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Abstract  
 
This thesis covers a qualitative case study of corporate social responsibility work in medium-
sized fashion companies in the moderate price range. The aim of the study was to research 
the barriers and opportunities to corporate social responsibility in medium-sized fashion 
companies within the moderate price range in order to understand which aspects that are 
most important for these companies to focus on. Corporate social responsibility, shortened 
CSR, means taking environmental, social and financial responsibility for all actions of the 
company.  
 
The industry of the company as well as different company characteristics creates different 
contexts in which a company may work with CSR. The fashion value chain is a context for 
fashion companies. In order for a fashion company to be sustainable, the entire value chain 
should be considered, but it is within the upstream part of the fashion value chain that the 
most damaging processes occur and it is therefor the upstream part of the value chain that 
was focused on in this study. The size and price range of a company are characteristics that 
affects how a company may create successful CSR practices. The study also focused on the 
consumer perspective and the added value that CSR may bring.  
 
The study identified several perceived barriers and opportunities to CSR in medium-sized 
fashion companies within the moderate price range that may be important to consider in 
order creating successful CSR practices. Costs, quality assurance, communication and 
coordination where identified as important barriers. The study also identified that the added 
value of CSR to the brand and the increased consumer willingness to pay as important 
opportunities. The study found that cost-consciousness, quality assurance, communication 
and coordination and the added value perspective may be the most important aspects for 
medium-sized fashion companies in the moderate price range to focus on in the CSR work. By 
being aware of these barriers and opportunities, companies may create better CSR strategies, 
which focus on achieving the opportunities while avoiding the barriers.  
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consumer behavior, fashion consumers, medium-sized fashion companies, moderate price 
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1. Introduction 
	
The introduction presents to the reader the background, problem description, research gap, 
delimitations, purpose and research question, as well as an overview of the disposition of the 
thesis. 
 
 

1.1 Background 
The fashion industry is a rapidly changing and global industry that has large impact on both the 
environment and social issues (Caniato, et al., 2011; Moon, et. al, 2015). Today’s fashion 
consumers are becoming more aware of sustainability issues and the demand for clothes that are 
more sustainably and ethically produced has increased. The industry is often in the spotlight and it 
is important for fashion companies to meet the consumer demand by having a value chain that is 
responsible regarding both environmental and social issues (Shen, 2014).  

The fashion value chain is the chain of activities that a fashion company has to perform in order to 
deliver products to the consumers. The fashion value chain may be divided into different steps; 
research and merchandising, design, design development and style selection, marketing the 
apparel line, preproduction, sourcing, apparel production processes and quality assurance, as well 
as distribution and retailing (Burns, Bryant and Mullet, 2011). In order to create a sustainable 
fashion value chain, sustainability needs to be considered in all of the steps throughout the value 
chain (Gowerek, 2014). However, the most damaging processes take part in the upstream part of 
the value chain, where design results in production and where raw textile fiber is transformed into 
finished garments (Harrison and van Hoek, 2011).  

The challenges for fashion companies to work with sustainability needs to be regarded in the 
context of the fashion value chain, as it is within the fashion value chain the practical implications 
of the sustainability work will be visible. Some aspects of sustainability work are specific to the 
fashion industry and the sustainability work needs to be adjusted to the challenges of fashion 
companies and the fashion value chains (Burns, Bryant and Mullet, 2011). Fashion companies are 
becoming more and more globalized and outsourcing is nowadays the norm in the industry. Most 
fashion companies are focused on offering the latest trends to consumers, which causes pressure 
on lead-times, as the garments need to be fast on the market. Lead-time is defined as the time it 
takes to finish a process or operation (Harrison and van Hoek, 2011). Outsourcing and lead-
time pressure affect the ability to work with sustainability (Caniato, et al., 2011; Moon, et al., 
2015). 

The responsibility that companies are taking for environmental, social and financial sustainability 
is referred to as corporate social responsibility, shortened CSR (Choi and Li, 2015; Gowerek, 
2014; Shaw and Koumbis, 2015). The concept of CSR includes the environmental, social and 
financial aspects of sustainability. Working with these three concepts together is also referred to 
as triple bottom line, where the social, environmental and financial aspects are being considered 
equally (Elkington, 1994). Shaw and Koumbis (2015) use the term people, planet and profit to 
refer to the same concept. CSR activities may be motivated by the companies’ wish to gain value, 
either financial or intangible value such as brand image. CSR may create an added value of the 
products that may be capitalized on by the fashion companies (Michael, et al., 2015). Lee, Herold 
and Yu (2015) refer to CSR that is designed to increase profit as ”economic CSR” or ”profit-
seeking CSR”. The inverse of this is “profit-sacrificing” CSR, which is a term used for CSR work 
that does not have a profit seeking motive (Lee, Herold and Yu, 2015).  
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CSR is more common in large companies but is also becoming increasingly important to small 
and medium-sized enterprises, shortened SMEs (Russo and Perrini, 2010). Morsing and Perrini 
(2008) state that SMEs engage in CSR within a different context than large companies and that 
the conditions or context under which SMEs may engage in CSR are different as there are 
different barriers and opportunities to different kinds of companies. Different characteristics of the 
specific company should be considered when creating a CSR strategy for the company (Russo 
and Perrini, 2010), as the characteristics affect what type of strategy that would be most 
successful (Iturrioz, et al., 2009). The size of a company is one example of a characteristic that 
could possibly influence the barriers and opportunities that exist within the company, and that 
should be taken into account when creating a CSR strategy (Santos, 2011; Burns, Bryant and 
Mullet, 2011). 

According to the European Commission (2015) a company is small if the company has less than 
50 employees or a turnover or total asset value of less than 10 million euro. A company is of 
medium-size if it has less than 250 employees or a turnover less than 50 million euro or total asset 
value less than 43 million euro. The characteristics and challenges for SMEs are often clearly 
different from large companies (Russo and Perrini, 2010). Many large companies often have more 
formalized processes and structures that can decrease individual creativity and innovativeness. 
SMEs often have a more informal internal environment with simple, adaptable and flexible 
processes and structures compared to larger companies. This adaptability creates opportunities for 
SMEs to respond quickly to rapidly changing markets (Jenkins, 2006). 

Other specific characteristics of SMEs include that they are more independent, good at multi-
tasking, highly personalized, locally operated and have less liquidity (Russo and Perrini, 2010). A 
barrier for SMEs is that they are more financially restricted and more dependent on internal 
sources to be able to finance growth. Another barrier is that they are more vulnerable for potential 
economic loss (Russo and Perrini, 2010), which according to Santos (2011) is something that 
should be taken into account when working with CSR practices in these companies. SMEs 
typically have less financial resources to allocate to CSR activities compared to larger companies 
(Muthu, 2015). Further, Iturrioz, et al. (2009) explains that because of the characteristics and 
barriers within SMEs, these companies have to focus their CSR actions to the most important 
issues that may have an impact on the satisfaction of their most prioritized stakeholders.  

The price range of a company is another example of a characteristic that may affect the barriers 
and opportunities to CSR work (Santos, 2011; Burns, Bryant and Mullet, 2011). Within the 
fashion industry companies offer products within different price ranges. The price range of a 
company refers to the retail price of the company’s products. The retail price has implications on 
what margin the company may have between the cost price and the retail price (Burns, Bryant and 
Mullet, 2011).  The price range also typically affects which consumer segment that the company’s 
offer is attractive to and the amount of products they will sell. The price range affects which 
customers a company attracts and has thereby implications on the marketing strategy of the 
company (Parment, 2012).  

Fashion brands may be divided up into different price ranges such as designer, bridge, better, 
moderate and budget. Designer brands are the most luxurious brands and also the most expensive 
ones, these brands often sell small quantities of each garment. Bridge is a price range that include 
brands that are the next expensive and includes the designers’ diffusion lines. Better is a price 
range that is less expensive than bridge but more expensive than the moderate brands. Moderate 
brands are in between the better and budget segment. The least expensive brands and retail stores 
are called mass-market or budget and these brands also typically sell the largest quantity per 
product (Burns, Bryant and Mullet, 2011).  



	

	 5	

A lot of today’s fashion brands are of a moderate price range. The target consumer for these kind 
of fashion companies are mainly middle to an upper-middle income individuals, who wants to 
buy garments with higher quality from brands with a higher emotional value. (Li, Wang and 
Cassill, 2004). Fashion companies in the moderate price range are pressured in competing with 
budget competitors that offer similar garments to significantly lower prices (Tungate, 2008). 
Brands in the moderate price range also have smaller margins than luxury brands while at the 
same time usually selling smaller quantities than budget brands (Parment, 2012). As the price 
range affects the consumer segment and the marketing strategy as well as the company’s margins 
it is a characteristic that is likely to have an impact on how companies could work successfully 
with CSR.  
 

1.2 Problem description 
 
The aim of this study was to explore and understand the barriers and the opportunities of CSR 
work within fashion SMEs. These barriers and opportunities may affect how these companies 
can implement and work successfully with CSR. The barriers and opportunities may also be 
referred to as the context that these fashion SMEs adapt their CSR work to. The aim of the 
study was also to explore how the price range of the company may affect which barriers and 
opportunities companies have in terms of working successfully with CSR. 
 

1.3 Research gap 
 
The literature regarding CSR in SMEs identifies that the size of the company affects how 
CSR could be successfully implemented. It is also plausible that the price range of the 
company affects the nature of the barriers and opportunities these companies meet in the CSR 
work and that the price range therefore is a relevant factor to consider in order to create 
successful CSR work. This study focused on the existing research gap regarding the barriers 
and opportunities that create the specific context in which fashion SMEs may work with CSR. 
The study also focused on the existing research gap regarding how the price range of a 
fashion company may result in different barriers and opportunities that affect the CSR work 
of the company. 
 

1.4 Delimitations 
 
The study is delimitated to explore medium-sized fashion companies. Further, the study is 
also delimited to focus on fashion companies in the moderate price range. The study included 
material from different sizes and price ranges but the focus of the study was to explore the 
context and barriers and opportunities for medium-sized fashion companies in the moderate 
price range.  
 

1.5 Purpose 
 
The purpose of the study was to explore the context of CSR in medium-sized fashion 
companies in the moderate price range, focusing on the barriers and opportunities that may 
affect the conditions under which these companies could work successfully with CSR. The 
study aimed to cover the research gap concerning the barriers and opportunities of CSR in 
SMEs and the research gap concerning how the price range of the company may affect which 
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barriers and opportunities the company meet in the CSR work. The focus was on the specific 
research gap regarding the barriers and opportunities of medium-sized fashion companies in 
the moderate price range. The purpose was also to offer insights into how these kind of 
companies could manage the barriers and opportunities in order to work successfully with 
CSR. Based on the purpose a research question could be determined.  
 
1.5.1 Research question 
 
Which are the perceived barriers and opportunities to CSR work that may be most important 
to consider for medium-sized fashion companies within the moderate price range? 
 

1.6 Overview of the thesis 
	
The thesis is divided into different chapters. After the introductory chapter, the reader is 
presented a literature overview of current research. The third chapter presents the 
methodology of this case study. Chapter four presents the findings of the case study, and the 
analysis and discussion of these findings is presented in chapter five. The fact that this is a 
study based on perceptions and subjectivity, motivated the choice to combine the analysis and 
discussion into one congruent chapter. The merger facilitates easier reading as unnecessary 
repetitions are avoided. The conclusion of the discussion is presented in chapter six as well as 
practical implications and suggestions for future research. 
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2. Overview of current research 
	
The overview of current research presents to the reader the current research found within the 
research area. The chapter is divided into two different parts; The concept of CSR and CSR in 
the fashion value chain process.  
 
	

2.1 The concept of CSR 
	

The concept of CSR has changed many times since the middle of the 1950’s when the first 
definition was provided, and during the last decades CSR has been more focused towards 
competitive advantages and financial goals gained from improving the environmental and social 
sustainability performance (Battaglia, et al., 2014). Environmental sustainability means 
consideration of different environmental aspects and to avoid activities that result in 
overconsumption of the earth’s resources (Vezzoli and Manzini, 2008). Social sustainability 
refers to giving social issues consideration and respecting human rights, workers’ rights and other 
important social aspects (Gupta and Hodges, 2012). The contribution a company makes to the 
society should also be taken into account (Muthu, 2015) and financial sustainability is also an 
important building block of CSR. Financial sustainability means that the financial aspects of the 
company should be viewed in a long-term perspective and the contribution the company may 
make to the society is larger if the company has healthy finances (Windsor, 2006).  

Sustainable practices are practices that are designed so that they facilitate financial, social and 
environmental well-being in the society (Muthu, 2015). All of the building blocks in CSR; the 
environmental, social and financial perspective, as well as all steps in the value chain, are 
important to consider in order to create sustainable practices (de Brito, Carbone and Blanquart 
2008; Cuthbertson, et al., 2011). A CSR strategy should be designed so that it is beneficial to, and 
creates value for, both the company and the society (Tench, Jones and Sun, 2014).  

The motivation to work with CSR may be both financial and ethical. Companies that engage in 
CSR activities may be motivated by a wish to create value with the positive affects sustainability 
work have on the image of the company. The value may be tangible, such as financial profit, or 
intangible, such as improving brand image (Michael, et al., 2015). Lee, Herold and Yu (2015) 
uses the terms economic CSR or profit-seeking CSR as well as profit-sacrificing CSR to describe 
the financial motives for CSR. However, it is not clear how to draw a line between the two forms 
as all CSR may be considered profit-seeking as the CSR may give benefits to the brand image. By 
viewing CSR from a triple bottom line perspective, it becomes clear that sustainability and the 
financial well-being of the company is interrelated. By working with sustainability, the company 
may add value to the product and consumers may recognize this and be willing to pay more 
(Kasum, Mermod and Idowu, 2014). 

