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ABSTRACT

The purpose of this research project is twofold. Firstly, this research aims to gain a better
understanding of the interactions within a slow fashion community on YouTube and the ways
fashion content creators engage with their audiences to expand the scale of their channels.
Secondly, their approach to promote sustainable fashion brands through eWOM videos is studied
to capture collaborations between influencers and fashion brands through marketing
endorsement. To achieve the objective, a mix-method approach, including digital ethnography
and computational network analysis, was applied. Based on 30 days of digital ethnography, the
online interactions between the slow fashion content creators and their audiences were studied.
On the other hand, quantitative results were gained through the data retrieval based on the
queries of ‘declutter wardrobe’, ‘ethical fashion', and for three interviewed YouTube accounts to
comprehend the overall interaction and popularity of the slow fashion communities active on
YouTube. Based on the results, slow fashion YouTubers are found to engage actively both with
the audience and other YouTubers through post-video discussions. Moreover, they tend to create
genuine and honest contents while managing social media channels to increase the number of
subscribers. Networking with YouTubers dedicating to similar values is also essential to make
cross-channel promotions possible and grow their followings. Furthermore, the identities of slow
fashion YouTubers range widely from casual content creator to independent solo entrepreneur
and entrepreneurs depending on multiple other businesses. Simultaneously, they engage in social
activism against injustice and raise awareness for mental health to develop the persona in the
online sphere. To promote sustainable fashion products, a series of research and selection are
done priorly to generate sponsored eWOM aligning ethical and sustainable values. Such findings
provide an academic understanding of the sustainable fashion community on social media.
Through the parasocial interaction with the virtual community and the genuine content
depictions, fashion influencers are able to promote slow fashion in the online sphere to gain the
awareness of sustainable alternative of fashion. It also offers insight into marketing strategies for
fashion industries to promote sustainable products. Future research into fashion influencers can

focus more intensively on the perspectives of their audiences.
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1. Introduction

Following the development of Web 2.0 technologies and the platformization of Internet
communication, the audience is no longer a passive receiver but is empowered to be a content
generator, commenter, and engager through online sites (Helmond 2015; O’Reilly, 2005). Under
such transition, the arrival of social media has led to the rise of influencers owning a great
number of followers and having a significant influence on specific groups of people (Tait, 2020).
This phenomenon has changed the landscape of marketing and branding strategies, and product
endorsements with social media influencers are prevalent in the past decade (Irmas, 2021).
Meanwhile, the promotion through electronic word of mouth (eWOM) of influencers has been
reported to be significantly effective in the growth of product demand (Mohammad, 2020). In
addition, with the increase of sustainable and ethical consciousness, fast fashion is regarded as
one of the pollutive industry responsible for a huge number of landfills, pollutions, greenhouse
emission, 20% of worldwide water waste, and exploiting cheap labors despite significant
economic growth in the past few decades (Garner, 2021; Le, 2020). In this regard, the advocation
for a more sustainable lifestyle emerged aiming to change the landscape of fashion industry.
Under such a circumstance, slow fashion is believed to be an effective solution to environmental
pollution and climate change while advocation of sustainable fashion through the online sphere
is expected to arouse more people to engage in sustainability (Cernansky, 2020). Thus, social
media content creators are considered an important intermediator acknowledging the evolution
of the fashion industry towards a slow and sustainable business model as the industrial solution
to cope with the environmental damage.

This phenomenon can be explained by fashion influencers’ persuasive discourse of
particular product experience which are perceived to be authentic and trustworthy among their
audiences (Chapple & Cownie, 2017; Elmhirst, 2019). The spread of those eWOM indicates the
messages presented by fashion influencers can significantly affect audience perception of the
introduced products (Stoldt et al., 2019). In addition, the recommendation of influencers is
reported to increase the sales of particular products due to the sharing of realistic experiences
(Irmas, 2021; Zhang et al., 2018). Thus, more brands are willing to collaborate with influencers
from Instagram or YouTube to promote sales (Silva et al., 2020). Despite the success of

influencer marketing, understandings of the most influential slow fashion YouTubers and their



eWOMs of sustainable fashion endorsement on the YouTube videos remain limited and further
research is much needed.

Additionally, the increasing awareness of sustainable lifestyle and fashion has been actively
addressed by pro-environmental influencers on social media (Kong, et al., 2020; Rodrigues,
2020). However little research has been conducted to study the vernacular components, such as
oral expression and visual representation of sustainable products incorporated in fashion
influencer’s social media. Furthermore, considering cultural and social difference found in the
regions highly associated with the ecology of content creators, this research, thus, focuses on
YouTubers who create content on sustainable fashion and are located in the United States of
America to investigate a community of slow fashion and their approach towards the promotion
of slow fashion.

Given that studies focusing on digital promotion of sustainable fashion generated by fashion
influencers and the existing slow fashion YouTubers and communities on YouTube are lacking, |
raise a few questions about slow fashion content creators in the USA: How do they promote
sustainable products on YouTube through their sustainable-focused community and their
presented identities? This main question is complemented by two sub-questions: Who are the
most influential YouTubers creating content on the themes ‘ethical fashion’ and ‘declutter
wardrobe’? How do they select products endorsement and sponsorship for eWOM content
creation?

This study aims to reveal the collective ways of promoting sustainable fashion on YouTube.
Furthermore, this research identifies the most influential content creators producing videos
relating to sustainable fashion and their relevant communities on YouTube. Thus, an overall
understanding of the researched community of slow fashion will be provided in this

investigation.

1.1. Scientific relevance

Due to little academic research that has been conducted regarding slow fashion and its
online community in the past, this research aims to gain a deeper understanding of the current
fashion marketing exposure generated by the sustainable content creators on social media. Since
the awareness of the solution to fast fashion has raised considerably in the past decades from

both the academic field and the society (Jarin, 2021), the objective of this research is designed to



dive into the representation of eWOM and content creators’ perspective of promoting slow
fashion to realize the operation of this niche within the creative industry. In addition, along with
the emergence of social activism in cyberspace, user-generated contents have played significant
roles in influencing public perception towards social issues (Jabor, 2021). In this regard, cultural
labors from YouTube and other social media have become integral opinion leaders in cultivating
social agendas, such as sustainability and slow fashion revolution. This generally involves
educational, informative, and commercial values while generating contents (Boxman-Shabtai,
2019). Therefore, it is important to learn the approach of creative promotion presented by slow
fashion YouTubers and the process of incorporating the business commission with fashion
brands to enhance the limited understanding of marketing strategies for sustainable fashion
industry in the academic filed. Consequently, this research helps to broaden the academic
understanding of the recent eWOM and sustainable product promotion conveyed by the
influencer community on YouTube to understand the relationship between this creative niche

and the influential community on social media.

1.2. Social relevance

Furthermore, since the public awareness of eco-friendly solution to environmental pollution
and climate change has increased significantly in recent years, people determined to engage in
sustainable lifestyles including plant-based diets and sustainable fashion consumption have
boosted noticeably (Jones, 2021). Considering the reflection of exploitation toward the
environment and human rights resulted from fast fashion and other industry appeared during the
pandemic, more people are reported to embark on green lifestyle with the concern of
environment and human wellbeing (Poh & Seligson, 2021). Under such a circumstance, the
communities focusing on sustainability has expanded dramatically which makes more brands
commit the social responsibility through transiting the business position into the eco-friendlier
model to appeal to more consumers. However, since existing research has rarely concentrated on
the marketing strategies of sustainability business promotion through collaboration with
microcelebrities in the digital sphere, this research aims to provide a primary understanding of
the landscape of the slow fashion community and the commercial approach of integrating
sustainable fashion brands into contents. This helps develop a scheme of digital marketing and

partnership strategy for the creative industry positioning sustainable model to promote



sustainable items through eWOM presented by YouTubers. Moreover, the findings of this
research enable the audience to learn the process of content creation proposed by the slow
fashion influencers to understand the role of content creators in advocating sustainable lifestyles
in the digital space. In this regard, both the society and relevant brands can capture a more
thorough understanding of the slow fashion community on social media and the strategies of
collaborating with sustainable brands in this community. Therefore, this research aims to arouse
the social awareness of the slow fashion community and the corresponding forms of eWOM
shared by the influential figures in the niche to increase the future engagement among creative

brands, mediators, and the audiences.

1.3. Chapter Outline

Chapter 2 demonstrates the existed theories based on previous studies to build an academic
paradigm for this research to analyze accordingly. It will be clustered into the following three
themes: 1) slow fashion and sustainability, 2) online microcelebrity and product
recommendation, 3) YouTube as an eWOM format, 4) mental support on social media, 5) online
social activism, 6) sustainable fashion promotion, and 7) product endorsement through eWOM.
The first one will define the term of slow fashion and the related concepts. Category 2 to 4
address the role of microcelebrities occurred from the online space while introduce the ways of
developing the individual image, ranging from eWOM creations, mental health disclosure, to
participation of social movements on social media. The last sections focus on the marketing
approach adopted by slow and sustainable fashion brands and the issues of sponsorship
disclosure.

In Chapter 3, the mix method approach chosen to conduct for this study is justified and
elaborated. In essence, general explanation of both the qualitative and quantitative method, data
collection, and data analysis are discussed. The finding of the analysis will be stressed in chapter
4. Based on a grounded theory analysis of the qualitative data, the results are segmented into
several categories to demonstrate the detailed findings and answer the research questions. The
categories of this section are: 1) slow fashion community development, 2) individual growth
strategies and audience engagement, 3) identity of microcelebrities, and 4) slow fashion
promotion and eWOM creation. In Chapter 5, conclusion of this research is mentioned to give

the answers to the research questions. Furthermore, the relation to the previous studies is
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discussed. In the end, the social and academic implication along with limitation and the

suggestion for future study are pointed out.
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2. Theoretical framework

This section elaborates existing research and theories address by previous scholars as an
academic paradigm for this study. It is clustered into 7 segments to explain the relevant theories:
1) slow fashion and sustainability, 2) online microcelebrity and product recommendation, 3)
online social activism, 4) mental health support on social media, 5) sustainable fashion
promotion, 6) YouTube videos as eWOM formats, 7) product endorsement through eWOM.
With this basis, the researcher is able to analyze the data and the findings according to the

theoretical support.

2.1. Slow fashion and sustainability

Aiming for continuous and stable economic growth, the fashion industry developes an
efficient production model of fast fashion to meet the enormous need of the global market
(Fletcher, 2010). This business approach is generally operated under economic dominance and
the utilization of prosperity and the global supply chain leading to the success of fast fashion. In
this regard, fast fashion is characterized as rapid-changing, mass production, homogeneous
design, trendy, constant replacement, and accessible price which is contributed to a great
economic growth (Fletcher, 2010). However, this low-cost and quick-responding production
model is built upon the exploitation of cheap materials and labor. As a result, some
environmental and social impact has arrived as the expansion of fast fashion industry
(Mukherjee, 2015). The environmental hazard resulted from this fashion model ranges from
chemical pollutions towards land and water, high carbon emission, to a great number of landfills.
Since cheap materials are demanded during fast fashion production, a significant amount of toxic
chemicals is used to produce the fabrics leading to pollution upon the land. Secondly, to decrease
the production cost, the supply chain is segmented into global sectors, thus the greenhouse
emission is ascended dramatically through the transportation and garments production.
Additionally, Shen (2014) has found that although some fast fashion has claimed to commit to
sustainable transition in terms of garment production, the factories and main supply chain still
located in the countries with a lower degree of wellbeing and wages whereas the majority of
inventory is arranged to the countries with a higher degree of human wellbeing. In essence, the

laborers of the fast fashion factories are found to work overtime in a less hygienic and unsafe
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environment with little payment which is seen as a negative social impact (Fletcher, 2010;
Mukherjee, 2015).

Considering those serious influence caused by the fast fashion industry, the arrival of slow
fashion has shed light to transform the fashion industry with the adoption of a more sustainable
model in terms of business and production facet (Fletcher, 2010). Unlike the ambition of
efficiency in broadening economic scale claimed by fast fashion firms, slow fashion companies
emphasize a counter business model involving a localized supply chain with the advocation of
durable products. To demonstrate the sustainable adoption applied by slow fashion, a framework
is introduced to present this radical fashion revolution (Haug & Busch, 2016). To ensure slow
fashion has devoted to low impact production process, transparency is the primary value to
showcase the environmental-friendly supply chain and materials while the employees are treated
fairly with proper payment and working conditions. Furthermore, the source is preferred to use
localized, organic, or recycled fabrics with certification to design timeless garments with high
quality (Stefko & Steffe, 2018). In addition, slow fashion aims to provide inclusive clothing
options for various consumers, thus, it normally offers either inclusive size options or
personalized service to meet the versatile demands of customers. Lastly, against the concept of
overconsumption promoted by fast fashion, slow fashion is known for producing limited quantity
to reduce excessive waste while arousing a sense of exclusiveness among the consumers.

However, since the scale of the slow fashion firms is generally smaller than fast fashon
corporations, the public information about slow fashion remains inadequate that resources of
sustainable fashion is hard to access by consumers (Pookulangara, S., & Shephard). Meanwhile,
because some companies claiming to produce slow fashion garments lack transparent
information about production, the doubt of greenwashing has increased affecting the purchase
intention among the consumers (Stefko & Steffe, 2018). Consequently, the informational gap
between the retailers and consumers occurs. Moreover, it is found the value of purchasing
sustainable garments ranges widely from the social concern to the emotional attachment (Jung &
Jin, 2016). In other words, except for legitimate quality and accessible price, the concern of
social impact and emotional achievement is important in arousing the purchase motivation.
Lundblad and Davies (2016) further point out, except the awareness of sustainable devotion,

consuming exclusive and sustainable garments is associated with self-achievement which relates
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to self-esteem and care for personal appearance. Thus, enhancing self-achievement is another
aspect valued by consumers while purchasing slow fashion products.

Based on the earlier research, social media has strongly anchored in the trends of consumers’
behaviors. It is found that influencers with high credibility are more likely to be perceived as
trustworthy fashion mediators for the consumers (Chetioui et al., 2020). Namely, the fashion
opinions addressed by those influencers are associated with consumers’ purchase intentions
(Mohammad et al., 2020; Stoldt et 1., 2019; Sudha & Sheena, 2017). These emergent
microcelebrities not only inspire more consumers to engage with slow fashion but also introduce
sustainable fashion brands to more consumers which helps to establish a new community in the
online sphere. Since little research has investigated the role of mediators in slow fashion markets,
this research aims to study how sustainable-fashion-focused content creators assist to bridge the

gap between retailers and consumers while expanding the slow fashion community.

2.2. Online microcelebrity and product recommendation

The rise of social media has been contributed to the emergence of influential leaders who are
active on social media accounts by sharing personal experiences of certain products while a great
number of audiences and subscribers are following (Abidin, 2015; Duguay, 2019). This new
form of aesthetic labors is characterized by constant exposure of personal life through photos,
video, audience engagement, and online or offline actives to catch people’s attention (Abidin,
2016; Lange, 2019). With the usage of multiple social media platforms, the parasocial
relationships between the influencers and audience are built resulting from the interactive
features performed in the digital sphere (Kim et al., 2018).

According to the research conducted by Abidin (2015), these microcelebrities tend to identify
themselves as ordinary people enthusiastic in disclosing everyday life towards social media
users. Through the documentation of personal life, those influencers are perceived to be
authentic and instrumental (Lange, 2019). Simultaneously, the frequent interaction with the
audience via liking, responding, and retweeting, helps establish a sense of exclusiveness and
intimacy among viewers which leads to a collective online community (Chapple & Cownie,
2017). Furthermore, concerning the multiple venues of personal lifestyle disclosure, fashion
influencers can demonstrate fashion items outside fashion magazines and the runway giving a

more authentic representation for fashion brands (Duffy & Hund, 2015). In essence,
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incorporating with fashion influencers becomes one of the essential marketing strategies in the
fashion industry (Brydges & Sjoholm, 2019). Abidin (2015) also suggested that the networking
with other microcelebrities from the similar niche has become crucial in increasing the traffic
from the audience and brand awareness. Thus, offline influencer meetups are taken place
frequently to bridge the connection with other influencers to develop opportunities of co-creation
which can gain more audience recognition through cross-channel appealing. Meanwhile, through
the networking, the influencers can support each other’s content, brand collaboration and
personal brands to build an internal community among microcelebrities.

