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Executive Summary 

The aim of this research is to help understand and analyse how the nudging theory can 

be used in marketing, more specifically in the fashion industry, to influence consumer’s 

sustainable purchasing choices. Within the industry, special focus was put on fast-

fashion and luxury fashion, to compare differences between both. 

The research methodology relies on a complete survey conducted majorly in Europe. 

Throughout the survey, participants are asked to answer questions that define not only 

their demographics but also their profile as a buyer. Shopping budgets, buying criteria 

and channel preferences are also analysed. Sustainability is tackled to determine to 

which extent it is important to consumers and what concerning topics matter the most.  

An experiment included in the survey was also realized, in which participants are asked 

to make buying decisions among several options of clothing. What they are not told is 

that, as similar as the choices may seem, they are being tested on the effectiveness of 

nudges applied to the presentation of those clothing pieces. The goal is to measure their 

impact compared to standard articles, in the context of an online shopping spree. 

Besides the suggested effectiveness of nudges supported by findings, some interesting 

results regarding buying criteria, buying channels preference and monthly budgets are 

also described. In fact, it is unveiled that physical stores are still the predilect mean of 

buyers, that wealth is not synonym of higher monthly shopping budgets, and that trends 

and brands are not the most important when it comes to buying a new piece of clothing. 

Focusing on the nudges, their effectiveness is suggested, and it is possible to distinguish 

between informational and visual nudges, whose impact differ. In fact, informational 

nudges, meaning long, detailed, and transparent explanations on the products’ 

sustainable aspects, is more appealing to consumers than a green eco responsible label. 

Finally, it is recommended to companies within the industry that they open doors and 

minds for creativity to improve customer in-store experience and to include the nudges, 

only currently used online. Foremost, it is strongly recommended that they invest in the 

creation of comfortable, stylish, and good quality material for sustainable products, which 

are the heart of consumers’ requirements. More effort should be put into making the 

brands and their operations socially responsible, not only focusing on the materials used, 

but also, and above all, in human working conditions.
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1. Introduction  

Nowadays, the world is constantly facing environmental challenges and sustainability 

has therefore become one of the most common concerns. This is true not only for 

individual consumers, but also for businesses that are starting to take it into consideration 

more seriously. Here, it is important to distinguish between actual sustainable (or future 

sustainable) brands and green washing, that is sometimes used as a marketing move to 

improve the brand image. The fashion industry, especially fast fashion, has faced several 

critiques and scandals regarding production, supply chain and raw materials that are 

being sourced unethically or unsustainably (Bramley, Bramley 2021). Therefore, 

businesses have been putting special attention and care into creating new sustainable 

collections and providing other types of services that fit the label. For their characteristics 

and operations, fast fashion brands have been at the heart of the public demand for 

sustainable options, and some seem to be responding quite well to it. However, such 

collections and concerns seem to be fewer when it comes to luxury fashion brands. 

1.1 Research question and objectives 

This research paper looks at different aspects within the fashion industry, which are: 

- Sustainability 

- Nudges when online shopping 

- Fast fashion vs luxury fashion 

The research and analysis that has been pursued goes through all points above, not 

separately, but crossing and interrelating them with the aim of understanding how they 

work together. Therefore, the goal is to test the concept behind this research, which is 

the nudge theory, especially when used for sustainable matters and applied to fast 

fashion and luxury. Therefore, the main research question is:  

How are nudges influencing consumer’s sustainable consumption choices on fast-

fashion and luxury clothing? 

A hypothesis has been formulated around it, and will be developed and answered further 

on: 

Hypothesis: Nudges on sustainability are more effective in fast fashion than in luxury. 
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1.2 Report structure 

In order to deliver a good and clear understanding of the subject, this report is structured 

in four main sectors: 

• the literature review 

• the research methodology 

• the findings and analysis 

• the discussion and recommendations. 

The literature review sets the framework and the theoretical concepts used throughout 

the report. It explains the knowledge around the subject and the studies and conclusions 

existent, defining the gap that is meant to be filled with this research. 

To provide an answer to the research question, primary and secondary data were 

collected and analysed. The procedure, the details of the gathered data and the 

encountered challenges are described in the research methodology section.  

Subsequently, the findings resulting from the primary data collection, which was in the 

form of an online survey, are exposed and detailed in the findings section. The results 

whether confirm or contradict the hypothesis set at the beginning of the research 

process, leading to a conclusion to the main research question. 

Finally, the discussion and recommendations combine and compare the results 

originated from the data collection and the literature review, aiming at filling the gap 

between both knowledge wise, drawing to recommendations to the industry and the 

conclusion. 
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2. Literature review 

The process of reviewing the literature was broken down into smaller parts, such as the 

subtitles below. The methodology used was to list in bullet points all concepts to be 

tackled in this chapter, adding on when reading through the articles, before starting the 

writing of the literature review. 

Firstly, it was looked at the theoretical concept supporting this research paper (the nudge 

theory), where studies around nudges in other industries and policymaking were found. 

Then, research was carried on about the two types of nudges used in this research and 

here, interesting existing studies were also found, with the aim of distinguishing and 

providing help to choose when it’s preferable to use one instead of the other. Finally, the 

sustainability topic is tackled, with special emphasizes on the political agreements 

around it within the industry. The fashion industry and its categories fast fashion and 

luxury fashion are also explained and distinguished. While researching articles for the 

purpose of the literature review, a paper was found outlining a researched carried in an 

Asian country to evaluate the effectiveness of visual nudges in the H&M website. A gap 

was identified here, given that the study only concerned one brand and only focused on 

system 1s nudges. This research paper aims to fill this gap.s 

There are several different definitions for marketing, and the concept has been evolving 

throughout the years. The understanding of marketing as being all about promotion, 

selling at large scale and persuading people to purchase things they don’t need is still 

on top of mind of some consumers and businesspeople (Brenner 2021). However, even 

if it is true that one of the first goals of marketeers is to sell, already by 1960, Theodore 

Levitt enhanced the need for a marketing process to focus on satisfying consumer’s 

needs and to be at the heart of business policies. Mostly due to the saturation of markets, 

this sets an important milestone to the modern marketing, going from an inward looking 

based on production to a much more outward looking focused on the consumer and 

brands. If these goals ally to the need of improving brand social responsibility and 

sustainability, it can also be used to (indirectly) impose, without mandating, more 

responsible choices on customers. This is where the concept of nudging becomes very 

close and useful to marketeers. 
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2.1 The nudge theory 

As per Richard Thaler and Cass Sunstein’s (2008), nudging is defined as “Any feature 

of the social environment that affects people’s choices without imposing coercion or any 

kind of material incentive”. 