However, different characteristics of the company may influence how the company can 
implement and work with CSR in different ways (Santos, 2011). Russo and Perrini (2010) found 
that in order to successfully implement CSR practices into the working process of a company it is 
important to consider particular characteristics of the specific company. The CSR practices should 
be adapted to the characteristics of the company in order to be financially viable. The size of a 
company implies different characteristics that affect how a CSR strategy should be designed 
(Santos, 2011). The size of the company may influence the visibility of the company, and thereby 
also the consumers’ and other stakeholders’ expectations on the company’s CSR work (Muthu, 
2015). A difference between large companies and SMEs in regards to CSR is the number of 
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employees usually working with CSR. While large companies may have teams working with 
CSR, SMEs often have one employee or less that works with CSR (Pohl and Tolhurst, 2010). The 
owner-managed company is the most common company form of SMEs. These companies have 
the opportunity to be the most flexible, as one person may make all the final and crucial decisions. 
This creates independence when it comes to how the company should allocate their resources for 
CSR work (Jenkins, 2006). Santos (2011) states that CSR is something that has been associated 
with larger companies, and that research about CSR within SMEs is limited. The price range of 
the company is another factor that affects the characteristics of the company, and thus also may 
influence how the CSR practices should be designed. The price range may determine the direction 
of the business strategy and set the boundaries of how the company may be able to implement and 
work with CSR (Burns, Bryant and Mullet, 2011). 

 

2.1.1 CSR and added value  
	
CSR work may have a large positive impact on the brand image and CSR work may therefor 
create value for the company as the products increase in value when the brand image is 
improved. Today’s consumers are becoming increasingly aware of what materials their 
clothes are made of as well as how they are produced (Shen, et al., 2012). Research has shown 
that 71 percent of Americans consider environmental friendliness as a factor when making 
purchasing decisions (Choi and Cheng, 2015). As the consumers value environmental issues 
this offers greater opportunities for companies to work with CSR within the financial 
boundaries. Especially children and young people are often aware of sustainability related 
issues and this knowledge affects their purchase behavior (Mau, Schramm-Klein and Reisch, 
2014). This new consumer awareness incites fashion companies to become more 
environmentally- and socially sustainable as sustainability is starting to become more 
commercial (Shen, et al., 2012). 
 
Sustainable clothing may be called eco-friendly; another term often used is ethical fashion 
(Shen, et al., 2012), sustainable fashion (Valaster, Lindgreen and Maon, 2012) or ecologic 
fashion (Chan and Wong, 2012). The definition of sustainable fashion is fashion that is 
produced keeping both social and environmental aspects in mind. This includes issues such as 
labor conditions, the impacts of production processes and whether the material is sustainable 
(Shen, et al., 2012; Goweerek, 2014; Shaw and Koumbis, 2015). CSR practices have become 
increasingly important for fashion companies (Bowd, Bowd and Harris, 2006). An indicator 
of this is that it has become more common that companies include CSR measures in their 
annual reports. Demand for sustainable fashion is an increasingly upward trend (Shen, et al., 
2012) and as mentioned earlier the consumer awareness influences the consumers purchasing 
decisions (Shen, 2014; Gowerek, 2014). This is something that companies may benefit from 
acknowledging. According to Shen, et al. (2012) the motivation to implement CSR does not 
necessarily have altruistic reasons and CSR work is, according to Bowd, Bowd and Harris 
(2006), important in the relationship to the stakeholders of the company.  
 
Consumers value sustainable fashion, however they tend not to choose it if they perceive that 
the quality is affected, such as if the garment is made of a material that is less comfortable. 
The consumers also tend not to choose sustainable fashion if it is less aesthetically appealing 
than the non-sustainable garments at the same price. In order for consumers to choose 
sustainable fashion the garments must be as comfortable and as aesthetically appealing as the 
reference garment. Some consumers are willing to pay a price premium for sustainable 
fashion. However, most consumers do not value sustainable fashion enough to think it is 
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worth any personal sacrifice such as paying a higher price. On the other hand, a high price on 
a fashion garment may symbolize quality and worth and may generate the consumer to think 
that the item is more valuable (Chan and Wong, 2012).  
 
Companies can positively impact the consumer purchase behavior and support for sustainable 
fashion by being transparent and showing consumers how the company works with 
sustainable fashion. The consumer purchase behavior in regards to sustainable clothing is 
affected by the consumer’s beliefs about, support for and knowledge of ethical issues as well 
as the consumer knowledge about sustainable fashion (Shen, et al., 2012). Consumer attitudes 
and the inclination to purchase are affected by the companies’ CSR work. However, this is 
only true if the consumers are sufficiently aware of the CSR work (Visser, 2011). It happens 
that the consumers do not know if and when they are buying fashion garments included in the 
category of sustainable fashion. Neither is it unusual that the fashion consumers do not know 
what kind of fashion companies that work with and offer sustainable fashion garments. The 
reason for this kind of unawareness depends on that the sustainable fashion is not well 
promoted to the consumers by the companies working with ethical issues within the fashion 
industry (Shen, et al., 2012).  
 
As it is important to understand consumers’ willingness to pay for sustainable garments it is 
also important to consider the psychology behind the consumers’ purchase decision. When 
consumers buy branded fashion products they are not only concerned about the functional 
aspect of the product (Choi, 2014). The consumer response to brands is both rational and 
emotional. The rational response to brands amongst consumers includes the information 
brands give customers about the price and the quality of the product. Emotional responses 
include the wish consumers have to use the brand to express identity by wearing a product 
from a certain brand. The emotional responses include the psychosocial messages that the 
consumer can send to others about self-identity, values and personality (Parment, 2010).  
 
The consumers choose the branded product in order to enjoy the additional value of carrying a 
garment that sends a social message to other people about the wearer of the garment. By 
positioning a brand well, the social message that consumers can send with the garment is 
strengthened. That is why a strong brand typically is perceived as more valuable to the 
consumers. A strong brand has a well-recognized brand personality (Choi, 2014). The 
strength of the brand is not defined by the price but rather how well the consumers can 
identify the brand and recognize the brand identity. Strong brands that consumers perceive as 
carrying rational and emotional added value can also be priced with a price premium, 
meaning that the price of the product has a higher margin due to the value of the brand. In 
order to create a strong brand it is fundamental that the product assortment offered by the 
brand is attractive to consumers (Parment, 2010). Brands help consumers reduce the risk of 
buying a new product that they cannot know the quality of. Thereby brands also makes it 
possible for companies to offer quality, since the brand will make consumers able to 
recognize and willing to pay for it (Choi, 2014). 
 
Consumers value if a brand is sustainable, however it is weighed lighter than other attributes 
such as trustworthiness, value and quality, in consumers’ purchasing decisions (Choi and 
Cheng, 2015). The fashion industry is highly visible and exposed to the public. The increased 
interest in the ethical issues of the fashion industry as well as the visibility and exposure these 
issues have, forces fashion companies to take control over their own operations and to 
consider their responsibility over the operations of mainly their tier one suppliers (Caniato, et 
al., 2011; Ismail and Melewar, 2015; Lii, Wu and Ding, 2013). Environmentally friendly 
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products or a sustainable image can be used as a competitive advantage. Green branding 
means creating an image of the brand as sustainable. More and more companies realize the 
importance of sustainability. The fashion industry shows a growing dedication to 
sustainability and many brands either put sustainability in the center of their brand or show 
initiatives that highlight sustainability in some way (Choi and Cheng, 2015).  
 
CSR work can be very valuable for companies to use in brand building (Blomqvist and 
Posner, 2004). However it is a problem that many companies do not properly connect their 
CSR work to the marketing activities. If CSR efforts are sufficiently communicated to 
stakeholders, and in particular to consumers, it may increase the profitability of the company 
(Tench, Jones and Sun, 2014). If the CSR strategy is formulated in collaboration with the 
marketing department the marketing and CSR work will be more aligned. A company may 
benefit from positioning itself as responsible (Blomqvist and Posner, 2004). The possibility of 
sustainability in terms of creating economic CSR is thus dependent on the interrelation to 
marketing and branding. Sustainable marketing and communication can strengthen the brand 
and be translated into tangible economic value in the long term. Ethical branding is a way for 
brands to incorporate their CSR work into their brand strategy (Fan, 2005). A CSR strategy 
requires intense commitment from the company in order for the communication of CSR to not 
turn into a risk of not fulfilling commitments (Polonsky and Jevons, 2006; Valaster, 
Lindgreen and Maon, 2012).  
 
When a company is promoting that they are sustainable, interest groups will also monitor 
more closely that they live up to their promises. Advertising to care for the environment but 
not being perceived as doing so undermines the brand (Valaster, Lindgreen and Maon, 2012). 
Consumers may be skeptical of the CSR work of a company and therefore it is important for 
the company to be transparent. By publishing information on sales number and the amount of 
money given to a charity related to a certain campaign, the company may reduce skepticism 
and increase confidence in that the company is actually doing what it promotes doing. 
Trustworthiness is important to the brand (Blomqvist and Posner, 2004). Traditional 
advertising has increasingly been replaced by social media as a way to communicate and 
reach out to consumers (Ismail and Melewar, 2015). With social media it is possible to 
communicate CSR towards a whole range of stakeholders, which make it an effective and 
cost-saving communication platform (Tench, Jones and Sun, 2014).  
	

2.2 CSR in the fashion value chain processes  
	
The fashion value chain is the context of the CSR activities for fashion companies (Gupta and 
Hodges, 2012). All stages within the fashion value chain have their own barriers and 
opportunities for sustainability. The steps from the production of raw textile fibers to the 
finished products as well as the retail and post-retail stage are all important and add to the 
cumulated sustainability impact of the value chain (Muthu, 2014). When working with 
sustainability it is important to consider the barriers and opportunities in all of the steps within 
the value chain and make improvements in each step in order to reach the best result 
(Gowerek, 2014; Pedersen and Gwozdz, 2013; Hutchins and Sutherland, 2008). However, it is 
in the upstream part where the most problematic processes take place, and where many of the 
sustainability related problems occur (Harrison and van Hoek, 2011).  
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2.2.1 Design, design development, style selection and preproduction 
 
During the design step, the market trends are being adapted to the target consumers 
(Gowerek, 2014). The designers and buyers start to look into possible textile materials for the 
garments, and possible suppliers to collaborate with (Gwilt and Rissanen, 2011). A possibility 
to improve the sustainability is if the garment is designed with sustainability in mind from the 
very beginning. If sustainability issues are thought of early on it may prevent problems 
occurring in later steps of the value chain (Vezzoli and Manzini, 2008). When sustainability is 
taken into account already during the design step, it can be referred to as design for 
sustainability, shortened DfS (Spangenberg, Fuad-Luke and Blincoe, 2010). Another 
sustainability movement and possibility to work with sustainability is the movement towards 
slow fashion. Slow fashion is defined as a shift towards producing garments of higher quality 
and designing the garments to be used for longer periods of time. Slow fashion encourages the 
consumers to buy fewer garments and to keep the garments longer, which is generally more 
sustainable (Jung and Jin, 2014).  
	
In the design development, style selection and preproduction, the design is turned into a 
pattern and the first prototypes are being developed (Muthu, 2014). The company makes 
decisions about which fabric and thus textile fibers to use (Slater, 2003). These steps also 
include estimating the costs and the complete collection and assortment plan is reviewed as a 
whole. The buyer puts in orders for fabrics and trims and they command sale samples (Muthu, 
2014). The decision of which fabric to use has large impact of how sustainable the final 
garment will be. The sustainability of the garment is very much dependent on the choice of 
textile fiber to use. As there is a large difference between fibers regarding how sustainable 
they are (Fletcher, 2014). The cumulated impact on sustainability of a garment is to a large 
extent depending on what decisions are made within the design and preproduction steps 
(Gwilt and Rissanen, 2011).  
 
Water pollution, water consumption and air pollution are issues in the textile fiber production 
processes that negatively affect the environment (Humphries, 2009; Fletcher, 2014). Textile 
fibers may be divided into natural fibers and artificial fibers (Sanches, et al., 2015). 
Commonly used natural textile fibers in the fashion industry are; cotton, flax, silk and wool 
(Slater, 2003). The production of natural textile fibers implies high amounts of water 
consumption and often also usage of harmful chemicals such as pesticides and fertilizers. The 
most commonly used artificial fibers in the textile industry are polyester, viscose, nylon and 
acrylic (Humphries, 2009). The general production processes for artificial fibers may include 
the use of a variety of harmful chemicals, consumption of large amounts of energy and water, 
production of harmful byproducts and damaging emissions (Muthu, 2014; Fletcher, 2014; 
Kadolph, 2014; Sanches, et al., 2015). Polyester is one of the most popular and common 
synthetic fibers in the industry (Humphries, 2009). Polyester can be derived from carbon or 
oil, which makes it a nonrenewable and non-biodegradable textile fiber. The use of 
nonrenewable and non-biodegradable textile fibers means consumption of limited resources 
that cannot be regained (Kadolph, 2014; Humphries, 2009). However, it is the production step 
that causes the greatest toll on the environment, when it comes to producing polyester. The 
designers and buyers may choose to work with organic or recycled textile fibers in order to 
minimize the negative consequences of fiber and fabric production (Kadolph, 2014). 
 
Organic cotton is cotton that has been grown according to certain standards (Tutak and 
Korkmaz, 2012).  Organic cotton may be viewed as a sustainable alternative to conventional 
cotton, since the growth of conventional cotton requires chemicals that have negative 
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environmental- and social impact (Chapagain, et al., 2006; Harane, et al., 2014). Recycled 
cotton, organic wool and recycled polyester are examples of other textile materials that have 
less environmental impact than their conventional counterparts (Hustvedt, Peterson and Chen, 
2008; Fletcher, 2014). Lyocell is an artificial fiber, with a production process that causes less 
pollution, and is also viewed as a sustainable fiber (Sanches, et al., 2015; Humphries, 2009). 
Sustainable materials may sometimes have a higher cost price compared to the conventional 
counterpart. The cost may therefore be a barrier for switching to sustainable material (Muthu, 
2015). Another important part of the preproduction process is to ensure the appearance, 
quality and sustainability of the garments. If quality controls are done in the preproduction 
stage it minimizes the amount of quality and sustainability problems in later steps of the value 
chain (Burns, Bryant and Mullet, 2011).  
	

2.2.2 Sourcing 
	
The fashion value chain is affected by a fluctuating, trend-driven and unpredictable demand 
(Gowerek, 2014; Shaw and Koumbis, 2015). This puts pressure on lead-times (Harrison and 
van Hoek, 2011). The pressure on lead-times result in pressure on the suppliers and factories, 
which in turn may result in pressure on the workers at local sites (Gupta and Hodges, 2012). 
Fashion companies negotiate the most attractive price, possibly leaving low margins to the 
producers. The price pressure may also negatively affect the workers as it pressures the 
margin for producers to ensure profitability and to give the workers a fair pay. The level of 
wages is a recognized problem in the fashion industry (Joy, et al., 2012). Living wages are 
defined as the minimum wage that a worker needs to earn in order to cover the basic needs 
(Luce, 2012). 
 