Furthermore, as previous research suggested, emerging microcelebrities on social media
show entrepreneurial traits that individual social media accounts resemble a personal brand in the
virtual spaces to incorporate strategies of promoting particular products, services, and personal
brands (Bahcecik, et al. 2019). Bahcecik et al. (2019) point out due to the low starting capital and
easy-to-access features of Web 2.0., creative entrepreneurs on social media are able to build
personal brands with knowledge and expertise to increase business opportunities. These
entrepreneurs occurred from virtual organizations tend to share similar characteristics including
independence, risk analysis, innovation, problem-solving, and opportunities achieving. With
such psychological traits, they can mobilize the distinct insight of specific culture, value
judgments, and societal perspectives to interact with their community to expand the business
scale. Bahcecik et al. conclud that this digital branding involve the following strategies to appeal
to the audiences: 1) sincerity, 2) consistent content presentation, 3) distinct value and lifestyle
exhibition, 4) awareness arouser, 5) educational purpose, 6) authentic emotional disclosure, 6)
up-to-date content creation, and 7) open for audience contribution. With these strategies, the
correspond community on social media has expanded significantly (Brydges & Sjoholm, 2019;
Lange, 2019).

However, when it comes to product recommendation endorsed by traditional celebrities, such
as well-known movie stars or artists, and micro-celebrities occurred from social media, the
degree of influence may differ in situations (Ewers, 2017). Even though the aroused purchase
intention is generally low derived from the product recommendation generated by both
celebrities and micro-celebrities due to the constant exposure to online product endorsement
among the audience, the contents represented by celebrities are found to trigger slightly higher

consumption intention than those provided by microcelebrities owing to the lower credibility
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perceived by the consumers. Nevertheless, it is discovered that the inclusion of product
replacement without excessive precautional expressions may enhance the positive perception of
microcelebrities among the audience. To cope with the gap of the influence between
microcelebrity and traditional celebrity, intermediators agencies have occurred to assist the
microcelebrities to improve the content creation of product recommendation for profit purpose
(Stoldt et al., 2019). With the professional guidance and advice offered by the agency, micro-
celebrities are able to create content aligning the commercial needs of the brands with a fair
payment. Thus, those intermediaters play important role in bridging the informational gap
between self-developed content creators and the brands to sustain the instrumental relationship

among the stakeholders.

2.3. Online social activism

With the prevalence of Web 2.0., people are empowered to share information on social media
ranging from personal stories to the concerns of social issues (Caren et al., 2020). The function
of social media has expanded from pure hedonic purpose regarding having fun with other users
through virtual interaction to societal informational sharing, such as the latest social movements
and consumer activism (Sandoval-Almazan & Gil-Garcia, 2014). In this regard, social media
platforms have opened a venue for the social activists to initiate conversations to gain public
awareness while the traditional media outlet does not fully cover those social movements (Poell
& Borra, 2013). Take the demonstration against G20 in 2010 as an example, since the traditional
broadcasting media does not include the demonstration organized by the minority groups in the
outlets, the hashtag #g20report was used as the key to connect the protesters on social networks,
such as Twitter, YouTube, and Flickr. With the great number of the hashtags, the demonstration
was aware by the public disregard the exclusion from the broadcasting. A similar occasion
happened in 2017 when a demonstration against systematic suppression of Black women in the
United States of America. This online protest emerged rapidly on social media through the
hashtag #SayHerName (Brown et al., 2017). Since the composition of these social movements is
primary marginalized groups neglected by the mainstream, those movements tend to take place
in the online sphere to attract participation without the constrain of space and time. By doing so,
they can successfully gain awareness within a short period of time while empower the

communities to fight against intersectional injustice simultaneously.
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In this regard, cyberactivism has commonly adopted by protesting groups in recent years,
such as Arab Spring, Occupy Wall Street, and Black Lives Matter, which transcended the
ecology of social movement (Caren et al., 2020). The visual representation of social movement
also enable the audience to witness the movement with a closer distance and gain firsthand
information from the social media (Cornet et al., 2017). Intense visual and audio contents spread
on social media spark the intention of participation due to the educational, genuine, persuasive
discourse (Hwang & Kim, 2015). Moreover, the image-based information assists the activists to
develop collective identities that an organizational connection is developed between individuals
and the community. This form of identity motivates the participants to join the activism through
the sharing of information which increase the appeal of activism in turn.

With the identity development, more people or consumers sharing the same perspective are
able to gather in the cyberspace to broaden community aiming to change the social system (Colli,
2020; De Choudhury et al., 2016). To sum up, the usage of social media motivates social
movements and consumer activism to make diverse voice heard by more audience in the digital
sphere. Particularly, the participation of microcelebrities and celebrities enables the digital
activism to expand to a certain extension which requires academic research to investigate (Caren

et al., 2020).

2.4. Mental health support on social media

Previous research has found that excessive exposure to social media usage is positively
related to depression. In addition, social comparison of assessing social media presence of other
users’ is found to be strongly correlated to mental depression (Yoon et al., 2019). In this regard,
recent studies suggest intense social media usage can lead to mental burnout
(Charoensukmongkol, 2016; Hebben, 2019). Burnout is defined as a fatigued mental, physical,
and emotional state occurred after a person has experienced an enormous amount of stress from
the reality (Han, 2018). Such emotional exhaustion can have negative influence on the
performance of work and social life. In essence, excessive exposure to social media can lead to
social media burnout. Owing to the overloading information sharing, overwhelming social
participation, and dissatisfaction with social media usage, there are three dimensions of social
media burnout are found (Hebben, 2019). Firstly, people may encounter emotional exhaustion

lacking the energy and passion to engage in the virtual organization. Depersonalization is the
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second dimension happened when a social media user feels detached from regular behaviors and
social interactions which leads to an emotional distinction between the user and his or her
performance. Lastly, ambivalence is the other dimension with a feeling of lacking personal
accomplishment due to the negative disconnection of instrumental and hedonic experiences
which are expected to gain during social media immersion.

With the fundamental understanding of social media burnout, it is found that people intensely
utilizing social media platforms for business purposes are prone to have a higher tendency to
have burnout symptoms (Charoensukmongkol, 2016). Moreover, existing research reports that
contents disclosing mental burnout due to intense social media usage are commonly found on
various platforms. Diving into the influence of those self-disclosing contents, Hebben (2019) has
suggested that the audience exposed to the contents directly mentioning burnout and
depersonalization is likely to respond and interact with the content creators. In addition, the
representation of the burnout symptom and revealing temporary leave from social media are
found to help the audience reflect personal mental state and sense a certain degree of relativity.
This finding indicates the self-disclosure of mental problems opens positive conversations in the
online sphere which develops a new form of collective support through multi-directional
engagement among the audience and content creators (McCosker, 2018).

According to relevant studies, mobilizing social media as the discourse of mental health
issues can lead to positive effects on the users suffering mental problems (O’Reilly et al., 2019).
With the empowered user contribution featured by Web 2.0., people are able to share mental and
physical status anonymously which encourages more users to seek help in the virtual
organizations. In essence, those who are suffering from mental health issues can disclose their
situation to receive advice from other users. In the meantime, owing to the public access to the
contents, mental health service providers are enabled to take part in the conversation to provide
professional information mediating the discussion regarding the approach to cope with mental
health problems (Shepherd et al., 2015). Furthermore, O’Reilly et al. (2019) have found that
anonymous discourse of mental health issues allows adolescents lacking access to professional
advice to absorb fundamental knowledge relating to mental health. Thus, social media sites
provide a valuable venue for mental health discourse through the active sharing of experience
and advice among the ordinary users and mental care providers. This interactive forum makes

people with serious mental illness feel comfortable to disclose individual stories and decisions to

18



cope with mental illness (Naslund et al., 2016). Unlike online organizations, the fear of stigma
and being mistreated has hindered some patients to reveal the state of illness, however, the online
sphere creates a more comfortable environment for the patients to uncover their personal
journey. Under such a trustworthy environment, supportive groups have been built to provide
mental connection and support for people suffering similar mental illnesses which gives them a
sense of belonging and empowerment to deal with mental challenges collectively.

In this regard, social media platforms are characterized as comfortable spaces to promote
mental health illness through the content creations generated by both microcelebrities and
ordinary users. Through their engagement, knowledge and support towards mental illness are

able to be aware by the mass audience which encourages the discussion of mental health issues.

2.5. Sustainable fashion promotion

As sustainability has been highly advocated by the public in the past decades, the fashion
industry which is considered one of the notorious industries causing pollution to the environment
has strived to evolve sustainably to devote social responsibility (Davis, 2020). Regarding this
transition, both luxurious and local fashion brands have put efforts to make their product greener
to align with the social agenda (Kong et al., 2020). To appeal to more consumption intention, the
marketing strategy of sustainable fashion with a distinct narrative has been designed aiming to
impress potential audiences (Kim et al., 2018).

Based on the study conducted by Septianto et al. (2020), pride as an emotional stimulus
indicated in the advertisements of the sustainable luxury brand can positively increase
consumer’s impression even though the luxury facet of this brand is emphasized more. In the
meantime, the emphasis on sustainability represented through commercial also help stimulate
consumption intention in both local and luxury brands.

Since eWOM has become an important element in marketing sustainable fashion products,
Hyun and Ko (2017) have demonstrated that environmental concerns, product knowledge,
received risks, perceived benefits can determine consumer’s satisfaction with sustainable
products which in turn influence their intention in engaging eWOM. This finding reports that the
aforementioned values are highly associated with consumer’s cultural background influencing
the willingness of generating eWOM for the sustainable brands. Additionally, Kong et al. (2020)

has found that the concepts of eco-friendly contribution towards the environment portrayed in
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the advertisements of luxury brands can increase consumer’s intention in spreading positive
evaluations which increases the marketing impression of the brands. Furthermore, eWOMs
mentioning the pro-environmental devotion of the fashion brands are reported to pose a positive
impact on consumer’s intention of consumption (Mohammad et al., 2020). Namely, spreading
positive eWOM as a marketing strategy can influence the way the audience perceives slow
fashion.

Fashion YouTubers who are perceived to accumulate social capitals, including special
knowledge of fashion, legitimate influence, referent power in altering audience’s decision, are
reported to have a positive influence on viewer’s consumption (Kim et al., 2018). This indicates
that marketing through the eWOM contents of YouTubers can successfully outreach to potential
consumers based on the trustworthiness and powerful impact of those intermediaters.
Considering limited research has investigated the relationship between sustainable fashion
promotion and influencer, this study will adapt the aforementioned findings as sensitizing

theories during the process.

2.6. YouTube videos as eWOM formats

Among all the social media sites, the user-generated contents on YouTube are categorized as
vernacular formats combining visual and oral presentation allowing a wide range of creative
outputs to be uploaded by users (Lange, 2019). This distinct feature leads to the emergence of
experience-sharing videos generated by fashion influencers, such as fashion haul, vlogs of a day
in the life, “ad-tutorial”, and other forms of videos, inviting the audience to enter their personal
life (Jerslev, 2016). Since those videos highly involve the recommendation of the commodities
used by the influencers, YouTube videos are regarded as an important outlet of eWOM
spreading the reviews as reference for the audience.

These forms of eWOM help establish a global connection between the international audience
and the merchandise due to the mediator role played by the fashion content creators (Jorge et al.,
2018). ALNefaie et al. (2019) point out that YouTube videos involving product
recommendations are perceived to be both utilitarian and hedonic references for the audience.
Namely, the viewership can be influenced by the available information and emotional
satisfaction depicted from the YouTube videos to determine their choices of consumption. As

Jerslev (2016) suggests, this phenomenon can be explained by the authentic narrative and distinct
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filming style performed by the influencers that stimulate the sense of realness and relativity
among viewers.

Through the aesthetic and distinct presentation portrayed in the videos, the influencers are
often seen as experts sharing sincere, reliable, and qualified information of products which
increases the purchasing intention among the audience (Chapple & Cownie, 2017; Tybussek,
2020). In this regard, the content creators on social media concentrating on product
recommendation and reviewing has blurred the boundary between consumers and expertise due
to the appliance of personal experience with particular fashion and beauty product to influence
purchase intention among the audiences (Mardon et al., 2018). These content creators are titled
“fashion or beauty gurus” generating in-depth information on social media regarding the review
of specific products. Since the presentation of gurus involves both facets of consumers and
professions, a series of emotional bonds are built with the audience resulting from the high
reliance on the information shared by fashion and beauty gurus. Under such a parasocial
relationship, some emotional exchanges are found to take place in the connected community.
Consequently, YouTube has become a crucial eWOM platform to seek sustainable knowledge.

However, the content creators have faced three challenges as making videos of eWOM for
the products on YouTube (Miiller, 2016; Vear, 2020). Firstly, the contents of product
recommendations generated by trustworthy influencers are generally characterized by
transparent, in-depth user-based information, and authentic depiction through the partial
exposure of private life (Vear, 2020). Namely, to create realistic eWOM on YouTube, the gap
between privacy and public representation is marginalized to a certain extent. The first tension is,
thus, occurred. Secondly, Vear points out due to the constant change of algorithm on social
media, content creators are forced to create specific titles, descriptions, and hashtags aligning to
the requirement of the platforms to attract traffic. In essence, the content creators are obligated to
sacrifice partial personal interests to meet the constraint proposed by platforms. Thirdly,
considering the audience perception and the commission contracted with the brands, the content
creators are compromised to balance the portrayal of product placement and the main topic of
each video (Vear, 2020). Regards this, the content creators on YouTube are inclined to include
less product endorsement within the videos while mentioning the affiliated links of the
collaborated products in the description section. In addition, creative forms of activities are

initiated, such as product giveaways and audience competition, to reinforce brand awareness
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among the audiences. Meanwhile, responding to the comments of the audience is claimed as an
extension of realistic representation to provide an informational user experience upon the
products stated in the video.

Consequently, even though the authentic and transparent user experience sharing in the
eWOM videos has appeal to an emotion-bonded community on YouTube, attributed to the
constraints of the platforms, the videos of eWOM on YouTube has altered constantly raising the

challenges for the content creators and gurus.

2.7. Product endorsement through eWOM

The prevalence of generating eWOM regarding genuine user experience of fashion products
has been perceived as a valuable approach to incorporate business collaboration as a form of
marketing promotion (Childers, 2019). Thus, many fashion brands have outreached
microcelebrities with significant follower bases to co-create dynamic visual or video content
aiming to appeal to more consumers. The types of brand collaboration represented on social
media can be categorized into three forms: 1) sponsorship, 2) link affiliation, and 3) public
relation (PR) gifting. The first two types involve monetary payment with different procedures.
Sponsorship collaboration implicates promoting specific items with monetary rewards through
generation of contents, such as eWOM, creative campaign, and audience engagement activities.
Promoting affiliated links, on the other hand, functions differently from sponsorship. The content
creators would include the link for the collaborated products in the description section for the
audience to access. Eventually, the content creators may receive a particular amount of payment
according to the ratio of rewards which was contracted between the stakeholders. Lastly, the PR
products are free gifted items without any rewards or payments. However, the content creators
still tend to generate some content mentioning those free-giving items as a gratitude for the
brands. Even though such forms of product replacement do not interfere with payment, it is an
approach to maintain a great relationship with the content creators (Childers, 2019).

