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AVWF  GREENWASHING IN FASHION: WILL SUSTAINABLE
ALY MARKETING MESSAGES EVER BECOME EASIER TO
W NAVIGATE?

2 And could an industry-wide sustainability standard be a realistic goal for the future?

' Buy Less,
'17///4 Choose Well,
, #2#4 Make It Last.

-Vivienne Westwood




PROLOGUE

**k%

The Sustainability - Marketing Conflict

Our master thesis fusions the concepts of sustainability and marketing. Did that anti
prick your ears? Good! Yes, we chose a concept that rejects consumerism and on
fuels it. What motivates us to bridge two opposites is the belief that marketing can

$}}o 8} Z+ oo[ vakregherah€o t

And there is no literately alternative. Our earth’s population grows, consumption gr
waste grows. In the age of climate change showing its destructive face more and m
have to face our role and our responsibility to take care of our home and take care 0

other. While there is a growing number of sustainability initiatives, conscious consu

and NGO's creating awareness, we think business leaders and marketers have a

role in pushing this development forward.

The plain fact is that the planet does not need more successfle pot it does
desperately needs more peacemakers, healers, restorers, storytelleoseandf every

kind" (David W. Orr)

The idea of a more environmentally friendly and ethical future can become a realit
marketing and communicating it effectively and persuasively to the consumer.
Sustainability marketing does not only require innovation anabtiie-box thinking in
terms of product development, but also needs new ways of communication. Thus, it
not mean to erase the concept of success as such, but to use sustainability market
tell a story that reaches the mind and the heart of the consumer to herald a mor

sustainable future.

*%k*%
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Abstract

Purpose - The purpose of this thesis is to strategically enhance the commumio&tize e-commerce start-
up Better World Fashion. Therefore, a framework for sustainable fashion communicatieatéd and
applied to develop a smart practice guide of persuasive sustainable fashion comouitdeegirds the mass

market.

Desigrnmethodology/approach - Taking a subjectivist, hermeneutic stance, a qualitative multiple case stud
approach is selected to conduct a smart practice research. The thesis itegstiga communication
practices of five companies on four units on their corporate websites thiedglected content analysis on

the three identified communication dimensions of value profile, message mix, and ityesibablishment.

Findings - The findings reveal that the difficulty of sustainable fashion communicasadn liee conflicting
natures of both concepts. Fashion is symbolic and hedonic, and relates to impkeitly dreams and
emotions. Sustainability, refers to taking responsibility and selfless acttbositva direct personal benefit
giving it a rational character that requires textual, explicit communication. Smart communicédiamdiso
bridge the conflict and activate the mainstream consumer through the creatiomatfams. It is smart to
centre the consumer by focusing on personal values in the form of a doubla hepefiach in which fashion
values are in the foreground and sustainability values are mentioned secondarily (FashioatEgg).sthe
analysis of Better World Fashion shows that the brand suffers from green marketing ragdpsayveral
communication practices stand in sharp contrast to the smart practices. The esserumohendations lies
in a strategic roadmap for BWF’s value profile, message mix and credibibtislestant throughout the
different website units that focus on taking a more emotional positioning andnghffom high text
sustainable information, to a more fashion imagery. This is exemplified bysimgppaebranding of BWF with

two possible scenarios based on uniqueness, or country of origin as a core value.

Research limitation - Employing a smart practice study, the findings are tailored to BWF whdelimited
from the ability of generalisations. As all observed cases are embeddeddaifec g@ntext, a replicative

transfer of the results to other contexts is limited.

Oiiginality/value - The thesis contributes to the literature by developing an integrated framework on
sustainable fashion communication which creates a holistic picture of the dimensionsi@ndva the field
of research. Furthermore, it investigates the viieesed communication of sustainable fashion brands through

content analysis to extract smart practices, a way the issue has not yet been studied.

Paper type - Research paper

Page 1 172



Master Thesis 7 MSc. IM

Acknowledgements

After writing around 150 pages within the last five months, these last worbard€s are the finishing touch
of this thesis. This project presents not only the end of our master program, but atswdtié our student

lives. Therefore, some words to our sources of strength and inspiration.

Foremost, we would like to thank our thesis supervisor Reimer lvang. Hisadoalways open whenever we
ran into a trouble spot, had a question or sought advice. He allowed this thdsé our own work, but
%0 (E } A] He A]3Z u}s]A 8]}v v Pu]l v X  «EZanE slohgknith lokg list of tasks|

a bittersweet process. We are grateful fordiistainableenthusiasm and idealism for a bettrshior) world.

I, Anika, thank my groupmate, Carolin, for the stimulating discussiotise flaughs, the silence, for dealing
with my strengths and weaknesses, and for all the great moments we shainedast two years. We made
it. | also thank my family, who kept listening to my complains, and matiseeuntil the end. In particular, |
am grateful for my parents” support, not only throughout my studies, but my lifg.dokhow how luckily |
u s} *U% % }ES Jv vC }(uC J*]}veU v /[u 0}}I]vB (PEAIESZ} G Z 3
| am thanking my partner in crime caffeine who accompanied me in different formsMa&&lCoffee, Coke

- Cheers.

I, Carolin, would like to thank my teammate Anika for going through thick and thin with me, for all that | have
learned from her, for her great ideas and fioasteringthis last step of our graduation together.
> «S0CU 1P §Z vl C}u P} ¢ }us 8}Y

Finny - for her joy for life, her love and faith in me;

Jan - for his spirit of adventure, his advices and for teaching me to stay positive in tough times;

lise - for her wisdom and for her understandingsgar

Ottavia - for having a shoulder to lean on and making me feel home.

Page 3172



Master Thesis 7 MSc. IM

List of Abbreviations

BWFt Better World Fashion

BPRt Best practice research

Page 3172



Master Thesis 7 MSc. IM

Catents
Chapter I INEFOAUCKION........ ..o e e e e e eeees Q...
N oAV Vo [ ==Y o I o F= T =T Lo o P 10..........
1.2 The power of COMMUNICALIQN...........ceuiiiiii i e e e e e e e e e e e e e e e e ab e e eeeeeeanes 11.......
1.3 The sustainability communication issue - how to talk the walk?..............cccoooiiiii . 11
1.4 How to make green the new black - The Sustainable Fashion dilemma................cccccevvveeees 11
1.5 Sustainable fashion communicatidtiowwalk (talk) the tightrope?.............vviiiiiiiiiiiiiiiiiiiinne 13
1.6 RESEAICH ODJECTHIVES ... e e e e e e e e e e e e e e e e e e e e e e e e e aaeeeaaeaeeeens 15..........
A o o TT=Ted AR (W o3 (0 (= USSP 15.........
Chapter IIMethodologly............oooeiiiiiiiiii e 17.......
b8 N o 11 (o Yo o] 01 VA o) =T o (= g od = TSN 18..........
2.1.1 Classification of paradigm in SOCial SCIENCE..........ccuviiiiii i e 20.....
2.1.2 Paradigmatic foundation of the theSiS............oouiiiiiiii i, 20......
2.2 Literature review methodolOgy.........oooiiiiiiiieeee e 25........
2.2.1 TREOTEUICAI VIBM.......iiiiiiiiiiiiieeeee ettt nnnnnnes 25
2.2.2 Methodological approach of the thesSIS........cccoooiiiii i 26......
ChapLer L. TREONY.......oeeieeee et e e e e e e eaes 36........
3L LIEBIAIUIE TBVIBW. ..ottt et et ettt e e ettt ettt et et e et e e et e e et e e e e e e e e eeeees 3l
3.1.1 Socio-economic development Of CONCEPLS.........vviiriiirieiiiiiiiiiiiiieiiiieieiieie e eeeeeeeeeene 37.....
3.1.2 Sustainable fashion COMMUNICALION.............uiiiiiiiiiiii e 42......
3.1.3 Sustainable marketing COmMMUNICALION. ...........ccuuiiiiii i 48......
3.1.4 Fashion COMMUNICATION. ...........uuiiiiiiiiiiiiiteee ettt neannenennnees 51.........
3.2 CONCEPLUANIZALION.......eeiiiiiii ittt 6l..........
3.2.1 DiscusSion Of [iterature SITEAIMLS...........iviiiiiiiiiiiiiiiei e ettt ettt ittt et ettt eeeeeeeeeeesesaesnseennenene 61.......
3.2.2 Strategic approaches for communicating sustainable fashian.................cccooooiiiiininnnnn. 63..
3.2.3 AnalytiCal framMEWOLIK. ... ... et e e e e e e e et e e e e aeaene 64.........
Chapter IVRESEarCh DESION. ........oooiiiieeeeee e e e e e e e e e e e 72......
4.1 Multiple case Study reSEAICH........coi i e 73........
g O R 4 F= T i o] = Tt (o ST o o S 4.
4.1.2 Directed CONLENT ANAIYSIS.......oceiiieeiiiie e e e e e e e e e e e e e et e e e eeeeeeees 76........
4.1.3 Unit of analysis - the Corporate WeDSILE. .............uuuuiim s 11......

Page 4172



Master Thesis 7 MSc. IM

A B TSI Lol I o] oo =Y 79..........
4.2.1 OPEratioNAliZALION. .......ciieeeeeeics e e e e e arrr 80..........
4.2.2 SAMPIE SEIECHION. .. .ueiii e e et e e e e e e e et e e e e e e 81........
4.2.3 DAta COIECHION.......cceiiiiiiieieiee ettt nnnennnnes 84..........
4.2.4 DAta ANAIYSIS......ccoiiiiiiiiiiiiii e 86..........

4.3 Discussion Of SCIENTIfIC CIHELIA..........coee e 88........
4.3.1 ConfirmMability..........oouiiiii i e e a 88..........
O J2 A O =T [ o1 1 Y S 89...........
4.3.3 TranSTEIADIILY. .....eeeeeeeeeeeeee s 89.........
4.3.4 DePeNability.......ccceeeieeeeeee e a0..........
4.3.5 CONEXTUANZATION . ...ttt 90..........
4.3.6 Principle of dialogical reasoning..............iiiiiiiiiiiiiiiii e Qaa.......
4.3.7 PrinCiple Of SUSPICION. .......iii et e e e e et eeeaeaanes ao.........

Chapter VWithin - case analySiS...........ooooiiiiiiiiiiiiiii e al.....

5.1 Case |. PEIEBCNECOCO. ...ttt e e Q2..........

5.2 CASE [ REIDOME. ...ttt ettt e e e e e e e e 101........

5.3 CaASE . MU JEANS......eeiiiieiiiiiiit ettt e e e e et e e e e e e e 108........

5.4 CaSe [V. REIOIMMALIQML... ..o 117........

5.5 CaSE V. DEAAWOOM. ......coiiiiiei e 124........

5.6 Revised analytical frameWOIK ... 130......

Chapter VI QroSS-CasB aNAlYSIS........cvvviiiiiiiiiiieieeeeeeeee e 132...

6.1 ComPAaNY ProfiliNg........ooiiiiiiiiiiii ettt 133........
SR £ 10 L= o] o) {111 o TSRS 133.........
6.2.1 Overall value profiling.........ooouiiiii e 133......

6.2.2 Value profiling per unit of analySiS........ccoooi i 135....

6.3 MESSAGE PIOTHING. ...ttt e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e e eeaes 137.......

6.4 Credibility Profiling.........oooio 138........

6.5 INLEIESHING PraCliCOS ... i 138........

6.6 CONCIUSION. ... e e e e e e e e e e e e e e e e e as 139.........

Chapter VIEBXrapolation ...............ooovviiiiiiiiiii e, 141....

7.1 Target Side ANaAIYSIS. .....cooeiiiiii et e e e aa e e aeeeanee 142........

400 0 0 11T 142.........

Page § 172



Master Thesis 7 MSc. IM

7.1.2 Brand NAme and LOGO.........oouuuuiiiii e ee e e e e e e e e e a e e e 142......
A G TS 7= g B o - Vo = RSP 142.........
A% AN o Lo 11 o = o = PP 145.........
A RN (0T [ U [t i o T To [ PP PP P PP PP PPPPPPPPPPPPPPPPPPP 147.......
7.0.6 CONCIUSIQN.....ceiiiiiiiiiiieeeee ettt e 148.........
7.2 RECOMMENAALIONS. ...ttt ettt eennnnennnnes 151........
7.2.1 OVEIAINIBVEL. ..ot e e e e e 151........
7.2.2 Units of analysiS SEPAratelY...........ccuviiiiiiiiiiiiiiiiiie it 154......
7.2.3 INtEIESHING PrACHCES ... .ottt 157.......
Chapter VI GONCIUSION .........oooviiiiieeeccciii et e s 158.....
e J0 U 110 1= U Y O 159..........
8.2 LIMITALIONS. ..ottt 162.........
8.3 FULUIE MESEANCH. ...ttt e e e e e e e e e e e e e e e e e e e e e eeeas 164.........
REFEIENCES. ... e 166.......
Appendix

Appendix | Operationalised analytical framework
Appendix Il Pelechecoco

Appendix Il Re/Done

Appendix IV MudJeans

Appendix V Reformation

Appendix VI Deadwood

Appendix VII BWF

Page g 172



Master Thesis 7 MSc. IM

List of figures

T [0 A (o] (=T o A= 1 £ U ) (1] = S 16..........
Figure 2The RRIF Classification of paradigms (Burrell & Morgan,.1979)..............uuuvveiiiieiiiiiininnnnnns 20..
Figure 3 Paradigmatic foundation (inspired by Burrell & Morgan, 1979)..........ccccooviiiiiiiiiiieeeeeeeeen 23..
Figure 4 Methodological approach terature reVIEW..........c..ceeiiiieiiiiii e e e e eeaees 27......
Figure 5 Positioning the narrative reSearch Stream.............ovevvvvviiiiiiiiiiiiiiiiiiieeeee 28.....
Figure 6 Search protocol of the first systematic research stream (Source: PraQuest)...................... 29
Figure 7 Selection process of the first systematic research stream...........cccccoeeevvviiiiiiiii e 30..
Figure 8 Positioning the first systematic reSearch StreaIM.............coooiiiiiiieiiieee s 32....
Figure 9 Search protocol of the second systematic research stream (source: ProQuest)............... 32
Figure 10 Selection process of the second research Steaml...........coovvvviiiiiie e 33....
Figure 11 Positioning the literature of the second research Stream.................evvvviiiiiiiiiiiiiiiniiiinnn. 34...
Figure 12 Positioning the thesis within the literature............cooooooiiiiiiiiii e, 35.....
Figure 13 Marketing development (Seretny & Seretny, 2012, P..64).......ccceeiieiiiiiiiiiiiiie e 38..
Figure 14 Sustainable marketing development (Seretny & Seretny, 2012, p.69)........ccccevvveieieeeennns 39
Figure 15 Types of fashion values (Ko et al., 2010, P..456).........ccciiiiiieiiiiiiiier e 57....
Figure 16 Fashion values and variations (Ko et al., 2010, p.457)........cciiiiiiiiiiiiieiiieee e h8...
Figure 17 Differing NatureS Of CONCEPLS........uvriiiiiiiiiiiiiieiiiiiiee it 63........
Figure 18 Strategies to sustainable fashion communication..................ciiiiiii i, 64....
Figure 19 The communication process of sustainable fashian.................cccccciiiiii L 65....
Figure 20 Value map - FASNION .........ooiiiiiiiiiiiiiiiiieee s 66.........
Figure 21 Value mapSustainability............ccooiiiiiiiiiiiii e e 67........
Figure 22 Message content and destgFaShiON...........ccooooiiiiiiiiiii e 68......
Figure 23 Message content and destgBustainability..............cooooio 69.....
Figure 24 Sources of credibility in Fashion and Sustainahility.............ccccoeeiiiiiiiiiiiii e, Z0....
Figure 25 ReSEarch deSigN OVEIVIEW............cuuuiiiiie e e et e s e e e e e et e e e e e e e e e et e eeeaeeeanes 73........
Figure 26 Process of a case study (inspired by Dasgupta, 2015; Hsieh & Shannom, ZIDE)Ki........ 80
Figure 27 Sample PQQL.........ooooiii e 83..........
Figure 28 Smart practiCe SAMPLE.........oooi i 84........
Figure 29 Analysis guide fOr CroSS Case aNalYSIS..........cuvuiriiiiiriiiiiiiiiiiiiiiiiiiiiiiieiieie e 87......
Figure 30 Data analySiS PrOCEAULE .........ccoiiiieiicee e e e e e e e e e s e e e e e e e e rrba e e eeeeeas 88.........
Figure 31 Pelechecoco - Brand Name and.JOgQ.........uuuuruuriiiiiiiiiiiiiii s 92......
Figure 32 Pelechecoco - Values 0N about PAgE.L.........uuuiiiiiiiiiiiiiiiiiiiiiiiiieiiiieiiieeeeieeeeeeeeae %......
Figure 33 Pelechecoco - Values 0n about Page.2...........uuueiiiiiiiiiiiiie e 95......
Figure 34 Pelechecoco - Values 0N about PAgE.3.......cuuiiiiiiiiiiiiiiiiiiiiiiiiiiiieiieeeieeeeeeeeeeeeeneenne 96......
Figure 35 Pelechecoco - Values 0N abOUt PAGE.4.........uuuirriiiiiiiiiiiiiiiiiiiiiieeieeeiiaeeeeeeeeeeenneennnes 97......
Figure 36 PelechecodmProdUCT PAGE.........u et e e e e e e et e e e e e e e eeeennanns 98........
Figure 37 PelechecodoVisual Value Profile...............eeeeieiisss e 99.......
Figure 38 Pelechecodolextual value profile............ooooi 100....
Figure 39 Re/DONEBrand NAME........uuuiiiiiiiiiiiiiiiii s 101......
Figure 40 Re/DonéValues 0N @bOUL PAGE.........uuiiiiiiiiiiiiiiiiiieieiiieiieeiieeebbeee bbb eneeeeeeneen 103.....

Page 7172


file:///C:/Users/ani/Desktop/Master/project%20versions/project_final_06.08.docx%23_Toc489803778
file:///C:/Users/ani/Desktop/Master/project%20versions/project_final_06.08.docx%23_Toc489803784
file:///C:/Users/ani/Desktop/Master/project%20versions/project_final_06.08.docx%23_Toc489803788

Master Thesis 7 MSc. IM

Figure 41 Re/DONEPTIOAUCT PAGE.....ciiieiiiiii ittt e e e e et e e e e e e e e et e e e e e e e e e anaaaaaas 105......
Figure 42 Re/Done - Visual value prafile............ccoooii i 106.....
Figure 43 Re/DonéTextual value profile...........ooooi i 106.....
Figure 44 MudJeanBrand name and [0g0.............uiiiii i 108.....
Figure 45 MudJeans - Values On Start Page. L. ......cooiiiiiiiiiiie e e e e eeaeeens 109....
Figure 46 MudJeansValues 0N Start PAGE.2.........oouviiiiiiiiiiiiiiiiiiiieeeeeeeee ettt 110....
Figure 47 MudJeansValues 0n about PAgE.1..........cuiiiiiiiiiiiiiiie e 112....
Figure 48 MudJeansValues 0N abOUL PAGE.2.........uuuriiiiiiiiiiiiiiiiii s 113....
Figure 49 MudJeanBProdUCT PAGE..........ouiiiiiiiiiiiii ittt eee ettt ettt ettt ettt et e e aesse e ennssnnrnnannnnnnne 114......
Figure 50 MudJeans - Visual value Profile............cooiiiiiiiiii e eeans 115.....
Figure 51 MudJeansTextual value Profile..............oueeiiieiiiiiiiiiiiiiieee e 115.....
Figure 52 ReformatiomBrand name and [0g0............ouveveiiiiiiiiiiiiiiiiiieiiiiiieeieeeeeee e 117....
Figure 53 ReformatiohValues of about Page............ceiiiiiiiiiiiiiii e 119...
Figure 54 ReformatiomUse of definfitioNS...........coooiiiiiiiiiiie e 120.....
Figure 55 Reformation PrOdUCT PAGE. ... ..ccoooeee oo 121.....
Figure 56 ReformatiohVisual value profile...........oouiiii e 122...
Figure 57 Reformatiom Textual value profile............ooooi 123....
Figure 58 Deadwood - LOg0o and Brand NAMIE.............ouiiiiiiiiiieiiiiiiiieieeeieee ettt eeeeseeeneeeeennees 124....
Figure 59 Deadwood - Values 0n about PAgE. L........cooriiiiiiiiii e 126....
Figure 60 Deadwood - Values 0N abOUL PAGE.2........ceeeeiiiiiiiiiiiiiiiiiieeieieieeeeseeeeeeeeieeee e eeeeeennennenne 127....
Figure 61 DeadwWoOtProduCt Page............oooeiiiiiiii e 128......
Figure 62 DeadwootlVisual value Profil@............ooouiiiiii e 129.....
Figure 63 Deadwooti Textual value profile............ooo e 129.....
Figure 64 Revised analytical framework for sustainability communication...............coeeeeeeeeeeeeeenn. 131
Figure 65 Smart practices - Visual and textual value profile..............ccccvviiiiii i 135..
Figure 66 Summary of smart and interesting PracCliCeS............uuvvvieiiiiiiiiiiiiiiiiiiiiiieieiieieieeeeeeeieaenene 140...
Figure 67 BWF- Brand name and 000 ........couuiiiiiiiiiiiiiiiieiiiieeeieeieeeeee e 142......
Figure 68 BWREValUES ON Start PAQE. L. ....ccooiiiiiiiii et e e e e e 143.....
Figure 69 BWF- Values ON STAI PAGE.2 .. ..coo oo 144......
Figure 70 BWREMOraliSzZing StAtEMENL.......ccoiiiiiii et e 146.....
Figure 71 BWERE PTOGUCE PAGE. .....oouiiiie et e e e e e et e e e e e e e e et b e e e e e e e eesabaa e e eeeees 148.......
Figure 72 BWE Visual value Profile............oooiiiiiiiiiiiiiieeeeeeeeeeeeeeeee e 149......
Figure 73 BWRETextual value Profile..........c.oooiiiiiiii et 149......
List of tables

Table 1 Objectivist-Subjectivist Dispositions in Social Science (Kuada, 2010,.p..37)........ccoeeevrnnnnn. 18
Table 2 Comparison of Instagram followers (accessed 20.06.2017).........ccvvreeiieinieeeereeeiiiiaae e 82...

Page § 172


file:///C:/Users/ani/Desktop/Master/project%20versions/project_final_06.08.docx%23_Toc489803807

CHAPTERI

Introduction




Master Thesis 7 MSc. IM

1.1 A new green paradigm

In the light of climate change, limited resources and growing population, a frammfire sustainable future

is needed. The concept of sustainability acknowledges that the resources of our plangteasndi that

global shifts such as industrialization and intense population growth have led tonaresital damage and

significant inequalities (Ritch, 2015). With increasing information and ntéshiéian, sustainability worked

its way from a niche to a mainstream movement with consumers being increasingipusrabout their

consumption. According to the newest report ©he State of Sustainable Market®nsumers are in the

process of shifting their buying patterns and becoming more socially conscioussabialit ethical and
VA]JE}vu v3 0 }ve cpv o ~> EvIpg & oXU VligidXe/yvIUUNUTEEU 827} GAE

consumers routinely reportingZ § $Z ¢ & PE vU }E % E ( E VA]E}vu vS 00C (E

2010, p.159).

Changes require efforts by all stakeholdetise government, the industries and the consumers. Even though
shifts are getting visible and researchers point out that most consumer show a patitiwde towards
*U*S Jv ]0]S8C Lbustainabtsad@iides frequently do not translate into pro-sustainable behaviour
(Joyner Armstrong et al., 2016, p.421). The academic literathvee] Ee+ $Z]e <behaSidlSRL %o [
(Joyner Armstrong et al., 2016; Cronin et al., 2010; McNeill & Moorg; Ediekin & Atik, 2015). This
discrepancy can be often observed for the sustainability offerings across differdattsrbranches and

industries (McNeill & Moore, 2015).

Cronin et al. (2010) appeal to marketing academics for helping to bridge the attitudecbhelgap by

considering marketing as the key linkage between customers and firms. Sustamabilgtng

encompasses a philos@g v E vP }( 8]AJS] X /8 Jue 3} PAB]JA(QS}VYHUCEE *§
a favourable position for the business in the marketplace tymemicating how the business addresses

environmentooU <} ] o v }v}u] (Villarino® ¥ent, 2015, p.236).

Ottman (2011) also emphasizes on the role of marketing to address the greenmanditignew strategies
incorporating a holistic point of view, eco innovative products and service offerindetdds and their
brands need to provide products that accomplish the balance between consumer needsality g
performance, affordability, and convenience with the lowest impact possible on enviroame social
considerations. At the next step, it is the necessary to create demand foratie through credible, value-
laden communication (Ottman, 2011I)his highlights the importance of communication in the field of

sustainability marketing.
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1.2 The power of communication

A Juupv] 8]}v Aloo u |l epes Jv o A 0}%u v &E 0]3C

(United Nations Environment Programme, 2005, p.7)

E% ESe E }VA]v §Z 8 ~ }uupv] 38]}v Aloo ul eps8VM O0E 3A}03%u
Environment Programme, 2005, p.7), as it represents an integral part of the journeyst@uatainable
development in the sense that it provides the means to achieve lasting and mekctiagige (United Nations

environment programme, 2005).

D &I §]vP }uupv] 8J}v]e v ouvsd }(8Z u EI S]vP wl¥E $RUAYP] EY(idE
brand and the means by which companies can establish a dialogue with consamaersing their product

( &]JvPe_ ~< p.82@.WBusindsses can demonstrate their offerings, products andh&hdtrand

stands for. Its role is to positively influence stakeholder behawiadito blend communication tools to

provide customers with added value through information (Fuller, 1999).

1.3 The sustainability communication issue - how to talk the walk?

However, as noted broadly in the literature, effective marketing communicationseyisea difficulty, as it
remains highly problematic to persuade and activate customers through communication intaneabigy
context (Smith & Brower, 2012; Villarino & Font; 2015). In other wordsgteaskack the understanding and
knowledge on how to communicate sustainability effectively (Ottman, 2014rindil& Font, 2015). In
practice, many sustainable firms were found to focus on their products asukteEnability aspects, rather
than being customer need focused and to communicate personal positive outcomespofcthase. The

literature refers to this issue as the problem of sustainability marketing myopia (Villdond,&015).

Hence, sustainability marketing and its communication represent a fundamental challengg'sftiodimess
environment. Yet, especially the sustainable fashion industry appears féettedaby this dilemma, and
suffers from this challenge due to the lack of guidelines of how to eéflsctemmunicate their brands and

practices to customers (Visser, 2015).

1.4 How to make green the new black - The Sustainable Fashion dilemma

Although there is the urgent need for change, the fashion industry has been seemingtly lbetknd in
addressing the dilemmas relating to the environmental and human costs of its impadi @8€8). The fast

fashion movement characterised by rapid trend product cycles and low pricing, encaarpgkss/e and
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continuous consumptions, and dominates the market. Ritch (2015) identifies thisl@ar antithesis to the
concept of sustainability, which strives to protect resources as much as padsélesults are environmental

PE 3]}vU Z 1 & }us Z u] o+U o}A A P «U A]}o ¥ppur [Blyl} 6 |2@ES)] E]|PZ
According to literature, ou}+s ~ii 9 }( Po} o PE vZ}lue P +2004 of globaEivdustial i 6
water pollution,]* P v E § (E}u S A£AS]Jo C JvP v (JbyjerZArmBtrongEtial.»2016@,}v _ -~
p. 418). In fact, the fashion sector in its current state * A %0 0}]S]v P ensSahd Woerkers, damaging
the ecosystem and the environment, contributing to depletion of natural resourcesn@medsing textile
A3 ~ ES3I]lv"~ S]IU T1iAU % XiifieX

Due to the high negative impact, greening as a counter act is also happeninigahibe industry. The global
sustainability movement and establishment of alternative consumption patterns rigredirin shifts
undertaken by long-established brand name apparel companies, such as Americamippar&trauss, who
responded to the growing media attention and consumer interest by modifying their produgh,desi
production, and sourcing strategies to incorporate environmentally friendly practiceset(an 2012
SpuesS Jv o ( *Z]}v v (]v e« N 0}8Z]vPU <até manufactured,-rhéitkpted &idd S
used in the most sustainable manner possible, taking into account both environmensacameconomic
*% SeX_~'"E v "SE S PCU T1i0U vX% XX

Still, as Henninger et al. (2016) point out, sustainable clothing presents anaidtet, which does not pose a
serious alternative to the fast fashion industry. McNeill & Moore (28pie that continued barriers hinder
the mass engagement in ethical apparel acquisition. Even though consumers increasinglyoctre
environmental and social issues, many consumers still are not fully corsmotishe environmental impact
PO ( *Z]}v % E} p S]}v ~Z]§ ZU TiifieX }JE WwBZS} z2w S$/M)AX o-TETUC %o i 1
of vague terms relating to environmentally friendly products and brands createstmnfind and/or raise

}v Eve JuS8 PE VA «Z]JvP Jv §Z u]v ¢ }( }vepu E+ X ' VA PAVP SV
environmental claims and promises that curry consumer favour (Nika3). ZDther authors highlight the
problematic of limited access and premium price of such products (Yan 2014&; Ertekin & Atik, 2015;
McNeill & Moore, 2015). Additionally, eco fashion faces strong prejudices andveguatteptions as
consumers view sustainable lifestyles as difficult, unexciting, and unattractive (Erteki2@LBtikIcNeill &
Moore, 2015). This can be summarized as a perceived conflict betwkrmédslity and eco clothing, a social
desirability bias respectively. The psychological role of fashion is cruciatomthig. Yan et al. (2012) refer
to the high involvement of customers in the fashion purchase due to its symbolic andchgthaicter. As
(*Z]}v ]eps (JE & SJvP % E<}v o] Vv3]§CUVHEJA (B ZoDFEEIaAE « 79 }v
}E euesS ]Jv o _ ~D E Joo " D}}E U TiiAU % X TiieX

Pagel2| 172



Master Thesis 7 MSc. IM

In summary, consumers are either not aware of the negative outputs of fast féRhadm 2015) and/ or they
lack in empowerment, and the willingness to change their manifested behawelimgs of helplessness and
overburden decrease this motivation (Ertekin & Atik, 2015). Besides thapriteemption of fast fashion is
generally not associated with the reduction of quality of personal life, since mnfuheffects of clothing to
the individual are less noticeable (Beard, 2008) as compared to for ingtarfoed industry. Consequently,

sustainable clothing is yet not part of the mainstream fashion market (Henninger et al., 2016).

1.5 Sustainable fashion communication - How walk (talk) the tightrope?

While the number of sustainable fashion businesses appears to grow, the actual consumptios seanain

(Yan et al., 20)2Henninger et al. (2016, p. 405) highlight the issue of communication:

N Z 00 VP ]+ 8} % Eep *]A 0oC }Juupv] 3 v SI(IBVIUUUES BY -l E - o
in within the mainstream fashion landscape

W Eep ¢]}v ] (Jv "~ e Zpu v }uupv] S]tv  «]Pv 8} ]hdliefg, value(}dzZ E+ (
§8]Su ¢ ~sFoot 201%,]p."327). A message that activates the customer or leads to bebhaime

is defined as persuasive (Villarino & Font, 2015). Visser (@0&b) point out that strategies for effective

communication of sustainable apparel to the mainstream market remain underexplored. Heneés the

need of sustainable fashion businesses to better communicate their offerifgysremsv the green apparel

industry is facing poor effectiveness in communicating sustainability valuesctunthaner (Henninger et al.,

2016).

Sustainability fashion communication appears to be a difficult balancing act, égpheato the many
variables that need to be considered. For instance, Yan et al. (2012) thepeftect of message explicitness
on brand preference and emphasiseon@¢€E|PZS[ PE }( 4% comiunicationeis preferred

C }vepu E+X ,}JA A EU 78}} up Z Jv(}EuU 3]}v Jv ( *Z]}v toAe@®Bqe]vP
distractionttoconspu E+_ ~z v § 0X TiiTU % XioTeX KEfE v IVidjiu & ve SPE]VP |
same green messages and imagery, and that a green fatigue is developing duglathtbra of green
campaigns in the media. This discussion can be summarized as the dilemmastaichlse fashion bramsd
face in their communication: How can businesses in the light of the &msbriadominance capture the
consumer's conscience of sustainable fashion without being overeagerly dictatorial, pushycessamig
expo}]3 3]A }( }vepu E-[ v2EOB)S AlkthoséFaspects exemplify the need for establishing

communication guidelines that enable sustainable fashion brands to master this tightrope.

Pagel3| 172


https://dict.leo.org/englisch-deutsch/tightrope

Master Thesis 7 MSc. IM

/1§ ]+ o €& $Z 8§ "eped Jv 0 Juupv] 8]}V VvV Ju%o Jlve AJSAIVAIE (] 9(

communi 3§]}ve_ ~ Ao}v «U TiiiWpebsusdids ebmmunication to reach beyond niche market
remainsanissu€ dZ @&p ] o Z oo vP ]e "S} SCE veulS SZ E]JPZSW 3ZE}UPIZ
thesuita 0  }juupv] 8]}v Z vv os_ ~ Ao}v sU T1iTU %X T0ieX ¢Z|ESFZP 3} PUE)

in the field of sustainability marketing due to increasing attention and managesiameg, the literature
appears to be still scarce and to the author's best knowledge no integrated comtiounicadel for
sustainable fashion exists. Hence, it is necessary to identify htainabte fashion brands can effectively
communicate their products and brand to the customer beyond the niche market. As Qf@Mah)
highlights, the complexity of the sustainable communication processes and the costs oft deatig

represents an overwhelming task, especially for small start-ups with big green ideas.

Better World Fashion (BWiB)such a sustainable fashion start-up, which follows its green idea to ¢hange
fashion industryThe Danish online fashion brand produces sustainable leather jackets from recyctésnate
to the global market since 2016. Just like discussed abov&\WEaces challenges in relation persuasive
suitability communicatioto achieve a favourable position in the mainstream market, and therefore needs to

find improved ways to communicate effectively to potential customers.
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1.6 Research objectives

Drawing on the highlighted aspects in the introduction, the thesis is devoted to dewelofedge about

persuasive sustainability fashion communication to leach strategic recommendations for BWF.
The objective of the project can be divided into four steps:

I. First, the project seeks to creatiaderstanding about characteristics of persuasive sustainable fashion

communication in the context of sustainability marketing.

Il. Second, the project pursuesdonstruct an analytical framework for sustainability fashion communication

by drawing from the literature insights.

[ll. Third, the project seeks to identdiyart practices and develop guide for BWF by capturing persuasive
communication characteristics of multiple sustainable fashion brands through the application of the

analytical framework.

IV. Lastly, the thesis is devoted to gigeammendations for enhanced persuasive communication with the

customers by contrasting the smart practice guide with BWF's practices.

1.7 Project structure

In order to address the research objectieéthis thesis, we will proceed on the following sequence. First, the
methodology chapter will outline the paradigmatic foundation of the thesis, assmblé approach chosen
for identify relevant literature. Second, the authors need to gain knowledge irrewarch field of
sustainability fashion marketing communication. As the literature in this reseddcis fimited, we examine
the concepts of sustainability fashion communication, sustainability marketing comnmmanadi fashion
communication in a thorough literature review. These insights will be useshteptualize an analytical

framework.

After the theory chapter, the research design is outlined. The analytical frameilitwk applied in a multiple
case study of selected sustainable fashion businesses to establish aracténe guide. The smart practice
guide should help BWF to learn from the examination of successful firms operdkiaggame business area.
Through a comparative research design the issue will be illustrated by mulspsetaddentify patterns of
smart practice in persuasive communication. The findings will be used to givenecdation toBWFas to

enhance their marketing communication.
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2.1 Philosophy of science

Academia generally agrees upon the fact that there are different worldviews held by reseaxttegher if
they are aware of it or not. These worldviews reflect the existing differences in knowledge founddties
and assumptions about the social world. This implies that every social segaeh is value-laden, and the

assumptions hold by a researcher influences the choice of approach takentandsnéilized (Kuada, 2010).
The assumptions and beliefs can be defined as a paradigm. A paradigm is characterised a

N oMeS E }( o] (+ v ]88 e 38Z 3 (}E - |InoicE]ivedce xhat skoul@ B4 sfudied:
how research should be done, and how results should be interpreted” (BrBefn2007, p.714).

Thus, a paradigm consists of a set of common understandings of the nature gfltheceghenomenon, the
kinds of questions that are useful to ask about the phenomenon, how researcheld stnacture their
approach to answering their research questions and how the results should be interpreted. gnpairadi
that sense, represents a basic frame for understanding and investigating argmemo Consequently, it has
a strong influence on the research procedure and its result. Therefore, the researchaortsedsnsciously

aware of the paradigmatic assumptions (Kuada, 2010).

A commonly used distinction in social science research is drawn betweljettize andsubjective paradigm
(Bryman & Bell, 2007; Arbnor & Bjerke, 1997; Burrell & Morgan,.IB¥®)esearch paradigm is based on the
researcher's set of philosophical assumption concerning four dimensions: Ontology, @pigyernuman
nature, methodology. The selected paradigm with its associated assumptions inticatessearchers

z eo[ §Z %o $Z }( <Buirel & Mongan, 1979).

Ortology » }v. Eve §Z A EC s+ v }( 83Z %Z v}u vBurrgiv& MErggnAL9M] RiNS]}v_ -
It is typically distinguished between theminalist andrealist positioning. By taking a realistic stance, the
researcher assumes that reality takes place outside of human beings, that there iiste, deftside and

objective reality, which is like the natural science. By taking a nhominalist stenoesearcher assumes that

E 0]35C Z %% Ve SZEIUPZ Zpu v JvPeX dZueU E ]S ESPRAIl sv¥%koo (]W]3S Z
reality is not existing (Burrell & Morgan, 1979).

BEpistemological issues determine what is considered and expressettssknowledge and what not. It refers

to the character of knowledge. Social science is dominated by two pogusitisism andanti-positivism

(also called interpretivismyhich constitute two opposite extremes. When researchers take a positivist
3V USZC e | 8 AE%O0O]JV V %E |3 AZ § 7 %E%Z WPI\(}& & Puo &EJE
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He 0 E 0 S]}veZ]%oe SA v ]8¢ }ved]3u v3 am L9703 . 4% ThE Gbjextve” D} &
perspective is mostly connected to the natural science. In contrast, anti-positiaists that to gain
knowledge, you should take the perspective of the studied phenomenon and try to look at the world through
their eyes. Thus, the aim of research is mainlyniderstandwhich can only be reached through an internal,
subjective perspective, being as close as possible to the studied phenomenon (Burrell & MG@jarnti-

% }e]5]A]eSe E " }v Ev A]3Zahding af buim@ad hctiprvratdes han with the forces that
E u 8} S }v]sS_ ~ @EQu vU TiiTU % X

A distinction is made betweerdeterministic and avoluntarist perspective ohuman nature. The deterministic
point of view regards humans as passive objects, determined by its surrouihdiogstrast, the voluntarist
perspective sees humans as independent and active beings, who cartlwgaie/n opinions and determine
their behaviour. Depending on the view about humans, researchers either focus more otiuabrtepects
that determine behaviour (deterministic perspective), or voluntary factorsZhai % $} pv &S v Zuu

self-determined behaviour (Burrell & Morgan, 1979).

Methodologyis concerned with the question, if the researcher takasnaothetic or ideographic strategy. The

former focugs on the relevance of gaining knowledge in a structured and systematic waluandises
techniques that (E 0} M- ]Jv 82 v SHE o ] v X E}lu}sSZz s8] €& « K Z E-
constructiov. }( * ] v8](] 3 8¢ v 3Z pe }( <p v3]3 3]A 3§ Z¥]cu~ WEE b
Morgan, 1979, p. 6 f.). On the contrary, ideographic researchers aim tanearaas possible on the studied
object to be able to gain deep insights and understandings and thus, useubjaetive research techniques
(Burrell & Morgan, 1979).

Certain assumptions can go hand in hand with each other. The two dominant epistemological stance
(positivism and anti-positivism) are often associated with specifiecnpisas, which is shown in Table 1
(Kuada, 2010).

Table 1 Objectivist-Subjectivist Dispositions in Social Science (Kuada, 2010, p. 37)

Assumption Ofectivist SQuibjectivist
Ontology Realism Nominalism
Epistemology Positivism Anti-positivism
Human Nature Determinism Voluntarism
Methodology Nomothetic Ideographic
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2.1.1 Classification of paradigm in social science

Different classification approaches of paradigms exist. One of the most conassificztions is the RRIF
typology by Burrell & Morgan (1979). The typology consists of the two dimenshjestivism versus
subjectivism and radical change versus regulation dimension (Kuada, 201f@ymidreone is related to a
classical subjective and objective perspective. TB&SI & }v ~ }v vSE § M%}v AE%O0 JVv]vP
social order and equilibrium on the one hand, and those which were more concetingdollems of change,

}v(o] 8§ v } E J}v]v e} ] 0 *SEU SUE « }v §Z }5ZiiE®Ex akhgia@dRceoio ~ D} E
both dimensions, the researcher positions itself in one of the four paradigms: Radieadidra, radical

structuralism, interpretivism and functionalism (shown in Figure 2

The sociology of radical change

Radical humanism Radical structuralism

Subjectivity
Objectivity

Interpretivism Functionalism

The sociology of regulation

Figure 2The RRIF Classification of paradigms (Burrell & Morgan, 1979)

Due to increasing interplay between these paradigms and their application in diffecEhtrsalities, lines of

thought have been developed which are in between the two extremes, so called schools of tRourght§

Morgan, 1979).

