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1.1 INTRODUCTION 
Urbanic, a London-based fashion brand founded in 2019, has quickly gained popularity among fashion-conscious consumers, particularly in developing markets like India. The brand's focus on bringing creativity and technology to the fashion industry resonates with digitally savvy consumers who are constantly seeking the latest trends at affordable prices. Urbanic's success can be attributed to its ability to identify and cater to the evolving needs of its target audience, offering a diverse range of trendy and well-designed clothing through its D2C online channel. One of the key factors driving Urbanic's appeal is its emphasis on affordability without compromising on style or quality. This approach has struck a chord with consumers who are increasingly conscious of their spending habits but still desire to express their individuality through fashion. By leveraging technology and data-driven insights, Urbanic has been able to optimise its supply chain and pricing strategies, making its products accessible to a wider audience. The brand's commitment to staying ahead of the curve and consistently delivering fresh designs has further solidified its position as a leading player in the urban fashion landscape.
1.2 STATEMENT OF THE PROBLEM 
Urbanic, a global fashion brand, has rapidly gained popularity among urban consumers due to its trendy and affordable offerings. This has led to a growing interest in understanding consumer perspectives towards urbanic fashion trends. This research aims to explore the factors that influence consumers' adoption of urbanic fashion trends, including social media, influencer marketing, and personal style. Additionally, it will investigate the perceived benefits and drawbacks of following urbanic fashion trends, such as self-expression, social acceptance, and environmental concerns. By examining these aspects, this study seeks to provide insights into the evolving relationship between urban consumers and the dynamic world of fashion trends.
1.3 SIGNIFICANCE OF THE STUDY
Understanding consumer perspectives towards Urbanic fashion trends holds significant value for several reasons.  Firstly, it provides Urbanic and other fashion brands with crucial insights into their target market’s preferences, motivations, and purchasing behaviours. This knowledge can inform product development, marketing strategies, and brand positioning, ultimately leading to increased sales and brand loyalty.  Secondly, the study sheds light on the broader impact of fast fashion trends on urban consumers, including their self-perception, social interactions, and consumption habits.  This is particularly relevant in the context of growing concerns about sustainability and ethical practices within the fashion industry.  Finally, this research contributes to the existing body of knowledge on consumer behaviour, fashion trends, and the influence of social media and influencer marketing in shaping consumer choices. By exploring the complex relationship between urban consumers and constantly evolving fashion trends, the study offers valuable insights for academics, marketers, and anyone interested in understanding the dynamics of contemporary consumer culture.
1.4 SCOPE OF THE STUDY 
This study focuses specifically on understanding the consumer perspective towards Urbanic fashion trends within a defined demographic, such as young adults (e.g., 18-35 years old) residing in urban areas.  The scope includes exploring their awareness of Urbanic as a brand, their perceptions of its style and quality, and their motivations for adopting or rejecting Urbanic fashion trends.  The research will investigate the influence of social media platforms (like Instagram, TikTok, etc.) and influencer marketing on their purchasing decisions related to Urbanic.  While the study aims to identify general trends, it acknowledges that individual preferences and cultural contexts may play a role.  Geographically, the study might be limited to a specific city or region to allow for more focused data collection and analysis.  The study will primarily focus on consumer attitudes and behaviours related to clothing and accessories offered by Urbanic, and may not delve into other product categories the brand might offer.  Finally, this research will primarily focus on the consumer perspective and will not extensively cover the business strategies or internal operations of Urbanic itself.
1.5 OBJECTIVES OF THE STUDY 
· To find out how people feel about AI and tech in fashion.
· To discover what influences people's fashion choices and how much they follow trends.
· To see how people view Urbanic’s brand in terms of style, price, and sustainability.
· To understand how often people shop, how much they spend, and what matters most to them when buying clothes.
· To learn what people expect from online shopping in the future, like personalization and tech.
1.6 METHODOLOGY OF THE STUDY 
The study is designed as an analytical and descriptive one were used for the smooth conduct of the study.
SOURCES OF DATA COLLECTION 
The study is both primary and secondary data.
PRIMARY DATA 
Primary data is the data that is collected for the first time through personal experiences or evidence. For this study , researcher collected primary data through questionnaire method 
SECONDARY DATA
Secondary data means data collected by someone else earlier surveys, observation, experiments, questionnaire, personal interview etc. Government publications, websites, books, journal articles, internal records etc.
POPULATION 
Population is the entire group that you want to draw conclusions about here. The population includes 50 audiences.
SAMPLE
This study focuses on how Kannur district audience perceive consumer perspective towards Urbanic fashion trend. Audiences of all ages, mindsets and preferences are represented in the samples. This varied well rounded perspective that aids in the evaluating the superiority of consumer perspective towards Urbanic fashion trend.
SAMPLE SIZE
The sample size is the measure of the number of individual sample used in the study. The list is selected 50 samples for the study.
SAMPLING METHOD
Sample method is the process of studying the population by gathering information and analyzing that data. It is the basis of that data where the samples space is enormous. There are several different sampling techniques available. For the purpose of the study ,the data were collected from 50 respondents using convenience sampling technique
TOOLS FOR ANALYSIS
For preparing the report, primary data were processed and analyzed manually. For the analysis of data, percentage analysis method is used. 
1.7 LIMITATIONS OF THE STUDY
· The study is limited to a sample of 50 audiences for the findings of the study cannot be generalized.
· The survey findings are predicated on the assumption that respondents are provided accurate information.
· Some of the respondents were reluctant to answer. 
· Some of the respondents might not provide incorrect answer, untrue statements and false information. So this means that an element of personal prejudice is always expected. 
1.8 CHAPTER SCHEME
The project report has been presented in the following format:
Chapter-1: Introduction: This chapter includes the research problem, need for study /significance of the project, objectives, methodology (hypothesis, statistical tools, data source, scope, sample, chapter design)
Chapter-2: Review of literature 
Chapter-3: Theoretical background
Chapter -4: Data analysis and interpretation: This chapter may present the data analysis and inferences. 
Chapter-5: Summary of Findings, suggestions, conclusions: This chapter gives an overview of the project, findings, suggestions and conclusion. 
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2.1 REVIEW OF LITERATURE
Keller, K. L. (2013). Strategic Brand Management: Building, Measuring, and Managing Brand Equity
Keller’s work on brand equity focuses on how brands develop consumer trust and loyalty, crucial for the success of fashion brands like Urbanic in urban markets. By establishing brand equity, companies can attract and maintain a consumer base by consistently offering high-quality, trendy products. The book discusses the role of consumer perceptions, brand positioning, and the impact of brand experience on creating lasting emotional connections with consumers. These factors influence how urban consumers relate to fashion brands, making them more likely to choose brands that offer both fashion-forward and affordable options. Keller also emphasizes the importance of managing brand equity in the digital age, where social media plays a significant role. Urbanic, like many other brands, uses platforms such as Instagram and TikTok to promote its trends, shaping consumer attitudes and buying decisions. For urban consumers, who are highly influenced by online platforms, brand equity management involves engaging with influencers, creating appealing visuals, and staying on top of fast-changing fashion trends. This interconnected approach helps Urbanic and similar brands build a loyal following that drives sales.
