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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
critiqgues 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.

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

o the literature review
e the research methodology
¢ the findings and analysis

e 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.

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

DANIEL KAHNEMAN'S SYTEMS OF THINKING

COMPLEX

INSTINCTIVI y
DECISIONS

LITTLE/NO

QUICK
EFFORT

SLOWER CONSCIOUS

EFFORTFUL
EMOTIONAL

NO SENSI MORE
OF VOLUNTARY AUTOMATI( LOGICAL

CONTROI

MORE
DELIBERATIVE

Source: https://miro.medium.com/max/2400/1*kQdOtDv-7KolgkWPyQDOkw.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 unigueness and quality, stepping away from a basic need.
Figure 2 — The fashion pyramid

SOCIOCULTURAL APPROACH TO MASLOW AND FASHION
FROM NEEDS AND DESIRES TO BRANDS

Maslow Luxury Fashion Brands
€ Price Hermés, Dior
AAAAAAAAAAAAAAAAAA Al te Chanel, Bottega
Morality, crestivity, Self-fulfilment enow
spontaneity,
Prada, YSL, Guccl, |
"""""""""" Aspirational Doice Gabbana,
Confidence, respect to Quality Driven Zogna, LY, mﬂ |
others, respect by others . i
D - Max Mara, DKNY,
Friendship, family, Belonging Quailty/Price Accessible Luxury Paul Smith, Coach,
Organizations, clubs Michael Kors, Furla
Security of body, of e ——
employment, of
resources, of health, Safety Price/Quality Premium Ralph Lauren, Guess
Breathing, rest, food,
water, sex, Phisiological Price Mass-market GAP, Inditex, Fast
Retailing, H&M.
Drivers

Source: httbs://féshidnretail.bloq/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
Vania LEAL 7



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, Alléres (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.
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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 Ilabels, 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

The influence of nudging on consumer’s sustainable choices in the fashion industry
Vania LEAL 10



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

Male Imagine your female friend asks for your help to choose a top and a pair of jeans for her.
version Look at the 3 top options she presents to you and make your choice.
Female Imagine you want to purchase two new pieces of clothing that you need: a top and a pair
version of jeans. Take a look at the different options available and make your choice.

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.

The influence of nudging on consumer’s sustainable choices in the fashion industry
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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 23™ and was publicly conducted for a period of three weeks,
until May 13", 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.

The influence of nudging on consumer’s sustainable choices in the fashion industry
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Table 1 — Participants completion rates of the survey

Completion rate Number of participants (N)

11%
13%
16%
26%
37%
50%
58%
68%
82%
84%
87%
92% 2
100% 233

=
=

Nk, IOIN| PP IWDN

=
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3.2.1.3 Comments and observations

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

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

e Consumer behaviour

e 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

28
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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
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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

Field Male Female Non-binary Prefer not to say
Minimum 21.00 15.00 33.00 0.00
Maximum 60.00 67.00 33.00 0.00

Mean 29.96 32.15 33.00 0.00
Count 25 207 1 0

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

Switzerland
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B Spain (0%, 1) [ Sweden (0%, 1) [l Switzerland (91%, 212)

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
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233 respondents

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

guestions to set the profiles, followed by the shopping experiment.
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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
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Figure 9 — Number of answers for luxury fashion brands
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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
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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
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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
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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
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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
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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

Field Below 50 CHF 50 to 150 CHF 151 to 300 CHF Above 300 CHF
Below 30'000 CHF 5 39 6 2
30'000 to 60'000 CHF 20 47 18 i
60'001 to 100°000 CHF 13 27 1 5
100001 to 150000 CHF 0 7 i i
Mare than 150'000 CHF 0 1 1 2
64 121 37 11

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?
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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)
- Ifthe 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

Field .N ot at all . Slightly Moderately . Very IIExtremely Total
important important important important important

Always 3.85% 2 9.62% 5 32.69% 17 42.31% 22 11.54% 6 52

Sometimes 5.34% 7 16.03% 21 41.98% 55 34.35% 45 2.29% 3 131

Never 33.33% 1 66.67% 2 0.00% O 0.00% O 0.00% 0 3

It depends... 12.24% 6 16.33% 8 48.98% 24 22.45% 11 0.00% 0O 49

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
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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?
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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 « Vu porté sur la mannequin » (6) /

model 13 Easier to imagine / « La photo m’a
donné envie »

Sustainability (eco responsible) 12 Water _saving / Fabrication
ecologique

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?
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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 « Tqus_ au méme 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?
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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) « La mention éco-responsable qui
protege également les employés et
les petites mains qui travaillent dans

11 . .
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?
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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 | 13 « Cuir mais éco-responsable »

responsible)

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

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

By elimination 7 Don't like any or too expensive

The brand 5

The image, photo 4

Clean presentation, amount | 2 Not too much, just what's needed

of details and information

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

English 4}

Welcome

Choose in which language you prefer to take this survey

Choisis dans quelle langue tu préféres répondre a cette enquéte

Final year student of the International Business Management bachelor at the HEG Geneva,
this survey is part of my thesis research on the fashion industry and marketing.

All data collected will be treated anonymously and only in the scope of this thesis

research.
If you have any further guestions regarding my work, you can contact me at
vania.leal@etu.hesge.ch

Thank you for your time and your participation!

Question 1
Gender

O Male

O Female
(O Mon-binary
O Prefer not to say
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Question 2

What fashion brands do you shop your clothes, shoes and accessories?

Boohoo

Michael Kors

Mango

Pull&Bear

Primark

Bershka

Moschino

HE&M

Valentino

Gueci

Others:

Question 3

Louis Vuitton

NAKD

Zara

New Look

Stradivarius

Dior

Sandro

Stella McCartney

Karl Lagerfeld

The Kooples

What is your preferred channel when shopping for clothing, shoes and accessories?

Online through the
brand website or
mobile application

Ecommerce platforms
(ex: Lalando, Shein,
Amazon,...)

Physical stores

Question 4

Prefer a
moderate Prefer a
amount Prefer a lot great deal

o] O O
O O
0] O
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Through what e-commerce platforms do you usually shop?

Zalando
Shein
AliExpress
Amazon
Wish

Asos
Farfetch

Other:

Question 5

When selecting a product what criteria is most important for you?

