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Executive Summary

Our thesis focuses on the behavior of the Danistswmers when faced with CSR certified
fashion. The aim is to investigate and understhedcbnsumers in depth, creating a base for
business recommendations to fashion companies vigio tev utilize the concept of CSR in

their marketing communication program.

Through the investigation of Postmodernism and Hyypelernism it becomes clear that with
the emerging Hypermodernism a change in purchaseations has occurred; consumption
becomes about consuming for the sake of emotiodssali-gratification. In contemporary
society, both -isms exist and consumers can pos$esacteristics from both, resulting in a
Hybridmodernconsumer, however, within the fashion industrytaslernism seem to be the

major influencer, creating a challenge for CSRified fashion.

The empirical findings indicate that the degreeimifuence from Postmodernism and
Hypermodernism depends on especially three factwsial setting, consumption situation
and product category, meaning that consumers may ttom one or both -isms depending
on the purchase situation. In addition, our findinglso indicate a relation between
Hypermodernism and female consumers, a relatiorctwinmcreases in a social setting.
Furthermore, our investigation reveals that CSR matyhave the ability to act as a product
attribute in relation to branding, as it is not ativation factor for paying extra for a fashion
product. However, the willingness to purchase C8rifed fashion seems to increase along
with social consensus, meaning that consumersabaetting becomes important for the

success of CSR certified fashion.

The prospects for potential business implicatiaesfaund complex due to théybridmodern
consumers and certain areas require further irgaagin, however our recommendation based
on this project is to target females with the mbgpermodern traits. Even though this
segment may be limited within the fashion industig viewed as having the most long-term
potential. In addition, CSR has to become a pathefwhole company identity to facilitate

authenticity, which is the key to legitimacy.

The thesis also recognizes that the empirical figslihave limits in relation to generalization.
As the focus has been on understanding the impmatah the social setting in depth, only

qualitative research has been employed.



Part I: Introduction and Methodology

Chapter 1: Introduction

1.1 Introduction

The overall societal Discourse has undergone a geharplacing Corporate Social
Responsibility on the top of the agenda, both iktips and business as well as on a more
individual level. It has gained ground in almostmly industry generating an increasing
demand in sustainable and environmental friendigdpcts. The fashion industry is no
exception; more fashion designers use recyclablemabor organic cotton to manufacture
their collections, even the large chains have becomre ethically conscious of the materials
and the production chain. Corporate Social Respditgiis still a point of differentiation in
the fashion industry. It is merely used as a pathe branding strategy by few companies,
and only on very few collections, leaving many aonsrs to think whether it is real or just a
marketing stunt to increase sales, which questibadegitimacy. Nevertheless, consumers
are becoming more and more aware of what they coasand many start to prioritize
sustainable and environmental-friendly alternativies the processed and chemically

manufactured products.

However, Corporate Social Responsibility is addiogn already large palette of attributes.
This gives the consumers even more to think abouheir decision-making, which often

creates Cognitive Dissonance in their mind.

Through our investigation of Postmodernism and Hymelernism it becomes clear that
reasons for purchasing have changed; consumpt®bd@me more about consuming for the
sake of the individual's emotions and self-graéifion, whereas the Postmodern consumer
consumes to show social status. In contemporangtyoboth types exist and one individual
often possesses characteristics from both, as omrsumake different choices in different
purchase situations. This project investigatesfaishion industry, as this is an industry that
serves consumers’ most selfish purchase decisidttough many fashion brands try to be
sustainable, consumers still purchase it for delfsasons. So, what happens if a fashion
brand positioned itself on the socitctor of Corporate Social Responsibility, i.e.indp
something socially responsible that would only Wrethers? Is it possible to combine
selfish consumption; fashion products, with the nsetfless act, namely helping others? This

project is based on the hypothesis that it is ptdeisand through expert interviews and in-



depth consumer interviews we will investigate i thanish consumer is ready to purchase a
fashion product based and branded on conductingllsoresponsible actions for the people
manufacturing the clothes, either through highemega improvements of the working
conditions, establishing education centres, imprgviealth care etc. However, media and
politics also take the environmental spin on Caap®rSocial Responsibility, therefore we
find it necessary to differentiate between the aloand environmental aspect, hence, from
now on, Corporate Social Responsibility means anlyially responsible initiatives in relation
to people (cf. 2.6 Definitions). Through the intiews and theoretical analysis, we attempt to

find out exactly how such a product should be beanghd communicated.

As a part of the project, we will use the case alnko Jeans (NJ) as a benchmark of how
extremely complex it becomes for the consumer wagmroduct is branded on the social
factor of CSR and the country of origin, when tisisNorth Korea (NK). NJ was the result of
three Swedes’ collaboration with NK of producingd@lpairs of black jeans, which were to
be sold in the Western world. The money would heigito the NK workers, who produced
the jeans in order to improve their conditionsif&. IThe brand has been widely criticized and
as a consequence it is only sold online, becausgepartment stores wanted to be seen as
supporting the NK regime.

The fusion of CSR and fashion has without a doubated a complexity in the decision-
making process although it has been on the so@gtida for a while. The fact that fashion
is key in identity creation already opens up foresal issues for the consumer and now, CSR
is slowly becoming a part of this. Also, comparaes challenged in their way of conducting
business and how to communicate their particulaR @ffiatives to the consumers in a way
that does not increase Cognitive Dissonance. Thbsee-mentioned factors and challenges

in the area of CSR certified fashion lead us toResearch Question and Sub-Questions:



1.2. Research Question
How does the Danish consumer relate to the conibmaf fashion and CSR and is it

possible to brand successfully?

1.2.1 Sub-Questions
1. Fashion and CSR.

1 a. How are CSR and fashion becoming interrelated?

1 b. Why do we see this fusion of CSR and fashion?

2. Decision-making.

2. a. How does legitimacy affect decision-making?

3. Branding.
3.a. How can a company obtain legitimacy througinting?

3.b. Is it possible to successfully brand CSR fiedifashion?

1.3 Corporate Social Responsibility — Before & Now
The concept of Corporate Social Responsibility s@msewhat longer history than most would
think, as it dates back to the early 1950s with Hi@Bowen’s book “Social Responsibilities
of the Businessman” (1953)(Carroll, 1999). Later onthe 1960s, literature on the topic
increased significantly, however, it was not uritl70s that the definitions of Corporate
Social Responsibility became more specific. Corespth as corporate social responsiveness
and corporate social performance started gainiogrgt throughout the business world (ibid).
Moreover, consumers and governments started qoesgiovhat to expect from companies in
relation to Corporate Social Responsibility, whietl to a narrowing down of the concept and

an increasing amount of empirical research in 8&0% (ibid).

The 1990s brought new concepts, which spawned f@orporate Social Responsibility;
Stakeholder Theory, business ethics theory, anpocate citizenship were among the most
important (ibid). Throughout the 1990s, the mediarted focusing on Corporate Social
Responsibility, leading to several scandals thhbed around the world, such as NIKE'’s use
of Chinese prisoners and children, who produceceshmder terrible working conditions
(Greenhouse, 1997), or the scandal of Brent SpaerevGreenpeace and the people stopped
Shell from dumping Brent Spar in the sea (Morsit@05). Other NGOs were formed at that



time. Fairtrade (Fairtrade.org.uk, 2011) and Oxf@wfam.org, 2011) are among the most
renowned. This attention meant that consumersestdd gain knowledge about Corporate
Social Responsibility, posing a challenge to congmnas the media and the population
followed their actions. The enhanced focus andgthbalization led to an increased focus on
becoming socially responsible, which in 1999 culéd in the formulation of UN Global

Compact (Un.org, 1999); a global set of regulatiaith regard to social and environmental

responsibility.

In recent years, companies have gone from usingdtaie Social Responsibility as “damage
control” to focus more on being proactive by cdmiting to sustainable economic
development, communicating Corporate Social Respibifys internally, supporting the local
community and society at large to improve the wskgquality of life both in terms of what

is good for business but also for development (Bield, 2005). In 2006, former politician Al
Gore created the “Gore Effect” with his documentéiyn Inconvenient Truth” (Morton,
2009), a presentation of the climate change andeit®us consequences, which made both
consumers and companies open their eyes towarsshiteat. This and a series of other
events, such as COP15, put the environment on ftapeoCorporate Social Responsibility
agenda. It however meant that the social aspettaltsntion, as the environmental issues
took over the Corporate Social Responsibility cgader companies, one of the reasons
being that it is an easier topic to communicate Appendix 3). Besides being the topic of the
media, the climate change is also easier to conwatsithan the social issues around the
world, perhaps because it is more tangible andurghasing e.g. organic or limiting waste

etc. the consumers feel that they get somethimgturn for their actions (ibid).

Today, more and more initiatives help generatingusoon the social aspect of Corporate
Social Responsibility. Large NGOs have gained mdararboth in terms of food, but also
clothing. Moreover, the documentary “Blod, Sved &SHirts”, which is also used in this
project, has created awareness around the homibiking conditions that Indian clothing
manufacturers must put up with and also the presstiproviding food to yourself and an

eventual family on a day-to-day basis (Dr.dk, 2011)

One of the latest news in terms of Corporate SdRedponsibility related fashion is the
victory of Danish fashion company "A Question Oftho won DANSK Fashion Awards
Etiske Pris, an award that goes to fashion compami@ich have creates attention towards

ethics in the fashion industry (csr.dk, 2011). Hesi creating attention towards social

10



Corporate Social Responsibility, all the clothirsgproduced from GOTS certified organic
cotton and manufactured under working conditiongamzania and India that are approved
by Fairtrade (ibid). In extension to this, Faireaith Denmark has posted that clothing items
made by Fairtrade cotton has increased more th@nTlds is a result of Fairtrade producing
more and more fashion clothing, e.g. by Bestsedled Top Shop, as well as socially
responsible clothing is becoming increasingly papyFairtrends.dk, 2001). In conclusion,
the S is beginning to come back into Corporate &d&esponsibility, however it seems that it
is mainly driven by the consumers, as they mustbee critical towards the companies (cf.
Appendix 4). Moreover, linking the social aspecfashion products poses some challenges,

which we will address in our project.
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Chapter 2: Methodology

The purpose of this project is to investigate hdwe tDanish consumers relate to a
combination of CSR and fashion and how this contmnaaffects their decision-making
process in a given purchase situation. Therefoeeuge the qualitative research method, as
we want to uncover the consumers’ specific viewshwithis correlation. Further, the insights
gained will be used to determine whether or nas ipossible to brand a fashion product
explicitly on CSR and if so, how this could be dofi&us, the scientific purpose of our
project becomes exploratory as we try to explaiw leocompany can brand their fashion
product on emphasizing CSR.

2.1 Theories
Fashion and CSR are seldom interrelated in brandiegce only few models and theories
are found to facilitate these areas. We thereford it necessary to adjust a theoretical
framework to our project. Hence, our project taBesa somewhat deductive approach in the
construction of arevisedtheoretical framework, based on the same line akaeing as
applied by Sestoft (2010) in her framework: The &pe State-form and Life-mode
Consumption Theory (SSLCT), which takes on a caltdralectic approach when researching

consumer studies.

As our point of departure has been the SSLCT wes lpartly chosen theories within this
frame of reference, looking to supply it with thesr that cover areas that the SSLCT
framework does not, hence theories within the ptspes of both socio-psychology and
branding. In line with this, ourevisedtheoretical framework may not be representative, as
the SSLCT framework has been both our point of dapa and point of reference in
choosing additional theories. Alternatively, we Icblnave chosen to take departure in
McCracken’s (1986) Meaning Transfer Model, as itilfeates movement of meaning in
relation to products through various instrumentsnefining transfer e.g. fashion systems and
possession rituals. However useful, we argue tletnrodel omits a important aspect in
relation to contemporary society, namely a diateefpproach when assessing the meaning
and values of a given product, so, even though autdcapply a two way interaction of the

meaning locations elements within his model, it ldatill leave us with a dualistic model.

In addition, the field of study regarding CSR amdHhion is found very limited, as most

literature is found to be concerned with sustailitghjthe environment) and fashion, hence,

12



our field of study has not been investigated intideleaving us with few models and theories
that have actually been constructed within our eéxintAs a consequence, in most of the
models used we are forced to have the concept Bf €&fial a product attribute in traditional
branding sense. This can affect our business iaipdics as traditional product attributes are

rarely as complex as the concept of CSR is asstinieel, all else being equal.

2.1.1 Project Composition
Our project will be constructed in four parts; reRnterviews with experts, Il: Theoretical
Framework, IlI: Qualitative Research and VI: Dissios on possible business implications in
terms of possible branding scenarios. The Projdéotv FChart below provides a visual

overview of the project:

Figure 1: Project Flow Chart

Pre-Interviews \

with experts

Il

Theoretical >

Framework

Discussion:

» Challenges
* Dilemmas

1l

Branding scenarios

Qualitative
1. Postmodern
Research ] 2.Hypermodern
3.Hybridmodern

Our field of study has not been investigated intdethus we apply the case of NJ as a
contrast to our theory, because NJ not only brhrthselves on CSR but also NK facilitating
negative associations. Hence, we argue that Ndasitaast to traditional branding theory.
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Figure 2: NJ’s Position in the Project

™)

Branding CSR

As another precaution to the lack of theoretidakéiture in this field, we have conducted pre-
interviews with experts in order understand thdlehges of applying CSR within the fashion
industry. Our findings will help us choose a directin relation to our theoretical framework,
as it is not found sufficient enough in the areacial to our research topic, therefore we

create theevisedtheoretical framework.

Next, we present our empirical findings, which aredepth interviews with Danish
consumers. These will be analysed in relation torevisedtheoretical framework and pre-
interviews, creating a reference point for our hass implications and possible branding

scenarios. Hence, we mainly employ the descripggearch approach for most of the project.

The project takes on a deductive approach, becauseaevised theoretical framework
involves general concepts which we will use inrigyito reach a more specific conclusion
within the scope of our project. Hence, this deshectmethod acts as a tool for reaching

possible branding scenarios within the context 8Rertified fashion.

2.1.2 Theoretical Shortcomings
Our revisedtheoretical framework does not offer an opportuiit locate the two consumer

types Postmodern and Hypermodern in relation tacoatext.

2.2 Theory of Science
Choosing our Theory of Science allows us to conformempirical findings into main beliefs
for explaining our research questions, howeverpsimg one naturally exclude others. As our
point of departure is dialectic reasoning on a mwedtogical level we are dealing with

Constructivism, meaning that individual constructiare refined and evaluated in contrast to

14



one another to reach consensus about some of tms&ructions (Heldbjerg 2006).
However, in relation to the scope of our project Wwed the social element of these
constructions crucial, thus we will employ SocianStructivism as our Theory of Science,
which also correlates with our qualitative researokthod as it puts an emphasis on

qualitative evaluations criteria (ibid).

Alternatively, we could also have chosen Positiviesour Theory of Science, as we use
hypotheses to guide our analysis, meaning thatmee methodological level try to validate or
invalidate these hypotheses through our empirigadiigs (ibid). However, Positivism

applies an epistemological view that is dualistid aobjective (ibid), whereas we apply
dialectical reasoning in relation to otgvisedtheoretical framework. Hence, we find the
hermeneutic and dialectic approach of Social Canstism more appropriate, taking the

importance on the social aspect of our Theory tr®e into account.

2.2.1 Social Constructivism
Social Constructivism is founded on the thought tvae objective reality does not exist;
hence reality is not created on the basis of reabah on a social construction. Social

constructivists argue that knowledged _truthequal social constructionsnd Discourses,

where the first is socially created beliefs andl#iter is statements using the same concepts,
themes, and contexts (Fehler, 2010). These aréedréarough discursive constructs and can
be written, oral, a song, a building etc. The Disses and social constructions strongly
influence how people perceive the world and howy th&. A true social constructivist would
state that anything could be the truth, as lonijj issarticulated, meaning that the truth is very
much dependent on time and place (ibid). HoweVeeret is always a dominating truth
suppressing the others, which is called hegemohychwis what the majority believes to be
true (ibid).

One of the challenges of applying Social Constvigi is the relativism. However, as we
employ a dialectical approach in our analysis ewibrathe dialectic flow and constant
change of the social world by evaluating confligtmiewpoints, this relativism becomes a
strength as it looks to understand and interpretdbcial interactions and their meanings

within society.
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2.2.1.1 Ontological View

As we apply Social Constructivism as our Theorypoience we take an ontological view that
deals with how reality is a social constructionisTmeans that our understanding of reality
becomes relative, as reality mirrors many diffener@ntal constructions due to the diversity
found in the population and their social interacsiqHeldbjerg 2006). In continuous of this,
concepts such as CSR and fashion becomes sociatigtracted and can therefore be
understood and interpreted in many ways. It is eddlected in our definition of CSR (ibid),
as we employ the concept put forward by our foaws!g from our previous assignment, as
they defined CSR as emphasizing the social aspedtsot the environmental aspects (cf. 1.1
Introduction). This is done, because consumersharéocal point of our project. Thus, we are
not dealing with one reality and universal defomis of these two concepts, but different

definitions both in relation to the Individual Levand Societal Level (cf. Chapter 4).

Our qualitative research is based on in-depth vigeuss with four members of our previous
focus group, where a consequence of our ontologiea!l is that the focus group could have
constructed a reality in which our in-depth intews are conducted. Hence, we carry out
controlled in-depth interviews in order to elimieapotential bias within our qualitative

research and increase its credibility by eitherdeding or invalidating our findings (ibid).

2.2.1.2 Epistemological View
In continuous of our ontological view, our epistdogical approach becomes subjective,
meaning that objective structures within sociey aewed through subjective interpretation.
Hence, research is believed to be a result of eraction between researcher and research
object, meaning that the qualitative research charfi®o re-created with certainty. As a
consequence of this view, concepts applied in oojept are not consistent but become
subjects to change, as social processes affect fhieisi means that the content of concepts
such as CSR and fashion are subjective to changecam take on different definitions in
relation to the Individual and Societal Level €hapter 4) (ibid).
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2.2.1.3 Methodological View

Our methodological view builds on both a hermergeatid dialectic approach, meaning that
individual constructions are elicited and refinearneneutically, e.g. our in-depth interviews.
These are compared and contrasted dialecticalbugfir ourrevisedtheoretical framework
with the aim of generating constructions on whibkreé is substantial consensus to make
proper recommendations (ibid). As mentioned earlise find the dialectic approach
important in relation to contemporary society, hoere it poses some challenges as the
context of analysis can become quite complex. Euanilore, applying an hermeneutic
approach means that we as researchers interpretsndings through our personal views.
This contributes to the constructions of a readitthin which our project is both analyzed and
interpreted. Therefore, we cannot approach ourirfggl with objectivity to seek a "true

reality” such as with Positivism.

2.3 Empirical Research
As our empirical data is collected with the purpo$e@nswering our research questions, the
consequence might be limiting our empirical findings the scope of our project is both our
point of departure and our setting within which ae conducted our research. However, it
has been necessary in order for us to conductteatgesearch. Further, our epistemological
view also means that our empirical data becomeoduat of the interaction between us as
researchers and the subjects being researchedisTinsvever an inevitable consequence of

our Theory of Science.

However, as we analyse our findings in relatiorotw revisedtheoretical framework along
with dialectic reasoning, we employ the techniquetieeory triangulation which is an
alternative to reliability as its facilitates vadition of data through cross-verification from
more than two sources (Patton 1999). Hence, we twopeercome the weakness or intrinsic
bias that comes from using only qualitative reseaEmploying this technique also means
that bias created from our epistemological view b@icome less significant, as we are able to
relate our findings to the existing theory usedtighout the project, ensuring a broader

theoretical significance (Marshall; Rossman, 1998aunders et al, 2007).
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2.3.1 Company Interview
We have tried to contact NJ by email in an attetopiet further insights into the company,
thoughts about the future, and eventual activitiesy have done in order to promote their
brand, unfortunately in vain. This has however jeopardized the project, as we merely use
the NJ case as an extreme example of branding dugr@n CSR and how it affects the
consumer’s decision-making process when a politgsale is included in the communication

of a brand, which in this case is the employmenhefcountry of origin.

2.3.2 Expert Interviews
Due to our initial research showing a very limitgaproach to CSR (cf. 2.6 Definitions), we
decided to conduct our expert interviews earlyroour process. The benefits from doing so
were the insights we gained, which helped guidefodher research as well as inspiring our
theoretical approach. It is however crucial to n@enthat we primarily utilize the expert
interviews as inspiration to create an analyticalmework, as this field of study has not
previously been conducted, leaving us with rativertéd secondary sources. Therefore, as
our own insights were quite limited, we were vegpendent on the knowledge put forward

by the interviewees.

The purpose of our in-depth expert interviews wagain preliminary insights into three

aspects relating to the scope of our project: CfaBhion, and future trends in this area.
Although the main advantage of this method is tlkbness of the data collected and the
ability to ask probing questions, the main disadage is the lack of generalization. Thereby,
the meaning and ideas put forward by our experghtmot be shared by the general public,

i.e. the consumers, as it is assumed that our exper somewhat biased within their field.

With our limited insights into the abovementionectas, we found it difficult to locate
prospective respondents. Ideally, respondentshidnag CSR, fashion or future trends as their
expert field of study, along with insight into tléher areas were preferred. However, after
several requests to qualified respondents such asKiMney-Valentin, whose theory we
utilize in our project, we ended up with locatitgee respondents who were able to give us
an interview. Only one respondent have insights inbdth fashion and CSR, with fashion
being his main field of expertise, the other twal &SR and future trends as their main
subject. This creates bias in relation to the dateected, however, we find that they were the

most qualified to provide us with valid insights.
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Our interviewees were respectively:

1. Lector Esben Rahbek Pedersen at CBS, Institutetefdultural
Communication and Management, Center for Corp@atagal Responsibility.

2. Research Assistaiitoels M. Kranker at Institute of future researdthviield of
expertise being competitive sustainability, generaY, future branding, and

innovation among others.

3. Development Manager Jonas Eder-HareseDanish Fashion Institute (a network
organization for fashion companies), with his mfaicus being CSR and

sustainability.

In addition, due to our limited insights we wantiée interviews to be an opportunity to

engage in discussion, as we did not want to faiewefit from valuable insights due to being
oblivious. Thus, we did not create specific questifor each interview, but a structure made
up by broad questions within which we wanted toduam the interviews, hence creating a
semi-structured face-to-face setting However, tinectire was tailored to each respondent
and the interviews was conducted in Danish, ourherotongue, as we did not want to risk

creating a language barrier.

2.3.2.1 Credibility and Validity of Expert Interviews
The method of semi-structured open discussion abatigour limited insights gave us a lot
of unnecessary information in relation to the iiewees’ field of expertise. Furthermore, it

IS our perception that the interviewees had limkedwledge about CSR.

We tried to guide the interviews with probing qu@ss, however, our interpersonal
communication skills were compromised due to omited insights. Nevertheless, as we
asked probing question our interpretive skills werngroved and as we started all expert
interviews with a short small-talk session we trieed establish a comfort zone for the
interview that could outweigh our lack of interp@mal communication skills, at least to a
certain degree (Hair, Bush & Ortinau 2009).
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We find our respondents somewhat objective as #meyworking with non-commercial
organizations, meaning that we assume that thatersents have no hidden commercial
agenda. Therefore, we assume that getting a mameced view on the three areas, including

negative aspects, increase credibility.

2.3.3 In-Depth Consumer Interviews
As our previous mini-assignment on NJ acts as atbeark for traditional branding theories,
we find it interesting to move forward with in-dapinterviews of selected members of this
focus group. The purpose of these in-depth ingersiis to gain a deeper understanding of
the consumers’ thought process and basic motivationelation to our context. Hence, we
have utilized the research method Means End ChmIEC) in trying to reach the

interviewees’ basic motivations on the subjectaatch

The MEC interview technique, which is a model foeddn the Expectancy-Value Model
(De Pelsmacker; Geuens; van den Bergh, 2007) eslanigue that reveals an interviewee’s
goals and Sub-Goals of purchasing a particularymbfGutman, 1997). Utilizing MEC as an

interview method shows the interviewee’s hierardiygoals associated with a particular
product or behaviour, which makes it plausible xarsine the consumer’s decision-making
and understand their reasons for behaviour. Thexefee also found it to have very high
usability in relation to Mental Markers, Sub-Goasd Mental Justification, which are parts
of the Supra-Complex Decision-Making Model by Hansand Thomsen (2006). This

approach increases the credibility and transfatatwf our focus group findings. However, as
mentioned earlier our Theory of Science could dgaahis advantage of using members of
our focus group for in-depth interviews. Hence,wik: employ control interviews to evaluate

the validity of our research, as the respondentgdo control interview have not heard about
NJ, which can help decrease potential bias. In tiahdi all consumer interviews were

conducted in Danish, as we did not want to crealenguage barrier and compromise
freedom of speech.
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Our context is rather complex, thus we decided tesgnt each respondent with three
scenarios in which we tried to map out their thdagnd motivations. The three situations

were:

1. Imagine that you should purchase a CSR certgrediuct With CSR we mean a product

that brand itself on being Social Responsible. WWa@ild then be important for you?

2. Imagine that you should purchase a fashion miodlith a fashion product we mean a

product that you can purchase on high street. \Whbatd then be important for you?

3. Imagine that you should purchase CSR certifesghd Again, CSR has a social emphasis.

What would then be important to you?

By presenting our respondent with these three sweneve hoped to gain insights into both
CSR and fashion on a broader scale. This can beedtiin relation to consumers” decision-

making process and additionally branding implicasio

Our initial idea was to create less complexity etation to our research questions; however,
some of the respondents had difficulties imaginiimgse scenarios, which resulted in a lack of
specific information from the respondents. In addit asking about three scenarios could also
create bias on the second and third scenario asefppndents became more aware of their
own thoughts and feelings when asked about thesienario. However, we find it crucial to
understand the concepts of both CSR and fashioe modepth, even at the risk of creating

potential bias with our findings.

2.3.3.1 Credibility and Validity of In-Depth Interv iews
The MEC interview technique is sufficient for intigating the reasons for the subjects’
choices, as it gives insights into both the intamees’ goals and Sub-Goals behind their
decision-making process. Moreover, the techniquedawespondents getting affected by any
leading questions asked by the interviewer, as tmhy?” is asked. However, this technique
calls for the interviewers to have excellent ineggonal communication and listening skills,

as only being allowed to ask “Why” can be challewgi
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Although the form of interview being conducted waglained to all interviewees, some
found it difficult and we had to help by coming with examples, creating potential bias with
our empirical findings, which decreases credibillipwever, “practice makes perfect” and as
our control interviews were conducted after ourrfptevious members of the focus group,
we had become better at explaining the researcthadgetieaving the interviewees less
confused. However, asking “why” on a continuousidasgardless of the respondent’s

answer felt at times offensive, comprising ourlipggsonal communications skills.

As mentioned earlier, the first four respondentsengepart of the focus group interview made
in a previous study about NJ, thus they are biaigeprior knowledge to the topic. Therefore,
in order to investigate whether their opinions alifffrom respondents without prior
knowledge and to ensure validity, four control mtews were made. Hence, our control
interviews have a much higher credibility as they ot biased in relation to NJ. So, by using
our control findings to evaluate our empirical fimgs we have attempted to enhance

credibility.

2.4 Qualitative vs. Quantitative Methods
The research of this project is solely qualitatieeating a lack of generalization possibilities
in relation to our research topic. As the purpasthis project is to discover how the Danish
consumers relate to a combination of CSR and fashiod how companies can brand
themselves on CSR, we argue that qualitative resaarfound more sufficient in generating

valuable insights into the minds of the consumers.

The complexity of our research topic is a disadagetin relation to quantitative research, as
we need to explain the concepts of CSR along wighdontext within which our research
should be conducted. However limited, the valuadthewledge gained from qualitative
research is necessary due to the novelty of théoomtion of CSR and fashion in a branding
context. In consequence, we have chosen qualiteds@arch with theory triangulation as an
approach to avoid too many limitations as a resifltomitting quantitative research.
Moreover, our research shows a discrepancy betaeemain in-depth consumer interviews
and our control in-depth consumer interviews, whdohld be a result from our main in-depth
interviews having had the opportunity to engageaimiscussion about the topic before

conducting the interviews. Hence, the social cantes an impact in trying to understand
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how the Danish consumer relates to fashion and B&Rming interrelated. As quantitative
research would omit the social element, it is vievas generating less desirable findings in

relation to the scope of our project.

2.5 Secondary Data
The purpose of secondary data in our projects tobine data from multiple sources and
increase the validity of our statements and reconuagons. Further, we use our mini-
assignment about NJ from a previous course asral&tion for our research questions, as the
purpose of our mini-assignment is different frone thcope of this project, it becomes

secondary data.

Furthermore, we use “Blod, Sved & T-shirts”; a Tdcdmentary conducted by the Danish
television (DR), which shows young Danish consumerking in the Indian fashion
industry, giving us valuable insights into the @xttof our project.

In constructing ourevisedtheoretical framework we have used our pre-intevgievith
experts and the SSLCT framework as our point ofdepe in choosing additional theories.
However, we have chosen theories, which we finchtbst relevant in relation to the scope of
our project with most of them being from our linkestudy. However, other theories are also
applied in our quest to constructevisedtheoretical framework consistent with our research

subject.

As mentioned earlier, we employ the technique ddotlg triangulation, which is only

strengthened by the use of secondary data, asssues are viewed through multiple
perspectives. We make use of the internet, blogekdy articles and so forth in order to
strengthen our theoretical approach. Equal to takms that we try to find and apply sources
with a somewhat valid substance e.g. articles phbll by recognized or prominent
researchers and business people. However, secotalargo not have the ability to solve our
research problem and are often in the need ofpre&tion when used for another purpose

than its original scope, which opens up for bias.
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2.5.1 Credibility and Validity of Secondary Data
Few theories and models have been conducted watlnincontext, thus, we use secondary
data to try and understand the challenges and apptes regarding our project in depth,
along with obtaining background information andtifiations for qualitative research.
However, secondary data have limitations inclugngr data manipulation, data relevancy,
and data accuracy, which affect its credibility.efdfore, we try to use several sources of

secondary data in order to try and overcome intrinss.

2.6 Definitions

2.6.1 Corporate Social Responsibility
As our focus group from the previous project abddtdid not see CSR as sustainable and
environmental initiatives, but merely as a sociahaept. We thereby find it important to
clearly define the concept of CSR and how it wdldpplied in our project.

In our project we will lean against definitions gatward by the Nordic Fashion Association
in their industry specific code of condu€@ode of conduct: How to be NIGHRice Code of
Conduct and Manual, 2009). Thereby we will distilsgubetween responsible and sustainable
business methods when facing the dilemmas of sacidl environmental issues within the

fashion industry.

As the concept of sustainability puts more emphasishe preservation of natural resources
we thereby argue that sustainability should be ssem separate part from CSR in relation to
our project. When CSR is mentioned in our projéds emphasized by the social aspect of
business operations i.e. being concerned with wgrldonditions, discrimination, forced

labor, child labor etc., whereas sustainability esno emphasize the environmentally issues
i.e. waste, water, chemicals, air emissions etennhentioned throughout our project. When
we talk about all the topics the actual concepttaios, we address it Corporate Social
Responsibility. However, we do acknowledge thattthe concepts are difficult to separate

with a clear cut definition, as engaging in susibla activities could affect the social aspects
in a positive manner e.g. using more environmeantaiendly dye when colouring fabrics

could mean better working conditions for the wosker
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Regardless of the orientation: CSR or sustaingbilite concepts are about companies that
undertake and/or voluntarily integrate initiativieso their business operations and in their

interaction with various stakeholders.

2.6.2 Trends, Fashion, and Style

It can be quite difficult to define what constitsita trend, as it is a concept people tend to
misunderstand. The words "trend”, "fashion”, andyls” are often used as synonyms; they
are also interlinked in some ways, but they arelfumentally three independent concepts. We
find it crucial to distinguish between them, asytlage placed differently in our theoretical
framework, thus we make a clear distinction, whiéh be employed throughout the project.
This distinction will be based on inspiration frahe definitions of trends and fashion made
by MacKinney-Valentin in her Ph.D “On the Nature ®fends — A study of Trend
Mechanisms in Contemporary Fashion” (MacKinney-¥ititg 2010).

