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Abstract 

Zara, an international retail apparel company positioning themselves on sustainability, is opening 

a new location in the Grand Rapids area specifically targeting Grand Valley State University 

(GVSU) students. Both primary and secondary research have been conducted to make possible 

recommendations for an effective advertising and public relations campaign. Secondary research 

was conducted by analyzing data from government sources and industry publications, available 

through GVSU’s library databases. Primary research was conducted with the use of a classroom 

focus group and online survey powered by Qualtrics. The primary and secondary research found 

that the GVSU student population values sustainably-made products, is cost-sensitive, is 

majority female, and receives most information regarding retail apparel on social media and 

other digital platforms. Secondary sources find that the Grand Rapids community is expected to 

become more racially diverse and experience a significant increase in household income over the 

next five years. Industry reports note that brand differentiation is key to weakening buyer power 

in the retail apparel market. These results suggest the most effective advertising and public 

relations campaign for Zara would concentrate heavily on social media platforms and fashion 

magazines, position themselves on sustainability and affordability, cater to women’s preferences, 

and use racially diverse models in promotional materials. 

Keywords:  college students, millennials, retail apparel, Zara, advertising, media habits 
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Advertising Retail Apparel to GVSU Students 

Zara, a retail apparel company headquartered in Spain, positions themselves on 

sustainably. They plan to open a new location in the Grand Rapids Rivertown Mall with GVSU 

students being their target audience. This new suburban site is drastically different from Zara’s 

other locations in larger, urban centers such as New York and Chicago. Due to an absence in the 

West Michigan area, GVSU students and Grand Rapids natives have had little exposure to Zara. 

As a result, research is needed to better understand GVSU student’s spending behaviors, basic 

demographics, and media usage to produce the most cost-effective and efficient advertising and 

public relations campaign. Census data, Standard Reference Data System (SRDS), Business 

Source Complete, the Advertising Redbooks, GVSU’s Office of Institutional Analysis, and the 

World Advertising Research Center (WARC) were used to perform secondary research 

concerning Grand Rapids community demographics and psychographics, local media outlets, the 

retail apparel industry, competitor’s advertising campaigns, GVSU student demographics, and 

relevant advertising case studies. To obtain specific attitudes and behaviors of the GVSU student 

population in relationship to retail apparel shopping, a classroom focus group consisting of ten 

students and an online survey powered by Qualtrics were deployed, yielding both quantitative 

and qualitative data regarding GVSU students’ retail apparel shopping habits, brand recognition 

and attitudes, and media usage. The results from this research suggest that social media and 

fashion magazines are the most suitable channels for reaching GVSU students, and clear 

sustainability and affordability differentiation, along with using multiracial models, will attract 

millennial GVSU students, and the Grand Rapids community, to the first Zara location in West 

Michigan. 
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Literature Review 

Methods 

  To conduct secondary research, government, media, and industry databases were used. 

Access to these databases were provided by GVSU’s online library. Secondary sources included 

Census data, Standard Reference Data System (SRDS), Business Source Complete, the 

Advertising Redbooks, GVSU’s Office of Institutional Analysis, and the World Advertising 

Research Center (WARC). In order to find relevant data, keywords “college students,” 

“millennials,” “retail apparel,” “Zara,” “advertising,” and “media habits” were most commonly 

used to search databases. The “Grand Rapids community” encompasses the Grand Rapids/Battle 

Creek/Kalamazoo Designated Market Area (DMA) as defined by the Nielsen Media Research 

company. 

Results 

Retail apparel industry. The retail apparel industry is expansive. According to the latest 

industry report in the United States, Apparel Retail Industry Profile: United States: 2015 , the 

retail apparel market has grown 4.4% since 2010, with womenswear being the most lucrative 

market segment. Consumer power is rated as moderate, since consumers have a wide array of 

choices in the retail apparel market, with low-cost switching being the biggest threat to suppliers. 

