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Abstract 
 

Background. Consumer facing Transparency is a function of communication that has become 
essential for the fashion business ecosystem and to have the reputations of legitimacy and 
credibility. As a contemporary subject, it is surrounded with ambiguity and heterogeneity in 
definitions, different Fashion brands/fashion brands/retailers/Fashion brands/retailers try to 
have their own definition and approach towards transparency. The communication strategy and 
disclosure of information therefore varies within these companies. With the increase in e-
commerce, corporate Websites are currently the largest medium of sustainability 
communication. Fashion brands/fashion brands/retailers/Fashion brands/retailers use a 
combination of visual communication, data, text, reports and design to communicate the 
sustainability of their supply chain. There is however, a need to be able to measure the level of 
transparency of such communication against a standardized model. A model that Fashion 
brands/fashion brands/retailers/Fashion brands/retailers can adopt to assess the transparency in 
their communication. 
 
Theory. Consumer facing transparency is an interdisciplinary subject where media, social 
accountability, information accessibility and quality, openness and effective design interplay to 
create what can be called “Perceived Transparency”. 
 
Purpose. The purpose of this study is to build and test a model tool to assess transparency in 
website based communication. 
 
Research Question. What informational, communication design and behavioral attributes 
constitute the perceived transparency, create legitimacy and credibility? 
 
Method. The study is divided into two parts. 
 
Part I: Conceptual literature review for Model Development 
Part II: Testing the model on a real-life Fashion Brand/Retailer website using Applied 
Discourse Analysis 
 
Contribution: -  The model provides a multifocal approach to assess web design and 
communication strategy to improve transparency in sustainability communication by focusing 
on factors such Coherence, comprehensibility, navigability, attestation, engagement and 
correspondence 
 
Limitations: -  The model is still a prototype and therefore there is room for improvement. It 
needs to be tested further on a larger scale involving multiple cases. Although the applied 
discourse analysis method focuses on empirical evidence, the analysis can be objective 
depending upon the user. 
 
Keywords: Transparency, Sustainability, Web-based Communication, Discourse analysis 
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1 Introduction 
The need for transparency is a much talked about subject among scholars, media, businesses 
and consumers. Many Fashion brands/fashion brands/retailers/Fashion brands/retailers 
regularly publish their CSR and financial reports for their stakeholders. Many also publish and 
promote their charitable and social initiatives. Amidst the global environmental and social 
impacts, transparency is at the forefront of discussions in the fashion industry.  
The modern view is that organizations thrive using communal resources, operate within the 
communities, affect livelihood and surroundings either positively or negatively. Therefore, they 
should be accountable as well as responsible for their activities. Fashion brands/fashion 
brands/retailers/fashion brands/retailers who source globally and have activities spread across 
the world are facing a shift in thought process i.e. shareholder value to real stake holder value. 
This change will affect the CSR approach from a traditional charity based one to real 
accountability. (Aula & Heinonen, 2016) 
The terms transparency and sustainability have been subjected to broad use and multiple often 
subjective definitions. While the current research itself aims to understand what consumer 
facing transparency in sustainability communication is, for now a simplistic explanation of 
transparency by Henriques (2007) can be taken where transparency is. 
 

“Walking the talk and talking the walk” (Henriques, 2007) 

 
As for the term sustainability, the world commission on environment and development defines 
it as 

“Development that meets the needs of the present without compromising the 
ability of future generations to meet their own needs” (World Commission on 

Environment and Development, 1987, p. 41) 

or more recently defined by researchers as 

“economic development that creates value for consumers, shareholders, 
stakeholders, and society by designing and operating business in a way that aligns 
with ecosystems, in service of human prosperity, today and in the future” (Figge, 

2011, para. 4) in (Ott, et al., 2016) 

The globally sourcing Fashion brands/retailers have complex supply chains and rely on low 
labor cost countries, their operations such as (including retailing, supply chain, logistics etc.) 
have both environmental as well as social impacts. The negative impacts range from emission 
of toxic substances in the land, rivers, atmosphere to generation of textile waste, depletion of 
raw material sources, labor exploitation to pro-consumption behavior. Sustainability both in 
broader and narrower scope therefore remains one of the biggest challenges (Giau, et al., 2015) 
. It is thus a fashion brand’s/retailer’s supply chain whose impact to sustainability and practices 
have to be known and communicated transparently. There many fashion brands/fashion 
brands/retailers have taken an initiative to move from the existing linear economy towards what 
is called circular economy which promises improvement in the efficiency of usage of raw 
material. But how are these issues related to transparency? 
The answer is not complicated and it lies in general wisdom that the first step to the solution of 
any problem starts with the acknowledgement of the existence of the problem, followed by an 
intent and effort towards a solution, if that problem affects multiple stakeholders, they are made 
aware of the problem and then a taken towards the solution. This is analogous to the desire of 
achieving a sustainability for everyone affected by a fashion brand/retailer, where transparency 
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can be said to be analogous to the acknowledgement of impacts (positive or negative), 
communication to the stakeholders involved and finding a solution. Transparency therefore is 
the first step towards a genuine and practical sustainability effort as well as a pre-requisite for 
achieving sustainability. 
The development of internet has been fueled by collaboration and sharing. It is no longer 
possible for companies to communicate what they want and when they want. Which is changing 
the transparency and sustainability communication landscape. Therefore, a company’s life is 
essentially public where accountability and sustainability are essential for them to build a good 
reputation. (Aula and Heinonen, 2016). The information flow between the two poles of the earth 
is only a click away. Fashion Brand/Fashion brands/retailers operating in this realm are 
currently using it to retail, communicate, promote their business etc. they not only sell products 
but generate consumable media content to engage their consumers.  
In the context of using internet for sustainability communication , the issue of developing 
communications with consumers in the field of sustainability is still new to the fashion industry, 
but it is rapidly becoming relevant, the newness is evident from Giau, et al., (2015) who states 
that only a few companies are in fact efficiently adopting web based communication for 
sustainability, the main purpose of online presence mainly remains to build brand image and 
therefore the communication design is designed to complement it (Giau, et al., 2015). On the 
contrary, access to information about a fashion brand’s impact is no longer dependent upon 
what they disclose or publish about themselves, it is also not confined to NGO’s who in the past 
investigated and published data about a fashion brand’s practices (Aula & Heinonen, 2016).  
Although many researches have been published within the last decade to create an 
understanding of what Transparency is and what web based sustainability communication is, 
however a perspective that connects the different dimensions is still lacking (Giau, et al., 2015).  
This research therefore aims to contribute by studying consumer facing transparency in web-
based sustainability communication. It views the act of producing a website as a communication 
design process rather than a technical design process. The communication that the website 
generates is representative of the communication practices and policy within the fashion 
brand/retailer’s organization. Web design is a process of deliberate decisions and activities to 
achieve a communicative goal. (geest, 2005) 
This exploratory research involved the search and study of multiple disciplines such as 
Transparency, Fashion Supply chain, and website based communication to build a unified 
prototype model that could be used to assess consumer facing transparency in sustainability 
communication. The research was qualitative in nature and aims to build an understanding of 
the prototype model. 

1.1 Why is Transparency needed?  
Transparency is essential for the fashion brand’s/retailer’s business ecosystem it can help them 
to gain legitimacy and reputational benefits, in addition to this it is also a pre-requisite for 
achieving both environmental and social sustainability. Henriques, 2007 in his book states that 
sustainability in the context of globalization whether it is environmental or social is the property 
of a global system therefore it does not belong to an isolated entity within that system. The case 
for transparency is the fundamental point that the boundaries of a company are arbitrary and 
should not be defined in isolation from the ecosystem. Such a view has also been resonated by 
other researchers such as Aula and Heinonen (2016) who argue that transparency, sustainability 
and accountability are critical for a business to build reputation and legitimacy in order to 
succeed and these are not the things that can be bought by money (Aula & Heinonen, 2016).  
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1.1.1 Transparency for improved reputation and competitive advantage 

The cross-sectional study of sustainability reports of 59 FORTUNE’s most admired companies 
by Brown, et al., 2010 found that a high-quality sustainability report improved the reputation 
while a low- quality report (specially for socially exposed companies) resulted in erosion of 
reputation. By quality they refer to the presence of environmental and social indicators in the 
report. They concluded that improvement in reputation is a consequence of providing truthful 
and robust information on sustainability issues (Brown, et al., 2010). 
Fashion brands/retailers invest heavily in communications in order to intensify sales and to 
create a positive public image. This in most cases has been instigated by a fierce competition 
in promoting a socially responsible image and pricing. Transparent sustainability 
communication can be used to raise awareness as well as to change attitudes. 
 
Stefanska and Nestorowicz, (2015) believe that the success of such communication to result in 
reputation improvement depends upon factors like 

 Consistency between underlying ethical values and ethical values of the community. 
 Perception of the message to be a genuine manifestation. 
 Transparency in conducting business and informing the public 
 Consistence related to the persistence and uniformity of the message. 

It can be inferred that Transparency can lead to multiple benefits such as 

 Brand enhancement 
 Provide opportunity to charge premium 
 Attract potential employees (Stefanska & Nestorowicz, 2015) 

1.1.2 Transparency as a pre-requisite to sustainability 
Transparency is closely connected to sustainability, it is the moral baseline for a business 
conduct, even though that multiple pan geographical studies have positively linked social 
performance with financial performance. 
The way in which sustainability is defined depends and varies among different stakeholders. 
The world commission on environment and development defines it as “Development that meets 
the needs of the present without compromising the ability of future generations to meet their 
own needs” (World Commission on Environment and Development, 1987, p. 41) or more 
recently as “economic development that creates value for consumers, shareholders, 
stakeholders, and society by designing and operating business in a way that aligns with 
ecosystems, in service of human prosperity, today and in the future” (Figge, 2011, para. 4) in 
(Ott, et al., 2016). 
It is therefore a set of environmental, social and economic issues for which a minimum degree 
of performance is required, it therefore also maps out the scope of issues for which transparency 
matters. 
Transparency’s connection to sustainability problems has led to the demand for more 
sustainable products has seen a continuous surge (Henriques, 2007). It is also a tool for an 
organization to build trust with the stakeholders, to improve sustainability conditions, as a 
corporate tool to improve revenues and a way to counter the “green washing” criticism. (Zandén 
& Hansson, 2016). Awaysheh and Klassen, (2010) in the context of transparency in supply 
chain concluded that a higher level of transparency through disclosure of social sustainability 
information increases responsible practices (Marshall, et al., 2015). The general emphasis on 
transparency is reflected in the sustainability literature by (e.g., Doorey, 2011; Dubbink et al., 
2008) which presents transparency as necessary (e.g., Augustine, 2012) and as connected to 
desirable characteristics such as accountability (Dubbink et al.,2008). (Zandén, et al., 2015) 
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In the context of supply chains, it is not only about “declaring the truth”, but more often about 
declaring a particular perspective beneficial to some actors. (Zandén, et al., 2015) 

1.1.3 Transparency as a tool to Build Legitimacy 

 

Legitimacy is a condition which is visible when an organization’s value system is 
congruent with the value system of the larger social system of which the 

organization is a component (Islam, 2015).  

‘‘a generalized perception or assumption that the actions of an entity are desirable, 
proper, or appropriate within some socially constructed system of norms, values, 

beliefs, and definitions'' (Suchman 1995, p. 574) in (Kent Walker, 2012) 

It is also important to point out that legitimacy is a social construct based on cultural norms. It 
is a dyadic process between society and fashion brands/retailers where legitimacy is a 
negotiated point between the societal perceptions and organizational decisions regarding issue 
of concerns. Which is determined by the social and environmental sustainability practices of an 
organization (Panwar, et al., 2012). It explains why fashion brands/retailers sourcing from 
developing countries adopt social accounting, reporting and disclosures. In other words, 
legitimacy is a function of the right fashion brand/retailer in the right position doing the right 
thing as perceived by customer’s beliefs, the beliefs of their peers and of the community. 
Therefore, the economic realm cannot be studied in isolation from political, social and 
institutional framework in which the economy is based (Islam, 2015).  
Transparency in communication is an ethical decision rather than being a reactive measure to 
counter the perceived legitimacy threats. A well-defined and communicated corporate purpose 
can be a cornerstone for business success and legitimacy which can also lead to greater access 
to resources, strengthen relationships with business partner and lead to a stronger work force. 
(Kent Walker, 2012) and (Aula & Heinonen, 2016) 
From the perspective of legitimacy, transparency is a way to manage a fashion brand’s/retailer’s 
reputation which may collapse if perceptions and experiences are based on a wrong information 
or on the contrary it can be improved (Aula & Heinonen, 2016). Transparency therefore acts as 
a way to transfer power from organization to its stakeholders such as consumers (Zandén, et 
al., 2015)). It enables customers to protect their interest and to control the way their lives are 
affected by organizations. In the context of this research the stakeholder in focus here are 
consumers who not only have the power to decide whether to purchase a product from a fashion 
brand/retailer 

1.1.4 The Legitimacy Gap 

A Legitimacy gap according to Sethi (1974,1979) in occurs as a result of discrepancy between 
the societal expectation and the perceived current behavior of an organization (Panwar, et al., 
2012).  Panwar, et al., (2012) in Figure 1 illustrated a multi gap based model to provide an 
understanding of what legitimacy gap is and has classified it into three types. 
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Figure 1 Diagramatic Representation of Legitimacy Gap (Panwar, et al., 2012) 

 
Factual Gap: Involves the difference of opinion on what two different groups consider to be 
facts. 
Ideal gap: Involves the difference of opinion on what two different groups consider to be an 
ideal situation. 
Conformance gap: This is an internally focused gap which the business considers their current 
state to be versus what they think is expected of them 
It can be inferred that a legitimacy gap can therefore arise from 

 Change in Societal expectations 
 Disclosure of information in media other than reported by the organization itself. 
 Organizations not researching and focusing on what the societal expectations really are. 
 Organizations failing to communicate and engage stake holder with their social or 

environmental activities. 
 