Following its definition, the nudge theory operates by architecting the choices for people 

that are believed to be beneficial to them (Thaler and Sunstein 2008). Nudges do not 

threaten freedom of choice, because no choice is restricted. They guide people’s 

choices, which they would most probably have done anyway if they had the chance to 

put more thought and energy into it. 

Past work has focused not only on nudge effectiveness but also on different types and 

distinctions of nudges. In this research paper, two distinct types will be used: 

informational and visual. In 2013, Hansen and Jensen distinguished nudges based on 

two thinking methods: System 1 and System 2. Figure 1 below represents the differences 

between both, as defined by Daniel Kahneman in 2011. 

 

Figure 1 – System 1 vs System 2 

 

Source: https://miro.medium.com/max/2400/1*kQdOtDv-7KolqkWPyQD0kw.png 

 

 

https://miro.medium.com/max/2400/1*kQdOtDv-7KolqkWPyQD0kw.png
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People Prefer System 2 Nudges (Kind of) from Cass R. Sunstein analyses both types of 

nudges, relying on a study which includes the examples given below. In the research 

paper, released in 2016, Sunstein suggested that “it might be tempting to prefer system 

2 nudges, on the assumption that they show greater respect for individual dignity and 

promote individual agency” but it also shows that the preference for system 2 may shift 

when people are told that system 1 is slightly more effective. 

2.1.1 Visual (system 1) 

System 1 method of thinking is defined as rather automatic and intuitive. This means 

automatic actions such as knowing one’s way around the house with the lights off. It just 

happens without the individual even being aware of it. It is purely behavioural and less 

cognitive. System 1 nudges are therefore automatic behavioural triggering, such as 

visual labels, as used in this research. 

A common example of system 1 nudges are anti-smoking campaigns based on graphics 

and vivid images of people sick with cancer as a consequence of smoking. Such nudges 

can be found in cigarette packaging and in some physical adverts. 

2.1.2 Informational (system 2) 

On the other hand, system 2 is more thoughtful and considerate and therefore slower. 

For example, when an individual first learns how to do something or has to go through a 

deliberate processing to make a decision, system 2 is being used. For those reasons, 

system 2 nudges are seen as more respectful of the human cognitive capacities and 

provide statistics and information, such as the product explanations used in the survey. 

Anti-smoking campaigns can also be a great example of system 2 nudges when they are 

mainly based on factual information, giving people statistical data about risks of smoking, 

number of related deaths and cancer diseases. 
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2.2 The fashion industry 

From the opening of the trade route to the Far East in the 1300’s, through the royal’s 

image and popularity of fashion symbols and nationalist fashion, the industrial revolution 

and the trade of cotton, fashion has been responsible for innovation and historical 

milestones. However, it was only in the 1800’s with the emergence of industrial revolution 

and the rising commercialisation that fashion evolved from a statement and a basic need 

to an industry. Textile technologies, innovation, prosper trade and advances in science 

enabled markets to form and grow exponentially (Sterlacci and Arbuckle 2017). 

Know fashion capitals such as New York, Milan, Paris, and London remain the stages 

for fashion shows, however, Internet has enabled the industry to globally expand outside 

those cities. Additionally, to its role as profession provider and international industry, 

fashion is still also seen as an art, to some extent. 

Overall, the industry answers different customers’ needs: from the basic need of apparel 

to an identity need of expressing one’s personality and aspirations to an art statement, 

with the rising opening of designer’s museums. 

The figure below compares the fashion pyramid to the Maslow hierarchy of needs, where 

we can see the drivers for the positioning of brands and markets, from so called fast 

fashion focusing on price to the opposite, luxury (starting from accessible luxury) rather 

focusing on uniqueness and quality, stepping away from a basic need. 

 Figure 2 – The fashion pyramid 

Source: https://fashionretail.blog/2017/05/22/the-pyramid-of-fashion-social-approach/  
 

https://fashionretail.blog/2017/05/22/the-pyramid-of-fashion-social-approach/
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2.2.1 Industry revenue 

Fashion has now come a long way since its beginnings and is nowadays one of the 

biggest businesses worldwide, in terms of production, employees and economically 

(revenue and supply chains). In 2021, the revenue of the market was approximately of 3 

trillion US dollars globally. Breaking it down into categories, fast fashion global market 

size in 2021 was of about 91.23 billion US dollars whereas the revenue of the luxury 

fashion market saw a represents around 108.4 billion US dollars in the same year, both 

recovering from a slump during the Covid-19 period (Statista). 

2.2.2 Fast-fashion 

Fast fashion is defined by the Oxford dictionary as “the inexpensive clothing produced 

rapidly by mass-market retailers in response to the latest trends”. It allies aspects such 

as outsourcing manufacturing and mass production to lower costs and taking inspiration 

from fashion runways to rapidly reproduce the designs and deliver it to the physical point 

of sales in few weeks. Also, the introduction of several collections through the year, and 

not only seasonal collections, rises the sense of “here today, gone tomorrow”, keeping 

costumers coming to the stores more often and disposing of the clothing to acquire new 

ones. Drawing on this foundation of quicker responsiveness, the fashion industry shifted 

from forecasting future trends to using real-time data to understand the needs and 

desires of the consumers (Jackson 2001), introducing fast fashion.  

The perception of fast fashion varies among different generations. For example, 

Generation Y would prefer a higher number of low-quality, cheap and fashionable trendy 

clothes as compared to baby boomers, who would prefer to purchase fewer number of 

higher quality clothes (Crewe and Davenport 1992). From conservative consumers’ 

perspective, fast fashion is viewed as a ‘waste’ because rather than buying one high 

quality item to satisfy a wardrobe need, consumers buy multiples that are cheaper and 

of lower quality and then throw old merchandise away as quickly as they bring in new 

ones (Sydney 2008).  

As motivations and drivers for supplies and retailers to introduce fast fashion into the 

market are understood, there is still too little knowledge on the perception of fast fashion 

by consumers’ point of view and their motivations on making purchasing decisions on 

disposable fast fashion items. 