Shukla, P. (2010). Influence of Interpersonal and Personal Factors on Consumer Behavior in Fashion Marketing
Shukla's research highlights the role of both interpersonal and personal factors in shaping consumer behavior in the fashion market. Interpersonal factors include the influence of family, friends, and social groups, which play a large role in fashion trends in urban settings. Consumers often look to those around them for validation when selecting fashion items, especially trendy pieces from fast-fashion brands like Urbanic. Social media further amplifies this influence by making style choices public, and peer approval becomes a significant motivator for fashion consumption in cities. On the other hand, personal factors such as self-image, individual preferences, and lifestyle also strongly impact purchasing decisions. Urban consumers tend to value convenience, affordability, and the ability to quickly update their wardrobes to keep up with the latest trends. Shukla's research suggests that these consumers are more likely to support fast fashion brands that offer trendy, stylish, and budget-friendly options. In the case of Urbanic, the combination of interpersonal validation and personal style needs creates a perfect storm of consumer attraction, leading to higher brand engagement.
Sweeney, J. C., & Soutar, G. N. (2001). Consumer Perceived Value: The Development of a Multiple Item Scale
Sweeney and Soutar’s study provides a comprehensive framework for understanding consumer perceived value, which is essential in the context of fast fashion brands like Urbanic. Perceived value refers to the consumer's evaluation of a product's worth, which is determined by weighing both functional and emotional benefits against its cost. In urban markets, where consumers are highly price-sensitive yet still desire trendy, fashionable items, perceived value becomes a key determinant of brand choice. Urbanic, by offering affordable yet stylish clothing, appeals to consumers who seek value for money while keeping up with the latest fashion trends. The study also shows that perceived value is multifaceted, encompassing aspects such as quality, price, and emotional satisfaction. Urban consumers often seek immediate gratification from their purchases, and fast fashion brands like Urbanic cater to this need by providing quick access to new collections that align with current trends. Additionally, the emotional value of looking fashionable and feeling confident is a major driving force in consumers’ decisions. Urbanic’s ability to balance these dimensions—offering value through both affordability and trendy designs—positions it as a compelling choice for urban consumers.
Solomon, M. R. (2017). Consumer Behavior: Buying, Having, and Being
Solomon’s comprehensive work on consumer behavior offers valuable insights into how consumers engage with brands in the fashion industry. One of the key takeaways from this book is the role of self-concept in consumer purchasing decisions. Urban consumers often use fashion as a means of self-expression, and they align their clothing choices with their desired identity or status. Brands like Urbanic, which cater to the fast fashion segment, capitalize on this by offering affordable ways for consumers to engage with current trends and project a fashionable image to others. Furthermore, Solomon explores the influence of social and cultural factors on fashion consumption. Urban consumers are highly attuned to the opinions of their social circles, including family, peers, and influencers on social media. This makes fashion consumption not just about personal preference, but about aligning with social norms and expectations. For Urbanic, understanding these social dynamics is crucial to its marketing strategy, as the brand uses digital platforms and influencer collaborations to engage with the socially connected urban consumer, creating a sense of community and shared identity around its products.
Tiffany, L. (2022). Trendy yet Affordable: The Rise of Fast Fashion and Urban Consumers’ Love for Brands like Urbanic
Tiffany’s study examines the growing appeal of fast fashion brands among urban consumers, focusing on the balance between trendiness and affordability. Urban consumers are constantly looking for ways to keep up with the latest fashion trends without overspending, making fast fashion a popular choice. Urbanic, with its trendy yet budget-friendly offerings, aligns perfectly with this consumer need. The study highlights how the rapid turnover of collections and low price points have made fast fashion a go-to choice for young, style-conscious shoppers who value immediacy in their fashion purchases. Additionally, Tiffany points out that the rise of fast fashion is intertwined with social media, which plays a major role in how trends are disseminated and consumed. Platforms like Instagram and TikTok influence what is considered fashionable, and brands like Urbanic tap into this by promoting their products on these platforms. The constant stream of new fashion items makes it easier for urban consumers to stay relevant and updated with the latest trends. The affordability of these products allows consumers to frequently update their wardrobes, which further fuels the growth of fast fashion.
Keller, E. (2012). How Fashion Brands Influence Consumer Behavior and the Role of Social Media in Creating Trends
Keller’s research underscores the role of social media in shaping consumer behavior, particularly in the context of fashion brands. Urban consumers are highly engaged with digital platforms, where they not only discover trends but also interact with brands. Brands like Urbanic leverage social media channels to engage directly with their target audience through influencer collaborations, user-generated content, and targeted advertisements. This level of engagement fosters a sense of community and makes consumers feel more connected to the brand, driving higher levels of loyalty and repeated purchases. The study also discusses how fashion brands can use social media to amplify their visibility and influence consumer decisions. For Urbanic, the ability to create buzz around new collections and collaborate with influencers who reflect the brand’s ethos is essential. Social media serves as both a marketing tool and a platform for consumers to showcase their fashion choices, contributing to the brand’s appeal. This interconnectedness between digital media and fashion consumption has become a defining feature of the urban consumer experience, where style choices are heavily influenced by online interactions.
Chaudhuri, A., & Holbrook, M. B. (2001). The Chain of Effects from Brand Trust and Brand Affect to Brand Performance: The Role of Brand Loyalty
Chaudhuri and Holbrook’s study explores the relationship between brand trust, emotional connection, and consumer loyalty. For fast fashion brands like Urbanic, cultivating brand trust is vital for attracting urban consumers who are often skeptical about quality and sustainability. Urbanic builds brand loyalty by offering stylish clothing at affordable prices, which resonates with its target market. This emotional connection, created through consistent brand messaging and trendy product offerings, plays a crucial role in maintaining consumer interest and encouraging repeat purchases. The authors emphasize that once a consumer has developed trust in a brand, they are more likely to engage with it over time. Urbanic’s ability to maintain a strong relationship with its consumer base, particularly in the urban market, is rooted in its commitment to offering trendy items that align with customer expectations. This trust also facilitates positive word-of-mouth, further amplifying the brand’s reach. For Urbanic, fostering brand loyalty through reliable quality and consistent trend relevance is essential in building long-term consumer relationships.
Pereira, R., & Hernandez, M. (2020). Sustainability in Urban Fashion: Consumer Choices for Ethical Fashion vs. Fast Fashion