The main characteristic about trends is that theyvary dynamic. The constant change of
trends is formed by Trend Mechanisms, which arddbtors that, over time, cause a trend to
change. A trend relates to all material objects snd term used widely in many different
industries. Fashion is a term used to describedhtemporary trends in the clothing industry,
also referred to as thfashionindustry. Fashion is the physical output of/reattio current
trends that are formed by Trend Mechanisms. Stethe other hand, takes place at the
individual level, where the influence of Discoumad Interpellation is reflected in a tangible

and visual way, namely through clothing.

2.6.3 Abbreviations
SSLCT: The Specific State-form and Life-mode Congtiom Theory
CSR: Corporate Social Responsibility with a soeraphasis
Corporate Social Responsibility: All aspects of CSR
NJ: Noko Jeans
NK: North Korea/North Korean
CBBE: Customer Based Brand Equity
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2.7 Delimitations
Sustainability is a widely researched issue; atseelation to the fashion industry and as our
former focus group saw it as a separate part froBR Qve have decided not to take
sustainability issues into account when constrgctire scope of our project. Hence, we are
dealing with the somewhat untouched area of theiakggart of Corporate Social
Responsibility, which in recent years has been roled by the environmental issues. This

makes it plausible for us to contribute with anlergtory research study.

2.8 Case — Noko Jeans

The project of NJ began with an e-mail sent bydtsgedes in 2007. Their vision was to get
into one of the world’s most isolated countries,,MiKorder to bring the idea of CSR into the
country. They wanted to have 1100 pairs of jeam&lyred by NK workers and then ship
them to Sweden and sell them to the Western warleixalusive fashion jeans (Bates, 2009).
The most controversial about the project was thatjéans were branded on the country of
origin; NK. As mentioned in the introduction, tliase and the results of a focus group, which
was held in connection with a previous assignmemntppendix 1), will be used to show the
extreme level of Cognitive Dissonance that NJ maated.

The Swedes had some controversies with NK about teharoduce. NK wanted to produce
jackets, nevertheless, the guys insisted on jeadghey got it their way. However, the pants
were only manufactured in black, as the productibthe jeans are subject to the law of the
NK regime, which forbids production of blue jeabhscause the leader Kim Jung Il sees them
as a symbol of the US (ibid). In addition, the N&ople could not buy the jeans, because they

are simply forbidden to wear (ibid).

NJ has received much critique because of the awiaion with NK and the Swedish
department store PUB, which should have sold taegechose to withdraw from the project,
as they did not want people to associate theiestarith the regime of Kim Jung Il (ibid).
However, some have also had a very positive a#itogvards the project, because they felt
that it was a step towards a better relationshith WK (nytimes.com, 2009). As a

consequence of PUB’s withdrawal, NJ only existarasnline shop (ibid).

It has not been possible to get in contact with INehce the very limited case description,

which is therefore merely based on secondary ¢aaever, we do not see an interview with
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NJ as crucial for the analysis, because our obeds to use the case as an example of CSR
branding taken to the extreme and as a contrastitéheories. However, recently a video of
the horrible living conditions in NK was smuggledtmf the country and leaked online.
Unfortunately, it has been removed due to the Rathtion ABC only had 24 hours rights
from the copyright owners (Willacy, 2011). Howevdrg article about it still remains and
describes the brutal struggle of the NK peopledjibNevertheless, several videos have over
the years been leaked on Youtube, one of them sigothie life of NK orphans (Youtube,
2004) This can either make consumers sympathize tvé population and increase sales of
NJ or it can jeopardize NJ’s legitimacy even mbexause it makes it even more dubious that
the NK workers get the money from NJ. Either wayjncreases the level of Cognitive

Dissonance further.
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Part Il Pre-Interviews

Chapter 3: Expert Interviews

We found that more explicit information about thépic is needed in order to write this
project, hence we decided to conduct three expwtviews (cf. Appendices 2, 3, 4). These
mainly function as pre-interviews helping us totter knowledge, but also as subject to our
analysis in relation to our theory. The three wieawvees are: Esben Rahbek Pedersen, Troels
M. Kranker, and Jonas Eder-Hansen (their profeasidatails are described in 2.3.2 Expert

Interviews, p. 17).

In order to easier get hold of the insights in ititerviews, we decided to divide the answers
into the three focal points of our project; Conswndranding, and CSR/Fashion. We are
aware that some quotes might overlap into one tr bbthe other categories; however, this
categorization of the answers should only be ssegualelines to create an overview and not

as three distinct categories, as they are inteeivin

3.1 Main Findings

3.1.1 Consumers
Pedersen (2011) argues that consumers expect fiasbimpanies to offer good working
conditions etc. when conducting their business, ie@ company communicates that they do
not use child labour, then people might think tha a matter of course. He further states that

it is a point of parity to the consumers, even ttoit might not be so in reality.

Pedersen (2011) means that the bar will continuieetoaised and acceptable behaviour for
companies will constantly change. The themes irstizgetal Discourse will set the agenda of
topics to be discussed. The international scandedsone of the main sources for this
discussion and as they happen rather frequenily,diecussion will always be relevant one
way or the other, because it basically is aboygaesibility.

In addition to the above-mentioned, Pedersen (20dd3 that instead of paying more for the
socially responsible products, consumers will plintse brands that are not socially

responsible, because the effect of negative piplisi so much bigger than the positive.
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However, in relation to NJ he states that if thestomers hear about a brand that is produced
in NK, they will avoid it.

He further argues that CSR products are also ath@utonsumer’s identity and Reference
Group. Also, if the price is good, more people wianpurchase the product, and if it is also
good quality, the group of potential buyers wilciease and then the company can start

communicating their CSR angle (ibid).

Kranker (2011) argues that the rise of the politmansumer and the fact that consumers
identify themselves through their purchases isrg ieportant factor; however, price is often
a problem. This will nevertheless be eliminatetinme, because we are only now in the initial

phase, thus CSR certified products are more exyp&nsi

To sum up, the main points from Pedersen abouturness are that the scandals will ensure
that CSR remains relevant, because good workinditons are expected. This will also help
raising the bar of CSR standards, as negative @tybls taken very seriously, both by the
companies as well as the consumers. Moreover, Betltersen and Kranker argue that the
consumer’s identity and Reference Group(s) plagla in the decision-making, thus if price

and quality are favourable, consumers will chooS& Certified products.

Eder-Hansen (2011) argues that one of the maingrabwith CSR is that not many people
are looking for this in fashion products and mayearecome to a point where they will
demand thisHowever, a TV show like “Blod, Sved & T-Shirts” calefinitely help, because
it will increase the possibility of the consumerkitey e.g. working conditions into
consideration. The fact that it is an entertainmanoigramme makes it even easier for the

viewer to digest.

Moreover, he states that it is a great challengaftarm the consumer about the working
conditions, wages etc., as it is very hard to ustded and because the environmental aspect
of Corporate Social Responsibility is much morefacus. This results in an increase of
complexity for the consumer when he/she makes ehpge decision. The environment is a
more tangible topic than the social aspects andddition, consumers often hold a blind faith

towards the companies, i.e. they believe thatithesfdo “the right thing” (ibid).
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In terms of delivering information and generatingowledge, he thinks that all types of
Corporate Social Responsibility are becoming a pdrtthe curricula on universities,
gymnasiums, and also in the elementary schoais aligood opportunity to start talking about
human rights and working conditions. As the chitdi@e already aware of the different
fashion brands from a very young age, it could beefiicial to teach them about how the
different firms act and e.g. show “Blod, Sved & Mi$s” in school. The big players in the
fashion industry (H&M, Gap Zara etc.) have to take lead. It cannot be expected that the
consumers are willing to take on the responsibyigy. However, in time, it is possible that
CSR becomes a point of parity in the fashion ingu@bid).

Eder-Hansen states that consumers are not lookm@SR in fashion, thus the big firms must
act, as it cannot be expected from the consumemreder, the environmental part of
Corporate Social Responsibility is much easieraimmunicate and it is on top of the agenda
right now, thus it overshadows the social aspedCarfporate Social Responsibility, also in
terms of the fashion industry. At last, he agreéb Wedersen, as he argues that consumers

expect the companies to act ethically right.

3.1.2 CSR/Fashion
Pedersen finds that a reason for firms to use tve@ment as a point of differentiation is
that it has a longer history; it has been usednfany years, even before companies started
talking about Corporate Social Responsibility, védasr the social aspect has not (Pedersen,
2011).

As for the different levels of Corporate Social Passibility, Kranker argues that there are 3
phases: Corporate Social Responsibility 1.0, whiels the reaction on the regulations that
followed several environmental scandals in the @gporate Social Responsibility 2.0 was

when companies started to establish Corporate ISResponsibility departments due to bad
publicity and to regain lost stock value. Corpordtial Responsibility 3.0 is the beginning

change in the overall business consciousness froniego-consciousness” to an “eco-

consciousness” where companies acknowledge thagoGaie Social Responsibility must be

an inherent part of the business identity andesgsatind must be implemented at the top level
(Kranker, 2011).
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In addition, he also states that the political aodietal agenda has a lot of say in what is
fashionable to communicate; also within the fashimtustry. The environmental issue has
been a part of the societal Discourse for many syeahereas the social aspect is more
complex and it is also a more difficult story tdl ie a simple way. There is a thing called
radical transparency, which is where the consurottraly sees that the purchase makes a
difference, e.g. 2D barcodedt is important to make it tangible and simpleutmderstand for

the consumers, but not too simple as it then canesss as green washing (ibid).

As for Eder-Hansen (2011), he finds that the pmes$tom investors was the beginning of
Corporate Social Responsibility, but soon afterdbesumers, NGOs and media also started
asking questions about the companies’ CorporateialSdtesponsibility initiatives. He
believes that after the companies began gaininge rhkaowledge about Corporate Social
Responsibility, they realized that it actually paifi and started to seek more information. In
the end, Corporate Social Responsibility is alsaualsreativity and innovation (Eder-Hansen,
2011).

In sum, the environment has been on top of the @atp Social Responsibility agenda for
many years and the fact that this story is easieptnmunicate, makes it difficult for CSR to
break through. Kranker advocates for the use atahtransparency, which is a tangible way
of showing the consumer that his/her purchase makeactual difference. Practically, new
technology such as 2D barcodes is well suitedhisrgurpose. An increasing number of firms
are starting to engage in Corporate Social Resbiihgi both as a reaction to external

pressure, but also because they see that it pays of

3.1.3 Branding
Regarding image creation, Pedersen (2011) statéé¢sathrand’s socially responsible actions
must have an immediate and visible effect, thuy thest do it in Denmark like “ECCO
Walkathon” and “DHL-stafetten”.

Furthermore, he states that the social angle issfiike, because it can be a differentiator if

price, quality and fitting are good, but it must@be sold to the right segment (ibid).

! A two dimensional barcode, which is an optical hiae-readable representation of data,
often showing data or pictures about the objegthah it is attached.
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In line with image creation, Pedersen finds that $lcially responsible initiatives must be
told through storytelling and have trustworthinessated around it. However, if any negative

stories come up it can really damage such a biiamd).(

Regarding NJ, Pedersen sees it as a marketing atagnthat people perhaps do not take it
very seriously. He thinks it seems more like a gstaly that the three guys now can tell. He

finds it is kind of cynical and there is definitetp legitimacy (ibid).

Kranker (201} argues that many companies are also starting ltabooate with NGOs in
order to create sustainable solutions. They neddttgo of some of their control and make
way for a two-way communication with consumersteas of only a one-way marketing
strategy. In addition, companies also have to atlmait they are not experts and maybe start

up some co-creation with other companies or NGOs.

As for NJ, Kranker thinks that their story has aajrblind spot in their storytelling, because
the consumers purchasing the jeans in directly atigm oppressive regime, which is really
confusing for the consumer. It is very controvdraiad also a niche brand. No story is too
complex to be told, but NJ is not only complex ldcalacks details. They have not really
proven that the government does not own the pramuécilities or that the workers actually

get the money.

Regarding the branding of CSR initiatives, Eder-$tan(2011) finds that word-of-mouth is

key. It will especially have a great marketing effé you are the first mover.

Moreover, he states that if a fashion brand shd@dranded on CSR, the company must
excel at seizing the opportunities in the media tamnd it into entertainment so it can become
a mainstream topic. He argues that it is crucialcfimpanies to get involved in entertaining
programmes or shows in order for CSR to becomertagbahe debate and indirectly brand
the company/product. He further argues that it banome a great part of the brand’'s
storytelling. However, it has yet to be seen in Dark as the consumers are not ready to be
very critical about what they purchase, but shales ‘IBlod, Sved & T-Shirts” can definitely

help increasing the critical consciousness (ibid).

Eder-Hansen (2011) further states that when it sotaebranding a socially related fashion
brand, it is crucial to use positive storytellingdaassociations, like Fairtrade. It is necessary

to show that there are also positive stories, gocttnsumers feel that they CAN actually
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make a difference. The negative story must be tmitl hot by the brand itself, it can damage
the brand if they try to give the consumers a batsciousness.

In terms of branding, Pedersen and Eder-Hansere &b positive storytelling is of the

essence. Moreover, it is also argued that colktimor with an NGO can strengthen the brand
further. In addition, dialogue with the consumeas telp nurturing the brand image as well
as increase the word-of-mouth effect. Eder-Hanssm argues that the brand itself must tell
the positive story and let the negative storiestdd@ by the media. He further states that
companies must start to seek opportunities in ther@inment programmes in order to make
CSR mainstream. This will inform the consumers im entertaining way, generating

knowledge, which, in time, might make CSR an imaetattribute for the consumers.

Regarding the case of NJ, Pedersen and Krankertlioththat it seems like a good story, but

lacks trustworthiness.
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Part Il Theoretical Framework

Chapter 4: The SSLCT Framework

In contemporary society studying consumption i®lsastraightforward, as both consumer
values and behaviour are very dynamic, catalyzimgw Discourse on consumption. Thus,
understanding consumption comes to be about uraelisy the complex relationship that
exists within and between society, business, andswmoer culture. Therefore, culture
becomes a valuable concept with the ability to ustdad complex relations between society,

consumers, and the transformation of values (Se20d0).

In this new consumption Discourse consumer valugsch are connected to products and
services, play a crucial role and are assumed {omked to knowledge, which equals power
within the contemporary society. Thus, consumpitomes to equal power, meaning that
consumers can alter the societal Discourse by deimgqrCSR certified products. This is in
line with arguments put forward by Eder-Hansenhasstates that consumers have started
asking questions about companies’ CSR initiaties, also the fact that companies have
realized that CSR is also about creativity and waion (Eder-Hansen 2011). This indicates
that they come to have other responsibilities, beedheir traditional position as consumers is
eliminated. Now, choosing the right product and imgkhe right decision becomes complex
in itself, because it now entails multiple dimemssuch as business and society, resulting in
consumers moving away from being just customerstdsybeing citizens within a complex
society where their decisions contain much highgmimlic value (ibid). In addition,
Pedersen (2010) argues that consumers will not gpdya for CSR certified products;
however, he believes that consumers will punishctiapanies that do not act morally and
ethically correct.

4.1 The Specific State-form and Life-mode Consumpin Theory
The framework “The Specific State-form and Life-raddonsumption Theory” (SSLCT), put
forward by Sestoft (Figure 1) is fundamentally atthe revival of the political consumer and
“right” vs. “wrong” decision-making. Moreover, isiabout the transformation of consumers

from customers towards citizens, as consumpti@sssimed to entail both social and political
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dimensions (Sestoft, 2010). Hence, Sestoft broadeasraditional concept of a political

consumer, as the political dimension is argued doirtertwined with both business and
society, meaning that political consumption cana®ut more than actual politics, thus
making the framework appropriate in relation to skepe of our project, as companies’ CSR

initiatives become about politics and society.

Figure 3: The SSLCT Framework

ConsumerSubjec = Societal Level Anti-ConsumelSubject = Anti- Societal Level
Globalisation, Emancipation, E.g. Anti-globalism or religious
National identity, Tradition fundamentalism

Consumeristic episteme

R

Objectification  Discourses Interpellatio

sumerism + anti-
sumerist -

------------- (Historic) transformation

v

Consumption
Practices + Self-orientation +
values

Source: Sestoft 2010

The framework tries to account for both the pdditiand cultural dimension in relation to
consumption, as the theory incorporates the inpedéencies that are argued to exist
between society, business, and consumer behawvitile accounting for three perspectives

on consumer culture theory:
Firstly, the Bottom-Up perspective is concernechvhiow different types of consumers create

meaning out of products and consumption; hence @bibut studying concrete consumption

and values on the Individual Level i.e. how constsmereate meaning when consuming
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specific products. Thus, this perspective focusesansumer identity and lifestyle, as they
inevitably have an effect on which products thegstone.

Secondly, the Top-Down perspective is focused enstitial and instrumental structures that
affect how consumers determine the value of a mtdilhis means that the external
environment has an effect on how consumers conaalte a specific product. The difference
from the first perspective is that consumer idgntésults from the societal Discourse of
political, economic, and ideological structures.

Thirdly, the All-Around perspective is concentraiaa the paradigms of consumption where
value is created from multiple sources such as dbises, ideas, and culture, along with
cultural differences etc. within the societal comterhis view correlates with Pedersen’s
argument (2011), as he states that the themes @ dhietal Level will set the agenda for

which topics are being discussed at the Individiesel.

Thereby the framework becomes a dialectic culttlvabry that breaks with the traditional
dualism by which many consumption theories havenbeenstructed, e.g. the Meaning
Transfer Model put forward by McCracken (McCracke986). Thus, the SSLCT has the
ability to go beyond this dualism that traditioyadixists when studying consumer behaviour
and takes on a multiple perspective when tryinginderstand consumer identity, feelings,
and preferences in relation to the market dimendio®m community, norms, beliefs, politics
etc. This indicates that we are not forced to chdmsween one of the three above-mentioned

perspectives on consumer culture.

In addition, Sestoft argues that the frameworkusgtlon the assumption of “self-defense”,
which is defined as the soft power of consumptimamely influence. Thus, comprehending
consumption also becomes important from a socgaspective. Furthermore, values are
presented as expressions of the leading consumptiscourse within a specific society
(ibid). However, we argue that these expressiongbfes also take place in specific social
contexts. As the framework is constructed on thiégonoof soft power, Sestoft argues that it
can be used both ways; from the Individual Levebri€umer subjectsand up or from the
Societal Level (Consumer Subjcand down. This, of course, depends on perspedtitieh

in relation to the scope of our project is the Wdiial level and up, as the Danish consumers

% Consumer subjects will throughout our project derred to at the Individual Level.
% Consumer Subiject will throughout our project bemnefd to as the Societal Level.
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are the focal point of our project. Moreover, thaniework becomes dynamic, as Societal
Level, Anti-Societal Level, and Individual Levelveathe ability to influence and transform

one another.

4.1.1 Societal Level (Consumer Subject)
As we use the SSLCT from the Individual Level aqdta the Societal Level, the Societal
Level functions as a subjective reference regaréxperience, culture, schemes, and scripts
etc. for the consumers. The Societal Level entdilthinkable consumption-related concepts
in relation to the leading Discourse within a staliecontext, e.g. obtaining social status,
creating social links, gaining self-gratificatiogenerating value and identity along with the
expression of culture etc. This means that theebalcLevel becomes subject to change as
new Discourses emerge. Thus, according to Sestmisumption takes on a broader role in
relation to her framework, than argued in the tradal views; e.g. achieving and maintaining
a position within society as argued by Bourdieud8)9and a modern and democratic way of
redistributing resources as argued by McCrackeB&),%ince consumption becomes about

consumer culture at various levels within a society

4.1.2 Individual level (Consumer subjects)
As already touched upon, consumption equals powghinva Western perspective;
consumption simply becomes a micro-political, sk@ad moral question rather than just an
economic and macro-political issue at the Individievel. Furthermore, consumers within a
contemporary society are expected to create authsetves though their consumption,
because it has become a key driver in identity ngakirhey are expected to create valid
preferences and attitudes from a very complex coibat includes both business and society.
However, all consumers are argued to be culturplessions of the dominating Discourse
within the Societal Level, thus the creation offprences and attitudes become context
specific e.g. Danish consumers become a culturptession of the dominating Discourse
within our society (Sestoft 2010), indicating thia¢ Individual Level and the Societal Level

are interdependent.
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4.1.3 Objectification
Sestoft argues that values have become virtuouggsipns of the Societal Level, where they
are connected to specific products or servicese@ification is when consumers relate
themselves to a product or service. It becomesoaegs where consumers evaluate the
product or service through the perspective of thmidating Discourse within our society.
This process takes place before consumers detemnfiather or not to incorporate its value
into their identity. Thus, personal identity is rieed and developed within these processes,
suggesting that the products or services are maglenimgful to the consumers by the
consumers (ibid), which affects the Societal Lewad, consuming products can alter the
virtuous expressions by which the products wertaity valued. Hence, Objectification is a

continuous circle within our society.

4.1.4 Discourses

Research and knowledge play a crucial role wharorites to consumption. They facilitate
important Discourses that tend to grow in numbers eomplexity, as well as consumers’
awareness about their own behaviour. Thereforegghsumerist Discourse makes consumers
more aware of how to consume responsibly (ibid)s Ewareness is reflected in the above-
mentioned paragraph about Objectification, wheredpcts and services turn out to be
meaningful objects that help create identity thiouglue expressions (ibid). Moreover, new
emerging Discourses have the ability to change diggamic proportions within the
framework as the perspectives of the consumerstrafginge. However, consuming products
can also influence the emerging Discourses, meahaigDiscourses become an intertwined
part of the framework, as they form and drive comsu attitudes, intentions, preferences,

feelings, values etc. (ibid).

4.1.5 Interpellation
It is essential for the consumers to learn howdnsame value in an increasing complex
context, so they come to understand what is “rigimd “wrong” consumption (ibid). Sestoft
argues that “right” vs. “wrong” is situation-specifas well as dependent on individual
preferences and Reference Groups (ibid). Thus,btmc idea of Interpellation is the
production of knowledge based on both informaticonéumer generated) and research

(professionally generated), which becomes a meaodosumers to assess whether or not a
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particular consumption choice is viewed as ‘“rigld’ “wrong. In short, Interpellation
becomes a way for people to benchmark their adslifis consumers according to the external
context. Hence, Interpellation becomes dependertherSocietal Level i.e. the dominating
Discourse, showing that the Interpellation is orerwlirected from the Societal Level to the
Individual Level (ibid). Thus, Interpellation is @asmed only to come into play when
consumers evaluate a product or service for tist fiime, placing it as an either “right” or
“wrong” consumption choose. However, we argue that Anti-Societal Level within the
framework also acts as Interpellation, as it wdll tconsumers what is viewed as anti-

consumption.

4.1.6 Anti—Societal Level (Anti-Consumer Subject)
As already mentioned, the Societal Level is argoeehtail all thinkable consumption-related
concepts in relation to the dominating Discoursewklver, consumers can be subjected to
another Societal Level that basically represents dpposite Discourse or culture of the
dominating Societal Level, namely the Anti-Socidtalel. This could, among other things,
explain concepts such as cultural confusion, existke crises, and clash of values etc.
Nevertheless, according to Sestoft the dialectisgeetive which the framework is based on
calls for a counter reference in order for the Watlial Level to reflect itself, meaning that
consumers need an opposite in order to createitleitity. Thus, what is considered “right”
and “wrong” consumption becomes subjective, as litp to the individual consumer to figure
out how to prioritize their consumption (ibid). Teéore, we argue that the influence of the
Anti-Societal Level will increase along with theogring number of Discourses and
complexity, as it would create multiple dimensiamishin society, which consumers would

have to evaluate.

4.1.7 Consumeristic Episteme
The transformation of a specific Discourse withie Societal Level and consumer behaviour
at the Individual Level, takes place without anyda&ing notice, meaning that cultural
changes most often occur rather invisibly and diferHence, Discourses form and drive
consumer attitude, intentions, preferences, vailesHowever, we argue that this constant
transformation is an inherent nature of the framéwiue to the interdependency that exists

between the Levels.
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In sum, consuming products and services has beeomay to create and re-create value,
meaning that consumption not only has the abititgreate and transform value, but also to a
certain extent, Objectification and Discourses. ¢¢grthe dimensions of the framework have
the ability to transform as consumption occursyileg us with a dynamic context, where the

only constant is change.

As the scope of our project is to investigate hbevDanish consumers relate to a product that
contains both fashion and CSR and how such a ptradincbe successfully branded, we argue
that the SSLCT fits the facetted topic, as it aloflwr a more dynamic approach than the
traditional dualistic models. It incorporates btk meaning and the transformation of values
in relation to consumption, while taking into acobthe interdependency that exists between
consumers and society. However, applying this fraomk calls for some clarification in

relation to certain concepts that will be employleughout our project, as there are some
differences in relation to the Societal and Indidd Level, although they are found

intertwined. This will be explained in 4.2.

The theory, however, omits specific theories iratieh to our research questions that would
allow for further investigation while staying withithe overall dialectic perspective of the
framework. We thereby wish to add additional thesin relation to the scope of our project,
which will be elaborated on in chapter 5-9. Thaules presented in ouevisedtheoretical

framework at page 89.

4.2 Morals vs. Ethics
Morals and ethics are often used as synonyms, rewee find it crucial to define the
difference between them and clarify how we use ehas relation to our theoretical

framework, as there is a difference between them.
The field of ethics has evolved along four diffarerews (McGregor 2006):

Firstly, Meta-ethicdeal with where the fundamental ethical principdéur society come

from.

Secondly, Normative ethiare concerned with theorizing what people shoultebe to be

“right” and “wrong”.
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Thirdly, Descriptive ethics deal with determinindpat society actually believes to be “right”

and “wrong”.

Fourthly, Applied ethics come in to play in ourlgidives, as it is concerned with examining

specific controversial issues.

Hence, applied ethics take place at the Individieadel in relation to our main theoretical

framework, whereas the other three views are ldcattéhe Societal Level.

Looking at Applied ethics it is also where we fimbral issues, where a moral problem is
assumed to occur when we are presented with samgeti@t contradicts what we believe to
be “right” and “wrong” e.g. morals issues occur whsmmething contradicts the descriptive
ethics of our society.

In relation to the scope of our project we will §pghe notion of Descriptive ethics in relation
to the Societal Level, as it is concerned with deieing what society actually believes to be
the moral principles at the Individual Level. Hen&escriptive ethics create the base for
which moral standards are being followed at thaviddal level, meaning that morals are

defined as people’s actions.

Thus, ethics will be used when referring to thei&at Level whereas morals will be used in
relation to the Individual Level of our frameworkdowever, morals are also influenced by
the ethics of our society, as our theoretical fraoml is dynamic and interdependent. Thus,
we argue that morals are a consequence of ourl sysitem, thus the relationship between

morals and ethics become interrelated.
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Part IV A — Consumers

Chapter 5: The Danish Consumers

For many years, lifestyle and self-branding havenbde main drivers for consumption as we
are merely what we see in the reflection of a sgdeunded on consumption (Redeker,
2010). The question is no longer “Who am 1?” butH&ay am 1?” (ibid). This also refers to
Belk’s article about the extended self (Belk, 1988here he argues that what we own is
becoming a part of us. This chapter describes ithe of Reference Groups, because they are
essential in the process of identity creation aod An individual relates him-/herself to the
surrounding environment e.g. a social setting. ifegds, Lipovetsky’'s three phases are
presented and discussed, where the latter twom@dsrrnism and Hypermodernism are the
concepts we will utilize throughout the project, \ae argue that both are present in the
Danish contemporary society in relation to fashamd CSR. Through the study of these
consumer types, it allows us to understand how #reyboth catalysed and influenced by the
different levels in the SSLCT.

5.1 Reference Groups
All people are influenced by groups, both the oné{sy belong to and those they do not.
These groups are called Reference Groups, whicthargroups formed in society to which a
person compares and evaluate him-/herself and fubinch he/she is able to determine to
which they belong (Arnould; Price; Zinkhan, 2008asically, there are four types of
Reference Groups: Avoidance, Aspirational, Dischaitp and Contactual (see figure 4
below). An Avoidance Reference Group is a grouwleich you are not a member and do not
wish to be; i.e. you avoid becoming a part of iid). An example could be consumers’
resistance to purchase fur, as they do not wabetaentified with violating animal rights.
An Aspirational Reference Group is a group of whydu are also not a member, however
you aspire to be (ibid). This could e.g. be puraigs$ashion to look more like a favourite
celebrity. A Disclaimant Reference Group is a grafipvhich you are a member, however
you do not want to be, e.g. consumers who are m@uetivto purchase socially responsible

produced clothing, however, these items are noiladola in stores. A Contactual Reference
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Group is one of which you are a member and proud. dthis could be people, who only

purchase organic clothes.

Figure 4: Reference Groups

Avoidance Aspirational
Non-membership Non-membership

Disclaimant Contactual
Negative Positive
Membership Membership

Source: Arnould et al, 2004

When it comes to consumer behaviour these Refer@noeps are particularly important in
order to determine who/what you are. Studies hhweavs that almost all consumer behaviour
occurs within a group setting, because groupshaetimary driving force when it comes to

socialization and identity clarification (ibid).

Seen in the perspective of our theoretical framéwmy Sestoft, we argue that Reference
Groups are very much present in the Societal Legethe societal Discourse influences what
is determined as an Avoidance, Aspirational, Distéat, and Contactual Reference Group.
However, they are also present in the Anti-Socie¢adel, but just functioning as the opposite,
e.g. an Aspirational Reference Group in the Sokcletael is an Avoidance Reference Group
in the Anti-Societal Level and so on and so foittowever, the act of relating to the
Reference Groups takes place in between, wherectiilgation, Discourse, and Interpellation
are placed. Therefore, we also state that whetinrgleo a product for the first time, you see it
through the eyes of the Societal Level but aftedsayou use the Individual Level to put
value into the product, depending on which Refeze@ooup you belong to as an individual.
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This shaping of identity is what is happening ie thterpellation and Obijectification; you
relate products to who you are/see yourself asalsotto the societal Discourse.

In the context of CSR certified fashion, the sadiddiscourse for many decades was that
people engaging in political, ecological, or sdgiatonscious consumption were seen as
people with an alternative lifestyle (Lee in Jae@10) i.e. the Anti-Societal Level, and in

terms of Reference Groups; the Avoidance group. ¢l the societal Discourse has
changed placing CSR as one of the main topicsdrStitietal Level affecting, among others,
the fashion industry. Today, even though it is¢dase for most fashion companies, production
of clothing with no regards to the workers condiicor wages is frowned upon, as it falls
outside the social norm within our society. So, keh@oes that place the individual in terms
of Reference Groups? Much is about how consuméatere products and from that define

their identity, i.e. through the Interpellation a@bjectification that happens between Societal
Level and Individual Level. This is also referredas Social Identity Theory, which is the

psychological analysis of the self-image createdfgroup membership and group relations
(Hogg in Burke, 2006).

In terms of CSR and fashion, all four Referenceupsoare present. Due to the change in the
societal Discourse, many consumers might be keepuothasing clothes manufactured by
companies who pay their workers fair wages andigeogood working conditions, however,
availability, quality, and price play a large rate decision-making. Thus, we argue that it
places these consumers in both the Aspirationallasclaimant groups, as they on one hand
aspire to become members of the group that purahassocially responsible fashion, but on
the other they are not able to, placing them inRkeérence Group they do not wish to be in;

namely as fast fashion consumers.