1.2 Transparency in Sustainability Communication? 
Organizations such as a fashion brand/retailer have a huge impact on our lives either in the form 
of consumers, employees or as a citizen. Whether that impact is good or bad we have little 
control over them and it appears that there is a democratic deficit, which can only be remedied 
by increased knowledge, awareness and transparency. Although, scholars and Fashion 
Brand/Fashion acknowledge the need of transparency there is no homogeneous practice or 
standard to assess or measure the Transparency in sustainability communication (Henriques, 
2007). Different fashion Brand/retailers have their own meanings of sustainability, 
transparency and therefore the communication is mostly tailored for branding purpose. In the 
absence of a standard model to assess transparency in sustainability communication, even a 
sincere effort to be transparent may not be rightly perceived. 
Substantially, along with the increasing use of the web and requests for fashion brands/retailers 
industry to improve their social performance, they are increasingly required to communicate 
the social practices of their operations and supply chains in a clearer way (Giau, et al., 2015). 
 
Therefore, this research aims to build and test a model that can be used to assess the 
transparency of sustainability communication on a Fashion Brand/Retailer’s website. 

1.3 Purpose 
This research aims to contribute in the area of transparency and sustainability communication 
by building a prototype assessment model/rubric that provides an approach to achieve 
transparency in web-based sustainability communication. The aim of this research is to explore, 
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understand and explain the factors that contribute to transparency in web based sustainability 
communication.  
 
The main purpose was subdivided into two sub-purposes 

a) Part 1: - To develop an interdisciplinary model / tool that incorporates key features of 
consumer facing transparency. 
RQ1: What are the factors that influence the transparency of sustainability 
communication on a fashion brand’s/retailer’s website? 
 

b) Part 2: - Develop an understanding by Testing it on a real-life fashion brand’s website 
to answer 
RQ2: Is the fashion brand’s/retailers website transparent in sustainability 
communication, based on the model?  

 

1.4 Research Target Group 
This current research has an academic focus. Since it is a prototype model, it should be 
considered as a first step, with the need of further improvement.  

1.5 Research Structure 
Although this is single research, it was divided into two parts since it was done in two steps, it 
aims to achieve comprehension for the reader. Each part has its own separate research 
methodology section and results.  
 
However, the final discussion & limitations were combined. 
 
Part 1 –  Building the theoretical Model 
 
This part focusses on building the theoretical model that can be used to assess the transparency 
in sustainability communication of Fashion brands/retailers. 
To answer RQ1 and to fulfill the quest of building a model, the exploration was led by 3 main 
sub questions  
What is Transparency? Where in the fashion industry is Transparency needed? How is 
transparency in communication perceived on a website based communication? 
 
 

 
Figure 2 Part I 

 

Model

Transparency

Fashion 
Supply Chain

Web based 
Communicati

on
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Transparency – Looks at what Transparency is, its significance and its implications in the 
business/social ecosystem. The main ideas have been consolidated in the theory section of the 
research. 
 
Supply Chain Transparency in Fashion industry - to understand where in the fashion 
industry is transparency needed. 
 
Website based communication – Based on the understanding developed through literature 
review of transparency, I looked into the aspects of online communication that contribute to the 
perception of transparency i.e. to the idea 
 
Model: - The literature review was then synthesized into the development of the researched 
model 
 
Part 2 - Application of the model on a real/life clothing brand.  
 
The second part of the research focuses on testing the model on a real-life brand’s website, 
Figure 3 demonstrate the research structure followed for Part II. 
 

 
Figure 3 Part II - Structure 

  

Case Selection
Application of Model 

using Discourse 
Analysis

Collection of 
Empirical data using 

discourse analyis

Transparency 
Analysis

Report: Findings and 
Limitation
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2 Fashion business and the aspects where transparency in 
sustainability communication is needed 

It is widely acknowledged that consumers currently don’t get enough information to make an 
informed purchasing decision and understanding of terminology (Bohemia, et al., 2017). This 
lack of information lead to lack of awareness among the consumers who neither know the 
impacts of their purchase nor the impact of association with that Fashion Brand/Retailer. Other 
than the presence of this information, it is equally important to address what type of content 
does this information needs to carry. The chapter thus identifies the areas of Fashion 
Brand/Retailer’s business whose information needs to be provided to the consumer. 

2.1 Supply Chain 
The increased share of purchased materials and component in expenditure, transparency 
requirements have been broadened to a scope outside of an organization’s boundaries giving 
rise to the notion of “Supply chain Transparency” (Marshal, et al., 2016) .The global fashion 
industry is based on cheap labor, production and transportation cost while on the other hand it 
has expensive inventory holding costs. The “race to the bottom” trend by fashion 
brands/retailers in order to compete on low prices led to the search of large and cheap 
workforce. In addition to this the just in time nature of fashion had adverse impact on the labor 
working conditions and result in temporary work contracts to the extent of daily contracts, 
overtime, night shifts and working on the weekend. (Manners-Bell, 2014).Such complexity has 
enabled corporations to locate unethical activities to countries where they would not be readily 
visible. Sourcing managers are more concerned about issues such as location, price and quality. 
(Islam, 2015).  
It is also important to see what sustainable initiatives a Fashion Brand/Retailer has taken and 
how does it impact the supply chain. Most previous empirical studies by authors such as Fraj-
Andre’s et al., 2009; Pagell and Wu, 2009; Banerjee, 2002 focus on sustainability as a holistic 
concept or on environmental sustainability, finding that organizations with sustainability 
cultures are more likely to adopt sustainability practices above and beyond regulation. For 
example, sustainability culture was shown to have a direct positive relationship on the adoption 
of green supply chain practices including green purchasing and eco-design (Wu et al., 2012). 
Additionally, conceptual development of sustainability culture predicted that sustainability 
culture would lead to the adoption of sustainability practices (Linnenluecke and Griffiths, 
2010). Pagell and Wu, 2009, in their study of ten supply chain sustainability exemplars, found 
sustainability culture to be an important driver of sustainability practice adoption. 
The communication in this context would deal with the presence of information regarding the 
provenance, social and environmental impact (Marshal, et al., 2016) Therefore, transparency in 
supply chain is also a way for an organization to improve its credibility and legitimacy (Zandén 
& Hansson, 2016). 

2.2 Social Accountability in Supply Chains and its reporting 
The voices of actual suppliers, worker and communities are generally not taken into 
consideration. One argument presented by Zandén, et al., 2015 is the possibility of an 
organization’s attempt to safeguard their reputational capital by tailoring the transparency to 
sooth the sensibilities of their consumers. Without taking into regard whether the means to reach 
there were approved by the workers or not. (Zandén, et al., 2015) 
To assess the transparency in communication it is important to understand the nature of content 
and information that needs to be presented. Therefore, the existing international standards for 
social accountability can be used as a starting point.  
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2.2.1 Using Globally Accepted Standards as ISO2006/ SA8000/ AA1000 as a 
Base for the Model 

In order to have a more holistic and complete understanding of social accountability some 
points from globally accepted social accountability standards such as ISO2006, SA8000 and 
AA1000 were synthesized. 
The ISO (International Standards Organization) define social accountability as 

The actions of an organization to take responsibility for the impacts of its activities 
on society and the environment, where these actions:  
•    are consistent with the interests of society and sustainable development; 
• are based on ethical behavior, compliance with applicable law and 
intergovernmental instruments; and • are integrated into the ongoing activities of the 
organization. 
(ISO, 2006b) 

This has further been elaborated by the standard AA1000 (also known as Accountability 
Principles Standard) which developed by Accountability organization 
(www.accountability.org), although similar to the process in SA8000 (by Social Accountability 
International) standard. It has one major difference which is the principle of inclusivity. The 
AA1000 set of principles of what accountability in practice might mean are listed as  

 inclusivity (of stakeholders in organization management); 
 completeness (of management processes and communications); 
 materiality (of management processes and communications); 
 regularity and timeliness (of management processes and communications); 
 quality assurance (of accountability processes); 
 accessibility (of communications); 
 information quality (of communications); 
 embeddedness (of accountability processes); 
 continuous improvement (of performance). (Göbbels & Jonker, 2003) 

These principles therefore can be adapted to analyze the transparency in the communication by 
Fashion Brand/Fashion brands/retailers 

2.2.2 Transparency in Social Reporting 
 
“the preparation and publication of an account about an organization’s social, environmental, 
employee, community, consumer and other stakeholder interactions and activities, and where 
possible, the consequence of those interactions and activities.” (Islam, 2015) 
 
Social Reporting is a part of the social accounting process. Through social compliance auditing, 
companies assess their impacts on society and measure and report it to their stakeholders. This 
social performance is in relation to society’s requirements. These social audits are as a starting 
point to building disclosure. However, Gray (2000) differentiates disclosure from attestation, 
and defines it (attestation) as an act of verification of disclosure by an Independent authority. 
Therefore, social audit is used as a “personal pulse taking” of a company and the results of 
which may not be published. (Islam, 2015) 
An organization may disseminate information only that advances their corporate image and 
legitimation hence not being fully transparent. However, the organizations may have two 
mutually exclusive objectives a) for management control to look for opportunities to enhance 
legitimation and b) for accountability, democratic and sustainability purposes with the aim of 
benefitting the society. This would also constitute how well the issues reported have been 
described, the indication about what has been included and what should have been included but 
has not been included. As Henriques, 2007 states in his book that the reporting should be more 
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than just discharge of responsibility. Which implies that the companies publish minimum 
information so that they can claim that they have published a sustainability report but make no 
effort in practical action. 
Notions such as accuracy, quantification, non-quantification of data, effective and accessible 
communication thus automatically relate social accountability with Transparency. On the other 
hand, it is largely a voluntary practice, the amount of effort an organization makes and the way 
the information is presented. 
According to Deegan 2007 companies should report information such as, interaction with the 
local community; level of support for community projects; level of support for developing 
countries; Health and safety record; Training, employment and education programs; and 
environmental performance in (Islam, 2015). 

2.3 Disclosures about environmental impacts, buying practices and 
provenance 

Secrecy attempts to create silence in the future. Transparency, secrecy and silence have an 
important relationship with Trust. In order to appear legitimate and legal behavior, transparency 
will increase trust. On the other hand, if stakeholders come to know that a company is 
withholding information, it can result in a state of mistrust towards that company (Henriques, 
2007) 
Secrecy – Deliberate, articulated plan to conceal information in the future 
Silence – the absence of disclosure in all forms (not just speech) 

2.3.1 Disclosure of Suppliers 

A holistic view of transparency in supply chains defined comprises 

 Disclosure of supplier names producing the products, which increases the traceability 
of the products. 

 Information about the sustainability conditions at these suppliers 
 Buying organization’s purchasing practices. (Zandén, et al., 2015) 

As organizations are assumed to focus more on their successful examples while not being 
completely transparent about their hot spots, stakeholders are not willing to rely solely on the 
published information.  

2.3.2 Buying Practices 

Fashion brands/retailers exert large degree of power on the suppliers, to drive lower prices. 
Supply chain as interconnected buyer-seller relationships, each having a certain “relationship 
atmosphere” that can be described in the dimensions: power, control, and conflict. The 
implementation of transparency involves power struggles with uncertain outcomes where 
organizations may use normative power or authoritative power which is the most common way 
as it provides the organization with a standardized procedure which is also easy for external 
communication. (Manners-Bell, 2014). 
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3 Theoretical Frame of Reference 

3.1 Theories of Transparency and Ethics 
The transparency framework proposed by David heald illustrates the way in which power 
operates around an organization- In his original framework Heald has defined transparency as 
“upwards”, “downwards”, “outwards” and “inward”. The concept most relevant to current 
research is in “Transparency inwards” in which those outside an organization can observe what 
is happening inside it. (Henriques, 2007) 
This chapter aims to examine and build an understanding of transparency from the perspective 
of communication. It explores the different theories that help to explain transparency from an 
Information perspective. It also provides the types of transparency within an organization and 
the one that is being focused in the current research.  

3.2 Theories within Transparency 
Therefore, it is essential to first understand the different theories of transparency, its meaning 
within in an organizational context and its relationship with Ethics. 

3.2.1 Correspondence and Coherence Theories of Transparency 
In his book (Henriques, 2007) has identified five main theories to define what transparency is, 
out of them two theories i.e. the correspondence theory and coherence theory were deemed 
more relevant and measurable. Other theories such as consensus theory, pragmatism and 
constructivist theories deal with the difference of perception and creation of truth which are out 
of the scope of this research. 

 Correspondence Theory – suggests that statements are backed up by an underlying 
reality. 