2.1.2 Paradigmatic foundation of the thesis

To reinforce the research approach of the thesis, the initialsstigglicated to the discussion of the scientific
positioning. This presents the root assumptions to emsomatual understanding between the reader and us

when it comes to comprehend and evaluate the decisions taken iredige th

2.1.2.1 Perspective on the research phenomenon

Thephenomenon under investigation in this thesis is persuasive communication in the corgestaihability
fashion marketing, respectively how sustainable fashion brands can activatecub®@mers through
communication Persuasive caonmunication ]« v Jv8 00 Spu 0 Zuu v }v %S HHuéncgs N <]P

others by modifying beliefs, values or attitw[ €Y< ]v }ve 1} 88 uU%S SZE}IUPZ S§Z S
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u ¢« P (Villarino & Font, 2015, p. 327). Thus, the authors of the projectdeomsrsuasive communication

as anintentional and purposeful act, from which businesses can make use of. In this sense, persuasive
communication can be ascribedstoategic communicaion which is defined by Connolly-Ahern (2008, n.p.) as
N%oUE %o} (HO Juupv] S]}v C % Es}v }JE v }EP vVl 3]A]|SZ1Fv P§lo%(

increasing knowledge, changing attitudes, or inducing desired behaviour

On a micro-levebommunicaion takes place between the transmitter and recipient. Hence, it can be stated
that the focus is on thimteraction between the sender and the receiver of the messages. The proceshighly

camplex as it can proceed on various levels and multiple directions. The communicatiedure starts with

a source that aims to transfer }v = %S S} SZ & ][%] vSX &}E SZ SU ~SZ u e+ P v
symbol in order to be transmitted to the receivers, who on their end need to dehedmessage into a

u v]vP_ ~2poo]A vU 1ii6U vX%e*X dZ } JVP %0 EBFE %o Sfoov *%pv B @&
situational context (Sullivan, 2009). Therefore, communication is an essential and powerful elemesr betw
human beings. Companies aiming at transmitting a desirable message related to their offiernegs,
increasingly lost control over the way their messages are decoded and interprétecchgtomers, receivers
respectively (Jacobs & Mossinkoff, 2007). Thus, the authorcemmunicaion as interactive, complex and

socially constructed between humans.

Additionally, this research examines persuasive communication through a sustainahibiy fiens. Fashion
as a phenomenon can be characterized pge3E S CZuu ve[due to its symbolic and hedonic character
that goes beyond simple utilitarian aspects. Fashion amongst others, cnesatisional needs, addresses

ego-identification, or can be a means to group membership (e.g. D"Souza, 2015).

2.1.2.2 Selected research perspective

In the area of sustainability communication, especially the customer side has reggiifexhst attention by
evaluating their reactions, perceptions and behavioural changes dependent on communicatldassag &
Valenzuela, 2016; Pittner, 2014; Nagar, 2014; Bickart & Ruth, 201231T2@13; Visser et al., 2015; Kuhn et

al., 2012). However, as pointed out by Jacobs & Mossinkoff (200 ¢ustbmer research side appears to be
increasingly difficult. The customer as such has been undergoing a shift in line with the ingreagortunities

of information searching and the resulting awareness on companies” attempts to maniguistemers
became increasingly unpredictable, and consequently difficult to satisfy. &o{#@05in Jacobs &
Mossinkoff, 2007, p.458 Z]PZo]PZ&« §Z o v }( 3Z %o @edple do ndt)say whitjthey} AW
think, people do not do what they say, and there isa difference between what people say and what interviewers

register _ X <+ Jv ] Sapténvl, an essential issue of sustainability marketing is the intention-behaviour
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gap. Due to this, it appears to be problematic to see through the eyes of the custlnsigad, it is necessary

to shift perspective and study the phenomenon fromlhsiness point of view.

2.1.2.3 Methodological positioning and assumptions

As discussed above, clarification of positioning is important to address the chdicgsvgpoints of the thesis

and its research design. Hence, relating to thaintenpretivist approach allows us to create an understanding

of the phenomenon under investigation, which is largagqplored in research. Every approach has positive

and negative aspects, thus also the interpretivist approach with its subjectiture. Therefore,
generalizations of the results are limited compared to an objective approach (KQa@a, Rowever, an
objectivist approach would have delimited from creating an in depth understanding afitbeVige chose to
adopt an interpretivist research approach as the phenomenon of fashion, and notisustaihability are
socially constructed through shared meaning and understanding. According to Kuada (2010), interpretivists
are preoccupied with understanding and giving sense to the situation in varioustspwtgcHits to the core

of the project of getting deep understanding about the complex nature of persuasive sustdiasttiten

communication.

In order to provide a detailed discussion of positioning, rather than lookihg atverall paradigm, which

means deciding between two very different extremes, a more specific perspectivesiotschool of thought

will be discussed. Specifically, we decided to position the thesis aki#imeneutic researchtradition, which

is a school of thought within the subjectivist approach jiterpretive paradigm respectively. A hermeneutic

positioning is the closest interpretivist school of thought within subjectivity tcolbjextivity border. As

persuasive communication is seen as an intention to influence change on the customerssidéictities a

causal term. Also, language as a means to empower and facilitate is implicitly. ddegartheless, even

though it is a causal process that is investigated, it cannot be character&zatkabanic force due to human

complexity. Instead, the causality that is based on an accumulation of explanatiomeartishat marketing
tuupv] S]}v ]e v}s (14 ne AJ]sz § CBu]v]eS Z & JPpE -UdeSS]B VP

and believe. Still, by taking a business perspective to sustairfalstiiyn communication we strive to use the

]Jvs & S8]}v]es Z & 8§ & }( }uupv] 8]}v <« 8} E&]JvP }usS ]}wh&ing Z vP -

(Schneider et al., 2015). Thus, a hermeneutic position addressebdhacter of the phenomenon under

investigation.

Hermeneutics is concerned with the interpretation and understanding of the individual human cognition that
creates the world (Burrell & Morgan, 1979). It focuses on the creatimedéicts and how they can obtain an

objective character. Dilthey (1976in Burrell & Morgan, 1979), one of the main contributors to the hermeneutic
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literature, suggests that objective knowledge can be attained through reliving tioé iife observer and
understanding the world of the objective mind. Therefore, the author claims, in line with the interpretive and
hermeneutic circle, that the social world cannot be understood independently of its pdrtgice versa
(Dilthey, 1976n Burrell & Morgan, 1979).

Paradigmatic foundation landscape

Subjective Objective

Interpretive sociology Functionalist sociology

Figure 3 Paradigmatic foundation (inspired by Burrell & Morgan, 1979)

Ortology

Hermeneutics sees the world as socially constructediby hve ~ WEE oo ~ D}EP vU i6060-
with the interpretation and understanding the products of the human mind which characterise the soci
A}JEo _ ~ HEE oo ~ D} E Basétl drd hid UvedsaXd Biroxminélist stance, as communication is
viewed adnteraction between human beings, and we assume tiality happens throughhumans, meaning

that the reality of sustainability fashion communication takes place in the human ndnd assentially
subjective in nature. Thus, in order to address the research objective to erdmmprinication activities for
BWEF, it is crucial tanderstand how market leaders practice canmunication and the underlying reasoning. This,

calls for exploring and understanding how successful sustainable fashion bragdgtdgsicommunication

towards (potential) customers.

Epistemology
Epistemological assumptions capture what is believed to be true and describestihe of knowledge
(Kuada, 2010)/ § E o¢ ¢+ 3Z <p *3]}v "Z}YA A |vKuada 261G\ p.86)} Aespectively, how

knowledge can be obtained. Addressing this dimension and the character of knowledgpresent anti-

\Y

positivist assumptions, aswespu 3$Z $ §Z ~8Z <} ] o A}Eo v }voC pHv E-S}}

WWE (E Vv _ ~<pg U TiiiU %XioeU §Zpe u v]vP 3Z 3§ Iv}Auexténal ovv}s

an outsider towards the phenomenon. Instead one can only gather knowledge byntexmal and familiar
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with the phenomenon under investigation. Thus, only throhglding an in depth understanding of the
phenomenon, enables us to give recommendations towards persuasive communication witietdtioé
sustainability fashion. As our ontological assumptions question the likeabilihdéostand and solve the
phenomenon under investigation without being a part of the environment, this callssfoerdenderstanding

drives the epistemological assumptions towards an anti-positivist one.
Human Nature

The project aims to obtain knowledge about persuasive sustainability fashion cmaiounfrom the
business perspective. In relationtoman nature, people are viewed active information gaherers rather
than passive respondents to stimuli from the inside and outside. In other woedsctors are perceived as
capable to gather and analyses information, and take decisions based on that inforinatian sense, it is
expected to arrive at the desired understanding concerning persuasive sustaifedilityy communication
through an internal, subjective perspective. Following that position, wethakeoluntarist perspective as

humans are viewed as beiimglependent and form their own behaviour, beisgf-determined respectively.

Methods

Hermeneutic researchers condungthodological iterative processs as a means to increase understanding
of the objectifications of mind (Burrell & Morgan, 1979). Based on tsmenptions, gualitative research
designis chosen as to investigate the why and how, not just what, where, when (Buvietban, 1979). The
objective is to identify effective communication strategies of market leadetisei sustainable fashion
industry, thus acomparative design focusing orsmart practices is chosen. Generally, research into current
smart practices represents a strategic attempt to learn from the examinatioarkéteaders in the defined
research field. The practices of firms with a successful market pogitmride the understanding on how to
increase persuasion likelihood. Based on these assumptions, weaaaivaeographic methodology for this
thesis, meaning that we seek closeness to the studied object as a means deegainsights through a

subjective research design. The research design builds upon this, anddigitlussed in detail in Chapter IV.
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2.2 Literature review methodology

The following section aims to give a comprehensive view about kbetionland nature of the examined
literature. The search and selection process is laid ootyéallby an analysis of the literature on the meta-
level, according to chosen variables such as time scale, indeségrch region, and their research focus
(perspective and research approach). The section is orgarmzéttee parts: First, the theoretical perspective
on the different approaches of conducting a literature review septed. Then, we elaborate on the chosen
procedure to identify relevant literature, and finally we concludenalings and position this thesis within the

identified literature landscape.

2.2.1 Theoretical view

dZ % UE%}e }( E A] AJlvP famethé profitens {WES ]+ BYSE} u 3]}v 3} s2ll, «3p C_
2003, p.31), and to identify existing research topics within a speelifi¢Bryman, 2012). As pointed out by

Kuada (2010), the process reveals major trends and conflicts, as wedvdsdge gaps in the specific field.
According to Creswell (2003), a literature review gives important backgrownchatibn for studying a

certain problem by revealing the main authors who have been involved within thecteaeaa. Furthermore,

the literature review highlights the importance of the present research project and the ghewath, which

will be taken by the researcher (Bryman, 2012).

Two consecutive steps of a literature review can be identifiethithah screening of the area of investigation

is conducted, which provides the well-grounded basis fopttblslemn statement (Bryman & Bell, 2007). The
second step covers thepecified literature that paves the way for the discussion of viewpoints and topics of
the field (Kuada, 2010). This step createsttigoreticd frame for the thesis and will be carried out in the

following.

There are two different approaches to conduct a literature review such agsematic or narrative manner.

According to Bryman (2012), systematic literature reviewing ensures thoroughngaminieg a particular

fieldof eSpu CX dZ %o U %o} uhbiaset jané campiehénsive }uvsSe }( 82 0]8 & SpE _ ~
2012, p. 102). Systematic reviews are characterized as replicable fiscatitransparent process, which
reduces the risk of bias and ensures reliability of the investigation. In cearparinarrative search is a less
structured and more unfocused as it ratloesually investigaes the research field. Thus, it is considered as

being a moresubjective method. However, researchers may find articles that would have otherwise been

excluded due to the limitations and narrowly defined search words in a systéiteadiure review. Therefore,

Page25| 172



Master Thesis 7 MSc. IM

the second approach finds application for rather unexplored research areasfeasdha opportunity to find

articles that do not carry the well-known terms or key words (Bry2¢d®).

A subordinate selection strategy, especially used in scarce searclafeasE ( EE S} » Z EEC %o
of information introduced by Bates (1989). It relates to the process wofifideg aspects and concepts in a
certain research area, and then follow up with a more specific search query or an@utitation search.
§ o[ ~i60060 EEC %] I]vP u} -stratEgyahdE includes theuaédtic of backward chaining,
also called footnote chasing, which involves following references (footnotes) in the identifiedabndoks
articles of interest, and moving backward through a chain of reference list. Hovange, (R013) states to
be careful when conducting this approach as this method can be subjective by cliiesitignal articles
that confirm favoured knowledge. Thus, Lange (2013) recommends, that resestiohiel be consciolys
aware of their picking approach and the potential biases. Researchers shouldsselediy, and not only pick
ES]o0+3238 } }IW(JEU A£]*3]vP IvIAo P X &uUESZ Gu}& B]MZ - umP U

2013, n.p.), and make the selection process transparent (Lange, 2013).

2.2.2 Methodological approach of the thesis

Asidentified in Chapter I, the knowledge in the field of sustainability fashion communisaizarce and the
field is unchartered. Thus, in a first stepeerative researchapproachis conducted to screen the literature for
insights specific into the areasaistainable fashion communication, offering a method it to identifying existing
literature in the unexplored field. However, due to its rather subjective asdstesctured character, a
narrative research approach includes the risks of a biased literature selection (Br@igr2®7). In relation
tothat, Z}pee H & 0X ~T1i0U %o XfAiie 3 3§ 5Z §]v " & AJoAVRUSIZ WS E} ok
broadest possible array of relevant research should be gathered to compensate for researcher value judgments

Vv uv }Jv8E}oo A 0] ]3C SZE 3._X

To address the query for additional literature that is gathered in a moretogi@nd structure manner, a
systematic literature approach is followed to review the two main concepts persuasive sustainability
marketing communication and persuasive fashion communication. A systematic research approach should
enable to gain a deep and unbiased understanding offthenomenon in question, following a strict order
and avoid a subjective choice of literatu(Bryman, 2012, p. 102). Additionally, the research fields of the two
concepts are extensively explored, so that we need a systematic approach wificapedetermined search
words to identify the relevant articles. The insights of both systematiaretssetreams combined with the
narrative review set the basis for developing amalyticad framework for persuasive communication of

sustainable fashion. The figure below illustrates the described literature review process.
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Narrative research stream:
Sustainable fashion communication

Systemnatic research
stream I:
Sustainable marketing
communication

Systematic research
stream Il:
Fashion communication

J [

Analytical framework for
persuasive communication of sustainable fashion

Figure 4 Methodological approach literature review

2.1.2.1 Narrative research approach - Sustainable fashiomgnication

t u%o0}C 1(( @ v3 }u Jv §]}ve }( « @namuhicdEod WystainabilitzUasHion
industry[ Bc&fashior dpparel] thedsagd v | p@velisemenf v $Z SProQuesand additionally

in the data basdebscoHostn order to identify articles that specifically related to the research topic of
sustainable fashion communication. This results in four articles that were pdhfisb@l2 and 2015. Three

of these articles focus on broader strategic approaches referring to the communication/monseization

of sustainable practices in general (Da Giau et al., 2015; D'SouzaSaet®t al., 2015). Yan et al. (2012)
take upon the difficulties of effective communication of sustainability (e.gngeshing), and focus
specifically on themessage design, respectively on how to communicate effectively sustainable fashion.
Therefore, this article is highly important for our research project. As the literiatthis specific field appears

to be scarce, we apply the method of backward chaining in the article (R8&3). By screening the
references for articles that devote their research to diesign of sustainable fashion messages, we find four
further relevant articles that are published between 1997 and 2®Eferring to the importance of
transparency and consciousness wheimg this method (section 2.1),lwe select the articles due to its
thematic relevance to get deeper understanding of the specific area of sustainability fastéagerdesign,

and not to confirm existing knowledge. Eventuailytt articles are the result of the search.
Meta-analysis

The articles origin in specific geographical regions, mainly the USA (Da Gj@0&5aYan et al., 2012; Kim
& Damhost, 1997; Kim et al., 1997). All articles conprirtary research. The texts tackle the topic of
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sustainable fashion communication either froroustomer perspective by conductingjuantitative consumer

surveys, or address the topic fronbusiness perspective usingqualitative case studies.

zv § oX ~TiiTU % Xifie ( 00 A]3Z]v ¥Z3]|MREinBuende Bf i Garigbldshlands ]

name and message explicitnelssn attitude toward advertisement and attitude toward brands WZ p = KvP
(2007) and Kim & Damhost (1997) study the effect of differentisafia claims compared to mainstream
claims on customer response. Kim et al. (1997) investigate the influermensiimers environmental

concerns on responses to fashion advertisements.

Within the second categoty [~} ul ~éxdrimes branding activities of a sustainable firm in Australia.
Soler et al. (2015) and Da Giau et al. (2015) conduct multipletadfs o capture the communication of
sustainable practices of several fashion companies in Italy and Swedsh& Lucas (2003) investigate the
influences on sustainable consumption patterns. Special attention is drawngoesigon how existing niche
markets could be extended to mass markets. This question is deepened by caseastute green textile
and the green power markets. The following figure positions the examined articles dimémsiorresearch

approachandperspective

Research
approach

Qualitative
D'Souza, 2015

Saler etal, 2015
Da Giau etal. 2015
Lorek&Lucas, 2003
{case studies)

Yan et al., 2013;

Phau & Ong, 2007,
Quantitative Kim & Damhost, 159%;
Kim et al., 1297

Perspective

Customer Business Customer
and business

Figure 5 Positioning the narrative research stream
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2.1.2.2 Systematic research stream | - Sustainability marketing communication

The first step of conducting a systematic literature review is to deterappepriate search words that set
limits and restrict the research field to a certain area. Synonyms or words avhiased by analogy should

be considered, as well as usage of operations such as AND, OR, and NOT (Bryman, 2012

Thefirst systematic literature review focuses on articles that conceaustainability marketing. Particularly,

these terms should be mentioned in the abstract, or in the title of the articleslasging together to ensure

that it represents a key issue in the selecteds & SUE ~ A % E -eSevérd GByppmyms fof o
sustainability are found through the preliminary. According to Noonan & Coleman ((2083,5 Z tefm

Zepe+sS |vhas gymonyms such a8Z S QGfeenZ v }E& JvP s} " & SvG T ~ & Sv(C
NepeS Jv ]o]8 Cecendmid,ssoaral andnvironmental ] » » u This, the T condition is that either the

abstract or the title of the literature contains the terminolo&ystainable marketing ~} @& <Cv}vCue 0]|
Zustainability marketif [ greeh marketing Uec& marketing Uecdlogical marketing } (Benvdronmental
marketing[ « X

Within the field of sustainable marketing, we are interestqueisuasive canmunication. As shown in section

2.1.2.1 persuasive communication can be ascribed to strategic communication wdeitheid by Connolly-

Ahern (iIT16 U vX% Xe o “tmmimbsalion(lpyoa person or an organization designed to persuade
audiences with the goal of increasing knowledge, changing attitudes, or indusirefide Z A ]} pI@s, X
*Cv}vCQulue }( % Eep *]A  }uspadgics¢ivupn@® ZJviupv] S]lv «SCE § P] .
Zyuupv] 8J}v ¢ SE § PC[ v }uupv] .BihernidrestiyArtisemehandadvertisingare

used as synonyms as several authors utilize these terms in the contexduzEgdeeness. Hassan & Valerauel
~11i0U % Xibis 38 8Z & ¢c A E3]+]vP }3Z @&~ Jlrsudsick vveet ¥ 33 oXu
~71idU % X006 0 Ju §8Z 8§~ A ES]*]JvP J¢ 3SC%%}Q E3}S]|@Epdaulé(Ev] 3]}
target audience to engage in a specifié&d } vihos, the 2 condition is that the literature contains the words

"% Eep c]A  uupv] S]}v_ ~}@ue@vivGikv ol( ZUAZE F[P]  Juupv] 8]}y
Zyuupv] 8]}v «SEVS PJufv] 3]}v *3E 8§ PCU Z A ES3])imRapsEad We E 5]+ 1
apply the following combination of keywordPiroQuesbn the 58" April 2017.

(ab("sustainable marketing" OR "sustainability marketing” OR "green marketing” OR "eco marketing” OR "ecological marketing” OR n
"environmental marketing”) OR ti("sustainable marketing” OR "sustainability marketing” OR "green marketing" OR "eco marketing”

OR "ecological marketing” OR "environmental marketing”)) AND ab("persuasive communication” OR "communication

effectiveness” OR "strategic communication” OR "communication strategies” OR "communication strategy” OR advertising OR
advertisement)

Figure 6 Search protocol of the first systematic research stream (Source: ProQuest)
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The research stream leads to 276 results. To ensure to gain deep reliable insights gudlitygbapers, the
3dconditionise § « Y BB 35Z 5 Z A VZ% E E A] A [ekp&Ets: Bhis @pMNtso C %o
in 39 articles. All texts are published in the time between 1990 @itd, 2vhereas most articles are released

after 2010. We both read the abstract of every article and decide in consghsisarticles are relevant for

the phenomenon under investigation. Four of the articles are identified as beingtopicdfke the paper by

Hansen (1997) that addresses forest certification, or Haggard et &) (28& explore the impact of gender

and political ideology on climate change. Furthermore, 13 texts are considered as not bearg sl having
a different focus like:

X ethical discussion about the sense of (sustainable) marketing (ChitakornkigsiP20iee, 2010);

x exploring which consumers might be influenced by green advertisement but not how the advertisement
should be implemented (Ankit & Mayur, 2013; Sabir et al., 2014);

X scientism towards sustainable advertisement (Mohr et al., 1998; do Paco & Reis, 2012);

X greenwashing in the context of established, not fully sustainable companies (Lane, 2012);

X multiple stakeholders and prioritization of sustainable approaches (Lépez-Rodrigé¢z, 201

Consequently, 22 articles are selectatter a thorough examination of the articles, two further articles are
excluded due to a lack of relevance. Shrum et al. (1995) addegases of green consumers, and Ku et al.
(2012, p.4% ~JVA «3]P § « §Z (( 8§ }reguletqry faBus-onstheif response to green versus
non-green advertising %o % 0 X xts}d& nd@ contain information on addressing the main stream
consumer. So, we finally worked with a literature basis of 20 highly reatiatgs with regards to persuasive

sustainability marketing communication. The following figure should illustrate the selection process.

j/_/iKeywords in ProQuest

276

“Full texts” & "Peer reviewed” (-240 papers)
39

QOut of topic [ -4 papers)
35

Different focus ( -13 papers)

22

Post reading: Different focus (-2 papers)

20

Figure 7 Selection process of the first systematic research stream
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17 of the 20 articles are published after 2010. The peak years ag (80texts published), 2014 (4 texts
published) and 2015 (3 texts published). The articles focus on differamtrind, among them the
accommodation industry (Villarino & Font, 2015; Chan, 2013), the food in@Rgtner, 2014), the cleaning
industry (Ryan, 2012), and the fashion industry (Visser eédab).ZI'he article that focuses on fashion industry
will be used in thesustainable fashion communication sectiorthe literature review. Other articles are
generally covering the field without addressing any specific industryN@gar, 2014; Minton et al., 2012
Hassan & Valenzuela, 2016; Bickart & Ruth, 2012). Most artieetorspecific regions including articles from
Asia (India e.g. Nagar, 2014; China e.g. Chan, 2013), the.g¢/3Ar(®n et al., 2012; Bickart & Ruth, 212
Europe (Austria e.g. Pittner, 2014), and Australia (e.g. Polonaky¥97; Grimmer & Woolley, 2014). The
fact that the examined articles are predominantly published after 2010, and addressing a varietstoésnd

and regions, confirms that sustainable marketing communication is a worldwide arising, unswersal is

Most articles conducprimary research, whereas only a few articles are limitedctnceptualization. Pure
conceptualization texts concentrate on effective marketing and communication techniques foradlista
products and services to customers in general (Ottman et al., 2006), or slidificgreen customers
(Noonan & Coleman, 20L3ther conceptualizations are more general, like Seretny & Seretny (2012) who

conceptualize sustainable marketing.

The articles show different perspectives, and predominantly addreseust@mer perspective by using
(potential) customers as research objects. Among them, most of these articles fasueciic topics and
formulate and test hypothesis through questionnaires. For inst&laggr (2014, p.71) examinesE o0 S]}veZ] %o

SA v }vepu EJ[e 33]3p S3}A E PE v A G&pr]& Ruthv(201F) fecuogrCecos C
seals, and Tu et al. (2013, p.108%) 0C+ ~3Z @& o0 §]}veZ]% SA v (E u]vP (( § ~&
The researchers often make use of an experimental design, presenting different stitmelstonple and

capture differences in attitude or purchase intention (Bickart & Ruth, 2012; Visser et&l., 201

Two articles with @ustomer perspective use aqualitative research approach. Hassan & Valenzuela (2016,
% Xi0de v pu 8 Jvsd EA] Ae §} A %o}E eéhlddvettisinganEits lfluehce]dn the E
decisionu [JvP % E} <+ U v W]S3v ctiaraciaristics, ¥alueg eand communication techréque
addressing LOHAS. Two articles takausiness perspective, focusing on sustainable businesses directly
with}ud Jv op JvP 8Z pe3}u E[+ Adsesaquéantitative approach, exploring specifically
sustainability messages on 40 websites of awarded businesses icctmnaodation industry (Villarino &

Font, 2015). The other takegaalitative approach by analysingg A} A E 3§« } (Mekhod[] €2 QDAY

Page3l| 172



Master Thesis MSc. IM

One article combinesustomer and businessperspective C (} pe]vP }v "8Z P % 3A sand}$ o u

customer perceptions of the relative importance of green marke@@ge $ §]1A%8,]2013, p. I017).

The following figure positions the examined articles on the dimenssaarch approachndperspective

Research
approach

Qualitative Ryan,2012

Hassan&\Valenzuels, 2016;
[case study}

Pittner, 2014;

e.g. Nagar, 2014,
Bickart&Ruth, 2012;
Tu et al 2013;
Visser etal., 2015;
Kuhn etal., 2012
{often experiments)

Quantitative
Villarinog&
Front, 2015

Chan, 2013
[case study) an

Perspective

Customer Business Customer
and business

Figure 8 Positioning the first systematic research stream

As already mentioned only one article (Visser et al., 2015) relates trearatespecifically to the fashion
industry. This presents a further confirmation of the research gap and the needsémonad systematic

research review about fashion communication.

2.1.2.3 Systematic research streamhFlashion communication

The literature review is dedicated towards articles that focugpersuasve communication of fashion.
Particularly, these terms should be used in the abstract to ensure that it representssukan the selected
literature. The 1 condition is that the abstracts contains the terashion] v «Cv}vC chothidg] ZE
Apparel[ X dZ condition is that the abstract contai@ersuasive communication v E]A <Cv}vCus

OE C p- Jv 82 (]E*S GtraS@®]Z S3&EuwW USEIMJuv] S]lv *SCE S P -
Z Yuupv] 3]}v -8@EIPVG[ 3]}v  (( 3Jkxertiseinenf }@dvettising X t %h%o 0 C
following combination of keywords RroQuesbn the 23' May 2017.

ab(fashion OR apparel OR clothing) AND ab("persuasive communication” OR "communication effectiveness” OR "strategic n

communication” OR "communication strategies” OR "communication strategy” OR advertising OR advertisement)
A

Figure 9 Search protocol of the second systematic research stream (source: ProQuest)
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This leads to 14,429 articles. To ensure deep reliable insights anquhigi papers, the3condition are
(WD EES_ 8Z 85 Z A V Z% E E A] Ad hyexfierts%d hissjedultsGn 2%4 % tEeA A
closer look at the texts reveals that the wdaghionis ambiguous, and not always used synonymous to
clothing. The wordiashionis also used to express that something is done in a certain weanreer of doing
something e.g. to do something in an open or cafsilion Thus, we limit our research to the clothing

]Jv pueSECU CTextle & pppard industrigspv & SZ  classtfic@ighsvhich results in 40
articles. A second filter is applied concerning the publication date as fashittméssensitive issue (Lahiri &
Siddika, 2014) and we aim for tgpdate knowledge. Hence, included articles are published from 2000 on,
which results in 35 article8Ve both read the abstract of every article and decide in consensus on relevant

articles.

One articlessiexcluded as it is not written in English. Another artgodxicuded as it is a book review. Out of
the remaining 33 articles, 23 articles are identified as not being relevant fophtseomenon under
investigation. Two articles are considered agagife by focusing on business leaders and gender (de Arruda
et al., 2015), or on developing a bike app (Chun & Lee, 2016). Ottsearte too broad adressing marketing
and branding (Tong & Hawley, 20a#)addressing different issues as the internationalization of fashion firms
(Lopez & Fan, 2009; Moore et al., 2000), fashion involvement (Ra#tlemg, 2008; Khare & Rakesh, 2010),
effectiveness of advertising on firm performance (Cucculelli et al4) 281social comparison through
advertisement (Adomaitis & Johnson, 2008). Eventually, the literatusedoasiistsf 9 highly relevant articles

with regards tgersuasive fashion caommunication. The following figure illustrates the selection process.

J/_/Keywords in ProQuest

14’428
“Full texts” & “Peer reviewed” (-14'135 papers)

293
Textile & apparel industries’ ( -254 papers)

39 Published from 2000 and on { -5 papers)

34
English language (-1 paper)

33
Exclude book reviews (-1 paper)

32
Qut of topic (-2 papers)

30 Different focus (-21 papers)

9

Figurel0 Selection process of the second research stream

Meta-Analysis
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Meta-Analysis

The articles origin from different countries like China (Chen & Chen, 2084)SA (Kinley et al., 2010;
Weisfeld-Spolter & Thakkar, 2011; Wong & Malone, 2016), Bangladést & &iddika, 2014), Spain
(Meneses & Rodriguez, 2010), and New Zealand (Wiley et0al), Z@is shows that the topic is a global issue.
Almost all articles condugprimary research. Two articles are limited to pucenceptualization and address
the importance of celebrity endorsement in fashion brand communication (Carroll), 2808 the

conceptualization of different marketing streams (Jacobs & Mossinkoff,.2007)

The articles conductirgrimary researchshow different perspectives.csstomer perspective is predominantly
taken. Among them, most useyaantitative research approachthrough questionnaires§} % SUE p*S}u E
perceptions, opinions and/ or behaviour. The texts focus on specific topics likéetivefiess of different
information sources (e.g. peers or internet advertising) on fashion purchase bel{@renr& Chen, 2014
Kinley et al., 2010). Wiley et al. (2007) investigate the wentdnt of fashion advertisement, Wong & Malone
(2016) focus on SMS apparel advertisement, Meneses & Rodriguez (2@Bdpgate the emotional

u%}tv v8 }( ( *Z]}v  }%S]IvX > Z]JE] T A1 ]I ~11i&U} Yo %0%e E S REE Jw } ST
(*Z]}v Z AlJuE_ v P]JA & 3}uuv 3]}v (}JE <} ] o u ]JwWpress E]3]
conferences. Weisfeld-Spolter & Thakkar (2011) uspidlitative research approach with acustomer

perspective, and address the importance of celebrity endorsement in fashion branding.

Two texts take business perspective, thereby conductinguantitative content analysis. Ko et al. (2010) give a
holistic overview about presented consumer benefits of fashion items by analygergsement in fashion

magazines. Touchette (20liBvestigates branded entertainment of fashion on Facebook

Research
approach

Qualitative
Weisfeld-Spolter&Thakkar,
2011

Cheng&Chen, 2015; Ko et al, 2010;
Kinley et al., 2010; Touchette, 2015
Quantitative Lahiri&Siddika, 2014; [content analyses)
Meneses&Rodri guez, 2008;

Wiley et al., 2007

{experimental design);

Wong&Malone; 2016

Perspective

Customer Business Customer
and business

Figurell Positioning the literature of the second research stream
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2.1.3 Conclusion

In total, the theoretical foundation is built on 37 articles (Figure 12)pdgiion all identified articles that
conduct primary research on the dimension research approach and perspective. Furthernineswith

Chapter II, we position ourselves withiqualitative research designwith a business perspective.

Four articles procced on a similar basis. The fact that three of these derived fromarthtive search o
sustainability fashion communication, thus the specific field of researahaddéional confirmation of our

research positioning choice.

Research

A
approach / \

Hassan&Valenzuela, 2015;

Qualitative Pittner, 2014;
‘Weisfeld-Spolter&Thakkar, Ryan, 2012
2011 D'Souza, 2015

Soler et al., 2015
Da Giau et al. 2015
|case studies)
Spindelmanné

Engelke, 2017 \

e.g. Nagar, 2014; Bickart&Ruth, 2018;

Tu et al., 2013; Visseretal., 2015; Villarino®& Front , Chan, 2013
Kuhnet al., 2012 [often experiments) 2015 jcase study);
Chen&Chen, 2015; Kinley et al., 2010; Ko et 21, 2010; Touchette
Quantitative Lzhirig&Siddika, ;D'.4_: etal.,2014 '
Meneses&Rodn guez, 2008, {content analyses)
Wiley et al., 2007 (experimental design);
‘Wong&Malone; 2016 ; Yan et al., 2012;
Phau & Ong, 2007; Kim & Damhaost, 1997,
Kim et al., 1597
Perspective
Customer Business Customer

and business

Figurel2 Pasitioning the thesis within the literature

Ryan (2012) is analysing sustainability adv8dker et al. (2015) and Da Giau et al. (2015) conduct multiple
case studies to capture the communication of sustainable practices of fashion canwaeieby the
companies are not fully sustainabe [~ }@({2015) case studyn sustainable clothing businesses focuses
on branding and marketing, and not explicitly on communication. This shows that thisshescue in its
overall approach and perspective by studying the communication strategies giiensiistainable fashion
brands. Thus, it holds an immense potential to contribute to the scarce resedalcdf fsustainable fashion

communication.
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3.1 Literature review

The literature review is organized into four pillars. First, a ¢gewetd section defines and characterizes the
main concepts of this thesis and puts them in their histgécapective. Hereafter, the three sections devoted
to the three streams, namely sustainable fashion communicatioairslstity marketing communicatioand

fashion communication.

3.1.1 Socio-economic development of concepts

This chapter is embedding the topic of sustainable fashion communication in a&esonimmic context, and
highlights the development and characteristics of the modern consumer. We idengifgl stéreams of topics
and concepts in the literature. A common theme is devoted towards the overalbpieant of marketing
and communication, which is connected to the evolution of the consumer. Hencdgeveéopment of
sustainability marketing and its challenges are reviewed in relation to observed stuftsumerism. Finally,
a brief overview about the nature of fashion is given, in order to characterispéo#ic industry that the
communication addresses. Those developments are important in relation to capturing the phenameéer

investigation as a means to lay out the complexity of the research field.

3.1.1.1 Stage | - Development in the field of marketing

Seretny & Seretny (2012) propose that marketing has developed in three diessnin the first period,

mainly the second half of the 2Ccentury, marketing arose* % E} U S EJAV %% E} Z
intensively gE}AJVP « 0 « ~D &I §]vP iXie_ ~" ®33.ViQie SetolH penag is sShdped Bgo X
moving consumers in the centre of activities (Marketing 2.0). Today, the sseietiye beginning of the third

period (Marketing 3.0), also considered as the sustainable marketing period. This is

A A op EJA v E Wrdm l@agetpelcsived as a target consumer market base on demographi
( 8JE ps8 & 3Z E SZ}uPZ3(no Vv ]Jv3 00]P V3 %o WESY(J[E=%]8Z5u}d AV el
(Seretny & Seretny, 2010. 63).

The modern era is characterized by technology and globalization, and people demandingghatprove
market and social conditions. Through joint efforts, businesses are askedttibute to solve worldwide
problems and improve quality of life. In that sense, sustainable markistingcrucial collaborator to

sustainable economic growth. Figdi&below illustrates the above-discussed development of marketing.
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Marketing Marketing Marketing
1.0 2.0 3.0
*Product driven approach eCustomer centric focus - *A value driven era — people
focused on growing sales at implicitly assumes the view are no longer perceived as a
the lowest possible costs. that customers are passive market target but rather
targets of marketing thoughtful and intelligent
activities. partners with emotions,

hearts and spirits .

Figurel3 Marketing development (Seretny & Seretny, 20184p.

3.1.1.2 Stage Il - Development of the field of sustainability and marketing

According to Seretny & Seretny (2012), sustainability marketing has developed iphthses. The first

started in the 1970"s and focused on environmental contamination like waterrgoallation. The second

phase, developed in the 1980’s, focused on marketing and communicating to emvitaliynconscious

customers. The firms considered a strategic sustainable business approammasetitive advantage. The

0 *8 % E]} "] §Z HEE v3 E }( *u*3]v o u ElI WRG AZ] 4 J]o-
A 0}%u v _ ~~ E 3vC ~ "69E 1§ mi@dtoifulilthése®mand of the current generation by

considering the demand of future generations. Furthermore, sustainable marketingrdeckga a holistic

solution that aims to connect several stakeholders within and outside of the market.

‘Sustainable marketing is also seen as a philosophy with a goal ttolgetiger participants in the market,
social activists and organizations whose interests have not coingitigia order to create a common
worldview throughZ % E]eu }( $Z & Sethy €] Spodr§/C2R12, .69 1)

It can be observed that several authors devote their research to green advertisement. Qldgortebf
green advertisement focus oORE v }vepu E-U X P Kesages fndt Sridw appeal to the needs

% «]E « }( VA]E}vu v3 00C }v(ZiGkhan& Caviseny 169%1 Nagar, 2014, p.75). In
contrast, newer definitions focusi}@E }v SZ ¢} ] SC AZ}o XPX "§Z § 8§Z %o E
advertisement is to try to alter consumers traditional purchase behaviour by making themodugtp that

either do not harm the environment or that A % }*]3]A Ju% & }v |5 204ZnHas€an&t Z] U
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Valenzuela, 2016, p.170). Besides green advertising, another main concepiedidastibustainability

communication. According to Da Giau et al. (2012, p.77) sustainability communicatiordefindabas

NEZ o 5 }(*SE S P] e VvV e c<hVS %E 3] ¢ 34 BJAP |HIEA SFIE}IGU
v JEP v]l §]}v[s VAJ]E}vu vi 0o Vv ¢} ] 0 Z@AIIMEVZ JV(GZ v }U%s 1P
corporate image inthe eyespfe ¢S | Z}o &+ v (Jv 0o peS}u E+ v S} Jv ]E So0C ¢

Figure 14 shows the development of sustainable marketing.

Sustainable
Marketing

Environmental
Marketing

Ecological
Marketing

Figurel4 Sustainable marketing development (Seretny & Seretny, 2012, p.69)

In line with the rise of sustainable marketing, several challenges emerged. The literaturetimaticesmans

are sceptical }v. EV]VvP §Z u &I S]vP }( *pe3 ]Jv 0 % E} u S« v e EAH X

Z -YE] voC[ AZz] Z A E p- EdBdasiveoplirchase hGument, have been perceived as

Jv E ¢]JvPoC u]JAovs }JE AvvPS3A C }vywu &+ <03ZAC]OF3A }(ue
0 Jue_ ~E P U Tiid0U % X0i*X dZ & Znjiguse@Egusthinahle slogéris@fhich &dd 3}

an additional value by making deceptive or overstated environmental statements, wrcbrized out not

to be true (Nagar, 2014). The phenomenon of greenwashing has been establishedh&adkeof the

consumer, like shown in the newsworthy study by Hassan & Valenzuela ¢g@0ddéhsumer perception of

green advertisement. The study demonstrates that almost half of the interviewed jgeopde believe that

sustainable advertisement is reliable and honest. Rather, the intervieweestsispiegreen advertisement

]* 6thing more than a marketing ploy that makes customers feel guilty so they willrmpemdh the hope

83Z §3Z C E % E}S 3]vP 3Z VA]JE}vu vE_ ~Accerding te Nagad (2014)pi 77H U %o X
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§Z % @&} o u 8] "}( § Gu]v]vP % E} U 5[ JE JER V]ZS]}E BBy ]w
worldwide scepticism regardiP S@Epes Jv PE v A ES]*]JvP_

On the other side, customers often do not eveh s | §Z § 8Z }(( & %oE&} LW S E epesS ]
grevuesP 0 o0°¢ ] Vv}iSul Vv Ju% E --][Hasdan &Male@zu¢lay 2016, p.171). This

can be related to the general incapacity of communicating sustainability in anveffeay (Da Giau et al.,

2015). Hassan & Valenzula (2016, p.171staSZ § " }uupv] S]}v TFeweakne€& for jgreen

u EI S dabd Vidser et al. (2015) highlight the lack of professionalism in comtmgigeeen products
persuasively to the mass market. Additionally, Visser (2015) refers toathefférms to be blamed and

accused by on-governmental organizations of greenwashing.
3.1.1.3 Stage lll - Development in the field of fashion and sustafiasition

From the 1920°s until the 1960°s, there was a keen sense of cotyrandia rather passive human image.

AD ee % ES] e Vv U}A uv3e P A % }%o0 3Z |E <«VIB vB]SGW AZ]~Z P« T
Mossinkoff, 2007, p.460). The fashion landscape was shaped btreandgacoming from Paris that people
adopted in a quiet and compliant manner. The market was characterizedrbggmbwer of the supply side.

After the 1960°s, the society was increasingly shaped by a wider rangewéterand offerings. People had

more choices thanks to a growing economy. Consequently, many consumers stopped fd#ehimyg
commands from Paris, and instead developed own, more individual styles adsl. i@onsequently, the
consumer became more activautonomous, and less foreseeable. The emancipation from strict social
guidelines, led to higher freedom and the aspiration for self-development. Adrieeténe, it led to a higher
uncertainty and people struggled to find a balance between individualismoaral acceptance through

adjustment (Jacobs & Mossinkoff, 2007).

