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Abstract 

The negative impact of the fashion industry on both society and environment cannot be 

ignored, especially in recent years, due to news and reports on the negative impacts of the 

industry has raised awareness among consumers. Some of the consumers started questioning 

the fashion companies’ operations and demand for more sustainable supply chains. In order to 

respond the request coming from consumers’ side, the companies started to regulate their 

operations and communicate about them.  

Even though there are many different ways to communicate about sustainability approach, 

this study is questioning the potential outcomes of developing a common CSR label based on 

Higg Index 2.0 tool. To answer the research question, existing literature has analyzed from 

three different perspectives; social and environmental problems led by the industry and 

raising consumer awareness about negative impact of the industry.  

After the literature review, CSR communication approaches of the selected companies were 

analyzed. The second step of the research was, to apply a consumer survey in the Gothenburg 

Central Station to understand Swedish consumers’ perception. Outcomes of the consumer 

survey has compared with the existing literature and communication strategies followed by 

the analyses of selected companies. 

The company analyzes show that, even though, they are good at about regulating their supply 

chain with more sustainable approaches, the majority of fashion companies do not 

communicate about their CSR practices.  

Consumer survey expose that, consumers are lack of awareness regarding to existed CSR 

labels. Moreover, even though exist labels focus on only environmental factors or social 

factors, the consumers expect from labels to cover both areas. The data collected from the 

study expose that, even the majority of the consumer not completely influenced by the 

sustainability approach of the companies, there are consumers that influence by the companies 
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CSR approach. Moreover, the lion share of consumers believes that a common labeling 

system based on Higg Index 2.0 will be helpful guide when they give their purchasing 

decision. 

Based on the findings from existed literature -consumer survey and analyze of companies 

approach-, it was observed that companies are lack of effective communication strategies 

which is a barrier for the consumers to get an action for to purchase more sustainable fashion 

products. Therefore, developing a common CSR labeling system that will controlled by third 

party institution such as Sustainable Apparel Coalition will increase the effectiveness of CSR 

label and influence the consumers response positively.  
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 Introduction 1.

1.1 Raising Awareness for the Environmental Impact; Temporary Trend or 

Reality? 

Since the industrial development and our consumption habits have started to show 

their negative effects on our planet, some consumers have started to change their 

behaviors’ (Wicker & Becken, 2013). They question themselves about their 

consumption levels. Additionally, they question companies’ operations and make 

their purchasing decisions more consciously (Galbret & Ghosh, 2013). By using their 

purchasing power, they pressure the companies to respond by regulating their 

operations and to develop more sustainable approaches (Becchetti, 2012).  

Now, also companies have started to realize that in the long term, sustainable 

practices are also beneficial for their businesses, if they adopt them smartly. For 

instance, fast fashion company Zara shares same flights to their distribution center in 

La Coruna, Spain with local fish company called Caladero’s. Zara’s products take up 

a lot of space, but they are fairly light. On the other hand, fishes are heavier with 

smaller volume. Hence, instead of transporting the products without using full 

capacity of space or weight, collaboration between Zara and Caladero’s reduce the 

transportation cost and carbon footprint on earth (Sheffi, 2012).  

When it comes to corporate social responsibility (CSR) there are two different points 

of view. In the first view, according to research made by Gallego-Álvarez, Prado-

Lorenzo, Rodríguez-Domínguez and García-Sánchez’s from 2010, companies use 

sustainability as a marketing tool to increase the company’s value proposition. Within 

the first view, sustainability is a buzzword, which has been around for the last two 

decades (Scoones, 2007 & Khan et al., 2014). Since sustainability is a complex 

technical issue it is hard to differentiate companies between really concerned 

regarding to sustainability issues or greenwasher (Polischuk, 2008).  

Greenwashing term is emerged from idea of ecological marketing. The term refers to 

a marketing tool that used by the companies to give consumers the impression of; 

their supply chains and products are environmental friendly (Marciniak, 2009). These 

companies make consumers false promises in order to appeal ecological conscious 

consumers instead of making real changes in their supply chains. Even, many 
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recognizable companies take the risk of losing their reputation in order to use so-

called ecological claims (Marciniak, 2009). Moreover, some companies use 

sustainability to maximize their profits, for instance hotels motivate consumer to reuse 

towels in order to save environment but in reality, majority of these companies do not 

make any other changes in their supply chain (Polischuk, 2008).  

 

Figure 1.1 Patagonia black Friday advertisement (Thecleanestline, 2011) 

In the second view, on the contrary, there are companies such as Patagonia and Nudie 

Jeans, which have CSR as a core value. These companies take really serious steps to 

regulate their supply chains’ and give significant importance to CSR.  

The seriousness of the detrimental effect of our consumption habits on the 

environment and the society are also expressed (Broecder, 2006). In his book written 

with Andrew J. Hoffman, “Flourishing: A Frank Conversation About Sustainability”, 

John R. Ehrenfeld argues that, we should stop consuming unconsciously and begin to 

create a new story by explicit questioning and by making ourselves conscious about 

what we really care, in order to have our children enjoy the world as we are able to 

today (2013; Alexander, 1964). 
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Whether if it is a temporary trend that will disappear in a few years or a real pressure 

due to raising awareness from the consumers’ perspective, it’s hard to ignore how 

much an average person in developed nations such as USA or EU consume. Today, 

collectives consume like there are one and a half Earths, when we only have one 

(Jowit, 2010). In addition to the current situation, people in the emerging countries 

such as India or China also want to increase their level of consumption to developed 

country’s level (Ehrenfeld & Hoffman, 2013).  Moreover according to findings of 

many researches, CSR in the society has significant importance, which cannot be 

ignored and obviously it has a positive effect on companies’ value creation practices 

(Gallego-Álvarez et al., 2010). 

Even though, the awareness regarding to sustainability remarkably increases day by 

day, some consumers still do not take action. There are a lot of reasons for the 

consumers to not to make their selections based on sustainability. In his article from 

2002, John Thøgersen claims that; consumers in higher income level countries are not 

willing to change their lifestyles for a more sustainable direction. In fact, consumers 

are not the only ones to blame. The quality of public transport, high costs of eco-

friendly products and effectiveness of eco-labeling also have impact on consumers’ 

behaviors (Thøgersen, 2005). In the same way, it is also not very rational from a 

consumer’s perspective to sacrifice something by taking risk of earning nothing, if 

others do not behave the same way.  

On the other hand, Thøgersen (2005) also points out that consumers not always 

behave rationally but often act according to social norms. Luckily, the feeling of 

doing the right thing increase the number of consumers changes their lifestyle with 

more sustainable way. Besides, if the packaging consists sustainability information, 

consumers’ interest grows (Cho, 2014). Therefore, increasing communication 

regarding to sustainable practices might also increase consumer willingness to pay 

and their level of interest (Thøgersen, 2002).  

1.2 Usage of CSR Labeling in Non-fashion Industries 

Against the background, this thesis focuses on CSR labeling and how CSR labeling 

influences consumer’s behavior. While lack of communication about CSR practices 

causes consumers not to choose sustainable goods (Thøgersen, 2002), making 

effective communications increases consumers’ willingness to pay and influence their 
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purchasing decision for the environmentally friendly and more sustainable goods 

among similar products, by granting them a competitive advantage (Galbreth & 

Ghosh, 2013). 

Especially some sectors such as food industry, consumer electronics, forest 

certifications, marine certifications and seafood industry use eco-labeling systems 

very commonly both in Europe and the USA (Boström, Magnus, Klintman & Mikael, 

2008). Environmental labels are one of the most successful methods for educating the 

consumers (Khan et al., 2014). And even not highly environmentally conscious 

consumers, willingness to pay increase with eco-labeling systems (Cho, 2014).  

On the other hand, this said, not all eco-label initiatives are successful. The European 

Union’s eco-labeling (European eco-flower), did not gain enough awareness due to 

existence of different kinds of labeling systems (Boström et al., 2008) and the 

availability of different types of CSR labels also confuse the consumers. (Leire and 

Thidell, 2005; Thøgersen, 2002 cited in Thøgersen et al., 2010). 

Across the board, it would appear that CSR label’s standards are generally provided 

and controlled by third party institutions which are more reliable compared to the 

ones created by manufacturers (Clarren, 2009). Even though CSR labels are mostly 

controlled by the third party institutions that have also better awareness among the 

consumers, there are also some companies that prefer to make their own labeling 

schemes. (Boström et al., 2008) Nespresso brand launched their self-declared CSR 

“The AAA Sustainability” program in 2008, and they were successful. Although there 

are not any agreed opinions on whether using independent certifications are as 

trustworthy as third party certifiers, the independent certifications created by high 

valued brands such as Nespresso are also considered very trustworthy among the 

consumers (Dekhili & Achabou, 2014). 

There are different opinions and research results about choosing between CSR 

labeling created by companies or the ones being monitored by third party institutions 

(Dekhili & Achabou, 2014). However, the third party certification systems that 

commonly used in the sectors mentioned in the following part have considerably high 

ratio of consumer awareness (KRAV, 2015; Becchetti, 2012; Energystar, n.d.,). 

Instead of creating one’s own CSR labeling, using existing ones is often an easier and 
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more practical option to increase consumer awareness and response. In particular, 

third party CSR labels, which have high credibility from a broad perspective;  

KRAV is an organic food production monitoring program established in Sweden, in 

1985 (Boström et al., 2008). According to the official website of the organization, 

consumer awareness is 98% (2015) and “The KRAV-label represents environmental 

quality, good animal welfare, good health and social responsibility (KRAV, 2014). 

Fairtrade mark symbolizes that, during the trade between producers and the 

companies, the companies pay the minimum amount of the price, which have been 

determined by the Fairtrade Standards and Pricing Unit. Moreover, the organization 

funded many projects for improving farmers’ health and education conditions 

(Fairtrade, n.d.). According to The Fairtrade Organizations documents, the market 

share of the Fairtrade bananas in Switzerland reached 50% and 25% in UK (cited in 

Becchetti, 2012). 

Energy Star program was created by EPA (Environmental Protection Agency), in 

1992, in the US (Energystar, n.d.). According to Steven’s article published in 2011, 

the label is recognized by more than 80% of US consumers. This program provides 

opportunity for consumers to save money by receiving information regarding energy 

consumption efficiency of electronics. Since they consume less energy, the products 

with Energy Star Labels cause less damage to the environment (Energystar, n.d.).  

1.3 Usage of CSR Labeling in Fashion Industries  

The fashion industry is known for its detrimental effects on the both human and 

natural resources. Hence, awareness regarding the negative consequences of the 

industry has grown among the consumers (Ozdamar Ertekin & Atik, 2015). While 

making this study, avoiding one of these three factors would cause not to understand 

“What are the main reasons behind CSR initiatives within the fashion industry?” and 

“Does negative impact of the fashion industry lead a raising awareness??”. Therefore, 

this thesis focuses on CSR labeling from three perspectives; poor working conditions 

(social), scarcity of earth’s resources, and growing consumer awareness.  

Fashion industry is a high labor-intensive industry and known for poor working 

conditions (Taplin, 2014). Due this fact, hearing new tragedies from the apparel 

factories in developing countries are very common. In April 2013, what happened in 

Bangladesh Rana Plaza because of over production and consumption tendency was 
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very striking. Over 1000 textile workers died because of a building -which was not 

suitable and safe as a working place, or any other activity- collapsed (Harvey, 2014). 

Certainly, this tragedy is not the only proof that fashion has many negative impacts on 

our society. According to Faraz, Shamsi & Bashir, textile workers in undeveloped 

countries work for very low salaries while they work more than maximum working 

hours, without any extra payment, under extremely poor working conditions and lack 

of ethical considerations (2014). 

Thanks to “fast fashion” and the provocative media, consumers buy higher number of 

products each and every day, which damages our one and only world’s resources. The 

fashion oriented middle-aged women consume an average of 35 kg of textile fabric 

each year (Siegle, 2008). Hence, if we do not try and stop this going from both 

consumers’ and companies’ perspectives, it will be too late. There won’t be any more 

companies or consumers on this earth because we do not take the time to take action 

to prevent it (Broecder, 2006).  

Due to some circumstances, like any other sectors, consumer awareness regarding to 

sustainability from consumer sides in fashion industry also increased especially in 

highly developed countries in Europe and North America (Khan et al., 2014). 