In the sourcing step the fashion company chooses which suppliers and production facilities to 
work with and purchases the garments from the chosen suppliers. The buyers negotiate 
regarding order quantities and price (Gowerek, 2014). However, most companies also 
consider the environmental and social impact when they choose to work with a supplier 
(Burns, Bryant and Mullet, 2011). If the buyer order garments made of sustainable textile 
materials the price is usually higher. The fashion company needs to attain the minimum order 
quantity, abbreviated MOQ, usually set by the supplier (Gowerek, 2014). The cost of 
purchasing is many times representing more than half of a companies’ total turnover (Gadde 
and Håkansson, 2010). Purchasing is thus an important activity for the overall financial well-
being of the company. The price a fashion company pays the supplier for a garment is referred 
to as cost price while the retail price is the price the company charges the consumers. The 
retail price is typically calculated as a function of the cost price. The company usually adds on 
a pre-decided mark-up and margin ensuring that the sale will be profitable for the company. 
The buyer must also consider the retail price from the perspective of the value to the 
consumer. The price is then set according to an estimation of the price-sensitivity of the 
consumers (Gowerek, 2014).  
 
Forecasting sales and ordering the right amount of each product reduces the risk of 
overproduction or lost sales (Choi, Hui and Yu, 2014; 2013). Creating as accurate forecasting 
methods as possible is also beneficial for the company from a financial perspective as both 
overproduction and lost sales are negative for the profitability (Fisher, et al., 1994). An 
accurate purchasing forecast is also good for the environment as overproduction means 
unnecessary strain in the environmental resources (Choi, Hui and Yu, 2014; 2013). 
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2.2.3 Apparel production processes and quality assurance 
	
The production processes, including production of the products as well as inspection and 
approval of the quality, have both environmental- and social impact (Fletcher and Grose, 
2012). The dyeing of yarns and garments is energy intensive and results in a negative 
environmental impact (Fletcher, 2014). Different finishes and treatments done after the 
dyeing- or printing processes may add value to the garments when it is done to improve the 
appearance, durability or the performance of the textiles (Varadarajan and Venkatachalam, 
2016). However, the negative environmental and social impact depends to a large extent on 
the choice of finishes (Fletcher, 2014). The problem within these steps of the value chain is 
related to the fact that many fashion companies outsource their production to low wage 
countries (Gowerek, 2014; Gupta and Hodges, 2012). Outsourcing is associated with loss of 
control and transparency, which reduces the opportunities for companies to take responsibility 
and also for consumers to overview the processes and demand responsibility from the 
companies (Gupta and Hodges, 2012).  
 
There has been a development towards global value chains with multiple tier suppliers, which 
has increased anonymity of the most upstream tier suppliers and diminished control of value 
chain operations (Esbenshade, 2004). With loss of control it is hard for the fashion company 
to take responsibility and ensure environmental- and social sustainability (Harrison and van 
Hoek, 2011). In order to facilitate that the production generates safe, sustainable, high quality 
products with a long life cycle it is necessary to do quality assurances and chemical testing of 
the garments (Duncan Kariuki, et al., 2014). Quality testing has become increasingly 
important as suppliers are outsourced globally and the relationship with the suppliers is 
maintained over a distance (Hu, 2008). Good communication and relationships with the 
suppliers is also important, in order to improve the value chain performance and work in a 
more sustainable way (Turker and Altuntas, 2014). 
 
It is a common practice for companies to have formulated a code of conduct. A code of 
conduct is a document where companies state their intent in regards to ethical issues such as 
sustainability. The code of conduct may also include expectations and requirements that the 
company has on their suppliers (Esbenshade, 2004; Turker and Altuntas, 2014; Fletcher, 
2014; Fletcher and Grose, 2012). A written code of conduct may facilitate better 
communication regarding sustainability with the supplier. However, it is still important that 
the fashion company monitors the supplier in order to make sure that they abide with the 
stated principles in the code of conduct (Turker and Altuntas, 2014). The audit may be done 
either by sending own employees from the company to inspect the contracting facilities, or to 
cooperate with an external company working with inspections of contracted facilities 
(Esbenshade, 2004).  
	

2.3 Summary  
	
The literature overview was guided by the purpose of the study and the research question, and 
commenced with introducing the reader to the concept of CSR. The first section covered the 
concept of CSR in general and specifically how characteristics such as company size and 
price range may affect the CSR work. This section also covered the consumer perspective and 
how CSR may contribute to an added value to the fashion company.  
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The second section of the literature overview presented literature concerning CSR in the 
fashion value chain processes. Essential literature about sustainability work in the steps within 
the upstream part of the fashion value chain was presented. The aim of having this section 
was to clarify the context of CSR when CSR is applied in a fashion company, since many 
barriers and opportunities are specific for the fashion industry.  
 
In order for a medium-sized fashion company in the moderate price range to work 
successfully with CSR they may need to create a CSR strategy that takes into account both the 
barriers and opportunities of the industry as well as the barriers and opportunities connected 
to the specific company type such as size or price range. The literature about CSR 
implementation in relation to medium-sized fashion companies and fashion companies within 
the moderate price range is limited and this constitutes the research gap that this study aims to 
cover.  
  



	

	 15	

3. Methodology 
 
The methodology presents to the reader the research design, the method of analysis as well as 
a section concerning validity and reliability.  
 
	

3.1 Research Design 
	

This thesis covers a case study that has been preceded by a literature overview. The choice of 
the case study method was motivated by the possibility to dig deeper into the CSR activities 
and the viewpoints and perceptions of CSR within a limited number of fashion companies. 
The choice of a case study method is described by Baxter and Jack (2008), as a suitable 
choice of method when the aim of the study does not allow the context of the study to be 
separated from the phenomenon researched. The case study is based on interviews, 
observations and written material collected from the participating companies. By combining 
interviews with observations and written material, the amount of data collected could be more 
extensive than if the study has only focused on one type of source. The motivation to combine 
sources was thereby to be able to extract as much useful information as possible. The study is 
qualitative as it focuses on perceptions and viewpoints without the use of numbers or 
statistical analyze. The research question was: “Which are the perceived barriers and 
opportunities to CSR work that may be most important to consider for medium-sized fashion 
companies within the moderate price range?”. The research question concerns the 
perceptions of operators in the industry and the aim is to explore the subjective perceptions of 
the answers to these questions. The subjective perceptions may give indication of a more 
objective truth but this cannot be validated by the study.  
 
The research design was motivated by the lack of literature regarding the barriers and 
opportunities to CSR of medium-sized fashion companies in the moderate price range. There 
is a lot of research concerning CSR in general, CSR in SME’s and CSR in the fashion 
industry. There is also a lot of research supporting that SME’s have specific characteristics 
that may affect the CSR work and that the price range of a company also may affect the CSR 
work. However, there were a clear research gap concerning how size and price range affect 
the CSR work and which the specific barriers and opportunities could be and why that affect 
the CSR work. As the research concerning these issues was sparse it was motivated to 
conduct the research inductively, continuously redefining the purpose and rework the 
literature overview throughout the study. The study was inductive as the process of collecting 
literature was iterative and the preliminary result from the case gave new ideas of the 
direction the literature search should take in order to fulfill the intention of the study. Bryman 
(2012) states that an inductive approach is suitable when the literature is too sparse to define a 
purpose that could be answered with a deductive approach.  
 
The study is exploratory as the purpose of the research is to gain insight into a subject area 
where there is a lack of previous research. The exploratory research design is suitable to 
answer the purpose, as the problem is not sufficiently defined for the study to lead to any 
definite conclusions. Exploratory research design is appropriate to choose when the problem 
that the study will investigate is not well defined and the aim is to gain insight into the 
problem without definite conclusions (Saunders, Lewis and Thornhill, 2012). The study was 
explorative as the problem of the study where initially not well defined and the inductive 
approach meant that the literature used in the study was revised as the case proceeded. The 
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inductive and the explorative approach being used together was motivated by the lack of 
previous research on the subject of the specific barriers and opportunities of CSR work in 
medium-sized fashion companies in the moderate price range.  
 

3.1.1 Case Study 
	

The case is a holistic case study with embedded sub-cases. The case is the perceptions and 
context of CSR in medium-sized fashion companies in the moderate price range. The case has 
embedded subcases in the form of different fashion companies that participated in the study. 
A case study that concerns one social phenomenon but where data is collected from different 
subcases or units of analysis is defined as a holistic case study with embedded subcases. It is 
suitable to use this design when the researcher wants to study one context but use more than 
one unit of analysis (Yin, 2006).  
 
The case is exploratory and the motivation to choose this type of research design was to be 
able to unconditionally investigate how fashion companies work with CSR and how their 
representatives perceive the barriers and opportunities and the context of the CSR work. 
Baxter and Jack (2008) define an exploratory case as an intervention of an event, having no 
pre-set outcome or clear view of the findings beforehand and being suitable when the 
literature is sparse. This description corresponds well with the conditions of this study.  
 
The case in this study is a representative case. A representative case is defined as a case that is 
not extreme nor unique but rather typical and representative to similar companies, individuals 
or events, whichever the cases consists of (Bryman, 2012). The companies that participated in 
the study were not perceived as extremes but rather as typical of similar companies in the 
industry. In order to be able to analytically generalize the conclusion of the study it was 
important that the case was representative.  
 
In order to analytically generalize the findings of the study regarding the context of CSR 
within the fashion industry it was important to have different types of companies participating 
in the study. The study being analytically generalizable is important in order to be able to 
derive practical implications from the result of the study. The case being representative is 
therefore crucial in order for the study to be able to fulfill the purpose and contribute with 
knowledge that is of value. Due to the sensitive nature of the material collected in this study 
the choice has been made in agreement with the participating companies to keep all of the 
companies in the study anonymous. This agreement allowed the companies to share more 
information, as they did not risk harming the company by allowing sensitive information to be 
made public.   
 

3.1.1.1 Sample method 
	
The sample method of the embedded cases in this case study was a mix of purposive sampling 
and convenience sampling. Purposive sampling means that the researcher choses samples that 
will best illustrate what the researcher aim to investigate with the case. Convenience sampling 
means that the company, individual, group or event that is studied and that constitutes the case 
has been selected due to the ease of access (Saunders, Lewis and Thornhill, 2012). 
Concerning the specific fashion companies included in this case study, one of the companies, 
MedMod1, was chosen purposively because this company was representative to medium-
sized fashion companies in the moderate price range. It was a company that was illustrative 
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for the purpose that this study aimed to answer. This was also the company in the study that 
was studied in most detail. 
 
The remainder of the companies participating in the study was elected through convenience 
sampling as several companies were contacted through email, and a small portion of the 
contacted companies responded and showed interest in participating in the study. These 
companies were then elected to participate in the study. However, there were elements of 
purposive sampling as well, in regards to the fact that when choosing which companies to 
contact, extremes or unique companies that could not be presumed to be representative did not 
receive a request for participation as the need for the subcases to be representative was 
perceived as crucial to the study. Five different fashion companies participated in the study; 
these companies are presented below and summarized in table 1. 
 
MedMod1 is a medium-sized Danish fashion company in the moderate price range, 
established in 1981. They offer fashion to women and children in 20 different countries. They 
have more than 120 concept stores, and can also be found in 650 multi-brand stores around 
the world. The respondents that participated in the study were seven different employees at 
MedMod1. 
 
MedMod2 is a medium-sized Swedish fashion company in the moderate price range, 
established in 1996, with about 80 employees. They have fashion for both women and men, 
and about 90 own stores and 35 shop-in-shops stores outspread in 35 different countries 
worldwide. The respondent that participated in the study works as a global buying and design 
director at MedMod2. 
 
MedMod3 is a medium-sized Swedish fashion company in the moderate price range 
established in 2001. They have about 180 employees, where 60 of them are working at the 
head quarter in Sweden. They are offering fashion garments to both women and men. The 
respondent that participated in the study works as a CSR manager at MedMod3.  
 
SmaBud is a small Swedish fashion company in the budget price range, established in 2007. 
They have about 10 employees, 5 at the headquarter and 5 in their one store. They offer 
clothes to women, and are selling their garments in own stores and other worldwide retailers 
as well as online. The respondent that participated in the study works as a buyer at SmaBud.  
 
LarBud is a large Swedish fashion company in the budget price range, established in 1997, 
with over 2000 employees. The company has 180 stores in five European countries, and offer 
fashion garments to women in more than 30 different countries. They only sell their own 
garments in their stores. The respondent that participated in the study works as a CSR 
responsible. 
 

 
Table 1. Overview of the five participating fashion companies 
 

Company Size Price segment 
MedMod1 Medium-sized Moderate price range 
MedMod2 Medium-sized Moderate price range 
MedMod3 Medium-sized Moderate price range 
SmaBud Small-sized Budget price range 
LarBud Large Budget price range 
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The depth in which the companies have been researched in the study is unevenly distributed. 
MedMod1 was researched more deeply than the other companies. The data collection includes 
several semi-structured interviews with a number of respondents from different departments 
of the company as well as observations and written materials. The decision to focus more on 
one participating company was motivated by the fact it allowed finding more profound 
information. MedMod1 was at the time of the case study, in the startup phase of designing a 
CSR strategy, which highlighted the opportunities and barriers for CSR work within the 
company, which is medium-sized and within the moderate price range. The company had not 
yet overcome all of the barriers for creating and implementing CSR and the barriers were 
therefore more visible and accessible to observe. Furthermore, MedMod1 was chosen 
purposively because of the company’s willingness to participate and share sensitive but useful 
information. The other four fashion companies that participated in the case study were not 
investigated as thoroughly as MedMod1. One interview was held with one respondent from 
each company and data from different written sources such as the companies’ websites was 
also included in the study. 
 
The subcases in the study were unequally balanced in the amount of data that were collected 
as they contributed differently to the case. The study contained three medium-sized fashion 
companies in the moderate price range, these companies were contributing as examples of 
how medium-sized fashion companies in the moderate price range manage barriers and 
opportunities to CSR work. However, the study also contained one small and one large 
company, both in the budget range. The small and the large company in the study contributed 
with information regarding how companies that are not medium-sized nor in the moderate 
price range manage barriers and opportunities in CSR work. The knowledge gained from the 
small and the large budget companies in the study was important in order to put the 
information gained from the medium-sized fashion companies in the moderate price range 
into a context as the presence of other company types highlighted differences and similarities. 
Having different types of companies participating in the study also offered a more defined 
knowledge about CSR in the context of the fashion industry regardless of the type of 
company.  
 