Pereira and Hernandez explore the growing concern around sustainability and how it is affecting consumer choices in the fashion industry. While fast fashion brands like Urbanic are immensely popular, there is an increasing push from consumers, particularly in urban environments, to choose brands that align with ethical and sustainable practices. This shift is partly driven by awareness campaigns on social media and a growing desire among urban consumers to make more responsible purchasing decisions. For Urbanic, balancing trendiness with sustainability is becoming increasingly important as the brand seeks to align itself with evolving consumer values. The study reveals that while affordability remains a major consideration for urban consumers, sustainability is gaining traction as a significant factor in purchasing decisions. Urban consumers are starting to question the environmental impact of fast fashion, and some are willing to pay a premium for brands that offer ethically sourced or eco-friendly products. Brands like Urbanic face the challenge of maintaining their competitive pricing while incorporating sustainable practices into their business model to meet the demands of a more socially conscious consumer base.
Bristow, D. (2019). Urban Streetwear: How Young Consumers Engage with Trends in Fashion
Bristow’s study focuses on the intersection of streetwear and urban fashion, analyzing how young consumers are driving the demand for trendy, casual clothing that reflects their lifestyle and subcultures. Streetwear, characterized by its association with youth culture and rebellion, has become a key influence in urban fashion trends. Urbanic and similar brands capitalize on this by offering affordable alternatives that appeal to younger audiences who identify with street culture. For urban consumers, fashion is not just about clothing, but about communicating values like individuality, creativity, and a sense of belonging to specific cultural movements. Moreover, the study emphasizes the importance of authenticity in streetwear and urban fashion. Young consumers are increasingly aware of brand authenticity, preferring companies that align with their cultural values and societal views. Brands like Urbanic must walk a fine line, ensuring their products meet style preferences while also appearing genuine to their audience. This is particularly crucial as the younger demographic in urban areas is highly influenced by peer groups, influencers, and social media trends. By tapping into street culture and offering products that reflect these values, Urbanic can maintain relevance and appeal in a highly competitive market.
Hogg, M. A., & Abrams, D. (2001). Social Identity and Social Cognition: The Influence of Group Dynamics in Urban Fashion Preferences
Hogg and Abrams’ study examines how social identity influences consumer behavior, particularly in fashion consumption. Urban consumers, often navigating a complex social environment, are influenced by group dynamics, including peer pressure, social norms, and cultural affiliations. Fashion is a primary means through which individuals express their social identity, and brands like Urbanic play a role in shaping these identities. Consumers in urban environments often turn to fashion choices to align themselves with certain groups, whether based on class, ethnicity, or lifestyle, and Urbanic provides affordable options that cater to these diverse group identities. The study also emphasizes that fashion choices are not only individual but also collective. Urbanic, by tapping into popular trends, creates a sense of social belonging, making consumers feel connected to broader cultural movements. As urban consumers become more socially conscious, they gravitate towards brands that reflect the values of their social groups. Urbanic’s success lies in its ability to cater to these group dynamics, offering trendy items that help individuals communicate their social identity while appealing to the collective desires of their target market.
Kwon, W. S., & Lee, H. (2003). The Impact of Social Influence and Personality on Consumers' Fashion Behavior
Kwon and Lee’s research explores the dual impact of social influence and personality traits on consumer fashion behavior. Urban consumers, particularly younger ones, are often deeply influenced by the opinions of their social circles when it comes to fashion choices. The influence of friends, family, and celebrities can shape their perceptions of what is fashionable, especially when trends are rapidly changing. Urbanic, with its constantly evolving collections, benefits from this social influence, as consumers seek to align themselves with the latest styles that are endorsed by their peers and celebrities. The study also discusses how personality traits like the need for uniqueness and self-esteem affect fashion decisions. Consumers who value individuality may seek distinctive or limited-edition items, while those who are more conformist may choose items that align with mainstream trends. Urbanic addresses these different consumer needs by offering a wide range of styles, ensuring that it appeals to both the trend-followers and those who seek to stand out. The combination of social influence and personality-driven preferences creates a diverse consumer base that Urbanic must cater to in order to maintain broad appeal.
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3.1 THEORETICAL BACKGROUND
Urbani Fashion is a modern clothing brand that blends urban culture with high-end fashion, creating a unique fusion of streetwear and luxury. Designed for individuals who express themselves boldly through their style, Urbani offers pieces that range from oversized jackets to sleek urban dresses and graphic tees. With a focus on versatility, the brand’s collections transition effortlessly from day to night, catering to those with fast-paced lifestyles who refuse to compromise on style. Urbani’s designs are inspired by cityscapes, global street art, and contemporary pop culture, featuring bold contrasts and elegant muted hues. The brand emphasizes sustainability, using eco-friendly materials and ethical production processes to reduce environmental impact while ensuring fair wages and safe working conditions for its employees.
Beyond fashion, Urbani Fashion fosters a strong sense of community, encouraging self-expression and creativity through collaborations with up-and-coming artists, designers, and influencers. This commitment to inclusivity and innovation is at the heart of the brand’s identity, making Urbani not just a clothing line, but a movement. The brand’s dedication to cutting-edge design, sustainability, and conscious fashion choices has positioned it as a trailblazer in the industry, empowering individuals to embrace their true selves while staying fashion-forward. Urbani is more than just clothing—it's a lifestyle and a statement that redefines what it means to be stylish in today's fast-paced world.
The Origins and Historical Evolution of Urbanic Fashion
Origins in Streetwear (Late 20th Century)
The birth of urbanic fashion is inseparable from the rise of streetwear in the late 20th century. Streetwear itself is a direct product of youth cultures such as hip-hop, skateboarding, punk, and graffiti art that were gaining prominence in urban environments.
1. Hip-Hop Culture (1970s - 1980s):
· Hip-hop’s influence on fashion is undeniable. Artists like Run-D.M.C., Public Enemy, and LL Cool J popularized sportswear brands like Adidas and Nike, and their bold fashion choices gave birth to the street style of the '80s and '90s.
· In this period, baggy pants, oversized jackets, graphic tees, and baseball caps were integral parts of hip-hop fashion.
2. Skate Culture (Late 1970s):
· Brands like Stüssy (founded in 1980) and Santa Cruz were born out of the California skateboarding scene. Skaters brought a laid-back, DIY aesthetic to the fashion world, incorporating graphics, bold colors, and casual fits.
· Stüssy is credited with being one of the first brands to offer streetwear that had high-fashion appeal, with its logo-based designs becoming iconic.
3. Punk Influence (Late 1970s - 1980s):
· Punk fashion, characterized by ripped clothes, leather jackets, band t-shirts, and spiked accessories, played a major role in urban fashion’s early aesthetic. London’s punk scene in particular influenced streetwear in the early '80s.
The 1990s: Streetwear and Grunge Merge
In the early 1990s, the lines between grunge and streetwear blurred. The grunge movement, associated with bands like Nirvana and Pearl Jam, influenced urban fashion by promoting an anti-fashion sentiment. This period saw the rise of plaid shirts, oversized sweaters, distressed denim, and flannel jackets – garments which would later form the backbone of street-inspired fashion in the late '90s and early 2000s.
Luxury Streetwear (2000s - 2010s)
By the early 2000s, urban fashion had gone mainstream. The growing influence of social media, celebrity culture, and globalization played pivotal roles in shaping the landscape of urban fashion.