 

 

The influence of nudging on consumer’s sustainable choices in the fashion industry 

Vânia LEAL 8 

2.2.3 Luxury 

The Oxford dictionary defines luxury as “the fact of enjoying special and expensive 

things, particularly food and drink, clothes, and places”. The Cambridge dictionary also 

defines luxury as a “great comfort, and something expensive to have but that is not 

necessary”. In this context, the term luxury can take on a negative meaning, linked to 

exaggeration. But it also brings us back to the fashion pyramid, placing luxury clothing 

at the top, on the opposite of necessity.  

From these considerations, two different interpretations of the concept of luxury emerge: 

on the one hand, it portrays a form of ostentatious consumption that motivates the need 

to acquire the good to show status and wealth; on the other hand, it refers to the 

emotional search for gratification and personal satisfaction. Luxury in this case means 

giving oneself the best and seeking one’s own pleasure and well-being. Through these 

definitions, it is understood that luxury can be perceived differently, depending on its 

category, on the social status of the individuals and cultural beliefs.  

Within luxury, Allérès (1990) divided the market into three distinct categories that refer 

to different social classes: inaccessible luxury, intermediate luxury and affordable luxury. 

Inaccessible luxury is characterized by custom-made undoubtedly expensive products 

produced in limited numbers, distributed through a highly selective network, “the happy 

few”, projecting consumers into a sense of rarity and exclusivity. Hence, inaccessible 

luxury is the tip of the pyramid. 

Intermediate luxury products have a lower degree of uniqueness; they are produced in 

small quantities and distributed through selected sales channels, sold at a still high price 

but that does not reach the same levels of inaccessibility. This category includes ready-

to-wear collections that better fit the idea of “new luxury”. Brands used in the experiment 

of this research paper fit more into this intermediate category. 

Finally, affordable luxury includes products that allow a wider range of consumers to get 

closer to the emotional experience of buying luxury products. The extension of luxury 

brand in categories such as perfumery, eyewear and cosmetics is a typical way to enter 

the world of luxury even for those who cannot afford to spend large amounts. 

Luxury is therefore very much linked to brands, reliability, and durability, on the opposite 

of fast fashion. It promotes trust from costumers on the brands, with no fear of defects.  

 

https://www.ncbi.nlm.nih.gov/pmc/articles/PMC7355146/#CR1
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2.3 Sustainability in fashion 

The need for sustainable consumption was initially highlighted at the United Nations 

Conference on Environment and Development in 1992, also known as the Earth Summit 

of Rio de Janeiro, where more than 100 political leaders agreed on a recommended list 

of development practices called Agenda 21 to address urgent problems of environmental 

protection and socio-economic development (United Nations, 1992). Following the 

Summit, the Oslo Symposium on Sustainable Consumption of 1998 set the definition of 

sustainable consumption and production (SCP) as “the use of goods and services that 

respond to basic needs and bring a better quality of life, while minimizing the use of 

natural resources, toxic materials and emissions of waste and pollutants over the life 

cycle, so as not to jeopardize the needs of future generations”. 

Focusing on the fashion industry, given that total greenhouse gas emissions from textiles 

production, at 1.2 billion annually, are more than those of all international flights and 

maritime shipping combined (A New Textiles Economy - Summary of Findings | Shared 

by Fashion, Ellen MacArthur Foundation, 2017), a clear need to bring awareness of 

these social environmental issues to the consumers and fashion companies is rising.  

The recent Fashion Pact presented to Heads of State at the 2019 G7 Summit in Biarritz, 

brings together companies in the fashion and textile industry (fast fashion and luxury 

included) to commit on common key environmental goals. « The Fashion Pact was born 

out of the recognition that only collective action can change the environmentally harmful 

impact of the fashion industry. It is an unprecedented coalition, with peers, competitors, 

established brands, newcomers, high-end labels, mainstream retail chains, 

manufacturers, and marketplaces, all coming together to work hand-in-hand on the most 

pressing issues facing our planet.” (The Fashion Pact, 2020). 

However, even if it is known that fashion industry companies are tackling sustainability 

in their production, distribution, and promotion, we lack knowledge on how consumers 

respond to it. Therefore, nudges can be a promising tool for promoting a broad range of 

pro-environmental and sustainable consumption behaviours (Sunstein 2014).  
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3. Research methodology 

A combination of primary and secondary data is necessary to deliver A complete 

understanding of the theory around the subject as well as of what is already being done 

in the industry. 

3.1 Secondary data 

Initial research, mostly detailed in the literature review section, was conducted to define 

the extent to which nudges are used in marketing, and more specifically in the industry 

of fashion. The goal was also to understand the share of sustainability concerns in the 

industry, both in luxury and in fast fashion. Research of top brands in both industries and 

what those brands have already changed and put in place around sustainability and 

environmental responsibility was used further in the primary data collection.  

3.2 Primary data 

The initial plan was to base the study on two sources of primary data: an experiment and 

a complementary survey, both answered by the same participants. The intention behind 

developing an online experiment was to simulate a real online shopping experience for 

participants. The objective was to provide the most realistic context as close as possible 

to an actual e-commerce platform, where participants would be asked to shop as they 

would usually do, without mentioning that the research is based on nudges or 

sustainability to avoid bias. As a complement to the experiment, a survey would be 

provided at the end, to draw the demographics of participants and to define their 

consumption habits when it comes to fashion purchases. 

However, due to technical difficulties with the software and the academical license, 

adjustments to the original plan had to be made. It was then decided to abandon the idea 

of creating an experiment of the e-commerce platform simulation, keeping only the 

survey as a source for primary data. Nevertheless, to keep the same objectives and 

characteristics as initially planned for the experiment and to be able to answer the 

research question, it was decided to include, in the survey, questions where participants 

would be put in a context of online shopping and asked to choose clothing pieces as if 

they were buying them. The intention was to be as close as possible to an online 
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shopping experience, despite its limitations of not providing the realistic sense of a real 

e-commerce platform. 

3.2.1 The survey 

As explained above, primary data for this research paper consists of an online survey, 

with the objective of gathering information about consumer’s preferences when 

purchasing clothing and testing their actual choices when asked to simulate a shopping 

experience. 

The questionnaire was available in two languages: French, because most respondents 

were expected to be based in the French speaking part of Switzerland, and English, due 

to sharing the survey on social media, allowing a larger visibility and reach. Due to 

technical limitations, it was decided to provide options of female clothing only to avoid 

too much data and meaningless results. Therefore, and given that the survey was not 

only targeting female respondents, another version was also created for male 

participants. All possible answers and questions were the same in both versions, the 

only differences being the introduction and formulation of the questions to adapt the 

context to each gender; an example is displayed in the picture below. 