Price

Brand
Sustainability
Promotional offers
Availability
Fashionable

Size

Trends

Question 6

What is your average monthly shopping budget? (clothing, accessories, shoes)

O Below 50 CHF
O 50to 150 CHF
() 151 to 300 CHF
O Above 300 CHF

Mever

@]

O O0O0O0OO0OO0O0

Mot at all
important

OO0OO00O0O0O0O0

Sometimes

@]

O OO0 O0OO0O0O0

Slighthy

important

0]

O O0OO0O0O0O0

About half
the time

Moderately
important

O

[ORNORN OO RO ORN]

O

O O 00O O0O0O0

Most of
the time

O

O O0O0O0OO0O0O0

Very
important

O

OO O0OO0OO0O0CO0

Always

O

© OO0 O0OO0O0O0

Extremely
important

OO0OO00O0O0OO0O0
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Imagine your female friend asks for your help to choose a top and a pair of jeans for her.
Look at the 3 top options she presents to you and make your choice.

Imagine you want to purchase two new pieces of clothing that you need: a top and a pair
of jeans. Take a look at the different options available and make your choice.

Article A
HAUT COTELE &
»
MATIERES
5
]
Article B

Débardeur en coton
CHF 795
a
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Article C

Eco-responsabilité

Bershka
Débardeur - black

CHF 12.90
Question 7

Which top would you choose?

O a

OB

Oc

Mow look at the different pairs of jeans and choose the one you would purchase.
Article A

PULL&BEAR
Super high waist stretchy skinny jeans - J..,

CHF 35.90
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Article B

= | JEANS SKINNY Q
VINTAGE

POOM ESE - BUPER ey
AT LINGT™

Jeara o8 1Ha. SATOM Ve el

COTON ORCANSUE

My YPEAQe o N DOCPe

L conen crgangee ou W s

goaty Grown

Cotion « ast caltivé en
VIEASNE ok Motisants o
304 DAANIORS NatuAee

L'uteaation oo ces
mNOIes B8 Outure
nataretes st plus

IEgeciueute Do MApp 90 O
OOV Led
"
COMIM DA example bon ot
T N T T =
Curtuta
&0
Do phus, dars e Z
phantations g coson &
2

S L
» Ecolegaaty Grown
Cotio N evie
VMLAtIoN 30 Semences
DIVASGATENT MCANeed
00 QUi COntrioue &
CARervar A Dioaverstd

A BIOSE Ll (et DOt Sun
I hatetuoe

Article C

Jean skinny taille normole Elso V)
SFr. 35.95
3 Couleurs

Question 8
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Which pair of jeans would you choose?

O a

OB
Oc

Question 9

Could you briefly explain why you made those choeices? This is not a compulsory guestion.

D Black top

D Jeans

Considering that the budget is higher than before, your friend now wants you to help her
pick a new T-shirt and a jacket. Look at the articles available and make your new choices.

Considering you have a higher budget and need a new T-shirt and a jacket, look at the
articles available and make your new choices.

Article A

New Season
Calvin Klein
logo-print short-sleeve T-shirt

100 CHF
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Article B

Eco respomiatdind

Article C

Question 10
Which T-shirt would you purchase?

O a

OB
Oc

Vivienne Westwood
PERU - T-shirt basique
CHF 140.00 1va incluse

Coulour: off white

Cropped tahirt for women man
material: 100% Organic cotton
Carer Gentle wash 30°C/Reduced
dry clean P/Professional wet
cleaning, mild process

it Boxy
White ruffle vop
Slip-on

A arganic cotton fanming system
sustanns the health of sonls
cconystems and people by
climinating the wee of toxic and
peesistent organic pollatants and
mnere J!l'lp WAET comscryaton

NoAYy ROPPED 1 "

Cropped tshirt for women n
crganie eotton. The boay silhoucite
has deopped shoulders trimmed with
roensonie (ol 1o chevate the relased
st e

CHMF 135
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Mow take a look at the jackets available and choose the one you would buy.

Article A

s sandro

=== SIOUXIE - Veste en cuir
CHF 560.00
Coulowr: nolr

Article B

KARL X AMBER VALLETTA ODINA BIKER
JACKET

Colour Black

DESCRIPTION

Ay od IU's super-Chic and the

Vo That I1's made with & vegan material and naturally
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Article C

Maje
leather biker jacket

559 CHF

Question 11

Which one would you purchase?

O a
OB
Qc

Question 12
Could you briefly explain why you made those choices? This is not a compulsory guestion.

[:l White T-shirt

[ Leather jacket

Thank you for your choices. Only few questions left...

Question 13
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If your favourite brand had sustainable choices, would you purchase them instead of
standard articles?

O Always
O Sometimes
O Never
(O It depends...

Question 14
What sustainability topics matter the most to you?

Ite .
ms Rank from most to least important

Recycling
Human rights
Follution
Climate change
Waste reduction

Animal welfare

Question 15

How old are you?

Age ]

Question 16
In which country do you currently live?

L 3

Question 17

What is your annual revenue range?

O Below 30'000 CHF

O 30'000 to 60'000 CHF
() 60001 to 100'000 CHF
O 100'001 to 150'000 CHF
O More than 150'000 CHF
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Appendix 2: Report of survey results

Question 1: Gender

[ D [

Fiald

Male
Farnale
Mon-binary

Preter not to say

Mar-binary Prefer nol 1o say

Cholce Count

8.93% 28

88.72% 53

035 1

0.00% 0

282

Question 2: What fashion brands do you shop your clothes, shoes and accessories?

Fast fashion brands
220

209 195

HEM

152
130
120
100 a4

a9
a4
B
B0 58
a8
30
Bl =

) -

Ia

Bershia Margn

&7
16
PullkBesr Frimark S e Laok MARD Baa b

W Pasrber of answers
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Luzury brands

Number of answers for “others"

-
Finld

Gure The Kzapies

Kar alsntno
Lageteld

B Mumbser of anpwers.

sanam Stelly
McGariney

Choice Cournt

athers 125
101
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 Uniglo 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
Voégele 1 Monki 1

Question 3: What is your preferred channel when shopping for clothing, shoes and

accessories?

Do dat peekd

t
E

Peabed RNy a5 T4%

Frefer 3 modacms
amauni

AT 2

Prafer alot LR

Fp——— 15845

DA 10.00% 0.00% 30,00% 40.00% 50 00 70,004

B Online thragh the brand website or mabile application 7 Ecommence plattonms (g Zalando, Shein, Amazan,..)

Prafer Preder & moderate

B0

Field D not prefer siightly R Prafer a lot
nling thraugh the brard website ar mobile

application E0ERg 16 10% 25.84% 25.08%
Ecommarce platforms (e Zakanda, Shain, 20.82% 10,0494 13 3% 35,605
Amazon,...)