However, since the contents containing business-oriented product recommendation has
increased significantly on the social media in the recent years, some governments have enacted
relevant regulation requiring the content creator to disclose the business purpose. For instance,
according to the Federal Trade Commission in the United States, any type of online content

sponsored by a third-party source is expected to reveal sponsorship information clearly to avoid
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misleading information for the consumers (FTC, 2017). To fulfill the related regulations, some
platforms, such as YouTube and Instagram, also altered the usage policies to reinforce the
transparency of business-related content. Take YouTube as an example, it is stated that, “creators
and brands are responsible for understanding and fully complying with legal obligations to
disclose Paid Promotion in their content” (YouTube support, 2018). Following the obligation,
most of the user-generated contents involving business purpose are found to include explicit and
implicit sponsorship disclosures (Lee & Kim, 2020). The former is defined as the content
description comprising thorough sponsorship clarification, including the mention of advertising
or sponsorship in the description, to notify the business collaboration behind the contents,
whereas the latter refers to the implicit presentation of commercial purposes, such as mentioning
“ad” or “sp” in the corner of the contents as the abbreviation of advertisement and sponsorship
and unsealing any wordings indicating PR product or sponsorship.

In essence, academic investigation regarding the influence of sponsorship disclosure has
studied the association with audience perception. It is found that the visualized coverage of brand
collaboration initiated by the microcelebrities helps accentuate the brand engagement among the
audience (Argyris et al., 2020). Furthermore, incorporating the information of brand and
products in the contents is found to arouse a positive attitude on the brand (Lee & Kim, 2020).
Additionally, the recognition of the brand is positively associated with the genuine persuasion
indicated in the sponsored posts (Eisend et al., 2020). Namely, the memory, understanding, and
purchase intention are strongly enhanced while the product endorsement is clarified in the
contents. Overall, including the brand sponsorship within the contents on social media has
improved the recognition and positive credibility of the brands. Furthermore, generating contents
with sponsorship disclosure does not result in a negative perception towards the content creators,
instead, the source and message credibility of the content creators are found to be improved
(Ewers, 2017; Lee & Kim, 2020). In addition, contents involving the dissemination of the
momentary compensation trigger positive perception among the audience (Stubb et al., 2019).
Regards, the credibility of the microcelebrities may increase not only due to the transparent
disclosure of commercial collaboration but also because of the public perception that the content
creator is well-known and trustworthy enough to be chosen by the brands for cooperation.

However, since slow fashion is an emergent niche, little research has operated to study the

perception of sponsorship disclosure from the perspective of content creators. Thus, this research
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is designed to immerse into the representation of product sponsorships from the content created
by slow-fashion-focused content creators. Meanwhile, their perception towards the honest

disclosure will be investigated respectively.
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3. Research design

This chapter justifies the mix-method approach used to answer the research questions of this
study. Standard of methodology, data collection, and detailed description of data analysis are
also elaborated respectively in this section. Concerning the diverse interaction on social media
platforms, this research chose an ethnographical approach to capture the social networking
relating to slow fashion content creators on YouTube and other virtual organizations (Berthod et
al., 2017). By doing so, the complex and constantly changing online network of slow fashion can
be collected to investigate the undiscovered relationship and practices represented within this
sustainable-focused community. In-depth interviews were simultaneously collected to confirm
the findings based on ethnographic exploration which enhances the understanding of the
intertwined interaction happened between the slow fashion content creators and the related
communities.

However, to gain a greater understanding of the existing community of sustainable fashion
active on YouTube, qualitative research can merely provide partial insights into this network.
Therefore, a quantitative method was applied simultaneously to analyze the social networks of
the community concentrating on slow fashion on social media (Born & Haworth, 2017). To
realize, computational social network analysis was conducted to capture the overall structure of
the slow fashion community on YouTube, involving both of the content creators and audience.
Namely, quantitative analysis was integrated to have more thorough knowledge about the role of
the online slow fashion community in promoting sustainable fashion brands (Guest & Fleming,
2015). As a result, a mix-method approach with convergent parallel design was determined to

complete this research (Berthod et al., 2017).

3.1. Mix-method approach

To comprehensively understand how slow fashion production is promoted by those
influencers through self-generated videos on YouTube and other social media platforms, a
mixed-method research approach was chosen (Creswell & Creswell, 2017). Given that this
research aims to investigate eWOM of slow fashion items conveyed by fashion influencers on
social media, it is crucial to understand the key criteria, taste and concerns of the brand in terms
of the production of slow fashion items indicated by the influencers (Kozinets, 2002). To identify

the symbolic narrative in spreading eWOM of green fashion through the marketing means
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conducted by influencers, one month of netnography was adapted for this study (Boeiji, 2010;
Kozinets, et al., 2014). This netnographic approach comprised participant observation on
YouTube and other social media profiles of fashion influencers and 8 in-depth interviews.

Unlike other methods, netnography as a market-oriented form of digital ethnography can
investigate social media users’ perception, decision-making process, distinct taste, and desire for
particular products through participant observation in the online sphere (Kozinets, 2012). In this
regard, participants observation on YouTube was used allowing researcher to immerse the online
community unobtrusively to comprehend the influencers’ realistic engagement with slow fashion
through social media (Delamont, 2004; Hetland & Mearc, 2016; Ritter 2021). Meanwhile,
adopting netnography to observe the engagement and promotion created by the YouTubers in the
cyberspace enabled the researcher to access the database in a time and space efficient approach.
Furthermore, to obtain credibility of this study, interviewing with observed influencers was done
to cross-check the results collected from online observation (Kozinets, 2012). This may boost the
degree of trustworthiness for the qualitative analysis.

The theories related to this research are grounded through the process of analysis (Bowen,
2008; Charmaz, 2014; Kozinets, et al., 2014). Consequently, the researcher remained open and
flexible during the analysis to discover emergent theories. Namely, the researcher was sensitively
aware and constantly refer to existing concepts to obtain the academic relevance.

The mixed-method research is based on a parallel-convergent approach (Berthod et al.
2017). Qualitative and quantitative data were separately collected and analyzed. In the end,
computational social network analysis can enhance the ethnographic immersion in the online
community of slow fashion influencers (Rogers, 2015). Digital ethnographers increasingly
integrate digital methods to enhance their investigations (Born & Haworth, 2017). In this regard,
the contextualization of social network retrieved from YouTube was able to visualize the
dynamic interaction between the contents and the users enabling to realize the multi-direction

interface on the social media site (Akhtar & Javed, 2014).

3.2. Data Collection
As YouTube has become one of the largest social media platforms with 2 billion active users
where anyone can upload user-generated videos in diverse genres (YouTube, n.d.), a great

number of influencers frequently shares their sustain fashion experience to gain popularity and
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recognition cross-nationally (Rodrigues, 2020). Through the personal sharing conveyed in the
video contents, sustainable fashion YouTubers are able to voice their opinions, disclose
individual lifestyle to advocate eco-friendly lifestyle. This form of content creation, in turn,
builds up a sustainability-focused community between the influencers and the audience.
Consequently, this research concentrates on an online community of YouTubers to obtain

appropriate dataset.

3.2.1. Participant Observation on digital platforms

Through the queries of popular sustainable influencer posted on search engines and
snowballing recommendation suggested by the algorithm in YouTube, 70 influencers claimed to
engage sustainable lifestyle were collected, such as Alyssa Beltemo and insprioue. The
researcher performed as observer as participant for a month to follow and attend all of the online
announcement or activities created by the influencers on YouTube (Alleyne, 2018). Since digital
creators were found to use multiple social media platforms to build their brand and persona,
those external posts such as on Instagram and personal blog sites were investigated in the
meantime. In other word, to realize the image and persona of a content creator represented on the
social media and the distinct approach in promoting slow fashion products, a comprehensive
digital ethnography involving observation on the two main social media sites: YouTube and
Instagram were required to ensure the capture of thick information. As a result, 13 YouTube
videos with total length of 158 minutes, and 30 comments of the videos, and 200 Instagram live
stories accessible for 24 hours, which were related to the sharing of slow fashion were well
collected.

Considering the uncertainty of accessing data on social media, all the data were legally
recorded or downloaded on YouTube to ensure permanent access to the data. Simultaneously,
the fieldnotes were kept on the daily basis during the period of time to ensure sufficient data and
insights are well collected (Kozinets, 2002). Moreover, everyday observational protocols and
comments threads were collected simultaneously. Namely, the researcher recorded all the
findings, including immediate online communication and comments taken place during the
observation as part of the analyzed data to enrich the understanding towards the digital

engagement provoked by sustainable fashion influencers.
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3.2.2. In-depth Interviews

A total of 8 observed sustainable-focused influencers were outreached through snowballing
sampling (Boeije, 2010). Through the personal contact mentioned in the YouTube profile, some
of the interviewees were recruited, whereas the others were reached through the recommendation
from the interviewed participants and YouTube search engine. Thus, each of recruited interviews
participated in-depth interviews lasting approximately between 30 and 45 minutes. 6 of them are
located in the United States as the primary source for this research while another interviewee
residing in United Kingdom and the other living in Australia provided additional insight into
slow fashion community resulting from the borderless connection online. The findings from the
interviews were performed as crosscheck to confirm the primary findings from participation
observation. Due to the pandemic, organizing face-to-face interviews became difficult and
unsafe. Thus, all the interviews were conducted online with the usage of Zoom while recorded
simultaneously. Prior to the interview, consent of recording and usage of the transcribed
interview contents were gained by the interviewees. The interviews started from factual queries
to the core questions regarding practice of acknowledging eWOM of ethical fashion items
through YouTube videos and relation of sustainable product sponsors. In this essence, the
qualitative data collected from participant observation and interviews helped provide answers to

the the main question and the sub-questions.

3.2.3. Computational Social Network Analysis

Including the digital method computational social network analysis in the research project
increases the trustworthiness of the suggested study (Rogers, 2015). The data for the network
visualizations was collected with the tool of NodeXL Pro. Social network data, such as GEXF
and GDF files, was retrieved from the YouTube API (Wajahat et al., 2020).

To do so, the key search queries to assemble the data set about YouTube users were:
“ethical fashion” and “declutter wardrobe” which were common themes of popular YouTube
content in sustainable fashion industry. These social network data sets provided evidence to
answer the first sub-question. Such data collection provided insights into the hubs, bridges,
connected communities, and roles of gatekeepers within the network created by YouTubers who
publish social media content about slow fashion. Moreover, the data for computational analysis

of three interviewed slow fashion content creators were retrieved. Emily Elizabeth May, Thrifts
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and Tangles, and ClassifiedCloset were selected because they had the highest numbers of
subscribers among the interviewees. Based on the YouTube channel IDs of the research
participants, which were taken from the URLs of the channels, the YouTube Data Tools were
used to retrieve the IDs of all the videos of a channel (Moe, 2019; Venturini & Rogers, 2019).
The YouTube Data Tools were used on the 5" of May 2021, and, thus, videos prior to this date
were included (see appendix 3). The ID list was used to collect a specific data set for each
content creator with NodeXL Pro (see appendix 4). The retrieved GDP files were subsequently

loaded in Gephi to analyze the network graphs.

3.3. Data analysis

This study focuses on verbal representation from social media contents and the texts of
transcripts as the units of analysis for qualitative analysis, while the social network data retrieved
from YouTube is the unit of analysis for quantitative research, providing insights into the
popularity of videos. Although those contents are uploaded publicly, concerning ethical issues,

those data was stored privately in the researcher’s computer with a password.

3.3.1. Qualitative Data

Once the data was fully collected, the interview and collected videos were transcribed into
text enabling the researcher to concentrate on the underlying verbal components relevant to this
research. To proceed analysis phase, researcher choses to use ATLAS.ti as the software to import
all the data, including the screenshots of Instagram and transcripts of interview collected videos.
With the usage of ATLAS.ti, textual components implied within the data were interpreted
manually into different codes firstly (Boeiji, 2010). Then continuous comparison among the open
codes was taken place to cluster the codes into different categories based on the differences and
similarities indicated from the texts during axial coding phase (Adu, 2019). The internal
differentiation was conducted to build sub-categories under the main segmentations (Bowen,
2008). Finally, selective coding was done to comprehend the theories and phenomenon enabling
to answer the research question. In this regards, 9 main categories related to this research were
developed after the intense comparison and categorization of the codes: 1) relationship
development with followers, 2) identity development, 3) social media activism, 4) mental health

awareness, 5) networking and community development, 6) values of content creation, 7) product
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recommendation (eWOM), 8) sponsorship/affiliation/PR product disclosure, 9) challenges and
impact of algorithm. The first 5 categories related to the image building of the content creators
while from categories 6 to 8 the approach of incorporating eWOM and disclosure of brand
collaboration were indicated. The last category, however, showcased the existing challenges and

effect of platforms’ algorithm on content creation regarding slow fashion promotion.

3.3.2. Quantitative Data

The social network data was analyzed in Gephi (Born & Haworth, 2017). Through the
statistical analysis run by the Gephi, the ‘popularity’ of a user was measured and the network
visualizations were performed based on the layout graph ForceAltas2 (Jacomy et al., 2014). In
addition, the layout of the network graph was refined with the options ‘nooverlap’, ‘label adjust’,
and ‘expansion’. To clean the data, a self-loop filter was added to the degree range filter. As a
result, nodes that referred to themselves, which occurred when YouTube users comment on their
own comments, where excluded from the data set. These actions led the data to be filtered
without overlapping and concentrated on the main slow fashion community appeared on
YouTube (Wajahat et al., 2020). While viewing the network graphs, the nodes of the network
graph were related to YouTube users while the edges referred to the action of commenting on
videos and replying to comments (Bokunewicz & Shulman, 2017). To distinguish diverse
subgroup within the community, modularity class was applied to partition the subgroups in
different color presented on the nodes. Through the analysis of PageRank, the different degree of
popularity was revealed and visualized by the size of nodes (Scott, 2016). Thus, the larger the
node was, the more influential was the YouTuber. Meanwhile, the thickness of edges showed the
frequency of interaction with the connected content creator. Consequently, the most engaging
relation had the thickest edge between the two figures on YouTube. Furthermore, to gain an in-
depth understanding of the active YouTube users in the community, the statistics of PageRank,
betweenness centrality, and closeness centrality were analyzed simultaneously (Newman, 2010).

e Modularity class: partitioning the network into various communities based on the online

interaction.
e PageRank: a measurement to identify the extent of importance and popularity of the

YouTube channel based on the web search.
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e Betweenness centrality: a measure of centrality represents the extent of the information
was passed through a YouTube user which highlights the degree of influence the user
pose on the network.

e Closeness centrality: a measure refers to the mean distance between each node which
showcases the distance to gain information and pose direct influence on others. The lower
the mean distance closeness centrality indicates the faster the opinions of a YouTube user
received by other users in the network.

Through the statistics of the measures, an overview of the collected slow fashion YouTubers was
grasped to realize the distinct virtual engagement practiced within the community.

Moreover, the online networking between the interviewed YouTubers was investigated. To
do so, data of three interviewees were retrieved and the Yifan Hu algorithm was used to analyze
the network graph (Bokunewicz & Shulman, 2017). Given this algorithm and data preparation
through adjusting degree range and self-loop, the involved online interaction of these three
content creators and the connected networking were visualized to showcase their audience
engagement with other YouTube users. Likewise, the nodes represented the users while the
edges indicated the frequency of interaction through commenting and responding under
YouTube videos. The thickness of the edge revealed the level of engagement between the
YouTubers and other users. Since this analysis focused on individual networking taken place on
YouTube, three respect analysis were represented to show the connected community formed by
these three YouTubers. In this regard, nodes of content creators were placed in the middle to
emphasize the connection built around the other content creators. To sum up, with the assistance
of the software Gephi, an deeper understanding of the digital interaction between YouTube

influencers and their online community development were gained (Wajahat et al., 2020).