Fashion as a concept needs to be described and characterized, as its represents pregactatategory.
Clothing is an important aspect of everyday life, and is a part of the basic hurdarbesigles nutrition and
shelter (Lorek & Lucas, 2012). Accordingi p = KvP ~Ti1160U %o Xafishy marny}Sufan needs,
from protection, through status, tself-expression and lifestyle _ X & +iZ3 high-involvement product that
differs from other fast-moving consumer goods in terms bietienic and symbolic character (Yan et al., 2012).

Apparel has an energetic and constantly changing nature (Weisfeld-Spolter & Thakkar, 2011).

Fashion brands enable individuals to portray a desired identity and thus, help fortratteemselves in the
person they want to be, which can facilitate to be part of a certain social group. Apparel candereo s

aZuu v[ee }v elv(Lahiri & Siddika, 2014) and thus, presents a powedLiio build up identity (Kinley et
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al, 2010)2'1JA v §Z ]Jv8@E]ve] A}o 3]0]3C v uv(]BEIIC3A 000]ECUFPSZ}Z V%] 3]
§Z eu% Eu EI § }( ] v3]8] nJacobgu& Mogdsifkaff, 2007, p. 462). Carroll, 2009, (p.147)

sums the fashion phenomenon up by saying:

ANdZ C ~ Jvepu Eee E o U%U VIA o o|] (e AZAnnotAly Eowlddsoldjeks whdbo ] 0
v AE-: EuC o]( X /ve & Z (YE 3Z E%E o WS}{CvFAup o]-u

Qustainable fashion is considered as fashion that avoids harmful environmental effects. Therefoae, i
consist of recycled substances, organic substances (which can be degraded irbgaijaoufactured in an
environmentdly-friendly way e.g. through using natural colours. The aim of sustainathieglis to reduce
the effect on the environment to the minimum when producing and selling the pro{iD&suza, 2015).
However, as for now, no blueprint for sustainable fashion exists (D"Souzp,v20th results in differing

techniques and degree of sustainability practices.

According to D'Souza (2015) effective branding of sustainable fashion is c¢fmradig the combination of
functional and non-functional advantages. Functional advantage refer to pracbdaict functions and
characteristics such as sustainability practices, ethical practices and/drdoefits as a specific country of

origin (D'Souza, 2015). Non-functional advantages refer to symbolic benefits|th&t vS S} » S]«(C u}s]}
needs, ego} VvS](] S]}vU }E& PE}Uu% U u E*Z]% €YV SZ C GCEEE*]BZ |
external marks and*Cu }osU @E v +U v 3 Spue 15 ue_ 72 Fhusy ledpecialiyfi the %o X
communication of fashion is crucial as clothes give meaning and create identtyzéD'3015; Jacobs &
Mossinkoff, 2007). Non-functional benefits can also be experimentaly ineP  S@ro@de sensory pleasure,

A E] 3CU }E }PV]3]A «3Jupo 3PP X dZTYUE Y GE+i&} %oXueSIu E[e ( o]VF
product such as an enjoyable state. In the context of sustainability, this caatbd telfeeling good for being
altruistic (D'Souza, 2015).
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3.1.2 Sustainable fashion communication

The scare literature identified in the specific field under investigation focuseshgproblematics faced by
sustainable fashion brands and its marketers, as well as suggestiondstowarcoming them. The fashion
industry is highly competitive and characterized by quick product life cycles (Da Gid20&balBranding is

a crucial instrument to set apart from the competition that increasingly takesgdéine. When it comes to
fashion, often solely the brand name is used to express meaning to peopls tlagickiore a crucial part of
communication (Yan et al., 2012). Dealing with sustainable issuexlig @laew challenge for this industry
Ny §Z (E ]+ eftined grogrammes and tools that could support fashion companies in making this

ZVP _~ 'ITH 8 oXU TiiAU %X6ieX

Phau & Ong (2007) emphasize on the fact that bramdsbecome more conscious about the essemietd

to establish high credibilityin e p+s Jv Jo]SC u &I S]vPX €& ] ]olSC v (1v o A
H]lVv % & JA e« o0 ]Jueu }us 82 & v v §Z §} SEUKTBEI0 Vv

Dambhorst, 1999, p. 20). Credibility is found to be crucial as itadygiafluencing the attitude towards the

brand, so that higher credibility is expected to support favourable responses (Kim & Dah999s

The latest insights by Visser et al. (2015, p. 8422) emplosithee complexity of fashion as a challenging
product category in sustainable marketing, pe ~ }vepu Ee+ J(( & Jv SZ |JE A% S S]}ve
U Z Ju%e 8§ SZ JE epesS Jv o Z1}] ule v Z}A up Z1M}BE%E% VP SubS
The research additionally highlights that too often green marketing only achieves toheacben buyers,

and hence fail to reach the mainstream consuiXer ¢+ v§] ooCU ]S ]« o0 ]u §Z 8§ ~Z}A
communicate more sustainable products to mainstream consumers and to increase theiiridepinon is

*§]oo pv & ASsep ptEal., 2015 |p. 8420). Da Giau et al. (2015) notenara incapacity of
communicating sustainable fashion in an effective way. Visser etldl) (&6int out the lack of professionalism

to communicate green products persuasively to the mass market and refer to the fieasdb be blamed

and accused by no®}A Evu v3 o }JEP v]l §]}ve (JE PE VA «Z]vPX dZ ( 8§ §Z
become among the ones most exposed to sustainability pressure SS |le C E'Ke v %l 0] }%]V]
Giau et al., 2015 p. 74), makes sustainable fashion firms engettid how they should communicate their

sustainable practice or not (Da Giau et al., 2015).

3.1.2.1 High commitment vs. Muted sustainability

Da Giau et al. (2015) relate to this problematic, and find two commumicgtiproaches for sustainable firms,
such as a high commitment strategy and a low disclosure strategy. The fornmertoefgands, which

communicate their sustainability efforts to the public. In contrast, the lattergeb brands that choose a
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strategic non-communication of the sustainable efforts in order to avoid critics (Da @igl2e15). In line
with that, Soler et al. (2015) investigate the phenomenon of muted sabtaifashion brands, in other words
not to communicate sustainability efforts in their marketing and advertising strat&biesdentified barrier
to sustainable communication in the fashion industry is based on the perception of bnahdbe
communication of sustainability is risky, due to the possibility of beingzextior accused of greenwashing.
Some companies are found to be reluctant pursue a green eco-fashion image, but higbligétezbre
values when communicating to their fashion consumers (Soler et al., 2015). ddstashability brands are
found to mainly communicate sustainability through their websites in separate sustairsgutions and
separatdy from their collections and online shops, rather than in stores and on pra@atés et al., 2015).
Such companies state that their key reasoning for sustainability engagement is based osuthéopuaoing

something that mattered, rather than to communicate it.

3.1.2.2 Personal vs. sustainable benefits

Yet, some authors suggest that a sustainable brand image can increase the emotional bond andalisand loy
among fashion consumers. D"Souza (2015) advocates for a communication of bats fioemegbroduct point

of view and sustainable point of view. However, consumers are not willing toauis@ron traditional
meanings of fashion on behalf of environmental and social concerns (Soler et al.L @865§ Lucas (2012)
point out that communicating sustainable aspects in fashion is like interrupting stdoyevith statistics on
divorce rates. Henceationality appeals in relation to fashion are found to increases prejudice and even
aversions to eco-textiles, rather than create positive attention and purchdmes.eCo-aspects should only

represent an additional benefit besides the attributes the consumer desires (Lorek & DU2as, 2

"dZ A}Eo }( (+Z]}v ]+ (Moo }( %}e]1S]A  WB]1}uiX }whi($108% }%s00)Ru
pages. Compared to that information about environmental relevance ofgpibetisions is not even boring:

itmerelC ]¢SE Se }vepu HledrekSSLuwcas} 2012, p. 36).

Visser et al. (2015) explore the effect of highlighting personal versiiormental benefits on buying
intention, and find that highlighting the environmental benefit instead of persoreglresults in a weaker
fashion image, which can reduce buying intentions. Generally, several authorsupgredhat the
sustainability image should not be prioritized at the expense of other more important buyénig stich as
fashion appeal, as consumers do not comprise or reduce personal benefits of convemiaitability price
and quality (Visser et al., 2015; Phau & Ong, 2007).
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Kim et al. (1997) find differences in addressing green and mainstreanmagas Environmentally concerned
consumers react positively towards nature settings and environmentally atielatins in messages. The
consumer who is not environmentally concernédds fashion-oriented messages more appealing. This
suggests that hedonic products like clathtan be advertised more effectively with affective, subjective
attributes such as “prestige of ownersbhip}@& 0 HUS](H0 *SCo]vPO_ ~<Therefreddtthei6doU ¢
mainstream market an environmental message is suggested to be focuses of eslyndsry, maintaining

their primary emphasis on a fashion message (Kim et al., 1997).

This is related to the layered decision process, also called double filter tthatsyggests that the first criteria
to be fulfilled is that the product fulfilsz  } S pu b@&staneeds, make them happy or feel attractive, taste
P}} U % E(}EuU A ooU v <} }v_ ~s]<Seddndly the Kght piicé i9 cerasidedenl] and only
in thethirdstep, consumersfilte % E} p S SZ § <3 }uepirgnnientdlbeli€rs to finalize their
%o WE Z o ]e1}v_ ~s15.p@223. IndiXelvith thisustainable characteristicscan only add value

to the clothes, if the produdsattractive inthe first place (Niiniméki, 201 Visser et al., 2015).

Yan et al. (2012, p. 1ptherefore claim that to reach beyond the niche market, apparel marketers need to
U%o0}C AuposS]( 8 % E} U S u El S]VP «3E § RG]BZ ¥} « MAIdB }v U} v @

friendly product attributes and other determinant attributes such as, brand naon&prt, quality, low price,

etc., rather than employ a single eco-product matkeP <3 (E Thightlltide attribute communication can

also address typical concerns regarding higher prices often associated with eco-fashabal(Y2012).

Generally, within theustainable fashion business, Da Giau et al. (2015) differentiate between two levels in the
communication of non-personal benefits, by addingstiial sustainability perspective to the environmenth
one. This dimension refers to issues related to human rights and working conditionsidsaiggng from

outsourcing and delocalization strategies for fashion production activities (Da Gia@@t%).

3.1.2.3 Environmental message

Eco labels are associated with increased credibility in sustainable fashion communication. Xamt&rst
(1999) note that green fashion brands use eco labelling to achieve persuasionr agnthiEbnmental
messages, as consumers receive information that elaborates on product specificatiof ZBaaig, 200t
Phau & Ong, 2007). Thus, an eco-label and information about laésiity attributes of the product offer

u ve 8} Jv(opu v Jvepu Ee[ ip P uvs }( $Z VAJGE}WUSIEOl 0IPu X «&HIE
add that even if eco-labels are still struggling with a lack of familitety hold the option to communicate

eco-benefits in a compromised way. The best result is expected withnaorolabel which does not yet exist.
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In that context, it appears to be crucial to foster a sustainable fashion lalbeéhtbgrates aspects of

environmental issues, labour conditions, and Fairtrade (Lorek & Lucas, 2012).

he]l]vP ¢Ju%o P& Vv 0 Jue s Z ¢ ZepeS |Jv opW ZXE Gohy npgdlveZdMSUE o]
& Damhorst (1999) find that advertisements appealingeridronmental activism result in more positive
responses than addressing environmental correctness, e.g. organic cotton or tags froed reeyetials. The
perception of high credibilitg} ( 3Z VA]JE}vu v3 o }v §]}vu e« P e u C 3 u (E}u }v

altruistic activism is the most effective strategy for solving complexoeméntal % @E} 0 ues_ ~<]u

Damhorst, 1999, p. 28), rather than highlighting how a product is manufactured.

Yan et al. (2012) investigate the influence of braessageexplicithess on brand attitudes. Generally, fashion
communication uses implicit communication, as(for Z]}v $Z & }(S v ]e 7~eZ E uv E-*S v ]
information such as produdtpv $]}v }@E& &E WYanlet d, 2012, p. 153). However, as noted by Kim &
Dambhorst (1999), as well as Yan et al. (2012), the awareness@miedge about the negative impact of
fashion production is low. In case of limited shared understanding, explicit cicatmmis expected to be

more efficient, as likeliness of misinterpretation or incorrect infereabesit the meaning of the message is
reduces. Due to the high complexity of environmentally friendly marketing clainsafidei 2007n Yan et

al., 2012), the findings indicate that message receivers pasitéve attitudes towards green apparel brands

when themessage is explicit with clear and detailed information. Therefore, explicithess may be especially
important to achieve attractivenebgyond the green niche, consumers that show interest in green purchase

but are not fully committed respectively (Yan et al., 2012).

Kim & Damhorst (1999) also emphasize on the lack of knowledge and eaNifonmentally responsible

firms to help raising awareness about the impacts of apparel and textiléseoenvironment in their
communication. This appears to be especially important as knowledge is relatetvitonmental
commitment, and consequently the increase in positive attitude toward environhmemssages in ads.
Above all, alsthe sustainable fashion research calls for marketers to raise awareness and knowledge of the
benefits associated with sustainable products and brands, as this cpartstige establishment of a
sustainable market for eco-fashion by reaching consumers which are less interested in purchasing
environmentally friendly products. D"Souza (2015) adds the importance of pdrcensumer effectiveness,

and finds high effectiveness is achieved when the individual consulieseldhat his or her action / purchase

makes a difference in solving an environmental problem.
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3.1.2.4 Visual vs. textual communication

Kim et al. (1997) and Carroll (2009) note that affective reactidashion marketing can be triggered by high

visual and low-text formats. Visser et al. (2015) introduce the divide2bpvisual/ pictorial communication
considered as aemotional postioning strategy, versus averbal/ tagiine communication considered as
functional positioning strategy. The former caters emotions and senses, and the latter caters the fided.

He }( Hv v38 PE v AP 3S3]}v v o0 E A %8823)-s hetypidal tacticarKah 1iifdU
emotional marketing strategy to establish a positive sustainable brand image. Mattala(2005n Visser

et al., 2015) find that purchase intention for green products are positively relatedetma@tional strategy.

Visser et al.”s (2015) focus on different colour layouts in sustainaebititpunication. A green colour layout
is associated with sustainability by the consumers. The results suggestitegpivasizing on sustainability
with a green layout combined with communicating an environmental benefit, is negatvetived. A green
layout combined with a textual personal benefit is perceived as sustaimadblevaluated positively. In
reverse, an environmental benefit can be positively communicated when combtheal mon-green colour

(Visser et al., 2015).

3.1.2.5 Channels

In relation to sustainable fashion, Da Giau et al. (2015) highlight the impodaned channels for selling
and branding green apparel as a way to share information about sustainability comnaitrdentiuence the
HeStu Eo[] %ouE Z « -bpsdd vcdXmunication enables to push sustainability content in an
economical and quick way which can be updated and customized to different stakeholdes gro
comparison to traditional media e.g. newspapers, magazines, television and radieuD @i (2015)
furthermore emphasize on the webpage as a platform to publish annual sustginapibrts online. This
addresses the increasing demand of stakeholders for companies in the fashion itausipyove their
environmental and social performance and to communicate the social and envirohpraatices of their
operations and supply chains in a clearer way (Da Giau et al., 2015). Woakefon social media platforms
for green advertisement and social campaigns as an indirect communication dipjmmetead of using

traditional marketing techniques, to establish credibility, appear to be important.

3.1.2.6 Summary

The literature review emphasizes the initially described gap of ChapterderBa@sive communication of
sustainable fashion brands appears to be challenging for businesses, and marketac®nfident about the

ways to design messages and content to grow business and visibility. Despitewtimg intention to buy
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sustainable apparel, as awareness of eco-fashion brands is still lolacktuef knowledge in marketing
strategies, the gap between intention and behaviour is still significant. dterdfe success of eco fashion
brands is based in skilful and improved marketing (D" Souza, 2015). Sustastadieis complicated as there
is no defined blueprint for achieving sustainability. Marketing communication is eslitinhs a catalyst role
in influencing consumers to choose fashion that supports environmental causeseViads (2015) strongly
criticizes, that research for marketing towards mainstream consumers is insuffibientmakes effective
communication of sustainable fashion difficult. In summary, the knowledge appearsdarbe, and many
aspects need newer insights. This once again justifies the utilization of fitefsure about the two main

conceptssustainability communicaticandfashion communication
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3.1.3 Sustainable marketing communication

According to Purohit (2012, p. 160), the pursuit of an environmentallylfyiemarketing plan is associated
Al§8Z "PE}ASZ ]Jv » 0 ¢« pv]s8e E pose vior]its @Eoducts Jif te @bainge gloldlly
Ju% 3]3]A He]v Howdy&E commdunication appears to be difficult due to ¢hallenge of low
E]ECH(REVvU EFvPU s P v & 0 | }( }vepu & IS Therefore, trusted sources for green
marketing communications are needed (Nagar, 2014). CatchwqdZ + ZE& FPEoZ(dE[ vwhicH
are originally used as a decisive purchase argument, are increasicgiygetas ambivalent or even negative
C }vepu Ee+ + 3Z C ~Z AZ<«u o§]Av ]0]8C }( *u Z o0 Jus73).<TRisRafEHg 11idU
attributed to the fact that the phenomenon of greenwashing has been established in the digaetsple
(Hassan & Valenzuela, 2016). Hassan & Valenzuela (2006, stal@8)$Z }A EigZmajority of
respondents who did not trust green advertisements believe that the claims being madachy s
A ES]* uvis AE 13Z E (o }E A PP E substadtiateZgreenzZlabms &l v
“enhance the credibility of the messagesthey convey _d4 the establishment of customer trust is also associated

with purchase intentions (Hassan & Valenzula, 2016, p. 179).

3.1.3.1 Double benefit communication

Besides the issue of credibility, the major topic within the literaturesthsability marketing communication
is the discussion of benefit type, also called type of message apptaisky et al. (1997) emphasize on the
problem that communicating solely the environmental advantage of a product will onbl &pieeniche of
green consumers. Green appeals only attract the mass consumer when combined with a personal benefit e.g.
cost-savings or improved product performance (Polonsky et al., 1997). Acgorgliagh marketing must

E *« A} } i 8]A U ep Z < "]u% GEdlily andcAst@ipy satigfaction. Misjudging either
JE }JA & u%Z *]IJvP §Z (JEuU & § 8Z /E% ve }( 3Z 0383 E v § Eu
et al., 2006, p. 24).

Hence, several authors advocate for a so-caltible benefit for sustainable products (e.g. Ottman et al.,

2006; Noonan & Coleman, 2013; Wei et al., 2014). Successfal gmeducts implemented persuasive

educational messages that createlinlt between green product attributeswith the desired client benefit (Wei

et al., 2014). Consumers are driven by the desire to solve problertisatsaterest can be generated by

providing solutions to problems that also make sense for the environment. Thus, the contributionth@save

environment is just an additional benefit to the overall financial saWagman & Coleman, 2013). Therefore,

Au EIlI S]JvP % E&}PE ue *yu ee(pooC o] €& § Jvepu E IviAjo Pveiu@EE }P
vV (]S ~KSSu v § oXU TiioU %X iieX "}u }u% oqivB us@mersivP }uu
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E IPV]l PE Vv %E} p &« o Ze}oudllvl (JE §Z |E % TiEerhvirommental « v &

benefit was positioned asecandary, if mentioned at all (Ottman et al., 2006).

Similarly, Davis (1993) notices two approaches of marketing emphasisirammewtal products. The first
approach relates to the focusing on environmental product attributes and only secpratatiladitional
important product category attributes. The alternative approach communicates ¢degirattributes as an
addition, and mainly concentrate on traditional important product categories attributes. Here the
environmental benefit functions as a tiebreaker or distinguisher compared to otleemg#. For new
products,marketing first must convince the cansumer; communicate that the product will perform at least as

well as the non-environmentally sensitive alternatives, before using environmemta! (Q&vis, 1993).

Types of environmental benefits

Wlo}lvelC & oX ~idd6e E ( E 3§} E ovEvmeSsagecfaim-typdschemAthaE yisas four
different classifications of environmental claims: Firms typically choose to focus product, process, image
orientation or anenvironmental fact. Product orientation focuses on the environmentally friendly attributes of
the product Process orientation relates to the brand’s internal technology production techniquer and/o
disposal method that unfold the environmental benefits. The orientation on the imagesrtd the usage of
claims that create an association between the firms and an environmental cause or activitylfaherkiés
generally broad public support. Lastly, an environmental fact is a factigmhstd about the environment at

large, or its condition (Carlson et al., 1993 in Polonsky et al. 1997).

Davis (1993) argues that in the 1990°s, the consumer was not ready to base pradhes@ulecision
primarily on environmental attributes. However, Wei et al. (2014) note 2@ yai®r that the consumer

perceptive has come to change. Thus, the researcher recommended that

A A ES]e Ee «Z}uo V}S§ Z ]85 vS }usS AIRBCIESIVZRPZBIP Z¢ %%KE ol
environmental benefits, because consumer reactions toward green proguetsansformed from negative
evaluations into positivew *U AZ] Z }po VvZ v Jvepu Eo[ % E GA (@Y SU %
V %UE Z ¢« ]JvS v8]}ve_ ~t ] 8§ oXU T1ioU %X 606X

Types of personal benefits

Villarino & Font (2015, p. 337« uPP ¢35 §Z § PE v u &I S]JvP }uupv] 6&ievattheZ}lpo %
centre of the experience, even when these practices also create benefits forgimedsuv <} ] SC_X
Personal benefits are proposed as for instance superior product performance, superiot,caméariching a

certain status through the product (Villarino & Font, 2015).
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By offering non-green values, e.g. convenience or high performance, green pafueigpeal to the mass
market, as well as charge premium prices. Five categories of desirable peesatfité associated with green

products are presented (Ottman et al., 2006):

1. ((11veC v }¢8 (( 8]JA vV ee XPX "dZ }voC SZ]VPS}EE]A0Z E AlJoo -
2., 083Z v + (8C XPX " (€ (}E& z}u v 8Z VA]lE}vu vE_

3. W E (}Eu vFuell¥dro¥ light so it runs forever. Itjis/ e 8} %% 0 X :p*S 0]l 3Z %o }%0 A
4. “"Cu }o]eu v S Spue XPX "D | p% CIHE u]v U v}S ipesS CIuE (

5. Convenience X P X “itefforfhardto-CE  Z %0 *_

Glimmer & Woolley (2014) address the personal benefits for green offeringgjifi@kntiate between

tangble and intangible personal values. Tangible values are related to direct impacts that the consumer
experiences, such as reduced power bills due to less energy consumption of grieercepphe intangible

value origins on thaltruistic level, meaning that the choice for green products is associated with moral
satisfaction due to positive environmental behaviour or compliance with thesalépt Thus, the main

% Ee}v o Vv (]S }I(PE v }vepu%s]}v ]J* & o § 3§} ( wHr RPEEU]FEF X
(Grimmer & Woolley, 2014, p. 234). Hence, by adelingftional benefits in the form of intangible values is

important, especially for high involvement green products with higher prices (Grimmer & \W2@llé)

3.1.3.2 Environmental messages

The decision about the appeal type in sustainability communication represents the overall approach to green
marketing. Even though this decision is crucial, another major focus lays on the ncessegeand design
Hence, more detailed decisions need to be taken concerning the marketing commurn@aticnease the

likelihood of persuasive communication for sustainable businesses.

Message content

According to Davis (1993) there is a necessity to include a context théatéascithe evaluation of the
environmental attribute in the form of a so-calliedme-of-reference. This could be relevant comparisons of
a product’s improvement versus the old formulation, or versus competitor, or a pswhict category
standard. Additionally, Ottman et al. (2006) refers to a frame of referendectease the quality of
0] A ]Jo]3CX dZueU ~ }vepu E Vv (]38 v VAMEWuU v 0 (fuBJAEV *A]
Ju% E o 08 Ev S]A ¢« }E 0]l 0oC pe P 6, m3B]}s_ ~K33u v § oXU 1ii
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Villarino & Font (2015) discuss the usesamial norms in messages to be more persuasive. Social norms are

(1v e EHO * VvV 3V E *3ZS35S E pv E-*S}} Cuu E-}( PE}u%!
social behaviours withoutth€} E  }( o A«_ ~AizVilafd& Foint 2015, p. 329). Such norms can be
more effective due to the fact that individuals are influenced by therectf others. Thus, the likelihood of

persuasion can possibly be increased (Villarino & Font, 2015).

The utilisation ofmorals represents another strategic element of persuasive sustainability communication.
However, as noted by Villarino & Font (2015) such messages are persdeszi@mpetent, and reduce the
likeability of the brands. Hence, marketers need to be careful to not beingiyetdo be judgmental as
individuals are adversely affected by facing moral superiority. Thefrsleating feelings of inferiority
threatens consumer rights (Villarino & Font, 2015). Ottman et al. (2dd6joathis discussion by warning
sustainability communication to sound preachy. Ryan (2012 9.(]v ¢« $Z § ~"pv]8]vP ]8]I ve o
§} Az] z Z]v]Al po]e oo &} E *%}ve] PC u UC Eeple s (uDZP E u
brand. Hence, it is suggested to call on the responsibility of the citizen consunmmaedt their product

with performing the duty to take care of the environment (Ryan, 2012).

Tu et al. (2013) emphasize on the functionenvironmental knowledge and information appeal. Brepu E |
comprehension of marketing information will be influenced by their degree of knowledge affbath their
judgment and attitude. As discussed in the introduction chapter, a challenge for green fashioemnarke
relates to the lack of knowledge of the consumers about the negative consequeragdadtiion practices

in comparison to other industries like the energy or food industry. Tu 20&B)(refer to offering information

as a main strategy in the promotion of environmental behavidtmgpirical studies found that increased
knowledge can enhance environmental behaviours (Tu et al., 2013). Intlirnthatj Ottman et al. (2006)
emphasize on the successful communication using compeitincgtional marketing messages and slogans.
Likewise, Noonan & Coleman (2013), call for green advertisemehtréorecessary information to educate

the consumer better.

Several authors discuss the aspecteat life experience and personal experience. Villarino & Font (2015)
associate personalized messages in the format of real stories to bedileegate emotions by involving
costumers in the message. The creation of compelling stories is more persuasigenteasage without
experience. Nagar (2014) demands marketers to position green brands through commusiusaimgbility

Z] A uvse JE C %p 0] JIJVP «3}E] « }( 3Z Iu%SVE * vE Ph@EPBB)Ti4p P o
Thus, it is important to create the ability for the costumer to experience the satsitiin and empower them

on the emotional level.
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Message design

Message design refers to how the message is expressed to accomplish a persuasive outeoems. Diff
variables of message design can be found in the literature such as messageéssage specificity, message

explicitness, denotative expressions and active messages.

Tu et al. (2013) note that message framing influences the perception of greemgae$saming is the process
of embedding a message in a specific setting. The sonwésajeeffect * E (tod@e outcome of different
]*1}ve u $}JA & « 3A} 0}P] 00C ¢JujJo & 3 3 u v PestivePor@egitivelysZz -« u

framed 3 § u v3+ AJoo o 8§} 1(( & vs§ JellveeXdpv SE @@ UiiFUe BuXE i b
positive frame as it enhance positive cognitions, and thus experiences adutjtestticity, higher affinity and
lead to a more positive attitude towards a brand. However, if the topicatedeto health (breast self-
examination or skin cancer testing), negative framing is found to be more efflotivo the human ambition
to avoid loss (Tu et al., 2013). Even though sustainable advertisemertb dfigger selfless behaviour to
reduce the negative effects in the environment, thus protect the health of émeITu et al. (2013) find that

A ES]e uvs }( *usS v 0 % E} p 3¢ J» u}E (fvSkiA VISOC U Y*|GIA} W(REZ U
products are environmental friendly, they are not products associated with issues of life ang,srahrifis
healSZ % E} o ue_ ~dp § oXU TiiTU % X ii0idNSodap &Cdleran, PE 3)ermghapize ~Tiii

on the importance of targeting customers with a positive message within the congeistaihable marketing.

Davis (1993) relates to the importancespécificity of environmental claim. Claims can be specific or vague.

"% ](] VA]E}vu v3 0 0 Jue "% E * v3 }v E § U 3§ vPY 0o VVAFE}IYUSES O
% E} U S *U%o %o} ES C }i S]JA U ( 8pg o ]v(2LEunstdnrast~ undgdedific i6 61U
VA]JE}vu v3 0 0 Jue " }vd ]Jv +3E 33U A Pu }E u {RYptEFE FYPU AFE:

% E} U S[e VA]JE}vu v§ 0 Z E § E]+38] <2} Bpecificodmsincreasepdstive biand U %o X

and product image, as well asproduct purchase intention, whereas vague formulations incorporate the risk of

rising negative perception and the impression of the brand as being manipulativeatinidal (Davis, 1993).

Moreover, Villarino & Font (2015) advocate dpecific messages as they are more credible to the consumer

compared to than generic claims that do not provide examples which increases tlod csksumer

scepticism.

Villarino & Font (2015) note thexplicit-implicit divide in messages that refers to stating or not stating a
message conclusion. An implicit message leaves the conclusion open to be made by the reesseer
without giving away the concreate answer. This is mainly effective fomaadi¢éhat are familiar with the
concept. In contrast, explicit messages state their conclusion directly which reduces theotdké&br

misunderstandings. The messages can also be understood by people who familet with a specific
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jargon. In the context of sustainability, this means that segments outside the green niclaetlsil
unfamiliar with sustainability practices or impact, can decode a message cqiéettino & Font, 2015).

However, the advantage of implicit messages is that they portray sustainabilityna$ oioa standard. Hassan

&S 0 VIp 0 ~1ii0e *uUPP 8§ §Z 5§ ~"}v PE V % E} p Sv]& vys %E E]vid ¢
§ EP 3§ § §Z u Jve3E u vnekhoma U+ &Zvpy\ SuE E- Aloo o 8} e«
u El § «Z E _ ~, e« v ~ s o vif9)oStil, ahieéxplickoXessage design may be necessary to

address the broad public for now (Hassan & Valenzuela).2016

Sustainability messages can condenotative or connotative expressons (Villarino & Font, 2015). Denotative
communication utilized words that have minimum room for misinterpretation, and have a ¢§enecaipted

meaning ("Reuse your towel for the environment in order to reduce water wastageidi&live expressions

are dependent on the individual interpretation as they can be WBae S }} ]1(( € vSoC ~Z XPX
Research found that environmental specificity increased consumer trustthahdenotative statements

become a criticd part of persuasion. If the message is connotative, the abstractness will result in dedrease
effectiveness. Buzzwords often used by brands in their environmenial gigomotions such as

Z VAJE}vu v3 00C (E] v oC[U Z §Z] o[ Vv]AZ@ue3% ]Juwhidivay@Eegativelyv P M

affect the persuasive outcome (Villarino & Font, 2015).

Moreover, there are active and passive environmental messages (Villarino A&t Aractive message

sle 3Z uee P E JA E 3} }}E Z VvP «}u S$Z]JVP Jv ~2E B \C}uIEE IAZ¢
A passive message does not directly ask to change behavieuZt @& pe }uE 3}A o+ (}JE 3Z VA]C
passive voice holds the risk of reducing the credibility of the statement and lowers the pyobihihieving
desired changes in behaviours. Thilme more specific recommendations a message providethe more

persuasive it will be (Villarino & Font, 2015).

Villarino & Font (2015) discuss that messages can dithiegical or appealing. Logical messages focus on
communicating facts or statistics, which primarily inform, but are found to be persugidliydu et al. (2013)
highlight the relevance of specific data in the green marketing communication. Davisddl898) utilize
specific data to increase believability of the product attribute. In contrast, Vil&arfant (2015) find that
emotional appeals are more likely to grab the attention, create favourable associdi@nsre better
remembered, and might trigger behaviotir® u <+« P o]l ZAXA9 E n S]}v ]v v EPC pu-
whilst “Our 5.5% reduction in energye P Jv u |l ¢ pe ( 0 % E} v U}SJA § ¢ pe 3} 1
%0 % O0]VvP_ ~BJmu,0E5] p.}328).
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3.1.3.3 Source Credibility

Villarino & Font~Tiifie e pee SZ <}uCE E ] ]0]SC o uvsS pv E SZ BY %S }i
the %0 E+}v v SZ JE E v3] o° % E}A] C $Z ]¥OhCR2015]3.\829vRighs _ ~s’
competences and a high standing of the author go along with a high credibilityretéided information,

and have a positive influence on consumer attitudes. We find that in the fieldstfinable marketing
communication three types of opportunities help to establish credibility and support markktimg: the
categories are logos such exo-labels, sustainable alliances and words of mouth initiatives (Villarino & Font

2015).

Eco seals and labels

The literature shows that the usage of eco-labels can serve as an eftectmique to strengthen the
message credibility. However, the effectiveness of eco-labels can vandiotepen the characteristics of the
customer (environmental concerned versus non-concerned), (Bickart & Ruth, 8843)the organization
which awards the label (Ottman et al., 2006). Ottman et al. (2006) hatdsical view on eco labels and
reminds that their usage and perception is not without controversy. Generally, ecacaediftan act as a
differentiator and positively influence consumer decision-making. However, marketers shoutfitieal and
carefullyanalyse the organization behind the certification, reputation across stakeholders and its used
evaluation methods. Furthermore, the researcher state that firms shemlighten its customer about the
value of the used eco-label (Ottman et al., 2006). Generally, P{261i2) notes the need for better

understanding of consumer response to eco-labels.

Bickart & Ruth (2012) differentiate betweiaternal and external sources of eco-labels. Highly environmentally
concerned consumers hold favourable attitudes toward firms that have developedwhegco-seals rather

§Z v " }E E}A]v&eal fat andther source, such as the government and an NGO. Nevertieless,

less concerned mass consumer who holds less nuanced knowledge levelayanayabels fronofficial

sources * SZ C "&E& oC }v v uS}tu §] ceHU% 3]}V 8Z 8§ PYA Evu V3l «EH" E
Ruth, 2012, p. 57). Manufacture’s own seals might therefore regardedssadrilstworthy and create
suspicion. Likewise, Pittner (2014) notes that seals from independent s@ueceegarded as more trusted.

Thus, independent sources appear to be more effective for the mainstreaket (Bickart & Ruth, 20,12

Pittner, 2014).
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Strategic alliances

Mendleson & Polonsky (1995) suggest that strategic alliances with environmgemips can assist in
overcoming lack of credibility, consumer confusion over claims, and consum&smy(Mendleson &
Polonsky, 1998 Chan, 2013). Ottman et al. (2006) find that green consumption of youngameers can
be triggered by unsolicited endorsement of high-profile celebrities. Additiodaltyar (2014) advocates for
strategic partnerships, as collaborating with leading sustainability players foonememtal projects to
improve visibility in the market. Additionally, it is an opportunity to stoweemberships in relevant industry

and networking groups (Kumar, 2014).

Word of mouth / mouse marketing

As a reaction to consumer scepticism, the rodrartl of mouth has been growing significantly. The collective
wisdom and experience of friends and peers about products, considered as woalthf in the offline
context and word of mouse in the online context, is perceiveeliable (Ottman et al., 2006). These sources
enjoy great credibility especially for products that are complex, new and innovatiiean et al. (2006, p.

34) suggests that to facilitate word of mouth,

"u EI' § G- v §} iblEmeSsagls, stories, and Websites about their products that are so
compelling, interesting, and/or entertaining that consumers will seek dmmatfon out and forward it to
SZ ]E (E]ve.v (uloC_

3.1.3.4 Channels

An important element of the marketing communication is the channel chosen for the traiosnasmessage
3}JA E « 3Z & ]JA EX D]vs}v & o0oX ~11iTU % X061« Z]P Ziujdeakides &7 §
different message in the way thattheme P ] « v3 }JA E $Z u Jupu_X

Purohit (2012) claims that moreaditional canmunications such as print and television advertisement
contribute in the buying decision of green products. However, traditional print or tefewigidia does not
enable to an interactive exchange with consumers and traditional communication approachéséllaata
persuading were diagnosed to be unsuccessfully in convincing consumers to purchase susiaiodbdity
(Minton et al. 2012).

Minton et al.”s (2012) research find that inernet is the primary source for green products for one third of

the consumer. Ottman et al. (2006, p. 33) highlight the importance of online communication:
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Ndz /vs Ev S UmSilkaadliis Pagt, accessible repository of information, web sitesh seagines,
blogs, product ratings sites, podcasts and other digital platfanpes) significant opportunities for tapping

Jvepu Ee<[ e} ] o v Juupv] 3]}v v SAIENAPFIIMUU. GEUSIPE Vv % E} Y !

3.1.3.5 Conclusion

Extracting the essence of the existing literature in the field of sustainabidiketing communication, one
can observe that the communication of sustainability appears to be a complex and sensitive isisudud his

to the lack of knowledge and trust when it comes to green marketing resulting from greenwashing.

A focus can be observed around a double benefit communication to avoid green markgijig. Within
the double benefits theory, many authors advocateféousing primary on personal benefits and secondary
on environmental benefits (Ottman et al., 2006; Wei et al., 2014; Noondaléman, 2013). We identify
several different personal and environmental benefits in the literature. Henoegdthe process of
developing a marketing and communication strategy, a crucial decision needs to bedakeming the

combination of benefits, and the level of emphasis given to the environmental claim (Davis, 1993)

The communication appears to be very much focuses on details which can be attribtite challenge of
Juupv] S]VP epe3 Jv Jo]3C Jv Pv E 0o v u EI S EFw v (FESPAVE }o]

positive message framing, a specific, explicit, denotative and active messagedesign are identified. Moreover, in

terms of the message content, recommendations can be fourfrafoe of references, social normsand using

real life examples. In contrast, the literature advises against using moralization. Some authoesfarg

emotional messaggwhile others point towards logical content in the form of facts and statiEtiodabels,

strategic alliances, as well as word of mouth/ mouse marketing are noted as credibility sources in persuasive

sustainability marketing communication.
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3.1.4 Fashion communication

According to Carroll (2009) the fashion industry especially struggles in rédativerketing literacy, and
resulting consumer scepticism. Consumers are overwhelmed with the extensive amouifferehtd
advertisement messageand have started to see through attempts of persuasion or manipulation. This has
resulted in increasing resistance towards marketing techniques, calledE&! s]vP 0] E C[ ~ E&
Similarly, Kinley et al. (2010, p. 566) state that especiallyBoE& %o } %0 0 E "u}Geptddl oC §}
because they are often bombarded withme P o SZE}uPZ A E]J}pus u ] _X

3.1.4.1 Values in fashion communication

Ko et al. (2010) point out that fashion advertisement can express diffeakies that are ofpersonal
importance for fashion consumers.ZipueU }vepu Ee<[ pC]v mfluerceld by pefEeived outcomes

and associated personal values. In the course of a content analysisiari fadvertisement with a focus on

textual headlines and ad copy, Ko e{2010, p. 455) find* 18Z & (pv 3]}v o ~E o 3]A oC Juu
% ZCe*] 0 FAHE % E]V *¢ }E %°*C Z}*} ] 0 ~ u}sSl}v o%E&EEPFN] 0 VYUSUuBuE-X
Functional outcomes are associated Wfithctional values. Psychosocial outcomes are associated with three

sub groups such ascial, emotional andepistemic values. The following two tables provide definitions for the

different types of fashion values.

1} functicnal: emphasizing clothing’s physical functions and instrumental
performance;

(2) social: focusing on social class, reference group, and cultural ethnic group;
(3) emotional: emphasizing consumers’ positive and negative feelings;

4) epistemic: relating to the pursuit of variety and novelty;

Figurel5 Types of fashion values (Ko et al., 2010, p. 456)

The authors find out that functional values were predominant in earlier times (1920s), but $v = "§Z
2000s, emotional values hajeA ES | v Jv u%Z <]« ~<}458. TofollowingUalke Xsts all

values, its various forms and descriptions.
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Categaries Description
Functional — Versatility Stressing that the clothing can e used for many purposes
Ease of care Stressing that the clothing & easy to care for
Comfort Stressing that the clothing gives the wearer comfort
High queality Stressing that the quality of the clothing excels in one or
moTe ¢ haracteristics
Pmtection Stressing that the clothing progects the hody from weather
Dhurahility Stressing that the clothing & long-lasting
Economic henefit Stressing the low price of the clothing or vahe, given that
price
Social Symhol of social stans Emphesizing that the wearer of the clothing will appear as
a high society member. Position, mnk and wealth (within
the: context of the group) are stessed
Peraonal expression Emphesizing that wearing the clothing will allow one to
demonstrate one’s unigue style. Taste and difference in ads
Diress, for socess Empheasizing that wearing the clothing will make one
screed
Appmval by others Stressing that the person(s) who the wearer considers
important accept or like the clothing
Emational — Happiness Suggesting that the wearing of the clothing itself makes
one happy via images of happy people
Beauty Suggesting that the wearing of the clothing enhances, or
creates the beauty of its wearer
Elegance Suggesting that the wearing of the clothing enhances the
elegance of its wearer
Freedm Showing that wearing the clothing leads to relaation, de-
siressing, and escape from the constrictions of ondinary life
Hen timentality Tying sentimental images and their resulting feelings to
the clothing in onder to evoke an emotional oonnection to
the clothing
Feelings of the exatic Suggesting that the clothing enhances its wearer's exofic
appearance and themefore its wearer's appeal
Feelings of the fresh Suggesting that the clothing enhances its wearer's feelings
of the fresh and new
Feelings of the daring Suggesting that the clothing enhances its wearer's feelings
of courage or daning
Feelings of the sexy Suggesting that the clothing enhances its wearer's sexnal
appesl
Epistemic Pursuit of new fashion Stressing that the chothing i the most contemporary or

Pursuit of the undgque

avant-garde fashion availahle
Stressing that the clothing & rare ar unigue and gives its
WeATET & unigue ok

Figurel6 Fashion values and variations (Ko et al., 2045 7).