Fhysical stores 535% B 565 15.305%% 24.25%

00%

Physical stores

Prafer a great
caal

12 35%

20.07%%

AE. 7%

1463 0iFe

Tiotal
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Question 4: Through what e-commerce platforms do you usually shop?

ik
l 6T i (1)

100w

LTl

0%

0%

0%

0%

s

Field

Zalanda

Shain

AliExpress

Amazon

‘Wish

Asos

Farfelch

Othar:

Never

Shik

AliEspriss Asagnn

B Hewer B Spmetimes

144

138

139

156

193

Semetimes

56

3

5

53

55

43

12

13

wih

About half thetime — Mostof thetime  Always

Mol hall the time

4z

Mast of the time

65

s,

Always

31

L)

Fuafedch

Toital

ar
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Question 5: When selecting a product what criteria is most important for you?

i

LL.0%

l
¥

|

|
m
#

B 4%

Suis sty

re

i
) F
T

Prmationa oftes

W Fod at all nportant

3
#

B Slightly important
Moderalely imporian
Wery imnpioetant
A% W Extremely impartant
s by
I - -

I._ e
b
&

Fashinnable

3%

9.7%

Trends
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Figld Mot at all important

Fricg e O
Erand 2157 62
Sustainability 3 17
Premotional oflers 7.66% 20
Anailability 1404 9
Fashionable 416% 1
Size w2
Trerds 15.85% 42

Criteria imponance - statistics

Field

Price

Brand

Sustainabiliy

Framotional offers

Availabibiny

Fashionable

Size

Trends

Question 6: What is your average monthly shopping budget? (clothing, accessories,

shoes)

3%

158%

511%

B Eelow S0 CHF

Slightly impartant

417 1

. 74

Madaratety important

34.47% §1

35.74% 94

w7

43.66% 114

31.33% 83

73.02% 61

977 26

31.21% 88

Showing rows 1 - 8 of 8

Mean

368

2.41

113

3.1

3.53

a7

4.15

2.7

Very impartant

£ T £
10.65% 28
13.46% 84
BT TE
340% 15
46.04% 172
BEs 156
16.60% 44

S1d Devialion

.72

104

0495

Lokl

oAl

0498

Lo

112

50 to 150 CHF

151 to 300 CHF

aTaw

Abpyve 300 CHF

Extremaly important

6.42% 17

ariance

0.52

109

0.50

0.96

0.8%

0.96

0.48

124

Tatal
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Field

Balow 30000 CHF

30000 o 60000 CHF

G001 to 100000 CHE

100001 1o 150000 CHF

Mara than 150000 CHF

Below 50 CHF

43,445 31

31.25% 20

50 to 150 CHF 151 1o 300 CHF Abeve 300 CHF
3 W 15.22% 6 1B18% 2
JE.BL 47 48.65% 18 0.09% 1
2w 7 M7 1 45453 5
ET34 T 270% 1 509% 1
DE 1 270 1 18189 2
121 a7 1

Question 7 (fast fashion experiment): Which top would you choose?

f— _ o
e _33

Percentages
Field
© {visual)
B istandard)

A firlamrnational)

Question 8 (fast fashion experiment): Which pair of jeans would you choose?

Fm—— _ -
e _ !

Percentages

Field

B (irfamnational)

A ivisial)

€ (standard)

1w 20 0 a0 <0 0 Ta B a0 1w ug 120
B phumber of answers
Choice Caunt
1.68% H3
I6,30% &9
41,98 10
262
40 50 L] -l &0 a0 100 ug 1
B number of answers
a
Choice Count
41.00 107
4 8375 g1
24.14% 63
261
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Question 9: Could you briefly explain why you made those choices? This is not a

compulsory question.

MNumber of explanations per item

Field o -
-

Black top 4 64 : 45 51

Juans HATH 63 ITE5% 44 12.28% 51

Explanations for the black top

Black tap

Style, taille, coupe

L& plus sympa

Farme qui me plait

Car jaime bien ce style &1 que généralement ils me tennes bien qg annies

Bien détailk

Em coton oitelé gui se aéfarme moins facilement et donne plus de style

Danne misun sur fimage

J aime bien la forma

La forme me plalt, mais sussi engagement. Les sulres ne me plaisent o sembient moins durables.

Inique que citelé et plus semé

il & lLasir etre bien contne corp jaime pas ce quil Nautle, et decolte est plus grand comme celui sur B el je le done preders

La forme ma plalt misux

Farme

Fabfication doologigue

Cavpe

Tortal

160
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Black tap

Je e proanve el Lailld pour ma morphelogie des seifs

Chast jali,

Choix lig & ma paiting

Fit, owerall presentation, vwaler saving, nola & fan of Bershka

Déeallate

Wik fit iy shage Better

Lannonee, la mise an valeur

Car je vois L3 terue entine

Li haut était bien présantéd sur la photo, il me donnait arvie

Meilleure coups, le tissus parait plus qualitatif, La style est plus nat,

pri plus haut du eoup meilleurs quality

Aspect 5UF e mannaouin

1L va le misux avec ma morpha

Impact sur 'emamnnement

| prefer this type of neck cut, fits me better and aorfable

coupe

Dasoiptif détaild - wu porid sur la femme - Fabriqué selon nomes: “écologiques™

Le wisuel, beaucoup dinformations utiles, Sco-respensabile avec arguments.

Pour |a coupe

Les deige sutres me plasent beaucoup mains

Plus détaillé La photo meds plus en valaur

Le petit anicke doo-responsable paur bes 2

| could imagine how it will look like

because i prafer the shapa of top &
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Black tap

Clest e atyle de WElements que e mets, i sont agréables el pas trap chise

La photo mettait bien en valaur le tee shit et commaent il allait sur le cops

Pouwr la style du haut, la découpe est celle que je préfare

La coupe

Je parse que mon choix a forlement 448 influencé par la manneguin. La possibilitd de wair le haut porié de maniére jolie m'a donnd erve de
lacheter

En vrai, aucun ne me plait

| liked thee shape and that i inclsive and dverse publicty

Farca qua c'ast celul qui me plaisait l plus niveau style

C'esl celu qui &1 ke plus adapte & mai

Car jaima awair un décolletd.