3.4. Ethical standards

Despite the unobtrusive and observative character of netnography and computational
analysis, ethical aspects is taken into account simultaneously. To ensure this research is
conducted ethically, there are several manners were profoundly considered. Firstly, despite the
social interaction between the content creators and users are publicly available on YouTube, the
expectation of privacy was concerned. Nevertheless, since the chosen YouTube videos, channels,

and the retrieved quantitative data through queries were originally generated by the target
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community and accessible for the public, it was perceived as contents obtainable by all the
viewers. Consequently, the source of the data was well stated in the appendix to clarify the
access. Secondly, the ethical concern of collected information from interviews was seriously
assessed. Thus, the detailed personal information of participants remained anonymous and
confidential. Furthermore, the authorization was gained from the creators when the quotation of

contents were involved.
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4. Results

4.1. The development of the slow fashion community
During netnography, online networking between the content creators and the audience is
observed by the researcher. Slow fashion as a niche topic has been a growing online community
through communication with social media users and collaboration with other content creators. As
reported by the interviewees, developing the scale of community through the engagement on
social media is a vital action for microcelebrities.
‘Because I think the community aspect is what makes social media so special. So, 1
definitely like to keep working on that and growing. So, for the content creator, building
up, their like follower bases, as a community is kind of important’ - BG, 20-year-old,
Virginia.
In this regard, the growth of this community can be categorized into two aspects, the first one
relates to constant engagement with audiences on social media to expand the number of
followers while the other one is networking with content creators to enhance collaboration
within the niche. Through developing an online community from these two sides, the slow
fashion community is able to gain more awareness on digital platforms which in turn helps

increase the public consciousness upon the green fashion revolution and relevant brands.
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4.1.1. The existing slow fashion community on YouTube
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Figure 1 Significant members of slow fashion community on YouTube through the query of ‘ethical fashion’

To ensure the results focus on the most popular and engaging communities highly relevant to

slow fashion on YouTube, the degree range was adjusted to a range from 5 to the ultimate. Based

on the measures, some of the clusters are shown in the great component presented in Figure 1

with different colors of nodes. The nodes represent the YouTube user, while the connected edges

stress the connection between the YouTube users through commenting and replying to comments

of videos. The size of the nodes represented the degree of popularity owned by the YouTube

user. Thus, it is found that Alexa Sunshine83, My Green Closet, and Rhian HY are most popular

figures in this community. Notably, the network graph indicates that the communications

between those YouTubers and audience are mostly single directional while few are reciprocal,

especially within the cluster involving Kristen Leo.

‘ Betweeness )
Channel Subscriber | PageRank ‘ Clossness centrality
centrality
Alexa Sunshine83 265k 0.0278 12396 1.00
My Green Closet 80.3k 0.0274 71118 0.70
Rhian HY 99.4k 0.0174 3599 1.00




inspiroue 47.3k 0.0172 49460 0.62
LoeppkysLife 291k 0.0120 1760 1.00
Kristen Leo 336k 0.0103 22894 0.33
Tasha Leelyn 460k 0.0096 1421 1.00
Sedona Christina 228k 0.0094 234 1.00
Blue Ollis 76.3k 0.0083 867 1.00
Vanessa Nagoya 399k 0.0082 0 0.00
CC Marie 25.6k 0.0078 462 1.00
The Adventures of Jade 43.3k 0.0076 3383 0.80
Justine Leconte officiel 865k 0.0071 100 1.00
Miss Bee Townsend's

Vintage Tips & Tricks 32.2k 0-0002 1340 H00
imperfectidealist 4390 0.0062 13587 0.33

Total Number of communities: 61

Figure 2 Top 10 influential YouTuber generating contents regarding ethical fashion

The PageRank is one possible measure for establishing the popularity of content creators
within a given network (Weng et al., 2013). This measure was chosen for the analysis of fashion
influencers since it can provide an importance score for their platform practices on YouTube
(Scott, 2016). PageRank is a variant of the eigenvector centrality (Newman, 2010). It can be used
for the analysis of directed networks since it is based on calculations of in-degrees. Betweenness
centrality, on the other hands, is a measure of centrality which represents the degree of
connectivity of the YouTuber. Regards, the figure with higher degree of betweenness centrality
is seen to be more influential for spreading relevant information within the community.
Clossness centrality, however, measures the mean distance between the YouTube users. This
measurement highlights the extent to which a figure can access to information or pose direct
influence on others in limited time. In other word, figures with lower closeness centrality can
quickly spread their viewpoints to others in the community. Based on the results, 61 sub-
communities are found in the community clustered through ‘ethical fashion’. Accordingly, Alexa

Sunshine83, the most popular slow fashion YouTuber in this community with .0278 PageRank,
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is found to be less interactive (12,396 betweenness centrality) and less directly influential (1.00
closeness centrality) in the community. Nevertheless, based on the visualization, 3 other most
popular YouTubers, such as My Green Closet (.0274), Kristen Leo (.0174), and inspiroue

(.0172) are intensively engaging with other content creators to develop subgroups with different
degree of influence. Among them, My Green Closet is the most connected and influential content
creators with 71,118 betweenness centrality while inspiroue has the quickest influence and
access to the information with .62 closeness centrality. Thus, the statistics aligns to the
visualization those with higher popularity are presented with larger nodes while those with lower

degree of betweenness centrality are less connected with other figures.
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The Minimal Mom Simple Happy Zen
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BrianngRenes Loving Lifeas Megan
sen haruno DY CHLOE WEN But Firsy Coffee
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Figure 3 Significant members of slow fashion community on YouTube through the query of ‘declutter wardrobe’

The degree range was covered from 7 to the end to focus on the relevant community
collected through ‘declutter wardrobe’. According to Figure 3, this niche is segmented into
several subgroups with different color shown on the nodes. A Small Wardrove, Loving Life as
Megan, and Naja Sierra are the most popular YouTubers involving abundant connection with
other content creators and users whereas Summer Xo is less interactive with other figures in the

community. In addition, A Small Wardrobe has the most densely interaction with more micro-
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level content creators, such as esther maldondo. The network graph also indicates that the
audience are highly participating in the community. For instance, Kathye Sargent, an active
audience, is found to interact intensively with several YouTuber simultaneously, such as Naja
Sierra and Emily Elizabeth May, which underlines parasocial interactions among the audience

and content creators within this virtual community.

Channel Subscriber | PageRank Betweeness Clossness

centrality centrality
A Small Wardrobe 112k 0.0123 357592 0.23
Loving Life as Megan |139k 0.0095 634640 0.26
Summer Xo 167k 0.0091 1085 1.00
Naja Sierra 9100 0.0086 536180 0.25
Carrie Dayton 409k 0.0077 7992 1.00
Simple Happy Zen 138k 0.0062 461076 0.26
I Covet Thee 439k 0.0059 15141 1.00
queenshirin 12.6k 0.0056 212869 0.21
Megan Fox Unlocked |114k 0.0056 34390 1.00
Benita Larsson 95.5k 0.0055 67410 1.00
Brianna Renee 1.28m 0.0053 54386 1.00
Samantha Costa 17.3k 0.0051 16299 1.00
Eve Bennett 236k 0.0051 9615 1.00
Ashlynne Eaton 218k 0.0048 403750 0.26
Lucy Moon 295k 0.0047 12649 1.00

Total Number of communities: 64

Figure 4 Top 10 influential YouTuber generating contents regarding declutter wardrobe

Based on the statistics, 64 communities retrieved from the keyword of ‘declutter wardrobe’ is
found. A Small Wardrobe (.0123), Loving Life as Megan (.0095), Summer Xo (.0091), and Naja

Sierra (.0086) are the most important YouTubers locating in the community with connection
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among content creators owning smaller scale of followership. However, Summer Xo as one of
the influential figures is found to connect less with others whose degree of betweenness
centrality is significantly lower (1,085) and closeness centrality (1.00) is higher than other
popular YouTubers of this community. This indicates Summer Xo is less connected and
engaging within the group in terms of the access to information and the extent of influence in
limited time. In comparison, Loving Life as Megan is the most connected YouTuber with
634,640 betweenness centrality while A Small Wardrobe has the lowest degree of closeness
centrality (.23) who is an important figure to influence other members within the shortest period
of time. Accompanying the results of visualization, the majority of the slow fashion content
creators in this community are highly interacting with other YouTubers and audience based on
the high degrees of betweenness centrality and entangled edges between the nodes. Summing up,
Alexa Sunshine83, My Green Closet, Rhian HY, inspiroue, and A Small Wardrobe are the most

popular slow fashion YouTubers in the community.

Channel Subscriber| Number of edge |Replied comment| Commented video
Emily Elizabeth May|54.5k 808 807 1
Thrifts and Tangles |10.5k 244 243 1
ClassifiedColset 8460 735 734 1
Figure 6 An overview of three selected YouTubers
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Figure 5 Audience Engagement of ClassifiedCloset
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Figure 7 Audience Engagement of Thrifts and Tangles
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Figure 8 Audience Engagement of Emily Elizabeth May

Building upon the overall understanding of the slow fashion community on YouTube,
individual connection is also worthy to be investigated to have a detailed understanding of
personal engagement with other content creators. In this regard, the post-video discussion of
three selected content creators are visualized as the above figures depicted. From Figure 6 to 8§,
the nodes represent the YouTuber users, while the edges refer to online interaction involving
responding to the comments and commenting on the others’ videos. The thickness of the edge
indicates the frequency of the interaction between the YouTuber and the audience. Based on the

statistics, these 3 YouTubers frequently reply to the comments instead of commenting on other
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videos while engaging with the audience and other content creators. Firstly, Emily Elizabeth
May, who has the most followers, is found to have 808 audience engagements between the
connected YouTube users. Among the networking of Emily Elizabeth May, the connection with
Kathye Sargent, is the most frequent one indicating a firm relationship between content creator
and the follower, whereas the connections with other figures are less engaging. The networking
of Thrifts and Tangles, however, is equally engaging with all of the connecting content creators
with 244 edges (see Figure 7). ClassifiedCloset, on the other hand, is also quite engaging with
the community as the network graph contains 735 edges. Her connections with Amanda
RachLee, Lora Bishop, Mel Ho, and 100% marichat are significantly strong comparing to others.
Thus, a general capture of connections among slow fashion YouTubers is realized through
computational analysis. In sum, the figures 5-7 provide evidence for collaborations among
fashion influencers and insights into their strategies for initiating an engaged audience.

To deeply immerse in the interaction of this niche, qualitative analysis is required to
investigate the detailed approach of interaction. The following sections address the qualitative

understanding of community development among slow fashion content creators.

4.2. Individual growth strategists and audience engagement

Sharing tips on how to get your family and loved ones to live a more sustainable lifestyle. | hope
these tips are helpful for convincing your partner, parents, boyfriend, girlfriend, friend, etc. to
adopt more sustainable habits.

@ MORE THRIFTS AND TANGLES

Blog: http://www.thriftsandtangles.com/

Instagram: http://www.instagram.com/thriftsandta
Facebook Group: https://www.facebook.com/groups/57581
Weekly Newsletters: https://view.flodesk.com/pages/5f385e.

@« FAQ

How old are you? 26

What camera do you use? Canon G7X Mark Il - *https://amzn.to/3ajfRVD
What mic do you use? Blue Yeti - *https://amzn.to/2Nsokx3

What editing software do you use? Adobe Premiere Pro

@ DISCLAIMER

This video is not sponsored. However, some affiliate links are used. | receive a small
commission for items purchased from links marked with an asterisk (*)

REVTEBHRM
3 Comments SORT BY

O Add a public comment

Do you have any tips to convince loved ones to #GiveSustainabilityAChance?

b 4 §' REPLY

Figure 9 A YouTuber seeks tips for convincing loved ones to engage sustainability
Even though the arrival of social media enables content creators to share a diverse
perspective to influence the audience’s perception, some strategic approaches are adopted to

sustain a positive growth of the subscribers and engagement among the followers (Abidin, 2015;
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Duguay, 2019). Among the strategical approaches, the interactive features introduced by the
social media platforms provide the microcelebrities an easy-to-access scenario to operate the
rapid engagement with subscribers. Firstly, the usage of social media opens genuine
conversations between the microcelebrities and the audience. For example, Figure 9 presents a
YouTuber commenting on her video and encouraging audience to share their personal tips of
inspiring people to engage in sustainability. This showcases that with the comment section on
YouTube, the microcelebrities can easily seek advice from the followers, ranging from the
recommendation of sustainable tips to thoughts about future contents. Moreover, some
YouTubers may encourage their audience to leave comments regarding questions about the
contents to have a more sophisticated conversation.

‘I'm going to look into more on how to identify an ethical, ethical factory in the future,

when [ have time. So if you guys are interested to learn stuff like that, leave a comment

down below.’ (Nisa Fareeha, 2021)

Bailey DeHaven 2 months ago
this is SO HELPFUL THANK YOU !!

T 2RI L REPLY

Heather Gosse 2 months ago
| have some underwear from when | was in high school! I'm currently 26 years old. Yeah, underwear lasts a LONG time! Great video «
w1 9 @ REPLY

~ View 2 replies from imperfectidealist and others

Luu O 2 weeks ago

from the brands you mention (which you do in a very pleasantly objective way!),

| have the Organic Basics tencel undies: | can recommend them! | also have the cotton briefs: they also super comfy and soft (not as
soft as the tencel ones of course.). Then | also tried their cheeky briefs and a bodysuit, which are made out of recycled polyester (or
plastic, | don't remember), but | personally can't recommend these because they ride up unpleasantly (the material is very soft, too
Read more

1§ @ REPLY

v View 2 replies from imperfectidealist and others

Birgetta Johnson 2 months ago
I love Boody's underwear! I'm trying Organic Basics next.

1§ @ REPLY

v View 3 replies from imperfectidealist and others

Toy Time 1 month ago
Is organic basis tencel underwear better or boody bamboo better?

e 1§ REPLY

v View reply

Figure 10 Audiences response to the YouTuber about user experience of sustainable product in the comment

Thus, it also opens a space for both audience and content creators to have direct



conversations regarding the videos or further questions about the slow fashion. To stimulate the

conversation with the viewers, content creators generally encourage the audience to leave any
questions in the comment section or send a personal message for advance discussion.
‘So of course, if you have more questions or if it's a topic, you'd like me to dive deeper
into, I do go a little bit deeper on my blog, but I'm always happy to take the discussion
further on here. So let me know. I hope that you found these tips helpful and

encouraging.’ (Beltempo, 2021)

‘If you tried the brands in this video. I'd also love to hear your thoughts especially if it's

one that I didn't personally try.’ (imperfectidealist, 2021)

A

hey guys bourjois and welcome back to my
e 4 ‘.&

Bonjour Friends, thanks for tuning into my channel today to watch my shoe collection video.

1 use the word ‘contemporary’ a few times, but what | really meant was ‘modern’. In Danish, the word for ‘contemporary’ is
‘moderne’ so you can probably see why | got the two confused &y

If you enjoyed the video please give it a Like as it really helps out my small channel! See you in the next video .,

1z P B3 &
® 3nem

Jessica Nie » 9 /8%

Birkenstocks are the most comfy shoes ever. | really recommend them. Just like you I'm not really a shoe person since |
have a weird size between 39 and 40 that makes it really hard to find comfy shoes that don’t hurt but Birkenstocks are
like walking on clouds. Go for them!

ohe P 53 &
R 3nem

Doris Bili¢ « 8 J\EYR

| find converse shoes to be horrible.... | would literally destroy them in two months with just regular walking to school
and back. The part where your foot bends just completely breaks... They are “trendy” but classic canvas Vans sneakers
are my go-to, they're indestructible.

o5 P 21 &

® rnem

Figure 11 An influencer interacts with the audience by replying to many of the comment

Figures 11, thus, justifies the parasocial interaction between the comment audience sharing

personal recommendation of slow fashion items and the response of the YouTuber. In this

regard, it is commonly found that content creators reply or like the comment from the audience
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to have a more organic engagement with the audience. Additionally, more intense conversation
concerning the controversial issues of sustainability and social responsibility are initiated by the
content creators under the uploaded video or visual contents as a space for opinion sharing as

Figure 12 shown.

chredavisva Something we should all be
thinking about!

