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The majority of Google Search results 
to the query “fast fashion” talk about 
the phenomenon in a critical way.

The term “fast fashion” rarely appears
in the Google Search results page 
of the biggest fast fashion companies.

The sustainability section appears at least 
once in all the analysed brands’ website 
homepages starting from 2020.

How is the approach 
toward sustainability 
represented on the official 
websites of key fast 
fashion companies in the 
time frame of 2016 / 2018
/ 2020 / 2022?

The Google Search results about 
single fast fashion companies don’t 
share the same tone, with an average 
10% of critical results.

The company that returns the most 
critical Google Search results and is most 
linked to the term “fast fashion” is Shein.

Among all the examined brands
websites, humans have always been
 the most popular subject of the 
sustainability sections’ images.

What do Google Search
results reveal about 
the common discourse 
about fast fashion and fast 
fashion companies?
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What do thumbnails and      
titles of YouTube haul 
videos tell about the fast 
fashion phenomenon? 

Of the people presented in the images 
of the analysed sustainability sections, 
41% are workers; among them, 75% are 
female and 63% are pictured smiling.

From a visual point of view, haul videos’ 
previews often present a chaotic and 
maximalist recurring format.

Shein, Zara and H&M are the most 
mentioned brands in YouTube haul 
videos’ previews. 

2022 is the year when all of the brands 
used more words from the sustainable 
vocabulary, compared to previous years. 

From a linguistic point of view, 
haul videos’ previews often contain 
superlatives and words that refer
to big quantities.

Thrift shop “hauls” are the only
relevant expression of sustainable 
fashion in “haul” videos.
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                       The buzz around fast fashion retailers,        
                       how sustainable and ethical they are, 
has been circulating in the media for quite a while. The 
brands like Shein, H&M, Zara, Uniqlo, etc. are actively 
criticised by green activists and conscious consumers, 
especially of younger generations. However, the number 
of younger consumers does not fall down, yet remains 
the same. Surprisingly, one of the most important groups 
of customers of mass-market brands are teenagers and 
young adults due to the affordability of these brands 
and fast production of replicated catwalk trends in their 
new collections (Vox). According to Good On You, Zara 
developed a business model where it takes the company 
only 2 weeks to produce the clothes, while Shein cut this 
process down to 3 days. 

In order to investigate and map down the current 
situation, the research on the fast fashion phenomenon 
was divided into 3 parts (research questions) that 
highlight 3 different sides of the issue. The first one 
is the analysis of Google research results with regard 
to the common perception of fast fashion online and 
fast fashion companies and what is the general tone 
of these Google results. The second one reflects the 

INTRO

INTRO ULTRA FAST
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transition in the approach of fashion retailers toward 
their sustainability policy on their official websites and 
how they change their visual and verbal rhetoric to 
follow contemporary sustainable trends. Finally, the third 
question is based on the analysis of thumbnails and titles 
on YouTube that have to do with the “fast fashion hauls” 
types of videos. The idea of the research is to make the 
study more diverse and candid by covering the issue 
from different perspectives (an overall perception of the 
fast fashion issue, the side of the companies, and the 
user-generated content). 

As a result, a broader picture of the problem can be 
depicted by seeing what are the most discussed topics 
online on fast fashion and how often they relate directly 
to the biggest fast fashion retailers, how companies 
use very specific vocabulary and images to greenwash 
themselves for which they are being accused often by 
the activists and governments (The Guardian), and what 
YouTube user-generated content of fashion bloggers 
and fast fashion customer can tell us about the issue in 
general and consumer behaviour patterns. 

INTROULTRA FAST
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          WHAT DO GOOGLE
           SEARCH RESULTS REVEAL 
ABOUT THE COMMON DISCOURSE 
ABOUT FAST FASHION AND FAST 
FASHION COMPANIES?

QUESTION 1

Q1

ULTRA FAST
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Coined after the definition of “fast food”, the term “fast 
fashion” technically refers to “the reproduction of highly 
fashionable clothes at high speed and low cost” (Collins 
English dictionary). Such expression sounds neutral on 
its own as it refers to such generic and undeniable pro-
perties of a very popular sector and has been around 
since the 90s. Nonetheless, it was never as popular as 
in recent years, when concerns about the ethics of this 
industry quickly increased. The actual usage of the term 
seems to have become very specific to this kind of criti-
cism, rather than neutrally addressing the whole sector.