Consumers in Nordic countries have remarkably higher environmental and social 

awareness (Tosti, 2012) therefore; it pressurize the companies to maintain their 

businesses in a more ethical way by questioning their operational materials, resource 

usages and force them to transparency in their supply chains (Becchetti, 2012). Even 

though, consumers in developing countries have lower awareness about sustainability 

related issues (Angelovska et al., 2012; Carrete et al., 2012), some of the developing 

countries organize events regarding the sustainability in fashion. For instance in 

Turkey, the Country Office of Regional Environmental Council (REC) -an 

independent international organization-, organized clothing swapping days called 

“Alış-Değiş” in 2012 (Ozdamar Ertekin & Atik, 2015). 

Within the above context of poor working conditions, scarcity of earth’s resources, 

and growing consumer awareness, even the biggest fast fashion companies have 

started to change their operations for a more sustainable approach. For Instance, 

H&M launched their “Conscious” collection and established a higher valued brand 

(Ozdamar Ertekin & Atik, 2015) “COS” which uses more sustainable materials with 

timeless “Scandinavian” design approach (Cos, n.d.). Moreover, the sustainability 
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measurement tool named The Higg Index 1.0 was established by Sustainable Apparel 

Collaboration in 2012 in order to guide the designers and the companies. Major 

fashion companies have started to use Higg Index sustainability measurement tool in 

order to analyze environmental impacts of their products. In 2013, Higg Index 2.0 was 

released, and this new tool is not only more advanced than the first one, it also 

includes social impacts of the apparel manufacturing steps (Apparelcoalition, 2015). 

As underlined at subchapter 1.2 lack of CSR communication is a barrier for the 

consumers to take an action for sustainable products. Some companies like H&M 

choose to make their own sustainability communication instead of certification 

controlled by the third party organizations.  

Even though companies like H&M make their own CSR communication, there are 

also many different types of sustainability labeling in the fashion industry as well. 

According to Koszewska, Blue Angel Germany, EU Eco-label, Nordics Swan the 

Oeko-Tex Standart, EMAS are the most popular eco-labels use in the fashion 

industry. These labeling systems state the positive environmental properties while 

production (2011).  

In addition to eco-labels, since the fashion industry do not have a good reputation 

regarding social issues, social labeling systems are also very common in the sector; 

Fairtade, Rugmark/GoodWeave, Global Organic Textile Standard, Care & Fair-

Siegel, Fairtrade Organization Mark, EFTA, Clean Clothes Campaigns and Fair Wear 

Foundation are some example of social labeling systems that are used in the fashion 

industry (Koszewska, 2011). 

1.4 Problem Definition 

As mentioned in the previous subchapters, various types of the environmental and the 

social labeling systems are used in the fashion sector. According to outcomes of 

Salmi’s master thesis, although most of them are high reputable certification systems, 

they are not recognized by the consumers as much as they need to be (Salmi, M. 

2014). Moreover, huge amounts of labeling and certification systems in the industry 

increase the consumer confusion during the decision-making process (Thøgersen 

2005 cited in Ozdamar Ertekin & Atik, 2015). Currently used CSR labeling systems 

in the fashion industry are not as blossoming as the coffee sector (Aspers, 2008). It 
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should be noted that, none of the labeling systems cover the social and the 

environmental aspects at the same time. 

The findings from the readings have made regarding to CSR labeling in the fashion 

industry emerge that, there is a lack of successful CSR labeling system that is use in 

the industry. Therefore this study is going to answer the following main question: 

- What are the potential outcomes of creating a common CSR labeling in the 

Fashion Industry based on Higg Index 2.0 tool? 

To answer the main question of the research, following questions are also going to be 

answered: 

-What are the main reasons behind CSR initiatives within the fashion industry?  

-Does negative impact of the fashion industry lead a raising awareness? 

1.5 Purpose of Study 

The purpose of this study is to examine necessity of developing a common CSR 

labeling system based on Higg Index 2.0 tool in the fashion industry by exposing 

potential benefits and outcomes. To answer the main research question sufficiently 

and explain why does the CSR initiatives are important, the researcher tried to expose 

the necessity behind the CSR initiatives within the industry.  The secondary data 

showed that, the fashion industry caused a negative impact on both the environment 

and the society. The problems caused by the industry are very important and they are 

very hard to ignore. 

From the environmental perspective, the industry is responsible for scarcity of world’s 

resources, pollution and waste production (Taylor and Tilford 2000 cited in Ozdamar 

Ertekin & Atik, 2015). But, the damage caused by the industry is not only limited 

with environmental problems. The industry has also influences society negatively. 

The working conditions in the fashion industry is very though, the industry workers in 

undeveloped countries face with many problems such as; low salaries without any job 

and social security, long working hours, unsafe factory buildings (Ozdamar Ertekin & 

Atik, 2015). 

On the other hand, the problems caused by industry lead an awareness regarding the 

poor working conditions and environmental damages. Therefore there is a raising 

awareness between the consumers because of the problems caused by the industry 



 

 9 

(Wicker & Becken, 2013; Beard 2008 cited in Ozdamar Ertekin & Atik, 2015). Some 

consumers in developed countries have been started to question the fashion 

companies and demand a CSR initiatives. Therefore this research conducted by 

looking at the topic from 3 different perspectives; negative impact on the society, 

scarcity of earth’s resources, and growing consumer awareness in order to expose the 

importance of the topic and how a common CSR labeling system might give an 

answer the consumers CSR demands and make the companies CSR communications 

more efficient.  

The question regarding to the reason behind CSR initiatives going to answer by 

literature review and the questions regarding to impact of the industry on consumer 

awareness and the potential outcomes of creating a common CSR labeling in the 

Fashion Industry based on Higg Index 2.0 tool going to be answered by interpretation 

of the consumer survey and selected brand CSR communication strategies, that made 

under the guidance of literature review that have been made. 

The literature review made by Eriksson and Svensson (2014 cited in Eriksson 2014) 

for the “Assessment and Compilation of Social Responsibility in Supply Chains and 

Beyond” article, emerged that, there are three aspects to be considered in supply 

chains in order to increase sustainability; within the company, within the supply chain 

and beyond the supply chain. This research analyses the potential outcomes of 

creating a common CSR labeling in the Fashion Industry based on Higg Index 2.0 

tool from the same point of view;  

 

Figure 1.2 Analyse on supply chain, (Eriksson,  2014 p. 61) 

-Within the company; Poor working conditions (Negative impacts on the 

Society) 
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- Within the supply chain; Environmental problems 

- Beyond the supply chain; Growing consumer awareness 

The following chapter introduces some theories about common social problems due to 

poor working conditions and environmental problems within the fashion industry 

caused by the system. 

1.6 Delimitations 

Since the given time period for this study only limited with 10 weeks, the researcher 

chooses to use non-probability sample from Sweden. Hence, the fashion brands also 

have limited by the ones that operate and make sustainability communication in 

Sweden. 
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  Theoretical Background 2.

This chapter includes the written literature and theories about negative impacts of the 

fashion industry from both the environmental and the social perspectives, and then it 

continues theories with raising consumer awareness and how companies respond this 

interest. 

2.1 Historical Development of the Fashion Industry from a Broad Perspective 

After industrial revolution, mass production and economic growth increased rapidly 

in all industries and fashion became a part of this trend as well as others. Invention of 

the sewing machine and man-made fabrics made the production of the apparel easier 

and faster than ever. Especially after World War II, due to the need of high amounts 

of production for military clothes, it evoked the development of mass production 

techniques for apparel production (Burns et al., 2011).  

During the 20th century, production amount, speed and the competitiveness in the 

fashion industry increased rapidly and a new fashion retailing term “fast fashion” 

emerged. The term refers to low-cost clothing that imitates the designer level fashion 

companies and it requires renewing the assortments in the store frequently. The new 

approach let the market grow constantly. However, it also required a great speed 

within affordable prices. To keep up with the new retailing approach and 

competitiveness of the market, the supply chain of the fashion companies spread all 

over the world. Unfortunately, the new retailing approach, over-production and 

consumption cause environmental and social problems that also raise the awareness 

among consumers (Ozdamar Ertekin & Atik, 2015).  

2.2 Fashion Industry from the Social Perspective  

As already emphasized in the introduction chapter, the production shifted from the 

developing countries to less developed ones, for example 42% of the EU countries 

imported from China in 2012 (MacCarthy & Jayarathe 2010 cited in Turker, & 

Altuntas, 2014; Taplin, 2006 cited in Taplin, 2014). Even though there is a great 

awareness regarding the labor rights in the developing countries, it is still not a well-

recognized issue in the less developed countries (Howard-Hassmann, 2005; Robertson 

& Fadil, 1999 cited in Perry & Towers, 2013). Hence, production shift caused by the 
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fast and high amounts of production for the cheapest prices as much as possible lead 

to poor working conditions in many different ways.  

The globalization approach within the industry resulted in companies to lose their 

control over their supply chains. Great effectiveness within the supply chain is 

required in order to increase their control over production (Perry & Towers, 2013). 

Even though, some companies try to increase their control on their supply chains and 

working conditions such as; overtime working, unfair salaries and child labor as a 

result to the pressure coming from labor rights groups.  Notwithstanding, the fire in 

Karachi, which 300 apparel workers died, shows us that the system is still very weak 

(Ellis & Friedman, 2012). What happened in Karachi is not a rare disaster caused by 

the industry. Due to manufacturing has keep up the speed of the industry, fashion 

retailers expect from sub-contractor companies to make production with over 

capacity, which brings the factories to a higher quota per day (Neu et al., 2014). 

However, if the daily quota is not met, it causes longer working hours for the workers. 

Sometimes working hours are extended to more than 12 hours a day and not all the 

factories pay for overworking (Neu et al., 2014). Furthermore, according to a research 

made by Kümbetoglu, User & Akpinar (2010), unregistered women workers in 

Turkey is a widespread problem due to sub-contracting. Mostly, these women work in 

temporary, home-based and seasonal jobs without any job or social security.  

Child labor is another social problem in the fashion industry. Both in the apparel 

manufacturing and the agriculture steps, it is a common issue to see child labor. 

According to UNICEF, nearly quarter of the Uzbek cotton harvest done by children in 

school ages (2000 cited in Bhat, 2013). During cotton harvesting periods, local 

governments send the children to cotton fields (Bhat, 2013). Certainly, Uzbekistan is 

not the only country that uses child labor in the industry. In Bangladesh, even though 

child labor is illegal, it is estimated that there are 7 million child workers in the 

country (Al-Mahmoud, 2013 cited in Taplin, 2014). 

The tough conditions in the industry also have an effect on workers’ health. Silicosis 

is a lung disease caused by inhaling silica dust, and it is common among the workers, 

who are exposed to the sandblasting process (Palabiyik et al., 2013). Many chemicals 

are involved in the apparel manufacturing process. Therefore, developing different 

types of cancer due to being exposed to chemicals are also common (De-Roos et al., 

2005; Singhi et al., 2005; Wernli et al., 2006; Busch et al., 2008 in Liaqat et al., 2009)  
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Undoubtedly, one of the main reasons of the production shifting to less developed 

countries is low labor costs (Mittelhauser, 1996). The industry workers in Asian 

countries pay the price of the cheap clothing. Many workers have daily salary less 

than $3 and women workers face malnutrition (Siegle, 2011). However, the problem 

regarding to low wages do not only limited with emerging countries. Even behind the 

spectacular Milan fashion, underpayment is a big problem as well. High-end fashion 

brands sell products with rather expensive price tags; lower cadres earn considerably 

low wages with long working hours. According to Naro, Malossi & Arvidsson (2010) 

research that is conducted by 25 qualitative and 178 quantitative questionnaires, 

wages in low cadres are about 1.500 euros while their bosses earn 10.000 euros per 

month. Moreover it is a common situation among low cadre to work 60, 70 hours a 

week. 

Production shifting from the developed countries to the less developed countries has 

also effects on apparel sector and eventually on apparel workers in those countries as 

well (Cline, 2013). Job loss in the industry has become a widespread problem. Due to 

globalization of the supply chain, from 1970 to 1996 the apparel and textile 

employment in US decreased to 2.4 million from 1.5 million (Mittelhauser, 1996).  

The literature that is written regarding the social problems within the industry is 

almost infinite so, the examples can be elaborated. To sum up, the production shift, 

“fast fashion” approach and the methods that are used for apparel manufacturing, 

undoubtedly evoke catastrophic consequences for the textile workers both in 

developed and less developed countries.  