The few consumers, who are willing and able to Ugbhsocially responsible fashion
consumption, are assumed to be in the Contactutdr&ee Group, being proud of their
identity and consumption patterns. Some consumees this wave of politically right
consumption as society trying to control their tgbthus they go in the other direction,
placing socially responsible fashion consumptiothie Avoidance Reference Group, making

the Contactual and Avoidance group each other's-8otietal Level.
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Studies show that the majority of Danish consunages positive towards Corporate Social
Responsibility in all product categories, howevelya few per cent implement this to their
consumer behaviour (Devinney; Auger; Eckhardt, 20Thus, we argue that most Danish

consumers are placed in the Aspirational Refer@roap in this context.

5.2 From Postmodern to Hypermodern Consumer
Before diving into these concepts, we find it nseeg to mention that we are aware that
neither society, nor consumers can be seen asiargass changing from one paradigm to the
other overnight. This is a fundamental transfororain various levels of society, which is an
on-going transition that can take years, even dezathus, we agree with Huyssen’s notion

of this matter:

“What appears on one level as the latest fad, &dirgy pitch and hollow spectacle is part of
a slowly cultural transformation in Western so@stia challenge of sensibility, of which the
term “Postmodern” is actually, at least for now,0lr adequate. The nature and depth of that
transformation are debatable, but transformatios.il don’t want to be misunderstood as
claiming that there is a wholesale paradigm sHithe cultural, social, and economic orders;
any such claim would be clearly overblown. But mimportant sector of our culture there is
a notable shift in sensibility, practices and Disse formations, which distinguishes a
Postmodern set of assumptions, experiences andogitigms form that of a preceding

period.” (Huyssen, 1984, p. 8).

Many scholars have throughout the years investigidte Postmodern consumer and now
literature about the emerging Hypermodern consumasr started to get foothold. We have
chosen to utilize the scholar Gilles Lipovetskyiswpoints, as he has investigated both the
Postmodern and the Hypermodern consumer and distimgs between the modern,
Postmodern, and Hypermodern periods, creating d guerview. Moreover, he argues that
the Hypermodern consumer is the consumer of thedyLipovetsky, 2005). In his book “Le
Bonheur Paradoxal: Essai sur la Société d’'Hypemwonsation” from 2006, he divides

history of modern consumption into three intercartee phases:
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5.2.1. Phase 1 (from the 1880s to the First World &)
Phase 1 was characterized by the beginning of maskiction, which was possible due to
the creation of modern infrastructure and new teldgies. Moreover, this was the period,
where brand names, packaging, and advertising dasigmificance, making people into
consumers and altering consumption itself (Lipokgt2006). This period is also referred to

as Modernism (Harvey, 1989), which celebrated hanedy, order, and assimilation (ibid).

5.2.2. Phase 2 (1950s — 1980s)

Lipovetsky argues that the beginning of second pleaslves around the emergence of a new
society; influenced by higher disposable incomeaghdr living standards, and constant
growth, thus he calls it “the affluent society” ilh Mass consumption became reality and
was also democratized, giving all consumers theipihsy of material comfort. Consuming
products was associated with happiness and thaillastion of desires became an important
factor, as all consumers now had access to luxsirpproducts, once only available to the
wealthiest people. At that time, seduction, hedoniand spending were replacing coercion,
duty, and saving, and what is more, liberationaegdl repression (ibid). This period is known

as Postmodernism.

Individualism became a human right and was alsagesged through consumption. Harvey
saw this as positive, as Postmodernism allowed boxitp, difference, minority, and

plurality, which were all neglected in many Mod@mnactices (Harvey, 1989).

In time, the consumers got used to the fact they ttould always get what they wanted, thus
the material gratification was not enough, resglimthe rise of the experience economy. The
arguments of functionality became obsolete, asrexpigal differentiation was now the key to
commercial success. In addition to this, consurataded buying products in order to shape
their identity, or their aspired identity, to sh@aciety who they were and where they fitted
in. In other words; what was consumed were imagescalturally available representations
(fashion, media images, etc.) (Baudrillard in Cadtlw2008), forming and displaying the
individual. Thus, product attributes must enhanse things for the consumer: product
experience and social status. Especially the setafils, or maybe even generating envy, was
important to consumers and was obtained throughsthmebolic meaning of the goods
purchased and then used to communicate the owigersity (Lipovetsky, 2006), which is
also argued by Belk, who states that products arexéended part of the self (Belk, 1988).
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Studies verify that social “reality” is created dhgh structures that are determined by the
material (products), which is mediated by the syieb(brand, image; what the product
stands for) (Harvey, 1989). Therefore, the Postmodmnsumer culture was based on
attaining a personal sovereignty through branddt(l2602), e.g. to show that they are cooler,
they buy Nike shoes, to show they are sociallyeoetbnnected they visit the trendiest
nightclub, purchasing single-malt whiskey showsytlaee better informed, owning CSR
certified fashion make them morally superior, bgysn BMW shows that they are rich etc.

Much consumption is done to show superiority.

5.2.3 Phase 3 (1990s - 2006)

By the 1990s, consumption replaced antagonistimi@iland became an omnipresent part of
social behaviour, even when it comes to familyigreh, politics etc. (Lipovetsky, 2006). The
goals of consumption had also changed; where tisénféalern consumer was chasing high
social status and identity through consumption, rtee type of consumption is even more
about experience and a new way of consuming saw ddndight, namely emotional
consumption. This is what Lipovetsky, Charles, aBdown call Hypermodernism
(Lipovetsky et al, 2005). In this new phase, constmpurchase in order to live better lives,
enjoy pleasures, and to feel good about themseWlesh was done by consuming for the

sake of oneself (Lipovetsky, 2006). As Lipovetskgues:

“We want objects to live with, not to display theme do not buy commodities because they
enable us to show off and establish our socialistdiut because they gratify us emotionally,
physically, sensually, and because they entertain\le expect the commodities we buy to
enable us to be more independent, more mobile,aiee mew sensuous experiences, to

improve our quality of life, to keep us young arehhhy.” (ibid, p. 38).

It is however necessary to mention that althoughsamption is done for the individual’'s
own sake, there are still Reference Groups, whotaen into account before consuming.
However, these groups have changed; the Referenweip& are now founded on
consumption opposed to a more feudal society whergage and profession played a large

role in forming identity (Lipovetsky, 2005). This also in line with what scholars @stergaard
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and Jantzen argue in “Shifting Perspectives in Gares Research: From Buyer Behaviour to
Consumption Studies” (2000). Through the study lo¢ tvolvement of last decades’
consumer, they find that today’s consumer is &tritember, meaning that the individual has
different Reference Groups such as family, frieetts They are believed to be of great
importance in the decision-making process of comgian, i.e. consumers have become less
interested in the products and brands and moreested in the social links and identity
creation (Jstergaard et al, 2000).

The consumer has become spoiled due to technologibaances and an ever-increasing
service level; they can have whatever they warangttime of the day, as both media and
companies work very hard to give it to them. Mommvhe market has been flooded with
items enabling them to instantly gratifying thegedls and desires, e.g. iPods, microwaves,
smart phones, Internet access everywhere etc.halgothem structure their life in a more
individual way. According to Aubert, who has alsaitten about Hypermodernism, the
emergence of urgency, intensity, instantaneity, aadicularly excess are some of the
negative effects of today’s Hypermodern societylfém in Gottschalk, 2009). By excess, he
does not only mean excess in consumption, but iafewmation, communication, crises,
risks, individualism, acceleration etc., which hagsulted in a decreasing trust in authorities
and experts, leading people to depression, bedheseare constantly reminded that their
ultimate freedom give them the sole responsibifitthey make the “wrong” choice (ibid),
which is also in line with Sestoft’'s argument fatdrpellation (cf. 4.1.5 Interpellation).

Lipovetsky also argues that Hypermodernism has gathee side to it: that these ever-
expanding, accelerating advances created by hummeares generated a homogeneous world
society where the difference between classes amapgrincrease (Lipovetsky et al, 2005).
However, he argues that it in turn has createdsitipe revitalization of values e.g. in some
cases, excessive consumption has been replaced regitling or downsizing, as the
individual has begun to think about the future. &lvgue that this somewhat new awareness of
human-caused climate problems, which are now aséde®n the global agenda, force
consumers to think about the future by creatingnarhento mori® in their mindset. Thus,
morals, sociability, and humanism are in focus sNalue-revitalization is only possible due
to globalization, higher standards of living, exgiag wealth, medical, and technological

advances etc., resulting in individuals’ ability feel that the possibilities of life no longer

2 Memento Mori is a Latin phrase translated as "Reiver your mortality”.
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have any boundaries (ibid), giving them the opputjuto actualize themselves through

consumption.

5.3 Hyperconsumption — Post Recession

The global financial crisis has also influencedsxaner behaviour. During a recession there
are both internal and external influences thatcaftmnsumer spending. People tend to be
more cautious regarding their spending, as theyarevilling to take any risks, however the
internal influence is psychological, as the induatlis imposed to reconsider his/her beliefs
and attitudes towards consumption (Perriman; RaansBowder; Baguant, 2010). This
psychological change in the mindset is seen assh for simplicity and where consumers in
the past celebrated economic recovery, this tiredrdnd for a simpler life will continue into
the long-term (ibid). Moreover, research has shtvat also affluent consumers have shown
discontent with excessive consumption and are bé&gpnning to economize and simplify
their consumption (Flatters; Willmott, 2009).

In recent years, both patterns and reasons of ogpisan have changed. As Sestoft argues:

“The ideologies of consumption seem to have ovedtuhe ideologies of production and its
powerful instruments of the traditional world. Thiansition, of course, has consequences for
the economy and business and has created newrggedland problems for businesses to deal
with.” (Sestoft, 2010, p.1).

The combination of the above-mentioned trends impdiynodern consumption and the
recession; namely simplicity, climate change awesen and self-actualization via
consumption, indicates that modern businesses bege challenged in terms of both their
products as well as their strategies, as it sebatsatvailability and accelerating advances are
no longer enough; consumers want more. For the qagble of years, there has been a
general shift in consumer values and behaviourg@a@ic food and clothing as well as
recycling have gained high priority, because mihdfonsumption has gained ground
throughout the Western world. This is due to theriwining of consumption and citizenship,

resulting in consumption being a new resource ditipal identification and mobilization
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(Trentmann, 2007), (Sestoft, 2010). Inside the bbrindful consumption buzzwords like
“down-sizing” and “right-sizing” have become popuyla@ven a trend. Nevertheless, it is
argued that it is a trend that is here to stay ig&my 2011). Poulsen also argues that a new
consumer has emerged; namely the consumer actwltsb, exists in all segments and
consumes on the basis of his/her individual valuedyes that are characterized by the
individual's values and attitudes, not by sociebyd). Moreover, topics like voluntary work,
recycling etc. have also obtained high value farstoners, as they are thinking more about
the future (ibid) (Lipovetsky et al, 2005).

From the investigation of Lipovetsky’'s three phases argue that today’s society is not as

simple to explain as he tries to make it.

Regarding fashion, using brands as the socialstafrker are still of high importance and it
might be the most essential tool in the shapingroindividual’s identity, thus we argue that
Postmodernism still holds great significance whtenomes to fashion. However, CSR has
also come to play a role in terms of fashion, al agit has become more and more popular
and mainstream. An example of this could be theighafashion company Noir, who sold
organic clothes and was later followed by high ettierands like H&M and Zara (Dalby,
2010). This development could indicate that theigslof fashion have started to change and

have trickled down to the mainstream consumer.

At the same time, consumers might make both indalidtic and self-actualizing choices,
however they do it with regard to their social @omiment, especially when it comes to
fashion; perhaps a consumer purchases organicesldil feel good about him-/herself,
however, it is only done because it has becomealbpa@cceptable by his/her Reference

Group, and in society as a whole.

5.4 Critique of Lipovetsky’s Three Phases
The Danish professor Michael @e has in an artibleuathe Danish society presented some
important viewpoints of different scholars, who wegthat we are not living in a
Hypermodern, or even Postmodern society, but idstea are in a period called late
Modernism (Je, 2010).
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According to Giddens, we are in a late Modern dgciwhere the changes have been a
radicalization of the Modern society’s developmelet] by four main alterations: the
independence of time and space due to modern tlgyoutsourcing of social functions
(kindergartens, retirement homes etc.) and thereloypinating dependence on family,
increasing dependence on money and experts, sinck i controlled by these two and not
ourselves, and the free choice of religion, opisjatareer etc., which has increased focus on

the self and self-actualization (Giddens in Je, @01

Beck argues that the radicalization of modern $pdmas led to production of risks, not
products, leading to his term “Risk Society”, memnihat production comes with many side-
effects, such as pollution, weapons of mass-destruetc. This is not necessarily a bad
thing, as today’s consumer has become aware o tiess, generating five challenges for the
future: how to create democratic global instituiphow to create shared values in a society
consisting of individualists, how to stop polluti@nd together fight the climate change,
equality of the genders, and the third industriavotution, which is how technology
eliminates the need for unskilled workers and heanemic inequality can be fought (Beck
in @e, 2010).

Another approach to society’s development can bhadan the book “Civilisation 2.0 - Miljg,
Feellesskab og Verdensbillede i Linkenes TidsaldsrTor Narretranders, who argues that
we are entering the Link Age, where the main fotiodeof society is no longer the discovery
of new technology, science, and consumption th#tteasmain foundation of our society, but
the links and relationships between them (Ngrreigesy 2007). Further, he states that a
change is taking place in three aspects; the emviemtal, the social, and the personal aspect
of life. The first is influenced by the current aeaess of climate change and the creation of
innovations that enable us to utilize recyclablgenals (ibid). The second aspect is about
how networks are starting to generate a new tygriofan society, where relationships play a
larger role (ibid). The third evolves around pe&plgerception of reality, that is, what we see
as reality and what we see as an illusion (ibidhrotigh the analysis of these aspects,
Ngrretranders ends up with a positive conclusiooualhow we are beginning to fight the
challenges mentioned above and how we integratthtee aspects in the Link Age. Thereby
he also answers the questions put forward by Becktone filled with hope and arguments
that state that the transition is dynamic and agoomy thing. Thus, we argue that the

approach to societal changes must also be dynandcnat divided into periods like
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Lipovetsky and many other scholars do it, whichatwa with Sestofts arguments, leading us
to our first hypothesis:

H1: As we see indicators from both the PostmodedhHypermodern society, can it be

argued that we live in a Hybridmodern society?
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Chapter 6: Decision-Making

Finding the variables and attributes that influenoasumers in their information-process is
crucial in order to understand their decision-mgkiArnould et al. 2004). In relation to our
main theoretical framework, understanding consumeesision-making process becomes
complex in itself as the framework takes both Satieevel and Anti-Societal Level into
account when assessing the Individual Level. Howeareour quest to understand the Danish

consumers their decision-making process it becompsrtant to comprehend.

The model of Supra-Complex Decision-Making was ioaly developed as a framework for
understanding consumers’ choice behaviour in modeod. However, we argue that the
framework can be used for all kinds of purchasesabse Supra-Complex Decision-Making
occurs when the perceived difficulty of transforgiproduct information into knowledge,
exceeds the expected benefits of doing so for dimswmers (Hansen; Thomsen, 2006). This
is prevalent in all product categories. As conswemaday get different outcomes from
products i.e. Postmodern vs. Hypermodern consuntbes,transformation from product
information to knowledge gets more complicatedd)ibin addition, CSR certified fashion
products only adds to this complexity, as consumeed to assess yet another dimension.
Therefore, we argue that the moral stage and Matahsity of the consumers will have an
effect on the perceived complexity of a CSR cextiffashion product. As an attempt to
further investigate this issue in relation to oesearch questions, we integrate the model of
Moral Development by Kohlberg (in McGregor 2006 theory of Moral Intensity by Jones
(1991), and to a further extend than already ddhe, theory of Cognitive Dissonance
developed by Festinger (1957).

6.1 Supra-Complex Decision-Making

Hansen and Thomsen (2006) suggest that consumaratbse will seek to fulfil their self-
interest and in doing so, the perceived complegitya given choice situation becomes an
important aspect in understanding consumers’ bebaviunder complex conditions.
Furthermore, choice complexity arises due to comgahlimited processing capacity, thus
decision-making complexity increases. This is atsbne with statements put forward Eder-
Hansen (2011), as he states that it is a big aig@léo inform consumers about CSR, because
it is very difficult to understand and also duethe fact that the environment is in focus.

Further, the authors remind us that consumers aresqual, hence some may be able to
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process more information about a given choice, nwlperceived complexity of a given

situation subjective (Hansen et al, 2006). We tnerargue that the consumers’ contextual
surroundings will have an effect on the cognitintrmation being processed, thus the ethical
development of our society will influence the demismaking process. Therefore, our

surroundings act as a benchmark for evaluatingotssible outcome of a particular fashion
product (cf. Chapter 4). Additionally, Eder-Hanssates that CSR is becoming a part of the
curriculums at schools, universities etc., meartivgg children are becoming aware of CSR

certified issue early on.

As already touched upon, this theory assumes tiregueners seek to fulfil their self-interest,
therefore they will first seek information aboug thttributes believed to be most important for
a successful outcome of a given choice. Howeveth@aswumber of attributes increases, so
does the perceived complexity, making it more diffi for consumers to assess the value of a
product (See figure 5).

Figure 5: Consumer Choice under Different Forms oPerceived Complexity
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Source: Hansen et al, 2006
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The authors argue that consumers in Supra-ComplesisDn-Making will refrain from

evaluating products based on attributes, as theseaa viewed as sophisticated enough to
provide the consumers with sufficient informationarder to make a proper decision. The
theory therefore suggests that consumers are riketg to use Mental Markers (see Figure 6
below), meaning any mental construct e.g. prideellabrands, self-perceptions etc. in order

to gain Mental Justification e.g. getting sociakelf approval.

Figure 6: Supra-Complex Decision-Making

Mental justification
(Master goal)

Sub-goals Choice _» Behavioural
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Source: Hansen et al, 2006

In addition, this theory argues that Mental Justiion, Sub-Goals, and Mental Markers are
interrelated and somewhat dynamic, as Mental Markefftuence the construction of Sub-
Goals and vice versa. The Sub-Goals e.g. condu€ig orientated behaviour, are assumed
to be formed in a goal hierarchy, thus higher leyadls become the achievement of Mental
Justification, which is the basic consumer motmatiaccording to the authors (ibid). In
continuous, Mental Justification arises from th@stomers trying to reach balance between
their Mental Markers and Sub-Goals, where Mentatification can be positive, negative, or
neutral as well as mental- or reality-based. Mebgsed justifications do not mirror reality
outside the consumers mind. However, consumerasa@med only to justify decisions they
are motivated to make (ibid), thus, we argue thairtmotivations become subjective and

thereby differ according to different decision-maki
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H2: If a CSR certified fashion product is perceived as too complex for the consumelrs to

assess its possible benefit, then they will use CSR as a Mental Marker.

However, according to Eder-Hansen (2011) the main problem with CSR in fashion, is that not
many consumers are looking for this combination and he believes that it is questionable
whether or not consumers will come to demand this. So, does CSR have the ability to become

a Mental Marker?

6.1.1 Cognitive Dissonance
As the above mention states, Mental Markers come to act as justification under the perceived
complexity of a particular choice, hence consumers justify their choices in order to avoid

Cognitive Dissonance, as they seek balance between Mental Markers and Sub-Goals (ibid).

The theory of Cognitive Dissonance by Festinger (1957) proposes that consumers will have
a motivational drive to reduce dissonance, as it creates an uncomfortable feeling caused by
conflicting elements or thoughts. Festinger argues that dissonance can arise due to new events
or information. This means that only few situations occur where Cognitive Dissonance is not

present, although it may only be momentarily.

The theory further suggests that dissonance can arise from various reasons such as logical
inconsistency, cultural customs, one’s specific opinion, and past experience. All reasons
indicate that Cognitive Dissonance is subjective. In addition, the pressure that consumers
experience to reduce their dissonance is determined by its magnitude, where the magnitude
will increase with the importance put on the inconsistent elements by the consumers (ibid).
Thus we argue that as the magnitude of dissonance increase so does the perceived complexity

of the decision-making process.

Reducing Cognitive Dissonance can, according to Festinger, be accomplished through various
ways; either the consumers can change a behavioural, an environmental, or add a new
cognitive element (ibid). As new information comes to the attention of the consumers they

will often modify their behaviour and/or feelings. Thus, changing a behavioural cognitive
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element takes place rather frequently. On the othend, changing an environmental
cognitive element is somewhat more difficult thdrarging behaviour, as it is necessary to
have a high degree of control over your environmehich is a rare occurrence. However, it
becomes more feasible to obtain sufficient conwith the social environment than the
physical environment, as gaining the agreementsamgort from other people most likely
results in a cognitive change. In addition, Fesinfurther argues that it is not always
possible to change a cognitive element; insteadwoers can try to reduce the magnitude of
their dissonance by adding a new cognitive elem&hts is done by either seeking or
avoiding information. In relation to the Supra-CdexpDecision-Making theory, adding a
new cognitive element becomes a way to obtain rheatareality based justification. We
therefore argue that the difference between menrtdlreality based justification can affect
the intended and actual behaviour of consumerss Thibacked by research done by
Devinney, Anger, and Eckhardt (2011), which shdvet tonsumers respond positively to the
idea of purchasing Corporate Social Responsibdeytified products but do not actually
purchase these products, thus they leave a dismgphetween indented and actual

behaviour.

In continuous, Cognitive Dissonance would only er@mentarily if cognitive elements had
no resistance to change, making resistance an femgosource of reducing possible
dissonance. The magnitude of resistance to chamgde related to the fact that consumers
might see the change as painful or otherwise wsfgatg (Festinger 1957). As it could also
involve loss, or change might not be possible fibitbwever, consumers might try to avoid
the occurrence of dissonance altogether. As Haesahargue: consumers are only trying to
justify the decisions that they are motivated tdkejahus trying to avoid the possibility of

dissonance would affect the consumers” motivatattagether (Hansen et al, 2006).

In relation to his theory, Festinger does not tadaal or ethics into account, which we see as
crucial elements in relation to the scope of owjgmt, as moral and ethics to some degree
would determine which elements are viewed as inapbrin relation to the decision-making

process.
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6.1.2 Moral Development
In order for moral to affect consumers’ decisionking process they must recognize the
presence of a moral issue. However, consumers egrldeed at different levels within the
model of Moral Development presented by KohlbergNicGregor 2006). In his model he
states that people (consumers) throughout thess lwill move through 3 levels consisting of
2 stages each. However, he also argues that onf 28Il move beyond level 2 and into

stage 5 and 6.

Level 1:
Although Kohlberg argues that the levels are naticsin relation to age, he found that most
consumers at level 1 are between the age of 1 aniit $his level, consumers will be

concerned with seeking pleasure and avoiding pain.

Stage OneAt stage one; consumers would be concerned withgdwaihat they are told, as
they do not wish to get punished, thus making theativation to act in order to achieve

pleasure.

Stage Two'At stage two; consumers are acting in their bestrest, thereby they will only

give if they know that they are getting somethingeturn.

Level 2:
At level 2 most people between the age of 9 andr@ound.

Stage ThreeAt stage three; the orientation shifts from plegsimeself to pleasing others,
although the underlying motivation is being appobvey others. Now, the Moral
Development contains a two-person relationshipthid stage, what is considered morally
right is anything that conforms to what is expedigdone’s peers. Hence, Reference Groups

become an important benchmark for right behaviour.

Stage FourAt stage four; what constitutes moral behavioulftshirom peers to a more
formal construct of laws and authority. Here, cansts are concerned with what is necessary
behaviour to keep order in society, thus makingetp@s a whole the focus of the consumers

in relation to their moral stage (ibid).
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Level 3:
At the final level people beyond the age of 20raost often found and as already mentioned,
Kohlberg argues that only 25 % of the populaticactethis level.

Stage FiveAt stage five; consumers begin to question whatlevgonstitute a good society
and how society should be constructed in ordemafoto be equal, thus consumers begin to

question authority.

Stage Six At the last stage, consumers have developed a rni@iagoes to have respect for
all, want justice for all, and freedom for all etieence their orientation goes beyond their own
society (ibid).

In addition, Kohlberg argues that there are no inleaps, meaning that consumers cannot
skip stages. They will, however, not forget the ahamsights they have gained, although they
are not capable of understanding moral reasonigigriaetheir own moral stage. Furthermore,
he argues that consumers will not grow morallhéyt do not encounter moral dilemmas. As
consumers gain more knowledge about the world alaiiy CSR becoming a more

integrated part our society, consumers will inciregly encounter new dilemmas, and hence
develop morally. Keeping in mind that Kohlberg deped this model in the late 1950s, some
of the underlying moral reasoning at each stagéhisfmodel might have changed, as
consumers have gained more insights and knowlelget éhe world. We thereby argue that
consumers go through Kohlberg’s moral stages easterf than before. As the Societal Level
and the Individual Level are interrelated in ourim#éneoretical framework (Sestoft, 2010),

the development of our morals is also affect bycstbf our society.

Kohlberg has been widely criticized for using omhales when conducting his research.
However, Gilligan re-conceptualized the Moral Depshent theory from a gender

perspective, as her research shows that women amre facused on care and responsibility
whereas men are focused on justice and rightd={gtire 7). Thus, according to Gilligan’s

research, the motivation for considering CSR dedifashion products would be different for

women and men. As Gilligan was a former studeratilberg, her research was conducted
using the same levels as Kohlberg, making Gilligastudy useable in continuation of

Kohlberg’s model of Moral Development (McGregorQgay
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Figure 7: Moral Development on Women and Men
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Moral Development does not include traits of Mdrdknsity, which we argue is a vital part

in order to understand the complexity of moral ésstelated to the Supra-Complex Decision-

Making process. We therefore employ the 6 dimerssiofluencing Moral Intensity.
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6.1.3 Moral Intensity
Collins (1989) and Jones (1991) conceptualized @edsions, which influence the
construction of Moral Intensity. However, they ordiffer in small areas and since Jones
elaborated more thoroughly, we will employ his disiens. Although these dimensions was
originally developed as a base for understandihg&tdecision-making in organizations, we
argue that the dimensions with benefit can be agpin relation to the Supra-Complex
Decision-Making theory, as consumers are dealirty Wie construction of Moral Intensity
before engaging in actual decision-making. In addjtconsumers have to recognize the

presence of a moral issue, as Moral Intensity erftes the decision-making process.

According to Jones, Moral Intensity is assumed éanultidimensional, as it is made up of
Magnitude of Consequences, Social Consensus, Rlibpab Effect, Temporal Immediacy,
Proximity, and Concentration of Effect (Jones 199h) addition, we argue that these

dimensions are interrelated, as they can haveltitieydo discount one another.

Magnitude of Consequences:

Firstly, the Magnitude of Consequences amounts fiteensum of harm or benefit put upon
other people when consumers decide to purchasetdompurchase a product. The decision
depends on how the consumers chose to view thel isste of purchasing the product, i.e.
what is the perceived complexity? If it is viewesl lzeneficial to purchase the product the
consumers must believe that their purchase willndoharm and thereby purchasing the
product will have a beneficial effect accordinglimes (ibid). The opposite can however also
be seen as true; the purchase is viewed as doimg ham than benefit. How consumers
choose to view this issue could be driven by, amailgr things, their level of scepticism
(ibid), e.g. is it really CSR? In addition, the Meiyide of Consequences will also be affected
by the consumers’ ability to assess the conseqgseota purchase choice, which is their
ability to transform product information into knadge. According to Hansen et al (2006),

this drives the perceived complexity of a givenghase choice.
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Social Consensus:

Secondly, the Social Consensus also has an impatiieoMoral Intensity. In order for the
consumers to reduce possible moral ambiguity threrst exist an agreement within the social
context, whether or not to purchase the produd, w&hich of these is more appropriate.
Hence, the Social Consensus can act as a catatystrisumers’ motivation to take a product
into consideration. Furthermore, the Social Consemsn also act as a benchmark for which
elements are seen as most important, as well ashwdre seen as inconsistent, creating
possible Cognitive Dissonance. Thereby, we areirdgalith elements of cultural principles,
values, ideals, norms, and beliefs when assedsm§dcial Consensus. In addition, the Social
Consensus has the ability to change the view deaddt the focus of the consumers and
possibly discount the Moral Intensity altogethérthie view or focus is not the moral issue.
This means that the moral issue comes to be conmplégelf, as it is not only about having
moral obligations as a consumer, but also howaffects your self-image in relation to your
social context. However, the social context can disve the moral behaviour, meaning that
Social Consensus becomes about doing what is tighs, its focus comes to be the moral
issue (Jones 1991).

Probability of Effect:

Thirdly, the Probability of Effect refers to thepected consequences of a moral act. What is
the probability that consumers will act or not arexkt, that this action or inaction will have
harmful or beneficial effects and for whom? If theobability of Effect is viewed as low, all
else being equal, a purchase would most likelyHge dutcome (ibid). Further, as already
mentioned, Hansen et al argue that consumers oplyotjustify decisions that they are
motivated to make (Hansen et al 2006).

Temporal Immediacy:

Fourthly, Temporal Immediacy refers to the amoudrtroe it takes for an ethical purchase to
come into effect. Consumers can discount the mageiof intensity if the consequences of
their action come into effect after some time (300891). Also, both Pedersen (2011) and
Kranker (2011) argue that consumers need to seen@nediate and visible effect of their

action in order for a company to obtain a positimage regarding CSR.
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Proximity:

Fifthly, the Proximity is dealing with the issue néarness as people intuitively care more
about people close to them, either by culture stadice. This is also seen in line with the
Social Consensus being subject to change, as awhiSocial Consensus might be more
important that the possible harmful outcome of eigien. Furthermore, Proximity can also

have the ability to discount the Temporal Immedi@bid).

Concentration of Effect:

Last but not least, the Concentration of Effedhis number of people affected by the action
or inaction. Consumers dislike immoral actions tlesult in a high Concentration of Effect
(ibid). However, we argue that this could be disted by the Proximity, as the

Concentration of Effect would decrease as Proximityeases.

In sum, consumers’ decision-making involves botbiadoand moral dimensions, where the
social awareness of consumers will have an ovesfi#ict on how Moral Intensity is
constructed, this of course accompanied by consimaoral stage (McGregor, 2006) and
their perceived complexity of decision-making (Hamt al, 2006).

6.2 Ethical Development of our Society
As mentioned earlier, we argue that ethics and lmar& a crucial part of reducing Cognitive
Dissonance as moral and ethics to some degreerdetewhich elements that are seen as
important. Further, we argue that the two concepés interrelated (cf. Chapter 4), which
means that ethics come to determine more thanwhsth elements that are viewed as
inconsistent, correlating with the argument putviand by Pedersen (2011); the themes at the

Societal Level will determine which discussions euerent at the Individual Level.

Due to the fact that the ethical development ofsmaiety is seen as an outcome of the social
system (cf. Chapter 3), the individuals” developtanthe moral stages inevitably have an
effect on the overall ethical development of socieds these two levels are seen as
interrelated. Thus, we argue that looking at movathout taking ethics into account is not

consistent with our overall theoretical framework.
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Although Kohlberg’s model of Moral Development wargginally developed as a tool for

understanding consumer behaviour and how peoplelagwnoral conscience, we argue that
his model can be used indirectly to the SocietalelLe our main theoretical framework, as a
way to determine how society’s ethics affect thastauction of consumers’ morals. Hence,
we argue that the ethics of our society come teerdehe the moral perspective at the

Individual Level and vice versa.

As research shows, many ethical products still exigt within niche markets, which create a
doubt about the existence of the ethical consuevi(iney et al, 2011). Therefore, we also
take into account that consumers might not actrdawg to their thinking, thus the moral
stages of our population may not match the ethmaaldset of society. Although Kohlberg
argues that moral behaviour might be more condistehigher levels of his model, he also
argues that the majority of individuals will nevevolve beyond stage four, which is being
concerned with society as a whole (McGregor, 20B@nce, the ethics of our society might
be more developed than the moral principles thaplgeactually follow, or are capable of

following.

