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Abstract 
 
Purpose: The present thesis aims to investigate students’ willingness to share customer data in 
the fashion e-commerce. Special attention is given to the way trust, benefits and law 
regulations are discussed in this context. 
Design / Methodology / Approach: An inductive approach was applied utilizing focus group 
discussions. The goal of the empirical study was to gain insights in the way students argue 
about customer data and which feelings are involved. 
Findings: The study highlights findings in the key areas trust, benefits and law regulations. A 
shift of customer trust from brands to recommendations could be observed. In terms of 
benefits, focus group participants tend to choose value exchange over traditional rewards. 
Findings regarding law regulations suggest that the General Data Protection Regulation of the 
European Union can provide control of customer data but no security. Furthermore, consumer 
behavior plays an important role when it comes to data sharing attitudes. 
Research limitations: The experiences and observations of the participants may not be 
applicable to other studies. Furthermore, the study findings are bounded to the European 
Union. 
Practical implications: The findings suggest that trust, benefits and law regulations can 
influence students’ willingness to share customer data in the fashion e-commerce. 
Originality / Value: The study is unique of its kind as it investigates the willingness to share 
customer data with the focus on students and fashion e-commerce. Hence, this research paper 
fills a gap in scientific literature and is valuable for businesses operating in the fashion e-
commerce. 
Paper type: Research paper 
 
 
 
 
 
 
 
 
Keywords: Customer data, European fashion industry, students, data sharing, willingness, 
fashion e-commerce, EU, trust, benefits, law regulations 
 



 

II 

 
Table of contents 
  
List of figures ................................................................................................................................. IV	  
List of tables .................................................................................................................................... V	  
List of abbreviations ....................................................................................................................... VI	  
1	   Introduction .............................................................................................................................. 1	  

1.1	   Background ................................................................................................................................. 1	  
1.2	   Research gap and purpose .......................................................................................................... 2	  

2	   Theoretical framework ............................................................................................................ 3	  
2.1	   Fashion e-commerce ................................................................................................................... 3	  

2.1.1	   Characteristics of the fashion e-commerce ......................................................................... 3	  
2.1.2	   Challenges of the fashion e-commerce ............................................................................... 3	  

2.2	   Data ............................................................................................................................................. 4	  
2.2.1	   Big Data ............................................................................................................................... 4	  
2.2.2	   Customer data ...................................................................................................................... 6	  
2.2.3	   Data sharing ....................................................................................................................... 10	  

2.3	   Trust .......................................................................................................................................... 12	  
2.3.1	   Theory and brand context .................................................................................................. 12	  
2.3.2	   E-Trust ............................................................................................................................... 13	  

2.4	   Benefits ..................................................................................................................................... 14	  
2.4.1	   Classification of benefits ................................................................................................... 14	  
2.4.2	   New types of benefits ........................................................................................................ 15	  

2.5	   Privacy and law ......................................................................................................................... 16	  
2.5.1	   Definition of privacy ......................................................................................................... 16	  
2.5.2	   Privacy in the digital age ................................................................................................... 16	  
2.5.3	   Law regulations in the EU ................................................................................................. 17	  

3	   Methodological framework ................................................................................................... 19	  
3.1	   Research design ........................................................................................................................ 19	  
3.2	   Methodology ............................................................................................................................. 19	  
3.3	   Research method ....................................................................................................................... 19	  
3.4	   Empirical study ......................................................................................................................... 20	  

3.4.1	   Sampling method ............................................................................................................... 20	  
3.4.2	   Composition of focus groups ............................................................................................ 21	  
3.4.3	   Discussion layout and guide .............................................................................................. 22	  
3.4.4	   Execution of focus group discussion ................................................................................. 24	  

3.5	   Data analysis ............................................................................................................................. 24	  
3.5.1	   Transcription and theme identification .............................................................................. 25	  
3.5.2	   Ethical considerations ........................................................................................................ 26	  

3.6	   Reflection on focus group discussion ....................................................................................... 26	  
3.7	   Quality assessment, validity and reliability .............................................................................. 27	  

4	   Results and interpretation ..................................................................................................... 29	  
4.1	   General impression and group dynamics .................................................................................. 29	  
4.2	   Data sharing mindsets ............................................................................................................... 30	  

4.2.1	   Different attitudes .............................................................................................................. 30	  
4.2.2	   Sensitive data ..................................................................................................................... 33	  

4.3	   Consumers’ perspective on how companies use customer data ............................................... 35	  
4.3.1	   How do companies know about customer data? ............................................................... 35	  
4.3.2	   Why do companies need customer data? .......................................................................... 35	  
4.3.3	   How do companies use customer data? ............................................................................. 36	  

4.4	   Role of benefits ......................................................................................................................... 38	  
4.5	   Role of trust and control ........................................................................................................... 39	  
4.6	   Consumer behavior related to fashion e-commerce ................................................................. 40	  



 

III 

4.7	   Influence of law regulations ..................................................................................................... 42	  
5	   Discussion ................................................................................................................................ 44	  
6	   Conclusion ............................................................................................................................... 50	  
References .................................................................................................................................... VII	  
Appendix ...................................................................................................................................... XV	  

Appendix 1: Discussion guide ......................................................................................................... XV	  
Appendix 2: PowerPoint presentation .......................................................................................... XVIII	  
Appendix 3: Handouts ................................................................................................................. XXIII	  
Appendix 4: Transcriptions focus group discussions ................................................................... XXV	  
Appendix 5: Transcript summaries on focus group level ......................................................... LXVIII	  
Appendix 6: Summary focus groups according to discussion guide ........................................ LXXIX	  
Appendix 7: Handout results 1 .................................................................................................... LXXX	  
Appendix 8: Handout results 2 .................................................................................................. LXXXI	  

 



 

IV 

List of figures  
 
Figure 1: Process of retargeting .................................................................................................. 9	  
Figure 2: Hourglass design of focus group discussions ........................................................... 23	  
Figure 3: Seating arrangement of focus group discussion ....................................................... 24	  
 
 



 

V 

List of tables  
 
Table 1: Benefit categories ....................................................................................................... 14	  
Table 2: Composition focus group participants and demographic information ....................... 29	  
 
 



 

VI 

List of abbreviations 
 
 
CRM  Customer Relationship Management  
 
CTO  Chief Technical Officer 
 
FG  Focus Group  
 
eCRM  Electronic Customer Relationship Management  
 
EDI  Electronic Data Interchange  
 
EU  European Union 
 
GDPR  General Data Protection Regulation 
 
HP  Hewlett Packard  
 
IBM  International Business Machines Corporation  
 
IMA  Incentive Marketing Association  
 
MIT  Massachusetts Institute of Technology 
 
KPI  Key Performance Indicator  
 
PwC  PricewaterhouseCoopers 
 
 



 

1 

1 Introduction 
 
In an era that is marked by rising e-commerce, customer data is one of the most valuable 
assets companies own because it allows them to sharper customize their advertising according 
to the consumers’ needs and desires (Saarijärvi et al., 2015). Customization is considered to 
be of special importance because it allows for competitive advantages and can help companies 
to retain customers, which is considered as e-loyalty in the e-commerce (Hansen and Jonsson, 
2013; West, Ford and Ibrahim, 2015). These factors are essential for the fashion industry that 
presently faces challenges such as high pressure of competition and consumers that practice a 
maximum of ‘channel hopping’ through omni-channel systems (Heinemann, 2013).  
 
Increasing digitalization and progressive technologies allow fashion e-businesses to get access 
to more customer data than ever (Mayer-Schönberger and Cukier, 2013; Freutel and Damm, 
2015). Companies gather data to win or keep customers but at the same time these practices 
can turn against them because these huge amounts of data deploy vast opportunities for abuse 
(Quint, 2015). Media news reporting about security breaches or hacking attacks on 
companies’ customer database cast enterprises in a negative light. E-businesses keep their 
customers in the dark about how and why they gather personal information (Morey, Forbath 
and Schoop, 2015). They choose to place control above providing insights and ask for mercy 
rather than permission. On the consumer side, this behavior consequently leads to privacy 
concerns when it comes to data sharing (Morey, Forbath and Schoop, 2015).  
 
The named aspects lead to a trade-off between companies that require data and consumers 
that fear privacy invasion and misuse when disclosing personal information. Accordingly, 
companies are in need to get hints, which factors would positively influence consumers’ 
willingness to share customer data. 
 
 

1.1 Background  
 
The illustrated research area suggests that e-businesses that know how to positively influence 
consumers’ willingness to share data, have an important hit on their hand and possess an 
eminent competitive advantage.  
 
Recently, consumers’ willingness to share data has been explored to a great extent within the 
commercial sector as well as academic research. 
Both a survey, conducted by PricewaterhouseCoopers (PwC) in the US, and a Europe-wide 
poll by Eurobarometer ascertained that the disposition to share personal data varies among 
demographic consumer groups. Students turned out to be one of the most contented 
individuals to share information about themselves (PwC, 2012; European Commission, 2011). 
Furthermore, the Eurobarometer study revealed that around half of the Europeans disclose 
information only to people or organization they trust. These findings are confirmed by Morey 
et. al. (2015), researchers at Harvard Business School, who conducted a multinational 
consumer survey in 2014. The study concluded that transparent data collection, an adequate 
benefit for information sharing, as well as control over data, results in e-businesses gaining 
trust. This can ultimately lead to being rewarded with even more customer data. A 
transnational survey conducted by Columbia Business School and the analytics company 



 

2 

Aimia Institute in 2015, aligns with the findings of Morey et. al. (2015) and further amplifies 
the influence of benefits on the willingness to share customer data (Quint, 2015).  
Data sharing has also been subject to legal considerations. In December 2015, the European 
Commission agreed upon implementing The General Data Protection Regulation (GDPR) that 
will come into force in the beginning of 2018 (European Commission, 2015). From a 
consumer perspective it was about time to update the former EU Data Protection Directive 
95/46/EC in order to ascertain that privacy protection meets the challenges of the digital 
world. 
 
As mentioned above, previous study results about data sharing attitudes and legislative 
changes suggest that trust, benefits and law regulations could stimulate customers’ disposition 
towards disclosing data. Nevertheless, research about customers’ willingness to share data has 
not been dedicated to a specific industry and demographic group. It was rather focused on 
investigation across different business sectors and demographics. Thus, these study results 
provide a vast overview of the phenomena but can only serve as a broad orientation for 
specific lines of business and their target groups. 
 
 

1.2 Research gap and purpose  
 
As the previous studies reveal (European Commission, 2011; PwC, 2012; Morey, Forbath and 
Schoop, 2015; Quint, 2015), research lacks investigation about the willingness to share 
customer data dedicated to the fashion e-commerce. Although students turned out to be a 
group most willing to share data, they have only been examined together with other 
demographic groups but not separately and in detail. These studies have been conducted by 
using surveys, which give a first impression about their data sharing attitude but can however 
not provide results about in-depth feelings.   
 
These are the reasons why this thesis aims to investigate students’ willingness to share 
customer data in the fashion e-commerce. The topic of this research concentrates on the 
fashion e-commerce operating in Europe. When naming Europe in this thesis, it refers to the 
European Union since the prior named law regulations are only valid within the EU. 
According to the three factors that have been previously considered as relevant to investigate, 
three research questions have been designed to support the purpose of this thesis: 
 
 

1. How do students discuss trust in the context of willingness to share customer data? 
 

2. How do students discuss benefits in the context of willingness to share customer data? 
 

3. How do students discuss law regulations in the context of willingness to share 
customer data? 
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2 Theoretical framework  
 
The theoretical framework serves as an overview of scientific literature regarding the most 
important elements of this thesis. An outline of fashion e-commerce, data, trust, as well as 
benefits and privacy and law will be given in order to subsequently compare and contrast the 
findings with the empirical study results. 
 
 

2.1 Fashion e-commerce 
 
The fashion e-commerce is marked by several unique characteristics and currently faces 
various challenges to which special attention will be given in the upcoming sub-chapters.  
 
 

2.1.1 Characteristics of the fashion e-commerce 
 
The reasons for the growing e-commerce (Diamond and Diamond, 2013) originate in the 
rapid growth of the Internet, in the increasing number of mobile device use as well as in 
improved payment options (Strong, 2015).  
According to a study of PostNord in 2015, clothes and footwear dominate the e-commerce 
sector in Europe (PostNord, 2015). It is estimated that the turnover in the European e-
commerce in the category ‘clothes & shoes’ will count for 74,4 million Euros in 2016. Until 
2020, a growth of up to 111,8 million Euro is expected (Statista, 2016).  
In general, intense competition, innovation, product diversity and low entry barriers mark the 
fashion industry. The latter can be explained by the low needed know-how and little capital, 
which makes it easy for new competitors to enter the market. Especially the consumers’ 
constant search for novelty and hence a changing consumer lifestyle leads to fast changes in 
fashion since companies try to react to and fulfill consumers’ changing desires (Frings, 2010). 
E-commerce made it possible that fashion is only a mouse click away and provides consumers 
with a broad product assortment that can be accessed at any time and place (Fost, 2014; 
Gallino, Moreno and Stamatopoulos, 2014). Moreover, the business provides high 
transparency in terms of price. In the fashion e-commerce, the customers’ purchase process is 
further supported by detailed product descriptions and customer reviews. In addition to that, 
the fashion e-commerce creates a more convenient shopping experience by offering various 
searching, comparison and filtering options to the customer (Biswas and Biswas, 2004).  
 
 

2.1.2 Challenges of the fashion e-commerce 
 
As named above, the fashion e-commerce has considerable advantages. However, it also 
features various disadvantages and challenges in comparison to traditional brick-and-mortar 
stores. 
 
The lack of physical touchability and feeling of the products is a challenging factor unique for 
the fashion e-commerce business (Lacka, Chan and Yip, 2014). Fashion products require 
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personal examination in order to be evaluated by the customer, which is possible in a brick-
and-mortar store but depicts a challenge for fashion online shops (Jung, Cho and Lee, 2014). 
Furthermore, customers perceive a higher risk when shopping online compared to purchases 
in a traditional store environment. This risk is related to delivery and return costs as well as 
uncertainty whether the product will meet the customer’s expectation or even arrives in time. 
All these named aspects can have an impact on the purchase decision (Biswas and Biswas, 
2004). 
 
Reducing risks related to wrong product choice and lowering transaction costs by offering 
free shipping or free return, gives fashion e-businesses the opportunity to increase customer 
value (Chircu and Mahajan, 2006). This might be the reason for an evident shift towards more 
lenient delivery and return policies in the fashion e-commerce (Janakiraman, Syrdal and 
Freling, 2015). However, high return rates are the downside of this customer-friendly 
approach for fashion e-businesses. According to a study conducted by Customer Growth 
Partners, the return rate in the fashion e-commerce is around 30%, which is twice as high as 
the return rate of fashion items bought in store (Maple, 2015). This fact does not only lead to 
high costs but also to a depreciation of the returned items due to their unavailability for other 
customers (Koelwel, 2014). At this point, sustainability issues tie in as well (Peng and Hill, 
2015). Hence, fashion e-businesses need to make provisions in order to lower return rates. 
Sharper customer information, e.g. body measurements and detailed product descriptions, are 
necessary to turn a fashion online purchase into a successful one.  
 
 

2.2 Data 
 
Now that is has been mentioned that one of the fashion e-commerce’s most valuable factors is 
data, and customer data in particular, the current chapter will provide an overview over 
various aspects related to data.  
 
The word ‘data’ has its origin in the Latin word ‘dare’, which stands for ‘to give’. However, 
in today’s use, data is rather taken, which would correspond to the Latin word ‘capta’. Data 
represents information in a raw and unorganized form and is gathered through observations, 
experiments or Internet use (Strong, 2015).  
 
 

2.2.1 Big Data 
 
Big Data has been subject of scientific research in the past few years and knows many 
definitions (Beyer and Laney, 2012; Ward and Barker, 2013; IBM, 2016). However, when 
reduced to a common denominator, Big Data refers to huge amounts of data (Strong, 2015). 
Mayer-Schönberger and Cukier (2013) describe Big Data as “things one can do at a large 
scale that cannot be done at a smaller one, to extract new insights or create new forms of 
value […]” (p.6), while Kitchin (2014) additionally states typical characteristics, e.g. Big Data 
is huge in volume, has a high speed with the ability of real-time tracking, offers a broad 
diversity, has an extensive scope, allows for relations to nature and is flexible.  
 
Lately, Big Data became the buzzword within the context of customer data because it helps 
companies to enrich the relationship with its consumers. It provides the possibility of an 
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improved targeting, addressing and personalized offers when efficiently implemented (Paice, 
2013). A study of the International Business Machines Corporation (IBM) in cooperation with 
the University of Oxford revealed that Big Data enables a 360°-analysis of persons, places 
and objects through multiple channels. Different information about customers such as life 
events, relationships, emotions, product interests or buying intentions are linked to paint a 
detailed picture about them (King, 2014). 
 
Corresponding figures underline the great number of information that is available online. 
Harvard Business Review calls it a data explosion. It is estimated that from 2012 on, 
approximately 2.5 Exabyte of data is created per day, which equals 125,000 years of video 
material in DVD-quality (Rouse, 2016). Furthermore it is added: “more data cross[es] the 
Internet every second than were stored in the entire Internet just 20 years ago” (Million, 
2013).  
 
Aiden and Michael (2013) report the amount of data a person produces per year per capita to 
be a bit less than one terabyte. The Forbes magazine underlines this fact of huge data amounts 
by naming Big Data “the biggest game-changing opportunity for marketing and sales” 
(Million, 2013). 
 
 
Influences of Big Data on fashion and e-commerce 
 
Big Data provides the fashion industry and the e-commerce with tremendous advantages. The 
analysis of Big Data can serve to identify patterns, especially to establish correlations and also 
to identify emerging trends (Strong, 2015).  
The fashion industry is, as already elaborated in chapter 2.1, marked by fast changing 
consumer demands. Due to long lead times, the fashion business is thus dependent on a high 
forecast accuracy (Diamond and Diamond, 2013). Nevertheless, an averaging sell-through 
factor of around 65% for fashion (Mattila, n.d.) indicates that the forecasts in the fashion 
industry are anything but accurate. Emerging trends can be identified by means of Big Data 
analytics and hence, help fashion companies to better predict fashion trends and to improve 
their forecast accuracy (Lin, Zhou and Xu, 2014). 
The analysis of Big Data can also be utilized in the e-commerce. Big Data analytics allow e-
businesses to better understand their customers by tracking and analyzing their behavior in the 
online shop. Furthermore, it enables e-businesses to target their customers with even more 
personalized product offers that are based on the way customers behave. Products that have 
been liked, repeatedly purchased, or put into the cart, are more likely to arouse interest than a 
random product choice (Hardy, 2015). 
 
 
Changes and challenges of Big Data 
 
As with all phenomena, Big Data also involves changes. After the magnitude of the data has 
been realized, the focus is now set on how the data can be used with the main goal to better 
understand the market and the consumer. According to Strong (2015), the shift takes place 
from predict and control back then, to measure and react strategies in the present.  
 
With Big Data, both big changes and big challenges arise (Bledsoe, 2015). What is important 
in view of these challenges is, according to Brondmo (2001), that the information are only 
usable if the business and marketing goals of a company are well-defined. “The big issue, 
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then, is to decide what data to collect and what not to” (p.77). However, even then, the 
standard of knowledge on how to implement the data efficiently is still low and companies’ 
structures need to be adapted in order to be part of the data movement (Skibicki and 
Mühlenbeck, 2014). As a study of Hewlett-Packard (HP) in 2012 revealed, companies do 
agree that managing Big Data is part of their strategic orientation. Interestingly, only 16% 
stated to be provided with the right information at the right point of time in order to guarantee 
the right business outcome (Million, 2013). This fact is in line with McGuire et al. (2012), 
who detect a lack of skilled people to analyze Big Data. 
 
Within this context, the aspect of data security and privacy is only a stone’s throw away. 
When there is more and more data available, consumers get increasingly transparent and are 
limited to their privacy (Phelps, Nowak and Ferrell, 2000). Chapter 2.5 will provide an 
overview over privacy and law regulations related to data.  
 
 

2.2.2 Customer data 
 
For the fashion e-commerce, the most valuable asset of Big Data is customer data. After light 
has been shed on Big Data, its influence on e-commerce as well as changes and challenges, 
the concept of customer data, its management and its utilization for customization will be 
further elaborated. Before the following section starts with reviewing how customer data is 
perceived in scientific literature, it has to be stated that the terminology varies. However, the 
key essence is the same, which is why the terms personal information, personal data and 
customer data are regarded as the same in this thesis.  
 
 
Classification of customer data  
 
Davenport and Prusak (1998) used customer data in the context of data, describing it as “a set 
of discrete, objective facts”. Customer data is also defined as “the information trail customers 
leave behind as a result of their Internet use” (Rouse, 2014). 
According to the European Commission, data gets personal from the moment it relates to an 
identifiable person. Furthermore, data can also contain special categories, as for example 
‘sensitive’ (European Union Agency for Fundamental Rights and Council of Europe, 2014). 
The Business Dictionary (2016) definition is in line with the one given by the European 
Commission and additionally provides examples of personal information, such as phone 
number, religious or political beliefs, finger prints, health care history or others’ opinion about 
the individual.  

 
In the research paper of Roth , he raises concerns that the nature of information to be 
perceived as ‘personal’ depends as well on the situation and circumstances in which it occurs. 
Beyond that, ‘personal information’ is in this regard classified in two different contexts of 
meaning. Firstly, it can be seen as ‘information about a person’ and secondly, it corresponds 
to information that is ‘personal to the individual’. The latter applies to private or sensitive data 
such as health or political and religious views. Subdividing personal data into different 
categories, Roth’s (2002) classification is in line with the one given by the European 
Commission, also naming ‘sensitive data’ as a separate category. 
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As named in the context of Big Data, amounts of data are huge and can be gathered from 
various sources. Data is not only shared when consumers fill out the information form when 
purchasing online, but rather from other sources such as social media networks, purchase 
history or mobile applications as well. It includes what, how and when they buy but also if 
customer loyalty cards have been used (Saarijärvi et al., 2015). It is striking that recent 
definitions, such as the one from Rouse (2014), include the Internet in the definition itself. 
Whereas back then customer data has only or mainly been generated through point of sales, it 
is nowadays the Internet and the e-commerce that companies get customer data from. 
 
Brondmo (2001) differentiates between two data types, namely aggregated and personal data. 
Information that has been combined from several measurements of various customers is 
described as aggregated data. This type of data is useful for ensuring and enhancing the 
overall success of a campaign by using it for the measurement of online key performance 
indicators such as click-through-rate or shopping cart abandonment rate  (Pavlovskaya, 2015). 
Profile data on the contrary indicates the interaction between the company and their customers 
as an individual history.  
While aggregated data provides a general image of all customers, profile data enables 
companies to target customers with one-to-one-marketing (Brondmo, 2001). Profile data can 
either be self-reported, respectively provided by the customers, or observed. When it comes to 
these huge amounts of data, the quality of data should not be neglected. Brondmo (2001) 
differentiates between three different qualities of profile data: 

Good data is characterized as accurate and private and can be accessed and updated easily by 
customers, whereas data that is not updated and stale is described as bad data. Data collected 
without the customer’s permission and obtained from incompetent or third-party sources is 
referred to as ugly data (Brondmo, 2001). Especially, the last category will be related to the 
section ‘Customization’ 
 
 
Customer Relationship Management 
 
After customer data has been defined and classified, it is time to elaborate the management of 
customers’ data. Customer Relationship Management (CRM) utilizes customer data and seeks 
to establish a beneficial and sustainable customer-supplier-relationship (Grönroos, 1984). 
Buttle (1996) elaborates the benefits of CRM by means of two basic economic principles. 
Firstly, managing relationships is profitable as it has been found that winning a new customer 
is more expensive than keeping an existing one. Secondly, relationships between customers 
and companies are supposed to become more profitable, the longer they last (Buttle, 1996).  
Technology-wise, CRM systems or data processing programs are of utmost importance to 
handle customer data. Besides, systems such as electronic data interchange (EDI) allow for an 
improved buyer-supplier-relationship since real-time sales data enable an immediate 
information exchange. This real-time data is of special relevance in terms of customer loyalty 
(Fost, 2014), which deploys a major challenge in times of hybrid customers that hop between 
different sales channels with a focus rather on image and prestige than on functionality of the 
products (Amaldoss and Jain, 2005).  
As already mentioned, technological developments, in particular the Internet, data warehouse 
and data-mining systems revolutionized marketing and provided marketers with tools to 
establish and maintain customer relationships easier and at a wider scale than ever before 
(Brown, 2000). Electronic Customer Relationship Management, in short eCRM, reduces the 
costs in customer management and contributes to a long-term growth of revenues.  
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In order to successfully manage and profit from the benefits of customer relationships, 
companies initially need to utilize data collection and data mining techniques. E-businesses in 
particular benefit from the tremendous amount of data that is generated through the traffic on 
their webpage. The biggest issue related to the use of data is not the availability itself but to 
choose the most valuable data, which enables the company to engage with their customers 
(Brondmo, 2001). 
 
 
Customization 
 
The rapid growth of the e-commerce has not only enabled companies to gather and manage 
huge amounts of customer data but, it has also changed the way companies address their 
consumers (Jiang, 2000).  
According to Buttle (1996), marketing - or the art of addressing consumers - was subject to 
constant change over the past decades. While the marketers of the 1950s minted the term 
mass-marketing and targeted the whole market with a one-size-fits-all-approach, the 
development of marketing in the subsequent decades was directed towards a more 
personalized and customized approach (Buttle, 1996).  
Customization is, according to Srinivasan et al. (2002), defined as “the ability of an e-retailer 
to tailor products, services, and the transaction environment to individual customers” (p. 42). 
In addition to that, customization is classified as a factor that positively influences e-loyalty. 
Today, e-businesses have more possibilities than ever to market their products in a highly 
customized manner (compare chapter 2.2.1).  
 
Retargeting can be regarded as an important strategy within customization. It is an online 
marketing tool that is used to increase the conversion rate or, in other words, to expand sales 
of e-businesses (Lambrecht and Tucker, 2013). As the fashion e-commerce is a highly 
competitive field (compare chapter 2.1.1) and the Internet provides customers with a plethora 
of choices, retargeting is considered to be an efficient and therefore widely used form of 
online advertising.  
 
The bounce rate is an online KPI that is under constant surveillance of the marketers as it 
indicates how many potential customers could not be converted, respectively did not make a 
purchase (Pavlovskaya, 2015). The aim of retargeting is to convert potential customers after 
they have left the online shop (Lambrecht and Tucker, 2013). The following figure provides 
an overview of the process of retargeting:  
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Figure 1: Process of retargeting (ReTargeter, 2016) 
 
 
The function of retargeting requires the use of pixels that are placed on a webpage or online 
shop and remain invisible to the visitor (Lambrecht and Tucker, 2013). However, the pixel 
drops an anonymous cookie on every visitor or potential customer that enters the online shop. 
According to the The Monetate Ecommerce Quarterly, the average global conversion rate is 
around 3%, which implies that 97% leave the web shop without making a purchase (Chaffey, 
2016). The cookie though leaves with the potential customers and enables e-businesses to 
remind them elsewhere of the products they have looked at. This highly personalized 
advertisements appear on search engine websites such as Google or Bing, in the visitors social 
media feed, as well as on every other website that provides space for retargeting 
advertisements (ReTargeter, 2016).  
 
Lambrecht and Tucker (2013) consider retargeting to be a tool that strongly increases the 
efficiency of advertising and is up to six times more effective than other forms of online 
advertising. Stone (2010), author at New York Times, however sheds light on the advantages 
and downsides of personalized advertisements. Retargeting can have a high impact on 
customers, which results in an increase of advertising efficiency and conversion rate. 
Nevertheless, retargeting can easily evoke a creepy and even unpleasant feeling for the 
customers and arouse privacy concerns.  
In this regard it can be referred to Brondmo (2001), who argues that the future of e-commerce 
will depend on a sensitive balance between the companies’ need for personal information and 
consumers’ right to privacy. 
 
 
Value of customer data  
 
As elaborated above, customer data is a valuable asset for e-businesses as it enables them to 
build long-lasting relationships with their customers and to address them in a highly personal 
manner. This leads to the assumption of Kuneva (2009), who refers to customer data as the 
“new currency of the digital world” (p. 2). Not all data, however, can be assigned with the 
same value, according to a study conducted by the Financial Times in 2013 (Steel, Locke, 
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Cadman and Freese, 2013). Three general rules of thumb derive from the analysis, which can 
be applied to the fashion companies operating online:  
 
• The more intimate the information, the more valuable it is for fashion e-businesses. 

  
Basic customer information such as age, gender and location have a comparatively low 
financial value for companies (Steel et al., 2013). As personal milestones such as getting 
married, becoming a parent or moving can have a significant influence of a person’s buying 
behavior, information about life changing events are of particular interest for marketers. An 
even higher value is allocated to confidential data for example regarding health and 
prescription (Steel et al., 2013). 

 
• The least accessible valuable data is for fashion e-businesses, the more they need to 

endeavor to receive it. 
 
As already elaborated in this chapter, customer data can be gathered in various ways, such as 
social media networks, purchase history, as well as loyalty cards and mobile applications 
(Saarijärvi et al., 2015). Incentives are considered to be one way for companies to encourage 
customers to disclose information about themselves (Strong, 2015). Benefits, however, need 
to equal or exceed the perceived value of the personal information (Quint, 2015). 

 
• The more active and influential an individual is in the field of fashion, the more valuable 

their data is for fashion e-businesses. 
 

The third rule of thumb relates to the social value of individuals and indicates that certain 
people and data about them are of higher interest for marketers (Steel et al., 2013). Especially 
in the fashion industry, influencers such as bloggers and celebrities are a valuable asset for 
companies to increase their authenticity (eMarketer, 2016). Information about influential 
persons are therefore of a higher interest and thus of a higher value for fashion businesses.  
 
 

2.2.3 Data sharing  
 
As the value of customer data varies among different categories, so does the willingness to 
share personal information with companies. Naturally, general information, such as name, 
gender and age, are shared without compunction (Caudill and Murphy, 2000). Besides that, 
the willingness of disclosing additional information differs among individuals (Caudill and 
Murphy, 2000).  
However, hereafter, different factors are described that can have an influence of customer’s 
disposition to share personal information with companies. 
 
The influence of age on the willingness to share data has been subject to prior investigation. 
The results of the prior named study (compare chapter 1.1) conducted by PwC in 2012 
indicate that age matters when it comes to disclosing personal information. The study was 
conducted among male and female participants, aged between 18 and 59, and revealed that 
younger people are more willing to reveal personal data compared to their older counterparts 
(PwC, 2012). 
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The Eurobarometer study of 2011 supports the findings of PwC and illustrates a significant 
difference in the willingness to disclose personal information between two main demographic 
groups, referred to as Digital Natives and Digital Initiates (European Commission, 2011).  
 

• Digital Natives 
EU-citizens, mainly students, aged between 15 and 24 years have been classified as 
Digital Natives due to a variety of characteristics. Members of this class were born and 
raised with the Internet and other digital technologies. The Internet usage in this 
demographic group amounts to 94%, which is significantly higher compared to all 
European citizens (66%). Further, Digital Natives are active on social media and sharing 
sites. As revealed in the study conducted by Eurobarometer, Digital Natives are most 
likely to disclose personal information either in social media or in return for a benefit 
(European Commission, 2011). 
 
• Digital Initiates 
The term digital initiates describes EU-citizens that became familiar with the Internet 
through higher education or work rather than when growing up. This demographic group 
does not make use of the Internet very often, is less likely to disclose information and tries 
to protect its identity in their digital and real life (European Commission, 2011). 

 
In this regard, the data sharing behavior of teenagers is exceptional. The Eurobarometer study 
allocates younger demographics to the group of Digital Natives (European Commission, 
2011). According to Strong (2015), however, teenagers act rather careless on the Internet and 
disclose more compared to slightly older Internet users. In addition to that, the author argues 
that most teenagers are not aware of the consequences related to sharing private information 
online.  
As a common voice of the different studies, it can be summarized that the willingness to 
disclose personal information dispersed widely among different demographics. Taking Strong 
(2015) and European Commission (2011) into account, the focal area will be Digital Natives 
excluding teenagers or – to make it more precise – focusing only on students. This thesis will 
therefore explore the attitudes of students related to data sharing. 
 
As indicated in the introduction, trust, benefits and law regulations are other factors that 
various studies consider as influential on the attitude towards data sharing. These factors will 
be further elaborated as part of the theoretical framework. 
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2.3 Trust 
 
As previously named, trust can be a potential factor to influence customers’ attitude towards 
data sharing. In the following chapter, trust will be elaborated from a theoretical point of 
view. In addition to that, the role of trust will be explored in further depth within the context 
of brands and in relation to its role in the e-commerce. 
 
 

2.3.1 Theory and brand context 
 
Trust plays a decisive role when it comes to interactions between consumers and companies. 
Several concepts and descriptions of trust have been given by researchers (Frost, Stimpson 
and Maughan, 1978; Larzelere and Huston, 1980; Rempel, Holmes and Zanna, 1985) but the 
idea is the same, which can be summarized as trust deploying “a feeling of security” 
(Delgado-‐‑Ballester and Luis Munuera-‐‑Alemán, 2001, p.1242) .  
The Spanish researchers differentiate between two influencing factors, when a meaning 
should be given to the concept of trust within a brand context, namely brand reliability and 
brand intention (Delgado-‐‑Ballester and Luis Munuera-‐‑Alemán, 2001). Former, brand 
reliability, is regarded as a belief or sentiment in which the brand is able to address 
consumers’ needs. In order to create brand reliability, companies need to accomplish a 
consistent response to consumers’ needs.  
The second factor, brand intention, is a rather behavioral intention. It reflects the reliance on a 
company and might indicate an assumption on how the brand will behave in the future 
because it did not stick to their promises or lacked to help (Delgado-‐‑Ballester and Luis 
Munuera-‐‑Alemán, 2001). 
Hence, a definition of brand trust can be seen in the “willingness of an average consumer to 
rely on the ability of the brand to perform its stated function” (Chaudhuri and Holbrook, 2001, 
p.82).  
The condition under which brand trust arises, is influenced by several factors. Basically, it 
develops according to Delgado-‐Ballester and Munuera-‐Alemán (2001) through past 
experience and interaction between the brand and the consumer. Further influences lie in the 
field of direct contact, e.g. usage, satisfaction, and indirect contact such as advertising and 
word-of-mouth (Keller, 1993). According to Selnes (1998), trust is generated by overall 
satisfaction. As a summary, it can be said that being consistent in promises and protection and 
taking care of the consumer can lead to brand trust.  
 
As several researchers identified, trust is a major driver of brand loyalty (Morgan and Hunt, 
1994; Chaudhuri and Holbrook, 2001; Ha, 2004). Zehir et al. (2011) summarize it as follows: 
“Brand trust leads to brand loyalty or commitment because trust creates exchange 
relationships that are highly valued” (p.1220). Furthermore, the authors state that trust can be 
mirrored in more frequent purchases and a higher brand commitment. Apart from this, it is 
necessary to consider that trust is, according to Doney and Cannon (1997), only relevant in 
situations of uncertainty.  
 
When it comes to the identification of how companies can build trust, Adams (2014) named 
consistency, transparency and service as three important factors. A similar tendency resulted 
in the analysis of Halliburton and Poenaru (2010), adding simpler and clearer contracts as 
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well as right timing, e.g. showing a caring attitude when it comes to special events such as 
marriage or birth.  
 
Besides the above named factors that can build trust, the Nielsen Global Online Consumer 
Survey (2009) revealed that recommendations play a decisive role when it comes to brand 
trust as well. According to the study results, 90% out of 25 000 asked Internet users from over 
50 countries stated that they trust recommendations from friends and 70% trust consumer 
opinions that are posted online.  
 
When it comes to brand trust in terms of customer data sharing, Harvard Business Review 
(2014) conducted an interview with Alex Pentland, Toshiba Professor of Media Arts and 
Sciences at Massachusetts Institute of Technology (MIT), in which he stated: “People are 
okay about sharing data if they believe they’ll benefit from it and it’s not going to be shared 
further in ways they don’t understand”. One year later, the study of Morey et al. (2015) found 
out that the more consumers trust a brand, the more they are willing to share their data. They 
conclude their research stating that “in an information economy, access to data is critical, and 
consumer trust is the key that will unlock it”.  
 