By having a closer look at the different values, one can see that all valuesitive potheir nature. This
matches the statement of Wrong & Malone (2016, p. 55) who clarifyptisitive advertising is beneficial, &
it ~ %o E JsAaffirmative emotions, such as excitement and arousal; the consurkelyigdihave a favourable
% E %3]}v }( A ES3].]vP_X /v }vsthat kehtsto nByatiyd emotion&Esiith JasPbeing
afraid, mad or frustrated, lead to unpopular perceptions. The evocation of positiotions in fashion
* M +Z]}v ]+ % E}u]e vis jvoC (}JE (E }u U
(Meneses & Rodriguez, 2010, p. 84). Fashion communication should feensonal fulfilment, convenience
v Jvv}A 3]A v «eU }v ~"3Z vindegiaryand,thost ofall, dthenew  ~D v « « ~ Z} E]Ppu Il
2010, p.84).

advertisement seems to be crudial
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3.1.4.2 Visual vs. textual communication

According to Carroll (2009, p. 150), a classic way to communicate bran@esasstashion is througgory
telling » VEE 3JAI AE 0 %E} s+ % EJu EJoC }v EVE-PAIFRA _XPINS

relation to the increasing marketing literacy, this technique has started to show its limits.

Wiley et al. (2007, p. 120) finds théisual content v A ES]s]VvP Je iped +« % o0 }( Jv(op v

% E} p § S$8]sSu « AE o }vsvd U v 3Z & AvehdeiinpBectiu] & ishem E ]
S3E 3]A %o }%0 %o E}Iu}d v ee oo (E vV oMi>]bAF UNSIELEFTO paiiPU A

signals may currently be more effective where the aim is to create impre@sighz & $Z v 8} }VA C u v

This technique should lead émotions and an instinctive dipping into sentiments. When processing visual

aspects, people must reflect actively in ordeinterpret symbols and using them for their identity. Through

SZ]e %o E&} e "SZ &E VvV * %o rtaesthetic eEE $ %} ¢} ~ EE}ooU T1i10U %o XifA

3.1.4.3 Celebrity endorsement

In relation to the importance of emotions in fashion, Carroll (2009) argues thatsehef cedebrities in
advertisement is a highly effective technique of communication, differentiation séaolishment of desired
brand associations in the minds of customers. Similarly, Lahiri & Siddika (2Blgom{7out that emotional
approaches like celebrity endorsement are one of the most effesthys to positive influence purchase
behaviour v. ~ipes o]l « (E dtracttBemessodnsumers X o0 E]38] « "E % E * V3 ]
for self-identity and self-articulation ~ & E } o o W60)iad with¥w A few seconds people can convey
characteristics from the celebrity to the product which immediately gives the brandrastakable face. The
impact of celebrity endorsement is influenced by factors like the autityraind fit of the celebrity relating

to the product (Carroll, 2009). Quoting Yves Saint Laurent {198dsfeld-Spolter & Thakkar, 2011, p. 133):

A P}} u} o v Av (<Z]}v. CiiC E-

3.1.4.4 Channels

The importance oWword of mouth when it comes to fashion is highlighted broadly (Chen & Chen, 2014;

Weisfeld-Spolter & Thakkar, 2011, Kinley et al., 2010). Cl#e& (2014, p.104) stateZ 3§ "A]SZ E *% 3§
u $Z} ¢« }( Juupv] 3]}V (JE % E} pu 8 JV(}EU 3]}V €Y %% EM® AJfpu E-
e % E}A] JvP 3Z u}*3 E o] o }89l@&E & ThpkkaX (20119 (paint out that the direct

communication between humans is crucial when it comes to dissemination of knowletigevareness of

fashion brands. Touchette (2015, p. 108) states that fashion brandsiteatam (potential) clients through

J(( EJVP A }vE e3eU ¢A %3 | U Jv3 E S]A Pu-+ v AJE}AWOICY_ Avvse
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their Facebook page. This so callrdnded entertainment can lead to the desired interplay between
(potential) customers, delight them and thus, aropsstive emotionsin the context of the brand (Touchegte
2015).

3.1.4.5 Conclusion

All'in all, to communicate fashion effectively several components should be condi@est@dn advertisement
should convey positive personal values (Ko et al.,)2@&8pecially the evocation of emotions seems to be
crucial]v 8} C[e* ( *Z]}v }uupv] fadilitatedl ZHrodgh using visual content (Carroll, 2009). In
that sense, it is considered as highly effective when attractive peopley (@tilal., 2007) or especially
celebrities promote a fashion brand (Carroll, 2009). Fashion brands smbeithin, make fun (Touchette,

2015) and entreat consumer to enter the realm of aesthetic dreams (Carroll, 2009).
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3.2 Conceptualization

The section seeks to synthesize the gathered knowledge about the invitstmyatepts in the literature
streams. The interplay between those will be crystalized imtanalytical framework. The process of
conceptualization refers to contextualizing concepts by winichmeaning and understanding is deepened. |
other words, we are moving the identified dimensions and variablpsrsuasive sustainable fashion
communication to the more abstract, and identify relationshipis. process allows us to create understanding
and meaning of out complex phenomenon, and eventually, prake&lésoader base for critically analysing

the empirical reality (Cope & Kalantzis, 2015).

3.2.1 Discussion of literature streams

First, the insights of the three literature streams are discussed. The perst@siveinication of sustainable
fashion brands appears to be of challenge for businesses due lackioé confidence and knowledge about

the ways of designing their messages to grow visibility and business outsigieeheniche. The green
consumers are found to be responsive to green massage, hence, the communication doesandabdpgpas
crucial compared to the unconcerned mass market. Here, the communication of sustainability &ppears

a complex and sensitive issue associated with theliscussed problematic of lack of knowledge and trust when

it comes to green marketing resulting from greenwashing. Furthermore, green marketing myopia is
problematic, meaning that marketers focus too much on the environmental valueadiraftéhe personal

benefits. This hinders reaching the mass consumers (Ottman et al., 2006).

Thus, the incorporation of personal benefits is essential. We can see thatstainable fashion
communication, the interplay of personal and environmental benefits is kcrisjgecially, as sustainability
and fashion are two fundamentally different concepts. Consequently, marketersftekentliapproaches to
marketing communication. Fashion, more than any other product like food or cleaniugtsraelates to the
ego, creation of own identity and self-realization. Even though the product agsso€how complexity
compared to technology products, tlirvolvement is especially high due to this symbolic importance. As
fashion is considered as a transformational producimgaticit communication is regarded as more effective
(Yan et al., 2012). This is consistent with our findings, that the commamicétfashion emphasizes the
creation of favourableisons and emotions, thus letting people dream, which is associated with a rather
implicit communicationFashion advertisement foces on positivity, interactivity, personal values, and
entertainment (Touchette, 2015). Drivinchighvisual - low text strategy can be especially persuasive as visual
communication is addressing the senses and emotions (Visser et 8)., R@lures have the immeasurable

power of an intuitive, rathauncanscious processing of stimuli that invites the viewer to create their own world
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and imaginations in the context of the brand (Carroll, 2009). In summdniprfasivertisement sells identities

and dreams through attractive people (Wiley et al., 2007) or especially celefritiesll( 2009).

In contrast, we see that in sustainability communication, the literature focustextaal communication,
message content and design respectively. Due to the need for credibility and creaticst, ofe observe a
focus on educational messages, and facts/ statistics, so that the communicationdvasational, canscious

and explicit character. Visser et al. (2015) consider textual communication as catering theofrtimel
consumer. This is a sharp contrast to the emotionality and implicitness of the fashion ¢oationyrand can

be related to Lorek & Lucas” (2012) observation of fashion being a roroaetstdry, and sustainability the
interruption of it through stating divorce rates. Thus, we can see that aduaiational benefits in form of
feeling good by doing good, considered as altruism, is impoa@E Juu & ~ t}}oo CU TiidoV [A}pul |
Grimmer & Woolley (2014) point out that this is especially relevahighinvolvement green products with
higher prices. This is interesting in relatiosustainable fashion, as fashion has earlier been characterized as
a high involvement product category and often pricier compared to fast fashion (Yar2@12). Therefore,
we conclude that especially in the context of fashion, it is crucial that susigrebiertisement iemotional

appealing in order to create a favourable brand image (Villarino & Font, 2015; &tisge2015; Nagar, 2014).

In summary, both concepts, sustainability and fashion, are sensitive andexoisgues to marketing
communication due to their natures per se. The communication is additionally difftoert aiming to
communicate the combination of both. Yet, the evoking of emotions seems to dial dan an effective
communication of fashion as well as sustainability. Thus, despite the differerscappbars to be the red
thread between both concepts. However, effective strategies towards that goal seendiféerent: When it
comes to fashion, especially pictorial communication is used with happy and desirgbl®@ sbowing
attractive and/or successful people (celebrities) to create emotions. Whereasustainability
communication, especially textual messages that trigger a feeling of moralcsiatisby acting altruistically
to create emotional benefits are utilised. The following figure visualises thedd®s between fashion and

sustainability in relation to its communication.
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Reality Dreams
Sustainability Fashion
Ideology/ Altruistic Egoism / Self realisation
Information & Emotions Emotions
Attention to detail Visuality

Explicitness Implicitness

Figurel7 Differing natures of concepts

3.2.2 Strategic approaches for communicating sustainable fashion

A direct comparison of fashion and sustainability, reveals the contrasting natures of the cdticalbys.we
can understand the reasoning behind the difficulty for marketers to communicate the combinddath, oh

an effective, persuasive way. Throughout the literature, we idemidyapproaches towards a persuasive
communication of sustainable fashion to address the mass market. Businessesetoessn amuted
sustainability communication approach, also called low disclosure strategy (Soler et al., 2015; Da &iau et
2014), and aouble benefit approach, also called a high commitment approdBfa Giau et al., 2014, Visser et
al, 2015).

Muted sustainability refers to a strateginon-communication of environmental information, thus sustainability
is not used as a sales argument. If mentioned, those aspects are represestgzhiate section on the
website, independent from the collections, web shop and products (Solak,€2015). The two main
arguments that we found for this approach, are related either to fear of being dcofigeeenwashing (Da
Giau et al., 2014), or unwillingness to position the brand as gretar € al., 2015). The phenomenon of
muted sustainability appears to be unique to the fashion industry, as we can oaeilyeolss strategic
approach in this industry within the utilized literature. This again, can lieddtathe identified conflicting

natures of fashion in relation to sustainability.

A double benefit strategy refers to incorporating both benefits related to sustainability and fashiorthieto

communication. Within the literaturafocus on personal benefits which customers gain when purchasing
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particular fashion item is recommended. Sustainable benefits, which presents mog#ysonal benefits,
should only communicated secondarily. Thus, we consider this strategyras$trtegy (First-Fashion
strategy). Advocates of this approach argue that sustainability functioroagpatitive advantage in terms
of differentiation (Ottman et al., 2006). In contrast, communicating a doodtefit with a focus on
sustainability, is found to be an approach limited to green consumers (Kim1&3al). The following figure
shows the two strategic approaches of communicating sustainable fashion that adei@has persuasive

when addressing the mainstream market in the literature.

A D

Fashion Sustainability
Muted Sustainability ‘,3 »
Strategy {
FiFa-Strategy *ﬂ) <

Figurel8 Strategies to sustainable fashion communication

3.2.3 Analytical framework

In order to be able to address the two strategic approaches, we construahaytical framework by

synthesizing the theoretical insights.

We come to identiffour dimensions of sustainability fashion canmunication that form the elements for the
theoretical framework. That we refer to avalue profile, the message dimension including message content

and designcredibility, and channel.

Concerning the choice of channel there is an observed tendency towards more interactive chaiimats
social media online communication as a means to facilitate interactive exchange agdedialraditional
communication approaches that aimed at persuading were diagnosed to be unsuccessfullyningonvi
consumers to purchase sustainability products (Minton et al. 2012). In retatgustainable fashion, web

Z vv 0 }luupv] S]}v]e *% ] 00C Ju%l}ES vS + S} vLoQE VveusS¥Z]v uislaQEs
purchase intention (Da Giau et al., 2015). Furthermore, several authors emphasiedgnoportance of web
based communication on websites of firms (Villarino & Font, 2015; Visser @13),,&specially in relation to

the two mentioned strategic approaches for communicating sustainable fashion, muted sudiagiediggy
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and Fi-Fa strategy (Soler et al., 2015; Da Giau et al., 20dB)aRy consumer the internet is the main source
for sustainable products (Minton et al., 2012). As especially the web d¢harmghlighted as a valuable
platform for communicating sustainable fashion brands, thus we focus our researchcamtéyet analysis
of websites (also see section 4.1.3). Thus, we delimit oussiebra the channel dimension in our analytical

framework.

' N

* Personal Values
(+)

* Environmental

* [nteractive

s Labels
* Strategic alliances

* Content

Values » Word of mouth .
* Design * Traditional
. Credibilit
Value mix
— s
What How Where

v

Figurel9 The communication process of sustainable fashion

3.2.3.1 The value profile

Thevalue profile, is the first initial dimension, and covers the predominant topic of decision concéraing
values chosen to communicate sustainable fashion brands. It addresses and captutgseshand
combination of benefits communicated from the sender to the receiving consumiee. dinda of fashion and
sustainability, we find a dense set of values that can be combinedvighaeme to hame this dimension the
value profile. It is thedetermining factor for the strategic approach of communication. Across the different
values, we could not observe findings concerning tendencies what values comiiibedwdre persuasive
than other combinations. The following section unites the values identified, and sigeth¢hem into a

comprehensive value map.

Regardindiashion, Ko et al. (2010) reveal a large variefyensonal valuesto be used in fashion communication.
There are four types of personal value categotiesctional, social, emotional and episemic customer

benefits. Within every category, one finds specific values which are illustrated in thenfpfigwie.
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Eemee—5
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Figure20 Value map - Fashion

In the area ofsustainability, we see an extensive discussion of the interplay between personaloand n
% Ee}v 0 Vv (]8¢X + e85 v Z %3 & iXiXiXiUsA[fimctional bensfits andS JvP u]e.
non-functional benefits. As the former one is related to the product and its characterisivironmental
benefits, and social-ethical benefits are considered as functional benefits in the context of sustainability
(D"Souza, 2015). Similarly, Da Giau et al. (2014) state that sustharadfies can be split into environmental,
social, and local sustainability referring to human rights, working conditionsoamdry of origin. The
sustainability communication stream presemsironmental values in four categories such as product
orientation, process orientation, image orientation and environmental facts (Carlalori @93in Polonsky et

oX i60606X }J&E JvP 3§} néri-fundtionalibérfedits include experiential benefits, respectively

emotional benefits, in form of moral satisfaction (feeling good by doing good), also consichitreiisas

Furthermore, different authors emphasize on personal values in the context ofnabfgaproducts or
services. Referring to chapter 3.1.3.2, Grimmer & Woolley (2014) note tredtiase related to direct impacts
that the consumer experiences such as reduced power bills because of using gresmcepptiost saving).
Likewise, Ottman et al. (2006) refer to five categories of personabvaliel as convenience, performance,
symbolism, efficiency and cost-effectiveness. However, those are relagetie¢cal product categories, and
not fashion in particular. A comparison between the personal values mentioned in sustaitielele with

the found fashion values by Ko et al. (2010) reveal, that all personal values mentioned in the suatamable
are covered by the identified fashion values. The following figure illustrates thiéiedievalues in relation to

sustainability.
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Functional Envotional
Environmental  Social -Ethical Experiential

Figure21 Value mapt Sustainability

3.2.3.2 The message mix

Themessage dimension refers to the messages transmitted, their content and design, respectively the form
of verbal communication between a brand and a (potential) customer. Generally, fashionrioatiou has

a strong focus oimaginary, visual communication (Kim et al., 1997; Carroll, 2009). In contradt mat find

this aspect in the sustainability literature, which is more marked by adoaletailed textual communication

variables. This shows tendencies towards textual rather than visual communication.

Thefashion stream reveals a limited amount of options concerning the message coAtirus can be found

on storytelling and brand entertainment (Carroll, 2009), whereas the former is seen critical in the literature
Messages should be designed positively (Wrong & Malone, 2016; Meneses & Rpa@igj0g and in a rather
implicit manner (Yan et al., 2012). The following figure shows our findimgeffective message
communication in relation to sustainability. The variables in bold should mirror recommendations based on

the literature.
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Figure22 Message content and desigr-ashion

Thesustainability stream reveals a detailed field of message content and message design valisissge
content variables are facts/ statics (Davis, 1993, Tu et al., 2C8g bf reference (Davis, 1993; Ottman et
al., 2006), social norms (Villarino & Font, 2015), educational meg§agé& Damhorst, 1999; Ottman et al.,
2006; Yan et al., 2012; Noonan & Coleman, 2013; Tu et al), 28d13ife examples (Villarino & Font, 2015;
Nagar, 2014), environmental activism (Kim & Damhorst, 1999oemental correctness (Kim & Damhorst,
1999), and moralizing (Villarino & Font,2015; Ottman et al., 20f8)tified message design variables are
message explicitness (Yan et al.,, 2012), messages specificity (Da)iscd®fotative versus denotive

expressions, message frame, call to action, and message appeal (Villarino & Fant, 2015)

In terms of the message content, positive influence on persuasion likelghfimahd forframe of references,

social norms, educational message, usingreal life examples, andenvironmental activism. Moralisation is advised
against. There are different views on using statistics, and environmental tcessec Sustainability
communication is expected to have an increased likelihood of persuasion whemefisage is framed

positively and come along irggedfic, explicit, denotative, andactive manner.

As stated in chapter 3.1.3.2, Tu et al. (2013) and Davis (198ByHtigpecific data like statistics in green
marketing communication, which we associate with a rather logical appeal. In cdfitladno & Font (2015),

Nagar (2014), and Visser et al. (2015) argue for emotional, agpesssages. Villarino & Font (2015) point

JUS 8Z 3 0}P] O U s P ¢ 8Z § 8 veulS *}0o 0C & dNIE-§ F3vII WX Z %
they recommend to use of an appealing message design which create positive f¢élargm & Font, 2015).

Likewise, Hartman et al. (2005 Visser et al., 2015) find that purchase intention for green produets a
positively related to an emotional strategy. As stated above, especiallydorttext of fashion the marketing

and communication is dominated by the creation of emotions. The following figureupuous findings on
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effective message communication in relation to sustainability. The variabldd mibor recommendations

in the literature.

Figure23 Message content and desidrsustainability

3.2.3.3 The credibility creation

Due to the complexity of sustainability communication in terms of challenges related to ntarkgtpia,
greenwashing and lack of trust, ttienension of credibility could be identified. Thus, the third level refers to
communication elements as a means to establish credibility, which is important fordsbibnf and
sustainability. For the former to address marketing literacy and overcome corstepécism, and the latter

as a means to establish trust, overcome consumer scepticism in terms of greenwashing.

In the fashion area, credibility can be established through word of mouth/ mouse, and termaygeements
by attractive people, especially celebrities (Carroll, 2009; Lahiri & S, Weisfeld-Spolter & Thakkar,
2011). In the sustainable area, credibility can be established thrésry endorsements such as eco-labels
(Kim and Damhorst, 1999; Ottman et al., 2006; Lorek & Lucas,R@bbit, 2012; Pittner, 2014), strategic
alliances (Chan, 2013; Kumar, 2014), or celebrity endorsement (Ottnadn 2006). Also in relation to
sustainability, word of mouth/ mouse is an important credibility source (Ottmah,e2016). Again, the

variables in bold are recommendations based on the literature.
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{ Attractive people
{Word of mouth / Social media

Eashion { Celebrity endorsement

{ Celebrity endorsement
{Eco labels or seals
{Internal vsexternal source
{ Strategic alliances / collaborations

Sustainability { Word of mouth / social media

Figure24 Sources of credibility in Fashion and Sustainability
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3.2.3.4 The model

Eeme——5

In summary, for the thesis, the analytical framework is made up of three dimgnand several variables

that influence the likelihood of persuasive communication of sustainable fashiormaiteavbrk gives an

overview about the process of strategic design for sustainable fashion brands, hibwisses to show which

variables are utilised and how they are most persuasive. Additionally, there areingrdliguments in the

literature. Thus, even though the analytical framework shows tendencies fesgasrpersuasion likelihood,

the framework needs to be considered a working framework until its faces emaetgl that can reveal

strategic practical approach.

Fashion The Value Profile Sustainability
: : ; : : Functional Emotional
Functional Social Emotional  Epistemic T motiona
Environmental Social -Ethical Experiential
- »_ e T !
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* Attractive people
* Word of mouth / Social media
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Figure 25 Analytical framework of sustainability fashion communication
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Sustainability

* Celebrity endorsement

* Eco labels or seals
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The research design is the guide for the empirical research to answer our research obfjeutbating
knowledge on persuasive communication of sustainable fashion brands, and enhanciig BWF
communication. The research design for our thesis is a qualitative and cargarat. Specifically, this thesis

is amultiple-case study with a specific focus camart practice research througha directed qualitative cantent

analysis oncorporate websites (illustrated in Figure 25). In the following, the techniques of multiple tadg s
smart practice, and qualitative content analysis will be presented and disdasgsdtion to this thesis.
Hereafter, we will illuminate therocess of research and considerations concerning the employede
selection, andcdlection andanalysis of data. Lastly, we consider criteria of trustworthiness of the thesis to

evaluate the research process and findings.

Qualitative Research Design

\ Multiple Case Study /
\ Smart Practice /

Directed
Content Analysis

Corporate
website

Figure25 Research design overview

4.1 Multiple case study research

Scientifically, case studies enjoy increasingly employment in soeraescésearch, as they offer a highly
relevant approach to reveal knowledge about a given phenomenon, especiatlyituseather unexplored

(Kuada, 2010). According to Creswell (20060 pe N oe e85 C ilvolvesdheZstudy of an issue
explored through one ormore « « A]3Z]v tuv  Cr&sw&ll 2086, p. 74) differentiates between

SZE SC% ¢ }( * *Su CW N"SZ e]JvPO [V SEPUME U PWOSPHoO0SU CUSd C Yo
intrin o | e e3u C_X tZ]lJo 8Z e¢]JvPo v ]JvSE]ve] P( 38U CoE](]E 3FUS B Z

multiple one analyses several cases to answer the research question (Creswell, 2006).
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We employ &omparative researchdesign, thus amultiple-case study. A comparative case study assumes that

the analysis of several cases results in a broader understanding ofvéistigated phenomenon. When
conducting a multiple case study, the researcher applies the same procedure tal sedected cases
(Creswell, 2006; Bryman & Bell, 2007). Generalyy 0]3 3]A & « & Z E+» E E op § vs &} |
case to another because the context} (¢ « ](( E_ ~ (Ep.-74).oldéiefidbe investigation of

several cases is regarded as beneficial to increase the ability of getieral(Creswell, 2006). However, in

line with our positioning and research objective, we do not strive for theoryrguildihe first place, but to

create the optimal tool for analysing cases with the aine¢commend a srategy to Better World Fashion.

Hence, the reasoning for multiple cases lays in the fact that it allowsdentdy what is unique and what is
common across cases. In relation to this thesis and the research objective, the rappanelch allows us to
compare and contrast the marketing communication strategies used by successful sustahadridofands.
This allows understanding if any fundamental differences or common patterns axégrniog this
phenomenon, and what we can learn in the sense of smart practices withlah discussed in the next section

below.

4.1.1 Smart practice research

More specifically, we strive towards benchmarking the findings of the multiptestudy in the sense of a

best practice research (BPR), smart practice respeckve® E v ]+ § oX ~i6d6de & ( E S8} _
benchmarking' as a widely used techniqgue of management practices aimed atimgpooyanizational

% E(}EU V % ES] po EoC Jv 8§ Eue }( *3E 3 P] v ol udapdsmas).A Ay
Essentially, the research method is based on the idea that companies can increaseapeddry learning

from the successful practices of others (Francis et al, 1999). The methedtgiractice emerged in the
consultancy sector, but is also used in the academic sector (Bretschneide2@2%). Best practice research

is especially beneficial in highly competitive markets (Bretschneider et al., \2B@5) applies to the fashion

market (Yan et al., 2@) The objective of BPR is the enhancenge } ( He]v eo[e % E Sfrom C o
identified principles of a more successful business. Vesley (2011) refmgetoand source sites in BARe

target site is the organisation to be improved, hence Better World Fashion, while institnéibase proving

guidance for changes based on their principle are called source sites.

There are different methods concerning BPR. Vesley (2011) differentiates between two basico$tBEir)s
such as the quantitative microeconomic BPR, and case study-based qualitative BPR. v@uBRIRdticus on

the selection of one best practice through a systematic process. This requires a ceetpbétall possible
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cases which can be compared to each other. The aim is to develop ktlvaosato crystallise causes based

on statistical techniques. In relation to our thesis, this is not in line with ottiopo®y and research objective.

Therefore, we consider the qualitative approach as it uses case study tbmeakenisms (Vesley, 2011).
According to Bardach (200%Vesley, 2011), best practice is a misleading terminology as the possityility
identifying the one best practice is questionable, and such research will $Hmgtea *P}} % & S]] _X
Nevertheless, good also is a highly subjective worbd@pends on the context and setting. Bardach (2604

Vesley, 2011, p. 106) therefore wokkih the terminology”su @&%&E § _to acknowledge that there are

ASmart or interesting ided v P]A v % @Bites utsidd the targetience, the researcher seeks to gain
knowledge about the smartness of practices to verbalize and evaluateyemdialy to apply them in the

context of the target site. The focus is not, like in the quantitaiitvese @& ZU }v pHe 0 SZ }EC Z]v
% E Sdswe see the social world as complex and socially construmbeldphenomenon are interrelated.
Instead, the termmechanism is used, that isan explanation of a phenomenon at the medium level of
abstraction thus being less abstract than a fixed law or regulation, yet more abttearch sole description
(Vesley, 2011, p. 107). However, the smart practices still emergenfitbin its context and surrounding

which needs to be taken into consideration when making any transfer from source to tarfiéesiity, 2011).

Vesley (2011) refers to the conversion of the gained experience and undergtémdhe target side as
extrapolation. Rather than being a mere replicatiodefE S] U ]85 <Z} o creative and flexibte
application in the target site ofcarefully examined mechanism ]+ }A & v $Z «)eSey, 2QEl,
p. 108) Thus, it essentially is related to the procedsarhing in line with the primary aim of finding a practice

suitable for the target site.
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4.1.2 Directed content analysis

In order to identify smart practice communication strategies of sustainable fashion brands, whdserea
gualitative content analysis design with a specific so-called directed abpeaaing on Hsieh & Shannon
(2005). Content analysis is a widely used method in the field dtatjval research, and represents a
technique to analyse textual contetit.holds the advantage of being an unobtrusive method that allows to
collect data without for instance social desirability biases (Payne & Papdg, Researchers differentiate
between quantitative and qualitative content analysis (Hsieh & Shannor), ZB@5main difference lays in

the fact that the Qualitative content analysis goes beyond merely counting words to examining language
intensely for the purpose of classifying large amounts of text inteffaslent number of categories that
represent sinffo (E u Vv]vPe_~ ¢] Z 7 7AZ W2EB)UIt Taiins Lhiatta@ining knowledge and
understanding of the phenomenon. Hence, it can be defned’as E « & Z u §Z} (}E& $Z -p
interpretation of the content of text data through the systematic classification gsooé coding and
identifyingthemes or patterns_ ~,+] Z ©~ ~Z vv}vU TiifieX 151}v ooCU W Cv =~ W C

content analysis refers to data sources of etttual andvisual nature.

Hsieh & Shannon (2005) differentiate between three types of qualitative coteslysis, such as
conventional, directed, and summative content analysis. The main difference laysstartimgy point of
analysis and where variables are derived from. In a conventional approach, varalldeducted from the
data analysis. In this way, a researcher can create a rich understanding abmehen through inductive
category development. The challenge here is that it possesses the risk of nhahgagpitmmplete picture of
the phenomenonThe summative approach is characterised approaching texts not as a wholesimgieas
word or in relation to particular content. The researcher identifies patterns thattdean interpretation of
the contextual meaning of specific terms or content. With a directed content analysisigethieory and
research are used to develop the initial coding scheme before the analysis of thaglatelysis proceeds,

can efficiently extend or refine the theory.

We are utilizing the directed approach for our thesis. This technique begins with a tteéqretspective as
a guide to create initial categories (Hsieh & Shannon, 2005). It is dppdpremploy this approach when
there is existing theory or research about the phenomenon that however is not corapteteeds further
insights. Essentially, the purpose of a directed approach is the concepidatisa or extension of a
theoretical framework or theory. The directed approach generally is characterizestrogtaral procedure
taking upon existing research to identify key concepts and variables that representoditigl categories
(Potter & Levine-Donnerstein, 1999). In relation to our thesis, the in@dipo of empirical reality

investigation seeks to address the third research objective of applying the conieeptoasearch findings of
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sustainable fashion communication to successfodrt cases. Those are chosen based on tirelevance for
BWF and their establishment in the markeét draw from their practices in order ioform the theoreticd

insights with practica ones and learn from these cases in the sense of smart practise research.

As suggested by Hsieh & Shannon (2005), we use the theoretical researchtmsignsfy a preliminary
coding scheme, analytical framework respectively, with initial relationships among rmuization
variables. This can also be catleductive caegary application. This is followed by operational definitions for
each variable. The conceptual framework, will guide the discussion of the findinwgsidéatified categories
offer either contractions, or can extend and enrich the framework. This is wherteahgtlk of the directed

content analysis lays, it allowssupport or extend knowledge (Hsieh & Shannon, 2005).

Approaching data with an informed view, has advantages and disadvantages. On the bawismgiéormer
insights about the phenomenon under investigation is important in order to ebestgossible analysis in
interpretative research. On the other side, it increases the risk that the reseascimaré likely to find
supportive rather than non-supportive elements of a theory. Hence, this refers to the risk oflineiad by
prior research and overemphasize on those conceptual variables of the phenomenon (Kgiahn&n,
2005). For example, referring to the analytical framework, the discussionthbdatms and combination of
consumer values presents a central element of the literature review. The i$¢& #vat the acquired
knowledge might influence us in the way we look at the web content for exdygdatting too much
emphasize on consumer values and underrate other aspects which might be importantr to codmteract
these risks, we create awareness by operationalizing all dimensions andthalsg®uld ensure equality
within the different identified dimensions and values. This provides us withcdused process guided by
clear definitions that increases transparency and objectivity in the data anBiysieermore, we make use
of the fact that we are two researchers for the thesis. Hence, we introduce proceduregbetach other,
to encourage objectivity in the process. For instance, we perform the data collantibanalysis first

separately, and then discuss the results, to come arrive at an informed result.

4.1.3Unit of analysis - the corporate website

According to Hsieh & Shannon (2005), data analysed in the process of content@aralysgn from various
SOUE U ep Z « AE oU %E]JvE }E o SE}v] X X v bwEl 3 %EE Ev
offer advantages to their customers, while providing a shopping experience sintilarttaditional bricks-
and-u}E&S & S} E _ ~ }Ep. C77)5theowebsifiel isi considered as a valuable electronic business
channel. Online stores are always available, independent from their geographic loc#ierviefver, and

allow a direct communication to people. The expenses of data collection are love (8/kee, 2000). For
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Ju% v] U 8Z }vo]v A}Eo viront AZAFE 3 @®} 5} E +}o JE 3SoC §}
(Corley et al., 2013, p. 177). Several authors emphasize on thedngeof web based communication
SZE}IUPZ }u%bsit€inthe dea of sustainability (Villarino & Font, 2015; Visser 2085; Soler et al.,

2015). Referring to the fashion industry, Da Giau et al. (2015) dpéaiglight the importance of the
webpage as a valuable platform for communicating sustainable fashion brands and chesatesia good

S}}o S8} Jv(op v §Z HeStu E—-°[ %opE Z » ]JvS vSX t }JVUNSEVYU ]V -
technology that holds a great research potential (Kim, 2010).

Furthermore, especially for comparatively new companies, the online walgaotential business channel
due to low costs and worldwide reach. Likewise, the start-up BWF is a-paremerce which makes the
corporate website the main communication and purchase channel. Therefore, its web communication is
crucial for its success. The communication should be designed in a smasdllatiught manner as it is an

important touchpoint with the brand.

Consequently, for the thesis, we have chosen to focus our research on the analysis afecarpbsites of
sustainability fashion brands to learn from their smart communication practices. Rather tignguti
interviews with companies to capture their communication practices, we have decideddayuatitative

content analysis of the brands web-bas }uupv] $§]}v AZ] Z v 0 ¢ pe §} %oSUE SZ
appearance in a very direct way. The objective iglv & "AZ 3§ v ~ZA_of the communication
strategy of the brands. This knowledge can be obtained through a thorough and structureis anatyntent
available on the webpages. The implementation is efficient, as the ddtaady in place (Kim, 2010). We

only utilise publicly and openly available texts on the companies' welzsittsherefore did not ask for

permission from the companies themselves.

*+ 0E C+*33%8 U (E}u E =+ E Z E[* %}]vS }( A] AU 872 11D EA}®ED- Z
a valuable platform for providing information and get in contact with people. Thus, alspfmi content
researcher, the web is an interesting and arising research field that provigesstikility for getting valuable

information and insights (Weare & Lin, 2000).

rAdZ EJe }( 8Z ttt ¢ u i}E }uupv] 3]}ve u JHUUZIU® 3Z A}EWOVGSE §()
contentav oCe]e E - (MEae &, 2000, p.289)

However, the online world is often unstructured, chaotic and boundless, and pravidesplex amount of
information, which changes rapidly. This makes the analysis of online content difficult (Weare & ).iiln 2000

JVEE 8 8§} §Z v 0Ce]* }( §E J8]}vo u ] o]l vihe%s % GEoWREZP ve ol R
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boundaries with a clear start and ending point are often lacking. Through the Usagerlimkages on
websites, marketers can forward the viewer of the website through clickiadirda This leads to the question

of how many interlinkages the researcher should follow and how much content &lecandlysed (Rossler,

2000). Similar, Weare & Lin (2000) state that scientists need to tieg@ebout the determination of the unit

}( vV oCe]eX dZpueU ]88 ] Ep]o 28} (]Jv 3E JvA®WSIR SBvu ~t PE pv >]v
p.281), which depends mainly on the research questibnvC }vo]v }vs vS E « E Binge "(} U]
web pages as defined by URleither homepages (e.qg., the first page presented when entering a Wednsite)

E v }JuoC E AV % P ¢« ~t E ~ >]vU 111U %@ X} (}A BuPo IvE EvS]

crucial elements are illustrated (Weare & Lin, 2000).

Margolis & Pauwels (2011) give recommendations about how to analyse website codétai that follows

a logical sequence by running from superficial to deeper levels. Amoexg,athe researchers distinguish

between two phases. Bir researchers should describe the core elements of the website like its structure and

u vs]}v v v8 & P}E] X dZ]e v e 3]}v ]v AZ] Z 8Z }EP v]l §]}v

section in which the organizations presents its products. Furthermore, striking charactrticsbe listed

as charts or feedback areas. In the next step, researcher should has#éealdeok on certain aspects, explore

and interpret them. Researcher should analyse the meaning of textual and pictoraled E P & JvP "S5} %
V ]Jeep o 82 8 E JvP 03 A1SZ v 3Z /E% @ st A Ge e [I3]]Ue v X9 XE® Id

] lve] & e N§Z VSE 0 v Vv} }H S u}eS VvV }u% c*]vP_X~D EP}o]s " W

4.2 Research process

We combine several research techniques in order to design our research process, assl thddresearch
objective, such as comparative research design with a directed qualitative contenisaralysmart practice

emphasis. We design the process by integrating typical outlines of the utilised approaches.

Kim (2010) refes to initiating a content analysis through conceptualisation, and a following operationalisation
that refers to the coding scheme. This is in line with Hsieh & Shannon j20€&gs for the specific directed
content analysis. Dasgupta (2015) gives guidelines for the process of condueiitative case study
research. According to her, first organizations as units of analysidbmsstected, which is considered as
sampling strategy. Afterwards, researcher shoutdllect andanalyse the data that enables theiscussion of

results. This is illustrated in the following figure.
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I. Conceptualization

Define a set of variables and conceptually
formulate definitions

Il. Operationalization
Define categories and units of measurement

Develop coding scheme

1ll. Sample selection

Determine sample strategy and select cases

IV. Data Collection

Conduct the data Collection process though
a directed content analysis of webpages

V. Data Analysis

Analyze, interpret and discuss the data and
findings

Figure26 Process of a case study (inspired by Dasgupta, 2015; Hsieh & Shannon, 2@03,0Kim,

4.2.1 Operationalization

In order to capture communication strategies of sustainable fashion brandsconpitssate homepages, we
need to operationalize the analytical framework and its variables. As discussed tb@sliexiers to the
development of a coding scheme that will guide the data collection. Hsiem&dBh@005) point out that
the coding process is the crucial part in relation to the success as well as trustworthinasootent analysis.
The coding refers to content categories, which are patterns or themes expressed in the ttaxiugh
pictures. An essential step within the process is the developmetioding scheme as it represents our guide
to make decisions in the analysis of content. The scheme can be compateahtiation guide and ensures

that the data analysis is systematic, logical, and scientific.

During the analysis, additional codes can potentially be identified within the differees. The purpose of

adding is to create the best possible framework, as the quality of the frame caneldighe quality of the

& }tuu v S§]}ve ~ZS8Z §§ &€ $Z (E u U 8Z Bldw&vers dur aBjeclivelis ot £0] } v e [« X
refine the framework as a means to create generalist theory, but to create the foundatgaretreflected
well-grounded recommendations for BWWWe aim to ensure that all cases are analysed with the same
framework. Thus, the additional variables (codes) that we identify duringntidgsis of the different cases

will be added to the framework. After the completion of the analysis cdsdls, we skim all cases again to see

Page80| 172



Master Thesis 7 MSc. IM

whether the new variables are also used in the other cases. Through that, thénondech we analyse the
cases has no effect on the findings. The operationalised framework cannleificAppendix 1, the revised

analytical framework can be found in section 5.6.

4.2.2 Sample selection

Designing a sampling strategy is a crucial step in the qualitative researctspfotembiased and robust

sample selection frame is the basis for unbiased and robust results (VZ®BY, In the context of case study

research, Wilmot (2005) states thaurposive sampling is a typical technique utilized dualitative research.

Within this strategy, the focus does not lay on the sample size (quantity fadusi, & selection of valuable

case through appropriateelection criteria (quality focus). Dasgupta (2015, p.LStates, *SZ e« &

selected because they are particulasitable for illuminating and extending relationships and logic among
} v e S E |LiKewise, Creswell (2006) advises to select cases thatosteraluable, respectively cases that

enable to gain the most insights for the phenomenon under investigation.

Specifically, in relation fmest practice research, Vesely (2011) distinguishes betwéarget sitesandsource
sites One must firstharacterise the target site. Afterwards, the researcher has to look gource sites from
which the target site can learn, considered as smart practice (Vesely, 203Inportant to discuss which

factors qualify a case to waluable, andsmart.