As our point of departure is the SSCLT (Sestofi,®0the dynamic propositions between the
Individual Level and the Societal Level come toypda important role for the development of
the overall ethics of our society. It is of coussEompanied by the omnipresent globalization
that makes way for a continuous flow of informateout the conditions of the world. This
acts as a catalyst for concepts such as CSR tothenpthe political agenda, which results in
knowledge creation that affects the way consumeesan for their morals, making the
underlying reasoning for moral behaviour in Kohtphermodel somewhat dynamic, as it will

be affected by the social context.

While ethics and morals are seen as interrelabedbéhaviour of individuals might not be a
direct response to the acknowledgment of the datsaeiethics of our society. We argue that
this inconsistency, to some degree, affects thestoaction of the moral principles being

followed at the Individual Level, meaning that thihical stage of our society is beyond the

moral principles of our behaviour.
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Chapter 7 Trends and Fashion

As described in the Definitions, the reason theds are so dynamic is that they are created
through the piecing together of different buildibtpcks, which are changing over time;
namely Trend Mechanisms. These mechanisms areentéd by many external factors,

which will be elaborated on below.

7.1 The Theoretical Toolbox of Trend Mechanisms
In order to get an overview of the aspects thanfoends, the Toolbox of Trend Mechanisms
created by MacKinney-Valentin will be explained atater on, applied to our findings. This
Toolbox is a gathering of two centuries of theoriggarding Trend Mechanisms, boiled down
to five key Trend Mechanisms, which provide an wiew of the factors in play when trends
change (McKinney-Valentin, 2010). Moreover, then ¢teelp decode contemporary consumer

behaviour. The five Trend Mechanisms are:

7.1.1 Social Mechanism: Process of Social Distinati and Imitation
Style is deeply rooted in an individual's sociatidity, as well as it is influenced by fashion
(cf. 2.6 Definitions). It is a communication ingtment that allows people to see who others
are before even talking to them, or at least hasy tvant to be seen. Clothes are the human
being’'s second skin and people get to choose rihskéves. Belk (1988) argues: “Possessions
can also symbolically extend self, as when a umifar trophy allows us to convince
ourselves (and perhaps others) that we can befexatif person than we would be without

them.” This quote leads us to a hypothesis:

H3: If the uniform Belk mentions can also refer to faskh then socially responsible

clothing can enhance a feeling when wearing it.
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In order to determine where fashion trends comenfio society, three different trickle-
theories are presented:

1. Trickle-down (top-down): Scholar Simmel presentiee view that a trend starts at the top
of the hierarchy in society and filters down thrbuthe classes. When the trend is then
adopted by the lower classes in society, it isiahetl by the upper class, as they do not wish
to look like people from a lower layer in socie8irimel, 1905), which is also in line with the
Fashion Pyramid put forward by Raustiala and Spaign(2006) where they divide the
fashion industry into different categories depegdon the exclusivity (and price) of the
clothes (ibid).

2. Trickle-across: As a reaction to Simmel’s theafyng put forward the trickle-across
theory. He argues that trends change due to a maderal process, e.g. mass-production or

mass-communication, and generates a vertical twaugh classes (King, 1963).

3. Trickle-up: Field also saw Simmel’'s theory a®mg, instead he states that trends come out
of the youth’s urge to express themselves in areméa way through their style. Later on,
some of these are adopted by the older generdtaelsl, 1970).

These three theories are very typical for theiretiamd thus did fit society in that particular
period. However, MacKinney-Valentin states thatapdeven though the concept of social
hierarchies might have changed, the concepts tihdi®n and imitation have not. Thus, the
creation of trends might be rooted in all threekiie-theories, depending on the context. This
merely adds to the complexity of how trends areate@ and how to brand these, as it is

difficult to decode where and how they occur, amelhemore impossible to control.

7.1.2 Neomania: Expression of the Postmodern Conain
Neomania, desire for the new, is about how indigldicrave novelty as a personal mission
and not because of the need of social recognitigpoyetsky, 1994). This mania occurs as a
result of the individual’s free personal choicgvimg people with too many options, turning
the Neomania into a relief to of boredom and thestant feeling of emptiness (Svendsen,
2005). This is also in line with Varey’s view ongpaness in a capitalistic society, stating that

economic growth can only be fuelled if people avestantly unsatisfied (Varey, 2010).
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7.1.3 Market: Market Forces
This Trend Mechanism is solely concerned with therencapitalistic view on trends; the
relations between trade, commercial agendas, amtigr The essential part of it is called
“Style Obsolescence”, also called fast fashionit & about the introduction of new designs
and products each season in order to make thentialaer appear outdated and useless. The
result of this is an ever-increasing consumptiod kanger profits for the fashion companies

operating with fast fashion.

7.1.4 Seduction: Sexual Allure
Sexual allure, desire, and fashion trends aretimteed, as they are all a part of the strategy
of seduction. Different textiles send differentrafs, as well as different designs and how
these are worn. They make up a system of sexuahlsighat communicate intentions and
preferences.

7.1.5 Zeitgeist: Reflection of Current Spirit of the Times
The Zeitgeist mechanism is about how the currersgc@irse is expressed materially in
fashion. In other words, it reflects the culturesotiety, which correlates with the argument
by Pedersen (2011) as he states that the thenmas societal Discourse will set the agenda
for which topics are being discussed. There are factors that determine a Zeitgeist:
Dominating events, Dominating Ideals, dominatingougps, dominating attitudes, and

dominating technology.

Dominating events can be everything from cruciatdrical moments that change the way we
see things, such as 9/11, the financial crisiggge crucial events like the annual Oscar show.

The only thing these events are required to sisatteat they are able to alter the trends.

Dominating Ideals refer to how we want to picturgselves and which group we aspire to
belong to, hence our Reference Groups. Exampleshang and span from the green wave in
fashion to the multi-cultural ideals of hip-hop tcue.
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Dominating groups concern the groups/beliefs tledp Ishape society. In the past, religion,
class, and origin were some of the things thatrdeted an individual's place in society.

Much has changed since and now different sub-agdtuletermine who you are and where
you belong in society. With regard to fashion, etid more an act of constructing yourself

and then choosing the group.

Dominating attitude distinguishes between two poté#ting in” or “standing out”, being
inspired by collectivism or individualism, both aspart of the creation of social status.
However, the two poles can also refer to Socielel and Anti-Societal Level (Sestoft,

2010), where the first is about fitting in and tager about standing out.

Dominating technology is, of course, about the o¢he Internet, which has decentralized
and democratized the fashion system. Also, donmgatchnology has made is possible to

efficiently outsource production of clothes.

A Zeitgeist is dynamic and it helps people underdtdhemselves, society, and their place in

the world.

This toolbox mentions the largest influencers shian trendsetting. However, there are some
shortcomings; first of all, even though this tootbwas a gathering of two centuries’ Trend
Mechanism theories, it is only seen through thesgga of Postmodernism and fails to
mention Hypermodernism, which has gained groundeicent years (Lipovetsky, 2005)
Another limitation is that the media are not meméid in any of the five mechanisms or as a
Trend Mechanism of its own. It might be implicit tine fifth mechanism, however it should
be clarified, as the media play a big role bothihia creation of new trends and the general
Discourse development. We argue that the mediaglaje in all of the Trend Mechanisms,
as they are the main communicator of these, thius@tions as an umbrella necessary for the

Trend Mechanisms to be communicated.
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Part IV B — Branding

Chapter 8: Societal and Anti-Societal Level in a Banding Context

Consumer culture has been a highly discussed thentlee last century, receiving much
attention and generating several theoretical fraonksv However, only a few have described
the existence of anti-consumerism. As mentionecbgarall theoretical framework by Sestoft
distinguishes between Societal Level, Individualvéle and Anti-Societal Level (Sestoft,
2010). These will be elaborated on below togethigh wtilizing Holt's arguments of how
consumer culture has developed and how anti-consufoeanti-branding movements, as he
calls them) help rejuvenating the old Branding Bieyas. Moreover, his Dialectical Model of
Branding and Consumer Culture, describing Brandireyadigms and how these have
developed in consumer culture in the modern, Padémmy and Hypermodern society (Holt,
2002), will also be investigated in detail. HolWewpoints can be used to explain how both
consumer culture and Branding Paradigms are forrapplied, rejected and rejuvenated in
society. In the end of this chapter, the consurharaxcteristics of Tor and Maja from DR’s
TV show “Blod, Sved & T-Shirts” will be presente@s the two characters offer an
opportunity to compare the Anti-Societal Level édcietal Level within a CSR certified
fashion context. By using this tangible exampleythvall help clarifying the branding

complexity that comes to exist within our theoratitamework.

8.1 The Development of Consumer Culture

A large part of Sestoft's model revolves around 8uxietal Level, Individual Level, and

Anti-Societal Level and the dynamics between ther how they affect each other. The
Societal Level symbolizes the societal Discourke, “wve”, to which consumers relate. The
consumers acting right according the Societal Lavelcalled consumer-citizens. The Anti-
Societal Level is also present at the macro-ldugictioning as a “we” that goes against the
values at the Societal Level. This is however aspart of the societal Discourse and is
important in order for consumers to relate to dyci8estoft writes about the revival of the
political consumer and “right” vs. “wrong” consungt, however, we argue that the Societal
Level and Anti-Societal Level are not only presesien it comes to the political consumer

but in many spheres of society, because differestddrses exist in different industries, e.g.
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organic foods vs. fashiodAs CSR and branding hold a main position in thigjqut, we will
include both the Postmodern and Hypermodern consuasewell as the importance of
Branding Paradigms and how they change over tiometimes as a result of the consumers
gaining more knowledge. In order to properly exaartime alteration of consumer culture and
Branding Paradigms as an interdependent relatioft;sHDialectical Model of Branding and
Consumer Culture is presented below to give anwvisier of the evolvement of Branding

Paradigms parallel to the development of consumkure.

Figure 8: The Dialectical Model of Branding and Coisumer Culture
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From looking at Figure 8, it becomes clear thatnbdnag has been guided by different
principles throughout the evolvement of brandind aansumer culture. The main principles
of the Modern Branding Paradigm were cultural eagiing, meaning that the consumers saw
companies as cultural authorities, seeking thewicad In addition, people sought to look
alike, being collective and not standing out (ibidl) that time, consumers exchanged money
for goods and the producer determined product v@laego; Lusch, 2004). Moreover, firms
determined wealth as a surplus of tangible ressuied goods (ibid). However, the
advertising industry was also beginning to put aloahd emotional meaning into the brands,

giving products psychological and social value (ete2000 in Holt, 2002).

With the emergence of Postmodernism, both Brandtagadigms and consumer culture
experienced a transformation. The consumer cula® highly influenced by the existential
revolution that many people underwent in the 19@0gting the individual in the centre and
rejecting companies and advertisers as culturaheegs (Holt, 2002). However, brands still
held significance to consumers, as they still adsieclal value to the individual. However,
they were now offered as cultural resources; tdegilthat through appliance of cultural
meaning helped shape the individual's identity (\vexken, 1986), whereas they before were
utilized as cultural blueprints (Holt, 2002). TheaBding Paradigm also shifted; the consumer
became co-producer by adding value to the produwotuigh usage and the companies started
to determine their wealth through intangibles saslsharing of knowledge and skills (Vargo
et al, 2004). As individualism gained ground, bamdust hold authenticity, i.e. it had to
seem as if they were invented by people, who westvated by their fundamental inherent
value and not by an economic incentive (Holt, 2002prder to comply with the Postmodern
values of the consumers, new branding methods weneloped; ironic campaigns,
subculture membership, endorsement, and productmplant were some of the new strategies
created in order to brand a product as a valueuresaused to build the consumer’s identity
(ibid).

Entering the Hypermodern society, which Holt cdlfe Post Postmodern society, the
contradictions from the Branding Paradigms of tlestodern era become obvious. When
the first ironic campaigns were mass copied, ieb&e clear that the ironic distance also had a
commercial goal. When consumers found out that esed® were paid to have the right
opinion and product placement was a billion dotlasiness, they lost faith in their idols and

experts. People have acknowledged that brandirmysegess and do not attempt to assess
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them on how well they hide commercial objectivas, instead consumers judge their ability
to create differentiated cultural material, whicdndoe utilized in their Interpellation (ibid).
However, some parts of the Postmodern BrandingdRaraare still valid: the consumer
serves as co-producer of the product or servicg, ralationship with consumers is also still
important to obtain. New concepts in the emergimgnling Paradigm are communities,
corporate branding, and storytelling, because aoessi no longer judge a brand from the
specific product, but instead on the whole compamy its leverage, requiring a more holistic
branding (Morsing, 2003). The ever-increasing intgmace of CSR has also generated a need
for a more holistic and proactive branding, as coms's tend to focus more and more on if a
brand or a product performs its civic duties andsdoot harm, calling for the companies to
act beyond what is expected from their stakeholff@tsnan, 2011) (Holt, 2002).

Along with the emergence of the Internet, which,oam other things, led to globalization,
consumers slowly began gaining more power, as gla@yed more knowledge because their
information sources were unlimited. Today, indiaflmation and globalization of society
have spawned a politization of consumption, whitkurn has generated consumers, who are
shaping future cultures and politics. By using eoner values through the freedom of
consumption they are showing why consumption itedah soft power (Sestoft, 2010), as it

holds important influence on society, which isoadsgued in her article:

“In Western capitalist civilization, we live in ceamerist societies where people are
categorized according to their competences as awarsu’ (Bauman 1997; Bordieu, 1995 in
Sestoft 2010, p. 3).

Holt mentions two types of resistance towards ntargeechniques; reflexive resistance and
creative resistance. Reflexive resistance is oahedoy consumers, who are able to reflect on
how marketing works and use it to create a distaoge Creative resistance is people, who
view companies as the big bad capitalist, whicimf@eople to become passive consumers.
These people wish for a heterogeneous market drbsersocial spaces that consumers
generate themselves, where they can form theirtitgeand not let it be dictated by the

market (Holt, 2002). However, we argue that glaagion has made the global market more
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homogenous in many ways, but the ability for dial®@nd interaction via the Internet has
fostered an increasing acceptance of heterogeneity.

We further argue that what Holt names as resistentteat same as what Sestoft describes as
Anti-Society Level. They both include the alteratiof their sign values in order to indicate
hostility towards the establishment (Societal Lgwalues (Ozanne; Murray, 1995 in Holt,
2002). In terms of branding, Holt describes thei/Sucietal Level’s alteration of values as an
ongoing thing, because marketers utilize this corguesistance to rejuvenate the brands. In
time, these values become mainstream and a paitieoDiscourse of the establishment
(Societal Level), which forces the Anti-Societalveéto come up with new values and types
of resistance (ibid). This is also in line with Kbérg, as he states that consumers need to
encounter dilemmas in order to grow morally (Kohpben McGregor, 2006). Therefore,
consumers’ resistance is not dangerous to compdha&sunderstand the new emerging
opportunity of value alteration. They merely sedi/Avocietal Level as assistant to tear down
old Branding Paradigms and help the market rexgaiiself (Holt, 2002). These viewpoints
are in line with what Lee (2010) argues, as he siates that anti-consumption phenomena in
the future will become mainstream consumer behaviMoreover, knowledge of anti-
consumption can create opportunities to competifivms, in terms of knowing what
consumers avoid in current competitive mainstreaodyrcts. In short, companies need to
understand that today’s anti-consumption mightdredrrow’s consumption choice (Lee in
Jaeger, 2010).

Figure 9 shows the dynamic flow of how Anti-Socldtavel affects the Individual Level,
who takes on this value alteration and thereby gbahe Discourse between the Individual

Level and Societal Level, which forces companieshiange their branding strategy.
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Figure 9:
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8.2 Critique of Holt
Fundamentally, Lee agrees with Holt's statementsydver, his Dialectical Model is from
2002, meaning that the financial crisis and thergerece of CSR are omitted. Therefore, Lee

has pointed out four reasons behind anti-consumpiie. resistance (Lee in Jaeger 2010):

- Innovation resistance, which is resistance agahes changes that new innovations bring,

I.e. not the innovations in themselves, but thenges.

- Risk aversion, which is done due to an indivitkipkeference for the guaranteed outcome.

To avoid risks, consumers may practice anti-consiom@f options with uncertainties.

- Undesired self, which is a symbol of what a peré@nts to avoid being or hope never to
become. It acts as an avoidance goal. Productsemites that people decide not to consume
still contribute to their self-concepts and defitheeir social Reference Groups just as the

products and services they choose to consume.

- Voluntary simplification is when consumers useeithfree will to minimize their
consumption in order to focus on non-materialisti@nnels in order to get satisfaction and
meaning in their lives, also known as down-sizingight-sizing. Motivations for this can be
personal concerns and concerns for national prableaoth as environmental effects of
consumption and production. Whereas meaningful ramdiful consumption were issues of
hippies, religious fanatics, or people with anraléive lifestyle in the past, it is now a giant

industry.

These four reasons for anti-consumption can betinkith the Reference Groups mentioned
in chapter 5, because both risk aversion and uredeself can be placed in the avoidance
Reference Group, as they are resistances that é@egumers from a membership of a
Reference Group of which they do not wish to be emimer. In addition, voluntary
simplification fits with the Contactual ReferenceoGp, where consumers are members and
are proud of it. Moreover, we argue that the vamnsimplification can also be placed in the
Aspirational Reference Group, as many aspire teefaweir consumption and environmental
damage, but that it is hard because people have tordepend on the products and find it

hard to give them up.
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8.3 Blod, Sved & T-Shirts
This spring, a rather controversial TV programmeedhiin Denmark: “Blod, Sved & T-
Shirts”. It is a program about five young Danisimsomers, who were sent to India to work in
the garment industry and survive on the salary roflredian worker (dr.dk, 2011). The
program was made to make the Danish consumers aiviire inhumane working conditions
for the Indian garment workers and to make themktabout how the clothes they wear every

day are produced under these conditions.

From the five young consumers, Tor and Maja aree@afly interesting for investigation,
because they are each other’s opposites and wherespresents the Postmodern consumer,
the other represents the Hypermodern. Tor is aa lilieral, whose consumer values are in
sync with those of the Postmodern consumer. Aathitside reflects Postmodernism, he cares
much about looks, status, and consumption (dr.G&1p Maja is a fair-trade activist, who
lives in cohabitation, wears second-hand clotheas @uoritizes organic foods (ibid). She
cares about her surroundings and it gives her a geeling about herself to help people in
developing countries and also the environmentaleissre on her agenda. This characterizes
a Hypermodern consumer, as the good deeds arebaddimdor self-actualization and because

it has become socially acceptable (cf. Chapter 5).

When examining our theoretical framework togeth@hwolt and other scholars we argue

that Tor is an example of a consumer-citizen repr@sg Postmodernism. He holds the same
consumer culture as the Postmodern Societal Levetre facilitation of economic growth

through consumption helps maintain the Postmodexpitalist society. Today, many

consumer-citizens have changed as a result oftaratbn of the societal Discourse towards
Hypermodernism, where consumption still forms idgnbut the reasons for consuming are
different and so are the products that are beimguwmed. They are not about showing status,
instead consumption is about self-actualizationerofoy enhancing the feel-good state of
mind through consumption, thus we state that Mejaasents the values of Hypermodern
consumer culture, which is the future consumeereitj as the Discourse and values are

changing in the Societal Level.

As the values of Maja and Tor contradict each otlerargue that they are each other’s Anti-
Societal Level, whereas Maja represents the Anti€dal Level of Postmodernism, Tor

represents the same for Hypermodernism. Howevey, dne both very extreme, thus they do
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not represent the average Danish consumer, butyrteeetwo poles between which society
Discourse is currently placed. Moreover, the Posieno Discourse is on retreat and the
Hypermodern is starting to flourish, meaning thatjds values, once the Anti-Societal Level
has affected the Individual Level so much thaii hltered the Discourse and Objectification
towards the Societal Level, which again mirrorskbat Interpellation for the Individual

Level. This change is also, as argued by Holt, cailng that the resistance towards
Postmodern values is starting to gain ground, wlnak initiated a change in the current

Branding Paradigm.

Tor and Maja are used as current examples of tearfdalern and Hypermodern consumer in
the context of CSR in the garment/fashion indusivigich is very relevant for companies’

future branding strategy in terms of who to addeess how to address them.
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Chapter 9: Challenges and Opportunities in a Brandiag Context

As fashion historically has been about status astdmmorals, engaging in CSR poses some
challenges. CSR initiatives add a conflicting disien to a fashion brand as it can drive
negatively correlated benefits for the brand. Wguarthat fashion drives benefits such as
social status and CSR drives benefits such as fgabidgs for doing good for others. So, how

do firms successfully link fashion and CSR in the@nding?

As already mentioned, consumers are argued oniyake decisions they are motivated to
make. Thus, CSR must become a Mental Marker irtioeldo the Supra-Complex Decision-
Making process in order for the consumers to cansmhrchasing a CSR certified fashion
brand. Hence, in order to become a Mental Markeravgue that CSR needs to become the

focus of consumers and something that adds valtheetbrand.

In this chapter, the Customer Based Brand EquiyBE) model (Keller, 2008), the Brand
Value Delivery Model (Jones, 2009), and the Ingiig- Approach (Morsing; Schultz;
Nielsen, 2008) will be described and investigatedhie context of CSR certified fashion.
However, it must be mentioned that only the Ingiig-Approach departs in a CSR context,
meaning that CSR comes to represent a traditiaaaldbattribute, in relation to the other two
theories, which may be too simple in relation te thimensions of the concept. In relation to
our theoretical framework these branding theorfemukl be seen as an extension and not an
inherent part of our laterevisedtheoretical framework, as ouevisedframework acts as a
tool for investigating potential challenges and agnities which can then be utilized in

branding theories.

9.1 Branding

Creating the right brand identity, brand meanirrgnd response, and brand relationships with
consumers is rarely straight forward, as the valua brand often exists in the mind of the
consumers. Thus, building a brand can be a cometigarocess in itself and building a brand
on negatively correlated benefits makes it evenenemmplicated (Keller 2008). However
Pedersen (2011) argues that it is plausible bedause be a differentiator if price, quality,
and fit are equal to other products within the saragegory. Moreover, he argues that
approaching the right segment is crucial.
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9.1.1. The CBBE Model
The CBBE model (see figure 10) by Keller (2008)yides an approach to create customer
based brand equity, where customers have a highl lgivawareness and holds strong
favourable associations with the brand. This shbealdchieved through a sequence of steps:
1. Identity, 2. Meaning, 3. Response, and 4. Reatip (ibid). However, Keller neglects to
integrate the organisation into to the value cnggpirocess, which is why we also look at the
Brand Value Delivery Model put forward by Jones@p He argues that customer value is
created in the services that are associated wahbtiand, thus delivering brand value is
something that requires the whole organisation aokvtogether (ibid), which is also argued
by Morsing et al. In addition, Keller does not agebfor the societal influence in his model,
however in relation to our main theoretical framekvad would both be influenced by the
Societal Level and the Anti- Societal Level, as @wic interdependency exists within the
framework. We do acknowledge that a theory is e g0 take everything into account, but
we argue that this is crucial, as influence frora #ocietal context will have an effect on
brand value creation, as Discourses alter the mgasfielements such as attributes, feelings,
imagery, and the needs and wants of the consuniersontrast, Jones argues that
understanding the different processes of creatusgomer value should be done in relation to
the market, thus accounting for the societal cdnitekis framework. We will thereby seek to
integrate these models into our theoretical framrkvas they complement one another on
crucial elements. Our point of departure will hoeebe the CBBE model, as it breaks down
vital components in relation to building brand \alas opposed to the Brand Value Delivery
Model that offers a more overall framework.
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Figure 10: The CBBE Model
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The CBBE model consists of several sub-dimensidndifterent brand building blocks,
where the left side of the model represents a matienal route of brand building and the
right side the more emotional route. According &ll&r, Resonance should be the goal for all
branding, because it means that the customer-ledaiionship is so strong that the consumer
feels “in-sync” with the brand. The result is aosily competitive advantage that is not easily
copied. However, it would require equal attentiooth sides of the model, and it takes time
to build (Keller 2008).

1. Identity

Salience

Brand Salience is the first step in the model angartant for any brand in order to succeed.
It determines the brand’s category, but also measstrand knowledge and top-of-mind
awareness; both necessary for consumers to knoshwigieds and wants this brand can fulfil
(ibid).
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2. Meaning
Performance
A brand must satisfy customers’ needs in order uoceed. Performance is about the
functional needs of the brand, i.e. how well thatdees of the brand differentiate it from
others. According to Keller five types of attribsitesually underpin Brand Performance:

* Primary ingredients and supplementary features.

* Product reliability, durability, and serviceability

» Service effectiveness, efficiency, and empathy:

» Style and design

* Price

He further argues that if brands do not performanmct¢hese attributes, it becomes difficult to

move up and closer at creating Resonance (ibid).

Imagery
Brand Imagery is an emotional building block utilig perceptions and associations

depending on the needs of the consumer, such abgiegical or social needs. Consumers
can form Imagery associations based on their owemence with the brand, or indirectly
through branding or other information sources, evprd-of-mouth, NGOs etc. (ibid).
Imagery is about creating brand personality in ptdenake people get the right associations
when seeing or hearing about the brand. This i3 atgued by Eder-Hansen (2011), as he
states that it is crucial to use positive storytglland associations so the consumers can see
that they can actually make a difference, hencesdsing Proximity (Jones 1991).

Imagery and brand personality are however not awegnsistent. Many brands have
experienced being associated with the wrong ate#uThis could be due to the fact
mentioned above, namely that consumers are alitgrtolmagery associations based on their
own experiences with the brand. It is also in hméh Jones, as he states that brand Touch
Points e.g. retail stores, employees, co-brandipgnsorships etc. are where the brand value
is created (Jones 2009).
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Further, Performance and Imagery correlate withMleatal Markers in relation to the Supra-
Complex Decision-Making process, as the Mental Megkare any mental construct, i.e.
price, label, brands, self-perceptions etc. In shoris anything that the consumers use in

order to gain Mental Justification. (Hansen e2a06).

3. Response
Judgements
Judgements are placed at the rational side of tbdemand amounts to the sum of the
consumers’ perception after putting together thsgociations created from both Performance
and Imagery. Generally, consumers make all kind3udigements about a brand, but Keller

argues that there are four types of Judgementatbaiarticularly important:

1. Brand Quality: How consumers perceive the quadit a brand is crucial. This is often
based on appearance, familiarity, expectations, distinctiveness; all with price in mind
(Keller 2008). Kranker (2011) concurs with this @mgent, as he states that consumers’
identity creation through consumption is a very amgnt factor, however, price is often a
problem regarding CSR certified products. Additibnahe argues that we are only in the
initial face of CSR certified products, hence thsuie of cost will be eliminated in time.

2. Brand Credibility: How credible do consumers semir brand? Perceived expertise,
trustworthiness, and likeability are of the essefib&d). This dimension is crucial if a
company wants to be perceived as socially resplengibthe minds of the consumers. As
argued by Kranker (2011) many companies admitttieat are not experts, hence they engage
in collaboration with NGOs or other experts, driyircredibility in the minds of the

consumers.

3. Brand Consideration: If consumers do not comgydechasing your brand, then quality and
credibility are considered unimportant in the mirafsthe consumer, all else being equal.
Therefore, it is important to make the brand rehivior the target group to make them
consider it (ibid).
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4. Brand Superiority: To what extent do consuméiskt that this brand is better than its
competitors? Brand superiority is about creatingque positive brand associations in the

minds of the customers (ibid).

In relation to the Supra-Complex Decision-Makingpgess judging the brand will only
happen when consumers are motivated for doing smgéh et al. 2006), hence Judgments
become subjective as the perceived complexity @ Supra-Complex Decision-Making

process depends on the individual.

Feelings
The next building block towards brand Resonandeerlings, which is far less detailed than

imagery. These are argued to be the emotional neggoto the brand evoked by marketing

communications and can be either positive or negdKeller 2008).

According to Keller there are six important typdsboand-building Feelings that have the
consumers associate certain feelings with the bfidalier 2008):

* Warmth — peacefulness or sense of calm.

* Fun - joyous and amused.

« Excitement — cool and sexy, or experiencing somegtkiery special.

e Security —safety and self-assurance and sometin@siew and concerns can be

removed.
e Social Approval — favourable appearance, direchaakedgment.

» Self-respect — pride or a sense of fulfilment.

4. Relationship

Resonance

The final step on Keller’'s model is Resonance, tvhiescribes the level of relationship the
customer has with the brand. It is characterizethbyintensity of the psychological bond that
exists between the customer and the brand. StresgrRRnce will only exist if a company

successfully has built both sides of the modedjibi
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However, keeping in mind that some of the branddmg blocks are subjective, brand
resonance might be difficult to achieve, thus irdéigg other dimensions such as the
organisation, customers, and societal context,dcemsure a more consistent brand value

delivery in the minds of the consumers.

9.1.2 The Brand Value Delivery Model
As already touched upon, Brand Value Delivery Moddbnes, 2009) is based on the
assumption that value is created less through xhkbamge of a product and more in relation
to the services associated with them. Thereby,sJargues that brands become more focused
on relational values rather than functional and lsgic values, which is in line with
Ngrretranders, who states that we are enteringitlkeAge, where the links and relationships
between new technology, science, and consumptierth& main foundation of our society
(cf. 5.4 Critique of Lipovetsky’s Three Phases)rtkermore he argues that brands are created
and managed through Touch Points, meaning thatlemsta employees, co-branding,
sponsorships etc. facilitate the creation of supesustomer value (Jones 2009). This is also
somewhat argued by Eder-Hansen (2011), as he statepanies must excel at seizing
opportunities in media and the entertainment bussirier CSR to become a mainstream topic
driving discussion both at the Societal Level ahd Individual Level. This will indirectly

brand the company.
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Figure 11: The Brand Value Delivery Model
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Although the Brand Value Delivery Model differs fnothe CBBE on crucial elements in
relation to our main theoretical framework, the twmdels also share similarities. To a
certain degree, the CBBE model is comparable toBitaad Platform of the Brand Value
Delivery Model; as Brand Platforms facilitate bdtand identity and brand promise through
brand positioning. This facilitation allows the tusers to clearly identify and differentiate
the brand and perceive its added value; lookingréate superior customer value. Thus, the
Brand Platform also comes to be about identity medning as with the first two levels of the
CBBE model.
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However, the Brand Platform also entails the celtand values of the organization along
with its vision and business idea. Thus, the Br&tatform incorporates organizational

dimensions and brand identity.

Further, Jones argues that in order to increasm®meas value organizations should strive to
achieve alignments in the framework, i.e. the oizgtional capabilities should departure
from the Brand Platform. This would result in thBale organization working together on the
same goals, thus, the framework seeks to link thadexplicitly to the organization (ibid).
Nevertheless, Jones does not apply a dynamic twontaraction between the elements of
his framework, which would allow for a more dynamapproach that creates superior
customer value, not only through the internal pss¢dut also through the integration of the
customers into some of these processes. Thus,douilie same reasoning as Keller; creating

customer relationships ultimately create supenust@mer value or brand equity.

In sum, creating customer value or brand equityeddpnts on the customers, as brand value
exists in their minds. Moreover, the evaluationbo&nd building blocks are mostly found
subjective, as the Societal Level in our theoréfieanework will often be used as a reference
point for the evaluation. In addition, accordingXones, relational value outperforms both
functional and symbolic brand value. However, rdgay the Postmodern consumers the
symbolic value is the most important in relationG8R certified fashion products. As both
Lipovetsky (2006) and Belk (1988) argue, socialtustais important and products are
important means for obtaining this, as they ared dse communicating identity. This also
correlates with Pedersen (2011), who argues th& i8&lso about consumers’ identity and
their Reference Groups. Moreover, as brand valuafisenced by the Societal Level, the
creation of it is a result of an interaction betwam®nsumer and brand. Due to its dynamic

nature, this relationship can transform the braedmmng.