 

2.3.2 E-Trust 
 
After having provided the theory of trust and its role within the brand context, this following 
part will focus on literature specialized to the role of trust in e-commerce. Wilson et al. (2012) 
call the trust in e-commerce ‘e-trust’ and define it as the “degree of confidence customers 
have in online exchanges” (p. 327). Trust has been identified as a critical component in e-
commerce by Corbitt et al. (2003). Yoon (2002) claims the physical distance between the 
buyer and the seller or the absence of sales people as a reasons for that. 
 
As several researchers indicate in their scientific papers, trust and consumers’ willingness to 
share personal data is highly intertwined. Hoffman et al. (1999) identified that issues of 
control over customer data can be a reason for not shopping online. Apart from that it has 
been ascertained that consumers are often concerned about their privacy when providing 
information, which can also lead to the consequence that they provide incomplete personal 
data (Phelps, Nowak and Ferrell, 2000; Franzak, Pitta and Fritsche, 2001). As the findings of 
Teo and Liu (2007) imply, the reputation and size of a company have a positive effect on 
consumers’ trust. Larger and well-known companies are generally more trusted by consumers 
than smaller ones. Moreover, trust is an important element, especially when it comes to 
revealing sensitive information such as credit card details (Ribbink, van Riel, Liljander and 
Streukens, 2004). Although trust can, according to Ribbink et al. (2004), help to reveal 
sensitive information, the study of Hansen and Jonsson (2013), which investigates e-trust in 
the fashion e-commerce, shows a tendency of consumers to not share credit card details. At 
this point it needs to be critically reflected that scientific research on trust in e-commerce has 
been conducted in a multiplicity of papers as representatively mentioned above. However, in 
general, a lack of studies can be observed where trust is related to fashion e-commerce.  
 
Considering recent developments in the research area of Big Data and consumer behavior 
(compare chapter 2.2.1), the previously mentioned study of the Nielsen company already 
outlined customers’ reliance on recommendations and opinions posted online. These results 
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are in line with the observations of Simonson (2014), who constitutes a shift of consumer trust 
from brands to customer reviews.  
 
 

2.4 Benefits 
 
Benefits have been identified as a potential factor of influence in various studies that have 
been outlined before. The present chapter will review literature about benefits that customers 
receive when interacting with companies.  
In order to stay in the highly competitive market, companies are in need of loyal customers 
(Arantola, 2000). With the help of a customer loyalty program, which can be defined as a 
program both existing and prospective consumer can join to get rewarded in return, 
companies aim to create a strong bond between themselves and their customers (Arantola, 
2000). This fact is not least due to the reason that keeping customers is less costly than 
attaining new ones (Buttle, 1996). Sharp and Sharp (1997) state a similar aim of customer 
loyalty programs and add that these programs also intend a reduction of the consumers’ brand 
repertoire. As benefit examples sales coupons, free merchandise or access to new products 
can be named. 
Especially in the online sector, reward programs have gained an important significance. 
According to a survey of the Incentive Marketing Association (IMA) in 2005, 43% of the 
investigated companies stated to have an online loyalty program (Hein, 2006).  
 
 

2.4.1 Classification of benefits 
 
After having identified the importance of customer loyalty programs, the following part will 
concentrate on the different kinds of benefits that companies offer to the customers. The 
research of Chandon et al. (2000) established a benefit framework to test the effectiveness of 
sales promotions. These categories are chosen to represent common benefits: 
 

Benefit Explanation
Savings Monetary savings
Quality Increase in the quality of the product bought
Convenience Reduction in search & decision costs
Value Expression Expression & enhancement of self-concept & personal values
Exploration Stimulation & variety
Entertainment Amusement & aesthetic value

 
 

Table 1: Benefit categories (Chandon, Wansink and Laurent, 2000) 
 
 
The established benefit categories by Chandon et al. (2000) are not dedicated to a special 
sector. However, focusing on the fashion industry, similar categories are named by Sanchez 
(2012). The given differentiation by her is divided into three categories: Apps, customer 
service, including special events and after-sales service, as well as club card, comprising 
discounts, member-only offers and promotions. 
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Some of the elements as identified by Sanchez (2012), e.g. customer service and discounts, 
can be found in the classification made by Collins (2014) as well. In contrast, Collins (2014) 
views benefits in a more nuanced light and differentiates between the various benefit 
categories further according to reward, recognition and engagement and demands “marketers 
need a mix of rewards that satisfies consumers’ desire for savings”.  
 
 

2.4.2 New types of benefits 
 
As the newness of the sources indicates, the named categories of benefits can still be regarded 
as relevant. At this point it critically needs to be considered that these classifications relate to 
benefits for purchases and loyalty. Sharing information in this context comes natural, however 
various studies specifically investigated benefits consumers demand or receive in exchange 
for sharing personal information. The prior named PwC study of 2012 (compare chapter 1.1) 
found out that more customer data is disclosed depending on the benefit provided in return 
(PwC, 2012). Nevertheless, the results of the previously mentioned study conducted by The 
Center on Global Brand Leadership and Aimia Institute reveal that apparently new types of 
benefits emerged through the amounts of data (Quint, 2015). Consumers ask for a value 
exchange such as security, improved user experience and insights of data analysis or being 
less spammed rather than for monetary benefits for example.  
 
The Finish and American researchers Saarijärvi et al. (2015) elaborate that customer data was 
traditionally used to identify the most profitable customers and is now, in the digital age, 
capitalized to customize promotions and to individualize communication. It is further 
ascertained that the use of customer data remains on-sided to the greatest extend. Besides 
personalized advertisements and insignificant financial rewards, customers do not adequately 
benefit from disclosing personal information to e-businesses. Hence, the reverse use of 
customer data is demanded in order to offer an appropriate advantage in exchange for 
personal information. 
Companies such as the Berlin based lingerie e-commerce Enamora successfully implemented 
the reverse use of customer data into their business strategy (Lommer, 2014; Vieser, 2014). 
Wrong size and improper fit gave rise to high return rates and incited Enamora to launch the 
program ‘Meine Größe’ (engl. “My size”). Enamora customers, who fill in their bust 
measurements, receive information about the most suitable bra size for every product in the 
web shop. Within the first month 5,000 customers signed up for the service. This high 
willingness to share their measurements can give an indication of the perceived value of the 
service for the customer. The launch of ‘Meine Größe’ is a decisive tool in building customer 
loyalty that did not only proof to be beneficial for the customer, but also for Enamora itself, as 
the return rate was reduced by 15% (Lommer, 2014; Vieser, 2014). 
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2.5 Privacy and law 
 
As discussed in the realm of Big Data, companies are in need of customer data and personal 
information in order to communicate in a more personal way. Concerning this matter, 
Brondmo (2001) argues that the future of e-commerce will depend on the sensitive balance of 
two major forces, namely companies’ need for personal information and consumers’ right to 
privacy. The high potential of privacy violation and abuse associated with the collection and 
use of customer data, initiates a further examination of the concept of privacy in the digital 
age. Furthermore, the legal framework and in particular The General Data Protection 
Regulation (GDPR) will be introduced and the associated changes for customer and 
companies in the EU will be elaborated. 
 
 

2.5.1 Definition of privacy  
 
Since 1948, the protection of privacy is warranted by the means of the 12th article of the 
United Nations Universal Declaration of Human Right. It declares that everyone should be 
protected by law against unauthorized minding of the privacy (United Nations, 1948). Beyond 
this multinational consensus that the protection of privacy and personal data is of utmost 
importance, there is no definition of privacy that is generally agreed-upon . Westin (1970) has 
given one of the most common definitions of privacy. The renowned Professor of Public Law 
& Government Emeritus at Columbia University defines privacy as the ability of individuals 
to autonomously decide at what point in time, in which way and to what degree personal 
information is revealed. The multifacetness of privacy aggravates finding a single definition 
for privacy. Therefore, the various concepts of privacy such as freedom of thought, control 
over personal information and protection against defamation – to name a few – need to be 
taken heed of (Solove, 2008). 
 
 

2.5.2 Privacy in the digital age 
 
In the era of digitalization, individuals are under constant surveillance, which results in an 
extensive collection of data (Mayer-Schönberger and Cukier, 2013). Technological 
developments allow personal information to be gathered, recorded, analyzed and reproduced 
easier and faster than ever before (Strong, 2015). These circumstances can either lead to a 
“privacy nightmare or a service dream” (Brondmo, 2001, p.230).  
 
In this regard, Mayer-Schönberger (2009), an expert from Oxford Internet Institute, demands 
that consumers should be given full control over their personal data including the right to be 
forgotten. The possibility to delete information about oneself is further elaborated by Etzioni 
(2015). Privacy is illustrated as an inalienable pillar of society as it allows individuals to 
experiment and learn from the mistakes they make. Seamless search and purchase histories as 
well as social media records ascertain that errors will not be concealed and never forgotten. 
Phelps et al. (2000) and Godwin (1991) confirm that consumers are indeed concerned about 
their privacy when disclosing information about themselves. Perceived lacks of control over 
their data can even restrain consumers from shopping online (Hoffman, Novak and Peralta, 
1999). Therefore, experts like Brondmo (2001) consider the regulation of online privacy 
rights as an inevitable measure in the digital age. 
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Adopting fair information practices is for another reason beneficial for companies, as by 
supplying consumers with control over their personal data, e-businesses can effectively 
approach privacy concerns and build a bond of trust with the customer (Culnan and 
Armstrong, 1999; Morey, Forbath and Schoop, 2015). However, e-businesses are also 
required by law to set up a privacy policy that specifies issues related to their customers’ 
personal data (TermsFeed, 2012). Privacy policies usually contain information about how the 
e-business collects, stores and releases personal information about its customers. Furthermore, 
the privacy policy includes how e-businesses protect collected information as well as if and in 
how far customers have control over their personal data. Privacy policies are not only 
acquired by law, but they are also needed for the use of third party services such as the 
remarketing tool Google AdWords or social media like Facebook (Pegarella, 2016a).  
Another concept related to cooperate privacy policies are terms and conditions. This legal 
agreement determines rules and requirements for the usage of a website, serves as guideline 
for customers and must be accepted in order to use a service (Pegarella, 2016b). Furthermore, 
terms and conditions can be utilized by e-businesses to prescribe customers to register for an 
account in order to purchase. Usually, the terms and conditions include the privacy policy and 
are available for review on the webpage.  
 
 

2.5.3 Law regulations in the EU 
 
A legal framework for the protection of personal data is provided by the European Union and 
is currently subject to change in order to gear up Europe for the digital age. A new EU data 
protection reform, the General Data Protection Regulation (GDPR), was agreed upon by the 
European Commission on 15th December 2015 and will come into force in the beginning of 
2018 (European Commission, 2015). An article by Taylor (2016) refers to the GDPR as “one 
of the largest and most far reaching data privacy laws in the world”.  
 
The basic principles of the former EU Data Protection Directive 95/46/EC are updated in 
order to ascertain that privacy protection meets the challenges of the digital world. The most 
important changes in the new EU-law will be elaborated in the following: 
 

• Unified rules throughout Europe 
 

The EU Data Protection Directive 95/46/EC created a unified level of data protection in the 
EU and became a norm for bilateral negotiations and national legislation (European Union 
Agency for Fundamental Rights and Council of Europe, 2014). The actual implication of the 
directive was relinquished to the member states resulting in a complex legal situation and high 
administrative costs, which encroaches on the public’s trust and competitiveness of the 
European economy (European Union Agency for Fundamental Rights and Council of Europe, 
2014).  
In contrast to the EU Data Protection Directive 95/46/EC, the rules for data protection will be 
executed by a regulation rather than a directive, which implies that the rules will be valid in 
all member states of the EU without adaptive implementation in the national law. This novelty 
unifies the data protection rules throughout the European Union (European Union, 2016). 
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• Alleviated access to own data and implementation of the right to be forgotten 
 

As elaborated in the previous chapter, full control over personal data as well as the right to be 
forgotten or the possibility to delete information about oneself have been demanded by 
experts in the field of Internet privacy (Mayer-Schönberger, 2009; Etzioni, 2015). 
This right has been part of the Directive 95/46/EC already, but since it was no EU regulation, 
the right was not implemented in the national law of all EU member states. Since the 
developments of digitalization changed the way customer data is used, these shifts need to be 
considered, which the new law enables. The access to one’s own data will be facilitated and 
the right to be forgotten is replaced by the right to be deleted in order to avoid further 
misunderstandings (EDRi, 2013).  
 

• Clear rules for data mining 
 
Capacities for saving and processing personal information have been multiplied successively. 
But with masses of personal data savings, risks in terms of security and privacy increase 
(compare chapter 2.2.1). Data mining is a basic principle of data protection, which determines 
that data is only allowed to be saved and processed for purposes that have clearly been 
communicated beforehand. Before companies consider to process personal data, they should 
be aware whether they need those kinds of data, what for and for how long. The former Data 
Protection Directive already contained a passage stating that the usage of data is not allowed 
to go beyond the original purpose, however, it was not well executed. The data mining 
principle will be specified and invigorated (EDRi, 2013).  
 

• Higher pressure on companies to abide the legislation 
 
Genes, global Chief Technical Officer (CTO) at Trend Micro, expects the new law regulations 
to not leave space for firms that do not stick to their security regulations yet (Genes, 2016). 
All infringements of data security, e.g. hacking of data, which can create a risk for the person 
concerned, need to be reported to the controlling national authority and the affected customer. 
Moreover, default privacy settings will be institutionalized for social networks and mobile 
applications. The enforcement of the statutory provisions will be tightened and a fine of up to 
4% of the worldwide yearly turnover will be imposed on companies defying the EU 
regulation (European Commission, 2015).  
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3 Methodological framework 
 

The following chapters will provide an insight in the methodological considerations related to 
the empirical study. An introduction to the research approach as well as to the outline, 
execution and analysis of the empirical study will be given. 
 
 

3.1 Research design 
 
As elaborated in the purpose, the present research project aims at gaining insights in students’ 
attitude towards customer data sharing. A cross-sectional research design is considered to 
fulfill this specific goal, as it aims at investigating various objects at the same point in time 
(Saunders, Lewis and Thornhill, 2015). In practice, a cross-sectional research design is used 
to investigate a pool of participants with different demographics and characteristics and serves 
as a tool to replace assumptions with actual data about a specific consumer group. 
Furthermore, this particular research design is used in various industries including business, 
social science, retail and education (Bryman and Bell, 2015). 
 
 

3.2 Methodology 
 
A qualitative research strategy is applicable for the in-depth analysis of a research area that is 
geared towards exposing the root motives (Bryman and Bell, 2015). As the present research 
aims at gaining a deeper understanding of the underlying motivations and reasons that lead to 
the willingness or unwillingness of sharing personal information with fashion e-businesses, a 
qualitative research approach was chosen. Unlike quantitative research, a qualitative approach 
does not seek for results in terms of generalizability and replicability but affords the 
opportunity to generate new, emanating ideas, concepts and hypotheses by focusing on 
subjective opinions (Saunders, Lewis and Thornhill, 2015). Although the researchers are 
aware that they do not start at the initial state of the research topic about customer data 
sharing attitudes, this research however follows a prevalent inductive approach. It aims for 
detailed observations and the development of explanations specifically directed to the fashion 
e-commerce and the segment of students.   
 
 

3.3 Research method 
 
The above named aim of this research determined the selection of the research method. 
A focus group discussion is a particular kind of group interview that is conducted among 
several participants from a similar social context and is used to discuss a specific issue 
(Bryman and Bell, 2015). This research method is geared towards identifying a broad range of 
perspectives on a certain topic. Unlike other qualitative research methods, the group setting 
provides a forum for vivid discussion that allows for defining, defending and shifting 
perspectives as well as generating new ideas (Hennink, 2014). According to Krueger (1988), 
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the discourse with other participants gives rise to the shaping of more profound opinions, 
compared to non-interactive interviews. Furthermore, Morgan (1996) elaborates that this 
research method is appropriate for sensitive topics, as applicable in the focal research. 
Moreover, a focus group discussion generates quick results, detailed descriptions and a high 
degree of scrutiny (Zikmund and Babin, 2013). These factors provide the depth and thickness 
of information acquired in qualitative research (Saunders, Lewis and Thornhill, 2015).  
As with all research methods, focus group discussions bear limitations and risks. Unlike in-
depth interviews, the open design of a focus group discussion facilitates interaction and 
ideation but also provides the researcher with less control over the course of discussion. As 
elaborated by Krueger (1988), off-topic discussions or detours can arise encroaching on the 
effectiveness of the research method. Therefore, a skilled moderator is of major importance in 
the matter, who leads participants through the discussion. However, a delicate balance 
between involvement, respectively guidance, encouraging discussion and free discourse is 
acquired, which can be hard to achieve for untrained hosts (Hennink, 2014). Another threat of 
a focus group discussion is that the results must not be viewed isolated but need to be 
analyzed and interpreted within the context. This impedes the analysis and interpretation of 
empirical data (Krueger, 1988). The success of a focus group discussion further relies on self-
disclosure of participants. In order to encourage participants to speak freely, a non-threating, 
conducive atmosphere needs to be created (Krueger, 1988). In addition to that, the subject of 
the discussion and the assembly of the focus group are decisive factors influencing the 
openness of a discussion that will be elaborated in greater detail in chapter 3.4.3. In order to 
pre-test and validate the procedure of the focus group discussion, it is advisable to conduct a 
preliminary pilot study (Krueger, 1988). 
 
 

3.4 Empirical study 
 
This chapter elaborates the preparation of the empirical study. The manner of participant 
recruiting is described as well as the construction of the different focus groups and the general 
procedure of the focus group discussion. 
 
 

3.4.1 Sampling method 
 
The sampling method was chosen based on Morgan’s (1996) assumption that non-random 
sampling is widely used in qualitative research, which does not intend to make generalizations 
based on the results.  
Participants have been recruited through convenience sampling, which is widely utilized in 
consumer behavior research and implies a selection based on convenient availability and 
accessibility (Bryman and Bell, 2015). As the participants of the focus group were asked to 
comment upon their experience with fashion e-businesses, students, who did not have 
experience with fashion online shopping were considered to not be a valuable asset and have 
therefore been excluded from the sample. An event has been created on Facebook four weeks 
prior the study to inform students of the University of Borås about the focus group discussion. 
The invitation to the event provided information about the time and date, the compensation 
(coffee and cookies) as well as the broad topic (customer data). Personal invitations have been 
send out to students with different study backgrounds that the researchers characterized as 
extroverted and willing to share their thoughts.  
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For reasons of convenience, the participants of the pilot study were acquaintances of the 
researchers. 
 
 

3.4.2 Composition of focus groups 
 
As elaborated above, the composition of focus groups can have a significant influence on the 
group dynamics and the thickness of information presented in the results.  
 
 
Group dimension 
 
There are various opinions regarding the dimension of a focus group. Hennink (2014) 
elaborates that focus groups commonly consist of five to ten participants. However, smaller 
focus group sizes are considered to be more comfortable for participants, as they give all 
participants the opportunity to express their opinion (Krueger, 1988). On the contrary, small-
scale focus groups naturally limit the amount of different perspectives. According to Morgan 
(1996), the participants’ level of involvement needs to be considered when specifying the size 
of a focus group because high involving participants are only manageable in smaller focus 
groups. 
The focus groups in the present research were composed of three participants each, which 
allows participants to actively attend the discussion and to express their opinion about the 
topic.  
 
 
Group assembly 
 
A delicate balance between homogeneity and diversity in a focus group is beneficial for the 
course of a focus group discussion (Krueger, 1988). Therefore, each of the focus groups has 
been assembled with consideration to conformities and diversity. Homogeneity in terms of 
age, lifestyle and education ensured that the participants share a common understanding, 
while heterogeneity regarding gender, nationality and study background allowed for 
contrasting opinions (compare appendix 7). 
The present study does not seek to compare different strata such as gender, age, nationality or 
study background but rather to explore general views of students and their willingness to 
share customer data with fashion e-businesses.  
The empirical study has been conducted with three focus groups and one pilot group. The 
quantity was chosen both in regard to the generation of a sufficient amount of data and to the 
scope of the research in order to avoid “data dungeons” (Gaskell, 2000, p.34). This term refers 
to empirical data that has been gathered but never sufficiently analyzed. 
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3.4.3 Discussion layout and guide 
 
Besides the participant selection and the construction of the focus groups, the procedure of 
discussion is of equal importance to the success of the empirical study.  
 
 
Layout 
 
Traditionally, focus group discussions can be conducted in either a structured or unstructured 
manner, involving varying frequencies of moderator involvement and different levels of 
interview standardization. Morgan (1996) illustrates a third approach that leverages the 
qualities of both methods. The funnel approach strikes a balance and enables the comparison 
of different focus groups without stemming vivid discussion and the generation of new ideas. 
As the empirical study aims at alluding to different topics and issues, a more structured 
approach is needed to avoid digressions. Besides that, the funnel approach allows new ideas 
to derive from the discussion. 

Morgan (1996) suggests to utilize the funnel approach by starting the discussion in an 
unstructured, broad manner to facilitate own perspectives and to narrow it down through the 
discussion to focus on more specific issues. The discussion guide of the present empirical 
study was designed with reference to this approach. 
 
 
Guide 
 
A discussion guide for the moderator was created beforehand (compare appendix 1) in order 
to support the channeling of the group interaction, to maintain the focus and to make it easier 
to compare different focus groups in the subsequent analysis (Morgan, 1996). The targeted 
discussion time was around 45 minutes, though the participants were asked to spare at least 
one hour of their time. The pre-set duration time turned out to be sufficient because the 
participants managed to share their thoughts and the discussion ended naturally.  
The focus group participants were expected to arrive around five to ten minutes ahead of the 
discussion. Refreshments and snacks were prepared and the moderator introduced the 
participants to each other. According to Krueger (1988), encouraging small talk and creating a 
comfortable, relaxed setting prior the actual discussion, helps to put the participates at ease, 
which also proves to be beneficial for the discussion of a sensitive topic, which was the case 
in this research project.  
An open, general question was prepared as a discussion starter. By this mean, the group 
members were introduced to the issue of discussion and encouraged to express their opinion 
(Morgan, 1996). The progression of the focus group discussion was structured based on the 
hourglass design (compare figure 2) by Hennink (2014), which proposes to start with more 
general questions in the beginning to establish rapport, which is needed to discuss more 
specific issues in the center of the session and to move to broader issues towards the end of 
the discussion.  
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Figure 2: Hourglass design of focus group discussions (Hennink, 2014) 

 
 
Key topics were selected based on the prior literature review and included questions and 
discussion impulses related to customer data, experience in fashion online shopping, 
customization, data sharing with fashion e-businesses as well as influencing factors such as 
trust, benefits, and law regulations.  
Many experts in the field of focus group discussions determine the role of the moderator as a 
crucial success factor (Krueger, 1988; Morgan, 1996; Hennink, 2014). The moderator’s task 
is to manage the dynamics of the group by encouraging members to participate and to support 
contrary points of views as well as to enable vivid discussions by requesting examples to seek 
depth of information (Hennink, 2014). Furthermore, Morgan (1996) elaborates that the 
moderator is free to skip topics that have been covered in previous discussions, to delve 
deeper into certain issues and to trail novel issues that might arise during the discussion. In 
order to elicit additional information and new ideas, Krueger (1988) advices moderators to 
use pause and probing techniques. 
In order to support the moderator in the guidance of the discussion and to maintain a natural 
progression across subjects, a brief PowerPoint presentation (compare appendix 2) was 
prepared displaying the current issue of discussion as well as quotes that were selected as 
discussion impulses. Furthermore, printed forms were provided for each participant to support 
relating participants’ opinion to concrete, personal examples (compare appendix 3). In 
addition to that, the forms served as a summary to promote concluding notions at the end of 
two central discussion points (for results compare appendix 8). The questionnaire will be 
taken into account in the analysis of the focus group discussion. However, the transcript of the 
discussion will be treated as the major source of information. 
A pilot test was conducted few days ahead of the focus group discussion in order to test the 
procedure. The discussion of the test group was conducted with attention to a logical, 
consecutive course and comprehensibility of questions (Krueger, 1988). Furthermore, the 
length, seating arrangement and recording equipment was tested. After the discussion was 
held, the participants were asked to express their opinion about the comprehensibility of the 
questions, missing discussion points and to suggest improvements.  
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3.4.4 Execution of focus group discussion 
 
On April 25th 2016, the focus group discussion was held in a conference room in the 
University of Borås, which was most convenient and easily accessible for the students 
participating in the study and created a neutral environment. The participants were positioned 
in a u-shaped seating arrangement (compare figure 3), which allowed members of the group 
to see and hear each other, avoided dominant seating positions and promoted vibrant group 
interaction (Hennink, 2014). The moderator remained the same throughout all discussion 
groups and was positioned next to the arranged participants, which allowed her to both 
interact with the participants and to isolate from the group discussion. In order to protocol the 
discussion and observe facial expression without interfering with the discussion group, the 
observer was positioned outside the seating arrangement. 
 

Presentation

Participant Participant

Participant

Moderator

Observer

 
Figure 3: Seating arrangement of focus group discussion (own source) 

 
 

3.5 Data analysis 
 
For the analysis of the empirical data gathered through the focus group discussions, a thematic 
approach was chosen, which is according to Braun and Clarke (2006) concerned with 
repeating patterns arising in the empirical data set and focuses on the identification and 
analysis of themes. This method is most commonly used to analyze focus group discussions 
(Hennink, 2014). 
 
The limitations and sources of bias related to thematic analysis are that the focus of the 
analysis lies rather on the issues that have been expressed than on the group context. 
Neglecting the fact that interaction between participants and the context can have a significant 
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influence on the expression itself, can lead to biased analysis and interpretation (Hennink, 
2014).  
As a practical implication, quotations, which are essential for exemplifying the group 
members’ opinions in its purest form, need to be analyzed context-related in order to avoid 
quote-mining (Braun and Clarke, 2006).  
 
 

3.5.1 Transcription and theme identification 
 
A verbatim transcript is demanded for thematic analysis as it is grounded on the participant’s 
literal expressions (Hennink, 2014). The audio recording of the focus groups as well as the 
notes taken by the observer provided a basis for the verbal transcription. The moderator and 
note taker of the focus group discussion conducted the transcription process. Being present 
during the empirical study, facilitates the process of transcribing as participants are for 
example easier to identify in the audio recording. In order to ensure that the transcript is a 
literal reproduction of the actual discussion, the researchers read each other’s transcripts while 
simultaneously listening to the audio recording. This process ensured accuracy of the 
transcribed material, which is attached to this thesis in appendix 4.  
 
After transcribing the discussion, the data has been reduced to the essential and primary 
results have been summarized on group-level to present general tendencies and to avoid 
decontextualizing (Hennink, 2014) (compare appendix 5).  
 
Thematic analysis follows an inductive approach as it enables themes and concepts to emerge 
from the empirical data. This data-driven approach allows the researchers to identify and 
understand the research issues from the perspective of the participants (Hennink, 2014). The 
researchers are, however, aware that the identified themes are not exclusive and emanate from 
their subjective interpretation of empirical data. In order to enhance objectivity, the 
transcription has been independently examined and scanned for recurring themes by the 
researchers and the identified themes have been validated through mutual assessment. 
Subsequently, deriving core concepts were systematically coded in order to outline all aspects 
related to a specific theme (Hennink, 2014). The coding process has been carried out in a 
similar manner as the theme identification. Furthermore, the core themes are described in 
detail, outlining different aspects of a theme and summarizing consensus or disagreement.  
In order to give the focus group participants their voice, quotes have been added in order to 
represent opinions and feelings among all groups to the greatest extent possible. Quotes have 
been selected if the way participants expressed their opinion seemed valuable to the 
researchers. Both quotes that express a mutual opinion and differing notions have been 
singled out.  
The participants of the focus group have systematically been coded to assure anonymity. The 
individual code of each participant however includes his or her focus group (e.g. 2c = a 
participant of focus group 2). This coding method was thoughtfully chosen. A coding that 
refers to the particular focus group allows the results to be seen in a group context. As certain 
themes were special for a particular focus group and have not or in a different way been 
covered by another focus group, an indication of the group membership is essential to view 
the opinions and statements in the right context.  
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3.5.2 Ethical considerations 
 
As the empirical study involved human participants, it was ensured that the research met 
ethical standards in terms of anonymity, informed consent and integrity (Bryman and Bell, 
2015). 
During the focus group discussion, participants were asked to fill out a form stating personal 
details as well as a questionnaire related to the topics of the discussion. All documents were 
collected after the focus group and were kept in personal custody by the researchers.  
Anonymity of participants is considered to be beneficial for the credibility of the research but 
is also an important ethical consideration (Morgan, 1996). In order to ensure anonymity, 
participants’ names have been replaced by codes during the process of transcription (compare 
chapter 3.5.1). At the end of the research project, all recordings and personally identifiable 
information, that would allow individual subjects to be linked to specific statements, will be 
destroyed in accordance to the clarification provided in the beginning of each focus group. As 
an additional matter, the participants were not informed by the researchers about the full name 
of other participants prior or during the discussion. It was up to the participants to introduce 
themselves. Before the discussion started, the group members were asked to refrain from 
talking about the comments of other participants outside the focus group.  
Another ethical matter that needs to be considered is integrity (Bryman and Bell, 2015). The 
participants of the focus group discussion were informed about the aim of the study. 
However, an inductive research method implies that results emerge from the empirical study, 
which makes it difficult to explain the goal of the research before the study is conducted. 
Nevertheless, the researchers acted sincerely and tried to avoid deception as much as possible. 
Furthermore, the researchers uttered promises to analyze the data as truthfully as possible. 
The final thesis will be available to all participants in June 2016. 
 
 

3.6 Reflection on focus group discussion 
 
This section reflects on the focus groups conducted for the present study. 
Focus group 4 deploys the former pilot study that was conducted in order to test the procedure 
of the subsequent focus group discussion. As both the procedure and the discussed topic of 
the pilot study did not differ significantly from the actual focus group discussion, the 
researchers considered to also contemplate the results of the pilot group for further analysis. 
The reason for this decision is rooted in the fact that this group brought in perspectives that 
the other groups did not have. Although the pilot group showed a lack of heterogeneity in 
gender, which was present in all other focus groups, a wide range of different views was 
expressed, which indicated that the gender did not diminish the variety of opinion. 
 
Although the remaining focus groups were of heterogeneous nature regarding study 
background, age, gender and nationality (compare appendix 7), the participants did not know 
each other beforehand. Moreover, they did not seem intimidated but rather comfortable to 
express their opinion but to also contradict. In general, a broad spectrum of views was 
expressed. Focus group 2 deployed an exception at this point. As elaborated by Krueger 
(1988), the outcome of a focus group discussion depends on the self-disclosure of the 
participants. In focus group 2 the given answers were rather short and the level of depth rather 
low. The participants interacted less than the other groups, which is also mirrored in the total 
length of this focus group discussion. This led to an increased moderator involvement as well. 
Furthermore, the opinions of group 2 seemed not to be based on experience and examples,  
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which led the researchers to be more careful in interpretations. However, the other groups 
validated their opinions very well and in some groups consensus on different questions could 
be reached. 
 
 

3.7 Quality assessment, validity and reliability 
 
This chapter deals with the assessment of the quality of the research, which follows a 
qualitative methodology. Although, traditional criteria of quality assessment, such as validity 
and reliability, have been challenged regarding their relevance for qualitative research, all 
research disciplines require a transparent approach to evaluate the credibility and quality of a 
research (Bryman and Bell, 2015). Therefore, validity and reliability remain important for 
qualitative research but need to be applied in a different manner in order to embrace the 
interpretative nature of qualitative research (Hennink, 2014). 
 
The focus of validity – when applied in qualitative research – is set on appraising the rigor 
and credibility of the process and results related to a research study (Guest, MacQueen and 
Namey, 2012). Validity can be enhanced in all steps of the research process by emphasizing 
accuracy, transparency and trustworthiness of the research results (Hennink, 2014). 
In the present study, validity has been obtained by precise documentation of all steps in the 
research process. This procedure provides transparency and allows the validity of the research 
to be assessed. The selection of focus group discussions as research method appeals to the 
concept of credibility, as participants are not restricted in their response, which implies 
trustworthiness in the answers provided during the focus group discussions. Furthermore, 
credibility was considered in all stages of the research process, starting with the creation of a 
non-threating atmosphere when assembling the focus groups and also during the discussion. 
In addition to that, accurate planning and conduction of the empirical study and the provision 
of a transparent audit trail enhanced validity. This included thorough training of the 
moderator, the preparation of a discussion guide as well as a pilot test of the empirical study. 
The selection of a thematic analysis further ensured the rather inductive approach and the 
credibility of the research.  
In order to enhance the validity of interpretation, both researchers discussed the elucidation of 
the empirical study results extensively with the goal to diminish interpretation bias. Moreover, 
another researcher reviewed the interpretation and analysis in the realm of a group seminar.  
 
Essentially, reliability deals with the replicability of a research process and assets whether 
study results can be recreated based on the researchers’ procedure and documentation. The 
interpretative nature of qualitative research, however, aggravates obtaining iterate study 
results (Hennink, 2014). Therefore, reliability in qualitative research focuses less on actual 
replicability of the results rather than on transparency and consistency in study procedures as 
well as on reflexivity. 
In the present study, reliability was obtained in terms of accurate documentation of the 
research procedure. The structured approach of the focus group discussion in the present 
study further appealed to the concept of reliability in terms of consistency. Although the 
research followed a prevalent inductive approach, consistency in the procedure was required 
to facilitate comparison between the different study groups. A well-elaborated and pilot-tested 
discussion guide as well as a trained moderator improved consistency in the collection of 
empirical data. For the analysis of the empirical data, quotations have been used in order to 
provide the reader with participants’ unchanged wordings, which further reassured reliability 
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of the study. In addition to that, simultaneous and independent coding of the transcripts by the 
researchers ensured inter-coder reliability. The coding was subsequently validated by the 
means of subjective assessment. 
Furthermore, the researchers attempted to be as reflective as possible in the identification of 
limitations, specific circumstances and their own subjective characteristics that might have 
influenced the results of the study.  
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4 Results and interpretation 
 
In this chapter, the results of the empirical study will be discussed and interpreted. As 
elaborated in the methodological framework, the focus group discussions have been 
transcribed and subsequently summarized on group-level to present general tendencies and to 
provide an overview of consent and discussion points of the focus group. A summary in 
accordance with the topics determined in the discussion guide, can be found in appendix 6. 
The following table provides an overview of the composition of the focus groups, including 
information about age, gender, nationality and educational background:  
 

Focus group Code Gender Age Nationality Study background

1a female 22
French-
American

Industrial Engineering

1b female 24 Swedish
Service Management - Retail/ 
Master in  Textile Value Chain

1c male 23 Swedish IT

2a female 24 German Textile Engineering

2b male 21 Swedish IT and Economics

2c male 22 Swedish Informatics

3a female 21 French Business Administration

3b female 23 German Textile Engineering and Management

3c male 28 Swedish Business Psychology/ Master in Textile Management

4a female 24 Swedish
Fashion Studies /
Master in Textile Value Chain 

4b female 24 Swedish
Business & Economics/ Master in Textile Fashion 
Management

4c female 26 German Fashion Management

Focus group 1

Focus group 2

Focus group 3

Focus group 4

Focus group participants

 
Table 2: Composition focus group participants and demographic information (own source) 

 
 

4.1 General impression and group dynamics  
 
The general impression of the focus group discussion as well as the observations regarding 
group dynamics are discussed before the results of the empirical study are presented.  
Content-wise it could be observed that most of the participants remained skeptical about how 
companies use their data once they disclosed it. Besides, none of the focus group members 
was aware of changes in the EU-law in 2018 regarding data protection. When the students 
discussed the law regulations, the prevalent course of discussion started with showing an 
interest in applying the rights, shifting to considerations of testing it, and ending up with the 
conclusion of being too lazy to do it. Participants stayed consistent in their opinion throughout 
the discussion and did not express contradictory thoughts.  
In terms of group dynamics, it can further be added that focus group 1 was highly interactive, 
encouraged each other to express their opinion and agreed quickly, even for longer parts 
during the discussion. However, it was observed that one member tended to generalize 
opinions and to judge others by her own standards. As already elaborated in the 
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methodological framework, the interaction of focus group 2 was restrained in comparison 
with the other focus groups. Yet, focus group 3 resembled in terms of consensus as they had 
an equally high level of agreement. However, the share of conversation was more evenly 
divided, which was also the case in focus group 4. Nevertheless, the last focus group achieved 
fewer consent since they were not expressing similar views. Apart from these general 
impressions, it can be stated that none of the participants turned out to be either an opinion 
leader or an expert in the field of investigation.  
 