The case study contains the participation of five companies. The amount of companies as well 
as the mix of different types of companies was assessed to be appropriate in order to achieve 
theoretical saturation. Three of the participating companies were medium-sized and within the 
moderate price range while two companies were in the budget price range, one small and one 
large company. The companies all worked with CSR to different extents. The mix of 
companies offered a broad insight into the context of the fashion industry and the fashion 
value chain process as well as the barriers and opportunities to CSR in the fashion industry in 
general and medium-sized fashion companies in the moderate price range in particular.   
 

3.1.1.2 Observations and written material 
	

The case study contained observations and written material. The observations were conducted 
at MedMod1 and it was unstructured observations. Unstructured observations are defined as 
observations that are made without any formal observation schedule (Bryman, 2012). The aim 
with the observations were to collect data that could contribute to further understanding of the 
company’s internal processes as well as to create a context to the information gathered 
through the interviews and the written material. The unstructured observations were done 
before the semi-structured interviews, and were the starting point of the case study. The 
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observations consisted of participation and observation during a normal workday at the 
company, as well as informal conversations with employees from different departments. 
These departments were the purchasing department, the design department, the marketing 
department and the logistic department. Each department was observed for approximately one 
hour including the time used for conversations. The data collected from the subcase 
MedMod1 also included written material from the company’s website, internal documents 
and mail conversations. There were no observations made at the other companies in the study. 
Written materials from the companies’ websites were collected from all companies in the 
study.  
 

3.1.1.3 Interviews 
	
The interviews represent the more part of the data collected in this study. All the interviews 
were semi-structured interviews guided by a predetermined set of questions, see appendix 1. 
Semi-structured interviews are interviews with open question that leaves room for the 
respondent to add additional information or trail of from the question to some extent (Bryman, 
2012). The open questions were complemented with follow-up questions and the respondent 
were also encouraged to add information outside of the question. The motivation of having 
this approach in the interviews was to gather as much information as possible and to rely on 
the expertise of the respondents to participate in the decision of what information was relevant 
to the subject. As the study was explorative, it was motivated to collect as much information 
as possible regarding the subject from the respondents. Some of the interviews were made in 
person, other over phone or mail. This difference has also affected to which extent follow-up 
questions have been asked. The interviews were focused towards the respondents’ perceptions 
of the CSR work in the company they worked for as well as their perceptions of the barriers 
and opportunities to CSR work for their company. The interviews were also focused on the 
respondents’ perception of the consumer perspective and the possibility to create added value 
with CSR.  
 
Bryman (2012) state that when conducting interviews, it is important to consider interview 
bias. Interview bias may be defined as when the interviewer affects the outcome of the 
interview. Interview bias can be the result of the behavior of the interviewer, the social 
surrounding or space where the interview takes place or the relation between the interviewer 
and respondent. The interviewer effect may be defined as the effect the interviewer has on the 
respondents’ inclination to answer. The identity of the interviewer and the social interplay 
between interviewer and respondents affect how the respondent may be comfortable to 
answer the questions. The interviewer effect is a source of interview bias. When conducting 
interviews in person the behavior of the interviewer may give indication of which answer is 
appreciated by the interviewer, this may affect the respondents’ answers. Interview bias and 
the interviewer effect are sources of insecurity in the study (Bryman, 2012).  
	
There were seven different interviews conducted with seven different respondents from 
MedMod1. The respondents in the interviews were; the CEO, the head of marketing and 
digital, the buying manager of retail and franchise, the logistic and customer operation 
manager, the senior designer, the buyer and CSR responsible, as well as the design and 
buying director. All the interviews with respondents from MedMod1, except the interview 
with the design and buying director, were done face-to-face at the head office of MedMod1. 
The interview with the design and buying director was held over phone. The interview with 
the respondent from MedMod3 was held over phone and the respondent was the CSR 
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manager at the company. The interviews with MedMod2, SmaBud and LarBud were 
conducted through email and the respondents in these interviews were the global buying and 
design director at MedMod2, a buyer at SmaBud and the CSR manager at LarBud.  
 

3.2 Analysis of research material  
	

The analysis comprehends data gathered through interviews, observations and written 
sources. All the interviews that were made in person or by phone were recorded, in order to be 
coded and analyzed systematically. The recordings were then transcribed. The transcription 
was made by listening to the banded recordings of interviews and writing down what was 
said. Greetings or other comments that were clearly of no relevance to the topic were 
excluded from the transcription. The transcription of the interviews, the text from the mail 
interviews and the notes made during the observations where then imported as text files into 
NVivo. NVivo is software that is suitable to use when coding qualitative material. NVivo 
allows the researcher to structure the coding and be able to overview large amounts of data 
(Bryman, 2012). In NVivo the program allowed to mark and code different sentences or parts 
of sentences into different codes. By doing so it allowed to sort the information by code and 
to gather all information sorted under each specific code on separate files so that there were 
three files each containing information relevant to each code.  
 
The codes were: 1. CSR and added value, 2. The value chain processes.  3. Barriers and 
Opportunities. The codes were used to sort data concerning each subject and create an 
overview of the material. Some segments of the data were coded with more than one code 
simultaneously while other data that were assessed to be irrelevant to the purpose of the study 
were left un-coded. During the process of the study, the data was recoded several times with 
different codes until the codes that could create the most successful sorting of the data were 
found. The data sorted under each code were then compiled on separate sheets and used as 
basis when creating the findings chapter in this thesis. 
 
Code one, CSR and added value, was used as a label on the data that concerned CSR practices 
as well as data concerning the perceived added value of CSR. This code was also used on 
material concerning the consumer and demand perspective, the brand perspective and other 
information that was assessed to be closely connected to the added value perspective. Code 
two, the value chain processes, was used as a label on the data that concerned the value chain 
processes in the companies as well as CSR issues that were closely connected to the context 
of the value chain or the context of a fashion company. Code three, barriers and opportunities, 
was used as a label on the data that concerned the perceived or possible barriers and 
opportunities of CSR. All of these codes are closely connected and concern subjects that are 
interrelated, therefore it was impossible to make any clear distinctions between the codes, 
however, the sorting could be used as a tool to create an overview in order to make the 
presentation of the findings and the analysis easier.  
 
The data collected trough interviews were sorted on three sheets each compiling the data from 
each code. The data collected through the observations were compiled on three sheets, one for 
each code and finally the data collected from written sources were compiled in three sheets 
one for each code. The separation of information depending on the source of the information 
made it possible to increase the validity by triangulation. Triangulation means to find the 
answer by using different sources of information that can be compared and analyzed in 
relation to each other (Bryman, 2012). The information gathered from the different sources 
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were compared and made it possible to identify findings that could be supported by data 
derived from more than one type of source.  
 

3.3 Validity and Reliability  
 
Validity refers to if a research method measures what it is supposed to be measuring 
(Bryman, 2012). The study aimed to answer the research question: “Which are the perceived 
barriers and opportunities to CSR work that may be most important to consider for medium-
sized fashion companies within the moderate price range?” The research question is 
answered by analyzing the empirical data collected in the case study. The data is collected 
from interviews, observations and written material. By combining different types of sources 
of information the data from each source can be compared and analyzed in relation to the data 
collected from other types of sources. Bryman (2012) states that, by triangulation the validity 
of the findings is strengthened, as is it more plausible that the findings are accurate when 
multiple sources have contributed with data that supports these findings. 

The research question concerns perceptions and the result is therefore subjective both in terms 
of the interpretations that the respondents make but also as the analysis of the material is 
qualitative and interpreted. The interview bias as well as the interviewer effect is another 
source of insecurity in the study.  

Reliability refers to how reliable measurements are (Bryman, 2012). The results of the study 
are not statistically generalizable however they may be considered analytically generalizable. 
Yin (2006) states that most case studies cannot be statistically generalized but they can be 
analytically generalized. Analytical generalization means that even though the findings may 
not be generalized to the population outside the sample, the findings can still be generalized 
theoretically if the case is representative (Bryman, 2012).  
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4. Findings from the case study 
	
The findings are divided into two different parts. The first part presents the findings that 
concern CSR in the fashion industry and the second part presents CSR in the fashion value 
chain processes. 
 
 

4.1 CSR in the fashion industry  
 
All of the companies in the study have a relation to CSR. However they work with CSR to 
different extents. Respondents from all of the companies seem to find value in having CSR 
work but how they value CSR differs. A difference between the companies that participated in 
the study was the amount of resources allocated to CSR. One such resource is the time 
employees may spend on CSR issues.  
 
MedMod1, which is a medium-sized fashion company, have less than one full time employee 
working with CSR related issues. One of the buyers at MedMod1 shares her time between 
buying and taking responsibility over the CSR work in the company. She works full time 
dividing her time between the two tasks equally. The company has rather recently decreased 
the number of employees and they have also had general savings as a result of being 
pressured financially.  
 
The global buying and design director at MedMod2 takes responsibility for CSR issues at the 
company, however the work is also distributed amongst the buyers who all participate to some 
extent. The work is less focused than it appears to be for MedMod1 and Medmod3 but the 
ambition also seems to be lower. The global buying and design director at MedMod2 
describes the purpose of the CSR work as living up to consumer expectations and demand and 
to not be exposed to risks in the event of a negative incident. However, there is no ambition to 
create added value or to promote CSR as a purchase argument.  
 
The CSR manager at MedMod3 explains that they have one full time employee working with 
CSR matters. This employee work only with CSR related issues. The CSR manager 
collaborates with the other managers and the owner regarding some CSR issues. The 
respondent from MedMod3 points to the positive aspect of having a full time employee 
focusing on CSR related issues, as this person gets good control over the CSR work and 
sustainability is not being overlooked to give time for other tasks.  
 
At SmaBud there is a buyer that is responsible for the code of conduct and the contracts with 
suppliers. This buyer has the responsibility for the limited CSR work within the company. 
SmaBud collaborate with test institutes to ensure quality and the buyer is also responsible for 
these contacts and how these tests are regulated in the contracts to suppliers. All suppliers 
must agree to follow certain standards in order to supply for SmaBud. The company has had 
issues with substandard merchandise but the main motivation to have these clauses in the 
contracts is to contribute to better working conditions for the factory employees and to protect 
the company from dangerous chemicals in the garments.  
 
The CSR manager at LarBud, that is a large company, stated that they have a special 
sustainability group that is working with sustainability issues at the company. Within the 
group they have divided the work so that everyone has their own focus area. Their CSR work 
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is for example focused on implementation of a code of conduct in the collaboration with the 
suppliers, controlling of chemicals in the production processes and final products as well as 
increasing the number of products made in sustainable materials.  
 

4.1.1 CSR and added value  

 

4.1.1.1 Consumer pressure 
	
The consumer pressure affects how the companies need to relate to CSR. Consumers are the 
most important stakeholders for MedMod1 and there is a pressure from them to act 
sustainable and ethical. The respondents at MedMod1 stated that they know what the 
companies’ own priorities are but they are not very aware of what their consumers expect of 
them in terms of CSR, and they do not know how their consumers prioritize CSR issues. 
MedMod1 communicate CSR to all the stakeholders on the website, on social medias and in 
the newsletter. The communication on social media and the newsletter is primarily directed to 
the consumers. The marketing department has experiences of organizing a few small CSR 
projects that were also used in marketing, but this work was very limited. 
 
The buyer and CSR responsible at MedMod1 stated that their consumers probably value 
sustainability, but not enough to pay a price premium for it. MedMod1 has offered a lot of 
discounts on their garments and this is something that, according the buyer and CSR 
responsible, indicates that the consumers already are somewhat unwilling to pay the full price. 
However, the buyer and CSR responsible stated that if the company chose to put sustainable 
materials in the right kind of products, as for instance children’s- or basic wear, the consumers 
might be willing to pay a slightly higher price for these garments, and the sustainable 
materials could be perceived as an added value to the consumers.  
 
Sustainability is also related to risks. The respondents from MedMod1 emphasized that it is 
important to meet the consumers’ expectations in being as sustainable as the consumers 
believe that the company is. The respondents believed that the company already has a 
sustainable profile and expectations from consumers of being sustainable. If the company 
were to improve their sustainability work so that they could further meet the consumers 
expectations regarding sustainability it is believed that is something that could strengthen the 
brand image.  
 
The global buying and design director at MedMod2 stated that the brand’s consumers do not 
particularly value sustainability, however they do expect the company to adhere to a certain 
standard and they would be disappointed if the company did not take responsibility 
throughout the value chain. The respondent does not perceive it as if the consumers chose the 
brand due to sustainability reasons but that consumers still have some expectations that need 
to be met, which motivates the company to work with these issues.  
	
The CSR manager at MedMod3 emphasized the value of the company’s CSR work to the 
consumers.  It is something that motivates the consumers to choose their brand instead of 
another. In general, the customers of MedMod3 are perceived to highly value sustainability, 
and that they also want to learn more about MedMod3’s relation to sustainability. However 
some of MedMod3’s consumers are perceived as not knowing so much about sustainability in 
general and the sustainability work that MedMod3 does. 
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SmaBud does not work with sustainability to any greater extent and this is something that has 
to do with how the company perceives their consumers to value CSR. The buyer at SmaBud 
stated that their consumers are first and foremost young girls that do not value sustainability 
in their purchasing decision. The consumers are looking at the style of the garment as well as 
the price and not focusing so much on other characteristics such as sustainability. The vision 
of SmaBud is not to increase their CSR work through any specific projects but they do wish 
to increase their sustainability work to some degree. However, at the moment, the respondent 
from SmaBud did not perceive sustainability as something that the consumers would perceive 
as added value to their product offer and it is therefore hard to motivate the sustainability 
work financially. The company does not offer any garments made from sustainable materials. 
However SmaBud focus on deep relationships with suppliers and regulating sustainability 
issues in the supplier contracts. The company’s consumer segment value the low price of the 
garments higher than they value sustainability. As the competitive edge of the company is the 
low price it is perceived difficult to tamper with the price and at the same time margins are 
small. The consumer communication is not focused on sustainability issues but rather on 
style. The company perceives their customers as fashion conscious and very price-sensitive. 
 