 Coherence theory – Truth resides in the consistency of statement with other 
statements. Where inconsistency among statements or narrative casts doubt on all of 
them. In the scope of this research, the coherence theory shall also be applied to the 
consistency of message between Statements, conversations and visual communication. 
(Henriques, 2007) –Which implies that inconsistency / incoherence in information is 
less likely to be taken into consideration, it may affect both transparency and 
reputation of the organization. 

As Henriques has pointed out, companies make expressive statements for which it may be 
inherently hard to find evidence. e.g. corporate values or logos such as “every little help”. 
Which are not backed by any facts and if these are considered to be then it needs to be known 
that What helps, who was helped and when and where. It is important that the Fashion 
Brand/Fashion back up their claims and initiatives with empirical and accessible data. 
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4 Web Based Sustainability Communication and Reporting 
The chapter focusses on describing the role of company websites in communication and what 
transparency of sustainability communication mean in an online environment. 
Many scholars like (Bortree (2011), Capriotti and Moreno (2007), Kim and Ferguson (2014); 
Kim and Rader (2010); Signitzer and Prexl (2008)) have argued that internet has become as 
key medium for organizations to communicate information and that the stakeholders are 
increasingly turning towards company websites to access information (Ott, et al., 2016). 
Scharl, (2004) emphasizes on the importance of presentation, navigation and quality of the 
website to effectively communicate. They should be developed in a way so that they are useful 
and useable. The design, content, structure and navigation should support findability and 
support users. Professionals agree that successful websites are: accessible, appealing, 
consistent, unified in design, simple, navigable, safe to use, easy to learn, easy to remember 
how to use. (Scharl, 2004) 

4.1 Sustainability Communication 

4.1.1 Reports and Assurance Statements 
Reports such as annual reports, CSR report are a common tool used for disclosure. Many 
companies assume that transparency and reporting are same thing; however, it is important to 
understand that transparency is not same as reporting. Reporting is just one of the ways to partly 
communicate transparency, there are more ways to be transparent and there is more to 
transparency then what’s being reporting.  
Assurance statements may also be used a tool to reduce information asymmetries and enhance 
reliability. However, such statement should be backed up by data and 3rd party attestation so 
that the potential benefits of such statements is not countered and the quality of assurance 
doesn’t diminish. (Gürtürk & Hahn, 2016) 
Figure 4 – demonstrates the sustainability information that customers look for. 
 

 
Figure 4 Environmental Information Consumers Look for (Scharl, 2004) 

 

4.1.2 Comprehensibility of Information 
Voluminous, vague and presentation in an inaccessible technical vocabulary makes it difficult 
for the consumers to engage with the information. Which hinders acting responsibly and 
navigating through a diverging disclosure of information. The information on sustainability is 
usually voluminous, unclear, uses technical vocabulary and scattered which makes it difficult 
for the user to engage with it and to understand it (Zandén & Hansson, 2016). For example, a 
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user has evaluated what statements like “all payments were made in cash, mostly to workers 
parents” or “the exit sign in the warehouse is not properly mark” infer. Henriques has referred 
this barrage of information has been referred to as “data bombing”. Transparency is a function 
of communication and not the function of quantity of information technically disclosed. He also 
found that Non-media companies who often present their impacts as “stories” or “case studies” 
court lack of transparency which is why more and more companies involve PR agencies to write 
CSR reports. (Henriques, 2007) 
 

 
Figure 5 Web based Sustainability Communication by  (Giau, et al., 2015) 

Fashion Brand/Fashion create their online presence through using websites. Trust here means 
that the people see the organization as competent to fulfil its obligations and to act in a 
responsible way. Just like an offline situation, the Fashion Brand/Retailer itself bears the burden 
of presenting themselves as trust worthy. To attain this trust companies must work to improve 
their reputation, performance and appearance. Appearance here means the design of the website 
interface. Consumers interaction with a website not only have to trust the website but also the 
company behind that website.  (Beldad, et al., 2010) .  
The properties of cyberspace that have led to its tremendous success are: freedom of expression, 
transparency and openness, participatory policy and technology development. while the 
Internet has enabled access to more information there is an overload that creates a feeling of 
uncertainty, mistrust and raises doubts about the credibility of information (Lugmayr & Zotto, 
2016) 

4.2 Role of Website Design in Transparency of Communication 
The presence of large amount of information on websites have led to the complexity of 
information structures. The term “website design” here refers to visual design, navigation, 
information structure. Therefore, the view that web design is communication design is vital to 
present the information in a simpler form. The website for any given Fashion Brand/Retailer is 
representative of their sustainability communication strategy and the design process itself is a 
deliberate set of decisions which has to be in line with the communication strategy. The process 
determines the “usefulness” of the website which is whether the users understand the 
information, find it credible. (geest, 2005)  
From communication point of view the designers have to consider  

 How to prevent consumers from the wealth of information being provided 
 How do consumers find the information? 
 How to integrate multi modes of presentation such (text, images and video) in one 

coherent document. 
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The visitors will not be able to learn from content if they are unable to find it, if design 
elements are distracting and if the individual pages don’t highlight the crucial information. 
The sustainability policy therefore must be accessible and visible (Scharl, 2004) . 

4.2.1 Website Navigability 

Navigability of a website is a measure of how easily users (or consumers in this case) can locate 
and access information they need (Vaucher, et al., 2013). Effectiveness of navigation can build 
trust worthiness the websites shall also be free of error and contain high quality content that is 
useful, accurate and complete (Beldad, et al., 2010), while he cites these as the antecedents for 
economic exchange, these are somehow similar to the antecedents of transparency too and thus 
it can be implied that it is true for a social exchange. In light of AA1000 standard explained 
previously and that consumers are turning towards websites to access information (Ott, et al., 
2016). Effective search and navigation shall increase accessibility to information and it will 
contribute to perception of transparency. Geest points out that when the pages are attractive, 
logically consistent and easy to use it leaves a positive impress on the user. Navigation on a 
website is like a “first impression” and a subtle marketing message (geest, 2005).  
The presence of clipart, colors, 3D, dynamic clip art enhanced the feelings of trustworthiness. 
There is a positive relationship of color layout and attributes such as brightness and placement 
with trustworthiness, the specificity of the context limits the generalizability of the finding 
(Beldad, et al., 2010). This has also been supported by Scharl (2004) by the statement that 
experts in the field look for source’s credential where-as the non-experts pay more attention to 
the superficial elements of the site such as design (Scharl, 2004). 

1.1.1.1 Structure & Quality of Information 

The Clarity of purpose of the website and content at entry points such as homepage. Pages such 
as home page are used for branding, image building and are like a first impression to the users. 
It is this page where users decide whether to spend more time on the website, to explore more 
pages or not to. 
Users find it more appropriate to have summary information on the main pages with expansion 
into the subject through offering a link to pages containing more detailed information about the 
subject. 
The content (text and graphics) of the website should be relevant, it should be comprehensible 
for the people it is meant for. The important parts of contents should be stressed. reported that 
an introductory level of language is appreciated by the users as it enables the novice user to 
understand the problems. Following some other aspects that contribute to the quality of 
information structure and content. 

 The speed and ease of searching information. 
 Grasp ability of structure of information and signaling by visual cue’s 
 Consistency of the content (Scharl, 2004) 

4.2.2 Trusting online information 

For sustainability information to be trust worthy there are number of factors that promote trust. 
mentions “common ground” as valuable in trusting online information and it includes: 
knowledge that participants have in common and shared experience and norms. In addition, it 
is important to provide the source of data and information to establish credibility. Such 
information should also be accompanied by authors name so that the users know that someone 
is accountable for putting the information, there should be a provision to contact them (Scharl, 
2004). 



- 15 - 

4.2.3 Visual Communication in the form of Pictures and videos, Design. 

Graphic design is a powerful communication tool today which enables recipient to have the 
ability to decode the message content. Design of a webpage plays important role in establishing 
credibility. The evaluation process described by Lugmayr & Zotto, 2016 divides the evaluation 
process into 3 levels: superficial credibility, credibility of the message and evaluation of the 
content.  Superficial credibility deals with the presentation and organizational element of a 
webpage (Lugmayr & Zotto, 2016). For the credibility of message presence of sources was 
important and for the evaluation of content they combined evaluation of sources with personal 
knowledge and need for information. Therefore, the superficial credibility was mostly based on 
impression and credibility was based on labelling of sources  
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5 Part I – Developing the Model 

5.1 Literature Review 
The model was developed using a conceptual literature review which is a type of a traditional 
literature review and defined as 
 “A conceptual review aims to synthesize areas of conceptual knowledge that contribute to a 
better understanding of the issues.” (Jesson, et al., 2011)  
The process of synthesis begins with a few conceptual definitions, the operational definitions 
become more specific as the researcher becomes more familiar with the research. During this 
type of research, it is usual to come discover operations and unanticipated domains that they 
did not know existed but are relevant to the construct being studied. The research also needs to 
take care to reevaluate the correspondence between the abstractness of the concepts and the 
way they define the operations. (Cooper, 1998) . 

5.1.1 Criticism to Traditional Literature review. 
The process of traditional literature review is criticized for being too open and flexible. There 
is no obligation to provide the process of identification of sources, the reason for including and 
excluding topics (Jesson, et al., 2011). However, at the same time this method supports the 
exploration of ideas and therefore it was suitable for the current research.  
Since this research involves the study of different disciplines, I have mentioned the process that 
was used in identification of material, the criteria for inclusion/exclusion and to achieve 
wholeness in concepts used. In addition to avoid misinterpretation, multiple authors were 
studied for each concept. 

5.1.2 Literature Selection and Review Process 
The figure explains the process that was employed for this literature review. The study started 
with a wide scope which was then narrowed down to fit the scope of this research. No similar 
studies related to this research area were found therefore the search was done by breaking down 
the research problem into areas that overlapped.  
The search and selection of material was done through a criterion of leading questions as in 
figure. The scope of the research was narrowed down to focus on consumer facing transparency 
in sustainability communication.  
 
Therefore, during the selection process the literature that specialized and focused on areas such 
as Transparency in Financial and accounting practices, human computer interaction, computer 
mediated communication, supplier/investor/ employees as stake holders of transparency etc. 
were excluded.  

 
Figure 6 Literature Review Process 
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Figure 7 Criteria of Literature Selection 

Determine source to examine, synthesize valid retrieved studies. Applying editorial criteria to 
separate important from unimportant information. To separate “Valid” from “invalid” studies. 
(Cooper, 1998) The conceptual relevance of the study was decided on the base of abstract and 
in some cases after complete review of the research. The research was started with an open 
mind and broad conceptual definition, during the data evaluation stage irrelevant concepts were 
excluded from the study. 
To relate concepts to concrete events, a variable must be operationally defined which is the 
description of observable events that determine if a concept is present in a particular situation. 
Content Reporting – The content was categorized based on the AA1000 standard 
Structural information – location of sustainability communication i.e. location from the 
homepage, title of the Homepage (Ott, et al., 2016) 
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6 Part I – Result and Discussion the Perceived 
Transparency Model 

Based on the literature review, I propose a prototype model to assess transparency in web based 
sustainability communication Figure 8 

Transparency in Website based sustainability communication 

Factor Strength 
Coherence High 

Low 
Correspondence High 

Low 
Attestation High 

Low 
No Attestation 

Navigability High 
Low 

Engagement Active 
Passive 
low 

Comprehensibility high 
low 

Figure 8 Transparency Assessment Model 

The operational definitions of the terms in this model are specific to “Transparency in 
sustainability communication”  

 Coherence: - Implies that there is a consistency of message within the website and 
reports. The meaning of the word “message” here doesn’t merely restrict to text. Instead 
it refers to incorporating and communicating a message in a way that it reflects in the 
visual communication, written text as well as the web design. A high level of coherence 
would mean that the sustainability message is consistent applied and reflected in all 
form of communications within the website and Low level of coherence would mean 
that the sustainability message is isolated to a few pages or reports. 

 Correspondence: -  Any quoted facts, figures, communicated message (assurance 
statements and claims) should correspond to reality. Anything that is not true should not 
be stated. The message should be clear and not vague. A high correspondence would 
mean that all quoted facts, figures and statements are true, whereas low correspondence 
would mean that facts, figure and statements are incorrect. 

 Attestation: - It is an attribute of information that means that any assurance statements, 
claims, promises or statistics should be backed up by accessible empirical and 
comparable data. This data can either be provided by the company itself or through a 
3rd party. High level of attestation would mean that all given information is supported 
by evidence and endorsement whereas low level of attestation would mean that not all 
information has been backed up with evidence, no attestation means absence of 
evidence and endorsement. 

 Navigability: - Applicable to web design which refers to the ease of access and 
availability of the information. A high level of navigability may mean that actionable 
information is readily and easily available at a point where consumers can evaluate it 
and make an informed decision. In contrast, a low level of navigability would mean that 
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information is hard to access and consumer needs to search and dig deeper into the 
website to access information. 