When it comes to the detailed analysis of the focus group discussion regarding customer data 
in the fashion e-commerce, several common themes evolved that will build the framework for 
the analysis. The following section will provide an insight in the students’ mindset towards 
data sharing, followed by the students’ perspective on how companies use customer data. 
Furthermore, the role of trust and control will be examined.  The next chapter looks into 
consumer behavior related to the fashion e-commerce, before the result and interpretations 
end with the influence of the law regulations.  
 
 

4.2 Data sharing mindsets 
 

4.2.1 Different attitudes 
 
The investigation of the participants’ mindset regarding data sharing revealed different 
attitudes. Only one participant seemed to understand that revealing data is something 
customers need to do in order to purchase. Either the data is shared or e-commerce purchases 
cannot be made. This reveals that the participant perceived data sharing as mandatory. 
Furthermore, it was understood by most students that giving away customer data leads to 
sharper advertisements and that companies are in need of those information in order to 
customize. Customized advertisements were regarded as advantageous in this context. 
 
 
Generation-dependent mindset towards data sharing  
 
The discussion revealed that the students perceive a difference in the data sharing attitude 
among different generations.  
The Swedish group participants raised a concern related to using their Swedish personal 
identity number when shopping fashion online. This number indicates name, address, place of 
birth, moves to and from Sweden etc. (Skatteverket, 2014). When using this personal number 
in online shops, the deposited personal information are automatically transmitted to the 
company and do not actively have to be typed in in this context. The students stated that one 
could forget to actually reveal personal data (1b). On the other hand, one participant (2a) 
assumed that Swedes are more open about sharing their data. This conjecture however could 
not be confirmed, as Swedish participants (compare appendix 7) claimed that they consider 
some information as sensitive and do not want to share these with anyone. In this context, it 
was also referred to older generations and their concerns about sharing the personal number 
(4b). This reference was observed to a higher extent in focus group 4: 
 

“[…] that’s the thing in Sweden with the four digits. Because your parents always 
warned you when you were a kid, like never ever mention the last four numbers” (4b). 
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“My dad says that Google is the devil!” (4a). 

 
“My mother hates when she cannot choose what to reveal. Then I need to order for 
her” (1b). 

 
Especially in focus group 4 consensus was reached that younger generations – including the 
participants – are more open than older ones: 
 

“[There is a] difference between older generations and the younger. You see it when 
you work in a shop, either older people don’t want to give it [personal identity 
number] to you and younger just say ‘Yes’” (4a). 
 
“So, I think the younger people who shop online will be more willing to actually tell 
their information” (4b). 

 
The participants used the older generation as an example because they perceived data sharing 
as something old people are worried about. In contrast, it turned out that they had not thought 
about the threats of data sharing to a great extent (2a, 4a). Furthermore, it became evident that 
they did not find a definition of customer data for themselves: 
 

“This is more his [her dad’s] opinion, but this is what I come to think about when I say 
it. So I guess some people find it terrifying, but I haven't thought about it [data 
sharing] that much” (4a). 
 

 
In addition to the generation-dependent mindset, three other attitudes towards data sharing 
(company-dependent, black-or-white, all-in) emerged from the focus group discussion. The 
following sections will give an overview of how participants with different attitudes towards 
data sharing argue. 
 
 
Company-dependent mindset towards data sharing 
 
Several participants (1b, 3b, 4b) demonstrated that they do not entrust all online shops with 
the same amount of personal data. One participant named the size of an e-business as a 
positive decision-making factor when sharing personal information (3b). Bigger and well-
known companies seemed to be more trusted than smaller ones or startups. In this context 
participants further requested an option to choose whether to share data or not. This was 
particularly demanded for first time purchases. One participant expressed the hope that 
companies listen and react if enough people refrained from revealing personal data (1b). The 
major discussion points become apparent in the following statements: 
 

 “I don't think I would care if I had a bad experience with a company [to share 
information with them]. I wouldn't take it away. I would still have it there, but I maybe 
don’t answer questions for them or help them further I guess” (4b). 
 
“You feel comfortable with the shop and if it is a bigger one and you know that a lot 
of people order there. I think they do not care about mine [customer data]” (3b). 
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 “[…] if you maybe have to give your e-mail and credit cards before you can even get 
into the online shop – that irritates me […]. You at least want the option of how much 
information can they get […]. And I think if there’s enough people saying ‘No’ – they 
have to listen!” (1b). 

 
 
Furthermore, in the results of the provided questionnaire in which the participants should – for 
the purpose of a summarizing overview – state what kind of information they would share 
with a favorite, bad experience and desired fashion online shop, a tendency could be observed 
that if they are willing to share a specific kind of information, they would do it with both their 
favorite and their desired brand (compare appendix 8). One participant rather chose to share 
most information with the favorite online shop only (1c).  
 
 
Black-or-white mindset towards data sharing  
 
Other participants expressed a different attitude towards data sharing (2b, 3a, 3c, 4c). It was 
observed that these participants carefully decide what kind of information they share. Once 
they resolved which data they are willing to share, they do not differentiate between 
companies. Either it is shared with everyone or it stays personal, which was classified as a 
black-or-white mindset. The mindset of the candidates can be summed up in the quote of one 
participant. It shows that participants are very conscious about what data to disclose: 
 

“I guess [it is] information that you as person in a way decided to share with them […] 
so if you don’t want them to have it you should not give these information [away] 
[…]. But the question is maybe how do they take the information? […] I have to 
blame myself” (3c). 
 
 

All-in mindset towards data sharing  
 
Some participants expressed their opinion about data sharing in an even more extreme way, 
stating that they were not afraid of giving away their data. They showed a willingness to share 
whatever information is asked for. The reason behind this statement was either experience 
(4c) or playing down the consequences in a dismissive and cynical manner (1a, 1b). Although 
one member was not afraid of giving away personal data either (4c), the participants reflected 
on the future consequences and revealed insecurity about this matter. Several participants 
named that they do not feel protected anyhow and accept that their data could be accessed 
whether they actively shared it or not: 
 

 “I don't really care anymore because I know how they collect and what they collect 
because I worked in the e-commerce” (4c). 
 
 “Come on what do you do? Find my house in the middle of the night and make me 
order more clothes?” (1a). 
 
“Nobody will blackmail me with my height” (1b). 
 
 “[…] but maybe in 20 years I have to eat my warriors” (4c). 
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 “[…] you never know where it ends up even if they [companies] say it’s protected in 
that way” (4b). 
 
 “Anyone can access my info […]. If information is up there [Internet] once, it’s 
always there” (1b). 
 
“There are many things they [companies] shouldn’t know but they know it either way” 
(2c). 

 
 
Limits of data sharing  
 
Furthermore, the focus group discussion aimed to investigate at what point students draw the 
line when it comes to data sharing with fashion e-businesses. When participants were asked to 
express their feelings and opinions about the statement “Those who do not reveal enough data 
are not part of the game!”, views reached from one end of spectrum to the other.  
Rejection was the prevailing reaction to companies that would exclude a customer, who does 
not share enough information (1c, 2a, 3a, 3b, 3c, 4b, 4c). One member was uncertain about 
how to behave in this kind of situation (2c), while others accepted to disclose more data (2b, 
4a) to prevent exclusion. The participants related this scenario also to consequences of club 
memberships. The following quotes underline the diverse views among the participants: 
 

“This would be a reason for me to drop out (4c). 
 
“If there is […] a website that […] wants too much information from me and I feel 
uncomfortable, I wouldn’t buy from there” (1c). 
 
“It depends if I get kicked out. I will maybe buy more or I will never buy there again – 
nothing in between” (2c). 
 
“Well, everybody wants to be in the cool kids’ club. I guess I would be triggered to 
buy more” (2b). 
 
“When I buy a mascara I am actually going to H&M out of the fear to pay the fee [to 
stay in the club when not reaching the minimum purchase amount per year]” (4a). 

 
 

4.2.2 Sensitive data  

 
From the discussion about the different attitudes towards data sharing, several sensitive kinds 
of information emerged that were repeatedly mentioned in every focus group. Information 
that the participants rated as sensitive or too personal and that they did not want to disclose at 
all, are in the following referred to as sensitive.  
 
Recurrent data categories that have been identified as sensitive are salary (9 out of 12), credit 
card details (7 out of 12), religion (6 out of 12), personal agenda (4 out of 12), health and 
lifestyle (3 out of 12), nationality (2 out of 12), marital status (2 out of 12), location (1 out of 
12) and free time activities (1 out of 12). In this context, a consensus in group 2 was reached 
regarding salary, while focus group 1 agreed on salary being a sensitive information.  
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Credit card details were rated as sensitive and undisclosable data and can therefore be 
regarded as a central aspect and recurrent subject of the discussion among different focus 
groups. 
In this regard, participants mentioned that they would not share their credit card details, e.g. 
when they were asked if they would like to save them in their profile of a fashion online shop. 
The topic however reoccurred at different aspects of the focus group discussions. Two groups 
discussed it in the context of safe payment methods (FG 1 and FG 3). Members of one group 
confirmed that they check whether the webpage is safeguarded through the ‘Secure Payment’ 
system when entering their credit card details (FG 3). In contrary, several participants of 
another group preferred to use alternative payment methods such as PayPal or Klarna (FG 1).  
 

However, one participant clearly stated to save the credit card information for reasons of 
convenience (1c). The way this participant expressed her opinion, e.g. by talking in the ‘we’ 
perspective, suggests that she assumed it to be common practice: 
 

“I mean everyone wants to say they don't want their credit card details online but 
come on we've all clicked that button saying like ‘Yeah remember my info’ so that I 
don't have to go find it again” (1c). 

 
Apart from the previously mentioned situations, the credit card theme occurred in the context 
of benefits and saving bank – and in particular – credit card details, which several participants 
uttered concerns about: 
 

“I guess perhaps if they would put in some kind of monetary benefit of e.g. ‘Add your 
credit card and you would get 10% off on all your purchases’ or something that would 
maybe take me over to the side to maybe put it there. […] Maybe because the credit 
card information has something to do with money. […] It could be that [monetary] 
connection” (3c). 
 

At this point, the statement of one participant was outstanding as she did not perceive her 
bank details as part of her personal information (4b): 
 

 “I have bigger issues with the money part that you are going to hand out like 
information with bank account and stuff like that than actual information about 
myself” (4b). 
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4.3 Consumers’ perspective on how companies use customer data  
 

4.3.1 How do companies know about customer data? 
 
The present section will summarize feelings and opinions related to students’ perspective on 
how companies use customer data. Several participants strongly felt alienated and frightened 
and wondered how companies know about the data: 
 

“But I remember one time doing that [entering the Swedish personal number when 
shopping online] and my e-mail and cell phone number popped up and I was like 
‘How do they know that from my personal number?’” (1b). 
 
“I think I would wonder about myself where I put the information that they know it” 
(2a). 

 
It became apparent that this situation evoked a terrifying feeling. The participants further 
demanded for an explanation because they did not consciously decide to share data. One 
participant (1b) came up with a possible explanation, which was traced back to the use of 
cookies: 
 

“Those cookies are insane!” (1b). 
 
Another participant assumed that he must have shared it at some point and rather blamed 
himself for revealing it than the company for using it (3c).  
 
 

4.3.2 Why do companies need customer data? 
 
The participants of the focus group discussion did not only utter that they were insecure and 
scared about how companies acquired their data, but also wondered what companies would 
need their data for. At this point of the focus group interviews, the students were provided 
with examples of customer data such as credit card details, nationality, religion, personal 
agenda etc.(compare appendix 2). These were intended to stimulate the discussion because the 
students were not able to mention sufficient examples themselves. Some of the presented 
categories were intentionally extremely sensitive ones, that might not even be asked from 
online shops. However, the purpose was to test how participants would react to these probably 
unexpected categories and how they accordingly discuss them.  
Participants could not comprehend why fashion e-businesses would need certain kinds of 
information. Incomprehension was mainly related to information that have previously been 
rated as ‘sensitive’ (compare chapter 4.2.2), such as salary (consensus in FG 1) or nationality 
and personal agenda (consensus in FG 2). One participant was reflective and attentive in the 
context of discussing if they would disclose information about religion (1c):  
 

“Why would you care about my religion if I’m buying a pair of jeans?” (1a). 

 “But have you ever bought something from a site that has asked for like religious 
information?” (1c). 
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The other group members denied this question. In the context of religion, participants uttered 
a fear of being labeled based on the personal information they provide. In this regard, the 
opinions were rather reproachful: 
 

 “Are we starting to label people from religions again?” (3c). 
 
“I think religion and also nationality is for some people a very sensitive subject […]. I 
think from a historical perspective those two words you don't want to hear that people 
are taking that into account […]. It just gives you bad vibes” (1b). 

 
A related topic emerged in the discussion of focus group 4. Two participants (4a, 4c) shared 
an unpleasant experience about being classified based on the personal information they 
revealed. One participant referred to a frequent-flyer program of an airline where the 
membership card indicates by color how much one spent and how much one travelled. The 
other candidate named the membership of a CRM program, which grants overdraft loans 
depending on the customer’s income. Being classified like this evoked embarrassment in both 
participants.     

 
 

4.3.3 How do companies use customer data? 
 
Although none of the questions intentionally turned the discussion to how companies use the 
data, several negative thoughts and experiences were shared within each of the four focus 
groups. However, the areas of undesirable associations varied among the groups.  
 
In group 1, the discussion focused on personalized online advertising and how it could go 
wrong.  
  

“[For example as] Amazon does: ‘Here’s other things that you might like’. But I only 
looked at it because I was browsing for a friend and I don’t really care about this 
product” (1a). 
 

Customization was perceived as either very positive or very negative, which shows that it is 
an area that is extremely sensitive. This group allowed companies only a narrow span to 
communicate at the right time because it otherwise results in a totally opposite effect. 
However, a consensus was reached that customers should be able to choose for themselves: 
 

“I don’t like websites that make you do the kind of questionnaire when you start: ‘Out 
of these pairs of shoes, which would you pick?’ […] I just like being able to see 
everything. […] Don’t narrow my search down” (1a). 

 
In focus group 2, the central concerns dealt with negative judgments about how companies 
use customer data. Based on the students’ statements, it may be assumed that they apparently 
have concerns about revealing their data, which can be due to trust issues in e-businesses: 
 

“When you put your name and what you purchase, they can sell it to other companies 
for advertising […]. Other people still can hack their [companies’] data base and take 
it” (2c). 
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“I think it's as 2c said, there's kind of this gap from filling in customer data until 
deleting it. And in that time they can do everything what they want actually” (2a). 

 
Drawing attention to focus group 3, participants reported negative experiences about their 
data being used for different purposes than communicated beforehand. The fact that the 
participants also referred to experiences from a brick-and-mortar shop, might suggest that 
these experiences are as important as the ones gained online when it comes to data handling. 
Furthermore, the participants voiced the feeling of being overwhelmed by the amount of 
customized advertisement. Nevertheless, an interest in getting personalized advertising was 
expressed, notwithstanding that the students demanded for smarter advertising that detects 
what is really relevant for them. In addition to that, the way of discussing might suggest that 
the students expect the online shops to know how to behave ethically in terms of data 
handling. The usage of the mobile phone number was a thoroughly discussed topic in this 
context. Participants demanded companies to correctly estimate for which reason they are 
allowed to use the phone number and at what point they cross the line: 
 

 “I searched, e.g. for shoes, on one website, and for one week I have a lot of 
advertisements for shoes for that website. I feel like ‘Ok, I don’t want shoes anymore 
because it’s too much’” (3a). 
 
 “It could go totally overboard because I have similar experiences with a menswear 
brand from the UK and I think I get three or four e-mails a week with special 
discounts. I wonder ‘Does anyone pay full price at this brand?’ […]. They just keep 
spamming and spamming [although] it’s kind of nice to feel being noticed” (3c). 
 
“If you have their [fashion shop in France] loyalty card, they have your mobile phone 
number. If you then cross the street in front of that shop and if you don’t stop in that 
shop you receive a text message ‘You get a discount – special offer today’ – This is 
too much! […]. They told me it was only for some private event [invitation]” (3a). 
 
“I also think the phone number is a deal breaker for me […]. I just get mad when I get 
a text message […]. An e-mail is kind of fine […] but a text message seems too 
personal” (3c). 
 
“I think it would be fine for me if I asked them ‘Call me when you have my size 
available again’ […]. But not for too much advertisement” (3a). 

 
One participant distinguished between not being keen on receiving advertisements and 
preferring to use filtering options, when searching for something specific online (4a). The 
latter was in line with the consensus of group 1, whose participants agreed on being able to 
choose for themselves. The other members of group 4 did not utter a contrary opinion: 
 

“I would only erase my e-mail from places I wouldn’t want to buy because I don’t 
want their ads. But if I somehow feel that I need something from there, I appreciate 
that they have the information [because] I don’t need to see size XL of that dress if 
[…] they don’t have it in my size” (4a). 
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4.4 Role of benefits  
 
In the focus group discussion, participants were asked if they would reveal information about 
themselves when getting a benefit in return (e.g. monetary, club membership or service). 
From the answers it became apparent that most participants did not necessarily demand for a 
monetary, club membership or service benefit in return for their data. Albeit, the students 
asked for a motivation and especially for an explanation why companies are in need of 
specific data and why they as customers should reveal it. 
It can be assumed that rather the creation of an understanding and a transparent 
communication is seen as a preferable benefit from the consumers’ perspective. This 
consensus can be summed up in the statement of one participant:  
 

“No matter what your income is, you can always […] look up Tesla cars with my 
income now and what does it matter? […] I'm like ‘Why do you care? What do you 
need this for?’” (1a). 

 
Besides the general consensus, some participants voiced that they would be willing to share 
more information, if they get a benefit in return. The stated benefits ranged from additional 
service for a special event and data providing for a certain time span (1b) to discounts (3a) 
and tailor made products (3c). However, the kind of information that participants would 
exchange for the stated benefit has not always been clearly communicated (3a). The following 
quotes illustrate the different incentives to share data:  
 

“I might not want to tell them my personal agenda all the time, but if they tell me that 
they help me for a while, [that is okay]. […] People would go to a wedding and then 
you would help them for that moment to get them the wedding dress […]. I know 
some websites that if it’s not in stock you can give your e-mail […]. I would be okay 
giving my e-mail” (1b). 
 
“If they give me some monetary benefit […], maybe a discount, I would say ‘Okay, 
maybe this one [not defined] I will share’ ” (3a). 
 
“I put up my sizes for the made-to-measure [service] but that was because I wanted 
something to fit me better. […] So in a way it was a benefit. Because I don’t think I 
would just give my measurements to another company that does not want to tailor-
made or specialize for the measurements I have” (3c). 
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4.5 Role of trust and control 
 
The general mood that has been foreshadowed throughout the discussion in all four focus 
groups, is of a rather uncertain and scary nature. Control and trust were key terms that arose in 
this context: 
 

“How much can you actually trust it? And I usually think about ‘What do I actually 
want to give these companies?’ or like ‘Who is going to see it?’ because you never 
know where it's going end up even if they say it's protected” (4b). 

 
As indicated by the quote, trust in this case means trust in the integrity of a company, which 
implies that personal data is supposed to be protected. 
 
Especially members of focus group 3 argued to feel more secure with bigger companies than 
with smaller ones: 
 

“When it is not one of the larger ones that you do not know from advertisements or 
TV commercials or newspapers, then you feel more secure [to google the smaller, 
unknown ones]” (3c). 

 
Besides these concerns, the major discussion point in terms of perceived lack of control was 
related to social media. In this context, it could be observed that the participants dislike or 
even fear when their online shopping activities are connected to social media such as 
Facebook. Participants were in particular uncertain about whom they share their data with in 
this case and to which extend. A general level of uncertainty was monitored relating to 
personalized advertisements (retargeting) on Facebook. Furthermore, it became apparent that 
the participants trust social media even less than fashion e-businesses in regard to data 
sharing: 
 

“If the company would get in my Facebook account somehow or if you have been 
searching for – a suit in my case – you always have the cookie-commercials coming 
up with suits, suits, suits. And that’s in a way very scary because that’s nothing I have 
shared with anyone voluntarily!” (3c). 

 
“Sometimes on Facebook you want to take part in a game for a shop. When you want 
to play, they tell you that if you play you will share all data with that company. I 
always say ‘No’ [and don’t do it]. […] Sometimes it’s about your friends, too, and I 
don’t know if my friends want it or not” (3a). 
 
 “What you have in your cart pops up on the site [e.g. Facebook]. […] [They are] 
literally putting what’s in my cart” (1a). 

 
“And it’s also if you buy something – I don't remember a specific site – but when you 
bought it and then like log in [to Facebook] it can pop up in your feed” (1c). 
 
“[With] companies at least it feels they have to have rules and regulations […]. [But] 
especially social media that would actually scare me” (1b). 

 
Apart from the above stated views and feelings, one participant was not only concerned about 
involving friends (3a), but rather feared social exposure:  
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“I can just think of one very embarrassing thing that can happen. […] I haven't 
googled sex toys for example but if I would do it once and then I go to Facebook and I 
have someone next to me I'm going to get like advertisements for sex toys. And they 
are going to know what I've been doing. So I would be careful when doing that” (4a). 

 
 

4.6 Consumer behavior related to fashion e-commerce 
 
The focus group discussion revealed findings that go beyond attitudes towards data sharing in 
the fashion e-commerce. When the participants discussed their willingness to share data, they 
noticeably often connected it to their consumer behavior. This is the reason why these results 
will be presented in the following.  
 
 
Experiences in the fashion e-commerce 
 
The perceived lack of control that was observed among the participants is not only related to 
their data sharing attitude, but, according to the discussion results, to the students’ buying 
behavior as well. In this regard, the candidates discussed different ways to gain trust in 
fashion e-businesses. Especially members of group 3 stated that they used search engines such 
as Google to look for reviews and recommendations. Based on the statements made, it can be 
assumed that the students search for someone else they can trust. This was particularly the 
case when the fashion online shops were comparatively small, unknown or start-ups. It can be 
concluded that the participants consult outside opinions to a higher extent, when they perceive 
trust issues in a certain online shop:  
 

“If I see a new online shop, I always type in the name and look for experiences […] 
because then you know the experiences from others […]. I think that’s also because 
you feel a bit insecure and then you google it” (3b). 
 
“I do the same thing. You need to see that someone else has done it. […] If you find 
that smaller kind of company, I guess you need the reinforcement from other people, 
who have done it” (3c). 

 
When the focus group contributors were asked to tell about a bad experience with a fashion 
online shop, the experiences varied from problems with delivery times and terms (4 out of 
12), bad service (2 out of 12), lack of information (1 out of 12), poor product quality (1 out of 
12) or wrong product descriptions (1 out of 12). Others could not even think of a bad 
experience (3 out of 12). In this context it has not been looked beyond the bad experiences by 
asking if that influences the candidates’ trust level towards a company. However, none of the 
participants came up with a connection either. The most striking quote in this context is 
illustrated below:  
 

“I am lucky I never had a bad experience” (3b). 
 
Based on this statement, it can be assumed that the participant considers having a bad 
experience as normality when shopping online. 
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One candidate revealed that bad experiences apparently did not discourage her from buying at 
a particular online shop (4c). Another participant however would not order from an online 
shop again, once she had a bad experience with it (4a). It was noticed that the product quality 
is more important to her than the service. Furthermore, another participant (1b) emphasized 
that the problem solution should be hassle-free for the customer: 
 

“For bad shopping experience with a fashion online shop I named H&M, I still order 
so it doesn't really affect my behavior, but […] I always have problems with returns” 
(4c). 
 
 “My bad shopping experience is when I ordered a dress from Miss Guided two 
months in advance for New Year's Eve and then I wore it for New Year's Eve and 15 
minutes before I left the zipper broke – so that was awful, but I got to return it and I 
got my money back and I got a 15% discount on the next purchase, which I didn't do” 
(4a). 

 
“I didn’t appreciate it, it was just too complicated, like as a customer you don’t want 
to have to call and e-mail and do all the different rounds, you just want to have it 
simple” (1b).  
 

When the discussion was directed to good shopping experiences, service (5 out of 12), 
product choice (7 out of 12) and quick delivery (8 out of 12) were the predominant factors. 
These positive experiences were mirrored in creating positive vibes, when the participants 
talked about it and it could furthermore be observed that the vibes are connected to the ease of 
use as well. One candidate actively expressed to trust her favorite brand: 
 

“Zalando I kind of trust them. So I'm feeling fiercer about that. […] I never had a bad 
experience with an online shop because I only buy from Zalando, I guess” (2a). 
 

 
 
Size issues in the fashion e-commerce 
 
Another recurring theme that is related to the students’ buying behavior is sizing. Except for 
focus group 2, this topic occurred in all focus groups and is considered to be of utmost 
importance when shopping fashion items online. The participants discussed size-related issues 
ranging from ordering two sizes (1a, 3b) and trying on in store before ordering online (1b, 1c) 
to preferring brick-and-mortar stores because they have problems with sizing and fit in 
general (3a, 4b). The following quotes represent the varying problems:  
 

 “They [fashion online shop Backcountry] have free returns. So, I buy two ski jackets 
and then return the wrong fitting one” (1a). 
 
 “I had to order in two different sizes because I did not know how the fit was or I did 
not enter my body measurements” (3b). 
 
 “When I'm visiting the States, I usually try something and then I know now I can go 
online, but I mean maybe in the future it's easier for them to make it so you can 
measure or do some sort of other thing to make it easier to buy from them” (1b). 
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“I go to the online shop, but I still prefer to go to the shop by myself instead of buying 
online because like, e.g. for the shoes, I am between two sizes - I am never sure if it 
will fit or not” (3a). 
 
“I'm not the best online shopper in the way that usually, when I get stuff, I'm too tall. 
So I usually have to send things back. So I kind of stopped doing online shopping” 
(4a). 

 
 

4.7 Influence of law regulations 
 
In terms of law regulations, the participants were asked whether they know anything about 
privacy and data regulations and whether they read the regulations stated on the fashion 
online shop website or not. Concordantly, the participants stated to not know anything about 
the law and to not read the terms and conditions when shopping online either. It was observed 
that they were embarrassed about it and perceived reading terms and conditions as something 
mandatory. Based on their reaction, a belief in the existence of protection can be assumed:  
 

“I have no idea. I never read them. Close my eyes and accept” (4a). 
  
 “It’s horrible, but it’s true” (1b). 
  

The type of response suggests that the students further do not want to be confronted with the 
information stated in the terms and conditions. In the course of the discussion, several clues 
for this attitude emerged: 
 

“They make it [terms and conditions] the most boring and annoying thing and it is 
weird sentences” (1b). 
 
“It’s small and confusing. Or a separate file” (1c). 
 
“You’re like ‘Too much, I accept’” (1a). 

 
Furthermore, the statements indicate that participants perceive the terms and conditions as 
intentionally incomprehensible and difficult to read. In addition, the students voiced that they 
anyhow feel powerless in regard to terms and conditions because they have to accept them in 
order to use the service.  
 
This is apparently also valid for the new EU-law. The focus group members were made aware 
of the General Data Protection Regulation coming into action in 2018, which allows for 
accessing, updating or removing collected customer data. Seemingly, these new rights do not 
necessarily evoke positive emotions in the participants. They reacted surprised and interested 
but still rather cautious, before the course of discussing ended with a prevalent feeling of 
being too lazy to make use of it:  
 

 “Feels like I need to be super involved in this. And I don’t feel like I have the interest 
in it at all. […] Sounds exhausting” (4a). 
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Control is another aspect that was uttered from several participants. The members admitted 
that the law might lead to a higher level of control, but the way they argued allowed to 
perceive that this is not what they are solely searching for. They indirectly asked for security 
but simultaneously realized that this would, according to their opinion, not be provided:  
 

“I think it’s good to get some control about your data, [but] there is a gap between 
filling it in and deleting the data” (2a). 

 
“I don't think it [new law regulation 2018] really affects me in any way. I can change 
it okay, good. Maybe it gives a feeling of control [but] not security” (4c). 

 
One discussion member assumed that he was already entitled to access, update or remove his 
data (3c). It can be assumed that the student considered it as a basic right but nothing new: 
 

 “My first thought to that was: ‘Are you not able to do it now?’” (3c). 
 
Besides the rather skeptical perspectives, the law however aroused the interest of some 
students. Two participants (1b, 2a) actively claimed to consider availing their right and the 
power to remove it as something positive: 
 

 “That will be nice, especially if […] you know ‘I’m not going to buy from there in 
five years or so’. It would be nice to say like ‘Could you please [delete it].’ […] It's 
okay to give my information if I at least know I have the power then to remove it […]. 
At least I am 100% sure I can take it away and I don't even trust that because it’s with 
anything online – it’s up there once it’s always there” (1b). 

 
“I think I would check it out and delete it time by time so it’s kind of clear again. Like 
starting from new” (2a). 

 
Another participant demonstrated another tendency (3b). She claimed that the new law 
regulation, would not have an influence on her data sharing attitude:  
 

“I think I only put in the data I like to share” (3b). 
 
Although one participant considered exercising her law, she challenged the long-term 
effectiveness of it (1b): 
 

 “Maybe it [new law regulation 2018] becomes a mentality for a lot of consumers like 
with the terms and conditions. The first time it came up when we were [online] 
shopping ‘Oh my God there’s terms and conditions and I have to read through this’. 
[…] But if you get more and more, like ‘Don’t worry you can remove it overtime’, 
maybe you get a little like ‘Oh whatever’” (1b). 

 
Despite the fact that the law regulations were partly perceived as positive, most of the 
participants remained skeptical in terms of security. Security is apparently a desired state for 
the participants, however they did not perceive the GDPR as powerful enough to create it.  
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5 Discussion  
 
After the results of this focus group discussion have been interpreted, it is time to discuss and 
analyze them compared to the prior stated literature findings. The results will be critically 
reflected and juxtaposed according to the prior established research questions:  
 

1. How do students discuss trust in the context of willingness to share customer data? 
2. How do students discuss benefits in the context of willingness to share customer data? 
3. How do students discuss law regulations in the context of willingness to share 

customer data? 
 
Furthermore, attention will be given to additional findings regarding consumer behavior. 

 
 
How do students discuss trust in the context of willingness to share customer data? 
 
As stated in the literature, trust is built by experience and interaction with a company 
(Delgado-‐Ballester and Luis Munuera-‐Alemán, 2001). The focus group discussion revealed 
that not only experience and brand interaction have an impact on students’ data sharing 
behavior, but also the basic attitude is an important factor, which must not be neglected. This 
basic attitude turned out to be rather negative and suggested a feeling of being powerless in 
the focus group discussion.  
 
Some students argued that they would rather trust recommendations from friends or customer 
reviews posted online than companies themselves. This outcome is in line with the Nielsen 
Group study (Halliburton and Poenaru, 2010) and the ascertainment of Simonson (2014) that 
a shift of consumer trust from brands to customer reviews can be observed. Furthermore, 
scientific literature states that bigger companies are more trusted than smaller ones when it 
comes to data sharing (Teo and Liu, 2007; PwC, 2012). As seen in chapter 4.5, there were 
confirming quotes about this statement as well. 
Other participants mentioned their parents’ concerned attitude regarding data sharing instead 
of their own. This might indicate that they do not form their own opinion (compare chapter 
4.2.1) and rely on their parents, guiding and protecting them in terms of data security issues. 
Future research could investigate the underlying reasons for parents’ opinion being important 
to students in this context.  
 
It has been shown that the basic attitude of the investigated students turned out to be rather 
negative, where trust needs to be gathered from outside sources because the brands 
themselves are apparently not trusted. The following section will analyze and discuss the 
status quo both in literature and the focus group discussion regarding brand experiences.  
 
According to Adams (2014), consistency, transparency and service are the three most 
important elements according to in order to create positive brand experiences and to build 
trust. Although the focus group discussion did not specifically reveal that transparency would 
lead to trust, transparency is a factor that is asked for, according to the outcomes of the 
discussion results. All participants admitted to currently perceive a lack of control over their 
data. One of the main negative experiences that was reported in every group was the unclear 
way of how companies gather data. Mayer-Schönberger (2009) demands to give full control 



 

45 

to the customer and this demand is with good cause because the discussion results indicate a 
feeling of control does presently not exist. This becomes apparent when students referred to 
retargeting and Facebook advertisements. Although literature illuminated that the aim of 
retargeting is to convert potential customers after they have left the shop (Lambrecht and 
Tucker, 2013), students perceived it rather negatively but for different reasons. Several 
students reported in an annoyed way that the cart with the fashion items of the online shop 
they previously browsed through, popped up as soon as they open their Facebook account. It 
is noticed that there are too many channels, in which they are confronted with advertisements. 
Other students expressed feelings such as being scared because they do not know how 
companies connect the different channels to reach them, and further, they could not remember 
to have consciously decided to agree to share their personal information in this context. 
Another concern from one participant was being labeled from friends or the society depending 
on what will be shown in the Facebook feed. Positive associations with customization were 
mentioned when participants ask for it but rather prefer to decide on their own when they 
want to make use of it. The opinions about customization and retargeting are highly opposed, 
which shows how extremely sensitive this topic is. Moreover, it indicates that students do not 
want companies to connect the channels in order to use it for more advertisement placements. 
This result is mirrored in the study of the Financial Times as well, which states that the least 
accessible the data is to companies, the more they endeavor to receive it (Steel et al., 2013). 
E-businesses combine customer data they already gathered in order to extrapolate additional 
information. This practice, however, is regarded as negative by the participants.  
 
Literature findings suggest that trust (Ribbink et al., 2004) and data transparency (Morey, 
Forbath and Schoop, 2015) lead to sharing more sensitive information. Roth (2002) identified 
for example health, political or religious views as being sensitive. Indeed, health and religious 
views turned out to be sensitive data, as well as most of the students named salary and credit 
card as additional sensitive information (compare chapter 4.2.2). Once these categories were 
named as sensitive, most of the participants claimed to not share them with any fashion online 
shop, no matter if they had a good or a bad experience with it.  
Except for one member of the focus group discussion, no other participant explicitly 
expressed to trust a fashion online shop. It is rather a tendency, e.g. after having consulted 
outside opinions, as named above. Identifying data as sensitive had nothing to do with a bad 
experience they had in terms of revealing these kind of data, but it is rather the negative 
general attitude and bad experiences with retargeting that make them decide, which 
information they reveal and which they do not want to disclose.  
 
In a nutshell, the findings of the focus group discussion indicate that experience – both of 
good and bad kind – can have an influence on the brand trust of the participants. This 
assumption aligns with literature findings stating that trust is build through interaction and 
experience. However, it becomes apparent that not only own experiences but also experiences 
from others – obtained through friends, family members and recommendations online – can 
contribute to the process of trust building. This process corresponds with literature findings 
that report a shift of consumer trust in brands to confidence in recommendations (Simonson, 
2014).  
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How do students discuss benefits in the context of willingness to share customer 
data? 
 
In the empirical study it was discussed whether the participants would disclose information if 
they would get a benefit in return. In the realm of this discussion, the students’ attitude 
towards data sharing was seen in a more nuanced light. Four major tendencies of data sharing 
emerged from the empirical results. 
 
Candidates discussed that data sharing mindsets can be generation-dependent because they 
claimed that older individuals are less likely to disclose personal data. However, at this point 
it needs to be considered that this mindset was just assumed by the participants but cannot be 
verified in the realm of this study because it focused on students only. 
Moreover, participants that demonstrated a company-dependent mindset conditioned their 
willingness to share data on the experience with a fashion online shop. A black-or-white 
mindset was observed among other participants, who explained to consciously decide whether 
they share their data or not. A fourth mindset towards data sharing emerged from the 
empirical study, implying that some participants shared whatever information was asked from 
them (all-in mindset). It could be observed that the all-in mindset is based on a perceived lack 
of control over both disclosed and undisclosed data and the insensible assumption that 
companies will find out anyway. All four mindsets and their underlying motives find support 
in the reviewed literature (Brondmo, 2001; Phelps, Nowak and Ferrell, 2000; Teo and Liu, 
2007; Strong, 2015). 
 
The use of benefits to stimulate information sharing was suggested in various studies (PwC, 
2012; Quint, 2015) and needs to be reconsidered in the presence of the different attitudes 
towards information disclosure.  
As the results of the empirical study indicate, students with an all-in mindset are not in need 
of a benefit as they stated to reveal data anyhow. Participants demonstrating a company-
dependent or black-or-white attitude, however, could be influenced in the way they share 
data.  
Nevertheless, it needs to be taken into account that most of the participants stated that there is 
data they perceive as sensitive (compare chapter 4.2.2) and that they are by no means willing 
to share with companies, which is also in line with the findings of Roth (2002). The type of 
data that was considered to be sensitive was highly individual but common tendencies were 
detected in categories such as salary and religion. In a nutshell, there is information that the 
participants would not reveal even if a benefit is offered.  
 
