Need a dissertation on a similar topic? Check out how our dissertation services can help you.

The Dark Side oFast Fashio®

In Search of ConsumgrRationale Bhind the
ContinuedConsumption of Fast Fashion

Tobias Zellweger

Stockholm Business School

MasterOs Degree Thesis 30 HE credits

Subject: Marketing

Program: Consumer & Business Marketi ng, 120 HE credits
Spring Semester 2017

Supervisor: Dr. Amos Owen Thomas


https://www.researchprospect.com/dissertation-writing-services/

Acknowledgements

| would like to offer my special thanks to my mother and father for encouraging and
supporting meduring my entire academic career. They were always there for me and helped
me to overcome seemingly insuperable obstacles.

Furthermore | am deeply grateful for the unconditional support and patience of my soul mate
during the past two years. She helped medflect upon myself and gave me the self
assurance and confidence that | needed to succeed in my studies.

| alsowould like to express my gratitude toy fellow peers for giving me constructive
criticism and valuable suggestions for improvement duttiegseminarsSpecial thanks also
goes to all participants who took their time for me to interview them.

Last but not least | am very grateful for the insightful tutoring and conversatitmsny
supervisor Dr. Amos Owen Thomas.



Abstract

This stug investigates the underlying rationale eivironmentally and socially conscious
young Swedish consumeiar their continued consumption of fast fashidfrurthermore this

study assesses influential factors that shape young Swedish consumersQ attitoele=fsand
towards fast fashiorilhe fast fashion business modelasgely based on the exploitaticof

poor working conditions andack of environmental protection laws itne production
countries.However, onsumers are becoming increagingware ofthis dark side offast

fashion and the retailers are addressing their concerns with selestganic clothing
collections. In order to gain in debt understanding of young Swedish consumers
rationalizations, | applied an inductive research approach basedeophilosophy of
interpretive social science. More specifically | conducted sstnictured interviews with 12
Swedishparticipants between the ages of 18 and 25. The findings of this study show that the
participants prioritize price, quality and how thetbes look over where they have been
produced and under what circumstances. Furtherntbee interviewees indicate a high
dependency on the Swedish government to punish miscendiidast fashion retailers.
Greenwashing, the Swedish school system asasedl green trend in contemporary Swedish
society seem to shape young consumers attitudes and beliefs towards fast fashion. Future
research could investigate how the Swedish government and the Swedish school system can
take a more practive rolein educatng their citizens and students about the actual negative
impactscaused by the overconsumption of fast and disposable fashion towards society and
environment.
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1.Introduction

1.1.Background and Problematization

On April 24" 2013 a tragedy shocked the worltle Bangladeshiagment factory Rana Plaza
collapsed, more specifically0127 human being&re crushed to deatind hundreds more
were maimedwhile sewing clothes foWestern fast dshion retailers undgvoor working
conditions (Taplin, 2014; Economist, 2014)he term fat fashion refers to the current
business model of global fashion conglomerdtest successfully reduced thieadtime
process from 6 td2 monthsto less than 30 days (Anguelov, 2016; Morgan & Birtwistle,
2009; Joy et al. 2012)n a nutshelit takes fo garmens to gofrom the catwalks in Parisp

the sweatshops in Bangladesh and theck to Européo the retailstoredess than a monttit

is needless to say that the Rana Plaza incident is only one out of many disastéys d
related to the fastahion industry. Nevertheless the magnitude of the Rana Plaza tragedy
reached almost every Western consumer and confronted them with an ugly truth, namely who
paysthe price fortheir cheap anthst fashionApart from the exploitation of cheap labor, fast
fashion retailers also exploit the lack of e@ovimental regulations iproduction countries
(Anguelov, 2016).The toxic elements used in contemporary textile production cannot be
eliminated through purification, which resultsparmanenenvironmental dmages (ibid).

1.1.1.Lifestyle made by Fast Fashion

Fast fashion provides a fashionable, progressive and modern lifestyle for very little money.
Besides selling garmentfie business modef fast fashions also designed to selliéestyle;
hencefashion conpaniesfacilitate the identity construction of their costumers (Anguelov,
2016; McNeill & Moore, 2015). This caept is particular appealing ymung andfashion
conscious consumers with a small budget at their disposal (Morgan and Birtwistle, 2009;
Angudov, 2016; Kim et al., 2013; Taplin, 2014)here seems to ke general unawareness
among this consumer groupegarding the ecological damageelated to fast fashion
consumption(Birtwistle and Morgan, 2009)Consumers who consider fashion as a tool to
create their own identity indicate lw level of environmentaland socialconcern in
connection to their purchase decisions (McNeill & Moore, 20IH)is is particular
concerning given the fact that identitpnstruction isan essentiapart of the fast fdson
business model (ibid)aplin (2014) concludes th&Vesternfashion consumelis generakare
reluctant to pay price premium for fair working conditions in production counki@sever,
Devinney et al(2010) state thatakhion consumers living in Satdemocraciesike Sweden

and Germanyre concerned about wanky conditions in production countries but they deny
individual responsibility and rationalize their continuetbnsumptionby blaming the
goverment for notissuing more stringent regulations.

According to Jg et al. (2012) young people recognize the importance of sustainability but
strictly separate fagtn from sustainability, whil&kim et al. (2013) found in their research
that there ar@mo connection between irresponsible business praabitéast fashion retailers
and fast fashion avoidance. This indicates that even ihdsgéduals,who don©engage in



fast fashionconsumptiondonOt do sbecause they have environmental or social concerns
(ibid). Despite the lack oAwareness regardirtpe negative ecological andcsal impacts of
fast fashion, todayOs youth otherwise indicates a high sengibgaydingenvironmental and
social issues (Anguelov, 2018haduri & HaBrookshire, 2011; Hill & Lee, 201Zoy et al.,
2012).Why donOt thegct upon their personal contiims once they stay in front offast
fashion retaiktore?

1.1.2.Constructing a Green Image

The production process asdpply chain of fast fashion c@mplex and almost imgsible for

the individualconsumer to fully understdn(Anguelov, 2016; Bhaduri & H&rookshire,
2011). Fast fashion retailers further increase iteorance of their customers by not
communicatingthe actual social and environmental imgdbeir business model causes.

Instead, the Swedish fast fashionailer Hennes & Mauritz (H&MYor exampleintroduces
conscious fashion lines made from organic cotton and recycled materials and gsublish
sustainability reports to provide the feeling to the consumers that something meaningful takes
place (Angueloy 2016;Bradshaw & Zvick, 2014;Shen et al., 20124&M, 2015; H&M,

2017).

H&M, Zara and forever21 ar@mongthe world3 largesfast fashion retailers andl af them
pledgedto do everything in their power to reduce the negative side effects of their business
practices towards environment and society. H&M however shows significant mores effort
than its main competitor®d be perceived as a sustainable and transparent company. The
Swedish fast &shion retailefor examplepublishes on the company websidist of all its
suppliersand an annually 100+ pages stainability report(H&M, 2017b; H&M, 2015).
Furthemore, celebrities lik&Sisele BYidchen, Madonna aridavid Beckhamall known for

their scial and environmentahctivism serve as brand ambassadors &M Osfashion
(Anguelov, 2016 H&M, 2016a; 2013 Companies who deliberately nesdtheir customers
regardng thar sustainable and ethical business practieegage ina practice called
greenwashing (Delmas & Burbano, 2011; Baldassarre & Campo, 2016et,&2003) | am

not going to deny H&MOs effasttowards moe sustainabilityand | also acknowledgeat

they achievedomeprogresselative to the industry standardHowever,l arguethat H&M
delibeately distracs its consumers from the inconvenienttkruhat their entire business
model is based on the explditan of cheap labor andck of environmental regulatisin the
production courtries

1.1.3.Shortcomings of Previous Literature

The findings of Devinney et al. (2010) provide valuable insigiiisu rationalizations of
Swedishand Germartitizens for engaging in unethical fashion consumption. However the
participants for thastudy were aged between 20 and 60 years and they were presented with a
case that solely highlighted the poor working conditiongroduction countries but neglected

the environmental impacts (ibid). The lack of emphasisyoung consumers who represent

the main fast fashion target grompght indicatea potential shortcoming of Devinney et al.Os
(2010) researclA similar goproaty was employed byoergens (2006who conducted focus



group discussions with participants aged from 21 to 26 in Germany and England regarding
their fast fashion consumption and perception towards ethical fashiorinHiegs indicate

some degree of awaress regarding working conditions among young fashion consumers but
in general OEethical issues take a backseat in psranalothingd (Joergens, 2006, p. 364).
Even lesser impact on purchasiecisions was accredited to environmental issues related to
fashion consumptignwhich echoes the findings of Bhaduri & 4Baookshire (2011)The

study has been conducted more than 10 yearsmagee importantly; the study has been
conducted before the Rana R#atragedy, which significantlycreased awareness regjag

poor working conditions in production countridherise of Social Media in the past decade
creded a new young generation who is more aware of environmental issues than previous
genedtions (Anguelov, 2016)Also Hill & Lee (2012) and McNeill & Moae (2015)
described young consumers as very well infama&bout environmeal issuesand
simultaneously they higighted alack of specific knowledge regarding the environmental
impacts of fashion. Thegall for more specific information and actions froastf fashion
retailers regarding emonmentalfriendly business practices (ibid). However they did not
specify how young casumers rationalizeneir purchase decisions agaibstter knowledge.
Instead they prese&sd a ranking regarding the importance ifiedent attributes such as price

and quality.

1.2.Purposeand Contributions

The main purpose of this research is to shed light on pleetinent questiorof why
environmenrtally and socially consciouyoung Swedh citizens do nofact upon thei
convictionsonce they enter &ast fashion retaistore. Swedes have higher sakpression
valuesthan any other country according to the World Value Survey (2017b), which is among
others an indicator for high environmental awareness and egalitariamismito exgore the
rationalizations behind their fast fashion somptionin order to understand how they justify
and developed therationdizations Furthermore, lwantto assess what influential factors
shape their attitudes and beliefs towards fast fashioorder to achieveny purposel am
going toconduct semstructured interviews ddwedish citizens betweel8 and 25years of
age This target audiends particular reévant because they azerrenty themain fast fashion
consumption groupand also becausthey arelikely to shape the fashion consption
behavior of the next generéion. Additionally this research project aims ¢ontribute tothe
call for further research from Bhaduri & HBrookshire (2011) regarding theterrelations
betweenknowledgeregarding the negative environmental and soci@anpacts and apparel
purchasingbehavior

1.3.Research Question

What is the underlying rationalef environmentally and sociallgonscious youngwedish
consumersor their continued consumption of fast fasiion



1.4. Structure

IntroductionD The introductory chapter provides a background and problematization section
followed by the research purpose and contribution, the research question and preliminary
delimitations.

Literature Reviewb This chapterprovides an ouwwiew of the key theoretical concepts
relevant for this thesis and how theglate tothe research questiokinally a theoretical
framework based on the extant body of literature is presented.

Methodologyb This chapterconsists of the methodologicappoachemployed for this study
including the enpirical settingJimitations,research design and research ethics.

Findings B This chapter presents the empitiéadings and of this research underlined by
guotes from the interviewees.

AnalysisD In the analysis| am going to put the findings in relation tihe pre-existing
knowledgefrom the literature review.

Discussion® Within this chapter the research question is going to be answered and
implications anddirections for future research are suggested.

Conclusionb Finally, I am going to finish this research project with some personal and
concluding words.