O voit comment il tombe sur le manneguin, on e fait alors une (dée de la coupe, du col, e

Style et durabilit

Cost colul qui me plalt e plus

Pour limpact écalogiqus

La style

More beautiul

Explication sur la matiéne et fabrication de Ihabit

Wou see how it fits

Seems Better quality

Car il était plus & mon gout, at plus facile de le voir combines & Faide de fimaga,

Fashionable (stylish looking), and & Lot of deseription on the kel explaining and ghing mare details an the eco resporsibility aspect.

| found the top out better

Jaime bien les hauts plutfe coliées, s aulres me semblaient larges

Jg préifire la style du chtald
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Black tap

La forme

Black tap

Préaseration sobne

L& moing char

J'an mat scanant ma convient

Haut basic

Car 5l que des tops comma £a at gue £a me va bien

Price

Pris par é@limination je naime waiment pas ce style.

Il 'agit dun haut trés basique, jai done pris le meins cher,

1L est meirs cher peur un débardeur

Car a3 coupa du hawt comaspand le plus & mes attentas et 8 oo qui ma va Le misux

mien style

La ligne

The 3rd piciure looked ke a very loose fit, in the 151 picture the combination was borible.

Celu dont je préférais la forme

Calton

At random

J'ai aimé la coupe et le prix est inénessant

Satnegande di lenvirannement

L muins char

Le prix

L prix
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Black tap

Coupe midird échancrbe

L prix

car c'ast e moins cher

Le style, et e prx

Priz bas, mais surout k3 forme du top qui me plait le plus b ol jo suis le plus 3 Maise dedans

J'aime misux la fome

Chast ke plus jolia 3 mas yous

Mpire cher

L prix &2 b confort

Fit

Mpire cher et prés du comp

Lir haut @st un pau sarmé et long, ['aime bien

style

Le moins chéne

Cast le maing cher

L phus joli

Le prix car c'était le moins cher Et pour un top simple c'est parfait |

Plus beau

En regardant be prix

Prioe

Méme article moins cher

Le haift @51 ohtelé et pas cher pour un basique

Le moins char pour quasiment e méme produit,

Il me plaisait plus que les auires
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Black tap

L style ma plalt plus, fluide.

Jaime bien ka fonme du col

La coupe pour ke débardeur st misux qua kas aubre et ecorespansable méme s ce n'étais pas maruer @ landroit oelui B

More iy style

Plus semré at plus visible sur la photo

J'achite toujours des matiéres premiéres nobles, soie, lin, coton et de préférence éco

O veit de prés

Flus éico-responsable

J& rraime pas e débardeurs SomMage que pas l'oplion AUCNS

Il est large, [ai un joli bouralet qui me géne aprés 5 anfants j'al pas retrowsé ma ligne ancare, .J'aima e cachd quand e pate un jeans

La eoups &1 la rmalidne La mention soo-respandable

Au fealing, cest limage qui me parait ke ples

Powr ma momphalaga

Lange el décallieter

Eca respensable

Jaime

Farce quil est bz misux pour ma morphaologie

Eto resporsable

Top lpoked comfortable not body can and can be used fucked in or not,

Le ¢ était b plus joli & mon gedt

Un peu plus loose gue bes 2 autres, Eco respansatile (selon ka platedome...)

Ecorasponsabile

Wia SUr L personne
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Black tap

Fame

A cause oe |a jupa...

Eco responsable

Plus Large

Daswiption facila 3 lire at optimale

ety preserted Eco responsable

Das 3 proposés Cest oplul avec lequed [ le misus russ 3 mimaginer portar,

Eco

Fome &t coulsur

Aspact et durabilité

La eoupe et fame daient plus jolies

Pour |8 eco responsable

Eco-sustainable

J'ai baaucoup hésité entre le haut & et C, Ils avait tous |es deux des infos sur un engagemeant eco-responsable l'un plus que lautre. Lorsquiil y a des
labels, je me renseigne un minimum dessus car parfois ils e valent pas grand chase. bd J'ai fait le chaix ou style. meme 3i o n'est pas e + eeo car
0 sais que jo vais 'lis souvant porter un hawt commea ba C qua Le A qui serait rastd dans men amcire intilement,

Le chaix C &tait Le plus joi

Cala vient dun manque que j8 connais et il 3 mamgues “éoo responsabiling”

Zalando gur faciune renvai gratuit

Je prédére la forme

La coupe du matéde

| prefarmed the jeans that accompanied the black top, it made it look better

La texiwe a laire ples agréable

Jaime pas maon vertne, apris 5 enfants j'ai ure joli bournelet, J'sime les T-abir plus ample

Plus barge et plus long (3 prior)
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Black tap

A Uair d'Btre bien confortable ol bonre malisne

Fas mauant ni crap top

La matigre:

This |paked the best

| prafar tops that are less fight

Explanations for the jeans

Jears

Taille haute et cintré

1L est “raille haute®

Présantation sobne

L jesan paneil cedt b plus jolil et soo

Tailla hauta

Jachite Woujeurs des malidres premidres robles, saie, lin, colon &l de préférence éco

O L& voil pamé ¢a donne une idée de 13 coupe

Bien powr ma marfologie

Je perde que Cest celu gui m'irail le misl svec ma morphologie

La taille hauta va parmatira de cacher mon vertre

fuestion il moi ponanl M asser cuisEes fon fimaging que ca pourra fm'allsr .. car dautne cest SUF s Manequins rop maighe, jai du eoup peur
e jo rentreral pas dedans

Cauleur

Cest celul qui me plaisait e plus et 35.90-. Cest un bon prx,

L taille haute &t il & Pair b + confart

Au fealing, cest limage qui me parait ks plus

Jaime mieux que les auires
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Jears

Em comparant les prix + e coupes, autant scheter eco-responsable car les diférencss tant dans laspeet du prix que dans celui de la coupes ne
changent pas tellement dun pantakan 3 lauire.

Eco resporsable

Parca que c'est un taille haute, je préféne la coups

Eco resporsable

Beat wear gradient and liked the fit on the pic.

Le & éait oo responsatie

J'ai aimé la coupe, be fait qu'il soit taile haote

Eco responsable

C'éeait la meilleure pholo des 3.

Ecorespansable at style

Eco résporsable

Eco resporsable

Semble un peu moins maoulant,

Peur le style

| like it the most

High veasted (i anly wear this Lype of jean) Strelchy — 5o very confonable

Taille hauta at la couleur me paisait ps |

Eeo

car il est eco responsable el mEme prix gue les sulnes

e stybe, at I3 marque (prix)

La coupe &1 Tamme @ail plus jobie, couleur plus bells

Idam

Eco-sustainable

Chast ke plus jolie 3 mas yous
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Jears

Medile de jears plus joli Pls de détails

Prafemred style

Taille haarta

Chest oeld que je rouve lui plus joli sur be mannequin. De plus, taille haute qui me comespond plus que ks aulres

Crast aco responsable et ke plus joli Franchement les produits qui « taillent plus petit que dhabitusde » miénanent top

J'en aurai choisi aucun mais par délfsut e 1

Li choix a #té fait par rapport au style 8t & la couleur.

sustainalile 1ag on il and its cheager

Calui qui est e plus adapté & ma mophologie

Jadare & coulewr du jean et la farmea.

