

emotions or regret towards the goods they have bought or a sense of regret that 

arises from within themselves after making an implusive purchase even though 

initially they were happy when buying the product and this tends to lead to  

product returns (Kang & Johnson, 2009). 
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1.2 RESEARCH PROBLEM 
 

Uniqlo itself implements a fast fashion strategy in its retail, including in Indonesia. 

With the implementation of the fast fashion strategy, it can have a positive and 

negative impact on consumers, especially in consumers’ perceptions of 

perishability, scarcity, low price, attitudes, impulse buying, post-purchase 

emotions, and product returns. 

Return fraud had become a serious problem for the retail industry.  

National Retail Federation in 2015 estimated that $9.1 billion of annual returns are 

likely fraudulent. Although the direct financial losses resulting from return fraud 

are substantial, this problem must be taken seriously. 

Return fraud affected sales, gross margins, inventory management and 

profitability, because retailers loses both profit from the original sale as well as 

spent on acquiring and merchandising the item itself. 

 

1.3 RESEARCH QUESTION 
 

Based on the background described before, the problem statement used is: 
 

1. Is perceived perishability will be positively related to perceived scarcity in 

Uniqlo? 

2. Is perceived scarcity will be positively related to attitude towardsUniqlo? 
 

3. Is perceived low prices will be positively related to attitude towards Uniqlo? 

 

4. Is attitude towards Uniqlo will be positively related to impulse buying behaviour? 

 

5. Is impulse buying behaviour in Uniqlo will be positively related to negative post- 

purchase emotional response? 

6. Is negative post-purchase emotional response is positively related to return 

behaviour in Uniqlo? 
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1.4 RESEARCH OBJECTIVE 
 

The objectives of this study are: 

 

1. To analyze perceived perishability relation to perceived scarcity in Uniqlo. 

 

2. To analyze perceived scarcity relation to attitude towards Uniqlo. 

 

3. To analyze perceived low prices relation to attitude towards Uniqlo. 

 

4. To analyze attitude towards Uniqlo relation to impulse buying behaviour. 

 

5. To analyze impulse buying behaviour in Uniqlo relation to negative post- purchase emotional 

response. 

 

6. To analyze negative post-purchase emotional response relation to return behaviour in Uniqlo. 

 

 
 

1.5 RESEARCH SCOPE 
 

This research will focusing on fast fashion retail environment and offer insight to 

Indonesian people who lived in major cities such as Jakarta and Karawaci, 

Tangerang. Uniqlo store is significantly growing in Jakarta and Karawaci, it has  

16 stores, which is the most widely Uniqlo store in Indonesia. Jakarta as capital 

city and Karawaci as modern living life in Tangerang become the reflection of 

Indonesia growing economy. Data will be collected only from Uniqlo consumers. 

Some fast fashion retailers do sell clothing for both male and female, This 

research could compare the responses of males and females to examine the 

differences on their purchase behavior. 

 

1.6 RESEARCH CONTRIBUTION 
 

1. For Managerial Contribution 

 

For retailers company like Uniqlo Indonesia, this research expected to be able to 

help business owners to be used as references, considerations, and input material 
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to improve their performances. It is also expected to help Uniqlo Indonesia to      

realize the possible weaknesses of the fast fashion retail environment and can 

strengthen understanding of consumer behavior and help retailers avoid negative 

results 

2. For Literature Contribution 

 

This research is an additional knowledge in terms variable of consumers’ 

perceptions of perishability, scarcity, low price, attitudes, impulse buying, post 

purchase emotions, products returns within the context of the fast fashion 

environments, and a more complete picture of the entire fast fashion consumer 

behaviour process from purchase to potential disposition. This research is also a 

library contribution and additional material knowledge as additional references for 

researchers in the future regarding variable of consumers’ perceptions of 

perishability, scarcity, low price, attitudes, impulse buying, post purchase 

emotions, and products returns within the context of the fast  fashion 

environments. 

 
1.7 RESEARCH OUTLINE 

 

This research is written in five chapters systematically as follow: 

 
 

CHAPTER I: INTRODUCTION 
 

This section describes phenomenon and background of fast fashion. The reason 

why fast fashion can influence for several variables such as perishability, scarcity, 

attitude, impluse buying , negative emotions and return behaviors. Variables  

above used to increase organization performance. Identification of the problems, 

thesis statement, summary of the outcome that is going to be researched. 
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