2.3  Fashion Industry from the Environmental Perspective 

Just as the effect on the social issues, the fashion industry has quite serious 

consequences on the environment as well. A fashion oriented middle-aged woman 

consumes averagely 35 kg of textile fabric each year (Siegle, 2008). The over 

consumption causes pollution, waste, environmental degradation and detrition of 

economic wellbeing (Taylor and Tilford 2000 cited in Ozdamar Ertekin & Atik, 

2015). Hence, if we do not try to stop this going both from the consumers’ and the 

companies’ perspectives, it will be too late. There won’t be any more companies nor 

consumers left on earth because we did not have time to take action to prevent it 

(Broecder, 2006).  



 

 14 

The complexity of the apparel supply chain causes wastewater emission, solid waste 

production and scarcity of fossil, water and energy resources (Kozlowski et al., 2012). 

The apparel production requires great amounts of chemicals (De Brito et al., 2008) 

and since “fast fashion” requires more speed compared to the traditional methods, 

apparel companies frequently use air transportation, which also increases the CO2 

emission (Saicheua et al., 2012 cited in Turker, & Altuntas, 2014). 

Another example for excessive consumption of resources is cotton. It takes up 40% of 

whole fiber consumption in the fashion industry (Proto et al., 2000 and Soth et al., 

1999 cited in Chapagain et al., 2006). Even the consumers believe that, natural fibers 

are more eco-friendly compared to the synthetic man-made fibers (Kadolph & 

Langford, 2002 cited in Sonnenberg et al., 2014), in reality cotton production leads to 

scarcity of water resources. Irrigated cotton generally grows in hot climates where it is 

hard to find clean water. Since agricultural steps of the cotton production require large 

amount of water, it is very problematic. Furthermore, industrial stage of the cotton 

textile production causes water pollution (Chapagain et al., 2006).  

Regarding the environmental effects of the fashion, the industry is mostly concerned 

about reducing the negative effects of the supply chain from the research stage 

through the retailer (Allwood et al., 2008; Dickson et al., 2009; Fletcher & Grose, 

2012; Ho & Choi, 2012 cited in Hvass, 2014). After the products are purchased by the 

customers, there is a gap occurs between the retailer and customer. When it comes to 

CSR it should be noted that, the over consumption evokes over waste production. The 

city dumps are full with used clothes and even a small sized country as Scotland 

produces more than 60,000 tons of waste clothing per year (unknown, 2015). The 

current waste production of the fashion products raised the problems regarding to 

what does happen to the fashion goods at post-consumer stage (Hvass, 2014).  
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Figure 2.1 The Fashion Loop (Larrson, n.d) 

Just as the negative social impacts, the supply chain of the fashion industry has many 

negative impacts on the environment such as scarcity of resources and pollution that 

are impossible to ignore and requires taking a step to stop it as soon as possible which 

caused a raising awareness among the consumers.  

As emphasized in the subchapters 2.2 and 2.3, the fashion industry has many 

environmental and social negative impacts, therefore, to reduce them the industry 

needs to take CSR more seriously and regulate the supply chains with more 

sustainable practices. 

2.4  Raising Green Consciousness and Consumers’ CSR Expectations from the 

Fashion Companies 

Contemporary environmentalist movement did not start a few years ago; the origin of 

the movement goes back to 1960s and 70s. Even though the word ‘sustainability’ 

emerged in the early eighteenth century; to explain how forests should be managed in 

long term, the large audience did not accept the word itself until the 1980s. In the 90s 

some multinational and some national steps have been taken regarding to 

sustainability (Scoones, 2007). 

As underlined in the subchapters above, the industry is known for being a reason of 

scarcity of the resources and the social problems (Ozdamar Ertekin & Atik, 2015). It 

is a common idea that the current lifestyle of consumers’ is not sustainable 

(Thøgersen, 2005), therefore, there is a raising awareness regarding to the 

environmental issues among the consumers (Wicker & Becken, 2013; Beard 2008 
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cited in Ozdamar Ertekin & Atik, 2015) Hence, some of the individuals also have 

started to take action, by purchasing more sustainable products.  

Some researches claims that consumers are “rational fool” and are only driven by 

their self-interest. Since sustainable choices have remarkably higher prices, it is 

expected that the average “rational fool” consumers would choose the affordable one 

(Sen, 1978 cited in Becchetti, 2012) but in reality, some consumers have realized that 

choosing more sustainable products is the best interest in the long term (Becchetti, 

2012).   

Besides the realization of the long-term interests, some consumers start becoming 

dissatisfied by the mindless and excessive consumption of the fashion goods and start 

to adopt more non-materialistic views, which may develop more sustainable 

consumption habits (Ozdamar Ertekin & Atik, 2015). Moreover, some of the fashion 

conscious customers are not happy with the current situation since the speed of the 

fast fashion approach causes a loss of identity and aesthetic properties in the fashion. 

For instance, the British Designer Vivian Westwood argues that contemporary fashion 

is more ugly than ever (Ozdamar Ertekin & Atik, 2015). 

On the other hand, the different levels of environmental consciousness lead to 

different levels of the CSR expectations from the industry. For instance, 

environmentally low involved consumers are more likely to be impressed by eco-

friendly claims, while the highly involved consumers expect more reliable references 

(Cho, 2014). Within this context, some consumers began to question where and how 

the fashion products are manufactured and outsourced. Since the apparel production is 

not mechanized and requires labor force, conscious consumers demand companies to 

regulate their supply chain according to ethical production, protecting of labors rights 

and welfare with a transparent approach (Shaw et al., 2006. cited in Jones & 

Williams, 2012). This derives the companies to regulate their practices with more 

sustainable approach (Cho, 2014). 

Nevertheless, there are still such barriers that lead attitude-behavior gap; lack of 

enough knowledge, price difference between ethical sources, identical non-ethically 

sourced products with more affordable prices, lack of sustainable choices and/or trust. 

Additionally, existing labeling systems and logos in the industry are very confusing 

and unclear (Cho, 2014; Ozdamar Ertekin & Atik, 2015; Thøgersen, 2005).  
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As underlined by Ozdamar Ertekin and Atik’s (2015) research, there are both 

motivating factors and barriers to change current fashion consumption habits. 

However, undoubtedly, there is a growing awareness among the consumers driven by 

the current environmental and social problems led by the fashion industry and as 

claimed by Andrew Morgan, the director of “The True Cost” movie, in his Business 

of Fashion (BoF) discussion, hosted by London BoF (2015), neither governments nor 

companies have as much power as the consumers to prevent the negative actions of 

the industry. Therefore, consumers have to take an action in order to reduce the 

problems caused by the fashion industry. 

2.5  The Higg Index and another CSR Actions within the Fashion Sector  

According to Bevan, Corvellec, Faÿ and Samhällsvetenskap, the term ‘CSR’ has 

become a mainstream and buzzword today (2011). The term has many diverse 

dimensions. There are many different explanations of the term ‘CSR’; according to 

Commission of the European committees (2001 cited in Dahlsrud, A. 2008) it is “a 

concept whereby companies integrate social and environmental concerns in their 

business operations and interactions with their stakeholders on a voluntary bias”. 

Some other dimensions added to social and environmental concerns are; economic, 

stakeholder and voluntariness (Dahlsrud, 2008). Tendency of the definitions agree on; 

CSR should include ethical social and environmental issues by sharing information 

with a transparent approach (Dahlsrud, 2008). Following paragraphs introduce some 

of the actions made by fashion companies to use CSR approach in their supply chain.  

One of the actions taken by the companies to deliver the industry is; regulate the 

ethical, economic, social and working conditions in the fashion supply chains by 

developing their own codes of conducts (CoCs), that are based on international 

standards such as International Labour Organization (ILO) Convention, United 

Nations (UN) Global Compact, Universal Declaration of Human Right (Turker & 

Altuntas, 2014). However, due to ethical scandals coming through the suppliers –such 

as fire in Karachi (Ellis & Friedman, 2012), factory collapse in Bangladesh (Harvey, 

2014)-, some researchers claim that methods such as CoCs and inspections are not 

enough to reduce the problems in the industry. (Welford & Frost, 2006; Reynolds & 

Bowie, 2004; BBC, 2011; Chamberlain, 2010 cited in Perry, P. & Towers, N. 2013). 
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Traditionally, relationship between suppliers and the companies are short-termed 

since the fashion companies tend to work with the suppliers who make the best offer 

(Jones, 2006; Barnes & Lea-Greenwood, 2006; Hines & McGowan, 2005 cited in 

Perry, P. & Towers, N. 2013). In the recent years, building a long-term relationship 

between companies and manufacturers started to become a more commonplace 

approach in order to improve control and visibility of CSR issues (Perry, P. & 

Towers, N. 2013). 

The other action taken by major retailers is eliminating the chemicals from their 

supply chains’. Using waterless dyeing, non-toxic dyeing, using organic cotton and 

recycled synthetic fibers, eco-textiles such as lyocell are some of the examples to 

reducing the toxic effect of the supply chain (Kozlowski et al., 2012). Sixteen 

companies that are taking the right steps and have a credible timeline to eliminate 

toxic effect of chemicals from their supply chains by 2020 are selected as the “Detox 

Leaders” by the non-profit organization Greenpeace. Detox leaders selected by the 

organization are; Adidas, Benetton, Burberry, C&A, Esprit, Fast Retailing, G-Star, 

H&M, Inditex, Levi Strauss, Limited Brands, Mango, M&S, Primark, Puma, 

Valentino (Greenpeace, n.d.). 

Some other non-profit organizations have also started to take action to regulate and 

improve the situation in the industry. The Higg Index 2.0 were developed by 

Sustainable Apparel Coalition, in 2013 and used for analyzing the sustainability level 

of the production. Unlike the first version of the tool that only measures the 

environmental impacts, the Higg Index 2.0 offers a holistic way to measure the 

sustainability by focusing on facilities, brands and products by including 

measurements of the apparel supply chain from both the environmental and the social 

perspective.  

In order to achieve more sustainable products, the based on the life-cycle thinking, the 

tool includes indicators regarding selection of the material, manufacturing process, 

packaging, transportation and end-of-lifecycle. During the design process the product 

evolution tool asks questions regarding the material selection and other factors that 

mentioned in the above. The tool guides the designers and the fashion companies to 

change their selections effortlessly without having any deep knowledge regarding the 

best materials or packaging options in the term of sustainability. To sum up, the tool 

measures the production in the terms of environmental management systems, energy 
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and water use greenhouse gas emissions, water use, wastewater/ effluent, emission to 

air, waste management etc. (Apparelcoalition, 2015).  

The Facility and Brand measuring tools are standardizing the evolution of the 

sustainability in the terms of social by asking practice based qualitative questions that 

are regarding the facility and working conditions. The outcomes of the qualitative 

questions are highly related with social sides of the industry and might use according 

to improve the working and facility conditions. From the social perspectives, the tool 

measures internal workplace standards and improvement of social/labor performance 

management in supply chains (Apparelcoalition, 2015). 

From the both perspectives the Higg Index helps to improve the fashion companies to 

monitoring their sustainability performance and how they can make their selections 

according to more sustainable choices. While scoring the each module gives the result 

out of hundred points and show the result of each products score with doughnut chart. 

Therefore, results are highly visualize and easy to understand. Even an untrained 

designer or another employee of the company can easily read the results and change 

their decisions accordingly (Apparelcoalition, 2015).  

 

Figure 2.2 The Higg Index 2.0 tools, (SustainableApparelCoalition, 2015) 

Since the first version of the tool established (Higg Index 1.0), members of the 

organization and the other companies have began to utilize the tool.  Among the 

members of the coalition there are some of the biggest fashion retailers and brands 

from almost all possible segments such as; Adidas, Burberry, Columbia, Esprit, Gap, 

H&M, Ikea, Inditex, Kering, Nike. The coalition offers different tools for different 
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facilities that are useful to measure from the different perspectives (Apparelcoalition, 

2015). 

The tool is available for the brands and the public for free, and it is accessible via 

Sustainable Apparel Coalition’s online website and it can be used through Excel 

which also increases accessibility of the tool. And the Coalition encourages 

companies to use the most suitable version of the Higg Index 2.0 for their businesses 

area (Apparelcoalition, 2015).  

As roughly expressed in the previous paragraphs, fashion companies have realized the 

growing environmental awareness among the consumers and other potential benefits 

of making their supply chain more sustainable (Becchetti, 2012; Turker & Altuntas, 

2014) and they started applying CSR approaches to their supply chains by using Higg 

Index tools and making other regulations. Accordingly, even if it is too early to say 

that they are succeeding in eliminating the negative impact of their supply chains; it is 

possible to claim that, they have begun to take action in order to change their 

operations with more sustainable approach.  