O voil e 18 parte du coms du marnequin gui inléresse (parie inférieuns) el comment & jeans i sied. Plus facle de s proEter

Recarnaissance de la marque L' aspect physiaue

Image focalisée sur |'objel assantiel

Taille hauta, coulaur joe

ESt ool st le moirg skiny

Eca respensiblte

| dislike when jeans ame highlighted in tha middle 5o & seemed lke the best chaica, also it said it was sustainabla which is also interesting

Vi ma cofpulence, &'est e seul panalon quil AUl peul-Bine passe

Ju prifie la coupe high waist

Aucing dfemanos, 18 Mannequin semble Suoil des jambes plus « normaled = el led aulres plulat skinny. Idermifcation & & persanne qui le pone

Idem

Jears

Le + respaciuss
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Jears

Mieux infarmé

Plus attrayant sur image

Quastian de coulaur

C'esl celui qui me plafl le plus, e Tengagement & inbeneesant,

Ju maurais prit aucun de cas madélas mais il Wy avalt pas Uoption aucuns dommagae

Seemed more suitable an the piclure than the otber 2

La coups et b coloris sont plus & mas golts

Fabrication dealogigue et joli jeans

Coupa et coulaur

i@ 1 air d avoir une mailisure coupe et e denim aussi gue be A e © 3 une taille plus basse ¢a me va moi 5 bien

J |2 trouve + beay et il Uair de meileur qualité (21 n'étant pas fan de HE&M pour les jeans)

Jaima la coulaur du Jean

Farme &1 coulsur

achually onty becavse of the key word "Vintage™ though it was unclear wether it is indeed vintage or not; not a fan of Pull & Bear, though fit was nice

Celui dont je préférals la coulewr (mais ne me plail pas plus gue ¢, les 2 sutres ne me plaisent pas non plus)

Couleur

High rise jeans all the way!

La matiére organiue

Ji vois I tenue entiéra

Oualité

Tous au miéme prix -> la fabrication

Iderm, coupe & gualité.

Jiz le trownve plus tendance

Idem
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Jears

Je trouve gue e jEans va bien au marnequin

Caupa at concapt de production

Daswiptif détaillé Fabrication nomes *écologiques”

Le wisuel, beaucoup dinformations utiles, Sco-respensabile avec arguments.

La A at le B 5o mssemblant beaucoup at me plaisent mieux que le C., Le B & air meilours qualité pour ko mémae pric

La forme, |a couleur

A Vair de meilleune qualitéd, et je préféne be style

Lexplication du coton organique me paraisain plutit cohérent méme 7o'y 2 pas de label mentionnée de souveri.

Le choix B était oelui qui ma plaisait ke plus

the shape as well and tha website is mone appealing

La eoulewr du jeans

L modide

Fit

La coulewr st plus jolie 81 la forme

Il semble que Cest b plus beau, avee la présence du texte expliquant fargine/le matériel du jean

Le jean mettait bien en valeur les cuisses

qualité

Le colboris du jean &l plus dinfamations sur la matidredcoté durable

La coupe du maodéle

Iderm

Ji préfere la couleur

Plisi ran stybe

Pareilil me plaisait plus niveau style

Durabilité

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



Jears

Do svantages  cest celid qui me plait le plus &t eco responsable

Idem, pour limpact écologique

Il me samble de bonne qualité

More beautilul

iderm que ke haut

Le style du jeans et la coubeur me plaisent plus

Jian ai pris ai bol, aucun mest dans men style

Joibe eoulsur e coupe

Same

L modide

Car javais plus dinfarmations sur le jeans, par exemple |a taile, la fame, te.

Same as the tap. & great amount of details gven an the laft.

Je prédérais cette couleur du jeans

Jears

Le jeans & Fair un poil moing 1l pour bes fes Uik maige

La formea

Farme qui me v

More my stvle

La forme aussi at la couleur

Le jeans est basic au vu de mes Tormes géndreuses

Taille plus basse

Taime le style &1 la coupe.

Taille haute, moulant
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Jears

fgalarment maon style

L skinmy est un modéle qui me plai et qui est confortable

Balle coukaur

Jaime bien

Tha fit in the 3rd picture Inoked best, the Rest wasn't interesting to me

| will ot choase sy but it was not aption... Option C looks shghtly better on the photo bul nat yet my atyle

At random

Famne

Jig ne sais pas paumguoi, mais il avait Mair plus condfortable

styld

Aspect sur e manneguin

Lannonce wa droit @ but, sans trop de taxte

Wairme pas les tailes haues

Farme £t couleur

Peut le style

La descripticn

Taille pas haute

Par défaut fen aurais pris aucun pas man syle

Fas de raison partiouliére

Medile standard strelch donc confonable

L&z jeans barshka ne sont ps d assez benne qualité

| could have gone for ether B o C, bl again, the general outfil is mudch more impanant 1 shaw in order Tar me 1o see how it wiould ook when
applied,

La eculewr et I'aspect qui & Lair agréable a porer |

Jofia fille

Betber shage for long legs

| liked the way it was presented on the modal
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Question 10 (luxury shopping): Which T-shirt would you purchase?

s _ v
e _ -
e _ -

-] 10 20 Ty a0 20 L] T B2 au 10 11 12

Percentages
Field Cheice Count
€ (informational) 43314 110
& (visual) 71650 55
A [standaed) 5,04 B
254

Question 11 (luxury shopping): Which jacket would you purchase?

e _ o
i _ h

-] io i) B 4 50 L1 T E a0 LUl il

Percentages
Field Cheiee Caunt
A isual) 19,53 100
B (infamational) 32 E1% 83
€ {standard) 76T 0
253

Question 12: Could you briefly explain why you made those choices? This is not a

compulsory question.