1.5.Preliminary Delimitations

This research project foses solely on the Swedish fassfion retailer H&M.I make no
attempt to generalize the outcenof this study towards the entire fast fashiowustry
neither should the results be generalized to other consumer goods ind@Giviess the
limited amount of timgl employed a noiprobability samplewhich is nota representative
sample of all H&M cistomers in Sweden. Instead this researdpeqr focuses on young
Swedish H&M consumers between 18 and 25 years of age from Sto¢ckBaieden The
intention isnot to determine generalizatiomaitside the empirical sampleut instead to
explore and undetsnd the individualsOargumentation and tianalization for higher
continuedconsumption ofast fasion.
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2.Literature Review

In this chapterl am going to elaborate the theoretical key concepts relevant for this research
project.Firstly, the concept offreenwashing is elaborated and how it influences consumersO
attitudes towards ethical businesses general The middle part of the literature review
consists of different thediieal explanations for consuns@social purchase decisions, an
explanation d the attitudebehaviorgap within the fashion context and previous research
regarding consumersO rationalization daethical consumption. Finally, an overview of
contemporary research about Swedish cultural values and a thedrativalvorkare ging

to canplete this chapter

2.1.Greenwashing

The concept of greenwashing refers to companies, who purposely overstate their antipollution
efforts by spreading misleading information regarding their actual environmentahpenfoe
(Markham et al., 2014; Walke& Wan, 2011; Baldassarre & Campo, 2016; Delmas &
Burbano, 2011; Laufer, 2008yon & Montgomery, 201p More specifically, greenwashing
describes a firmO®Ediscrepancy between the green talk and the green wdllatef &

Wan, 2011, p. 231)Corporationswho successfully greenwashed their business practices
remain sometimes among the worst pollsitend drives of social injustice because they
successfully created a green image and as a result the public no longer scrutinizes those
companies regarding tltempliance of their statedferts (Laufer, 2003).

However, ontemporary society and especially young consumers indicate a high awareness
regarding the business practices of polluting stdes (Anguelov, 2016; Bhaduri & Ha
Brookshire, 2011; Hill & Lee2012; Joy et al., 2012Yhe textile production is the second
most freshwater polluting industry after the agriculture industry (Anguelov, 2016).
Furthemore, organic cotton isven more freshwater polluting thanditeonal cotton because
the process diurning organic cotton into yawmses significantlynore freshwater than the use
of pesticides in traditional cotton agriculture (ibidks a result fast fashion retailers are facing
great pressureesponding to society@sd investorGdemand for more stainability and at

the same time keépg prices low to stay ampetitive (Markham et al., 2014; Baldassarre &
Campo, 2016Delmas & Burbano, 20)1Apart fromthosemarket relatedexternaldrivers,

fast fashion etailersalsoface scrutinyfrom the nmedia awl nongovernmental organizations
(NGOs) (ibid). However, accordingo Lyon & Montgomery (2015) NG® sometimes help
companies to greenwash their imess practiceshrough collaboration In the analysis
chapter | am going to further look into this issughim the context of the Swedish fast
fashion retailers.

Deception as a direct result of greenwashing has been divided into three elements such as

fronting, posturing and examples (Laufer, 2003). Fronting refers to hypertiaiims;
postuing deals withpersuasion of stakeholders to comply with sustainability claims and the
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final element of deceptioare examples of NGO collaborations and attempts to create an
image of ethical leadership within the industry (ibid). Within the analysis chapterdoing
to analyze how relevant Laufer (2003) is within the context of Swedish fagirfasdustry.

2.1.1.The Impact on the Consuns@Attitudes

Once greenwashing companies are expdbegd, might suffer fronfinancial losgs increased
fluctuation and a damaged regtion (Walker & Wan, 2011)0n the consuer-side, exposed
cases of greenwaisly impact the consumsBattitudes towards sustainable business practices
in general(Markham et al., 2014). Similazonclusions are drawhy Delmas & Burbano
(2011) who &pressd their concern about consurg®cynicism that eventually could destroy
the entire market for sustainable products, while Shethal. (2011) describe consurs@r
distrust in green marketing as one of the major reasons why green consumption remains on a
low level withouta meaningful impact towards society and environm@kepticism towards
swstainability claims of fashion retailers seesnto have a particular impact oyoung
consumers attitudes towards fashion consumption (Joergens, 20N@jlM: Moore, 215

Hill & Lee, 2012. The majority of the participants from those three studies were between 18
b 25 years old and skepticism was expressed regarding the informatadepr by the
fashion retailers (ibid)Bhaduri & HaBrookshire (2011)btained simila findings in their
study, indicating thaparticipants agetetween 23 an@0 distrusted the transparency claims
from businesses regarding their supply chain.

There seems to be a general agreement that elpgaung fashion consumers dotrnust
sudainability clims of fast fashion retailer&reenwashingncidents creatskepticism in
consumer®minds and accordingly impadheir attitudes towardsustainability claims from
fashion retailers. The findings of Joergens (2006), McNeill & Moore (2aa8)Hill & Lee
(2012) all conclude that, young consumers are awofiige environmental and social impacts
of fast fashion anthatthey distrust what fast fashion ri¢as tell them bunevertheless the
materialistic need for fast, cheap and trendy fashs stronger. Those studies provide
valuable insights regarding fashion comsusOpriorities but they do nbelaborate sufficiently
how young customers rationalize thaatingagainst their convictions.

2.2.How Ethical are Consumers?

In the previous seion theconcept of greenwashirtas been elaborateshd how companies
are tryingto delude thig consumers, which results in a general mistanst skeptial attitudes
especially among young consumésgvards satainability claims of fashion retailer the
current sectionstudies and theories surrounding the myth of the ethical owrsare
idenified.

2.2.1.The Rational vs. the Unconscious Consumer

Within consumer behaviothere are twofundamental schools of thoughhe first one
identifiesthe consumersaa rational or quasational individual suggesting that consumers
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consciously make their decisions based on their best knowledge and beliefs (Devinney et al.,
2010). This concept describes the consufeie as significant, more specifically #fers

to the consumer as a voter, who approves or disapproves a product or service with his or her
votein the form of a purchase (Devinney et al., 2010; Shen et al.).28b%ever Devinney

et al. (2010) also point out potential defectiveness regattimgelability of the consumer
asvoter model. Firstlyconsumers do nalways have access to sufficient information while
making the purchase decision and secondly, the variety of options to choose from depends on
the cultural context and might not even in@utie desired prodwgbr servics the consumer

is looking for (ibid). Devinney et al.§8010) criticism of theconsumer as a voter concept is
echoed by Schwarzkopf (201 ivho designates the definition of the sovereign consumer as
voter, judge and jury ihin a capiglistic free market as a myth. The second school of thought

in consumer behavior characterizes the consumer as an Oevolved apeO who doesnOt know the
origins of his or her purchasing behavior because it is caused by the uncomstidus
(Devinrey et al., 201D The evolution of the human mind Esed orunconsciousimple

survival andhot on consciougational thoughtswhich leadsd a constant battle in consurs@r

minds between contemporary social pressure to do the right thing and thoofkgadss of
primitive biological evolution (ibid).

According to Devinney et al. (20} the rational consumer follows a lineprocess when
making a social purchase decision, startinthwilues based on the consugithical and

moral Weltanschauung wlthentransform into beliefs and attitudes towards a certain social

or environmental issue. Subsequently the consumer develops purchase intentions, determining
his or her readiness to buy or not to buy a certain product, which eventually results is action
(ibid). A similar linear conceptual model has been proposed by Bhaduri &idakshire

(2011) with an additional emphasis on the influence of the trustworthiness of a companyOs
transparency claims on the interface between at8tue purchase intentisn Also
Tenbrunsel& Smith-Crowe (2008) propose m@ather simple linear ethicalecisionmaking
process starting with moral consciousniisg leads to a moral decision and eventually results

in an ethical or unethical decision, while Shen et al.Os (20m@2prl model further
distinguishes between the attitudes towards social responsible businesses and the attitudes
towards environmentally responsible businesSdse linear process of social purchase
decision implies that the rational consumer is laure awell-intentioned human being
(Devinney et al., 201Bhen et al., 2032

To ensure that her she makes the right decisitashion retailes haveto make sure that the
rational consumer has sufficient information about a social aremental issuelfid). This

aligns with Dickson (2000) who concludes that consumer education is OEan essential
comporent for directing [the consuns) purchases toward socially responsible businessesO
(p. 28). Those findings highlight the profound impact companies hiweards their
consumesQattitudes and how vulnerable consumers are towards misleatforgnation.
Above all Shen et al. (2012) emphasize the direct correlation betweenmemknowledge

about social and environmental isswaghin the fashion industryand their willingness to
reward ethical busess practicethrough their vote in the form of purchasksthe context of

fast fashion this would imply that especially young consumers who are sophishitateet



and Social Mdia users and therefopos®ssinfinite access to information about the negative
social and environmental impacts of fast fashimuld naturally avoid buying fast fashion.
However, several studies such as Joergens (2006), McNeill & Moore (2015) and Hill & Lee
(2012) ndicate that gung consumers are aware of the negative social and environmental
impacts of fast fashion but nevertheless act againsthib#grknowledge.This phenomenon

is characterized by'ek (2009) as fetishist disavowal Ol know, but | donOt want to know that

| know, so | donOt know. | know it, but | refuse to fully assume the consequences of this
knowledge, so that | can continudiag as if | donOt know itO (p-85

Contrary to tre school of thought thatescribes the consumer as rational and who suggests
that he or she pursuits a linear process when making social purchase decisions, the other
school of thought describes the consumer as unconsamousuggests that he or ghesies a
recursive process when making a social purchase decision (Devinney et al., TH0).
recusive model doenotfollow a linear process, attitudes towards a certain environmental or
social issue might directly influence the values held by the conswmsudden emotions
might lead to purchase decisions (ibid). Therefore the context of the individual consumer is
very important in order tainderstand their decision procg#sd). Devinney et al. (2010)
suggests that esumers act against better knowledggrause they donOt know that their
actions contradict their values, which refers back to the battlensuoters minds between
contemporary social pssure to do the right thing and millennia of primitive biological
evolution. In the context of young fafstshion consume@purchase désiors this battleis
evident. The social pressure to do the right thing, namely to reduce fast fashion consumption
is battling against a primitive biological instinct, namely to hunt and gather as much clothes as
possible. Human beingaused to be hunters and gatherers, those two activities determined
more or less their entire lifaVhile our ancestorsvere driven by basic utilitarian needs,
contemporary young consumers are driven by the need to create an ,idehtdl is
facilitated by fast fashion retailers iiguelov, 2016). This battle is also mirroredJimergens
(2006), McNeill & Moore (2015) and Hill & Lee (2012) who depict the young fashion
consumer as socially and environmentally conscious but also driven by théonesep up

with the fast pace of the fashion industry.