Referring to the amount of selected cases, Creswell (2006) statagskharcher must think carefully about
it. As presented, the analysis of several cases is beneficial, drpteydownside of using several cases is,
8Z 3 18 8Z]VvV e¢ 8Z vV 0Ce]* % E} +eW "3Z WEZ 0 - $HanyAjge d Sy
e ~ (E <A ooU 1110U % X, pIeXexplEit sfateschat thede is no required number of cases
within a multiple case study approach, but he recommends using u}E& 3$Z v (JUE }E (]JA o o

In relation to our thesis, we chose a purposive sampling strategy alontheviimart practice focus. We
employ selection criteria and a funnel process to ensure we are worikingaluable, relevant organisations.
Leaning on Vesely (2011), we therefore, profile the target site, Bettdd Washion, as a means to identify
criteria that can guide our selection of source sites. This does not only ensure et wentify relevant
smart firms, but also is an important filter as a means to reduce the higitydef sustainable fashion brands

available online.
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4.2.2.1 Source site characterization

BWEF is a Danish e-commerce start-up founded in 2016 by Reimer Ivatey Kiamgl and Kresten Thomsen

and is headquartered in Aalborg (Denmark). The brand is offering sustdaadie jackets. The website is
available in English and shipping is global. The leather is sourcedeftond hand clothing that has been
donated to NGOs in Denmark. The production takes place in Poland. The beethofe male and three

female models, which are all unique due to the different sowing patterns and lsatirees used. The brand

strictly avoids selling products that are made from new materials. The pr@fubeabtained through two

models: Classic purchase the leather jacket with the option of the brand bugkthbgacket once it is no

longer in use with a 50% discount off the next purchase. Alternatively, custoanelesase jackets through a
monthly leasing fee. Summarising, the business model is a circular one. @onterrprice segment, the

brands ranges on a higher price range wittleo €]  }( i01!X t& A}EIl+s A]§8Z +3}ECS o0o0]
(}JE&uU S }( vV % %X peSlu E+ v A vie 3} i ESFIu-3IECEIAZG Z(u iv
PE}As v 8Z v £33 }Av E v (}Joo}A v §} SZ i | §[c «S}ECX

We extract the following profile criteria from this:

X Gobal company (with worldwide delivery)

X Ebusness (web as one sales channel)

x English website available

x Focus their product segment alothing (excl. other fashion categories such as shoes or accessories)

X Sustainable focus in their products concerning the incorporatioecytled material (in favour of just
organic catton, or other materials)

X Range on higher price rangeoutside high-street prices

We conduct two searches. First, we seek the maximum closene®gRbyBfocusing on the same product
SPIYEC }(0 SZ Ei | 88Xt o E ZS3SZ ]JvS ®&veS [VYEEV]EPZ"E o8 @

i | Se_ v “Mepes ]Jv o0 o &l @eniify IthEee brands that follow all criteria. Those are

Pelechecaco from DenmarkWolf and Lamb from the US, andeadwood from Sweden. As a means to

determine the success of the brands and potential as a source site, we cdimgiasocial media follower

size on Instagram. As visible below, the three brands all have at leasaswnuch follower as BWF. We argue

like this, with being aware that follower size does not translate into conssimggrbut it is an identifiable

approximation that we can access and compare.
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Table 2 Comparison of Instagram followers (accessed 20.06.2017)

BWF Pelechecoco Wolf and Lamb Deadwood

5151 10,400 12,100 13,2000

During a first assessment, we can see that Wolf and liamdther non-transparent in their practices
(Buzzwords as sustainable and green without any justification of claimsy atetails on sustainability)
Moreover, Deadwood and Pelechecoco, offer closer characteristics in terms of prastioet$, @work old

leather materials into new jackets. Therefore, we decide to exclude Wolf and Lamb from the sample

_ Hereafter, we conduct a second search followingueposive sampling
Stella McCartney (4,2 Mio.)

approach. We aim for smart practices to address the mainstream market,
Patagonia (2,8 Mio.) ) ) ] ] .
which leads to the reasoning to include big and well-known players into the

Reformation (718000)  sample. Hence, we empC v Jv& Ev § » & Z }v EV]VP Aeped

ReDone (193 000) & v, and use the above-discussed sample criteria identified based on
Filippa K (142 000) BWF's profile. This search stream therefore does not narrow the product
Nudie Jeans (127 000) category down to leather jackets. We identify a big pool of sustainable fashion
People Tree (58 700) brands The model below shows an exemplary variety, and does not include

) allthe smaller brands found.
Alternative apparel (41 400)

Fat Face (31 200) When examining the companies closer, we identify different degrees to which
Armedangels (22 000) recycling as a sustainable practice is employed. Some companies like
Pactorganic (16 300) Patagonia, which is a well-known and established brand in the field, focuses

. on outdoor clothing which relates to a specific segment and apparel function
Mudjeans (14 400)

outside the more generalist character of BV#tella McCartney has an
Jannjune (11 800) . o
extensive foll A E « V Z}A A EU SZ & v [* sy e+ U]PZS

Figure27 Sample Pool celebrity background of the founder, so we see another origin compared to
(Accessed 20.06.2017) BWE

The third biggest follower base has the American brand Reformation that has a broader product palette
offering, and appears to be one of the main mainstream leaders in the sustainable fashion markehd he b
employs different sustainability practice among others also recycled materighieve can gain valuable

insights from a highly successful sustainable business.
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Additionally, we findRéDone, on the fourth rank. The brand focuses on reworked Levi's Jeans, hence the
concept is similar to BWF, but focuses on another fashion litesombination with the high follower size, we
believe that Re/Done is a valuable source site. Lastly, we chatediotlse Dutch branMudJeans which also
works with jeans as a product focus. Not only are jeans and leather jackets gioducts, but MudJeans

also operates with a circular business model like BWF. The brandclaemly brand that works completely

according to the principles of the circular economy, which makes it a relevant target site for the case study.

In total, we end up with a sample of five sustainable fashion brands, aggelrs to be in line with Créd oo

(2006) recommendation of a sample size of maximum five cases.

) Pelechecoco (DK)

Re/Done(US) RE/DUNE

MudJeans (NL)
MUD JEANS

) reformation (US)  Reformation

) Deadwood (SE) >> DEADWOOD <<

Figure28 Smart practice sample

4.2.3 Data collection

As noticed by Gering (2015), the analysis of content of a webpage has the adwdrdaget availability.

However, due to the complexity and interconnectedness of #elE S« $Z E ]+ ~¢ u]J]vPOC Vv 0
JE%}IE § § £S5« X ' E]vP ~1iifie Z]PZo]P Z3§ pagessis campley &nd Jtérative, 0 C ] e

and suggests narrowing down the scope of analysis, instead of looking at theteangbipage. As pointed

out in section 4.1.3, Weare & Lin (2000) state that scientists need piocbisse about the determination of

§Z uv]d8 }( Vv 0Ce]eX dZueU ]88 ]* Ep ] o *"S}uv(]E BZA <% 3]§v8Z~tu & F

2000, p.281).
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For our thesis, we cho$eur units of analysis, such as thédrand name andlogoof the brand, thestart page, a

specifigoroduct page, andthe about page. There are several reasons for the selection of these units of analysis.

x  Availability of all units: All units have a high likelihood of being identifiable on almost every webpage
Having the same units of analysis is important for the cross analysis of¢ise Ganerally, also the
inclusion of an ad video would have been interesting, but those are not ideatffiaklll cases, and
could therefore not be part of the data collection.

x Brand name and logo: As stated in section 3.1.2, when it comes to fashion, often solely the aeare
is used to express meaning to people and is therefore a crucial part of comnoun{yath et al.,
2012). Hence, the brand name expresses an important meaning and additionalyecaregiabout
a sustainability focus, thus is related to the muted oFaapproach to sustainable fashion
communication. The same applies to the logo, dependent on its utilization by the brrits an
visibility.

x SQart page As stated by Weare & Lin (2000) in section 4niaBy researchers focus on the start page
as it presents the most crucial elements and is the heart of the of the webpage.

X About page As stated in section 3.1.2huted sustainability brands are found to communicate
sustainability through their websites $eparate sustainability sectiorand separaty from their
collections and online shops, rather than on products (Soler et al., ZBiHSxhows that sustainable
values or practices are not visibly in the foreground of the communication, but rathen lzisidieey
do not present a sales argument that is exploited. Therefore, about pages asmtag\a unit, as
they display additional information and often include separate sustainable sedfioreover, the
about page relates to how the brand generally chooses to present itself, whiplitaimt to capture
a more holistic picture of marketing communication.

x Product page Especially related to the statement above, it is of inteteséxplore if and how
sustainable product attributes are communicated in the shop system of the brandit Bhscessary
to capture the communication practices on the product page, to identify which focus is chosen and if
sustainability is utilised as a sales argument. If applicableharéacket is chosen as the product. If
the brand does not offer leather jackets, a product category, which is close tts jagkk as jeans
will be takenWe follow the rule to select an exemplary product based on choosing the firscprodu

0]*3 Jv 8Z A}u v[e « 35]}vX

As a further limitation, we decide not to include interlinkages for initial pageshie data collectionThis
means that when we analyse a page dot follow possible interlinkage capture additional information, as

we must delimit us from too many elements to ensure comparability of pradtiegslitionally sets the same
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smpe for all cases. For scenarios in which a unit of analysis cohaidtktional subpages, the main page will
be analysed in detail, while subpages will be skimmed and onlys,vah@ message content and design

elements that have not been observed before will be captured

4.2.4 Data analysis

In the initial step of data analysigrafile of the selected case is given in terms of basis information concerning
origin, age, focus, and practices. Afterwards, the communication practicesspttific case are captured on

the chosen units through the analytical framework. Thigise] & withinZ ¢« v 0Ce]*]

Leaning on Margolis & Pauwels (2011), the within-case analysis is sepatategarts: In the first parga

short description on a superficial level is given, including:

X Structure of the web page
x Content categories, referring to either fashion or sustainable communication

X The balance between visual and textual communication

In the second part, which presents the key collection process, we utilise ogticahélamework to capture
pictorial or textual values, the message mix in terms of content and desigell @ credibility aspects of
fashion and sustainability communication. Steaming from the literature rewewitilise the following

guestions in relation to the within cases analysis:

x Do we identify additional variables that need to be coded and added to the analytical framework?
X How do brands communicate in the sense of visual-textual communication ratio?

X How does the communication differ between the units of analysis?

X What communication strategy does the brand utilise?

X How is the value profile composed?

X What is communicated and how (referring to message content and design)?

X How do brands attempt to establish consumer trust and credibility?

The within- « v 0Ce]e ]* (}oo}A C "™~ 8Zus8] vVvoQGe]e -@3¢endlysis, as U
well as assertions or an interpretation of the mgvP }( $Z « _ ~ & ps A5)0 AdJspiddified in
section 4.1.1, we stdto benchmark the findings of the multiple case study in the sense of graatices of
sustainability fashion communication. Because a pattern is a frequent incidencdjce isadefined as smart
when it is observed in the majority of cases. For this thesis, this medrieastahree out of the five cases.

We utilise the following questions in relation to the across case analysis to identify smart pradéces pat

X Which overall communication strategy is used?
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X

Are there differences the communication across the different units of analysis?
What is the ratio between visual and textual communication?

Which amount of values are communicated, and how are the values composed?
What is the ratio between personal and non-personal?

How is the message content characterized across the cases?

How are the messages designed across the cases?

How is credibility established?

To answer these questions, it is useful to differentiate between an baeadysis level, and the different units

of analysis. The following picture visualises the structure of the analysis process fip sdeenti practices.

Overall level

- Communication strategy
- Visual vs. textual communication
- Amount and composition of values

- Personal vs. non personal values

Start page About page Product page

Visual vs. textual communication - Visual vs. textual communication
Visual vs. textual communication . .

Amount and composition of values - Amount and composition of values
Amount and composition of values

Personal vs. non personal values - Personal vs. non personal values
Personal vs. non personal values

Message content - Message content
Message content )

Message design - Message design
Message design

Credibility

Figure29 Analysis guide for cross case analysis

Additionally, within the qualitative research paradigm of the smart practice researatt is also considered

asinteresting practices (Bardach, 2004). Hence, we aim to point out interesting, eye-catching practises, which

do not necessarily occur in the majority of cases. This can for example includkat#enar outstanding

elements, or contradictions between literature and practice. In the last steflehtfied smart practices are

synthesised into amart practiceguide for BWF. The interesting practices are left separately, as they present

a possible addition.

The last step of analysis refers to the communication analysis of BWF that capturesithgustanf current

communication. The practices are contrasted with the smart practice guide to identify smmemtsias well
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as areas for improvement. This results in the last chapter that is dedicatadisapacific recommendations

for a future of sustainability fashion communication of the target side.

1. Profiling the selected cases
(Presentation of basic information)

[2. Within-case analysis

[3, Cross-case analysis

(Common patterns and differences)

4, Presentation of learnings
(Smart practice guide)

Figure30 Data analysis procedure

4.3 Discussion of scientific criteria

Research studies need to be evaluated in relation to the processes and techniqlies asgéveat the
findings. Case study research should meet certain scientific criteria in orcteate trust and confidence
towards the findings, especially when the findings are used for prantjglidations (Riege, 2003). Criteria for
evaluation differ between quantitative and qualitative research. As we @itis@litative research tradition,
guantitative criteria such as reliability and validity (Bryman & Bell, 208 T)ptrelevant as they postulate an
absolute account to a single social reality in line with a positivisingasien. As this thesis is built on the
assumption of reality being constructed socially, and this is a qualitativiatartetive research, we chose
different criteria for the judgement and evaluation in accordance with the research dadiga.context of
gualitative case study research, Riege (2003) refers to four criterize¢gsathe research effectiveness such
as"§ e8¢ }( }Vv(]Eu Jo]SCU & ] ]o]SCU SE&E ve( Ei1Y BPCurthermoted, we ]0]5C
add and apply scientific evaluation criteria such as contextualization, princi@algiadil reasoning, principle
of suspicion introduced by Klein & Myers (1999). These criteriaspeeially useful for the evaluation of
interpretative case studies that take a hermeneutic research stance, which is imithneur research

positioning. These scientific evaluation criteria will be discussed and applied irothiépll

4.3.1 Confirmability

JIV(]JEu ]o]3C A op 8« "AZ 83Z € 3Z v E% E SVE]pwH(E 84 ]* E Av R
(Riege, 2003, p. 81). The findings should be gained and interprepbjeetively as possible and the reader

should get a holistic picture about the study. Therefore, résearch process should be portrayed in an
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understandable andexplicit manner, including providirgackground data. It is aimed that the research can be

repeated by others (Riege, 2003).

To reach confirmability, we present our research process in a detaileBeasons and justifications are given
for the selection of methods and research cases. The development of an anfatytiesvork for capturing
the phenomenon under investigation is based on existing literature, which is glaioedgh an objective
research approach (systematic literature review). Own conclusions are presentécrisparent wayby
illustrating our thought processes. The analytical process is conducted wittelthef operationalized
variables of the analytical framework which supports an objective procedure. Thelefiegions of the

operationalisation (Appendix 1) should enable the repeat the research.

4.3.2 Credibility

Credibility evaluates if the research is conducted in a believable and authéntinner. This refers to the
preciseness of explanations, the consistency of results, and the comin&ttoncepts and its thematic

}vv §]}vX dZ]e v E Z 3Z@}EAp $mpEPRe0sX}Eo A] A_ ~Z] P U Tiiil
and through self-supervision areflection while gaining and analysing data. Another possibility is to conduct

the researctwith more than one examiner (Riege, 2003).

Prior to the selection of the research design, we state the paradigmatic positioning of tisiatickesssociated
assumptions. We reflect on our research design by considering advantages and disagslMidige risks of
conducting a directed content analysis and the actions taken to address themriRortheas two authors
write this thesis, we are enabled to examine the different cases first indepyndend then discuss it to
determine the code of the text, which helps to increase credibility. Another technigséataieh credibility
is to take upon good practice of research; hence choosing well-established resetinods in qualitative
research (Bryman & Bell, 2007). Therefore, we have used relevant acadeaticditen qualitative research.
Moreover, we discuss and justify the research methods explicitly for our stetiie reader can follow and

evaluate our decisions.

4.3.3 Transferability

dE& ve( Erefpog ©Ehe extent to which the reader is able to generalize the findingstwdiyate her or

Z]* }Av }vs £35_  ~D}IEE}AU 11iAU %X TATeX ,JA A @hskenca of Slatisttaal 00 + u
analyses, qualitative data cannot be said to be generaliza]v §Z }vA v§]}v o « ve _ ~D}EE}AU
As this thesis aims to develop recommendations for a specific company, (BYWverall generalization is

very low which is unproblematic as a general transferability is not the purpose of the thesis.
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4.3.4 Dependability

dZ Ju }( % v ]0]8C "]e 8} «Z}A Jv ] $]}ve }( S (@IS€ M JHvr]EQv C-3
2003, p. 81). To obtain dependability, researchers can conduct audits ¢y siny evaluate their research

process by an external person who presents an important source for improvenzehtP U TiiTeX dZ "~ u ]!
examines whether the processes followed in the inquiry are in order, understandahleloaumented,

% E}A] JVP u Z v]eu P ]Jve§ ]8l). Fhidprejed s supeividekby Reimer Ivang and a regular

and close interaction through meetings provide the basis for a high dependability.

4.3.5 Contextualization

The aim of contextualisation is to describe the social context in which theatepd@nomenon is embedded.
This creates knowledge and understanding for both the writer and the reader of the thesis. Contegtualizati
enables a better understanding of actions, interrelations and processes (Kigier® 1999). Therefore, we
give a profile of every case company before we analyse it. Furtherneousevwour broad theoretical insights

to state possible explanations of major findings which we gained through the analysis of the cases.

4.3.6 Principle of dialogical reasoning

The E]S E]}v _teE repddieher to confront his or her preconceptions (prejudices) that guided the
original research design (i.e. the original lenses) with the data that emerge througds¢laech %0 E} e _
(Klein & Myers, 1999, p. 76). Klein & Myers (1999) point out that in the tohieterpretative hermeneutic
research, having former insights about the phenomenon under investigation is importangricoeshsure

best possible analysis and interpretation. This stands in a sharp contrast to elsgsarch, in which prior
Jve]PZSe & lve] & . JuE ] X dZ N~ &3 o }domk 6ff Z CEu
distinguishing between true prejudices, by which we understand, from the false onehidly we

ulJepv Ee+S v _ ~<o0 ]Jv ° D). Ehekfdré dibit) resedXimended that the researcher should be
aware of its own prejudges and prior insights during the analysis (Klein & My&s V8% onstantly reflect

about potential preconceptions, state risks and point out counteractions as for exdomgen regard to

content analysis (section 4.1.2).

4.3.7 Principle of Suspicion

The criterion should ensure that the researcher has a critical view towards the gained (dejht& Myers,
1999). Applying this criterion to the thesis means that although we select aim tdyiceméirt practices we
should not lose a critical perspective. As we gained many valuable itisightsh an extensive literature

review, we are in the position to question and judge communication techniques done by the case
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5.1 Case |. Pelechecoco

We access the website of Pelechecoco (https://pelechecoco.com/) on ‘thef 3dine 2017. Generally, the

text contains only selected screenshots, while the rest can be found in Appendix Il.

5.1.1 Profiling

Pelechecoco is a sustainable fashion brand that centres on recycled fabrics dodndas in 2011. It is
based in Copenhagen with its store, and has a collaboration store in Los Angelasmié@BRelechecoco stands
for the heroes of the founder DaRele, the football player who is known for his sk@lle Guevara, who was
known for being a rebel and standing up for welfare, @amb Chanel, who was known for style. The three
attributes form the cornerstones of Pelechecoco. The product palette focusses mainly onjsekidis, but
also includes other items like leather bags and skirts, a few jéas,tousers and parkas. The leather
products are constructed from 100 % recycled leather, which is sourced from aroundtheTdie vintage
clothing is reworked into attainable, on-trend styles. The sustainability practicesofocessing materials,
reduced water, and eliminating chemical in the production process. There are productsien aod men
that come in a range of colours. Due to the usage of recycled material, evdugtsiightly differs from each
other. Pelechecoco also haspecial uniqueness ling }ve] & e Z}v that offdrsvcdribletely

unique leather jackets in terms of cut, colour and size. The prices @fatherl jackets vary betweenfifi |

v 10 fRelechecoco is shipping worldwide

5.1.2. Brand name and logo

The brand name Pelechecoco has no relation to sustainability, and is considered iaganlindme without
explicit associations. The brand logo is an adoption of the recycleavidythree different jacket sleeves. It

gives a reference to sustainability/ recycled focus of the brand.

s

E
==,
o

&

PELECHECOCO

Figure31 Pelechecoco - Brand name and logo

5.1.3 Start Page

Page composition

The navigation bar on the top of the start page presents links to six diffwoelict-related sections: two

sections are separated by gender (women/men), and four sections are separatgtedyane of a kind,
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military, sukajan, denim). The content of the page is divided into fiverseetind with a dominant focus on
visual contenthigh visual-low text). Several pictures and a video are presented that show attractive people
wearing leather products, whereby the products are always in focus. The thematic focus lies omtga#hion

which is presented in from of pictures. Sustainability content is less present in textual form.

Communication analysis

In the presentegictures, we can identify all foulashion value categories (functional, social, epistemic and
emotional). In the first two pictures, we identify a functional value through showing that the leather products
are comfortable to wear (e.g. one jacket is half way thrown over the body). Inrtheitture, we identify a
social value of personal expression through stressing individual taste and differaumseal hair accessories;
male model wears an earring), and an epistemic value of uniqueness througingtiessthe clothes gives

the wearer a unigue look (models look remarkable). In all three pictures, agniae emotional values in
form of freedom (clothing leads to relaxation and destressing), and the feéling daring, enhancing the

A & E-<[ ( o]vP (hodejsu@k Rou straight in the eyes; seem all to be confident). (Stoéeo$

the pictures are to be found in Appendix Il)

We can observéhree messages that focus onsustainable aspects. In the first two sentencesfuactional
environmental value in form ofimage orientation is expressed through stating hashtag buzzwords like
Z-E C o [U Z-«0}A( *Z]}vl v Z-(uSPpE Alvs P][X Z $Zp@GEikg}@vie E pv.
meaning of the words is not explained. The buzzwords are followed by an impliciteambereby the reader

has to make inferences about the meaning of the texts on its own. The last text expregssteardashion

value in form of uniqueness through stressing the individual nature of a prodldditional, we can observe

§Z 3 5 u v Zill9 Z tKkZ< D d zZ/ >~ ZAZ] Z entrsatente value if fiormsdfiv o
process orientation. The message contains specific numerical fatke. footer contains newsletter

subscription and contact information.

5.1.4 About Page

Page composition

The page is divided in four sections that all have a product-focused pictbeebackground and text in the
foreground. Hence, we observe a balanced approach to visual and textual communicatiotha/fncikeires

are all related to the fashion product, the text is related to both fashion and sustainable aspects.

Communication analysis

The four sections are information rich and characterised by different approachestamahility fashion

communication. Therefore, we will shortly analyse the sections separately.
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5

dz (J&+<$ « S]}v o000 _Z h™ E ischitrécteis&d by<a/dense use of various values from
both fashion and sustainability, with fashion being in focus. We obserfastabn value categories being

utilised. The focus lays on epistemic and emotional values. Specifieatgu Ee ]S }( $Z pv]<p ~~( o
Apuv]cpg _U Alv JAT po_U ~}v o }( 1TV _sU ~0% BEBY}o 03B % G =]3y¥A]vi
% Es+}v 0]3C_U "SEP 38} CIuE+ o(_+ E Z]PZolPzdpuX }(]Z]IPZ xquCd]3 Q@+
ZIPZ % <p 0]83C_*U v A E- 3]0]3C ~"%0 C EJv -AASdamopips@ones SE v o
}v. EVIVP ( 0]VP }( Z %o%o]V ¢ ~"Z %% C_+U v SZ]I(P VP gG)( - USTu v:
0}A Plv_+ & psjlo]e X D}E }A EU A | wZ(€32v A apsR}y( DAEGU Ve o
% E } We elefinete A op » "epuPP «3]vP §Z § §Z 0}3Z]vP vZ v |3 A E ¢
terms of sustainability, we see functional environmental values concerning p@igt vSs S]}v ~*E C C

% (E} parid imbge orientativ ~~*P}} (}E $Z VA]JE}vu v _ X

In summary, we observe a concrete focus on personal fashion values. Thefgbdisonal expression and
pursuit of the unique are combined with values of happiness, versatility and high gealit§ighal &
epistemic functions combined with functional). It is interesting, that the functionabamental value of
recycled product is used in the context of a personal value: The environmédnéalsvaot embedded ia
sustainable context; but in a personal ofiée following picture shows the identified values. The green
bordered sections relate to sustainability values, the red bordered sections reltghton values. This

colouring technique will be used during the whole analysis chapter for selected screenshots. Getorel

sustainability, red to fashion.

[REUSE|AND BE ONE OF A KIND|

uare completely unique with ever Others can copy you, but never really get what you have. We
ortant to us that you feel special and proud have chosen to create a brand where every single person who

buys from us can feel'specialland happy in the knowledge that
their item is one of a kind, by breathing new life into these
reused materials we have created something not only singular
to the buyer but individual in its mere existence, it truly is an
artform. Prolonging these materials life, knowing that they have
‘just @ wonderful way of being creative and been treasured and loved hefore and NOW they have had a little
true to /ou could say that purchasing Pelechecoco is facelift and can be loved again. Buying Pelechecoco is likeia

like bu B cket of the peg, you are completely second skin, it isdnique, it \it is

unique you choose and what is better than that? YOu!

piece which is why we handpick every single
tc. to guarantee you the highest quality not
usability but alsoit's unique look Personal

styleis a
words, it IS\ where you can play around with different

Figure32 Pelechecoco - Values on about page 1

Concerning the message content and design, we see a focus on storytelling as a means of cimgrtiumica
brand. Several causal link€E pe ~ X P Xthat thp hawe been treasured and loved before and NOW
§Z2 C Zz A Z 0]880 ( o](8 v v 0}A <P Jv]IVEEHVUSZX d% &
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environmental correctnesby stressing the recycled material of the product. The message is unspecific
without further information. Overall, we see positive framing (@4}v E(po C_+U v 3Z pe P }(

% % 0 ~"~AZ § ]+ §3wiHCHE FreseritZa div vatiable in message design as a linguistic element,
arhetorical question respectivelWe code this ¢ "<y ¢S]}ve ol v }E & 8§} & § E u
ullJvP <338 uvs & §Z E $Z v 8§} PSS v veA E_X

dZz e« }v ¢ S§]}v "Z tKZ< ~“ AhNd /JE > _ (} Ue * u Jv@ACEBV SZE {(1SZ]v o\
Yet, it is marked by a balanced approach between fashion and sustainable aatldgect connections
between them. While the section title focuses on sustainability values, withkesvand sustainable referring
to environmental product orientation, the text includedual benefit references. Specifically, we observe a
Yvv 81}V }( %]e3 ul A op cU %opEep]s }( 8Z pvlptiv e v Ijus W e
u}s$]}v o A op U ( o]vP }( 8Z E]JvP -~ 8Z }}o+85]% [BI3C &bl Z}Ea
e S]e( S8]}v ~~ 8Z u}eS epesS Jv 0oC ( *Z]}v wiperthd functiokal’epvifconmentad | S C
Aop }( %E} e+ }E] vS 8]}v ~"A  }v[§ pe vC I]Dw] bw AZ "WBEY]L 0
emphasized on. Furthermore, the message stresses that the purchase of the gmaudd with belonging
to a specific social group that contributes to sustaimab A 0}% u v3 ~%e} i}]v pe_eXvdlidde %o E -«
that we consider as a social sustainability value in the form of a comnastitgft (v SZ]¢ressing
that the purchase of the good, is coupled with belonging to a special social group that cantidbate

sues Jv o A 0}%u vi_X

h

REWORKED & sUSTAINABLE

We don't believe you should have te limit yourself to be industry in the world, utilize this knowledge and take a stand.
sustainable, there are so many preclous pleces of clothing Being one of the first jJust Shows you have the capacity to
thrown away every year and it is not only a shame to waste all of translate vision into reality. To make this simple, to produce a
;\, these, but also very bad for the environment, we should look new leather jacket, from the beginnings(from the animal's birth
after the things we have and reuse =c maniafnis racaissas — to end result), 7,996 gallons of water (30.268 Liters) is used in
le. Going green/sustainable | inables you to.always stand “
wo pieces are ever the same and 1 iat uniguenessis | Smooth the skins. And as far as animalS =We don’t even dare to
for free just by joining the movement andichoosing
:se castaway goods, making the Pelechecoco pi
of a kind ust like you arel lus

mﬂ in the room and

the process. A minimum of ten different chemicals are added to

help s take care of our future.

Figure33 Pelechecoco - Values on about page 2

We see that Pelechecoco uses facts/ statistics combined with fra(nég ( & wew ledtier jacket 1.997

gallons of water, Pelechecoco uses 26 gallons in the production of 10GpceU p S]}v 0 U *¢ P o ~
A de fashion industry is the third most pollutily p*3EC Jv 3Z A}Eo _+U }u ]Jv A]§8Z u}a
(e.g." *Z u 38} A +§ o0 }( 8Z]-_U 7 (}JE 3Z oVA]E3VE $Z]UP4AU o}
JME %0 vV S «Z}po E o00C ipes Juulv e« ve ¢ 3} S]A 3Z }vepu E-X
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The text uses rather specific, explicit and logical designed messagesoralising elements are negatively

framed and combined with active messages ¢ i}]V that call for action. Furthermore, the messages show

signs of being appealing by the constant usé @ A}E "~}uE_ ~ XPX "“0}}l (3 & }UE %0 V
(LSHE _X

dZ $Z]E + §]}v "~ Z o BEDKZKDWZKD/A KE zKhZ >/& _ (} pe * }v ( +Z]

all four fashion value categories being utilised, so the personal benefie afodtumer is highlighted.

Specifically, the epistemic value of pursuit of thejup ~7"¢S v }us v MV]<H _V N E e
HV]<H v o _oU S§Z (pv S]}v o }v }( ZIPZ <p OSJQI]~"PUE(]S ~@®]3>CGv 0 %o E
the social one 0f% Ee*}v 0 A% E *°]}v ~* E §} ]J(( E vS_U @ S*C}IWE ¢

u}3]}v o A op }( ( o]vP }( * v3]u v3 0]3C ~"e% WA CIURESII® |w /& ¥%p EE]
§Z S o ¢ 8} uulE]--_ & }u Jv A]pute fasHion ¥@u€Enxix 1s}used combining

functional and emotional values.

T —~—

CREATRE MEMORIES - DON'T COMPROMISE ON YOUR LIFE

At Pelechec lieve that style should be available to and who you want to become, we all know the right outfit can
everyone, an ome people chose to break their bank inspire you tc dare to be different, to be wild to create that
account fryi rhiave a rartain style we want to offer a special moment in time that turns into the best story and the
different option: @reat quality great look and feel at a greatest memory. It is important to us to present you with an
reasonable price) #8¥r wardrobe shouldn't be where all your option to stand out and be unique to help you show others
money is spevvwmperiences should! Memories last a what set’s you apart, we are all unique in our own way, and style
lifetime. that i ®W! ev sav rieht? We couldn’t agree more. is individual, it is very personal and shows your uniqueness. We
spend your time aT!?your money investing in experienges that think everyone is stylish in their own way, we just want to help
leads to memories affet us dress you for_t_Masior\! Styfe ® %@ | @ress up your uniqueness. Don’t break the Bank, wear
shouldn’t bankrupt yaﬁ._chonse well 2ndJe®Mg@earments you Pelechecoco.
wear be part of yoursfiemory, Lei}yot}r svi;?;ﬂcct who you are

[ y 2

Figure34 Pelechecoco - Values on about page 3
Thesed]}v P ]Jv pe » «3}ECS oo]vP ~~t o0 IVIA 8Z E]PZS3 }us(ldsit v Jve%o
tells the story of how to create memories through the investment into a leathet jddleemessage is overall

positively designed with a personal appeal, diyeddressing the reader through a rhetorical questidAZ 3
is better than that.

TZ o0 % + §]}v "z d,/E< ~ SINIKE Zz_ +Z}AP MABIVEU-uG3E Fo]3C
"% ](] o0oCU u}®E o « 8]«( S&]}v ]* u- c VOWARMEAYUVIUG }EBS]YVE & }A.:
something and standing up for usingous} uE <« A]e 0C u A]Ju]e « JUE Wo v §Z+ 0]( *%o
The new social sustainability valyé¢ }uupv]SC ( o]JvP e ue Plv ~*d}P §Z E A Vo
Ailv 8Z u}A u vs8_U 7i}]v pe_oX D}E ddw @ldroAmerjtat \@uks. A pmotional

sustainable value of being visionary through the support of the sustainable fashioh (e.g.A]+]} VW& C _»
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[ S )

(Jv 8Z]s o Ne3@E s¢]JvP 3Z § 3Z }Av & }( 8Z])vP}EEZ *]AROA]-YR WE CIZ ()
new ideas, one-step ahead, avaRt-GE U (}EA E 35Z]vIjwRmodtional justaigable value of
individual impact is used. This ortresses that the consumer actively contributes towards a sustainable,
better future through the product purchase- #ery bag and every jacket is paving the way towards a better
(USHE _X

RETHINK & BE A VISIONAR

We have already taken the necessary first steps and we think ambassadors.It is important nd for something and

you should definitely join us. Choose wisely, be sustainable and standing up for using our resources wisely maximises our

help us kick pollutions dirty ass. Together we can make a Planet's life span, andthat is coel-We have a world full of
difference, the more voices the bigger the impact, and isn't that materials ready to be recycled, and given a new life - without
exactly what we need? To make it count? With your look and using any additional resources and further pollute our world.
your choices? Make the right one and take a stand with us. We Our goal is to be a visionary in our field, to focus on the thought
are dressing the'world sustainably one jacket at a time and are that every bag and jacket is paving the way towards a better
creating a peacefulfarmy of fashion and fabric conscious future Don't fall behind, join the movement - TAKE THAT STAND!

Figure35 Pelechecoco - Values on about page 4

Content wise the section focusses again on storytelling, as the whole teatdety of how the customer is
part of the process to create a better world by purchasing a product by ustaghoes. We also see the
o uvs }(U}E olil]JvP « 3Z @€ v Z]PZo]PZ&+ 8Z 8§ ]S ]* Ju%e}ES v3 §} o
He]VP JUE E s}uE + Ale 0C u oF(u}%o VUXEAE 0EY (32 U $Z }vepu E *Z}puc
Z}] _ X Ki#e@exois very actively designed, and Pelechecoco addresses the codgectr with
active messages like e.g. *UeS Jv o© V. Z 0% Mo 1] 1 %o }Additidddlys rh¢@isal e« X
<H *8]}ve ~AY]ev03 8Z 8 /£ 30C AZ 3 A v The B}t]alsMshowsEvo pew meBsggeX
design variables such as metaphors, thusng figures of speech in which a word or phrase is applied to an
object or action to which]$ ]« v}S 0]8 & o o-Gcre&tide a Jpeaaeful army of fashion and fabric
}ve J}e u e . Pdiechecocoalsous¢s (JEU 0 0 VPUUR 1+ 1 260%B0 pS]}ve JESC oo
A (]v sing taboo vocabulary, shocking, informal @pes]}ve_X

5.1.5 Product Page

Page composition

The page is structured into five elements. First, we can see a clasehgproduct, then a section giving
information towards different steps in the customer journey like product infeomasize guide, shipping
information and consumer service. This is followed by a description of the produatsaatibn with reviews

of the specific product by consumers. Lastly, there is reference to further products.

Communication analysis
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The product information expresses a functional environmental value in fqrrodhict orientation by stating

that the leather is 100 % recycled. The message is a specifit Haatlescription of the product contains
fashion and sustainable values, by communicating a functional environmenglivalorm of process

JE] v8 8]}v ~_Vv}8 puv EP}VP VC Z u] 0 % @E} e (s AZQXZ 11378 % AU -
epistemic fashion value in form of pursuit of the uniguépv]<p  A]lv3 P, and ahZn@ional fashion

value in form of sentimentalityNS}p Z }( C @E-+_U "expéssed. OverallEhe section contains

storytelling in form of a personality description of the product e.g. where it comes from, how. it feels

[ Sustainability

nnnnnnnnnnnnn

Story of the product
Sustainability and Fashion

Credibility

Figure36 Pelechecocd Product page

The last section includes reviews of the specific product by costumers, wicbnsider as consumer
endorsement, and thus a new source of credibility establishmdrd. A E] o ]e (v e N

communication with costumersinth(}Eu }( §Z JE }%]v]}v v & A] A }( 8Z % E} p &

5.1.6 Conclusion

In summary, we identify seven additional variables. The feeling oflisimgary, and the individual impact as
two emotional sustainability values, and a social sustainability value. ifwtikee we see three linguistic
elements in sustainable message design such as metaphors, rhetorical quastiomormal language.
Additionally, as a source of credibility, we find third party endorsement byotteumer through reviews on

Pelechecoco.

Generally, we can summarize the communication strategy as a Fi-Fa strategy thrthugdwdle corporate

website, and the four units of analysis. Sustainability even ipmarily, is always integrated into the
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communication. This starts with the strategy of the neutral brand name and the susitsimaigihted logo,
which gives indication of a sustainable character of the brand. Overalleveefeeus on personal fashion
values that either stand alone, or are combined with personal or functional sustaiahlgs. It is interesting,
that the direct personal benefit of the customer is always highlighted. If functicstalreble aspects are
mentioned, then combined with personal values. Emotional sustainability values are itlszat an
additional fashion value. Furthermore, we observe that the brand chooses to comtau@specially

textually) the two fashion values of personal expression (social) and thwg feg pursuit of the unique

(epistemic) remarkable often, thuswe conslE §Z « 3A} A op s « 3Z E v [+ }E A oup

Looking at the four units of analysis separately, we observe that they harerdiffocuses in terms of
communication. Thetarting pageis marked with a high visual-low text strategy. The visual communication
emphasizes different fashion values, whereby emotional values are stressegyirpiewure. The textual
verbal communication focuses mainly on sustainable aspects, whereby functiginahmental values in
form of buzzwords and facts are expressEdeabout pageshows a more balanced approach between visuals
and text, even though the pictures are in the background. While the first ofdolimrss on theabout page
focuses on fashion with a minimal use of sustainability, the second cogtamahility more, yet still
integrating fashion values. The third solely emphasise on fashion, while thighéights sustainability values,
however only personal ones. Throughout all sections, we can observe flagshalh value categories are
communicated, most often emotional and epistemic values. Furthermore, all envit@iveues categories
are used, whereas no value is dominating. dieeluct pagds marked by balance between text and visuals,

and functional environmental values are combined with fashion values.

In terms of value profile, we summarise the visual and textual profiles as displayed lzplon3& ancB9).

Fashion

Emotional (Feeling of daring, Freedom)

Functional (Comfort)

Social (Personal expression)

Epistemic  (Pursuit of the unique)

Figure37 Pelechecocd Visual value profile
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Fashion

Epistemic

Social

Emotional

Functional

Sustainability

(Pursuit of the unique) Emotional (Individual impact, moral satisfaction, visionary)

(Personal expression) social (Community Feeling)

Feeli f d , happi , dari . : !
{Feling st praridrivs; appine; derng Functional  (Product, Image, Process orientation)

and sentimentality)

(High quality, versatility, economic benefit)

Figure38 Pelechecoca Textual value profile

The content focuses a lot on storytelling which is the red line throughout the wholeraterpeebsite.

Sustainability is communicated through facts/ statistics in combination with ffmeferences, educational

messagesand environmental correctness in a rather specific, explicit and logical manasll,Qke text is

marked by many active and appealing messages that address the consumer persaiddtignally,

metaphors and informal language, rhetorical questions and a mix of moralizinegative frames that

create indirect pressure to the consumer to join the movement to not stay behind, are used.

The website does not focus much on credibility establishment, however, a consuieraiement is used,

so that the consumer who is interested in a specific product, can read evaluatitims products by other

costumers.
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5.2 Case Il. Re/Done

We access the homepage Re/Done (https://shopredone.com/) on 'thauly 2017. Generally, the text

contains only selected screenshots, while the rest can be found in Appendix Ill.

5.2.1 Profiling

The American brand was founded by Sean Barron and Jamie Mazur in 2014 in Les Refipee utilises

He > A][e i ve v JveSE N S §Z vliu 8§} E 3§ vintaye jeahPRe/Dongve] E
% Ce E}C 03] « 8§} > A][- -bvanded |€xathes patth stitchpd onto the waistbands. A pair of jeans

costs aroundi 0 i | &hd the founder considers it as a luxury fashionbraid.5Z & v [ % }EEG 0]} O0°]
jeans skirts, jeans jackets, pieces remade from classic Champion sweatshirtshats in collaboration with

Hanes. There are products for both women and men which are available online with worldwide stiybing,

in select retailers around the globe. However, some products are sold exclaslirely The sustainability
practices focus on using water conserving methods and no harsh chemicals during the grgutocgss.
&UESZ EUu}E U 83Z E v 038 E« 3Z «}uE > A]Les AugeledPue to(the&s}EC ]\

reworked material, every product differs from each other.

5.2.2. Brand name and logo

The brand name Re/Done gives reference to sustainable practices, particularlyusagieeof recycled
material. A logo cannot be identified.

RE/DONE

Figure39 Re/Donet Brand name
5.2.3 Start Page

Page composition

The navigation bar on top of the page presents links to four different sections:sHuot&ms are product
related:denim(female jeans sectiomlothing(female, other product categories like hoodies) areshs(male
section). The last section relates to social media pgst¥ REDONES he content of the page is divided into
nine sections with a dominant focus on visual content (high visual-low tex¢jaBSgictures are presented
that show attractive people or celebrities wearing different jeans products. The pilgadedirectly to the

web shop. The thematic focus lies solely on fashion itself. There is not sustainable contentgrégeictn
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identify a section that displays Instagram posts of consumers W&EIDONE products who tagged Re/Done

with its hashtag #myredones.

Communication analysis

In the presented pictures, we can identify three fashion values (functionall andi emotional). The first
picture, displays the value of comfort (the model stretches her leg in the agcial value through
emphasizing personal expressiand an emotional value through freedom (the models looks destressed and
relaxed, and as if she is independent and free to express hetselfje second picture, we identify an
u}sl}v o A op * 3Z 0}8Z]JvP vZ v 18 A & E[+0 BU & %% *0%-Fhe Wi
by a celebrity. The third picture shows an emotional value by presentingng fefefieedom, as the clothes
lead to destress and escaping from the ordinary life (nature background, picturertakenmovement of
putting a leather jacket on). The fourth picture expresses the feelingseanfoin and daring through the
motorcycle next to the model. The fifth picture expresses that the clothes feéray of comfort (cross legs
sitting position), beauty (through using a celebrity), and freshness (throagimetes in an empty room). The
sixth picture shows comfort by presenting a celebrity couple. The seventh picture shbtie tblathing
makes the wearer sexual appealing. The usage of celebrities shawisetiigearer of the clothes holds a
certain social status (symbol of social status) and is approved by otpprevé by otherks (See the all

pictures displayed in Appendix III).

Textwal elements are limited to the name of prodd & P}E] « v §Z u e« P ~" ]e JA E C
(]13_+XdZ]e % @E » v8e v A (pv 3]}v o ( *Z]}v A\ ooustrsds tan the( cldtRing (] 5[ X
comes to the right size and shape to fit onto%. & drjdijielual body. Credibility is created through using
celebrity endorsement by Alessandra Ambrosio (fashion model), Ruby Alékglgen(model and singer),

and the celebrity couple Djuna Bel (celebrity stylist) and Nikolai Haa. (Buithermore, we identify social

media linkages and a visual social media integration of costumers wearing theeRmtidtucts, respectively
customer endorsement as customers who wears a Re/Done product can share arpighioh ithey tag the

brand with the #MYREDONHE®e footer contains social media linkages, customer information and a

newsletter subscription.