The willingness to share information that is not perceived as sensitive could be stimulated by 
offering a benefit, as previous study results suggested (PwC, 2012; Quint, 2015). Literature 
findings show that there are different kinds of benefits ranging from monetary savings to 
increased service-level and membership-based rewards (Chandon, Wansink and Laurent, 
2000; Sanchez, 2012). As indicated in the empirical study, these benefits are not always 
considered as actually beneficial for the consumer. Although some participants generally 
favored the above named kinds of benefits, it could be observed that monetary benefits are for 
example not always perceived as a saving but rather as a false pretense to trick customers into 
buying more. A similar opinion was expressed by another participant related to benefits of 
club memberships that are only available to the customer as long as they purchase enough. 
The findings of the literature point into a similar direction and argue that customers do not 
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adequately benefit from disclosing personal information to e-businesses (Saarijärvi et al., 
2015).  
 
Previous studies have further shown that customers demand a value exchange, such as 
security or improved user experience, rather than monetary benefits (Quint, 2015) (compare 
chapter 4.5). This attitude towards benefits has also been voiced in the present empirical 
study. Most of the participants did not demand tangible benefits such as discounts in return 
for their data, but rather asked for an explanation regarding the need for and the usage of their 
data. A perceived risk and an unwillingness to disclose data were observed among the 
students, who could not comprehend why and what companies would need their data for. 
Furthermore, discussion members tended to think about data sharing in a negative way and 
voiced concerns about the misuse of data. Literature findings align with the results of the 
empirical study and advice e-businesses to implement fair information practices in order to be 
more transparent about the usage of customer data (Morey, Forbath and Schoop, 2015). 
 
The results of the empirical study evidently show that benefits go beyond the traditional scope 
of discounts and membership advantages. Although, those concepts were still relevant, 
participants generally favored benefits related to value exchange. 
Moreover, it was observed that the effect of benefits is influenced by the overall data sharing 
mindset of the participants. The participants’ train of thought aligns with the literature 
findings stating something is perceived as a benefit if it equals or exceeds the perceived value 
of the information that is disclosed in return (Quint, 2015). The students’ perceived lack of 
transparency and control over their data makes it difficult for the them to properly assess the 
barter and they tend to think in terms of worst-case scenarios.  
 
 
How do students discuss law regulations in the context of willingness to share 
customer data? 
 
In the literature it has been stated by Morey et al. (2015) that law regulations can encourage 
customers to share data about themselves. The focus group discussion revealed that in this 
context, the participants referred to terms and conditions, which they need to accept when 
they shop fashion items online. Apparently, the students think of companies’ own privacy 
policies rather than the EU-law regulations. It turned out that the students neither seemed to 
be interested nor highly involved in these policies because they admitted to not read the terms 
and conditions. The reasons for this ranged from not being comprehensible to a general 
acceptance because there is no choice other than to accept them in order to be able to shop 
online. These reasons clearly showed the underlying attitudes. Participants, who named the 
terms and conditions to be mandatory, felt to have no choice, which evoked a perceived lack 
of control and hence led to security concerns in their mind (compare chapter 4.7). Providing 
terms and conditions, which state how customer data is handled, ensures transparency that 
students asked for. However, when presenting the terms and conditions in an 
incomprehensible way, participants seemed to be frustrated and felt circumvented, which 
ultimately led to mistrust in the company. At this point it became apparent that trust or 
mistrust emerges through customers’ interaction with a comapny. Trust is something that 
students do not gain by being provided with information. This is why terms and conditions 
would not make them trust more.  
 
The existence of security concerns has been subject of discussion in scientific research 
(Phelps, Nowak and Ferrell, 2000). As literature indicates, the law regulations from 1995 
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(European Commission, 2015) have been too vague in order to solve consumers’ privacy 
concerns, which was also revealed in the empirical study. As named in the literature review, 
new EU-law regulations concerning data protection will enter into force as from 2018 on. 
Media reports refer to the General Data Protection Regulation as one of the world´s most 
extensive data privacy laws (Fallon Taylor, 2016). Focus group discussion results can at this 
point only state consumers’ current attitude. To begin with, it was observed that the students 
do not know about the new law and its content. The fact that they have not heard about it 
shows that it has apparently not been spread in the news to an extent that reached a lot of 
people. Furthermore, the low media attention indicates the perception of the overall influence 
the GDPR is supposed to have. However, when the participants were confronted with the new 
regulations and its key aspects, the reaction was rather positive and surprised in the beginning. 
Several participants stated that the new regulations might give them control over their data 
(compare chapter 4.7). Nevertheless, based on the students’ reaction and line of 
argumentation, it can be stated that they are convinced that the law will provide security. But, 
according to the students, security is an important element when it comes to revealing 
personal data in the fashion e-commerce. At this point, their views need to be considered in a 
critical way because the law has not entered into force yet. The named aspects of the students 
can only be regarded as assumptions. Although the regulations are stricter and more precise, 
only time will show how effective they will turn out to be. 
 
Furthermore, light was shed on the fact that the candidates do not trust companies because 
trust demands ethical data handling. At this point a connection to literature can be made 
where Brondmo (2001) names ugly data as being collected without customers’ permission. As 
revealed in the previous chapter, this happened to almost all discussion members and hence 
law regulations in general and the General Data Protection Regulation are not trusted.  
 
Based on the outcome of the focus group discussion it becomes apparent that law regulations 
can have a positive influence on students’ attitude towards data sharing as they can increase 
the perceived level of control. This outcome seizes on literature findings, estimating that new 
law regulations encourage customers to share data. According to the study results, however, 
the influence needs to be seen in a more nuanced light. Although the outcomes of the 
empirical study indicate that law regulations grant customers more control over their data, 
regulations are not apprehended to provide security as well, which is a factor the students are 
aiming for when revealing data in the fashion e-commerce.  
 
 
Discussion related to consumer behavior  
 
The students’ consumer behavior was to some extent involved when reflecting upon their data 
sharing attitude in the focus group discussion.   
Sizing is, according to literature findings, one of the major challenges of the fashion e-
commerce (Jung, Cho and Lee, 2014) and was an omnipresent topic when participants of the 
empirical study discussed their experience related to fashion online shopping. Research 
articles (Saarijärvi et al., 2015) and a practical example (Enamora; compare chapter 2.4.2) 
demonstrate how not only the company but also the customer can benefit from sharing 
customer data such as body measurements. 
The disclosure of body measurements has also been an issue of discussion in the empirical 
study. One participant already shared body measurements with a made-to-measure service 
and referred to perfectly fitting fashion items as a benefit for giving away his data. However, 
this participant mentioned that he would only reveal his body measurements to companies that 
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use the information to improve the fit of the fashion item. Other participants, who voiced size 
issues during the discussion, also showed a positive stance towards revealing their body 
measurements if that would facilitate choosing the right size. 
 
The outcomes of this discussion show that trust, benefits and law regulations can impact 
students’ willingness to share customer data in the fashion e-commerce. In addition to that, 
consumer behavior is considered to play an important role when students discuss data sharing 
attitudes.  
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6 Conclusion 
 
The trade-off between companies constantly trying to gather customer data for sharper 
customization and consumers that fear privacy invasion and misuse when disclosing data, has 
posed the question, which factors would encourage consumers to share more information 
about themselves.  
The purpose of this study was to investigate students’ willingness to share customer data in 
the fashion e-commerce. Special attention was given to the way trust, benefits and law 
regulations were discussed in this context. 
The literature review served as an introduction to the research area and provided the basis for 
the analysis, while the empirical study aimed to investigate the way students argue and 
discuss the topic including involved feelings.  
Outcomes of both the literature review and the empirical study provided valuable insights as 
outlined in the discussion chapter. Based on this, management implications will be provided 
in accordance to the prior set research questions. At this point it needs to be considered that 
the study produced qualitative results, which connotes that the findings of this study are not 
generalizable. However, results of qualitative nature provide insights in the underlying 
motives and the way opinions on data sharing are formed. 
Nevertheless, every fashion e-business has individual requirements, which implies that 
universally valid management implications cannot be given at this point. Yet, the following 
statements serve as an orientation for the fashion e-commerce. 
 
As observed both in the literature and the empirical study, a shift of consumer trust from 
brands to recommendations takes place. If this is true, companies operating in the fashion e-
commerce should ensure to be transparent without leaving room for doubts. This means, in 
terms of trust in recommendations, that it is of utmost importance to quickly react to customer 
reviews and to explain yourself as a company. Students are highly active online, which 
implies that both good and bad recommendations spread fast. In order to keep up pace, 
fashion e-businesses are advised to interact with their customers because interaction turned 
out to be more important for students in order to build trust than receiving information. 
Provided information, as e.g. terms and conditions, are frequently not read anyhow. A form of 
interaction could be a live chat support on the website in order to answer concerns or 
questions in a quick and convenient way. Although this kind of service already exists in 
fashion online shops (e.g. Asos, Nordstrom), it could be used in the direction of answering 
privacy related questions as well.  
As credit card details turned out to be of sensitive nature, the implementation of alternative 
payment methods could be seen as another approach to provide so far lacking feelings of 
security on the customer side. Based on the results of this research, fashion e-businesses 
providing the above named aspects, are more likely to be trusted. Trust can further increase 
the chances to get continuing or even more access to customer data.  
 
Prior conducted studies showed that new types of benefits are on the rise. Based on the results 
of the focus group discussion, these literature findings could be confirmed for students as 
well. It has been understood that students in the fashion e-commerce tend to choose value 
exchange over traditional benefits. Should this allow for application in practice, fashion e-
businesses could take this outcome as a starting point for changing the way they reward their 
customers. For the students in the focus group discussion, value benefits such as security or 
insights in data analysis were tempting. However, at this point it needs to be considered that 
different data sharing mindsets occurred. Companies operating in the fashion e-commerce 
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need to accept and respect that they apparently cannot appeal to every customer with the same 
benefit. However, this would need to be adapted for different age groups accordingly.  
Sizing turned out to be a decisive factor for students shopping in the fashion e-commerce. 
Based on this result, e-businesses could offer body measurement services, such as the prior 
named lingerie online shop Enamora, and leave the decision up to the customer whether to 
make use of it or not. Students felt positive about this idea and the Enamora example shows 
that they successfully implemented such system with the positive side effect of reducing their 
return rate significantly. The sizing issue is unique of its kind in the fashion e-commerce and 
could provide a benefit on both the company and consumer side.  
 
Findings regarding law regulations suggest that the General Data Protection Regulation of the 
EU can provide control of customer data but no security. Acting on the assumption that this is 
true, fashion e-businesses are advised to start implementing the new regulations – that will 
from 2018 on anyhow be mandatory – as soon as possible, because there is no reason to wait 
any longer. Transparency is demanded from a consumer’s point of view. Companies being 
transparent without law regulations, that need to be imposed, prevail. Besides that, control 
over personal data can go hand in hand with perceived security. Based on the results, an 
increase in security might also lead to an increase in brand trust. Once trust is build, students 
might be more likely to share customer data. It is therefore recommended, that the fashion e-
commerce should see the new law regulations as an opportunity to win back or gain trust.  
 
In conclusion, findings emerged that go beyond the research questions. Students’ willingness 
to share customer data was highly related to their consumer behavior in general. In order to 
understand data sharing attitudes, fashion e-businesses need to understand the consumer 
behavior as well. Companies operating in the fashion e-commerce can benefit if they take on 
a consumer perspective.    
 
 
Limitations and future research  
 
In the face of limitations, scientific literature about data sharing dedicated to the fashion 
industry, turned out to be very rare. Furthermore, research papers about the investigation of 
particular demographic groups such as students could not be found. Therefore, future 
investigation could be directed towards examination of data sharing mindsets dedicated to the 
fashion e-commerce and a detailed distinction of different demographic groups. Furthermore, 
consumer behavior needs to be considered when data sharing attitudes are examined. 
At this point in time it comes naturally that scientific papers did not yet investigate data 
sharing mindsets in the light of the GDPR that will come into force two years from now on. 
However, this deploys a window for future research once the law regulations entered into 
force in 2018. 
 
On an empirical level, it needs to be considered that the experiences and observations of the 
participants may not be applicable to other students. Hence, the research area can 
prospectively be investigated in a quantitative study in order to provide generalizable 
findings.  
It would be worth to further examine the role and the effect of the family environment on the 
purchase behavior of students. Moreover, it is regarded to be interesting giving an insight in 
the level of parents’ involvement and the degree of their manipulation in this context.  
Besides, it would be interesting to conduct further research, once the GDPR entered into 
force, in order to see whether attitudes change. Since the rules of the law regualtion will only 
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apply in the European Union, data sharing mindsets outside Europe could be investigated and 
compared to the findings of this research.  
 
As a summary of results, it can be stated that the prior set research questions could be 
answered. Trust, benefits and law regulations can influence students’ willingness to share 
customer data in the European fashion e-commerce. Appropriate implementation of the given 
recommendations can be regarded as a roadmap to success. As business and economic 
circumstances as well as customers’ attitudes change, the research area should be revisited 
periodically to ensure the topicality for the present and near-term future.  
 
 
 
 
 
 



 

VII 

References 
 
Adams, M., 2014. Three ways to build consumer trust. [online] Forbes Magazine. Available 
at: <http://www.forbes.com/sites/yec/2014/04/22/three-ways-to-build-customer-
trust/#580f5beb78db> [Accessed 8 May 2016]. 

Aiden, E. and Michel, J.-B., 2013. Uncharted: big data as a lens on human culture. New 
York: Riverhead Books, A member of Penguin Group (USA). 

Amaldoss, W. and Jain, S., 2005. Pricing of Conspicuous Goods: A Competitive Analysis of 
Social Effects. Journal of Marketing Research, 42(1), pp.30–42. 

Arantola, H., 2000. Buying loyalty or building commitment?: an empirical study of customer 
loyalty programs. Helsingfors: Swedish School of Economics and Business Administration. 

Beyer, M.A. and Laney, D., 2012. The Importance of ‘Big Data’: A Definition. Available at: 
<https://www.gartner.com/doc/2057415/importance-big-data-definition> [Accessed 10 May 
2016]. 

Biswas, D. and Biswas, A., 2004. The diagnostic role of signals in the context of perceived 
risks in online shopping: Do signals matter more on the Web? Journal of Interactive 
Marketing, 18(3), pp.30–45. 

Bledsoe, D., 2015. 3 of the biggest challenges with ecommerce in the fashion industry. 
[online] LinkedIn. Available at: <https://www.linkedin.com/pulse/3-biggest-challenges-
ecommerce-fashion-industry-dione-bledsoe> [Accessed 8 Apr. 2016]. 

Braun, V. and Clarke, V., 2006. Using thematic analysis in psychology. Qualitative Research 
in Psychology, 3(2), pp.77–101. 

Brondmo, H.P., 2001. The engaged customer: the new rules of Internet direct marketing. 
London: Piatkus. 

Brown, S.A. ed., 2000. Customer relationship management: a strategic imperative in the 
world of e-business. Toronto  ; New York: John Wiley & Sons Canada. 

Bryman, A. and Bell, E., 2015. Business research methods. Fourth edition ed. Cambridge, 
United Kingdom  ; New York, NY, United States of America: Oxford University Press. 

Business Dictionary, 2016. Personal information. [online] Business Dictionary. Available at: 
<http://www.businessdictionary.com/definition/personal-information.html#ixzz45QqBcJnF> 
[Accessed 11 Apr. 2016]. 

Buttle, F. ed., 1996. Relationship marketing: theory and practice. London: Chapman. 

Caudill, E.M. and Murphy, P.E., 2000. Consumer Online Privacy: Legal and Ethical Issues. 
Journal of Public Policy & Marketing, 19(1), pp.7–19. 

Chaffey, D., 2016. Ecommerce conversion rates. [online] Smart Insights. Available at: 
<http://www.smartinsights.com/ecommerce/ecommerce-analytics/ecommerce-conversion-
rates/> [Accessed 8 May 2016]. 



 

VIII 

Chandon, P., Wansink, B. and Laurent, G., 2000. A Benefit Congruency Framework of Sales 
Promotion Effectiveness. Journal of Marketing, 64(4), pp.65–81. 

Chaudhuri, A. and Holbrook, M.B., 2001. The Chain of Effects from Brand Trust and Brand 
Affect to Brand Performance: The Role of Brand Loyalty. Journal of Marketing, 65(2), 
pp.81–93. 

Chircu, A.M. and Mahajan, V., 2006. Managing electronic commerce retail transaction costs 
for customer value. Decision Support Systems, 42(2), pp.898–914. 

Collins, E., 2014. Perking up your loyalty program benefit is as easy as A-B-C. [online] 
Forrester Research. Available at: <http://blogs.forrester.com/emily_collins/14-05-30-
perking_up_your_loyalty_program_benefits_is_as_easy_as_a_b_c> [Accessed 10 May 
2016]. 

Corbitt, B.J., Thanasankit, T. and Yi, H., 2003. Trust and e-commerce: a study of consumer 
perceptions. Electronic Commerce Research and Applications, 2(3), pp.203–215. 

Culnan, M.J. and Armstrong, P.K., 1999. Information Privacy Concerns, Procedural Fairness, 
and Impersonal Trust: An Empirical Investigation. Organization Science, 10(1), pp.104–115. 

Davenport, T.H. and Prusak, L., 1998. Working knowledge: how organizations manage what 
they know. Nachdr. ed. Boston, Mass: Harvard Business School Press. 

Delgado-‐‑Ballester, E. and Luis Munuera-‐‑Alemán, J., 2001. Brand trust in the context of 
consumer loyalty. European Journal of Marketing, 35(11/12), pp.1238–1258. 

Diamond, J. and Diamond, E., 2013. The world of fashion. Fifth edition ed. New York, NY: 
Fairchild Books, an imprint of Bloomsbury Publishing Inc. 

Doney, P.M. and Cannon, J.P., 1997. An Examination of the Nature of Trust in Buyer-Seller 
Relationships. Journal of Marketing, 61(2), p.35. 

EDRi, 2013. Reihe zur EU-Datenschutzverordnung - Kurzdarstellung. [online] 
Netzpolitik.org. Available at: <https://netzpolitik.org/2013/eudatap-issue-sheets/#forget> 
[Accessed 10 May 2016]. 

eMarketer, 2016. Influencers Are Your Most Powerful Brand Advocates. [online] eMarketer. 
Available at: <http://www.emarketer.com/Article/Influencers-Your-Most-Powerful-Brand-
Advocates/1013454> [Accessed 2 May 2016]. 

Etzioni, A., 2015. Privacy in a cyber age: policy and practice. Palgrave Macmillan’s studies 
in cybercrime and cybersecurity. New York, NY: Palgrave Macmillan. 

European Commission, 2011. Attitudes on Data Protection and Electronic Identity in the 
European Union - Special Eurobarometer 359. Available at: 
<http://ec.europa.eu/public_opinion/archives/ebs/ebs_359_en.pdf> [Accessed 10 May 2016]. 

European Commission, 2015. Data protection reform -Press release-. Brussels. 



 

IX 

European Union, 2016. Regualtions, Directives and other acts. [online] European Union. 
Available at: <http://europa.eu/eu-law/decision-making/legal-acts/index_en.htm> [Accessed 9 
May 2016]. 

European Union Agency for Fundamental Rights and Council of Europe, 2014. Handbook on 
European data protection law. Available at: 
<http://www.echr.coe.int/Documents/Handbook_data_protection_ENG.pdf> [Accessed 3 
May 2016]. 

Fallon Taylor, N., 2016. Get ready: How EU’s new privacy law will affect your business. 
[online] Business News Daily. Available at: <http://www.businessnewsdaily.com/8769-
general-data-protection-regulation.html> [Accessed 10 May 2016]. 

Fost, M., 2014. Handelsstrukturen von produzierenden Unternehmen. In: E-Commerce-
Strategien für produzierende Unternehmen. [online] Wiesbaden: Springer Fachmedien 
Wiesbaden, pp.33–51. Available at: <http://link.springer.com/10.1007/978-3-658-04988-1_3> 
[Accessed 25 Nov. 2014]. 

Franzak, F., Pitta, D. and Fritsche, S., 2001. Online relationships and the consumer’s right to 
privacy. Journal of Consumer Marketing, 18(7), pp.631–642. 

Freutel, A. and Damm, J., 2015. Zwischen Status Quo und Science Fiction. Textilwirtschaft, 
(13), pp.32–33. 

Frings, G.S., 2010. Fashion: from concept to consumer. Boston: Prentice Hall. 

Frost, T., Stimpson, D.V. and Maughan, M.R., 1978. Some correlates of trust. The Journal of 
Psychology, 99(1st Half), pp.103–108. 

Gallino, S., Moreno, A. and Stamatopoulos, I., 2014. Channel Integration, Sales Dispersion, 
and Inventory Management. SSRN Electronic Journal. [online] Available at: 
<http://www.ssrn.com/abstract=2494516> [Accessed 16 May 2016]. 

Gaskell, G., 2000. Individual and Group Interviewing. In: M.W. Bauer and G. Gaskell, eds., 
Qualitative Researching with Text, Image and Sound. London: SAGE Publications Ltd, 
pp.38–56. 

Genes, R., 2016. The European general data protection regulation: Time to get serious about 
data security. [online] Cloud Industry Forum. Available at: 
<https://www.cloudindustryforum.org/content/european-general-data-protection-regulation-
time-get-serious-about-data-security> [Accessed 10 May 2016]. 

Goodwin, C., 1991. Privacy: Recognition of a consumer right. 10(1), pp.149–166. 

Grönroos, C., 1984. Strategic management and marketing in the service sector. Lund; 
Bromley, Kent, England: Studentlitteratur  ; Chartwell-Bratt. 

Guest, G., MacQueen, K.M. and Namey, E.E., 2012. Applied thematic analysis. Los Angeles: 
Sage Publications. 

Ha, H., 2004. Factors influencing consumer perceptions of brand trust online. Journal of 
Product & Brand Management, 13(5), pp.329–342. 



 

X 

Halliburton, C. and Poenaru, A., 2010. The Role of Trust in Consumer Relationships. 
Available at: 
<https://www.pitneybowes.com/content/dam/pitneybowes/australia/en/legacy/docs/Internatio
nal/UK/software/pdf/white-papers/The-Role-Of-Trust-In-Consumer-Relationships-WP.pdf> 
[Accessed 8 May 2016]. 

Hansen, E. and Jonsson, E., 2013. E-loyalty in fashion e-commerce - an investigation in how 
to create e-loyalty. [online] Linnæus University. Available at: <http://lnu.diva-
portal.org/smash/get/diva2:626624/FULLTEXT01.pdf> [Accessed 8 May 2016]. 

Hardy, T., 2015. The Impact Big Data Analytics Puts Over Your E-Commerce Business. 
[online] LinkedIn. Available at: <https://www.linkedin.com/pulse/impact-big-data-analytics-
puts-over-your-e-commerce-business-hardy> [Accessed 15 Apr. 2016]. 

Harvard Business Review, 2014. With big data comes big responsibility. [online] Harvard 
Business Review. Available at: <https://hbr.org/2014/11/with-big-data-comes-big-
responsibility#> [Accessed 8 May 2016]. 

Heinemann, G., 2013. No-Line-Handel. [online] Wiesbaden: Springer Fachmedien 
Wiesbaden. Available at: <http://link.springer.com/10.1007/978-3-658-00851-2> [Accessed 
25 Nov. 2014]. 

Hein, K., 2006. Anatomy of an online incentive program. [online] INCENTIVE -  what 
motivates. Available at: <http://www.incentivemag.com/Strategy/Anatomy-of-an-Online-
Incentive-Program/> [Accessed 9 May 2016]. 

Hennink, M.M., 2014. Focus group discussions. Understanding qualitative research. Oxford: 
Oxford University Press. 

Hoffman, D.L., Novak, T.P. and Peralta, M., 1999. Building consumer trust online. 
Communications of the ACM, 42(4), pp.80–85. 

IBM, 2016. What is big data?. [online] IBM. Available at: <http://www-
01.ibm.com/software/data/bigdata/what-is-big-data.html> [Accessed 14 May 2016]. 

Janakiraman, N., Syrdal, H.A. and Freling, R., 2015. The Effect of Return Policy Leniency on 
Consumer Purchase and Return Decisions: A Meta-analytic Review. Journal of Retailing. 
[online] Available at: <http://linkinghub.elsevier.com/retrieve/pii/S0022435915000822> 
[Accessed 16 May 2016]. 

Jiang, P., 2000. Segment-‐‑based mass customization: an exploration of a new conceptual 
marketing framework. Internet Research, 10(3), pp.215–226. 

Jung, K., Cho, Y.C. and Lee, S., 2014. Online shoppers’ response to price comparison sites. 
Journal of Business Research, 67(10), pp.2079–2087. 

Keller, K.L., 1993. Conceptualizing, Measuring, and Managing Customer-Based Brand 
Equity. Journal of Marketing, 57(1), p.1. 

King, S., 2014. Big Data. Wiesbaden: Springer Fachmedien Wiesbaden. 



 

XI 

Kitchin, R., 2014. The data revolution: Big data, open data, data infrastructures and their 
consequences. Thousand Oaks, CA: SAGE Publications Ltd. 

Koelwel, D., 2014. Mit Dank zurück: Retourenquoten im Bekleidungs-Onlinehandel: 
Ursachen, Auswirkungen und Lösungsansätze. [online] e-commerce Magazin. Available at: 
<http://www.e-commerce-magazin.de/mit-dank-zurueck-retourenquoten-im-bekleidungs-
onlinehandel-ursachen-auswirkungen-und> [Accessed 8 Apr. 2016]. 

Krueger, R.A., 1988. Focus groups: a practical guide for applied research. Newbury Park, 
Calif: Sage Publications. 

Kuneva, M., 2009. Online Data Collection, Targeting and Profiling. Available at: 
<http://europa.eu/rapid/press-release_SPEECH-09-156_en.htm> [Accessed 3 May 2016]. 

Lacka, E., Chan, H.K. and Yip, N. eds., 2014. E-commerce Platform Acceptance. [online] 
Cham: Springer International Publishing. Available at: <http://link.springer.com/10.1007/978-
3-319-06121-4> [Accessed 23 Apr. 2016]. 

Lambrecht, A. and Tucker, C., 2013. When Does Retargeting Work? Information Specificity 
in Online Advertising. Journal of Marketing Research, 50(5), pp.561–576. 

Larzelere, R.E. and Huston, T.L., 1980. The Dyadic Trust Scale: Toward Understanding 
Interpersonal Trust in Close Relationships. Journal of Marriage and the Family, 42(3), p.595. 

Lin, Y., Zhou, Y. and Xu, H., 2014. The Hidden Influence Network in the Fashion Industry. 
Available at: 
<http://www.yusanlin.com/files/papers/wits_2014_hidden_influence_network_fashion_indust
ry.pdf> [Accessed 13 May 2016]. 

Lommer, I., 2014. Das Päckchen vom Kunden. 15(14), p.20. 

Maple, T., 2015. Ringing in the New Year with a rush of online returns. [online] Internet 
Retailer. Available at: <https://www.internetretailer.com/2015/12/31/ringing-new-year-rush-
online-returns> [Accessed 21 Apr. 2016]. 

Mattila, H., n.d. Introduction to fashion retailing and sourcing. 

Mayer-Schönberger, V., 2009. Delete the virtue of forgetting in the digital age. [online] 
Princeton [N.J.]: Princeton University Press. Available at: 
<http://public.eblib.com/choice/publicfullrecord.aspx?p=534065> [Accessed 11 May 2016]. 

Mayer-Schönberger, V. and Cukier, K., 2013. Big data: a revolution that will transform how 
we live, work and think. London: Murray. 

McGuire, T., Manyika, J. and Chui, M., 2012. Why Big Data is the new competitive 
advantage. [online] Available at: <http://iveybusinessjournal.com/publication/why-big-data-
is-the-new-competitive-advantage/> [Accessed 12 Apr. 2016]. 

Million, M., 2013. Customer Segmentation in the Age of Big Data. [online] Full Surge. 
Available at: <http://www.fullsurge.com/perspectives/articles/marketing/customer-
segmentation-age-big- data> [Accessed 8 Apr. 2016]. 



 

XII 

Morey, T., Forbath, T. and Schoop, A., 2015. Customer Data: Designing for Transparency 
and Trust. [online] Harvard Business Review. Available at: 
<https://hbr.org/2015/05/customer-data-designing-for-transparency-and-trust#> [Accessed 8 
May 2016]. 

Morgan, D.L., 1996. Focus Groups. Annual Review of Sociology, 22(1), pp.129–152. 

Morgan, R.M. and Hunt, S.D., 1994. The Commitment-Trust Theory of Relationship 
Marketing. Journal of Marketing, 58(3), p.20. 

Paice, N., 2013. A new look at customer segmentation in the era of big data. [online] M&M 
Global. Available at: <http://mandmglobal.com/insight/features/29-10-13/a-new-look-at-
customer- segmentation-in-the-er.aspx> [Accessed 7 Apr. 2016]. 

Pavlovskaya, N., 2015. 8 Most Important Metrics and KPI’s for Ecommerce Business 
Owners. [online] InstantShift. Available at: 
<http://www.instantshift.com/2015/05/26/ecommerce-metrics-and-kpis/> [Accessed 5 Apr. 
2016]. 

Pegarella, S., 2016a. 4 reasons you need a privacy policy. [online] TermsFeed. Available at: 
<https://termsfeed.com/blog/top-4-reasons-you-need-privacy-policy/> [Accessed 6 May 
2016]. 

Pegarella, S., 2016b. Privacy Policies vs. Terms & Conditions. [online] TermsFeed. Available 
at: <https://termsfeed.com/blog/privacy-policies-vs-terms-conditions/> [Accessed 27 Apr. 
2016]. 

Peng, F. and Hill, P., 2015. Sustainable Fashion: From Organic Form To Digitally Manmade 
Pattern. In: C. Crouch, ed., An Introduction to Sustainability and Aesthetics: Art and Design 
for the Environment. Boca Raton, FL: Universal-Publishers, pp.155–162. 

Phelps, J., Nowak, G. and Ferrell, E., 2000. Privacy Concerns and Consumer Willingness to 
Provide Personal Information. Journal of Public Policy & Marketing, 19(1), pp.27–41. 

PostNord, 2015. E-commerce in Europe 2015. Available at: 
<http://www.postnord.com/globalassets/global/english/document/publications/2015/en_e-
commerce_in_europe_20150902.pdf> [Accessed 4 Aug. 2016]. 

PwC, 2012. The speed of life: Consumer intelligence series. Available at: 
<http://www.pwc.com/us/en/industry/entertainment-media/publications/consumer-
intelligence-series/consumer-privacy.html> [Accessed 20 Mar. 2016]. 

Quint, M., 2015. Insights on the future of data sharing. [online] Columbia Business School. 
Available at: <https://brandleadership.wordpress.com/2015/11/19/new-research-insights-on-
the-future-of-data-sharing/> [Accessed 10 May 2016]. 

Rempel, J.K., Holmes, J.G. and Zanna, M.P., 1985. Trust in close relationships. Journal of 
Personality and Social Psychology, 49(1), pp.95–112. 

ReTargeter, 2016. What is retargeting and how does it work?. [online] ReTargeter. Available 
at: <https://retargeter.com/what-is-retargeting-and-how-does-it-work> [Accessed 10 May 
2016]. 



 

XIII 

Ribbink, D., van Riel, A.C.R., Liljander, V. and Streukens, S., 2004. Comfort your online 
customer: quality, trust and loyalty on the internet. Managing Service Quality: An 
International Journal, 14(6), pp.446–456. 

Roth, P., 2002. What is ‘personal information’? 20(1), pp.40–70. 

Rouse, M., 2014. Consumer data. [online] Tech Target. Available at: 
<http://searchcio.techtarget.com/definition/consumer-data> [Accessed 11 Apr. 2016]. 

Rouse, M., 2016. Exabyte (EB) Definition. [online] Tech Target. Available at: 
<http://searchstorage.techtarget.com/definition/exabyte> [Accessed 3 May 2016]. 

Saarijärvi, H., Kuusela, H., Kannan, P.K., Kulkarni, G. and Rintamäki, T., 2015. Unlocking 
the transformative potential of customer data in retailing. The International Review of Retail, 
Distribution and Consumer Research, pp.1–17. 

Sanchez, M., 2012. Customer Loyalty Programs adopted by Fashion Brands. [online] 
Fashionbi LTD. Available at: <http://fashionbi.com/newspaper/customer-loyalty-programs-
adopted-by-fashion-brands> [Accessed 10 May 2016]. 

Saunders, M., Lewis, P. and Thornhill, A., 2015. Research methods for business students. 
Seventh edition ed. New York: Pearson Education. 

Selnes, F., 1998. Antecedents and consequences of trust and satisfaction in buyer-‐‑seller 
relationships. European Journal of Marketing, 32(3/4), pp.305–322. 

Sharp, B. and Sharp, A., 1997. Loyalty programs and their impact on repeat-purchase loyalty 
patterns. International Journal of Research in Marketing, 14(5), pp.473–486. 

Simonson, I., 2014. 4 Questions about consumer trust. [online] Fast Company & Inc. 
Available at: <http://www.fastcompany.com/3028542/leadership-now/4-questions-about-
consumer-trust> [Accessed 8 May 2016]. 

Skatteverket, 2014. Population registration in Sweden. Available at: 
<https://www.skatteverket.se/privat/sjalvservice/blanketterbroschyrer/broschyrer/info/717b.4.
39f16f103821c58f680008017.html> [Accessed 10 May 2016]. 

Skibicki, K. and Mühlenbeck, F., 2014. Digital Immigrants und Digital Natives – Neue 
Evolutionsformen der Spezies „Kunde“. In: M. Halfmann, ed., Zielgruppen im 
Konsumentenmarketing. [online] Springer Fachmedien Wiesbaden, pp.163–176. Available at: 
<http://dx.doi.org/10.1007/978-3-658-00625-9_12>. 

Solove, D.J., 2008. Understanding privacy. Cambridge, Mass: Harvard University Press. 

Srinivasan, S.S., Anderson, R. and Ponnavolu, K., 2002. Customer loyalty in e-commerce: an 
exploration of its antecedents and consequences. Journal of Retailing, 78(1), pp.41–50. 

Statista, 2016. E-commerce Bekleidung & Schuhe. [online] Statista. Available at: 
<https://de.statista.com/outlook/244/102/bekleidung-schuhe/europa#> [Accessed 8 Apr. 
2016]. 



 

XIV 

Steel, E., Locke, C., Cadman, E. and Freese, B., 2013. How much is your personal data 
worth?. [online] The Financial Times. Available at: 
<http://www.ft.com/intl/cms/s/2/927ca86e-d29b-11e2-88ed-
00144feab7de.html#axzz48M5V0h7f> [Accessed 20 Apr. 2016]. 

Stone, B., 2010. Ads Posted on Facebook Strike Some as Off-Key. [online] The New York 
Times. Available at: <http://www.nytimes.com/2010/03/04/technology/04facebook.html> 
[Accessed 4 May 2016]. 

Strong, C., 2015. Humanizing big data: marketing at the meeting of data, social science and 
consumer insight. London  ; Philadelphia: Kogan Page. 

Teo, T. and Liu, J., 2007. Consumer trust in e-commerce in the United States, Singapore and 
China. Omega, 35(1), pp.22–38. 

TermsFeed, 2012. Privacy Policies Are Mandatory By Law. [online] TermsFeed. Available at: 
<https://termsfeed.com/blog/privacy-policies-are-mandatory-by-law/> [Accessed 1 May 
2016]. 

The Nielsen Company, 2009. Personal recommendations and consumer opinions posted 
online are the most trusted forms of advertising globally. Available at: 
<http://www.nielsen.com/content/dam/corporate/us/en/newswire/uploads/2009/07/pr_global-
study_07709.pdf> [Accessed 8 May 2016]. 

United Nations, 1948. The Universal Declaration of Human Rights. Available at: 
<http://www.un.org/en/universal-declaration-human-rights/> [Accessed 2 May 2016]. 

Vieser, S., 2014. Die Selbermacher. 11(14), pp.16–17. 

Ward, J.S. and Barker, A., 2013. Undefined By Data: A Survey of Big Data Definitions. 
[online] University of St. Andrews. Available at: <http://arxiv.org/pdf/1309.5821v1.pdf> 
[Accessed 14 May 2016]. 

West, D.C., Ford, J.B. and Ibrahim, E., 2015. Strategic marketing: creating competitive 
advantage. Third edition ed. Oxford: Oxford University Press. 

Westin, A.F., 1970. Privacy and freedom. London: Bodley Head. 