14

# ‘ﬁ shopgrammar ABSOLUTELY!!! | agreed

@ ¥ with an above comment. Women have
the power because we spend the most
money. Time for the matriarchy to reign.

14

® apvrtshop This issue is multilayered and

needs way more attention.
Approximately 80% of all garment
workers are women. Many of these work
in unethical working conditions. 73% of
employees at apparel stores and 78% of
students in leading fashion schools are
women. There are a lot of untanned

Figure 12 An interactive discussion about sustainable fashion and women responsibility initiated
by an influencer through Instagram reel

In this regard, the content creators suggested that opening spaces for opinion sharing is one of
the responsibilities of promoting sustainable fashion.
‘I think it's important to open the conversation. Sometimes [ feel like I have like a
perspective to share that maybe I haven't seen.’ - T, 20-year-old, New York.

Consequently, an open space for perspective exchanging is taken place in the community built
by the content creators which assists to grasp the public perception of slow fashion and other
social issues conveyed by various voices.

Furthermore, responding directly to the comments generated by the audience may create an
intimate relationship between the followers which helps form a sense of closeness among the
audience. On some occasions, content creators are found to reshare the feedbacks of the

followers or create videos as a form of response to the audience. According to the interview,
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content creators suggest that being authentic while interacting with the followers is integral to
maintain a good relationship with the audience.
"Anyone that sends me DMS, or whatsoever I try to, I try my best to make my relationship
as authentic as possible.’- N, 24-year-old.
Some content creators also indicate their passion in interacting with the followers through
disclosing the process of responding to all of the personal messages which showcases a down-to-
the-ground persona valuing the followers significantly. Moreover, such an intimate relationship
developed between the content creators and audience can be found through the constant greeting
to the followers represented by the microcelebrities. This includes sending greeting on social
media in the morning to wish the audience having a nice day, being grateful for the support from

followers and sharing the praise from the audience publicly with appreciation.

& You remind me a lot of Audrey Hepburm! g

o8 &P a1 0

(2 BEUCE

o 1love your videos $o much, you have no idea & . In the sea of blond youtubers who wear only beige and brown you are
my inspiration because | look similar to you. I've never been a fan of green, it always looks wrong on me, but this deep
forest green looks s000 good on you that I'm thinking of trying it out. | think | know why you don't wear the pencil skirt
thou. You look so much more natural in shorter a-line skirts or long flowy ones. | hope you don't mind, it's just my
opinion. Maybe if you'd pair it with more interesting top, something that reviles shoulders or something c

oS5 &P 83

INEm

o Thank you for your outfit suggestions! | love the t-shirt you are wearing especially since it's elbow length. At 73, I'm no
longer comfortable wearing short sleeves, Target has a better dupe though and it's $10. Keep up the good work, 'm a
fan

e P g 0

€ # [Ineverliked crop tops, even in the 80's g2. But the way you style them is amazing® | love it. | never saw them styled in a
classy way! You look adorable &

b2 P &1

1NEN

Figure 13 A screenshot of positive comments left under a YouTube video
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With the multi-directional conversation presented on the social media, the slow fashion
community is found to be supportive and positive compared to other niches. Based on the data
retrieved during the participation observation, many loyal followers are found to leave comments
in all of the videos generated by the microcelebrity. For instance, Figure 13 shows several
positive comments left under one of the observed videos regarding slow fashion styling.
Moreover, the interviewed microcelebrities also acknowledge this community is generally
encouraging since such a topic is newly developed where everyone involved are growing
together as a community.

‘I think when you have more of like a niche topic, it does create kind of like, this small
kind of like, particularly on Instagram, I felt like I have like a really small kind of like
family bubble community on them. - N, 27-year-old, London.

‘I think because everyone is aligned on a similar goal, it makes it easier to connect and
ves, everyone, for the most part it's really genuine and everything with it.’- S, 23-year-
old, California.

Thus, unlike other online communities, slow fashion is such a niche where participators are
learning to engage in sustainable lifestyle as a collective group with positive support for each
other. In essence, more meaningful discussion and intense conversation regarding slow fashion,
sustainability, and social issues happen within such a genuine and encouraging online space

which in turn helps expand the scale of individual community built by the content creators.

4.2.1. Networking and relationship with other content creators
On the other hand, developing an online community also involves building connections with

the other content creators. Within 30 days of netography, I could observe that many content
creators support or cooperate with others microcelebrities to promote contents, which discloses
the entangled networking within this community. This indicates that to broaden a niche
community on virtual organizations, interacting with other content creators appears to be vital for
increasing online engagement regarding slow fashion.

‘It's starting to happen naturally... there's a couple accounts on Instagram who have like

a similar size to me, you know, we've kind of started commenting on each other's photos

and supporting each other that way. I think maybe as that relationship continues to
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develop, it'd be awesome to like, actually work on a collaboration of sorts’- BG, 20-year-
old, Virginia.
In this regard, content creators would initiate genuine contact with other influencer owning
similar scale of followership through commenting their newly uploaded contents or sending
direct messages.
‘Just making sure it comes from a genuine place to actually want to be friends with them
because they seemed cool and whatever, rather than how many followers they have or
something like that.’- SM, 23-year-old, Los Angeles.
Except for commenting on the content represented by other microcelebrities, attending virtual
and offline meetups organized by ethical fashion brands or existing community are approaches to
build connection with content creators sharing same values.
‘Ambassador groups helps a lot more, I'm one of the ambassadors for meet the label,
which is a sustainable and ethical brand. And with that, you have a lot of people who are
either into environments outdoors, whatever, I interact with them, like we, we will usually

follow each other, and then we would just DM.’ - NF, 24-year-old.

#thriftwithus fthrifichallenge #cavina

THRIFT CHALLENGE ft. byChloeWen // thrifting a full 2021 spring outfit & lookbook! EP. 1 Cavina

Figure 14 A YouTuber co-creates a thrifting video with another influencer

In this regard, some content creators are found to co-create contents or campaigns as Figure 14
shown. Through such interactions with other content creator, a supportive connection is built to

conduct cross-channel promotion to appeal to more audience from each other’s followership.
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‘I collab with other sustainable influencers or other influencers, we get a lot of likes, the

other person's audience coming over to follow because it's relevant to what they care

about....I share five on my YouTube channel, and she shared five on hers. And we're able

to cross promote our audiences.’- TC, 26-year-old, Los Angeles.
Moreover, content creators coming from similar background are able to have a more profound
conversation regarding current challenges and experience sharing to grow the channels together.
For instance, since the payment rate of business commission is not transparent in general, some
content creators are disbursed with less money and having hardships in negotiating with the
brands. In this regard, one of the interviewed influencers launch series of YouTube videos and
Podcast to share her experience as a guidance for other content creators struggling with this
problem.

‘[ think...it is my way of being transparent as an influencer to like, this is, this is what [

charge this is how I come up with a number and it helps other inspiring influencers figure

it out, too.” - TC, 26-year-old, Los Angeles.
In addition, content creators with similar background and values are found to assemble groups to
support each other. For instance, influencer communities concentrating on Black and other ethnic
minorities microcelebrities are organized because some existing communities remain dominated
by White people while the other ethnic groups feel distant.

‘And it would be, you know, I would be the only black person at the event. I would just

feel very, like, left out or like, the events wouldn't be very welcoming’ - TC, 26-year-old,

Los Angeles.
Given such a phenomenon some of YouTubers are dedicating to raise the awareness of Black
and other ethnic minorities’ influencer community which involves online activism against White
supremacy and acknowledging the suppression against marginal groups (Brown, 2017; Colli,
2020). In this regard, a content creator’s community focusing on ethnic minority is grouped both
offline and online to increase the engagement and collective support from people sharing similar
beliefs.

‘I think we all bonded in the fact that we are the minority in the space, and we want

people to be very welcome. And so, our group, and we invite, like, the minorities to come

You know, this is the place where you can it's a safe space, you can be welcome.’ - TC,

26-year-old, Los Angeles.
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Even though the growth of networking with similar content creators provides a positive
community where the microcelebrities are evolving simultaneously, competition with other can
still be found due to individual’s ambition in thriving the scale of attention from the audience.

‘I've definitely encountered people where they feel very possessive over their brand. And
if anyone else starts to kind of post similar stuff, or has a similar vibe, then they get like,
really defensive. - T, 20-year-old, New York
In the meanwhile, some of the completion is attributed to personal pressure imposed by
themselves while comparing to other channels and social media accounts.
‘I want to set my own goals and be like, let's see how much I can grow...And then you do
see like other people that are so on top of it, you're like I need it to get to their level. [
need to I keep up.’ - H, Brooklyn.

Summing up, networking with content creators with similar values is essential for fashion
YouTubers to promote sustainable fashion. The inner-circle community developed via
networking can lead to positive influence upon mutual support and cross-channel promotion to
increase the public attention on slow fashion, yet competitions resulted from personal desire and

possession of the accounts is also found in such a niche.

4.3. Identity of microcelebrity

The identity perceived by the microcelebrities is highly related to the way of representing
self-generated contents and strategies in engaging in the community (Abidin, 2015). Based on
the finding collected during the observation, the identity of slow fashion microcelebrities can be
primarily clustered into two categories: 1) content creator and 2) influencer. The former links to
regular social media users with numbers of followers’ attention while the latter is defined as an
influential figure with the emphasis on the significant effect on the audience’s perception of
particular topics. Based on the findings, since the slow fashion community on social media
remains niche comparing to other communities, the pool of followers is generally between
medium and micro-level ranging from 2 million to hundreds of followers. Consequently, most
of the microcelebrities focusing on slow fashion perceived themselves as content creators
enjoying sharing distinct opinions upon social issues. They are reported to interact with online
acquaintance as an ordinary user addressing personal experience of eco-friendly fashion

consumption. This interview quote illustrates this tendency:
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‘I think I definitely wanted to be clear that I'm not an expert. You know, I'm not like

majoring in this and university I don't work in this field professionally, like for
organization like fashion revolution or like a company...I kind of just tried to come at it
as like, I, like I am a pretty average person, you know, like, how do I'm slow fashion and
other elements of sustainability work... So, I kind of just try to show up, as, you know,
myself, of course, and just, like, share how I'm able to make these things work for me.’ -
BG, 20-year-old, Virginia.
Since these content creators perceive themselves as ordinary figures instead of expertise, some of
the other microcelebrities claim to have negative perception upon the term ‘influencer’ since this
title has been overemphasized without serious concern in the recent years.
‘[ think that I'm one I don't think it's the right choice of word for that job. I just think that
if any, like, yeah, influencers have influence, and a lot of that is positive. And that's great.
But like, I feel like the word influencer is so powerful, and it deserves to be like used in a

really serious way. And I think a lot of influencers don't like they will just promote

whatever gets them money and, and fame. So, I don't love the word.’- T, 20-year-old, New

York.

On the other hand, some content microcelebrities identify themselves as influencer due to the
empowerment granted by web 2.0. that all of the users are potentially influential to the online

community through user-generated contents. In this regard, the distinguish between ordinary

EP69: Grace Beverley: How To Build A Multi-Million Pound Empire At 24 | The Diary Of A CEO

Figure 15 A YouTuber perceives herself as entrepreneur has an interview with another YouTuber
about life as CEO
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users and influencers is blurring due to the power of impact empowered by the social media
platforms. Thus, anyone having knowledge upon various topics and social agenda are able to
influence other users to a certain degree.

Additionally, it is found that the identity of microcelebrities may change throughout the
expansion of the business on virtual organizations. For instance, as Figure 15 shown, one of the
observed microcelebrities who now has launched an ethical fashion brands and publications
regarding personal journey has altered her identity as an entrepreneur on the social media profile.
Thus, the identity perceived by the microcelebrities are strongly linked to the development of the
individual community in the online sphere that initially starts as a content creator, yet, through
the growth of followership and business, the identity may alter based on the scale of the business.
However, the identity of microcelebrities does not confined to the aforementioned forms but
involves various persona during the constructure of individual channel according to the finding
throughout participation observation. The other forms of identity can be divided into two types;
the first one is activist of social movements while the other one relates to mental health
advocator which can be attributed from great amount of social media usage and the relevant
social change regarding cyberactivism and mental health awareness (Caren et al., 2020; Naslund
et al., 2016). Thus, the following subsections will explain the findings thoroughly to investigate

multiple forms of identity represented by the slow fashion content creators.

4.3.1. Social movement activist

Aside from presenting content related to slow fashion, the identity of those microcelebrities
also involves other persona depicted on social media. For instance, since the social movement
against Asian hatred occurred during the netnography session, the majority of the observed
content creators are found to participate in the movement that social activist as another form of
their identity is revealed accordingly. This confirms claims that social media is now utilized as
an important venue for social activism to demonstrate distinct perspectives upon social issues
(Caren et al., 2020). During the past few years, many celebrities, microcelebrities, and ordinary
users are found to share specific social agendas on their accounts to showcase their opinions and
concerns towards the ongoing social movements. This is perceived as a way to position personal
identity in virtual organizations. Thus, the majority of the microcelebrities, especially those

concentrating on slow fashion, are highly immersed in online social activism sharing relevant
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content constantly. Such a finding aligns with the response of interviewees that slow fashion and
sustainability are strongly linked to intersectional social issues, ranging from human rights, racial
discrimination, to the problem of capitalism, they tend to be aware of multiple social issues and
stress their opinion to support the marginal groups.
‘Sustainability is such a broad term, and it opens so much other topics and nuances. And
so when I consume a lot of things that talks about sustainability, there's a little bit of
intersectionality within it, which talks about privilege and oppression.” - NF, 24-year-old.
In this regard, content connecting from sustainable fashion to human rights exploitation and
racial issues are commonly found from content creators’ accounts due to the intertwined
relationship between those social issues that content creators find important to include on the
channel.
‘Because there’s the issue of fast fashion and sustainability issue, there's the human
rights and ethics issue. And that's so much of it, like all these clothes that are being made
in sweatshops, and, you know, people that are developing diseases and cancers from,
from what they're exposed to at work, and they're working, like all day, every day and in
horrible conditions. And then, like, even learning more about it, and how like is tied in
with racism, and all these all these different areas of justice that we need to work on are

all super connected.’ - T, 20-year-old, New York.
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Figure 16 A YouTuber shares knowledge about fast fashion and ethical issues on human right
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Concerning ethical and humane issues resulted from the prevalence of fast fashion, content
creators also emphasize women's rights and safety with condemning of masculinity abounding in
the societies. In essence, contents addressing the connection from sustainable awareness to
misogynistic social norms and their effect on the environment commonly appears in the online
slow fashion community. For example, Figure 16 is the YouTube video regarding fast fashion

and its negative influence on human right.
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Figure 17 A slow fashion YouTuber generates a YouTube video about white supremacy and
#BlackLivesMatter

Furthermore, racial issues are another topic acknowledged by content creators. During the
participant observation, hatred against the Asian community has ascended significantly in USA,
almost all of the observed content creators are found to share relevant posts to increase the
awareness of this racial issue on daily basis. They even participate in the hashtag movement of
#StopAsianHate emerged in cyberspace to boost public consciousness on this issue. Such
support enables the social movement against racial discrimination to be exposed more
effectively. Meanwhile, sharing related posts is regarded as a form of statement to demonstrate
the perspective of particular social issues. Thus, addressing viewpoints on social issues and
joining online social movements helps the audience to capture the standpoints of the content
creator.

In this regard, since social movements happened in the online sphere are regularly taken

place, joining that social demonstration is perceived as part of image development to showcase
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the perspective. Such forms not only represent educational purpose in affecting the audience

perception through influential image but also help build a clearer online image for the followers.