Consumer power can be weakened, however, through advertising, branding, and differentiation, 

which can be achieved through the style and pricing of clothing. Essentially, by creating demand 

for unique and affordable apparel, buyer power is weakened. In order to maintain a high level of 

market share in the competitive retail apparel market, companies must attract customers by 

creating strong brand consciousness and running intensive marketing campaigns. This report also 
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notes that there is a large market for non-designer clothing, specifically among consumers with 

low disposable income.  

A similar 2015 industry report, Online Retail in the United States,  looks at the online side 

of retail apparel industry. This report, retrieved from Business Source Complete , details the state 

of online retail shopping in the United States and analyses of the biggest retail players online. 

According to the report, retail apparel is the second largest market of online purchases. 

Consumers have moderate buying power with the biggest threat being no-cost switching, as 

price-sensitive consumers shop for similar products at the lowest price available. Product 

differentiation is key along with secure online transactions. 

H&M’s advertising campaign. The Advertising Redbooks provides worldwide 

advertising-related company data. According to the Redbooks, H&M, one of Zara’s main 

competitors in the Grand Rapids area, spent approximately one quarter of its advertising budget 

on magazines, 22.9 percent on network television, 13.6 percent on syndication, 11.8 percent on 

cable television, and 11.1 percent on United States Internet searches. H&M’s report suggests that 

network television, magazines, and Internet searches are still the most profitable advertising 

channels. Traditional venues such as newspapers, radio, and outdoor media have lost value to 

their advertising campaign.  

West Michigan psychographics and demographics. The United States Census Bureau 

provides a detailed description of the consumer base. Gale Cengage Libraries is an online 

database that uses Census data to make fully detailed demographic profiles for the Grand 

Rapids/Battle Creek/Kalamazoo DMA. Surveys of interest conducted by the Census Bureau 

include the Simmons Lifestyle Index, which outlines consumer attitudes. According to the 
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Simmons Lifestyle Index, approximately 30 percent of consumers would pay more for 

environmentally-friendly products, and support banning products that pollute. Functionality, 

self-pleasure, and cost remain important factors for consumers in the Grand Rapids area when 

purchasing apparel. Approximately 10 percent of consumers have disposable income to purchase 

designer clothes and the desire buy latest seasonal fashions. Additionally, about 10 percent of 

consumers answered positively to the statement: “[I] no longer wear clothes I wore a year ago.” 

Fifteen percent like to make unique fashion statements, and 22 percent of shoppers like to 

experiment with new styles.  

Regarding basic demographic information, the Census Bureau finds that persons ages 

twenty-five and under have the lowest disposable income among all age brackets. In the Grands 

Rapids DMA, average household income is expected to increase 13.5 percent over the next five 

years from $65,858 in 2015 to $74,804 by 2020, with a 33 percent increase of households at the 

highest income bracket ($150,000+). In terms of education, there will be a steady increase of 

five percent of those obtaining a college degree. One robust finding is the rapid growth estimates 

of the Hispanic, Asian, and “two or more races” populations in the Grand Rapids DMA from 

2015-2020. The Bureau estimates that the Hispanic population will increase 11.3 percent, those 

identifying as “two or more races” will increase 18 percent, and the Asian/Native 

Hawaiian/Pacific Islander population will increase 18.5 percent.  

GVSU students demographics. To gain a detailed picture of the GVSU student population, the 

ongoing CIRP Freshman Survey  conducted by GVSU’s Office for Institutional Analysis is a key 

data source. Of the key points from the survey, social media usage has increased from 2.6 

percent in 2011 to 2.8 percent in 2012, which is the latest data available. Similar trends are seen 
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in television consumption. According to the Office of Institutional Analysis’s 2015-2016 

Quickfacts  page, the largest estimated income range among GVSU students’ families is between 

$60,000-$149,000, with the largest bracket being $100,000-$149,000 at 19.6 percent of the 

student population. Another important finding is the gender composition of the undergraduate 

student body, which is 59 percent female and 41 percent male. 