2.2.2.TheDelusion of théttitude BehaviorGap

As described by Devinney et al. (201&)d Shen et al. (2012he linear model of social
consumptioncharacterizes the consumes a rationalvoter. It is based on consumer
empowement because the consust@rote is the ultimate determinant if a product is going to
succeed or fail in the market (Schwarzkopf, 2011; Carrington et al., ZDH&)onsumer is
responible to makethe right decisios by buying prodcts and services that do not harm
society or the environment. Within the linear model of social consumption the consumer is
considered as well intentioned and if provided with sufficient information he or she is
expected to make the right decision (Deewnret al., 2010). If he or she fails to successfully
transform positive attitudes towards social or environmental issuea liegpective purchase
behavior, a attitudebehaviorgap arises Kerry & Chung, 2016; Carrington et al., 2016
Carrigan & Attalla,200]). This gap suggests that if consumers live up to their attitudes and
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eventually close the gap they can make a difference; more specifically consumers have the
power and therefore the responkipito repair the flaws of the current capitalistic gystby
closing the attitudéehavior gap through ethical consumption decisions (SchwarzZ@pi,
Carrington et al., 2016). The existing body of literature surrounding the atbigigersiorgap
within the fast fashion industry aims to investigate the dmgween consumsd
ervironmentally and socially conscioadtitudes towards the fast fashion industaynd their
failure to transform this attitudento ethical fashiorpurchasegJoergens, 2006; McNeill &
Moore, 2015; Hill & Lee, 2012; Py & Chung, 2016) All of those studies discuss the
consumesOfailure to make the right dision. Carrington et al. (2016) arguatlthe attitude
behaviorgap shifts the responsibility tbe ethical fromcompanies towards the individual
consumerwho has to make the righthoice among a range of products provided by
companies.

2.2.3.Rationalizations for UnethicdtashionConsunption

Even though the concept of the attittlmEhaviorggp as stated beforenight delude
consumersit also provides valuable insights regarding constsfattempts to rationalize
their unethical consumption behavior. The findings of Perry & Chung (2@t6xample
indicate that environnmeally conscious consumers do not buy -epparel because the
environment is not their first prioritwhen buying cldies they question the environmental
friendliness of ec@pparel, they disbelieve that eapparet havea relevant impact teards
savingthe envirmment and they deny personal responsibility because the industry should be
held accountable to purse ethidalsiness practice§he participants of Perry & QimgOs
(2016) study had an aboawerage interest towards the environment, which further reduces
the applicability towards the average fashion camsuHowever some participants identified
the most pressgproblem of the fashion industry, which is according to Anguelov (2016) the
promotion of overcosumption.McNeill & Moore (2015) has also found that few participants
who consideedthe reduction of assumption as more important than buying ethical fashion
However the majority of the partipants described high prices and the aspiration to be
fashionable as mairabriers to buy ethical fashion (ibid).

There seems to b&n consesus that price, qualityesire to be fashionablnd skepticism
towards satainability claims of fashion retailarethe most frequery usedrationalizations

by consumers for not buying ethical fashion (McNeill & Moore, 2015; Hill & Lee, 2012;
Joergens, 2006; Bhaduri &Ha-Brookshire, 2011; Jegethesast al., 2012). Those
rationalizations indicate that consumers mostly prioritize their personal convenience and self
interest over ethical purchase decisions. However, Devinney et al. (2010) identified among
partidpants from social democracies like Sweden a general denying ohalerssponsibility

as a common usesbcial consumption rationale. Swedish people expect the government to
enforce a legal framework to ensure that all products sold within the country did not harm the
envronment or the well being of the labor in the prctthn countries (ibid)This aligns with
Joergens (2006) and Sheth et al. (2011) where participants expected more scrutiny from the
government to ensure that companies comply with regulations to clwfaiign and labor
exploitation.



2.3.SwedishCultural Values

This study is conducted within the Swedish context and is therefore ioélddyy Swedish
cultural values. First of all | would like to acknowledge that there is no complete set of
cultural values that applig® every Swedish citizetdowever there i@ severakcholars who
idenified values held by most members of Scandinaviareies. Bjerke (1999) for example
describes Scandinavian countries (Sweden, Norway, Denmark) as egalitarianebincemes
countries are determined to eliminate gender inéguahd to prevent social class division
through high income taxeSimilarly Kjeldgaard and ...stberg (2007) describe equality and
egalitarianism as central Scandinavian cultural vahes result of a long domination of
social democratic ideas in the regi Those findings are mirrodein the World Value Survey
(WVS), which is a global network of social sciergisonducting continuously generalizable
surveys in almost 100 countries to compare cultural value changes over time (WVS, 2017a;
2017b). Sweden &teved the highest sedfxpression values and the second highest secular
rational values of all participatingountries (WVS, 2017b). According to WVS, countries that
score high on sekéxpression values indicate among others a highr@mwiental awareness
and a high demand for gender equality, whereas countries that score high onragounkr
values put among others less emphasis on traditional family stsietuglereligion (WVS,
2017D).

According to Hofstede (2017) Sweden scores low on the maguimension and on the
power distance dimension, indicating a low level of competitionaalmdv inequalityamong
different social classes, while Fang (2011) describesd&uw asboth afeminine anda
masculine country. Hetede argues that cultuig Oaher / orO, wheredsang (2011) argues

that cultureconsist of paradoxes that mirce each otherFang (2011) agrees with Hofstede
(2017) that Sweden is a feminine country but simultaneously he claims that Swedt&o has a
its masculine side, e.gSwedish multinational companiesvho prevail within a highly
compditive global business environmendicatea high level of masculinitywhile Hofstede
(2017)characterizes Sweden as an individualistic country, Bjerke (1999) argues that Sweden
among other Scanakwvian countries is characterized by a collective individualistic culture.
On the collective side Swedes held a great national pride according to Bjerke (1999), whereas
the individualistic part is embodied e.g. in teem OLagomO which means everybodylgho

have the right amount, nobd much and not too little (Hofstede, 201DLagmO is also
evidentin Swedish consumer culturé;is generally frowned upon if one tries to pregam

or herbetter than othey wearing expensive clothing brands (@sson, 2015).

There seems to be a general agreement that gender equality, environmental awareness, low
socialclass division and egalitarianism are commonly held Swedish cultural values. It is
expected that young Swedigast fashionconsumers are heayilnfluenced by thaos values

since they grew up surrounded them According to Anguelov (2016) women represent
roughly 90 % of thenanufacturingworkforce in the Bangladeshi apparel industry and the
majority of the Rana Plaza casualties were womarstated before the fast fashion business
model is damaging the environment and exploits cheap labor in production countries
thereforet does notlign withthe aforementioned Swedish culturalues.
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2.4.Theoretical Framework

Based on the literature review apdrticulaty influenced by Devinney et al. (2010) and
Bhaduri & HaBrookshire (2011) | developed the followingreliminary theoretical
framework for this research projectwhich illustrates the fast fashion purchase decision
processl am going to furthedevelop this framework into a conceptual moaethe end of

the analysis chaptéWithin the consumer behavior literature the majority of scholars describe
the social consumption edision process as linear (Bhaduri & {Baookshire, 2011;
Tenbrunsel & Smit-Crowe, 2008; Shen et al., 2012). However Devinney et al. (2010) argues
that consumers are alsontwlled by their unconscious minds, which results in a recursive
social consumption decision process.

Fig. 1: Theoretical fameworkinspired by Devinng et al. (2010) and Bhaduri & H&8rookshire (2011)

The oval formdepictedon the top of the theoretical freework illustrates the consunsér

context influenced by the continued struggle between the rational and the unconscious
mindsets.Even though somecholars like Bhaduri & H@rookshire (2011), Tenbrunsel &
Smith-Crowe (2008) and Shen et al. (2012) describe the purchase decision process as linear
and the consumer as rather rational than unconscious, others such as Devinney et al. (2010)
mention thatin order for the consumer to make rational decisions he or she has to have
sufficient nformation regarding the product. However thst fashion supply chain is highly
complicated and nearly impossible for the individual consuméully understad in detal
(Anguelov, 2016; Bhaduri & H8rookshire, 2011).

As a result of consumg®individual context he or she develops social responsibility values,
Swedish cultural values and seiterest valuesThose values refer to the Swedish context in
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which this stidy has been conducted and might vary in different cultural confékes.
emphasis of each value depends on the individual cons@oensext and derives directly

from it. The consumer context together with his or her values results in attitudes arsl belief
towards fast fashion. However there seems to be more that influences attitudes and beliefs
towards fast fashion. As | previously mentioned within this literature re\gesenwashing

seems to have a particular influence in deceiving consuraesglaasfast fashion retailsd
collaboratios with NGGs. Within the analysis chapter | am going to look into those
influences from a consumer persgtese.

It is important to highlight, thaattitudes and beliefs mighmpact the consumer context as

well as the mdividual emphasis on social responsibility values, Swedish cultural values and
selfinterest values. This relationship is reciprocal and is highlighted as such within the
theoretical framework. After establishing attitudes and believes towards the fsorfa
industry the next step within the consumer purchase decision process is the actual act of
purchasing. As previously stated within this literature reyigsung consumers tend to be
aware of social and environmental issues however they also acttdlyainbetter knowledge

once theystandin front of a fast fashion retail store. This phenomena seems to be particular
contradictious within the Swedish context because overall held Swedish cultural values such
as gender equality, environmental awarenéss, sociatclass division and egalitarianism
appear to be frequently neglected within the fast fashion industry. The final step of the
theoretical frarawork is therationalizations of young Swedish consusfer ther continued
consumption of fast fashionfo shed light on this question is the maurgose of this
research project and will be further elaborated within the analysis chapter.
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3.Methodology

Within this chapterl am going to atline and elaborate th&pplied methodsto answer the
research quesin. Furthermore | am going 8pecify my scientific approach anay research
design | will alsopresent my empirical setting. Finally, data analysis and generation methods
are elaboratedswell as the consideration océsearch ethics.

3.1.Philosophical Approach of Social Science

As depicted in thetheoretical frameworkthis research rels upon the assumption that
consumersQindividual contex$ determinehow they rationalizetheir continued consumption

of fast fakion even though it runs counter to wheinsumers considesocially and
environmentally eceptable. The consunséicontext is not being considered as a static
construct; instead the context is continuously changing as the individual adapts its beliefs and
attitudes towards fast fashion, which iaturn leads to new attitudes and beliefs. The
theoretical frameworklso indcates that the consuns€context consistsf multiple realities.

Given the complex nature of the human mind | applied an induasearchapproach based

on the philosophy ohiterpetive social science. From an ontological point of view | take the
position that individuals construct their own ligas, hence even within the context of fast
fashion every consumer has to deal with multiple realities (Hudson & Ozanne, 1985;
Hirschman, 1986). Furthermore thetology of interpretivism stresselset importance of the
individualsOcontext in order to truly gain understanding (ibid). As a result of the contextual
dependency of theesearclphenonena and the neprobability sample of ik study | do not
attemptto establish overall generahtions regarding consunserationalizatiors. Instead |
purdue an interpretive epistemological position; more specifically | only endeavor to identify
generalizations within the time and context fraragnof my nonprobability sample (Hudson

& Ozanne, 1985).

3.2.Research Design

In order to gainin-depth undrstanding of youngSwedish fast fashiorconsumersO
rationalzations for the continued consumption of fast fashion, a qualitative study was
employed.More specifically | conduetd a case study, which enablet to analyze and
understand the ghomena under investigation as accurately as possible (Flick, 2814).
guantitative approach on the other hand aims to isolate the cause in order to generalize the
phenomena (ibid). Since the consumers and their rationalizations are at the center of my
research project | refrained from doing quantitative research because the individual context
and opinion of each consumer are not quantifiabfeer carefully studyng the fast fashion
industry it became evident that H&M shows significant more efforts than its competitors to be
perceived as a sustainable company. Also since H&M is a Swedislaayrpd this study is

being conducted within the Swedish context | decittedocus on young Swedish H&M
customersGiven the limited amount of time and resources at my disposal to conduct this
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research lIrefrain from doing a longitudinal study; instead | provide a snapshot of the
phenomenoat the time of my research (ibid).