The respondent from LarBud stated the company does not have much pressure from 
consumers to work with sustainability. The consumers are not perceived to be very aware of 
sustainability issues. However the company would want their customers to be more aware so 
that the consumers were more likely to prioritize sustainability in the garments.  
	

4.1.1.2 Brand value 
	
Several of the respondents from MedMod1 perceive that the brand has a rather sustainable 
profile that they do not live up to to some extent. The consumers likely perceive the brand as 
rather sustainable even though the sustainability work is rather limited and that sustainability 
is not something that has been promoted by the brand. The respondents from MedMod1 all 
agree that increasing the sustainability work and starting to promote it would benefit the brand 
and attract new consumer groups. This sustainability work, if properly promoted, could be 
perceived as an added value by the existing consumers, attract new consumers and it could 
therefore be valuable to the brand.  
 
CSR work has potential to improve the brand image and give additional value to both brand 
and products. The global buying and design director at MedMod2 stated that CSR is not 
something they do to further the brand image; it is rather about doing what is reasonable to the 
brand. However, the company needs to improve their consumer communication regarding 
sustainability. The brand has worked with CSR but not communicated it well enough to the 
consumers. From a commercial point of view this may be viewed as wasteful as a lot of 
resources have been put into the CSR work while the benefits of added value is not being 
captured. External communication of sustainability issues could be positive as it may add 
value to the brand and it may also protect against the risk of being perceived as unsustainable 
or unethical. 
	
The CSR manager at MedMod3 stated that it is important to be sustainable and to produce in 
a sustainable way and to define this as a value in itself. MedMod3 have chosen to work with 
fair living wages in the production step even though it is not as profitable to the company, it 
requires that the company have a stable financial situation.  
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The buyer from SmaBud stated that CSR work is not something that affects the brand value as 
it is today.  
 
The CSR manager at LarBud stated that the company has started to work with CSR the past 
four years and believes that it is important to the brand. The benefits of CSR to the brand may 
be different in the relations to different stakeholders. Consumers may have one perspective 
while suppliers another, and sustainability is also important to the company’s employees. 
Regarding the affect that sustainability work has on the brand image, the CSR manager at 
LarBud stated that sustainability practices may be profitable to the company in the long run as 
the consumer offer increases in value when the brand is improved by the CSR work.  
 

4.1.1.3 Price-sensitivity 
	
All of the companies’ respondents raised the issues of cost and price-sensitivity in relation the 
CSR work. It becomes evident that the higher price of more sustainable material is an issue to 
the companies. According to the design and buying director at MedMod1, the consumers of 
MedMod1 are somewhat price-sensitive and as the price of sustainable material is higher than 
for the conventional counterpart it is something that is a barrier for the company against using 
more of these materials. As the consumers are too price-sensitive for MedMod1 to increase 
their retail price to save their margin it is more likely that MedMod1 would need to reduce the 
gross margin on the sustainable garments. The sustainable lines that they have had so far have 
had a smaller margin than the average at the company. However, the CEO stated that it could 
be possible to make a small increase in price, and exemplified that an increase of between 10-
15% is plausible. Further the CEO stated that if the price of the garments were increased it 
could not be as much as the increase in cost price, so the margin would still be lower. 
However, it would be possible to attain the budgeted mean margin if other garments could 
weigh up for this.  
 
Some sustainable materials are less expensive than other. Amongst sustainable materials 
organic cotton is one material that is comparatively low cost. The MOQ on organic cotton is 
higher than for generic cotton, so in order to choose this alternative the quantities of cotton 
garments may need to be increased in the assortment plan. This is something that is a barrier 
for MedMod1 as the brand does not use too much cotton or polyester due to the creative 
expression they want to achieve. It is sometimes difficult for the company to adjust the 
assortment plan to the quantities of cotton needed to attain the MOQ. The implications of the 
creative expression also affect their willingness to work with recycled polyester. The senior 
designer from the brand did not perceive it as if their consumers receive polyester well and 
she thought that many women avoid it. Many of the consumers of MedMod1 are not informed 
about the sustainable alternative, recycled polyester. The senior designer also stated that when 
it comes to differences between organic materials and conventional materials there is 
normally no difference in quality or feel, and quality and feel is not an issue. 
 
The global buying and design director at MedMod2 stated that many consumers are looking 
more at price than sustainability when they make a purchase, and the consumers are not 
willing to pay a price premium for sustainable garments. The consumers are perceived as 
price-sensitive. At the same time the customers may expect the brand to be sustainable due to 
the price being higher than the budget range and this is something that the brand needs to 
relate to. The brand needs to fulfill the expectation of the customers to avoid disappointment. 
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This concerns both the actual products but also the value chain process. Sustainability is 
becoming more important to consumers and the implication of this is that all companies need 
to consider basic sustainability in order to compete.  
 
MedMod3 is a brand that has a larger focus on sustainability in their brand image. The 
company value sustainability and the sustainability work is more comprehensive. The 
company has seen an increase in sales over the past years and the CSR manager at MedMod3 
stated that the increased interest in sustainability in society has been good for the brand. 
However the increase in sales may be explained by a number of reasons, the CSR work is one 
plausible explanation, but it may also depend on the repair service in stores or simply the 
products. The CSR manager at MedMod3 also stated that their CSR work probably 
contributes to increase the value of the products and the brand, and that their consumers may 
be willing to pay a price premium for a sustainable product. 
 
The CSR manager at MedMod3 stated that the motive for the company to focus on 
sustainability issues is the fact that sustainability is a value that the company believes in and 
that this is something the company does irrespective of profitability. However the consumers 
have been found to really appreciate the sustainability work. The CSR manager at MedMod3 
does not perceive that MedMod3 regains the added costs that the company has for 
sustainability activities, however the company has not performed any calculation to verify 
this. This is also hard to calculate the gain of sustainability since sustainability is integrated in 
the brand value. The repair service has been perceived as not being profitable, but the CSR 
manager stated that it was however successful in terms of it being something that is 
sustainable and that the company believes in and wanted to do irrespective of profit.  
 
The buyer from SmaBud explained that the reason why SmaBud does not work with 
sustainable fabrics is due to the cost in combination with the price-sensitivity amongst their 
target consumers. The brand competes with price and therefor it is crucial to the brand that 
costs are kept down throughout all of the processes in the company. To invest in an added 
value that the consumers do not recognize would be impossible to motivate financially. 
 
The CSR manager at LarBud stated that their consumers generally do not want to pay a higher 
price for sustainable garments, and that LarBud thinks it is important to implement 
sustainability aspects without raising the price of the products. According to the respondent it 
is possible for the company to achieve this. The company is able to get good prices on 
sustainable materials partly due to the high quantities of their orders. 
	

4.1.1.4 Communication and coordination 
	
As sustainability work may give benefits to the brand in terms of added value it is important 
for companies that the sustainability work is communicated and visible to consumers. 
However, the head of marketing and digital at MedMod1 stated that when it comes to 
communicating social sustainability it is important how it is communicated since 
communicating social sustainability might sometimes be sensitive and the company risk being 
perceived as overly self-promoting or exploiting. Branding and CSR are connected and CSR 
work can result in great stories that the brand can use in the communication to the consumers. 
Especially social projects may become engaging stories that make consumers feel connected 
to the brand. However, MedMod1 does not communicate the importance of sustainability 
internally in the company, to the employees at the head office or the employees in the stores. 
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When the employees at the purchase department discuss sustainability the information often 
stays within that department. Some of the respondents from MedMod1 stated that they 
thought that it was important to start to communicate the importance of sustainability within 
the entire company.  
 
At MedMod1, information regarding sales or products is often sent out from the head office to 
the sales advisors but the respondents stated that it is not certain whether it is read or not. The 
employees in the stores might not always have time to read the information that the head 
office sent out. The head office does not follow up on whether the information is read or how 
it is received. The head office at MedMod1 does not have a close collaboration with the store 
managers that could facilitate information sharing. The shortcomings in the internal 
communication transfers into shortcomings in the external communication regarding 
sustainability that the company would want to reach the consumers. The respondent from the 
marketing department pointed to the core of the information problem as the fact that the 
marketing department that is in charge of the communication to the stores are not being 
properly informed about the sustainability activities decided upon in the purchasing 
department. There is sometimes a lack of communicating between marketing and the 
purchasing department that is in charge of the product development. It is the purchasing 
department that has the most information about the products and their origin. And the 
marketing department needs to get the information from the purchasing department.  
 
The global buying and design director at MedMod2 stated that they communicate 
sustainability to consumers through their website. They discuss sustainability internally as a 
part of the buying and marketing activities. CSR issues are not given any particular forum but 
rather brought up during any meeting when these issues are relevant.  
 
The CSR manager at MedMod3 stated that the company values to communicate sustainability 
to all the employees. The employees participate in internal education programs to learn about 
the CSR work within the company. MedMod3 also has one environmental manager in each 
store that can communicate the importance of sustainability to the shop assistants, which 
further can communicate it to the consumers. The company also has a newsletter concerning 
the CSR work, which is sent out once a month to all the employees within the company. The 
newsletter allows all employees within the company to be updated and well informed. When 
MedMod3 communicates their extensive CSR work to their consumers they use their own 
sales representatives and distributors as channels. The company also uses social media 
platforms, such as Instagram and Facebook, to reach out with sustainability to the consumers.  
 
SmaBud communicate regarding CSR issues internally as a part of the buying process when 
an issue or question arises. They do not communicate sustainability to the consumers. LarBud 
communicate about sustainability internally in regards to all the processes in the company. 
Those who are responsible for CSR are in charge of this communication. The company 
communicates to consumers on their website which includes rather specific information. The 
CSR manager at LarBud explained that the sustainability work had been improved after many 
of the company's departments had started to collaborate more. The collaboration also 
increased the involvement in CSR amongst the employees. 
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4.2 CSR in the fashion value chain processes 
	

4.2.1  Design, design development, style selection and preproduction 
	
The observations and interviews at MedMod1 allowed following the design process. The 
design process at MedMod1 starts with a briefing where they look at which material they 
want and which cost interval the different styles should be in. However the choice of material 
may be changed over time. Buyers and designers are working together in the decision process. 
The buyers have contact with the suppliers and let them know what materials they are 
specifically looking for, so that the suppliers can source the right materials. The buyers at 
MedMod1 does not generally weigh sustainability aspects into the choice of textile material, 
and as it is today they do not actively choose the more sustainable material when they 
purchase for their regular collections. However, MedMod1 still work with some sustainable 
garments in their collections and when sourcing for these collections sustainability is an 
important factor. MedMod1 has made knitted garments in organic cotton that reoccurs each 
season. The choice of material has often been partially determined by cost and the 
requirements for a certain MOQ. Sustainable material is more expensive and the MOQ is 
higher. According to the senior designer, MedMod1 plans to increase the number of garments 
made of organic cotton since they have found a supplier that can deliver with smaller MOQ.  
 
The respondents point to different kinds of cost barriers in the design process. One barrier is 
the higher price for sustainable material and another is the price for exclusive materials. The 
senior designer at MedMod1 stated that they would love to use more expensive materials such 
as silk but it is not possible due to the cost. Other materials are less expensive, such as 
viscose. MedMod1 uses a lot of viscose in their collection, partly due to the low cost but also 
because their consumers appreciate the feel of viscose. They have also worked a bit with 
lyocell because of the touch, feel and look of the fabric.  
 
The buyer and CSR responsible at MedMod1 stated that even though recycled wool is 
sustainable it has a lower quality and may also feel less soft against the skin. Further, the 
senior designer stated that another problem with using recycled wool is that it is not traceable. 
There is no way to assure that the wool has not been collected from a sheep that has been 
maltreated. The difficulty of tracing and assuring an ethical production has caused the 
company to discard the possibility of using recycled wool. Another issue with recycled wool 
is that it may also be hard to know what type of wool the recycled wool is composed of. The 
issue of recycled wool is an issue that reduces the number of recycled materials that the 
company could work with. MedMod1 have sometimes chosen to use blend material in their 
garments in order to reduce the cost. Using blend material also affects the performance of the 
fabric. Blending a wool fabric with cotton or viscose may make it thinner and more 
appropriate for certain styles. Blending viscose with silk may make the fabric more lustrous 
and enhance the feel of the garment. The designer stated that making wool sweaters in a blend 
makes the garment lighter and less heavy. Blend materials are generally more difficult to 
recycle. 
 
MedMod2 sometimes work with recycled materials. Some garments are made from recycled 
polyester fabric, which is made of recycled plastic bottles. The company also works with 
sustainable natural fiber fabrics such as lyocell and modal. MedMod3 has a lot of focus on 
sustainable materials, they choose and sometimes produce their fabrics on their own and they 
try to use organic cotton as much as possible. Almost all of their garments made of cotton are 
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made of organic cotton instead of conventional cotton. When it comes to the garments that are 
not made of cotton they try to use other kind of sustainable materials as much as possible.  
 
Medmod3 has a strong focus on sustainable material in their design process. The do not use 
regular cotton at all, with very few exceptions. The focus is on always choosing the more 
sustainable material in all of the garments and they also work to choose the most sustainable 
production process, mode of transport and to incorporate a sustainable thinking into every 
process in the company.  
 
At SmaBud, sustainable materials are not a priority in the design and they do not work with 
sustainable materials. The buyer at SmaBud stated that the cost is too high in relation to the 
fact that their consumers do not value sustainable garments.  
 
LarBud have a well-developed grading system in order to choose the most sustainable 
materials. In this grading system the textiles are assessed according to the production 
conditions, such as cultivation, chemicals, recyclability and quality. Amongst sustainable 
material, the company use primarily organic cotton and recycled polyester. Organic cotton 
used to be very expensive in comparison to conventional cotton but the prices have become 
more accessible the last few years. Further, LarBud strives to produce sustainable garments 
using only one textile fiber in each garment. However, it can be hard to achieve the desired 
characteristics if only one fiber is used. LarBud classifies a garment as sustainable if it 
contains at least 50% sustainable material. The respondent from LarBud also explained that 
they like traditional materials of high quality, and means that one of the most durable 
materials is wool. It is a renewable and biodegradable fiber of good quality. 
 

4.2.2 Sourcing 
	

At MedMod1, the choice of suppliers is mainly based on price, MOQ and lead-times. The 
focus in the prototype stage is to negotiate a cost price, which should be meeting the budgeted 
target price, with the supplier. Sometimes the buyers choose to sample one style from several 
suppliers, this may be the case if the buyers are uncertain of material and price. The buyers 
may then compare the alternatives against each other. MedMod1 has sometimes been offered 
similar products from two different suppliers with very different prices.  
 