9.2 Branding & CSR
As already mentioned, linking a fashion brand ©3R agenda might be difficult, as it most
often draws on negatively correlated benefits, aadargued by Eder-Hansen (2011) few
consumers are currently looking for CSR in fashpoaducts. In addition, according to the
CBBE model, being perceived as a CSR minded brahdl@pend on which brand benefits
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that are seen as important and how these are juolgeékde consumers, which refers to the
second and third step of the model: 2. Meaning,ariRlesponse. In contrast, from the Brand
Value Delivery Model, it depends on the Touch Poerd how these are managed in order to
create value from a CSR minded Brand Platform, B8R should a part of the organizations
identity (Jones, 2009). This is also in line withaliker (2011), as he argues that we are now
entering Corporate Social Responsibility 3.0 wheoepanies need to acknowledge that

Corporate Social Responsibility must be an inhepant of business, identity, and strategy.

Research by Morsing et al (2008) shows that althaugnpanies are “encouraged” to engage
in CSR activities, they are often discouraged tonmmnicate these activities. Company
stakeholders are often compelled to investigateséteity of a company’s CSR claims, thus
the companies that are engaging in CSR are oftere mdticized than companies, which
either do not engage in CSR activities or simplgase not communicate them. However, in
a Danish context CSR activities are among the magsortant drivers when looking to create
a good corporate reputation. As research show%p @ the Danish population believes that
companies should take on social responsibilitydjibHowever, the consumers are found
reluctant to CSR messages in companies’ commuaicatireating a paradox; how should
companies communicate their CSR initiatives? Tligetates with Petersen (2011) as he

argues that consumers expect companies to behaadlyrand ethically correct.

In continuous of their research, Morsing et al pnésd a normative descriptive model: The
Inside-Out Approach (see figure 12), which shouldidg managers in their CSR
communications. They find that companies firstlyesheto get the commitment of their
employees before communicating to their exterratedtolders, such as consumers, experts

etc.
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Figure 12: The Inside-Out Approach
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The basic assumption of the model is that employgesthe companies’ most important
stakeholders and by getting their commitment itl \give them a sense of ownership in
relation to the overall CSR agenda. This is in lvth the Brand value Delivery Model as the

whole organization should work together on delivgra coherent brand value (Jones 2009).

Further, Morsing et al argue that the companiesimainication should be done in stages, as
they first need to communicate internally beforenomunicating externally. The external
communication should be directed at the most ingmbrstakeholders before communicating

to the broad general public, thus it comes to eradtnnel approach.

The underlying argument for this approach is thasintonsumers do not have the ability to
assess company CSR activities properly. Insteadngpaxperts assess the CSR programme
creates legitimacy, as there would be no conflianterest (Morsing et al. 2008). Although
the communication is divided into stages they sthdod seen as interdependent, hence one
should not exclude the other. However, we arguettfgaapproach is subjective, as the nature

of the company and the character of the commupicatiessage could alter the approach.
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The method of communicating CSR is also industnd aompany dependent. Further, the
approach will also be context dependent, as Koblmegues that people will not grow
morally if they do not encounter dilemmas and oinsgyhts have been gained they cannot be
lost. This relates the approach to the ethical ldgweent of our society, meaning that
communicating a company’'s CSR agenda changes awer ds stakeholders gain more
knowledge and the CSR concept broadens. Thereftakeholders are an essential part of

getting CSR to become a brand benefit.

9.2.1 Stakeholders

Stakeholder management is traditionally built oe @ssumption that all persons and/or
groups with legitimate stakes in a company are lggymioritized, or at least should be
(Cornelissen 2008). As the abovementioned theorggests, stakeholders should be
communicated with in steps when the message ca#a®SR agenda. This refers to the idea
that stakeholder management must be subjectiveandliffer in relation to the situation at
hand. However, regardless of the situation, “nomketa stakeholders, who are stakeholders
that are not having financial transactions with ¢cbenpany, are also taken into account (ibid).
These stakeholders could in some situation be tbst important, as companies become
increasingly dependent on the societal contexd)ibi

The relationships with these stakeholders are ineaf; thereby the theory recognizes the
mutual dependencies between the company and kishetlalers, creating a more complex and
dynamic context to which companies must relatecdntinuous, the theory suggests that the
companies need to be perceived as legitimate bgtakeholders. Today, legitimacy as a
concept goes beyond financial accountability tolude both performances in social an

ecological issues (ibid), i.e. CSR in relationlie scope of our project.

By conceptualizing accountability through legitingathe theory suggests that the companies’
engagements with its stakeholders are not jusni&irumental reasons but also for normative
reasons, meaning that the engagement goes beyendotinection between stakeholder
management and company performance (instrumerdaabms) to include concepts such as
human rights, social contracts, and ethics etanfative reasons). However in practice, these

motives are often converged.
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The theory thereby argues that companies would havengage in some form of CSR
activities in order to obtain legitimacy with itakeholders. Thus, having a CSR profile in the

mind of the consumers seems to depend on thisnegy.

Nevertheless, some theorists such as Friedman X2000e that the business of business is
business and the focus of companies should be eatieg profits for their shareholders.
Therefore, engaging in CSR is according to Friednsgending shareholders’ money. In
contrast, Porter and Kramer (2006) argue that legsirand society are no longer separate
areas, but have indeed become interdependent, wghiictine with our theoretical framework
(Sestoft 2010). We therefore argue that stakeholdanagement becomes even more
important as these two concepts become convergergasing the number of stakeholders,
who should be taken into account. Thus, applyirgy Itiside-Out Approach could come to
entail several steps in relation to the externahmmnication, as it will depend on the

numbers and characters of the stakeholders.

H4: If CSR becomes the focus of important stakeholdgtsn the fashion industry, it

will gain foothold.

In sum, creating a CSR brand value appeal seembetalependent on a company’s
communication with stakeholders, as put forwardMiyrsing et al. (2008). However, there
are different views on the integration of CSR, las €BBE model would have CSR be a
benefit that ultimately should drive brand equliyt the Brand Value Delivery Model would
have CSR as part of the organizations identitythsCBBE model is viewed as insufficient
in relation to our theoretical framework along withsearch showing that companies’
communication their CSR agenda are often morecz&d (Morsing et al. 2008), we argue
that having CSR as an essential part of the compaisntity would be the most beneficial.
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Part IV: Conclusion - Revised Theoretical Framework

As mentioned in Chapter 4, the SSLCT framework @emdynamic than traditional theories
build on dualism; however, we have found it necessa supply this framework with other
theories in order to go into depth with the differaspects of the model in relation to the
scope of our project. Below, the revised framewisrkoresented, showing the additional
theories presented and where they fit into the rtraoretical framework. As already touched
upon, we have divided our theoretical approach iwm sections: one about consumers and
the other about branding. This is done, becaussegehe branding theories as theories that
should be based on how the Societal, Anti-Sociatad, Individual Levels, are evaluated and
prioritized in a branding context, hence the bragdheories are represented by the pyramid.
However, it should be noted that the pyramid isntyaiepresented by the CBBE model, as it
contains important elements to consider in extelmahding. Nevertheless, the other two
theories are also seen as important, but as trs®y antain a certain amount of internal
communication, we decided to keep our revised ttea framework simple and externally

directed, hence the other two theories are in lmtsck
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Figure 13: TheRevised Theoretical Framework
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Part V: Empirical Findings

Chapter 10: Consumer Interviews

In relation to our theoretical approach it is ietding to investigate how the Postmodern and
Hypermodern consumers differ in their decision-mgkivhen it comes to CSR and fashion.
However, we found it quite difficult to determinew these consumer types should be located
in relation to our context and which questionsgshk i order to distinguish one consumer type
from the other. Hence, developing a method for tingathese specific consumer types in
relation to CSR and fashion is a master thesitseifi Thus, we have chosen to move forward
with locating four control respondents that are ilimto our main respondents in age,
occupations, and gender. However, as stated by(ibegaeger, 2010), companies need to
understand that today’s anti-consumption mightdmarrow’s consumption choice, hence it
Is important to take both consumer types into aotavhen addressing potential business

implications.

As already mentioned (cf. 2.3.3 In-Depth Consunmteriviews), we decided to divide our
interview topics into 3 situations: 1. CSR certifiproduct, 2. Fashion product, and 3. CSR
certified jeans. This was done to reduce the coxiglef our interviews, as the respondents
would not have to take too many elements into accalnen imagining a specific purchase
situation. Further, we include the CSR certifiedng because our main respondents have
been exposed to this situation within a socialirsgttas opposed to our control respondents.
This situation allowed us to gain insight into aedfic purchase situation and helped us

determine to which degree a social setting affectssumers’ decision-making process.

10.1 Main Findings — Main Interviews
Our main findings (Appendix 5) show a gender défeze in responds, which correlates with
Gilligan’s research (in McGregor, 2006),as it shawat females are more concerned with
care dilemmas and make decisions based on emotMdreseas males are concerned with
justice dilemmas and make their decisions basedutes of fairness (cf. 6.1.2 Moral
Development). This gender difference can also teta@ to the theory of Moral Intensity
(Jones, 1991), as it states that the Moral Intgnsitl only have an effect on consumers’
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decision-making, if they recognize the presenca aforal issue (cf. 6.1.3 Moral Intensity).
According to Gilligan’s research, females haveghbr tendency to recognize a moral issue if
it involves people suffering, which is the basiswaption of CSR. In addition, our female
respondents argue further for their reasons thamtales, giving the impression of females
being more in touch with their emotions and reasonbehaviour. Thus, an emphasis will be
placed on genders where a discrepancy is found.

10.1.1 CSR Certified Product
In relation to a CSR certified product our resparideemphasize quality and price as
important. Quality draws from personal motivatioos feeling good about yourself and
reflecting personality. This matches the argumaerntfprward by Bauman (1997 in Sestoft
2010); that people are categorized according to twenpetences as consumers (cf. 8.1 The
Development of Consumer Culture), meaning that lm@msmg good quality tells the
surroundings something about your identity andiskis a consumer. This also draws from
the Interpellation in our theoretical framework walnihelps defining what is “right” and

“wrong” consumption (cf. 4.1.5 Interpellation).

Further, price draws from both a motivation of C&®R being a reason for paying extra for a
particular product and not having the financiabrgses to pay extra for CSR. However, this
seems to depend on the respondents’ financial ressuas the students tend to be
demotivated because they do not have the monegyaeptra for a CSR certified product.
According to Keller (2008), price can be linkedauality, as consumers judge brand quality
with the price in mind (cf. 9.1.1 CBBE Model), thiigs crucial that a CSR certified product

is of superior quality.

Gender Difference:Females show a tendency to feel guilty about tl&R Celements,

indicating that females may have a higher priceghold than males when it comes to CSR,
which can be linked to their recognition of a masalue, inevitably affecting their decision-

making process.

Moreover, females also show a tendency to use 8fe garameter as a part of their identity,
making way for the idea that females may put mon@leasis on personal image crated with
these products. Hence, females may reflect théHireage in the eyes of others, e.g. their

Reference Groups, as groups are seen as the prdnanyg force for identity clarification
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(cf. 5.1 Reference Groups). This also draws allgata one of Lee’s reasons behind anti-
consumption; namely the Undesired self, where aestthat the products consumers decide
not to consume still contribute to their self-copitseand define their social Reference Groups
just as the products and services they choose risucte. Hence, a CSR certified product
would come to affect identity. In addition, femalaay feel a subconscious need to conform
to societal values and beliefs, which in some wegselates with the Dominating Ideals
under the Zeitgeist Trend Mechanism in MacKinneyevitin’s Trend Toolbox (cf. 7.1.5
Zeigeist). This refers to how we wish to picturersaives and which groups we aspire to

belong to, also correlating with Reference Groups.

10.1.2 Fashion Product
When discussing a fashion product our respondeutt@m emphasis on quality, design, and
price. Quality is motivated by feeling better abspending money on the product as well as
helping portray a personal image. However, pricd gnality are seen as closely linked,
showing a willingness to pay a higher price for d@uality. These elements can again be
related to the CBBE model (Keller 2008) as designce, and style underpin Brand

Performance.

Design also seems to be linked to both price amditgubut also a matter of what is currently
fashionable, which according to the Toolbox of TreWiechanisms (MacKinney-Valentin,
2010) is affected by five key Mechanisms constaaligring the concepts of fashion, trends,
and style (cf. 7.1 The Theoretical Toolbox of TreRtEchanisms). Therefore, what is
determined as fashionable is subjective, hencerespondents have, more likely than not,
different views on what is currently fashionableud they create their own individual style
(cf.2.6.2 Trends, Fashion, and Style).

Gender DifferenceFemales show a tendency to use the fashion prada in relation to

their identity than males, which can be linked ke tfirst Mechanism of MacKinney-
Valentin’s Toolbox; the Social Mechanism. Accordita this, style is deeply rooted in a
individual’'s social identity, as it becomes a conmcation instrument of how a person

wishes to be seen by others.
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10.1.3 CSR Certified Jeans
Regarding CSR certified jeans, the respondentsnagai emphasis on quality, price and
design — only one male respondent emphasized the &®pect of the product: What is

promised should be met:

“The aspect of CSR is important as it is what thegnd themselves on, so | need to be sure

that what they promise they uphold.” (Appendix 201)

Regarding the other emphasized elements their ataiiv comes from the same sources as

the other two situations.

Gender DifferenceFemales show a tendency to have a guilty constcesssabout the CSR

aspect, and they therefore seem more likely tohase CSR certified jeans than males, which
again can be linked to the research by GilliganMicGregor, 2006). Moreover, the females
show a higher tendency to use the aspect in theopal image and have it function as an
extension of themselves every time they wear tleymt, which is in line with Belk (1988),
as he argues that our possessions can also syallyokxtend ourselves (cf. 7.1.1 Social

Mechanism).

10.1.4 Main Findings — Summarized

Price and quality seem to be two very importantmelets in relation to product purchase

consideration, which correlates with Keller (20@8) he argues that a brand will not move
closer to creating resonance if it does not perfomthese attributes (cf. 9.1.1 CBBE Model).

The two elements are important for various reaseas)e are motivated by a natural price
threshold and others have limited financial resesircSome respondents, mostly females,
have the products function in relation to theirgoeral image and it seems that the female
respondents are more prone to take the aspect Rfi@@8 account, not only in the purchase

situation, but also as they wear/use the product.
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10.2 Main Findings — Control Interviews
As mentioned earlier, our main respondents cow ltaeated a reality in which our in-depth
interviews have been conducted, thus we condudtralanterviews (Appendix 6) with four
respondents similar to our main respondents in aggypations, and gender. This is done in

order to improve the quality of our main findings.

10.2.1 CSR Certified Product
In relation to a CSR certified product, our contregpondents bring a new element to what is
viewed as important: they emphasize that a neethéoproduct is also viewed as important,
motivated by feelings that it would otherwise bavaste of money. However, according to
Keller (2008) this element also draws on Brand éterince as with, quality, price, style, and

design, meaning that although it is a new elentaatadlosely linked to the others.

Further, price and the fact that the company ughtie CSR promise are also viewed as
important. However, CSR is not viewed as an elerfmnivhich to purchase an unnecessary
product. In addition, their motivation seems tonst&rom values that are important to

themselves and if it is good for them to purchaswenresponsible products. This notion

alludes to the Hypermodern consumers as self-mpaidn seems to be the motivation rather
that social status.

Gender DifferenceThere does not seem to be a difference that caeléed to gender, other

that the fact that the female seems to argue noorthé&ir reasons, giving the impression that
they are more tuned in with their feelings and oeasfor behaviour, which is also the case

with females in the Main Interviews.

10.2.2 Fashion Product
When it comes to a fashion product, our contropoeslents see the same elements as
important, but their motivations for these seerdifter from our main respondents. Important
elements are again price, quality, and design Bub@posed to our main respondents the
motivations are less about personal image and raboait avoiding spending money on
unnecessary products. Further, our control respuadsee the fashion element as less

important than their own personal opinion, whichmstivated by avoidance of purchasing
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items they do not like or have no need for. Thigreates with the placement of style in
relation to our theoretical framework (cf.2.6.2 fids, Fashion, and Style) as it influences the
Individual Level, meaning that if our control resglents have had the chance to engage in a
social setting their personal views would be inficed, as the view of the Societal Level or

Anti-Societal Level would come into play.

Gender DifferenceThere seems to be no significant difference iati@h to gender.

10.2.3 CSR certified Jeans
The control respondents view the same elementsiasriant as our main respondents when
asked to consider CSR certified jeans; namelygpdaality, and design with one respondent
viewing the CSR promise important to be fulfilleHlowever, one control respondent
questions the concept of CSR all together, dueetiefs that market forces ultimately will

eliminate poor conditions and CSR cannot functi®ma ahortcut for doing so.

“Well, there is a reason why jeans are sown innédat and not Denmark. It has to do with
development, and regardless of how you look aitjal development comes after economic
development, and | do not think that there is atshio for that. Maybe it’s cynical but | only

see it happening it that order, it is however traythe world functions. So | believe that it
would take a lot in order for CSR to become a patemfor me, which may make me a

horrible person...” (Appendix 6 p. 226)

Further, one respondent admits that CSR is not alblyna parameter in decision-making,
which can be due to the fact that CSR and fashogether are not widely promoted. In
addition, their motivations are not coming from anbting their personal image as with our
main respondents, but merely from them purchasiggaal quality product that they have the

need for.

Gender DifferenceThere does not seem to be a significant differémt@een the genders.
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10.2.4 Control Findings — Summarized
As with our main respondents price and quality s¢erhe two very important elements in
relation to product consideration, regardless @SR emphasis. However, there does not
seem to be a difference in gender as with our mespondents, hence, the motivation for our
control respondents does not include personal intagthe extent it did with our main
respondents, which could be a result of them neinigabeen exposed to the issues within a

social setting.

10.3 Empirical Findings - Summarized

The discrepancy found between our main respondemdsour control respondents could
allude to the fact that the social context withiniehh our main respondent first discussed the
issues of CSR certified fashion has had an impadheir later views. This could be a result
of our respondents having their Cognitive Dissoeaaifected by the social environment. As
stated by Festinger (1957) consumers can redude @ugnitive Dissonance by getting
sufficient control with their social environmeng.i.getting the agreement from others. This
means that our main respondents might unconsciduslg reached an agreement in how to
value and approach a CSR certified product, leatheg with less Cognitive Dissonance.

Furthermore, our female main respondents showfaréifce in motivations for purchasing a
CSR certified product and are found more proneswitiin relation to their identity than our

control female control respondents, which both banrelated to the abovementioned on
Cognitive Dissonance and recognizing the preserica moral issue. We argue that this
discrepancy is lead by females feeling a subconsameed to conform to society’s values and
beliefs about females being more concerned witle didemmas; hence purchasing a CSR
certified product would communicate these valueshtr social surroundings. Either way,

this discrepancy makes way for arguing that theaseetting has an impact on how a CSR
certified product is viewed, affecting consumerstidion-making process. This is backed by
Arnould et al (2004), who argue that almost all ssaner behaviour occurs within a group
setting, because groups are the primary drivingefavhen it comes to socialization and

identity clarification (Arnould et al, 2004).
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However, this discrepancy is somewhat expectedha@snerge of CSR and fashion is fairly
new, at least in branding, which is in line withneamers gaining knowledge through
discussion, seem to change their motivations fochmsing a CSR certified product. This
could also be linked to the theory of Moral Devet@mt (Kohlberg in McGregor, 2006), that
states that in order for people to grow morallyythave to encounter dilemmas, which comes

from engaging in a social setting.

10.4 Main Takeaways from Empirical Findings
1. Price, quality and desigis CSR certified product should not differ from dracts within

the same category by price, quality or design,asieis of superior quality, better design

and less expensive.
2. Price:CSR is not a reason for paying extra for a prgdadicating that consumers does
not see CSR as a potential for driving brand sop&j meaning that other attributes

should drive superior customer value (Jones 2009).

3. Gender:Females show a higher tendency to use CSR astamsexn of their personality

as well as a higher willingness to purchase a CS&fied fashion product.

4. Social Setting:Engaging in discussion or a social setting seamiave the ability to

change the motivations for purchasing a CSR cedtifashion product, which can be

related to Cognitive Dissonance being reduced liyngesocial approval.

5. Social Consensushe reason for 4. Social Settieguld be the fact that CSR certified

fashion is not something consumers encounter aggalar basis, e.g. having a product
become fashionable is assumed to be catalyzeddigl sonsensus, meaning that there is

less risk involved for consumer when purchasingshion product.
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6. Attention: The reason for both 4. Social Settiaigd 5. Social Consensissthe fact that

CSR is not a widely discussed subject as opposehet@nvironment. This means that
CSR is not yet a factor by which consumers evalaapeoduct. Further, this can be a
reason for the discrepancy, as our main respondevs had the chance to engage in
discussion they have gained more knowledge ofdpe teaving our control respondents
behind in determining potential values of suchadpct.

Part V: Conclusion

The social setting seems to play a significant noleelation to the scope of our project which
is in line with several of the chosen theoriesstiyr Kohlberg states that people encountering
dilemmas and engaging in discussion will grow mgr&econdly, Arnould et al's Reference
Groups show that almost all consumer behaviour rgcaithin a group setting, driving,
among others, identity clarification which could &eeason for our main female respondents
feeling a subconscious need to conform to societyns of how to behave as a female.
Thirdly, Gilligan’s research shows a differencegender behaviour when assessing a moral

dilemma, which could also be a reason for the gt role of the social setting.

In addition, the CSR parameter does not seem te tigvability to become a Mental Marker
in relation to the Supra-Complex Decision-Makingqass (Hansen et al, 2006), meaning that
our hypothesis H2 becomes invalid (cf. p. 52: “l&R certified fashion product is perceived
as too complex for the consumers to assess itshp@senefit, then they will use CSR as a
Mental Marker.”).

This also concurs with Eder-Hansen’s (2011) argumas he states that one of the main
problems with CSR in fashion is that only very fes@nsumers are looking for this

combination.

Nevertheless, the discrepancy indicates that gimoge attention to CSR by both society and
companies will have consumers change their linéghwking and quite possible also their
decision-making process, which validates our hypsithH4(cf. p. 87: “If CSR becomes the

focus of important stakeholders within the fashiwatustry, then it will gain foothold.”).
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Further, our findings validate our hypothesis H8whver only in relation to femaldsf. p.
62 “If the uniform Belk mentions can also referféshion, then socially responsible clothing

can enhance a feeling when wearing it.”).

H1 (cf. p. 49 “As we see indicators from both thestthodern society and Hypermodern
society, can it be argued that we live inHgbridmodernsociety?”) is validated by our

secondary data the TV documentary “Blod, Sved athifts”, as Maja and Tor respectively
represent the Hypermodern and the Postmodern cansufmowever we argue that they do
not represent the average Danish consumer, butlynide two poles between which our

society Discourse is currently placed, at leasegards to the fashion industry.

Figure 14: The Placement of Tor and Maja in relatio to the Danish Society

7 Postmodern Danish society Hypermody =
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Part VI: Potential Business Implications

Chapter 11 Challenges and Dilemmas
In this chapter we will look at the challenges ahl@mmas posed by our theoretical and
empirical findings, in order to obtain sufficiemsights and further present potential business

implications.

11.1 The Danish Consumers
It is crucial to notice that the Danish consumeeaveh developed into #&ybrid of the
Postmodern and Hypermodern, because they still tseeshaping of identity through
consumption as important and also as a status mawean extension of the individual (cf.
10.1 Main Findings — Main Interviews), which is asBmodern trait (cf. 5.2.2. Phase 2
(1950s-1980s)). However, in order to shape thetityjeremotions and self-gratification are
two important factors, therefore the consumer nfiest good about the product before they
decide to purchase it (cf. 10.1 Main Interviews aiMFindings). Both the identity shaping
and the status marker are reflected in the eydéiseofonsumer’s Reference Group and as the
need for the individual to express him-/herself maseased along with the availability and
free choice of everything (cf. 5.4 Critique of Ligisky’s Three Phases), fashion becomes an
even more important extension of the individualr Eee consumers, who know of CSR
certified fashion, this is placed in the AspiratbiReference Group; consumers are positive
towards all Corporate Social Responsible produbtsyever few purchase it (cf. 5.1
Reference Groups). Thehallenge for companies producing CSR certifiethitas is to move
the consumers from the Aspirational Reference Gtoupe Contactual Reference Group, i.e.
ensure that consumers are not merely positive tsvidr but actually purchase the products.
This can be quite difficult, as these Referenceu@scare formed at the Societal Level and the
Anti-Societal Level, thus one company cannot justrathe mindset of a whole society.
Moreover, with regard to fashion, some consumel®) are Hypermodern when it comes to
food might not be so regarding fashion, as thepalgust see it as a status marker but also as
a health issue (Eder-Hansen, 2011). In additioguasMain Interviews show, it is not only
important to distinguish between the Postmodern ldgdermodern consumer, but gender

may also be a factor, as it shows that females tenlink more about CSR and what it does
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for their identity and conscience, but also howytlage viewed by their Reference Group
when they wear CSR certified fashion (cf. 10.1 Materviews — Main Findings).

11.2 Decision-Making

One challenge in relation to decision-making ig tA&8R is not yet a theme of discussion at
the Societal Level, meaning that it will not infee the consumers at the Individual Level as
also argued by Pedersen (2011). However, CSR igieg to gain ground at the Anti-
Societal Level as we see the emerging of CSR @ettgroduct; nevertheless it is still only a
niche market. Further, our empirical findings admw that the social setting plays a large
role in determining the value of a CSR certifiedguct, meaning that without engaging in a
social setting consumers do not know how to valgh & product due to the lack of attention
drawn to the concept. Hence, as already mentio@&R will not come to act as a Mental
Marker in relation to the Supra-Complex Decisionkiig (Hansen et al 2006). This creates a
dilemma as CSR may not have the ability to be atpafi differentiation, questioning if CSR

can and should be an explicit product attributeelation to brand value creation.

In addition, the magnitude of Cognitive Dissonar{Eestinger, 1957) that is created by
having CSR as an explicit product attribute witn@ase along with the perceived complexity
from a given purchase situation. This indicates$ domsumers will refrain from taking a CSR

certified product into account, as they would nentotivated for doing so.

Another reason for CSR not yet being a theme atStheetal Level could be a result of
consumers not yet being morally concerned abouesshat go beyond their own society,
which concurs with Kohlberg’s Stage Six (cf. 6.M&ral Development), as the Individual
Level would otherwise influence the Societal Levegcause the two levels are found
interrelated in ourevisedtheoretical framework. In addition, it could alse belated to
Proximity (6.1.3 — Moral Intensity) as people halifficulties relating to issues that are not
close to them either by culture or distance, whgchlso argued by both Pedersen (2011) and
Eder-Hansen (2011). They state that in order topbeceived as socially responsible,
initiatives should either be done locally or théeets should be told explicitly in order for the
consumers to see that they can actually make eréifEe. However, this creates a dilemma in
relation to our theories, as Kohlberg argues thedpfe are not capable of understanding

moral issues beyond their own moral stage, hengsuroners would not be able to understand
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the moral issue regardless of having the effedtiseiplicitly, as they are not yet at this moral
stage. This could indicate that his theory may bhet representative in relation to
contemporary society, as he states that if consuimeuld be located at stage six, they would
be concerned with issues beyond their own soceggndless of Proximity. In continuous, our
empirical findings also show that consumers aree dbl understand the issues of CSR,
however, most of them recognize their own motivatias more important, which contradicts
the underlying assumption of the Moral Developmetfdwever, this could indicate that the
Societal Level is more ethically advanced compadeethe Individual Level. As the two are
interrelated, it could be the reason for consurhakgng the ability to understand moral issues
that are beyond their own moral stage. This coldd drive Cognitive Dissonance, because it
creates a dilemma, as the two levels may be aérdift stages in relation to the Moral
Development, which could explain why most consuntgrsnot fully grasp the concept of
CSR.

11.3 Trends and Fashion

The Toolbox of Trend Mechanisms presented by Mac&yrValentin (2010) mentions the
largest influencers in fashion trendsetting, what$o poses some challenges to CSR certified
fashion. First of all, the Social Mechanism reféwsthe individual’s urge to both imitate
trends as well as trying to stand out of the croWis is in line with the identity creation
mentioned above (cf. 11.2 The Danish Consumersghaflashion is a big part of. Moreover,
the Zeitgeist is a mix of dominating events, Dortiim@ Ideals, dominating groups,
dominating attitudes, and dominating technologlyirdluencing each other and reflecting the
current societal Discourse. These two Trend Medmasiare especially intertwined, as they
influence the Societal Level, the Anti-Societal egvand the Individual Level. The question
is which Level CSR certified fashion should targetl how. If targeting the Societal Level it
might be difficult to be heard due to clutter andreover, it might become mainstream too
quickly and then forgotten, as a product must staumd However, it can be communicated
and made popular rather quickly by e.g. using esetsr(Dominating Ideals), which, in time,
can create dominating attitude and next dominatwents, such as an equivalent to COP15,
but with social issues on the agenda. This can tewbackfire, as the reputation of an
endorser can be changed by e.g. scandals in theate life. Moreover, it will be a long

process to communicate the CSR message from Dangnaeals to Dominating Events and
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it will demand an alteration in attitude regardimgving consumers from the Aspirational to
the Contactual Reference Group. Another dominatiegl that could prove beneficial is an
NGO. An NGO such as Fairtrade is accepted at tlogetsd Level as an endorser for CSR,
however not too mainstream in the sense that ild&ists meaning, thus also appealing for

the Anti-Societal Level seeking an alternative tdiary fast fashion.

As we mention in the critique of the Toolbox of de Mechanisms, the media are not
mentioned, which is a shortcoming that is not tonkglected. As we argue that the media
play a role in all of the Trend Mechanisms, thisoaposes a challenge for CSR certified
fashion. The media are the main valve of the Sakieevel, thus it is crucial for CSR
certified fashion companies to start utilizing tiwmalve, in order to become a part of the
Discourse (Eder-Hansen, 2011) and trickle downht Ihdividual Level. Companies must
seize the opportunity to tell their story in a slenpnd positive way (ibid), because if they fail
to do so, the media will only focus on the scandi&aving the public to think that CSR is
merely a marketing stunt. Nevertheless, the mediatralso function as a watchdog that
reveals the scandals, as they are the only orghbiaey with the ability to do so. The media,
however, create a dilemma for the companies, becdis company is able to tell its CSR
story in the media it might face a thorough invgsion later on, as they want to ensure that

the company is telling the truth.

11.4 Societal Level and Anti-Societal Level in a Binding Context
One of the main challenges regarding the consumedsanti-consumers is that from our
Expert Interviews and empirical data it seems litkere is a big gap between the
Hypermodern Branding Paradigm (cf. 8.1 The Develepinof Consumer Culture) and the
contemporary Consumer Culture when it comes to CBRe Hypermodern Branding
Paradigm states that consumers have learned t@tatua&t the business of business is
business, i.e. that it is acceptable that the maason for companies’ existence is to earn
profit. However, companies producing CSR certif@dducts and environmental friendly
products must brand themselves through storytedimgy claim authenticity, as consumers do
not accept the fact that these companies also existaximize profit (Kranker, 2011). This
indicates that, in terms of Consumer Culture, C8Rifeed products are a Branding Paradigm
behind, i.e. consumers demand authenticity andaadowith a reflexive persona, which

characterizes the Postmodern Branding Paradigniignire 8).
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The reasons for this gap can be found in our argtitinat the Danish consumer holds both
traits from the Postmodernism and Hypermodernistichv creates the above-mentioned
HybridmodernConsumer Culture when it comes to CSR certifieshifan. Authenticity and
reflection, which belong to the Postmodern Brandfagadigm, are needed in the branding,
because CSR is an attribute or “Mental Marker” teabkes emotions. However, these
emotions are co-creators of the consumers’ identityough self-gratification, which
characterizes Hypermodernism (10.1 Main Interviewdain Findings) (Lipovetsky, 2006).
As Figure 9 p.73 states, CSR certified fashion camgs, which are currently placed in the
Anti-Societal Level alter the Discourse throughith®anding, because they automatically
force the companies at the Societal Level to dlieir branding strategy. This can be done
either by utilizing the authenticity and reflexivitrom the Postmodern Branding Paradigm, or
by acknowledging that the Consumer Culture ksylrid of both Postmodernism and Hyper
Modernism or through that, define a new BrandingaBigm.