2.5.1 CSR Communication in the Fashion Industry 

Regulating the supply chain of fashion brands with sustainable approaches should 

start with selecting the eco-materials for the production and involve very high 

concerns on the environment and human rights at all stages. However, offering 

sustainable products in the store is not enough to draw consumers’ attention and 

create a value. Therefore, making CSR communication is essential for promoting 

sustainable fashion (Shen, 2014).  

Publishing CSR reports with a transparent approach is an effective method to increase 

consumer desire and awareness. Besides, some consumers are willing to buy 

sustainable products, but lack of knowledge is a barrier (Fraj & Martinez, 2006 cited 

in Shen, 2014).  Some companies such as Nudie Jeans and Honest By move this 

transparent information sharing approach one step further and share even their sub-

contractors’ contact information and other very crucial details about their supply 

chains’ (nudiejeans, n.d.; honestby, n.d.). 
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Figure 2.3 Classification of CSR labels, (Koszewska, 2011) 

Creating awareness is the goal of sustainability communication, and labeling systems 

are one of the methods for achieving this goal. For instance, for non-fashion products, 

ENERGY STAR is one of the most effective and very well-known labeling systems 

that increase consumer awareness while evaluating different products (Galbreth & 

Ghosh, 2013). Even though, they are not as well-known as non-fashion industries 

CSR labels, there are also many different types of labeling and certifications in the 

fashion industry. Among the Polish consumers, EU-Eco-label, Global Organic Textile 

Standart, Oeko Tex Standart are the most well-known eco and social labeling systems 

but even the most well-known labeling system is known by less than 20% of the 

consumers (Koszewska, 2011).  The chart was developed by Koszewska in 2011, in 

order to show different types of CSR labeling systems used in fashion industry. 

Using a CSR labeling is not the most common communication strategies. Indeed 

some companies prefer to make their CSR communication by offering these post-

retailing services such as Nudie Jeans eco-cycle -break-in, repair, reuse, recycle- 

(nudie jeans, n.d.) or H&M recycling service (H&M, n.d.). Due to excessive amount 

of waste, some of the fashion companies started to take responsibility in post-retailing 

stage. Collecting used clothes, collaboration with non-profit organizations, offering 
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recycling and repairing services became more popular in order to reduce harmful 

impacts and increase the company’s value offerings (Kant Hvass, 2014).  

There are many different methods that are used by the companies to increase 

consumer demand for sustainable products but many of the fashion brands are still 

very weak and insufficient to make the communication with the consumers. Since 

most of the fashion companies make their CSR communication by publishing reports, 

consumers have to make an additional effort in order to reach information regarding 

to companies CSR approach. 

2.5.2 Why are CSR Actions not Enough and How Do Consumers Start to Take 

Action? 

Although, many well-intended and serious initiatives have been made to eliminate the 

negative environmental and social impacts of the fashion industry, by analyzing 

current situation, it is clear that these initiatives are still not enough to solve the 

problem as confirmed by the news that come through the industry (Welford & Frost, 

2006; Reynolds & Bowie, 2004; BBC, 2011; Chamberlain, 2010 cited in Perry, P. & 

Towers, N. 2013). 

Governments’ and companies’ individual actions are not enough to solve the 

environmental and the social problems in the industry. The nature of sourcing the 

“fast fashion” goods is about selecting the best offer available. Therefore, if one of the 

production countries regulates its actions, according to the labor and the environment 

welfare, the fashion companies naturally will choose the other countries, which offer 

cheaper production. To solve this problem, instead of government or company based 

actions, transnational actions are going to produce better results (BoF, 2015).  

In 1980s, eco products have become mainstream. The number of products claiming to 

be environmental friendly increased and they became available for consumers. As 

mentioned many times before lack of communication is one of the most important 

barriers for consumers to not select the eco products (Bonini & Oppenheim2008; 

Kollmuss & Agyeman 2002; Thøgersen 2005; Vermeir and Verbeke 2006; Williams 

and Dair 2007 cited in Ozdamar Ertekin & Atik, 2015). In the 90s instead of 

companies’, private initiative eco-labeling programs begun to appear and became 

popular in the US (Banerjee & Solomon, 2003). Even, the sustainability labeling on 

the packaging, have influence on consumers’ product evaluation and purchasing 
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decision, (Cho, 2014) today; the existing labeling systems and claims that are used in 

the fashion industry are very confusing. So, the consumers do not trust these labeling 

systems or claims entirely (Thøgersen, 2005; Ozdamar Ertekin & Atik, 2015).  

Besides the above arguments, existing labeling systems tend to focus on only one of 

the problems instead of handling the situation in the industry as a whole. The negative 

impacts of the apparel supply chain have both the social and the environmental 

dimensions. And the both dimension have very serious consequences. Hence, 

focusing only one of them will not be enough. Therefore, this research investigates 

the potential outcomes of developing a common CSR labeling system that answer the 

growing consumer awareness by focusing on the both the environmental and the 

social sides of the fashion industry’s problem. 
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 Methodology 3.

This chapter explains the scientific methods that are chosen for the conduction of this 

study. Validity and reliability review of the research is also included. 

3.1  Scientific Methodology 

To conduct this research, a prior study at the beginning was made regarding scarcity 

of the earth resources, poor working conditions in the fashion industry and the raising 

awareness about CSR issues from consumers’ perspectives. The research question; 

“Why the fashion industry needs CSR initiatives?” answered by the secondary data 

that gathered from highly reputable resources. In order to expose the answer, key 

words such as “FASHION”, “CSR”, “NEGATIVE EFFECTS”, “SOCIETY” etc. 

have been used. Furthermore, the secondary data also used for draw a framework for 

the consumer survey questions in order to answer the research question “How do 

fashion consumers’ respond to the negative impacts of the industry?”. Accordingly, 

outcomes of the previous research findings that agreed on existence of the raising 

consumer awareness became a guideline while conducting the consumer survey. 

The more detailed theoretical backgrounds have been drawn by gathering information 

from the previous researches about CSR approach within the apparel supply chain, 

eco and social labeling systems, consumer interest, growing awareness about CSR in 

the fashion industry and the other relevant subjects. The research aims to expose 

different opinions, claims regarding the topic and what are already known in this 

field. By analyzing different claims, the existence of various opinions about consumer 

awareness and responses against different types of logos has been exposed. While 

bringing light to the various types of theories regarding the related topics, the 

researcher aimed to expose the mainstream ideas and theories and interpret the 

findings of primary data under the guidance of theoretical framework. Moreover, the 

research question regarding to why the fashion industry needs CSR initiatives 

answered by the literature review in the theoretical background chapter. 

There are two different ways to make a study; inductive approach and deductive 

approach. According to inductive theory, after the data collected and analyzed, a 

theory builds according to the findings. On the other hand, deductive approach starts 

with a hypothesis and the following steps rejects or confirms the hypothesis by 
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analyzing the data that obtain (Bryman, 2012). The deductive approach followed for 

conducting the study, under the guidance of belief for necessity of developing 

common CSR labeling systems based on the Higg Index 2.0 tool to increase consumer 

awareness and response. 

While qualitative methods are related with the inductive approach, quantitative 

methods use for the deductive approach (Bryman, 2012). Therefore the quantitative 

research applied by making self-complication consumer survey. After, the problems 

regarding the CSR labeling in the fashion industry have been clearly defined in order 

to identify and bring a solution (Jonker & Pennink, 2009), a questionnaire have been 

prepared to proceed the research.  

3.2 Information Gathering 

The secondary information gathered from the journals, magazine articles, newspapers 

and websites to draw theoretical framework for the research and use it as a base while 

primary data collecting and interpreting are done.  

Primary Data were collected by following steps; 

Firstly, four major fashion companies that make sustainable operations in Sweden 

have been chosen by means of the company size, segmentation and the consumer 

awareness. Their store has been visited, websites analysis and published CSR reports 

analyze have been made, in order to examine how fashion companies make their 

sustainability communications through consumers’ eyes. 

As already mentioned in the previous paragraph, for analyzing the fashion companies’ 

sustainable operations, their physical stores in Sweden have been visited. The 

researcher took notes about companies CSR communication strategies by analyzing 

in-store campaign boards, labels and swing tags on the products. Additionally, any 

kind of post-purchasing services in the terms of sustainability such as recycling 

services have been noted.  

For analyzing the companies’ websites and online stores, their sustainability parts and 

published CSR reports have been examined. All the selected companies have 

Sustainability or CSR segments in their websites, where they have published their 

reports or give information regarding their CSR approach. The information given on 

the websites have been interpreted.  
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The research followed quantitative approach by gathering primary data by self-

completion surveys. The quantitative research aimed to discover broad tendencies by 

using numbers, amounts and frequencies etc. (Jonker& Pennink, 2009). The survey 

was conducted to have a deeper opinion about consumer knowledge and response to 

the CSR labeling schemes in order to answer research questions. Furthermore, 

consumers’ expectations from a CSR labeling system were aimed to be exposure. 

The research followed a quantitative approach by gathering primary data by self-

completion surveys. The quantitative research aimed to discover broad tendencies by 

using numbers, amounts and frequencies etc. (Jonker& Pennink, 2009). The survey 

was conducted to obtain a deeper opinion about consumer knowledge and response to 

the CSR labeling schemes in order to answer research questions. Furthermore, 

consumers’ expectations of a CSR labeling system were aimed to be exposure. 

In order to answer research questions, the survey was conducted using 19 questions 

regarding the fashion buying habits, the factors that consumers consider while they 

are making purchases, their awareness about CSR issues and expectations from the 

companies. The half of the questions asked in the survey was multiple-choice 

questions while the other half was 7 point Likert scale. Using the Likert-Scale is a 

very common method of asking question in the surveys to expose feeling of the 

respondents (Bryman, 2012).  

Due to lack of time, fund and feasibility, a self-completion questionnaire was applied 

by convenience sampling method. The questionnaire was applied to the population in 

the Gothenburg Central Station. Since public transportation buildings use by almost 

every member of the population and Gothenburg is the second biggest city in the 

Sweden; in order to reach a sample that reflects general tendencies in the Swedish 

population the Gothenburg Central Station was specifically chosen due to excessive 

variety of the demographics. Moreover, since the chosen place is a very crowded, the 

passengers might have time until their trains’ or busses’ departure time, and this made 

the survey more convenient and increased the rate of getting a response.  

Since the research was applied in Sweden, the questionnaire was held in Swedish in 

order to get better responses. Closed-end questions were specially chosen to make 

coding and analyzing the results easier (Bryman, 2012).  
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For conducting the consumer survey, the researcher explained the subject and asked 

the sampled population to answer the questionnaire. For exposing the general 

tendency of the population, printed surveys were given to the consumers that waited 

for their departure time. In order to understand consumer’s awareness and beliefs 

about CSR issues and the fashion industries negative effects, the researcher didn’t 

make a further explanation regarding the terms that used in the questionnaire.  All the 

samples had enough time to read and answer the questionnaire.  

After data gathered from analyze of the companies’ CSR communication strategies 

and consumer survey, these parameters compared in order to measure effectiveness of 

the fashion companies CSR communication strategies and how a common CSR 

labeling system based on Higg Index 2.0 is going to effect the efficiency of CSR 

communication strategies.  

3.3  Sample Selection 

As already mentioned, in the information gathering part, four fashion companies that 

operate physically with CSR approach in Sweden were chosen. These four companies 

eliminated from sixteen fashion brands, which are announced by Greenpeace as detox 

leaders. As stated in non-profit organization’s website: “The committed companies of 

grouped according to credibility of a company’s Detox commitment and its actions to 

under three criteria: Elimination of APEOs and Phthalates, Elimination of PFCs and 

Transparency. Sixteen brands are given by the following; Adidas, Benetton, Burberry, 

C&A, Esprit, Fast Retailing, G-Star, H&M, Inditex, Levi Strauss, Limited Brands, 

Mango, M&S, Primark, Puma, Valentino (Greenpeace, n.d.). 

Ideally, a research should involve every member of the selected population but due to 

feasibility problems, researchers are obliged to choose a sample that reflects the entire 

members of the population (Baker, 2002). Hence, selected brands were limited by 

considering which operates physically in Sweden. Therefore, C&A, Gant, Limited 

Brands, Primark, Puma, M&S and Valentino were eliminated due to their absence in 

Swedish market.  