3.3. Empirical Setting

The samplingof this study consistef Swedish citizens bewen the age of 18 and 280
completed at least one clotgipurchase at H&M in the pastrdonths.All participants live
within the metropolitan area of StockhgliBweden As | already mentioned those criteria
have been chosen because young consumers are the main target group of fast fashion retailers
because they are fashioonscious and have a limited budget at their disposal (Morgan &
Birtwistle, 2009; Anguelov, 2016¥urthemore, young consumers indicate a high socially
and environmentafl awareness, which maketheir rationalizations offast fashion
consunption particular interestingJoergens, 2006; McNeill & Moore, 2015; Hill & Lee,
2012).Findly, all participants are Sedish citizens and grew up in Sweden. As a result they
were infuenced by Swedish cultural values such as egalitarianism, geqdality,
environmental awareness and low socilaks division, which makes them additionally
sensitive towards businesses whloit the lack of environmental and labor protection laws
in developingcountries (Fang, 2011; Hofstede, 2017, Bertilsson, 2015; WVS, 2017b; Bjerke,
1999).

Due tomy international background | only have a few Swedish acquainthetesen the

age of B and 25n my social networkin order to access suitable participdotsthis study |
selfselected fourparticipantswho fulfil the sampling requirements and used them as
founcition for a snowball sampling (Waters, 2015)also asked older Swedishédnds of

mine if they could provide me with suitable participants for my intervigse of the
original four participants is a Swedishigh school student. Through the apgtion of
snowball sampling | was able to reach participamithin her highschoolwho othewise

would have been difficult to access (Waters, 2015). Due to the limited amount of time and
resourcesat my dsposal to conducthis research anthe lack of a sampling frame, non
probability sampleseemedappropriate and suitable to answiee research questiom total |
interviewed 12paticipants which complies with Saunders et al0{2) who suggests a
minimum sample size of fiveo 25 semistructuredinterviews A gender balance was not
entirely achieved with five male and seven feanphrticipants Although this is a rather
limited sample, the transcription and analysis of the conducted interviews indicated data
satuation becausadditional participantsO responses started to echo responses of previous
interviews (Bhaduri & HaBrookshre, 2011).

3.4.Data Generation Method

To gain detailed, hdepth understanding into the underlying rationalizations of young,
Swedish H&M consumers consumption of fast fashion | conducted-sendardized fact-
face interviewsAll interviews were condued in Stockholm, Sweden at places chosen by the
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participants to ensure the highest possible level of comfort for theminterviews were
conducted in English and recorded with a mobile device after participants have expressed
their consentEvery intervew was transcribe@nd analyzed, which | am going torther
elaborag later in thisnethodology chapter.

Questionnaires anstandardized interviews usually proviaeelection of closed questicios

the interviewedo choose from (Flick, 2014). As asult the interviewee is limited to ch@os
from agiven set of possible answers even though his or her preferred angyemow be
among the options (Schwarz, 1999pen questions on the other hand encourage the
interviewee to speak freelgnd to turn s or her implicit knowledge into explicit knowledge
(Flick, 2014).The open design of seratandardized interviews includireg variety ofopen
guestionsthat serve as guideline rather than a -&tgtep course of actioenables the
interviewee to layouthis or her viewpoint in detail (ibid)Furthermore, sernstructured
interviews allow the interviewer to ask follewp questions about certain statements that seem
particular relevant to answer the research question (Bidenwashing,samentionedn the
literature reviewseems to influenceonsumersO attitudes and beliefs towards fast fashion. In
order for me @ gain further understandingpw exactly the greenwashing practices of H&M
impact young consumers | conducted two experiments during the intesviBoth
experimentsriclude sensitive materials and controversial issues. As a result | refrained from
doing a focus group sttussion because participants might feel pressured to express
themselves in a socially acceptable manner and therefore provideurai and false
representations of their wigoints (Flick, 2014; Devinney et al., 2010). According to Flick
(2014) interviewees are more likelg engage in an honest conversation about a sensitive
issue within a fac¢o-face enwronment as if surroundeby a group of strangers.

3.4.1.Experiment One

| presengd two pictures of basic H& t-shirtsincluding their price tagand materials they

are made ofThefirst t-shirtis made 0f90% traditional cotton whereaghe secondt-shirt is
patially made of organicottonand consists of 100% cotton. The secostiitt costs 60%

more than thdirst t-shirt andis labeled as part of H&MOs OConscious Fashion CollectionO
(H&M, 2017a; 2017e)l asked the participants which one they would choose and what their
reasoningoehind their decision is. Afterwards | presented a short excerpt of Anguelov (2016)
describing organic cotton as equal harmful for the environment as traditional cotton. Then |
askedthe participants how this additional information impacts their chanckf they would

like to reconsider it. A detailed layt ofexperimenbneis presented in Appelix B.

3.4.2.Experiment Two

| presentedan excerpt of H&MOs (2015) sustainability report fggihg the donation of
USD 500000 to help stranded refugees on thedMgeranean shores. Then | asked the
participants how they feel about this philanthropic deed of H&M. Afterwards | predant
excerpt from the Clean Clothes Campaign (CG@)dliance of trade unions and NGQvho
closely monitor sustainability claims d¢ést fashion retailershighlighting the insufficient
precautions of H&M to prevent Syrian refugees in Turkey from exploitative working
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conditions while sewing clothe®or H&M (CCC, 2017b).Afterwards | asked how the
participants feel about this exploitat of Syrian refugees and if they identify a conflict of
interestbetween those two statements detailed layout oexperimenttwo is presented in
Appendix B.

3.4.3.The Participants

The following table provides an overview of the individuals who gigdtedin this study.
All names of the participants, high schqalsiversitiesand employersiave been changed to
protect the anonymity of the giipants.

Name Citizenship Gender Age | Profession '?i?rtmz & Meeting Place | Duration
1. Monica | Swedish Female 18 High school 24" March Studyroom ata | 27 minutes
student / @rt 2017 at high school in 03 seconds
time ranny 11.30 Stockholm
2. Enia Swedish Female 18 High school 26" March Coffee place in 35 minutes
student / @rt 2017 at central Stockholm| 02 seconds
time bartender 16.00
3. Lula Swedish Female 24 Full-time 27" March Conference room| 35 minutes
managenent 2017 at at her officen 26 seconds
trainee 12.15 Stokholm
4. Jan Swedish Male 24 Full-time 28" March Conference room | 33 minutes
customer service | 2017 at at his officein 36 seconds
employee 12.00 Stodkholm
5. Niki Swedish Female 18 High school 31 March Coffee place in a | 26 minutes
student / @rt 2017 at suburb of 54 seconds
time babysitter 16.15 Stodkholm
and telemarkier
6. Peter Swedish Male 19 High school 1% April Chinese 45 minutes
student / @rt 2017 at restarant in a 6 seconds
time worker ina | 20.00 suburb of
convenience storg Stockholm
7. Tom Swedish Male 20 Full-time selerat | 2" April Coffee place in 23 minutes
a gas stion 2017 at central Stockholm| 19 seconds
16.00
8. Anton | Swedish Male 25 Full-time water 10" April Coffee place in 35 minutes
2017 at central Stockholm| 5 seconds
18.30
9. Harris | Swedish Male 22 Full-time 13" April Coffee place at 35 minutes
busness 2017 at his university in | 3 seconds
administetion 14.00 Stockholm
student vice
treasurer at a
student union
10. Sofia | Swedish Female 22 Full-time student | 16" April Coffee place in 40 minues
currently 2017 at central Stockholm| 46 seconds
completing an 14.00
unpaid internship
11.Fatma | Swedish Female 24 Full-time 20" April Library at her 31 minutes
graclate 2017 at university in 35 seconds
management 11.45 Stockholm
student/ part
time customer
service
representative at
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a large Swedish
bank

12.Berta | Swedish Female 22 Full-time student | 20" April Coffee place at 28 minutes
/ parttime 2017 at her university in | 52 seconds
accountant 13.30 Stockholm

Table I Table of the participants

3.5.Data Analysis Method

In order to analyze and understand the collected daaployed an inductive thematic
anaysis (Braun & Clarke, 2006)More specifically | identified themes and pattern that
frequently occurred within the collected data (ibid). | started the process of inductive thematic
analysis with a verbatim transcriptioh the conducted intervies\(ibid). All interviews were
transcribed(see Appendix Caccording to the rulesfdranscription by Flick (2014)After
carefully reading through the transcripts | identifidadectly expressed themes by the
interviewes (sematic themes) and underlying conceptualizations (latent themes) that were
not directly verbally expressed by the interviesvbet instead OEexamine the underlying
ideas, assumptions, and conceptualizatioasd ideologie®that are theorized as shaping or
informing the semait content of the dataO (Braun Glarke, 2006, p. 84)Once all the
themes were identified, | further sdivided them if deemed necessary or eliminated- non
relevant themes. Inductive dmatic analysis does not follow any particular iogd
framework; instead the approach is entirely dhitaen (ibid). This method is particular
adequate to analyze and gairdiepth iderstanding of individuals® viewpoints (Flick, 2014).

3.6.Research Ethics

Through the course of this research projectliyfabmplied with the research ethics outlined

by Flick (2014). Prior to every interview | elaborated the purpose, the methodological
approach and intended contributof my research. By sharing this information | ensured
that the participants felt comtable being a part of this study. All participants expressed their
specific consenthat allowed me toecord the interviews with a mobile device, transcribe and
analyze themAfter completionof this study | will irrevocablydelete all recordingsThe
names high schools, universities and employefsthe interviewees have been changed to
protect their anonymity. Before initiating the data generation stage of my research | carefully
assessed that there is no potential damage for the participants refsuttingis study. All
individuals who participated in this study were at least 18 years old and full of age, which
enabled them tde a parin my research withowgupervision or approval of a legal guardian.
Every interview took place in a venue choserth®y participard to ensure that he or she felt

as comfortable as psible.



3.7.Limitations

For the purpose of this study | employed a-poobability sample, which means the results of
this study are not generalizable towards the whole population of Svesdancountry or
Stockholm as a citylnstead the aim of this paper is to contribute to the understandling
consumesCrationalizatiors in the context of fast fashion consumptionore specifically of
the fast fashion consumption ld&M, and to providen-depthinsights into the perspectives
of the participantsThis study provides solely a snapshot of the phenomantte time othe
research. As a result, changesat might occur over time araot within the scope of this
research mject.

To initiate the snowbdlsampling | selselected foumpeoplefrom my social network that
fulfilled the empirical requirements. Even though | am neither related to them nor do they
belong to my close circle of friends, | nevertheless might have been biased tovesngds th
which potentially could have impacted the course of the interview and consequently the data
from those interviews.Since | conducted all the interviews and analyzed them, my
recollection of the interviews mightave been biased depending on how | peeckthe
interviewee as an individual drthus influenced the course of my analystsom a data
collection point of view, the senrsitructured interview might have lead participants to
provide socially accepble answerghat do not represent how they walty felt (Schwarz,
1999).

All interviews were audigecorded, which might have unsettled the interviewees and
therefore resulted in less truthful and authentic statements (Walsham, 2006). Video recording
of the interviews would have further enforced fkeling of insecurity among the participants,
which is why | decided not to do it. As a result | was not able to capturesarbal
communcation signs on tape, which would have added further context to my data collection
(Washam, 2006)An inductive tlematic analysis was employed to analyze dhta; hence

this approach indicates a general lack of methodological and theoretical context (Flick, 2014).