 Engagement: - Members of the organization should be in reach of consumers, the 
website should offer dialog to the consumers. It is attribute of a Fashion Brand/Retailer’s 
general disclosure and communication policy. It has a wider scope as engagement can 
be reflected in web design, visual and written communication. Engagement can be 
highly active, passive or zero engagement,  

o active engagement would mean that sustainability information/awareness is 
present on high traffic pages of the website (e.g. home page), the Fashion 
Brand/Retailer is offers dialog via multiple channels email, chat, phone or to 
meet. 

o passive engagement would mean that sustainability information/awareness is 
either not communicated or on pages that have low consumer traffic, in other 
words it does not reach the consumers. The Fashion Brand/Retailer is providing 
dialog through limited communication channels. 

o Zero engagement: - the website does not generate any awareness 
communication and offers no dialog 

 Comprehensibility: - Can be applied to textual, visual communication as well as the 
web design. For the written text, the language should be clear and understandable. 
Similarly, the use of visual communication should also be clear and understandable. 
Technical terms and concept should be clearly defined. A high level of 
comprehensibility would mean that information is presented in a simplified form and 
technical language is assisted with a dictionary. Low level of comprehensibility would 
mean that the communication is vague and consumers are presented with unfamiliar 
language without any glossary support. 
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7 Part II – Testing the Model – Research Method 
 
Bearing in mind that the model is qualitative and explorative in nature, it will be by no means 
perfect. Therefore, for future researches it was important to develop and document tools, 
methods in as much detail as possible so that the results can be published in a transparent way. 
Since the model employs assessment of elements such as multi-modal communication, website 
navigability it was important to select the methods that could evaluate all of these elements. 
Firstly, Discourse analysis considers communication and language as a social practice therefore 
it was used as the method to assessment of multi-modal communication. In addition to this since 
the model proposes navigation as influencers of perceived transparency, navigation models 
were used to understand the ease of use and accessibility. 

7.1 Using Discourse Analysis as Research Method 
There are many different approaches to discourse analysis which include but not limited to the 
study of linguistics, grammar and some concentrate on the ideas, issues and themes as they are 
expressed in writing and talking. Gee’s approach to discourse analysis is of “applied discourse 
analysis” where he focuses on problems that are important to people, society and the world. 
The idea of “applied discourse analysis is to maintain empirical standards and to avoid 
politicizing by relying on data (Gee, 2014) 
Two authors Gee,2011 “An Introduction to discourse analysis : theory and method”, “How to 
do discourse analysis: A tool kit” and Rodney H. Jones, 2015 Discourse and Digital practices 
: doing discourse analysis in the digital age were studied to use DA as a tool. Gee offers insight 
into the basic theory and method of performing DA on text whereas Jones focuses on 
performing a multi modal discourse analysis in a digital world. It examines digital practices 
from multiple approaches including textual analysis, conversation analysis, interactional socio 
linguistics, multi modal discourse analysis, object ethnography, geo-semiotics and critical 
discourse analysis. How technologies allow use to combine semiotic elements to create socially 
recognizable text which are then transformed into socially recognizable action 
Discourse Analysts pay attention to four things 
Text: Text here includes written and spoken texts as well as conversations. Further, it also 
includes videos, photographs, drawings, paintings, street signs, websites, software interfaces, 
video games, and any other aggregate of semiotic elements that can function as a tool for people 
to take action. For something to be text, it must have a “texture” which is a property of 
connectedness created through “Coherence” and “Cohesion”. Here coherence is the way text is 
organized sequentially so that it makes a logical sense. Cohesion refers to the way different part 
of the text are held together. (Rodney H. Jones, 2015) . Connection with other texts in the form 
of hyperlinking, embedding, copying and pasting, combining and curating. Digital texts are 
always multimodal, consisting of writing, visuals and sound. 
Context: the social and material situation in which the texts are created, consumed, exchanged 
and appropriated 
Action and interaction: The use of text and how people use it with each other 
Power and Ideology: The use of text to dominate and control others and to create certain 
versions of reality 
 
All approaches of discourse try to understand how these four elements work together i.e. how 
texts are put together and used to take specific action in a situation, how the construction of the 
text reflects and perpetuates a certain social order. 
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7.1.1 Tools used for Discourse analysis 

In order to study these elements Out of the 28 tools that (Gee, 2014) proposed, the following 8 
tools were deemed suitable to assess transparency communication. The Selection of  
Situated Meaning tool: - The concept that any word or structure in language has a certain 
“Meaning Potential”. This can be a specific meaning that a word has or a meaning in a specific 
context. To keep the research out of personal bias, the situated meaning of terms will be 
referenced with scholarly definitions. 
Social Language tool: - The concept that people speak a variety of languages. For any 
communication ask how it uses words and grammatical structures (types of phrases, clauses 
and sentences) to enact a given social language. This tool will be used to identify what kind of 
language was used on the website by the brand. This is done by studying the features such as 
word choice, grammatical structures, patterns of grammatical structures and situated meaning. 
 
The Intertextuality Tool: - When one text refers to, quotes or alludes to another text, it is called 
intertextuality. This is done by finding intertextual references. 
 
Figured World Tool: - Done by examining what a particular communication are assuming and 
inviting listeners/readers to assume. 
 
The Fill in Tool: - Based on what was said and the context in which it was said, what needs to 
be filled in here to achieve clarity. What is not being said overtly, but is still assumed to be 
known or inferable. What knowledge, assumptions and inferences do listeners have to bring to 
bear in order for this communication to be clear and understandable and received in the way 
the speaker intended it. 
 
Resistant Listener: purposely refuse to make and buy into the taken for granted knowledge, 
assumptions and inferences a speaker intends listeners to make. This is to make the listener 
fairer. 
 
Significance Building Tool: - For any communication as how words and grammatical devices 
are being used to build up or lessen significance for certain things and not others. 
 
Identities Building Tool: - For any communication, ask what socially recognizable identity the 
communicator is trying to enact to get others to recognize. 
 
The make Strange Tool: - To view the communication as an unfamiliar person. 
 

7.2 Case Selection 
The case selected to test the model was “Gina Tricot”. 
 
Gina Tricot is a Swedish fashion chain offering exciting, feminine fashion to women in over 30 
countries. Since the company was founded in 1997, we've been growing exponentially, now with 
180 stores in five European countries and more than 2,000 employees. We have a passion for 
fashion, with the goal of offering consumers a new and exciting shopping experience, 
regardless of how often they shop. We're still expanding, while keeping a constant focus on the 
future to see how we can evolve as an international fashion supplier. (Gina Tricot, 2017) 
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The selection was inspired by multiple facts, firstly that they retail internationally through their 
E-stores. But what really caught my attention was the criticism1 on their 2017 ad campaign 
known as “This is the Way2”, though the video had been taken off soon after receiving negative 
public response, however it is still present at multiple instances on the “You-tube”.  
The ad that was reportedly filmed in India among the native cotton growers was criticized for 
glamourizing sensitive environmental issues and it was also considered culturally insensitive as 
it refreshed the memories of British Colonialism in the country (ETC.se, 2017). Other points of 
critique included Cultural appropriation (Omni.se, 2017), Irresponsible communication 
(Resume.se, 2017).  
More search on the internet revealed that in the past they have had accusations of neglecting 
“Child Labor” (www.thelocal.se, 2014) ,the “abuse of Syrian refugees” (cleanclothes.org, 
2017) in their supply chain.  
 
Furthermore, I have no acquaintance with the Brand beyond its name and had no prior 
knowledge about their products, as an organization, their market positioning or sustainability 
initiatives etc. Although my visit to their website was for academic purposes, the experience 
can have said to be analogous to a first-time user of the website. 
 
Although Gina tricot is a Swedish store their online store serves 27 out 32 countries in English 
through a single interface. This number however is not the right representation of their Market 
size. 
 

Language Countries Served URL 
English Austria, Belgium, Bulgaria, Croatia, 

Cyprus, Czech Republic, Estonia, France, 
UK, Greece, Hungary, Ireland, Italy, 
Latvia, Lithuania, Luxembourg, Malta, 
Netherlands, Poland, Portugal, Romania, 
Slovak Republic, Slovenia, Spain, 
Switzerland 

http://www.ginatricot.com/eu/en/start 

Danish Denmark http://www.ginatricot.com/dk/da/start 
Swedish Sweden http://www.ginatricot.com/se/sv/start 
Norwegian Norway http://www.ginatricot.com/no/no/start 
Finish Finland http://www.ginatricot.com/fi/fi/start 
German Germany http://www.ginatricot.com/de/de/start 

Figure 9 List of Market's by Language 

 

7.3 Data Collection and Sampling 
Data collection is an important part of “applied discourse analysis”, given the importance of 
storing data permanently (Mautner, 2005). I first attempted to download the complete website 
and realized that the size of the website is could exceed 1 Gb. Therefore, I decided to take 
detailed screen shots. The web-browser used to explore this website was Mozilla Firefox3 
version 55.0.1 (64-bit), the ad blocker was turned off so that there is no hindrance in the 

                                                
1 https://nyheter24.se/modette/mode/879166-gina-tricots-nya-reklamfilm-far-folk-att-rasa-kommer-

aldrig-handla-hos-er-igen  
2 http://www.youtube.com/watch?v=6izwpcL2wE8 
3 https://www.mozilla.org/en-US/firefox/new/ 
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functionality of the website. The screenshots were taken using a Firefox extension addon called 
Nimbus Capture. 

7.3.1 Selection of Webpages 
There is no adequate framework to perform probability sampling on such huge website. Based 
on the model, the goal was to understand how the website had been structured in terms of 
design, information and navigation. So that adequate depth and breadth of the model can be 
tested. Therefore, the method to selection samples was done by on the concept of “stratified 
sampling”, in which the population (webpages in current context) is divided into separate 
groups. Followed by random sampling within each group. The purpose of using this method 
was to include sample representations of all heterogenous pages. The separate groups created 
were as followed. 

 
Figure 10 Webpage Selection Criteria 

1. Uniqueness by Design: Different sections of the website had a similar design and 
information structure, therefore Selection of page based on having a distinct and 
different design /information structure. E.g. the pages such “Product Information” and 
“Product Category” had a homogenous design for a wide range of products – whereas 
the example of “unique pages” refer to pages such as “company information”, 
“landing pages” etc. all of which are different from each other from design and 
communication perspective.  

2. Unique by Information Content: - Pages having unique information that was not 
present on other parts of the website were selected e.g. pages like “about us”, “design 
process” etc. which presented unique information content which was not present on 
other pages.  

3. Probing and Verification: - Since the research focuses on transparency in sustainability 
communication, the information, claims, statements found on the already selected 
webpages were probed further to verify the “correspondence”, “navigability”, 
“coherence” and “attestation” operations of the Model. 

4. Sustainability Information: the pages containing sustainability information were 
purposely located and examined under the proposed model.  
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The purpose behind this sampling method was to cover maximum aspects of the information 
and design present on the website.   

7.3.2 Data Coding 
All data (individual screen shots) were named using the format “screenshot-{domain}-{date}-
{time}”. Different elements in the screen shots were then marked with a geometrical shape such 
as a rectangle or a square, each having their own corresponding number.  
The pages where design and visual information were to be analyzed were marked with red 
boxes. Each box was allocated with a corresponding number. The box numbers have been 
addressed with “PT” as a prefix, an abbreviation I have used for the word “point” followed by 
the box number, e.g. PT 1, PT2 
The pages where a message, part of a message, a phrase or a term was to be analyzed were 
converted to text and written with the syntax “statement” + “numerical digit” e.g. Statement 1, 
Statement 2 etc.  
The different points of the analysis of the selected statements was written using syntax 
“Analysis” + “numerical digit” e.g. Analysis 1, Analysis 2 etc. It is important to note that the 
analysis itself or the numerical digit used in the analysis does not correspond to a preceding 
statement. The analysis is independent of the statements and while making a comment it 
explicitly calls out the statement number(s) under discussion. 
All collected data has been reported in the 9, the screenshots have been hyperlinked with the 
visited URL. In addition to this all visited URLs have been reported in Appendix B.  

7.3.3 Navigation flow 
To understand navigability, it was important to bear in mind and document the different 
possibilities of navigation a consumer would follow. I have used a simple, semi-structured and 
non-technical categorization of the navigation flow, that was inspired by (Mautner, 2005). The 
“Semi-Structured” flow here means that the way I accessed the website was partly planned, as 
I had intentionally explored all parts of the website, while at other points the navigation 
decisions were led by the design.  

 
Figure 11 Website Navigation Model 
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8 Result of Part II 

1.2 Analysis on the base of Transparency model 

The website was analyzed based on the proposed model, all of the content was analyzed based 
on the operations defined in the model.  

8.1.1 Coherence 

 In the social responsibility section, the company has emphasized on the importance of 
sustainability to the brand, however the Landing page, product information page 
doesn’t carry any visual or textual information carrying the message. 

 There is an inconsistency in the usage of terms, at some points “sustainable fabrics”, 
“sustainable material”, “more sustainable cotton”. 

 From Visual communication perspective, there is an inconsistency in the use of “the 
good project” logo. As 59 products, out of a total of 196 didn’t have the logo. ¨ 

 The design process page (appendix A.6 )  and the company information (appendixA.5) 
do not mention sustainability as a part of the process or work environment etc.   
 

8.1.2 Correspondence 

 On page 24 of the sustainability report for 2016, they claim to “encourage consumers 
to wash less frequently”, however during the examination of their website no message 
that would correspond to this claim existed. Similarly, the website doesn’t 
communicate any method of end of life garment whose collection has been claimed in 
the report. 

 The design of the website and communication currently focuses on maximizing 
product exposure to the consumer and it encourages the consumer to buy more.  