11.5 Challenges and Opportunities in a Branding Caext

As also mentioned in Decision-Making (cf. 11.2),RCBay not be a point of differentiation
in fashion due to the lack of attention given te thatter. Therefore, this combination is yet to
have its own product category, as such a produst fit@ly will be evaluated in a currently
existing product category, which will make CSR sslsignificant product attribute. Further,
having CSR act as a product attribute may poséeantha with Imagery, because the whole
concept of CSR often has negative associations, tttving positive Imagery may be
difficult, which according to Eder-Hansen (2011kisicial in order for consumers to see that
it actually makes a difference to purchase CSRfiggltfashion. In continuous, this challenge
may pose a dilemma, as it becomes difficult toter&and Superiority, as Keller argues that
creating Brand Superiority is about creating unigasitive brand association (Keller 2008).

Furthermore, communicating CSR also poses a clysleas most consumers are found
reluctant to CSR messages in a company’'s commuonsa{Morsing et al 2008), which
correlates with Pedersen (2011) as he argues tmsumers expect companies to behave
morally and ethical correct, thus making CSR comigation unnecessary. This notion also
becomes a fact against having CSR become a Mendakdvl However, the Stakeholder
Theory (Cornelissen 2008) states that companied tede perceived as legitimate by its

stakeholders, which derives from companies alsagng with its stakeholders for normative
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reasons; meaning being concerned with rights, b@oatracts, and ethics etc., i.e. CSR

initiatives.

In addition, theories such a as the Brand Valuavesl Model (Jones 2009) and the Inside-
Out Approach (Morsing et al 2008) suggest that GB&uld be a part of the company, hence
not an explicit part of the product. This is indimwith Kranker (2011), as he states that
Corporate Social Responsibility 3.0 is beginningetoerge, which is when Corporate Social
Responsibility becomes an inherent part of thertass identity and strategy. In sum, how to
communicate CSR seems like a great challenge; @nerenany different views on how it

should be done.
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Chapter 12 Branding Scenarios

As a result of the validation of our H1; that weelin aHybridmodernsociety, as we see both
indicators of Postmodernism and Hypermodernismhat Ihdividual Level, we argue that
Societal Level comes to represent Postmodernismfi-Jotietal Level represents
Hypermodernism, and the Individual Level becomeis tHybridmodern society, hence
Hybridmodernisn(see figure 15). This must, of course, be sedheanight of contemporary
society in relation to CSR certified fashion. Cansently, this leaves us with three different
branding scenarios that would, all else being equauire different business implications
depending on which of the three consumer types \iwatld be the target group. We will
elaborate on these three consumer types with brgredienarios; however the third scenario,
Hybridmodernconsumers, will be discussed in depth, as we afgatewithin contemporary
society we see indications of consumers possedsaig from both Postmodernism and
Hypermodernism, making thdybridmodernconsumers the most interesting in relation to our

scope.
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Figure 15: Placement of Consumer Types
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Looking at our theoretical approach to branding, both Jones (2009) and Morsing et al (2008)
argue that CSR should be an integrated part of the company’s identity, where communication
should start with the internal stakeholders. Therefore, our branding scenarios will be
investigated under the assumption that companies engaging in CSR will have it become an
integrated part of the company along with having its internal stakeholders taking ownership
before communication to external stakeholders. In addition, as the Stakeholder Theory
(Cornelissen 2008) states, companies need to be perceived as legitimate by their stakeholders,
meaning that our branding scenarios will evolve around how a company can create this

legitimacy by targeting the different consumer types.
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12.1 Scenario 1) Postmodern Consumers
When targeting the Postmodern consumer we are plyntealing with influence from the
current Societal Level within ouevisedtheoretical framework as we claim that our Societal
Level is represented by Postmodernism. This indg#tat we are mainly dealing with traits
from the Postmodern Branding Paradigm (Holt 2008)nce, consumers are not fully
embracing the idea that companies turn a revenudheim CSR activities. Moreover,
Postmodern consumers are more focused on socials stather than social links when

consuming, making it even harder to target them.

As CSR is not yet a widely discussed theme at twetal Level (Pedersen 2011), the lack of
attention and consumer knowledge about these tomsalt in CSR not acting as a possible
source for identity creation for the Postmodernstmner. This could be a reason for moral
discrepancy to occur between the Societal Levelthadndividual Level. As our empirical
findings indicate consumers have the ability to emthnd moral issues beyond their own
moral state, contradicting the underlying assummptod Kohlberg’s Moral Development
(Kohlberg in McGregor 2006). Hence, getting CSRimagenda at the Societal Level can be
one way to influence the Postmodern consumers amdtgem more knowledge about the
issues of CSR. This can also help CSR to creatalsiatus as we have seen it with organic
food. Thus, tapping into the Dominating Ideals (€f1.5 Zeitgeist: Reflection of Current
Spirit of the Times) could be a possible strategydlitering the Societal Discourse within our
framework. The Dominating ldeals could be collatiorss with an NGO e.g. Danish Fashion
Institute, Fairtrade etc. and / or utilizing thedide Remembering arguments put forward by
Eder-Hansen (2011) that the negative stories mestold, however not by the brand or
company themselves, along with Morsing (2003) whaies that consumers to a further
extend buy into companies rather than just theantds. Therefore, engaging in strategy
partnerships / collaborations with an NGO to proentie CSR issues can facilitate the
legitimacy which seems to be important, along wittilizing the media. Furthermore,
influencing important stakeholders, e.g. politigato put CSR on the agenda can also be a
way to drive attention to these complex issuesaddition, using Dominating Ideals also
includes using celebrities associated with sot¢#&ls as endorsers, because they function as a
source of value creation in the mind of the Postnoedonsumer. However, the companies
should be aware of potential negative effects ustetebrities, e.g. their private life
influencing the brand.
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Furthermore, the fast fashion industry is assuroeappeal more to the Postmodern consumer
than the Hypermodern consumer, due to anothereof tend Mechanisms: Neomania, which
is about consumers’ desire for the new. Even thaughnot assumed to be from a need for
social recognition (McKinney-Valentine 2010), itpart of consumers identity creation, as a
means for standing out which for the contemporargtidodern consumer is a way of fitting

in.

In addition, remembering that Danish consumers @sitive towards Corporate Social
Responsible products, however not purchasing thplace them in the Aspirational
Reference Group. This means that when targetingtistmodern consumers CSR should be
communicated within the peripheral of the produtttitautes, thus having other product

attributes drive the consumers into the ContadRedérence Group.

In sum, branding a CSR certified fashion producPtstmodern consumers can prove to be
quite difficult. However, appealing to their desiiee the new and providing them with a
source for social status could be a strategy. Hemeexclusive high end fashion event e.g.
drawing inspiration from the music event Sensatiomhich has become a European
phenomenon and have all attendance dressed in \ggtgsation.com, 2011) with the
attendance of celebrities raising money for a $jge€@SR cause, may be a way to get the
attention of the Postmodern consumers, as higHamton takes centre stage leaving CSR at

the peripheral of the brand.

12.2 Scenario 2) Hypermodern Consumers
The Hypermodern consumer is consuming to improgegtrality of life, hence for the sake of
him-/herself and not to show off. Emotional constiomp and self-gratification are main
reasons for consuming (cf. 5.2.3 Phase 3 (19806)20Reference Groups and social links
are founded via consumption and values, wherea&xpert Interviews also deem up for the
fact that CSR is also about identity and Refergammups (Pedersen, 2011) (Kranker, 2011).
Moreover, a value-revitalization is taking placeudsing on simplicity and purchasing only
what you need (10.3 Main Findings — Control Intews) (Lipovetsky et al, 2005), possibly

® The founder of Sensation started it as a tributésdrother who died in a car accident, people was
asked to dress in white as they did for his funethé dress code has remain€dday Sensation takes
place in 22 countries, playing cutting edge musid attracting people from across the world.
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as a result of the ever-increasing acceleratioradances and services, and the global

financial crisis.

In terms of morals and ethics, Hypermodern conssraad Postmodern consumers have the
first three stages of Kohlberg’s Moral Development common (cf. 6.1.2 Moral
Development), however, we argue that the Hypermodmnsumer has surpassed the
Postmodern consumer. Whereas the pure Postmodesaroer is at the third moral stage, the
Hypermodern consumer is placed at the fifth motabe; they are still concerned with
Reference Groups, however, as they are placedeafiti-Societal Level it is natural that
they question society and authorities. Some Hypdemoconsumers have even reached stage
six where they want justice and freedom for alhdeethey are able to think beyond their own
society, minimizing Proximity. An example of sucltensumer is Maja from “Blod, Sved &
T-Shirts”, who is very concerned about others, etmugh they are not a part of her social
setting (Dr.dk, 2011).

Our Main Interviews show a relationship between dw and Hypermodernism; females
have a tendency to utilize CSR certified fashiondpicts as an identity creator, as they find
that CSR will have a positive effect on the valgkared by their Contractual or Aspirational
Reference Groups, which can be utilized in relatiorsocial links and social settings. In
addition, an interviewee was very concerned with fdct that companies engaging in CSR
must uphold what they promise. Another expressatishe would not pretend to wear “fake”
CSR certified fashion if that was the case (Apperdi it must be authentic, indicating both
that they naturally want to support the real CSRifesd fashion, but also that they function
as ambassadors for the CSR certified brand. Thudsifake or merely not trustworthy their
identity is suddenly not trustworthy to their Reflece Group and perhaps even to themselves,
hence authenticity seems to be able to drive hagitly. This also correlates with our previous
argument; that the Hypermodern consumer culturenanly related to the Postmodern
Branding Paradigm and not the Post Postmodern Bragihradigm.

In order to successfully brand a CSR certified if@shproduct to Danish Hypermodern
consumers, the consumers with the most Hypermottaits must be targeted. From our
empirical data we can conclude that females arentéi@ target group, as they tend to think
more about CSR and also utilize it in their idgntiteation. This is also in line with Gilligan’s
statement, namely that women have a stronger tegdewards acknowledging moral issues

(cf. 6.1.2 Moral Development). Moreover, they arerenin touch with their emotions; at least
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they are better at expressing them, which theyasean important factor in their decision-
making.

As Hypermodernism is placed at the Anti-Societaldlethe influence of the media is not as
vast as at the Societal Level. As soon as the higasi@rting to become a part of the agenda in
the media, it has become mainstream, hence theofidkecoming uninteresting for the
Hypermodern consumer increases. Therefore, comgpatiave to be aware that
communicating the brand must be done through stibalilmedia such as blogs and
magazines that speak to the Hypermodern consurgeresd, at least while Hypermodernism
is placed at the Anti-Societal Level. In additiome argue that consumers, who identify
themselves with the Anti-Societal Level are momdined to seek information themselves, as
the product is not found in the media nor on thenaig on the Societal Level, hence media
coverage is not a problem.

12.3 Scenario 3Hybridmodern consumers
Through our analysis of the theory and the invasiog of our empirical findings, we see
indications that contemporary consumers possessakastics from both Postmodern and
Hypermodern consumer culture, hence we argue Heatconsumer culture is currently in
between these two —isms, demanding new ways of eonwating and branding. One of the
great challenges is the degree to which they altaeimced by either Postmodernism or
Hypermodernism. This especially depends on thretorfst the social setting, consumption
situation and/or product category. Some consumersigpermodern when it comes to food
products, but Postmodern when it comes to fashBmme are mostly Postmodern in one
social setting, but Hypermodern in others. SomeHypermodern when the consumption
situation is public, but Postmodern, when they ooms alone etc. Nevertheless, all
consumers have one thing in common; regardlessir@hpse intentions or lack thereof, they
must consider CSR certified products, as theygaih even more shelf space in the future. In

order to push this change, we will come up withc#fpesuggestions to brand CSR certified
fashion to théHybridmodernconsumer.
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The Hybridmodernconsumer might be at a relatively high moral stag&nowledging that
freedom and justice for all are very important dastto consider; also in terms of which
products to consume. However, as stated earlien gwugh they have a high level of moral
awareness, consumers might act differently in @mipurchase situation due to interference
from other factors, e.g. Reference Groups and iigebiut also tangible factors such as price,
availability, and quality.

The Hybridmodernconsumer is very complex, as the consumer cultuadfected by both
Postmodernism and Hypermodernism. Regarding Po&mistn, the consumer is still
consuming in order to express their identity ardiviiduality; acting as co-producer through
adding value to the product, to experience throcgisumption, and to enhance their social
status. Moreover, as previously stated, Postmodemsumer culture still holds great
significance when it comes to fashion. Hypermodssnsumption is not used just to create
social status, but as a part of the social linksvben consumers and/or their Reference
Groups. Two main factors of Hypermodern consumpdi@emotional consumption and self-
gratification, as consumers want to live with thgeats they consume, not display them (c.f
5.2.3 - Phase 3). In addition, they have startetig about the future and through mindful
consumption they get a feeling that they make temdihce. This mixture of Postmodernsim
and Hypermodernsim makes it difficult for compart@savigate in this jungle of values and
different consumption patterns. However, through oesearch, we discovered that the
Hybridmodernconsumer is not ready for CSR certified produot®e communicated using
the Hypermodern (what Holt calls post PostmodemanBing Paradigm, as they are in need
of authenticity and lack of economic incentive fréime company in order to see the brand as
trustworthy. This authenticity can speak to both itdividualism (Postmodern trait) and the
emotional consumption (Hypermodern trait). Thug ¢tonsumer is not ready for companies
admitting that they have to earn money on their @#tRitives; it must be branded entirely as
“the good deed” to humanity. However, this contcggliKranker as he states that we are
entering what he calls Corporate Social Respoitsit8l0 where turning a profit on CSR
activities is okay.

When discussing how to brand and communicate C3tfieg products toHybridmodern
consumers, the CBBE model, must be kept in mindHjgfure 10). First of all, the company
must ensure Salience, which can be done by exgimimunication in the media and

guarantee availability of the product. Communiagat®SR must be positive and captivating,
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which can be done by using positive storytelling &1.3 Branding), as it affects Imagery
and, later on, Feelings and Judgement. It must hemee kept in mind that the company’s
key stakeholders; the employees, must be on boanthéssage to seem more trustworthy. If
it is only seen as a part of a marketing stratégyili come across as deceitful. This also
concurs with the Inside-Out Approach by Morsinglefcf. 9.2 Branding & CSR).

The message must be delivered in a simple andli@ngiay to ensure a minimum of
Cognitive Dissonance due to Proximity. In additidhe CSR initiatives must have an
immediate and visible effect so the consumers fieat they actually make a difference
(Pedersen, 2011) (Eder-Hansen, 2011). By usingdgkdiransparency, the company shows
that the purchase makes a difference (Kranker, 2@1d. by using 2D barcodes on the brand-
or price tag. This can minimize or eliminate theg@itive Dissonance created due to high
Proximity and Temporal Immediacy and increase amesg and positive associations.
Moreover, this type of explicit branding is alsdgfel for the Hybridmodern consumer when
using the product as an identity creator and aansxbn of their self in relation to Reference
Group(s), as it increases the possibility of liki@SR to the clothes and thereby to the

person wearing it.

Returning to the CBBE model, Performance and Juegemre also important to address, as
the empirical data found that consumers avoid asiciy products they do not need or that
are of inferior quality, regardless of CSR iniN&s. Therefore, a CSR certified fashion
product must also excel in Performance in ordecréate purchase intention. Both Imagery
and Performance also influence Feelings and Judgsmso in order to generate Resonance
in the long run, branding for both the right anfil ##de of the CBBE model must be included.

In order to speak to the consumers’ individualityhim a social setting some of the methods
from the Postmodern Branding Paradigm can be us#d enefit when promoting CSR
certified fashion; subculture membership, whichakseto the Hypermodern side of the
consumer, and endorsement, which is more Postmodlbase can be employed in order to
brand a product as a value resource used to blddconsumer’s identity (cf. 8.1 The
Development of Consumer Culture), which can alsdl l® self-gratification; a Hypermodern

value.
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However, companies must be aware of the dangeciasso with taking the subculture to the
extreme, like NJ did by branding their jeans on tloentry of origin. This is a branding
strategy, which companies must be careful usingale it can add yet another factor to be
considered in the decision-making process, whiah inarease Cognitive Dissonance, or it
can directly elicit harmful associations. In theseaf NJ, neither consumers nor department
stores wish to be linked to the regime of NK, tbusging in political statements can become
too extreme for the consumer when purchasing ctotheeason for this unfortunate reaction
towards NJ is that their whole project was lyingstde the social norm of what is acceptable,

thus their idea failed (see Figure 16 below).

Figure 16: NJ’s Placement in Relation to the Socidlorm

| Social norm |

As for endorsement, it can go both ways; if the pany finds an endorser, who speaks to the
Hybridmodernconsumer segment it can be a good strategy teemmait, however, using an
endorser/spokesperson also generates the Avoid@ogp, as there might be consumers, who

do not want to be associated with a specific person

In sum, the empirical data show that traits of theerviewees correlate with both the
definition of the Postmodern and Hypermodern coresurin addition, the importance of
social setting, Reference Groups, and consumptinat®ns are very important in relation to
branding, as social links and identity hold greghgicance. Hence, the company must firstly

find a segment, as aiming at Blybridmodernconsumers will target none.
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Part VI: Conclusion

We argue that it is beneficial to target the constarwith the most Hypermodern traits,
because it might be comparatively inexpensive asiit be done mainly through subculture
media and word-of-mouth effect, meaning that thigatagroup most likely will be influenced
by the Anti-Societal Level. As our revised thearatiframework shows, Interpellation (the
one-way arrow) goes from the Anti-Societal Levelthe Individual Level and through the
Discourse and Objectification, up to the Sociegé¢l. This indicates a longer lifetime for the
brand, if the company start by targeting the coressimwho are mostly influenced by the
Anti-Societal Level. In addition, Anti-Societal mhacts, values etc. often become mainstream
(cf. 8.1 The Development of Consumer Culture). Mos¥, a small brand initiating
competition with the large mainstream fashion bsapdn easily result in failure, as a new
CSR certified fashion brand cannot compete on eaeithrice nor marketing budget.
Therefore, we argue that positioning the brand whth Anti-Societal Level in mind ensures
that the consumers feel that they get a new and sae authentic type of value for their
money. Nevertheless, the large fashion chains cdatidde to create a CSR certified sub-
brand, which would be able to compete on price awmdilability. However, this might
cannibalize the brand’s other collections, as theght seem socially irresponsible to the
consumers, as they are not CSR certified, whiethsis argued by Kranker (2011).

Secondly, the brand must ensure availability. Todkais difficult to find clothes that have
CSR on the agenda, leaving the consumers with mocehbut to buy the alternative.
Moreover, the lack of information also omits thype of fashion in the decision-making
process, as the consumer does not know it existgilability can become a problem, as the
large department stores or fashion chains migki that it devalues their “regular” fashion as
products produced in dubious factories. If theyidieto promote a CSR certified brand, there
must exist some degree of assurance regarding a@s¢o ensure revenue, i.e. it must pay
off.

Thirdly, the company must tell their brand storyngsa positive angle. In the past, brands and
NGOs have attempted to generate attention by imgaéimg campaigns telling about the
horrible conditions in the third world. Our Expdrterviews (cf. Appendix 2, 3, 4) and
empirical data (cf. Part IV Empirical Findings) shthat consumers do not want to feel bad
when shopping, as well does Festinger’s theoryt asly adds to Cognitive Dissonance and
speaks against the experiential and emotional e¢opsan; both crucial factors in today’s
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consumption. Moreover, using negatively associgtedes as communication might place
the brand in the Avoidance Reference Group. Thesefee recommend that the company use
positive storytelling to enhance Imagery and Fealinwhich are the keys to emotional

consumption.

The positive storytelling can be executed by utiliz different strategic tools; including
NGOs as stakeholders by initiating collaboratiorthwe.g. Fairtrade, who always tells the
story from a positive angle, which generates al-spiér effect to the brand in hand. This
positive storytelling must also be followed by hstyetowards the consumers (3.1.3 -
Branding). The word "dialogue” has been a buzz warthe marketing world for quite some
time, however, companies still fail to see the im@ace of it; utilizing e.g. social media as a
platform where dialogue is of the essence and thisglace for admitting mistakes, it can
create legitimacy, as the company does not trpt@icup its errors. Then these mistakes lose
novelty to the media, hence we argue that througtesty and consumer dialogue, companies
can to a certain degree avoid scandals. Anothenuagrtation strategy is to also include the
media as stakeholders to get CSR on the agendahyeaeating programs such as “Blod,
Sved & T-Shirts”, which informs the consumers (Jbidlso, companies could use TV-shows
such as “Go’ Aften Danmark” to tell about their bbdain a more lose and entertaining way,

which could generate positive associations in eafigSalience and Imagery.

In extension of the media discussion, we argue ithiat a media task to tell the negative
stories about e.g. working conditions in the thirokld, not the companies (ibid), because the
consumers must know how bad the situation is befweg believe that they actually make a
difference by purchasing CSR certified fashion. &bwer, if the brands tell the negative story

they risk being associated with it.

However, utilizing the media as a communicationtfptan will inevitably pose some
challenges. When a CSR certified brand starts éathes media extensively and as a result get
on agenda the brand will become more vulnerableegrative stories (ibid). It will most likely
get in the spotlight for further investigation, e media will question the legitimacy by
thoroughly examining their actions. The transpayeschieved through social media and the
attention from other media platforms demands twbakrol of all suppliers, which can be very
difficult, especially regarding CSR. This can jeapze brand image and legitimacy in such a

way that it can destroy the brand.
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Moreover, the empirical findings show that pricecaplays a large role for the consumers
(cf.3.1.1 Consumers) (cf. 10.6 Main Takeaways frampirical Findings), therefore CSR
certified fashion must be flawless regarding gyadind design in order to be able to charge a
slightly higher price. Another alternative could tat the Danish government or EU could
support the brands producing CSR certified faslmotineir initial phase in order to keep the
price at the same level as the non-CSR certifisifen brands, like they support the farmers,
until the companies can break even or earn profiis might seem as merely wishful
thinking, but we argue that it can be beneficialthodor the companies and the
government/EU. First of all, it is positive natibranding if the Danish government decides to
financially help CSR certified brands. Denmark wilen become a first-mover in this area,
which could generate positive publicity both foe thovernment, but also for the nation as a
whole. In order to make this possible, the govemingeuld allocate a part of the foreign aid
for this specific purpose, as an improvement ofkivay conditions will increase the standard
of living in the third developing countries, whighthe actual purpose of foreign aid.
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Conclusion

Together with the Pre-Interviews, we have now itigased the different theories and come
up with a revised theoretical framework, from which we have analyzmd empirical

findings, providing us with sufficient knowledge aoswers our Research Questions. We will
start by answering our Sub-Questions as they edtlus to an understanding of the overall

Research Question:

How does the Danish consumer relate to the combiriah of Fashion and CSR, and is it
possible to brand successfully?

As the Sub-Questions will however be answered morablogical order, please note that our
sub-question 3.b. is the latter question of ourmrasearch question, hence answering our

overall research question begins in 3.b.

1. Fashion and CSR.
1 a. How are CSR and fashion becoming interrelated?

In contemporary society we are seeing fashion a8& Gecoming interrelated at the Anti-
Societal Level. Currently, the fusion is mainlysen new brands, as they brand themselves
on being ethical, containing both the social andirenmental aspect of Corporate Social

Responsibility. These are companies such as, At@uedf, Noir, and Noko Jeans.

1 b. Why do we see this fusion of CSR and fashion?

In relation to ourrevisedtheoretical framework the fusion could be explaynthe emerging

Hypermodernism, which presents other motivatiowets for consuming fashion products
e.g. social links and self-gratification. Hencensomers are moving away from egocentric
consumption. The emerging Hypermodernism could temetion to both the Postmodernism,
which has dominated the Societal Level for somestiamd the recent financial crisis, which
has made consumers see consumption from a newep#vsp leaving them in a search for

meaningful consumption.
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2. Decision-Making.
2. a. How does legitimacy affect decision-making?

Studies show that Danish consumers are positivartsvCSR certified products, however
they lack the ability to properly assess compani&SR activities. Creating legitimacy will
provide consumers with the proper knowledge intiehato their decision-making process,
which will possibly lower Cognitive Dissonance. thar, ourrevisedtheoretical framework
indicates that when dealing with CSR certified pmtd consumers are one branding

paradigm behind, hence authenticity is neededdateriegitimacy.

3. Branding.
3.a. How can a company obtain legitimacy through kanding?

According to ourrevisedtheoretical framework obtaining legitimacy shostdrt with getting

the acceptance of important internal stakeholdersa@mployees. Hence, employing CSR
governance would be beneficial. Further, consumeesl assistance in assessing companies’
CSR activities, meaning that collaborations withNBO can be beneficial in relation to a
company’s corporate identity, as the NGO can tkllhe negative stories of the situation in
the developing countries, so that the company edinpbsitive stories about their CSR
initiatives either through their corporate brandpooduct brand. Moreover, social media can
function as a valve from the company to the consamareating a more open and honest

dialogue.

3.b. Is it possible to successfully brand CSR cefiged fashion?

In theory the answer is yes, it is possible to essfully brand CSR certified fashion.
However, the reality is more complex than simplys y&@ no. Looking at ourevised

theoretical framework success is more likely touncié a company targets Hypermodern
female consumers. Yet, branding must still takeoasitive imagery so the brand is not
associated with negative aspects of CSR. Neves$ela contemporary society success is
also limited to a niche market, meaning that ganan large market share within the

mainstream society seems difficult for the timenpeiHowever, keeping in mind that
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Hypermodernism could become the dominating —ismuatSocietal Level, gaining a larger
market share in the future can be plausible. Hetloe, success will be determined by

companies’ long-term objectives.

In sum, branding CSR certified fashion seems phdeisif we targeted the hypermodern
consumers. However, remembering that we curremily in a Hybridmodernsociety, it
becomes a challenge to locate consumers with th& mgpermodern traits in relation to
fashion, which is only complicated further by oumgarical findings showing a significant
importance of social setting. Consumers engaged gocial setting seem to put larger
emphasis on the value of CSR, creating a challémggaditional branding communications

programmes.
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Chapter 13 Future Studies
Firstly, developing a method for identifying Postheon and/or Hypermodern traits in
consumers would allow for further research into théerent consumers types and help

answering questions such as:

* Do Postmodern and Hypermodern consumers diffdrair lecision-making process?
* Do they develop moral differently?

* How do they recognise a moral issue?

* Do we see an overrepresentation of females witheHygpdern traits?

« How do they experience cognitive dissonance?

* Which elements are influencing their decision-mgRin

* How do they understand the concept of CSR?

e How do they value CSR certified fashion?

Understanding these questions would allow compatuesilor their branding programme

and increase their chance for successfully bran@BB certified fashion.

Employing quantitative research for some of the vabmentioned questions could be
constructive if a proper method for identifying Boedern and Hypermodern traits is
developed. Using quantitative research to undedstamv the consumer types develop moral,

recognize a moral issue etc. would make generadizatore valid.

Secondly, we have found indications that the thedrivioral Development put forward by

Kohlberg may not be representative in contemposagyety, as the two consumer types may
develop moral differently. Thus, researching comerary consumers’ moral development
patterns may lead to interesting insights, whicly mfect other theories such as Festinger’s
theory on Cognitive Dissonance, as consumers’taliti understand moral issues beyond

their own moral stage most likely would result ogaoitive dissonance.
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Introduction

The omnipresent globalisation today makes it pdssdtrade goods and services overseas at
a relatively fast pace, as well as the Westerndimrse of outsourcing is a great opportunity
for the development countries to get their slicéhef cake. However, the production facilities
are often dubious and the workers might not havai@mum wage, they might even be
children. The problems are many, as it is diffictdt Kontrol every day and it is a
continuously debated topic around the globe. Thits ghe consumers in a challenging
position, as they are expected to navigate inuhglge of foreign produced goods, and make
the morally right choice. Most often, the countfyooigin is written in small letters hidden
somewhere on the product. This is done on purmxséhe customer associates the product
with the brand and not with the country of orighteg et al, 2010). However, three Swedish
guys changed that approach.

The Case

The project of Noko Jeans (NJ) began with an e-isexlt by three Swedish guys in 2007.
Their vision was to get into one of the world’s ms®lated countries; North Korea (NK), in

order to bring new ideas to the country e.g. cddeoaduct. They wanted to have 1100 pairs
of jeans produced by North Koreans and then shgmtho Sweden and sell them to the
Western world as exclusive fashion jeans (aolnews,2009). The most controversial about
the whole project was that the jeans were only dednon the country of origin, i.e. on the

collaboration with NK.

The Swedish guys had some controversies with NKualatat to produce. NK wanted to
produce jackets, nevertheless, the guys insistgdams, thus they got it their way. However,
the pants were only manufactured in black, as tohdyction of the jeans are subject to the
law of NK’s regime, which forbids production of lelyeans, because the leader Kim Jung Il
sees them as a symbol of the US (aolnews.com, 200Qgdition, the jeans could never be
bought by the North Korean people because thes#s koh clothes simply are forbidden to

wear (ibid).

The Swedish company has received much critiqueusecaf the collaboration with NK and
the Swedish department store PUB, which was supptisdiave sold the jeans, chose to
withdraw from the project, as they did not want gleoto associate their stores with the

regime of Kim Jung Il (ibid). However, some havecahad a very positive attitude towards
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the project, because they felt that it was a stepatds a better relationship with NK
(nytimes.com, 2009). As a consequence of PUB’sdkaval, NJ only exists as an online
shop (ibid).

Why NJ?

This case is an example of what can happen whemrand yourself on the country of origin.
In relation to the main topics of the course (consu culture and society, complexity and
consumer ethics) we wanted to find a case studydbatained both positive and negative
aspects of socially responsible consumer markelihg.CSR in the case of NJ is ambiguous,
because it can be argued both ways, but no mattiehwvay, the consumer has to take it up
for thorough consideration. The cultural clash leswNK and the Western world will come
into play regarding the decision-making in relationNJ. The difference in views of ethics
and values cannot be ignored in this case, asiffaglitate an altering in the perception of
the brand in the mind of the consumer, making #msion-making process more complex, as
the purchase situation demands more reflection ftben consumer, than when he/she
normally buys a pair of jeans. These consumer sswe the focus of this project as it is
interesting to investigate how consumer culture soaety form values and ethics that affect

the decision-making.
Research questions

Main research question:

Is NJ perceived as socially responsible?

Q1: What are the consequences of the cultural dieetiveen Western world and NK in
relation to the consumption of NJ in the Westermle®

Q2: Which moral issues arise in the mind of thescomers when they are faced with NJ as

being socially responsible?

Q3: Which elements influence the decision makiraress of buying NJ?
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Case delimitation

Firstly, data concerning NK will be mainly primadata as the participants of the focus
groups represent the target group of NJ and ies perceptionsthat influence whether or
not they will purchase the brand, not objectiveadah NK. As we need a proper basis of
comparison, we will not include secondary data besé perceptions as they are not
conducted within the same context, rendering semgndata incomparable. However, there
will be some secondary data from NJ's website windhbe used as background knowledge,
mostly reg. the brand’s collaboration with NK. Sedly, we will approach the case from the
consumer’s point of view because the focus of tiogept is the perception of NJ and because
the brand presents the consumer with a rather @mghoice when considering how to
consume in a socially responsible manner. Thirdlg,define the consumer as the Western
consumer as the Western world has access to tlumlbi& shop and is considered the target
group of the brand, but also because the culturdl ethical issues related to NJ are not
specific to a particular national culture but te tieneral Western culture.