Figure 3 – Differences between male and female version of the survey  

 

For this reason, the first question of the survey was related to the gender, which then 

determined which version the participants would be facing. Respondents were 

automatically redirected to the adequate version when they selected male or female. In 

case of non-binary, the respondent was redirected to the female version, for no particular 

reason. The complete survey can be found in appendix 1. 

3.2.1.1 Data collection 

The online survey was prepared using Qualtrics, where all primary data was collected, 

stored, cleaned, and analysed, thanks to its multiple functionalities.   
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Once the survey was ready and approved by the mentor, the anonymous link was then 

shared to potential participants through direct message, students and workplaces group 

chats, social media such as LinkedIn, Facebook, and Instagram. 

The survey was overall well received by participants who were given the access link to 

the survey. It was observed that the main source of data collection was a private women 

exclusive Facebook group composed of around 22 thousand female users, mostly 

coming from Switzerland French speaking cantons, France, Belgium, and few other 

European countries. The aim of the group is to offer a safe place for discussing all type 

of matters, either work, love-life, family, health, or daily life related, where all comments 

and help from group members are welcomed. Some conditions such as no selling of 

articles or no judging and insulting are applied and regularly monitored. This main data 

source explains the demographics distribution shown further in the report. The deliberate 

choice of sharing the survey among mostly female participants from Switzerland 

intended to guarantee the accuracy of brands used in the survey, as well as the 

receptiveness of respondents to the pieces of clothing proposed throughout.  

It was launched on April 23rd and was publicly conducted for a period of three weeks, 

until May 13th, reaching a total of 311 participants. However, choices regarding the data 

that was acceptable to keep for the purpose of this report had to be made, given that 

several participants did not entirely complete the survey. Such choices lead to the 

following cleaning steps. 

3.2.1.2 Data cleaning 

Responses with under 10% completion, accounting for 28, were deleted as there was no 

significant data to keep (participants only answered the gender question). After 

consideration regarding responses with completion rates from 10% to 30%, it was 

decided to keep them. Afterall, the conclusion was the following: even for such responses 

where participants did not go further enough in the survey to answer the experiment part, 

their contribution regarding brands, budget and consumption criteria was still useful to 

the analysis and such data could still be included. 

When all the data had been cleaned and sorted, a total of 282 participations was used 

for the analysis, with completion rates between 11% and 100%, as displayed in the 

following table for full transparency. 
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Table 1 – Participants completion rates of the survey 

Completion rate Number of participants (N) 

11% 11 

13% 2 

16% 3 

26% 4 

37% 1 

50% 2 

58% 5 

68% 1 

82% 1 

84% 2 

87% 15 

92% 2 

100% 233 

3.2.1.3 Comments and observations 

During discussions with some respondents and after reviewing some of the open 

questions answered throughout the questionnaire, some clever comments and 

suggestions were made, which are worth mentioning in this report, as they may impact 

the quality of the data collected. The following points are the most common ones that 

stood out from the observations: 

1. The length of the survey (which can explain part of the partial completion rates) 

2. The visible brands in the clothing pieces pictures, which may have influenced the 

choices of some individuals 

3. The different style of pictures (if the clothes are worn by a model or not), which 

may also have influenced some choices 

4. Being forced to choose one of the options as there was no option to tick none of 

the above, which is not necessarily useful because individuals ended up picking 

an option anyway with a valid reasoning 

5. The quality of the pictures when taking the survey on a mobile device 
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4. Findings and analysis 

For the structure of the result’s analysis, the questions of the survey have been gathered 

into three main axis which represent the different focus points of the research: 

• Demographics 

• Consumer behaviour 

• Shopping experiment 

It is important to remember that not all participants completed the survey entirely until 

the end. Hence, the number of respondents considered for each question is always 

mentioned. The detailed report with all answers can be consulted in appendix 2. 

4.1 Demographics 

Considering all 282 respondents, 249 answered in French, whereas 33 did it in English. 

Both questionnaires were identical in terms of content. Regarding demographics 

questions, it is important to remember here that only the gender was asked at the 

beginning of the survey, whereas all other personal questions were asked at the end. 

4.1.1 Gender 

Among the 282 respondents, 253 are women and 28 are men, representing a distribution 

of 90% and 10% respectively. There was only one non-binary individual (0,35%) and no 

respondent preferred not to say. The large share of women is explained by the social 

media groups where the survey was shared, some of them being women exclusive.  

Figure 4 – Gender distribution 

 

233 respondents 
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4.1.2 Age 

Around 84% of the 233 respondents that reached the age question at the end of the 

survey, belong to an age range between 21 to 47 years old. Narrowing down to a range 

of 21 to 33 years old, it represents 67% of the overall 233, with 24 years old being the 

most answered age, as shown in the figure 2 below. Figure 4 below only displays the 15 

most common age groups, whereas overall answers ranged from 15 to 67 years old. 

Outlier ages from 15 to 20 and from 48 to 67 represent a smaller proportion of the 

respondents with 3% and 13% respectively. 

Figure 5 – Age distribution – 15 most common age groups 

 
233 respondents 

When looking at data filtered by gender, it is noticeable that the mean is slightly different 

for female (32,15) and male (29,96) respondents. The mean for all 233 participants is in-

between, at 31 years old. The only non-binary respondent is 33 years old. 

Table 2 – Age statistics by gender 

 
233 respondents 
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4.1.3 Geographic 

As expected, the majority of the 233 respondents are living in Switzerland, which means 

around 91%. Few participants are also living in other European countries, as the 

distribution in figure 5 shows. Participants living outside of Europe are not displayed in 

the figure below because they only represent 2,5% of the total but the list can be found 

in the full report in appendix 2. The results of this question are quite satisfactory, given 

that the choice of which brands to use in the survey relied on the expectation that most 

respondents would be living in Europe, which was confirmed. 

Figure 6 – Geographic distribution 

 
233 respondents 

4.1.4 Revenue 

In terms of income, at question “What is your annual revenue?”, participants were asked 

to choose their corresponding range among the 5 propositions represented in figure 6. 

These answers are helpful to understand the impact of income level on consumer’s 

choices of brands, if any, and the importance of the item’s price for buyers, which will be 

discussed further on. Undoubtedly, this question is strongly related to the age of 

participants: the younger they are, the lowest the revenue class is expected to be. Given 

that 67% of respondents are between 21 and 33 years old and that 70% have a revenue 

fitting in the two lowest ranges, we can say that both metrics are indeed related. 