MNumber of explanations per item

Field A B C Toatak
hite T-ahirt 3.51% 40 2042% 2H¥ 45079 64 142
Laathar jackat 34.53% 48 20.85% W A4.BDR6 &2 135
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Explanations for the white T-shirt

White T-shin

Basique oui paut #tre assamblée wicw tout

Taille, coupe, style

Cust la moirs xhar

Basic

Mbirs: cher

L prix

Il & pas de froufrou ni de logo

Flus jolimant présentd | margua

C'est e mpire chesr... jamais j@ ne paieraic ce prix pour un C-shirt

Celu qui me plall ke plus

Lee fait quil y & b logo dessus ga me dérange et be fluide en haut ga me Lase

Mbires: cher

las autres me plaisant pas

Seamed nicer

Muires: cher
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White T-shin

C'est l2 mpirs: cher pour simplement “un tshin blane

Au fesling, cest limage gui me parait ks ples

La ligne

Jadane

| will, nat choosa any unforunately,., The first at least | can use to sleap in.,

La forme des marches

Basic, Can ba used in any way and evanywhem. And has no decorations. Wary functional

Al random

Bign que les prix schent complitement fous et que je ne voudiais jamais acheter un t shif pour oe prix, je choisirais le premier pour sa coupe

Jaima beaucoup [a margua davin kaing

Classic look

The cut is ok, and actually | do not like the 2 ather options

Je prédie certe farme

Ca style est le plus beau selon moi simple et efficace pour poter svec Nimporte quoi

le s1yle

Cest celul qui me plait le miewe, e plus il est moins cher que (es 2 auires, .. Miéme si j@ irowe ga beavcoup trop cher pour un simple T shin

Simplerment une quastion de golis, je préfére op tshin

Pri ring dlevd, st des 1-shins blancs, quasi avcune dbérence visuslle entre s

Prafered style

Price

Mpires cher

Clest celid avec ls coupe b plus basigue, L& style prrme sur be reste.

Classic passe partout

L prix le plus bas
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White T-chin

La forme st plus jolie

Far rappert & ma morpho

Calud qui a lair bz mains moche

Plus man style que les 2 autres

Jir connais la marqua

Le moins moche dies 3

La mamue connue

The quality loaked bester

Le plus basigue

Margque conrue et mains char paur un basic

White T-shin

Jamais je ra mattrais e prix dans un ishirt

Jachite woujours des matires premigres robles, soie, lin, coton el de préféence deo

Le dewxigme me semble miews coupé

Eto resporsable

La forma ma convient ke misws

Je vois s tenue enliére

Towours la mention Eco respansable

Wi sur parsonne

Look sympa

Eco responsable

L plus joli 6t & prix cormece.

prix plus. dlevd, meillewr quality
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White T-shin

J'ai preferé Tatiginalité du loge

Coupe et concept

T-shirt simpia - fabrication aco-responsable

Iy & les irfos népessaines, mais pas trop. Quelques images en plus avee marnequin gui porte le T-Shirt.

Eco

Pour la caupe

car c'est celul qui me plaft e ples ot est eco responsable

La forme me plalt e plus, & Fair moins ransparent gue le a

because of the brand, still considering that | wouldn't spend that amount of morey far a white ©

Les photo © faisait cheap et paraissait de mauvaise qualitd, & faimais moins ke siyle du site, [a valeur mondtaire etais pas forcément un asgument |
idem pour la weste )

Ca me cormespondail ke miswus

cétail du ¢ shirt

Il g5t eco raspansabie

Itis a ruch better phote, You can clearly see the outlines and shape of the T-shif. 11 therefare looks beter

Parca quil fallait en chaisir un et quil avai Fair le.plus basique sans &re trop large, Mais v le prix jamais fen achitarai un & ca prx,

Jaime bien o2 qui es) sirple, Mas avee un pelit détail qui Tai e différence

Change a bit with tha logo in the middia

whita T-shin

La formea, le style

La coupe &8 osle que j& préfire mais jamais j& mettral 150 ballss paur Un L Shifl au pour un Welemer

La formee me plait

Plus araginal que les autres

J aime ce chld ample e la forme
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White T-shin

AUCUNES COUPES BLCLINS Ne coreapandent & mes chais

Cest celul qui est différent dun simple t-shirt. Faime pas trop | covpe des t-shin

La coupe

Jaime L enupe orginals

Cest celul qui au premier coup doeil, me plaisait le plus

Le style plus rechesché quiun simple basic

Peur un t-shirt Blanc, sartir un pau de Fordinaic

La mention eco-responsable qui protége dgalement les employés ef [es petites mains qui travaillent dans La production des biens est plus importante
pour mei gue d'avoir un simpe coton bia,

Even if | had the budget | weuld never spend it an & phain white T-Shin, See by Chioe leaked mast saphisticated 1o me.

mon style

C est une coupe ample

Crast be Seul qui avail gaeh en plus, oui le rendait meing basic

Parce qua '3l plus de budgat et il ast plus criginal

Prizg e migirs dad

Litthe ja ne sais quai

Le C parce quiil @st fco respensable mais perso & metirai jamais ce prix pour un simple T-shire

Matigres plus respeciueuses de lemdrarnement

Styla

Plus tendance, mains dassigue

Fabrication

Oualivé, coupe, style.

Coupa Originale
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White T-shin

J'airme Les ¢ shift amples

Impact sur I'emamnnemant

Ca t-shitt est plus féminin que les dewx autres

style

Absence de logoimarqua

I rribe e Laillé, je miaime pas la forne des sulres

Les dews premiers t-shin dtaient de 2 marguas bian connues, Le damier, nan il avait des infos sur le t-shirt at avait plus de style,

Toujours lamicle &oa-responsatble

Car est un pey plus que simplemant un t-shint bland

Crast calui qui samble e plus large, mais en vads jamais de la vie j@ mets plus de 10.- pour un t-shirt blancs

Origiral

Jaima te style

La forme st originale

Flus stylé et fadare see by Chioe

Chast le plus beal det roid

Chast calu qua jo préfire au niveau de ta forme

Men chaix s'est basd uniquemant sur mas goiis,

Carily & des petils détails, eela Fail un phis au t-shin &

J aime les witemants plus langa

organic and recycled matesials

Style at durabilitd {mais an vrai 'achaterais jamais un t-shitt Blanc 3 oa prix)

C'est celui qui me plail le plus et sco respinsabés

Lix dasign ma plait miswe

Chast calu qua jaimais (e plus ot b cité oo responsabile ma plait
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White T-shin

Le atyle

Idem que les anciers witements, jai regardé Mexplication gui éfait donnée awc

Caton et be modile

Jufe eoupe el fame

More fancy

car plus & mon goul

Tha t-shit was mare fashionable compared to ather options, which adds value to it Alse. the texdile and matenal used were explained in an eco
responsible way. Explanalions shaw Lranspanency.