1. Luxury Brands and Streetwear Collaboration:
· In 2006, Supreme collaborated with Louis Vuitton for the first time, signaling the intersection of streetwear with high fashion. This period also saw the rise of brands like BAPE, Off-White, and Fear of God.
· The influence of Kanye West and his collaborations with brands like Adidas and Nike also helped solidify streetwear’s place in luxury fashion.
2. Streetwear Becomes a Global Phenomenon:
· Social media, especially Instagram, became a powerful tool for the dissemination of fashion trends. Influencers, artists, and celebrities began driving the urban fashion narrative, making streetwear an international sensation.
Key Milestones in the Development of Urbanic Fashion
Several events in the past few decades have significantly shaped the evolution of urbanic fashion:
1. The Rise of Iconic Brands:
· Supreme (1994): Launched in New York, the brand pioneered the concept of limited-edition clothing and sneaker culture, which led to the growth of resell markets.
· BAPE (1993): Known for its camo patterns and use of iconic characters like the Ape Head, BAPE solidified the idea of ‘exclusivity’ in urban fashion, making it a key part of streetwear culture.
2. Celebrity Endorsement and Influence:
· Celebrities like Pharrell Williams, Kanye West, and Rihanna have played huge roles in shaping the direction of urban fashion. Kanye West’s Yeezy line, for example, became a symbol of blending streetwear and luxury.
3. Fashion Week and Streetwear:
· Streetwear took center stage at major fashion events. Virgil Abloh’s (Off-White) appointment as creative director at Louis Vuitton was a key moment for the fusion of streetwear with high-end luxury fashion.