Wilson, A.M., Zeithaml, V.A., Bitner, M.J. and Gremler, D.D., 2012. Services marketing: 
integrating customer focus across the firm. 2. europ. ed ed. London: McGraw-Hill. 

Yoon, S.-J., 2002. The antecedents and consequences of trust in online-purchase decisions. 
Journal of Interactive Marketing, 16(2), pp.47–63. 

Zehir, C., Şahin, A., Kitapçı, H. and Özşahin, M., 2011. The Effects of Brand Communication 
and Service Quality In Building Brand Loyalty Through Brand Trust; The Empirical Research 
On Global Brands. Procedia - Social and Behavioral Sciences, 24, pp.1218–1231. 

Zikmund, W.G. and Babin, B.J., 2013. Essentials of marketing research. Australia: South-
Western, Cengage Learning. 

 



 

XV 

Appendix  
 
 

Appendix 1: Discussion guide  
 

I. Introduction to research 
Welcome and thank you for volunteering to take part in this focus group. You have been 
asked to participate as your point of view is important. We appreciate your time. 
 
Introduction: This focus group discussion is designed to assess your current thoughts and 
feelings about students in fashion e-commerce. The focus group discussion will take no more 
than one hour. May I tape the discussion to facilitate its recollection? (if yes, switch on the 
recorder) 
 
Anonymity:  Despite being taped; I would like to assure you that the discussion will be 
anonymous. We want to encourage you to participate as much as possible and ask you to try 
to answer as accurately and truthfully as possible. I and the other focus group participants 
would appreciate it if you would refrain from discussing the comments of other group 
members outside the focus group. 
 
Ground rules 

• Tell them about the rules in a relaxed and more fun way! 
• Only one person speaks at a time.  
• There are no right or wrong answers 
• Feel free to ask the others if they don’t get a saying 
• Any questions?   Let’s begin 

 
II. Warm up 

First, I’d like everyone to introduce themselves with your name and tell us about you last 
fashion purchase online. 

• Assign someone to start?  
• What did you buy? How and where? 
• Definition: Any definition that is your definition? Feel free to discuss this in the group. 

 
Bridge: you left data when you purchased online → so now… 

 
III. Customer data 

Ice breaker question: What comes to your mind when you think of customer data?  
Backup: How are you with sharing information online? 
 

Bridge:  talked about last fashion purchase, you left customer data, now state… 
 
 
IV. Fashion Onlineshop Categories 

Please use this paper and fill in the 3 different categories with name of an fashion online shop. 
GOOD | BAD | DESIRED (not unreachable, rather interested, no order yet) 

• Who wants to start? Tell us more about you as a fashion customer? 
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• Bad experience: Hacking etc. 
• Name can’t be stated → describe as precise as you can  
• COLLECT PENS!!! 

 
Bridge: Another bad experience can be related to data mining / trust issues  

 
V. Privacy and Law 

Do you know anything about privacy and data regulations? 
 
VI. Law 

Read out quote to them - New EU law from 2018 on: 
• Right to request access to and update or removal of the collected data  
• How does that make you feel? 
• Encouraging questions: 
• Could you develop that further? 
• Could you give me an example? 

 
Bridge: we talked about customer data before, now I want you to talk about different 
kinds of information (go through the list and explain categories to them)  

 
 
VII. Data sharing with brands 
What kind of information would you share with fashion companies online? 

• Show the different kinds of customer information 
• Lead them through list → explain categories 
• Let them discuss 
• Take into consideration the onlineshops you wrote down previously 
• Would that change anything about your willingness to share or not share? 
• Please provide final decision by filling out paper (different information categories with 

classification of good, bad, desired brand) 
 
 
VIII. Benefits 
Would benefits motivate you to share more information? 

• Show different kinds of benefits 
• Which benefit would you prefer? 

 
IX. Part of the game 

Read quote!  
How would you feel about brands being less interested in you because you do not reveal 
enough data? 

• Would it also be equal when your favorite online shop does that? 
• What would you do if companies have information you don’t want to reveal? 
• What would be over the line for you? 
• Do not care anymore 

 
X. Thank you for your participation 

Thank you for participating! Your opinions will be a valuable asset to the study.  
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We hope you enjoyed it as well. If there is anything you are unhappy with or wish to 
complain about, please speak to me later. Before you leave, please hand in your completed 
personal details. 
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Appendix 2: PowerPoint presentation   
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Appendix 3: Handouts  
 

Write down

Favorite fashion 
online shop

Desired fashion 
online shop

Bad shopping 
experience with a 
fashion online 
shop

 
 

Name:

Age:

Nationality:

Study background:

Please fill in:
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What kind of information would you share with your favorite, bad experience and 
desired fashion online shop?

● Address
● Email address
● Nationality
● Religion

● Current location
● Purchase history
● Credit card details
● Salary/ annual income

● Freetime activities
● Personal agenda 

● Body measurements
● Health and Lifestyle

 

❏  
❏  
❏  
❏  

 

 

 

 

❏  
❏  
❏  
❏  

 

 

 

 

❏  
❏  
❏  
❏  

 

 

 

 

❏  
❏  
❏  
❏   

 

 

 

❏  
❏  
❏  
❏  

 

 

 

 

❏  
❏  
❏  
❏  

 

 

 

 

❏  
❏  
❏
❏  

  

 

 

 

❏  
❏  
❏
❏  

 

 

 

 

 

❏  
❏  
❏
❏  

 

 

 

 

 

Tick the information you would share with the brands you wrote down before!

 
 

Which benefits motivate you to share more information with fashion online shops?

● Discounts 
● Gift cards
● Free delivery and returns

● Invitation to special events
● Invitation to pre-sales 

● Suitable delivery times
● Pick-up services
● Size suggestions
● Personalized communication
● Customized product suggestions

❏  
❏  
❏   

 

 

 

❏  
❏  

 

  

 

 

 

❏  
❏  
❏  
❏  
❏  

 

 

 

Tick benefits that you would like to get in return for your information
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Appendix 4: Transcriptions focus group discussions 
 
Appendix 4a: Transcription Focus group 1 
 
M = Moderator 
1a, 1b, 1c = Participants 
 
 

I. Introduction  
 

(all laugh) 
1a: Oh my God! 
1c: Oh, I really have to think about my last purchase. 
M: Do that, take your time.  
1b: Oh, I remember mine. I can start then. My name is 1b. And ehhm do you need more 
information than that? Or just? 
M: No, that's fine. 
1b: My latest fashion purchase was a dress from Peopletree. From a quite small Swedish eco 
online store. 
1a: Ehhm, I’m 1a and I think my last purchase was also a dress, from Nasty Gal. But it was 
like in Christmas time, because I don’t ship things to Sweden. So, my parents were visiting. I 
don’t know any American sites that will ship here like for free or free stuff. I don’t do a lot of 
online shopping here. 
1c: I’m 1c and my last ehhm purchase I think was… - Do shoes count, as well? 
M: Yeah, sure. 
1c: A pair of Converse shoes from I think it was Stadium.  
1a: Okay. 
 

II. Customer data 
 

M: So, yeah and of course when you shopped online you left some data there. So, you hand in 
your address and other details so what comes to your mind if you think of customer data in 
general? Just feel free! 
1b: Well for me, I think in the start, when I was online shopping every time, it felt like a big 
thing giving away your information. But once you've done it a few times, I think you kind of 
start forgetting that you actually are giving your information. I think you can get quite - I don't 
know how it is with internationally - but there are quite a few Swedish websites where you 
just give your personal or social security basically. And then they all find your information. 
So, you don't always feel that you are actually seeing yourself giving the information. It's 
more just like I give them my personal number and then they figure the rest. So, you don't 
really see it because you don't type everything. But I remember one time doing that and my e-
mail and cell phone number popped up and I was like: How do they know that from my 
personal number? This kind of like made me think that there is like…. Yeah, it's weird! You 
just give them your number and they get all your information. 
1a: I think it's the same when there is PayPal. … 
1b: Yeah. 
1a: Like, when you pay through PayPal and then for me sometimes if it's a purchase that I'm 
not quite like for I want to get if they ask me for my credit card number.  
1b: Yeah. 
1a: Oh, it's in the other room. I'm not gonna get up and go get it. But if it's ok to pay with 
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PayPal, I'm like ‘Oh, I know my password for this. I don't have to move. Sure, I'll buy this 
pair of shoes or something like that.’ 
1b: (Agreeing) Yeah! That's true! It is kind of like ‘Give me after your credit card’ 
sometimes. Although it's better because you pay directly and see now you've like.  
1a: Yeah. 
1b: You can afford it. That you've paid for it. Because some of my friends they will buy on 
credit, which is not the greatest thing sometimes. 
1a: Oh, yeah! I know. 
1b: Because they forget about paying the bill and they have to pay the late fee.  
1a: That’s true. 
1c: Ehhm...I can just agree as well. The only thing that is just a bit scary sometimes is that 
you don't know, who has the information it just says maybe that it's only the company that 
gets the information and such.  
1b: Yeah. 
1c: But you don't really know for sure you have no prove, like...  
1b: No not unlike there can be a bigger like a bigger company so they can all access your 
information, so you don't know what it’s like exactly like when they like just the company it 
is just that one maybe it’s like a bigger one who gets to access that  
(others agree)  
1b: Because otherwise you just end up getting like e-mails and stuff and you go wait that's 
not…  
1a: But like a sister company... 
1b: Yeah exactly. 
1a: I always just check like if it says HTTPS [Hypertext Transfer Protocol Secure]. Then I'm 
fine! But I'm always thinking: ‘maybe there's other things I should check.’ Just to make sure 
that…! But no it's just my step one. Done, finished! 
M: But what are they supposed to know, if they or you give away your Swedish personal 
number? What kind of information do you have there? 
1b: Your address, ehhm...my cell phone and number mail always pops up in my e-mail. 
Usually it is when you use Klarna to pay. 
M: Yeah. 
1b: So, I'm guessing, it's not really that I give my personal number and they check me e.g. for 
my credit score that normal way. I think it's actually through Klarna. Because they have my 
cell phone and my I don't know like a PayPal thing. 
M: Ah okay. 
1b: They have my contact info because they usually it wasn't updated and then I realize it was 
through Klarna. So, I guess it is through their register. But that means that we just said 
number anyone can access my info. 
1a: Yeah, get it. 
1b: Yeah I know. Sometimes it's annoying! I think, when you don't get a choice between 
getting on credit or not. Because, if you can't even choose on some websites, then they 
automatically check my credit status and they get much more information on me. So, I'd 
rather pay upfront, ehhm because it's not always. You at least want the option of how much 
information they can get. I mean if it's just my billing address, that's one thing, but giving 
them the next part with my credit status is like... 
1a: ... a little too personal.  
1b: Yeah. 
1c: Yes. 
1b: For first time purchases... 
1a: (laughs) 
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1b: Get to know how it works... 
1a: ... Exactly. Buy your dinner first and then... 
(all laugh) 
1b: A little bit like that. (laughs) 
 
III. Fashion online shop categories  

 
M: Okay, great! So, yeah, since you talked about your last fashion purchase and also about 
your customer data, we prepared some sheet, so I would like you, each of you, write down 
first of all your favorite fashion online shop. Then also if you had a bad experience with an 
online shop. So, it's were you did a purchase or yeah had experience with. And then, the last 
one is a desired fashion online shop. But desired not in the sense that you can't reach it. But 
rather like where you thought maybe I would like to buy something there, but you haven't 
bought yet. 
1b: Okay. 
M: So, something you plan to maybe buy there. Just take your time and write down one brand 
per category please. 
1a: Really hard.  
(all laugh) 
1c: Can favorite and desired be the same? If you... 
M: Maybe... 
1a: It's just really expensive. 
(all laugh and agree) 
M: But the favorite one, sorry no, what did you say? The favorite and the desired one? 
1c: Yeah. 
M: No, can't be because the favorite one is the one where you already bought so you have 
experience with the favorite and the bad one and this one you have never purchased. 
1c: Oh okay. 
1a: Okay. 
1b: If I actually, now I think about it, I don't actually buy so much online that's actually 
clothes. I usually buy other things. 
1a: Yeah. 
1c: Yeah, me too. 
1b: Or I haven't thought about it until right now. 
1a: Or bigger things that have multiple different brands or something. 
1b: Yeah or you get like a from Etsy or Inventive, so now I'm seeing it I'm just stuck. 
1a: (agrees) 
M: But shoes as you said 1c, for example count as well. So, if that helps I don't know but like 
shoes and accessories, we will count as well to fashion, yeah. 
(all agree) 
1c: I'm gonna change my answer. 
(others: oh) 
1a: Should have gotten pencil, so we can change everything...eeeehm  
1c: because I don't think I ehhm...Bad shopping experience...Does EBay count? 
(1b laughs and 1c) 
M: If you bought fashion stuff there, I don't mind.  
1c: Mhh, I didn't. 
1a: Does it has to be like aesthetic fashion or like practical? 
M: Doesn't matter.  
1a: Okay. 
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M: Any kind of what you would consider as fashion. 
1a: Okay. 
M: Or fashion in the sense of clothes can be also sports stuff 
1a: Yeah. 
1b: Good, because I wrote... 
M: Yeah, yeah. That's fine.  
1b: Ehhm...I can't believe it is that hard to find out. 
(1a and 1c agree) 
1b: It's absolutely crazy.  
1a: It's really like ‘Oh, I like this one but I don't use it that much. But I use this one more but 
it might not be my favorite.’ 
1b: I'm just not remembering using one more than once. 
1a: Yeah exactly, it's just like... 
1c: Is it okay to leave the bad shopping?  
M: If you really can't think of anything yeah. 
1c: Cause like...yeah! 
1a: You're lucky, if you've never had one. 
1c: Yeah...not clothes at least. 
1b: Yeah, I was gonna say like, now I see like I mean online I usually buy more like ehhm 
skin care or health care or like smaller I guess I don't buy so much fashion as I thought.  
(1c agrees) 
M: Okay, I need to collect the pens. Otherwise people can write, that's not allowed. 
(all laugh) 
M: So, is there anyone who wants to start? Just tell us a bit more about you as a fashion 
consumer! 
1b: I think we should start at that side this time. 
(all laugh) 
1a: Since you never had a bad experience. 
M: Go ahead! 
1c: Fashion consumer? Do you mean like? 
M: Just tell a bit about what you wrote down and why is it this shop. 
1c: Ehhm my favorite online shop is Peak Performance. 
(others yeah, aha) 
1c: Cause I like skiing and such sport and I bought several jackets and ehhm yeah. 
1b: Do they have a good online shop? 
1c: Yeah, I think they do. I never like seeing any problems and it has been like pretty fast 
delivery and such. 
1b: Yeah. But did you know the brands like, did you know before they would fit you before, 
like have you bought before in the store before you went online? 
1c: The first time I didn't but ehhm I have to test some of the clothes before so I kind of knew 
what size it was. Not exactly, but almost at least. 
1b: Okay. 
1c: Ehhm and I just like it, good delivery, nice clothes and good quality.  
1a: (notices it, aha) 
1c: Because I think good quality is ehhm is important.  
1b: But it sounds kind of like you're chosen it as a favorite more for the clothes and not for 
the how the actual website is. 
1c: Yeah... 
1b: Could that be? 
1c: Yeah, part-wise it is. Ehhm but since I had like no problem with ehhm orders and such 
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ehhm.  
M: Handling of all the orders and such. 
1c: Yeah exactly, it has been like the longest for five days until they delivered. 
M: Okay. 
1a: That's good.  
1c: And ehhm desired fashion online shop is Stay Hard because I've seen nice clothes and I 
like to buy. And I heard they have a really fast delivery time. Almost every time. So, 
yeah...And I really can't remember a bad shopping experience because I haven't shopped a lot 
online so far. 
M: That's fine.  
1a: Ehhm my favorite is kind of similar. Back country. But it's an American one 
M: Okay. 
1a: And I like them because they have kind of .... It's also for like outdoor gear and stuff like 
that. But they also have shirts and etc. and then they have like a branch of it that does deals 
for like 30 minutes. Every 30 minutes it changes a deal and sometimes it's of snowboards and 
sometimes it's like of other things. But what they do, what I really like there, is that if you find 
e.g. a pair of goggles or something and you say: ‘Okay, I want to buy it!’, you put it on your 
information and you can either chose to have it shipped directly now or you can say hold for 
three days. And then in those next three days if something else pops up that you want to buy, 
you can bunch it together. So, you don't have to pay shipping for like every item that you buy 
in those three days or something and then if you decide, if you don't add anything within those 
three days, they're gonna ship it. And you can decide earlier, okay never mind, I want it 
earlier or by this day so I'm gonna decide to ship it now and I think that's like really good for 
things that do like multiple deals a day and stuff so you don't end up like...yeah! 
1b: Yeah. 
M: Do they always have shipping costs there? Or depending on the amount you order or? 
1a: I... I don' know. Really...I think they do sometimes sales where they have free shipping 
and I feel like they do if it's over like 300$ so it's all sports gear. So, I mean you can rack up 
to 300$ easily. 
M: Easy possible. 
1a: But otherwise, I used it a lot when I went to school in Taho. They have really good like 
warranties and customer service and like there is always like a little pop up where you can 
chat with someone immediately. So, especially if it's sports gear, you can ask someone 
questions and everyone, who uses the site, uses reviews. So, I always do that, I look through 
all the reviews and stuff and then they have free returns. So you can buy like two ski jackets 
and then return the wrong fitting one, which I think is better. Ehhm and then bad shopping 
experiences with like Romwe and Rosegal and all those kinds of sites. It's just like, you know 
it ends up shit, when it arrives. But it costs only 10$ and you like the print on the shirt. So, 
yeah… and I mean because I think I used Romwe like a couple of times a few years ago and 
then it was fine because I was just buying like sweaters or something. Then I bought a bag 
ehhm and then the bag was like supposed to big this big (shows size) and it was like this big 
(shows way smaller size than expected). I mean, it wasn't very expensive and the shipping 
was free, so I e-mailed them asking like: ‘Hey, can I return it then because you guys have free 
returns.’ and they were like: ‘Oh well, actually like to return it you have to spend money on 
the shipping. So, it would cost you more so we can give you like a discount or whatever. Just 
keep it.’. I was just gonna like I mean this is dumb. You could have put, I mean, you wrote a 
different size on it. It's not my false. Now, I think all those sites are all one size and it really 
like never works. I think before it was okay. 
M: Okay, so bad service as well? 
1a: Yeah and for example, my sister is really skinny and she bought a pair of like over off 
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shorts from there. And it's like supposed to look baggy and they were skin tight on her and 
she is like really, really thin and we're like: ‘Oh, whom do these look good on?’ 
M: Okay. 
1a: I mean yeah and then desired was just like… Because I don't have money to spend on 
them but I really like All Saints and also in sports gear Patagonia. I was like because I saw 
you (1b) had it. So, I thought it's a good one. 
1b: I was gonna say I wrote it. So, one of my favorite fashion online, although it’s not so 
much clothes, its smaller pieces. But its Etsy ehhm and the thing there is, like although you 
could have a bad experience there somewhere not usually Etsy I mean because it's so 
personal. It’s the person behind sending so you have to remember, if you have one bad 
shipment, it’s not all of the people working at Etsy. It's more just that one, so you have to kind 
of be understanding there. And I'm still impressed by how Etsy even though it’s all these 
small private people having the products, how they still kind of control it in one way on one 
platform. And I like it because ehhm… What I miss most in the fashion stores, they are like 
the physical fashion stores, especially in Malmö. The ones are disappearing and the smaller 
ones with the more unique things and ehhm the personal relationships you get with them, are 
kind of disappearing. Ehhm so I like to shop vintage and smaller badges of things and all the 
time you get a much more personal note, when you buy something sweet, or you get a little 
cute e-mail with something or … 
1a: Or a little you get. 
1b: Yeah, exactly! It kind of feels like… it's nice to support people that want to try out you 
know either sell vintage things or new things or whatever it is. But supporting that kind of 
community, so it's just like a fashion online shop I like because of what they have but also the 
thought behind it. I kind of like that you can reach out to countries and parts you didn't think 
you could. Ehhm bad shopping I have to say Asos. I remember buying a Christmas present for 
my little sister because she had to have this one thing that was only there on Asos. And ehhm 
it was my fault for not checking. It said free shipping and I just kind of was stupid enough to 
think: ‘Oh, free shipping free return.’...It was free shipping and then it came and then it was 
not free returns. It was just this hustle. I bought two in a different size and it was just a hustle 
getting it back ehhm and then there was something that was wrong because I used my student 
discount and then I got the wrong amount of money back. It was just this big, big mess. So, 
that's not one that I... I have heard a lot of good of it from other people but for me it just: ‘No, 
I did not appreciate it!’. It was just too complicated, like as a customer you don't want to have 
to call and e-mail and like do all the different rounds. You just want to have it simple.  
M: True. 
1b: So, now it's just frustrating but ehhm my desired is also Patagonia. But for me, since it is 
sportswear, I really want to make sure it fits and it works. So, I really like to try It in stores. 
But a lot of things I want to have, they don't have it here in the stores in Sweden. 
M: (agree) 
1b: Ehhm… So, when I'm visiting the States, I usually try something and then I can know 
now I can go online. But ehhm, I mean, maybe in the future, it's easier for them to make it. So 
you can measure or do some sort of other thing to make it easier to buy from them but I don't 
actually know, how they are as an online shop. I mean I like their websites, it's pretty and then 
I know their products are really good. But I actually don't know, how they are and if they're 
good. 
1a: Oh, I know that people had like really good experiences with that.  
1b: Yeah. 
1a: I mean I just never have the money. 
1b: Yeah exactly.  
1a: And as you said it's super expensive and as you're not sure about the sizes and stuff. I 
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don't put 50 bugs in a t-shirt if I don't know if it fits right. 
1b: No, yeah. 
(1c laughs) 
1b: No! And I think like ehhm, I like the information about the production on it and there's a 
lot more information I can look at. But yeah, I think it is with the fit I don't want to ship it all 
the way...probably from the States. 
1a: Especially to here. 
M: Yeah, Sweden is crazy with this. 
1b: Yeah and then it doesn't fit so... 
 
IV. Privacy & Law  

 
M: Okay, great. So, yeah as you said in the beginning already that you maybe also don't know 
where your data ends up or how they gonna know it sometimes. It's all maybe about the trust 
issues also in the brand. Therefore, we want to talk a bit about privacy and law. So, do you 
know anything about the privacy and data regulations? Like law-wise you would have? 
1c: Ehhm… I usually don't take the time to read.  
M: Okay and you don't read it either? 
1a: I think we all click ‘I accept’.  
(others laugh and agree) 
1b: It's horrible. But it's true. yeah.  
1a: It's not what all people wanted.  
1b: No. But I mean it is. They make it the most boring, annoying thing and its weird 
sentences.  
1c: Yeah. 
1a: I only think of it, when I'm looking at something like this happens all the time for Nasty. 
You put stuff in your cart and then you're on Facebook later… 
1b: Yeah. 
1a: What you have in your cart pops up on the site. And I'm like: ‘You know exactly...’. It is 
maybe just an ad to understand. Okay, like it's advertising, that's on here. But you're literally 
putting, what's in my cart. 
1b: Those cookies are insane. 
1a: Exactly. It's so specific that I'm like...nope 
1b: Nope.  
1a: Just for that, I don't want to.  
1b: That's true. 
1c: And sometimes, they try to make it not want to read it anymore. 
M: Because it's so small and confusing? 
1b: Yeah, but like the little small biz when you open it up. 
1c: Or a separate file.  
1a: Yeah. 
1b: You have to download it, you have to read it, no.  
1a: You're like, no too much, I accept.  
(1c laughs) 
 
V. EU-law 2018 

 
M: Okay, so then this might be interesting for you because there will be a new EU law from 
2018 on, which says that you have the right to request access and also even update or remove 
your collected data. So, basically you can tell them, what to do with your data, if you want to - 
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So how does that make you feel now you know you have the possibility to change stuff or to 
remove stuff or at least even to check what they know about you. 
1b: Yeah, that will be nice. Especially, as you have periods, maybe you know you're buying 
for a specific thing, a trip or something. So, you buy a lot from one or two online store and 
then after you know: ‘I'm not gonna buy from here in five years.’ So, it would be nice to say 
like could you please… 
1a: Yeah... 
1b: Even if you're signing yourself off the e-mails, it still kind of pops up in different phases. 
So, you could just kind of like have the right to say: ‘No!’. 
1a: Exactly. Or things that are like you know how Amazon does like: ‘Oh, here's other things 
that you might like’. Basically, if seen: ‘Oh just browsing for a friend of mine’ or like you 
said for a specific trip or something and ehhm like I don't really care about this but I had to 
buy it and the certain website is the easiest, so… 
1b: Yeah... 
1c: …And it’s also if you buy something I don't remember a specific site but when you 
bought it and then like log in it can pop in your feed. 
1a: Yeah. 
1b: And that's annoying. Like I just bought it. 
1a: I'm aware that I spent my money, thank you very much for reminding me. 
1b: Yes. 
(1c laughs) 
M: So, would you make use of it? And would really delete data for example or show it or 
better say I mean we can also turn to the next one because now here we listed the different 
kinds of customer data. So, we did different categories. Basically… 
 
VI. Different kinds of information 

 
M: Basically you have the address, e-mail, nationality, religion, current location, purchase 
history, your credit card details or maybe salary or annual income information, another part 
would be fertile activities so you would state your hobbies or your sports maybe, then your 
personal agenda maybe even so that they know your working hours or if there's a special 
event like a wedding or like you have a job interview stuff like this, then 1b as you said yeah 
it would be nice that they maybe have your body measurements, so you directly know which 
size you need to order and you don't have the stuff I have to order too because you don't know 
how it fits so then I return stuff or there's a fee so I have to pay stuff or maybe even like reveal 
if you have allergies, say you are allergic against cotton for whatever reason but then for 
example you would get advertisements that wouldn't yeah include those kind of products with 
this fabric, so now that you have all these kind of different categories ehhm which 
information would you share with the companies online? Is there stuff you say you would 
share I will never reveal or it depends?  
(silence) 
M: Or also considering the benefits as the body measurements for example? 
1b: Yeah, I mean I know a lot of people I know within especially within the fashion industry 
with the body scanning that might become in other body measurement tailor store things 
where you get tailored things, I know some are very sensitive with that, I don't think I would 
mind so much because they don't will blackmail me with my height I'm sure... 
1a: Yeah 
(all laugh)  
1b: So, that's ok but I think especially seeing like that at least having your option to take away 
a few of those things, eh just having some control over it but I wouldn't mind ehhm no I 
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wouldn't mind that much, I think also because ...... because we also with social media like 
people can find this out...even if it is restricted from other companies there's others places that 
people can find it I really don't feel protected in any online store, like this is not crazy for me I 
mean just by liking ehhm I don't know like Gluten something on Facebook then people can 
figure out my health and lifestyle so...I think that's maybe made it easier to not care with the 
company because you know that people would just really good stocking skills... 
1a: Every ex-girlfriend in the world... 
(all laugh) 
1b: Yeah maybe like not credit card. 
(1a agrees) 
1b: What about you guys? 
1a: Ehhm I think it's just some of the stuff I would be like Why would you care about this? 
Why would you care about my religion if I'm buying a pair of jeans from you, like I think 
stuff like that I would just be like this is useless.  
1b: Yeah. 
1a: But I mean current location of course to find out shipping costs and I don't mind I mean 
even you know because sometimes I will go through a website and just go through a proxy 
like to see how much of that things would be available if I shipped it back home in the States 
or if I would ship it here or even like the differences what the stock is like I do that all the 
time and I think that's understandable and purchase history of course and I mean everyone 
wants to say they don't want their credit card details online but come on we've all clicked that 
button saying like yeah remember my info so that I don't have to go find it again. 
1b: Yeah free numbers later and you can go buy stuff  
1a: yeah, I think it's just too much of a hustle otherwise but I know I agree with you it's just 
now it's so much easier to just not to care what's online for these sort of things 
because...someone's gonna find it anyway... 
1b: Yeah...somehow it might not so scare but maybe like online companies with other online 
sources having my information because these companies at least it feels they have to have 
rules and regulations against them because they are companies there's...and there's they are 
retailers; I feel like other companies ...what they are...especially social media that would 
actually scare 
1a: Yeah, because this is shopping like come on what do you do? Find my house in the 
middle of the night and like make me order more clothes? No, that's...but it's...one of the 
things... 
(all laugh)  
1a: That I didn't write it down because it's an app, it's like this app where you can buy and sell 
things out of your own closet and I use that all the time because it’s so much cheaper and stuff 
and then the app like does everything for you so they take a percentage of the money of the 
money you're supposed to make... 
(all laugh) 
1a: And then those things are like it's you receive a shipping label with the person's name and 
address on it and then you put it on package and you send it off yourself like you don't even 
need to send it to the company first...whatever and even stuff like that I'm like sure I mean I'm 
giving Etsy also a total stranger your name and address. They never will do anything out it so 
come on...  
1b: Hopefully... 
M: Is there any information you would really now strictly say I don't reveal it? 
1c: Ehhm...if there's... 
M: Or maybe even some beyond these categories it's just an example? 
1c: Maybe I wouldn't like to...eh.... companies to know my salary that's the only thing I really 
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don't understand why... 
1b: I mean I can get it from a credit perspective but I can get what you mean at the same time, 
there's a line where you're like do they really... 
1c: yeah 
1b: I mean we're students...It's okay if they see how little we get but... 
1c: Yeah, at the moment at least... 
1a: Exactly, and no matter what your income is you can always google like I can look up 
Tesla cars with my income now and what does it matter? I can still look up a photo or a price 
of a car on a computer and I don't think...yeah I agree that's just something that I'm like why 
do you care? What do you need this for? 
1b: I mean I think religion...and also nationality...if for some people this is a VERY sensitive 
subject... 
(others agree) 
1b: Ehhm and I think it's just a..... from a historical perspective...those two words you don't 
want to hear that people are taking that into account...you don't want to hear people register 
and your nationality... 
(1a agrees) 
1b: It just gives you your bad vibes…like...mhhhh... 
(others agree) 
1b: So, I guess this is true...and I don't know and one thing that I really find annoying if I ever 
have to tell if I'm single or if I'm married it’s like are you kidding me?  
1a: Yeah like who cares? 
(1c laughs) 
1b: I almost want to answer this ironically, like this is just annoying, I don't think it makes a 
difference if I’m married or not 
1a: and that's even in person if a cashier asks like oh Valentine’s Day coming up - do you 
have a boyfriend? Is this why you're buying this? And you're like: 'No, what does it matter to 
you?', like…  
1b: No, because that feels like, you don't need to know my family. 
1a: Yeah, no of course. Like I'm just giving you money who cares. 
M: Okay, great. Then this is gonna be easy for you to fill out we just listed it...you get back 
your pens...and please do it according to the brands you have chosen…or maybe it even 
changes then...that you say okay but if there's like a brand I had bad experience with I would 
maybe share less or with your favorite one  
1b: Oh definitely… 
M: So, take that into consideration as well please.  
1b: But if I say then the bad shopping is it what I was okay giving them when I was shopping 
there or like now afterwards? 
M: Afterwards. After your experience. 
1b: Okay. 
1a: Oh.  
 
VII. Benefits  

 
M: Okay great, so now I mean for you guys you said you would basically reveal a lot but still 
there are some sensitive ones - would benefits motivate you to share more information in any 
direction? 
(silence) 
1b: I think if it's a benefit and it's something I really don't want to give them, like for example, 
some companies I might don't want to tell them...my personal agenda all the time but if they 
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tell me that there's that they help me for a while and then those kind of unregister it...so it's 
just a time span and they tell me why they're using it and there's a benefit for it then 
maybe...right now people would just come in and people would go to a wedding and then you 
would help them for that moment in that to get them the wedding dress but then you kind of 
next time they come in like... 
1a: Still wedding?  
(all laugh)  
1b: You would kind of understand that you moved on and you would let them kind of go a bit 
ehhm but I don't understand really just about for religion, I don't think that should matter at 
all... 
1a: Yeah 
1b: And I mean that I just don't really understand why you would... 
1a: Exactly, what's the point of it... 
1b: Exactly, what on earth...I mean except for people that are buying clothes specifically on 
online web shops for a specific religious ehhm  
1c: But have you ever bought something from a site that has asked for like religious 
information and such? 
1a: Not that I'm aware of... 
1b: I haven't read it yet. 
M: Yeah because we were thinking as well...religion would maybe matter in that case I don't 
know people that have to hide a lot of their body that would be then for them an indicator to 
not send them like bikini...or if you're Hindu and you don’t want leather products then you 
don't get commercials for that. 
(agreement)  
1b: But I'm guessing like for me some of those things can maybe go under a health and 
lifestyle if you say your vegan but I kind of for some people this is a must of religion so ehhm 
that could be I guess sensitive... 
 