The research was aimed to investigate companies that concern about both the social 

and the environmental issues. Unfortunately, The Detox Leaders list selected by 

Greenpeace is only concerned about environmental issues. In order to continue the 

research with the companies that have conscious approach about the social issues, 
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eight companies were analyzed how much they are sensitive about the social 

circumstances, in addition to environmental ones (Adidas, n.d.; Benetton, 2013; 

Burberry n.d.; Esprit, n.d.; Gant, n.d.; H&M, n.d.; Inditex, n.d.; Levi Straus, n.d.; 

Mango, n.d. and Puma, n.d.). Following step was aimed to divide brands according to 

their segmentation;  

-Sportswear; Adidas 

-Fast Fashion; H&M, Inditex 

-Premium; Burberry 

-Casual / Daily wear; Benetton, Esprit, Levi Strauss, Mango 

 

Figure 3.1 Sample selection for the companies CSR communication analysis 

For the final selection beside Adidas and Burberry to represent sportswear and 

premium segments –since they are the only companies that represent their segments-, 

two other companies selected for representing fast fashion and casual/daily wear 

segments. The selections for these two segments have been made according to the 

highest market share in Sweden. Unfortunately, due to lack of information about their 

market share, instead of that, the companies that have the highest number of branded 

stores were chosen to reflect brand awareness and success. Therefore in fast fashion 

and daily wear segments, H&M and Esprit were selected. 

For the consumer survey, probability sampling is a better method for reflecting the 

populations’ tendencies; but it requires time, money and a plan beforehand (Bryman, 

Detox Leaders Selected by Greenpeace 

Detox Leaders Operated in Sweden 

Categorize the brands 4 different 

segment; Sportswear, Fast Fashion, 

Premium, Casual / Daily wear 

 

16 companies 

8 companies 

8 companies 

4 companies Adidas, Burberry, Esprit, H&M 
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2012). Therefore, in order to solve feasibility problems, non-probability sampling was 

chosen to conduct the survey on time. A convenience sampling method use by 

applying the research to the population that is easy to reach (Bryman, 2012). This 

method was chosen and applied in the Gothenburg Central Station in order to reflect 

general tendency of the Swedish population. Validity and Reliability  

For the quantitative research, reliability issues concern studies repeatability, while 

validity refers to study’s acceptability for larger populations (Bryman, 2012).   

For the first stage of methodology, four selected fashion brands CSR communications 

were observed. The observation highly relied perception and interpretation (Bryman, 

2012), while analyzing the companies indicators are considered to increase validity 

and reliability all the observations and each company’s CSR communications were 

analyzed by the same author to prevent the reliability problems. 

At the second stage, primary data were gathered by quantitative research. External 

reliability symbolizes on which degree the study can be replicated (Bryman, 2012). 

Since the samples were selected by convenience method, external reliability of the 

research is weak. A scientific research also might be weak when it comes to inter-

observer consistency since a lot of subjective judgment and more than one observer 

can be involved in the process (Bryman, 2012). But, for conducting this research, the 

self-completion survey applied to the consumers with the same order and questions 

furthermore, all the observations have been made by the same researcher. Therefore, 

this research has great inter-observer consistency.  

The primary data for both of two steps were collected from the limited samples. Since 

the purpose of the study is rather than creating a theory, to bring a new perspective to 

CSR labeling, to generalize findings and lead to further researches, the limited sample 

selection can be justified.  

Quantitative approach may be criticized for showing the reality through researchers’ 

eyes (Jonker, Pennink, 2009). Since this research follows the same approach, it may 

also criticize the same. 

3.4  Source Criticism 

For theoretical part of the study, fairly reliable scientific articles that accessed via 

databases such as EBSCO, Elsevier, Emerald Insight, ProQuest, Sage Journals 
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Ulrich’s online, etc., and have been published in scientific journals used. Moreover, to 

enrich the content of the study, websites of non-profit organizations and companies, 

different books and highly reputable magazines have been used. 

The information about how the companies make sustainability communications with 

the consumers was gathered by analyzing company websites, stores and garment 

labeling. Even though having interviews with related key actors such as administrator 

staffs and managers regarding the sustainability issues in the companies might give 

more reliable result and deeper understanding for what are they actually doing to 

communicate about their CSR approach, due to timing and feasibility problems, 

analyze conveniently accessible information was chosen.  Furthermore, since the 

study is only interested in the CSR communications that is accessible by the 

consumers, analyzing CSR communications in the stores and websites was a more 

proper way to access information. 
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 Empirical Findings 4.

The Empirical Findings chapter includes two parts; first part explains CSR 

communications approach of the selected four brands and the second part explains the 

outcomes and findings of the consumer survey. 

4.1  CSR Communication Analyze of Four Fashion Companies 

Following part analyzes four fashion companies; Adidas, Burberry, Esprit and 

H&M’s CSR communication strategies through an average consumer’s eyes. In order 

to understand how selected fashion companies make their CSR communication, 

following five indicators were analyzed; 

-Companies General CSR Approach 

-Advertisement Campaigns via Mass Media and Social Media 

-In-store Campaigns 

-CSR Labeling 

-CSR Reports 

4.1.1 Adidas  

The sustainability journey of Adidas has been started in 1989. The company aims to 

reduce the negative impact of their supply chain day by day and sharing their 

sustainability commitment on the group website with very detailed information. As 

specified on the website, creating a sustainable supply chain is not something happens 

suddenly. On the contrary it requires smart planning and preparedness (Adidas-Group, 

n.d.).  The company has a “The Social and Environmental Affairs Team” out of 70 

people to monitor and organize the supply chain in the different part of the world in 

order to follow labor, environment, health and safety standards (Adidas-Group, n.d.).   
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Figure 4.1 Sustainability approach of Adidas (Adidas-Group, n.d) 

According to Adidas, the sustainability within the business has four different factors 

to consider. The business should influence people’s lives positively, increased use of 

sustainable materials that is used for production, reduce the footprint and collaborate 

with partners to improve the sustainability in the industry (Adidas-Group, n.d.). 

In the company’s physical stores, any kind of communication strategies such as 

boards and/or CSR labeling hasn’t been followed. During author’s visit to the brand 

store in Stockholm, the lack of CSR communication strategies was observed. 

Furthermore, in addition to in-store CSR communication strategies, any kind of CSR 

communications via mass media couldn’t be reached.  

 

Figure 4.2 Sustainability Communication of Adidas (YOUTUBE, 2014) 
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On the other hand, Adidas makes sustainability communication via social media. The 

company shares information regarding to their sustainability approach by sharing 

videos and pictures of the innovations regarding to sustainability on YouTube and 

Facebook (YouTube, n.d. & Facebook, n.d.).  

On the contrary, the group website is very beneficial and successful to share 

information about CSR strategies. The information given on the website is very 

detailed and divided into many segments. In addition to that, an elaborated 

sustainability report shared with consumers to give information regarding to their 

current business operations’ and future plans’ (Adidas-Group, n.d.).  

Like other three companies that selected as a sample, Adidas is also member of 

Sustainable Apparel Coalition and utilize the Higg Index tool to evaluate their supply 

chain from many aspects. On the group webpages blog, an article regarding the Higg 

Index has been published on July 2012.  The reason behind a measurement tool and 

how does Higg Index works to reduce the environmental effects of the company 

explained very well.  According to this, the tool supports the company to improve the 

performance of the supply chain. In another article that published on February 2013, 

the new features regarding the social/labor module have been explained (Adidas-

Group, n.d.). With the reference of the information given on website, Adidas believes 

that Higg Index tool has a significant importance to monitor and increase the 

sustainability in their supply chains. 

The Empirical findings that collected from Adidas physical store visit and company 

website have been show that, even though the company takes significant steps to 

regulate its supply chain with more sustainable approaches, the company is still very 

weak about communicate about their CSR strategies in order to inform the consumers. 

4.1.2 Burberry 

Burberry was founded in 1856 and since the beginning, company has always been 

well known for its high quality trench coats. Craftsmanship, innovation and design are 

very important elements in their business idea. Regarding to sustainability, Burberry’s 

core values are; to protect, explore, inspire and their entire operations follow these 

three core values (Burberry, n.d.). 

When it comes to sustainability, Burberry takes it very seriously. The company 

emphasizes on ethical trading, ethical sourcing, human rights, community investment 
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and states that the corporate responsibility understanding of the company is not only 

limited to these topics. The company takes a lot of steps to reduce their supply chains 

negative impacts and on the entrance page of the sustainability webpage, the company 

announces the steps that they took in order to reduce their negative impacts (Burberry, 

n.d.). 

 

Figure 4.3 Sustainability approach of Burberry (Burberry, n.d) 

Burberry shares information regarding to how they consider sustainability within their 

supply chains’. They emphasize on their ethical trade approach, how they provide 

opportunities for their employees and try to reduce their negative impacts on the 

environment. On the opening page of the “corporate responsibility” segment in 

burberry.com, there are main titles regarding the company’s CSR approach and future 

plans (Burberry, n.d.). 

When the company website have been analyzed in May 2015, shared information 

with the community was not detailed and insufficient in explaining how they are 

going to accomplish their goals, but in August 2015, the company added detailed 

information. The added information is quite detailed and enlightens the consumers 

about their progress (Burberry, n.d.).  

Like Adidas, Burberry is also lack of CSR communication via mass media. Moreover, 

the company doesn’t emphasize on the social media. The company is not only weak 

when it comes to make communication via social media regarding sustainability. 
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Moreover, the researcher any kind of CSR communication strategies has not been 

observed in the company’s Stockholm stores.  

Burberry has a membership of very important non-profit organizations such as UN 

Global Compact, Ethical Trading Initiative, (SAC) and Forum for the Future etc. 

(Burberry, n.d.). Even though,  the company is also a member of Sustainable Apparel 

Coalition, they did not specifically explain how they utilize the Higg Index tool in 

their entire supply chain. According to what they roughly expressed, the usage of the 

tool is to create a guideline for twenty key suppliers and twenty-three fabric mills to 

understand their environmental management and create a training programs for the 

suppliers that less engaged with environment. Another way to utilize the tool is, 

selecting the right material while developing a more sustainable packaging. Even the 

Higg Index 2.0, examine more factors than what have been mentioned in the website, 

the company’s CSR policies are also cover the other parts of the Higg Index tool 

(Burberry, n.d.). 

Furthermore, the company does not use third party or own developed certifications for 

stating their CSR approach on the clothes tags.  The findings that have been gathered 

expose the company lack of effective CSR communication strategies. 

4.1.3 Esprit 

Esprit founded in 1968 and today the company offers women, men, children and 

home collections in over forty countries.  The company claims that the environmental 

and social commitments are in their DNA, and even before the awareness increase 

regarding to sustainability, the company focused on ecological and sociological 

actions to its supply chain in 90s by embracing a new mission statement: Be 

informed, be involved and make a difference (Esprit, n.d.).  

The new mission statement requires the company’s designers to pay a special 

attention to social and environmental factors. And this new approach leads to 

company to create the new organic cotton line in 1990, even though organic cotton 

manufacturing wasn’t as spread as today. Using sustainable materials such as organic 

and recycled fibers is very common CSR action within the company (Esprit, n.d.). 

Esprit has many awards due to their sustainable business practices but when it comes 

to make communication to inform the consumers, the company is not that effective. 
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While the brand store in Gothenburg Nordstan Shopping Mall has been visited, the 

researcher observed the lack of CSR communication in the store.  

Even though, webpage of the companies mention the recycled collections or other 

actions regarding to sustainability, there was not any information in the store such as 

informative boards or labels on the products regarding to companies actions. Only a 

few products had claims regarding sustainability on the label; “This product is 

brought to you with maximum care and attention. Recycle when needed”.  

In addition to what happens in the stores, the company does not emphasize the 

sustainability actions in social and/or mass media. Only sustainability communication 

approach that company follows on their Facebook and Instagram page is giving 

information regarding to fabric material on some products (Facebook, n.d; Instagram, 

n.d.). 

Besides, Esprit collaborates with highly credible associations-Redress, Textile 

Exchange, Fur Free Retailer, BSCI, Sustainable Apparel Coalition- that aim to 

increase the sustainability in the fashion supply chain, which increases the company’s 

credibility and share this information through their website. Even though, Esprit’s 

website design is very successful for evoking the sustainability and the nature, with 

the neutral color scheme and pictures, the information given on the webpage is not 

enough to satisfy highly environmental involved consumers’ high expectations. Even 

though the company published a great Sustainability Report, it is not easy to access. 