Looking at search results returns a very valuable repre-
sentation of the common perception around a certain to-
pic. The Google Search results* for the keyword “fast fa-
shion” were compared to the search results for the query 
of very big fast fashion brands: ASOS, Boohoo, Fashion 
Nova, H&M, Primark, Shein, Uniqlo and Zara. 

The goal was to highlight the most common usage of the 
term “fast fashion” and what topics it was most linked 
to. Then we observed how involved were single fast fa-
shion brands in the same topics and how often they were 
actually linked to the concept of fast fashion itself.

QUESTION 1ULTRA FAST

*The data employed for all the following 
evaluations were classified as relevant 
on Google Search on November 7th 
2022 with the following settings: English 
language and United States as location.
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SEMANTIC
TEXT ANALYSIS

DRAFT VISUALIZATION 
(STACKED BAR CHART)

MANUAL SENTIMENT
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SEARCH RESULTS

238 WORDS CATEGORIZED
RESULTS
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ILLUSTRATOR
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Data: title, 
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Data: title, 
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categories; quantity per topic 
categories; keywords per topic

Data: word, frequency

Data: word, frequency, 
topic category

TOOLS/
EXTENSIONS

VISUALIZATIONS

DATASETS

PROCEDURES

PLATFORMS
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8 BIG FAST
FASHION COMPANIES
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RESULTS
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[COMPANY NAME]QUERY:

[COMPANY NAME]QUERY:
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VS doesn’t 

MANUAL TOPIC
CATEGORIZATION

CATEGORIZED
RESULTS

VISUALIZATION 
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page ranking (SHEIN)

Data: title, 
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keyword mention

KEYWORD MENTION 
DETECTION

VISUALIZATION 
(CATEGORICAL HEATMAP)

Data: title, 
description, 
page ranking,
sentiment category
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Ditch
Avoid
Change
Reject

Decelerate
Rethink
Slow down
Alternative

ADVOCATION FOR CHANGE

NEUTRAL OR POSITIVE

ENVIRONMENT

ENVIRONMENT
+ LABOUR RIGHTS

Sustainability
Impact
Environment
Climate
Planet
Waste

Greenwash
Earth
Damaging
Pollute 
Destroy 
Unsunstainable 28 RESULTS

6 RESULTS

24 RESULTS

28 RESULTS

Problem
Cost
Shocking 
Disadvantage
Pretend 

GENERALLY CRITICAL
Bad
Worse
Affect
Nightmare
Threat 13 RESULTS
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The majority of Google Search results 
to the query “fast fashion” talk about 
the phenomenon in a critical way.

Looking at the titles and description of the first 100 
Google Search results for the query “fast fashion”, 
72% are critical. 52 results address environmental 
issues, 25 address the labour rights theme (in 24 cases 
these topics overlap), 6 refer to change or ditch fast 
fashion and 13 are generally critical. The most recurring 
words are “sustainability”, “impact” and “environment” 
(and derivatives of these words). 

QUESTION 1
→ FINDING 1

F1

Injustice
Manifacturing
Laborer
Justice

LABOUR RIGHTS 

1 RESULT

QUESTION 1→FINDING 1ULTRA FAST
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SHEIN FASHION NOVA BOOHOO PRIMARK H&M ZARA UNIQLO ASOS
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F2
The Google Search results about 
single fast fashion companies don’t 
share the same tone, with an average 
10% of critical results.

Looking at the titles and description of the first 100 
Google Search results for 8 big fast fashion companies 
(ASOS, Boohoo, Fashion Nova, H&M, Primark, SHEIN, 
Uniqlo and Zara), the average amount of critical results 
is 10%. These critical arguments never appear in the 
first page (that shows 10 results by default), they are 
most frequent in pages 6 and 7. In addition to the 
main topics emerging from the “fast fashion” query, 
another significant topic that recurs in reference to 
different companies is the design theft from other 
brands and independent designers.

QUESTION 1
→ FINDING 2

GOOGLE SEARCH RESULT

CRITICAL TOWARDS
THE PHENOMENON

QUESTION 1→FINDING 2ULTRA FAST
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SHEIN FASHION NOVA BOOHOO PRIMARKZARA UNIQLOH&M ASOS
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F3
The term “fast fashion” rarely appears
in the Google Search results page 
of the biggest fast fashion companies.

Looking at the titles and description of the first 100 
Google Search results for 8 big fast fashion companies 
(ASOS, Boohoo, Fashion Nova, H&M, Primark, SHEIN, 
Uniqlo and Zara), the words “fast fashion” only appear in 
8% of the results on average, confirming that the term is 
barely linked to its actual actors in the public discourse.