Gand article dascription

Le pihis ol pour me

l5 sank tous hars de prix , en rdalité jo n'aurais jamais achatd un t-snint blanc basique 335.- mais par dlimination [‘al pris celul gui me plaisait la plus
dans les 3

Jai préfirn la coupe de ce t-shint

Explanations for the jacket

Leather jacked

La coupe me plaft plus

Détailles, Lsile, siyle

Style sympathique

Belle présentation du produit

Eco

La phus joli coupe mais 550 -, Tio cher aussi

Elle & juste L'sir plus dinirée

Crest celle qui m a plu aw premier coup d oeil

Elle est jolie et il y a un engagement doo-fesporaable. En plus, je nlachéte fen de Karl Lagerleld, car jo maime pas sed avis dégradants pour oeus
qui rer pensaient pas comme e ou qui mavalant pas de moyans.
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Leather jackel

Coup de coeur

ALCLING 0 CBS Wastes

Flus jalie coupn

L ernipe

J aime baaucoup |5 deux boutons en bas du blouson

Au Teeling, cest limage qui me partait e plus

Eco msponsable

Jen aurai cheisi aucune car pas mon style mais L& & pour la coupe

Mat 1y choice any, Looks very ald fashioned

Kniovn for good quality jackats - most Flattering

Je Faurais fisn achetd, ear trep chert

At random

lee A\ parce qu'il est en culr viritable jo préfire au fagque de me mettne L= vegans & doa

Eco msponsable

Ecorespansable

Eco nésponsable

Eco responsable

U wrai pesfecta Mais le prix nlest pas justifié.

Look

Eco-resporsable; coupe

J'aime bien a coupe de |a veste

| likesd the cit betbar

Il v a ka5 infos nécassaines, mais pas trop.

Cuir mais Eco responsalie
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Leather jacke

Au hasard, aucune des 3 me plait | De plus elles sont beaucoup trop cher

Deasign

L modide ot la coupe ma plaisent

Pour moi elle se ressemble toute, mais ©'est oslle que je touve le miswe

Jir 5a3i5 pas pourqual

Meilleur gualits

margue

L g4t eco responsable

La phus jolie

Crest la plus belle des trois Et cuir vigane cest une amagque et C'est pire pow la plandéte

Le prix I plus bas

Same as the white t-shirt, it is more dear and visible than the ather phatos

C'est mia préfénde

sustainable tag and better phote

Jai lirnpression quiertre loube, Cest |a plus longue el ['sime pas les vedles rop courte.

Elle m'a tapé= i loeil. Faime bien la coupa, les détails

Justement parce quil est en cuir

| like Sandro, good quality + eco

Moditle me plalt plus

Jairne pas bes vedles op COLFLES Vet Mon Wenle

Les 3 sont dgales J'ai choisi par rapport & la marque

Borine margue, qualité

Eco responsibla
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Leather jacket

Bien détaille

La forme est orginale

Flus dasse

Jachite 1oujours des matires premisres nobles, soie, lin, coton el de préféence deo

0N ot misux comment il est porbé

Le model me plalt bien

Calle qui me plaisait ke plus,

Ma préférke nivesu style e coupe

Ji prifere op madéle (L ny & pas les zippers &n bas)

La veste B est 1 plus jolie selon moi. La mention écoresponsable v apparalt mais ce n'était pas mon critére Mo 1

Jadane

La phus jolie des 3

Cool, & classic but a litle copped ard boxy, looks cool epened

Style + eoo resparsabilité

Je vois b el entidre

Matitres plus respactueuses de beamsironmement

Mgirs cimtréa cuir qui mae plalk davantage

Cuif vegan

Plus tendance:

Loaks good on matel

J'aime idéa dune vesta ressamblant au cuir mais fabiqué avec matiére vagan

Ecn + margue (quallé)]

Style

car c'est celle que jo préfée
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Leather jackel

le: style

vagan

la miaee taillée

Je vais préfénd une veste en cuir vEgetal ou une veste en adir de seconds main.

iir la veste sur quedquiun est un plus

Grandes explications méme si [hesitais avee 1a A {avec la menlion éco-resporsatile). Je ne suis pas veganivege e estime gue le elif pemet de Lot
utifser sur lanimal.

because of the shape and the gquality of it

Je la browve plus jolie qua bes aubres

IL ri'atirait plus

Mbires: cher

Le style, ily & des détails que je flaime pas sur les aulres. Pour oe type de veate be prix ne mentie pas paniculiérement en comple dans mes cribdes
car c'ast un vitemant intempored qui 50 garda dans |e tamps.

Celle gui m'a Uair le plis joli aussi

Plus jolia

J'ail en premiar rgardar e styla de la veste pour faie mon chaix at L2 fait gue la marque tasse attentian aux matiéres quils utilisent 3 walidar mon
choix,

Jesdaye de consammer mains de vilemerts, [Aurconsommation deau el wilisation de produits animaliess) fai choisi o viement car il it Sre wgan

Le modide et le prix

explication sur la maniire dont |3 weste en cuir 3 &té falbriquer - weg

At of explanations &s well, ransparency. Ado the fact that the product is shawn on a model, gives more confidence.

It was bether presented

L mcing char

Porté sur la phata, donc on voit la forme que la veste a

Je i pas waiment
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Leather jacket

Elle est incrayable

Falait faire un chaix ;) oqid

Flus styléa

Cest la plus jelie des 3 & mon godt

Ji sais pas

Besucoup trop codleu

elle me pamait plus centree et un pawplus longue comme atne jusqua a ma tailke

Seamed rices

Parce que j@ la prifare

maje does sustainable fashion ta my knowledge. Mot a fan of vegan leathec

Jadere la margue &1 e perfecta &1 magnifique

J aime bign ke style motam

The Ird showed the most Details.

La phus stylé

Priz Le moing devd

Idem

J'ail aimé |3 coupe da la veste et le style quelle dégage

Caupe

Idem

prix plus &leve, meillews guabity

Maje st une da mes margques prifirdes

Jaime La mangue

Coupa

Les paches sant plus pratiques
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Leathes jacket
Des 3 propesdes cest 1 plus belle que ['si touve. Mais je ne Cachileral pas dans L vaie vie, jo L towe o chise
Pour I style &t la coupa

Sans raisen paniculaire, sauf 1 forme qui ma plait e phas

Praflered style

L modide me plalt plus gua ks autres

Le atyle te la veste Stail celle que jo prélini

Jg prifere la forme

Par rappeet & ma morpho

Le design me plait miewe, veste plus cinirée

Aucung, @ naime pas l8s vestes an cur

Chpisi au hasard, les 3 sont jolies

Seems battar manufacturad

Elles sant toutes hors de prix , o réalitd je n'aursis jamais achetd une veste & ce prix mais par éimination j'ai pris celle qui me plaissit le plus dans
a5 3

Question 13: If your favourite brand had sustainable choices, would you purchase them

instead of standard articles?