The lead-times may differ a lot between garments, as MedMod1 work with suppliers in 
different countries. MedMod1 has approximately 35 different garment suppliers for each 
collection, but the number of suppliers is sometimes higher. The more part of the suppliers are 
situated in China or India. It is the suppliers that are responsible to control the dyeing 
processes, the textile fiber-, yarn- and garment production for MedMod1. The suppliers also 
decide how to dye and print the garments according to the look that MedMod1 demand. 
MedMod1 does not have any thought out strategy of how they would handle a negative 
incident in the value chain. The Rana Plaza catastrophe is brought up as a worst-case scenario 
and as an example of a very negative event with huge negative consequences for the 
companies involved. The CEO stated, “…if something like that would happen with one of our 
suppliers it would results in immediate huge consequences”. Negative events in the value 
chain are another motivation to work with CSR, as the impact can be massive if something 
fails in the sourcing step.  
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MedMod1 has a target gross margin of 60%. It is the buyers’ responsibility to try to attain that 
margin. The buyers focus on attaining the gross margin on the mean of every product group 
and category. When working with the gross margin the costs include the cost price, freight, 
customs and overhead. Overhead is calculated 2,3% of the cost price. There are no great costs 
tied to purchasing except the cost price and salaries. The gross margin of 60% is many times 
not attained. The mean is 57-58%. However, MedMod1 strives to achieve the target gross 
margin. The target margin should be seen as an overall margin that reflects the mean gross 
margin of all garments. MedMod1 follows up on their sales figures after each season.  
The clothes in sustainable material that MedMod1 have had so far have been very profitable. 
MedMod1 has an organic knit program as well as organic shirt program. The design and 
buying director stated that their organic knit program in cotton had a gross margin of 55% but 
it was one of their best sellers. 
 
Several of the respondents at MedMod1 stated that sustainable materials often have a higher 
minimum order quantity, MOQ. Further, the buyer and CSR responsible explained that the 
company is reducing the number of garments made of the same textile material. The cost also 
differs between countries and suppliers. An example of the difference in cost is where 
MedMod1 got price quote from a supplier in Bangladesh where the cost price of a sustainable 
material would be 30% higher than the generic counterpart. The cost price may also differ 
between the supplier countries. In China the ecological material could cost approximately 10-
15% more than generic cotton, according to the buyer and CSR responsible. The design and 
buying director stated that it would be possible to find suppliers that offer to produce in 
sustainable materials without requiring large quantities. However, some existing suppliers that 
are focused on sustainable materials are in many cases perceived as too expensive to source 
sustainable materials from. Further, the buyer and CSR responsible stated that the company 
might be able to keep the current supplier base while sourcing more sustainably, if the buyers 
explicitly asked for it.  
 
MedMod2 has about 60 different suppliers in total. About 40% of the suppliers are situated 
within Europe and about 60% of the suppliers are situated in Asia. Their lead-times differ 
depending on what garment it is and where it is produced. MedMod2 is a part of a large 
corporate group, and the company collaborates with the conglomerate in the control of the 
production facilities. The global buying and design director at MedMod2 stated in the 
interview that MedMod2 needs to be realistic and set reachable targets that the company can 
achieve in the sustainability work.  
 
MedMod3 has about 20 suppliers and 20 subcontractors in total. The company mainly 
produces the garments in Italy and Tunisia. The lead-times depend on what garment type and 
what season it is. Sometimes MedMod3 chooses to keep fabric production integrated instead 
of outsourcing it. When the production is integrated the lead-time generally becomes longer. 
Garments made of organic cotton often have longer lead-times, as the fabric often is produced 
on request. MedMod3 is working on the ability to trace all their products. As it is today, the 
company has less control over the garments that are bought in the smallest quantities. The 
company has less possibility to impact the production of these garments and the company 
wants to increase the control in regards to these garments. When it comes to the garments that 
are sold in larger quantities, the ability to control the production is much better. The company 
has control over these large quantity products from fiber to finished product and consumer 
purchase. The company also has the ability to trace the textile fibers and identify the history 
of these garments down to the specific fields and farmers.  
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SmaBud has about 10-15 different suppliers in total. The suppliers are mainly situated in 
China, India, Bangladesh and Turkey. The company mainly focuses on price when sourcing 
and always tries to find the best price for each style. However, the buyers limit themselves in 
the cost price and lead-times negotiating, as they are aware of that a too low price or a too 
short delivery date may have negative impact on the working conditions at the suppliers. The 
buyers also value long-term relationships with the suppliers, as they know that this facilitates 
the company in reaching the low cost prices. In order to create long term relationships with 
the suppliers, they value to not excessively pressure the price but to also respect the need the 
suppliers have for healthy margins. This is a way of thinking that also affects the negotiation 
regarding lead-times as the buyers know that they may have the power to pressure lead-times 
but that it may have severe negative affects on the working conditions in the factories and that 
they prefer creating long lasting healthy win-win supplier relationships.  
 
LarBud has in total about 120 suppliers outsourced in different countries. LarBud mainly 
produce their garments in China and Turkey. Since the transportation time is much shorter 
from Turkey it is a good choice when they need to receive the garments fast. The company 
also has some suppliers in Bangladesh. Most of their garments made of organic cotton are 
produced in Bangladesh. The CSR manager at LarBud stated that sustainability is a factor in 
purchasing but the cost price can’t be too high. The lead-times within LarBud depend on the 
kind of garment and season, and also where the garment is produced.  
 
The CSR manager at LarBud explained that the outsourced production creates a risk to the 
company, as they are not confident in controlling the working conditions in the factories. The 
lack of control of the suppliers is a weak link, and a negative event at one of their supplier 
may have a large negative impact on the brand. Another risk is if the quality of the garments 
is not meeting a sufficient standard. The company tries to counteract these risks by making 
sure they have good control over the suppliers with regular visits and audits.  
 

4.2.3 Apparel production processes and quality assurance 
	

At MedMod1 it is the buyers’ roles to consider the production process including chemical use 
and ethical concerns. MedMod1 does not have any standardized chemical testing of their 
garments today. However they test the garments when they suspect that something is wrong. 
MedMod1 makes a wash- and wear test to control the performance, quality and sustainability 
of the garments. The wash- and wear test means that employees lends the garments, wears 
them at least seven times and washes them at least three times. MedMod1 do not have any 
statistics on how many garments and what type of garments that are not approved in the wash- 
and wear test. How they follow up the unapproved garments depend on what type of quality 
problem the garment has. The buyers have a dialog with the supplier in order to solve the 
quality problem, and later on, new wash- and wear tests are performed in order to assure that 
the problem is solved. Some garments with quality problems will be sent to an external 
laboratory for additional testing.  
 
MedMod1 also have collaborations with different test institutes. They collaborate with The 
Business Social Compliance Initiative, BSCI, which is an initiative of The Foreign Trade 
Association, FTA, and where all participated companies are working towards improved 
working conditions within the entire value chain (Business social compliance initiative, 
2015). MedMod1 is also a member of two different external companies, Swerea IVF and 
Bureau Veritas. Swerea IVF is a Swedish research company; offering advanced research- and 
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business services and ensure that garments don’t contain any harmful, forbidden chemicals 
(Swerea IVF, n.d.). Bureau Veritas is a leading company within testing, inspection and 
certification (Bureau Veritas, n.d.). In order to collaborate with these as well as other 
organizations a company needs to pay a rather high fee. The high fee limits the possibilities 
for MedMod1 to participate in all the collaboration that they would want, as the company 
cannot afford it.  
 
Some of MedMod1’s suppliers are controlled by BSCI and the company’s goal is that at least 
80% of the suppliers should be BSCI certified. The suppliers that are not BSCI certified are 
informed about MedMod1’s requirements but these suppliers are not controlled. The non-
certified suppliers are supplying a small number of styles for the company. When MedMod1 
starts to collaborate with a supplier, the supplier needs to agree to comply with MedMod1’s 
code of conduct. According to the design and buying director at MedMod1, it is the 
production processes that mainly impact sustainability, and it is within these processes a shift 
towards a more sustainable company can be made. It is also in the production process the 
main sustainability related risks lies. 
 
The global buying and design director at MedMod2 stated that their largest focus area within 
CSR is quality and labor conditions. The company works a lot with risk reduction and 
especially towards avoiding substandard merchandise as it may hurt the brand. In order to do 
so the company collaborates with test institutes. The main goals of the collaborations are to 
ensure quality, and to prohibit negative event in the value chain that could damage the brand. 
The buying and design director also described that the work towards minimizing negative 
impact and to consider the footprint on the planet.  
 
The CSR manager at MedMod3 stated that the company work towards controlling the entire 
value chain but she perceives that the company has more control over the production 
compared to other parts of the value chain. The company focuses a lot on quality assurance 
and the respondent perceives this as very important from both the garment quality perspective 
and the environmental and social sustainability perspective. MedMod3 performs quality 
control at both suppliers and subcontractors. Their suppliers are doing many of the tests 
during production; this is done continuously in the laboratories at their suppliers. If there is a 
suspected problem with the garment, they also do tests after that the garment has been 
produced. A test institute performs these tests. The company may also receive support from 
Swerea IVF when it comes to chemicals.  
 
MedMod3 controls their suppliers in high-risk countries with the assistance of The Fair Wear 
Foundation. The Fair Wear Foundation is an organization working to improve the working 
conditions for garment workers (Fair Wear Foundation, 2009). In the low risk production 
countries, the company has an external consulting firm that are controlling the suppliers. 
These controls are performed every two to three years. MedMod3 does not use any 
assessment tool in order to grade the sustainability of the company, however the CSR 
manager at MedMod3 stated that the company is considering starting to use some kind of 
grading or assessment tool in order to achieve a better overview of the sustainability of the 
company. Today the company creates an annual sustainability report where the sustainability 
achievements are described. The company reports according to the guidelines set out by The 
Fair Wear Foundation.  
 
SmaBud use test institutes to perform quality tests with their suppliers. The company also has 
a code of conduct that is mandatory for all collaborating suppliers to follow; this is regulated 
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in the contract with each supplier. It is sometimes hard for SmaBud to achieve sufficient 
control over the production process at their suppliers. An implication of this is that they are 
not comfortable to work with all kinds of products due to the associated risks. SmaBud have 
previously had jewelry in their collections. However they have perceived that there is a rather 
high quality risk in the production and they have therefor stopped completely with jewelries. 
The buyer at SmaBud stated that it is too hard to control if the suppliers follow regulations 
concerning nickel limits.  If the suppliers did not follow regulations it could harm the brand.  
 
LarBud control their suppliers within different time intervals depending on the perceived risk. 
The risk is evaluated dependent on different parameters such as for instance the supplier 
country, type of product and if it is a new supplier. LarBud is a member of the Better Cotton 
Initiative. The better cotton initiative is an organization that work towards sustainable cotton 
production (Better Cotton Initiative, n.d.)1 with decreased levels of pesticides and water usage 
and better working conditions at the cotton farms (Better Cotton Initiative, n.d.)2. LarBud is 
also a member of in the company Swerea IVF that allows LarBud to be updated about 
chemicals within the industry. Swerea IVF also offers regular information about research and 
legislation concerning product quality and can provide LarBud with recommendations and 
support. In addition to these collaborations Larbud have a restricted chemicals list, which 
states the chemicals that the suppliers cannot use in the production.  
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5. Discussion 
 
The discussion is divided into three different parts. The first part concerns the barriers and 
opportunities related to the fashion consumer and the added value of CSR and the second 
part concerns the barriers and opportunities related to the operations in the fashion value 
chain processes. The last part is a summary of the discussion, which leads into the conclusion 
of the study. 
 
 
The study identified several subjects related to sustainability that may be important to 
consider when creating a CSR strategy for a company in the fashion industry. The embedded 
subcases in the study showed differences, but there were also a lot of similarities between 
them. The literature overview showed that the size of the company is relevant to consider 
when creating a CSR strategy. Furthermore, the literature overview also showed that the price 
range of the company affects the costs and pricing as well as how consumers value the 
product. The consumer behavior, including the purchase decision, differs between different 
price ranges, and therefore may the price range also affect how a company could successfully 
work with CSR. However, the existing literature did not identify more specifically how the 
type of the company may affect how the CSR strategy should be designed.  
 
In order to adapt a CSR strategy to suit a specific type of company it is important to 
understand the context of that specific company type. The fashion industry is a context in 
which all fashion companies operates, with the specific challenges of the fashion value chain 
and the fashion consumer market. The size and price range of the fashion company constitutes 
additional contexts in which the company operates. The medium-sized fashion company in 
the moderate price range operates within the context of being a fashion company but also 
being medium-sized and within the moderate price range. The case with embedded subcases 
allowed exploring how the size and price range of medium-sized fashion companies in the 
moderate price range affect which barriers and opportunities these companies meet in the 
CSR work. 	
	

5.1 The fashion consumer and the added brand value 
 
Fashion companies operate in the context of the fashion industry and the fashion market. The 
fashion consumer behavior is an important aspect to understand in order to understand the 
fashion market. The literature showed that sustainability could add value to the brand and 
thereby support profit. According to Choi and Cheng (2015) 71% of Americans value 
sustainability enough for it to affect their purchase decision. The literature emphasizes the 
emotional value that sustainability may contribute with to the brand. Brands carry emotional 
value and this value is a purchase argument for the consumers. Parment (2010) explains that 
the emotional value may be the brands ability to send implicit social messages. A strong 
brand with a well-defined brand personality sends a clearer message. An image of being 
socially and environmentally sustainable may be considered a trait in the brand personality. 
Sustainability work may thus be an opportunity to further define the brand personality, reach 
out to consumers, create value and strengthen long-term profitability. CSR and branding 
could be viewed as closely connected.  
 
The impact on the brand of working with CSR and sustainability is something that all 
companies in the study all agree upon. There are three medium-sized fashion companies in the 
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moderate price range that have participated in the study. These three companies are also the 
companies were the respondent perceive CSR as most valuable to the brand. The large 
company in the study, LarBud operates within the budget segment. This company work with 
CSR but the respondent that was interviewed does not perceive it as a strong sales argument. 
Neither do the respondent from the small, budget brand, SmaBud. The respondent from 
SmaBud claimed that they only tried to work with the minimum requirements and were not 
trying to create any added value to the consumers with CSR. The rationality for this is stated 
to be due to their consumer segment that they perceive to not have interest nor appreciate the 
sustainability aspect.  
 