The conscious consumers have to make a deep research on the website in order to 

have a detailed information (Esprit, n.d.).  
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Figure 4.4 Esprit sustainability information on the webpage (Esprit, n.d.) 

Regarding to company’s collaboration with the Sustainable Apparel Coalition and 

their aim for reducing the negative impact of the supply chain, Esprit mentioned how 

they utilize the Higg Index in several places (Esprit, n.d.). Esprit is one of the 

founding members of the Sustainable Apparel Coalition and over the past four years 

the company worked on Higg Index tool. Accordingly, the tool uses for investigate 

their sustainability performance and makes easier to see their weaknesses and 

strengths in this manner. Besides, Esprit mentioned the benchmarking seasons with 

other members of Sustainable Apparel Coalition during the year to improve the 

supply chain from the design process to sale (Esprit, n.d.). 

4.1.4 H&M 

H&M offers wide variety of products for women, men, teenagers and children at the 

best prices to their customers through their physical stores all over the world as well 

as e-commerce. The company launched its first “Conscious” collection in 2010 and 

introduced seven commitments to reduce the negative effects of the supply chain. 

When H&M included CSR actions, the aim was to provide fashion products for 

conscious consumers by choosing and rewarding responsible partners. Being ethical, 

reducing waste of natural resources, offering products from recycled materials, being 
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more responsible and making community projects other titles of the company’s seven 

commitments (H&M, n.d.).  

To promote “Conscious” collections in March 2015, an advertisement campaign was 

prepared with actress Olivia Wilde. The outdoor print campaign and a campaign film 

directed for use in store, online and social media started in April 2015 (Diderich, 

2015).  The collection launched in sixteenth of April and the company posted the 

campaign shootings at the same day.  Even though, communication via Facebook 

(11th May 2015) ended after that time, company is still active on Instagram by posting 

new photo-shootings including products from conscious collection.  Additionally, the 

company use  # HMConsciousExclusive  tag to increase the effectiveness of 

communication (Facebook, 2015& Instagram, 2015).                           

Inside the Gothenburg Nordstan Shopping Mall H&M store, the company makes 

different communications in order to emphasize their CSR approach. There are many 

campaign boards and visual with claims such as “Long live fashion” and “With great 

fashion comes great responsibility” to promote the Conscious Collection in the store. 

The biggest campaign board is placed behind the cashier desk and it is remarkable for 

the customers that are waiting in the queue. 

 

Figure 4.5 CSR communication Strategies of H&M  (Shen, 2014) 

The CSR communication made by H&M also includes labeling and offering recycling 

services in the store. H&M does not use third party social and environmental labeling. 

Besides of that, H&M products have own developed labeling system to give 

information regarding sustainable, organic or recycled materials that use for 

production, some production details such as reduced water consumption during dying 
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process or usage of post-consumer waste information are also given on labels. On the 

other hand, unlike previous seasons, the “Conscious” collection has different ranks, 

this season the collection is displaying with regular lines.  

Since 2010, each year, H&M publishes two CSR reports about their operations and 

future targets. One of the reports includes highlighted information regarding the 

company’s 7 commitments while the other one includes more elaborated information. 

Both reports include a lot of visuals and charts that appeal to consumers (H&M, n.d.). 

The company has a great collaboration with Sustainable Apparel Coalition. 

Accordingly what did H&M’s CEO say in the interview placed on the report; the 

company uses the Higg Index tool to measure their entire value chain’s sustainability 

performance from the beginning to the end. Furthermore, H&M believes that the tool 

might make consumer’s product evolution process easier with labeling from different 

brands since they are based on same standards (H&M, n.d.).  

In the same way according to the interview have been made with CEO of Sustainable 

Apparel Coalition Jason Kibbey, he believes that standardization of the Higg Index 

tool will provide consumer to more information regarding the sustainability and 

underlies tool’s importance of providing consumer information with great 

transparency. The information regarding how the company benefit from the tool 

included in “Sustainability Report 2014” and accessible by the conscious consumers 

(H&M, n.d.). 

4.2 Findings from the Consumer Survey 

The consumer survey held in Gothenburg Central Station was applied to 100 

respondents, but only 86 of them were found suitable for analysis due to some 

respondents not answering the questions regarding their basic demographic 

information such as age, education level and occupation. 19 questions were asked. 

52% of the respondents were women while, 48% of them were men.  The 

respondents’ age range had a great variety, from 14 to 87. More than 50% of the 

respondents were college or university graduates (See Appendix-II). 

First two questions appearing in the survey were about respondents’ fashion shopping 

frequency and monthly clothing budget.  

1) How often do you go fashion shopping? 
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As the literature review part points out one of the main reasons behind the negative 

impacts of the fashion industry is over consumption, the question regarding to 

shopping frequency was asked to consumers. 

Table 4.1 Shopping Frequency 

 

The majority of the respondents answered the question with less than once per month. 

The most common second answer that received was once in a month. 

2) What is your monthly clothing budget? 

This question was asked to expose what the monthly clothing budget of a Swedish 

fashion consumer is. As mentioned in the literature review part, price differentiation 

between ethically sourced products and non-ethically sourced products were one of 

the barriers that keep the consumers from choose the ethical ones. Hence, monthly 

clothing budget has a significant importance. 

Table 4.2 Monthly Clothing Budget 

 

The questionnaires bring to light that there are two common answers among the 

consumers. 43% of the consumers answered the question with 0-500 Swedish Krona, 

19% 
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while 41% of the consumers claimed that their monthly clothing budget was 500 to 

1000 Swedish Krona. 

3) The most important thing I consider while I buying fashion products is 

________________.  

The factors influencing the consumers while they make purchasing decisions are 

highly related with consumers’ response to companies’ CSR approach. While 

considerations regarding the style and price are not related with sustainability; 

material, quality and production country is related. 

The answers that were given to third question expose that the most important factor 

for the majority of consumers is style. 62% of the consumers give importance to style. 

The second and the third most common factors are quality with 40% and price 31% 

respectively.  

 

Table 4.3 The most important factors while purchasing fashion products 

The answers also expose that while women consumers consider the material more 

than men, men give more importance to price (See Appendix-II). 

While asking the following questions from four to ten, the seven point Likert scale 

methodology was used to expose feelings of the consumers regarding the consumer 

response to sustainability as their main consideration. While number one symbolizes 

entirely disagree, number seven symbolizes entirely agree and number four in the 

middle symbolize neither agree nor disagree 
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4) Eco-friendly materials influence my decision while I am buying fashion 

products. 

The most common answer was number five with %36 (somewhat agree) and the 

followed by neutral answer with 31%.  

Table 4.4 Consumers influence level by Eco-friendly Materials 

 

Consumers that entirely influenced by eco-friendly materials or not influenced by it is 

slightly lower compare people who are neutral and somewhat agree. 

5) While I am selecting fashion brands, garment production affects my choice. 

The question number five also exposed the similar result with the fourth. The majority 

of the consumers selected the neutral choice or somewhat agree.  

Table 4.5 Consumers consideration about companies CSR Approach 
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The following part introduces the findings gathered from the questions number six 

and seven. Aesthetics considerations are another barrier along with the price 

(Ozdamar Ertekin & Atik, 2015) that keeps away the consumers from choosing 

sustainable products. These two questions were asked to check the consumers’ 

consideration level regarding to these two parameters. 

6) Style is my main concern while buying fashion goods. 

7) Price is my main concern while buying fashion goods 

Table 4.6 Style Consideration level 

 

The third question points out that the Swedish consumers are highly concerned about 

the price and style. For both questions, as it is seen on table 4.6 and 4.7, greater part 

of the respondents chooses the answer from the positive part of the scale. 

Necessity of developing a common CSR labeling depends on consumers’ awareness 

and expectations from the companies. Following three questions aim to expose these 

two factors. 
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Table 4.7 Price Consideration level 

 

8) Apparel companies have to reduce their negative impacts on the environment. 

9) I am aware of negative impacts of fashion industry on the society. 
10) Apparel companies have to reduce their negative impacts on the society. 
The 57% of the consumers entirely agree that apparel companies should reduce their 

impacts on the environment and 44% of them believe that they have to reduce it on 

the society. Also consumers who strongly agree with the claims have a larger share. 

On the other hand, when it comes to awareness regarding to impact of the industry, 

consumers are not that clear, the majority of the consumers with 33% state that they 

somewhat agree and 29% of the consumers strongly agree. 

11) Which are the following CSR communication strategies influence you the 

most? 

According to the Thøgersen (2002), lack of enough communication in the fashion 

industry is one of the reasons that keep away the consumers from purchasing the 

sustainable options.  
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Table 4.8 Influence level on different type of communication strategies 

 

To discover the best communication type according to consumers, question number 

eleven was asked to respondents. 48% of the consumers stated that advertisement 

through mass media and social media has influence on them. Only 14% of the 

consumers claimed that labels have influence. And only 3% of the consumers stated 

that they are influenced by the CSR reports published by the fashion companies.
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12) Which of the following labels do you recognize? 

The consumer awareness of the existing labeling is directly related with their success, 

therefore, this question was asked to measure the consumer awareness about the 

fashion industry related CSR labels. According to the answers given to the 

questionnaire, the most known three CSR labels are; Nordic Swan, Fair Trade and 

World Fair Trade Organization Mark. Nordic Swan is known by more than 90% of 

the consumers while 86% and 58% of the consumers knows Fairtrade and World Fair 

Trade organizations respectively. 

Table 4.9 Consumers CSR label awareness 

 

It should be noted that, the most known three labels are not exclusive to the fashion 

sector; they are also commonly used in household goods and food industry.  
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Upcoming three questions were also applied using Likert scale to expose consumer’s 

feelings. 

13) I find CSR labeling systems trustworthy. 

14) CSR labeling systems influence my choice in buying fashion products. 

15) I try to choose more sustainable options while buying fashion products. 

Undoubtedly, trust on labeling systems is a very important factor for consumers while 

buying a sustainable product (Ozdamar Ertekin & Atik, 2015). The questions number 

thirteen and fourteen were included in the survey to create an overall view regarding 

the consumers’ trust on CSR labeling systems and how do they influence them.  

Table 4.10 The level of trying more sustainable options 

 

According to the analysis of thirteenth question, the greater number of the consumers 

(43%) is neutral about the labels. The rest of the consumers are slightly positive, 19% 

of the consumers stated that they are somewhat agree and 22% stated they are 

strongly agree. 

Like in the thirteenth question, more than 50% of the consumers stated that they 

neither agree nor disagree that they are influenced by CSR labeling. On the other 

hand, analysis of the fifteenth question shows that, consumer are more likely to try 

sustainable options. 
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16) Which are the following aspects to CSR labeling should include? 

As the literature review comprised, fashion industry is responsible for negative impact 

on the environment and the society (Ozdamar Ertekin & Atik, 2015). But the existing 

labeling systems that are used in the sector only focus on one of the factors.  

Table 4.11 Factors that CSR labels should include 

 

This question was asked to analyze consumers’ expectations from the trustful CSR 

labeling. 58% of the consumers stated that they expect both the social and the 

environmental factors in the CSR labeling. 

17) Do you think it would make your selection process easier, if the CSR labeling 

system developed by independent non-profit organization adopted by all fashion 

brands? 

Since the main research question was about the analysis of the potential outcomes of 

developing a common CSR labeling system based on Higg Index 2.0, this question 

was asked to Swedish consumer to evaluate their opinion about a common labeling 

system adopted by all the fashion companies.  
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Table 4.12 Perception about common CSR label 

 

The majority of the consumers stated that a common CSR labeling system developed 

by a third party organization would make their selection process easier. It should be 

noted that 7% of the respondents did not answer the questions and some of them 

noted on the paper they “only buy what they like”. 

18) Have you ever heard about Higg Index 2.0 tool? 

Since the research suggests developing a common label based on Higg Index 2.0 tool 

in order to show sustainability and the CSR approach of a company, the consumer 

awareness about the tool was asked to consumers. The result bring out that, the 

Swedish Consumers lack the knowledge regarding the Higg Index 2.0. Only two 

respondents out of 86 claimed that they heard about Higg Index 2.0. 

19) Do you think developing a labeling system based on Higg Index 2.0 tool 

would be enough? 