4. Sustainability and Ethical Fashion:
· As environmental concerns began to affect every facet of industry, urban fashion brands, particularly those targeting younger generations, started adopting sustainable practices. Notable brands like Patagonia and Reformation have been pioneers in this space.
Current Trends in Urbanic Fashion 
1. Streetwear Meets High Fashion:
· The most significant trend in current urbanic fashion is the continued blending of streetwear with luxury fashion. Supreme's collaboration with Louis Vuitton is a landmark event, but more recently, Balenciaga, Gucci, and Balmain have incorporated elements of streetwear like oversized silhouettes, sneakers, and hoodies into their runway collections.
2. Sustainability and Ethical Fashion:
· Urbanic fashion is embracing sustainability with many brands adopting eco-friendly materials, upcycled fabrics, and focusing on ethical production. Companies like Allbirds and Stella McCartney are prominent players in this movement.
3. Gender-Neutral and Unisex Fashion:
· The lines between gendered clothing are blurring, with many urban brands offering unisex collections. The growing popularity of gender-fluid clothing reflects the larger cultural shifts towards inclusivity.
4. Sneaker Culture:
· Sneakers remain a dominant force in urban fashion, with brands like Nike, Adidas, and Puma offering high-end collaborations and limited edition releases. The sneakerhead culture continues to thrive, with rare sneakers fetching astronomical prices on the resell market.
5. Tech and Digital Fashion:
· The rise of digital fashion is another exciting trend. Brands like Balenciaga and Riot Games are already experimenting with virtual fashion and NFTs (Non-Fungible Tokens), offering consumers a way to own digital versions of their garments and accessories.
The Future of Urbanic Fashion
1. Technological Integration:
· As digital technology advances, we can expect further integration into urban fashion. The rise of wearable tech and smart fabrics could revolutionize the way we think about clothing, integrating functionality with style.
· 3D printing and digital clothing are likely to become more mainstream, allowing for personalization and customization on an unprecedented scale.
2. Virtual Fashion and the Metaverse:
· The concept of virtual clothing for digital avatars in virtual environments (e.g., the metaverse) will continue to grow. Brands are likely to create digital-only fashion collections for platforms like Roblox and Decentraland, appealing to younger, tech-savvy consumers.
3. Sustainability as Standard:
· The push for eco-consciousness in fashion will likely expand as consumer’s demand more sustainable, ethical practices. The future of urban fashion will likely revolve around circular fashion systems, where garments are designed for longevity and recyclability.
4. Inclusivity and Diversity:
· There will be a continued focus on representation across all aspects of urban fashion. The future will see an even more diverse range of models, designs, and body types. Fashion houses will continue to embrace diversity in race, gender, and size, creating collections that appeal to a broader audience.
Urbanic fashion, from its origins in the streetwear culture of the 1970s to its current status as a global and highly influential segment of the fashion industry, has evolved in response to the ever-changing urban landscape and cultural shifts. As we look to the future, the continued fusion of technology, sustainability, and inclusivity will shape the next phase of urban fashion, ensuring that it remains a dynamic and integral part of global style culture. Through its roots in youth culture and urban subcultures, Urbanic fashion has successfully merged comfort with high-end design, bringing together disparate influences and cultures. As the boundaries of fashion continue to evolve in the digital age, urban fashion will remain at the forefront of cultural expression and creative innovation.
Consumer Perspective Towards Urbanic Fashion Trends
Urbanic fashion, with its roots in streetwear and youth culture, has steadily grown into a powerful movement within the fashion industry. As the blend of casual, street-inspired clothing with luxury elements continues to evolve, consumer perspectives towards urbanic fashion trends have shifted dramatically. This shift reflects changing cultural values, social dynamics, and technological advancements. Consumers today view urbanic fashion not just as clothing but as an expression of identity, a tool for social engagement, and a reflection of values like sustainability and inclusivity.
The Appeal of Urbanic Fashion
Authenticity and Individuality
One of the primary reasons urbanic fashion resonates so strongly with modern consumers is its association with authenticity and individuality. Unlike traditional fashion that often promotes a set standard of beauty and style, urban fashion has always been about self-expression.
· Personalization and Customization: Urbanic fashion provides consumers with opportunities to personalize and customize their wardrobes. Whether through limited-edition drops, customizable sneakers, or DIY clothing, there is a strong emphasis on wearing what feels personal and unique. Consumers appreciate the fact that these pieces allow them to define their own style rather than conforming to mainstream trends.
· Brand Loyalty: Many consumers become intensely loyal to urban fashion brands because of the authenticity they represent. Brands like Supreme, Off-White, and BAPE often carry a cultural significance beyond clothing. For many, wearing these brands means connecting with a larger lifestyle or movement—be it skateboarding, hip-hop, or urban street art.
Youth Culture and Social Influence
Urbanic fashion is undeniably intertwined with youth culture. Streetwear, in particular, has become a significant force in how young people identify themselves in relation to music, sports, and broader societal trends.
· Influencer and Celebrity Culture: The rise of influencers, YouTubers, and celebrities has heavily shaped consumer demand in urban fashion. Social media platforms, especially Instagram, TikTok, and YouTube, have allowed influencers and trendsetters to become gatekeepers for fashion trends. When Kanye West releases a new Yeezy sneaker or Virgil Abloh collaborates with Louis Vuitton, consumers flock to buy them not just because they are fashionable, but because they are validated by these cultural icons. The constant influence of celebrities and influencers further drives consumer interest in urban fashion, making it an ever-evolving reflection of youth identity.
· Social Media as a Fashion Platform: Today, social media isn’t just a platform to showcase fashion—it’s a space for trend forecasting. TikTok, for example, has become a key driver of micro-trends, where consumers spot and quickly replicate styles popularized by their peers. This democratization of fashion trends allows everyday consumers to become part of the fashion conversation, which feeds into the demand for urbanic fashion.
Trends and Consumer Preferences in Urbanic Fashion
Sustainability and Ethical Fashion
In recent years, sustainability has become an essential concern for urban fashion consumers. As awareness around climate change and environmental issues grows, many consumers are making more conscious fashion choices.
· Eco-Friendly Practices: Brands that adopt sustainable production practices, such as using recycled fabrics, organic cotton, and eco-friendly dyes, have gained favor among consumers who want to make ethical purchasing decisions. For instance, brands like Patagonia and Reformation have earned strong followings for their commitment to sustainability.
· Slow Fashion Movement: While urban fashion is often associated with fast fashion (especially limited-edition drops and the high demand for constant newness), there has been a noticeable shift towards slow fashion in some segments. Consumers are beginning to value quality over quantity, opting for long-lasting items over disposable trends. This move towards thoughtful consumption reflects a desire for more durable, timeless pieces.
Gender Fluidity and Inclusivity
The rise of gender-neutral fashion in urbanic fashion is another key trend that has shaped consumer perspectives. Today’s consumers are more attuned to the idea that clothing should not be restricted by traditional gender norms.
· Unisex Designs: Urbanic fashion brands have increasingly introduced gender-neutral and unisex clothing lines. Items like oversized hoodies, graphic tees, and baggy pants are designed to be worn by anyone, regardless of gender. The focus is on comfort and self-expression, not fitting into a binary gender system.
· Inclusivity in Sizing: Consumers now expect brands to offer inclusive sizing options that cater to different body types. Urban fashion brands like ASOS and Nike have responded to this demand by expanding their size ranges. This inclusivity fosters a sense of belonging and acceptance, making consumers feel more seen and heard in the fashion industry.
Technology and Digital Fashion
The intersection of technology and fashion is rapidly transforming how consumers engage with urbanic fashion. As digital technologies become a central part of everyday life, consumers are beginning to embrace virtual fashion and digital clothing.
· NFTs and Virtual Apparel: The rise of NFTs (Non-Fungible Tokens) and digital fashion has created a new frontier for urban fashion consumers. Virtual fashion items, often sold as limited-edition digital collectibles, are gaining popularity in online communities like Decentraland and Roblox. For some, owning a unique digital jacket or pair of sneakers is just as valuable as owning a physical item.
· E-Commerce and Virtual Try-Ons: The online shopping experience has been dramatically improved with the use of augmented reality (AR), allowing consumers to try on clothes virtually before purchasing them. This is especially appealing to the urban fashion market, which often demands instant gratification and fast purchasing decisions.
The Social and Cultural Impact of Urbanic Fashion
Fashion as a Form of Resistance and Statement
For many consumers, urbanic fashion represents more than just style—it’s a way to make a statement. Urban fashion’s roots in counterculture movements like punk and hip-hop mean that it is often used to express resistance against mainstream societal norms.
· Political Statements: Urban fashion, particularly in the form of graphic tees and slogans, can be used to advocate for social causes, from racial justice to environmental activism. The consumer interest in pieces that carry political or cultural messages reflects a broader desire to use fashion as a medium for social change.
· Cultural Identity: Urban fashion is also a means for consumers to express their cultural identity. Many consumers turn to streetwear brands that align with their cultural and personal values, and these brands often help them navigate their position within larger cultural or social movements.
Globalization and the Democratization of Fashion
Urbanic fashion’s global reach has also shifted consumer behavior. With the rise of e-commerce, consumers from all over the world have access to international brands. This democratization of fashion has made it easier for consumers to participate in global fashion trends, even if they are not physically in the urban hubs where these trends originated.
· Cultural Exchange: Consumers today engage with urban fashion as part of a larger cultural exchange. Trends that started in New York, Los Angeles, or Tokyo quickly spread to other cities and countries, enabling a more globalized and connected fashion landscape.
· Affordability and Accessibility: While urbanic fashion has been historically associated with exclusivity (e.g., limited-edition drops), there are now more accessible options for consumers. Brands like Uniqlo and H&M have created more affordable versions of streetwear-inspired pieces, allowing a broader demographic to engage with the trend.
The consumer perspective toward urbanic fashion is shaped by an evolving set of values that include self-expression, sustainability, inclusivity, and social engagement. As the fashion world continues to blend street style with luxury, urbanic fashion will likely remain a key player in defining cultural trends. Consumers are not just looking for clothes; they want to connect with brands that align with their values, offer customization and personalization, and reflect the dynamic, digital world in which they live. Whether through sustainability, inclusivity, or digital fashion, the future of urbanic fashion will continue to challenge traditional fashion norms and provide consumers with new ways to define their identity.




