4.3.2. Mental health support
Except for promoting slow fashion and social
movements, increasing mental health awareness through the
posts is perceived as an approach in constructing an online
identity by disclosing honest and positive encouragement
for the audience (Naslund et al., 2016). According to the
interviews with content creators, some of them are reported
to face mental burnout and anxiety owing to the intense
usage of social media.
‘A lot of it's because I have work, and I have
school... And then I have like content creation. So,
when it comes to like allocating time, that's also a
thing. But I think like my burnout is mostly because
the things that I talk about can be triggering to me
as a woman, as a woman of color. And especially
when you listen to things like, oh, other people are
dying, other people are hurting, animals are hurting

all that kind of stuff. Of course, it hits so much. And

P ethicalandeasy F1Efth 130 AZB:5%

thesustainablefashionguru | had to take a break
from this account, from my YouTube channel, from
my work and from activism and research in general.
know you've all heard this before - you've probably
felt it yourself - but activism is hard. Learning about
the horrors of the fashion industry is hard.

Going about your normal life while you know
atrocities are being committed at that very moment
in the name of "fashion" is hard.

Working in a sweatshop is harder. But that doesn't
mean that what we're doing isn't hard.

| really struggle to reconcile my privilege with the
realities of the world, and with the fact that no matte
how hard | try, | can't change very much in my own. |
carry such a huge, unnecessary burden. Of course
this work is important, but looking after yourself
should always come first. That's hard, too.

All I'm saying is, | know it's a lot of work and effort. |
know it feels like nothing you can do is enough. You
have to shed that burden because all it does is weig|
on you. I'm working on that, too. @

by.goldenberry 100%. | can really relate to this,
going about our lives knowing what is happening
and knowing that our work isn't enough to
change much is very disheartening. Taking
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Figure 18 An announcement of temporary leave from
Instagram

you can be like, kind of depressed sometimes. So that's definitely the root of the cause...

That's the whole time and emotion that you have to put through.’ - NF, 24-year-old.

Regards, due to the intensified immersion into the research of slow fashion and content creation,

some of the content creators are found to disclose their mental health problem and announce a

temporary leave owing to mental crisis. Based on the sharing provided by the interviewee,

temporary leave from social media not only allows the content creator to rest, but also relates to

the pursue of value represented on social media.

‘I needed to take some time off... it was too much for me. And I like to only make videos,

when 1 feel like I can when I'm being authentic and can like, share, honestly. And I felt
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like if I made videos during that time, it would be inauthentic.’ - T, 20-year-old, New
York.

ZTOKXOAMH ~

Are you a perfectionist? Strategies and ways to ease your inner critic!

Figure 19 A slow fashion YouTuber shares tips dealing with mental health issues

Furthermore, some content creators who have been through mental illness tend to disclose
the experience as a support for the audience who are suffering from similar symptoms. For
example, Figure 19 shows a clip of video regarding mental struggles generated by an observed
YouTuber which gives advice for audience suffering the same situation. In essence, it is
commonly found that many content creators would share and make posts relating to mental
health to give the audience support and guidance to deal with the illness and depression. Such a
self-disclosing behavior does not only reinforce the authentic image but also assists people
dealing with a similar situation to feel encouraged and comfortable due to the relatable bonding
built by the content creators. Consequently, the other form of identity is embraced through the
support of mental health raised via video contents.

To sum up, the diversified identities presented on social media enable slow fashion
YouTubers to anchor their viewpoints firmly in the virtual organization appealing to more
audience sharing similar opinions about social and mental health issues. Through the display of
specific identities, content creators can develop their followership gradually to promote slow

fashion to more audience.

4.4. Slow fashion promotion and eWOM creation
Individual account on social media is regarded as a brand for the content creator to showcase

their values and characteristics. In essence, all of the contents, including visual story sharing,
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videos, and texts, represent particular themes and objectives of the content creators to attract
specific groups of audience. Applying this concept to slow fashion microcelebrities, promoting
slow fashion and sustainability are the main subjects portrayed on their social media accounts to
increase public awareness. In essence, contents including the educational purpose and user
experience sharing of slow fashion products are commonly generated based on the observation.
To acknowledge the fashion revolution to the audience, certain actions are strongly emphasized
by the content creators in terms of self-research, fact checking, and primary selection to ensure
content creation aligns to initial values of their virtual brand.
‘I've turned many brands down. I mean, there's so many now that they you know, are
trying to capitalize on influencer marketing, and they just don't even align with what 1
talk about whatsoever...but I'm not going to do it. It's not a company ...aligns with my
values.” - BG, 20-year-old, Virginia.
Concerning the consistent value representation, slow fashion promotion is generally represented
in a persuasive but authentic way to encourage to transit to sustainable alternatives. Regards,
such a genuine representation involves series of efforts discussed in the following sections to

promote slow fashion to the public.

4.4.1. Promotion of slow fashion and sustainability
To enhance public awareness of the slow fashion movement, the consistency of the contents

is the primary objective to concentrate on topics of slow fashion and sustainability. This helps
the audience identify the account easily which can increase the willingness of following.
Secondly, aiming to raise the consciousness of the slow fashion revolution, contents involving
educational acknowledgment of downsides of fast fashion and solutions are important to be
mentioned through textual and visual components. To obtain such an educational purpose,
content creators are inclined to utilize their profession and knowledge to share the pollutive,
wasteful, and unethical facet of the fashion industry, including the negative impact of the
pollutive material posing on the body.

‘It says here the material can impact your vaginal health and synthetic materials such as

nylon or any non-breathable material can lead to irritation, infection and rashes.” (Nisa

Fareeha, 2021)
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Furthermore, some of the content creators claim that they have the responsibility to inform the
reality of fast fashion to arouse the consciousness among the consumers.
‘So now when I create content, I try to make it more educational. And try to share tips
and my mission statement is give thrifting sustainability and your natural self a chance. -
TC, 26-year-old, Los Angeles.

This links to another aspect that those content creators aim to inform consumer
empowerment that individual purchase is believed to have ability to lead to the transformation of
the fashion industry.

‘The beauty of this is that everyone can participate.’ (Alyssa Beltemo, 2021)
‘I know a lot that especially in PR brands are scared when consumers know what they
want, or consumers know what's going on. So, ...in order for us to move as a society, we
need to feel like we know we can do something, and we can as long as we have each
other...Like, hey, you do have space. It's not just the big corporations.’- NF, 24-year-old.
On the other hand, through reinforcing consumer consciousness of granted empowerment,
content creators also acknowledge the power of employing creativity to style based on existing
wardrobe without overconsuming garments brainwashed by fast fashion advertisements.
‘I think it is so empowering to know that you can create so many cool outfit
combinations. Using what you already have. Creativity is like a muscle. The more you
use it, I think the stronger and more comfortable you get.’ (Alyssa Beltemo, 2021)
In this regard, introducing sustainable and ethical fashion lets the audience not only access to
eco-friendly alternative for fashion consumption but also absorb more knowledge about this
emergent fashion revolution that happened in recent years. For instance, informational content
involves the clarification of common myths upon sustainable fashion materials, and how to
distinguish green-washing strategies applied by fashion brands are also commonly stressed by
slow fashion influencers.
‘I created my cautious consumption series, just to be just to give more like knowledge and
perspective to consumers, because green washing is a huge thing.’ - NF, 24-year-old.
‘Recycled plastic bottles aren't the absolute most sustainable material as they release
microplastics. Clothing can't be recycled indefinitely, unlike plastic bottles, but that being
said, there aren't yet tons of good alternatives to synthetics for activewear and it's better

for the polyester be recycled then new.’ (imperfectidealist, 2021)
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| we just like chatted it up but i wanted
to show you guys

#thrifting #thriftingforfrenchgirl #frenchgirl ~
Thrifting For French Girl ltems And Learning To Speak Thai With Cavina

Figure 20 A clip shows the behind the scenes of a video collaborated with the other YouTuber

Meanwhile, being authentic is highly valued by the content creators while engaging with the
audience since it can establish honest images to gain the trust of the followers. Such a value is
especially crucial for contents linking user experiences of certain slow fashion items to stimulate
the awareness of slow fashion brands and purchase intention. For example, to sustains an
authentic presence on social media, disclosing partial behind-the-scenes of content creation also
enhances the extent of an honest image built by the microcelebrities as Figure 20 shown.

Lastly, since multiple social media platforms have functioned for instrumental purposes,
multi-platform management is commonly found from the observed content creators to ensure all
of the contents are connected and accessible for the audience active on various social media sites.
According to the interviews, multi-platform management results from different ecology of the
platforms motivating the content creators to generate diverse interactive contents for each site.
For instance, to include more profound and serious discussion upon slow fashion products,
YouTube is regarded as the most suitable platform to upload, whereas Instagram is apted for
more light-hearted and short contents. However, because the adoption of each platform varies a
lot, the content creators are faced with several challenges in sustaining the operation of every
social media accounts.

“...For YouTube, I find a lot easier because I post once a week...it doesn't feel like a task

as much. Whereas with Instagram, sometimes [ feel like it's easy to create content for the
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sake of creating content, just say like, oh, I got a post out this week, rather than creating
stuff that you genuinely think is important to create.’ - NF, 24-year-old.

Nevertheless, to maintain the growth of followership and audience engagement on social media,
the influence of algorithms constantly renewed by the platform needs to be taken into account
because it is highly related to the extent of exposure to the users. Under such a constrain, some
content creators are forced to sacrifice partial interest of creativity to align the algorithm and
sustain the scale of channel which strongly links to the revenues and rewarded business
opportunities.

‘Like some of my favorite videos that I made on YouTube were the more creative like
movie style ones. And those always get the least number of views... It's that's also can be
frustrating, because then I feel like in order to keep growing, I have to just keep like
posting selfies or whatever, which can definitely be frustrating.’- T, 20-year-old, New
York.
As aresult, to build an attractive image in terms of promoting slow fashion on social media,
not only genuine and consistent depiction involving education, convincing, and authentic
contents need to be represented, but the concern of impact attributed to algorithm also needs to

be considered simultaneously to enhance the scale of viewership under the accounts.

4.4.2. Behind-the-scenes of eWOM creation
In addition, when it comes to slow fashion products’ eWOM creation, series of

considerations are taken place to ensure the quality of content. Since slow fashion aims for
sustainable and ethical manufacture, it is essential to endorse the brands which practice eco-
friendly and ethical production. Moreover, since content creators perceive themselves as the
mediators of slow fashion industry who promote more sustainable alternatives and brands to the
consumer, they are found to feel responsible in recommending brands truly engaging in
sustainable and ethical manners. With such objectives, the interviewees claim that in-depth
research is conducted prior to the introduction of the collaborated fashion products.

‘I'm the person who like does the research for... And there's greenwashing going on

so...I see myself as an influencer as the person who does the research for you, shares the

information and then you go off on your own and pick you know what works for you.’ -

TC, 26-year-old, Los Angeles.
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The content creators are reported to have a process in researching the brands. Firstly, they would
review the information provided by the firms cautiously to see if all of the evidence indicating
sustainable production are shown. If not, the content creators would then ask for more
information from the company to investigate if greenwashing is presented by the company.

‘I would go on their website after their website, this is such a PR thing to do... I would
look for their news, if they have any scandals or whatsoever. And if the brands don't
really have that... I would ask them directly, and sometimes they would give like, a fact
sheet of what ingredients they use or what they do. And from there, I would just copy
paste, and just Google. It's just a lot of googling to make sure. And if I don't know
something very much, I will always tell my audience like, this sounds great. But keep in
mind, like maybe there's more to it.” - N, 27-year-old, London.

This fact-checking process evolves with time and experience. According to the response of
interviewees, owing to the accumulated experience of brand research, it now consumes less time
in distinguishing legitimate and greenwashing brands.

“...you know, clicked on their website. And honestly, if it's not pretty clear, just from that
first home page, I don't think that that brand really has a sustainable focus.’ - N, 27-year-
old, London.

Secondly, aligning individual values is vital in selecting product endorsements. Despite those
values may vary from the content creators, there are several standards are commonly emphasized
by the majority of the content creators for promoting slow fashion brands. For example, most of
the content creators suggest that they merely recommend products used and adored by
themselves, thus, price accessibility is one of the concerns that the majority of the audience are
able to engage in slow fashion through consumption.

‘I want to make sure that I actually use this brand.’ - NF, 24-year-old.

‘I also like a with that price point, because, like I said, some ethical stuff is really
expensive. And my content is about thrifting. And so, I have to make sure it's affordable
for my audience.’ - TC, 26-year-old, Los Angeles.

Conducting transparent and sustainable campaign initiated by the brands is another aspect
accentuated by the content creators. For instance, when making eWOM videos about slow

fashion products, the content creators are prone to highlight the degree transparency of the
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information and relevant sustainable campaigns as reference for the social responsibility
proposed by the firms.
‘...here are some ethical and sustainable options to consider if they're accessible to you.
Nikki has a lot of great things going for it for one, the company is extremely transparent.
They traced all of their supply chain which often doesn't happen even with more
sustainable brands...” (imperfectidealist, 2021)
‘They have a recycling program where they partner up with a local NYC nonprofit to
safely recycled your retired underwear and making sure to avoid the landfill.” (Nisa
Fareeha, 2021)
Materials and size inclusivity are also perspectives that often mentioned by the content creators
as recommending the items towards the audience.
‘...they're using a certified organic cotton and non-toxic material.” (Nisa Fareeha, 2021)
‘...what I'm starting to be more aware is would be the sizes, because I'm in the size
medium. You know, it's so easy to forget, like some people need like triple XL. Yeah, so I
need to incorporate more like, oh, if they're size inclusive, or they're not size inclusive.’ -
NF, 24-year-old.
Remarkably, from the consumer’s perspective, the extent of comfortability is considered as one
of the most important criteria for clothing. Thus, content creators are found to constantly share
their user experience upon how comfortable the slow fashion clothes are while wearing them.
‘I'm usually not a huge fan of normal bras but this bra was comfortable, and I didn't
notice it that much when I was wearing it, which is always the goal.” (imperfectidealist,
2021)
On top of that, the ethnic of the owner of the slow fashion brand is valued by some content
creators. This links to the recent social movement against racial discrimination and advocation
for feminism taken placed in USA, thus, the content creators are more willing to support
companies owned by ethnic minorities as an action to support the racial issues.
‘Sometimes I like to think about the founder. Are you black owned or Asian oAh, that's
important for me, or are women owned? I want to know more of that.” - NF, 24-year-old.
As a result, to represent an eWOM format of content relating to slow fashion products, serious
fact-checks and selection are taken place behind the scenes which highlights the responsibility of

mediators embraced by the content creators to introduce more trustworthy slow fashion options
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for the consumers. In this regard, the consumers can refer to that eWOM as the reference to

determine the choice of purchase.

4.4.3. Sponsorship incorporation
With the in-depth research and internal selection conducted by the content creators, those

eWOM contents spark honest images to increase the degree of trustworthiness among the
audience. Nevertheless, considering business collaboration with the companies, it would be
challenging to incorporate the expectation of the brands with authentic eWOM. Based on the
interview, some of the interviewees mention that intense communications often happen while co-
working with a brand to promote certain slow fashion products through self-generated contents.
Once the content creators try on the gifted products, they would send an initial draft of the
eWOM format to the company to discuss further details.

‘[ always send that to the brand first as well, so the brand can look it over and be happy

with it because I wouldn't want to post anything that necessarily isn't representative of

the brand... But then the brand would be like, oh, we wish you'd done something like this.

So, I'll always send over the content, both the description and the pictures fast over to the

brand, let them have a look, see if they're okay with it.” - N, 27-year-old, London.
However, some content creators claim their autonomy remain empowered as negotiating with the
companies when generating authentic eWOM for the audience. Notably, a few content creators
share that without monetary obligation, they have freedom in determining whether to create
eWOM related to the gifted slow fashion items. Thus, they remain independent in sharing honest
user experience with consumers.