Millennial media habits. According to an SRDS search, the Grand Rapids DMA offers a 

limited amount of marketing outlets for the desired target audience. Many local newspapers, 

websites, and radio stations do not reach millennial audiences. Furthermore, in a 2014 Verizon 

report on millennial media usage, the most popular forms of digital media for millennials are: 

Facebook, Twitter, Instagram, Pinterest, Netflix, Amazon, and other online TV streaming sites.  

Millennial advertising attitudes. A 2014 article from the World Advertising Research Center 

(WARC) by Geoffrey Precourt outlines how Macy’s appealed to multicultural millennials. Due 

to the major demographic shifts in America, fashion and beauty standards have changed 

dramatically over the past forty years. Macy’s found that millennial females desire a more 

“plus-sized” or “curvy” figure, contrary to the ultra-skinny beauty standard often celebrated in 

Europe. Additionally, using models with darker complexions relates to the younger generation, 

who are more racially and ethnically diverse. By displaying more full-figured women in 

advertisements and in other promotional materials, Macy’s successfully appealed to this 

important demographic. 

Synthesis of Literature 

The secondary research has examined the retail apparel market, Grand Rapids community 

psychographics and demographics, GVSU student demographics, millennial media habits, and 
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millennial advertising attitudes. Based upon this research, brand differentiation and secure online 

shopping are key components in retail apparel advertising (Apparel Retail Industry Profile, 

2015). Despite the estimated increase of household income of the Grand Rapids community and 

the high family income among GVSU students, college-aged persons have the lowest income 

bracket among all age groups (DMA Demographic Snapshot,  n.d.). The Grand Rapids 

community, in general, will witness an increase in racial diversity over the next half decade 

(DMA Demographic Snapshot,  n.d.) along with a sizeable amount who would spend more for 

sustainably-made products (Simmons Lifestyle Demographics,  n.d.). Millennials, in particular, 

use social media sites and other online platforms to receive most information (Millennials & 

Entertainment,  2014). H&M, following recent media trends, spends most of their advertising 

dollars on television and on US Internet search engines, along with conventional media, most 

notably magazines (H&M: Redbooks,  n.d.). GVSU students also are spending an increasing 

amount of time on digital platforms (CIRP Freshmen Survey,  2012).  

Several strengths and opportunities have been identified for Zara. Chiefly, sustainability 

appears to be an important buying factor for consumers (Simmons Lifestyle Demographics,  n.d.). 

Another opportunity identified with Census data is the significant increase of annual household 

income in the Grand Rapids community (DMA Demographic Snapshot,  n.d.) and the high levels 

of income among GVSU students’ families (2015-2106 Quickfacts,  2015). Additionally, a large 

market opportunity exists in womenswear, since the GVSU student population is approximately 

60 percent female (2015-2106 Quickfacts,  2015). Weaknesses identified by the literature include 

college-age consumers’ low income (DMA Demographic Snapshot,  n.d.), Zara’s thin and white 

European models (Procourt, 2014), and Zara’s previously minimalist advertising campaigns. 
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Limitations & Recommendations 

Results from the secondary research should be interpreted with caution. Research 

research regarding GVSU student characteristics is overly broad and does not address the 

research problems identified for the advertising and public relations campaign. Primary research 

assessing specific demographic and psychographic information, media usage, consumer 

behavior, and brand attitudes needs to be conducted to specifically meet Zara’s advertising and 

public relations needs. 

Focus Group 

Methods 

In order to collect qualitative data, specific to Zara’s advertising and public relations 

needs, a focus group comprising of GVSU students was executed. The focus group consisted of 

ten GVSU undergraduate students enrolled in an introductory advertising and public relations 

course. The setting in which the focus group occurred was a classroom, equipped with 

Smartboards. Seating was arranged in a rectangular formation, with the moderator seated at the 

head. The session lasted for approximately 45 minutes during class time and digitally recorded. 