CHAPTER IV
DATA ANALYSIS AND INTERPRETATION










Table No. 4.1 AGE OF RESPONDENTS 
	AGE
	NO. OF RESPONDENTS
	PERCENTAGE

	15-20
	14
	28

	20-25
	23
	46

	Above 25
	13
	26

	TOTAL
	50
	100


       Source: Primary Data

Table No.4.1 shows that 46% of the respondents fall in the 20-25 age group, indicating that Urbanic is popular among young adults. The 15-20 group (28%) also shows significant interest, while those above 25 (26%) form a smaller segment. Pictorial representation of the same is given below.

Chart No. 4.1 AGE OF RESPONDENTS 








Table No. 4.2 GENDER DISTRIBUTION
	GENDER
	NO. OF RESPONDENTS
	PERCENTAGE

	Male
	17
	34

	Female
	33
	66

	TOTAL
	50
	100


     Source: Primary Data

Table No.4.2 shows that 66% of the respondents are female. 34% of the respondents are male. Pictorial representation of the same is given below.

Chart No. 4.2 GENDER DISTRIBUTION 








Table No. 4.3 OCCUPATION
	OCCUPATION
	NO. OF RESPONDENTS
	PERCENTAGE

	Student 
	29
	58

	Young professionals 
	14
	28

	Other 
	7
	14

	TOTAL
	50
	100


     Source: Primary Data

Table No.4.3 shows that majority of Urbanic consumers (58%) are students. 28% of the respondents are young professionals and 14% of them are from other job category. Pictorial representation of the same is given below.

Chart No. 4.3 OCCUPATION










Table No. 4.4 FREQUENCY OF BUYING NEW CLOTHES
	FREQUENCY
	NO. OF RESPONDENTS
	PERCENTAGE

	Monthly 
	18
	36

	Occasionally 
	22
	44

	Rarely
	10
	20

	TOTAL
	50
	100


    Source: Primary Data

Table No.4.4 shows that 44% of the respondents buy clothes occasionally, while 36% shop monthly. The 20% who rarely shop may prioritize necessity over trends. Pictorial representation of the same is given below.

Chart No. 4.4 FREQUENCY OF BUYING NEW CLOTHES









Table No. 4.5 TYPE OF CLOTHING PURCHASED MOST OFTEN
	TYPE OF CLOTHING
	NO. OF RESPONDENTS
	PERCENTAGE

	Trousers, jeans
	12
	24

	T-shirts, sweaters, sweatshirts
	16
	32

	Dresses
	9
	18

	Shoes, footwear
	10
	20

	Other
	3
	6

	TOTAL
	50
	100


     Source: Primary Data

Table No.4.5 shows that T-shirts, sweaters, and sweatshirts (32%) are the most commonly purchased clothing items, followed by trousers/jeans (24%) and shoes/footwear (20%). Dresses are less preferred (18%). Pictorial representation of the same is given below.

Chart No. 4.5 TYPE OF CLOTHING PURCHASED MOST OFTEN






Table No. 4.6 OPINION ON URBANIC USING AI FOR FASHION TRENDS
	OPINION
	NO. OF RESPONDENTS
	PERCENTAGE

	Positive
	21
	42

	Neutral
	15
	30

	Negative
	8
	16

	Not Sure
	6
	12

	TOTAL
	50
	100


    Source: Primary Data

Table No.4.6 shows that 42% of the respondents have a positive view of AI in fashion, while 30% are neutral. Some (16%) have a negative perception, possibly due to concerns over originality. Pictorial representation of the same is given below.

Chart No. 4.6 OPINION ON URBANIC USING AI FOR FASHION TRENDS







Table No. 4.7 FUTURE OF ONLINE FASHION SHOPPING
	FASHIONTECH
	NO. OF RESPONDENTS
	PERCENTAGE

	AI-powered stylists
	16
	32

	Sustainable & ethical fashion focus
	12
	24

	Blockchain technology
	8
	16

	Hyper-personalized recommendations
	14
	28

	TOTAL
	50
	100


         Source: Primary Data

Table No.4.7 shows that AI-powered stylists (32%) and hyper-personalization (28%) are the top predictions. Sustainability (24%) is also a key expectation. Pictorial representation of the same is given below.

Chart No. 4.7 FUTURE OF ONLINE FASHION SHOPPING







Table No. 4.8 FOLLOWING FASHION TRENDS
	OPINION
	NO. OF RESPONDENTS
	PERCENTAGE

	Yes, I follow them closely
	14
	28

	Yes, but I don't really follow them
	21
	42

	No
	15
	30

	TOTAL
	50
	100


      Source: Primary Data

Table No.4.8 shows that 42% of the respondents follows trends but not closely while 28% of the respondents actively keep up with fashion. 30% of the respondents not at all follows trends. Pictorial representation of the same is given below.


Chart No. 4.8 FOLLOWING FASHION TRENDS









Table No. 4.9 ANNUAL CLOTHING BUDGET
	ANNUAL CLOTHING BUDGET
	NO. OF RESPONDENTS
	PERCENTAGE

	Up to 1000
	9
	18

	1000-2000
	12
	24

	2000-5000
	17
	34

	5000+
	12
	24

	TOTAL
	50
	100


     Source: Primary Data

Table No.4.9 shows that 34% of the respondents spend between ₹2000-5000 yearly. 24% each spend 1000-2000 or 5000+ while 18% of the respondents spend upto 1000 for clothes yearly. Pictorial representation of the same is given below.

Chart No. 4.9 ANNUAL CLOTHING BUDGET








Table No. 4.10 SOURCE OF KNOWLEDGE ABOUT URBANIC
	SOURCES
	NO. OF RESPONDENTS
	PERCENTAGE

	Social media
	22
	44

	Friend
	10
	20

	Family
	7
	14

	Advertisement
	11
	22

	TOTAL
	50
	100


  Source: Primary Data

Table No.4.10 shows that 44% of the respondents opined that social media is the main channel through which people discover urbanic. 22% of them get to know about Urbanic from advertisements while 20% of the respondents got information about it from their friends. 14% of the respondents got information about Urbanic from their family. Pictorial representation of the same is given below.