‘I will tell them, you know, I don't follow scripts, you can give me talking points I am in

usually beforehand, they'll let you send like this is what I want to say the only time I've

ever had...” - TC, 26-year-old, Los Angeles.
In this regard, content creators are found to incorporate realistic product reviews in their videos
to show the audience all of the advantages and disadvantages of the sustainable products
discovered from personal experience. In the meantime, if the content creators dislike certain
items, they will refine the description into a more mutual tone concerning the relationship with

the brands.
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‘I'm a kind of person if I have a problem. If I don't like a brand of a specific product, [
would like to give them a solution or an alternative how to use it. Because [ want to
maintain that relationship with a brand.” - NF, 24-year-old.
By doing so, videos of eWOM remain honest in sharing detailed review upon the products while
the contents are balanced without being too persuasive and unrealistic. Regards, the collaborated
and sponsored contents stay attractive and valuable for the consumers considering to purchase
slow fashion products.

The other hand, concerning the impact of disclosing sponsorship within the contents, all of
the interviewees find revealing business facet can lead to positive perception among the
audience.

‘I think for my audience, my audience is so supportive when I get an ad. They're like, they
engage even more on the act, because they're happy that I'm, you know, able to get these
brand deals. And I'm growing as a creator because they were with me before I ever had
sponsors. Yep. So, my audience doesn't get mad when I post ad you know, and I think if
you're transparent about it, like, I mean, you're it's the law like you're supposed to be
transparent. Yeah, I think they trust you even more...” - TC, 26-year-old, Los Angeles.

‘I think it's good in one aspect because people are able to know more sustainable brands
that they can turn to, and they can support.’ - S, 23-year-old, California.

According to the expression shared by those content creators, disclosing advertisement for the
brands is regarded as an honest action in representing eWOM contents while introducing more
slow fashion brands for the audience to engage in. Furthermore, as it is mentioned previously,
slow fashion community is generally supportive and positive. The followers are found to be
more engaging and delight as the content creators are able to gain monetary commission with the
brands.

To sum up, the values and quality of the brand are considered profoundly while selecting
product endorsement and sponsorship for eWOM creation. Firstly, slow fashion YouTubers
generally conduct research and make factcheck to determine whether the production of the items
corresponds to the brands’ ethical and sustainable statements. Secondly, the accessibility and
quality of the items are measured to ensure the presented products aligns the values addressed by
the YouTubers. In addition, personal try-on is always conducted by the YouTubers to make

genuine user experience of those fashion items. Lastly, disclosure of sponsorship and authentic
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eWOM is essential for the slow fashion YouTubers to promote sustainable fashion to potential

customers.
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5. Conclusions

This study illustrates the slow fashion community on YouTube, including the most
influential YouTubers and the relevant connections, to understand the development of this niche
community. Simultaneously, slow fashion YouTubers’ approaches to promote sustainable
fashion incorporated through perceived identities and sponsored eWOM contents is investigated.
The results from both quantitative and qualitative analysis help capture the role of this existing
niche for introducing eco-friendly alternatives to the audience. Based on the quantitative results,
there are 61 and 64 communities on YouTube respectively found through the queries of ‘ethical
fashion’ and ‘declutter wardrobe’, the popular themes presented by slow fashion YouTubers.
Within those communities, Alexa Sunshine83, My Green Closet, A Small Wardrobe, and Loving
Life as Megan are the most influential slow fashion YouTubers actively interacting with
clustered groups involving other YouTubers and their audiences. This answers the first sub-
question. Meanwhile, the analysis of individual community composed by the selected
interviewees indicates dynamic interaction that reciprocal communication with the audiences
through constant responding to the comments is found to showcase the multi-directional
engagement in the community. Thus, the online communities hold entangled connections among
slow fashion YouTubers and users to promote content related to sustainable fashion.

The result from qualitative analysis, on the other hand, provides answers to the main
question. The community developed by YouTubers can be segmented into individual
followership and networking with other content creators. The latter is significantly crucial for the
content creators to have mutual support and collaboration within the community. Aligning
previous studies, constant replying to comments left by the audience, and genuine interaction are
involved to build an intimate relationship between content creators and followers (Abidin, 2016;
Chapple & Cownie, 2017; Kim et al., 2018). Under this basis, this niche is reported to be a
supportive and positive community where the followers and YouTubers are growing together as
an organic group to promote slow fashion. Since online networking is highly emphasized by
creative laborers emerged from virtual organizations, connections with content creators with
similar scale is commonly found among slow fashion YouTubers (Abidin, 2015). Despite
commenting and sharing each other’s videos, attending networking venues and organizations
enable slow fashion influencers to bridge the connection with other content creators (Lange,

2019). Due to the pandemic, most of the networking sessions have been moved to the online
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sphere instead of offline activities which differs from existing theories. Through these
connections, content creators can cross-promote the collaborated content, such as videos and
campaigns, to the followers from each other’s pool (Brydges & Sjoholm, 2019). Furthermore,
content creators sharing similar values and backgrounds, including ethnic and objectives, tend to
compose an inner-circle community to support each other. Even though the networking among
slow fashion content creators is generally positive, competitions can still be found within the
community according to the interviewees. Especially, one of the interviewees acknowledges the
racial gap within the influencer community highlighting the downside of the community rarely
mentioned by the previous research.

Aside from investigating the slow fashion community on social media, the identity
represented by those content creators is highly related to perceived images on social media.
Corresponding to the theories, most of the slow fashion YouTubers identify themselves as
content creators with little difference from regular users whereas a few regarding themselves as
influencers and entrepreneurs emphasizing the power of influence on the audience (Abidin,
2015; Bahcecik et al., 2019; Ewers, 2017). This shows the identity of microcelebrities may differ
depending on the scale of the channel. Meanwhile, the slow fashion content creators are found to
share multiple identities simultaneously, including the identities of being social activists and
mental health advocators. In this regard, the majority of the observed YouTubers are reported to
share opinions towards social movements, ranging from Black Lives Matter (BLM), Stop Asian
Hate, to the demonstration against misogynism (Caren et al., 2020; Cornet et al., 2017; Poel &
Bora, 2013). Mental health discussion is another aspect uncovered by the slow fashion
YouTubers to raise awareness of the mental illness and social media burnout symptoms
(Charoensukmongkol, 2016; Hebben, 2019). Such a phenomenon can be explained by the
intersectional relationship between the social issues that occurred during the generation of
informational content relating to sustainable fashion. These represented personae are part of
image construction influencing the perception of the audience. This can reinforce the distinct
image aimed by the slow fashion influencer to attract more audience for the purpose of
sustainable fashion promotion.

With the community and perceived identities developed by the slow fashion YouTubers,
content promoting slow fashion products can be conveyed in more persuasive ways to appeal to

potential consumers. However, a series of considerations are involved prior to the content
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generation which answers the second sub-question. Firstly, the values set by the YouTubers are
taken into account while endorsing slow fashion items. This includes consistency, informative
and educational purpose, transparency, authenticity which can arouse public consciousness of
sustainable fashion and consumer power (Brydges & Sj6holm, 2019; Jerslev, 2016; Vear, 2020).
Secondly, in-depth research and primary selection are conducted while determining business
collaboration with brands to ensure the representation of eWOM meets ethical and sustainable
standards. Namely, aligning personal values, such as zero waste, ethical production, and
diversity, is crucial for slow fashion microcelebrities to cooperate with brands. Lastly, the
concern of algorithms and public perception highly relate to the presentation of the videos
(Argyris et al., 2020; Childers, 2019; Stubb et al., 2019). Even though disclosing sponsorship is
found to be positive for slow fashion YouTubers, the influence of algorithm may hinder creative
production in terms of aesthetic presentation and topics which challenges those content creators.
In this regard, a great amount of effort is made to ensure the contents are attractive to both
audience and the platforms while introducing slow fashion through eWOM.

Based on the evidence studied, I argue that the researched fashion influencer utilize the social
media to interactively engage with the audience and other influencer to increase the attention of
slow fashion in the virtual organizations. Networking with other influencers enables the slow
fashion community to grow through the mutual support involving content sharing and
collaboration. Development of distinct identities on social media also assists slow fashion
YouTubers to be identified through the acknowledge of sustainable fashion and social activism
increasing the awareness of slow fashion. Moreover, eWOM contents regarding sustainable
fashion products provide access to sustainable fashion brands through the authentic user
experience. Thus, slow fashion products are promoted accordingly by the fashion influencers to

increase public awareness of sustainable revolution which answers the main research question.

5.1. Implication

The finding of this research demonstrates the existing YouTube community focusing on slow
fashion and its way to enhance public awareness of sustainability through eWOM content. It
provides evidence to bridge the gap of the marketing approach adopted by sustainable fashion
brands and relevant creative industries in the academic fields. In this regard, the operations of

social media for developing a slow fashion community between the audience and content
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creators is profoundly understood to enhance the knowledge about microcelebrities’ community.
Furthermore, the diverse identities embraced by the slow fashion YouTubers have enhanced the
scientific understanding of different digital identities represented in virtual organizations. Lastly,
the results indicate fundamental information about the involved inputs behind the content
creation for promoting slow fashion items. It offers an academic understanding of the approaches
applied by creative laborers, including the concern of value, aesthetics, and algorithm, to endorse
business commission through eWOM formats. Consequently, this research strengthens the
theoretical insight into the overall slow fashion community in the creative field and the emergent
marketing approach of advertising sustainable products through user-generated contents.

In addition, the outcome of this research has broadened the societal understanding of the
connected community and presented identities of slow fashion on social media. This validates
the intertwined social agendas spread between microcelebrities and the connected community to
ascend public consciousness about sustainability and related social issues. Moreover, realizing
the creation of eWOM adopted by slow fashion YouTubers has revealed the marketing strategies
in endorsing creative products in eWOM videos resulted from a series of considerations
incorporated by the content creators. This helps comprehend the strategical model applied by the
creative laborers to raise the consumption intention and brand awareness among the audiences.
In this regard, this research provides thorough information for the creative industry, especially
for sustainable-focused brands, to gain insights regarding the operation of microcelebrities and

the generation of product recommendations in the digital sphere.

5.2. Limitations and future research

Even though this research has provided thick information about the slow fashion community
and their eWOM creation on YouTube, there are several limitations found in this research
needed to be addressed. Firstly, concerning the representation of intersectional social agendas
that emerged significantly in recent years, the understanding of the influence caused by the
microcelebrities’ opinion sharing is lacking. In essence, since many of the slow fashion content
creators have participated several social movements relating to racial and environmental
injustice, the motivation behind these actions can be investigated furtherly to illustrate the
connected relationship among different social issues and online activism. Additionally, although

advocating mental illness through creative content has been found in this study, the intertwined
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reasons and its influence on the public perception viewed by the audience remain little. Thus,
future research is advised to dive into the diverse discourse of social issues and mental health
awareness raised by the microcelebrities to realize the effect on the audience.

Secondly, according to the interview, multiple-platform management is become essential for
creative laborers to expand the scale of business, however, the various forms of eWOM contents
incorporating product sponsorships on different social media sites are scarcely studied in the
academic fields. Namely, due to the rapid change of informational technology, the dominant
approach to introduce eWOM on distinct platforms may alter over time, thus, research focusing
on different eWOM presentations on social media sites can be furtherly conducted to realize
multi-platform management proposed by microcelebrities.

Lastly, since this research primary concentrates on the content creator’s perspective whereas
its effect on the consumers’ perception and consumption intention of slow fashion remain
limited, future studies are recommended to investigate the image depicted by slow fashion
remain limited, future studies are recommended to investigate the correlation between the image
depicted by slow fashion content creators and its influence on the audience in general. In this
regard, a comprehended capture of slow fashion promotion through eWOM generated by content
creators can be understood from both microcelebrities’ and the audiences’ perspectives via

quantitative and qualitative research.
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Appendix 1: Informed consent

CONSENT REQUEST FOR PARTICIPATING IN RESEARCH

FOR QUESTIONS ABOUT THE STUDY, CONTACT:
[Cheyu Hsu/ Bulgersteyn 7131, 3011AB, Rotterdam, The Netherlands/ 526557ch@student.eur.nl/
+31627125461]

DESCRIPTION
You' are invited to participate in a research about YouTube influencer and sustainable fashion. The
purpose of the study is to understand how influencers promote sustainable fashion through the YouTube

videos.

Your acceptance to participate in this study means that you accept to be interviewed. In general terms,

- the questions interview will be related to your videos making practice and sustainability

Unless you prefer that no recordings are made, I will use a tape / video recorder for the interview.

You are always free not to answer any particular question, and/or stop participating at any point.

RISKS AND BENEFITS [alternatives A and B are presented below, but there may be further variations]

A. As far as | can tell, there are no risks associated with participating in this research. Yet, you are free to
decide whether I should use your name or other identifying information such as your account name not in
the study. If you prefer, I will make sure that you cannot be identified, by your name and account name

but only mentioning your age and gender, etc.

B. I am aware that the possibility of identifying the people who participate in this study may involve risks
for your reputation and business relationships etc. For that reason—unless you prefer to be identified fully
(first name, last name, occupation, etc.)—I will not keep any information that may lead to the

identification of those involved in the study. I will only pseudonyms to identify participants.
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I will use the material from the interviews and my observation exclusively for academic work, such as

further research, academic meetings and publications.

TIME INVOLVEMENT
Y our participation in this study will take about 45 minutes. You may interrupt your participation at any

time.

PAYMENTS

There will be no monetary compensation for your participation.

PARTICIPANTS’ RIGHTS

If you have decided to accept to participate in this project, please understand your participation is
voluntary and you have the right to withdraw your consent or discontinue participation at any time
without penalty. You have the right to refuse to answer particular questions. If you prefer, your identity
will be made known in all written data resulting from the study. Otherwise, your individual privacy will

be maintained in all published and written data resulting from the study.

CONTACTS AND QUESTIONS
If you have questions about your rights as a study participant, or are dissatisfied at any time with

any aspect of this study, you may contact —anonymously, if you wish, through my email.

SIGNING THE CONSENT FORM

If you sign this consent form, your signature will be the only documentation of your identity. Thus, you
DO NOT NEED to sign this form. In order to minimize risks and protect your identity, you may prefer to

consent orally. Your oral consent is sufficient.

I give consent to be audiotaped during this study:

Name Signature Date
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I prefer my identity to be revealed in all written data resulting from this study

Name Signature

This copy of the consent form is for you to keep.

Date
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Appendix 2: Interview guideline

1. Background information:

What is your age?

Where are you from? And where do you live in the moment?

How long have been you engaging sustainable lifestyle, such as eating or wardrobes?
How long have you been your making YouTube videos?

Is being YouTuber your main occupation and income resources?

2. Sustainability

Why do you start engaging sustainability?

Which aspects of sustainable lifestyle do you focus the most? And why?

What do you think can sustainable fashion change the current environmental problem?
How does sustainable lifestyle change your life?

Why do you present yourself as sustainable influencer?

3. The life of influencers

What do you think about being an influencer on YouTube?

Do you perceive yourself as an influencer?

What are the hardships you have encountered when maintain your YouTube channel?
How do you interact with your followers/fans?

How do you interact or perceive other influencers having similar aesthetics as you do?

4. YouTube videos

How long do you spend working on the designing, filming and editing of a video?
What types of videos have you presented? Ans which one do you focus on the most?
How do you choose the aforementioned themes to present?

How do you design the topic scheme?

What are the motivations to keep you making certain types of video regarding
sustainable fashion?

How do you deal with the boundary between privacy and the exposed life on the

screen?

5. eWOM & product sponsorships

How do you introduce and recommend the product in your videos?
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®  What criteria is more important to be mentioned when recommending sustainable
fashion items?

® How do you design your script considering the audience’s possible reaction of your
recommendation?

® How do you perceive your role of spreading the user-comment of sustainable fashion
products through YouTube?

®  What kinds of sponsored products do you share the most? And why?

®  What is the process of selecting sponsorships to be introduced in the videos?