Theoretical framework and delimitations

As the country of origin of NJ is explicit in theamd, the consumer is faced with the issue of
NK as a production country almost immediately wikensidering the brand. Due to the fact
that the Western consumer normally does not hasesado products produced in NK and the
country is considered a dictator regime by Wesstamdards, the issue of culture becomes
relevant as the differences in culture are sigaiftc but, more importantly, because NJ has
made North Korean culture a variable the consumgstmrelate to when considering NJ. As
none of the models and theories discussed in SR@Mider culture a factor in determining
meaning of products, we find it necessary to emplmyCracken’s Meaning Transfer model
(McCracken, 1986). It should be noted that we wit use the entire model, as we do not
consider all the components relevant to the calse tfiree rituals of exchange, grooming, and
divestment will not be included as the focus of pin@ject is on the decision making process

regarding the purchase of jeans, making the passestial the only relevant ritual.

McCracken argues that the culturally constitutedldvtransfers meaning to consumer goods.
These consumer goods then take on meaning thraughrituals performed with them,
transferring meaning of the object to the individcansumer. Thus, the location of meaning

can be found in the culturally constituted worldgnsumer goods, and the individual
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consumer, while there are instruments of meaniagster between the locations; syste
(such as advertisingnd fashion) and the four rituals of possessioohamge, grooming, ar

divestment.
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Meaning transfer model

The interesting part of the model in relation to iSthe Culturally Constituted World ai
how the Western culture perceives the North Korealture in relation to transferring tl

meaning of the jeans to Western consum
Definition of moral and ethics and the difference between the

As moral and ethics are often used as synonymdingdt crucial to explain the differenc
between moral and ethics and clarify how we ussetlierms in the project. This differer

might seem invisible to many; nevheless it is evident.

Morals are what define an individual's personalraelbter, whereas ethics are an outcom
the social system in which the individual is prdset#iowever, morals are influenced
ethics, which are the code of behaviour expectethe environment to which the individi
belongs. (Borade, 2010). We find this definitiorefus in relation to our project because
definition of moral is consistent with Kohlberg'sidathe term ethics is consistent with

focus group’s definition.
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Methodology

In trying to answer our research questions, thécire of our project has taken inspiration
from McCracken’'s Meaning Transfer Model (McCrackel986) to structure the three
subjects of the course; consumer culture and soaensumer ethics and complexity. Our
empirical data will be used as an indicator to eiee to which degree the consumers

perceive NJ as being socially responsible.

In relation to research Q1 we will use empiricalad®@om our focus group interview to try to
determine how the Western culture perceives NKaimtinuation of this we will analyze NJ’'s
Advertising System as an instrument of meaningsfeanto the consumer good (ibid). To
answer research Q3 we find it necessary to determimch moral aspects the consumers are
faced with when assessing the brand (Q2). In Qalae@ look at the element of ‘The Stages
of Moral Development’ (Kohlberg in McGregor, 20080 understand the complexity of this
moral issue related to the decision making progessook closer at the six components of
moral intensity by Jones as we think they havenfimence on how the consumers relate to
the moral surrounding NJ. Finally, to determine ethelements that influence the decision
making process we use our findings from questioa and two to investigate the possible

cognitive dissonance (Festinger, 1957) that coritgkan this context.
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The structure of the project
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Primary data

Whether or not NJ is socially responsible also ddpeon the consumers’ individual mindset.
Thus we find it necessary to conduct anthropoldgiesearch. We have chosen to make use
of qualitative research because of its thick-desiee approach (Ronald et al., 2007). A focus
group interview, consisting of six persons who espnt the target group, was conducted. The
research subjects were of both genders, in theofdg® and 32 ar old and with various
occupations. This method contributes to insight e mind of the consumers and offers an
opportunity to incorporate a dialogue, which canbet obtained by use of quantitative
research (ibid). However due to limited resourddsas only been possible to carry out one
focus group interview, which means that the samjae is very small. Even though in-depth
interviews could contribute to a more detailed ghsiinto the individual consumer’s mind,
compared with focus group interviews, we have chos& to use this method because it —
due to the limited resources —would decrease theplgafurther to one or two research
subjects. This would not be sufficient becauses iessential for us to investigate potential
differences in the consumers’ mindset. The conserpief the small research study is that the
data is not valid for generalization. However thsight into different consumers’ minds is

prioritized.

The focus group interview is conducted in our rati@nguage; Danish. This is due to the
possibility of limited freedom for the research mais to fully express themselves if the

interview was conducted in English.
Critique of primary data

When conducting the focus group interview we maoi@es important observations. Firstly
the research subjects seemed to have difficultids getting started. After asking the first
question there was a long period of silence. Sdgomden the conversation started flowing it
was at first dominated by the three research stgyelco knew each other and the moderator.
However as we proceeded with the questions ther qibgies also contributed and the
conversation became dynamic. Yet the conversatesmmot at its optimum until after the end

of interview when the dictaphone was switched off.

From these observations we have learned the immrtaf the settings of the interview. In
retrospect it would have been beneficial for usway of introduction, to give the research

subjects a few minutes to get to know each oth&arédhe interview started. This would be
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done in order to create a safe atmosphere andabvydtucing their hesitation. Furthermore
the recorder could have had an influence on theareb subjects in relation to performance
anxiety. In order to reduce this factor we showdsidhopened the interview with an other and

simpler question in order to get the conversattartad with ease.

The above could have contributed to a dynamic caagi®n from the beginning and perhaps
more difference of opinion. Despite the critique fivel the findings in the research valid in

relation to our project.

Q1

What are the consequences of the cultural clash lve¢en the Western world and NK in
relation to the consumption of NJ in the Western wdd?

As it is essential to know and understand how Ndtget group perceive NK and which
consequences it can have for NJ, we see it as s@ge® use the focus group’s opinions in
answering this question, as they fit the targetigrboth geographically and demographically
(www.nokojeans.com). Their viewpoints will shedhigon which cultural issues NJ must deal
with.

The Western culture is defined by the researchestdbjin the focus group as a liberal
democracy with freedom of political expression grdmarily perceived as consisting of
welfare states. Furthermore the Western culturassociated with legal rights initiated to
secure a certain standard of living. Thereby thé&utally Constituted World is defined by
these Western values. This means that this deimiwill be the reference point when
defining the North Korean culture. The outcome ideav on NK as an isolated dictatorship
with no freedom of speech and where everythingwseal and Kontrolled by the state. In
relation to the scope of the project NK is furtlassociated with having no ethical or moral
concerns in relation to their working conditions,veell as not being socially responsible, nor
being concerned with the individual. This illusesitsome strong cultural differences between

the two cultures.

NJ has deliberately chosen to use NK in their brejmdind advertising and has thereby
created a strong link between the brand - and biyatee product — and NK. As mentioned in

the introduction, the intention of NJ has beenranmwte the brand in a positive manner e.g.
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as being socially responsible. The abovementiossdaations with NK will inevitably be
linked to the product thereby creating a cultutash.

NJ’s target group holds negative associations Wit which can prove to be a much larger
challenge for NJ, than firstly anticipated. In thdsnes, where social responsibility plays a
large role in branding, the consumers misunderstaadnessage of NJ and NK’s reputation
as a country overshadows the socially responséped of the brand and hence creates a
complex product in relation to the decoding for tb@sumers.

Q2

Which moral issues arise in the mind of the consume when they are faced with NJ as
being socially responsible?

In line with the answer to Q1, moral issues natyratise when having the abovementioned
negative associations with NK. The focus group rasly seen NJ in a negative light, thus

they also have several moral concerns when askesdléat on whether or not to purchase NJ.

McGregor argues that immoral consumption is reflédh a collection of consumer actions
(McGregor, 2006), however, in this case it is viedividual as it depends on whether people
have confidence in that NK is fulfilling their prose; the workers have good conditions and
get a fair salary. The majority of the focus grodigd not believe that the promise was
fulfilled, instead they argued that purchasing NEkswio support a regime that exploit their
people. Thus, we argue that the assumptions madieebfpcus group about NK is a part of
the ethics and discourse of the Western world,ngediK as a totalitarian regime, which
oppresses its people and can pose a serious tartet rest of the world. These assumptions
fit with the fifth and sixth level of Kohlberg's »simoral stages (McGregor, 2006), where
people begin to think about what constitutes a geaclety and they develop a principled
conscience, which in this case indicate that theypat buy NJ because they feel that it harms
the people being exploited and that NK is not aetgdhey wish to support. This belief is
supported by critical questions such‘iaghe Swedish guys really wanted to do something
good such as improve the workers’ conditions theag did they not just make an agreement
about producing lots of jackets or a larger numlmérjeans’? (Focus group, 2010). The
research subjects are convinced that 1100 paijeamis do not make a difference for the

workers and that the consequence of purchasingraop®J is sending a signal that you
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support their regime, which is wrong in their ey€his indicates that the focus group does
not see NJ as socially responsible.

The focus group, however, also provided us withonmiation that contradicts the
abovementioned allegations. The initial negativituate towards NJ changed when they were
asked if they would purchase NJ if it became adrdime majority of the group acknowledges
that they would buy a pair of NJ if it became a rieamd. This indicates that it is possible for
people to change their moral priorities in ordefdiow the rules of their peers and to get
approval from others, which is level three in Karlps six stages of development (lbid).
Thus they reject the latter three levels, as theyigize their peers’ view on them higher than

the production source of a particular good.

In order to justify the purchase of NJ one coulguarthat the Swedish guys try to make a
difference. The concept of NJ is innovative, stakes time to get accustomed to NK as a
production country for Western goods. Furthermbseou take into consideration the limited
resources available for the Swedish guys they weng dedicated in the project. There is no
proof for the improvement of the workers conditidhus, buying a pair of NK might help the
workers conditions and/or be a step in the righ¢aion in relation to opening up for trade
with NK, which would make NJ socially responsible.

Obviously, trends play a crucial role in the demmsmaking process, as the majority of the
focus group downgrade their meanings about NK ahthkhion Kontrol what they choose. It
all depends on whether they have a positive ortheggaiew on the case, i.e. if they believe

NJ or not.

Q3
Which elements influence the decision making proce®f buying NJ?

The answer to this question is combined with Q1 @&¢das they both concern how the focus
group look at NK and NJ, and how they choose tk fivese two together. This section will
use the factors that have an impact on the motahsity, put forward by Jones (1991) and
investigate the concept of cognitive dissonancet{irger, 1957), both in relation to the NJ

case.

143



The moral intensity

Firstly the Magnitude of Consequences amounts tf@sum of harm or benefit put upon the
workers of NK when deciding to purchase/not purehtg product. This decision depends on
how the consumers view the moral issue of purclyaliih If seen as beneficial to purchase
the product, the consumers must believe that theesavill be transferred to the rightful
owners (the workers), hence purchasing the produaitthave a beneficial effect. The
opposite could also be true; the money will ga® state of NK and not the workers, then the
assumption is that the purchasing NJ is more hdrthéin beneficial for the workers of NK
(Focus group 2010). Consumers’ view on this issudriven by their level of skepticism
(Mads Kjeer - MyC4 lecture). As there is a consensubin the Western world of very
limited trade with the regime of NK, based on UNsBlation 1718 (UN,2006), the level of
skepticism is fairly high among the Western conswneneaning that there exists a high
Magnitude of Consequences in relation to NJ; ifchasing the product who will it benefit?
This creates a twofold dilemma; the consumers dohawe the knowledge to assess the
consequences of the purchase/non-purchase and gtdke was to rip the benefits from the

workers - what would happen to the citizens of NK?

Secondly the Social Consensus also has an impattieomoral intensity; in order for the
consumers to reduce possible moral ambiguity, timeust exist an agreement within the
social context regarding whether or not to purcttaseproduct, and which of these are more
appropriate e.qg. is it socially responsible? Thenek are dealing with values, ideals, norms,
and beliefs. So far, there is no clear-cut viewntrether or not the purchase is perceived as a
good act within the social context. FurthermoreSioeial Consensus also seems to be subject
to change. As mentioned in Q2, our research submtiagreed that if the product were to
become fashionable they would consider purchasiagptoduct, hence trends seem to have

the ability to reduce the possibility of moral aguty, lowering moral intensity.

Thirdly the Probability of Effect, refers to thepected consequences of this moral act. What
is the probability that consumers will act or neact and next that this action or inaction will
have harmful or beneficial effects and for whom? @search subjects would not consider
purchasing the jeans at the moment due to the nssaés arising when considering the
brand. This means that the action of a purchaseursd more harmful than the actions of a
non-purchase, all else being equal, showing a loebability of a purchase being the

outcome.
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Fourthly the Temporal Immediacy will also have ampact on the moral intensity, as the
consumers will discount the Magnitude of Conseqgaenmben and if the consequences of
their purchase or non-purchase will come into effecthe case of NJ we focus on two main
effects; monetary and emotional values. Firsthe thonetary value; if the money went
directly to the state of NK, we are only dealingttwil100 pairs of jeans. Thereby the
Magnitude of Consequence of selling all jeans, ninesissumed to have minimal negative
consequences, proving that selling the jeans waWehno effect now or in the future.

However, as the monetary value of 1 pair of jeanthé equivalent of a 2 year income for a
NK worker (aolnews.com, 2009) the purchase couldeha high level of Magnitude of

Consequence if the money were to go directly toNKeworkers. Secondly, the emotional

values within this context are dealing with the mmer’s point of view; if he/she purchases
NJ he/she gives his/her consensus to the stateKo&rdl NJ. Thus the outcome from the
emotional values comes into effect immediately vatpurchase, regardless of your point of

view.

Thereby the monetary effect (if the money was tdaraesferred to the state of NK) discount
the Magnitude of Consequence as the effect is tbitna fairly short timeframe. Hence the
emotional effect has the most impact on the moranisity, only adding to the Magnitude of

Consequence.

Fifthly the Proximity is dealing with the issue péarness, as people intuitively care more
about people close to them, either by culture stadgice. As we are dealing with both a great
cultural and geographical distance, the Proximag be argued to have little influence. This
is also seen in line with the Social Consensusgoainie to change if the product was to
become fashionable, then more consumers seemgvbipurchase the product although the
underlying context has not changed. FurthermorePtioximity can also have the ability to
discount the Temporal Immediacy of the monetargaffthe workers receive the money.

Last but not least the Concentration of Effectaalthg with the number of people affected by
the action. If the effect of a purchase were pesijtthe workers would receive the money
directly, the Concentration of Effect would stikk bow due to the number of jeans, although
as mentioned earlier 1 pair of jeans is the eqgantabf a 2 year income for an NK worker.
But as the estimated population amount to 23 naitigle in NK, 1100 pairs of jeans would

still not have general significance.
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Looking at these components of moral intensitysitlear that the Social Consensus has the
ability to change the view or at least the focushaf consumers, as they are more willing to

purchase the product if it came to be trendy, thissounting the Magnitude of Consequences

altogether. This means that the moral issue comds tcomplex in itself, as it is not only

about having moral obligations as a consumer, I3otlzow this affects your self-image.
Cognitive dissonance

Consumers may experience an internal conflict wbensidering the NJ brand, because
he/she wants to contribute to an improvement ofkwmgr standards for NK through the

purchase of NJ, but, on the other hand, the consulmes not want to support a dictator
regime through the purchase of jeans produced ah d¢buntry. This dilemma exemplifies

cognitive dissonance, as these two cognitions ateansistent with one another (Festinger,
1957), which creates discomfort in the consumeth& decision-making process of buying
NJ.

The magnitude of the cognitive dissonance is releva this case because the element of
reluctance to support a dictator regime is seematger important, according to the focus
group. The majority of the research subjects use dh their argument for not buying the
jeans (Focus group, 2010), indicating that thianelet is valued highly by the research
subjects, thus the dissonance between the two etemgay not be considered great as one

element is clearly more important than the other.

The cognitive dissonance is reduced by not buyireg groduct as the consumer removes
himself/herself from having to make a decision. Hissonance makes people refrains from
buying the product, due to the company’s promotibNK as the product’s country of origin.
Interestingly, adding a new cognitive element of tdJ brand being perceived as highly
fashionable alters the dissonance in the focuspgras they view this element as highly
important when purchasing jeans (lbid). This metdret the magnitude of the cognitive
dissonance would increase, as there would be tworitant but conflicting elements; fashion
and the unwillingness to support a dictator regifieis is in line with number three of
Festinger’'s four sources of cognitive dissonancker& a person’s opinion is challenged
because of another variable, which appeals to @mi#tihat outweighs the person’s general
point of view (ibid). Related to this case the pam that if NJ were able to establish a

perception of the brand as very fashionable, moresemers would want to buy the brand,
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because they would compromise their unwillingnessupport the NK regime, but it would

also increase the complexity of decision-makingtifi@r consumer.

Examining the case of NJ together with the focumigrinterview, it becomes clear that it is
possible to change the situation to which an emvitental element corresponds, namely if it
becomes a trend to buy NJ. If that would be theec#isen the alteration of the social
environmental situation would result in a changéhefenvironmental cognitive element. But
we find that Festinger omits two important variahlethics and moral that influence the

cognitive dissonance in this case.

Festinger does not mention ethics in this theoryiclv is a crucial factor in relation to the
environmental element as ethics are always a pahnecsocial environment. Furthermore, he
does not include moral. Regarding the example qutdrd by the focus group that NJ would
be bought if it became a trend, it can be arguatlélien though the cognitive dissonance is
minimized by altering behavior in order to fit teecial environment (ethics), a new cognitive

dissonance arises, because the alteration of h@hiavin conflict with one’s moral.

Many factors are in play when considering the pase of NJ. The six elements affecting the
moral intensity are important when looking at capsmces of an eventual NJ purchase, as
they are all relevant to this brand. Moreover, gnitive dissonance arises in the mind of the
consumer, as two elements would conflict with eattter; fashion and the unwillingness to
support a dictator regime, resulting in an increafsthe magnitude of cognitive dissonance.

This indicates that the choice of purchasing Nsbimewhat complex than firstly anticipated.
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Conclusion

NJ has chosen to create a direct link to a couhtryis associated with not behaving morally
or ethically responsible in the minds of the Weastemnsumers. This cultural clash seems to
overshadow the underlying purpose of NJ; namelingctocially responsible, thereby the

consequences are that NJ raises a rather comge& 8here the aspect of being socially

responsible is questioned.

Currently there seems to be a shared attitude ama@ngesearch subjects that NJ is not really
that socially responsible. This can be explaineda)ythe negative perception of NK, and b)
the moral intensity mainly being influenced by ®ecial Consensus; how will the consumers
be perceived by others if they were to purchasetbduct?, along with c) the product not yet
being fashionable., and finally d) the small coricaion of the effect of selling 1100 jeans.

These only add to the complexity and cognitive ahissice, thus creating moral ambiguity

leaving us with the outcome being, more likely timat, a non-purchase.

Further, according to our empirical findings, whestlor not the product is fashionable, is
found to be of great importance. Our research stdjaitial response was not to purchase
the product as it is not found to be socially resiole. However this initial attitude seems to
change if the product is to become fashionablagethealtering the social consensus within
the cultural context, as many of our research stbj@ere willing to purchase the product if
it became fashionable — although they admitted thatunderlying complexity, regarding
who benefits from the purchase, has not changed. cHange in attitude makes way for the
notion that self image is viewed as having greagortance, rather than making sense of the
complex issue raised by NJ, as fashion trumps oexitg| although fashion does not seem to

eliminate the cognitive dissonance.

Is NJ perceived as socially responsible? Our rebesdicates that the consumers do not
perceive NJ as socially responsible. However tamot be generalized, thus there is no clear
answer to the question because the perception afeNdnds on one’s self-perception, moral
and social context. Moreover our findings illustréfhat NJ becoming fashionable is able to
change the perception of the brand, thereby demaiimg} that the perception of NJ is easily

changeable.
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Appendix 2 Expert interview with Lector Esben Rahbdx Pedersen

Expert interview with Lector Esben Rahbek Pedersemat CBS,
Institute of Intercultural Communication and Management, Center for Corporate

Social Responsibility.

Efter at have fortalt Esben Rahbek om NokoJeangroglematikken omkring det, starter
Tina diskussionen:

Tina: "Ja, det er jo ret interessant, at de hagthdet sa explicit i deres branding; de traekker
jo de negative associationer med ind og gor detgget mere komplekst for forbrugeren at
tage stilling til om det er noget de vil kgbe ellgr Vi lavede jo en lille case i et andet
fag...der lavede vi jo en fokusgruppe og der van dé snakkede med, de var sddan meget
"det vil vi slet ikke kabe”, indtil hvad hvis detdy trendy og fashionable....sa var de sadan
lidt...jamen s& kunne det egentlig godt vaere afiliiekgbe det. De var alle sammen enige om
at underlying objectives, de havde ikke sendret sign at fordi det blev trendy og
fashionable, det spillede sadan en ret...en réigviglle, shm, for dem, sa derfor synes vi det
er ret interessant at kare videre i den der — jahvawl sa med CSR og fashion pa..pa sadan et
stgrre niveau, hvordan kan det sadan....szettes esdmm

Esben: "Okay...ja”

Tina: "Sa det var sadan egentlig udgangspunktetfarfor vi valgte det som speciale”

Esben: "Hvad er det egentlig | lseser?”

Tina: "Vi laeser Marketing Communication Managemesdt,det skal sddan munde ud i noget
branding og noget marketing implications for, hvardlet...man sadan....selvfglgelig tager vi
Nord...gh..Noko Jeans som sadan et study...etstadg og sadan mere overordnet med det
her sociale aspekt med CSR og fashion...altsd kapadsigt blive integreret og kan man
bruge det i brandingen, eller er folk slet ikkerkiih det endnu....fordi der har veeret meget
fokus pa sustainability og gkologi og at det eramig materialer og sddan noget man bruger.”
Esben: "Na, okay...jeg havde ogsa lige en snak eme#ollega her i frokosten, som ogsa
skriver om...gh...ph.d..om...gh..sustainable copsiom N3, gh..man kan ogsa linke det til
sundhed og @ghh...og sundhed er efter sigende ndgekan give en del...det der med, at
gkologiske varer, at det slet ikke er specielt do&nteret, det opfattes som
sundere...aghm..eh...mere sundhedsrigtigt at gete rdaske, nemmere at flytte nogle
varer...det er faktisk noget, som man diskuterdeimfior fashion ogsa; det med at kunne lave
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det der link mellem tgj og sundhed..ghm..organesle gkologiske...brug eller sundhed, eller
hvad det nu er. Nogen veelger bevidst at lade fgdme lave...den sidste vask af tekstilerne
ik..ehh., sa hvis amn er i stand til at lave dt himellem sundhed og sa...gr@nne tekstiler, sa...”
Line: "Det tror jeg ogsa de gar rigtig meget vedratgj...gh...det skal veere gkologisk
bomuld og gkologiske ting, s& barnene ikke udvikleeller anden form for allergi.”

Esben: "Man pragver at kgre det der...jeg siger rs&@merelt at, jo teettere det er pa kroppen,
isaer nar det har noget med bgrn at gare...sa lfggeugerne traditionelt mere vaegt pa sadan
nogle ting..ghhh.....s& er der ogsa nogen, der sigfep at..ghh...der er forbindelse. Hvis du
kan lave en logisk kobling mellem for eksempel trgemgbler...ghh..ghh, det er nemmere,
end hvis det er én eller anden kgkkenmaskine, hitad er egentlig de der CSR issues i en
kgkkenmaskine? S& har vi ogsa sadan nogle flams)addeder ikke gar ild i den, men det
kan man jo ikke se, sa det ved forbrugeren madke .iksa altsa, der er mange faktorer, der
spiller ind, nar man skal forsta hvad forbrugemleif er beeredygtigt”.

Tina: "Men det handler vel ogsa om de kan forstdogehvor teet pa det er, fordi det der med
s....hvis vi nu tager NokoJeans og det socialekaspgordan arbejderne har det...det er sa
langt vaek og i en anden kultur, i forhold til def tlu har pa altsa, det er jo lige her — og
hvordan det s& er produceret, om det er godt fohdd og om det er sundt og sadan noget,
du far en helt anden relation til det.”

Line: "Det er jo ogsa det der med at det kan gadte; at H&M for eksempel...de laver én
eller anden kollektion over gkologisk bomuld — detstadig syet i Bangladesh...altsa der er
sadan en eller anden...”

Esben: "Ja, det skal jo stadig transporteres. Qgdde med en lokal produktion...sd nogle
gange er det jo lidt en trade-off.”

Line: "Men altsa efter vi ligesom har undersggtesagsermere, sa er det 98% af alle cases,
der handler om sustainability, det handler ikke sotiale issues. Hvorfor tror du det er
sadan?”

Esben: "Altsa sustainability, hvordan...miljg? Hwadner du?”

Line: "Miljg, gkologi — alle de der ting, frem for"

Esben: "Det kommer an pa....der er ogsa lavet sadeiser, der viser at der netop..nogle af
de der store skandaler, der har veeret med IKEAhogd skal man sige...Mattel indenfor
legetgj, altsa alle sammen er sociale snarere mathandjgmaessige issues..gg@aghh...der er én,
der hedder Prakhaseti, som har lavet en masseesti, hvad medierne taler om...ghh..de

taler om sadan nogle skandaler indenfor human gijigiét er de der sociale issues, som
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arbejdstider, bgrnearbejde, alt det der. Og dailtesammen de der store, hgjtprofilerede
virksomheder, ik, som netop NIKE, Mattel, Disnelgtha.alle de der store der. Ogsa Brent
Spar — ikoniske cases om CSR. Sa jeg tror ikke emdigvis kun det er noget med
beeredygtighed, altsa..ehh..”

Line: "Nej, men jeg mener bare, at de brander.sifsa, de brander sig jo ikke pa det, det er
jo farst nar det bliver opdaget.”

Esben: "Na ja.”

Line: "Altsd, jeg mener mere sadan at, der er malegéorander sig pa, at de er gkologiske og
grgnne og sadan, men der er ikke s& mange, deptigé&erer det sociale aspekt med ind i
brandingen...det er mere det.”

Esben: "Det er maske mere fordi, at det kan veetedes maske ligesom er mere
forventeligt...aghhm...jeg ved det faktisk ikkeg jear ikke undersggt det. Men man kan jo
ogsa sige, at miljg har en laengere tradition isdrkheder. Det er jo mange ar siden du havde
det der "Blomsten” og...ghh...”Svanen” og "Miljgniaing” og generelt; miljgsystemet kom
jo leengere far CSR, sadan den sociale del. Og s2dpgtighed og sustainability har jo faet
en voldsom revival her indenfor de sidste parlmeirt fald, ik.”

Tina: "Man kunne godt forestille sig at det var $andsdiskursen, at det var det, der var
trendy at fokusere pa. At det var gkologisk og mnitjitigt, miljget er meget mere trendy lige
nu, ogsa efter COP15...”

Esben: "Jeg ved det faktisk ikke, der er mangelémitkger. Det kunne ogsa veere fordi det er
lidt mere negativt, hvis vi siger "Vi bruger ikkeinearbejde” — sa er det sadan lidt, vi regner
jo heller ikke med at de bruger bgrn, ik, hvad ret Hedder, det er maske ogsa den
kommunikation man laver.”

Tina: "At det skal veere mere et feel good prodokifbérbrugerne.”

Esben: "Ja, eller lidt mere positivt, man forstaishdu taler miljarigtigt og forteeller at du
ikke sviner sa meget, eller sadan noget. Der earséaimader at forteelle historien pa, ik.”
Line: "Men altsa brands som for eksempel Body Shigphar jo virkelig profileret sig pa, at
de ikke tester pa dyr, selvom det ikke er mennesieer der jo stadig det der...det er jo ikke
miljget, det er sadan den der sociale igen ogrdds go kommet rimeligt godt fra.”

Esben: "Ja, det er jo sa...ihvertfald i den breffientlighed, der har de jo sa den der, men det
forholder sig jo sadan at det de bruger i produldesr der sa andre, der har testet pa dyr, sa
det er jo sadan lidt en...hehe...s& det er jo fdedbruger gaengse produkter, det er jo ikke

fordi de selv, ghh....og nu har de jo solgt det’tdreal det hele, ik, som sa rent faktisk bruger
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dyreforsgg. S& nogle gange er det jo sadan lidh..@e har jo veeret succesfulde i
brandingsammenheeng, men de laver ogsd mere sadadesting. Der var faktisk en
journalist, der ringede i gar og spurgte om jetpvildtale mig om et eller andet med at Body
Shop havde lavet en eller anden indsamling for dein.eller mod handlede
kvinder...haha...ikke for! Altsa imod kvindehandebg hvad det betgd i en
brandingsammenheeng, og det havde jeg sé ikke nogeing om, sa han matte sende den
videre til en anden. Det gar jo meget, for de vedtjdet ogsa er kvinder, der kommer ind i
forretningerne. Det er jo lidt ligesom om, at de dizksomheder ogsa nogle gange finder
deres nicher...gghm, men der er jo ogsa mange aomghh..sadan en social...H&M snakker
veeldig meget om for eksempel alle de der audittader for leverandgrerne...ghm..jeg tror
det afhaenger lidt af virksomhederne, de...hvordanpdaver at finde deres egen unikke
position, ikke...indenfor deres felt.”

Tina: "For det handler stadig rigtig meget om dtedentiere sig og om at bruge det i forhold
til sit brand?”

Esben: "Ja, problemet er jo at mange ikke rigtigdpt og sa bliver det det der standard "vi er
14.000 - vi har Svanen og Blomstermaerket”, detdwajo ikke rigtig differentiere dig pa, ik,
men altsa dem, der teenker sadan lidt mere stratedet, de prover ligesom at finde det...det
er jo nemt at lave koblingen mellem Body Shop ogn&il kvinder og..ghh..et eller andet.
Hvor du, hvis du for eksempel er Grundfos, sa ¢@btenlyst at lave et eller andet med vand,
eller hvis du laver kildevand, sa er vand ogsa meme pa..ehm, sa der er jo nogen, der
ligesom praver at lave de der koblinger til, ahs# det er...hvis du er medicinalvirksomhed
sa med adgang til medicin og alt sddan nogebiksa er der ogsa mange nu, der tager hele
denne her...ghh...bunden af pyramiden-tanke, hwor ligesom ghhh viser dem fra Indien og
Afrika. S& der er mange, der ligesom prgver aef@sleget...gh...fa deres egen profil pa det.”
Tina: "Tror du det vil blive starre i fremtiden, ®Sat folk vil bruge det mere eksplicit, altsa
der er stor forskel pa, hvordan virksomheder i Barbruger det, frem for i USA. | Europa
bruger man det mere implicit og ikke sa ekspliaitkoing sin kommunikation og maske
heller ikke....man aktiverer det maske heller ikkemeget, man siger maske at man har code
of conduct og man er medlem af UN Global Compacsaédan noget, men, men , dertil at
aktivere det og mere ga op i hvordan produktionenheis man har produktionslande er
maske ikke sa udbredt endnu i Europa. Er det sasanjet vil udvikle....aendre sig pa sigt —

at folk vil veere mere...”
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Esben: "Jeg tror allerede det har udviklet sig meksomheder der er meget mere eksplicit
omkring deres CSR...ghh...og det er ogsa lidt reordan helt preecist definerer det, fordi der
er nogle europeeiske virksomheder, der er langtrfrermed det her....ehm..denne her. Alts3,
jeg tror det bliver mere i fremtiden, det der kaere sveert at vurdere, det er hvad for nogle
issues, der ligesom kommer til at bestemme ikkefe lnu har vi den her finanskrise, det
betyder, at der er rigtig mange, der er begyndislign og...og tale om sadan noget, hvad skal
man sige, hele den der made man strukturereremdétart at skandaler det tiltraekker en
masse opmaerksomhed...det er ligesom da man hawde tier Enron skandale for nogle ar
siden, ik, der aendrede man jo i virkeligheden helgh..altsa, sa begyndte alle at tale om
sadan noget som corporate governance, man skalkkideog det er jo i virkeligheden ogséa
det man far nu...og sa har vi i gvrigt lige haftridtopmadet, det har jo sat sustainability pa
dagsorden...hvad det er for nogle issues, derdigesommer til at betyde noget..ghhh....i
fremtiden, det er sveert at sige, men jeg tror hidien, at overlaeggeren vil blive haevet, for
hvad der er acceptabelt.”