As displayed in figure 6, most answered range (86 answers) is 30’000 to 60’000 swiss 

francs, representing 37% of all respondents. Yet, it is not completely fair to affirm that 

this range stands out from the others; the range right above (60’001 to 100’000 swiss 

francs) represents 24% of participants and the one right below (below 30’000 swiss 
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francs) represents 33%, which are a big share as well. On the other hand, regarding 

higher income levels, only 5,5% have an annual revenue of 100’001 francs or more. 

Figure 7 – Revenue range 

 
233 respondents 

 

4.2 Consumer behaviour 

One of the goals of the survey, along with the experiment part, was to define certain 

characteristics of consumer behaviour when it comes to buying fashion articles. Through 

some questions related to buying practices and preferences, it was also intended to 

tackle and elucidate two points: 

a) The profile of each buyer: fast-fashion buyer, luxury buyer or both 

b) Participant’s responsiveness to sustainability 

Both points were approached the same way: not directly asking participants what 

type of consumer they are or if they buy sustainable options or not. Instead, it was 

preferred to define those characteristics indirectly through other questions, as we 

know one’s perception of himself is not always the most truthful and reliable. 

Such results were then compared to the experiment outcome, in order to establish 

whether respondent’s buying behaviour applies to their actual choices on a real 

shopping experience or not. For that reason, it was decided to begin with the personal 

questions to set the profiles, followed by the shopping experiment. 



 

 

The influence of nudging on consumer’s sustainable choices in the fashion industry 

Vânia LEAL 18 

4.2.1 Brands 

To approach point a) and define the different buyer profiles, research was conducted 

online to gather several brands of different price levels to be included in the survey. 

Respondents were asked the following question: “What fashion brands do you usually 

shop your clothes, shoes, and accessories?” and expected to tick the boxes with no 

limitation in the number of brands selected. The option to tick “other” and provide other 

brands was also given to participants. Among the brands available, 10 were fast fashion 

and 10 were luxury. 

Figures 7 and 8 below show the number of answers that each brand received from all 

282 participants. Overall, fast fashion brands were ticked 796 times, whereas luxury 

brands were ticked 120 times, which is a significant difference. Such difference is not 

surprising, as luxury buyers are usually wealthier, and most respondents fall in a lower 

category of annual revenue level. 

Figure 8 – Number of answers for fast fashion brands 

 
282 respondents 
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Figure 9 – Number of answers for luxury fashion brands 

 
282 respondents 

The option “others” was chosen 125 times and an extensive list of brands was entered 

by participants. After careful analysis of those brands, 4 of them were already proposed 

in the ticking boxes, which may be due to some inattention of the participants. These 

were not taken into consideration and not re-entered in the graphs because it does not 

change the interpretation of the data. Among the answers, which can be found in detail 

in appendix 2, some interesting ones that are not actual brands are worth being 

highlighted: 

- 11 participants mentioned Zalando, which is an e-commerce platform and not a 

brand itself 

- 10 people entered “second hand clothes”, digital apps that sell second hand or 

thrift shops. Almost all 10 respondents here fit in the revenue range of below 

30’000 swiss francs, which most probably means that it is not a choice for 

sustainable reasons but rather regarding affordability 

- 4 respondents answered that they do not care about brands 

- One participant, in the revenue range of more than 150’000 swiss francs, 

answered “designer shoes and bags and cheaper for the rest” 
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4.2.2 Buying channels 

Results for the question “What is your preferred channel when shopping for clothing, 

shoes and accessories” are quite surprising, especially in a post Covid-19 period. The 

most unanimous channel, which follows a rather normal distribution through the levels of 

preference, is physical stores. 

As displayed in figure 9, around 58% prefer them a great deal and percentages gradually 

decrease until only 11% who do not prefer it at all. 

Among the other two online channels, there is no distinct evidence for which one is the 

least preferred given that there is only a gap of 0,8% between them. Nevertheless, e-

commerce platforms seem to be favoured in comparison with brand websites or 

applications, the latter having its greater scores in the lowest ranks of preference. 

Figure 10 – Level of preference for buying channels 

 
269 respondents 

Taking a closer look at online buying channels, given that the experiment was based on 

an online shopping experience, participants were asked to choose the platforms where 

they usually shop. An exception was made for participants who said previously that they 

15,64% 

44,00% 

45,74% 

47,26% 

29,39% 

25,59% 

42,11% 

24,66% 

28,72% 

44,80% 
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do not prefer e-commerce platforms at all, for whom this question was not displayed 

because it would not be relevant. 

It is visible from figure 10 that all platforms present a large gap between participants 

never using them and those who do, even if it’s only sometimes. The only exception is 

Zalando, where we can find the lowest percentage for the “never use” option. This could 

be explained by the fact that most respondents come from Switzerland and Zalando is 

undoubtedly the most known platform in the country. Especially when put to test with 

other platforms such as Farfetch or Asos, that are most known in the United Kingdom, 

for example. Besides Zalando, it is important to mention that all other platforms present 

a quite high percentage of “never use” even if all participants in this question previously 

said that e-commerce platforms are among their preferences. This could be explained 

by the fact that the e-commerce platforms available on the survey to choose from were 

not exhaustive. However, the opportunity to enter other options here was also given to 

respondents, but it did not receive any so we do not have the information of what other 

platforms could be considered. 

Figure 11 – E-commerce platforms use 

 
210 respondents 
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4.2.3 Buying criteria 

The request here was to rank eight given criteria when buying a certain product by level 

of importance. The focus was to understand how consumers make their purchasing 

decisions, but especially to understand the importance of sustainability in their choices. 

Such information is further useful when putting nudges on sustainability to test on the 

participants that give low importance, or none, to this specific criterion. Special attention 

was also put in criteria such as price and promotional offer since data regarding revenue 

levels was collected and it is possible to try to understand how both are related. 

According to figure 11, price is the only criterion that did not receive any answers as not 

important at all. However, size is the most extremely important criterion. With the purpose 

of better analysing, if we gather the two highest ones (extremely important and very 

important), criteria can be ranked as follows: size (88,3%), price (61,4%), availability 

(56,2%), fashionable (48,3%), sustainability (37,6%), promotional offers (34,8%), trends 

(23%) and brand (13,3%). This suggests that, even if sustainability is considered, some 

practical aspects of the clothing pieces have a bigger weight on the decision making. 