 One of the most important things about labeling systems is creating trust and 

communication with the consumer (Ozdamar Ertekin & Atik, 2015; Thøgersen, 

2005). To answer the sufficiency of creating a label based on the Higg Index 2.0 tool, 

their opinion was asked.  
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Table 4.13 Perception about CSR label based on Higg Index 2.0 

 

Since the researcher predicted the possibility of low awareness degree regarding the 

Higg Index 2.0, before asking the question, short information regarding the tool was 

given to the respondents. Analysis of the responses brought out that 77% of the 

consumers find developing a label based on Higg Index 2.0 would be enough. 
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 Interpretations of the Empirical Findings 5.

This chapter interprets and tries to give answers to the research questions under the 

guidance of the empirical findings gathered by analyzing sampled companies and 

consumer survey applied and literature review have been made.   

5.1 CSR Communication of the Fashion Companies 

The literature review that have been made expose that, the CSR actions are very 

important for the industry since there are many negative impacts of the industry which 

also cause a raising awareness among the consumers (Ozdamar Ertekin & Atik, 

2015). But, awareness is not always enough for taking decisions according to the best 

in the term of sustainability. According to Thøgersen (2002), lack of communication 

in CSR practices is one of the reason that keep away consumers from preferring 

sustainable products. Therefore, at the first stage four companies’ CSR 

communication strategies have been analyzed.  Adidas, Burberry, Esprit and H&M’s 

communication strategies about their sustainable practices were investigated by 

looking their advertisements via social and mass media, in-store campaign boards, 

labels and CSR reports. 

The collected data show that all the selected companies are very successful when it 

comes to regulate their supply chain with more sustainable way. Even “fast fashion” 

segmented one -H&M- is determined to change its supply chain positively. All the 

selected companies try to reduce the carbon footprint by using more sustainable 

materials and monitor the working conditions etc.  

Even though, sample selecting criteria was not being a member of Sustainable 

Apparel Coalition or usage of the Higg Index tool, the research have been made 

exposed that all the selected companies utilize the tool in order to regulate their 

supply chain. Besides, all the companies state that the tool helps them to monitor and 

improve their practices in the term of sustainability. Besides, all the selected 

companies mentioned that they change their decisions according to the tools output, 

which proofs tools success. 

On the other hand, from the consumers’ perspective, if they want to inform regarding 

their relationship with Sustainable Apparel Coalition and Higg Index tool of the 

company, they have to be determined to make research. Especially, in order to 
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understand how companies utilize from the tool, the consumers have to specifically 

make research on the companies’ websites. 

Furthermore, the companies’ –Esprit and Burberry- lack of communication strategies 

via social and mass media, in-store campaign boards and labels. When both two 

brands physical stores, social media pages were visited and searched for their 

previous advertising campaigns, any kind of communication strategy that appeals to 

consumers could not be recognized. As Thøgersen (2002) claimed, communication 

strategies are essential for engaging consumers.  On the other hand, all of the 

companies share information with the consumers by publishing CSR reports or giving 

information about their supply chains.  

While the first ten questions were about consumers’ general buying behaviors and 

their awareness regarding to CSR, following questions are more about their 

expectations and knowledge about CSR and CSR communication strategies. The 

question number eleven aimed to understand which of the CSR communication 

strategies have more influence on them. Under the light of the outcome of the 

question, existing communication strategies adopted by the companies are not 

successful enough to appeal the consumers. Because according to outcomes of the 

consumer survey, the lion share of the consumers orderly 48% and 38% stated that 

advertisement via mass and social media and in-store campaign boards influence them 

mostly, and these communication strategies adopted by none of the analyzed 

companies rather than H&M. Adidas, uses the social media for making CSR 

communication but it is still not as effective as H&M. 

Besides, the only communication strategies used by these two brands –Burberry and 

Esprit-; publishing CSR reports, were only selected by 3% of the consumers.  The 

output can be interpreted as, since the awareness is very low, unconscious consumers 

won’t look a CSR report with many pages and confusing information. Hence, these 

companies do not effectively communicate with their customers. As the questions 

eleven regarding CSR communication strategies shows, the chosen CSR 

communication type is not enough to reach the consumers. 

Furthermore, when the CSR reports have been investigated, the findings show that 

Adidas-Group is very successful about sharing details regarding to it’s sustainability 

approach and future commitments and how the company going to succeed. On the 
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other hand, Burberry’s and Esprit’s sustainability reports were found weak compare to 

Adidas’s and H&M’s. Both of the fashion companies only mentioned general 

information without giving any kind of important details about their supply chains’ 

and how they are going to succeed in their future commitments. But as Cho 

emphasized in his study from 2014, the high environmentally involved consumers, 

want more transparency and reference from company’s CSR actions. Therefore, even 

though they choose to communicate with highly environmentally involved costumers, 

what they explained in the CSR reports is not enough to convince the consumers. 

Since these two companies do not use more effective communication strategies via 

mass/social media etc., the two company’s current strategies are not enough to 

influence the consumers in general. In order to appeal conscious customer, –since 

CSR communication has significant role to motivate consumers (Thøgersen, 2002)- 

these fashion companies should choose another sustainability communication 

strategies that have better influence on the consumers by using social media channels, 

mass media, in-store campaigns and etc., Furthermore, they should give more detailed 

information on their CSR reports. 

On the other hand, H&M is very powerful and effective when it comes to CSR 

communication; by using many different advertising strategies such as; in-store 

communication boards, labels, CSR reports and social/mass media. When the physical 

store visited, as mentioned in the empirical findings chapter, many different methods 

that the company to communicate have been observed. In the store, many different 

boards and campaign claims regarding to sustainability have been used, moreover a 

very detailed CSR reports via their website has been published. But, considering the 

fact that H&M is one of the biggest “fast fashion” retailers in the world, and since the 

company’s retailing approach leads to overconsumption and social problems within 

the industry, it is understandable to H&M needs to put more effort to convince the 

consumers.  

Labels are important to consumers for choosing sustainable options (Cho, 2014). On 

the other hand, many researchers claim that existence of many uncertain logos 

confuses the consumer and prevents them from taking any action (Cho, 2014; 

Ozdamar Ertekin & Atik, 2015; Thøgersen, 2005). To measure the existing following 

labels awareness among the consumers, twelve most common labels used in the 

fashion industry were asked to subjects. As previous researches already exposed 
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Thøgersen, 2005; Salmi, 2014) exposed there isn’t enough awareness regarding to 

CSR labeling systems among the consumers. According to survey have been made in 

Gothenburg Central Station, the most known three labeling systems are Nordic Swan, 

Fairtrade and World Fair Trade Organization Mark.  Even though, there were some 

labeling systems that are only used for the fashion industry, the most known labels are 

also used for non-fashion industries. Fourth most known CSR labeling used in the 

industry is Oeko-Tex -only fashion industry related- is known by only 29% of the 

consumers. The situation shows that only fashion industry related CSR labels are far 

away from being successful for creating awareness.  

Besides that, few of the consumers stated that they do not trust CSR labeling systems 

and 43% of the consumers claimed that they are unstable. The outcomes of the 

consumer survey shows that, CSR labels that are only used for fashion industry are 

weak for creating awareness and trust among the consumers.  

The consumers’ state that; they neither agree nor disagree about the CSR labels have 

directly influence on them and while they are more likely to choose more sustainable 

options. Therefore, situation of existed CSR labels creates a need for more 

recognizable and trustworthiness labeling systems within the industry.  

Developing a new CSR labeling system might increase the number of the labeling 

system that used in the industry, but on the other hand, it is also increase the consumer 

awareness and trust.  As H&M CEO mentioned in review that have been made 

regarding to sustainability and published in Company’s 2014 CSR Report, an 

common CSR labeled based on the same standards –Higg Index- might make the 

consumers selection easier. 

5.2  Consumer Awareness, Response and Expectations Regarding to CSR Issues 

within the Fashion Industry 

The literatures written regarding the CSR in the fashion industry emphasizes that 

there is a growing awareness regarding sustainability issues and they push the 

companies to regulate their actions with more sustainable approaches (Becchetti, 

2012; Ozdamar Ertekin & Atik, 2015). The survey applied in the Gothenburg Central 

Station measures the accuracy of these claims by asking consumers their priorities and 

concerns while they make their selection. 
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The data collected from the consumer surveys show that, 43% of the consumers have 

a monthly clothing budget between 0-500 SEK and 41% have it between 500-1000 

SEK. Even though, the majority of the consumers state that they do fashion shopping 

less than once a month, notable amounts of the consumers do fashion shopping at 

least one time a month. When considering their monthly clothing budget and their 

shopping frequency, it brings out that consumers are commonly selecting “fast 

fashion” or moderate/budget clothing companies when purchasing fashion products.  

On the other hand, due to nature of “fast fashion” approach, these companies are the 

main reason behind the problems lead by the industry (Ozdamar Ertekin & Atik, 

2015). 

Third question in the questionnaire asked the respondents is about the most important 

factors while they are purchasing fashion goods. As emphasized in the empirical 

findings chapter, considerations regarding to style and price are not related with 

sustainability concerns while, material, quality and production country is. The most 

commonly given answers were style, quality and price respectively. 62% of the 

consumers give importance to the style and 40% of them choose quality. Highly 

sustainability related issues such as production country or material have a very low 

rate. 

To meet the expectations of the consumers, it requires a deep understanding. In order 

to succeed, as mentioned in the above paragraph, “the most important thing” that they 

consider while they purchase fashion products was asked to consumers. The overall 

results show that consumers are highly interested in style. Therefore, while consumers 

CSR expectation from the industry is analyzed, it should be noted that, if the fashion 

companies ignore consumers’ style and price expectations, even though they are very 

successful about eliminating the negative impacts of their supply chains’ they would 

not appeal to the majority of the consumers. Therefore, while the offering sustainable 

collections, companies should also consider consumers’ price and style expectations.  

Besides, if we analyze the women and men separately, it shows that women give more 

importance to CSR related factors such as material, production country and quality 

compared to men. Therefore, the fashion companies that are only producing women’s 

wear should have more focus on CSR communication compare to men’s wear 

companies since the women consumers are more aware of sustainability issues and 

easier to access as a target market. 
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The fourth and fifth questions were asked to respondents to understand the influence 

level of eco-friendly materials and garment production. Since style considerations and 

price differentiation between sustainable and not sustainable products are seen as a 

barrier for the consumers (Ozdamar Ertekin & Atik, 2015), consumers’ answers for 

the fourth and fifth questions were not surprise. The majority of the consumer stated 

that eco-friendly materials and CSR approach does not influence their decisions. On 

the other hand, for both questions, approximately, 14% of the consumers claimed that, 

they strongly agree or entirely agree. Even compare to people are neutral, consumer 

influence by eco-friendly materials and consider companies’ CSR approach are very 

low, the consumer that are influenced by eco-friendly material ratio is worth 

considering. 

The sixth and seventh questions point out that, the majority of the consumers are 

mainly concerned regarding to style and price. While consumers make their 

purchasing decisions for fashion shopping, not sustainability related factors are very 

important. On the contrary, approximately half of the consumers stated that they are 

aware of the negative impacts of the fashion industry and there is a common 

expectation among the consumers from the apparel companies to reduce their 

negative impacts on the environment and the society. Therefore, the research shows 

that a strong CSR approach would increase brand’s value among the consumers as 

many previous researches points out (Mittal et al., 2008, and Hillman & Keim, 2001 

cited in et al., 2010). Both the consumer survey and research shows that the 

sustainability approach and eliminating companies’ negative impact would increase 

companies’ reputation and answer consumers’ expectation. 

5.3 What Should a Common CSR Labeling System Include 

According to Thøgersen (2002), lack of communication is a barrier for consumers to 

choose more sustainable options. The labels are effective ways to communicate and 

educate to consumers (Khan et al., 2014). Since the existed CSR labels are not enough 

to take consumers’ attention and they do not cover the both the social and the 

environmental factors of the industry. Therefore, creating a new labeling system that 

satisfies consumers’ expectations and develop a trust as mentioned in the previous 

paragraph is necessary. The main research question of this study is the potential 

outcomes of developing a common CSR labeling system based on Higg Index 2.0. 
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Therefore, the following questions about developing a new CSR labeling system is 

asked to consumers: 

- Which are the following aspects to CSR labeling should include? 

- Do you think it would make your selection process easier, if the CSR labeling 

system developed by independent non-profit organization adopted by all 

fashion brands? 

- Have you ever heard about Higg Index 2.0 tool? 

- Do you think developing a labeling system based on Higg Index 2.0 tool 

would be enough? 