QUESTION 1
→ FINDING 3

GOOGLE SEARCH RESULT

RESULT THAT MENTIONS
THE TERM “FAST FASHION”

QUESTION 1→FINDING 3ULTRA FAST
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SHEIN FASHION NOVA BOOHOO PRIMARK UNIQLOZARA H&M ASOS
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F4
The company that returns the most critical 
Google Search results and is most linked 
to the term “fast fashion” is Shein. 

The brand with the highest number of controversial 
results is Shein (29%), and it’s also the one that is 
most associated with the term “fast fashion”, which 
appears in 32% of Google Search results. It’s also the 
brand returning the highest number of critical articles 
regarding the environmental issue.

QUESTION 1
→ FINDING 4

GOOGLE SEARCH RESULT

CRITICAL TOWARDS THE 
PHENOMENON

RESULT THAT MENTIONS
THE TERM “FAST FASHION”

ENVIRONMENT

LABOUR RIGHTS

ADVOCATE
FOR CHANGE

DESIGN THEFT

GENERALLY NEGATIVE

QUESTION 1→FINDING 4ULTRA FAST
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SHEIN (29 critical results)



FASHION NOVA (20 critical results)

23ULTRA FAST QUESTION 1→ZOOM-IN



BOOHOO (14 critical results)

ZARA (7 critical results)

ULTRA-FAST24 QUESTION 1→ZOOM-IN



PRIMARK (4 critical results)

H&M (6 critical results)

UNIQLO (1 critical result) ASOS (1 critical results)

25ULTRA FAST QUESTION 1→ZOOM-IN
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          HOW IS THE APPROACH
           TOWARD SUSTAINABILITY 
REPRESENTED ON THE OFFICIAL 
WEBSITES OF KEY FAST FASHION 
COMPANIES IN THE TIME FRAME 
OF 2016 / 2018 / 2020 / 2022?

Q2

QUESTION 2 ULTRA FAST
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          HOW IS THE APPROACH
           TOWARD SUSTAINABILITY 
REPRESENTED ON THE OFFICIAL 
WEBSITES OF KEY FAST FASHION 
COMPANIES IN THE TIME FRAME 
OF 2016 / 2018 / 2020 / 2022?

The question of sustainable fashion is blooming not 
only with regards to climate change and a green 
future but also because it directly affects the sales 
and the reputation of fast fashion retailers since the 
public became more conscious about their choices 
and consumer behaviours. Therefore it is interesting 
to look at the companies’ approach towards the topic 
and how it changed overtime. The analysed brands 
were H&M, Zara, Mango, Uniqlo, SHEIN, and Pri-
mark. These are among the biggest fast fashion 
players and also all belong to different retailers. This 
selective choice allows making the research less re-
petitive, since brands tend to have similar agendas 
when they belong to the same group.

3 main approaches were identified in order to con-
duct research, which are the sustainability section 
presence and placement, images, and vocabulary 
analysis. The latter is also filtered by a “sustainability 
dictionary” that was developed after figuring out whi-
ch words are usually associated with sustainability in 
terms of fast fashion issues. 

These 3 components were observed together in a 
frame of one brand and 4 years (2016, 2018, 2020, 
2022). Then all the results were compared to see the 
differences among brands.

QUESTION 2ULTRA FAST
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WAYBACK 
MACHINE

IMAGE
DOWNLOADER

CLARIFAI IMAGE 
DETECTOR

Selection criteria: accessibility,
selected years: 2016, 2018, 2020, 2022

Categories: male/female 
worker, person smiling or not

Humans, clothing, nature, office/
shops, cotton, factories, paper bags

PREVIOUS YEARS 
WEBSITES’ RETRIEVAL

SUSTAINABILITY 
SECTION POSITIONS

355 IMAGE 
FOLDER

CATEGORIZED 
IMAGES

INFORMATION HIERARCHY 
MANUAL ANALYSIS

OBJECT DETECTION  
+ CATEGORIZATION

HUMAN DETECTION 
+ CATEGORIZATION

HEATMAP VISUALIZATION GRID VISUALIZATION GRID VISUALIZATION

F1 F2 F3

QUERY:
[COMPANY WEBSITE]

AVAILABLE WEBSITES 
VERSIONS

HOMEPAGE SUSTAINABILITY 
SECTION

[H&M,  Zara, Mango, 
Uniqlo, Shein, Primark]
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Relevance to the topic

Most recurring words + the external 
words such as: “compostable”, “vegan”, 

“fast fashion”, “overconsumption”

HEATMAP VISUALIZATION 2

F4

“SUSTAINABILITY 
DICTIONARY”

MANUAL SELECTION

MANUAL KEYWORDS 
DETECTION

WEBPAGES 
TEXTS

TOOLS/
EXTENSIONS

VISUALIZATIONS

DATASETS

PROCEDURES

PLATFORMS
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F1
The sustainability section appears at least 
once in all the analysed brands’ website 
homepages starting from 2020.