Figure 12 – Buying criteria by level of importance 

 
266 respondents 



 

The influence of nudging on consumer’s sustainable choices in the fashion industry 

Vânia LEAL 23 

4.2.4 Monthly shopping budget 

Asking participants their average monthly shopping budget helps understand whether 

they are luxury or fast-fashion consumers better than solely looking at their revenue. In 

fact, it is not because one has a higher income level that one is spending more on 

clothing and accessories. 

Figure 12 represents the share of budget range among the 233 respondents. Most 

commonly, participants have a budget between 50 to 150 swiss francs per month 

(51,1%), or less than 50 swiss francs (27,8%).  

Figure 13 – Monthly shopping budget 

 
233 respondents 

As expected, the lower share goes to a budget above 300 swiss francs with only 5,3%. 

Given that 5,5% of respondents affirmed to have a revenue of 100’000 swiss francs or 

above, it could be expected that both metrics correspond to the same participants. Table 

3 shows the results of merging this data with annual revenue levels data and they are 

quite surprising. However, correlation calculations were not carried, and analysis relies 

only on the transposing of two data sources (income and budget),  

For the three highest income ranges, most participants have a budget of 50 to 150 swiss 

francs, this range being the most popular monthly budget, even for annual revenues 

below 30’000 swiss francs. Budgets above 300 swiss francs are mainly for individuals 

with revenue from 60’001 to 100’000 swiss francs, contrarily to what was expected. 
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Table 3 – Monthly shopping budget and annual revenue 

 

233 respondents 

 

4.2.5 Sustainability  

Sustainability related questions were only asked after the experiment section. Given that 

the survey and experiment were not introduced with its real purpose (testing the nudges 

on sustainability) to avoid bias, the same intention was present with the positioning of 

such questions. Participants are expected to be more attentive to sustainable products 

if questions about sustainability are presented to them before, which does not represent 

a real-life context, where participants are in principle not briefed on sustainability before 

their usual shopping spread. 

First, the goal was to understand if participants would choose a sustainable article 

instead from their favourite brand, if participants have favourite brands and if they trust 

them, so the expected was to find positive answers. However, the most important criteria 

selected above sustainability were price, size, availability and fashionable. 

Figure 13 below shows evidence that this is true for these participants. More than half of 

235 respondents would consider it sometimes, against 22% that would always purchase 

the sustainable option instead. 
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Figure 14 – Purchase of sustainable instead of standard articles?  

 
235 respondents 

The most interesting is the 21% (which is close to the always share) who selected it 

depends and generously entered their arguments. After carefully analysis of all answers 

entered, participants are mostly unanimous in their reasons, as some aspects always 

stand out. By order of importance, following participants’ opinions, what could weight on 

their decision is: 

- The price difference between standard article and sustainable (price) 

- If the look/style of the article is pleasant to them and suits them (size, fashionable) 

- The quality and the material of the product 

Some other participants also mentioned that they have a hard time believing that new 

items from “conventional” brands are sustainable. One respondent also affirmed that it 

is important that brands which we like, respect, and support our convictions. 

What could be highlighted here is that participants are open to sustainable options, but 

it is up to the brands to be transparent and prove that they really are and to offer quality 

and price worthy sustainable pieces. 

Table 4 compares the likeliness of preferring sustainable articles with the share of 

importance of sustainability as a shopping criterion, based on the 235 participants’ 

answers. About 71% of respondents who answered “it depends” when asked if they 

would prefer the sustainable option find sustainability moderately to very important. This 

supports the highlighted point in the paragraph above, suggesting that brands should 

really focus on developing and improving the criteria that can actually impact the choice 

of costumers, given that demand and interest for sustainability seem to be present. 
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Table 4 – Likeliness of preferring the sustainable choice vs the 

importance of sustainability as a criterion 

 
235 respondents 

As sustainability is an ensemble of several different topics, it is important to understand 

which matter the most. Participants were asked to rank the 6 topics present on figure 14 

by order of importance for them. Gathering positive indicators 1 to 3, the topics are 

ranked from most important to least as following: human rights, animal welfare, waste 

reduction, climate change, recycling, and pollution. 

Figure 15 – Sustainability topics that matter the most  

 
235 respondents 

These results are relevant for this matter as some of these topics (human rights, waste 

reduction) directly imply the apparel industry and its recent scandals over the years. 
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4.3 Experiment 

The experiment section intended to reproduce the original idea of creating a fake website 

experience for participants. Instead, questions were included in the survey that allowed 

individuals to choose clothing articles in a context of online shopping, with no determined 

budget.  

Several scenarios were developed in the experiment: visual (system 1) nudges, 

informational (system 2) nudges and standard articles (control) with no information on 

the product.s 

To avoid as much as possible answers due to price differences between the articles or 

due to their style, similar items with similar prices were used. However, for two of the 

items, the black top and the white T-shirt, the standard product is deliberately cheaper 

than the sustainable ones to test whether nudges can influence consumer’s choices 

despite a higher price. 

The challenge when creating the experiment was to find concrete examples of visual and 

informational nudges that would fit in the criteria of items that were needed. As well as 

finding useful pictures that would not be too revealing of the brand behind to also avoid 

choices because of the brand. The latter was almost impossible to achieve, given that 

some pictures displayed the brand, and others have such a strong brand visual identity 

that they are easily recognisable. 

For each choice, participants were also asked (not compulsorily) to provide explanations 

to justify them. Those comments were filtered and gathered by choice (A, B or C), as 

shown in appendix 2. In tables 5 to 8, topics and comments for the most voted options, 

that stood out, either by frequency or pertinence, were gathered to help understand the 

decision-making process and evaluate to what extent nudges were effective, if so. After 

gathering explanations, the approach is to transpose them with the buying criteria voted 

earlier in the survey to evaluate its reliability. 
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4.3.1 Fast fashion 

For fast fashion articles, brands such as H&M, Zara, Pull&Bear (Zalando) and Bershka 

(Zalando) were used, given their popularity. Informational nudges are common on Zara’s 

website, whereas visual nudges can be found more frequently in all the other ones. 

4.3.1.1 Black top 

Figure 16 – Which top would you choose?  

 
262 respondents 

Even if the standard article (B) was the cheapest one (62% cheaper than other options), 

around 73% of participants still chose the sustainable ones. 