VIII. Different kind of benefits  
 
M: Is there any kind of benefit you would prefer maybe? If you have to decide or because 
here we would say for example would it rather be maybe monetary benefits you would prefer 
like discounts, gift cards or club member ships like for example the H&M one so that would 
maybe mean stuff like you're allowed to shop before all the other guys if you're a club 
member or the service benefit, e.g. that you could a precise sizing or that you have suitable 
delivery times or say okay I'll be home at 5 so they ship it maybe after 5 so you don't have to 
go and pick it up in the shop. Or would you also say it maybe depends on the kind of shop? I 
would just like always go for monetary. 
1c: I kind of think it depends on the shop but I think service is the most important, so I must 
say service I think.  
1b: Yeah I would be fine getting all the time only the service benefit.  
(1a agrees) 
1b: Because I think that this is also the reason you are shopping online because you want 
something you can't get in the retail store I think this is also where they can their competitive 
edge, because I mean monetary and and club member you can get in the store but service is 
something they can do that the store can't do so I would definitely service for me... 
1a: And also things that are like I don't know if you mention that you're going to...I don't 
know...you know that things like hey your birthday is coming up like here's some party outfits 
or whatever that you could get like a discount because you are right in your birthday, I think 
that's fine I don't think I feel like my privacy is being invaded by be like have a discount by 
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shop party looks, I'm like okay sure, let me go look party looks, I think stuff that's like ehhm 
maybe not seasonal but you know oh here's I guess it kind of goes for club member benefits 
but not really...but just...oh update...we have new sports like summer sports stuff because the 
summer is coming up or you know...sandals...I think that's fine.  
1b: I mean I know some websites that like if it's not in stock that you can give your e-mail 
and they just give you yeah we just got it back, or one in a different color or something like 
that. 
1a: Or others you might like... 
1b: And then a web shop where I haven't bought anything at but I would be okay giving my 
e-mail as like a just to get that until I decided and buying it... 
1a: Yeah, exactly...that's true because sometimes they ask for your sizing and is your sizing 
and eh I think I've seen on some websites they as you until how long would you be interested 
if this product comes back into stock three months from now but you need it for something in 
two weeks.  
1b: Exactly. 
1a: I'm gonna say I just need it for the next month. 
1b: And that's fine because I would do that in a physical store too and trust the face to face 
contact. 
1a: Exactly. 
M: Okay, you guys make it easy, if you turn around the page we just listed it again, so if you 
quickly fill it out please 
(all agree) 
 
IX. Not part of the game  

 
M: Ready? Great! Then we switch to the last categories and that is a quote, which says that 
those you do not share their data are not part of the game anymore - so we will now focus a 
bit on like how would you feel about brands that are maybe being less interested in you 
because you don't reveal enough data or not the data they want? how would that make you 
feel?  
(silence) 
1b: I know my mother hates when she can't chose how much she gives away so I was it to 
buy online for her...ehhm and I can understand her frustration like if you don't I don't know 
what she was thinking but she wants some way to pay with your credit card but without 
having to give your credit card information and without having to get a bill on it so that they 
get your information that way...ehhm...no I mean like I don't know like you understand the 
companies...that they need certain information. 
1a: Yeah. 
1b: But I guess it's okay to give my information if I at least know I have the power then to 
remove it then it's easier in face that you can't do this without giving it that’s okay but at least 
I a 100% can take it away and I don't even trust that...cause its anything online...it’s up there 
once it’s always there... 
1a: Like companies that make you create an account to make you order that’s sure annoying... 
1b: (astonished) yeah...(true) 
1a: I don't want another account on a website like.  
1b: Just once. 
1a: Yeah just let me put it in anonymously honestly I know like you said once it’s in the 
Internet its always in the Internet but like don't make me make an account.  
(all laugh)  
1b: Super frustrating... 
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1a: Yeah it’s so much effort and I also know that I'm a small chance that I'm gonna go back 
delete or find out how to delete my account because normally that's also really hidden and 
then actually delete it...like  
1b: Yeah... 
1a: I’m not gonna have the account forever but I don't want that.  
1b: And it’s always like it’s not that easy to take your account away or you unsubscribe from 
your e-mails but you have to find another way to delete your other information. 
1a: (agrees) 
1b: But it keeps yourself trying to find your way out.  
1c: But I as well feel like if there for some reason would be a website that you would buy that 
wants too much information from me and I feel uncomfortable I wouldn't buy from there.  
(others agree) 
M: Ok so that would be my next questions is there something were you would say that’s over 
the line for you? Or? 
1b: Well the only thing when we have to put up too much upfront like I get some of these 
clothes websites where you have given your e-mail sometimes. And if you maybe have to 
give your email and credit cards before you can even get into the shop - that irritates me. 
1a: Oh yeah I know... 
1b: I get that they want the feeling of people committing or whatever it is but that would give 
me one of those hmmm nope... 
(1a agrees) 
1b: And I think if there’s enough people saying nope - they have to listen! 
(all agree) 
1b: Or someone’s gonna compete them.  
M: Or as you say for example oh I don't know where they got my mobile phone number 
from…  
1b: Yeah. 
M: So, yeah you feel like companies apparently have more information than you thought of 
would that like change the way you purchase there? Or would you maybe even stop 
purchasing at that shop?  
1b: I think for me it is just like not always taking the option of Klarna like not thinking about 
that there is a purpose to get your credit card out and using the band service instead. It wasn't 
not just like that one online shop it was like overall online shopping... 
1a: …because of what you did it through? 
1b: Yeah maybe thinking not always taking it...I don't know how it is in the States with that 
because in Sweden it feels like so much is going through Klarna with the billing.  
1a: Yeah, I think we just have PayPal or PayPal credit card or something 
1b: But then you pay like directly? 
1a: Yeah. 
1b: I think it is scary for Sweden how much you pay like in credit. 
(others agree)  
1a: Yeah because I rarely pay for things in credit, ever, so... 
1b: Yeah. 
1a: I never really worry about that.  
1b: Because if you ay through credit card that’s when they get your salary, your income, your 
marital status, your everything I don't really like that... 
(others laugh and agree) 
1c: It feels so unnecessary.  
(1a agrees)  
M: Or 1b as you said one last thing for example I would maybe give the information away but 
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then as I know like from 2018 on I can take it back - would you say that you maybe reveal 
more information after the law in 2018 is active? Would that maybe change something? 
Cause you say now I know I can take it back and access it anytime. 
1b: I don't know maybe it just becomes a mentality for a lot of consumers...like with the terms 
and conditions. The first times it came up...the first time we were shopping oh my god there's 
terms and conditions, oh my gosh I have to read through this (others smile and agree)  
1b: But if you get more and more, like don't worry you can remove it overtime maybe you get 
a little like oh whatever... 
1a: I put in pictures of myself too. 
(all laugh) 
1b: Facebook account everything definitely (ironically)  
1a: I think the only thing that I can really think of because I mean everything yeah address 
and e-mail and stuff I give that away if I'm of course I know I need to give my address to buy 
something you know but then everything that's like personal like even just sizing and like 
lifestyle and nutrition I'm the sort of person that will look through everything like even the 
stuff that's not in my size or like I look at the guys’ clothes as well.  
(1b agrees)  
1a: And I think that if I was like I mean I'm not vegan or anything but I would go if there's 
like a food store I would also look at some vegan stuff... 
1b: That's true...yeah. 
1a: So, I don't like those websites that make you doing the kind of questionnaire when you 
start then out of these pairs of shoes which would you pick? out of these tops so that they can 
kind of get what your style is and only offer you suggestions that they think you would like. I 
like just being able to see everything because I'm like…  
M: So, your kind of don't trust them or you want to see everything because you feel like if 
you give them more information they customize it so much that you can't like / or you just get 
the stuff they feel like you want to 
(1b and 1a agree)  
1b: Like I know like even physical retail store they might show you things that they have the 
highest margin on. 
(1a agrees) 
1b: Or they just might show you things they have a specific campaign on.  
(1a agrees) 
1a: Just because I said that like this color doesn't mean that I want all my clothes to be in this 
color and honestly just let me look through everything and choose my own style by myself. I 
don't like sites that kind of narrow, that will narrow your search down you know... 
1b: Yeah unless it's like for a really specific... 
1a: Yeah if you need like a little black dress or something. 
1b: Yeah. 
1a: Then of course I'm gonna pick the color black I'm not gonna look through red dresses but 
yeah... 
1c: Or unless you search for something by yourself like...ehhm...for example...t-shirt then you 
just want to...have t-shirts... 
(others agree)  
M: But then you would prefer that you rather determine it. 
1c: Yeah, exactly.  
1a: I would just go on the site and... but it's the same as for sports sites because I know when I 
was looking to buy a new snowboard I had to go through and then they were asking all these 
questions about like what kind of board do you want? Like on the website and I was like no 
just give me a list of everything and I'll find it out myself. 
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1b: Yeah... 
1a: But that's also something that happens in stores that annoys me yeah when they're like 
what kind of riding do you do I'm like no how about I find one what I like and then you can 
tell me what it's for and then I can tell if I really believe that you know like... 
1b: Yeah I was gonna say I worked so much in a retail store that I think there's is the same 
thing as with the physical store and the online store that some customers are coming in and 
say this has to cover my shoulders this has to be this and this and this and they want so much 
help but the other customers are like no I'm good. So, it's the question are you in for 
something particular DO YOU WANT HELP? But if they say no they... like both online and 
of course in the store. 
1a: Yeah like don't narrow my search down from the beginning let me narrow it down for 
myself and then go from there. 
1b: Yeah because if you don't narrow it down they don't even need your information. 
1a: Exactly.  
(others agree)  
1b: So, I think if it’s really asking like something specific or do you want help? and then it 
that ask fine for asking me for information because I'm asking you for help but if you just 
want to be able to browse the website and not get everything... 
1a: And even I mean if I'm looking through some even H&M website or something like that 
I'm not gonna narrow it just by my size and something I'm just gonna look at everything and 
then... 
1b: No... 
1a: Cause half the time I'm like even if it says like sure maybe this is a shirt that's actually 
large but I could wear it in a way that's baggy and I like that I don't need... 
1b: Exactly. 
1a: It in my size or maybe this is a shirt that says like super small but all the comments say 
that it fits differently and maybe I want it to fit a certain way.so like...yeah...I'm things that 
just make you narrow everything from the beginning I'm like come on. 
(others agree) 
1c: You should be able to choose for yourself.  
M: Okay that is what you would prefer. 
1b: Yeah I mean it is you have to understand that everyone's different like individuals when 
they're online shopping I think if you could be able to create a website where it's like 
customized as individualized we all go shopping I think that's quite important to do.  
 
X. End 

 
M: Ok, great! Is there anything you would like to add or you would like to share with us?  
1c: I don't think so. 
M: Cause otherwise I would really like to thank you that you participated. Your opinions will 
be a valuable asset whatever we will make out of it but we hope that you enjoyed it as well a 
bit and yeah if there's anything you're unhappy with or you would like to complain about tell 
me and before you leave I would just like one last time to turn this first one and fill out your 
personal details.  
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Appendix 4b: Transcription Focus group 2 
 
M = Moderator 
2a, 2b, 2c = Participants 
 

I. Introduction  
 

2b: Okay, I'll start, 2b... ehhm the last time I purchased online was two weeks ago.  
M: What was it and where? 
2b: It was two shirts, a pair of sneakers and a a pair of socks. 
M: Which online shop was it? 
2b: Junkyard.  
2c: Ehhm my name is 2c and my last fashion purchase was ehhm one week ago I think and it 
was from EBay and it was a t-shirt.  
2a: I'm 2a and I also ordered like 2 weeks ago at Zalando. Sneakers and some jackets.  
 

II. Customer data 
 
M: So when you purchased online there of course you left some of your personal data, like 
address and name, so really in general what comes to your mind when you think of customer 
data?  
2a: I think it's depending on the shop kind of. 
2b: You give it away.  
2a: Like Zalando I kind of trust them. So I'm feeling fiercer about that. I don't know. 
M: Or in general what is customer data for you? Or what kind of information maybe you 
would consider as your data? Anything that comes to your mind?  
2c: When you put your name and what you purchase they can sell it to other companies for 
advertising.  
(2a agrees) 
2a: Addresses, phone number, birthday...everything you can state somehow in the contact 
form. 
 
III. Fashion online shop categories  

 
M: So now that you talked about your last purchase and also like about the data we would 
like you to fill that out. You should please write down your favorite online fashion shop 
where you already purchased, then as well an online fashion shop where you also purchased 
but you had a bad experience with and the last category is one a desired fashion online shop 
but it's not in the sense of that you can't reach it or you can't buy there but you just haven't 
bought so far but you would maybe like to buy some stuff there and you think oh that could 
be interesting but yeah you never ordered there so far, just write down a name. 
2b: But it's a real fashion online shop? 
M: Yes, should be. Maybe one you have in your mind that you haven't bought something 
there yet. Just take your time and fill it out.  
2c: I have both the good and the bad from the same online shop.  
M: Is it the same shop? 
2c: Yes, but different sellers.  
M: But is there one where you would say it's still bit better or? Otherwise just name it.  
2b: Mhh, I don't really know any online fashion shops...that I haven't ordered from.  
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M: Then t's fine then you just leave it out or if you say there's the ones I ordered so far I will 
stick to them, that's fine.  
2b: Like another shop that I or what? 
M: No you can leave it out if you feel like there's none where you want to buy in the future. 
Okay...ready? 
(all agree) 
M: Is there anyone who wants to start? And just tell a bit why it's the favorite one or why you 
had a bad experience or what that experience was? Feel free! 
2a: Okay. Ehhm I think my favorite one is Zalando because it's easy you can just get 
everything they have quite good offers time by time and ehhm actually I never had a bad 
experience with an online ship cause I'm only ehhm buying from Zalando I guess. And maybe 
I would try out nelly.com or something because some others are yeah buying there and are 
quite satisfied. It's a bit different style I would say but yeah I think in general I would stick to 
one so far I can get what I more or less want to actually or I'm more into ehhhm normal shops 
in the city I guess.  
M: So would you say you would like to order at Nelly rather because you've heard of it 
through others or is it more about the reputation? 
2a: Yeah, and their style of fashion is a little bit different, it's more Scandinavian stuff like 
straight outlooks, yeah I think that's why.  
2b: My favorite fashion online shop I wrote down Asos. I guess you know what it is because 
they got a really wide assortment and it has quick deliveries even though it's international. 
Bad shopping experience is ehh I think it's called Hollywood.se and ehhh it was a couple of 
years ago I don't even know it it's still there, but I ordered some clothes and one of the shirts 
wasn't there and it wasn't marked that the stock was out of it and it took like 3 weeks until I 
got the other clothes and then I still haven't even got the shirt refunded.  
M: Okay, so pretty bad service. 
2b: Yeah.  
M: And there's no desired one?  
2b: No.  
M: Okay. 2c, how about you? 
2c: Yeah, Ebay because it's good and pretty cheap if you order from when the dollar is right 
ehhhh my bad is also Ebay because you can get the wrong things and long waiting times. 
Yeah...so desired is like Amazon in the US. Because you can't order that much on there 
because of the taxes, when it gets to Sweden. 
M: Okay, so you never purchased there but you would like to. But the taxes is the stuff that 
hinders you to do that? 
2c: Yes.  
 
IV. Privacy & Law  

 
M: Okay, great so yeah I mean another thing as well could as well be that you have a bad 
experience that you maybe don't trust the brand or as you say the service was bad so maybe it 
changes that you get a bad picture of the online shop maybe. Do you know anything about 
your privacy or data regulations? Or your rights you have as a customer about that? Or do you 
read those instructions if you shop online? 
2b: No. 
2c: No.  
2a: No.  
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V. EU-law 2018 
 
M: Okay, so then this might be interesting for you because there will be a new EU-law from 
2018 on and that says that you have the right to request access data and update it or you even 
can remove data from the companies that collected your stuff, so how does that make you feel 
that you have first of all access to your data, you can update them or tell them to delete stuff 
maybe not everything but just parts you don't like - what do you think about that? 
2b: Sounds cool.  
M: Would you use it? 
2b: Mhhh I think I would check it out like... 
M: Or do you say oh I'm too lazy to check every online shop what kind of data they have or... 
2b: Well, no. I'm way too lazy for that but just try and see at some shops or something. What 
is there…  
2a: I think it's good to get some control about your data and it makes you feel more 
comfortable and safe. I wasn't so aware of my personal contact data but I got one of this 
fishing e-mails and there were even like everything like my phone number noboday gets it, 
like my private one and I was like oh okay that's really weird that it's lacking somewhere...this 
kind of yeah how do you say like this kind of agency can get you really personal information 
so I think it's good to get control about it actually, yes.  
2c: I think it's good but I'm too lazy to do anything and check the companies but I think 
people that aren't that lazy will do it and can just check the website what every company 
collects.  
 
VI. Different kinds of information 

 
M: Okay, good because now if you have a look at those kind of data, we listed different ones 
so I will go through them with you. Basic stuff like your address, e-mail address, maybe even 
categories as nationality or religion, then your current location, your purchase history, your 
credit card details or even maybe your salary or your annual income. Then free time activities 
such as your hobbies or what sports you're interested, your personal agenda for example that 
they know if there's a wedding or job interview coming up. Other stuff would be your body 
measurements, that you reveal those in order to maybe get better products that fit better or 
information about your health or your lifestyle, for example if you have allergies, let's say for 
whatever reason you're allergic against cotton that you maybe don't get product suggestions 
that have cotton in there or even maybe let's say you're vegan that you don't get leather 
products if that's not according to your lifestyle, so those kind of different information - which 
one would you reveal or share with the fashion companies? Or is there information you say I 
will never give them or I don't want them to know?  
2b: Well, the only thing that I would be like want to keep for myself is like credit card details  
(2a agrees) 
2b: Yeah and that's…  
2a: Ehhhm, maybe my income I want to keep private as well.  
2b: Yeah like I don't see a reason to share it  
(2a agrees) 
2a: Yeah but I think in Sweden you have this more published, right? 
(2b and 2c agree) 
2b: yeah, we get the books every year like you see everyone in town and you can check... 
M: Really? 
2b: Yeah you can see their annual salary. 
2a: And you even have the website where you can check out all the address.  
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2b: Yeah.  
2a: So I think you're already a little bit more open about that.  
2c: I think comapanies shouldnt have nationality or personal agenda. 
M: Okay, is there a special reason that you would say? 
2c: I don't know why they would have it? 
M: Or now if you think of the categories you built up, would that change anything that you 
say okay with my favorite online shop I maybe share more information or the ones I had a bad 
experience with I don't want them to know like even less maybe? 
2a: I think you're kind of influenced... like I would put it on Zalando like as you said so some 
preferences. So if I really don't want to have real leather so I'm only getting this how do you 
say like pop up advertisements. But I'm quite open about it, so far it's quite general, but if it's 
getting more getting into detail like to see where I am with my location so they can kind of 
follow me I think that's too much because you can even have it with your phone like yeah can 
the phone have the access on your location. I think for some time it's good, even on Facebook 
sometimes you can just zoom in so far, you really can see the street and the house where you 
are, I think that's kind of scary. 
(2b agrees) 
M: So you would share that with your favorite online shop or this is something you would 
never share with any company or fashion shop? 
2a: I think if I would stick to one I would do if it's still general, e.g. Borås but it's not [names 
her home adresse] 1 so I think that's the difference.  
M: So the city for example would be okay? 
2a: Yeah.  
M: Or would that maybe even like as we say that the law changes, would you maybe reveal 
more information that you know okay if I don't want them to know anymore I just text them 
or tell them let's reveal it...so would you maybe say yeah from 2018 on I'm willing to share 
more information with them because I know I can take it back any time? 
2b: No I wouldn't do it.  
2c: Can't they sell it or something ehhm before you want to remove it so.  
(2a agrees) 
2c: Or other people still can like hack their data base and take it or something. I don't know.  
M: What do the others think? 
2b: I guess I could share like a lot of information but it doesn't really mean anything and like 
if it would make advertisement for me more precise to suit whatever my needs are. 
M: Then you want them to really do that? 
2b: Yeah, I don't mind not giving that information away.  
2a: I think it's as 2c said, there's kind of this gap from filling in till deleting it. And ehhm in 
that time they can do everything what they want actually. So you just need to be careful about 
what to type in.  
M: Okay. Great so now we have those sheets and I would like you to just quickly fill it out, 
it's basically the categories that we named before and this is then again according would it 
change or would it be different with your favorite online shop, the one where you had a bad 
experience with or the desired one. Of course if you didn't state anything there you can just 
leave it out or if you just say I don't need to have a name or a special one for it you can also 
just fill that out as well.  
(2a and 2b agree) 
M: Okay, great. Everyone filled it out?  
(all agree) 
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VII. Benefits  
 
M: Perfect! So now, we're turning to benefits. Would benefits in general motivate that you 
share more information? For example, you said like yeah maybe I don't reveal my salary or 
would that change it if they say but we will give you a benefit for that? Or any other 
information you are maybe are careful with and say: 'Ahh maybe I don't share that?' 
2c: It depends on what... 
2a: ...benefits it is 
 

VIII. Different kind of benefits  
 
M: Okay it depends? Then I will give you some hints. For example monetary ones, like 
discount or gift cards, another possibility would be that you get a club member ship kind of so 
for example you can access stuff earlier than all the none members or you get an invitation to 
special events or the last category would be service benefits that you for example get a special 
delivery time let's say you come back home at 5 and then they just put the parcel then or come 
to your house so for example you don't have to pick it up at any supermarket, so yeah these 
kind of benefits. Or is there also for example a benefit where you say I would always go for 
this one or it depends what kind of benefit that is depending on the brand maybe even? 
(silence) 
2b: Well, I guess it depends on like do I think will I make more purchases from this shop? 
Nearby in the future?  
M: So there's not a special category where you would say I would always go for this one 
because I just prefer cash or like services is most important to me.  
2a: I think I would go for discounts. 
M: Discounts? Okay! 
2c: Service! If you get it like to your door and doesn't need to go or be home to wait for the 
delivery.  
2a: So you don't need to go to the kiosk anymore? 
2c: Yeah. 
M: Okay, so then you can now turn around the page and we just listed that again there so 
what kind of benefits you would prefer or which motivate you the most. 
 
IX. Not part of the game  

 
M: Ready? Okay if you filled it out - perfect! Cause then we turn to the last category and that 
says 'Those who do not share their data are not part of the game'. So this should lead a bit to 
the future, so how would you feel about brands that are maybe less interested in you as a 
customer because you do not reveal enough data for them? Would you skip buying there? 
What would you do? 
2a: How do we notice about that? 
M: That you maybe don't get so many sharp information anymore or they maybe even kick 
you out of the club because I know that for the H&M club I think you have to purchase for a 
certain amount per year and if you don't reach that one you can't be a member anymore.  
2b: That's pretty cool.  
M: But if you would be the one that is kicked out how would that make you feel? Would you 
purchase more in order to stay in or you say it depends of course what they offer or if you 
have enough benefit of it? 
2b: Well, everybody wants to be in the cool kids’ club. I guess I would be triggered to buy 
more.  
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(2a laughs)  
M: What do the others think? 
2c: It depends ehhm if I get kicked out. I will maybe buy more or I will never buy there again. 
Nothing in between. 
(2a agrees) 
2a: I think I'm also not so much into this membership thing. So yeah I wouldn't mind to much. 
M: So it would maybe not even matter to you? 
2a: No I don't think so.  
M: What would happen if maybe your favorite online shop does that? Are you mad 
somehow? 
2a: I think if it's just about like advertisement and information I would get I wouldn't mind 
because mostly I know more or less what I want...ehhm if I can't order there anymore I think 
that would be weird because I don't think it is their aim to do that with customers so I'm not so 
afraid or scared of that.  
M: What would you do if companies have information that you don't want them to have? But 
you find out for some reason or it pops up or as you say - how do they know my phone 
number? How would that make you feel or maybe change the way you purchase there? 
2b: I would be like oh well... 
M: So you don't mind? 
2b: No. 
M: Even if that’s information like your salary and sensitive information where you before 
said I don't want to reveal that? 
2b: Like the only thing that would be the credit card information if any company could use it 
to take my money.  
M: So that would be over the line for you? 
2b: Yeah, obviously. But I don't really care that much about the other stuff.  
2c: I don't like it but I wouldn't do anything about it so. 
M: Okay, so is there any information where you say okay that's really over the line for me if 
they know that? 
2c: Ehhhhhhhhhhh..yeaahhhh...I don't know it's ehhm may things they shouldn't know but 
they know either way so...like you can take Facebook for example they know everything 
about you because yeah they can read everything you do...I don't like it but I still have 
Facebook, I don't care that much.  
M: So you rather get used to it and accept that? 
2c: Yeah. 
2a: I think I would wonder about myself where I put the information that they know it.  
M: So you would question it where they got it from? 
2a: Yeah. (laughs)  
M: But still you wouldn't do anything about it? 
2a: I think I would mind more about my data...yeah...yeah I think it's a topic it's quite actual 
but you never think about it so much... 
M: So like even the law wouldn't change anything in the way you purchase or you handle 
your data?  
2a: I think so. I think I would check it out and delete it time by time so it's kind of clear again. 
Like starting from new.  
M: How is it for you guys? 
2b: Yeah probably... 
M: Would you chain the way you handle your data? 
2c: No I think I would as I do already now but if I saw something that I didn't want then I 
should probably have done something and delete it. 
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M: So you would use the delete option? 
2c: Yeah.  
2b: Yeah same goes for me I guess. Even though I probably be too lazy to check it out but if I 
find stuff already looking at it I can delete it.  
M: Okay great, is there anything you would like to add? Or you want to share about your 
data?  
2b: I guess I could add stuff to make advertisement better for me. 
M: What would that be? Do you have any clue or you feel like or what kind of advertisement 
you're missing? Or where would you be like oh this would be super cool to get or to have? Is 
there anything you miss so far? 
2b: Oh I don't really miss it but if you see something fun I might as well buy it. 
 
X. End 

 
M: Good, then thank you for participating, so your opinions will be a valuable asset. We hope 
that you enjoyed it as well bit. If there's anything you would like to complain about or are 
unhappy with tell me and otherwise I would like you to turn around your paper and just 
quickly fill out your personal information. 
 



 

XLVII 

Appendix 4c: Transcription Focus group 3 
 
M = Moderator 
3a, 3b, 3c = Participants 
 
 

I. Introduction  
 

M: So, first of all I would like everyone to tell again your name and your last fashion 
purchase you made online. (all laugh) Feel free! 
3b: You want to start? 
3a: You can start! 
3b: Okay, my name is 3b and my last fashion purchase was at Asos and I ordered bikinis (3a 
laughs) online.  
3c: My name is 3c and my last fashion purchase was a pair of pants from a made-to-measure 
in India (3b and 3c laugh) called...(humorous tone) luxury. It’s very small. 
3a: My name is 3a and my last fashion purchase was on Vente Privee online. It’s a French 
website (laughs). 
3c: What is it called? 
3a: It´s Ventee Privee. 
 
 

II. Customer data 
 
M: That’s is where all of you guys shop right? (all laugh) When I was in France that was the 
only shop I heard. (all laugh) When you purchase online you - of course - left some data. You 
had to enter your name, address and other information. So, as a really open question:  
What comes to your mind when you think about customer data in general? What scares you 
and what do you feel when you hear that term? 
(all laugh) 
3c: I guess my purchase was -how do you say? - It was a made-to-measure pants. So I had to 
first take all my measurements and send them in and then - yeah- I had like to discuss with 
them and to see, like how to best proceed from that. Yeah, it feels kind of strange in the whole 
taking your own measurements and sending them in to some pretty unknown people or 
person. But I mean for me as a customer it was more... I knew that I got something that was 
for me (all: affirmative nod) and I did not get some of the more general made off-the-reck-
clothes. So, I saw it as something positive! 
M: Did they guide you how to measure … or take the measurements? 
3c: Yes, they did in a way. But there where still some uncertainties. 
M: Okay! (3a and 3b look surprised) 
3c: They had some kind of template on their website (M: affirmative okay) on how to do it.  
M: Any other thoughts or feelings? 
3a: Um – I am not scared about it. Like I do it, I go to the onlineshop but I still prefer to go to 
the shop by myself instead of buying online because like e.g. for the shoes I am between two 
sizes or - I mean - I am never sure if it will fit or not. Sometimes it’s more my parents than 
me, but we are sometimes scared about credit cards. Can something happen or is it a secure - 
um - a secure online website or not. (3b affirmative nod). Otherwise, I think I would never 
think: ‘I bought it!’ if I know the website and if I already bought on this one, I do it without 
thinking about, if something can happen or not.  
3b: Yes, I have the same. I also ordered. I had to order in two different sizes because I did not 
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know how the fit was or I did not enter my body measurements. Then I had to order two sizes 
but I also have the same, if they offer like secure payment then you feel like a bit more safe. 
(3a Affirmative nod) Yes, but I still also prefer to do it in a shop.  
3a: And the main problem for me is all the time, like if I will receive it on time. Sometimes I 
need to have the product two days after and then I am like: ‘Does it fit, or not?’ And with the 
post: ‘Do I receive in two days or three days?’ And after I don´t need it anymore! (3b agrees) 
3b: Yes, if I see a new online shop, I always type in the name and look for experiences. 
3c: Yes?  
3a: Yes! (laughs)  
3b: ...because then you know the experiences from others and if they really…or if something 
is wrong, when you return it. I think that is also because you feel a bit unsecure and then you 
google it.  
M: But do you do it, when you really need it in time? Or do you do it in general even if..? It 
doesn’t matter if you receive it in two day, or? 
3b: Oh, yeah, this doesn’t matter to me but if I have a new online shop (3c affirmative nod) 
and I am unsure about, how it is. Or if it’s from another country and you never heard of it. 
Then I google it and look for experiences. 
3c: I do the same thing. (3a affirmative nod). You need to see that someone else has done it 
(3a and 3b affirmative nod and laughter). Because I think that’s pretty important. Maybe, 
when it is not one of the larger ones that you do not know from advertisements or TV 
commercials or newspapers, then you feel more secure (3b agrees). But if you find that 
smaller kind of company, I guess you need the reinforcement from other people who have 
done it. (3a, 3b affirmative nod) 
M: So, you feel that if it’s big brands, you don’t need to check it yourself? 
3b: I also checked it. (3a laughs) 
M: Do you trust big brands more? Or do you trust other customers more that they made it 
right for you? 
3c: Perhaps, maybe more to find out delivery times etc. But I would not hesitate to put in my 
credit card information, if it would be e.g. H&M then I would not be bothered looking up, 
what other people think about it. But if it is a small-scale company or a newly started shop, 
then it would be more of an issue.  
(All: Affirmative nod) 
3a: Most of the time, regarding the security, you have a small locker symbol on the website. 
3b: Okay! 
3a: And if it´s a green one, you know it´s a secure one. (3b, 3c affirmative nod). So, I just 
look at the lock and check and you don’t have to google it. But if I don’t see it and have to 
type in my credit card number, I think: ‘Maybe, I should google it’. 
(All laugh) 
M: So, just to make sure that this all ways pops-up? 
3c: Or use Paypal or Klarna because then you know the money goes through some other 
provider and then you feel more secure about doing it.  
3b: Yes! 
3a: I never used it! 
 
 
III. Fashion online shop categories  

 
M: Now that you already stated some experiences, I would like you to fill out the different 
categories. This is, on the one hand your favorite fashion online shop, where you already 
purchased. Second, a fashion online shop you had a bad experience with and the third 
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category is a desired fashion online shop. Desired not in the sense of that you can’t reach it 
but rather: I have not purchased there yet but I would be interested in trying it out. But you 
have NOT purchased in this one. The first two ones you already order at. So just write down 
one name of a brand. 
3b: What if you don’t have any bad experience (3b laughs) 
3c: Yes?! 
M: Then you just leave it out. That’s fine. 
3a: But can I fill in one shop for both good and bad experience? 
3c: Yes, just write it down twice. 
3b: But it can also be a brand or does it have to be only (pure) online shops? 
M: For example H&M they have stores but also an online shop. That’s fine. Any fashion 
brand that has an online shop. 
3c: Or that has an online shop?  
M:Yes! 
3b: I really have to think if I had bad experiences .. I know from others but .. (laughs). 
 ----- All write down ---- 
M: Is there anyone who would like to start? Just tell us what is your favorite one and why or 
what was the bad experience e.g. if you had one. Just tell us a bit what you wrote down. 
3a: I will start. I wrote down the same for my favorite one and the bad experience. Because it 
is the same website as I said in the beginning.. it’s Ventee Privee. They tell you in the 
beginning you will receive what you buy in like 20 days and sometimes it’s more you expect 
it e.g. for the same and it arrives in the middle of September. So you will not use it anymore. 
So maybe a year after. So that’s a bad experience I had. But it’s still my favorite one because 
it’s pretty cheap and you can find pretty good brands or fanny things for a good price and 
maybe that’s why you need to wait a little bit. Like the one I never tried but like is Asos (3b 
laughs). I never tried but maybe one time  
M: What’s the reason for that? 
3a: I already saw some products on this website that I like and I think maybe I will buy it. But 
I am in Sweden so maybe I’ll wait until I go home.  
3c: I can continue. Well, I don’t shop that much on the Internet. I am bit old fashioned. 
M: (Encouraging) That’s alright! 
3c: But the think I mentioned before the made-to-measure website luxury, it’s website looks 
like crap. (All laugh) But they got a lot of positive reviews from bloggers and in forums and 
that is why I decided to try them out and they were really good because first I had to send in 
my measurements and they instantly saw that something was wrong...I must have 
mismeasured something. And they voiced their concerns pretty quickly and I got an email that 
said that this measurement is really strange and if I could do it again. So, we emailed back and 
forth and they were really polite and they were really, really, really good. And when 
everything was done they created the pants and send them to me from India in less than a 
week. That was strange but amazing as well. So, that was pretty cool. I mean the website was 
really bad but everything else was really good...so I will buy from them again. So a bad 
experience was from a Spanish shoe maker. I ordered some shoes in the middle of the summer 
and they ended up being delivered in the middle of Oct. or something. And there was no 
communication in between...so that was really weird because you never knew when they were 
going to be delivered. 
M: So they did not inform you or anything? 
3c: No information at all. So, I would be happy if they would have told me e.g. we have some 
delay or we have problems then it would have been okay. But because I did not get any 
information I did not knew anything…So that was a bit disappointing. And the shop that I 
would like to buy from is the Care of Car. It’s a menswear shop in Sweden, based in Borås in 
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fact. They started off kind of small, they only cater to man .. so they only have menswear 
brands. But they have an interesting variety of clothes but a lot of expensive stuff (all laugh). 
But I want to buy from there but not now. 
3b: My favorite fashion online shop is ASOS (laugh) but I would also not say that I always 
order online because I prefer to go into the town and have a look. Also to see and feel the 
fabric... I don´t know... try it on and then not to order and to return it or to order more sizes. 
But regarding the bikini example, you don’t have a lot of opportunities in Sweden or 
Germany. You have more choice on the Internet. I just like Asos, I never had problems with 
it. I always got my money back and they always delivered in time and in general I did not 
have a bad shopping experience. I really had to think about it but... I guess there was none. So 
I was kind of lucky. And for desired fashion onlineshop, it’s like from the US or Australia e.g. 
Victoria Secret. But when your order there you have the taxes and the long shipping and the 
delivery costs. So, that would be nice.  
M: So does it have to change before you order? Or is it just because you didn’t try yet? 
3b: Maybe then it gets too expensive. 
 
 
IV. Privacy & Law  

 
M: Okay, so as you say you never know if you can trust those websites or you said you really 
take care if it is a secure payment. But do you know anything about privacy and data 
regulations? Or the rights you have as a customer? Or do you even read the terms and 
conditions? Or do just click ‘I accept’? 
3a: (laughs) I accept! (All laugh) 
3c: Me, too! 
3b: You feel comfortable with the shop and if it is bigger one and you know that a lot of 
people or there. I think they do not care about mine (3a and 3c laugh) 
 
 
V. EU-law 2018 

 
M: Okay so, then this might be interesting for you. There will be a new law in the EU, which 
is valid from 2018 on and basically says that you will have the right to request access to your 
data, you can update or even remove it if you want to. And I would like to know, how you 
feel about it. Would you use it? 
3a: (sighs) 
3b: I don´t know. I just have in my mind when you go the supermarket and pay by card then 
they also have kind of analyzed what you buy (3c agrees). So, they know, order that stuff and 
so it’s always available more or less or they calculate with that (3a agrees). So, I guess it’s in 
a way also good if they not use it for bad things or for their purpose. Yes, I don’t know how 
much they save or what can I remove. For example if I remove my credit card number I have 
to type it again, right? 
3c: The details need to be clarified but in general it means that you are at least allowed to 
know what they stored about you and if you say e.g. the credit card details you can remove 
them or tell them to delete it. But of course, if you order again you have to enter the data 
again if you want to pay by credit card. (All agree) But the question is also if you would 
check that or make use of it. Would you be interested in checking what they know about you 
or maybe find out and feel like ‘How did they get that?’ because you cannot remember that 
you entered it. Would you even do the effort because you basically would have to do it for 
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every fashion online shop you purchased at? 
3a: I think I would not do it (3b agrees). But I think the main problem for me is that e.g. me 
and my mom we buy on the same website. And if I already bought at that website my credit 
card number is already on the website (3b agrees) when my mom wants to use it. And for me 
it’s a little bit strange like every information is already on the website even if you close the 
page. I don’t really like it, I mean I don´’ care about my credit card details but I worry about if 
it’s not my mom or if I loose my laptop. I don’t want everybody to see it. Even if they do not 
have all the numbers it’s not really good (3b agrees) 
3c: I think a lot of websites usually have this bar when you can tick if you want to safe your 
credit card details. I never tick it.   
3a: But sometimes they did not even ask me .  
3c: Okay?! (surprised) 
3b: I also saved it e.g. at Zalando or Asos. (M Checks if she did it on purpose - 3a laughs). 
Yes, because you can remove it or add a new one because than I only have to type in the 
security code. (all agree) I also don’t know if I would remove something.. If they would ask a 
lot of things I guess I would feel uncomfortable and then I would not order it. I think I only 
put in the data I like to share (3c agrees).  
3c: My first thought to that was, are you not able to do it now? That’s kind of scary in a way. 
 