W Adways (223, 52) [0 Sometimes (56%, 131) Newer (1%, 3) It depends... (21%, 45)

If your favourite brand had sustainable choices vs importance of criterion sustainability

Eield Mot al all impertant  SUghtly imponant  Moderslely impenlant  Very impantant  Exlremely impenant Total
Always 1ESH 2 5.62% 5 2600 17 42.31% 22 11.54% 8 52
Somatimas L3 7 16.03% 21 41.98% 55 24,350 45 220 3 FEH
Misver I3 1 66.67% 2 0.00% 0 0.00% O 0.00% 0 3
It depends. . 1229% 6 1633% 8 48.98% 24 A8 1 0.00% 0 a9
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Open answers for "it depends”

It deperds. ..

L prix rentre en ligne de compte

L prix et trés important méme awec un plus géant salaie jo ne caree pas que j@ prandrai des habite plus cher cest déja assex difficike da trouvar
des habits que faime mettne je suis plutit quelqun de simple

D& man ermie

Prix, atlractivitg

On the price

Sils e plaisant el ne sonl pas bars de prx, ou.

Je ne comprends pas volre question elle n'est pas s claire

Prix et qualité

It deperds...

la mode change rop vite . jai etudie la mode jetais folle detre styles toujours & 12 mede et aujoundhui je rouve ca stupide.... on st trop dars
corsomation dong ce que jachete cetbe satsan larmee prochain ca sera pas possible de porter sans eine rangane

G dépend du model, si il me plalt et du tarif

Do price .,

Ga dépend si les modides sont jolies, mais du coup diainement |

| haarelly buy anything new, <o that is a tough one. For some reasan | have hard limes 1o believe that new items of "comentional” brands are really
sustainably produced.

To buy anlire is not sustainabla, | buy what suits me and natural materials is the cone

Ga dépend si les modébas me plaisant ow non,

1P picky. Very gicky, If it laoks the same. yes!

Dl durables pour mci dans la qualté des matiéres naturelles

Si lamicke qui mintéresse & Son équivalent plus durable, je choisiai [habil durable &1 nan Fautre.

L prix

Du pris &1 de mon Budgel, mais & 1o difference et pas trop grande alors oui, daiement

Sils comaspondant & mes attantes, jo préférarais les choo duratilas

Si l'articke ma plait

it wall degend an the price differsnce

Larticle daoit awssi me plaire par rapport & la coupe: be style a donc autant dimpoance que be concept de durabilité,..

Toit dependrall du prix.

Jaime assaz changer et ne pas me fier 8t me voir que awec 1 seul style ... mas godis varent en fonction da man humeur, de mes amvies e jour ol
je pars faire les magasine et de oe que j& vais trouver
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Ga dépendra du prix at o style

Ol 5i L2 prix reste comece

si Iy prix ast dgal ou pas trop dlewé compard 3 Vartide standard, ou

Dépendant du prix € il mest pas bep plus Heus

Je privilégie un maximum lécalogie mais en général je recharche des pibces précises gui ne e pas farcément Doac & velr 3i les pibees recharchées
le zant...

It deperds...

IF thesy are not loo experdive, yes

Parce que c'est UNE Marmque QUi @ connais,

Ca n est pas un critére. Ja choisis ce que je préfére auniveau look prix qualié

Clest important que la margue guon apprkce redpecte Bl Soutlienne oS comections

Franchement, ¢a met dgale

L'asped durable estimportant mais sile produil re me plail pas slors le oibd durable ne rentrera pas en comple dans ma déciion d'achal.

A voir 5i ca Fest wraiment, et 5i C'est pas une amague camme be cuine vigane {qui nest fen &autre gua du plastigue)

Ga dépend du style el gy prix

Matarial and cost

Si le prix st le méme j'opterais pour du durable

& dépend du prid el de mes moyens, el i le models de Mabit me plai

A wair au niveau oy budget et du style mais certainement qua j@ privikigieris ces articles .

Ga dépend du prix

A dépand du taxtile, Jachdtarais pas 5i c'ast désagrdable sur la peau ou crde das alergies.

Ga dépend du prix ot de 18 coups

Tou dépend du medéle (design) et du prix

Ga dépands du prix, 5i le medéle et la pix sont les mémes alors e me drigesi plus vers glch de durabla
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Question 14: What sustainability topics matter the most to you?

Recycling

Humsan sights

Palbtien

Climane <harge

1 {matters themosty M2 W3 B4 W5 0 G (maiters the least)

Question 15: How old are you?

Age distribution of participants

1 1 1 1
EEEN
1111
E & T &
Age statistics by gender

Fietd

Minimum

Maxinaim

Mean

Caurit

& &
Mimimum

15.00

[
3

4
il

L]

&
2 2 2 2 ¢ 2
2 3 a4 5 &

ZL.00

-

Maximum

G700

30
15
| | | | LJ:J
i ‘

13
7
L] L
F
IJ
|
3 aa 33
3 &4 5 8

a3
i 2
B number of participants
Female

67.00

207

Meaan

Loz

3 3
a3 4
Toaoa

14

4
i & 3 4

Marrbinary
3ing
3300

3ing

&
Std Deniation

b

= N

Waite seducion Animal weilae

= -
o W~

wo -
wo -

wo -
- -.\..

wo

2 5 PR
9 8 o 4
Prefer not 1o say
oog
Ei]
oog
a
& &
wariance Count
18,46 233
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Question 15: In which country do you currently live?

European countries

Switzerland

91%, 212

B Belgium (0%, 1) France (4%, 9} [l Germany (1%, 2) ttaly {036, 1) [ Spain (0%, 1) B Sweden (09, 1)

B Switzeriand (91%, 212)
List of countries answered
Field
-
Balgium
Chile
Colombia
France
Germany
Ghana
Taly
Spain

Swazilard

Switzariand

Wist Mam

Question 16: What is your annual revenue range?

B _ "

Chisice Counl

S0 10 0000 -
CHF =

G001 1 100000 -
CHF -

- " L E :,-. 50 50 ™ 80
B mumber of panicipants

Field

300000 to GON00 CHF
Below 30000 CHF
SI01 to 100000 CHF
100001 1o 1500000 CHF

Mare than 150000 CHF

50

-
Cheice Count

a6

233
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