Participants were introduced, given an ice-breaker, and carried an open discussion concerning 

spending habits, retail apparel shopping habits, recognition and attitudes, and media habits. For 

an in-depth description of the focus group content, see the moderator’s guide located in 

Appendix A. Using the classroom Smartboard, Zara’s home website page was displayed for 

participants to view and discuss, and screenshots of Zara’s homepage that was used in the focus 

group is located in Appendix B. 
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Results 

The focus group respondents were guided through a series of questions relating to retail 

apparel shopping, spending habits, and media usage. The qualitative results from the focus group 

are listed below by category: 

Spending habits. All members of the focus group were employed. Much of student income was 

allocated to bills (utility, rent, etc.), tuition, and books. Very little money was spent on 

nonessential goods.  

Retail apparel shopping habits. Many students go home to shop for clothing, typically with 

parents, and they usually have something in mind when making a trip to the mall. Students noted 

that there is not a wide variety of clothing in the Rivertown mall. Functionality and comfort are 

important factors when purchasing clothing. Off-brands with few staple pieces (i.e. Nike, North 

Face, Levi) were popular fashion choices.  

Zara brand recognition and attitudes. Many students never before heard of Zara. The group 

was critical of the models displayed on Zara’s website (see Figures 1-4 in Appendix B). The 

models (both male and female) were described as “too skinny,” and one participant noted, “a 

football player couldn’t fit into their clothing.” Overall, the pricing of clothing was found to be 

reasonable, especially the jeans. The group used words such as “professional” to describe the 

overall style of Zara’s clothing on the company’s homepage. When the dresses page was 

displayed, again, the fashions were described as “professional.” Students were also willing to pay 

somewhat more for sustainably-made clothing, and had a general understanding of what 

“sustainability” meant.  
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Limitations & Recommendations 

Two main limitations of the focus group are findings cannot be generalized, due to a 

small, convenient sample. The findings cannot be generalized because the focus group contained 

ten participants. Additionally, the group consisted of a convenient sample of those enrolled in an 

introductory advertising and public relations course. Based upon these limitations, results from 

the focus group should not be extrapolated beyond the research frame, and more respondents are 

needed to better generalize these findings. 

The findings of the focus group did, however, reaffirm most of the conclusions from the 

secondary research. GVSU students have little disposable income, are willing to pay more for 

sustainably-made clothing, and show a preference for full-sized models in visual advertisements. 

In order to generalize the focus group findings, however, it is recommended that a survey must 

be fielded to a larger sample of GVSU students. A survey with a larger, representative sample 

will add validity to the conclusions drawn from the focus group.  

Survey 

Methods 

The survey was designed using Qualtrics online survey software and distributed to 

students enrolled in an introductory-level advertising and public relations course via their GVSU 

student email. Twenty three students completed the survey. Of the participants, 62 percent were 

female and 38 percent were male. The racial makeup of the survey was 62 percent caucasian, 14 

percent African American, 10 percent Hispanic, and 5 percent each for Asian, “other,” and 

“prefer not to respond.” The survey took approximately ten minutes to complete. To view the 

full survey report, refer to Appendix C.  
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Results 

Spending habits and income. Forty-three percent of respondents estimate that he or she, or the 

person purchasing his or her clothing, spend approximately $21-$50 over a three month period. 

“Clothing accessories” and “dining out” were ranked as most important discretionary/non 

essential purchases among GVSU students. Fifty-seven percent of respondents use student loans 

to help fund their education, the largest source of financial aid in the sample. Following student 

loans were Pell Grants (38%) and GVSU merit-based scholarships (24%). Majority of  students 

(58%) worked under 15 hours per week. “I can’t afford their products” was the most popular 

reason (64%) that participants would not visit Zara, as illustrated in figure 5. 