 The term “sustainability” and its scope of application has not been defined, at most 
instances it has been associated with Raw materials such as cotton or other fibers. 
Other areas such as the use of chemicals in dyeing, wet processing, jeans processing 
etc has not been mentioned anyway. This lack of clarity sends a message which is 
technically inaccurate. 
 

8.1.3 Attestation 

 In the description of their Falsterbo collection “most of the garments are made from 
sustainable materials”, but no empirical evidence to demonstrate what number “most” 
signifies. 

 On the product information pages including the so called “sustainable collection” (in 
appendix A.4), there was no information or data. that would indicate why that 
particular product is sustainable.  

 In the definition of “sustainable materials” as a material containing 50% elements 
from sustainable resources, the source of the definition has not been mentioned.  
 

8.1.4 Navigability 

The thorough examination of Landing Page, 1.2A.2Drop Down Menu , Category Page, 
Product info page , Search Navigation revealed (click on the pages to see appendix) 
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 In general, the sustainability information cannot be accessed from the main navigation 
menu of these pages. 

 The products do not carry any information about their sustainability at the product 
information page. Even the products from the so called sustainable collection do not 
carry any information about what makes the products sustainable. (See A.4) 

 Sustainability information is not easily accessible to general consumer, it can only be 
accessed through the link named “social responsibility”, It is the small size of text and 
the location of the link at the bottom of the website that makes it difficult to access and 
can only be found by user who specifically look for (Figure 13 ). 

8.1.5 Engagement 

 Visual communication of sustainability has not been given any space on the landing 
page and other pages such as Category or Product information pages. Instead, the 
space is dominated by messages that communicate new fashion trends and encourage 
consumer to purchase (Landing Page) 

 The contact information for the team working on “good project” is located deep in the 
website structure in social responsibility section (Check A.9) 

The level of engagement of the website is passive. 

8.1.6 Comprehensibility 

 Category Pages such as “The Good Project”, “Equestrian Collection”, “Falsterbo 
Collection” use terms such as “sustainable fabrics”, “made from sustainable materials” 
in their description however they don’t provide any “in text” definitions or links to 
what it actually means. 

 On the Product info page several terms such as “Better Cotton Initiative” have been 
used however no explanation or hyperlinks have been offered to explain what it is.  

 In the definition of “sustainable materials” as a material containing 50% elements 
from “sustainable resources”, What is a sustainable resource is not defined. 

8.2 What if the Model were to be used? 
Based on the criteria of the model, the evidence suggests that current sustainability 
communication on Gina Tricot’s website has a low level of transparency and reflects a low 
level of commitment towards sustainability. 
Based on the findings it will be helpful to understand what the major problems were and how 
use of this model would have helped in creating a more transparent website that would reflect 
a high level of commitment. 
Current If Model were to be used 
No Information at point of Sale Material and impact information at point of 

sale 
No integration of Sustainability in marketing, 
design process, company’s way of working 
and work environment 

Sustainability related messages are actively 
posted. 
The policy is clearly defined and reflected in 
daily work and processes. 

Definition/ explanation of Technical Terms 
missing at the point of use.  

An option to understand and expand the 
technical terms present at the point of usage 
e.g. external link, popup box or other design 
feature 
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Sustainability information is Buried and has 
single access point that may only be searched 
by a “super conscious consumer” 

High level of communication through 
multiple access points and by providing right 
information at the right spot. 

Sources for Figures and Claims are missing All figures, claims are backed up with 
evidence. 

Material grading method has not been 
disclosed. 

Material grading criteria should be made 
public. 

Scope of sustainability poorly defined.  Sustainability is clearly defined, along with 
disclosure on which areas of supply chain are 
sustain 

Provenance not declared in the product info Product information would contain details 
about source of production. 

Sustainable behavior and practices are not 
communicated on high traffic pages. 

High traffic pages such as landing page has 
space allocated to sustainability information 

  

8.3 Limitations of the Model 
This research was Qualitative in nature with the objective to develop and explain a model. Due 
to limiting factors such as time, number of words and pages only one case was studied.  

 Limited Case: The case studied was selected on purpose since it had attracted 
negative attention, the explanation of the model would have benefitted further if 
another case of a company with a positive image was also selected. In such a situation, 
the model would have been explained to its full potential. However, it is intended to be 
a prototype and not a final version so further research using multiple cases is 
recommended. 

 Subjectivity: The qualitative interpretation in the research are subjective, another 
research having a different background or knowledge may interpret the factors of the 
models differently. E.g. It would be interesting to see how an expert in the field of 
communication or sustainability use and interpret the model. Secondly, a researcher 
bias exists as the opinion of fashion brand/retailer studied in the research was not 
taken into consideration. 

 Quantitative Tool: It would be really helpful to perform a quantitative research to test 
the model. A rating scale such as a Likert Scale might be useful to develop a scoring 
tool might be helpful in comparative analysis of transparency within different Brands. 

  



- 28 - 

References 

A.M.S.HAMOUDA, Q. U. Q. a. R. A. a. S. A. ,. N. D. U. M. M., 2012. Materials and design issues for 

military helmets. In: E. Sparks, ed. Advances in Military Textiles and Personal equipment. 

s.l.:Woodhead Publishing, pp. 103-133. 

A.V.Cardello, U. A. N. S. R. D. a. E. C. U., 2008. The sensory properties and comfort of military 

fabrics and clothing. In: E.Wilusz, ed. Military Textiles. s.l.:Woodhead Publishing, pp. 71-103. 

Abraham, N., 2011. The apparel aftermarket in India – a case study focusing on reverse logistics. 

Journal of Fashion Marketing and Management: An International Journal, Vol. 15(Iss 2), pp. pp. 211 

- 227. 

Alessandro Brun, C. C., 2008. Supply chain strategy in the fashion industry: Developing a portfolio 

model depending on product, retail channel and brand. Int. J. Production Economics , Volume 116, 

pp. 169-181. 

Alexander Trautrims, D. B. G. J. F. T. H., 2009. Optimizing on-shelf availability for customer service 

and profit. Journal of Business Logistics, 30(2). 

Arenius, P. & Clercq, D. D., 2005. A network based approach to opportunity recognition. Small 

Business Economics, Volume 24, pp. 249-265. 

Aula, P. & Heinonen, J., 2016. The Reputable Firm How Digitalization of Communication Is 

Revolutionizing Reputation Management. 1st ed. s.l.:Springer. 

Baldwin, J. & Roberts, L., 2006. Visual Communication: From Theory to Practice. s.l.:AVA 

Publishing SA. 

Baron, R. A., 2000. Psychological Perspectives on Entrepreneurship: Cognitive and Social Factors in 

Entrepreneurs’ Success. CURRENT DIRECTIONS IN PSYCHOLOGICAL SCIENCE, Volume 

VOLUME 9, NUMBER 1, FEBRUARY 2000, pp. 15-18. 

baron, R. A. & Ensley, M. D., 2006. Opportunity Recognition as the Detection of Meaningful 

Patterns: Evidence from the comparisons of new and experienced Entrepreneurs. Management 

Science, 52(9), pp. 1331-1334. 

Begum, L. & Dasgupta, R. K., 2015. Contemporary South Asian Youth Cultures and the fashion 

landscape. International Journal of Fashion Studies., Volume 2, pp. 133-145. 

Beldad, A., Jong, M. d. & Steehouder, M., 2010. How shall I trust the faceless and the intangible? A 

literature review on the antecedents of online trust. Computers in Human Behaviour, Volume 26, pp. 

857-869. 

Bjerregaard, B., 2009. Design from Scandinavia, Copenhagen: World Pictures. 



- 29 - 

Blackburn, R., 2015. Sustainable Apparel : Production, Processing and Recycling. First Edition ed. 

s.l.:Richard Blackburn. 

Bohemia, E., bont, C. d. & holm, L. S., 2017. Conference proceedings of the Design Management 

Academy :Research Perspectives on Creative Intersections. Hong Kong, Design Research Society. 

Brooks, A., 2013. Stretching global production networks: The international second-hand clothing 

trade. Geoforum, Volume 44, pp. 10-22. 

Brown, D. L., Guidry, R. P. & Patten, D. M., 2010. SUSTAINABILITY REPORTING AND 

PERCEPTIONS OF CORPORATE REPUTATION: AN ANALYSIS USING FORTUNE MOST 

ADMIRED SCORES. In: M. FREEDMAN, ed. Sustainability, Environmental Performance and 

Disclosures. s.l.:Emerald Group Publishing Limited, pp. 83-104. 

Bryman, A., 2012. Chapter 7: The nature of quantitative research. In: A. Bryman, ed. Social Research 

Method. s.l.:Oxford University Press, pp. 160-182. 

Business Insider, 2016. Business Insider. [Online]  

Available at: http://nordic.businessinsider.com/the-10-emerging-markets-of-the-future-2016-

7?r=US&IR=T 

[Accessed 28 03 2017]. 

Buzzfeed, 2012. www.buzzfeed.com. [Online]  

Available at: https://www.buzzfeed.com/copyranter/15-classic-spoof-ads-by-mad-

magazine?utm_term=.xcVEja3kDL#.onAA3OqMKx 

[Accessed 26 03 2017]. 

C. COULDRICK, C. U. U., 2012. Optimisation of body armour design parameters : vulnerability and 

survivability assessment . In: E. Sparks, ed. Advances in Military Textiles and personal equipment. 

s.l.:Woodhead Publishing, pp. 196-211. 

C. Winterhalter, U. A. N. S. R. D. a. E. C. U., 2008. Military fabrics for fl ame protection. In: 

E.Wilusz, ed. Military Textiles. s.l.:Woodhead Publishing, pp. 326-343. 

C.A.Gomes, F.-M. I. U., 2008. Designing military uniforms with high-tech materials. In: E.Wilusz, ed. 

Military Textiles. s.l.:Woodhead Publishing, pp. 183-202. 

C.Thwaites, W. a. A. U. L. U., 2008. Cold-weather clothing. In: E.Wilusz, ed. Military Textiles. 

s.l.:WoodHead Publishing, pp. 158-179. 

Chan, H.-L., Choi, T.-M. & Lok, J. C.-Y., 2015. Mass Market Second-Hand Clothing Retail 

Operations in Hong Kong: A Case Study. In: Springer Series in Supply Chain Management. 

s.l.:Springer International Publishing Switzerland, pp. 155-165. 



- 30 - 

Clark, C. E., 2016. Corporate and information disclosure: the definitional landscape. Public Relations 

Review, Volume 42, pp. 229-231. 

Clarke, A., 2017. SEO 2017: Learn search engine optimization with smart internet marketing 

strategies. s.l.:Simple Effectiveness Publishing,. 

cleanclothes.org, 2017. CleanClothes.org. [Online]  

Available at: https://cleanclothes.org/news/2017/01/18/nordic-fashion-brands-need-to-tackle-abuse-of-

syrian-refugees-in-turkish-garment-factories 

[Accessed 11 08 2017]. 

Cooper, H., 1998. Synthesizing Research : A guide for literature reviews. 2 ed. s.l.:Sage Publications. 

D K.Y.TAM, S. ,. P. a. T. T. H. K. U., 2012. High-performance ballistic protection using polymer 

nanocomposites. In: E. Sparks, ed. Advances in Military Textiles and Personal Equipment. 

s.l.:Woodhead Publishing, pp. 213-235. 

D. J.CARR, C. U. U. C. W. a. R. M. L. U. o. O. N. Z., 2012. Anthropometric methods for the 

successful design of military clothing and equipment . In: E. Sparks, ed. Advances in Military Textiles 

and Personal Equipment. s.l.:Woodhead Publishing, pp. 49-60. 

Dan Kent, G. D. M. ,. P. ‘. W. S., 2013. Reducing the Risks of Diabetes Complications Through 

Diabetes Self-Management Education and Support. POPULATION HEALTH MANAGEMENT, 16(2), 

pp. 74-81. 

Derry Law, C. W. &. J. Y., 2012. How does visual merchandising affect consumer affective 

response?. European Journal of Marketing, 46(1/2), pp. 112-133. 

Design to Design, 2010. Design to Design. [Online]  

Available at: http://www.designtodesign.com/designtodesign_journal/2010/2/18/modern-clothing-

store-interior-ideas-bapestore-singapore.html 

[Accessed 23 03 2017]. 

Devin, B., 2016. Half-truths and dirty secrets: Omissions in CSR communications. Public Relations 

Review , Volume 42, pp. 226-228. 

Dodson, I., 2016. The Art of Digital Marketing. 1st ed. New jersey: WILEY. 

E. Shim, N. C. S. U. U., 2013. Smart surface treatments for textiles for protection. In: R. A. Chapman, 

ed. Smart textiles for Protection. s.l.:Woodhead publishing, The textile Institute, pp. 87-120. 

E. Sparks, C. e. U. U., 2008. Future soldier requirements: Dealing with complexity. In: E. Wilusz, ed. 

Military textiles. s.l.:Woodhead Publishing in Textiles: Number 73, pp. 3-15. 



- 31 - 

Etashee, 2015-2017. Etashee. [Online]  

Available at: www.etashee.com 

[Accessed 11 03 2017]. 

ETC.se, 2017. ETC. [Online]  

Available at: https://www.etc.se/inrikes/raseri-mot-gina-tricots-kampanj-borde-fan-vara-straffbart 

[Accessed 11 8 2017]. 