The fact that the fashion companies in the moderate price range perceive sustainability as a 
more important sales argument corresponds with the literature stating that brands within a 
higher price segment are valued to a greater extent due to their emotional value than brands 
that are less expensive. Sustainability is considered a typical emotional value. As brands in 
the moderate price range have a higher price than budget brands, these brands are also more 
sensitive to whether or not consumers are willing to pay a price premium. The moderate price 
range brands compete with emotional values while according to literature; budget brands 
compete with rational values. This distinction is relevant when it comes to the approach to 
sustainable materials. As budget consumers choses their garments due to rational values such 
as price, it may not matter as much to these consumers if the garment is made in a sustainable 
fabric. However, the moderate price range consumer chooses the garment due to emotional 
values and thereby it is more important to the moderate price range brands to create brand 
personally traits that can add an emotional value and motivate a price premium. Sustainability 
is one such possible brand personally trait that may motivate a price premium as it may be 
considered an added value to consumers. The sustainable material as a purchase argument 
may thus weigh more heavily to moderate price range consumers than to budget consumers.  
 
The literature indicates that in order for consumers to be willing to pay more for sustainable 
clothing they need to be aware of sustainability in general and how the clothes are made more 
sustainable (Shen, et al., 2012; Visser, 2011), however the research is not clear regarding if 
consumers in general are willing to pay a price premium for these clothes (Chan and Wong, 
2012). In order to be profitable while using sustainable material in the collections it is 
therefore important to work with consumer awareness regarding sustainable materials in the 
collections and with branding, so that consumers recognize the sustainability work that the 
company does and are able to connect it to the brand and the brand’s products.  
 
Shen et al. (2012) state that the knowledge the consumers have about sustainable materials 
also affects how much the consumer values it when making purchase decisions. The fact that 
not all consumers are aware of sustainability issues is validated in the case study. When 
discussing different textile materials from a sustainability aspect the senior designer at 
MedMod1 stated that the consumers are not always aware of how sustainable different 
materials are. Consumers appreciate material that they perceive as natural such as viscose 
over a less “natural” material such as polyester. Visser (2011) state that fashion consumers are 
generally aware of sustainability issues, but according to the case of MedMod1 the consumers 
may not always be able to identify which types of materials are more likely to be more 
sustainable. The lack of awareness about sustainable material is a barrier that needs to be 
overcome in order to get the most added value from the sustainable products, as customers 
need to be aware in order to think these garments are worth the price premium.  
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In order to create added value with the CSR activities performed by the company it is 
important that the CSR work is communicated. This is something that is stated in the 
literature (Shen, et al., 2012) as well as by the statements made in the case interviews.  
MedMod3 is the company that has the strongest sustainability profile and that promotes CSR 
work the most. MedMod3 also has a brand image of being sustainable and the CSR 
responsible perceived this image as something that brings value to the company. With the 
combined responses from the case as well as the literature it becomes evident that the 
consumer perspective and the value a CSR strategy may bring to the brand is an important 
aspect. MedMod3 has recognized the possibility of increasing consumer awareness and the 
company educate the employees about sustainability and for instance, the sales 
representatives should have good knowledge about the CSR work of the company. The sales 
representatives are then able to transfer their knowledge to the consumers. By educating the 
employees MedMod3 is probably therefore increasing consumer awareness. The work 
towards increased consumer awareness may increase the willingness to pay for sustainable 
garments. 
	
Unawareness can be a barrier to introduce sustainable garments if the unawareness means that 
the consumer cannot recognize sustainable materials. The unawareness may also result in that 
consumers may perceive some sustainable materials as unnatural and bad for the environment. 
Recycled polyester would for example be more sustainable than viscose, however the 
consumers may not perceive a change from viscose to recycled polyester as a positive change, 
since they do not perceive polyester as a sustainable material. The senior designer at 
MedMod1 stated that many women avoid polyester due to the feel and comfort of that 
material and that polyester has a bad reputation. Women may also think that polyester is less 
natural and therefor not sustainable. Due to these kinds of misconceptions it may be important 
for fashion companies how they communicate CSR work and sustainability to inform their 
consumers. The unawareness is a barrier if companies would want to put money into offering 
recycled polyester, as the consumers are unlikely to be willing to pay any price premium. The 
unawareness can be unevenly distributed between different consumer groups. SmaBud 
markets to girls and young women. The buyer at SmaBud stated that the company’s 
consumers do not appreciate and value sustainability. This may be due to unawareness 
amongst their target consumers. The unawareness makes it less likely to foresee any price 
premium if the brand were to start using sustainable materials or becoming more sustainable 
in other ways.  
	

5.2 The fashion value chain processes 
	
The fashion value chain is a context for fashion companies CSR practices. It is relevant to 
understand the fashion value chain in order to understand how the barriers and opportunities 
within the fashion value chain affect the CSR work. The literature showed that it is foremost 
in the upstream part of the fashion value chain that the sustainability work has most impact 
but that it is important to work with all steps in the value chain. The purchasing function that 
handles several steps of the value chain is an important function in regards to sustainability. It 
is in the purchasing step that suppliers are chosen and the buyers chose between different 
kinds of materials. The case showed that it is the purchasing department that often handles the 
practical aspects of sustainability such as collaborating with suppliers, deciding upon 
restricted substances and choosing textile material and finishes.  The interviews with the 
different respondents in the study all lifted cost as an important aspect when it comes to 
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creating a sustainable value chain and end product. Many of the barriers to CSR are related to 
the barrier of cost.  
 

5.2.1 The cost barrier 
 
The study showed that cost is the most important barrier aginst companies becoming more 
sustainable and this is especially evident in the purchasing process. The cost of sustainable 
material is higher but if the willingness to pay increases amongst consumers there may also be 
financial opportunities with switching to more sustainable production.  According to Gowerek 
(2014), the retail price is usually derived by adding a mark-up to the cost price the company 
gets from suppliers. MedMod1 have target margins that they need to achieve in order to have 
the correct mark-up. If they cannot reach these margins the choice stands between accepting a 
lower margin and raising the retail price. Gowerek (2014) state that the retail price should be 
adapted to the consumers’ price-sensitivity. Kasum, Mermod and Idowu (2014) as well as 
Chan and Wong (2012) state that some customers may be willing to pay a price premium for 
sustainable fashion but the most of the consumers are not willing to pay more. Other 
characteristics of the garments are often valued higher.  
 
Russo and Perrini (2010) state that medium-sized companies are more financially restricted 
and more vulnerable for economic loss than large companies. According to Lee, Herold and 
Yu (2015) the lack of financial resources amongst SMEs is a possible explanation to why 
SMEs do not have as developed CSR work as large companies. The case supports that cost is 
a typical barrier for medium-sized fashion companies in the moderate price range, and 
especially in regards to the cost of sustainable materials and the price-sensitivity amongst 
consumers. All of the respondents perceive cost as a barrier and the more part of the 
respondent perceive the price-sensitivity of the consumers as a barrier towards using more 
sustainable fabrics. The case as well as the literature shows that sustainable materials are more 
expensive and several respondents bring up the cost of sustainable material during the 
interviews. Gadde and Håkansson (2010) state that the purchasing cost of a company is often 
representing over half of the turnover. It is thus important to recognize the importance 
keeping these costs under control. MedMod1 work actively to try to achieve their target 
margin of 60%, but they do not always succeed in attaining it. The findings show that 
sustainable garments have a cost price approximately 10-15% higher than the usual cost price 
for MedMod1. Furthermore, MedMod1 has had experience being quoted a price for organic 
cotton that is between 10-30% higher than the price for conventional cotton. Most of the 
respondents from MedMod1 perceived their customers to be rather price-sensitive and they 
perceived that the consumers would not accept an additional price premium. These factors 
made it hard for MedMod1 to shift towards more sustainable fibers. The design and buying 
director stated that MedMod1’s consumers are price-sensitive, and as sustainable garments 
have a higher cost price, the company is forced to accept a lower gross margin on these 
garments in order to not decrease sales.  
 
The difference in cost price between sustainable and conventional materials depends on the 
type of sustainable material. The design and buying director at MedMod1 state that amongst 
sustainable materials, organic cotton is the alternative that is the least expensive. MedMod1 is 
following up on the sales after every season to evaluate what has sold well and not. These 
evaluations have so far shown that the sustainable clothing lines that they have previously 
launched have been very successful. An example of this is an organic knit program that only 
had a margin of 55%, but sold very well and ended up as a best seller amongst the products. 
The respondent from the company did not initially perceive it as if the consumers price-
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sensitivity allowed a higher retail price, however the success of the line may indicate that a 
higher price could have been tolerated. It may also be the case that the consumers appreciate 
the sustainable lines that MedMod1 offers and that the smaller margin may be weighed up for 
by selling larger quantities.  
 
The cost of sustainable materials is interrelated with the problem of these fabrics generally 
having a higher MOQ. Gowerek (2014) states that when choosing to purchase garments made 
from sustainable fibers, the MOQ is often higher and the respondents in the study support 
this. Both the buyer and CSR responsible at MedMod1 state that the MOQ is a barrier for 
choosing sustainable material. Changing to sustainable material is thus confronted with a 
barrier of both price and MOQ. Fashion companies in the moderate price range have, 
according to Parment (2010), smaller margins than luxury brands while they at the same time 
sell smaller quantities than budget brands. As fashion companies in the moderate price range 
have comparatively small margins, the MOQ barrier and the cost price barrier are especially 
relevant to these companies as these two barriers reinforce each other.  A possibility to handle 
the barrier of a larger MOQ could be to increase the number of items within the collection that 
are made in the same fabric. This may be easier for large companies but it may also depend on 
the creative guidelines of the company. 
 
The respondent from MedMod2 perceived that their consumers expect sustainability from 
them but hat the company is limited to working too much with sustainable material due to the 
cost. The company has chosen to work with sustainability in order to not disappoint 
consumers but they cannot scale up the sustainability work due to the cost. MedMod3 has a 
larger focus on sustainability in the brand image and the company put a lot of money into 
sustainability. However the respondent from MedMod3 also perceives the cost as a possible 
barrier and stated that the higher cost price decreases their profit margins, however they have 
still chosen to invest in sustainable materials in almost all of their garments.  
 
SmaBud and LarBud are both budget brands. SmaBud has no sustainable garments while 
LarBud have some sustainable garments in their collections and seem to be putting rather 
great resources into sustainability practices. None of these companies have strong 
sustainability profiles, however there are important differences between their practices in 
terms of the amount of sustainability work they achieve. The difference between these two 
companies may be related to the cost and MOQ perspective where a large company may 
easier afford and attain the MOQ for these materials than a smaller company. This difference 
in being able to afford sustainable material and to attain the MOQ was also seen in 
BrandMar1 and it is a problem that is probably increasing the smaller the company is. The 
respondent from LarBud did not perceive the higher cost or the higher MOQ as problematic. 
LarBud focuses on organic cotton, which the company has estimated being a less expensive 
sustainable material compared to other sustainable materials. The company can keep costs 
down by choosing to focus on organic cotton and buying large quantities of this. The price is 
lower with large quantities and the company has also seen that the prices for organic cotton 
have continuously diminished during the recent years. LarBud has focused a lot on organic 
cotton and bought large quantities of that material as a way to handle the cost and MOQ issue. 
However this is not a strategy that may suit all kinds of companies. The medium-sized fashion 
companies in the moderate price range deals with much smaller quantities than LarBud and 
they cannot limit their value offer focusing too much on one type of material. The choice of 
material is also dependent on the creative expression the brand wants to have.  
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An opportunity for companies to overcome the cost barrier is to decrease the cost by using 
blend materials. Blend materials are usually less expensive than pure materials. Blend 
materials can be a way for fashion companies to keep costs down, on the other hand, 
according to the CSR manager at LarBud blend materials are generally less sustainable as 
they are more difficult to recycle. MedMod1 sometimes use blend material in order to make 
the garments’ cost price less expensive. Blending material may also have a positive effect on 
the feel of the garment, making it silkier or lighter. Using blend materials may make the 
garments less sustainable however it has other advantages. LarBud may blend sustainable 
materials with other type of fibers that are not particularly sustainable. They classify the 
garment as sustainable if it contains at least 50% sustainable material.  
 

5.2.2 Communication and coordination 
 
Blomqvist and Posner (2004) state that it is important to coordinate between the marketing 
and purchasing department in order to benefit the most from the CSR work. The interviews at 
MedMod1 also lifted the subject of coordination. MedMod1 has had some experience with 
sustainable lines, which have been successful. Still there was a problem of the marketing and 
purchasing department has not always been sufficiently aligned. The misalignment has caused 
missed opportunities to promote the sustainability work as marketing has been ill informed 
about the activities at purchasing. Furthermore, the purchase department miss out on 
important input from marketing. Marketing may have input regarding how purchasing could 
adjust the CSR activities in order to further increase the added value and consumer offer. 
Marketing is the department that has the closest relationship with the consumers and are the 
most skilled to assess how the brand may be affected and how the emotional value of a 
product could be increased.  However if marketing is not informed and does not participate in 
the CSR related planning processes, this important input becomes a neglected opportunity.  
 
The CSR manager at LarBud explained that their existing sustainability work has been 
improved after that many of the company’s departments started to collaborate more with each 
other. The CSR involvement has also increased amongst the employees, and the CSR 
manager at LarBud thinks that this is a key for successful sustainability work. These particular 
findings in the study shows that internal coordination and collaboration is an important factor 
to successful CSR strategies, regardless if the company is large or medium-sized.  
 
Due to the fact that medium-sized fashion companies in the moderate price range are 
financially restricted it is important to be cost conscious. The money spent on CSR must be 
well invested and by communicating the activities to the consumers the return on investment 
in terms of brand image is higher. In order to communicate CSR well to the consumer it is 
important to communicate internally as well, as insufficient internal communication and 
coordination between the departments probably will result in insufficient external 
communication and the consumers will not be sufficiently aware of the CSR work. As 
consumer awareness is related to the consumer willingness to pay, insufficient 
communication makes the return on investment on the CSR work lower.  
 