 
Figure 5 : Reasons to not visit Zara in Rivertown Mall 

Retail apparel shopping habits. Students are concerned about “modest prices and wear-ability” 

more so than “fashion.” Many students like to buy clothes. Respondents prefer to shop for 

clothing in-store rather than online. 

Zara brand recognition and attitudes. All respondents have heard of H&M, Zara’s main 

competitor. Eighty-two percent of respondents never heard of Zara before this class began. Less 

than half (42%) of respondents are “likely” or “somewhat likely” to visit Zara after viewing the 

company’s website.  
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Media habits. More than half (54%) of respondents “spend time researching at apparel brand 

websites before spending money on new clothing. More than two-thirds (68%) have learned of 

new clothing brands through social media activities. The most popular media platforms through 

which respondents receives retail apparel information was social media, print or online fashion 

magazines, online advertising (excluding social media), and advertising or sponsored posts on 

social networks. Print or online newspapers, billboards, email,  and direct mail or print catalogs 

were less popular. For a detailed summary of media consumption in relationship to retail apparel 

information, refer to figure 6. 

Figure 6 : Sources used to learn about clothing brands 

Limitations & Recommendations 

As in the focus group, the survey results should also be interpreted with caution. Results 

cannot be generalized to the entire GVSU student population due to the small sampling size of 

22 respondents. The sample methods should also be revised, incorporating a more representative 

sample of GVSU students, compared to the sample being confined to one introductory-level 

advertising and public relations course. To produce generalizable results, additional focus groups 

along with a survey with a representative sample of GVSU students are needed.  
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Conclusion 

After reviewing the primary and secondary research, several challenges exist for Zara in 

the Grand Rapids area. Because Zara does not have a physical presence in the West Michigan 

area, the company will need a more extensive advertising and public relations campaign 

compared to their minimalist campaigns in larger urban centers. The key to a successful 

campaign in the retail apparel market, as discussed in the literature, is brand differentiation, since 

buyer power is strengthened through low-cost switching (Apparel Retail Industry Profile,  2015). 

Additionally, due to the significant estimated increase of household income in the Grand Rapids 

area over the next five years (DMA Demographic Snapshot,  n.d.), it is recommended that Zara 

differentiate their brand through affordability and sustainability to weaken buyer power and 

appeal to consumers who will see their disposable income rise in the next half decade. 

Sustainability appears to be an especially important brand differentiator, as a sizable amount of 

Grand Rapids citizens (Simmons Lifestyle Demographics,  n.d.) and GVSU students would pay 

more for sustainably-made products. Another key recommendation is for Zara to redesign their 

website, to create an interactive and secure online shopping experience for consumers, 

considering retail apparel is the second largest market segment in online shopping (Online Retail 

in the United States,  2015). 

The target market has been identified as GVSU students. Upon further research, it is also 

suggested that the advertising and public relations campaign specifically caters to the female 

portion of this demographic, as females constitute the majority of the GVSU student population 

(2015-2016 Quickfacts, 2015 ) and womenswear is the most lucrative market segment in the retail 

apparel industry (DMA Demographic Snapshot,  n.d.). Another important suggestion for Zara is 
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to use multiracial and hourglass-shaped models in their promotional materials, which will appeal 

to the diverse millennial audience (Precourt, 2014). In determining which channels will best 

reach the millennial demographic, traditional mediums, such as newspaper, billboard, and radio 

should be avoided, according to the survey results. It is suggested that the majority of the 

advertising and public relations campaign activities should use social media sites, such as 

Instagram, Twitter, and Facebook, along with online digital ads (Millennials & Entertainment, 

2014). With a focus on sustainability and affordability, a secure online shopping site, diverse 

models, and a large social media presence, Zara can attract GVSU students into their newest 

addition in the Grand Rapids community.  
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Focus Group Guide Outline 

GVSU Retail Apparel Shopping Trends and Habits 

 