All of the existing CSR labeling systems in the fashion industry only focus on either 

the social or the environmental factors. But as the literature review underlies, the 

industry has negative impacts on both and since consumers might expect both. The 

question number sixteen was about the aspects that CSR labeling should include to 

understand what is important for the consumers. According to the their answers, 58% 

of the consumers stated that CSR labels should include both factors. The result shows 

that, majority of the consumers expects from CSR labels should include both factors. 

In order to create a trust and satisfy consumers’ expectations, both factors should be 

considered while developing a common CSR label. 

Higg Index 2.0 is a sustainability measurement tool use by many of the mainstream 

fashion companies and it takes both the social and the environmental factors in 

account. It is commonly used within the industry and covers many aspects. In addition 

to the tool covers both and make a deep analyze, it also very beneficial in the design 

process to guide the designer without a deep knowledge regarding the more 

sustainable choices (Sustainableapparelcoalition, n.d.). For instance H&M uses the 

Higg Index 2.0 tool in order to guide designers and the company, furthermore the 

company supports the coalition to improve the tool and develop a common CSR 

labeling that based on, in order to inform the consumers (H&M, n.d.).  

Therefore, while conducting a sustainability label that covers both factors, the tool 

might be used and answer the consumer expectations. The questions regarding to 

Higg Index 2.0 tool were asked to draw an overall frame. As the low awareness 

regarding to Higg Index 2.0 predicted before, even though consumers are lack the 

knowledge about the tool, when they were informed about it, they thought developing 
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a label based on Higg Index 2.0 would be enough. Moreover, more than 70% of the 

consumers believe that if the all fashion companies adopted a common CSR label 

developed by non-profit organization, it would make their selection process easier.  

If the conscious fashion companies such as selected ones succeed in develop a 

common CSR labeling system that based on the Higg Index and adopted by the 

consumer, it might put a pressure on the laggard companies in order to use the tool. 

Because, since the common labeling system make easier to understand the companies’ 

CSR approach as stated at H&M’s 2014 sustainability report, conscious consumer 

might demand the same thing from the others. Therefore, developing a common CSR 

labeling is not only beneficial for the guide the consumers and the conscious 

companies, it is also beneficial for influence the not conscious companies action by 

make a pressure on them. This pressure that will come from consumers perspective 

that caused by the raising awareness going to regulate the industry’s detrimental 

effect. 

To summarize, the consumer survey results and the empirical findings show that, the 

current communication strategies that followed by the fashion companies are not 

successful and effective enough to appeal to consumers. But, if the fashion brands 

would develop a common labeling system that is monitored by non-profit 

organization that covers both the social and the environmental factors, it would be 

more helpful for the consumers’ decision-making process. 
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 Conclusion 6.

This chapter includes final results and recommendations regarding to research 

questions by under the guidance of literature review, companies’ CSR communication 

analyzes and consumer survey have been made. It is also includes suggestions for 

future researches. 

6.1 Why the Fashion Companies Should Communicate about Their CSR 

Strategies? 

The current literature regarding to impact of the fashion industry emphasizes that the 

fashion industry has extremely negative effects on the environment and the society. 

Since the new retailing approach “fast fashion” leads to overproduction and 

overconsumption in its nature (Ozdamar Ertekin & Atik, 2015), ignoring the problems 

caused by the industry is too hard.   

Generally, an increasing number of companies have started to realize that CSR 

actions beneficial for all for the environment, the society and the business (Sheffi, 

2012). Moreover, the actions are very helpful for engaging with the consumers with 

an authentic way (Brønn, n.d.). The study has been made by the author emphasizes 

that, even it is still not comprise the majority of the consumer, growing awareness 

about the environmental and the social impact of the fashion industry among the 

consumer is worth of consider. The consumer survey exposed that, consumers expect 

from the companies to regulate their supply chain with more sustainable operations. 

Undoubtedly, if the companies do not communicate about their sustainability 

approach with consumers more effectively, they have not chance to inform regarding 

to companies CSR initiatives. 

Somewhat into conducting this research, analyses of the communication strategies of 

four companies –Adidas, Burberry, Esprit and H&M- expose that, even they are very 

successful and determined about regulate their supply chain with CSR approach, they 

choose to not communicate about it. Because, companies worry about consumers 

getting their tension wrong and accuse the company for using CSR communication as 

a marketing tool (Brønn, n.d.). On the other hand, researchers such as Cho (2014), 

Ozdamar Ertekin & Atik (2015) and Thøgersen (2005) claim, lack of knowledge 

cause to consumers not to take action. Undoubtedly, one of the reasons behind CSR 
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actions are marketing, but if the companies, choose the best way according to their 

own individual characteristics, and create an authentic way communicate regarding to 

their CSR approach, it will lead better engagement with the consumers (Brønn, n.d.). 

Even there are many different ways communicate about the sustainability, such as; in 

store communication strategies, advertising through mass/social media, labeling, CSR 

labels and other possible strategies, choosing the best method –or methods- is 

essential for engaging consumers truly. Otherwise, it means that companies lost a 

great opportunity to differentiate. According Brønn in “CSR and Beyond” book (n.d.), 

CSR communication should be another section under the general communication 

strategies of the companies. Brønn (n.d.) continues to her study to claim, if the Nordic 

consumers have information about the companies’ sustainability initiatives, they are 

more likely to be engaged with them. Furthermore, they advise the companies with 

sustainability approach to their friends and family members. Making CSR 

communication is not only beneficial for engaging with existing customers, it is also 

beneficial for word-of-mouth strategies.  

Since the research only focuses on outcomes of the developing a common CSR 

labeling system instead of every kind of communication strategies, the conclusion part 

will move on communicate with CSR labeling. 

6.2  The Reasons behind a Common CSR Labeling in the Fashion Industry 

As Khan, Siwar, Talib, Sarah & Chamhuri (2014) emphasize in their study regarding 

to consumers perception and understanding of the labeling systems, labels are great 

way to educate the customers and easy to read and understand when the consumers 

have enough knowledge. The study made by the author expose that, even there are 

many different kind of labeling system used in the fashion industry, customers do not 

recognize them, furthermore, as underlined before, the most known labeling systems 

are not only fashion industry related. Moreover, consumers are unstable to whether 

trust or not trust the existing labeling systems in the industry.  

According to Ozdamar Ertekin & Atik (2015), the labeling crowded in the industry 

and lack of enough trust is barriers for the customer to start to buy more sustainable 

products. Even though, an additional labeling system increases the crowd of existing 

labeling systems, it is believed that it would decrease the necessity of the other CSR 

labels. If a common CSR labeling adopted by the majority of mainstream brand and 
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monitored by the non-profit organization such as Sustainable Apparel Coalition, the 

consumers’ responses may increase since they faced with it almost every fashion 

purchasing stage. The survey outputs support the necessity of developing a common 

CSR labeling. Because, according to more than 70% of the consumers, a common 

CSR label adopted by all fashion companies and monitored by non- profit 

organization would be helpful for them while purchasing fashion products. Like, it is 

emphasized on “CSR and Beyond” book, Scandinavian consumers trust the 

sustainability initiatives when it controlled by third party organizations (Brønn, n.d.). 

Moreover, the questionnaire expose that majority of the consumers expect a CSR 

labeling system to cover both the social and the environmental factors. Since, none of 

the existed labeling systems include the both, the new system should cover the two. 

Last but not least, analyze of companies’ CSR communication strategies expose that 

fashion companies still do not have very effective strategies to engage with the 

customers. A common labeling system is a perfect solution for the companies that 

worry about to be misunderstood of their CSR communications strategies, since the 

consumer will come across the label in every brand store. While growing awareness 

and expectations regarding to fashion companies’ CSR approach satisfy, consumers 

are going to perceive the CSR labeling system as a standard application.  Instead of 

perceive the CSR communication as a marketing tool; the consumers would perceive 

it a general application such as care labels.  

6.3 Suggestions for Developing a Common CSR Labeling in the Fashion Industry 

Developing a common labeling system is not an easy task. It needs a great effort and 

coalition between the fashion companies and the non-profit organization that is going 

to monitor the system. Beyond that, due to complicated nature of the fashion supply 

chain, every fashion company and even fashion product has a different supply chain. 

Therefore, it requires reflecting individual characteristics of the products to give 

accurate information. 

Since it is not fair to expect all the products have the same level of sustainability due 

to their individual production processes, developing a sustainable level labeling 

system taken example of European Union’s energy classification system would 

increase the efficiency of the label. European Union's energy classification labeling 

system is very commonly used for inform the consumer about energy consumption of 
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the automotive and electronic products. Either A class or lower marked products have 

this information on it. Moreover, it is very easy to read the label and have an overall 

idea regarding to products energy consumption level from consumers perspective 

(Newenergylabel, 2015). As mentioned before, the Higg Index 2.0 already gives the 

degree of products sustainability by grading the products out of hundred. While 

developing a new labeling system, the measurement idea of Higg Index 2.0 tool could 

improve by adding companies’ individual facility and brand aspects.  

6.4 Final Notes 

The literature review exposes that the negative effect of the industry on the society 

and the environment evokes the consumer awareness and demand for the CSR 

approach. Surely, the expectation of CSR leads to the fashion companies to regulate 

their operations. But the further step of CSR approach is communication.  

The results that have been reached by both the literature review and applied research 

show that, even there are a lot of initiatives to communicate about the sustainability 

approach; they are not enough for engaging the consumers expectations and do not 

cover each factors -the environmental and the social- of the CSR.  

From the starting point, the aim of this study was to answer the potential outcomes of 

the developing a common labeling system within the fashion industry. The data 

collected expose that developing a CSR labeling scheme covers both factors and 

adapted by all the companies would increase the consumers’ response and overall 

success of the CSR communication through labeling. 

6.5 Future Research 

Due to fund and time restrictions, the questionnaire and the company analyze have 

been limited with Sweden. Unquestionably, the environmental and social problems 

arise from the fashion industry are not only exist in Sweden. Beside of that, most of 

the companies operate in Sweden operate in the other countries as well. Therefore, 

they also have to answer the expectations of the consumers’ who lives in other 

countries. To understand, the consumers’ expectations and existing communication 

strategies in the other countries, for instance, a further research about expectations of 

Turkish consumers on CSR communication strategies of the selected brands may be 
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helpful to understand consumers’ awareness level and also companies behavior on 

different market. 

To understand deeper than what this study suggests, a further research regarding to 

how to develop a CSR label that recognize and understand easily by the consumer 

called for. The further research might be included questions such as; “Which colors 

should be used for stating the level of sustainability?”, “How CSR labels should be 

placed in order to make them visible and easy to recognizable?” and “How to develop 

an easy to read CSR labeling system based on scoring the sustainability level?”. 
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Appendixes 

Appendix-I: Consumer Survey 

 

Ålder:  

Yrke: 

Kön: 

Utbildning:

 

1. Hur ofta köper du kläder? 

 mindre än en gång per månad 
 en gång i månaden 

 2-3 gånger i månaden 
 mer än 4 gånger i månaden 

 

2. Hur mycket pengar lägger du på kläder varje månad? 

 0-500 kronor 
 500-1000 kronor 

 1000-2000 kronor 
 över 2000 kronor

 

3. Vad är det viktigaste för mig när jag köper kläder? 

 stil 
 pris 
 kvalitet 

 märke 
 material 
 vilket land plagget producerats i 

 

4. Ekologiska material påverkar mig när jag väljer modeprodukter. 

 

5. När jag väljer modemärken påverkar plaggets produktionssätt mitt val. 

 

6. Stil är det viktigaste för mig när jag väljer vilket plagg jag ska köpa. 

 

7. Priset är det viktigaste för mig när jag väljer plagg 
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Appendix-II:Charts 

 
Respondents 

Women 45 52% 

Men 41 48% 

Total 86 100% 

   

Shopping Frequency 

2-3 times per month 16 19% 

Less than 1 per 

month 39 45% 

More than 4 times 

per month 4 5% 

Once in a month 26 30% 

- 1 1% 

Total 86 100% 

    

   



 

 79 

Monthly Clothing Budget 

0-500 SEK 37 43% 

500-1000 SEK 35 41% 

1000-2000 SEK 10 12% 

OVER 2000 SEK 3 3% 

- 1 1% 

Total 86 100% 

 
  

Education Level 

College 28 33% 

High School 22 26% 

Master 5 6% 

Primary School 3 3% 

University 21 24% 

- 7 8% 

Total 86 100% 
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