All interviews were conducted in English, which is not my first language and néiibeaf

any of tre participarts. As a result some participants might not have been able to articulate
themselves in a way they would have been able to if the interviews were conducted in
Swedish.Neverthelessauthenticityof the gathered dataas ensured becauséave ahigh
proficiency level in English given my international university education and my international
working experienceFurthermore,Sweden as a country indicata high level of English
literacy andis rankedas the 3% best nomative English speaking cotry in the world
(Education First, 2015). Quantitative research and especially inductive thematic analysis is
often criticized for being too subjective. Howevence | am not a Swedish citizen and only

live in Sweden since one and a half years, | waes tbinvestigate the phenomenon fram
slightly moreobjective positionas if | would be a Swedish natiopavhich is add further
credibility to my findings.
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4.Findings and Analysis

In this chapter | present the findings of the qualitative data and leyvdlate tothe extant
body of literatureThis method of data analysis simultaneoushya presentation of the main
findings and a juxtaposition of the findings from previous work (Burnard, 198&)findings

are analyzed in a descriptive way and gtreed into thenes in order to shed light on the
research question why envimaentally and socially conscious young Swedish citizens do not
act upon their convictions once theytama fast fashion retail store and how they rationalize
their behavior.Later on in this chapter | am going to illustrate how H&mMpacts young
Swedish consumsDattitudes and beliefs towards the fast fashion industry and how those
actions are reflected within the extant body of literature.

4.1. Struggle between Rational and Unconsaus Mindsets

The participants where asked if they consider H&M as a good company, the struggle between
their rational and unconscious mindsets became evidamtone hand young Swedish
consumes are suspicious towards H&MOs fast fashion business madbk other hand they

have a strong desire toyoaheap and fashionable clothes.

Harris: Yeah people are aware of it but | mean it is like you have to sides and | think that the
cheap prices is for most of the people the one deciding in this occasion.

Fatma: Eyou can get a handbag that looks exactly like the one who 2061800 SEK, so in
that sense it [H&M] $ good but [E] | donOt know much abut how tHel&M] work but |
know that theyH&M] havehad issues with child labor and different environmeigaues
thatis not goodt

Nonetheless somiaterviewesGanswers suggest that the unconscious mindset driven by their
hunterandgatherer instincts is commanding their fashion consumption behavior. The ability

to buy a large quarnyi of clothes for littlemoney triggers a frantic urge to buy. Some
participants described the process of buying clothes as an adventure with several obstacles
theyhave to overcome in order éwentuallyberewardedvith asuccessful purchase.

Lula: E itOs still fashion and yd&] you donOt have to really think a lot about the purchase
itOs just you go in and out grabshirt for SEK 99 itOs nothing you have to think about but if
you go into Ralph Laurent [E] you have to think like oh shit, okay itQshart for SEK 999,

okay should | buy it? And then you are going to think again but H&M is more like okay letOs
get four of thosét-shirtsfg

Anton: Well itOs like a hunt you know [E] if | want to buy a shirt [E] | need to have
something hat | need to wear in the summer andsttb be colorful and it has to fit [E] so |
need to go around and look it up. So thatOs why | might say itOs like a huntE



At the same time the majority of the participamtere convinced thatonsumersare
eventually decidingfashion trends because theye the ones that wear the clothes. If
consumers refuse to buy and wear clothes the fast fashion retailers would have to adjust their
offerings accordingly if they want to stay in business. Those statements echo SchwarzkopfOs
(2011) marketing myth that de#bes the consumer as voter, judge and jury, the ultimate
determinant if a product is going succeed or fail on the market, implying that consumers will
naturally make the right decision because they are well intentioned. Thegligisavith the

linear comsumption decision model that describes the consumer as rational (Devinney et al.
2010).

Niki: EI am thinking about the consumers are the one steering it, if itOs popular or not, if itOs
going to go well or not if the consumers donOt buy it itOs nottgogo well and they are not
going to keep producing things in that trend.

Especiallythe younger participantbetween 18 and 19 years of amad the students often
referredto their limited budget as an explanation wthgy have to buy their clothes eseap

as possibleand therefore neglect ethical and environmental aspects. However several
participants expressed sincere desire to change their consumption behavior towards more
ethical and environmenté&iendly products once they have graduaded earra good salary.

Harris: El am a student | have not even SEK 30000 a month. To buy a new shirt for SEK
10000 is very different from buying a new one at H&M for SEK 200 and it looks kind of
similarE

Sofia: El mean | have in a way decided that | put thishatd while | am a student and | donOt
have the money to take this responsibility and when | get older and | have more money and |
have a job I think | will take this responsibility a lot more.

4.1.1.Social Responsibility Values

When the participants where adkwhat is important to them when they are evaluating
which store to buy their clotheprice, quality and how it looks was more important than
where the clothes were madehose findings mirror the findings of the extant literature
indicating that the rgin of the clothes has not a necessarily high priority for consumers
(McNeill & Moore, 2015; Hill & Lee, 2012; Joergens, 2006; Bhaduri &-Bfaokshire,
2011).

Enia: Yeah because you donOt think about that as a consumer here, what | know in Sweden
you cdonOt think about oh where was is it made, you just see the ticket eshthtethiat was

made in wellE China or something like that and you are like oh okay, andggoan with

your life | guess [E] if it looks good you will buy it, that is the main point

Tom: | mean if itOs something | think looks nice and itOs reasonable | buy it, | donOt really care
where it comes from.
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Neverthelesseveral participants mentioned that young Swedish consumers are more aware of
environmental and ethical issues thanvimes generationddowever their awareness seems

to be directed towards issues that cliseaffect their personal webeing. Buying ecological

food items is more important than buying ddendly clothes. Participants also indicated that
they are moreilkely to take actions against sexism or racism rather than to improve the
working conditions in developing countries.

Enia: Ethe modern Swedish person [E] like from 18 to 25 maybe, they will think more
environmental thatOs why supermarEetge have morecological food options and stuff like
thatE

Peter: So that is why people donOt take matter in their hands to do something about how the
situation on the other side of the world looks and but that is why | think more people focus on
problems like raciamatters and feminism and stuff because that is what is happening in our
society.

4.1.2.Swedish Cultural Values

Young Swedish consumers seemed very credulous towards sustainable marketing claims. If a
company publishes an advertisement stating that they aregexall people tend to just
believe it without asking additional questions because the government in Swedéh

punish false marketing claims.

Monica: Well mostly people think if itOs like on bags or something like that, itOs not possible
that they [fat fashion retailed lie about it because in Sweden they have like laws that go
against it[E] w hat they [Swedes] read they [Swedes] think itOs real [E] because they
[Swedes] know that in Sweden they [the Swedish government] are like strict with their
marketing rulesg

If something is ever going to change the government has to take action. Young Swedish
consumers tend to deny personal responsibility and expect dnstet#gons from their
government.Devinney et al. (2010) discovered similar findings andcdkesd consumers

living in social democracies such Ssvedenor Germanyas Ogovernmental dependentsO
because they are concerned about negative social and environmental impacts of the fashion
industry but they falil to take individual action and instead eixflee government to take the

lead and issue more stringent regulagitom the industry.

Tom: El just feel like if you want to make like a real change it has to be like a law, the
governmeat has to do something about it [E] | just think there should sl regulating that
kind of things more.

H&M is a Swedish multinational company and serves as an ambagsacdweden around

the globe and also represents success and economic strength of Sweden as aFaagntry.
(2011) who describes the Swedish cultaseboth feminine and masculine whereas the latter

is particular exemplified in the success of Swedish multinational cooperation like H&M. The
participants revealed that they prefer buying clothes at H&M because of its Swedish heritage
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and tley feel proudabout H&M, which aligns withBjerke (1999)who described national
pride as part of the Swedish collective individualistic culture.

Monica: | think most like it because itOs also like a Swedish brand [E] a lot of people would
rather like buying from H&Mhan from Zara because itOs a Swedish [brand]E

Fatma: | think young Swedes are pretty proud of H&M. This is Swedish, this is something that
has reached worldwide and we the Swedes are behind it kind of but also | think Swedes are
very aware of H&MOs prodimn and like the problems they had lately but still | think that
pride is [E] larger than the problemsE

Young Swedish H&M customers seem to be willing to overlook ethical misconduct in
H&MOs production poess more easily because of tmmpanys Swedisbrigin. This
indicates that other cultural values such as environmental awareness and egalitarianism are
less important in this context. Those findings also contradict Hofstede (2017) who describes
Sweden as a purely feminine country and aligns with K&0d1), claiming that culture
consists of paradoxes that reinforce each offtez.majority of the participants appreciate the
balanced assortment of H& it is not too fancy and not too cheap and represents the
Swedish term Lagom (Hofstede, 2017b). Faashion retailers facilitate the identity
construction of their customers (Anguelov, 2016; McNeill & Moore, 2015). H&M is
providing its young customers a secure and affordable path into Swedish society.

Harris: Eeven though it is from H&M you can say thatpeople and people wonOt judge you,
they would be like yeah cool itOs from H&M it doesnOt really matter that much even though
people know itOs a cheap company.

Sofia: El think everybody in this room has a piece of H&M. Definitely.

4.1.3.SelfInterest Values

Young Swedish consumer not only appraise the good value for money at H&M, they also
seem verysatisfied with the entire shopping experience. Several participants appreciate the
good aftersales service and a majority mentioned the dense network cftoeéslaround the

globe and particular in Sweden as a competitive advantage that increases the trustworthiness
of H&M.

Fatma: First of all the availability, there is an H&M store in every city | think in Sweden and
itOs not only one, sometimes itOsrative

Monica: EitOs a trustworthy company and | like how they handle the service like with returns
and stuff [E] | could return if something was like damaged or something, so | think they [E]
offer a good service for their customers.

Shen et al. (2012) aimed that consumer knowledge regarding negative social and

environmental of the fast fashion industry correlates with the readiness to buy ethical
products. However sommterviewees who indicated fagh level of awareness regarding
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negative social and gmonmental impacts of the fast fashion industry eventually concluded
that personal needs such as saving money and getting the desired fashiaret@iore
importantthan to act upon their convictions ortbey are about to make a purchase decision.
Those findings align with Bplin (2014) who describes Western fashion consumers as
contained to pay more money for better working conditions in production countries.

Sofia: El think also when you go to H&M you think like | shouldnOt actually buy something,
| should think about the children in these countries but right now | really need this topE

This containment became even more evident after some participants where exposed to the
experiments (see Appendix B).

Harris: Ewhen | think about myself | would likeothave a shirt for a cheaper price so | mean
even though | want them [the workets]havea higher salary | am not really ready to pay a
higher price just because they should have a higher salary over thereE

4.2.Influential Factors of ConsumersO Attitudes and Beliefs

towards the Fast Fashion Industry

In the previous sections | presented the findings in connection to social responsibility values,
Swedish cultural values and seiterest values deriving from the consumer context. Those
values together with thconsumer context eventually shape tonsumer attitudes and beliefs
towards fast fashion. However there seem to be other factors that also influence the
consumesCattitudes and beliefsowards fast fashion.

4.2.1.Greenwashing

There was a general consenstiglistrust towards sustainability claims of H&M among all
participants. As part of my second experiment during the intervisesAppendix B) I
presented an excerpt of H&MOs annual sustainability report highlighting a donation of $
5000000 to help strandesfugees in the Mediterranean Sea (H&M, 2015). Even though all
interviewees appreciated the good gesture they immediately dismissexhiadiempt to get

good publicity.The participantOdistrust towards sustainability claims of fast fashion retailers
aligns with the findings of the extant literature (Joerg2066; McNeill & Moore, 2015; Hill

& Lee, 2012).