1. Moderator: Do not read this section to the participants. It is meant as a brief reminder of the objectives for the focus 

group discussion. Today’s focus group should be appx. 45-minute. It will be a semi-structured conversation that 

helps fulfill the following research objectives: 

a. Understand GVSU students’ brand perceptions of Zara and its close competitors in the retail apparel space 

b. Identify GVSU students’ uses and perceptions of different earned and paid channels of communication 

c. Understand GVSU students’ apparel shopping habits relative to online versus offline 

d. Understand GVSU students’ budget priorities and where/if apparel and accessories fits into them 

e. What information do GVSU students consider when they make retail shopping decisions? Where do they get 

that information? Why do they pay attention to that information? 

f. Understand GVSU students’ habits and barriers related to Grand Rapids retail shopping 

g. Understand if Zara’s key differentiator, environmental sustainability through vertical integration, is 

understandable by GVSU students and a driver of positive perceptions and behavior related to the brand 

2. This discussion guide is meant to help prioritize and organize the conversation in a way that best facilitates these 

research objectives. However, you do not  have to use this discussion guide as a script or follow it verbatim.  

3. Focus Group Introduction (5 Minutes) 

a. Welcome 

b. Introduce yourself to participants 

c. Explain the purpose for the focus group: helping GVSU introductory ad/PR research students better 

understand their peers thoughts, feelings and behaviors related to shopping. 

d. Informed consent 

i. Ask participants to sign form if they haven’t already 

ii. Tell participates their presence here is important and completely voluntary.  

iii. Participants are allowed to leave at anytime for any reason 

iv. All personal information is kept confidential. First names are only used for researchers to analyze 

the data. Informed consent forms will first and last names of participants will be kept in faculty 

office at GVSU for two years, and they will be destroyed after that. 
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v. Verify that people are 18 years or older 

vi. Explain session will be audio/video recorded to share with client and research team and for 

analysis. 

vii. Explain that all information will be only used for this research project. 

viii. Familiarize participants with location of restrooms, etc.  

ix. The focus group will take approximately 45 minutes 

e. Explain focus group guidelines and rules  

i. Cell phones ringers should be set to ‘silent’ and they should be put away for the duration of the 

focus group. 

ii. Address the group and not just the moderator, it is meant to be a group conversation 

iii. Speak up whenever you have anything you find interesting to say. There are no wrong answers and 

no one is here to judge anyone else. 

iv. Do not hold back with answers. 

v. Be respectful of those around you. 

vi. One person should be speaking at a time. 

4. Participant introductions to group and ice breaker (5-7 minutes) 

a. Introductions:  

i. Ask everyone to say their first name, year in school, employment status (working full time, 

working part time, not currently working) and major. Make sure you and participants have filled 

out name card with first name and placed it in front of them so everyone can read it. 

b. Icebreaker: 

i. Beginning with moderator, ask participants the following:  NASA has just informed us that a huge 

meteor is racing through space and is on a collision course with earth. While others around you 

panic and try to seek shelter or devise an invention to shuttle off into space and heroically destroy 

the meteor and save the planet, you do the most rational thing you can come up with: begin 

planning your last meal. Tell everyone in the group what you would include in your last meal here 

on earth, assuming someone else doesn’t come up with a great meteor-destroying invention really 

quickly. 

5. Main discussion (30-35 minutes) 
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a. GVSU undergraduate students’ budget priorities/spending habits and retail apparel shopping 

i. Ask participants to describe how their current households are made up. Are they living with 

parents, living with a spouse/domestic partner/children, living with roommates, living in college 

housing. 

ii. Have participants talk about different sources of income while they are enrolled in their 

undergraduate studies.  

1. Probes: Tell me about different types of jobs you have while you’re at GVSU and the 

hours you work during an average week. 

2. Probe: Tell me about other types of financial support you receive, such as grants, 

scholarships, parents’ support, student loans, etc. and how you use that as part of meeting 

your basic needs AND extra expenses such as entertainment and shopping while you’re 

at GVSU. 

b. Budgeting: Ask participants to describe how they budget their money on a monthly basis. 