F. B OUSSU and P. B RUNIAUX, U. o. L. N. o. F. F., 2012. Customization of a lightweight bullet-

proof vest for the female form. In: E. Sparks, ed. Advances in Military Textiles and personal 

equipment. s.l.:Woodhead Publishing, pp. 167-194. 

F.S.Kilinc-Balci and Y.Elmogahzy, A. U. U., 2008. Testing and analyzing comfort properties of 

textile materials for the military.. In: E.Wilusz, ed. Military Textiles. s.l.:Woodhead Publishing, pp. 

107-136. 

Feras Alhlou, S. A. a. E. F., 2016. Google Analytics Reporting Overview : User Characteristics and 

Behaviour. In: Google Analytics Breakthrough. New Jersey: Wiley, pp. 9-46. 

Finkelstein, J., 2007. The Art of Self Invention : image and identity in popular visual culture. 1st ed. 

London: I.B. Tauris. 

Freeman, D., 2015. ENTREPRENEURIAL LEADERSHIP ACROSS CONTEXTS: UNIQUE 

CHALLENGES & SKILLS. Journal of Leadership studies, 8(3), pp. 40-40. 

FREEMAN, D. & SIEGFRIED, R. L., 2015. Entrepreneurial Leadership in the context of Company 

Start up and Growth. Journal of leadership studies, 8(4), pp. 35-39. 

G. P. K RUEGER, C. (. U. A. U., 2012. Psychological issues in military uniform design. In: E. Sparks, 

ed. Military Textiles. s.l.:Woodhead Publishing, pp. 64-78. 

G. TORRENS and I. CAMPBELL, L. U. U. W. T. ,. D. S. a. T. L. (. M. o. D. (. U., n.d. Design issues 

in military footwear and handwear. In: E. Sparks, ed. Advances in Military Textiles and personal 

equipment. s.l.:Woodhead Publishing, pp. 139-163. 

G.A.Thomas, A. U. U., 2008. Non-woven fabrics for military applications. In: E. Wilusz, ed. Military 

Textiles. s.l.:Woodhead Publishing, pp. 17-48. 

G.Sun, U. o. C. U. a. S. a. R. J. A. U. U., 2008. Self-decontaminating materials for chemical biological 

protective clothing. In: E.Wilusz, ed. Military Textiles. s.l.:Woodhead Textiles, pp. 281-291. 

Gardetti, M. A. & Muthu, S. S., 2015. Sustainable apparel? Is the innovation in the business model - 

The case of IOU project. Textiles and Clothing sustainability, 1(2), pp. 1-10. 

Gee, J. P., 2011. An Introduction to discourse analysis : theory and method. 3rd ed. NewYork: 

Routledge. 



- 32 - 

Gee, J. P., 2014. How to do Discourse Analysis : A Tool kit. Second ed. NewYork: Routledge. 

geest, T. M. V. d., 2005. Website Design is communication Design. 2 ed. Amsterdam/Philadelphia: 

John Benjamins Publishing Company. 

Giau, A. D. et al., 2015. Sustainability practices and web-based communication: An analysis of the 

Italian fashion industry. Journal of Fashion Marketing and Management, 20(1), pp. 72-88. 

Gina Tricot, 2017. www.ginatricot.com. [Online]  

Available at: http://www.ginatricot.com/ceu/en/eu/the-company/about-gina-tricot/ceucontent-

ceucorporate-ceucorporatepage-p1.html 

[Accessed 11 8 2017]. 

Göbbels, M. & Jonker, J., 2003. AA1000 and SA8000 compared: a systematic comparison of 

contemporary accountability standards. Managerial Auditing Journal, 18(1), pp. 54-58. 

Gonslaves, R., 2012. Independent.co.uk. [Online]  

Available at: http://www.independent.co.uk/life-style/fashion/features/fcuk-the-logo-that-became-a-

no-no-7704257.html 

[Accessed 22 03 2017]. 

Gorelick, M., 2006. The secrets of used clothes. UN Chronicle, 43(3), pp. 33-35. 

Green, W., 2000. The Retail Store: Design and Construction. 2nd Edition ed. s.l.:IUNIVERSE. 

Greenwood, G. L. -., 2013. Fashion Marketing Communication. 1st ed. s.l.:John Wiley & Sons Ltd. 

Guiot, D. & Roux, D., 2010. A Second-hand Shoppers Motivation Scale: Antecedents, Consequences, 

and Implications for Retailers. Journal of Retailing, Volume 86, pp. 355-371. 

Gürtürk, A. & Hahn, R., 2016. An empirical assessment of assurance statements in sustainability 

reports: smoke screens or enlightening information?. Journal of Cleaner production, Volume 136, pp. 

30-41. 

H. Cao, U. o. D. U., 2013. Smart technology for personal protective equipment and clothing . In: R. A. 

Chapman, ed. Smart Textiles for Protection. s.l.:Woodhead publishing, pp. 229-241. 

Han, J., 2013. Understanding second-hand retailing: A resource based perspective of best practices 

leading to business success, Ames: ProQuest LLC. 

Hansen, K. T., 2000. Other People's Clothes? The International Second-hand Clothing Trade and 

Dress Practices in Zambia. Fashion Theory, 4(3), pp. 245-274. 

Hawley, J. M., 2006. Digging for Diamonds: A Conceptual Framework for Understanding Reclaimed 

Textile Products. Clothing and Textiles Research Journal, 24(3), pp. 262-275. 

Henriques, A., 2007. Corporate Truth: the limit to transparency. 1 ed. London: EarthScan. 



- 33 - 

Hjort, K. &. L. B., 2012. (R)e-tail borrowing of party dresses: an experimental study. International 

Journal of Retail & Distribution Management, 40(12), pp. 997-1012. 

huston, L. & Sakkab, N., 2006. HBR. [Online]  

Available at: https://hbr.org/2006/03/connect-and-develop-inside-procter-gambles-new-model-for-

innovation 

[Accessed 24 3 2017]. 

Hye-Young Kim, J.-Y. M. K. a. K. K. J., 2012. International Journal of Retail & Distribution 

Management program attributes and resistance to change. Effect of consumer relationship proneness 

on perceived loyalty , 40(5), pp. 376-387. 

I. HORSFALL, C. U. U., 2012. Key issues in body armour: threats, materials and design . In: E. 

Sparks, ed. Advances in Military Textiles and Personal Equipment. s.l.:Woodhead Publishing Series, 

pp. 3-19. 

IKEA, 2016. Life at Home. [Online]  

Available at: http://lifeathome.ikea.com/home/ 

[Accessed 22 3 2017]. 

IMF, 2016. IMF. [Online]  

Available at: https://www.imf.org/en/News/Articles/2016/10/24/SP102416-Pakistan-Emerging-

Markets-in-the-World-Economy 

[Accessed 28 03 2017]. 

Islam, M. A., 2015. CSR, Sustainability, Ethics & Governance: Managing Legitimacy in global supply 

chains. 1st ed. s.l.:Springer. 

Isla, V. L., 2013. Investigating second-hand fashion trade and consumption in the Philippines 

Expanding existing discourses. Journal of Consumer Culture, 13(3), p. 221–240. 

J. BAUMBACH, C. f. S. a. I. R. (. S. A., 2012. Colour and camoufl age: design issues in military 

clothing . In: E. Sparks, ed. Advances in Military Textiles and Personal Equipment. s.l.:Woodhead 

Publishing, pp. 79-100. 

J. DAVY, D. S. a. T. O. A., 2012. Assessing military equipment requirements and capability: the 

Australian experience . In: E. Sparks, ed. Advances in Military Textiles and Personal Equipment. 

s.l.:Woodhead Publishing, pp. 21- 46. 

J. KIRK, U. A. N. S. C. U., 2012. Advanced hydration systems for soldiers: the example of the US 

Army. In: E. Sparks, ed. Advances in Military Textiles and personal equipment. s.l.:Woodhead 

Publishing, pp. 306-316. 



- 34 - 

J. Michael Haynie, D. S. E. M. a. P. C. E., 213. A situated metacognitive model of the entrepreneurial 

mindset. Journal of Business Venturing, 25(2), pp. 217-229. 

Jamieson, H., 2007. Visual Communication : More than meets the Eye. 1st ed. s.l.:Intellect. 

Jesson, J. K., Matheson, L. & Lacey, F. M., 2011. Doing Your Literature Review : traditional and 

systematic techniques. 1st ed. s.l.:Sage Publications. 

Jr., V. D. R. G. & Wassenhove, L. N. V., 2009. The evolution of closed loop supply chain research. 

OPERATIONS RESEARCH, 57(1), pp. 10-18. 

Jr, V. D. R. G. & Wassenhove, L. N. V., 2002. The reverse supply chain. Harvard Business Review, 

80(2), pp. 25-26. 

Juha Kansikas, A. L. V. S. a. T. K., 2011. Entrepreneurial leadership and familiness as resources for 

strategic entrepreneurship. International Journal of Entrepreneurial Behavior & Research, Vol. 

18(issue 22), pp. 141 - 158. 

Kent Walker, F. W., 2012. The Harm of Symbolic Actions and Green-Washing: Corporate Actions 

and Communications on Environmental Performance and Their Financial Implications. Journal of 

Business Ethics, Volume 107, pp. 227-242. 

Khan, A. S., 2014. Second-hand clothes market expanding. [Online]  

Available at: https://www.dawn.com/news/1083374 

[Accessed 03 11 2017]. 

Kitchenham, B., 2004. Procedure for performing systematic reviews, s.l.: Keele University Technical 

Report. 

Korchia, M., 2006. Am I What I Wear? An Exploratory Study of Symbolic Meanings Associated with 

Secondhand Clothing. Advances in Consumer Research, Volume 33, pp. 23-35. 

Kotler, P., Kartajaya, H. & Setiawan, I., 2017. Marketing 4.0. 1st ed. New Jersey: Wiley. 

KUBBA, S., 2003. Space Planning for Commercial and residential Interiors. s.l.:McGraw-Hill. 

L.Hart, S. & Dowell, G., 2010. A Natural-Resource-Based View of the Firm: Fifteen Years After. 

Journal of Management, pp. 1-15. 

Lieb, R., 2012. Content Marketing: Think Like a Publisher—How to Use Content to Market Online 

and in Social. Indianapolis: Que Publishing. 

Lugmayr, A. & Zotto, C. D., 2016. Media Convergence Vol 1 : Journalism, Broadcasting, and Social 

Media Aspects of Convergence. s.l.:Springer. 

Luo, V. J. a. Y., 2007. Creating Competitive Advantages Through New Value Creation: A Reverse 

Logistics Perspective. Academy of Management Perspectives, pp. 56-73. 



- 35 - 

Manners-Bell, J., 2014. Societal Risk. In: Supply chain risk : understanding emerging threats to 

global supply chains. London: Kogan Page, pp. 123-150. 

Marshal, D., McCarthy, L., McGrath, P. & Harrigan, F., 2016. Whats your Strategy for Supply chain 

disclosure. MITSLOAN Management Review, 57(2), pp. 37-45. 

Marshall, D., McCarthy, L., McGrath, P. & Claudy, M., 2015. Going above and beyond: how 

sustainability culture and entrepreneurial orientation drive social sustainability supply chain practice 

adoption. Supply Chain Management: An International Journal, 20(4), pp. 434-454. 

Masch, J. & Drisko, T., 2015. Basic Content Analysis. In: Content Analysis. s.l.:Oxford University 

Press. 

Mathews, B., 2016. www.ecotextile.com. [Online]  

Available at: https://www.ecotextile.com/2016060722159/materials-production-news/sac-and-oia-pen-

higg-index-agreement.html 

[Accessed 25 03 2017]. 

Mattila, H., King, R. & Ojala, N., 2002. Retail performance measures for seasonal fashion. Journal of 

Fashion Marketing and Management: An International Journal, 6(4), pp. 340-351. 

Mautner, G., 2005. Time to get wired: Using web-based corpora in critical discourse analysis. 

Discourse & Society, 16(6), pp. 809-828. 

Mesch, G. S., 2012. Is online trust and trust in social institutions associated with online disclosure of 

identifiable information online?. Computers in Human Behavior, Volume 28, pp. 1471-1477. 

Mhango, M. W. & Niehm, L. S., 2005. The second-hand clothing distribution channel : Opportunities 

for retail entrepreneurs in Malawi. Journal of Fashion Marketing and Management: An International 

Journal, 9(3), pp. 342-356. 

MIDDLEBROOKS, A., 2015. ENTREPRENEURIAL LEADERSHIP ACROSS CONTEXTS. 

JOURNAL OF LEADERSHIP STUDIES,, 8(4), pp. 27-29. 

Mindful Design Consulting, 2015. Mindful Design Consulting. [Online]  

Available at: https://mindfuldesignconsulting.com/eye-catching-facade-introduces-creative-concept-

store-commercial-interior-design-news/ 

[Accessed 23 3 2017]. 

Mol, A. P., 2013. Transparency and value chain sustainability. Journal of Cleaner Production, 

Volume 107, pp. 154-161. 

Mol, A. P., 2015. Transparency and value chain sustainability. Journal of Cleaner Production, 

Volume 107, pp. 154-161. 