Jan: El mean they probably did it [donation] to be micbut they also probably did it
[donation] because  they  were hoping for  good publicity  dlas).

Fatma: ESo | think they are doing something for others but for themselves at the same time

because this is something that really builds on their brand and their values so | think itOs a win
win situation | donOt think that they just give moneytjusive.
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Some interviewees directly associated H&M with greenwashing. They believe that H&M is
overstating their efforts to be a sustainable and environmental friendly company. Several
participants also mentioned that H&M has recycling campaigns andcscioas fashion
collection, wheh they think is good but they also mentioned that H&M is at the same time
one of the primarily responsible party for todays throwaway society.

Sofia: EI mean they do some small things great but then they have this hegef pérrible
things that they do but itOs being greenwashed by this small things, thatOs how | think.

Harris: Ethey are really a company that creates this where you just buy things and throw them
away [E] the create this and still they are trying to sémat they are sustainkbto their
consumers [E] but athe same time they are creating tons of clothes, which is not good for
the environment and also as | said they are using labors that are really cheap [E] so | think
that is why | would call them a ggawash company.

As part of experiment one, the participants hachimosebetween two different H&M-shirts

and were afterwards presented witheanerpt of Anguelov (2016) whexplains whyorganic

cotton isequal damaging for the environment as tradaiccotton(seeAppendix B). Several
interviewees expressed sincere frustration about B&Mnisleading marketing clairbst

they werealso frustratedabout the entire fashion industry. Those reactions exemipldy
impact exposed greenwashinmcidents can have @ consumesO attitudes and beliefs
towards the entire sustainable fashion industry (Markham et al., 2014). Sheth et al. (2011)
label this phenomenon as a central reason why green consumption in contemporary society
has not yet achieved a higherdéandremains a niche market.

Nikki: El feel kind of dumb not knowing about this because [E] | think about eaond
organic clothing as the holthing but now that | know thatOs actually not | wouldnOt think
about it that much and | wouldnOt lift it thaich.

Fatma: El am a bit disappointed because it feels like we are fooled by thinking this [organic
cotton] is actually a better alternativeE

4.2.2.Celebrities

Some participantsentioned that celebrities have no influence regarding their perception of
H&M as a fast fashion retailer because it is more important for them what their friends are
wearing or that they create their own styi®ewever some participants also said that celebrity
endorsement increases the status of H&M as a brandhanthey associat¢he positive
reputation of the celebrity with H&M.

Niki: Eif he [celebrity] is wearing it | am going to wear this as well because itOs good because
famous people donOt weadkxlothes [E] they donOt wear H&M clothes if they are not good
so | am going tB yeah wear it for that reason maybe.

Harris: El remember when David Beckham released his underwear | went to H&M right
away to buy a pair [E] | mean when | see David Beckham associated with H&M | think that

3C



they are a good... a better company | donOw keally why but | mean | like Beckham and
that is why | like H&M as well | think that it really works.

For some young Swedish consumers a celebrity is an ultimate seal of approval directly
influencing their purchase decision. If a desicetkbrity desiged his or her own clothes for
H&M, other factors that would normally influence the consumers purchase decision are
ignored.

4.2.3.Education

Corporate social responsibility and environmental issues in connection with multinational
cooperation seems to be a fweqt subject in Swedish classrooms both at high school and

university level. Roughly half of the participants were at least once in contact with this subject
during their educationWhen young Swedish students learn about sustainable fashion in
school, H&Mseems to servas arole model.

Tom: Well | think school makes us very aware of like environmental problems and like how
serious it iSE

Enia: Eour teacher said that we would be seeing how they [H&M] market themselves as
environmental and how they [H&Mjork with environmental issues and stuffE

What exactly Swedish students learn in school regarding the fashion industry in connection
with environmental and ethical issues is not within the scope of this research project. Yet
some participants expressedher cynically about what they learned in school regarding this
subject.

4.2.4.The Green Trend

Being aware of ethical and environmental issues is trendy according to several interviewees.
Even thoughall participants expressed to a greater or lesser degremerosnabout the
environment and indicated some actions towards more sustainable consumption, there seems
to becertainskepticssm towardsconsumers who strictly purse an ethical life style. It is almost

like a social pressure among young consumers to bhesav¥ social and environmental issues.

This awareness should be reflectedame purchase decisions, mostly food choices.

Jan:El think to some people itOs like a trend to be environmental smart or environmental
aware. | think itOs a trend among sonupfee like turning vegan, thatOs a trend.

4.2.5.Job Creator in Production Countries

During the interview the participants had to share their feelings about the fact that H&M is
producing the majority of their garments in developing countries like Bangladesh. A
anticipated everybody thohgit was sad and was also aware that the workers in Bangladesh
might not always be treated fairly. However the participants also seeerdeiveH&MOs
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engagement in Bangladesh asogportunity for the local peopl® get jols. As a result the
Bangladeshi people are able to provide a better life to their families.

Jan: Eas long as they treat their employees in a good way, if they give them a decent
paycheck and if they provide work I think thatOs a great thing but [E] |@trtoo sure about
if they treat them right and stuff like thatE

Fatma: Eit can be good as well, if they can have good conditions for the labor [E] | think that
is great because then they create jobs and contribute to the wealth fare of that stateE

The paticipants perceived Bangladesh and other production countries as extremely poor.
They think that the fast majority of the people living there are unemployed and have a very
limited perspective in their lives. Sewing clothes for fast fashion resagens to be the only
reasonable choice for them isa from poverty.

Niki: Ethey donOt get paid that much like they should because they are in an underdeveloped
country because that is the only thing they get.

Peter: El think their human rights are verynlited because they want to survive so this is
what they have to do.

Overall the participants revealed an indifference towards the working conditions in
Bangladesh. They mentidhat they think it is sad bat the same time they did not seem to
really beaffected. A similar indifference was detected when the participants were asked were
the chemicals used to dye garments are disposed. Everybody but one person believes the
chemicals are poured into the sea, lakes, environment or buried somewhere, whikimkhey

is sad but at the same time they did not made an impression of real empathy.

Sofia: | think that the people [E] that are coloring the clothes they probably just donOt even
know that itOs bad for the environment or donOt even care because thaytjtsteed their
kids [E] | think there are probably purple lakes in Pakistan or something.

4.2.6.Scandals and Disasters

Every participanbf this study haseador heardat least at one point in his or her lives some
rumorsabout the fast fasbn industryor H&M involving human rights abuse or cases of
child labor.However nobody could provide a specific source or timeframe where and when
exactly they read or heard about these rumors.

Tom: | think | read something about thdreingE some article long agdyecause | have like
this thought in my head like something [E] about environment and H&M, yeah | guess that is
my knowledge of it.

The participants possessed almostknowledge about the Rana Plaza building collapse in

Bangladesh in 2013 that killed 1@12orkers. Only one participant brought e issue and
she didnOt seemed to be very well informed about the incident
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Sofia: Ea whole facility in Pakistan | think, just ehm collapsed because the management
didnOt listen to the workers about that thezeevbig cracks in the house and eventually the
whole thing broke down and so many people died and it was a long time ago but | didnOt know
about it even.

4.3.How H&M Impacts CustomesOAttitudes and Bdiefs towards
the Fast Fashion hdustry

In this section lanalyzed how H&MOs business practices diresflyeinces young Swedish
consumesCattitudes and beliefs towards fast fashion.

4.3.1.The RBle of NGG

NGOs play an important role tthold compnies accountable fotheir claims to be more
ethical and environméal-friendly (Delmas & Burbano, 2011Pne such example is OThe
Clean Clothes GapaignO (CCC), arlliance of trade unions and NGQvho closely monitor
claims of fast fashion retailers to improve working conditions and antipollution standards
within the fashion industry (CCC, 2017a). In its latest sustainability report H&M highlights a
USD 5000000 donation to help refugedsch stranded on the Meditenean shores (H&M,
2015, p. 121). Contrary to thigod gestureCCC posted on daary 2017 a report byFair
Actions and future in our HandsO, indicating that H&M among other fashion retailers does not
take sufficient precautions to prevent Syrian refugees nkéjufrom exploitative working
conditions (CCC, 2017b). H&M promised to take immediate actiommpoove the situation

but like Delmas & Burbano (2011) mentioned it requires organizations like CCC to hold
companies like H&M accouable.

On the other hand NGO collaborations with fast fashion retailers can also be controversial.
For instance H&M pres#s on its website a variety of collaborasamith trade unions (e.g.

OThe Ethical Trading InitiativeO), Swedish government agencies (e.g. OSida and Swedish
Leadership for DevelopmentO), foundations (e.g. OWorld Wide Fund for NatureO)-and non
for-profit orgarizations (e.g. OTextile ExchangeO) (H&M, 2017c). This group of stakeholders
collaborates with H&M to help ediishing environmentafriendlier business practices and to
improve the workingconditions in the production countrie®ccording to Lyon &
Montgomery (2015) ere have been some successful collaboration with mational
organizations and NGbut unfortunately som&lGOs help companies to greenwash their
business practicess he following exampleof H&MOs collaboration with the World Wide
Fund for Naturdllustrates

The World Wide Fund for Natur&(WF) defines water as the worid@ost precious resource
and simultaneously collaborates with H&M, regardless of the fact that textile production is
the worldOs second biggest freshwater polltidgstry (Anguelov, 2016; H&M, 2017c).
H&M pledges to eliminate the discharge of hazardous chemicals into the environment by



2020 indcating that they are planning to discharge hazardous chemicals into the environment
for three more years (H&M, 2017d). Adionally, H&M is the second biggest buyer of
organic cotton and as aforementioned collaborates thighnonfor-profit organization
OTextile EchangeO (Textile Exchange, 2016). However, Anguelov (2EYibesorganic

cotton as even more freshwater lpphg than traditional cottonThe process of tamng
organic cotton into yarn causes more freshwater pollution than the use of pesticides in
traditional cotton agriculture (ibid). Neither H&M, nor Textile Exchange or WWF highlight
the damages of organaotton for the environment. This retention of information deludes
customers because it overstates the environmental performance of H&M ex@plifies

the asistance ofin NGOin greenwashing H&MOs business practices (Loy & Montgomery,
2015).

WWEF encairages the consumption of something that itself causes the problepledged
to fight against. The following imagg#epicts an advertisemeot the H&M BANVWF clothing
campaign, #roarforwdlife.

Fig.2: H&M Kids collection to raise funds for WWF (H&M2016b)

4.3.2.The Role of €lebrities

Walker & Wan (2012) describe greenwashing OEas a strategic communication tool to
camouflage a firmOs lack of efforts in engaging in true environmental performanceO (p. 231).
H&MOs strategic communication is to some extendedaout by celebrities such as M.LA.

and Gisele BYndchen (H&M, 2013; 2016). Both are environmental and social activists and
widely recognized for their engagement; Gisele for example is a member of ther&sinfo
Alliance Board of Directors (RainforesAlliance, 2014). Celebrities have a particular
influence on young and unsophisticated consumers who identify themselves with the
celebities (Anguelov, 2016). Gisele BYndchen is famous among other things for her
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engagement to preserve thenfarest; at tle same time Gisele also promotes the consumption

of H&M clothes. This results in a delusion for the consumer because he or she does not
associate H&M cldiing with environmental destructionnse an environmental activist
encourages the consption of it.

4.3.3.Shit of Responsibilitytowards the Gnsumeito Make the Right Ecision

Fig.3: T-shirts & linnen (H&M, 2017e) Fig.4: Conscioussustainable syle (H&M, 2017a)

The tshirt depicted on Fig. 3 made of traditional cotton, wheeetae tshirt depicted on Fig.