1. Probe: Ask about basic needs such as food and living and whether or not they have a 

budget for those items they can explain. 

2. Probe: Ask them to describe how they decide how much they can spend on extras like 

entertainment, shopping for non-essentials (not food or basic needs), and travel. 

c. Retail shopping: Ask participants to describe their last trip to a mall. Have them explain how they felt 

that day.  

1. Probe: Who were they with?  

2. Probe: Did they go planning on buying anything or just “shopping”?  

3. Probe: Did they buy anything?  

4. Probe: Why did they end up buying things if they did? 

5. What stores did you visit and why? 

d. Online shopping behavior: Imagine you look at your weather app and you see cold and snow in the 

forecast next week. You haven’t thought about your winter clothes since last April. Describe to me 

what you would do in that situation?  

i. Probe: Do you buy a few items of clothing with the new seasons? 
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ii. Probe: How do you shop for clothing? Price? Online? Coupons or rewards? Go to the mall? Go to 

Plato’s Closet? 

iii. Probe: Explore reasons generally for online versus in-store shopping. 

6. Retail apparel brand awareness and loyalty, perceptions of brands (10 minutes) 

a. Tell me about some retail brands you and your friends wear. 

i. Probe: What are some things that you think about relative to some of the brands you hear others 

mentioning? 

b. Now, tell me about your favorite clothing brands. 

i. Probe: What do you like about those brands? Think about things like cost, quality, trendiness, 

comfort, popularity, other things associated with the brand like image. 

7. Awareness of Zara: Have you ever heard of Zara? 

i. Probes: Where did you hear about it?  

ii. Have you been there? 

iii. Can you describe it to others? 

iv. Have you been on the website? 

v. Have you ever bought anything there? 

b. Zara is one of the largest international fashion companies. Show website. Spend one minute on the 

website. Ask participants about their impression of Zara. 

i. Probes: 

1. Would they be interested in visiting a Zara? 

2. How would they describe Zara now based on their website? 

3. Do you have impressions of Zara based on the website? 

4. How do you believe Zara wants to be perceived by their customers? Values, etc. 

5. Who do you think Zara might consider their competitors? 

 

1. GVSU undergraduate students’ understanding of, attitudes toward, and purchase behavior relative to 

sustainability and environmentally-conscious brands 

a. Ask members of the group to define sustainability. 

i. Probes:  
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1. Can you describe what you think of when you see the word sustainable  associated with a 

brand?  

2. Give an example of a time when you made a purchase based on the fact that the product 

was more environmentally friendly than its competitors. 

3. Did you spend more? 

4. Probe: How did it make you feel? 

2. GVSU undergraduate student media uses and gratifications, information gathering related to local and national 

businesses related to their shopping (5 minutes) 

a. Ask participants to discuss ways that they get information about local retailers, restaurants, bars, etc. 

i. Probes:  

1. Where do they go when they are actively seeking information? 

2. Websites? Google? Social media? Friends?  

b. What types of ads catch their attention? 

3. Conclusion (2 minutes) 

a. Thank participants for their time and insights. 

b. Remind participants that their comments will remain confidential and will only be used for our research 

project. You may tell them we are working with the GVSU Student Food Pantry to help them with their PR 

needs. 

c. Is there anyone that needs clarification on any points made here today? 

d. If not, thank participants and let them know they are free to leave. If there are any concerns, have them talk to 

Prof. Hagerstrom after the group or via email at hagersta@gvsu.edu. 
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Appendix B 

Supplemental Focus Group Materials 
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Figures 1-4: Screenshots taken from Zara’s website displayed during focus group. Adapted from 

Zara.com.  Retrieved December 12, 2015. 

Figure 1 

Figure 2 
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Figure 3 

 

Figure 4 
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Appendix C 

Qualtrics Survey Report 
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