VI. Different kinds of information 

 
M: I mean of course, if you have your account you can do that, I guess by your own. But you 
maybe do not know what other information they tracked of you (3c agrees) about your 
behavior. If they have to reveal it there is maybe more information you don’t know that you 
entered it somehow. 3b, you also already said, I don’t know what kind of info I would 
remove. So now we have a list of different kinds of data. So e.g. basic stuff as address or 
email address but also some other information e.g. nationality or religion. Others would be 
current location, purchase history maybe or as already mentioned credit card details, salary or 
annual income, free time activities as hobbies, sports you do, personal agenda e.g. working 
hours or if there is a wedding coming up or job interview. Your body measurements as you 
already made of it already, 3c. Or maybe even information about health and lifestyle e.g. 
allergies. Let’s say for some reason you are allergic against cotton, you would not get offers 
for that anymore (3c points at gluten free cookies, 3b laughs). Or you are vegan e.g. so you 
maybe don’t get leather products any more. So if you see that kind of information, is there 
anything you would share with fashion e-commerce or not? 
3b: I guess free time activities, personal agenda as well as annual income or salary. The first 
part regarding address, email address... nationality, religion, - I don’t know what they want 
with my religion (3a laughs and agrees) - I would not mind to mention it. But free time 
activities, personal agenda as well as annual income is a bit to deep into your privacy. And 
regarding body measurements than you (looks at 3c) can get something for yourself, so I 
guess its good. 
M: If you wondered about religion it would be something like, let’s say, people that have to 
cover up their body wouldn’t get advertisements for super short pants. That would be a help 
or indication for them to not offer the products to them. But then again, you say, I want to see 
everything, it can also... 
3a: ...make a frustration for you. 
M: Exactly! Or you just cannot see everything anymore (3a agrees) 
3c: As a marketing tool, the religion information is kind of interesting because in Sweden e.g. 
companies only put out Christmas commercials. But I mean we have a large Muslim or 
Jewish community as well and I mean they don’t really care about Christmas I guess. So I 
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mean if you have the religion, it sounds a bit strange to type in your religion but I can totally 
understand that in a way -so you can target the marketing in a totally different way. (3b and 3a 
agree) So in a way that’s really smart but that seems also very... are we starting to you know... 
label people from religions again? 
3b: Sure! 
3c: So, I mean from that list the religion part is the only thing that I have a problem with but I 
don´t really know why (M encourages him). But regarding the free time activities, e.g. if I buy 
a tennis racket and if they send me something that says discounts on tennis balls a couple of 
month later (3a laughs) I would be kind of happy about that. 
3b: I guess they also safe it anyway (3c agrees) (3a and 3c laugh) so if you only search for 
tennis stuff you only get tennis themed advertisements.  
3a: I think it’s only used for the ads. If you look at the websites and if you type what you 
want on the website, even if you did not get advertisements. 
3c: But now if you look back on your sheet and the brands you wrote down there... would that 
change anything? Would you e.g. more information or more sensitive information with your 
favorite onlineshop or don’t reveal information to an onlineshop you had bad experience 
with? Would that change anything in the way of sharing or the kind of information you share? 
3b: I guess now at ASOS.com I just have my address, email address and maybe nationality 
...(thinks) could be...location... they also have purchase history. But I think that’s not a big 
deal because than I can see if returned something else before ...and my credit card details. 
3a: But I think they make statistics from what you already bought and what you might buy in 
the future (3b agrees) 
3b: But I maybe want to tell them my body measurements so that they then…I don´t know... 
directly filter the things that they can offer you for your measurements. Because then you 
don’t have to look it up and see if your size is available (3a agrees) 
3c: I don’t think I would change anything either because the experiences did not have to do 
with my information but it’s more the companies that have done something bad. But in a way 
I guess these are information that you as person in a way decided to share with them and I 
guess I would say if you give them these information I guess you need to have some kind of 
knowledge that might be using this information. So if you don’t want them to have it you 
should not give this information to them. But the question is maybe how do they take the 
information? That would be... I mean if I put the information in myself I would not have a 
problem with the company having it. But if the company would get in my Facebook account 
somehow, or if you have been searching for, a suit in my case, you always have the cookie-
commercials coming up with suits -suits-suits. (all laugh) And that’s in a way very scary 
because that’s nothing I have shared with anyone voluntarily.  
M: So then I would like you to quickly write something down. Those are the categories we 
talked about already so please tick the ones you would share according to your favorite, your 
bad experience and desired fashion online shop.  
--- all tick boxes-- 
 
VII. Benefits  
 
M: Ready everyone? Now that you stated what data you would reveal or not revea, we would 
like to know, if benefits would maybe motivate you to share information, where you first of 
all said you won’t reveal but would consider it if you get a benefit for it. Benefits could be 
e.g. monetary ones, gift cards or discounts, another benefit could be in a way that you are a 
club member, e.g. at H&M. Then you are e.g. allowed to earlier access fashion items than 
non-members or even service benefits. Let’s say you come back from work at 5pm and they 
deliver your parcel when you are actually at home. Or they even pick it up so you don’t have 



 

LIII 

to go to any shop to bring it there. Would that change the way you think about data? Or is 
there a case where you would say you will always want monetary benefits? Or does it depend 
on what you want or need? 
3b: Right now I feel like, if I don’t want to share my personal data e.g. salary then this 
wouldn’t change anything. I mean then... I just have the feeling I would not share it at all, it 
doesn’t matter what for and not for an invitation to an event I would say e.g. what I earn or 
what I do in my free time. I don’t know that’s too personal for me. (M encourages) 
3c: The only problem for me was the credit card and the religion things. Otherwise I could 
share pretty much all the information. But... I guess perhaps if they would put in some kind of 
monetary benefit of e.g. ‘Add you credit card and you would get 10% off on all your 
purchases’ or something. That would maybe take me over to the side to maybe put it in there.  
 
 

VIII. Different kind of benefits  
 
M: So you would rather go for monetary benefits all the time? Or could another benefit be 
attractive? 
3c: Maybe because the credit card information has something to do with money. This could 
be the reason (all laugh). It could be that connection but...  
3b: But you not have border for yourself for offering personal data? Or I don’t know? 
3a: For me it would be the same... Some data I don’t want to share. But if they give me some 
monetary benefit or something like this, maybe a discount ..(All laugh) I would say okay, 
maybe this one I will share.  
M: What kind of info would that be? Could you think of any? 
3a: I don’t know. (laughs) 
3c: But I mean I put up my sizes for the made to measure but that was because I wanted 
something to fit me better (3b and 3a agree) But otherwise I could have bought from another 
company, But I chose to try this kind of service out. So in a way that was a benefit. Because I 
don’t think I would just give my measurements to another company, that does not want to 
tailor made or specialize for the measurements I have. Because I just don’t see the point in 
that. But if it is that they can customize something then I would say something else. (3b 
agrees) 
3a: It reminds me of something… Sometimes on Facebook you want to take part in a game 
for a shop. When you want to play, they tell you that if you play you will share all data with 
that company. I always say no because I don’t want to do it (3b agrees). Then I don’t do it 
anymore. It’s kind of like this. Sometimes I would like to do but if I read this I am like: No, I 
don’t want to share my data with this company. 
3b: There is a point when you just stop and say no I don’t want to order there. (3a agrees) 
3a: Sometimes it’s about your friends, too, and I don’t know if my friends want it or not.  
3c: I never connect anything to my Facebook.  
3a: Me too. 
3c: Some people must do it because it’s like you log into this with your Facebook account. 
3b: Yes it’s either you sign or create a new account. 
3a: Even for the Wi-Fi sometimes. 
M: True, in the hostel wasn’t it like this? 
3b: Where you had to log in with your Facebook account? 
3a: I just remember that I did not want to do it then. 
M: I think I was too lazy to create another account. 
3b: But how is it if you log into an onlineshop with your Facebook account?  
3a:  I don’t know) When you then type in your cc details, does Facebook also know them? 
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M: I don’t know. I actually never saw an onlineshop do that? 
3a: For me it was also not in an online shop. But they asked me to share my friends with the 
Facebook page of a shop. So that they can send an request to my friends to like there page or 
something. like this. 
3b: But we have in Germany e.g. an app where you can share your clothes (3a and 3c 
suprised) and there you can sign in with your Facebook account. And there you can also type 
in all your .. (3a: Your email address)... also your bank details (3a surprised). Because it’s 
connected to that app, I was just wondering in how far Facebook is also into it or saves it. 
M: I don’t know that either 
3b: Or if they just extract your name…  
3c: Maybe?! 
M: Maybe everything they need and that´s a lot I think. 
3b: ... Haha, maybe some pictures. (all laugh). 
M: If you turn around the page you have now. You find a list with the benefits we just talked 
about. I would like you to quickly cross it. If there is really no benefit for you to share more 
information, just leave it out. But if there is please tick the box. 
 
 
IX. Not part of the game  

 
M: Now we turn to the last part of it. We have quote for you: "Those who don’t share their 
data are not part of the game!" So, this should lead into the direction of the future. So, how 
would you feel about brands that are maybe less interested in you as a customer because you 
don’t reveal enough data for them, so that they maybe don’t address you that much anymore. 
Because they are like...we don’t get enough to address you. How does that make you feel?  
3b: I would say I don’t mind (all laugh). But I don´t know how it really would be.  
M: Would that change anything, e.g. if your so far favorite online shop does that with you? 
3a:  But you mean no ads or something like that. 
M: Exactly, you see the difference if you don’t get that many information anymore.  
3a: But sometimes its the contrary for me. If I searched e.g. for shoes on one website and after 
during one week I have a lot of advertisements about shoes for that website. I feel like ‘Ok, I 
don’t want shoes anymore’ because it’s like too much. I look one time and then I have 
advertisements like every 5 minutes for this kind of shoes. (3b and 3c laugh) I feel like I don’t 
want to buy it on this website.  
3c: No, but that’s true. It could go like totally overboard (3a agrees) because I have similar 
experiences with another menswear thing from the UK and I think I get three or four emails a 
week with special discounts (3a agrees). Does anyone pay full price at this brand? (all laugh) 
It’s so weird! I was going to buy a thing a couple of weeks... no, some month ago. I just 
browsed my emails and than I saw I got a 10-pound discount thing that I did not think about. 
They just keep on spamming and spamming. So, it’s kind of nice to feel noticed. (3a moans) 
M: Sometime even too much? 
3c: Maybe a little too much. 
3a: For me it’s too much. I prefer like nothing and just to check what I want and I need. 
Because if I check shoes one time, maybe the month after I don´t need shoes anymore. (3b 
agrees) 
3c: They were also pretty cool because I was on the website once - I think I was logged into 
my customer account - and then I got an email one day after saying: ‘Oh, Thank you! You 
were looking around on our website and you did not buy anything (3b and 3a laugh and look 
surprised). Is there something we could help you out with?’ That, in a way, was both pretty 
cool (3b nods)- It was very nice customer wise - But it was also pretty scary that they knew 
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exactly what I was doing on the website. 
M: Exactly! 
3a:We have this kind of thing in France, too. For some shop -  It’s not online - but for some 
cosmetic shop. If you have their loyalty card, they have your mobile phone number. if you 
then cross the street in front of that shop and if you don’t stop in that shop or not you receive a 
text message (3c oh surprised) saying: ‘You have a discount and it´s a special offer today 
because they know you were in this area, close to a shop’ 
M: …because they know your location?  
3a: So maybe if you just read you will go because it’s in the same area (3b agrees). This is a 
little bit scared for me because they know exactly where you are, in front of which shop... so, 
they will send you a message. This is too much! (laughs) (all laugh) 
M: Okay! So, that would is a point that would be over the line for you? 
3a: Yes, ... 
M: ... Because you feel like it’s too scary that companies know more than you maybe.  
3a: Yes, that they know exactly in front of which shop. It’s not for all of the shops of this 
brand but only like in this city they send a text message: ‘Special offer.. in this city... in this 
shop’. I am in this place exactly. The first time I thought it was a coincidence. (all laugh) But 
the second time I was like ‘No, not anymore’. 
M: Are there any other information that are over the line for you? When you say like No 
that’s too much or I am even scared that companies apparently know even more than I though 
they know about me. 
3b: This would also scare me. (3c agrees) 
3a: Me too. Because I share my mobile phone number but not my location with them. (3c 
agrees) 
3b: They also did not ask you or I don’t know... 
3a: Yes... 
3b: They could also ask like if you’re fine with getting messages when you are around and 
maybe forgot to drop in. 
3a: They told me it was only for some more private events or something like this, but not 
when I will be in the same are. 
(all agree) 
3c: Yes, I also think the phone number is a deal breaker for me (3a and 3b agree). Like getting 
texts from a store saying ‘We have a sale today!’ or something. I mean that’s kind of... for me 
that’s going over the line.  
3b: …too much. Yes. 
3c: Even though I know I kind… I guess I put my number up on this website when I became a 
member (3a agree.) So, I have to blame myself. But still I think... for me it’s 
counterproductive. I just get mad when I get a text message. (3b agrees) I am like ‘No, I am 
not going to buy from you’.  
M: So, maybe even on purpose? 
3c: But I mean... an email is kind of fine because then... but a text message seems too 
personal (3b agrees) to send this kind of information out.  
3a: For me it’s the same (3b agrees). My email I check when I want but my mobile phone, I 
always have it with me. But when you get a text message you always feel like I have to 
contact them now. It’s just here directly! 
M: So, that would be too much for you then.  
(3c and 3b agree) 
3c: I mean once, when there is something special, absolutely. I can understand why they do. 
But some companies do it more often (3b agrees) than others. It could go overboard, it could 
be too much. 
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M: So it depends on the use of the phone number? Would it be okay for you if they ring you 
e.g. to tell you - I don’t know - It will be available in two weeks because they think it’s maybe 
quicker to reach you via phone than email, because as you say you maybe check it once a day. 
(3a agrees) So, that would be fine? But for the purpose of sending text messages not? Or 
doesn’t make that any differences and your phone number you don’t want them to contact you 
anyhow, via this way? 
3c: No, I guess if I would have to decide... No, I would want them to text me.  
3a: I think it would be fine for me if I asked them ‘Call me when you have my size available 
again. (3b agrees)  I will not come for nothing. (affirmation from moderator) Or otherwise I 
can tell them, I will call you in one week and see. But not for too much advertisement on my 
mobile phone. 
M: So would you say you’re pretty annoyed by advertisements right now? Because of course 
you reveal more data and you are more transparent and companies are able to sharper 
customize stuff for you. But do you feel like it’s getting too much at some point? Because the 
more they know the more they spam you maybe?! 
(all nod) 
3b: Also what you (3c) said on Facebook (3a agrees). When you see the ads there you just 
think, I just had a look at pants or something yesterday and now it pops up on Facebook now. 
(3c agrees) 
3a: I don’t know how they connect all these things. And this scares me! (3b agrees) 
3c: It’s scary in a way but sometimes it could help out if you are searching for something 
and... let’s say a suit again (all laugh). I mean you could get a lead for another company you 
don’t know about (all agree). Or they had a special offer you are receiving just because the 
cookies picked up on your trail from the last day. (3b nods) And that’s... 
3a: But sometimes it’s also the contrary. It’s not for fashion things... but like for when you 
check the price for flight tickets. If you check like too much time on the same website, they 
know that you really want to book this flight. (3b agrees) Sometimes they increase the price 
on one day and the day after they make like a special offer for you. (3c chuckles) And if you 
check with another computer it’s not even the same price. This is like really scary.  
M: If you would probably know how it works, is this okay for you than?  
3a: Yes! 
M: Is it the things you don’t know that scare you right now? 
3a: No, I mean I know it or now I know it. So, I want to check it on another laptop... 
3b: Then you know how it works. 
3a: ...but I mean it’s difficult for me because I have only one computer. (all laugh) I mean I 
have to come to the library to check on another computer to see if the price is the same. It’s 
only 6 month ago and I didn’t know that before. It was one friend, who told me to be careful, 
because I checked during one week and it will change. And it was changing between two 
different computers also.  
3b: I guess it also depends if you are a real online shopper or not. I e.g. only do it for the 
things I don’t find in the store. Or I already tried them on in the store and maybe they are 
cheaper online. But then it’s not like I only buy online and than I also feel like I don’t need all 
that advertisements. So for me it’s sometimes already too much. 
M: But e.g. if they really do the advertisements because I mean - again if you reveal more 
data you can get sharper advertisements - but do you also feel like I miss something. Because 
now it’s so specialized that maybe other stuff I don’t think of it right (3b agrees) now I am 
kind of excluded from it, because they feel like it might not be interesting for me. Would you 
rather say, I want to decide and see everything? Or, if I am not sure about what to buy? Or do 
you want them to narrow it done for you? All the time? Or is it sometimes, if I look for 
something particular it’s totally fine if they filter it for me (3b agrees). How do you feel about 
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that? 
3a: It depends... 
3b: Yes! 
3a: …on what you are looking for. If you really want this brand and this shirt... for this you 
need like a special offer. Because you want the best price as you already know what you want. 
But if you don’t know and you just look. 
M: So you really want to choose yourself? 
3b: …to get other inspiration and not be specified on one. 
3a: Maybe just for me. But when I want to buy something online, it’s because I don’t find it 
in a normal shop. So, I want something specific online (3b agrees). So, I don’t know what I 
want to buy online. I just have an idea. I don’t know the color or this kind of stuff. So, I don’t 
want it to be too precise for me! (3b agrees) 
M: So would you say like fashion shopping online is rather like your last step or last chance? 
Just if you didn’t get it in the store? Or is it really that you say, I don’t have to try it one 
before or I am really an online shopper? 
3a: For me it’s kind of the last step. 
3c: I would say I would online buy it online if I couldn’t get it in the store in my vicinity. 
Because I would rather support local shop owners (3b agrees) and to order something that I 
cannot get hold on.  
M: It’s the same for you, 3a? 
3a: Yes, because I want to try, too. And sometime if you see something online and after it 
doesn’t fit you. If you just go normal shopping, you just try it and will look around other 
shops and maybe come again. (all agree) You cannot do it online.  
3c: It’s part of the experience (all agree) 
3b: I had it now also with the bikinis. Because I didn’t find them in the shop. But then I had to 
order it in two sizes and in the end I did not keep it. I also feel bad to return it then. Also, we 
know all about sustainability and the environment. (all laugh) It feels also bad to order and do 
all the process and then in the end you don’t take it... 
3a: You lose time... 
3b: …and in the shop you decide earlier. No, I will leave it here and go. But... 
 
 
X. End 

 
M: Great, is there anything you want to add or we missed? Or you feel like you want to say 
your opinion about regarding fashion online shopping? 
3a: For me it’s fine. 
M: Ok, then I thank you for participating. Your opinion will be valuable asset for our studies. 
We hope you enjoyed it as well a bit. Now, please fill in your personal details on the back of 
the paper. 
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Appendix 4d: Transcription Focus group 4 
 
M = Moderator 
4a, 4b, 4c = Participants 
 

I. Introduction  
 
M: First I would like everyone to introduce yourself just with the name and tell us about your 
last fashion purchase you made online.  
(all: ‘Ohhh’) 
4a: I am 4a. I think my last purchase may have been those (pointing to her shoes) that I am 
actually started to wear and I have been looking for especially for this color in sneakers and I 
couldn't find them and all the sudden I found them during the winter because they're not really 
winter shoes on sale and I was super happy so I purchased them maybe 3 months ahead and I 
started to use them now.  
M: Where did you purchase them? 
4a: I think nike.com.  
4b: I'm like yeah I don’t remember but yeah my name is 4b and I purchased a jumpsuit I think 
at Gina Tricot ehhm and that's like 4 months ago or something that I needed to have for a 
special occasion from the beginning but now a nice thing to wear sometimes.  
4c: I'm 4c and I just had a tough time remembering what I actually bought online. But I'm 
wearing it today and it's these jeans from Weekday and I ordered it around Christmas or 
before Christmas on weekday.com and yeah I'm not really happy with the purchase but yeah 
because the fit is a little bit loose with, so that was my last purchase.  
 

II. Customer data 
 
M: Okay so yeah I mean as you all purchased there you probably left some data there of 
course that they can ship it and other information so what comes to your mind when you think 
of customer data? What are your thoughts? Just feel free to come up! 
4c: Online or? 
M: Yeah if you use it online or for fashion online shops? 
4a: My dad says that Google is the devil  
(all laugh)  
4a: Because like cookies and stuff, they always track whatever you do and they know 
everything about you; I don’t know what I mean when I say they but this is more his opinion 
but this is what I come to think about when I say it. So I guess some people find it terrifying 
but I haven't thought about it that much. I think it's good to have my like everything 
customized to me I actually like that the advertisement is directed to me so I don’t have to see 
boring stuff but maybe in 20 years I gonna have to eat my warriors because I somehow .... not 
being that good.  
4b: I think like when you talk about that I think it's good in that way as well and I liked it but 
the thing that can make me feel like annoying by it is when you're looking at something that 
you actually didn't really want but you checked it out very quickly and it starts to have like the 
cookies and it actually comes up all the time and it's like: ‘Ohhhhhh, I'm not interested in 
this!’ but yeah.... but that's like the way it is. 
4c: Agrees 
4b: Ehhm, but when it comes to this I don’t know it's like.... I guess…I'm a little bit....my 
parents have always talked about the information that you hand out that should be careful with 
and I guess I'm a little bit like that as well like how much can you actually trust it. And I 
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usually think about that what do I actually want to give this companies or like who are going 
to see it because you never know where it's gonna end up even if they say it's protected in that 
way.  
(others agree) 
4c: Mhhhhh......I have....two opinions...like on the one hand I don’t really care anymore 
because I know how they collect and what they collect because I worked in e-commerce, but 
then it bothers me like you say (to 4b ) because you can track everything and you see 
everything, you see far more what a normal customer thinks but when I just think of what I'm 
purchasing, I'm okay with handing out my data because it's mainly or mostly like superficial, 
just e-mail and address and maybe some add-ons but yeah I don’t know. But Problem is with 
because whatever they do with it they probably would find out or anyways. By just googling 
my name or.... 
4a: I can just think of one very embarrassing thing that can happen when if you're googling 
something for example I haven't done it yet in my life. 
(4b laughs) 
4a: I haven't googled sex toys for example but if I would do it once and then I go to Facebook 
and I have someone next to me I'm gonna get like advertisement for sex toys.  
(4c agrees) 
4a: And they are going to know what I've been doing. So I would be careful when doing those 
stuff. 
4c: Or you remember with the YouTube video, with the commercial with the pregnancy thing 
and you're like what did she google that the commercial pops up. 
4a: Yeah exactly. 
4c: So yeah but well. 
 
III. Fashion online shop categories  

 
M: Yeah good, thanks for that. So now I have papers for you and you please just quickly 
write down. We have 3 categories and it says first of all your favorite fashion online shop, 
then a bad shopping experience and now we're talking about a fashion online shop where you 
bought already and the last one is a desired shop. But desired not in the sense that you can't 
reach it but in the sense like yeah I might be interested in that but I haven't bought there yet. 
So please just name one per category.  
4c: But should it be just an online store or is it possible for example when you say Zara? 
M: Any definition you take is fine with us. 
4b: Like bad shopping experience is it just like that they are acting bad like the company or 
the product is bad or something like? 
M: Negative connections you have with it, no matter in which sense.  
4b: Okay.  
4c: Just names are enough right? 
M: Yes! 
4a: But I can't remember what's it called.... You gonna hate my answers.  
(others laugh) 
M: Okay, everyone ready?  
(all agree) 
M: Is there anyone who wants to start to present so basically tell us more about you as a 
fashion consumer and include the brands you named? Feel free! 
4c: I can start. So my favorite fashion online store is Asos. Just because in the very beginning 
I had a very good experience with them because I ordered a leather pants, it was not a real 
leather pants, but the zipper was not working so they sent me a new one and said I can just 



 

LX 

throw the old one away and something with the fit but at the end I had three of those pants 
and I could keep all of them. And that was actually good and bad like I enjoyed this because 
they didn't care and I gave one to my friend and the other one I was wearing for winter with 
tights underneath because it was a size too big so I enjoyed this and after this I always bought 
what I want....because the customer service was very good because they reacting within a 
day....then bad shopping experience with a fashion online shop I named H&M just because I 
still order, so it doesn't really affect my behavior but ehhm I don’t like how they wrap the 
articles so when you get the things like everything is wrapped like two times oh it's super 
annoying because it's a lot of waste and ehhm I really try to remember but I always have 
problems with returning: And it has something to do with my billing option....if it's crucial I 
can think about this....I can't let you know why....because I asked my mum because she knows 
I guess...desired online store I said My Theresa. I never bought t my Theresa but I have their 
newsletters and I actually like how they present their products and ehhm if I earn money 
where I can buy there I would definitely buy something but right now it's too expensive.  
4a: I don’t have a favorite shop. I always order from different stores let's say. And my bad 
shopping experience is when I ordered a dress from Miss Guided I remember now. Two 
months in advance for New Year's Eve and then I wore it for New Year's Eve and 15 minutes 
before I left the zipper broke so that was awful but I got to return it and I got my money back 
and I got a 15% discount on the next purchase, which I didn't do. And I don’t know but 
maybe desired fashion online shop Topshop would be my next I don’t know.  
M: Is there a special reason? 
4a: I always try new ones and I just remembered I haven't tried this but I like the shop and I 
like those stuff since I don’t have it near me I can come and order something there.  
4b: Interesting. Well I'm not the best online shopper in the way that usually when I get stuff 
I'm too tall or something like that so usually have to send things back so I kind of stopped 
doing the online shopping thing....ehhm but I don’t know if it's my favorite shop as a fashion 
online shop but I in the way that you can actually know the sizes when you go to Gina Tricot 
when you go to the store and stuff like that it makes it easier to know that okay this is the type 
of size I need if I buy something because they know how the clothes are eeeehm so I think 
therefore I would say them at the moment ehhhhmm I had a bad shopping experience with 
Zalando in the way that the dress that I bought first it didn't look as it was supposed to when 
you did get it but that's usually sometimes happens but I liked it but it just like broke the 
whole thing or like a part of it and I remember that I contacted them and they were like: 
'Whaaaat this is nothing we can do anything about!', which was very...because I had a lot of 
friends who had good experience with them which was surprising as well but yeah so nothing 
happened there so that was like yeahh not that interesting. And when it comes to desired 
fashion online shop I actually don’t know because of like I said I don’t order that much 
because of the size issue and stuff like that but I'm like a middle size so that's usually I need to 
order two of everything if I'm gonna try it so yeah, I'm not the best customer when it comes 
this.  
(others laugh)  
 
IV. Privacy & Law  

 
M: Okay perfect, thank you so far for this. But now first of all, I mean another bad experience 
or trust issue as you already mentioned in the beginning most of you that they gather a lot of 
data but you don’t really know what kind of data or you're maybe even also afraid because 
you maybe you don’t know. But do you know anything about the privacy and data 
regulations? Do you read them? Or do you really know what they are saying? Or what your 
rights really are? 
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4a: I have no idea. I never read them. 
4b: I usually accept the terms and conditions  
4a: Close my eyes and accept.  
(others agree)  
4b: Exactly and hope this is gonna work out.  
 
V. EU-law 2018 

 
M: Okay, because we will have a new law within the EU from 2018 on which basically says 
or gives you the right that you first of all request access to the data the companies store from 
you, you can also update them or change them and you can also remove them. So basically 
now I would like to know now that you know that you have the chance, how does that make 
you feel? What does it evoke? 
4a: Feels like I need to be super involved in this. And I don’t feel like I have the interest in it 
at all.  
M: So you wouldn't do it for example? 
4a: As I feel now I don’t feel like I would do it, no. I might see the pros of it when people tell 
me when they tried and stuff like that but for now, no, sounds exhausting. 
4c: But it still refers to fashion online stores? 
M: It will apply for any kind of store but we focus on fashion online shops, yeah.  
4c: I don’t think it really affects me in any way. because I probably just okay sounds stupid 
but ......with it because they still collect it and you probably still see it or the people who 
actually look into this are actually still seeing it okay yes I can change it okay good maybe it 
gives a feeling of security a little or control not security but control.  
M: Okay 
4c: I mean for now, who knows.  
4b: Yeah I in this point I think that I agree with you that it wouldn't matter that much as long 
as it's not like I don’t know 
4c: Yeah. 
4a: It's true. 
4b: Because that is like that no one can actually like for in the way of using in that way it's 
only me giving something to someone else that they can use in a way. So yeah I agree. 
(others agree)  
 
VI. Different kinds of information 

 
M: But if you look down or look back to your sheets or the brands you wrote down. Would 
that change anything? Or is there a shop where you would say I would delete maybe stuff at 
the brand I had bad experience already with or I would maybe offer more information to my 
favorite fashion online shop? Does that affect it in any way?  
4b: It would probably effect in the way that if it is a good online shop that it helps you to get a 
better purchase and somehow I will be able or like willing to give them more but I don’t think 
I would care if I had a bad experience with a company, I wouldn't take it away. I would still 
have it there but I maybe not answer questions for them or help them further I guess.  
(4c agrees) 
M: Can you explain why you would do that? Or would not take it away?  
4b: ... because (thinks) it takes time.... No, I don’t know. Somehow it’s not ... worth it. It’s 
going to be there ... but yeah, then it’s like .... It doesn’t bother me to maybe have it there. But 
I don’t need to give them more in that way (4a moans in agreement). But I guess it’s just ... as 
less time I spend at that brand, the better (M. agrees) 
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4c: When I think ... like future-wise... than ... like.... when this history we were currently 
writing about in our thesis. Up to right now I think I don’t think I would use it because the 
data I am giving away or the data they are pursuing isn’t anything too bad. But I think in the 
future... cause at the business model and the e-commerce business... is probably turning. So, 
it’s going to more individualized and more private, maybe than I would use it.  
M: Okay.... 
4c: But that’s ... a future thing.  
4a: Ja, ja ...(agreeing). I actually ... I think I have .... a problem ... grasping what this is? What 
are you changing? What is it that you can do exactly? ...I know you told me but ... 
M: You could e.g. say: They know about your email address or maybe other information. If 
we turn to this one e.g. we put up other categories e.g. your purchase history and if they 
maybe for some reason have information about your personal agenda because they gathered it 
through Facebook events or things you attended....  
All: Aha! (agreeing and understanding) 
M: .... So, they know a bit about you. Or e.g. on the other hand of course, if you would give 
them information, as you said 4b, it is most of the time you are too tall for the stuff. But if you 
e.g. provide them with your body measurements. (4b agreeing) Maybe that’s kind of 
something something sensitive for you but in return you could maybe use the online shops 
better because they know about it and they could (4b agreeing) or you better known than what 
according to your bod measurements would fit or not fit. Another thing is allergies e.g. if 
someone can’t stand cotton or something else. That’s also information you give away that 
might sound super sensitive too you but help you in away and protect you from getting offers 
of a really nice dress but then you realize it’s cotton (4b agreeing). I am allergic, I can’t use it. 
Then you are maybe even more disappointed as if you wouldn’t get it straight away. So, that’s 
the thing. But on the other hand it’s also a question: Is it too sensitive or does it help me 
more? 
4a: (moans and thinks) .... in that case.... in my case it would be .... I would only erase my 
email from .... places I wouldn’t want to buy because I don’t want their ads, I don’t want their 
commercials. (M. agreeing) But I .... if I somehow feel that I need something from there, I 
appreciate that they have the information .... but then I don’t need to see size XL of that dress 
and that makes me want to buy it and then they don’t have stuff in my size for me. They could 
have that but I don’t want that advertisement from them. 
M: Okay .... Although you know that ads e.g. would make your ...... things they offer more 
sharp. Basically, you want to determine .... when you want to buy something you will just 
check it. But you just don’t want them to give you advice? 
4a: When I ask for it.... when I go to the website then I want advice. (M. Okay) But I don’t 
want an email about it. So, I feel the urge to shop when I was not looking for anything. 
 
4b :(laughs) .... to safe your money? 
4a: (laughs) .... Yes, also. 
M: How do the others feel about it? 
4c: Right now .... I don’t have a problem with it because I think everything is super 
transparent and I don’t know how to say it. but also society is super transparent and super 
open. Just as an example, when I talked to my mom and I tell you her what we (looks at the 
others) are talking about. She is like: Really, you talk about topics like that I never talked 
about that with my friends .... or still don’t. So, I think we are more open .... (4a agree) and 
everything. So I think consumers and I are more open to.... give away.  
4a: Oh, you mean like personal matters?  
4c: Yes.... so if they would know I would have an allergy. Yes. (dismissive gesture) good. 
4a: Yes, that’s true we are really open about that.  
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4b: Yes, true. Especially compare to other like generations. 
4c: Yes, we talk about so many more open up. 
M: But do you mean just among your friends .... or also within the interaction with brands or 
companies. 
4c: No, with brands and companies actually not. That would be interesting.... I am not really 
interacting. 
4b: No, I would be saying that it brings that with us that we are more open to hand out 
information about (4c agree) us than the older generation.  
4c: Exactly! 
4b: .... when it comes to everything, both private life and how we receive.... and I think we 
have a lot of opinions in a way that other generations don’t have. I would say (4c agrees) .... 
sometimes.  
4a: It’s actually funny. When you work in a shop in Sweden, you often ask your customer: 
Can I have your personal number? And as you know we have the 4last numbers in Sweden. 
And they are anonymous often and older generations are always like: Why should you have 
this? (4c agrees) Yes, because of our customer club things and if you want your points you 
have to give it and they are this is personal information. (4b agrees) And then I say, I can find 
in like one minute if you just give it to me. They are not that anonymous before and for them 
it’s like: That’s my identity! If you have that you can reach everything about me. They think 
the Internet can do whatever to me.... 
4b: Yeah, that’s the thing in Sweden with the four digits. Because your parents always 
warned you when you were kid, like never ever mention the last 4 numbers. .... 
4a: Yes, but I could write it on the wall. what could happen? 
4b: Yes, because yes. I don’t know. That’s somehow.  
4c: But this is something I find super weird with Sweden.... 
4b: Aha .... 
4c: Because you can type in the personal number and you get ....  
4a: All the information. Before you even .... 
4c: Everything. And than like I think that was scary for me in the beginning but then I don’t 
know. It doesn’t do anything to me. 
4a: Than you know it’s at least good for stalking.  
4b: (laughs) Somehow we are really open with that.  
4c: Exactly.  
4b: .... because we want everybody to feel safe in their environment. You shouldn’t feel like I 
couldn’t hand out this information. Because we are a good country and you should have.... 
4a: But it’s super easy to hack someone’s identity with this numbers.... 
4b: (loud agreement) Of course! 
4a: .... but we give them out anyway. Because .... 
4b: .... Anyone could find.... 
4a: .... them if they want to. Just google it! 
4c: .... And that is exactly the same. 
4b: And I mean they hand out that (convinced), so we should be able to accept to hand out  
4a: But that makes the difference between older generations and younger. (4b agrees) You see 
it when you work in a shop, either they don’t want to give it to you or younger just say: Ja .... 
4b: (agrees) So, I think the younger people who shop online will be more willing to actually 
tell .... what they are probably like .... yes.... their information. (4a and 4c agrees) 
4a: I think that were at least the experience of mine.  
M: Thank you so far! Now I would like you to fill out the sheet we prepared stating different 
kinds of information according to which of these you would share with your favorite, bad 
experience and desired fashion online shop.  
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M: All ready? Great! 
 
VII. Benefits 
M: 4a, as you e. g. said I don’t want to give away or delete my email address. If you would 
get a benefit, it could be e.g. monetary benefit, incl. gift cards, discounts or whatever. Or a 
service benefit, e.g. they offer other services.... not straight away because they have you email 
address now. But those kid of benefits, either monetary, service-oriented, the club 
membership as e.g. with H&M, would that change the way you give away information? Or 
would you say, okay, if I know I would get a 100 SEK discount, I would keep the email 
address? Or would it also be dependent on the brand again e.g. with the bad brand shopping 
experience? 
4a: I would say for the brand that I am still interested in, ...... I’m going to use in the last year 
or something. I would say those actually. If I actually had the energy to carry it all. I would 
probably do nothing and when I see my inbox is full I would just go: No, No, No, No..... (all 
laugh). Except for the 4 brands that I like.... sort of. 
M: And 4b Do you prefer some kind of benefit? 
4a: Discounts! 
M: Would you say it depends? Or is it straight away discounts? 
4c: Monetary! 
4b: (thinks) .... I would say it depends. Because the monetary benefit is kind of tricky in the 
way that you buy something that you were not supposed to buy (4c laughs and 4a agrees). 
(laughs) It’s the thing, when you get a discount it’s like oh maybe I just .... 
4c: .... (laughs) I need this now! 
4b: .... It’s like ‘Oh my god, look what they have.’ And then it’s like: ‘Oh, now I can buy it 
because I have a discount’ but I would probably not go online. So it’s a benefit for the 
company maybe .... but maybe not a benefit for me in that way. Because I might buy a 
product whether I like it or not.... Instead of like actually buying something that I really really 
like. Ehhm .... but .... I guess that’s the most common thing and I would say that most of all 
companies in Sweden are doing that .... giving a discount if you are a member or not because 
they need customers. But I think it would be nice to get a club membership if you could get 
invitation for events, pre-sales or something like that. Because that is actually something that 
.... You are more special; I would say... than the monetary. Because it’s like for me a 
desperate way for companies to actually catch the consumer to buy something. While the 
other is more like you’re actually a little bit special ... so you can come here. I would say but 
yes. 
4c: I think .... when you go to their online store for the first time, after a while and 
immediately that little window pops up where you could be like ... Get 15% off and enter your 
email. That’s super annoying because I prefer having this one after a while when I was 
looking through it, so I actually know what they have. Because I always say no because I 
obviously don’t know what they have. At another online store - but then I would still use it... 
so discount, Yes. Club member I actually agree with you. But then e.g. the club membership 
with H&M I find annoying with the event invitation. Because I feel like you never can enter 
because there are so many people. Because that is actually a con because you are like one of a 
million.  
4b: Oh, yes! 
M: Because than you don’t feel special anymore.  
4c: So yes, (laughing - Wants to feel special). Because there was a Balmain thing, where you 
could win a trip to NY (sighs) but of course you don’t get this ... It’s like thouuu ... millions.  
4b: I am not a member of the H&M Club, which is .... (thinks) weird. 
4a: But it expires if you don’t shop a lot. 
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4b: Aha okay (surprised -negative). But I have never been either.  
4c: And it’s just national-wise, which I find super annoying 
4a: Yeah, that is so stupid. (4b agree) 
4c: They are globalized and then. 
4a: And you cannot return stuff that you bought in Sweden or Finland or whatever. 
4c: Exactly, and the points are only valid in Germany, when you ordered in Germany and you 
can’t use them in Sweden e.g. 
4b: Oh (astonished)... really? 
4a: And you cannot use your personal number and you need a stupid card.... 
4c: And then you can’t find it.  
4b: So I am definitely not a member of H&M ... at least I learned something today. 
4a: And then when you want to use your discount you have to have the card again.... 
4c: (annoyed) Exactly ...! 
4a: And the cashier is like ‘But how do I get this? ‘. And I am like ‘Because I am member but 
I did not bring my card! ` and then I have to come back.  
M: And they don’t get it with your name or any other information? 
4a: (annoyed) No, they refuse! (4c agrees) 
M: Please state the kind of benefits you would prefer on the paper we provided quickly. 
 