The most accessible section (among all years and all 
brands) belongs to H&M in 2022. It can be found on the 
top bar menu, inside of the menu tabs, and at the footer. 

QUESTION 2 →FINDING 1

QUESTION 2
→ FINDING 1

ULTRA FAST

EMPTY

FOUND

NO DATA



32

2016 2018 2020 2022
H&

M
ZA

RA no data

no data

no data

no data

no data

no data

no data

no data

MA
NG

O
UN

IQ
LO

SH
EI

N
PR

IM
AR

K



33

One of the most important aspects of the 
sustainability section is the pictures it is 
represented by. The images are the first 
thing that users pay attention to when 
opening a website, before starting to dive 
into reading the texts. 

The visual representation is thoughtfully 
curated by the brands in order to 
create a certain image with regard to its 
sustainability policy, especially considering 
that many fast fashion retailers were 
involved in scandals in the past that 
had to do with sustainability and green 
future issues, work ethics, pollution, 
waste of clothes, etc.

QUESTION 2ULTRA FAST
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F2
Among all the examined brands websites, 
humans have always been the most 
popular subject of the sustainability 
sections’ images. 

QUESTION 2 →FINDING 2

QUESTION 2
→ FINDING 2

ULTRA FAST

HUMANS

CLOTHING

NATURE

MATERIALS

OFFICES/SHOPS

COTTON

FACTORIES

PAPER BAGS

IMAGES WITH NO CLEAR CATEGORY
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F3
Of the people presented in the images 
of the analysed sustainability sections, 
41% are workers; among them, 75% 
are female and 63% are pictured smiling. 

QUESTION 2 →FINDING 3

QUESTION 2
→ FINDING 3

ULTRA FAST

HUMAN IS NOT DEPICTED

HUMAN (NOT A WORKER)

FEMALE WORKER

MALE WORKER

WORKER SMILING
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SUSTAINABILITY
DICTIONARY

This is a list of 19 words that we developed 
ourselves and that are strongly associated 
with the topic of a green future in the context 
of fast fashion issues.

sustain /-ability/-able 

respons /-ibility /-ible 

ethic / -s / -al

eco- /...

green- /...

re- / up- / cycable

compostable* 

climate change

vegan / vegetarian* 

animal welfare

environment

water 

micro-/ plastics  

energy 

fast fashion* 

waste

pollution

carbon emission

overconsumption* 

2022202020182016

H&M

*word never mentioned

ZARA MANGO UNIQLO SHEIN PRIMARK

FOUND

NO DATA

EMPTY
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F4
2022 is the year when all of the brands 
used more words from the sustainable 
vocabulary, compared to previous years. 

QUESTION 2 →FINDING 4

QUESTION 2
→ FINDING 4

ULTRA FAST

Also, in 2022 Zara was the brand that used most of 
them in all of the years among all the brands (13 out of 
19 words from the sustainability dictionary).
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           WHAT DO THUMBNAILS AND      
           TITLES OF YOUTUBE HAUL 
VIDEOS TELL ABOUT THE FAST 
FASHION PHENOMENON? 

Q3

QUESTION 3 ULTRA FAST
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           WHAT DO THUMBNAILS AND      
           TITLES OF YOUTUBE HAUL 
VIDEOS TELL ABOUT THE FAST 
FASHION PHENOMENON? 

Clients are an important stakeholder of the fast fa-
shion phenomenon, whose point of view can be ob-
served through User Generated Content on social 
media. Looking up the biggest fast fashion compa-
nies, such as Zara, Shein, or Bershka, on YouTube, 
the most frequent video formats coming up are fa-
shion “hauls” that mention the brands in the thumb-
nail and/or in the title. 