5.2.4 About Page

Page composition

The page is divided in two sections, starting with a close-up of the backanisatjaus a product-focused

picture. This is followed by a text section. Hence, we observe a balanced hpjrodésual and textual
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communication. The picture is related to the main fashion product of Re/Done (jeans)exThe

predominantly related to fashion as well, yet still includes sustainability values.

Communication analysis

ICONIC.|SUSTAINABLE.|INDIVIDUAL.

RE/DONE is not 2 denim company. RE/DONE if the first luxury labe§that was borm online and grown as an e-commerce brand, founded by Sean Barron and Jamie Mazur. But more than that,

RE/DONE is 2 movement - 2 movement to restordlindividuality o tife luxury fashion sbace, 2 movement to keep heritage brands relevant, and a2 movement tg create sustainable fashion

Vintage Levi’s denim carnies, within its stitching, stonies of vears of wear - a history of a past life. Its travels have been recorded in the fraved pockets, the whiskered coloring, the tom knees, and the
faded denim. These pre-loved jeans have circulated owners and changed hands over the past few decades, transforming them and giving them a life of their own. Like 2 fine wine, the Levi’s denim

only gets better with age.

Our RE/DONE jeans are 2 celebration of the Levi’s jean’s past and a continuation of the fean’s individual story. Ve take the vintage demim apart at the seams, repurposing it as the fabric of our
new jeans. We launched with one mid-nise modern skinny fit, and one irreverent, perfectly slouchy, borrowed-from-the-boys relaxed fit and have since added 2 perfect belly-button skimming high-

zise cut. We are proud tofnanufacture our jeans in Downtown Los Angelesfusing water conserving methods and no harsh chemicals Quantities will always b limited fince each pair is handpicked,
hand cut, and dxsl;nc!l"

RE/DONE is committing to giving our customers the completely unique experience of self-curating their vintage denim purchase. The pair you select on our website is the pair that you will receive

at your doorstep. We simplify the tedious process of searching for hours or davs to find the perfect looking vintage jeans, then having to find 2 “denim” tailor to modernize the fit, yet give you that

same personalized experience, ultimateltaking individualit 2 step further than anvone else

These jeans have boLI vintage character and modem ﬁzl\V'xd‘; them, you'll never have !4sacuﬁcc personality for shape. I

WE ARE RE/DONE, AND WE'RE PROUD TO MAKE JEANS AS UNIQUE AS YOU ARE.

Figure40 Re/Donet Values on about page

Theabout pageof Re/Done displays various values. The focus lays on personslrekdted to fashion. We

observe that R®one uses a mix of epistemic, social, and emotional values by highlighting, personal

expression 3 IJvP Jv JA] H 0]8C 8 % (MESZ E $Z v VCIV ] pUol % Ge«}v

MV]<H Vv e ~2puv]<cy A% E] v _U A Je3]v rdoh@hlightsithe icbhic chexacteZ whick

we relate to the social value of approval by others, as iconic refers todacp or brand that is widely

recognized and well established. Emotionality wise, sentimentality is created througihtirghthe history

(O 8Z i ve ~7 Z]+8}EC }(-0YA 3 oA VU'Z2UEFS P E v _U "SE v+(}EuU]

8Z u o]( }( 8Z ]E }Av_eX dZ]s u%Z <]+ }webtinerdal inpfeoahd ehbtionalve 3]

connection to the clothing. Additionally, we identify a new epistemic value of the pursuit of luxury,fashion

Re/Done stresses the luxurious character of its brand. (Jv. §Z]s A E] 0 ¢ "eSE ++]vP 57 §
OMEUEC P}} X

Sustainability wise, the communication is limited to functional environmental vefering to product

orientation **ped Jv. . 0o _U **pued Jv 0o ( *Z]}veU Vv % E} Py} EAMPSUISZI qu-
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V vV} Z E+«Z Z u] o+ X D}E }A EU §Z JMVSEC | ]8iGabjlity jecdbidxiv ]« Z]
~Au vpu( SUE IUE i ve Jv JAVE}AvV >}e VP 0 ¢ X

The content is storytelling focusbky highlighting the past life of the jeans and how it is getting a new purpose

now ("3E ve(}EuU]vP 8Z u v PJAJvP 8Z u o]( }( 3Z 1EIAN] U JvSRHEL]}vX}
*S}EC ]* 3}0 A]Z3Z 9%0}+]13]A (E u-0}AXPX ¢ oviildangjdge U/ S%SEFE A o+ Z /
been recorded]v §Z (& C %o} | §«_V ~>]l (Jv Alv U 885 £ M[&§Z VvRu_}¥Xo€]
langue isaddedasea A A E] o ]Jv u s« P «] P v Uhnguage thiat describes something very
AlA]l oCU &Zpe A}]VvP Ju P]v e ]Jv % Ee}v—e u]v _X

The sustainability content focusses on environmental correcessZ o0 Jus & Ju%o0] ]38 v A P
A S E }ve EAJVP u 8Z} e v v} Z E+Z Z u] o+ _+U AZ] /£ PJACVBZv}e A}
effects are or, what chemicals are usedlz epeS Jv ]0]SC }vS vS ]J* %% o0]J]vPOoC <]Pv

u vp( SpHE JUE i ve Jv }AVE}Av >} VP 0 oY _ X

5.2.5 Product Page

Page composition

The product page is structured in three sections. The first focuses oodacpmdescription, a product
individual ID and two pictures showing the unique product and an example obthecpstyle on a model.
The relation between visual and textual is bad@hBe/Done encourages electronic wardmouth by giving
customers the opportunity to share the product on various social media channels. The gthetieafier,

display first other unique jeans in the same size, and then including again thyealmssaction with pictures
posted by costumers. Thus, credibility is sought to be established again through conslmnegraent and

electronic word of mouth.

Communication analysis

Generally, we do not observe a high focus on value communication on thepage, and solely fashion r

values v (Juv X dZ (uv 3]}v o A op }( RPew hpard of wear is &l if ¥ také to make

these your new favourite jeanss X D}@E }A EU % ]+3 u] o afiqueds u%eqidgaip isa f4thez
implicit way as it is highlighted that the product is not m#s<E } | These-jéans fit differently than the
stretchy, skin-tight mas$. E} i ve C}H u]PZS We qbserves stowelling in form of a
personality description of the product e.g. where it comes from, how to wear it, lieglst The country of

origin is used independently of the sustainability context, so we add it as a ree fea fashion as an
emotional value { u Jv 82 u E] Re/Déne3¥ B} vP loisdefinédas*«s S]vP §Z }JuvsSE
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or region of origin either to evoke patriotic feelings from domestic consumers or to saké the positive

e& E }5C% ¢+ §Z &

Hedlu E- Z A

JHE %o E} p & (E}u §Z §

NO. 2427HRAC110005 =t ity

$3000

RE/DONE

==] W =

+]w]£10]t |i]

5.2.6 Conclusion

Figure41 Re/Donet Product page

luvSECU &

In summary, we identify four additional variables, whereby three are delatsonsumer values. A functional

fashion value in form of a good fit, an emotional fashion valuermdbthe country or origin, and an epistemic

value in form of the pursuit of luxury fashion. We also identify avagiable in the message design as the

usage of a vivid as a linguistic element.

The communication strategy of Re/Done is characterised as a muted as \we ghsgtainable content is

solely used onthez }us[ %mdmot as a sales argument. If sustainable elements are mentioned on th

about page, then briefly through the usage of buzzwords and claims that atethet £xplained. The start

page has a clear high visual low text strategy, while the about and prodech@ag a balanced approach

between pictures and text elements. Sustainability is not communicated visually.rirorénewe observe

that the brand chooses to communicate (especially textually) the two fashiors wdlpersonal expression

(social) and the feeling of uniqueness (epistemic) remarkable often, thus we consider theakigs as the

E v [

JE A op X

Visually, Re/Done uses a mix of functional, social and emotional fashia) wéieeeas the latter is dominant.
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Fashion

Emotional  (Feeling of Beauty, Daring, Freedom, Sexiness, Freshness)

Functional (Comfort)

Social (Personal expression)

Figure42 Re/Done - Visual value profile
Textually, Re/Done utilises all four personal fashion value categoriesoimitginication with a focus on self-
expression (social) and pursuit of the uniqueness (epistemic). Thenahsitgi values are only functional

ones.

Fashion Sustainability

Epistemic (Pursuit of the unique, Functional  (Product and Process orientation,

Pursuit of luxury fashion) Country of origin)

Social (Personal expression,
Approval by others)

Emotional  (Sentimentality, Country of origin)

Functional (Good fit)

Figure43 Re/Donet Textual value profile

Looking at units of analysis separately, we observe that they have diffaresés in terms of communication.
Thestart pageis marked with a high visual-low text strategy. The visual communication focustonain
sacial and emotional fashion values, whereas emotional values are domindain&hikty content is not
used. The about page is characterized by a balanced approach of visual anddexémdl The page contains

sustainability and fashion content. In the text, we identify epistemic, social, and emotional fashés and
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functional environmental values. The product page shows a balanced approaekerh&twt and visual, as

well. Only fashion values are communicated (functional, emotional, and epistemic)

It is interesting that sustainability is related to the production process in terms of weaitey aad chemicals,
but it is not related to the recycled material of the product. The brand uses fieue*AJvs P _

NE C which$ more related to fashion and less to sustainability. The Hehe brand, theone of a kind
jeans are in the communication not connected to being sustainable, but just as having a hidtbsiran

unique. Sustainability is connected to the process of products, such as water savimgnaicdlaisage.

In relation to the message mix, storytelling is used in the about page withintigepfyvame and in a vivid
language. The few aspects of sustainability are communicated through buzzwordkiarsd that are

appealing, but implicit and vague.

We observe that the brand uses techniques to evoke emotions on the fashion levejhttaelebrity
endorsement, which is associated with the creation of emotions, and valuestiofientality in line with
storytelling. Credibility and trust are attempted to be created through celebrityreachent and social media

consumer endorsement.
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5.3 Case lll. Mud Jeans

We access MudJeans webpage (http://www.mudjeans.eu/) on'tidelly 2017. Generally, the text contains

only selected screenshots, while the rest can be found in Appendix IV.

5.3.1 Profiling

MudJeans was established in 2012 by Bert van Son and is headquartered in Altheréga(ds). Its main

product category is veX dZ  ghrtiolipealso include shirts, sweaters, bags and hats for both women

and men. The products are available online (worldwide shipping) and ine lmoitnber of sustainable

concept stores around the globe. The sustainability practices focus on a circular busidelssThere are

two different forms how customer can acquire a pair of jeans, such as convent@nplurehase, and a

leasing concept. Mud jeans offerswlymanufactured pair of jeans (out of organic cotton and recycled denim)

or a so-calledintage jeanswhich are returned jeans that have been worn, and can be rebought and upcycled.

A pair of new jeans costs around 300v %of YiiEage jeans costs around 70~= p% C Oo]JvP ii}eX
other possibility is to rent a pair of jeans for 7.58on$Z A]5Z uu E<Z]% ( }(T1}1X (8§ &
period of one year, consumers can change them for another pair and continueylaasurn them for

recycling or upcycling purposes, or keep them. During the renting period, jeans aredrées. Worn out

jeans are shredded and new denim jeans can be produced as a last step ofexiondany. The production

S 1 e %0 Jv ¢} 00 Z(]1E& ( S}E] [ ]v 1({S®YS vVIPWeEEY X &UESAV(E
production process is characterized by a reduction of water and CO2 emission. Sevesmahanaetssigned

to MudJeans like thBustainability Leadership Awandd thePeta Vegan Award

5.3.2. Brand name and logo

The brand name MudJeans has no relation to sustainability and is considered as an individual name. The logo
illustrates a circle, which includes the name and the wicdilarthat refers to the business model. Hence, it
gives reference to sustainable practices. However, the logo is only displayedaleonshe webpage so that

the wordcircularis not properly readable; mainly ti in the middle is visible, so that the reference is not

MUD JEANS

valid.

Figure44 MudJeang Brand name and logo
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5.3.3 Start Page

Page composition

The navigation bar on top of the page presents links to five different sectiamsegtions are product related
and lead to theshopand tolease a jeas. The others lead to trebout page, to atoreselection page (where

to find stores that sell MudJegnand one toblog (company posts about internal and external sustainable
practices, topics, and events). The content of the page is divided intatgxseThe first section presents a
picture and leads directly to the web shop, the second is a company staténheetitird relates to product
attribute with pictures, followed by a section including external quotes about the companghpdbin
magazines and newspapers. Thereafter, a section displays certifications and partners with theitdegos f
Lastly, an Instagram section shows the latest photos posted my MudJeans. tBeezdi,a balance between
visual and textual elements. The thematic focus lies on sustainability, isvipidsented visually as well as

textually, while fashion content is less present in both visual and textual form.

Communication analysis

The beginning of the page is dominated by two rotating pictures (see appgndike can identify a functional
fashion value in form of comfort as the models have different movemadtpasitions (e.g. raising the leg,
walking, putting on a jacket, sitting) which stresses that wearing the clothes istateid-urthermore, we

identify a social value in form of personal expression as the modsl ¢ooiidently in the camera, and

freedom as an emotional fashion value as the model appears relaxed and distressed.

The company statement focuses solely on sustainability by stressing fursiigtaaiability values in form of

JuP }E] VS 8]}v ~*A ul Ju% 3 * V % E} e VE]ZVSUFIIVe 9 Io]E} qu AS
v E Co $Zu Az v AJEv }Av_ ekabilty ugdlidd lswcanveyedithrough emphasizing the
U}E o « 8]«( 3]}vU AZ] Z §Z }vepu E E% E] v » AZ VAZ-WP_EZ d%]&E ]
E% E o SZE}UPZ Uu}E o]I]vP u e« P ~~}voC AZ N v AAFatiBiwcan%o} ]3]/
Vi}C 8Z]e AJEo0 38}} _* Vv He]VP VvV %% O0o]JvP +]Pv ~*"A 0 0]@®RE *XVv&1rE
]* ue ~2epe3]v o AC_ U E C o _+X

We believe you can|only enjoy life when next generations
can enjoy this world too. We make impact/by taking the most
popular item, a pair of jeans, and produce them in the most
sustainable way and recycle them when worn down.

Figured5 MudJeans - Values on start page 1
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In the third section, three texts and pictures are interrelated. The first text-picture-pair nelatdanctional

(*Z]1}v A op Jv (}EuU }( <pu 0]3C ~"<pu 0]3EL 3} WIAXIXE EusEZ]vPop

clicking on the statement. The second text-pictpag-relates to a functional sustainability value in form of
VAJE}vu v3 0 % E} pu 8§ }E] v8 §]}v ~he eRplainekindti followjng gnd {gidEsigned

]Jv vV %% o]JvP uvv E ~* ne A E Tus JuE Ju Hpistdre}paisigfers ESZ e

§}  (Wv 8]}v o epe8 Jv Jol8C A op ]Jv (JEu }( VAIEE}QupWHiBh igduthpr <+ } E]

explained, also through stating facts.

QUALITY JEANS I VEGAN RECYCLING I
than just a stau alook at
the seam.

k at what's behind We do not use leathar abels. Because we care about our During The Recycle Tour we gave 3.000 returned jeans a new

impact on the earth, ife. Watch the video to see how.

“Mud recydes materuls - o) whie hefang Gustomess express thesr Uniue vahues
and style 2 part of a larger thare economy”

THE HUFFINGTON POST

CHTING

Repacky md B ce 8 @ [Gecin) dm0 oo B

i
REMO —

I®i

Figured6 MudJeang Values on start page 2

The next section contains external quotes about the company published imstfieaimn) magazines and
newspapers, considered as a form of endorsement by a third party. Hence,emddiaement presents a

new variable within the credibility dimension of sustainability as wellt@sfass it increases trustworthiness

of the brand./§ ]+ (]v e "ue]vP <«u}s ¢ }E 3 S u vSe u Jv u Pul]veeSE v
ap% E E ] o v SEUSA}ESZC_X

(3 EA & +U 0}P}e }( 832 & v [+ ES§&]nerdrplisted: Besides tie pregentition of
external certifications in form of social and environmental labeals Yegan, Fairtrade, circular economy),
business partners (e.g. RePack) and memberships, the label of a foundation whieanslidddnded
(Sichting Doen) is shown (internal certification). Certifications aim to increaseustevorthiness of the

brand. The last section is devoted to social media whre t E v [+ }Av /ve3 PE u }vs vs ]
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visually which also aims to increase thewr[s & ]We fi&fihe this as the new variable of visual social

u ] }vsvs (]v e Nvd PE 3]}vIVA % P ~}Av /[ved PE u Juvs E (

The footer contains social media linkages, payment options, newsletter subacaptl links to different

consumer information sections.

5.3.4 About Page

Page composition

Generally, there are five differeabout chapters. Thabout psstv e« eu Z o + 8} §Z ~luE +S}
which we therefore refer to as the maibout page. Thus, as stated in chapter 4.2.3 we mainly analysis this
page. Subpages are skimmed and only additional variables are listed. The pafyeip into six sections,
including a history section, an environmental fact section and circular bsisseetions\We observe a

balanced approach between visual and textual communication. Sustainability is bothrecateduvisually

and textudly, while fashion is only communicated visually.

Communication Analysis

In general, the whole page is dedicated towards communicating and explaining the curricular business model
that the brand operatesvithU «§ ES]vP A]S8Z §Z <5 S uvs Z A}Eo A]SZ}pus A «§

explanation about the business operations.

Visually, we observe that two pictures are dedicated towards fashion. Thenfirist @ close-up picture of a
model who wears jeans and white sneakers shoes, which is shown at thaérgegfrihe page. We categorise
this as a functional value of comfort, due to the relaxed standing positidijioAdlly, we categorizit asan
epistemic value of pursuit of new fashion, as jeans are rolled-up with white sneakers can be asgttiated
contemporary trend. The second one shows a girl running towards the sea on the beacmsvitlde openly
stretched. We categorise this as freedom and happiness, thus emotional fashiontiratuaese being
connected to the jeans. However, those are not very strong and distinctly. All otleds vised on the page
relate to sustainability and focus on functional environmental values of process twieriig showing

different stages of production process.

The text includes serval values that focus on sustainability with a minor mentioniaghanf The
sustainability values focus around a functional environmental value of emeintal process by explaining

epe3 ]v 0o JE po E pe]v e+ upsaiatyESYlwv Jo]¥C A op }( Yuupv]sEC ( o]
i ve v }u uu & }( 2 Dh JUUPV]SC X % ]| GG ZBJRZoPP 45

Page 111172



Master Thesis y MSc. IM

emotional VA]JE}vu v3 o A op ~"]Jvv}A 3]A -%UB%b E}VAEP F{fVE: Au]od v 3]}
%]*3 u]l ( *Z]}v A op }( %opEepn]s }( 3Z v A ~~AZ]a o0}}]VvP ( *Z]}v o

The messages include real-life examples by focusing on the personal experitrectoonder as a way to
communicate how the brand was founded. The fact section includes five diffediadtional messages on

the negative impact of fashion on the environment that are specific and logic qwestnting facts and
statisticsX t o0e} } « EA A]JA] o vPu P AZ] Z ul « 3Z }wuiVA 3SyIA %%u o]
C Ev]e }EV_UAMA U PE_+X

Figure47 MudJeanst Values on about page 1

Moralizingisused-"]S } ev[S u |l e ve S} | % SZ i

ve Clu }v({E ENVPXEKE G }v
] ul eve 8} 3ZEIASZu ACXt 00 IVIA §3Z § Jyh@EZGS [} AETOHIE V[ p
Z A §} euU ESX_ U o+ Du: ve Z]PZo]PZ3e §Z § JSAuEESSgndadd C }U
§Z C }v[S u | Credibility elements are observed in the form of mentioning awards that MudJeans
Z « A}v ~**pes Jv Jo]3C > E+Z]% A E This s few srdlibility Aa@ble_and

(1v « "ue]vP Aleual eerh@htsdoLommunicate that the brand has been awarded a prize or
E }PV]IS]}v (JE ]S *peS Jv ]o]SC ((JES-_X

As mentioned, there are four more pages that are subpages talibet page. We will briefly capture and

analyse these to get an overview about what MudJeans communicates additionally and in what manner.
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The fist subpage, VINTAGE PROJECT, introduces an upcycling project of hosighess kdave created their
JAV i veX D : Ve He ¢ V %% O]JVP u se P «]Pv & dZ]AZ(obfis] ZhoLE %

real life moments of these people.

The second subpage, called REVIEWS, focuses on reasons to buy MudJeanamioduiE®/s by costumers

(consumer endorsement) posted on various social media channels that create credibiligrniant, we

observe the MudJeans highlights four values: the functional fashion value of higyy goatbined with

% @Ee}v 0o u}3]}v o epued Jv ]o]3C A op }( U}E Pp]ODPCUSIHYS~"EZ %o %0 G}

as the social and empyv 0 *pue3 Jv ]o]3C A op « }( }uupv]3C ( o]vRC w7iG]w]vP
Juupv]sC }( (JEA E 3Z]vl E+_ X

Figure48 MudJeanst Values on about page 2

The third subpage is called and focuses on SUSTAINABILITY. The page iffdesnidetaation of

sustainability practices connected to cotton growth, water & CO2, washing techniquestdaies, recycling,
circular economy, and trash free packing. All the sections focus on: functionalahletaialues (process
orientation, environmental facts and social-ethical values). Generallghgerve a structure following the
procedure of educational messages on how bad a situation is or what it iseimipo take care of this aspect
so that the negative impact is highlighted, followed by how MudJeans proceedsclBitoseare supported
by facts and statistics, frame of references on how MudJeans is more sustegmpéred to the standard
and the progress achieved as well as future goals are given. Ssetadhability in terms of fair factory

conditions is pointed out.

The last subpage, OUR FACTORIES, focuses on $dcjal-o *p+*3 Jv ]0o]3C A op ¢ ~"% E}S 3
veuE «( v (E]voC A}EI VvA]JE}vu v _+X

5.3.5 Product Page

Page composition

The product page includes two sections, first focusing on the product asaddhen giving further product
recommendations. The focus is on the on product by presenting one big picture andntiadésr picture of

the product. Many sustainability product details are given and the option to either bager The consumer
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have the possibility to give reviews. Only sustainable values are communicatdal,nat find any fashion
values on the product page. Generally, many of the main values are fakgain, such as functional value
}( %0 E} p 8§ }E] vS 8]}v ~70i19 }EP v] 1}88}v v 019 B "dZoEi Qvo_*U viu
He (JE SZ]e % JE }( i ve }u -« (E}u Z}CIX_V %EZ v} Jodk] & §p}v 42
process ofPE}A]JvP 3Z }338}¥ZpVoe}r]1B}S Z Eu]vP 3Z o0]A « }( Z & A}EI|VP
%0 % O]JVP u e P *]Pv ~*"t & % E}pn S} pHe]vP }EP v]" }SS}v Jv }ua

Figure49 MudJeanst Product pge
5.3.6 Conclusion

In summary, we identify three additional variables in the credibility dimension. @rezlia endorsement,
which presents comments or quotes about the company published in (mainstream) maganmespapers
to create credibility. The second variable is the presentation of logos or names ofdesedrds. The last

one refers to integrating the brand’s Instagram content on the page.

Generally, we characterise the communication strategy as double benefit strategy vattusa on
sustainability (first sustainability, thus Fi-Su strategy) throughout the afrétisalysis. Fashion, even if not
primarily, is only partially integrated into the communication. Whilestaet pageand about pagemainly
include sustainability values, the product page is solely characterized by sustawvelbés. It is interesting

that all sustainability values (functional, emotional, social) are communicadted @ominant focus, while
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fashion values are only rarely used, each mentioned once throughout all units efsafuadgtional (quality,
comfort), epistemic (new) and emotional (freedom). Textually, fashion is ootyahsd with quality, and as
modern (new fashion), while MudJeans continuously emphasises on the environpneogésls orientation

and guilt-free consumption (moral satisfaction).

Looking at the four units of analysis separately, we observe that theydmaiar focus in terms of
communication. All three units show a balance between visual and textual elemetite €arting page,
both, sustainability and fashion values are communicated visual and textual, winerease fashion values
are mainly communicated visually. On #imut pagesustainability is communicated visually and tektual
while fashion is only communicated visually. On the product page, only sustainadliliég vare

communicated. In terms of value profile, we summarise the visual and textual profileglaged below.

Figure50 MudJeans - Visual value profile

Figure51 MudJeanst Textual value profile
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The sustainability content focuses significantly on educational messages af facts/ statistics and frames
of references, which are presented specifically and logically. Furthermordemtiéfly moralizing messages
within a positive frame and real life example. The messages are mostly desigmedppealing manner by

using vivid language.

We observe that MudJeans focuses significantly on buildings credibility and trusigoyaum®us sources of
credibility, such as media and consumer endorsements, social media inclusion ang) shtesal and

external certifications and received awards. Furthermore, social media linkages are pkesente
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5.4 Case |IV. Reformation

We access the webpage Reformation (https://www.thereformation.com/) on'tideily 2017. Generally, the

text contains only selected screenshots, while the rest can be found in Appendix V.

5.4.1 Profiling

Reformation was established in 2009 by Yael Aflalo, a former modelhaaddgiartered in Los Angeles. The

E v }(( E A] E vP }elA3pecdly d¥s%k ~EE}Iu 61! pypdul hlsdbdadns (from
01 U% §1}), BKirts, tops, shoes, jumpsuits and accessories. Furthermore, seasestibosliare offered.
The products are available online (international shipping) and in its stores in Easbrijdvemv York, Los
Angeles and San Francisco. Reformation follows a comprehensive sustainabilitthapbeatajority of the
clothes are produced in the own factory in Los Angeles; other garmentslrstheabroad with sustainable
methods and materials. The production process is characterized by the usage of vintage garmetiskdeads
materials and eco fabrics. The factory and the stores are designed in amevitally friendly way. For
online purchases, packages are made of sustainable material and consumer additionaly aece
NZ (Z C o]JvP_ o0 o0 8Z 3 00}Ae 0] vie 3} « VA WSS AE ®)3Z vQUIXEZ G}

the clothes can get reused by Reformation.

5.4.2 Brand name and logo

The brand name gives reference to the protestant reformation, hence indicating stanils for something
new or a renewal. The logo leans on the recycled logo, but in a more minimsiligt. &till, this gives direct

indication of a sustainable character of the brand.

Figure52 Reformationt Brand name and logo

5.4.3 Start page

Page composition

The navigation bar on top of the page presents links to four different sections: €htieas are product
related which lead t&New products, toClothesand toStorieswhich include different topic-related (season/

occasion) collections. The last secti@ho we arepresents theabout page.
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The content of the page is divided into three sections: The first section presentsiregrpieture with 12

different illustration of models, leading directly to the web shop. The second sedignrigpany statement
and the third section is a triple divided section with a combination of textpi&tures. Overall, there are
more visual elements than textual elements (high visual-low text strategy). Tihatithécus lies on fashion,

which is presented, visually. Sustainability content is less presented in a textual form.

Communication analysis

The beginning of the page is dominated by the 12 rotating pictures of modedselsatitching over from one
to the other. We can identify several emotional fashion values, in form of feelings of the darinmmadélse
look all confident and appear independent e.g. besides or on a car. fRustee we identify the value of
freedom due to a distressed look of the models surrounded by elements out of the raguflowers. The
pictures show women with a lot of naked skin; some models do not wear a bra and the breastd witk
a plant, thus expressing beauty, sexiness and femininity. We categorize this as valuey dréedotn and

the feeling of sexiness.

dZ e« }v o 8]}v]e & ESEEZ S [E%E o o SZOUUYV(SHIE o p VA FTE] VWS vE] Jor A
epeS Jv 0 X dZ U e P ] % &  vS v Z 1 u } €epuas new vorientAdagign ] }v
A E] o ]Jv 8Z eues]v ]o]3C }vs £5 ~~ JvP v | ]+ #&Z7s definedas oped ]
Ay e P o o]Pv Jv 3Z A C 3Z 3185 pe s upeuvs_X

In the third section, three texts and pictures are combined. The first and thirgitexre-pair relates to
Reformation’s fashion stores, the second pair relates to the possibility obey fastt. We categorize this as
a functional environmental value of being social-ethical as the brand indilates cares for workers by
making the working environment transparent and accessible. The footer containsttevaibscription,

links to different consumer information sections and social media linkages.

5.4.4 About Page

Page composition

The mainabout page is characterised by a general green design layout with a green leave gictbe
background of the whole page. We find one company statement followed by four séesidimg) to four

el %o P o ZKUE Sp(([U ZopeS Jv 0 % E F] [ UESShatsd inscHaptér 4213, wid) Z A
mainly analysis this madtoutpage. Subpages are skimmed and only additional variables are listed. Generally

the communication is balanced between visual and textual communication. While the badkgiciure
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givesa& ( €E v S8} eues Jv ]o0]8C Jv 8Z (}CEu }( (pv $]}v oESnjnes~Z]u P
fashion and satiability values.

Communication analysis

Looking at the values communicated by Reformation, we observe severalahityaivalues such as social

epe3 Jv ]o]3C A op }( }uupv]3C ( o]vP ~7-i}]vdZ & (}Eu 3]}veU (pv 31}
~"u vu( SHE]VP % ESv E* Z & ]Jv SZ h" }CE E} Jvew w SBIES ve }C
u $ E] o+ <X D}E hAodbidation ¢f]the fashionvalue of uSC ~~» pS]J(Ho *3Co o U "&
Al18Z 8z VvA]E}vu v3 0 A op % E} e+ }E] v3 S]1IWAJESCWD w3 8 JulE S3]
JVA v8]}v o ( *Z]}v_X K3Z & ( *Z]}v A o the|drirods coun@ of arjgsi (ko ]v
VP 0 ¢¢ v %]*S u] ]Jv (}EU }( %op&Ee*pu]S }( $Z pv]<p ~"0]uls 151}v ]

Figure53 Reformationt Values of about page

The messages are rather vague in the statement; however, the claims made anediatoeated in the

specific subpages t } « EA (Eu }( (& v ~N 8§ (E S]}v }(( 8z v
JVA v8]}v o ( *Z]}v_X t (]v vAAE o }(38Z 8CW PumMissiorvandv -3

vision statement, in whiclthe brand explicitly state§Z JE P} o+ $}A E « +p1{3 ]v }pdESCle-]}V

lead and inspire ap*3 Jv. .o A C 3§} ( nZélationdo thexsubpages, we will briefly capture and

analyse these to get an overview about what Reformation communicates additionally and in what manner.

dZ "KHE SP((_ *H % P Jo }u%eE]e }(JVv(IESI§Vv p}SSZ e w]|BZ }uE ¢
Reformation highlights firstthépuv $]1}v o A op }(eilevé i8e perflct fit is the most important
% ES }( JLE 0}5Z « U At % v ZIuE- (]J88]vP }v J(( E vE } ]+ v Z A
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NdZ e %oeUO * ¢ IV } C E3C% * E ipes 37 (]EES 48 Goy ¢ UPE <|Z +%o
v ]l ¢+ v A EVZ X _*%]*3 u] A op }( %pEe-u]d }( v A ( «Z]}¥18~rD}5 (

ujvize (JE J8[+ E 0 + U ug 82z ( +18Z Juse (@E-es]v }pd ulv

Message mix wise, the content focuses on educational message including, explanatioeis o@ivn
production process, facts and statistics. Additionally, Reformation uses a techmibine educational
messages to give definitions of sustainability terms in the form of popping out elgisemfsgures4). The

messages are very specific and explicit.

Figure54 Reformationt Use of definfitions
13]}v ooCU A (Jv u vC AJA] o vPu P o0 u v3eol( EWRADCP BZAE - |
3} 1 ( E] «_U A &E] We cbZerva alEw elXment of sustainability content that we refer

to as self-reflection statements. Those statements that include self-criboisurrent actions and show that
83Z E v ]+ AE }( E}lu (JE Jvd E% E 5 3RBooth (JXESJube @PAve $3F V1% (
though viscose is made from natural fibres, it still has a lot of the saun®s ias synthetic fabrics. In other
AYE U 18[* VIS JUE (JE A E ( E] Xt E Oo}AN]SP (p@BE} %A GE% EAJA} VA
like vle }o AJSZ Vv Ju% E}A VAJE}Ivu v 0 Ju% 3 X Z (J@®EE-H}IwZ]PZo]}

stays critical and point out that there is room for improvement.

dZ *"ped3 Jv 0 % @E 3] o g % P  U%Z <] * 3V} % ZA]PIE orgddycatidpfalZ (} Eu
message, which@E o}P] oU }(3 v }u]v A]8Z ZpulpE v JVvip&E w sDUVPW P
A[E +u% E ]Jvd} ]8X dZ AZ}o «pu 8]}v (}Joo}A. SESD]( €lloU}I$Z o}3Z)
AN~E} EJe X DIE0}AIEU ¥ ofA]E}Ivu v3 o 3]AJeu E }ul]Jv ~Nv £ Z
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and water used by our clothes, we help plant forests to naturally captl2dr@@ the air, invest in clean

A 3§ E «}ous]}veU v % uE Z + o0V (Joo PE (v & eXCdZ% % o¥PF ~ A |
*CU (JE& }v 18 (08 & o00C P}} 8} ipP _vXAZ]Zulwd]E+E( §ZofEQ ]
8} v £33 Evo E3](] 81}vZ }E%[ ~"Z (}EuU 8]}v A« &ES35](] 3} u 8

dZ SZ]JE ey % P "Ju% S }( ( *Z]pducatipa oo he@edati¥e-intphacE @ fashion on the

environment. The messages are not related to Reformation.

5.4.5 Product Page

Page composition

The page consists of three sections. There is an equal balance between pittbtédtaal elements. We

observe that only sustainability values are communicated.

Figure55 Reformationt Product page

Communication analysis

The beginning of the page is dominated by five rotating close-up pictfuttes product. The second section
58 e %E} U S]IV(IEU §]}vX t } o« EA 3 Jv ]0]3C (pvdE[v]e A op }

(E}u 5} | ). The firm's owRefScaldists carbondioxid, water and waste savings of the product
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compared to the industry standard. This presents a frame of reference. Furthermooanweentify an
U S]}v o u e« P ~~t «Z 0}53Z e Jv }o A 3 E <« }%AboEee AS}SAUESJO} E}HA}E
(poo d'he messages are designed specifically and logically. The last setiidedi other product

proposals.

5.4.6 Conclusion

In summary, we identify three additional variables. Two message content vawéhiasthe sustainability
context in form of self-reflection statements aadiision and mission statements. The third variable is a
message design variable within the sustainability context and addresses humour, meanh riregdages

is designed in the way that it causes amusement.

Generally, we can summarize the communication BeFastrategy, meaning that the brand utilised both
fashion and sustainability values with a slight focus on fashion bekgéts though the name in combination
with the logo givesn indication of a sustainable brand character, the start page is more dominated b
emotional fashion values, whereas the about page and its subpages is mainly combinifgebptioduct

page contains sustainability values.

Looking at the four units of analysis separately, we observe that they havendifiecuses in terms of
communication. Thatarting pageis marked by a high visual-low text strategy. The visual communication
emphasizes on emotional fashion values, whereas the textual communication expresgamaiun
sustainability values which are partially designed in a humorous manner. The mdirpaipowand the
information rich subpages are structured with a balanced visual-textual approach. idhsséatus on
sustainability textually and visually, whereas functional and social sustainability valgzressed. Fashion
values are integrated in both forms, but to a low degree. The fashion vatuesrnaixture of emotional,
functional and epistemic ones. The product page illustrates an equal balance bpteteaal and textual
elements. Only functional sustainability values get communicdteterms of value profile, we summarise

the visual and textual profiles as displayed below.

Figure56 Reformationt Visual value profile
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Figure57 Reformationt Textual value profile

The messages focus on transparency, by included many facts/ statistics, eduedtiomats, frame of
references and logical arguments. Furthermore, the brand states its vision and mugsi@fiects on their
room for improvement. It is interesting that the design often includes a combinatiagio#ll facts and
humorous elements, informal language and/or vivid language. Through that, the educational contdat is ma
appealing and is partially even amusing and entertaining. Credibility is skstdbihrough social media

linkagesande ( E v S} v AS Ev o ES]J(] S]}v Z JTE%I[X
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5.5Case V. Deadwood

We accessed the webpage Deadwood (http://deadwood.se/) ontidely 2017. Generally, the text contains

only selected screenshots, while the rest can be found in Appendix VI.

5.5.1 Profiling
Deadwood was established in 2012 by Carl Ollson and Felix von Bahdeheadtjuartered in Stockholm,
Sweden. Its main product category are leather jackets. BesidesthAat, E v [¢ % }E&S(}0o]} o0} ]Jv opu
bags, t-shirts, scarfs, gloves, hats, sunglasses, bracelets andhéngsar€ women products, men products
V UV]e £ % E} p SeX /v T1i6U §Z }u% vC o P }Boe icthe(sdgedf rédyaled®E v|[-
material, every leather jacket slightly differs from each other. The prideathe® i | $ A E] » 3$A v id
v Tilhdz @& v Z - }oo 3]}v ]v }E%}E §]}v A]§8Z §Z &G v %, G¥[EvV
and with the British artist Laurie Lee. The collection with Laurie lexe offmpletely unique leather jackets
in terms of colour and size. The products are available online (worldwigenghipn the flagship store in
Stockholm, and in more than 150 retailers around the world. The sustainphalyces focus on using

recycled leather. The production takes place in Bangkok.

5.5.2 Brand name and logo

The brand name Deadwood has no relation to sustainability and is considered as dunaintivine without
explicit associations. The logo only consists out of the brand name with two befonessand after the name.

There is no sustainability reference visible.

Figure58 Deadwood - Logo and brand name

5.5.3 Start Page

Page composition

The navigation bar on top of the page presents links to nine different sectwossettions are product
related leading to the online store and a look book. Some sections lead to comfjgamation like to the
about page,contact retailers and theflagship storeThe last three sections present linkage to social media

pages. The content of the page consists solely of three rotating picture&ggerdix VI), thus only visual
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communication takes place (high visual-low text). The thematic focus liesosolaghion itself. There i®n

sustainable content present

Communication analysis

The presented pictures are constantly switching from one to the other. We canyidengié emotional
fashion values. One in form of the feeling of the daring through the sharp contrast between the environment
(a castle) and the appearance of the models (unconventional look e.g. androlpgigumink related look),
which might express the break of traditions. Furthermore, we observe the emotionalovdfeedom, as
wearing the leather jackets symbols the escape from ordinary life. The unconaéntiowever confident
appearance of the models emphasize that the wearing of the clothes will allownsteating a personal,

unique style. We categorize this as the social value of personal expression.

5.5.4 About Page

Page composition

Deadwood sabout page is a pure text page, with high density of textual elements. It consisté twud
e 3]}veU }v « 3]}v 00 Z }uS pe[ v }v o SIuweA]BPRU(@GVel VEOC & Y

The text refers to sustainability content, yet also includes fashion values.

Communication analysis

dZ « 3]}v Z }uS pe[ }v3 Jve JV(}JEuU 3]}V }Vv 3Z}e}u% SvQ[y3XK] S} ECER %03
following values: Sustainabilify]+ U A}} Z]PZo]PZ3+ §Z (pv 3]}v o A op }( % E}
E Co u § & ]-aomsuvhef %akses basically chopping up old leather garments that have reached
§Z |E AE%]|E §]}v & _+X D}E }A E sushaingbilitysp(@ of Zeeling Joi Visiorary (e.g.

AN VEISEZ o] }( (8 (*Z]}v_U A A}} ]e }ud @& JvA vE]vP Z}A A §Z]vl }

dZ u}8]}v o ( *Z]}v A op }( WEC ~" «8Z 8] sveo]vALEWuU APSE Auops
JuP }E] VS 8]}v ~"PE Vv pUe X dZ § ES SZ v Z)PZEPZ3ir}3] /v Gog
(*Z]}v A op }( usC ~~v A H3](po 0}}I]vP iv3]&evd oySEZ AJ0§ P}( -
(pv 8]}v 00C 3Z A op }( JU(YES ~WoFAve(3D NelU 3v 3} (D0C 3Z %o %o E}
~A] }v] *8Co + X Jul]v vd A op Z]PZo]PZ& ZZERIPZMDEZ)(S( EXVP :
§Z E]VP ~AE 00]}v P Jved A}EV JuE JPU + V 0SFREZ TN _(V-EE )3
] vl *8Co ¢ _<X
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Figure59 Deadwood - Values on about page 1

dZ u s« P }v3 Vv3]vop * pve% ](] VA]JE}vu vi 0o JEEEEEPA Y EZ u
average newly produced leatherjackX _«U ¢«S}ECS oo]JvP ¢« §Z P v CE o Pu] }( 8Z -
of the origin of the brand and its founders. Deadwood combines educational messagg &qtatiific facts)

v Al]e]}v Vv u]ee]}v 5 3 u vs ~"dZz 0} 8 Zi|lwR dplarundudr¢ dgloally, S onei of

the dirtiestintheworld-  A}} ¢ 3¢ }us 8} Z vP 00 }( 8Z 38J2+X dZ u s P« E «
~ XPX ~dZ 3A} p ] e _ U < A oo o %%v 8]WP WoPsEE aijdAc breld (-

Z E § E]I C 3Z pue P }( AJA] o vPu P ~"AJvE P e}po_-X

dZ & -¥dction contains five frequently asked questions and Deadwood gives answ&h#odgtiestions

all refer to sustainability: the first three questions are environmentallyedlavhile the fourth and fifth

guestion is related to social-ethical issues. The values utilisedsadtian are both fashion and sustainability

E o § X A}} pe ¢ (pv 8]}v o VA]JE}vu v3 0 A opu (H Pho(EFep & J@&E] V(S

100% recycl o &Z afiflthebocial-3Z] o A op ~~dZ]e u ve v}3 }voC ( JGchdP « v

0 JUE %}0] C_+X " A E o u}d]}vo (*Z]}v A olwP }ESAS]|(FeZp 23SV}

% E} U S V v A u}yE%EIZ}}$* oU }uvSEC }( }E]P]v ~*A]JvE P u EI §
] ¢ JvP }v }( 3Z }}o 8 ]3] e _ U v usC ~~v A usl(po o 3z &

Generally, we observe that Deadwood hence raises critical issues; thesahswever remaivague ~" ]S

% v o V "E} } C[* % E&( §X_ «ndpliditty morakizngby higklighting how bad the leather
industry is within a venyegativeframe pe]vP %% o]vP A}@& + o]l ~uPoC_U ~l]Joo]vP_U
out how they are themselve v} Z GEu]vP v]u o v §Z VvA]JE}vu v3U Z v Z}A P}
]* P}} (JE 83Z A}Eo _+X dZ %}*]3]1A (E u AL AG|SRPuU }us BP uw}a

superior.
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Figure60 Deadwood - Values on about page 2

5.5.5 Product Page

Page composition

The page is structured into two sections, with one big picture of the product, which is rotating, and a product

related text. We observe a balance of sustainability and fashion values.