VIII. Not part of the game  
 
M: Okay, ... yes, my last question would be ... It’s actually a quote: Those who do not share 
their data are not part of the game. Or 4b as you said you would be interested in a club 
membership because then your kind of feel special. So now it’s the question: How would you 
feel about brands that might shut you out because you don’t reveal too much about yourself? 
Because somehow now it feels like companies are gathering and gathering data and that 
seems to be the only thing they are interested in. Because they can give you customized 
advertisements or really want you to be or feel special. Is there something you would say e.g. 
it’s information that is over the line, something you would not reveal because than I don’t 
even care if I am part of this game anymore? Or would you keep revealing data in order to be 
on the top of being informed or going with the trend? 
4c: I don’t know if I get it right now....  
4a: I don’t really think that there is something that is too personal for me 
4b: No, not when it comes to sizes and measurements but .... 
4a: The salary for example ... But do I actually care if they find out? 
4b: But that you can actually find out in Sweden as well ... (All laugh) 
4a: Yeah, exactly what would be too personal 
4b: Maybe I would not like to give that out it the way that ... I would say that people have that 
as an argument that people don’t have anything to do with that. Why would a company 
actually care in the same time, when it’s like: Well everybody can find it? But, what would be 
the reason for having it ... would it be that well, they can actually see how I could actually 
purchase during a month? Or more special prices... In a way that I can actually see ... oh this 
better. But why would I actually hand out my salary? 
4c: (moans and thinks) Well, but honestly when I think and look back.... maybe that is a bit 
sensitive ... but just a bit because in Germany there is a company and you can be part in their 
CRM program and they ask you to fill out a form. One question is about the income ... like 
500- 1000 Euros. And I as a student, had of course to cross the lowest and of course you don’t 
get the dispo on your card. But of course my mom she gets a higher credit allowance than me 
on this card in this program. So, you feel like (ashamed) ... Okay....  
4a: Sometimes it’s a bit embarrassing. (4c agrees) I have this SAS card, in Sweden .... 
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4b: Oh, yes! 
4a: And it’s like a certain color depending on how much you spend and how much travelled. 
And I don’t want to show it because than (ashamed) it’s super obvious.  
4b: (laughs) It’s like ... ha-ha ... I am going to use it when it comes to travelling ... ha-ha 
4a: Like when it’s super obvious which status you have in their company you don’t want to 
flaunt it. Like you only get out of it ...  
M: But is it more because you feel embarrassed? Or because you just... 
4a: Yes, it’s sort of an embarrassment 
M: Is it the same feeling for you? 
4b: (thinks) ... I don’t think so. Because I don’t care so much about what people think about 
me ... as long as they like me (laughs) 
(all laugh) 
4b: ... It’s like... I would say no ... the salary thing is a bitter issue than for me... that you 
actually give out stuff like that. That is somehow private ... I mean at the same time it’s not. 
But I don’t know if it got anything to do with the Swedish culture because this is something 
you are not supposed to ask people.  
M: Okay  
4b: In other countries they might be more open actually. But here it’s like a thing you don’t 
talk about ... the same thing that you don’t talk about in politics in a way that you have a lot of 
opinions. Even with people whom you are close with. No, not in a way like that. 
4a: The thing is with my friends I always talk about, I only have this certain amount left on 
my bank account but ... 
4b: No, that’s true. I do the same.... 
4a: But that’s maybe because we have the same income from the start. 
4b: Exactly, but that’s maybe not the case in the future.  
4c: Exactly.  
M: And it’s again maybe to your friends and not to companies? 
4b: Exactly and I don’t really know why... 
4c: I don’t know. But when you said maybe they would exclude you maybe.... 
4b: Better not ...(laugh) 
M: Maybe because you are not interesting enough for them anymore... because there are 
people who reveal more... and the more information they have the more attractive the 
customer is to them 
4c: But you know I have issues with that because I think how can you as a customer be not 
interesting for companies. And if that’s the case than they don’t pursue you even more that 
you give out because they don’t want to lose you as a customer. And if they really want to 
lose you ... 
4a: Then they are really weird. 
4c: I don’t know if they would really exclude or if they really just try many ways 
4a: Because than they maybe don’t care about you ... 
M: Or spend less attention on you. 
4b: Yes, maybe ... 
M: Exclude is maybe too hard. 
4b: Because it costs money and like ... to care about someone who doesn't purchase ... 
4c: But then maybe I would lose interest. 
4b: Because that’s not a company ... But the warehouse NK in Göteborg and Stockholm. 
They did that and if you did not purchase for more like 10.000 SEK. (s. agree) you were not 
allowed to be member, if you purchase for that amount during a year. They just took your 
card away.... so you could buy for a new membership. But if we see that you are not a good 
enough customer we don’t accept that. 
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4a: So does H&M. But at H&M you can still be a part ... if you pay a fee. (4b surprised or 
astonished even) So it's the same... 
4c: I didn’t know that 
4a: Yes, it is. But I think most people just buy enough. It like 2000 a year or something. And I 
usually buy ... I got it back a few days ago and it said something that I bought last year 4400 
maybe and then I received 50 SEK (faked excitement) 
(all laugh) 
4b: That’s nothing. 
4a: Ha-ha... Happy face. 
4c laughing 
4a: But actually when I buy a mascara I am actually going to H&M out of the fear to pay the 
fee.  
4c: (astonished) Oh really 
4a: Sometimes no, it’s not really a fear. I just go there so I reach my .... 
4b: That’s interesting. I prefer H&M too. But for another reason. 
4a: If I have different choices, I go to H&M. 
4c: I didn’t even know that. The good thing is that I did not even put on my membership. This 
would be a reason for me to drop out. 
 
IX. End 

 
M: Okay, is there anything we did not cover and you would like to express? 
All: NO 
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Appendix 5: Transcript summaries on focus group level 
 

Results Analysis Quotes

Introduction Some had a hard time remembering
Maybe it´s too long ago (e.g. last purchase around 
christmas)

Customer 
data

Swedish personal number let´s them forget that 
they give away their data 
- Ask themselves, how do they know that? 

Prefer other payment methods than Credit card
- Mostly no choice to use another payment method

Concern: Companies share personal information 
with other companies

When it´s online its not private anymore

Require the option to decide how much information 
is revealed
- Some data is too personal for first time purchases

Terrifying feeling to that 
They require an explanation

Alternative payment methods: 
- Feel more secure 
- Feel like they have a better overview (not on credit)

Feel at the mercy of the company -- Have no choice 
and control over how much data to give away 

- Considered to be too personal 
- Depends on the purchase history with the particular 
shop 

"Anyone can access 
my info" (1b)

"You at least want the 
option of how much 
information can they 
get" (1b)

Fashion 
Online shop 
category

Hard to identify categories 

Shop other items online rather than fashion

Shop at smaller or local shops:
-  Support smaller sellers e.g. at Etsy

Sizing issue
- Trying on in store
- Ordering multiple sizes 

Reasons for favorite:
- Quality
- Product
- Wide assortment
- Service (Consumer oriented delivery)
- Free returns and delivery
- Personal experience
- For unique products (because physical stores 
offering this disappear)
– Products not available in your country

Reason for bad experience:
- wrong product description
- free shipping ≠ free return 

Reasons for Desired
- Shop based on recommendation of friends
- Fast delivery
- Product
Barriers: 
- Financial
- Sizing

Bad experience: 
It was her fault but no cooperative reaction from the 
online shop

Others opinions play a role although she had a bad 
experience herself

"I didn´t appreciate it 
.. It was just too 
complicated, like as a 
customer you don´t 
want to have to call 
and email and do all 
the different rounds. 
You just want to have 
it simple!" (1b)

Privacy and 
Law

Don´t take the time to read

Boring text and incomprehensible text

Scared by cookie commercials on Facebook

feels ashamed but don´t do anything about it

don´t understand toc

scared by Facebook retargeting --> no control

"Those cookies are 
insane" (1a)

Focus Group 1
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EU Law

Would make use of the right to delete
- Especially for shops they won´t use in the future

The knowledge /power to remove information is 
perceived as positive (1b)

Conversation turns to personalized advertising and 
how it can go wrong 
- Product in the ad was already purchased
- Facebook retargeting
- Not everything they looked at is something they 
want to buy (e.g. Browsing for a friend)

Different 
kinds of 
information

Participant 1a:
- Doesn´t understand the use of this particular 
information for companies
- Location is considered ok if it is on country or 
city level and used for shipping cost calculation 
(Compares shipping costs and stock for her home 
and study location)
- Saves credit card details in the online shop
- Dismissive comment and grotesque examples 
regarding others concerns about data enclose in e-
commerce

Participants 1b:
- Body measurements not sensitive for her but 
states that it could be the case for others 
- No perceived protection online
- Credit card too sensitive (contrary in 
questionnaire)
- More scared to give information to social media 
than companies ( Thinks companies have more 
rules than e.g. Facebook)
- Religion and Nationality is regarded as sensitive 
subject for others (Gives bad vibes)
- Martial status is regarded as sensitive and 
perceived to be annoying when asked for

Participant 1c:
- Salary is sensitive - doesn´t understand reason

Distinction between social media and companies 
regarding data handling

Asks for an explanation of how the information is used 
and what it is needed for

Ease of use is more important than her data security 
(credit card details saved)

Credit card details 
-No consensus between 1a and 1b
Nationality, religion, martial status - sensitive and 
annoying
Salary: 
- Not shared (For 1c it is too sensitive, doesn´t 
understand the underlying reason)

Questionnaire: 
- Mostly information are shared with favorite and 
desire one not with bad experience 

Not shared:
- Salary (1a,1c)
- Religion (all)
- Nationality (1a,1c)
-1b shares more with favorite. and desired

"Nobody will 
blackmail me with my 
heights" (1b)

"I really don´t feel 
protected in any 
online store " (1b)

"Why would you care 
about this?" (1a)

"I mean everyone 
wants to say they 
don´t want their 
credit card details 
online but come on we 
all clicked that 
buttoon saying 
`remember my info`" 
(1a)

"What do you do? 
Find my house in the 
middle of the night 
and make me order 
more clothes" (1b)

"I wouldn´t like 
companies to know 
my salary. That´s the 
only thing I really 
don´t understand 
why." (1c)
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Benefits

1b would reveal it under the following 
circumstances:
- For a certain timespan
-If online shops tell reason for usage and give 
appropriate benefit
(e.g. Wedding: Personal agenda - help (benefit) - 
only used for a specific time)

Service benefits such as back in stock information 
(email address)
- would even use it if it is an unknown shop
- again only for a certain timespan

1c is reflective on what information companies 
really ask for

Religion:
- is regarded as inappropriate 
- they demand ethics of data handling

All other candidates do not reflect on the categories 
and if they can be actually asked by companies.

1b: Service Benefit but with time limitation 

Benefit is not related to sharing but general preference

Consent.: Service (all) but does it really influence if 
they share more or less data?

"Religion - I don´t 
think that should 
matter at all."(1b)

"A web shop where I 
haven´t bought 
anything yet {..} I 
would be okay giving 
my email (for back in 
stock notification)" 
(1b)

Not part of 
the game

Understands companies
- Revealing data is something you need to do in 
order to purchase 
- Names mother as an example
- Feeling of control if she can remove data but she 
doesn´t trust it!

Annoyed by creating an account
- Delete option is hard to find as well.

Asking too much information upfront
- uncomfortable and irritating
- she would not buy there if they ask too much 
upfront

Perceive that customer has influence (see quote)

GDPR will become the new normal such as terms 
and conditions

Participant 1a wants to narrow down herself
- Then fashion e-bussinesses would not need that 
much information, too

This are the rules of the game 
- Accept it or you are out!

= Those who do not reveal certain information cannot 
order and are not part of the game.

No choice: Reveal or you cannot use the service

Customer is King (general)  but customers are too 
afraid and just put up with it 
- 1b thinks if customers say No it will change 
something.

Law will not change anything

Consent: 
They want to choose for themselves!

"My mother hates 
when she cannot 
chose what to reveal .. 
than I need to order 
for her "(1b)

"I guess it´s okay to 
give my information if 
I at least know I have 
the power than to 
remove it [...] and I 
don´t even trust." (1b)

"If information is up 
there (in internet) 
once, it´s always there 
" (1b)

"and if there is 
enough people to say 
No, they have to 
listen" (1b)

"You should be able 
to choose for 
yourself" (1c)

 



 

LXXI 

Results Analysis Quotes
Introduction All remember very well

Customer 
data

Concern: companies share personal information 
with other companies

Fashion 
Online shop 
category

Hard to identify categories 

The same shop for good and bad experience

Only buys at one online shop

Reasons for favorite:
- Price
- Wide assortment
- Quick delivery

Reason for bad experience:
- No refund

Reasons for Desired
- Recommendation of friends
- Assortment but taxes are too high

Doesn´t have a desired shop in mind

Why is it the same shop for good and bad experience?
- Marketplace  with independent seller 

Recommendations are an important factor

Never ordered with bad experience shop again

Barrier when ordering from other continents (compare 
FG 3)

"In general, I would 
stick to one (Online 
shop) so far I can get 
what I more or less 
want to" (2a)

"I don´t even know if 
it still exists" (2b)

Privacy and 
Law

No knowledge about it

EU Law

Interest in it but interest does not compensate the 
effort to check personal data 
- Would not do it for every shop but would try for 
some

Law gives control and feeling of security

2a utters experience with phishing email 
- personal data was disclosed
- Feels scary and insecure

Report a general lack of transparency

Passive attitude towards data and security
- Feel powerless
- It´s no use to check it

"Sounds cool[...] I 
would check [..] I am 
way too lazy for that!" 
(2b)

"You feel more 
comfortable and safe" 
(2a)

"I think it´s good but I 
am too lazy to do 
anything and check 
the companies."(2b)

Different 
kinds of 
information

Participant 2a:
Income too personal
- Thinks, in Sweden more sensitive data is shared  
and being transparent is common in Sweden
- Assumes Swedes are more open about income 
(2b, 2c disagree - Don´t want to disclose 
everything)
Location
- Differentiation between city level (ok) and precise 
location (won´t share)

Participant 2b:
Credit card and salary
- Too sensitive
- Doesn´t understand why they would need it
Gives away data for sharper adverting
- Understands that data is needed for companies to 
customize

Participant 2c:
- Nationality and Personal Agenda
- Doesn´t understand why
- No trust in data security (Hacking, selling data)
- Gap between filling in and deleting

Reason for data collection and the use is unclear 

Location can be seen from different perspectives (City 
and address level- movement profile)

2a shares less 
- more with her favorite one

2b shares everything or nothing
-black-or-white mindset

2c shares less 
- with fav. or desire. Black or white

Not shared:
- Religion (all)
- Current location (2b , 2c; 2a only with favorite)
- Credit card details (2a, 2b)
- Salary (all)
- personal agenda + body measurement (2a, 2c)

"There is a gap 
between filling it in 
and deleting the 
data!" (2a)

Focus Group 2
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Benefits  -   -  -  

Not part of 
the game

2a doesn´t care if she is kicked out of a club
- needs no advertisements because she knows what 
she wants
- Question where the information comes from and 
blames herself

2b wants to stay in the club 
- feels triggered to buy more
- Over the line: Credit card - misuse

2c shows a black-or-white attitude
- Get used to it and accept it
- Doesn´t like it 
- Excuse: They will find out anyway

Buying more is associated with being more interesting.

Advertisements are considered unnecessary when you 
know what you want.

Knowledge but passive attitude
- Get used to it an accept it 

No consensus: 
- Get used to it and accept it
- Blame yourself where they got it from and mind 
more about data 
- Feels like starting from new. This is why she would 
consider using it

"I don´t like it .. but I 
wouldn´t do anything 
about it!" (2c)

"There are many 
things they should not 
know but they know 
either way" (2c)

"I think it´s a recent 
topic but you never 
think about it too 
much" (2a)

 



 

LXXIII 

Results Analysis Quotes

Introduction Remember purchase well

Customer 
data

Made-to-measure service:
- Reveal body measurement and get perfectly 
fitting item in return (perceived as benefit)

Reasons for Offline shopping
- Sizes and fit 
- Delivery times
- Safe payment

Trust issue
- Check for experiences and recommendations 
online (Only for smaller, unpopular or newly 
started online shops)
- Check for safe payment (e.g. PayPal, klarna, 
secure payment)

Get perfectly fitting item is seen as a benefit you get 
for you data (body measurements)

Not fully satisfied with online shopping

Big and popular brands
- more trust?
- no need to check for recommendations

Fashion 
Online shop 
category

No bad experience but refers to others, who had 
bad experience.

Doesn´t shop that much online, prefer brick-and-
mortar 
- Want to feel and see fabric

Chooses shop based on recommendations online

Not necessary to have a perfect webpage as long as 
service is great 

Reasons for favorite:
- Price
- Different brands
- Product choice
- Service
- Quick delivery

Reason for bad experience:
- Long delivery times
- No information at all

Reasons for Desired
- Variety

Barrier: 
- Location 
- Long shipping
- Taxes
- Delivery costs
- Financial

Bad experience is considered to be normal

Uncertainties about online shopping when not in their 
home country (e.g. difficulties with shipping costs and 
handling)
- Rather prefer to wait until they are back home

When they shop online it must be as convenient as 
possible

They don´t leave because of problems and difficulties 
but because they are not informed by the e-business 
(e.g. late delivery)

"I am lucky I never 
had a bad 
experience" (3b)

Privacy and 
Law

All accept TOC 

Feel comfortable with bigger online shops

If data disappears in the crowd, it is perceived as ok 
to diclose them.

EU Law
Don´t use the law (3a, 3b)
Conversation turns to credit card again
3c assumes he has the right to delete data already

Not informed 
- Assumes it already exists 
- Never made use of it but considers it to be a basic 
right.

Focus Group 3

 



 

LXXIV 

Different 
kinds of 
information

Use of information is unclear (e.g. Religion)

Positive benefit (body measurement) 
- Wants customized product choice based on size
≠ 1a (Wants different fit)

Personal agenda, health and lifestyle is considered 
private (3b)
- 3c thinks free time actives derive from purchase 
history (e.g. likes advertisements of 
complementarity products (bough tennis racket - 
ads for tennis balls) 

Understand marketing implication of religion but 
considers it as dubious (Bad feeling) 
- Perceive that they give up control over the 
information and how it can be used

No negative experience in the handling of data (If 
bad experience, it was related to the company not 
the data sharing)

Conscious data sharing (3c)
- Thinks and decides before hand
- Voluntary sharing ≠ data extraction through social 
media

Data cannot only be used for personalization but also 
for labeling of people 
- Therefore negative connotation

No consensus regarding free time activates

Participant 3a:
- Mostly black or white 
Participant 3b:
- Only share with favorite
Participant 3c:
- If he share something - he shares it with all 
companies (Black or white)

Not shared:
- Religion (3c)
- credit card details (3a,3b)
- Salary (3a,3b)
- Free time activities (3b)
- Personal agenda (3b)
- Health and lifestyle (3b)

Benefits

Benefit would not change anything

Benefit should be related to the information you 
give away (e.g. credit card - monetary benefit)

Already revealed body measurements to get a 
customized product
- Needs reason for giving away data 

Depending on situation: 
- Reveal some information for a (monetary) benefit

Off-topic:
- Sign-in with Facebook
- Doesn´t want to involve friends

No consensus on benefits

Ease of use vs. data privacy
- Log in with Facebook not tolerated 
- Hazard the consequences that they need an additional 
profile

"Right now I feel like 
if I don´t want to 
share my personal 
data e.g. salary than 
this (benefits) 
wouldn´t change 
anything" (3b)

"I don´t think I would 
just give my 
measurement to 
another company that 
does not want to 
tailor-make or 
specialize for the 
measurement I have." 
(3c)

"Sometimes it´s about 
your friends too and I 
don´t know if my 
friends want it or not. 
This is why I don´t do 
it!" (3a)
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Not part of 
the game

Over the line
Participant 3a:
Text message advertising 
- Considered too personal
- A different use of the phone number was 
communicated 
- Precise location was shared but not asked for
- Scared about the use

Participant 3b:
Being not asked about it is a no-go
- Doesn´t mind to be not part of the game anymore

Participant 3c:
Trade-off between. being spammed 
- Positive feelings = being noticed
- Too much advertising and discounts
- Makes use of the discounts but wonder if 
somebody would pay full price

Different shopping purposes require more or less 
information

Off-Topic:
Customization gone wrong (already purchased)

Over the line
Participant 3a:
- Text message isover the line but email not (Doesn´t it 
pop up the same way on a smart phone?)
- Misuse of the phone number (It was collected for 
another reason e.g. invitations to events)
- What does sharing this information include?
- No or wrong clarification about the use
Demand ethical data handling

Different shopping moods
Participant 3b:
- Asking makes a difference  (Reaction to it)
- Amount of advertising depends on how intense you 
shop online

Participant 3c:
- Thin line between creepy and nice
- Blame themselves for giving away data but still 
expect companies to know how to behave 

Consensus:
- No text message advertisements because it invades 
privacy
- Asking and clarification of data use is considered 
important
- Not knowing makes them insecure and scary and 
leads to them not wanting to share
- Online shop is the last step -  only buy when not 
available in store

"Does anyone pay full 
price at this brand?" 
(3c)

"I share my mobile 
phone number but not 
my location with 
them"
(3a)

"They also did not ask 
you" (3b)

"An email is fine but a 
text message seems to 
personal" (3c)
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Results Analysis quotes

Introduction
Hard time to remember last fashion online purchase
- Different reasons to order online

Last purchase was long ago (ca. 3-5 month ago)
Different reasons for shopping online 
- Off-season item
- Special occasion
- No local availability

Customer 
data

Referring to other people and their opinion 
(parents/ older people)
- Naming concerned or negative opinions

Own opinion
- Not afraid of giving away data 
- Insecurity regarding long term consequences
- Don´t care 
- Insights in what online shops can collect 
(participants has experience in e-commerce)
- Do not know where data ends up 

Favor customized advertisements
- Careful when it comes to sensitive search terms 
- Fear social defamation through e.g. Facebook 
commercials
- Customization gone wrong (Already purchased 
the product they are prizing)

Trust issue

Why do they talk about other peoples opinion? (e.g 
parents)
- Not informed about customer data -
- Not reflecting and building own opinion

- Not terrified but think about future consequences
                                                                                                                                                                                                                                                                
Not feeling protected online
- Lack of control e.g. facebook ads
- Feel like internet has the power to expose you, which 
can  result in social defamation
- Feel at the mercy of the internet
                                                                                                                                                                                                                                                               
No power and no control
- Tolerating it
                                                                                                                                                                                                                                                               
Customization does not work
- Negative association by the customer

"My dad says that 
Google is the devil" 
(4a)

"So I guess some 
people find it 
terrifying but I 
haven't thought about 
it that much." (4a)

“... but that´s the way 
it is“ (4b)

" because you never 
know where it's going 
to end up even if they 
say it's protected in 
that way. "(4b)

Fashion 
Online shop 
category

Participant 4a:
Switches online shops a lot (likes to try new ones)

Participant 4b:
- Not shops online that much because of size issue 
(made her stop online shopping)
- Accepts that she cannot shop online because of 
the size issue 

Reasons for Favorite:
- Good service
- Can try it in the store

Reason for bad experience:
- Problems with returning item but still orders 
- Product quality
- Service
- Product did not suit the expectations

Reasons for Desired
- Product 
- Product presentation
- Not locally available 

Barrier: 
- Financial

No loyal customer (4a)

Bad experience but still orders (4c)
- Brand still keeps her interest
- Experience did not scare her away

Bad experience:
- Product seems more important than service (never 
ordered again)
Desired:
-  Blames size issue on herself 
-  desire to have an online shop that offers fitting 
products

Focus Group 4
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Privacy and 
Law

No idea about law
Feel the necessity to accept terms and conditions

No choice but to not accept terms and conditions
- Otherwise no ordering possible (Not part of the 
game)

Hiding from the consequences

"I close my eyes and 
accept" (all)

EU Law

Too much effort to check all shops

Do not trust the law

Gives a feeling of control but wouldn´t affect them 

More concerned about bank details

Hides from reality? 
- Does not want to be confronted with the information 
they have

Sees bank details as separate from personal 
information 

Control over data doesn´t result in real security more 
perceived control

"Feels like I need to 
be super involved in 
this. And I don't feel 
like I have the interest 
in it at all. {...} sound 
exhausting" (4a)

Different 
kinds of 
information

Participant 4b wouldn´t delete information but does 
not want to not provide them with additional data

Consider themselves as more open as older 
generation (proves it with her mom)
- Differs open to friends but not too companies (4c)

Personal number:
- Refer to parents warnings/ concerns about last 
digits 
- Sweden should be a country where you feel safe 
to share (4b)

Distance themselves from the company they have bad 
experience with
Trust in friends but not in companies 

Sweden
- Older generations are concerned 
- Swedish society: Should feel safe to give away data 
(environment)
- Sees downside of personal number (e.g. hacking) but 
does not see it as a threat

Downplaying of threats of data sharing:
– Referring to older generations
- Exaggeration ( "You can write it on the wall")
- Identify themselves to the younger, open generation

Consent: 
- More open than older generation
Different Mindsets:
- Black white (4c) 
- Desired and favorite (4a, 4b).

Not shared: 
- Address (4a)
- Religion (4a,4c). 
- Current location (4c)
- Purchase history (4c)
- Credit card details (4a)
- Salary (4b, 4c)
- Free time (4b) 
- Personal agenda  (4b, 4c)
- Health  (4b, 4c)

“So, I think the 
younger people who 
shop online will be 
more willing to 
actually tell .what 
they think“ (4b)

“But that makes the 
difference between 
older generations and 
younger. You see it 
when you work in a 
shop, either older 
people don´t want to 
give it to you or 
younger just say Yes!" 
(4a)

Benefits

Club membership 
- Wants to feel special
- Downside: Too many members 
= Don´t feel special

- Prefers ease of use when connected to personal 
number

Discounts 
- Negative connotation 
- Considered as a benefit for the company not for 
the customer

Service fail: 
- Club membership not internationalized (Points are 
not valid in other countries)

Club memberships goal should be to make customers 
feel special but sometimes that doesn´t work. 

Ease of use vs. privacy protection 
- Connect club membership with Personal number 

Discounts are no real benefits for customers

"The monetary benefit 
is kind of tricky in the 
way that you buy 
something that you 
were not supposed to 
buy [...] So it´s a 
benefit for the 
company maybe .. but 
maybe not a benefit 
for me in that way." 
(4b)

"that is actually a con 
because you are like 
one of a million. " 
(4c)

 



 

LXXVIII 

Not part of 
the game

Cannot think of information that is too personal e. 
g. not afraid to give out income but afraid of 
consequences in terms of classification and 
labelling

Cultural influence:
Swedes don´t talk about salary or income.
- But this information can be retrieved through the 
personal number

H&M CLUB (CRM program)
- Fee or kicked out when not purchasing enough 
- Customer loyalty program and the fear to lose 
membership pursues her to purchase more or don´t 
switch to other brands (4a)
- Minimum amount scares her off and she doesn´t 
want to be part of it! (4c)

If companies are not interest, she will lose interest 
(4c)
- Thinks they want her even more if she does not 
reveal data.

Fear of being classified based on information 
- Can result in a disadvantage for the customer
- not clearly stated that your credit level will be 
decided based on that 
- Social defamation or disclosure among other

Discrepancy between personal number and 
transparency
- Cultural influence and not talking about these things

Participant 4a (H&M CLUB)
- Fear or pressure to reach minimum amount 
- Is loyal to H&M (Could also buy at Lindex  )
- It´s not the monetary benefit that motivates her to 
reach minimum 
Participant 4c would rather drop out then.

"When I buy a 
mascara I am actually 
going to H&M out of 
the fear to pay the fee. 
" (4a)

"This would be a 
reason for me to drop 
out. " (4c)
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Appendix 6: Summary focus groups according to discussion guide 
Topic/ 

Question
Focus 
group

Consent 
reached

Notes 

FG1 Yes
Differentaspects arecovered; Ranging from concerns reg. credit card dataand alternativepaying methods (1b + 1a), concerns regarding
customer data sharing among companies (1c), lack of control of personal data (all)

FG2 No Concern about data being sold to other companies (2c); Categories of customer data is named (2a)

FG3 Yes Recommendations are checked to gain trust (all), experience made-to-measure service (3c), concerns about safe payment (3a +3b)

FG4 No
Different views are presented; Referring to parents and their concerns (all); Own opinion: Not afraid (4a), unsure about long term
consequences (4a +4c), no power and no control (4c)

FG1 Yes
Hard to identify categories (all); Sizing issue (all); Favorite: Assortment, service and shipping (all) Bad experience: Wrong product
description (1a), return handling (1b); Desired: Recommendations (1b+1c) Barriers: Financial (1a +1c), sizing (1b) 

FG2 No
Hard to identify categories (all); Same shop for good and bad experience (2c), loyal to one online shop (2a) Favorite: Assortment, shipping 
(all) Bad experience: Service (2b); Desired: Recommendation (2a) Barriers: Taxes (2c)

FG3 N/A
Donot shop that much online (all); Favorite: Service (3c), product choice, delivery (3a+3b); Bad experience: Long delivery (3a), lackof
communication (3c); Desired: Product choice (3a + 3c) Barrier: Financial (3c), taxes (3b) 

FG4 No
Switching shops (4a), Size issue (4b); Favorite: Service (4c), familiar with sizing and fit (4b); Bad experience: Product quality (4a),
service (4b), return handling (4c); Desired: Local unavailability (4a), product (4c) Barrier: Financial (4c)

FG1 Yes
Refer to terms and conditions; Non-existing knowledge (all); Explanation: Not taking time to read (1c), incomprehensible (1b),
overwhelming (1a); 

FG2 Yes Do not read terms and conditions (all)

FG3 Yes Refer to terms and conditions; Accept without reading (all); More trust in well-known online shops (3c); Being one of many is okay (3b)

FG4 Yes No idea about law (all); No choice other than accepting terms of conditions (all) 

FG1 N/A
No awareness but perceived positively (1b); Shift to personalized advertising (1a +1c); Lawwill becomethe newnormal comparison to
terms and conditions (1b)

FG2 No Arouses interest (all) but too much of an effort to check = passive attitude (2b+2c); Gives control and comfort, but questions security (2a) 

FG3 No
Not interested in using the law (3a +b); Assumes this kind of law exists already (3c); Shift to credit card payment and concerns about it (3a 
+3b)

FG4 No Too much effort (4a); Mistrust in law: Perceived control but no security (4c + 4b); Shift to concerns regarding credit card payment (all) 

FG1 No
Wide range of sensitive data: Credit card details (1b+1c), salary (1a+1c), religion (all), nationality (1a+1c), marital status (1a+b); Different 
extent of willingness to share; Share more with companies than social media (1b), no insight in use (all)

FG2 No
Wide range of sensitive data: Credit card details (2a+2b), salary (all), location (2a), personal agendas(2c); Notrust in data security, e.g.
hacking (2c); Gap between giving away and deleting information (2a+2c)

FG3 No
Wide rangeof sensitive data: Credit card details (3a+3c), salary (3a+3b), religion(3c), free time, health, personal agenda (3b); Noinsight
in use of data (all); Fear of labeling based on, e.g. religion (3c); Conscious data sharing and taking consequences (3c)

FG4 No
Sensitivedata: credit card details (4a), religion(4a+4c), salary, health, personal agenda (4b+4c); More open andwilling to share data than
older generations (all),Different views on personal number: Reveals too much (4b), no consequences (4a) 

FG1 No
General acceptation; Timespan (1b), appropriate reason, e.g.wedding(1b), service benefit, e.g. back in stock(1b+1a); Reflective thought:
Do companies really ask for that? (1c)

FG2 N/A More personalized advertisements (2b); Not discussed by others

FG3 No
No effect on willingness (3b); Monetary benefit dep. on situation; No concrete example given (3a); Experience: Reveal body
measurements - benefit from made-to-measure service; Data needs to be given for a particular reason (3c)

FG4 N/A
Not discussed;Monetarybenefits has anegative connotation:Only benefit for companynot for customer (4b); Club membership:Wants
to feel special ≠ too many members (4c)

FG1 Yes
Over the line: Revealing too much information upfront (1b+1c); Stating understanding for companies requiring data (1b); Annoyedby
creating an account (1a)

FG2 No
Differing reactions: Reveal more to stay in the game (2b); Would lose interest if more data is acquired (2a);Either sharemore or lose
interest (2c)

FG3 No
Stick to pre-set tolerance limit (3b); Over the line is related to aberrant use/ misuse of shared data (all), differentexamples: Text message
advertisement (3a+3c), trade-off spamming and being noticed (3c); Emphasizing perceived difference between text message and email
advertising (3c)

FG4 No
Notolerance limit but afraidof consequences reg. classification andlabelling (4a);Tolerance limit related to culture, e.g. in Sweden salary
(4b) - contradictory to information transparency related to personal number; Loose interest if too much is data acquired (4c)

FG1 N/A Customer should choose level of customization (all); Level of customization depends on ‘shopping mood’ (1a)

FG2 --  -- 

FG3 N/A Using Facebook account to sign to other services (3a); Worry about credit card security (all)

FG4 N/A
Various off topics: Club membership: Fear to lose membership pursuing her to purchase more/ not switch brand (4a); Distinguishing
themselves from older generations: Being more open (all), having more opinion (4b)

Tolerance 
limit data 
sharing /

Concluding 
Thoughts/ 
additional 
discussion 

points

First 
thoughts 

about 
customer 

data

Favorite, 
bad 

experience 
with and 
desired 
fashion 

online shop

Knowledge 
about 

Privacy 
and Law

Awareness 
of EU data 
protection 
regulation 

(2018)

Willingness 
to share 

informatio
n based on 
different 
categories

Benefit as 
incentive to 

share 
informatio

n with 
fashion 
online 
shops
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Appendix 7: Handout results 1 
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Appendix 8: Handout results 2 
 

 
1a 1b 1c 2a 2b 2c 3a 3b 3c 4a 4b 4c

Fav. x x x x x x x x x x x
Bad. x x x x
Des. x x x x x x x x x x x
Fav. x x x x x x x x x x x x
Bad. x x x x x x x
Des. x x x x x x x x x x x x
Fav. x x x x x x x x x x
Bad. x x x
Des. x x x x x x x x x x
Fav. x x x
Bad.
Des. x x x
Fav. x x x x x x x x x
Bad. x x
Des. x x x x x x x x
Fav. x x x x x x x x x x x
Bad. x x x
Des. x x x x x x x x x
Fav. x x x x x x x
Bad. x
Des. x x x x
Fav. x x x
Bad. x
Des. x x
Fav. x x x x x x x x x x
Bad. x x x x
Des. x x x x x x x x
Fav. x x x x x x
Bad. x x
Des. x x x x x x
Fav. x x x x x x x x x x
Bad. x x x x
Des. x x x x x x x x x x
Fav. x x x x x x x x x
Bad. x x x
Des. x x x x x x x

x x x x x x x x x

x x x x x

x x x x x x

x x x x x

x x x x x x

x x x x x x x x x

x x x x

x x x x x

x x x x x

x x x x x x x

Focus Group 1 Focus Group 2 Focus Group 3 Focus Group 4

Personal 
agenda

Personalized 
communication

Customized 
product 
suggestions

Code

Adress

Email 
adress

Nationality

Religion

Size suggestions

Current 
location

Purchase 
history

Credit card 
details

Salary/ 
annual 
income

Freetime 
activities

Invitation to pre-
sales

Suitable delivery 
times

Pick- up services

Body 
measure-
ments

Health and 
Lifestyle

Discounts

Gift cards
Free delivery and 
returns

Invitation to 
special events

 
 



 

 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 
 

Visiting address: Allégatan 1 · Postal address: 501 90 Borås · Phone: 033-435 40 00 · E-mail: registrator@hb.se · Webb: www.hb.se 