First, this is contradictory to the choice of buying criteria. As a reminder, price was 

designated the second most important criterion by individuals. This could have different 

interpretations; participants have a distorted idea of what’s most important for them when 

shopping, which is arguable, given that they are the ones choosing so they should be 

able to correctly determine their criteria; or nudges on articles A and C had an impact on 

the decision-making process of 193 participants out of the 262. 

Second, the product with informational nudge is the most voted, however, it is not 

possible to affirm that this is solely due to the nudging effect. Instead, it is preferable to 

look at the explanations given by participants. 
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Table 5 – Participant’s reasons for choosing article A 

Explanations Frequency Comments 

Style, shape 31  

The visual, the image, the 
model 13 

« Vu porté sur la mannequin » (6) / 
Easier to imagine / « La photo m’a 
donné envie » 

Sustainability (eco responsible) 
12 

Water saving / Fabrication 
écologique 

Clean and detailed explanation 10 Mise en valeur (3) / « Joli visuel » (2) 

Size, how it fits 8  

Material, quality 5  

Cheap, affordable 2  

By elimination 2  

Not fan of other brands 1  

More expensive = better quality 1  

64 explanations 

Table 5 ranks style, visual presentation, sustainability, and detailed explanation as the 

main reasons why participants chose item A. Besides style of the product itself and the 

visual presentation, which is brand related, sustainability and the detailed explanation 

are mostly due to the informational nudge, raising the awareness of participants to the 

production methods of the fabric. 
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4.3.1.2 Jeans 

Figure 17 – Which pair of jeans would you choose?  

 
261 respondents 

Regarding the jeans option, all prices were the same to avoid bias. For that reason, it 

was less expected that the standard option would be popular, which was confirmed. The 

same results as per the previous fast fashion article are found. 198 participants, out of 

261, have chosen the articles for which nudging methods were applied. Informational 

nudges seem to be more effective, such as for the black top. 

Once again, such data is only relevant when looking at the participant’s justifications of 

their choice. For this type of product, style metrics seem to be as important as for the 

top. Sustainability and the detailed explanations have a slightly higher share and are 

respectively second and third most common answers. 

Two interesting comments made by two respondents who have mentioned the amount 

of detail and sustainability as the factors influencing their choice raises two important 

points: 

a) The explanation of the production methods is coherent even if there is no visible 

label, which means that it is convincing by itself. This point could be further 

developed into the way of going around labels to convince customers of the 

brands convictions. 

b) When all products are at the same price, then the production method is favoured, 

which was the initial expectation for same level priced articles. 
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Table 6 – Participant’s reasons for choosing article B 

Explanations Frequency comments 

Style, shape, colour, trend 34  

Sustainability (eco responsible) 
14 

« Tous au même prix donc 
fabrication » 

Clean and detailed explanation 
12 

coherent explanation even if there is 
no label 

Material, quality 9  

The image, the model 7  

By elimination 4  

Size, how it fits 4  

Not fan of other brands 2  

Cheap, affordable 1  

Keyword vintage 1  

44 explanations 
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4.3.2 Luxury 

For luxury items, after online research, the chosen brands were Calvin Klein, Vivienne 

Westwood (Zalando), See by Chloé, Sandro (Zalando), Karl Lagerfeld and Maje 

(Farfetch). 

4.3.2.1 T-Shirt  

Figure 18 – Which T-Shirt would you choose?  

 
254 respondents 

When it comes to high priced articles, the level of expectation for the most affordable 

product to be chosen is higher. However, once again, this argument is not supported by 

the survey results. Nevertheless, even if this time standard article is not the least chosen 

option, informational nudge is still the favoured article by 110 respondents among 254. 

Looking through participant’s comments, style and shape was definitely the main reason, 

but the sustainability and explanation aspects were also taken into consideration. 

Transparency was also highlighted by a respondent. 
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Table 7 – Participant’s reasons for choosing article C 

Explanations Frequency comments 

Style, shape, colour, trend 52 But too expensive (4) 

Sustainability (eco responsible) 

11 

« La mention éco-responsable qui 
protège également les employés et 
les petites mains qui travaillent dans 
la production des biens est plus 
importante pour moi que d’avoir un 
simple coton bio » 

Clean and detailed explanation 7 Transparency 

Material, quality 4  

Cheap, affordable 1 Cheaper 

Love the brand 1  

Not fan of other brands 1  

By elimination 1  

No logo or brand on it 1  

64 explanations 
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4.3.2.2 Jacket 

Figure 19 – Which jacket would you choose?  

 
253 respondents 

For the first time in the experiment, the product with visual nudging is the most answered 

for the choice of jacket. However, the standard article is once again the least favourite, 

but, as a reminder, all prices were at the same level. 

The author’s choice of suggested three jackets could be questioned, given that several 

participants pointed out that they did not like any of the items, so they chose randomly 

by elimination. 

However, some valuable data can still be retrieved from table 8. Not surprisingly, style 

and shape is the main reason for the decision made and sustainability comes along as 

well. 

Given that this is a leather jacket, some comments were made about vegan leather not 

being as sustainable as people may believe and that real leather is synonym for gool 

quality material. The brand also stood out, as some respondents, based their choice on 

its overall quality reputation. 
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Table 8 – Participant’s reasons for choosing article A 

Explanations Frequency comments 

Style, shape, colour, trend 28 But too expensive (2) 

Sustainability (eco 
responsible) 

13 « Cuir mais éco-responsable » 

Material, quality 8 « Parce qu’il est en cuir véritable au 
risque de me mettre les véganes à 
dos » 

« Cuir végane c’est une arnaque et 
c’est pire pour la planète » 

By elimination 7 Don’t like any or too expensive 

The brand 5  

The image, photo 4  

Clean presentation, amount 
of details and information 

2 Not too much, just what’s needed 

Cheap, affordable 1  

Not fan of other brands 1  

48 explanations 
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5. Discussion and recommendations 

5.1 Key findings 

The findings resulting from the research and the survey that was conducted are 

complementary, meaning that they are mostly not contradictory and show evidence of 

trustworthiness. It is important to mention that all recommendations and conclusions 

should be understood in the light of consumer intent to buy, as it was not possible to 

measure actual buying behaviour.s  

As nudges are defined as tools to architect choices for people that are believed to be 

beneficial to them without imposing them (Thaler and Sunstein 2008), an experiment 

seemed to be the right way to test those choices architecture types. 