- 36 - 

N.Pan, U. o. C. U., 2008. Mechanical failure criteria for textiles and textile damage resistance. In: 

E.Wlusz, ed. Military Textiles. s.l.:Woodhead Publishing, pp. 50-67. 

N.Pan, U. o. C. U., 2008. Sweat management for military applications. In: E.Wilusz, ed. Military 

Textiles. s.l.:Woodhead Publishing, pp. 137-155. 

Norris, L., 2015. The limits of ethicality in international markets: Imported second-hand clothing in 

India. Geoforum, Volume 67, pp. 183-193. 

Omni.se, 2017. Omni.se. [Online]  

Available at: http://omni.se/gina-tricot-kritiseras-kulturell-appropriering/a/5ak8m 

[Accessed 11 8 2017]. 

Ott, H., Wang, R. & Bortree, D., 2016. Communicating Sustainability Online: An Examination of 

Corporate, Nonprofit, and University Websites. Mass Communication and Society, 19(5), pp. 671-687. 

P. BRASSER, B. C. T. N. a. M. S. ,. I. E. a. P. B. T. N., 2012. Modelling the comfort and protection 

qualities of chemical, biological, radiological and nuclear (CBRN) protective clothing. In: E. Sparks, 

ed. Advances in Military Textiles & Personal equipment. s.l.:Woodhead Publishing, pp. 238-258. 

P. Sudhakar and N.Gobi, K. C. o. T. I. a. M. k. P. P. C. I., 2008. Camoufl age fabrics for military 

protective clothing . In: E.Wilusz, ed. Military Textiles. s.l.:Woodhead Publishing, pp. 293-318. 

P. Sudhakar, S. a. D. B. K. C. o. T. I., 2008. New developments in coatings and fibers for military 

applications. In: E.Wilusz, ed. Military Textiles. s.l.:Woohead Publishing, pp. 319-325. 

Palmer, A. & Clark, H., 2005. Second Hand Fashion, Culture and Identity in Hong Kong. In: Old 

Clothes, New Looks: Second Hand Fashion. s.l.:Oxford, pp. 155-170. 

Pal, R., 2015. APPLYING 3-DCE FOR VALUE CREATION IN SECOND-HAND CLOTHING IN 

SWEDEN. Bologne, Italy, 20th ISL. 

Pal, R., 2015. EPR-SYSTEMS AND NEW BUSINESS MODELS FOR SUSTAINED VALUE 

CREATION: A STUDY OF SECOND-HAND CLOTHING NETWORKS IN SWEDEN. Bucharest, 15th 

AUTEX world Textile conference. 

Panwar, R., Hansen, E. & Kozak, R., 2012. Evaluating Social and Environmental Issues by Integrating 

the Legitimacy Gap With Expectational Gaps: An Empirical Assessment of the Forest Industry. 

Business & Society, 53(6), pp. 853-875. 

PERREY, J. & SPILLECKE, D., 2013. RETAIL MARKETING AND BRANDING : A DEFINITIVE 

GUIDE TO MAXIMIZING ROI. Second ed. s.l.:Wiley's. 

Pomodoro, S., 2013. Temporary retail in fashion system: an explorative study Management: An 

International Journal. Journal of Fashion Marketing and, 17(3), pp. 341-352. 



- 37 - 

Pure Waste, 2012. PURE WASTE. [Online]  

Available at: https://www.purewaste.org/media/pdf/textile-product-waste-fast-facts.pdf 

[Accessed 31 03 17]. 

Q. Truong and E. Wilusz, U. A. U., 2013. Advances in chemical and biological protective clothing. In: 

R. A. Chapman, ed. Smart Textiles for Protection. s.l.:Woodhead Publishing, pp. 364-376. 

Q.Truong and E.Wilusz, U. A. N. S. R. D. a. E. C. U., 2008. Chemical and biological protection. In: 

E.Wilusz, ed. Military Textiles. s.l.:Woodhead Publishing, pp. 242-280. 

Radhakrishnan, S., 2015. The Sustainable Apparel Coalition and the Higg Index. Springer Science, pp. 

23-55. 

Rahayu tasnim, H. s., 2016. What, exactly , is entrepreneurial commitment ?. The Journal of Applied 

Management and Entrepreneurship, 21(3), pp. 6-35. 

Reichborn-Kjennerud, K. & Helge Svare, O. a. A. U. C. o. A. S., 2014. Entrepreneurial growth 

strategies: The Femal Touch. International Journal of Gender and Entrepreneurship,Emerald Group 

Publishing Limited, 6(2), pp. 181-199. 

Resume.se, 2017. Resume.se. [Online]  

Available at: https://www.resume.se/nyheter/artiklar/2017/03/23/gina-tricot-ett-exempel-pa-en-

kommunikationsbransch-som-inte-tar-ansvar/ 

[Accessed 11 08 2017]. 

Reynolds, K. E. & Jaishankar Ganesh, M. L., 2002. Traditional malls vs. factory outlets: comparing 

shopper typologies and implications for retail strategy. Journal of Business Research, Volume 55, pp. 

687-696. 

Rodney H. Jones, A. C. C. A. H., 2015. Discourse and Digital practices : doing discourse analysis in 

the digital age. 1st ed. Oxon: Routledge. 

Rubio, S. & Jiménez-Parra, B., 2014. Reverse Logistics: Overview and Challenges for Supply Chain 

Management. International Journal of Engineering Business Management, 6(12), pp. 1-7. 

Scharl, A., 2004. Environmental Online Communication. s.l.:Springer. 

Schenkel, M., Caniëls, M., Krikke, H. & Laan, E. v. d., 2015. Understanding value creation in Closed 

loop supply chains - Past findings and future directions. Journal of manufacturing system, Volume 37, 

pp. 729-745. 

Shilpa Bagdare, R. J., 2013. Measuring retail customer experience. International Journal of Retail & 

Distribution management, 41(10). 

Siculiano, V., 2014. Visual Marketing Secrets: How to use smartphone photography to engage online 

and attract more customers. 1st ed. s.l.:Say Wow Marketing. 



- 38 - 

Smallwood, K., 2015. Today I Found out. [Online]  

Available at: http://www.todayifoundout.com/index.php/2015/08/french-connection-uk-importance-

branding/ 

[Accessed 22 03 2017]. 

Spoyl, 2016. SPOYL. [Online]  

Available at: https://www.spoyl.in/ 

[Accessed 11 03 2017]. 

Stefanska, M. & Nestorowicz, R., 2015. The influence of CSR and fairtrade communications on 

attitude, customer behaviour and retailer perception. In: Fair Trade in CSR strategy of global retailers. 

s.l.:Palgrave Macmillan, pp. 117-149. 

Strähle(ed.), J., 2017. Green Fashion Retail. Singapore: Springer. 

Sum, C. &. H. C., 2009. Salespersons' service quality and customer loyalty in fashion chain stores: a 

study in Hong Kong retail stores. Journal of fashion marketing and management,, 13(1), pp. 98-108. 

Suzuki, P., 2017. Suzuki Used Cars Buy. [Online]  

Available at: http://www.paksuzuki.com.pk/Automobile/Pages/CUBuy.aspx 

[Accessed 11 03 2017]. 

T.Tam and A.Bhatnagar, H. I. I. U., 2008. High-performance ballistic fibers. In: E.Wilusz, ed. Military 

Textiles. s.l.:Woodhead Publishing, pp. 207-227. 

Taylor, J., 2005. Space Race : an inside view of the future of communications planning. Chichester: 

John Wiley & Sons . 

The south asian times, 2016. The South Asian Times. [Online]  

Available at: 

http://costello.pub.hb.se/login?url=http://search.proquest.com.lib.costello.pub.hb.se/docview/1759336

287?accountid=9670 

[Accessed 28 03 2017]. 

Toyota, 2017. Toyota Sure. [Online]  

Available at: http://www.toyotasure.com.pk/ 

[Accessed 11 03 2017]. 

U. TURAGA, R. J. K. ,. V. S. ,. M. L. a. S. S. R. ,. T. T. U. U., 2012. Advances in materials for 

chemical, biological, radiological and nuclear (CBRN) protective clothing. In: E. Sparks, ed. Advances 

in Military Textiles & personal equipment. s.l.:Woodhead Publishing, pp. 260-282. 



- 39 - 

Vancourver Sun, 2014. Vancourver Sun. [Online]  

Available at: http://www.vancouversun.com/news/7841314/story.html?tab=PHOT 

[Accessed 26 03 2017]. 

Vaucher, S., Moulart, A. & Sahraoui, H., 2013. Automated evaluation of website navigability: an 

empirical validation of multilevel quality models. JOURNAL OF SOFTWARE: EVOLUTION AND 

PROCESS, Volume 25, pp. 815-839. 

vincent.luboz, y. a., 2014. SMART DIABETIC SOCKS: Embedded Device for Diabetic Foot 

Prevention. Innovation and Research in BioMedical engineering, 32(2), pp. 72-76. 

Voinov, A., 2008. Understanding and communicating sustainability: global versus regional 

perspective. Environment, Development and Sustainability, 10(4), pp. 487-501. 

W. TUTTON, D. S. a. T. L. (. M. o. D. (. U. a. H. D. ,. L. U. U., 2012. Designing load carriage 

systems for military personnel. In: E. Sparks, ed. Advances in Military textiles and personal 

equipment. s.l.:Woodhead Publishing, pp. 288-303. 

Webste, J. & Watson, R. T., 2002. Analyzing the past to prepare for the future. MIS Quarterly, 26(2), 

pp. 13-23. 

Wiese, A., Zielke, S. & Toporowski, W., 2015. Sustainability in Retailing ( International journal of 

Retailing and distribution management). Volume 43 ed. s.l.:Emerald group publishing. 

WRAP, 2012. WRAP. [Online]  

Available at: 

http://www.wrap.org.uk/sites/files/wrap/VoC%20FINAL%20online%202012%2007%2011.pdf 

[Accessed 30 03 2017]. 

www.thelocal.se, 2014. www.thelocal.se. [Online]  

Available at: https://www.thelocal.se/20140926/swedish-companies-violate-bangladesh-factory-kids 

[Accessed 11 8 2017]. 

Yohn, D. L., 2015. Forbes. [Online]  

Available at: https://www.forbes.com/sites/deniselyohn/2015/06/10/how-ikea-designs-its-brand-

success/#4ef0ead76755 

[Accessed 22 3 2017]. 

Zandén, E. & Hansson, N., 2016. Previous research has argued that supply chain transparency can be 

both a consumer tool empowering consumers to pressure disclosing firms to improve sustainability 

conditions and a corporate tool for increasing revenues. Based on a study of the transparen. Journal of 

consumer policy, Volume 39, pp. 377-395. 



- 40 - 

Zandén, N. E., Hulthén, K. & Wulff, G., 2015. Trade-offs in supply chain transparency: the case of 

Nudie Jeans Co. Journal of Cleaner Production, Volume 107, pp. 95-104. 

 



- 41 - 

9 Appendix 

A.1 Landing Page 

The first page that appears when the website is browsed. Figure 12 represents an over snapshot 
whereas Figure 13 gives an enlarged view.  

 
Figure 12 Landing Page 
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Figure 13 Landing Page close 

A.1.1  Analysis of Home Page  

1. Top bar: Offers a drop-down menu  
2. Ad Gallery: Animated gallery bearing 

messages  
a. Highlights the upcoming AW 17 

collection and uses the words 
“season must have” and it leads 
towards a video presentation of the 
products that they want the 
consumers to look for. 

b. “Season News” takes to the Store 
section with all the current products.   

c. “Red Alert” like point a is trend 
feed. 

d. “Final Sale” has a red background 
with text in contrasting white color 
that attempts to catch the consumers 
attention and redirects then to the 
store 

3. “Shop New arrivals here” “Shop jeans 
here” “Shop tops here” – all three tabs 
are there to provide the consumers with 
convenient access to the store 

4. “Most Loved Right Now” – it signifies 
the most sold products currently, it 
appeals and encourages consumers to 
buy the products that everyone else is 
buying to gain social approval. 

5.  
a. “Vacay Work out” 
b. Denim and Crisp white are the 

perfect combo 
c. “Don’t Miss! New Arrivals Every 

Day”  
6. Product Category 
7. Social Feed 
8. Reinforcing Brand Image and 

encouraging to buy  
9. Information Panel at the bottom. 
10. “Social Sustainability” at the bottom 

section in a small font 
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A.2 Drop Down Menu 

The Figures 6-11, are the drop-down menus that are located right at the top of the website as 
visible in the landing page on Figure 13 . This Navigation feature remains constant in all pages 
of the website. The drop-down menu leads towards Product category pages, Social Feed and 
New Trends. 
Analysis: - The drop-down menu model which provides the main navigation to the website,  

1. Doesn’t provide any access to any information page related to “sustainability”.  
2. It provides the consumer with easy access to navigate towards the store. Hence 

encouraging them to shop. 
3. The Visual communication designed here is sales focused, there was no sustainability 

oriented knowledge. 