4 is partially made of organic cotton and is part of H&MOs OConscious Fashion CollectionO.
The consumer needs to decide if he or she is willing to pay a 60% price premium to make the
right decision in the form of aghirt thatis partially madeof organic cotton. Qaington et al.

(2016) argue that the emphasis on the consugi¥esponsibility to make the right decision,
deludes him or her from companiesO unethical business¢sacti

CEthical fashion can be defined as fashibieaclothes that incorporate fair trade principles
with sweatshojiree labor conditions while not harming the environment or workers by using
biodegradable and organic cott@n(Joergens, 2006, p. 361).

As was previously stated, this definition of ethi¢ashion includes several contractions,
firstly Onot harming the environment [E] by using [E] organic cottonO. Anguelov (2016)
describes organic cotton as equal harmful for the environment as traditional cotton. Secondly,
H&M as the industry leader of etlacfast fashion failed to prevent Syrian refugees from
being exposed to exploitative labor conditions inKiglr garment factories while sewing
clothes for H&M, which just describes the latest sweatshop labor incident in January 2017



(CCC, 2017b). In conakion, H&M does not comply with Joergens (2006) definition of
ethical fakion. Instead H&M exemplifies LauferOs (2003) elements of deception and shifts
the responsibility to make ethical purchasing decision to the consubyeroffering
OcaosciousO fashioitems while simultaneously maintaining a polluting and unethical
business model.

4.3.4.H&MOs Elements of Deception

Deception as a direct result of greenwashing has been divided into three elements such as
fronting, posturing and eraples (Laufer, 2003)n thetable below those elements are further
elaborated andxemplified with H&MOs greenwashing practices.

EIeme_nts ©f 1. Fronting 2. Posturing 3. Examples
decetion
A - Advertise image of
ethical leadership within
How the elements A - Persuade stakeholders { the industry
: A - Publish hyperbolic claims comply with sustaiability B - Advertise minor
of deception are . . ) ; ) :
ez Iy ey B - Retain relevant infonation claims projects as if tey would
! y Lau C - Rebrand B - Use public affairs ffice | be signficant
(2003) C - Employ front groups C - Establish NGO
callaboration
A - Including sustainability A - For the g
A - Publishing an annually 100+ as a part of the promoted consective year H&M
'g an y . P P . has ben named as one o
pages sustainabilityeport lifestyle, consumers will .
A - . - : .| the most ethical
B - Retention of information create their identity arouainit S
X . . companies in the world
How the eements | regarding the negative B - Weekly website pdates

B - Eliminating the
discharge of hazardous
chemicals by 2020

C - 23 published
membeships &
collaborations with
NGOs, NPG;,
foundations and
government ageies

of deception are environmatal impacts of qrganic regarding_Othe latest
cotton and overconsumption of | sustanability newsO

employed by disposable clothing C - Gisele BYndchen, M.I.A

H&M C - Launching the O®scious & Co. advocate for more

Sustainable StyleO or a kids sustainability and

clothing cdlection to raise funds| simultaneously promote

for WWF consunption of H&M

clothing around the globe

Table 2 Three elements of deceptidy greenwashing (Laufer, 260

H&M walks a tightrope maintaining its green faesade as a leading ethical company and
simutaneously staying competitive within an industry that is based on the exploitation of
cheap &bor and lack of environmental regulat®in the production countries. Corporations

who siecessfully greenwashed their business practices remain sometimes among the worst
polluter and driver of social injustice because they successfully created a green image and as a
result the public no longescrutinizes those companies regarding the compliance of their
stated &orts (Laufer, 2003).
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5.Discussion

The current study investigatdbe underlying rationalef environmentally and socially
conscious youn@wedishconsumerdor their continued consumph of fast fashion as well

as the different influential factors that shape their attitudes and believes towards fast fashion.
Throughout the interviews it became evident that the participmssess rather superficial
knowledge about the impts of fag fashion towardenvironment and societfhere seems to

be a green trend in contemporary Swedish society, which the interviewees feel almost
obligated to follow. This trend is further promoted by the @sgle school system. However,

the young Swedish comsners of my sample consider price, quality and look as the most
decisive factors when buying dh@s. In this chapter | am going to present my main findings
and compare them to previous findirgfighe extant literatureBased on my findings and the
theordical framework (see chapter 2.4) | developed an enhanced conceptual model, Finally
am going toproposemanagerial implications for the Swedish school system, the Swedish
government and H&M.

5.1. Answering the Research Question

When participants were askevhat is most important to them when buying clothes; price,
quality and how it looks were the determinant factors. Those findings align with previous
studies within the &ld of consumer preferencesthe fashion industryMcNeill & Moore,

2015; Hill & Lee, 2012; Joergens, 2006; Bhaduri & Bi@okshire, 2011; Jegethesan et al.,
2012) The origin of the garments and the working conditions under which the garments
where produced seem to be rather unimportant, which egaésularly the findings of
Joergas (2006). Nevertheless the participants, especially the younger participants9 (18
years old) and the studemgdged tdouy more ethical and organic produotsce they have
more money at their disposdany participants rationalized their current somption of fast
fashion with having no choiceother than buying clothes at cheap fast fashion retailers
because they cannot afford other storE®wever nobody suggested reducifeshion
consumption, which would according to Anguelov (20h6)the only neaningful solution.

This unawarenesmdicates a general lack of substantial environmental knowledge among the
young Swedish consumers of this sample and echoes the findifil$ &fLee (2012) and
McNeill & Moore (2015).

Another commonly used rationaditon by he participantswas that theyexpeced the
government to take actions and issue more stringent laws for the fashion industry, which is
describedby Devinney et al. (2010) as government dependeiitye young Swedish
consumers of this sample seemtitust the Swedish governmentdimsely monitor the fast
fashion industryand to take actianif there would be any miscondu@everal participants
mentioned that they learned in high school about corporate social responsibility and
particularly how H&M as a Swedish multinational company is dealing with environmental
and social issues in the fast fashion industry. Public school education seems to be an
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important influential factoto shape young Swedish consus@attitudes and beliefs towards

fast fashdn. Furthermore, @me participants of this sample referred to H&MOs Swedish
heritage as a reason why Swedes are more likely to buy clothes at H&\ssortment of

H&M represents the Swedish term Lagom, it is notfeory and not too cheapgccording to

several participants there is an ongoing trend within Swedish society to be perceived as social
and environmental conscious. Some interviewees had a rather cynical tone when they referred
to this green trend and described it as something temporary. Hothewveifforts of H&M to

be perceived as environmentaendly and ethical seeto go handn hand with the desire of
youngSwedish consumers to perceivedasenvironmentafriendly and ethicalH&M offers

its consumers for a few extra SEK anoaffable vay of being conscious without actually
reducing their consumption level, which seems to be awnnsituation for both H&M and

its consumers.

All participants have heard in one way or anots@riesabout human rights abusand
environmental pollutionn connection with the fast fashion industry. However nobody could
name any specific inciderithe Rana Plaza tragedy Bangladeshwhich has killed10127
people on April 2% 2013, seems to be buried in oblivion. Only one participaclled some
blurred memories aboain accident that happened in Pakistan a few years ago, which killed a
lot of people because a factory collapsed. She wasirgféorthe Rana Plaza incident but she
did not know any specifics about the disaster, not even the countrg wieok place. Those
findings indicate the limited lifespan of disasters amsumersO minds. In the age of Social
Media consumerare exposed to a constagtteam of tragedies that take place every day
around the globeEvery intervieweeexpressed a ceernirg level of numbness towards the
working conditions and the lack of environmental regulations imptbduction countries of

the fast fashion industrfgven though they unanimously agreed that the working conditions
are bad and environmental regulatshould be more stringent, they also seemed to accept it
as the way it is. Bangladesh for example was perceived as so poor that their citizens simply
have to work under those bad conditions if they want to feet their fan8lese participants
evenrationalizedthe engagement of the fast fashion industry in developing countries like
Bangladesh as something gdoecause they create joldhe intervieweedurther thought it

was normal to dispose chemicalffer they have been used to dye garmémtthe water
bodies and the environment of the production countries.

Anothermajor influential factor that shapes the interviewees attitudes and beliefs towards fast
fashion is greenwashing. The vast majority of the participants expressed sincere distrust in
H&MGs sustainability claims, which resulted in suspiciousness towards ethical and sustainable
fashion in gearal and aligns with Markham et al. (201Byen though celebrity endorsement

was not important for some consumers because they rather rely on whasdbiei
environment is wearing, other participants described it as the ultimate seal@fapipat the

clothes are good. However, only one participant knew that H&MOs spokespersons like Gisele
BYndchen, Madonna, David Beckham or M.I.A are environmantibr social activistsThe

findings of this research project alshowthat H&M is leveraging their conscious clothing

line alongside with their efforts to be a role model of-B@ndly fashion within the fast
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fashion industry to create additionallva for their customers and to establish a competitive
advantage rather than push for actual change within the industry.

5.2.EnhancedConceptualModel

Based on the extant body of literature | presented a theoretical framework in my literature
review (see capter 2.4). In the enhanced conceptual model depicted below | further added
influential factors that impact the attitudes and beliefs of the interviewees towards fast
fashion. Thoseadditionalfactors are greenwashing, celebrities, the green trend, emucati
scandals & disasters and fast fashion as a job creator in production coditteiggirectly
derivate from my findings and contribute to the existing body of research within theérfield.
relationship between the consumer context and the attituddsetiafs towards fast fashion is
reciprocal and eventually impacts thensumersftionak for their continued consumption of

fast fashion.

Fig. 5: Enhanced onceptual nedel inspired by Devinney et al. (2010) and Bhaduri &-Baookshire (2011)

5.3.Implications

The vast majority of the participant®nsideed buying ethical and environmerviiendly
advertised products as thight way to be preactive against poor working conditions and
environmentalpollution. This approach suggests that consumersnsamtain their current
level of consumption as long as they buy ethical and environrdeietadily products such as
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H&MOs conscious fashion line. However, Anguelov (2016) suggests that organic cotton is
equally harmful for the environment as traditionakton. Therefore the only option for
consumers to contribute achieving actual change is to reduce their fashion consumption. The
results of this study show that youSwedish consumers learn in higthool about corporate

social responsibility and how imgant it is to buy organic product¥hey also rely on the
Swedish government to introduce more stringent regulations if deemed necessary. Therefore
my findings suggests that both the Swedish government and the Swedish school system
should tke more preadive roles sensitizing young Swedish consumenrggarding the
negative impacts ahe currentevel of fashionconsumptionRather than advertising H&M

as a role model of eemiendly fashion, the public sector could highlight the importance of a
more mindtil approach towards consumption as suggestethbyh et al. (2011)

Even though NG® are important to monitor sustainability claims of fast fashion retailers and
holding them accountable, some N&(ike the WWF should be mooareful regarding their
comporations with companies like H&M. Rather than promoting to buy more clothes, WWF
should educate consumers about the actual consequences of fast fashion consumption for
environment and society. h€ media should rather than just report about disasters and
scandalsn hindsightalso inform their audience about opportunities to help preventing future
disaster and scanddl®m happening in the first placEinally, H&M shouldbe careful not to

face consumer boycotts in the future. In 2009, the md¥ananas!On trial for MaliceOby

the Swedish filmmaker Fredrik Gertten exposed Dole, an American food company, for their
human rights abuse iniddragua (Bnanasthemovie, 2009). As a result of the public outcry,
the Swedish fast food chain Max HamburgerrestauraABedecided to boycott Dole fruits
from their Menu (ibid). Even though H&M is not depended on third parties to sell their
products, they nevertheless are dependentomsumers@illingnessto buy their products.