“Haul” is a synonym of the verb “throw” or “pull”, 
in fact the subject of these contents is usually big 
clothing purchases from online or physical fashion 
retailers that the creators “throw” in the eyes of the 
viewers. Through “haul” videos, users show their 
seasonal shopping sessions, suggest outfits, try on 
new clothes and often sponsor the brands they are 
buying from, offering discount codes to their subscri-
bers and inviting them to buy, too. 

So data from 1000 videos were collected, selecting them 
among the “haul” videos that were ranked as “most re-
levant” on Youtube everyday between 22/10/2021 and 
22/10/2022, to find out what else they can reveal about 
users’ take on the fast fashion industry.

QUESTION 3ULTRA FAST
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YOUTUBE 
DATA TOOLS

VOYANT

ILLUSTRATOR GRID VISUALIZATION

Iteration: 1
Period: 22-10-2021/22-10-2022

Only fashion related

Data: Order, Titles, video id, 
Thumbnail URLs

“Huge”, “Big”, “Super”, “Mega”, “More” 
“Massive”, “Plus”, “Best”

TWO CLUSTERS CRITERIA:
superlative adjectives

most mentioned brands

FIRST 8000 
VIDEO RESULTS

1000 FINAL 
SELECTED VIDEOS

TITLES TEXTUAL ANALYSIS

MOST USED 
WORDS

MOST USED SUPER-
LATIVE ADJECTIVES

MANUAL SELECTION

MANUAL SELECTION

QUERY “HAUL VIDEOS”

F2
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DownloadThemAll! 
Chrome extensions

IMAGE J

Manual recognition + 
labeling

IMAGE STACKSGRID VISUALIZATION 2

Clusters stacked:
1 person;
4 people

THUMBNAILS’ BRANDS MENTIONS

MOST MENTIONED BRANDS 
TITLES + THUMBNAILS

THUMBNAILS IMAGE FOLDER

BRAND 
DETECTION

F3 F4 F1

TOOLS/
EXTENSIONS

VISUALIZATIONS

DATASETS

PROCEDURES
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F1

QUESTION 3 →FINDING 1

QUESTION 3
→ FINDING 1

ULTRA FAST

96.9% of the “haul” video previews contain at least 
one person. Within these, 53.4% show a person 
holding bags and fashion garments, while the 
remaining 46.6% show collages of people posing with 
their new clothes. Analysing these two types, a strong 
visual component linked to overconsumption evidently 
emerges from the images and texts.

From a visual point of view, haul videos’ 
previews often present a chaotic and 
maximalist recurring format.
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F2
From a linguistic point of view, haul videos’ 
previews often contain superlatives and 
words that refer to big quantities.

QUESTION 3 →FINDING 2

QUESTION 3
→ FINDING 2

ULTRA FAST

Analysing the “haul” video titles, the tone of voice is 
consistent with the chaotic imagery and the drive towards 
overconsumption deduced from the thumbnails: 28% 
use superlative and quantitative words like “BIG” (2.7%), 
“SUPER” (2.5%) and “MEGA” (2.4%), insisting on the 
great amount of items bought and money spent. “HUGE” 
is the most used word (after the keywords “haul” and “try 
on”), appearing in 16% of the total results.
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The page on the left displays all the 
thumbnails of the examined videos. 
The grid’s organisation reflects the order 
generated by the clusterization of the 
previous finding (see pag. 47), which 
will be maintained in the next analyses.

QUESTION 3ULTRA FAST



50



51

F3
Shein, Zara and H&M are the most 
mentioned brands in YouTube haul 
videos’ previews. 

QUESTION 3
→ FINDING 3

The page on the left shows how many times each brand 
appears in the dataset videos, crossing the number 
of times the brands are mentioned in both titles and 
thumbnails (often using official logos in the latter).
Although SHEIN has proved to be the most 
controversial brand among the fast fashion issues 
debate (see Q1, F4), it’s also undoubtedly the brand 
that encourage this user-generated advertising model 
most and the one that benefits most from it, (19.2% of 
mentions), followed by Zara (12.8%) and H&M (8.8%).
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F4
Thrift shop “hauls” are the only relevant 
expression of sustainable fashion 
in “haul” videos.

QUESTION 3 →FINDING 4

QUESTION 3
→ FINDING 4

ULTRA FAST

Second-hand shopping haul videos are only 2.7% 
of the total analysed. It means that for every sustainable 
fashion video uploaded to YouTube, there are 37 
videos that consume new products.

SECOND HAND
VIDEO HAUL

NEW GOODS
VIDEO HAUL
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