Communication analysis

A}} ]+ 8} pe 8Z  %]eS ul (+Z1}v A op }( 8Z %o E~p] Y I} Uy ]EZ v
% E} u SX_V A"dZ §—+ AZ 5 u, Ive AVUSPIM <« X ot }( JU(}ES ~"&}E 3Z]- }
in] C *}(3 o u el]v_eoX ]»ute dw ]o]¥C3Z (}JEu VA]E}vVU vE 0 % E} p § @&
0 8Z E_«U Vv % E+}v o u}s]}vo A op }(Uu}E o=+ 8]+( 3]}v ~"(JE §¢

We observe storytelling in form of a personality description of the product e.ge vilmes from, how it
feels. dZ 3§ A3 ]+ <+]Pv  ue]vP A]JA] o VvPu Bv ~EipJUC wE(XEW V3 [E SZA G
HVe%o ](] ~”~ C%o s¢]vP u}e3 }( 3Z v P 8]A % &+ }( 83Z ( *Z]}v ]Jv pu+s8@E
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Figure61 Deadwoodt Product Pge
5.5.6 Conclusion

We did not find any new additional variables in Deadwood’s communication. Generally, sSuenogrize
the communication approach of Deadwood dasika strategy, as we obseragisage of both fashion and
sustainability values with a slight focus on fashion. The start page only eggestson values, whereas the
about page and product page expresses sustainability and fashion valuestrraimt, we observe that the
brand chooses to communicate (especially textually) the fashion valhe d&ring (epistemic) remarkable
(8 vU §Zpue A }ve] & 8Z + Aop +3Z E v }E Aop X

Looking at the four units of analysis separately, we observe that they havendifiacuses in terms of
communication. Thetarting pageis marked by a high visual-no text strategy. The visual communication
emphasizes on emotional and epistemic fashion values. Sustainability is not communicaigd s
contrast, the about page is characterized by a high text - no visual strategyxtibbdemmunication follows

a balanced approach between sustainability content and fashion content. In both sectionalwdubhpage
functional sustainability values as well as functional, emotional and fsmtien values get communicated,
whereas emotional fashion values are dominant. The product page shows a balans&iofbility and
fashion values. Epistemic and functional fashion values are combined with funetmhamotional

sustainability values.
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In summary, the visual and textual communication is marked by the following value.profiles

Figure62 Deadwoodt Visual value profile

Figure63 Deadwoodt Textual value profile

Interestingly, Deadwood emphasises on its purpose as a rebellion, anti-thesisfashidon and a way to
rethink fashion. Even though this related to sustainability, it is not explicitly staggédad Deadwood
combines the values of daring with visionary, and giving it even a politicattehasith the wording

~NE  00lhk-]VWP BPE - WS oFlZu vS_X

The message content is characterized by environmental correctness (e.g. bagzwhbich is not further

explained and thus, is considered as unspecific and vague. Furthermoreariergucational messages,
storytelling elements, and a vision and mission statement. Interesting is that thedwd moralizing is used
in a rather implicit way within a negative frame. The messages are often preseate@ppealing way by

using vivid and informal language. Through that, emotions can get activated.

In relation to the credibility dimension, we only observe linkages to social media \phipbsis related to
encouragement of word of mouth. Other than that, no emphasis on the establishment dilityedan be

found.

Page 129 172



Master Thesis MSc. IM

5.6 Revised analytical framework

This section is dedicated towards the integration of the newly identified variath@s tive three dimensions
of the analytical framework presented in section 3.2.3. In total, the @mafythe five selected cases identified

17 new variables.

We find seven new values in total. Three belong to sustainability, whicbnaneunity feeling as a social value
(Pelechecoco / MudJeans /Reformation), feeling of being visionary (Pelechecoco/ndydehindividual
impact (Pelechecoco) as emotional ones. The remaining four represents fashion related ihahefitsrm

of three emotional ones such as pursuit of luxury fashion (Re/Done), feélprgsidness (Pelechecoco), and
country of origin (Re/Done, Reformation). Moreover, one functional value is addgpabd fit (Re/Done,

Reformation)

Message content is increased by three new variables in a sustainability contéxtassstorytelling

(Pelechecoco), self-reflection (Reformation) and a vision & mission statéeémingation).

We find five new elements in message design. For fashion, we obsen@obs message design
(Reformation). Within the category of linguistic elements, we have three fasiniahlgs such as metaphors,
rhetorical questions, and informal language (Pelechecoco) and one sustainability oekatsuch as vivid

language (Re/Done/ Reformation).

Lastly, four variables are added to the credibility dimension. In the malsitidy area, media endorsement
(MudJeans), and sustainability awards (MudJeans). In relation to fashkidimdwcostumer endorsement

(Pelechecoco) and visual social media content (Re/Done / MuilJeans

The figure below shows the revised analytical framework (Figure 64)
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Figure64 Revised analytical framework for sustainability communication
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6.1 Company profiling
Overall, we observe that all brands are relatively new, in other words not blteeight years. Thus, the

cases can be considered as relatively young companies. All are based in western coané&rispecifically

in the US and Europe. The majority (3/5) offers female and male prodagtstheir own store, and use
selected retailers to sell the products besides online sales. Thestshow different degrees of sustainability
practices across the sample (from focusing only on recycled material usage, to water reduetiosegé of

no chemicals, local production, sustainable packaging and store design). Interesingigjority (4/5) of
brands uses individual brand names that do not specifically refer totassinlity character in the first place.

As discussed in the literature review, Yan et al. (2012) emphadise iomportance of the brand name as a
communicator in the fashion sector that creates meaning to the consumer. Interestingly, Re/Done is the onl
one that is found to follow a muted sustainability approach, utilises a brand nanwviatreference to its

recycling practices.

6.2 Value profiling

We discuss the value profiles of the brands holistically and per unit o$ianakywe identify quite different

findings when looking at the units separately (start, about, and product page).

6.2.1 Overall value profiling

Strategy

Three brands are found to follow FtFa strategy to sustainability fashion communication, respectively
communicating dominantly fashion values and sustainability values secondarilyndiings fconfirm the
recommendations found in the literature how to communicate effectively sustainabilite mainstream
market. The strategy is considered as beneficial as it focuses on fashéitshiirst, which are personal
benefits and thus, address directly the consumer. Sustainable benefits caalwealchowever present mostly
non-personal benefits and thus should communicated secondarily. One brand follows asunstaathbility
strategy, meaning not communicating sustainability issues as a sales argumenalgdiigbt theoretical
backup. Remarkable is that one brand follows a double benefit strategy with a foausammability (Fi-Su
strategy), which is found to be an approach to address green consumers,rituhe anarket and not the

mainstream market (Kim et al., 1997).
Visual - textual communication

Throughout the units, we observe tHashion is mostlyexpressed visually, whereassustainability is mostly
expressed textually. This can be related to Visser et al. (2015) who states that sustainzbifitgstly

Page 133 172



Master Thesis MSc. IM

communicated textually due to the need of for credibility and creation of trust by hakatigea rational and

conscious character. As fashion aims to create emotions it is beneficial to rather use pictures (C&roll, 2
Amount and composition of values

Generally, &ighdensity and diversity of values are utilised. Specifically, at least five of the total eight different
value categories are combined either related to fashion or sustainability, or both.vkhfiad that it is
common to address the consumer from different benefit perspectives and offieed value profile. Relating
to the literature, this is in line with Yan et al."s (2012) claim thaedaoh beyond the niche market a
multifaceted approach should be taken. However, we see that in most of ttee(8#sethe brands choose to
repetitively highlight (especially textually) one or two forms of fask@lues, which we can identify
throughout the units. Hence, choosioge or two care values appears to be a smart practice to make the

brand distinctive within the competitive landscape of fashion.

Referring tdfashion values, we find a pattern ofisually communicatingemotional fashion values (Freedom
5/5, feeling of the daring 4/5%ocial fashion values (personal expression (5/5),fandtiional values (comfort
3/5). Textually, emotional values in terms cbuntry of origin (3/5) andsentimentality (3/5) are expressed.
Functional fashion values are always used, whereupon no values are dominating, twaihwis emphasis on
good fit and quality. Furthermore, the epistemic valupupéuit of the unique is used (4/5), andocial values

(5/5), whereupon no value is dominating.

Referring to sustainability, we find a smart practice pattern in terms of commugitiademotional values,
especiallymoral satisfaction (3/5), and benefit of beingsionary as a result of purchasing the bra@ls).
Furthermore, the social value cémmunity feeling, becoming part of a group that stands for something
respectively, is often expressed (3/5). The functional values sprbtessorientation (5/5),image orientation
(4/5), product orientation (4/5), andsocial-ethicd (3/5), are also used in the majority of cases. Hence,

highlighting environmental and ethical sustainability benefits is a smart practice.
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Figure 65 Smart practices - Visual and textual value profile

Ratio between personal and non-personal values

Generally, considering the relation between personal and non-personal benefits in the doatimunthe
emphasisis clearlyn personal benefits (fashion and sustainability related, 4/5). Thus, the consumer’s personal
value is always highlighted. Only MudJeans who is following a sustainabilityhfscas more balanced
approach between personal and non-personal benefits. The literature only eeradiggistic benefits in the
form of moral satisfaction as a personal benefit in relation to sustainabitityever, we see that additional

personal sustainability values are used in practice such as visionary and comralimity fe

6.2.2 Value profiling per unit of analysis

First of all, in terms of relation between text and visual communicatiosewa pattern of usinghighvisual-
low text approach for thestart page, abalanced approach for theabout page and theproduct page. Only two

brands utilised visual sustainability content on their webpages (Reformation / MudJeans).
Start page

Referring to thestart page, a ratherlimited set of values is used, which is dominated by the amount of visual
values (varies between three to eight forms of values), in contrast totaxeual values (varies between zero

to three forms of values). Mostly all cases focudgisual fashion communication, expresd throughemotional

and social fashion values (4/5). In detail, it is common to ufieedom and thefeeling of the daring, and the
possibility ofpersonal expression through the fashion. Textual communication is rare and generally short. If
used then mostly related tfunctional sustainability values (3/5). There is no dominant form of functional
sustainability value, but it focuses on the environmental not the ethical adkyaries between image,

product and process orientation. A high visual-low context strategy with emphasizpegsonal fashion
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values is in line with the literature and aims to evoke emotions, imagiaatind facilitates an instant dipping

into sentiments (Carroll, 2009). Visser et al. (2015) refer to it as an emotionalogistrategy.
About page

With regards to th@bout pagein all case$ashion andsustainability values are communicated visually and/or
textually. All brands chosedense value profile, using at least four different fashion values and three different
sustainability values. Referring to fashion, throughout all caseemibttonal fashion values are dominating.
These are expressed in many different forms, most commonly in forsentimentality. Referring to
sustainability values, tHfanctional values that dominate argprocess andproduct orientation. It is interesting
that the brands often directly link emotional fashion values (direct personal i)emeth functional
sustainability values (no direct personal benefits for the consumer). Theignisured thanon-personal
benefits are connected with personal benefits. Furthermore, it is remarkable that the emotional value of being
visonary and the social value cbmmunity feeling are often communicated (3/5). Those are two new personal
sustainability values identified during the data collection. This shows thale®esommunicating non-
personal functional sustainability values, emotional and social sustainadbilig are important as personal
benefits. This goes along with the importance of personal benefits in the fashiont @rdeplacing the
consumer in the centre, as highlighted by Villarino & Font (2015). We conclude that th@ajp@aims to
evoke an emotional connection to the clothing and the brand by highlighting espeeiatipal fashion and

sustainability benefits.
Product page

On the product pagevalues are usedess, both sustainability and fashion wise. If sustainability values are
communicated (4/5), then mostly one or two that expriesetional sustainability in form ofproduct and/or
process orientation (non-personal values). If fashion values are communicated (3/5)navgditerns for
expressing thepistemic value of pursuit of the unique (personal value). Thus, if the product is unique, it is

highlighted here again.
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6.3 Message profiling

As we identify quite different findings when looking at the units separg@telt, about, and product page),
we analyse separately per unit as well. The message content and m@ssiggeis mainly captured through

the about page, that is marked by more textual elements compared to the start and product page.

Start page

Generally, we observe that three brands communicate sustainability aspects ostditegurages. The start
page commonly isot marked by a high information character. If sustainability is used, then mostly buzzwords
and environmental correctness are mentioned, but without specific information, thosdae made that

remain rather vague
About page

However, on the about page we obsenkighdensity of information. The messages contain sustainability as
well as fashion content. The smart practice is to inckadeational elements (4/5),facty/ satistics(3/5) with
frames of reference (3/5), the brandenvironmental correctness (3/5), andmoralizing (3/5) into the message

content. Furthermorestorytelling (3/5) is found as smart practice.

Thus, it is smart to give information on sustainability which is in line withdfraure stating thaeducation

can support the establishment of a sustainable market for eco-fashion byngraatreness and knowledge
for the mass consumer which are less interested in purchasing environméigatlly products (Yan et al.,
2012).A frame of reference facilitates the evaluation of the environmental attribute (Ottman et aD6R0
Environmental correctness should be communicated, but underminedspetific claims as they are more
credible to the consumer compared to than generic claims that do not provide examples riagesdhe

risk of consumer scepticism (Villarino & Font, 20Ibe sustainability messages are generally found to be

designed using specific alogjical information, rather than being vague (3/5).

Interestinglymoralising, was advised against in the literature, due to the risk to push consamaydy being

preachy and emphasise on a morally superior role. Still, we obsena shaat practice in this research. A

deeper look, reveals that in two cases negative frames are used to moyajiménbing out the negative
consequences of fast fashion (Pelechecoco, Deadwood). Pelechecoco tries to activateutinerctmmgo

green without directly referring to itself, whereas Deadwood clearly states hasicuihey are. The third

case, MudJeans, shows a positively framed moralizing method, which refers to divivatpresent and

future, and uses real-life examples. Thus, one can conclude that when wsadzing it is important to

connect it to past, present and/or future related (educational) statements about the emeérd and the

E Vv [* JAV % E 3] * Vv V}3 «}o 0C 33 ZAU BZ vISZE[E W I «E Ag
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position towards a topic and judges, then it should demonstrate its reasons and hals itvith the topic

under judgment.

Furthermore, it is remarkable that the majority of brands sarytelling, as Carroll (2009) discouraged the
use of it, as textual communication is found to be less persuasive, anmttteasing marketing literacy on
consumer's side. Across the cases though, it is a smart practice to sea&edgiorytelling when combined

with vivid (4/5) and appealing language (4/5) that evokes emotions.

All in all, it is interesting that brands make use and even combine sométatiesspecific and logical
sustainable information that addresses the rational mind, and storiesvivithand appealing design that

address imaginations and emotions of the reader.
Product page

In terms of message profile, we find that three brands usiargtelling (3/5) by telling the product’s personal

story including history, origin etc.

6.4 Credibility profiling

Overall, we observe highly differing degrees of emphasis on credibility use acrssethdt is common to
use social media linkages (4/5), andconsumer endorsement (3/5) which are both not directly related to
sustainability. Even though the literature highlights the importance of consumer trust and beibtecree
do not observe a smart practice in relation to sustainability credibility establishmentdabkela, certificates
or awards. Only one case, the muted sustainability one, used this type ofeamdntsn its communication.
When the emphasis is on sustainabilfySu strategy), then the emphasis on sustainability credibility seems
to be especially high. Thus, sustainability credibility seems to stand in thgrdesck which might be
explained through the common pattern of following a Fi-Fa strategy. Celebdtrsement, which was
highlighted as an important element in the fashion and sustainability literature and is even deredres a
secret weapon for reaching the mass market (Ottman et al., 2006; Carroll, @@8)not be identified as a
smart practice in this study. The usage of consumer endorsement in the feithasfsocial media posts of
the consumer, or product/ company review elements, can be associated with bothofvorduth and

community creation.

6.5 Interesting practices

As stated above, in this section we cater interesting practices which are noticeable #mit wmntion. Two

cases use a vision and mission statement, stating directly what their visipaorpode in relation to fashion
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and sustainability is (Reformation, Deadwood). Reformation generally, ispeeific and detailed in its
information on all various sustainability initiatives. However, they use@fietition statements, showing its
potential for improving. Due to that, the brand still appears to be reahanest and not like an untouchable
perfectionist. A clear and honest position and a future outlook can create trustidiigpas the business
models can be rather considered as innovative, such statements might be highly &deaedidhus, are

considered asrainteresting practice

In one case (Reformation), the educational content is partially made appealing througr launeh informal
expressions, which can be characterised as amusing and entertaining. Theendh@oes not solely position
itself as an educator addressing the consumer from above, but creates segosie. This might facilitate
to remember the educational facts better, as it appeals to the logic and emd&orikermore, it might

enhance the creation of a friendly relationship to the brand and thus, is consideneerasting practice

Sustainability is mostly not communicated visually. However, if this is thefuradtional values are shown
such as product process pictures. This also applies to the designiafdh&wo brands use an aligned logo
with the recycled sign that refers to a sustainability practice and is intema#yi known. Throughout all cases
and pages, we, in total, only find two pictures of green plants which accordirgy Wisser et al. (2015) is
typical a for a sustainable brand image communication. The fact that wesudsidinability to be
communicated mainly textually and not combined with visuals, can be explained by dhengsite negative
perceptions when overemphasizing on sustainability by using green layout combined witlmicating an

environmental benefit.

6.6 Conclusion

Synthesising the smart practices, discussed above, we can identify an sikegegdic pattern in terms of
emotional and personal communication. Related to Lorek & Lucas” (2012) comparidashion and
sustainability with a love story interrupted by divorce rates, an emotionalngpaititerms of sustainability
can be observed as a smart practice. Not only is a high visual - low teg\stlafined as an emotional
positing, but also using storytelling with vivid and appealing languageéftteasit is a smart practice to use
personal fashion and sustainability values that again emphasize the consumer, add dmyenvironmental

non-personal benefit secondarily.

Thus, the fashion love story is kept alive by communicating sustainabilita fpensonal and non-personal
perspective with a dense value set. Additionally, the focus on creating a comofwrotysumers through

consumer endorsement elements and emphasising on becoming part of a group or community tsirurcha
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a product can be associated with emotional positioning. The same goes for the parstaiaability value
of being visionary or avant-garde that is defined as smart. Hence, even thedghrids choose to educate
and use facts, and even moralise, the emphasis on personal wrak@sbination with appealing and vivid

language as well as being informal at times is the smart way to communicate sustainable fashion.

The figure below summarises the specific smart practices and interesting practices (marked with gddiscuss

in the sections above.

Figure66 Summary of smart and interesting practices
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7.1 Target side analysis

We access the webpage (http://www.betterworldfashion.com/) on tHeJidy 2017. Generally, the text
contains only selected screenshots, while the rest can be found in Appendix VII.

7.1.1 Profiling

See section 4.2.2.1 Source site characterization.
7.1.2 Brand name and Logo

The brand name BWF gives reference to sustainable practices, particularly indigatimg gresent that
needs to be improved. Thus a better, more sustainable, fashion world hst soume created through the

brand. The logo gives reference to sustainability practices as well, through a istiicisigh relating to a tree.

Figure67 BWF Brand name and logo

7.1.3 Start page

Page composition

The navigation bar on top of the page presents links to five different secti@nBrstlsection refers to the
start page, the second twew conceptginformation are given to e.g. circular business model), followed by a

link referring to theabout pageto theproduct pageand thecontact page

The content of the page is divided into 10 sections. Overall, both text and pieressed in the
communication with a slighfiocus on text, whereas some sentences are noted to be remarkably long.
Thematically, we find fashion and sustainability content, wheresysbainability is dightly dominant. Fashion
content is mostly expressed visually, whereas sustainability content is expressgh text and supported

by visualizations.

Communication analysis

The beginning of the page is dominated by a triple divided section containing threespi¢tiaredentify an
emotional fashion value of feeling of the daring (models look confident in the camera with wild hair, open

shoes, unconventional look), and emotional value of feeling of freedom (models look distinctively differs
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from ordinary people, seem as they do not stick to the norms of ordinaryTlifeunconventional, however
confident appearance of the models (e.g. pink skirt and leather jacket) emphasizés tiathes will allow

demonstrating one’s personal, unique style. We categorize this ascillealue of personal expression.

The following section presents how the products are produced and for whom the praduatside (women
and men). We observe tvfanctional sustainability A op « Jv (}EuU }( % E} p 8 }E] vs §]}v ~~
0 $Z & i | 8 ¢« V %E} ~0E|0%]|¥PVvU ~u 08 u § o_-XfuhqliGRakZ Eu}da
sustainability value of product orientation is combined with apistemic fashion value of pursuit of the unique
~"0069 Z hihiot hE/Y hThe Kessage content is characterizeddats/ statistics and emphasis on

environmental correctness.

The third section consists of one long sentence that expressepighemic fashion value of pursuit of the
unique (feather jackets are aglv]«<p * }JHE peS}u Hunctidoal sustaidability value of image
orientation (v} Ju% & }v §Z VA]E}vu v3_gKsdirracterizedby the usevivid language
~"u 5} tu o0]AJvP & }E }( 8Z % }%0 V ~u &I }v §Z |J@p]v E ]
picture from a part of a leather jacket is shown, which we categoriZeiactianal fashion value of high quality

as the thoroughly sown seams are zoomed into.

Figure68 BWFt Values on start page 1
The fourth section gives a detailed product description. We identifyadéashion valuedunctional fashion
vaues |lv (}Eu }( PE ]0]3C ~~ P Eu vs 8§Z § P} « }v}(} & ¢ mEmotishbl %o E } 3
Aope v (JEU }( » v3]Ju v8 0]3C ~_ 8 EvsHOWQV]vFCa]elZE eeXv t s}IC] ~vs
functional sustainabilityvalue } ( % &} p S }&] vS S]}v~_ 00 E C 0 0 _*X &u@&sz Eu}
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benefit communication as themotional sustainability value of moral satisfaction is combined with the

epistemic fashion value of pursuit of the it  ~~1 % C}p ]Jv Z Eu}vC A]3Z 3Z 1 ]58F
VA]JE}vu v3_«U (}tundtidnal sugainability value of % E} e+ }E] v3 §]}v ~*E pe]vP A
usd ] oe v | %]vP A <3 3§} Ahdtheudorhbipatior ¥ made between ttienctional

sustainability value of economic benefit and themotional sustainability value of moral satisfaction~ "« 1 %o %0 } E S ¢

C}JME A oo § v C}uE VA]JE}vu v3 o }\epidemic onelbf puosai} Af newCfashion

~A( eZ]}v ¢ ve o AZ] Z ithin% GEgative FameA-~*A]15ZIus Ju% E}u]e]vP CIUE ( +Z

The message content is characterizedetwironmental correctness. The message is designed throwiyid

language ~ v 0 <+ 3 § 3ppefling dhquebk ~"A [E %eaEojynspeeific information (it is not

explained how the recycle process works in detail).

Figure69 BWF Values on start page 2

The fifth section addresses BWF’s storytelling approagmational ( «Z]}v A op }( * v3]u v3 0]58C -
E %] - }@ndaegigemicfashion vdue of the pursuit of the unique-"AZ] Z u | « 18 pv]cu _»

presented. The message content is characterizedsyna v % E<}v](] SI}v }(SZ i | § ~Ni
talk! One might have travelledthA}Eo _+X dZ u <+« P MvidlarigBage ~wS}E] * 0]A }v v (
i 1§ X

The sixth section contains educational conterfunitional sustainability value in form ofprocess orientation

~AA }v[E pe VC Z u] oe v Jve]PVv](] V3 u}uv3e}$}A 8 & ]v Ao E]ue0
message is characterizeddgucational messages ~*dZ o SZ E Jv U*SEC J* }v }( 8Z wu}es &
§Z A}Eo _-U AZ]vaue@Endumspéciic @ the terms are not further explainddegative framed

moralizing is used throughout the section, as it is first stated how bad the situatardishen highlighted

what BWF is doing better (e.¢t & (pe 3} o] A 38Z 8 3Z E & }vepu E« AZ}
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pollute, since with BWEZ E ]+ v o0 3 T@Esvini)ids thadconsumer who chooses a normal jacket, is
willingly polluting, hence doing something wrong, which might create a guilty consciencetded&wsh
statement, and presents BWF as morally supefioe messages aeetively <]Pv  ~" uC t& i | § o
we can hold on to the hope foragreen@} Eo X _*X dZ %] SUE v A S fuhconhal fashi@ns /E %o E
value of comfort (as the model has risen arms), and dbeial value of personal expression (model looks

unconventional and futuristic with a silver shirt).

The seventh section addresses the circular business model that BWF fumctional fashion value of
economic benefit~"+ A u}varfl anépistemic fashion value of %ot E+pn]3 }( v A tingZHpe of * p s
(*Z]IV_* ] E%E ++ XfulcioBabsist@nabllity iform of % E} p & }E] vE 3]}v ~"E
| C_+ v emotional sustainability value in form JvP A]e]}v EC ~~ PE v Jvv}A §}E_
message design is characterized througlaciive messagedesign ~ PE v ]vwdahbstieEworld
(*Z]}v_<X

The eighth section shows acquisition options of the leather jackets. A doublét lmenefunication is

identified as theemotional sustainability value of moral satisfaction is combined with tbacial fashion value

of %o E*}v 0 A% E **]}v ~*"C}UE 3§ «3The wintlgdgctBn dgives infermatiod about the
product range. The tenth section statesemmotional sustainability value of community feeling~ ~ come part

of the BWF& u ] d&hd calls for signing up the newsletter. The footer contains contact informatcial

u ] o]Jvl P e v 00* (}E +Z E]vP 8Z u ~~"dZ v AZC v}§ «Z -@]v]3&VW - t
‘A 0}A t& U $Zp- il message design.

7.1.4 About page

Page composition

The about page is structured in seven sections. In terms of visual-textuahrelstiobserve a focus amore
textual elements. Both sustainability and fashion content is communicated visually and textinghe. is a
focus on sustainability content. Generally, we observe that sustainability values are often combined with

fashion values

Communication analysis

The first section shows a similar picture as on the start page, with twognbfdgice, we observe the same
values such as the feeling of the dariemgdtional) due to the open shoes, wild hair, and confident looks, and

freedom (escaping from ordinary life). Furthermore, we identify persomeiession ocial) due to the
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confident looks into the camera, unusual combination of different styles togetpepiak skirt and leather

jacket.

The second section gives reference to what BWF believes in and how they aim tolaegt We find the
emotional sustainability value of moral satisfac)}jv ~*A Z A €& § Ev AZ E C}lupuU &z
§Z v]u os v A EC } Hbwaver, thd whoelXsection appears torheralising as it judges what
is right or wrong to do. The brand position itself as morally superior, asntiome¢ ways of saving the

environment are degraded, in favour of simply choosing a BWF jacket (see figure 53)

Figure70 BWFt Moraliszing statement

The third and fourth section contains statements about BWF's mission. We seaudtanability is
communicated visually and textually. Visually, the green world with the leave refeesuatainability value

of image orientationWe observdunctional sustainability values } ( Ju P }&] vS S]}v -(\E] EoC }-
and process orientd]}v ~X@&] v oC ]v Z % E} p S]}v S P _aiisdon andjisonvs v o
gatement ~* 3§ t& A E § Gu]v 38} & A}ous]}v]i 8z A C+3Z v3 E£S3]o
J*%}e _U A & u }( §8§ E A}Eo Az cEoveredpidiedean@®Ewhge@onceptsE v
o]l A 3§ E v]eZ v ]85 ]e ¢ v ]JvMbrdisngis o@emed® v «X*u I]VvP *]E
us Elo®3Z E3Zv & §]vP v VA]E}vu v o Z Z X

The fifth section presents the three founders of the brand. We ob$ametional fashion values of high quality

~"N%o e*]}v (}E Z]Brdsegel vdEeC) (¢ Yo E}v 0 A %E 34}vP~-" QPve_oX dZ u e

content focuses oeducaion ~*]v E <+]VP % }oous]}v v }A E A£%o0}]3 3]}v }( §Z A)]
] S]}mgaiX elements ohoralisng (E % E ¢ vS ~"E}S S§ZE Z]% %] *U Puls &

E% E] v He]v ceu v AZ} A v 3Z |E Z]o & BB} dFAvV [v]*3 B3TGSAE ¢

the stereotype of environmental hippies, but claims to do it right with their businesswihictake the world

better. This, again, creates a superior picture.

The sixth section addresses the consumer and highlights that their help is needally,\tigo models are
sitting watching a green plant. The captuvallies are emotional from thefashion side such as the feeling of

happiness (both models are smiling and seem happy), wethational from the sustainability side moral
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satisfaction (the green plant that in connection with the text might symbolise the betidd that they

contribute two with their jackets). Textually, we find éneotional fashion value } ( HMSC ~"eSuvv]vP i |
the emotional sustainability value }(  JvP A]<]}v (E Qe the diffeesicesthat you want to see in the

AYEo0 X_+X dZ u e+ P « @@Ective «}Zvo%s}iue 8} PE}A_V § appedliig<E A EJ} A «+ U
our BWFi | S« X t (]v metpgphor E"}voC E}% v Getlibility isvstrivéd to be

established by encouraging readers to share the page and tell their friends.

The last, seventh section refers again to how the brand is a solution fentlrenment. It uses theocial
sustainability value of community feeling~ % part of the BWK u]l]oC v 8Z <}opS]}v 8§} Po} o !
as well aemotionally u}@E o « 3]+( 3]}v ~~"C}u Vv A ol 3 ooU Z pekor@iinpadZz Iv}Ac
~AClu E esu 00 % ES }( P Z vP _+X lodebritfEreferente offa MpHadra Gadh (] v
guotation, which we do not categories as celebrity endorsement in defined aeitise quote is not related

to BWF.

The }usS % P Jv opg ¢ ey % P 00 " 33 E A}JEOLE]UN 3 vXoQe]dWwb]3Z]

be skimmed and additional values will be listed. Overall, the pagedgtaited and specific information on

how the brand saves resources aplainstechnical terms. The communication is ortigxtual. We find the

functional value }( }uvSE&C }( }E]P Jaduee withirvim Gheda E'Manufacturing at our factory in

W}lo v _+X dZ u spedificewitliEnanyframes of reference ~* }u % & s} }JVA v§]}v o o

i 18 88 E t}JEo0 0o 3Z E i | 3§+ A+ 37 vAGHEYatitiés ¢ PEMWMEECLEW 0]

100% recycled-content & recyclable packagirgpedific educational messages ~* ¢« }v E vS§ >]( C
ee ooy vSe n% S} 611P Kthe cenferd ispecific andlogical. Credibility is observed in terms of

grategicaliances ~* o }EP hv]A E«]SCU VvSE (}E +]PvU /vv}A §]}v v ~pes

7.1.5 Product page

Page composition

The product page consists of three sections. A product section, additionalatitorpand related products.
It is possible to select a jacket with an induvial ID. However, imdimdual product details are first shown
after serval clicks that requires to select size, material thickness and purchaseTdpdeads to 14 different
pictures that give information to the jackets (designer, name giver, pictures sp#ogic jacket, resource
saving, factory and production information), which is defined as hiddenedlioy. However, we only

consider the initial product page and not the further specific sections, as to ensure comparability.
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Communication analysis

The product page without opening the picturases thefunctional fashion vdue of versatility~~ i | § A]§Z
many differentf «X t & ]S P ]v and theeinotiondl fashion value of feelings of the daringThe
}1}o SVY®JA 3Z i |8 EIUPZ 0}}IX_X

Figure71 BWFt Product page

7.1.6 Conclusion

Generally, we can summarize the communication approach of BWF as a doubleappnadith with a focus
towards sustainabilitgs both are communicated on all units, but sustainability is in the foregroastida
values are often found in a combined context with sustainability ones, rateistanding alone. Thus the

brand utilises &iQu Srategy.

Looking at the four units of analysis separately, we observe that they haventifiecuses in terms of
communication. Thetart page is marked by visual and textual elements wilight focuson texts. The visual
communication focuses mainly on fashion values, sustainability is expressmdly. The page contains a
dense set of fashion and sustainability values, expressed visually (5 different values) and textual (13 different

values).
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Theabout pageis characterized by both, textual and visual elements with a foigison textual elements,
as well. The side contains ammense amount of information and values. Both, sustainability and fashion
content is communicated visually and textually with a focus on sustainabilignta@enerally, we observe

that sustainability values are often combined with fashion values.

Theproduct page is characterized by a rathiealanced approach, as the side contains several product pictures
and product description. The communicated values are fashion related. In tevalseprofile, we observe
that BWF uses a strategy etreme high density and variety of values from both fashion and sustainability.

We summarise the visual and textual profiles as displayed below (Figure x and x).

Figure72 BWFt Visual value profile

Figure73 BWFt Textual value profile

The message content is characterized by facts/ statistics, frames of referencati@al messages,
environmental correctness, and storytelling. Generally, we observe a focus on moralizing timnvayplitiat
appear harsh. BWF positions itself as morally superior by highlighting how othigbeéaily more sustainable

and how they with the jackets succeed in creating a better world. Implistlyhe brand name goes into the
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moralising direction, and with the usage in the web communication, this impres$iothés underlined.
Furthermore, the messages are designed with vivid language, the usage of metaqghiiirough many active
appeals. It is interesting that on the start page the information are rather exgresgae and unspecific, and
on the main about page the information still remain vagugereas on the subpage of the about page the

information are specific and logic, even technical.

In relation to the credibility dimension, we observe that BWF does not emphasise in pasticoiedibility
establishment. The focus lays word of mouth initiatives through encouraginggd¢adshare the page and
tell their friends. The brand also communicates the cooperation with Aalborgsityive terms of measuring

the savings achieved through their production process/ business model. This ean hg a strategic alliance.
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7.2 Recommendations

This step in smart practice research is referred to as convertiergained experience and understanding to
the target side. The identified smart practices are perceived as a reservoir of potentialdiatieadity that
can be used, and are always embedded within their institutipslaical, economic and interpersonal context.
This must be considered when making a transferral. The recwlatioms are also called extrapolation and
are not a sole replication of a practice in another orgaonizabut a creative and flexible application of a
carefully examined mechanism discovered in the source sitesndihgsfiof the target side analysis are
contrasted with the smart practices as to identify strengths andnesaks. This results in a strategic roadmap
of communication for BWF, as well as two concrete brandirgasos with practical examples of

communication.

7.2.1 Overall level

Strategy

In terms of overall strategic communication approach, BWF follomeSasrategy, meaning that the
communication of sustainability aspects stands slightly in the foreground. With gegaadidressing the
mainstream market, sustainability therefore is found to be overemphasized on, wdfilenfas rather

HV E u%Z ]I X dZpsU Areeqmarkefjigvwyopi@[Z~K33u v & oXU Tii0eX t& }puo
its persuasion likelihood towards the mainstream market by shifting the focus tateefadshion values when
communicating on its website in line witlFieFa strategy. This also refers to the brand name and logo, which
according to Yan et al. (2012) is a crucial element in fashion communicatBWHs case, both are
sustainability related which strengthened the green marketing myopia symptoms. A new bremappeears

to be a rather drastic change. However, due to the identified problematic, thesuap be an important
element to create a coherent Fi-Fa strategy and enhance the fashion charactestiSngder such a change

will be given within the next section in relation to the discussion of value profile angwaltiening.
Value profile and core values

Generally, throughout the units, we see that BWF includes all fashiah values defined as smart practices

in its pictures (emotional - freedom, feeling of the daring; social - persgraksion, functional - comfort).
Also textually, thdashion value profile can be characterised as smart with all value categories present, such
as emotional (sentimentality), epistemic (uniqueness), functional and sociamiadktextuabustainability
communication, BWF also shows parallels to the smart practice sample such as emubi@a aiatisfaction,

being visionary), social (community feeling), and functional (processicprmdage). The only difference lays

Page 151 172



Master Thesis MSc. IM

in the lack of social-ethical sustainability which is not communicated, even though thetjmodhkes under
high and fair working standards. To stand up to smart communication, theshalule be places on the about
page. All in all, we obsersmart usage of personal values outweighing non-personal ones, anthaltifaceted

cambination of values.

However, thedegree and density of value variation appears to bextremely high compared to the source sites.
Specifically, BWF does not concentrate one or ¢are values in its profile, but uses different values in
different sections without a coherent approach. This increases the risk of the corseingoverwhelmed

or confused by the amount of information and values presented, without getting a distinctive picture of what
BWF stands for. As stated in section 3.2.3.1 the selection of valates! el the first initial communication

dimension which is the determining factor for the strategic approach of communicating.

Therefore, BWF should clarify its value proposition towards the consuche@parate with one or two core
values and a condensed value profile. In terms of concrete suggest@osse the urgent need to distinctively
position BWF on the mainstream market and to be silhouetted against its competitors. discima crucial
instrument to set apart from the competition (Da Giau et al, 2015, seeis&:1i.2), this can be considered
as rebranding strategy. Building upon the smart practices and the competitive advantaghel@®/\Vie
identify and propose two potential scenarios as to enhance the brand's sustainaide fasmmunication.
Looking at BWF, we identify the following key characteristics and strengths. iGibe cmaracter of the
jackets, the high quality, the circular business model, the reuse of nhattegi@ommunity through the app
and the design made in Denmark. The smart practices in terms of valuagstitdived preferences towards
emotional and epistemic fashion values as a core value. Comparing the key charactettistirsari
practices, we extradwo core values as potential strategic starting points suchpassuit if the unique, and

country of origin.

Pursuit of the unique is a smart practice, and beyond that used as a core values by Pelechecoco and Re/Done.
Relating this value to the overall fashion concept, we see a strong connectiorstorthelic, hedonic and
identityconsS@Ep S]vP v SPHE }( ( *Z]}v v 8Z }e3pu E A oftV I Puj<l VirmeXz
Additionally, broadening the view towards the mainstream market, which is domimafedt fashion with

short product life cycles (Da Giau et al., 2015), and cheap nzakscpon, uniqueness can be a competitive
advantage to standout. BWF already uses the value of uniqueness in its doatimunhowever it should
become the key element. Thus, this re-branding approach can be considered as beingntlaseb she

current communication as the value of uniqueness is already used and gets further exploited.
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In this scenario, the core of the value profile should be characterized by communicatingjtieeharacter
of the jacket and the resulting pursuit of the unique of the consumer throughout iteairanalysis. In line
with the necessity to condense the existing value profile, additionalsvafoieh focus on individualism can
be well integrated apersonal expression (e.g. there to be differentjeeling of the daring (e.g. be brave and
show what defines you; stand fpourselfbe proud and differentfreedom (e.g.self-realizationfollow your
dreams). Sustainability wise, the valuebeihg visonary fits well to this value profile, as it emphasises on
following new ideas and being forward thinking which demands braveness, a strongilband self-
v(] v X /v JE v A]3Z 3Z]e A op % E}%}e]13]1}vU A }pRevidal R]v &}
This would be an individual brand name, but implicitly incorporating the recycling inspg@etic way. The
jackets are reborn by using old leather, which makes them unique in their matdr@raposition. Thus, the
brand stands for a movement towards individuality, consciousness and faslitipnRlgvival also can be
understood as to restore the earth's health by supporting its revival by making conkcices in terms of
fashion consumption. The name expresses that something old is given a new nahdted value
respectively, which results in a superior, exclusive product. Thusugtenability character is implicitly

embedded in a fashion context.