Given that the experiment on its own would not provide enough information to 

understand consumer’s behaviour, several questions were asked to define and shape 

consumer’s buying behaviour and criteria. The survey was useful to understand the 

demographics of participants, which may right away create assumptions and 

expectations for the following research points.  

In fact, there is evidence that wealthier respondents are not the ones spending more 

money on clothing purchases on average. This could mean that those individuals are 

either more interested in more affordable articles, despite their wealth, or that they are 

buying more consciously and less often. As discussed in the literature review, it is 

assumed that, for materialistic and emotional reasons, middle classes tend to be more 

willing to spend on high end brands, urging for a sense of belonging to a wealthier class. 

Surprisingly, physical stores seemed to be the preferred buying channel of consumers, 

far ahead of e-commerce platforms and websites or mobile apps, opening doors for 

improvement and for creative in-store experiences. However, given the post Covid-19 

period, it can be assumed that consumers are happy to be able to shop physically again 

and that stores are still a promising and timeless buying channel. Despite that, online 

channels are not completely forgotten and still largely used. 
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Research question: How are nudges influencing consumer’s sustainable 

consumption choices on fast-fashion and luxury clothing 

First, to be able to evaluate the extent of nudges’ effects regarding sustainability, it was 

important to verify whether they really have an influence on consumer’s choices or not. 

Through manipulation of prices, which are one of the main criteria for buyers, it was 

possible to identify a certain influence. On the contrary of what it may be assumed by 

rational thoughts, consumers do not always prefer the cheapest options, all other 

characteristics being equal. This is where nudges had their share of influence. 

When comparing both types of nudges used in this research, informational nudges 

(system 2) seem to be much more effective than visual nudges (system 1). Comments 

about appreciating the level of transparency and enjoying being able to make decision 

with all information available were made by participants. 

Hypothesis: Nudges on sustainability are more effective in fast fashion than in 

luxury. 

The experiment results show evidence that hypothesis 1 is true, but only to a certain 

extent, given that there is not enough data to test it. Indeed, for all the two fast-fashion 

articles (black top and jeans), the options presented with nudges were chosen more 

frequently by participants compared to the standard item. This shows that nudges are 

truly effective, but it then needs to be compared to luxury. 

For both luxury products situation, even if the standard leather jacket was the least 

favourite of participants, the same does not apply to the white T-Shirt. In that case, the 

standard T-Shirt was the second choice of participants, behind the one presented with 

informational nudges, meaning that other criteria offset the visual nudge. 

Therefore, it is possible to affirm that, to the extent of this research and subject to further 

development, nudges on sustainability are more effective in fast fashion then in luxury. 
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5.2 Recommendations 

Following recommendations are supported by the results of the survey and by the 

comments of the participants, which shed light on some particular points not fully 

developed but worth mentioning. 

Companies, especially apparel retailers, should focus more on communicating 

transparently about their environmentally friendly and socially responsible actions.  

As far as supply chains are concerned, technology can help them monitor all steps as 

well as providing evidence to their consumers of what they are doing right. Given that 

most consumers are still skeptical about large companies being able to produce 

sustainably, transparence is key, and points that still need improvement should also be 

openly communicated instead of being hidden. This way, customers will more willingly 

engage with the brands and bond. 

Efforts should also be put into creating sustainable pieces that are comfortable, stylish 

and of good quality, as those criteria are still the most cherished and crucial for 

consumers. As understood, prices are not the only aspect stopping consumers of buying 

rather sustainable products, so brands should further investigate and develop all other 

criteria as well. 

In a digital world, it is essential that companies stay aware that physical stores are still 

at the heart of consumers when it comes to clothing. The in-store experience should 

continue to be enhanced and improved, allied to technology. Nudges should not only be 

used online and there is even more room for creativity and for making a difference when 

including them to the physical stores.  

Use nudging tools (especially system 2) for educating and raising awareness, not only 

with the aim of increasing sales. Some brands, fast fashion but also luxury, could really 

use the opportunity to redeem their social reputation and decrease their negative 

environmental impact. 
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6. Conclusion and limitations 

This research paper aimed at understanding and analysing how the nudging theory can 

be used in marketing, more specifically in the fashion industry, to influence consumer’s 

sustainable purchasing choices. More specifically, it looked at the effectiveness of intent 

to buy of two different types of nudges: system 1 and system 2. 

As far as nudges were concerned, they appeared to be the most effective in almost all 

circumstances and results were satisfactory and up to the expectations. System 2 

nudges are suggested to be the most effective, supporting Sunstein’s theory that people 

preferred them because they are more respectful of the human capabilities and offer 

greater results in the long term. 

6.1 Limitations 

An interesting opportunity to further research would be to test consumer actual behavior, 

as this report only looks at and relies on intent to buy, which represents a limitation to 

the reliability of the findings. 

Some other limiting aspects of this research rely on the lack of participants, especially 

luxury buyers. Research has already been done on materialistic consumer types but 

applying it to luxury fashion would allow to narrow down consumer profiles and different 

according behaviours. 

Another limiting aspect, that also reduces the reliability of the findings is the fact that 

several brands were included in this survey, and, when recognisable, brand lovers and 

brand haters participation may influence the results. 
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Appendix 1: Survey in the English version 
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Appendix 2: Report of survey results 
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OTHER answered brands Answers OTHER answered brands Answers 

C&A 12 Vans 1 

Zalando 11 New Yorker 1 

Second hand 10 Online low price 1 

Chicorée 6 Uniqlo 1 

Nike 6 Naf Naf 1 

No brands 4 Gémo 1 

Adidas 4 Tommy Hilfiger 1 

Vero Moda 4 Garcia 1 

Only 4 Yendi 1 

Desigual 3 Cartoon 1 

Promod 3 Geox 1 

Levi’s 2 Benneton 1 

The North Face 2 La Redoute 1 

Asos 2 Dosenbach 1 

Massimo Dutti 2 Patagonia 1 

Esprit 2 Carnaby 1 

Guess 2 Liu Jo 1 

Pretty Little Things 2 Miu Miu 1 

Jack&Jones 2 Bash 1 
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Shein 2 Maje 1 

Ralph Lauren 2 Bonobo 1 

S. Oliver 1 Zizzi 1 

Softinos 1 Yves Saint Laurent 1 

Néo sens 1 Zebra 1 

Bayard 1 Minelli 1 

Carhartt 1 Maison123 1 

Voëgele 1 Monki 1 
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