The findings of this study indicate thatyw Swedish consumers are willing to keep buying
clothes at H&M but if the green trend in Swedish society keeps evolving, this might rapidly
change in the future.
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6.Conclusion

The findings of this studyindicate that the young Swedish consumers of this sampl
rationalize their continued consumption of fast fashion with their preferences of price, quality
and look over ethical and environmental considerations. They also deny personal
responsibility because they expect the government to take actions. Furthéhisostudy

showed that greenwashing, the Swedish school system and the green trend in Swedish society
particularly impact the participantsO attitudes and beliefs towards fast fashion.

This snapshot of young consurs@rationale regarding their fashiomrsumption within the
Swedish context serves as a fertile ground for future research. A longitudinal study could
highlight changes regarding consust@rationalizations. It might also be interesting how
young consumers in other social democracies ratamdtieir continued consumption of fast
fashion. Corporate social esponsibiliy and ecefriendly fashion seem to bé&equenly
discussed subjexin Swedish high schools and universities. However the results of this study
indicate that students are beirgight to buy clothes made from organic materials rather than
lower their overall consumptionlt might be interesting from a pedagogical point to
investigate how Swedish students perceive the efforts from the public sector to sensitize them
towards more stainablefashion consumption Also there seems to belack of actual
knowledge regarding the faeaching negative consequences of the fast fashion industry
towards society and the environment in the production countresire research could
address he the Swedish government could take a moregatove role in sensitizing young
Swedish consumers regarding those consequembes studyhighlightsthe dependency of
Swedes towards their government. However, further research could investigate on {ghat sca
Swedish consumsmwould like to have more regulatisrand if theywould bewilling to
accept higher prices antbwer fashion trends in returBloggers on Social Edia, especially

on Instagram and Faceboake having an increasing impact on consufgusrchase
preferencedt might be interesting to investigate what actual influence bloggers have towards
young Swedish consumélserceptios of sustainable fashion consumption.

In the beginning of this research project | thought the 10127 people whio the Rana
Plaza factory collapse had a leteym impact on caumersO attitudes and beliefs towéasts
fashion. Even though young Swedish consuntkerscare abousocial and environmental
issues, nobody could accurately recall the Rana Plaza tragdaating the limited lifespan
of tragedies in todayOs soci€fpe participants of this study mentionaehong othersheir
limited budget as a rationalization ftireir unsustainable consumption while simultaneously
they pledge to change their consurbehavior once they earn more money. It is time
spread awareness among young consuthatgeducing consumption iecessary to achieve
meaningful changand thatreducing consumption doestnood anything, in fact it helps
savingmoney.
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8.Appendices

Appendix A: Interview Guide

Interview Questionmspired by the Nike Scenario from OThe Myth of the Ethicad@oerO
by Devinney et al. (2010)

Hi, thank you for participating in this interview. How old are you? What is your occupation?

Do you remember the last time you bought something at H&M? Wihsrnit®
Please, tell me about your experience. Who was with you when you made the purchase?
What influenced your decision and what made you eventually buy the clothes you bought?

What does shopping clothes mean for you?
I Would you rather describe it as act of purchasing or is it more entertainment and a
social excitement for you?

How closely do you follow fashion trends?
Do you believe consumers decide fashion trends?
If so, how do theynfluencenew trends?

If not, who do you think decides fashitrends?

Do you think fast fashion retailers liké&M simply deliverwhat their customers ask them
to?

How do think spokespersons of H&M such as Gisele BYndchen, Madonna, David Beckham
or M.LLA. influence your perception of H&M?

I Did you know that albf them are environmental activists?

What do you think young Swedish people think about H&M as a fast fashion retailer?
I' Do you personally think H&M is a good company?

How likely do you think it is, that young Swedish people are buying clothes at H&M?
' 'Why do you think so?

What is most important to you when you are deciding in which store you are going to buy
your clothes?

If you compare H&M to other fast fashion retailers, what do you think symbolizes H&M, how
does H&M stand out in comparison tther fast fashion retailers?
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Do you think young Swedish people are concerned about ethical and environmental issues in
general?

To which degree are you concerned alathicaland environmental issues?

Why do you think H&M produces the majority of thgarments in developing countries such
as Bangladesh?
' How do you feel about that?

What do you think happens with the chemicals after they have been used to dye H&M
gaments?

Do you feel that you have sufficient information from H&M regarding theadpction
processes?

Did you know that H&M publishes all its suppliers on their Website?

Have you ever read the annual sustainability report of H&M?

How are those transparency efforts of H&M impact your perception of H&M?

Do you think that young Swedigieople are aware of potentethicaland environmental
impacts of H&MOs fast fashion business model?

Do you personally thinkhatthere are angthicd or/andenvironmental impacts of H&MOs
fast fashion business model? If dal you thoughtbout them Wwen you made youast

purchase at H&M?

Have you read any articles, newspapers, or seen any documentaries addressing potential
ethicaland environmental issues of the fast fashion industry in general, or H&M in particular?

Optional final questionif deened appropriate
You mentioned before that you consider youraslware of environmental and ethissues

in generalyou also seem to be awareetifiicaland environmental impacts of H&MOs
bugness model, how would you explain me why you are stillfoyglothes at H&M?
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Appendix B: Experiments
Experiment One

Below you can see two pictures of grey, basic, regular fit H&Mitts with a crew neck.
LetOs assume you need to buy sueshiart. Which one would you buy? Please explain why?

Fig. 1: Rurdhalsad tshirt (H&M, 2017a)

Fig. 2: Rundhalsad-shirt Regular fit (H&M, 2017b)
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Now | would likeyouto read the following two excerpts from a book written by Nikolay
Anguelov who is a professor of economic development in the department of pulitig @bl
the University of Massachusetts, Dartmouth.

OMany environmentalists praise organically grown cotton because of its lower use of
pestcide (Dem et al., 2007). But organically grown cotton has raised objections from human
rights activists becauseig much more water intensive. In developing nations, populations
must choose between using precious water for organic cotton farming or for daily human
necessities such as proper hydration and hygi@@eguelov, 2016, p. 87)

OEThe evidence presentedtins book suggests that there is no such thing agastoon.

There is organically grown cotton, but not organic cotton fabric. This is the case because of
the OspinningO of the organic fibers into yarn, which is a process based on the heavy use of
indudrial bleach, peroxide, and acildecidedly inorganic chemicals. Even the most
envronmentally friendly dyes employing the highest concentration of natural pigment are not
really ecofriendly. For one thing, they are manufactured very inorganidatlye pigment is
extracted from its natural sources through intense production processes in refining that
create toxic waste. For another, these OecoO dyes are applied to fabric through
environmentally degrading methods that use 200 times the amount of wateepzrbic unit

of fabric. Therefore, ectashion, with currently employed technological methods, is not really
an envronmentally safe consumer option. It may be just a slightly less polluting Gption
(Anguelov, 2016, p. 16364).

How does this additiomanformationimpact your {shirt purchase decision? Would you like
to reconsider your decision?
References

Anguelov, N. (2016)The dirty side of the garment indus®yast fashion and its negative
impact on environment and socieBoca RatonUSA: CRC Press

H&M. (2017a). Rundhalsadghirt. Retrieved March 1% 2017 from H&M:
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Experiment Two

Below you can see a screenshot from H&MOs (2015) conscious actions sustainability report.
Read it and tell me how you feel about it?

Fig. 1: H&M Conscious Actions Sustainability rep@@15 (H&M, 2015, p. 121

Now | am going to show you a screenshot fromGhean Clothes Campaign (CCC), an
alliance of trade unions and NG@ho closely monitor claims of H&M and other fast fashion
retailesto improve working conditions and antipglbn standards within the fashion
industry(CCC, 2017a).
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Fig. 2 Nordic fashion brands need to tackle abuse of Syrian refugees in Turkish garment factories (CCIC, 2017b

How do you feel about H&M not doing enough to prevent Syrian refugees in Turkey from
exploitative labor conditions? Is there according to you a conflict of interest?

References
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Appendix C: Excerpt of Transcription

Excerpt of Sofi@s Interviewranscription

Interview 10
Interviewer: I Tobias Zellweger
Interviewee: S: Sofia

Background of the interviewee

Sofia is a 22 years old student who is doing right now an unpaid internship. The last time she
made a purchase at H&M was 5 weeks ago, when he bought a dress with dots for her new
internship, where she is required to dress formal.

Date of the Interview: April 1%, 2017

I: Hi, thank you very much for participating in this interview, how old are you?

S: 22, turning 23 this year.

I: And what is your occupation?

S: | am studying slash doing an internship course basically, so but hawe@tsalary so |

am not working so | would say studying then.

I: A student?

S: Yes.

I: Do you remember the last time you bought something at H&M?

S: Yes.

I: Could you please describe me your experience, like how was it, when did you bought it and
what dd you buy?

S: Okay ehm so | like to wear dresses, that something | really like, | hat to wear pants
normally, | think itOs uncomfortable so and | was going to start this internship where you have
to be quite formal and wear formal clothes, so | went ®dbpartment *2 seconds* what do

you sayE this section in the store where they have a little bit more formal business clothes
and | bought a dress there, which | am very happy for it was a blue dress with dots, which is
very girly but in a way | sort of & that so | bought that and ehmE it was so good that | think
thatE | mean | have been considering buying another exactly the same dress just to have
likeE

I: One extra?

S: Yeah one extra if my first is going broke (laughs). But ehm so that was reallyticiodl

What | like about H&M in that sense is that there are this sections like if | want to have
something casual | go to this section, if | want to have that | go to that section and that is not
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mixed, so it is quite easy they have the basics anehso but there are also many other good
stores so | donOt buy everything at H&M but that dress | bought and | am happy for it.

I: Great and where you alone when you bought this dress or have you been with a friend
orE?

S: | was actually alone. | am suchoaérEyeah.

I: Okay, and what influenced your decision and what made you eventually buy this dress
when you were in the store? Like if you would mention factors that made you buy this dress
with the dots, what would that be?

S: Okay the first was that it &s just *2 seconddfrst of all it fitted me but that was not the

only thing because many things fit me so the reason was that it was not too expensive, that
was very important for me since | am a student, | thought it could have been cheaper for the
mateial but it was not too expensive so | bought it and also that it was not too complicated to
wash like the laundry instructiori,mean if it says like Ohand washO and stuff, | canOt wear
that daily you know as a student youE | mean | live with shared imasimachine and you

have to book a time and | mean itOs complicated to wash, so that is also the thing that | sort of
put in there.

I: I see and when do you bought the dress, do you remember that? How long time ago was it?
S: Ehmmaybe 5 weeks.

I: 5 Weekspkay. And what does shopping clothes mean for you?

S: It means that | get clothes to wear (laughs).

I: (Laughs) but would you rather describe it as an act of purchasing or is it more like
entertainment, like a social excitement for you?

S: | would say ifit is shopping, if it has to do with anything but pants it is a great experience,
itOs just fun but when it comes to pants itOs just horrible and itOs just a burden.

I: You donOt like pants (laughs).

S: (Laughs) | donOt like pants, itOs justE but otherinisink itOs just very nice, | mean there
are of course occasions when you are in a very like urgentE you are in a hurry and you need
to buy something very specific then itOs more of a burden but mostly | just think it is
entertaining.

I: Okay, and hovelosely do you follow fashion trends?
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