The country of origin value exploits patriotic feelings from domestic consumers or makes useitdfepos
stereotypes that customers have about products from that country, region or citge®/ehat using the
country of origin effect is a smart practice, used by the source sites aitythevel (Los Angeles / Stockholm).

t&[+ 15C }( }E]P]v ]+ o0 }EP ]v E}E§Z ol arepuiation whicA Zap Ee exphoitedldn Z
the fashion context. Thus, we recommend to use Denmark with its great reputation and gositetypes
concerning the high quality and classic design which is known far beyond the borders(Was#D2017). In
% ES] po EU SZ N v]eZ <]PVv Z - Ju *Cv}vCulpe ATBID G uXGoes XSO0 S
scenario, the core of the value profile should be characterized by communicating Desrter&oantry of
origin throughout the units of analysis (e.g. designed in Denmark). Denmark shoolchienicated as the
origin of the product idea and product design, as well as the starting ptacsustainable movement. Owning
a jacket makes people part of this movement. Thus, in line with the necessitydense the existing value
profile, additional values which focus on belonging to a movement and positive Danish stereotyjgelsesho
presented. This includes the sustainability valusomimunity feeling (e.g. join a sustainable movement), the
vaue ofhighquality (e.g. superior products, Danish products),uélae of versatility (e.g. universal design for
a party and the office), and thealue of durability (e.g. timeless design). In accordance with this value
proposition, we could imaginetov u $Z & v Cifke§}X*dZ]e A}uo v ]v]Al] po E
which refers to the Danish origin by using the Danish word for circle. The nancglymptorporates the

community aspects, as well as referring to BWF circular business modetriStdering the global operations
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of the brand, cirkel still is close to the English term circle. Thus, joiningstiamable fashion movement,

u ve i}Jv]jvP 82z "~ JEI o_X
Message mix

Another weak area on the overall level can be found in the employment of saticadiand morally superior
positing of BWF to date. Even though moralising has been identified as a smar jpiespite the discussion

in the literature, BWF uses this content variable of the message mix to an overriding ttegnes like a
continuous thread through start and about page, which is in a clear contrast to the sibers@pplication.
Especially, because the smartness of moralisation lays in a speafi@ isen embedded context and rather
implicitly, which stays in a sharp contrast to BWF’'s rather harsh and judginghicdyiswassociated with
evoking guilt. The feeling of guilt on the consumer site can be perceived as a marketing trick that dan result
scepticism and aversion (Hassan & Valenzuela, 2016). Even thoughritéswifitdined with the value of moral
satisfaction, we recommend to distance the communication from the current foausmtising through the
webpage, because the literature warns that consumer can perceive a\matig as too judgmental and
U}E 00C *p% EJ]}EU AZ] Z Vv 0}A E % Eeop *]}VEYV}ISZ|IRIVEUEVifie Xo]d Z
relating to the two scenarios introduced above, moralising could be used as followniduemness strategy
could emphasise on the need for change in both the area of mass production of fashion of yessbility

to be unigue and stand out, as well as in the area of helping the earth t@rdamwm the fast fashion damage.

This offers good potential for a double benefit (e.g. A nobody swims in the dinstresam which is polluting

our environment - don't be a nobody and shape a greener future). The country ofsbrigegy could
emphasize on being part of a sustainable, respectively better community by wearigg&ighand stylish
Danish jackets (e.g. We are a small Danish slow fashion brand with atigjeisias to save the world from

the soulless fast fashion giants).

7.2.2 Units of analysis separately

Looking at BWHtart pageto date, the visual communication in terms of amount and type of valuelsecan

evaluated as smart. However, in terms of the general text-visual ratioisreesignificant textuiformation

overload. This not only stands in sharp contrast to the literature that emphasises on thenesnzeference

for o & }uupv] S]}vU ¢ 23}} up Z Jv(}EuU 8]}v Jv ( *Z]}v tche@8h]VP
]*SE 3]}v_ ~z v & 0oX 11i1U %X i07eU pd ved}dsB v EEX %P JA o PR

heavy communication is related to the risk of failing to evoke enough imaginatiomdailimg to dip the
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consumer into positive sentiments and creating an emotional connection towards the leather jackets and the
brand (Carroll, 2009). Furthermore, BWF communicates a high amoufferdifextual information themes

and values. In comparison to the smart practice sample, the variety of information also stands otglpegati

This is associated with the risk of the consumer being unable to develop a skizstivk picture of the

brand. Ther(}€& U t& v <« 8§} Z vP 8§} "<u 0]SC ]Jves (8 eS8 @ E u%nshd E
given on the start page should be shortened and reduced to the most important and essguéalthe brand

wants to express (maximum three). We advise to predanttional sustainability values from the
environmental side. Fashion values should be rather expressed visually. The message codteesign
characterized by buzzwords and environmental correctness in a rather ursgredfiague manner, is alighe

with the smart practice, however it should be condensed.

For the uniqueness scenario it is important to textually highlight the uniquasiessts of the leather jackets,
which can be combined with functional sustainable values from the environmental fde of buzzwords

~ XPX ¢« o0& C 3 § ZEFuthermure,jithe]branfladme as crucial communication element
should be linked to the core value (e.g. Weivevintage leather to express what you aumniqué. For the
country of origin scenario it is important to textually highlight Denmark, which can banedmkith
functional sustainability values from the environmental side in form of budg\eyg. Timeless Danish fashion
sustainably designed). The brand name can be linked to the core vgu€ifkle - a sustainable Danish

movement).

Theabout pageis marked by a high density of fashion and sustainability values, which is considerad. as s
However, the page lacks emotional fashion values that should be dominatingsiitiilas.to the start page,
the brand fails at evoking an emotional connection to its jackets and &inel.bFherefore, moremotional
values should be communicated and highlighted on the about page. Furthermore, to date no denbéfi
communication could be identified on the about page. Instead, it is used atattigpage where the double
benefit mostly refers to the combination of two personal values (uniguendssaral satisfaction; economic
benefit and moral satisfaction). It would be smarter to relocate double benefityrtmthe about page, and
reduce them on the start page. Furthermore, in terms of double benefit designjiieisted to increase the
persuasive likelihood when connecting personal (especially emotional fadbhes) @amd non-personal values
(functional sustainability values) with each other, as herein lies its smaatreesgength. The content of the
messages contain educational elements, facts/statistics, frame of referencesn@vital correctness and
moralizing, and are designed in a rather specific and logical manner, as thetiumh vivid and appealing

language. This makes the message mix in large part smart. However, the corbendloout page does not
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exploit storytelling, which is instead presented on the start page. Thus, we tadwdszcate the storytelling

from the start page to the about page to further reduce the information on the start page.

Thus, overall BWF should locate all its specific information on sustairtbbiliiygand wants to express on
their website on the about page. This would relate to the circular business ammtploduction. While the
country of origin approach nicely creates synergies with the emphasis on the threerfanddbeir story,
the uniqueness approach is expected to increase smartness by presentiioginers namely and brief
without a distinct focus. Depending on the selected scenarios, different emotional vaiuss eaphasized
on. The uniqueness scenario can be designed smartly by communicating emotionaMiske®nf personal
expression, feeling of the daring, freedom as well as personal sustainahilgg wf being visionary. The
values can be combined with non-personal sustainability values (e.goBwerifferent - Born through 98%
reused material). The country of origin scenario could highlight the design process madmankDand
emphasise on the personal sustainability value of community feeling. Furtheotioeejmportant fashion
values as the functional value of high quality and versatility and durahilibpedaghlighted. These values can
be combined with non-personal sustainability values (e.g. A classic Bastainable design that never gets

old, but ripens with your great personality).

Theproduct pageis characterized by only a few fashion values (feeling of the daringjltgrsehich is in

line with the smart practice and addresses both scenarios. We recommend to additionallytimeiad&ion

value of uniqueness as this is a strong purchase argument for BWF, and is\goosed across the cases.
GUESZ EulE UA EPu (}JE SZ pe P }( *S1E @S opjRPZ UEZV %o E}epuz|
and unique features should communicated directly on the first site, and not after ldetiae of several

product options.

Concerning the last dimension @kdibility establishmentve see that social media linkages are used, while
consumer endorsement is not employed to date. Thus, it is recommended that BWF itikidtgs the
communication. Specifically, the storytelling element with the app in which consumettstiagedventures
experienced with their individual jackets is one of the core aspects, but not includleel wabsite yet. For
the uniqueness scenario, the brand could achieve its consumers to share their ihdiaduand style (e.g.
#lrevive). In the country of origin scenario the feeling of belonging could be emph@sgetdmycirkel

#jointhecirkel #classicdane).
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7.2.3 Interesting practices

Looking at BWF from the viewpoint of the identified interesting (smart) practicds)dveeveral aspects to

be touched upon.

First, even though BWF uses a vision and mission statement, it does nat comaedherent manner. Instead
it is divided into several sections that address different visions. Hencecibiismended to unify this into one
statement that clearly communicates what vision BWF has on the about page. In relation mvbe a
discussed positioning as morally superior and ability to improve the fashion world ¢vatuated as risky
communication, the interesting practice of self-reflection used by Reformation coutpdied. Self-
reflection statements put the sustainability efforts clearly and specifically intpgaive, but on the other
side also addresses room and striving for improvement. Moreover, Refumna#gd has a high educational
character, but combines it with humorous elements and gives recommendation howrtorbesustainable
in the everyday life. These techniques let the brand appear as a role asoddbllows a comprehensive
sustainability approach that goes beyond selling fashion, meeting the consuntereypeinstead of being
distant and preachy. This is especially important in the country of origin-scexsatie brand appear as a
friend who is connecting people which each other. Humour should be used to apmgathsstic and to
create a feeling of closeness. Whereas, in the uniqueness scenario humouremigbatislightly different in

form of appearing cooler and special through cheeky and witty humour.
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Chapter MIl Gonclusion

The last chapter of the thesis is summarising the main findings ptserieghout the thesis. Furthermore,
a reflectionon the implication of these findings in relation to our research objedigasen. The chapter also

discusses the limitations of the study, and give suggestiofustfer research within the area.
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8.1 Summary

This thesis is dedicated towards addressing the challenge of sustainability fashietingnam the light of
fashion being the second largest polluting industry worldwide, and has not yegedattastep out of the
green niche market. The problem has its roots in the lack of understanding and knowledge tn how
communicate sustainability effectively. Credivlye-laden sustainable fashion communication appears to

be a difficultbalancing act. Likewise, the sustainable fashion brand Better World Fashion struggles to
communicate persuasively to the mainstream market. Thus, the thesis aims to create knowledgeiasive
sustainable fashion communicationeshancethe communication of BAWF. To arrive at the aim, the research

addresses four objectives.

The findings of thdirst objective create an understanding about characteristics of persuasive sustainable
fashion communication that increase persuasion likelihood through an extétresateire review. The review

of literature crystallised the conflicting nature of concepts of fashion and sustaindthiétformer relates to

the ego, the creation of own identity, and self-realization due to its hedadisynbolic character which
makes it a high involvement product. Consequently, fashion communication emphasizesatien of
favourable visions and emotions, aiming to give people identity and dreams through implicit and often visual-
focused communication. This makes the communication process rather unconscious. Sugtainabili
contrast, refers to taking responsibility and selfless actions without a direct petsoredlt. Thus, the
communication has a more rational character which appeals to the mind, and requires texplialt
communication, that gives the sustainability communication a very conscious charactennirasting
nature is summarized by Lorek & Lucas (2012) with the observatiothéhtzshion world is full of positive
emotions and beautiful people, and environmental information is boring and digtractthis context. The
bridging element though is found to be that both concepts require the creation of emotioperfuasive

communication.

The main findings of the literature review are that the fashion mainstream customers cha aativated by
being put in the centre through a communication strategy, which is either mainly based on fashéen val
(muted sustainability strategy), or comprises a double benefit approach in fabiibn values are in the
foreground and sustainability values are mentioned secondarily (Fi-Fa straldmyg, the benefit

communication is a key element in sustainable fashion communication.

Relating to thesecond research objective, the identified characteristics of both streams, fashion and
sustainability communication, are conceptualised into an analytical framework. The francewsigts of

three communication dimensions for both streams such as the value profile, thegamesisaand credibility
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level. The value profile relates to consumer and environmental benetfits cbnsumption. The message mix
relates to the message content and the message design, henceAfe @nd ‘how_of communication. The

credibility dimension addresses the techniques to create trust and credibility.

The third research objective addresses the identification of smart practices of sustainable fashion
communication through a multiple case study smart practice research. Therefore, the analytical framework
applied to sustainable fashion brands that are selected based on their learning patefiEng a valuable
source site. The unit of analysis is determined as corporate websites (brand name and logo, sttbpage
page, product page), on which the visual and textual content, thus communication practices, is cagitured wi
the analytical framework. The results of the subjective interpretation of vgebpantent based on the
operationalised analytical framework, are common patterns across the sourcgtsithsare defined as smart
practices. Together with the interesting practices, those from the guide forimaldta fashion

communication.

The empirical results partially confirm the findings of the literature review, inctudeadictions, and revesl
new aspects. The smart practices relate to the overall communication, as thelldierent units. Overall,
it is smart to follow a Fi-Fa strategy, which puts the consumer and her/his pershiah fexperience in the
centre of attention. As sustainability can increase the emotional bond towardbkrane, it should be
communicated as an additional benefit. A dense value profile is touipel smart in order to address the
consumer with multiple benefits as a means to emphasise on different purchass waaldiencrease
persuasion. Fashion should be mainly communicated visually. Contrary, sustainahildynshinly be
communicated textually. Especially, the choice of one or two core vakmaid to confer a distinctive

character on the brand.

As the start page is the most visited part of the website, here it is crucéttothe visitor's attention through
a high visual - low text strategy. Furthermore, a limited set of valoesinated by personal fashion values,
ensures that the visitor does not feel overwhelmed by rational information bovasahim/ her to enter the
promising fashion world. The smartness lies in not digging too deeply into the sustaittedoititter, but to
leave the information at a rather general and unspecific level. The oSgmour can be an additional option

to entertain and catch the attention of the visitor (interesting practice).

The smart about page is marked by a high information character about sustainabilityepradere, the
information about sustainability which are mentioned in a rather general wayeostart page should be
specified. Therefore, it is beneficial to use a balanced visual-textual comnmmiéatioss the high variety of

values, again especially personal ones should be communicat€éBEin@& S} | % $SZ }vepu E[s A
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with the product in the centre of attention. If non-personal values are ubked, mainly combined with
personal ones. Transforming information through stories with appealing ashthwiguiage is a smart method,

to create favourable cognitions and emotions. Interesting practices are found in thef fosmn and mission
statements, self-reflection statements, and the use of humour which helps to buildhgnest and trustful

image of the brand with human features. A smart product page contains less values witetreated to
fashion or sustainability and thus, can be personal or non-personal. Stayytslla smart element by

% E * vS]VvP %o E} U S[* %o Ee+}v 0 *S}ECX E C ]ogSentihg sockal médidz v

linkages and consumer endorsement.

The synthesis of the findings showed an overall strategic pattern in termsaifonal and personal
communication. Related to Lorek & Lucas” (2012) comparison of fashion anuhbilgtaivith a love story
interrupted by divorce rates, an emotional positing in terms of sustainabdgitgnwart practice. Remarkable
is that the literature only refers to one personal sustainable value suctorasd satisfaction. However, the
empirical smart practice research shows that there are more personal values suchmasnitpfeeling, being
visionary, individual impact. Not only is a high visual-low text strateigedi@ls an emotional positing, but
also using storytelling with vivid and appealing language. Thus, the fastei@bory can be kept alive within
a sustainable context by combining fashion values with sustainability valuesrfoorpersonal and especially

a personal perspective.

The lastfourth objective of the thesis was to address BWF with the smart practices as a mearaonew
strategies to enhance communication persuasion likelihood. BWF's current apioreaaimunication was
captured through the analysis with the revised analytical framework. This skmatéde company to date
includes some smart elements into its communication, but also shows concretendi&e compared to the
source sites that stand out negatively. The overall strategic approacH| @s &spects of the value profile,
message mix, and credibility were identified as areas for improvement. With regaaddréssing the
mainstream market, sustainability therefore is found to be overemphasized on, at the erpéasiaion.
dZpeU t& *Z}Ae «]JPve }( ZPE v u &I 8]vP uC}%] diXerddfion@Epositianing S]}ve
which includes shifting the focus of communication from high text and sustainable indorb@more visual
imagery and a Fi-Fa approach. To confer a distinctive character of the &@rmdmitment to one or two

core values is suggested which should be communicated throughout the whole webpage.nBasekiey
characteristics of BWF in alignment with the smart practices, two rebranding scenarios are progosed as
exploit BWF's competitive advantage and increase persuasion likelihoodstTéenfres on the core value

of pursuit of the unique as to tap the potential that the unique character of the jacketdu®td the business

model. This matches the identity constructing and symbolic character of fashion, aedceasumers
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predominantly seek its purchase. The second builds upon the core value of the Danish country a$ doigi
utilise the positive stereotypes related Danish quality and design as value proposition. While BWF should
step down from its morally superior role, instead a clear vision and miasiae]l as self-reflection statement,
showing the brands sustainable effort combined with potential room for improveroeul] enhance the

persuasion likelihood.

This research contributes to the growing field of sustainability marketing, and its specifit saarstainable
fashion communication. Several researches have addressed the issue from theeropstspective,
investigating their attitudes and behaviour through consumer studies. Yet, this has provebringhopon
the desired solution as insights remained limited due to the challenge of intention - behapiolings, the
switch in perspective to the investigation of empirical practices in a coriyganaanner and smart practice
research approach, adds values from a rather unexplored research perspectig amdRkterpretive stance,
with a subjective positioning, the generalisations to be drawn from the thesigaiecantly limited, as it is
not the objective to create theory. The smartness of the practices lies ihdite ©f source sites tailored to
the target site. Nevertheless, zooming out of the specifics, the thesis” literatiesv makes sense of the
phenomenon in an extensive manner by accumulating and integrating insights on sustiishlue
communication. The resulting holistic framework for persuasive sustainable fashion communieaties
new understanding as it reveals the landscape of communication strategies, dimemariables, which to
date to our knowledge, no research has tackled in this manner. Additionally, the thesis adds offiturmby
an explanation to the communication problematic of sustainability and fashion through a contrasting
juxtaposition. It delivers paths to address the marketing myopia dilemma of the sustéashbda industry,
by crystallizing emotional positioning in the communication as the connecting point betwedwothe

conflicting concepts.

8.2 Limitations

There are several possible methodological limitations that can affect the qualityss theC [ }usS }u v
the way the research objectives are addressed. Therefore, it is important to eavgaich limitations and

propose possible actions to overcome them in the future.

First of all, in terms of research design, results gained through an analyseaotases is very limited in its
generalization. By taking an interpretative nominalist stance, we assunmeedbéhite reality is not existing
as reality happens through human beings. This means, that all observedreasg®hadded in a specific

}vd £8 v §ZueU A E A E 35Z § Z+]u%ternptideEontextsds linfitddZ FoEhe po S+

case that other brands aim to make use of the results, we therefore recommendfidlgaeglect upon their

Page 162 172



Master Thesis MSc. IM

own characteristics compared to the source site, as to evaluate the smart practices gontext. As we
revealed our research processivery detailed way, we enable other researchers to evaluate if the pogsibilit
of a transfer exists or not. Specifically related to smart practice researicbuid $©e highlighted again that

we acknowledge that the smart practices are tailored to the target side due to the selection of source sites

Second, the data is self-reported, meaning collected and analysed by ugh&hmslity of the research is
depended on our personal perception and research skills. Although we developed cousteemnéaensure
objectivity through using the operationalised analytical framework, interpretative studliéslstithe risk of
perception mistakes. Furthermore, we conducted such a qualitative smart practice rdeed#neHirst time.
Our observation and analytical abilities could have been improved and strengthened threpgtifia

research training before this thesis.

Third, specifically the content analysis is limited to the chosen units o$iareahgl does not encompass the
entire corporate website. Hence, the smart practices need to be seen in the context of the unitgerias/e
we argued for the choice of units in terms of their importance and frequent digagensumers, they are
representative units. Nevertheless, the limitation can be addressed byoadtitesearch to capture the

whole website.

The fourth aspect is related to the overall limited control of findings. A contensanlayydefinition cannot

capture persuasiveness of the communication in the sense of measuring it. Instead,itiys fihduld be
evaluated as to infer likelihood of persuasiveness. Even though comnuamicas been confirmed in the
literature as being as crucial factor in marketing sustainability asasvellistainable fashion, it cannot be
determined as the sole cause affecting the persuasiveness, and even {hleteamarketing. Thus, it is not

possible to draw a definite cause/effect from this qualitative study.SThetated to the general challenge in

u S % E 3] E + E Z 3} AE%o0]v AZ 3 E}o 3SZu%%TE]}&E E% poGeX
communication is taken out of the context the company and its communication is embeddedtimerl

words, this means that a flexible conversion of a practices from one context irdth#re does not ensure

persuasiveness of communication, and translation into increased purchasing behaviour per se

dz E (}&E U E « & Z }v 35Zhe makéting onid\cpuld; (ift $he findings out of context and
broaden the knowledge on sustainability fashion marketing. Additionally, informinfintiiegs by the
consumer can further increase our understanding. Thus, future research could forhydateeses based
on the smart practices and test them in consumer experiments as a means to detgsnmfieence on brand

attitude, buying intention and purchase behaviour.
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Lastly, we want to reflect on the recommendations given for BWF in terms ofdtseéwarios. The scenarios
should be taken as an exemplified practical application of the proposedystradtadmap. Thus, those do not
represent a holistic rebranding concept, but starting points and possible ideas for the implgonesftfuture
web-based sustainable fashion communication. The scenarios should be informed by treeibiemd!] view

to evaluate their potential and preference for positing for a concrete holistic concept development.

8.3 Future research

The findings of the thesis offer several paths for future research. While some of thosergaaty discussed
above, as a means to address limitations of this research and its effect ptetpeetation of findings, there
are additional paths suggested as being beneficial to further explore the pbeannand field of

investigation.

On a narrow level, the smart practices and its understandings shouldbwaedfby direct contact with the

people behind the businesses as a means to further explore the reasoning beyond the literature explanations
for the choice of approach in the communication of the source sites. Personakintecan be conducted to
achieve to gain understanding of the motivation behind communication strategy and techamngLgsus,

could help to understand the context better.

Furthermore, the practices are limited to the web communication on the corporate welsitever, the
literature showed the growing importance of social media communication. Hence, capturisghahie
practices in terms of social media communication will be an important addittbe fmcture. A further unit
of analysis could be related to store communication. This can be the communicatustahability
engagements collected through in-store observations, as the store also represerigifacant
communication channel. We focused our research on the communication between the dirtheaand
consumer. However, firms can besides the direct channel also utilize the indiyeover a wholesaler. As
seen in the source site comparison the majority of brands use selected retidllemse, the B2B
communication of sustainable fashion brands addressing wholesalers should be object to reseaitio

complete the picture of sustainability fashion communication.

As for now we segmented the market into the mass consumer, and the green consumer, which isaeynecess
abstraction to conduct this research within its scope, but one needs to respect that the degigehidhe

mass consumer can be generalised to such a high degree is limited. Howevenatieditgilised, did not

give differentiated insights in terms of the mass consumer differing characterigtick, wcreases our

confidence on the chosen procedure. Still, a more specific segmentation of the mass condemes of
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specific characteristics and behaviours, such as different degrees of sustairabiliern, fashion

involvement, age, country of origin to only name a few, could be interesting for future research.

As a way to address the issue of generalisation and lack of gandedings on persuasive sustainable fashion
communication to the mass market, the analytical framework could be used to examine and & out
communication practices of a broader sample of higher diversity that could include headets, and
newcomers.dZ]e ]+ E 0 8§ 3} E %o0] 3]}vU u Vv]vP 8Z § ]Jv "<y 0]S§MP E -
strategies that involve deliberate replication can be used to promote both analytic getieralenad

SE ve( & ]o]S5C_ ~W}o]s ~ | U divérsity éolXadrids demtbined WRIZpuEposeful sampling
selections of deviant cases could enhance the generalization of the findiiigsoakl crystallise certain
contexts under which patterns occur (Polit & Beck, 2010). This would outline sustdiaskion
communication and also create scenarios based on factors such as sizeggragedrfocus. Overall, the field
appears to be of growing interest in research especially within the last yeat$feaadnany paths for future

research.

Generally, sustainable fashion brands can utilize the analytical framewoakdtysing themselves and
competitors in order to contrast their communication strategies and identify strengths arkthegsas of
current communication practices. The framework presents a holistic picture of communitiatemsions
which gives an overview about different aspects of sustainability and fashioruoigation. Researchers can
use the framework insights and its composition as a source of inspiration ahidb aspects of
communication need more detailed attention and can be subject to future research. Ctbgpibmits of
generalization, brands can learn from the identified smart practices under the condition of carefubnsflecti
upon their own context and the context in which they smart practices are embeddedIdvirésta evaluate

to what degree the possibility of a knowledge transfer exists or not.
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Appendixes

Appendix | Operationalised analytical framework

Dimension | Value Profile

Variable Example

Functional (Ko et al., 2010)

U%Z *]I]JvP 0}3Z]vP[e %ZCe*] 0 (uv 3]}ve v ]JveSEpuu vS 0 % &E
Stressing the perceived utility acquired by consuming a good which performs functional, utilibarian
physically advantageous purposes and possesses functional, utilitarian, or physically advantageot
attributes (p.454)

f Versatility: Stressing that the clothing can be used for many purposes

f Ease of careStressing that the clothing is easy to care for

f Comfort Stressing that the clothing gives the wearer comfort

f High quality. Stressing that the quality of the clothing excels in one or m
characteristics

f Protection Stressing that the clothing protects the body from weather
conditions, stains, etc.

f Durability: Stressing that the clothing is long-lasting

f Economic benefit Stressing the low price of the clothing or value, given
that price

f Good fit (New Re/Done, Reformation) Stressing that the clothing come
§Z @E]PZS ]I v *Z % 3} (13 }v8} %o Es}v][e

Social (Ko et al., 2010)

Focusing on social classeference group and cultural ethnic group (p.456). Stressing the perceived

utility acquired by consuming a good which is generally coupled with one or more sgecitl groups,

depending on whether positive or negative stereotypes are associated with the demographic,

socioeconomic, and cultural or ethnic group (p.454).

f Symbol of social statusEmphasizing that the wearer of the clothing will
appear as &igh society memberPosition, rank and wealti{within the
context of the group) are stressed. (This can be amongst others activat
through celebrity endorsement)

f Personal expressiarEmphasizing that wearing the clothing will allow on
to u}veSE § }v [¢ pv]Tasteean@ifferencein ads are
stressed

f Dress for succes&€mphasizing that wearing the clothing will make one
succeed

f Approval by others Stressing that the person(s) who the wearer considg
important accept or like the clothing
(This can be amongst others activated through celebrity endorsement)

Emotional (Ko et al., 2010)

U%Z *]1]vP }vpgsitiveeand negative feelings (p.456). Stressing the perceived utility acqui
by consuming a good, which arouses feelings or affective states. When goods are associated with
facilitate, or perpetuate specific feelings, they provide emotional value (p.454)




Happiness:
Suggesting that the wearing of the clothing itself makes one happy via
images of happy people

Beauty: Suggesting that the wearing of the clothing enhances or creates th
beauty of its wearer

EleganceSuggesting that the wearing of the clothing enhances the elegang
its wearer

Freedom:Showing that wearing the clothing leads to relaxation, destressing
and escape from the constrictions of ordinary life

Sentimentality: Tying sentimental images and their resulting feelings to the
clothing in order to evoke an emotional connection to the clothing

Feelings of the exotic* uPP ¢S]JvP §Z § §Z o0}SZ]vP vVvZ v

%0 %0 E VvV v §Z & (}CE ]§' A & CE[‘ %0 %0 O

Feelings of the freshSuggestilP §Z § §Z 0}S$SZ]JvP vZ v « ]3
feelings of the fresh and new

Feelings of the daring®? uPP «SJvP §Z § §Z o0}8Z]JvP vZ v
feelings of courage or daring

Feelings of the sexy® uPP ¢8]JvP §Z § §Z o0}SZ]vP vZ Vv
appeal

Feelings of proudnesNew Pelechecoco): Suggesting that the clothing
enhances its wearers feeling of being proud

Country of origin(New Re/Done, Reformatior$tating the country or region o
origin either to evoke patriotic feelings from domestic consumers or to
make use of the positive stereotypes that customers have about produ
from that country, region or city.

Epistemic (Ko et al., 2010)

Relating to the pursuit of variety and novelty (p.456). Stressing the perceived utility acquired by
consuming a good, which arouses curiosity, provides novelty, and/or satisfies a desire for knowleo
Goods provide epistemic value through possessing something new or different (p.454)

Pursuit of new fashionStressing that the clothing is the most contemporary
avant-garde fashion available

Pursuit of the unique:Stressing that the clothing is rare or unique and gives
wearer a unigue look

Pursuit of luxury fashionNew Re/Done)stressing that the clothing is a luxur
good

Sustainability

Functional:
Stressing the inherent advantages of the consumption status of the product and correspond totestr
J(3Z % E} u 8 ~ [AYpul U Tiifie

f Environmental:(Polonsky et al. 1997, p.221) This product is
f Product orientation:stressing the environmentally friendly attributes| biodegradable.
that a product possesses
f Process orientationtV «&E ss]vP §Z }EP v]i §]}v[e ] 20 %ofthe raw
production technique and/or disposal method that yields matde”als utf].ed n q
environmental benefits. fégyculgg.g R
f Image orientation:association of the organization with an We are committed to
environmental cause or activity for which there is broad-based publ| preserving our forests.
support.




f Environmental factsindependent, factual statement about the dz A}Eo [+ E ]
environment at large, or its condition. are being destroyed at
Social-Ethical~ [~}ui U TiifAV etal,]2Qe4): social sustainability the rate of two acres/
practices that focal companies are mostly adopting in terms of workers| Sécond.
local communities, suppliers and philanthropy; ethical nature of their Refernng to local
. production methods
designer brands.
Country of origin~ [~}pl U TiifieW ~u ]Jv €Ye dZ %00 >} 00C % E} p
AZ E 0}SZ]JvP ]Je ]PvV V % &} 0 _ ~ [}
Emotional/ Experiential:
Stressing the sensory pleasure, variety, or cognitive stimulation @atk1986: 136) achieved
through the product. Experiential benefits relate to attributes of the product, and to what it fiéels
Az v A ElvP 82 & v ~ [*}ul U 11ifiU % X008
f Moral satisfaction appeal to reason and emotion, such as the intrinsic
value felt by consumers when using eco-friendly products, the feeling g
AA Eu Po}A_}E C S&]JvP ]Jv v 03EHM]*3] u v
experiential needs such as altruistic feelings or feeling good with the
VAJE}vu v3 0o Z}] ~["}ul U 11iAU % X0de
f Feding of being visionarf{NEW Pelechecoco/ MudJeans)
Stressing that the owner of the clothes will enhance the feeling of being
visionary, following new ideas, one-step ahead, avant-garde, forward
thinking.
Individual impact(New Pelechecoco)
stressing that the consumer actively contributes towards a more
sustainable , better future with the product purchase
Social
Focusing on social classference group and cultural ethnic group. Stressing the perceived utility
acquired by consuming a good which is generally coupled with one or more specdlasoaps
f Community feelingNew Pelechecoco / MudJeans /Reformation)
Stressing that the purchase of the good, is coupled with belonging to a
special social group that contributes to a sustainable development

Dimension Il Message mix
Variable \ Example
Message Content

x Storytelling(Gilliam & Flaherty, 2015, p.133) Not that long ago our commercial
A story is a discourse dealing with interrelated actions and cleaners were formulated to kill all
consequences in chronological order. Actions and bacteria. But research showed that

consequences may be understood as events, processes, | there are good bacteria that will eat

situations, or states; a story exhibit a beginning, middle, a| Pad bacteria. Our newest formula

end like complex narratives. The causal linkage of events| €ncourages the growth of these goo

defining attribute of a story. bacteria and so it is far more effectiv
x Branded entertainment(Touchette, 2015, p.108 f.) gltet.;(:](;rr;:(())r;ttrr(]) étg:;the harsher

Involves a combination of entertainment and brand

Types of branded entertainment:




contests and sweepstakeContests and
sweepstakes offer rewards or prizes to participants
and establish winners)

interactive games and word plaginvolve direct
interaction among users, which may offer them
enjoyment and relaxation)

Events(bring together a sizeable number of
participants who share a common objective)
Videos, audios, and download&ctively engage
users and are used for a variety of purposes, such
to keeping participants occupied for a long period)

Sustainability

Facts/ statistics (Davis, 1993)
Factual information

Frame of referencéDavis, 1993)
Comparison with comparable alternatives or likely usage
scenarios (Ottman et al., 2006). Providing a context for
evaluating the promoted environmental attribute. New
% E} U & A Eepe $Z e u %E} U S[* %o
formulation, versus specific competitive products or versu
what is usual and customary within the product category

Social normgVillarino & Front, 2015, p.329)
ANSE e°]vP ZEpPO ¢ v S v E * SZ S (
members of a group, and that guide and/or constrain soci
behaviour without§Z (}E }( o Ae]

Educational message

]JE S 835 uvsS}(PE Vv %E} u S[ }

(Ottman et al., 2006, p.31nformation on the relationship
between people, clothing and the planet; (Kim & Damhorg
1997) Highlight the difference between green and non-gre
actions; adopt educational and promotional strategies to
encourage environmental behaviours. These methods
include offering various types of important information (Tu
al., 2013) Define technical terms, so that the reader knows
what is talked about (carbon emissions, what is it and why,
is harmful) (Davis, 1993).

X Real life example
Creating a compelling story and retelling the story to
minimize audience effort and encourage audience
participation. The contextualization of messages, by maki
them personal.

x Environmental activisn{Kim & Damhorst, 1997)
Stressing the brands involvement in cause-related market
by linking sales of products with donations to environment
causes such as charity motivated donation, environmenta
motivated donation

NZ u emission by 21 %

NdZ %o @E} M S ul e v VA]
contribution (is better for the
VA]JE}vu v3e Ju% E 3}V

" de majority of guests reuse their
$1A o0eX_

Let's all learn how to be better to our
VA]E}vu vEX_

4 reduced my footprint by planting my

}JAv SE J[ ~%o0 v3 SE }
environment) unlike a without

A% E]v Ueep2zZ « Zi §}
SE %0 vS [X ~s]oo E]V]}

Medley cares about the environment. Fg
every T-shirt sold, $2 will be donated to
the Arbor Day Association

"D oC &=+ }us sz VA
our garment hang tags are printed on




x Environmental correctnesfKim and Damhorst, 1997) E C o %BlazviBrds<e.g.
The correctness of production procedure is stressed environmentally friendly, ethical and
(product characteristics, e.g. the organic nature of the sustainable
product material and the recycled nature of the product
label)

x MoralizingClaim to be morally superior (Villarino & Front,
2015), or the message is judging. The message reflects o
express opinions about right and wrong, especially in self-
righteous or tiresome ways.

x Storytelling (New Pelechecoco) (see storytelling fashion)

x Selfreflection (New Reformation) statements that include
self-criticism on current actions and show that the brands
aware of rooms for improvement, stating of plans to
improve.

X Vision & mission statemenfNew Reformation)

Stating explicitly what the company has as a vision and

mission (goals) relating to sustainability.

Message Design

Positive versus negative framing
Framing is the process of embedding a message in a spe
setting (Tu et al., 2013)

Positive framing:ithe gains obtained from good actions are
elucidated and the resultant customer benefits are clearly
spelled out (Villarino & Front, 2015, p.331)

Negative framing:emphasizing the work still to be done
(Villarino & Front, 2015, p.331)

Explicit versus implicit message
Explicit messageprovide more information and thus a high

clarity (Yan et al., 2018tating a message conclusion
(Villarino & Front, 2015)

Implicit message: No specific information; consumer has f{
make inferences about the meaning of the message
et al., 2012). There is no stated message conclusion
(Villarino & Front, 2015), the full answer is not given
away (Villarino & Front, 2015)

Linguistic elementgNew Re/Done, Reformatipn
Vivid languagelanguage that describes something very

vividly, thus evoking imagines in a person's mind.

Sustainability

x Explicit versus implicit message
x Explicit message:
Provide more information and thus a high clarity (Yan
al., 2012)
Stating a message conclusion (Villarino & Front, 2015
X Implicit message:




No specific information; consumer has to make inferen
about the meaning of the message (Yan et al., 2012)

No stated message conclusion (Villarino & Front, 2015

Message is not giving away the full answer (Villarin

Front, 2015)

X Specific versus unspecific message

f Specific message:provide detailed, useful an

* %o %0} E S Jv(}&u §]}v }v §Z
VA]J]E}vu v8 o S3E] ps U ~]v(}(
to determine the differences in products;

f Unspecific messagerague claims which leave a gre
deal of interpretation

x Positive versus negative framing
Framing is the process of embedding a message in a sp
setting (Tu et al., 2013)

f Positive framing: the gains obtained from good
actions are elucidated and the resultant customer
benefits are clearly spelled out (Villarino & Front,
2015)

f Negative framing: emphasizing the work still to
done (Villarino & Front, 2015)

x Denotative versus connotative message (Villarino & Fr
2015)

f Denotative messageexpresses a definition of a
word that is determined and agreed by a communi
~ Z]S8]}v EC u V]vP[eX [ S§Z wu
room for misinterpretation.

f Connotative messagehe message or terminologie
can understood differently by different potential
customers, abstract ; also environmentally friendly
ethical and sustainable can be understand differen

X Active versus passivmessage (Villarino & Front, 2015)

f Active messagethe message includes a call for
action, calls for the receiver to do something, simp
and clear.

f Passive messag#Vithout telling the receiver what
to do with the information, as it is not eliciting a
given behaviour.

X Appealing versus logic message

f Logical messageeommunicating facts or statistics
alone, which inform; (Villarino & Front, 2015);
information appeal (Tu et al., 2013, p.1087); factue
information; specific data; clear numeric descriptio
}(83Z % E} pu 5[« VA]E}vu vs§ o

f Appealing messaganessages which include
emotional appeals, which is vividly, (Villarino & Frg
2015); emotional (i.e., catering to the senses);

AZ pe CIUE 3}A o (JE 3§Z
JE E §1E p ASEA -

"olor P

ZZ pue CIUE 3}A of

We reuse our towels for the environmen

ZAXA9 CE p S]}v ]v v EP(
9 0 ¢ % | PlvP_ v A~fii”
paperboard, minimum 35 % post-
pvepu E_

ZKUE AXA9 G p S]}tv ]v
2015 makes us feel proud and motivateg
He 3} 1 % A}EI|VP]




Humorous messagé\ew reformation)

The messages is designed in the way that it causes

amusement.

Linguistic elementgNew Pelechecoco):

X Metaphor: Using figures of speech in which a word or
phrase is applied to an object or action to which it is n
literally applicable.

X Rhetorical question: Qestion asked in order to create ¢
dramatic effect or making a statement rather than to g
an answer.

x Informal language Using taboo vocabulary, shocking,
informal expressions.

Dimension Il Credibility

X Attractive people form of visual communication; showing
person's physical features which are
considered aesthetically pleasing or beautiful as facial
symmetry, youthfulness, skin clarity, smoothness of skin,
"vivid color" in the eyes and hair; healthy body.

x Word of mouth/ Social mediamessage calls for reader to
share content / share button, inclusion of links to MySpac
Twitter, and Facebook etc. (Touchette, 2015)

X Visual social media conter{New MudJeans)

Integration on webpage (own Instagram account
reference, or costumer posts)

X Celebrity endorsement
Using visual or textual communication with individuals wh
enjoys public recognition and who uses this recognition of
behalf of a consumer good by appearing with it in an
advertisement; e.g. celebrities as a result of their roles in
television, film, the military and athletics; pop-stars; film-
stars; footballers.

x Costumer endorsemenf{New Pelechecoco):

Using communication with costumers in the form of their
opinion and review of the product or company.
Sustainability

X Celebrity endorsement
Using visual or textual communication with individuals wh
enjoys public recognition and who uses this recognition of
behalf of a consumer good by appearing with it in an
advertisement; e.g. celebrities as a result of their roles in
television, film, the military and athletics; pop-stars; film-
stars; footballers.

X Media endorsement New MudJeans
Using quotes or statements made in magazines or
newsletters as a means to appear credible and trustworth

x Eco labels or sealgnternal versus external)




X Seal of quality Scientific Certification Systems (SCS)
certifies specific product claims or provides a detailed
A 1% EY(Jo _ (JE % E} p [+ VA]GE
display on product labels(Ottman et al., 2006)
X Internal eco-sealscompany develop their own eco-sea
and use it (Bickart & Ruth, 2016)
X External eco sealtaking the eco-seal from another
source e.g. government (Bickart & Ruth, 2016)
X Awards New MudJeans)
Using visual or textual elements to communicate that the
brand has been awarded a prize or recognition for its
sustainability efforts.
x Strategic alliances/ collaborations
Alliances with environmental groups (Chan, 2013); promo
partnerships built with other firms to focus on shared
priorities so that collective environmental performance goq
can be set and achieved (Kumar, 2014)
X Word of mouth/ Social mediamessage calls for reader to
share content / share button, inclusion of links to MySpacé
Twitter, and Facebook etc. (Touchette, 2015)




Appendix Il Pelechecoco

Start paggAbout and product page in section 5.1)

Screenshot 1

Screenshot 2



Screenshot 3

Screenshot 4

Screenshot 5



Appendix Il Re/Done

Start page (About page and product page in section 5.2)

Screenshot 1

Screenshot 2



Screenshot 3

Screenshot 4



Appendix IV MudJeans

Start page

Screenshot 1

Screenshot 2

About page

Screenshot 3



Screenshot 4

Screenshot 5



Screenshot 6

Screenshot 7



Screenshot 8

Screenshot 9

Screenshaot0



Screenshotl

Screenshot?2



AppendixV Reformation

Start page

Screenshot (Slection of rotating pictures)

Screenshot 2



About page (Selection)

Screenshot 3

Screenshot 4



Screenshot 5

Screenshot 6



Appendix VI Deadwood

Start page

Screenshot 1

Screenshot 2

Screenshot 3



Appendix VII Better World Fashion
Start page

Screenshot 1

Screenshot 2

Screenshot 3



Screenshot 4

Screenshot 5

Screenshot 6



About page

Screenshot 7

Screenshot 8

Screenshot 9



Screenshaot0

Screenshaotl



Screenshot2

Screenshaot3

Product page

Screenshaot4



Screenshat5