 

Figure 14 Dropdown Menu " News" 

 

Figure 15 Dropdown Menu "Clothes" 

 

Figure 16 Dropdown Menu " Jeans" 

 

Figure 17 Dropdown Menu "Accessories" 
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Figure 18 Dropdown Menu "Social" 

 

Figure 19 Dropdown Menu "Trends" 
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A.3 Category Page 

Once a category is selected from the drop-down menu, it leads toward category pages as 
demonstrated from Figure 12 – 17.   
Figure 21 – Category Page 

1. Drop down menu 
2. Side Bar – Is an additional navigation menu which is meant to provide convenient 

access to Other product categories and store. 
3. Category Information: - For all categories there is a small description which will be 

analyzed later in detail. 
4. Popular Styles in the Category 
5. Display of different fits 

Figure 20 Category Page " Full" 

 

Figure 21 Category Page " Close" 
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Figure 22 Category Page " Bottom"4 

 

 

Figure 23 Falsterbo Collection 

Statement 1. most of the garments are made.  
Statement 2. from sustainable materials.   

 

Analysis 1.  In statement 2 “Sustainable Materials” has not been defined here in the text or 

through a hyperlink.  

Analysis 2. The statement is abstract as it lacks attestation with quantifiable information such as 

percentage or quantity. It is not possible to comprehend what “most” means. 



- 47 - 

 

Figure 24 Product Category Page 

The Good Project – Sustainable Collection as Figure 24 
Discover the latest trends in sustainable fabrics that are better for the environment.  

Analysis 3. W: The statement is confusing, as it means “latest trends in sustainable fabrics", as a 

trend is as something that keep on changes. Whereas sustainability is not a trend but a need.  

We also support more sustainable cotton farming through the Better Cotton Initiative.  

Analysis 4. W: The context of sustainable cotton has not been defined, the phrase “we also 

support” is abstract and does not provide more information of what this support means. The 

better cotton initiative has also not been defined. In addition, there is no hyperlinks that would 

lead consumer to a link where the explain is available.  

Read more about our journey towards more sustainable fashion under the heading, The Good 
Project, here at ginatricot.com  

Analysis 5. W: - There is a correspondence and navigation issue in this statement, there is no 

heading on this page with the title “the good project” neither is there a hyperlink leading 

towards it. 

Analysis 6. W: The Box 1 having description is not easily accessible due to its placement, font 

size and scroll bar Figure 24 
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A.4 Product info page 

Figure 25 Represents the standard format of the product information page where 

Analysis: - The design of product info page is same for regular collections as well as the collections 
where use of sustainable material was mentioned. “Equestrian collection”.  “Good project” Figure 27 
“Falsterbo Collection product that utilized Better Cotton” Figure 28 .  
 
No additional information informing what makes the sustainable collection sustainable and how? has 
been offered. The pages also don’t offer any hyperlinks to any other parts of the website where the 
definition or explanation may exist.  
 
The links such as Size guide, Material spec were also discovered and no information on how the 
materials 

 
Figure 25 Product Info Page 
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Figure 26 Product Info " Equestrian Collection" 

 

Figure 27 Product Info " Good Project Collection" 
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Figure 28 Product Info " Good Project Collection"  BCI 

Figure 25 – The Screenshot was taken from “The Good Project “category page. There is an 
inconsistency in design visual communication in this picture. In part 2 of the screenshot, there 
is a “good project” logo on the top right corner of the pictures. Whereas it is missing in Part 1 
– whereas all of these products belong to the “ good project collection” 

 
Figure 29 Product Category 
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A.5 Get to Know Us Page 

 

Figure 30 Get to know us 

Analysis 1. The get to know section provides information about the company’s atmosphere, 

what the company does and the desired traits that they see in a prospective 

employee. Phrases such as “passionate about fashion” and “creating commercial 

products” with a larger focus on “becoming an international supplier for fashion” 

have been used to describe the company and its work environment.  

Analysis 2. However, any term such “sustainability” or any related to it has not been used been 

used in the text. 
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A.6 Design Process Page 

 
Figure 31 Design Process 

Analysis 1. The Focus of the design process, collections, planning and concepts is focused on 

fulfilling the consumer demands by anticipating trends and responding to it by 

delivering the right product at the right time at the right place. The complete design 

process does not mention “sustainability” as part of the process. 
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A.7 Gina Tricot Sustainability Work 

 
Figure 32 Sustainability  2016 

Figure 32 are the highlights from Gina’s sustainability report 2016.  
Pt 1 –  

Statement 1. states “sustainability work 2016” in a large font, Pt 2 states these as 
highlights. 
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Analysis 1. Analysis: the header indicates that the information following is about the 

sustainability work done in 2016 

Pt 3 – is a message from their EVP, the statement uses phrases such as 

Statement 2. “we are lucky to do something we are passionate about”,  
Statement 3. “it is clear in our culture, teamwork and products”,  
Statement 4.  “we have created a unique set of values”,  
Statement 5. “success and individual development is made possible” 
Statement 6. In the next paragraph, it is stated “If you want to join a dream team, with 

crazy amount of passion then Gina tricot is the perfect place, we would love 
to have you” 

 

Analysis 1. In these set of statement that come under the heading of “sustainability work 

2016”, it is unclear what the passion is about, the context to statement “clear in the 

culture teamwork and products” implies that it is about the “passion”, statement 4 

and 5 indicate that the audience of this statement are prospective employees. 

Analysis 2. This text has been given a central placement and it is immediately visible to the 

visitor. Therefore, it can be said that communicating this information is of higher 

priority. 

Analysis 3. The statements are abstract in nature and do not offer any empirical data or access 

to data through a hyperlink. 

Pt 4 –  

Statement 1. 30 percent of our products were made of sustainable materials in 2016 and 
in 2015 the corresponding number was 20% 

Analysis 1. The numbers 30% has been written in a font larger than other information. 

Analysis 2. No empirical evidence has been offered to support the claim 

Analysis 3. The definition to what “sustainable materials” has not been specified. 

Analysis 4. No hyper link has been provided to provide in depth information. 

Pt 7 and 8  

Analysis 1. Size of the numbers is large whereas the accompanying information that support 

the comprehension of these number is small and unreadable. 
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A.8 The Good Project Page 

 
Figure 33 Good project 
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A.8.1  Articles from Good Project 

 

Figure 34 Better Cotton and Gina Tricot 

Statement 1. Gina Tricot has been cooperating with Ellos in a training project run by 
Better Cotton.  

Statement 2. project focuses on training cotton farmers in Gujarat, India. 
Statement 3. 2015-2016 season, 2,000 farmers from 15 villages were enrolled in training 

and the farming area impacted by the project totalled 8,500 hectares.  
Statement 4. “Using pesticides without understanding the soil requirements had a bad 

effect on my land and it was one of the reasons why I had such a poor 
harvest.  

Statement 5. Once I got involved in the project, I started using natural fertilizers,” says 
cotton farmer, Chaturbai Devijibhai.  

Statement 6. “The use of compost is also very popular in my village. This is something 
we learned during the training.” Since joining Better Cotton, Devjibhai 
made a profit for the first time with his crop and he also decided to invest in 
a drip irrigation system 

 

Analysis 1. In Statement 1, The role of Ginatricot in the training project by Better Cotton is 

unclear, the better cotton has also not been explained. It lacks comprehensibility 

Analysis 2. The type of training has not been mentioned, what are the farmers being trained for 

and what the impacts were. It lacks Attestation and comprehensibility as no 

evidence or 

Analysis 3. is a testimonial from a farmer and implies that poor knowledge about the use of 

pesticides led to a poor harvest. The proceeding statement in Pt 5 indicates that use 

of natural fertilizers was a consequence of joining the project. However, the impact 

of natural fertilizers has not been mentioned and the relationship with the negative 

impact of pesticides has not been made clear.  

Analysis 4. Similarly, in Pt 6 use of compost has been mentioned however 
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Figure 35 Better Cotton - Large Scale and Long Term 

Statement 1. cotton farming – done in the way it is today – gives rise to many 
sustainability issues, Better Cotton Initiative aims to address many of them.  

Statement 2. In order for cotton farming to become more sustainable, water consumption 
needs to become more efficient. The use of chemicals also needs to change. 
That's why we are active members of Better Cotton Initiative, which is the 
first really large-scale global initiative towards more sustainable textile 
manufacturing.  

Statement 3. Organic cotton farming is fantastic and it is definitely a cutting-edge 
industry.  

Statement 4. However, in order to achieve a comprehensive, major impact, we need to 
work with education on a much larger scale.  

Statement 5. Together with the UK organization, CottonConnect, Gina Tricot is 
supporting education initiatives for cotton farmers in Gujarat, India. The 
project is being implemented together with Ellos.  

Statement 6. Here at The Good Project, you can read more about what goes on at Better 
Cotton 

 

Analysis 1. In Statement 1 the current cotton farming practices have been associated with 

sustainability issues, however “the issues” have not been communicated 

Analysis 2. In statement 2, highlighted texts are abstract and don’t specify what kind of change 

in the use of chemicals need to take place and how their association with BCI 

would lead toward sustainable textile manufacturing. Similarly, the statement 4 and 

5 states a support for education cotton farmers. However, the type of education, its 

relationship with problems associated with sustainability or water efficiency or use 

of chemicals has not been mentioned. 

Analysis 3. Overall, the information provided in the article is abstract, ill defined, lacks 

empirical data.  
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Figure 36 Sustainable Materials - What are they ? 

Statement 1. Under the heading, “Sustainable materials” in our web-shop, we’ve 
collected garments that have been manufactured from sustainable materials.  

Statement 2. All textiles make an impact on the environment.  
Statement 3. we use a grading system whereby all textiles are assessed according to 

certain production factors, like farming method, chemical content, ability to 
recycle and quality.  

Statement 4. The best materials are those that are easy to produce, while also being 
highly durable. This is why organic cotton scores so high, and also 
Tencel®, which is manufactured from a controlled raw material from 
eucalyptus trees, without using any harmful chemicals. 

Statement 5. sustainable, it must contain at least 50% sustainable material, calculated 
according to total weight. 

Statement 6. Recycled polyester is here to stay and manufacturers are refining their 
processes accordingly.  

 
 
 

Analysis 1. Statement 1 has a correspondence issue – there is no such heading in the website 

(check ,Figure 12Landing Page , Drop Down Menu) 
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Analysis 2. Statement 2 is unclear in explaining what “ impact” means. So it is incomprehensible. 

Analysis 3. In Statement 3 , the grading system has neither been disclosed publically nor is it 

present at point of sale 

Analysis 4. In statement 4, it is unclear what “ easy” means and how it is related to sustainability, 

it also does not explain how Organic cotton is “easy” to produce. The statement lacks 

correspondence as well as attestation. 

Analysis 5. Statement 5 – it is unclear where the definition came from , it also does not define 

what “ sustainable means” and what is a “ sustainable source” . This statement lacks 

correspondence and attestation  

Analysis 6. The overall the information lacks accesibility as it is not availability in the main 

pages, category pages and product information page. 

 
 

 

Figure 37 Doing Laundry the right Way 

Statement 1. “Sustainability is important to Gina Tricot, so we work hard to minimize 
our products environmental impact during production and transport. 

Statement 2. Wash as infrequently as possible  
Statement 3. Many Pieces don’t even need to be washed if they do not have any dirty 

spots, just air them instead. 

Analysis 1. Statement 1 – implies that environmental issues are only caused by production and 

transport. It does not appear take into account the importance of design in the 

process 

Analysis 2. Statement 2 does not present any empirical data or impacts of on how washing 

infrequently is the right way as stated in the main heading “doing laundry the right 

way”.  

Analysis 3. Statement 3 – implies that clothes that don’t have spots don’t need to be washed. 

This claim has not been attested with an expert’s information. It is unclear how 

authors came to this conclusion.  
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A.9 Social Responsibility Page 

Figure 38 Gina Production  
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A.10 Search Navigation 

Analysis 1. Tin  

 

Figure 39 Better Cotton search 

 

Figure 40 Organic Cotton Search 

 

 

Figure 41 Sustainability 

 

Figure 42 Sustainable 

 
 

Analysis 1. The search bar in the top left corner was used to search words such as “sustainability”, 

“sustainable”, “organic” and “better cotton”. The query responds by presenting garments in 

which these words are mentioned in their text. It did not lead to any document, report or 

webpage having information related to sustainability. Hence the functionality of this search 

box is limited to searching the products.  
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Appendix B. List of URLS Visited 

B.1 Product page Links 

http://www.ginatricot.com/ceu/en/collection/bottoms/jeans/ccollection-cunder-cjeans-p1.html 

http://www.ginatricot.com/ceu/en/collection/bottoms/jeans/iris-mom-

jeans/prod780375520.html?nosto=frontpage-nosto-3 

http://www.ginatricot.com/cms/system/specs/tvattrad_eu.pdf 

http://www.ginatricot.com/cms/system/specs/materialinfo_eu.pdf 

 

http://www.ginatricot.com/ceu/en/collection/collections/sustainable-collection/ccollection-

ccollections-challbarkollektion-p1.html 

Global Search 
http://www.ginatricot.com/ceu/sustainable/search-p1.html 
FAQ 
http://www.ginatricot.com/ceu/en/eu/consumer-service/faq/ceucontent-ceuconsumerservice-
ceufaq-p1.html 
B.2 CSR 

http://www.ginatricot.com/eu/en/csr/what 
http://www.ginatricot.com/eu/en/csr/what/articles/sustainabilityreport2016 
http://www.ginatricot.com/eu/en/csr/what/articles/future-fabrics 
http://www.ginatricot.com/eu/en/csr/what/articles/gina-tricot-spirit 
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