Chart No. 4.10 SOURCE OF KNOWLEDGE ABOUT URBANIC







Table No. 4.11 URBANIC BRAND IMAGE
	BRAND IMAGE
	NO. OF RESPONDENTS
	PERCENTAGE

	Trendy 
	19
	38

	Affordable 
	17
	34

	Sustainable
	14
	28

	TOTAL
	50
	100


   Source: Primary Data

Table No.4.11 shows that 38% of the respondents see Urbanic as trendy. 34% of the respondents see Urabnic as affordable and 28% of the respondents said that sustainability is gaining recognition. Pictorial representation of the same is given below.

Chart No. 4.11 URBANIC BRAND IMAGE






Table No. 4.12 PRIMARY FASHION INFLUENCES
	INFLUENCERS
	NO. OF RESPONDENTS
	PERCENTAGE

	Social  media
	21
	42

	Celebrities 
	14
	28

	Personal style 
	15
	30

	TOTAL
	50
	100


    Source: Primary Data

Table No.4.12 shows that 42% of the respondents opined that social media is the top influence while celebrities and personal style are also significant.  Pictorial representation of the same is given below.

Chart No. 4.12 PRIMARY FASHION INFLUENCES












Table No. 4.13 FAMILIARITY WITH URBANIC TRENDS
	OPINION
	NO. OF RESPONDENTS
	PERCENTAGE

	Yes
	29
	58

	No
	21
	22

	TOTAL
	50
	100


     Source: Primary Data

Table No.4.13 shows that 58% of the respondents familiar with Urbanic’s fashion trends, showing its strong brand presence. 22% of the respondents unfamiliar with it. Pictorial representation of the same is given below.

Chart No. 4.13 FAMILIARITY WITH URBANIC TRENDS


 

 






Table No. 4.14 FACTORS IN CHOOSING CLOTHING
	FACTORS
	NO. OF RESPONDENTS
	PERCENTAGE

	Price
	14
	28

	Quality 
	16
	32

	Style
	12
	24

	Brand
	8
	16

	TOTAL
	50
	100


  Source: Primary Data

Table No.4.14 shows that 32% of the respondents opined that quality is the most important factor while choosing clothing. 28% of them said price, 24% said style and 16% of the respondents said that brand is the most important factor while choosing clothing. Pictorial representation of the same is given below.

Chart No. 4.14 FACTORS IN CHOOSING CLOTHING








Table No. 4.15 URBANIC FASHION TRENDS LIKED OR DISLIKED
	FASHION TRENDS
	NO. OF RESPONDENTS
	PERCENTAGE

	Oversized silhouettes
	17
	34

	Sustainable and eco-conscious fashion
	14
	28

	Lack of diversity in sizing and representation
	12
	24

	Other
	7
	14

	TOTAL
	50
	100


   Source: Primary Data

Table No.4.15 shows that Oversized silhouettes (34%) are the most liked or noticed trend, followed by sustainable and eco-conscious fashion (28%). However, 24% pointed out the lack of diversity in sizing and representation, indicating room for improvement in inclusivity. Pictorial representation of the same is given below.

Chart No. 4.15 URBANIC FASHION TRENDS LIKED OR DISLIKED







Table No. 4.16 URBANIC EFFECTIVELY CAPTURE CURRENT FASHION TRENDS
	OPINION
	NO. OF RESPONDENTS
	PERCENTAGE

	Yes
	32
	64

	No
	18
	36

	TOTAL
	50
	100


   Source: Primary Data

Table No.4.16 shows that 64% of the respondents believe Urbanic effectively captures current fashion trends, suggesting the brand stays updated with industry movements. However, 36% feel otherwise, implying areas where Urbanic could improve its trend alignment. Pictorial representation of the same is given below.

Chart No. 4.16 URBANIC EFFECTIVELY CAPTURE CURRENT FASHION TRENDS








Table No. 4.17 OPINION ON AI-GENERATED CONTENT IN FASHION
	OPINION
	NO. OF RESPONDENTS
	PERCENTAGE

	Strongly agree
	14
	28

	Agree
	16
	32

	Neutral
	9
	18

	Disagree
	7
	14

	Strongly disagree
	4
	8

	TOTAL
	50
	100


   Source: Primary Data

Table No.4.17 shows that 32% of the respondents support AI-generated content like virtual fashion shows and personalized lookbooks. 28% strongly agreed, 18% of the respondents have neutral opinion. 14% disagreed and 8% strongly disagreed.  Pictorial representation of the same is given below.

Chart No. 4.17 OPINION ON AI-GENERATED CONTENT IN FASHION







Table No. 4.18 URBANIC'S ROLE IN FASHION FUTURE
	ROLE IN FUTURE FASHION
	NO. OF RESPONDENTS
	PERCENTAGE

	Making fashion accessible
	18
	36

	Embracing inclusivity
	16
	32

	Celebrating individuality
	16
	32

	TOTAL
	50
	100


   Source: Primary Data

Table No.4.18 shows that 36% of the respondents opined that Urbanic is expected to improve accessibility. 32% each said that Urbanic is expected to improve embracing inclusivity and celebrating individuality. Pictorial representation of the same is given below.

Chart No. 4.18 URBANIC'S ROLE IN FASHION FUTURE










Table No. 4.19 OPINION ABOUT URBANIC’S COLLABORATION WITH INFLUENCERS AND CELEBRITIES 
	OPINION
	NO. OF RESPONDENTS
	PERCENTAGE

	Increased brand awareness
	19
	38

	Trendsetting
	16
	32

	Authenticity
	15
	30

	TOTAL
	50
	100


     Source: Primary Data

Table No.4.19 shows that Urbanic’s collaboration with influencers and celebrities is mainly seen as a way to increase brand awareness (38%), followed by setting trends (32%). However, 30% value authenticity, indicating that the brand should focus on genuine influencer partnerships rather than just promotional collaborations. Pictorial representation of the same is given below.