According to Pohl and Tolhurst (2010), large companies often have teams working with CSR 
issues and SMEs may only have one employee or less. The case study also showed a 
difference in the number of employees working with CSR. All companies except SmaBud had 
at least one employee who worked with CSR. However, the total amount of employee time 
put into CSR in the companies varied. MedMod1 had less than one full time employee 
devoted to CSR issues whilst LarBud has a sustainability group with several employees. The 
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fact that LarBud has several full time employees devoted towards CSR work is likely to make 
it easier for this company to collaborate and coordinate internally and to achieve better results 
within the area of sustainability. Having the possibility to devote employee time to 
sustainability issues is likely to be a question of affording the cost of the employee time put in 
and SMEs may not be able to afford it to the same extent as larger companies. As the time to 
develop and work with CSR is more limited it may be important for these companies to 
prioritize the CSR aspects that are most important to their company and to focus on them.  
 

5.2.3 Quality assurance and slow fashion 
	
Fashion companies must meet the quality expectations in order to satisfy consumers and not 
loose sales. The supplier relationship and the control over the upstream part of the supply 
chain are important in order to offer quality. The case showed that LarBud, that is a large 
fashion company within the budget range, have rather well thought out procedures to control 
their suppliers while SmaBud that is the smallest company in the study have the least amount 
of control procedures. According to Muthu (2015) large companies often have greater 
resources to allocate to CSR activities, and the size may explain the difference. The medium-
sized fashion companies in the study all had procedures to control the suppliers while some 
more than other.  
 
All of the companies in the study collaborate with one or more organizations or external 
company, such as for example Swerea IVF, Bureau Veritas and Fair Wear Foundation, to 
improve their quality- and sustainability work. The fact that there is a fee in order to 
collaborate with these organizations may deter some financially restricted companies. The 
cost may be a barrier for SMEs since it may prevent a more extensive collaboration, to assure 
quality and to be more sustainable. The quality assurance barrier applies specifically to 
fashion companies within the moderate price range since the consumers demand higher 
quality than from budget fashion companies, according to Li, Wang and Cassill (2004). Since 
medium-sized companies are financial restricted and a lot of the value in their products is in 
the brand it is important not to loose customers or reputation due to substandard quality. In 
order to ensure quality, the company needs to work with quality assurance internally and 
sometimes also collaborate externally. Some methods of quality assurance may be expensive. 
On the other hand, it may be necessary for the medium-sized fashion company within the 
moderate price range to look into what should be most expensive; lost sales due to that the 
consumers perceive the garments to be of substandard quality or the cost of quality assurance 
activities that keep the consumers satisfied with the quality.  
 
All companies bring up chemical and quality testing as important but they perform quality- 
and chemical tests to different extents. All of the participating companies collaborate with test 
institutes for the control of their suppliers. Suppliers not complying with standards seem to be 
something that all of the companies were cautious about, although all of the companies in the 
study claimed to have taken sufficient action to have this risk under control. Having quality 
testing may also be a method to ensure sustainability and it is often considered as a form of 
CSR work as part of quality testing concerns dangerous chemicals or procedures that have 
negative environmental or social implications. MedMod1 do not have an extensive quality 
assurance procedure. They do not perform any internal testing, beside the wash- and wear 
tests. However their suppliers performs tests during production in collaboration with test 
institutes that MedMod1 has contracted. The wash- and wear test is less expensive compared 
to the tests that are performed by many other companies, however the results are not as 
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reliant. The wash- and wear tests at MedMod1 include usage and washing of the garments for 
a three week period and cannot be compared to tests where the garments are exposed to the 
wear and tear equivalent to years of use.  
 
Choi and Cheng (2015) explains that quality is something that is valued by the consumers, 
and since a higher price on a fashion garment symbolize quality according to Chan and Wong 
(2012), quality is an important aspect to consider for fashion companies within the moderate 
price range. Consumers may expect garments from a brand in the moderate price range to be 
of higher quality than a budget garment. Li, Wang and Cassill (2004) validate this assumption 
by stating that the moderate price range consumers demand higher quality than budget price 
range consumers do. Focusing on quality assurance both in terms of creating sustainable 
clothing and clothing that lasts longer may be a possibility for companies to further define a 
brand as sustainable. Slow fashion garments are described as having higher quality and longer 
life cycles. Slow fashion requires more quality assurances and chemical testing. The 
consumer aspect of the slow fashion aspect is discussed by Jung and Jin (2014), who state that 
creating slow fashion also means to encourage consumers to buy garments of better quality 
and to keep them for a longer period of time. Buying fewer clothes, that also last longer 
reduces unnecessary production and is positive for the environment. Overproduction as well 
as consumers buying large amounts of clothing is causing excessive strain on the 
environmental resources. Slow fashion is an approach to quality and sustainability that suits 
the moderate range company as it can be promoted as an emotional value. Consumers may 
appreciate companies working with quality and create slow fashion and be willing to pay a 
price premium for this added value. 
 

5.3 Summary  
	

The study identified several perceived barriers that may affect CSR work in medium-sized 
fashion companies in the moderate price range. Medium-sized companies are more likely than 
large companies to be financially restricted. This is something that has implications on how 
these companies may work with CSR. The cost of sustainable material becomes a barrier for 
medium-sized fashion companies within the moderate price range as these companies 
typically have pressured margins and are financially restricted.  
 
The quantities may not be as large as for budget brands and the margins are usually smaller 
than for luxury brands. Smaller margins means less space for an increased cost price and 
lower quantities means smaller opportunities to get better prices from suppliers as larger 
quantities often are rewarded with lower prices. The MOQ is another barrier, as it may be 
hard for medium-sized fashion companies in the moderate price range to buy large quantities. 
The study showed that sustainable material often had higher MOQs than conventional 
material and this can make it hard for medium-sized fashion companies in the moderate price 
range to include sustainable materials in their collections. The brand may want to have a 
variety of styles in different materials and this may prevent them to reach the MOQ for 
sustainable materials. The willingness to pay amongst consumers may be limited when it 
comes to paying a slightly higher price for sustainable material. The literature as well as the 
case showed that the willingness to pay a price premium due to a garment being sustainable is 
limited. If the consumers are not willing to pay more for these garments but the cost price is 
higher as well as the MOQ, it may become very expensive for companies to choose 
sustainable material, for financially restricted companies, such as medium-sized fashion 
companies, it may be impossible to still have a healthy margin. 
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Medium-sized fashion companies commonly have one or less employee working with CSR 
related issues. The lack of employee time to spend on CSR may affect the communication and 
coordination around CSR issues. Communication and collaboration have been identified as a 
barrier to the CSR work. Companies risk loosing out on the added value of CSR if 
sustainability issues are not properly communicated internally and external of the company. 
The study shows that the consumer awareness about sustainability is related to the willingness 
to pay.  
 
Quality assurance may be more important to moderate price range brands than to budget 
brands as the consumers have higher quality expectations on garments with a higher price and 
the moderate price range consumers values quality more than the budget consumer.  
 
In addition to the barriers the study also identified several perceived opportunities that may 
affect CSR work in medium-sized fashion companies in the moderate price range. The brand 
image may benefit a lot from working with CSR. The company may improve the brand 
personality so that the brand is identified with more positive values such as being ethical and 
trustworthy. Consumers may choose the clothing due to the fact that the brand is more 
sustainable. Even though it is not established that the consumers would pay more it is 
established that sustainability plays a part in the purchase decision. Being more sustainable 
may also be a buffer against negative events in the supply chain as the company can show that 
they do work with these issues. In this aspect the CSR work reduces risks to the company. 
The medium-sized fashion companies in the moderate price range may also benefit from the 
trend of slow fashion, as slow fashion also fit very well with the moderate price range 
consumer offer. The clothes are generally of higher quality than budget brands and at the 
same time more accessible than luxury brands due to the lower price. Slow fashion is 
considered sustainable and medium-sized fashion companies within the moderate price range 
could promote their garments as slow fashion in order to position the brand as more 
sustainable. This is a strategy that would also be a cost-efficient way for companies to change 
towards a more sustainable image.  
 
The most important aspects that have been identified in the study are cost-consciousness, 
quality assurance, communication and coordination and the added value perspective. Fashion 
companies in the moderate price range compete with emotional values and it is therefore 
interesting for these companies to use CSR to create a stronger and more attractive brand. As 
the amount of resources that could be put into CSR work is more limited it is important that 
the CSR work is efficient in the sense that all of the activities also is made visible to the 
consumers. The activities can only result in an added value if the consumers are aware of 
them so that the brand image strengthens. Quality assurance may be a cost-efficient way for 
medium-sized companies in the moderate price range to work with CSR and promote slow 
fashion. A cost-conscious company with restraints both in terms of small profit margins and 
low ability to invest may need to adapt the CSR strategy to concentrate on those activities that 
have the highest ratio of added value to cost. Coordination is important because of the internal 
and external communication aspect. If CSR activates are communicated well internally all 
departments may contribute better to creating successful CSR processes and to achieve added 
value with CSR. 
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6. Conclusion, practical implications and future research 
 
This chapter presents to the reader the answer to the research question, the practical 
implications and suggestions for future research. The answer is derived from the discussion 
and is a summary of the outcome of the study.  
 
	

6.1 Conclusion 
	
The study aimed to answer the research question: “Which are the perceived barriers and 
opportunities to CSR work that may be most important to consider for medium-sized fashion 
companies within the moderate price range?” The study identified several barriers that may 
affect the CSR work of medium-sized fashion companies in the moderate price range. The 
cost barrier is the most important barrier. Medium-sized fashion companies are more 
financially restricted compared to larger fashion companies. The cost barrier affects the CSR 
work, as some materials or processes that would be more sustainable are too expensive. The 
MOQ is another barrier that is connected to the cost barrier. The MOQ is usually higher for 
sustainable materials and it can be difficult for medium-sized fashion companies to reach the 
MOQ without large alterations of the assortment plan. Another implication of the cost barrier 
is that the number of employees working with CSR typically is less. This decreases the time 
for sustainability issues and communication and coordination around the sustainability work. 
The study showed that communication and coordination are barriers that negatively affect the 
CSR work and especially the amount of added value that can be extracted due to the CSR 
work. The internal communication affects the external communication and the brand image as 
well as the ability of the company to work towards consumer awareness about sustainability 
issues. These aspects affect the willingness to pay amongst the consumers. The cost barrier is 
also interconnected with a quality assurance barrier. Quality assurance has been shown in the 
study to be expensive and something that is more inaccessible the smaller the company is. 
This is a barrier for medium-sized fashion companies and in particular the medium-sized 
fashion companies that are within the moderate price range. Moderate price range consumers 
have higher expectations on quality and motivate their purchase decision more due to the 
expected quality of the garment compared to budget consumers.  
 
The study also identified several opportunities for medium-sized fashion companies in the 
moderate price range. The possibly increased willingness to pay amongst the consumers is an 
opportunity for companies connected to the CSR work. If the consumers perceive a brand as 
sustainable they may become less price-sensitive and willing to pay more. The consumers 
perceive sustainability as an added value and it becomes an added value to the company as the 
increased willingness to pay increases the company’s margins. The slow fashion approach is 
also a great opportunity for fashion companies in the moderate price range, as it is both 
sustainable, cost-efficient and brand strengthening.  
 
The barriers and opportunities such as cost-consciousness, quality assurance, communication 
and coordination and the added value perspective that were identified in the study may be the 
most important aspects for medium-sized fashion companies in the moderate price range to 
consider when creating their CSR strategy.  
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6.2 Practical implications 
 
The practical implications of this study are that medium-sized fashion companies in the 
moderate price range may benefit from considering the barriers and opportunities connected 
to their company type when implementing CSR. The higher cost and MOQ of more 
sustainable material needs to be considered both in the creation of the CSR strategy and in the 
assortment planning. The internal communication and coordination may become a barrier, 
however if the company is aware of this risk it may be possible to create strategies that 
prevents this. Quality assurance is especially vital in the moderate price range and the value of 
quality assurance should not be underrated. The opportunities for medium-sized fashion 
companies in the moderate price range is related to the brand value and the willingness to pay 
amongst the consumers. In order to benefit from this opportunity it is important to work with 
the communication and coordination aspect. A CSR strategy for this company type is 
probably most valuable if the company focuses on the most important aspect such as cost 
efficiency, quality assurance, communication and coordination and the added value 
perspective.  
  

6.3 Future research 
 
This study focused on medium-sized fashion companies in the moderate price range. In order 
to further understand the barriers and opportunities for CSR in SMEs, small companies, as 
well as companies from other price ranges could be researched. It would also be interesting to 
compare SMEs to larger companies and to compare companies in the moderate price range to 
companies in other price ranges.  
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Appendix 1  
 
The following questions were used as a foundation for the interviews in the study.  
	

1. How many employees does your company have today? How great is your total annual 
turnover? 

 
2. How many employees at your company are working with CSR related issues today? 

 
3. What does sustainability mean to your company and the brand image? 

 
4. What would you say are your main focus areas within sustainability and CSR? 

 
5. Do you use any tools to assess your level of sustainability? If so, what kind of tools do 

you use? 
 

6. Do you collaborate with any external partner/partners in order to improve your CSR 
work? If so, what external partner and can you describe the collaboration? 

 
7. Where do you produce your garments? Approximately how many suppliers do you 

have? 
 

8. How do you control the conditions at your suppliers? How often do you control the 
suppliers? 

 
9. How long are your lead-times? Does the lead-times differ between different product 

groups?  
 

10. How are you testing your garments, in order to ensure sustainable materials and 
processes? When are you doing the testing?  

 
11. What are the most common materials contained in your garments? 

 
12. How do you control the stages within your value chain? Have you control over all the 

stages? 
 

13. Do you think sustainability is highly valued by your customers and consumers? Why 
or why not? 

 
14. How do you communicate CSR to your stakeholders? 

 
15. How do you think that your CSR related work creates an added value to the products? 

 
16. Do you asses that the current costs for CSR is outweighed by the benefit in terms of 

added value on the products from a financial perspective? 

17. Are there any restraints in how you can work with sustainability? If so, what are the 
restraints? 

18. Which are the greatest CSR related risks for your company? What is the worst 
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scenario that may happen? How do you prevent that scenario?  
 

19. Do you think it is important to communicate the CSR work within the company to all 
of the employees? Are you doing that? If yes, how do you communicate your CSR 
work to all of the employees? 
 

20. What is the vision for your company in terms of sustainability and CSR related work? 
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