® How do you incorporate your real opinions about the product with the expectation
from the brand?

® How do you think about disclosing product sponsorships in the videos?

Appendix 3: YouTube Data Tools for accessing video IDs of creators

YouTube Data Tools

Video List Module

This module creates a list of video infos and statistics from one of four sources: the videos uploaded to a specified channel, a playlist, the videos retrieved by a particular search query, or the
videos specified by a list of ids.

The script then creates a tabular file where each row is a video. A number of infos and variables are added for each video.

Check the documentation for the (used to get the info for each video) and the (used for the search function) API endpoint for additional information.

Parameters

Choose a way of making a list:

® Channel id: ] (channel ids can be found in URLs, e.g. UCtGQPJPPi8ptAZBO29jpYA)
Playlist id: ] (playlist ids can be found in URLs, e.g. PLJtitKUOCAehMmISI9oCIV3WC)rZqMWZ0)
O Search query: ] (this is passed to the search endpoint, check the "q" parameter for for to use boolean operators)
optional relevance language: E]
optional region code: [:] (default = US)
Iterations: E (max. 10, one iteration gets 50 items)
Published: [ limit search to videos published in a specific timeframe (format: yyyy-mm-ddThh:mm:ssZ - timezone: UTC):

after: | 1970-01-01T00:00:00:
before: | 1970-01-01T00:00:00z

() make a search for each day of the timeframe (can yield many more videos, use wisely)

Rank by: relevance - Resources are sorted based on their relevance to the search query v
O Manual selection: L
P (video ids, comma separated)

I'm not a robot
reCAPTCHA

Privacy - Terms




Appendix 4: Quantitative data retrieval from NodeXL Pro
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Appendix 5: List of interviewees
Abbreviation ~ Age  Gender Location Occupation
BG 20 Female The United States University Student
EM 29 Female Australis Full time YouTuber
H 23 Female The United States Fashion design graduate working in
sustainable star-up
N 27 Female The United Kingdom Theatre costume making
NF 24  Female The United States Master’s student
SM 23 Female The United States Brand strategist in marketing
consultant
T 20 Female The United States University Student
TC 26 Female The United States Marketing related job in insurance

company

Appendix 6: List of Transcribed YouTube videos

Creator Date

Title

Length

Hyperlink

Kristen Leo

2020, Jun 10

All white people are...

20:41

https://youtu.be/4vDMuVEftWE
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inspiroue 2021, Apr 19 things you NEED to know about 15:04 https://youtu.be/pnSIWK7LNjA
fast fashion | how to hold the
fashion industry accountable

Audrey Coyne 2021, Mar 21 Casual Spring Outfits 5:07 https://youtu.be/sIFwWUhRrLPY

Alyssa Beltempo 2021, Mar 21 Easy & Simple Slow Fashion Tips 12:58 https://youtu.be/rOgPp4-kG M
for Every Budget and Style Type |
Guide to Slow Fashion

Naja Sierra 2021, Mar 20 My Entire Minimalist Wardrobe - 7:05 https://youtu.be/2IbCI2h9Foo
Every Item In My Small Wardrobe
(Closet Tour)

Ethical Made Easy 2021, Mar 20 Are you a perfectionist? Strategies 16:36 https://youtu.be/Kd1pW_vP4Xs
and ways to ease your inner critic!

Nisa Fareeha 2021, Mar 4 Ethical & Sustainable Underwear |  9:28 https://youtu.be/WTZ73205fdl
Knickey Review + GIVEAWAY

Naomi's Little 2021, Mar 7 3 TOP TIPS to quit fast fashion! 8:16 https://youtu.be/ZLLy1YqiEUM

Time

inspiroue 2021, Apr 12 sustainable & ethical underwear 16:27 https://youtu.be/sNZ4Wbk6Mz0
brands to know | arq, pansy, pico,
proclaim, mary young, knickey

Alyssa Beltempo 2021, Feb 28 Wearable Spring Fashion Trends 9:38 https://youtu.be/aH7tNicfotY
2021 That Are Already In Your
Closet

imperfectidealist 2021, Feb 18 7 Sustainable Underwear Brands: 9:01 https://youtu.be/el yn4dRuSWmA
Knickey, Organic Basics, Boody &
More

Thrifts and Tangles 2021, Mar 12 Thrifting Tips You Need to Know 10:58 https://youtu.be/ZypgcfGnDA4

Alli Cherry 2021, Feb 18 Declutter with Me (Konmari 14:52 https://youtu.be/dxm98dAjHpQ
Method) Curating my Dream
Minimalist Closet

Appendix 7: Code table
Main Category Sub-category Open Codes

Follower community

development

Active conversation with followers

Arouse public conversation

Authentic online interaction

Seek advice for activity

Seek advice for book

Seek advice for activity
Showing the result of IG voting

Expressing the relatable current life shared by follower

Offline thrifting meetup with followers

Encourage audience leave comments

Initiate the conversation about sustainable fashion

Initiate a discussion over sustainability and feminism

Encourage follower to share user experience about the recommendated brand

Being authentic while interacting with people online

Building a trustworthy relationship wirh follower

Exposing the devotion in replying all feedbacks and request
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Direct conversation with followers

Interactive social media features

Intimate relationship with followers

Sustainable fashion as supportive
online community

Fast growing online community

Responding followers genueinly but not like with friends
Encouraging follower to DM for further conversation
Responsing to follower's tagged post

Replying to comments on YT to create engagemeny

IG sales

IG polls

Interactive IG countdwon feature

Indicating intimate bonding bewteen follower and influencer
Resharing follower's praise

Respond follower's feedback

Greeting followers for having nice morning/week/weekend
Gratitiude for follower's sharing and comments

A genuine community with the silimar objective

A more friendly and supportive community

Building community is vital in terms of growing the accounts
Niche and supportive bubble of sustainable fashion

Diverse voice sharing

Involves spaces for flaws and correction

Witnessing the rapid expansion

Idetity development

Identify as inlfuencer

Micro-celebrity identity

Identify as content creator

A sustainable influencer introduce sustainable brands

Everyone could be an influencer in certain perspective

Feel neutral about the term of influencer

Less external pressure in feeding the followers

Intimidated to enter community involving bigger influencers
Identify as regular person/user

Negative perception on the term of influnencer

Sharing diverse voice and opinions

Student with limited budget sharing tips about sustainable fashion

Social movement activism

Recent social movement

Intersectional social issues

Supporting StopAsianHate movement

Women's unsafety and right

Sharing knowledge about masculinty and the impact on earth
Link from sustainable fashion to racial issue

Link from sustainable fashion to ethical and human right
Issue of misogny and racism

Engaging sustainability help liberate thoughts

Critical self-reflection of racial issues

Acknowledging fast fashion relates to women right

Networking development

Collaborate contents with other
creators

Create conversation with
influencers

Networking with similar
influencers

Virtual vintage swap with other influencer

Live-streaming with other influencer regarding mindful empowering social
media community

Making video with a content creator

Making sponsored video with other influencer

Holding a Podcasting sharing experience in becoming an influencer
Sharing opinion about the paying rate of influencer

Revealing the charging rate

Networking with other influencer is essential for this industry
Tagging actively with other influencer

Offline coffee meetup with other influencers
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Competition in Sf influencer
community

Support other creators

Being ambassador of a brand helps networking

Being genuine is fundamental to network with followers
Commenting on YT videos as type of networking
Commenting on IG post as type of networking

Virtual meeting hold by brands develop a form of network
An UK based ethical fashion influencer community venue
Competitive environment

Peer pressure results from individual and other influencers
Help promoting other creator's brand

Supporting other influencer/content creator

Slow fashion promotion Downside of fashion industry

Acknowledge consumer power

Educating knowledge of
sustainable fashion

Educating knowledge about
sustainability

Authentic brand-research results
Need of followers

Personal experience in transitioning
towards sustainable fashion

Behind the scenes

Multiple platforms management

Differentiation of social media
platforms

Sharing knowledge about the unsustainable facet of returning
Information about harmful clothing material and impact on health
Having a responsibility to reveal the damage of fashion industry
Revealing the unethical facet of fashion industry

Acknowledge the empowerment owned by individual consumer
Clarify the myth of plastic-recycled fabrics as releasing microplastics
Providing knowledge about sustainability and green-washing
Showecasing the doable facet of sustainable fashion

sharing knowledge about sustainability and ethcial right
Educating other people about the importance of sustainability
Honest reveal of worker condition of the brand

Asking follower if they have tried capsule wardrobe

Asking follower's intersted topic

Internal analysis provides insight for next video

Authentic and geniue contents focusing on personal experience
Personal experience of making mindful wardrobe

Disclosing the journey of being sustainable

Behind the scene exposure

Exposing the process of replying followers

Launching podcasting

Promoting personal blog site

IG contents are less serious and informational

1G is easier to transit the topic

1G reels is now easier to get exposed

Growing community on YT is harder than on IG

YT video is more knowledgable and informative

Easier to manage Yt by puloading a video per week

YT content is easier to be exposed than IG for beginner

YT help attract to audience with similar background

Product recommendation ~ Authentic user experience
(eWOM)

Balancing brand expectation and
genuine opinion

Acknowledge all the pros and cons of collaborated products

Introducing cheaper and accessible combo of products

Only recommend product has been used

Only post the product that the influencer truly like

Remaining authentic and honest when recommendating sponsorships
Balance the content to make it attracitve and authetic

Easy to express honest review without payment commission

Intense commincation with brand to incoporate authentic user experience
Having automacy in negotiating with partnership brands
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Criteria of product selection

Prior reserach

Accessible price

Honest and transparent brand description

Initiates sustainable campagin of recycling old clothes
Owned by minority or women

Responsible and sustainable fabric

Pays ethical wage and treatment to workers

Diverse clothing options for different needs

Low waste package and material

Sustainable supply chain

Comfortable to wear and true to size

Has collaborated with multiple infleuncers ihas influence
Size inclusive

Aligns channel value

Related to personal lifestyle

Check if greenwashing presented

Clarify the marketing myth

Information chack on brands' contribution

Sponsorship/PR/Affliation
disclosure

Positive attitude

Disclosure of sponsorship/PR

Explicit disclosure of brand
collaboration

Implicit disclosure of brand
collaboration

Followers are genuinely supportive ans positive

Positive perception on disclosing sponsorship

Sponsorship as a way to introduce audiecne ethical brands

Disclosing sponsorship as being responsable and honest towards the audience

Putting effort in writing description of YT video to make sure affliationd are
clear

#ad

Unncover the collaboration with brand

Possible sponsorship/PR

Affliated links with sustainable clothing without mentioning commission

Challneges and impact of
algrothim

Awaring impact of algrorithm

Conflict between personal interest
and algrorithm

Dilemma between value and
business

Search engine optimazation

Alogrithm on social media has bias upon races

Pictures showing more body parts attracts more exposure
Trends and alogrithm changes every 2-3 years

Views of asthetic contents has less exposure

Balance between taste of algorithm and personal taste is needed
Committing to commercial needs can be overwhelmed

Doing the YT by heart doesn't matter the alogrithm change

Sacrifacing personal interest of contents but fitting to algorithm can be
frustrating

Ironic to promote consumption of brand while promoting conscious consumption
Ironic problem of overconsumption about thrifting haul

Adding keywords and description to fit into the favor of algorithm

Used to search trendy key words to determine the topic of video

Using IG reel to follow the trend

Mental health awareness

Self-burnout

Self disclosure of illness

Immersed into sustainability issues leads to depression
Burnout and bored from the contents on YT

Managing social media can be fatigued

Need new energy to update YT

Acknowledge personal illness and the leave from Internet
Disclosing personal health issue to initiate the conversation
Sharing knowledge about mental health and relationship
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Revealing personal struggle with depression
Stop updating YT videos becaude of mental and life crisis
Personal experience of anxiety and friendship
Providing positive contents Giving guidance to deal with mental issues
Mental guidance for depression related to racism
Reminding follower is alright to care self-apperance and dismanteling system
Sharing positive video regarding mental support

Appendix 8: example of an observation protocol

5/1; ()
\‘\/\U\m\ ~ Dne wiluence Shares hor expeviente gpout be?@ qleFYaSScJ
| Aw\d/\ W 2930 ahd being bottor T 2021. In the end she
; Ji/_'(: \csf‘For all the Suppert trom Tollowers and annedarce
(JNWNA vew Vdeo:
- Ope influencer gureen shot The commint frrom ,051, hights
video [mastly PesTGive commst) To Yhank her Tollowe s

- oyl he. Pelan Hoie Gim_bagponed in U5 many
Meww"}mﬁwwﬂ %W/cagg_j&ﬂpijﬂuwm
~ A\  ohe influencer @M sharg her it vigh Patagona
50 Smeb apout Vheer fate Fespong, o koo hoge
& 4 Social agunda A0 5u'>p°YT, ¥ fim «Pij wtice

- &OOTD with ady.
- Shaivg Somethin jh\o( Lob)pm tday . e “Dﬁw—.s(c\]
WTWV/ the Sadow of ‘ghelr partuer .. etc ‘y j’

ot € o does Fullover doing 4 G”hu«c[«; evnaaGeraenl
V V\~ A‘él[’hj 'FD“QV\,M M k(\n ) mes/ﬁr?r’ o _m VFJQO CDMU

Wey wsuld ITké to watdn (V&Vy .SPC‘-?{EC)
- Disdos?ng the feel‘ma of cuvnchmtivg Critisims on Ll by
Fevealing the womments - Rk of cyigusms
GWWWT" do Teaching pesle o 0 be omateht Cremeors thromh Rdost

For the syling videos, vhe follbowers generally feel thuf)
< an TMWLM

- roee )

&9



9261 X 8LZL L:02

Sponsorship/PR

6€9%520L £:02

Toxin free cleaner

#ad
Implicit presentation of ad

€LEX18S T:0T

Appendix 9: example of interview transcript
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Right now, I

love YouTube. I've been on YouTube for a long time since I
think 2013 was my first video. But like I said, when I
first started YouTube, I would do thrift hauls all the
time, and people liked it, but it wasn't. It wasn't
valuable content, right. It's just like, look what I
bought, you should go to your thrift store. So now when I
create content, I try to make it more educational. And try
to share tips and my my mission statement is give
thrifting sustainability and your natural self a chance.
And I try to convince people to give it a chance by
sharing easy tips making it really relatable and talking
about the money aspect because a lot of people think being
unsustainable how you have to have it's a privilege to be
sustainable, which it is. But the mainstream media makes
it seem like you have to buy all these new bamboo
products. Yeah, and, and you don't right. And so I want to
educate people and let them know the little tiny daily
habits like reusing a plastic fork is actually sustainable
and have tried to change their mindset a little bit
through education. So that's what my content

Daphne Hsu 10:28
right? And also, I want to ask you, like, do you perceive
yourself as influencer?

Tyler 10:37

I just did a conversation about this other day with
someone. I know a lot of people don't like that word,
influencer. But I think they think I am an influencer. I
check all the boxes of what people think of for
influencer, I usually call myself because I started
blogging. Because I have a website too. And a blog. I
started that back in 2012. And I still call everything
blogging. Like if you're an instagramer, I call you a
blogger. If you're a YouTuber, I call you a blogger. I
still use outdated language. Because it's not really
blogging if you're on YouTube, right? But I feel like it's
all the same thing. If you're an influencer content
creator, if you're a blogger, it's all the same.

Daphne Hsu 11:16

Yeah, yeah, exactly. It's like spreading like your
thoughts, or your experiences, etc, like to everyone else
in the world? Yeah. And like says, like, you're super
passionated. And on YouTube, I want to ask, like, what
kind of hardships Have you ever encountered when you're
mentally or like YouTube channels?
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Starting YT video 8years ag...

Showcasing the doable face...

Convince people about the f...

Educating people to enter s...

Identify blogging as an idica... i Identify as an influencer
Writing blogs for 9 years

Content creator no matter w...
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