Chart No. 4.19 OPINION ABOUT URBANIC’S COLLABORATION WITH INFLUENCERS AND CELEBRITIES 







Table No. 4.20 EXPECTATIONS FOR THE FUTURE OF ONLINE SHOPPING
	EXPECTATIONS
	NO. OF RESPONDENTS
	PERCENTAGE

	Increased personalization
	14
	28

	Increased personalization
	12
	24

	Seamless integration of social media
	10
	20

	Faster and reliable delivery
	11
	22

	Other
	3
	6

	TOTAL
	50
	100


     Source: Primary Data

Table No.4.20 shows that Personalization (28%) is the most desired aspect of future online shopping, suggesting consumers want tailored recommendations. Sustainability (24%) also remains a priority. Seamless social media integration (20%) and faster delivery (22%) highlight the need for convenience and speed in e-commerce. Pictorial representation of the same is given below.

Chart No. 4.20 EXPECTATIONS FOR THE FUTURE OF ONLINE SHOPPING











CHAPTER V
FINDINGS, SUGGESTION AND CONCLUSION









5.1 FINDINGS
· 46% of the respondents fall in the 20-25 age group, indicating that Urbanic is popular among young adults. 
· 66% of the respondents are female.
· Majority of Urbanic consumers (58%) are students.
· 44% of the respondents buy clothes occasionally
· T-shirts, sweaters, and sweatshirts (32%) are the most commonly purchased clothing items
· 42% of the respondents have a positive view of AI in fashion,
· AI-powered stylists (32%) and hyper-personalization (28%) are the top predictions. 
· 42% of the respondents follows trends but not closely
· 34% of the respondents spend between ₹2000-5000 yearly. 
· 44% of the respondents opined that social media is the main channel through which people discover urbanic.
· 38% of the respondents see Urbanic as trendy.
· 42% of the respondents opined that social media is the top influence 
· 58% of the respondents familiar with Urbanic’s fashion trends, showing its strong brand presence. 
· 32% of the respondents opined that quality is the most important factor while choosing clothing. 
· Oversized silhouettes (34%) are the most liked or noticed trend
· 64% of the respondents believe Urbanic effectively captures current fashion trends
· 32% of the respondents support AI-generated content like virtual fashion shows and personalized lookbooks.
· 36% of the respondents opined that Urbanic is expected to improve accessibility. 
· Urbanic’s collaboration with influencers and celebrities is mainly seen as a way to increase brand awareness (38%)
· Personalization (28%) is the most desired aspect of future online shopping


5.2 SUGGESTIONS 
· Stay updated with the latest Urbanic fashion trends through social media and the official website.
· Check customer reviews and ratings before making a purchase.
· Compare prices and discounts to get the best deals.
· Follow Urbanic’s size guide to ensure a proper fit.
· Take advantage of seasonal sales and special offers.
· Explore different styling options to mix and match outfits creatively.
· Subscribe to newsletters for exclusive discounts and early access to new collections.
· Be mindful of return and exchange policies before purchasing.
· Share feedback and reviews to help improve product quality and services.
· Follow sustainable fashion practices by choosing long-lasting and eco-friendly options.
















5.3 CONCLUSION 
Urbanic fashion trends have reshaped consumer perspectives by offering a unique blend of streetwear, casual wear, and high-end influences that appeal to a diverse audience, reflecting not just clothing but a lifestyle tied to youth culture, freedom of expression, and inclusivity. The rise of social media and influencers has amplified the visibility of these trends, making them more accessible and relatable to a global audience. Consumers are drawn to the authenticity of urban fashion, as it often represents the fusion of individuality and community-driven aesthetics, resonating deeply with personal identities. However, this popularity has led to a greater demand for sustainability and ethical production, with consumers increasingly seeking brands that prioritize eco-friendly materials, fair labor practices, and transparency in their supply chains. This shift reflects a movement towards mindful consumerism, where style is balanced with social and environmental responsibility. In conclusion, the consumer perspective on urbanic fashion is a dynamic mix of individuality, cultural relevance, and ethical consideration, with consumers continuing to shape trends and pushing brands to innovate in response to evolving societal values, ultimately influencing the future of urbanic fashion and its role in the industry.
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QUESTIONNAIRE
Name
1) Age
a) 15-20
b) 20-25
c) Above 25
2) Gender
a) Male
b) Female
3) Occupation
a) Student
b) Young professionals
c) Other:
4) How often do you buy new clothes?
a) Monthly
b) Occasionally
c) Rarely
5) Which type of clothing do you buy most often?
a) Trousers, Jeans
b) Tshirts, Sweaters, Sweatshirts
c) Dresses
d) Shoes, Footwear
e) Other
6) How do you feel about the brands like Urbanic using AI to analyse trends and design clothing?
a) Positive
b) Neutral
c) Negative
d) Not sure
7) How do you think technology will change in the way we shop for Urbanic fashion online in the next 5-10 years?
a) AI-powered stylists
b) Sustainable and ethical fashion focus
c) Block chain technology
d) Hyper -personalized recommendations
8) Do you follow current fashion trends?
a) Yes, I follow them closely
b) Yes, but I don't really follow them
c) No
9) How much do you spend on clothing per year?
a) Up to 1000
b) 1000-2000
c) 2000-5000
d) 5000+
10) How did you first hear about Urbanic?
a) Social media
b) Friend
c) Family
d) Advertisement
11) How would you describe the Urbanic brand image?
a) Trendy
b) Affordable
c) Sustainable
12) What are your primary fashion influences?
a) Social media
b) Celebrities
c) Personal style
13) Are you familiar with Urbanic as a fashion trend?
a) Yes
b) No
14) What factors are most important to you when choosing clothing?
a) Price
b) Quality
c) Style
d) Brand
15) Which Urbanic fashion trends have you personally liked or dislike?
a) Oversized silhouttes
b) Sustainable and eco-conscious fashion
c) Lack of diversity in Seizing and representation
d) Other
16) Do you feel that Urbanic effectively captures current fashion trends?
a) Yes
b) No
17) How would you feel about AI-generated content, like virtual fashion shows or personalized look books, influencing your fashion decisions at urbanic?
a) Strongly agree
b) Disagree
c) Agree
d) Neutral
e) Strongly disagree
18) What role do you think brands like urbanic will play in shaping the future of fashion?
a) Making fashion accessible
b) Embracing inclusivity
c) Celebrating individuality
19) How do you feel about urbanic's collaboration with influencers and celebrities?
a) Increased brand awareness
b) Trendsetting
c) Authenticity
20) What are your expectations for the future of online shopping?
a) Increased personalization
b) Greater focus on sustainability
c) Seamless integration of social media
d) Faster and reliable delivery
e) Other
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