Line: "Sa det er ikke bare midlertidigt, det er eggler er kommet for at blive?”

Esben: "Ja, det kan man jo ogséa se ved at deskaktinoget man har snakket om altid, i én
eller anden form. Jeg tror bare det lidt nogle gaeg..ghh...hvad det er for nogen temaer, der
dukker op, det vil eendre sig, altsa det der liges@fimerer det, vil aendre sig. | 80erne talte
man jo ogsd meget om baeredygtighed, hele det demd®g21 og sadan noget der ikke, sa der
er jo hele tiden masser af fokus pa det, pa detihgr...og sadan, og sa er der de der
skandaler...med IKEA og sadan nogle, som var irgfegller taler om arbejdsforhold i Kina
og sadan noget, Brent Spar, og sa var det Enrlugar hele tiden de der, som ggar, at det
bliver aktualiseret hele tiden....fordi det er galan lidt grundleeggende om ansvarlighed ik..?
Se Amagerbanken, der ku du godt begynde at skitseveridt det er ansvarligt, sadan som
de har opfart sig nu, hvis man leeser om, hvem dgiliat 1an til...ghh..sa altsa jeg tror hele
tiden at det kommer op, altsa det er sveert at kigel det er for nogle issues...jeg tror hele
den der miljgdel far endnu mere vaegt her de nagstkuaine jeg geette pa, ogsa fordi der
bliver mere og mere ressourceknaphed.”

Line: "Hvad tror du sa med det sociale, fordi dejoe..det vil vi jo snakke rigtig meget om i
vores opgave, altsd sadan hvordan man...det deramacnde sustainability, det er det, der
sker nu, det er det rigtig mange ggr nu. Hvordandu man sadan kunne brande social issues

bedre, altsa...?”

154



Esben: "Jamen, det vil jo veere at tage nogle emperaltsa hvor man lgser nogle lokale
problemer. Nu neevnte jeg Grundfos, de har jo hafidas nogle specielle
afdelinger..ghm...hvor de ligesom prgver at hjedflei gang igen, hvad enten de er af etnisk
minoritet, kriminelle, eller er kommet til skade giéferien, eller hvad det nu kan vaere, ik...og
som de egentlig har gjort i rigtig rigtig mangeod@rligesom hele tiden bruger det til at brande
sig som en socialt ansvarlig virksomhed, der liggetrpa dem. Hvis man kommer derhen kan
man se pa hvilke afdelinger de har de folk her ogger sddan nogle relationer
mellem...mellem staten, eller hvad skal man sigemnrkunerne i det her tilfeelde og
virksomheden...og jeg tror at man vil se mangeeadier, hvor virksomheder tager ansvar ved
at lgse nogle lokale problemstillinger. Der er ogsange, der snakker om sadan noget
corporate volunteering, som jeg egentlig ikke teadlle komme til Danmark, men det er der
flere, der abenbart ger nu, hvor virksomhedsansgiteud og ger et eller andet godt for de
gamle, eller...ghh...maler et hospital eller hvalden eller indsamler penge til et velggrende
formal, eller sddan noget....shm....og s& gar glestim ud og viser, at de laver noget med
social ansvarlighed.”

Line: "Men alts3, hvis det...for eksempel; nu handlet her meget om hvordan det relaterer
til mode, altsd tgj og t@jproduktion og sadan nodebr du nogensinde det kommer pa
agendaen?”

Esben: "Du kan jo sige at du har sadan et sted.samm...de der American Apparel ik, som
netop har det der, at det skal veere lavet i USAligesom har en problemstilling, social
problemstilling og ligesom bruger det til at brarsig pa.”

Line: "Men, i USA er der jo ogsa sindssygt mangeatshops, der underbetaler arbejdere og
de har kummerlige forhold.”

Esben: "Men det er jo ligesom at finde ud af, headlet for noget...ghhh...hvad man laver
lgsning for. Der er ogsa mange, der taenker i nyemaer, for eksempel. Altsd hvis vi nu
ved at bomuld....for eksempel NIKE har gjort dsé& .kan man bruge nogle andre materialer.
Sa er det en ny made de kan brande sig pa...all@tvde brugte de der flasker til at lave t-
shirts af...ghh...og sddan nogle forskellige ting§.man lidt jo...det er nogle gange at veelge sit
omrade; om der nu er én eller anden....hvis mafoneksempel havde en virksomhed, der
prgver at ramme et bestemt segment, for eksempeteletil tekstilsektoren...sd man kan
teenke eeldrepleje, hospitals-et eller andet CSR,ilskenvil veere miljg, men noget socialt. Sa
det er jo ligesom hvad det...hvad er det for etkedman henvender sig til...gshm...og sa vil

det vaere noget forskelligt, séeh...”
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Line: "Men er man ikke bare skideligeglad, nar nséér og skal kabe tgj, altsa, det ved jeg
ikke om du gar, men jeg ger i hvert fald ikke; legg nakken for at se om det er made in
China eller...og det er det jo hgjst sandsynligit €r jo mange fa ting, der er made in
Denmark, i hvert fald tgj.”

Esben: "Jamen, det er jo sa...altsa hvad er des. Miregner med at overleeggeren, hvad skal
man sige, haeves hele tiden, altsd sa vil det miminaaceptable aendre sig, og det vil det
maske ogsa gare i Kina, kan man forestille sige.ililtsa, hvis man saetter standarder, sa vil
der veere nogen der bliver betragtet som uacceptdbl&an man sige at tekstilindustrien har
jo udmeerket sig ved hele tiden at flytte sig derltmetor arbejdsomkostningerne er lavest ik?”
Line: "Ja, for det er det ikke i Kina mere...”

Tina: "Det begynder i hvert fald at sendre sig i &ih

Esben: "Nu flytter det fra kysten og ind i landefter sigende, ik...ehm...sa selvfalgelig er der
nogen...nogen problemer, men altsa hvis en virksohiibr eksempel laver nogle positive ting

i Kina, ik, som de sa ligesom kan bruge til at konmikere...fa barn i skole eller Igser et eller
andet lokalt, socialt problem; det er ogsa en fldlea der branding af sig selv som en social
ansvarlig aktar.”

Line: "Men tror du ikke at det...altsa, der er mariglk, der gerne betaler lidt ekstra for noget
akologisk, fordi de fgler at det er noget de sélvrfoget ud af og ikke kun noget de gar for
miljget....tror du de ville veere villige, sadan, lgngere sigt, til at betale lidt ekstra for at...a
der er nogle arbejder i for eksempel Sydgstasienfat nogle bedre vilkar, eller er det for
langt vaek?”

Esben: "Jeg tror snarere de vil straffe dem, sdta tor, altsa jeg tror nogle af de sociale ting
vil veere negativt, hvor kunderne vil ga ind at sigenvis de hgrer om at en producent netop
opererer i nogle lande, hvor....for eksempel ligesdord Korea, sa vil de undga det maerke.
Jeg tror effekten af negativ omtale, er stgrre éredd skal man sige, den positive effekt af at
opfare sig ordentligt. Det er jo bare noget marvdater at folk ger, sa derfor.....det er jo
sveert at sige, at for eksempel du kan brande dif pi@ ikke vil stjeele fra andre mennesker,
for det er sddan en underlig ting, for det regrngo med, at du ikke gar....shm...sa det er ogsa
nogle gange sa lidt "hvad fanden er det egentlig fkommunikerer” — ik? @hm...at de skal
opfare sig ordentligt, det regner vi maske medjesatror den der...der vil veere nogle
negative historier, sddan "hvornar vil branchemiftive ramt af en stor historie?” — ikke?”
Tina: "Det er vel ogsa dem, der er med til at #yranchen? Det er vel de negative historier

og skandalerne og sadan noget indenfor en indfigtrined tekstilindustrien med NIKE og
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sadan noget, sa de vel ogsa med til at boostd, "it®r rykker vi hen?” og forbrugerne og
deres viden omkring, hvordan produkter bliver picetet og hvad det betyder.”

Esben: "Du kan jo sige at nogle af de rigtig stepélere, der har veeret virkelig hardt ramt
blandt andet pa den forskel mellem hvad de sagdevad de gjorde, nu har vi jo det her
eksempel med IKEA ik, som jo neermest kun var fdg@eenhed, sa finde man ud af, at de
har 100 mia. gemt i en eller anden schweizisk kostier hvad det nu var ik — na, men
forestil jer nu....de har jo ogsa ekstremt mandsstilprodukter, sa hvis man lige pludselig
fandt ud af, at det de gjorde med CSR var det vése produktionen var helt forfeerdelig og
sadan noget ikke, altsa sa vil du jo have en dédagi den del af branchen i hvert fald.”

Tina: Men hvad er det, der er med til at ggre detrmt sveert og specielt ved Danmark,
teenker jeg, ved CSR, nar man far de der skanda&rdet for forbrugeren kan veere enormt
sveert at finde ud af...jamen det de siger, er idégr eller....altsa folk har sadan en naturlig
skepsis omkring det, maske fordi det tidligere veret lidt brugt som et "ah, vi skriver at vi
er CSR mindede og har code of conduct, men vi gekmikke rigtig noget”. Det kan veere
enormt sveert at profilere sig positivt pa det, Haik har den skepsis omkring det, nar der
kommer de der skandaler.”

Esben: "Altsd mange er jo lidt skeptiske overfomathwirksomheder selv siger....ghhm....sa
derfor er det jo tit nogle anbefalinger fra andmmsligesom seelger historien. Hvis man
ligesom skulle skabe sadan et positivt socialt ima@anmark, sa skulle man maske ggre
noget i Danmark, altsa...lave nogle sociale aldteit, hvis man er Ecco sa har man det der
Walkathon og sadan nogle forskellige ting...det jeg egentlig er bedre.”

Tina: "Altsa det er noget man kan forholde sigtil?

Esben: "Ja, hvor effekten er umiddelbar og hvonréa de der positive associationer. Hvis
du har det der DHL Igb....DHL stafetten — og atleébfnder det med DHL..ghh...og egentlig
star de jo for logistikken og sddan noget; detoepgsitive ting du gar lokalt, jeg ved ikke
hvor meget det har at ggre med deres forretning) det er det at skabe noget positiv
branding omkring det. Sa jeg tror der er mange gheliler for rent faktisk at lave noget, men
altsd stadigveek sad skal du jo....lave et produltr tkvaliteten er i orden og sa skal
materialerne selvfglgelig netop veere i orden...eguil sige fordelen ved det nu, det er for
eksempel maengden af gkologisk bomuld eksplodesenain kan nemmere fa fat i mange af
de her beeredygtige alternativer...shhmmm.....odl sfu maske ogsa opleve at det er knap sa
dyrt, det er jo ogsa et kritisk punkt for de hersfellige produkter...jeg ved ikke preecis

hvordan det er for tekstiler...ghm...hvor man kige st teknologien bliver moden, i stedet for
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man har et sted, hvor det er meget meget dyrtkbarfa maskiner og de er ikke seerlig
effektive. Sa nar markedet stiger, sa nar det tilvis punkt, hvor teknologien og
investeringerne i forskning og sadan noget gadeat der pris pa det konventionelle og det
beeredygtige bliver meget mindre. Det kunne man gedoforestille sig — at det bliver
nemmere for en virksomhed at veere socialt ansvarlg for eksempel ISO26000 og du har
de der forskellige....SA8000, at hvis man, hviksiiheder bare vil kare den sikre, de kan
bare sige "okay, vi veelger kun SA8000 certificeréederandgrer og det vil ikke koste os
saerlig meget mere”. Sa altsa, jeg tror ogsa \8evisadan en gradvis veekst i de her standarder,
som g@r netop at overlaeggeren vil blive heevet ogsomheder ikke skal betale specielt
meget mere. Og sa er der alle de der, hvordan kendiskutere det bagved...”

Tina: "Er det for stort et omrade af CSR for foripeven at forsta i og med at vi snakker om at
man bade kan veaere sustainable og vaere social dgsvaan kan lave noget i landet i
Danmark og man kan ogsa finde pa noget nede i gtinhslandet og man kan gere noget for
sine medarbejdere. Altsd der er enormt mange ampeikt det at veere socialt
ansvarlig...om...om virksomheden og forbrugerenkmalske helt er pd samme side omkring
"hvad g@r vi, nar vi er CSR orienteret — hvad betydet sa?”

Esben: "Der er jo ikke sadan et feelles fodslag hdetogsa veeret diskussionen, det her med at
du har det og hvad betyder det egentlig og bliegorigeren bevidst og sadan.....altsa jeg tror
egentlig at virksomhederne...at sa er det sadamatskal prgve at skabe sin egen forteelling
indenfor ansvarlighed, hvis man gerne vil differerd sig fra det...ghm...men ellers er det vel
sadan klassisk miljg og arbejdstagerrettighedejeg&ynes nu nok at selve feltet bliver mere
og mere, hvad skal man sige, institutionaliseremn.forbrugerne har fattet det, det kan man
sa sige, at det er en anden problematik....ghdtindet er maske et spgrgsmal om at fa nogle
feelles meaerker, hvad ved jeg....”

Tina: "Nu kommer der jo et til her neeste ar, eéddan noget, der kommer jo et gkotekstil
meerke, label, indeks eller sadan noget.”

Esben: "Ja det er rigtigt, det har jeg ogsa hirt...

Tina: "For bare at spgrge ind til maengden, sa ejadmange...”

Esben:” Det er jo blandt andet det, der er probteike og troveerdigheden af dem er ogsa
nogle gange til at....de ligger pa et lille stedrdf at forbrugerne, selvom de genkender
meerket, sa har det jo ikke s& meget betydning.”

Tina: "Nej, nu har vi jo ogsa...vi har ogsa hafgleCSR fag og vi er stadigvaek forvirrede,

selvom at vi har gennemgaet mange af de der mam&easy det stadig "ah, hvad var det nu
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lige de betad?”, sa for sadan en forbruger, des idr gennemgéet en uddannelse i CSR er
det maske endnu mere komplekst.”

Esben: "Men igen, altsa netop hvis det er sadaetognding, altsa hvis man skal bevare en
positiv association til sddan noget, som jo sa ®erkembination af mange ting; en
kombination af kvalitet og branding generelt ogksomhedens ledelse og CSR ikke, altsa det
er jo en hel pakke — altsa det er jo sveert at sstgsom socialt ansvarlig, hvis man har set
direktgren i fiernsynet opfgre sig som en idiotallsd? S kunderne og sadan noget ikke...sa
far du det der....det der mismatch og sa& begyneeatdlyde hult for forbrugeren, sa jeg tror
det er meget intuitivt, altsa hvis man ligesom ladle de her parametre, der haenger
sammen...ghhh...sa tror jeg altsa at det kan gopesitiv forskel.”

Tina: "S& man skal maske veere mere transparenttegtisk som virksomhed, hvis man skal
veere CSR minded?”

Esben: "Altsa, man kan jo ikke altid undga en wisif for kritik. Ham der Niels Bronson...jeg
har bogen her et eller andet sted...nd, men algkberh..stort hykleri, det er jo det folk
reagerer pa — ja altsa folk reagerer jo pA Amagsezs ledelse har kart banken i saenk. Hvis
de ikke havde givet sig selv lan og bonusser, séiéhai nok haft nemmere ved at acceptere
det, ik? Eller, hvad er det nu det hedder, efterlatis regeringen vil have os til at ga senere
pa pension, men i gvrigt vil de selv bevare dediigié pension; alle de her sager, hvor der er
det her mismatch, hvad skal man sige, den persomntigral og virksomhedens moral....det
man gar og det man siger, ik..det er jo det fdlketagerer negativt pa. Og det samme med at
virksomheder er socialt ansvarlige....hvis dem,\ildelig har promoveret sig med CSR, det
er jo dem som alle medier gerne vil kunne vise riiagle problemer....det er jo det der er
sjovest, ikke?”

Tina: "Jo, et er der historien er, jo.”

Esben: "Ja, sa det der mismatch, som man hele ladiem efter, ik....hvis det der hykleri det
er for stort, sdd....sa reagerer folk negativtd&dor er det jo netop at...jeg tror ikke der er
nogen eksempler pa at man har et eller andet craqmulpkt under et eller andet CSR meerke,
det er jo aldrig blevet stort, altsa det kan maikl@ rigtig forestille sig. Igen kvalitet og pris.
Der blev faktisk lavet en undersggelse, der heddanporative bank eller et eller
andet...omkring consumer, der netop siger at seldedt hardcore etiske forbrugere, altsa dem
der kigger efter de her ting, de vil ikke ga pa koamis med kvaliteten for eksempel, det
gider de ikke, altsa...”

Line: "Nej, de vil have noget for det..”
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Esben: "Ja, det er jo ogsa den der.....der erkiigemet sadan en case om de der, der hedder
Café Direct eller...ghhh...der laver sadan en kaisomhed i...ghh...i Storbrittanien, hvor de
ligesom beskriver udviklingen i trinnene fra 70eagghelt til i dag, hvor de ligesom gar fra at
veere det her meget etiske produkt til vi rammdrhha..hvad skal man sige...de der hardcore
etiske forbrugere, der handler i sddan noget Sittiasion eller sddan noget Stat Afrika, eller
et eller andet ik, og der brander man sig sa pdetiranden made end nar man gar videre og
lige pludselig kommer ind i de der store samharidekstninger eller tankstationer og sadan
noget....du siger det er sadan noget med kvalieprodukterne er autentiske og sa pa et
tidspunkt, ifalge den der historie, s& kommer mantik endnu et stadie, hvor de store
multinationale selskaber selv begynder at lege ageder deres egne baeredygtige brands og
sa bliver der lige pludselig den der...det er sadaget corporate branding de gar over til i
stedet for ik...altsa gar fra at forteelle om , hggnd det er for afrikanerne til ligesom at
forteelle, hvor fantastisk produktet er og forteeligor fantastisk virksomhederne er, det er jo
ligesom....historien aendrer sig i deres branding.”

Line: "Det er vel ogsa fordi diskursen har aendigt ¥ordi...nu sagde du 70erne, der var det
vel sadan mere...der blev man vel set mere sonhifigieagtig, hvis man gik op i biodynamik
og gkologi, der var det jo mere undtagelsen endaeteglen, hvor diskursen ligesom aendrer
sig...i dag er det mere, hvad skal man sige, regiehundtagelsen, sa derfor sa er der ogsa det
marked der, som ggr at man kan lave en keempevitkstrag ligesom brande sig selv pa
det...fordi der er nogle forbrugere til det...”

Esben: "Men jeg tror ogsa du skal...det er jodidgen gange hgnen eller aegget, altsa hvis du
skal na et stgrre marked, sa skal du brande digpanade, altsa sa nytter det ikke noget kun
at fortaelle, hvor synd det er for andre. Sdaeten.det kunne jo vaere meget sjovt at lave over
udviklingen i de virksomheder, som maske er statet meget frelste...ogsa det der, hvad er
det det hedder...det der kollektiv pa SjeellandnBoém eller sddan noget ikke...de
startede...det var ogsad et eller andet hippiekiMlelghhh...som nu er stor gkologisk
producent, som karer meget professionelt...ellen BeJerry’'s er jo ogsa sadan et eller
andet...har jeg indtrykket af...filantropisk forgéade. Det startede jo ogsa...men nu er det jo
keempestort ikke. Sa solgte de det sa...de solgtsadé nogle andre, saddan lidt ligesom Body
Shop og sadan noget ikke...ghm...”

Tina: "Tror du ikke det vil, nu er det selvfglgelitske s& meget fashion...men hvis
forbrugeren rent faktisk fandt ud af...jeg ved ikkeg har ikke indtryk af, at der er s& mange,

der ved at Body Shop er opkgbt af L'Oreal, menkdene maske godt skade deres brand?”
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Esben: "Det blev diskuteret meget dengang det sked@ syntes jo at hende der Roddick var
total sell-out...altsd der er jo nogle meget sjdistorier omkring...altsd Body Shop...i
branchen, altsd CSR branchen, der er det da si@gdagleset, fordi det er da rent sludder, det
der med tests og sa har vi ogsa dem, der prgvedgesom, kommunikere det ud, de er
faktisk blevet truet med retssager og...der erdklén...ghh...har jeg den...nej, der er en eller
anden bog, som handler om sadan nogle historieredélevet stoppet af redaktaren...det
handler blandt andet om Body Shop, det er en dedérelntine eller sddan noget, der har
skrevet det, som...som har skrevet sddan en katiskel om Body Shop...jeg kan ikke huske
fra hvilken avis...han fik trusler om retsagsanl&®d.siden har han skrevet 1000 bitre artikler
om, hvorfor fanden Body Shop er...hahaha...sardgeet hans...ghhh...”

Tina: "Ja, der er mange mader at ga til det pa.”

Esben: "Ja, jeg...det er der virkelig.”

Tina: "Men det jeg teenkte pa, maske, til sidst ldet, er det her med at kombinere CSR og
branding, hvor at CSR jo er sadan meget mere s&ebg noget maske mere...”

Line: "Mode?”

Tina: "Nej, mode er mere selvisk, ikke?”

Line: "Men du sagde branding...”

Tina: "N&, mode og CSR — sorry. Altsd maske hvorlan man, kan man overhovedet
kombinere de der to, sadan lidt modstridende ...@8R er det mere uselvisk og med mode
er det maske mere egocentrisk, eller er det tiderfomi vi efter finanskrisen er lidt mere back
to basics og lidt mere mindful consumption og ikieee sadan...bare forbruge for forbrugets
skyld?”

Esben: "Altsa, det kommer helt an p& segmentet \ayl et er...alle skal jo have tgj pa
kroppen, det er jo ikke ngdvendigvis selvisk, detje sa praktisk kan man sige
ikke...shm...og sa naevnte du noget med bgrnetgpsa®n abenlyse mulighed...”

Line: "Hvis man taenker pa den sadan almindeligedeliklasses forbrug og at det er til sig
selv.”

Esben: "Der tror jeg egentlig sagtens det kunne Isid gare, ikke, fordi jeg tror folk vil
laegge veegt pa pris og kvalitet og hvordan det devgusidder det ordentligt pa kroppen og
sadan noget, selvfalgelig far de her ting, ikkenherudover kan det jo godt vaere noget, der
kan differentiere ikke. Sa er der de der undtagelgg havde nogle studerende, der snakkede
om pelsindustrien...Copenhagen Fur, som...som nafggrikke gor specielt meget, men som

har strdlende resultater lige for tiden, blandteanirdi de sezelger til forbrugere som er
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pisseligeglade, ikke...gshm...og et er maske enranitkel, et andet segment...ghhh...sa jeg
tror det afhaenger lidt af hvis man altsa...den diske disponant...ehhh...kgberen er jo en
kvinde, en midaldrende kvinde, som har et enkédt & barn, ikke, hvorfor skulle man ikke
kunne ramme dem...”

Line: "Ja, de er jo ogsa kendt for at betale lidrenfor noget lidt bedre.”

Esben: "Altsa, du har...det er jo igen segmentenmugle vil have Netto mens nogle andre
handler i Irma; nogle er parate til at betale, aneir ikke...det er ogsa lidt afheengig af, hvor
gode tiderne er og sadan...det tror jeg ikke ahghih

Tina: "Det er maske ogsa hvordan man ser sig sétsa hvordan, hvad man faler det gor for
ens identitet...om man gar meget op i, hvordanreedmennesker ser sig; altsad om det er
CSR, der er vigtigt for ens referencegruppe, foesénan maske mere tilbgjelig til at kebe
akologisk og kabe tgj, der er lavet pa den rigtigele for ligesom at danne et image...”
Esben: "Ja, nemlig ogsa hvor mange parametre kanm ligasom spille pa...hvis man for
eksempel fik lavet det der link til sundhed, sarfreer du jo en starre gruppe, og laver du
linket til kvalitet, sa fremmer det igen en stgrikke, og pad samme tid, nar prisforskellen
bliver mindre, sa kan du ligesom spille med pa d@leandre parametre ogsd, og sa kan du na
et stgrre og starre marked, det er der ingen tvivl.ghh...sd der er en masse faktorer, der
ligesom spiller ind.”

Line: "Men altsd sadan for eksempel...hvis nu n@meksempel tager sadan noget som Fair
Trade, de..ghh...der er utrolig meget med stoigtelltror du det ville kunne fa forbrugeren
til at blive mere abne overfor det social aspect?”

Esben: "Det tror jeg.”

Line: "Fordi det er meget sddan noget med "den dudtorie”...det er ikke sadan en lille
sulten u-lands...whatever, der sidder og har ddigtaDet er meget billeder af folk, der
smiler og sadan...altsa, det er et meget positigge og det er positiv storytelling.”

Esben: "Jamen, det tror jeg helt sikkert...jeg fkdkee man skal undervurdere det dér, men
altsd, det virker jo kun sa leenge at der er troigeedl omkring det...for ligesa snart...at det
ikke, altsa lige nu betyder Fair Trade jo ikke &itsfordi at priserne pa ravarerne er sa hgje
pa grund af den der minimumspris, ikke, sa setrsaéeat prismaessigt, gar den jo ikke den
store forskel.”

Tina: "Sa det tror du ikke?”

Esben: "Jeg ved det ikke, altsa...hvis man nurdyttier var noget snak om at theplantagerne

rent faktisk betale pengene til farmerne...ehisaal hvis der kommer mange negative

162



historier, sa krakelerer deres image, men jegsiagtens at man kan fortzelle positive historier
0g specielt netop, hvis man ved at der er et pnoblghhh...og virksomheden kunne prgve at
handtere det problem med noget socialt, altsa bstaygtelling til at forteelle det.”

Tina: "Jamen, vi snakkede ogsa om, at NokoJeankenéa for negativt ladet, fordi at...at
forbrugerne i vesten, eller i hvert fald i Danmé&dr for mange negative associationer med
Nord Korea, at det bliver for komplekst...at de k&kunne have gadet sammen med sadan en
NGO som Fair Trade...jeg ved ikke om Fair Tradéwilirde at ggre det, fordi det er Nord
Korea, men hvis de havde gaet ind og givet demlegitimitet de havde brug for overfor
forbrugerne; at det er et ok produkt at kgbe,tafan ikke risikerer for meget af sig selv...”
Esben: "Det er vel ogsa...det handler vel ogsa bdefbliver...folk opfatter det lidt som et
marketingstunt mere end et oprigtigt forsgg padiddre forholdene i Nord Korea.”

Line: "Det sad vi ogsa og snakkede om, at det virkeget sadan...det virker som om de har
gjort det af egoistiske arsager...de ville kun.uitle se om de kunne fa fabrikeret nogle jeans
og jeans er forbudt i Nord Korea, sa det er saidtridare for at se om man kan”. Det var kun
1100 par jeans og hvis de virkelig ville hjzelpedde arbejdere, hvorfor fik de sa ikke lavet
120.000 jakker?”

Esben: "Ja, men ogsa hvorfor i Nord Korea,...detdeajo kun gjort, fordi de har faet sadan
en speciel indgang der...ikke...”

Tina: "Vi har ogsa prgvet pa at komme i kontakt ndedn, man det er ikke rigtig lykkedes
endnu.”

Esben: "Men alts4, historien er sjov.”

Line: "Ja, men de har sa ikke kunnet finde ud afprande sig, for der er ikke nogen der
kender dem. Men man kan...”

Tina: "Ogsa pa sigt, kan det jo f& en symbolsk vaverfor Nord Korea, hvis nu en 20-30 ar
frem i tiden at Nord Korea bliver abnet op og masgea bliver produktionsland...sa kunne
det maske godt have én eller anden symbolsk vdevi, det startede med de der jeans
dengangi...”

Esben: "Sa kan det veere de har...altsa, det Viakaisk hvis man ligesom laeser historien, det
er mere legitimiteten af det signal man senden.ateler ikke rigtig.”

Tina: "Det var ogsa det vores fokusgruppe gav kdfoy...at de ikke rigtig syntes, at det var
socialt ansvarligt.”

Esben: "Nej, det er...”
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Line: "Det virker mere som sadan et veeddemal i r@mdbert...”lad os se, om vi kan det her”,

det virker ikke som noget, hvor de har haft deestanker bag.”

Esben: "Nej, men som sagt, det er en god histamEn strengt taget ogsa bryder noget FN
konventioner af en slags.”

Tina: "Nej, Sverige er det eneste land, der ma leantkd Nord Korea, sa de ma godt. De
repraesenterer ogsa...er det USA de ogsa reprasseiniord Korea..? Der er et eller andet,

du ma ikke lige haenge mig op pa det.”

Esben: "Det var sgu da egentlig meerkeligt...”

Tina: "Men Sverige virker ogsa til at veere megetenesadan...fremme pa CSR end...selvom
Danmark og Sverige ligger sa teet opad hinandenjrkér de bare til at veere meget mere

omstillingsparate forbrugere til at...”

Esben: "Ja, jeg ved egentlig ikke, hvordan markedsken er hos de forskellige. Jeg tror

generelt man siger at i norden er der hgje levdataler og udbygget velfeerdssamfund og
ghh...og fri presse og alt det der ikke, som dgesiom skal veere...s& generelt ligger de
nordiske virksomheder hgjt pd4 CSR skalaen, viser stistikker, der viser CSR i

virksomheder. N&, men jeg er ngdt til at smutte,’sa
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Appendix 3 Expert interview with Research AssistanfTroels M. Kranker

Expert interview with Research Assistant Troels M.Kranker at Institute of future
research with field of expertise being competitivesustainability, generation Y, future

branding, and innovation among others.

Troels: "Jeg starter med at tage det oppefra de¢ $tele af og s& beveege mig videre ned til
jeres emne...det er jo nok en god ting, sa detrigejder med herinde og det som
fremtidsforskning egentlig er, det er...ghm...stdif megatrends, dominerende strgmninger
og tendenser i samfundet, som har indflydelse @d seét alle mennesker i deres hverdag pa
en eller anden made, altsda bade makrogkonomisk dgomskonomisk. Sa det har
indflydelse...betydning politisk plan, pa virksondsenaessigt plan og pa individuelt plan.
Og...0g sa tager vi normalt de megatrends, sorhkadeveere individualisering, det kan vaere
digitalisering, det kan vaere accelerationen; ajeie gar steerkere, det kan vaere gkonomisk
veekst, for eksempel. Generelt ser vi at verdennakiske tilstand bliver bedre, altsa,
selvom der er kriser, sa vokser den stadigveektarelen. Sa tager man de her megatrends og
sa tager man dem ned pa virksomhedsniveau...hidkebetydning for TDC'’s strategi de
neeste fem, ti, tyve ar og pa hvilken made, for sistakeholders, for deres kunder for deres
produkter...hvordan kan man tilpasse deres stratedji fra det, sa udvikler man
strategi...gshm...og det ggr man ved, at man ideettdér hvilke usikkerheder er der indenfor
de her megatrends og sa stiller man dem op i nogleix’er og sa udvikler man og beskriver
nogle mulige scenarier: "Hvad sker der, hvis deinerelov bliver vedtaget? Hvordan kommer
det hele sa til at se ud?”, "Hvad sker der, hwibm...efterspgrgslen den bevaeger sig
herover?”. @hm...som | kan se, sa de her undersergeé indikerer simpelthen, hvordan ser
TDC's verden sa ud...det er sadan man arbejdemderMan stiller de her scenarier op og sa
arbejder man hen imod det mest gnskelige og tépasia strategier ud fra. Og der er miljg
bestemt én af de megatrends vi arbejder med. Denfrere konkret, at klimakrisen,
selvfglgelig ikke, har en masse betydning pa pilitplan og der kommer masser af
reguleringer for virksomheder, specielt i den ugstverden om emissions og...ghh...omkring
waste og omkring arbejdsforhold ogsd, for eksengapkteenkte pa, hvor lovligt det egentlig
er, at have sadan nogle plasticdampe herinde.hhah#@, jeg har skrevet sadan tre faser af
CSR ned, hvordan vi kommer fra klimakrisen og ne@$R i 2011. Man kan sige den fagrste:
CSR 1.0 det var mest en reaktion pa de regulerinder kom og pa de skandaler, der
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kom...ghm...der er to betydningsfulde skandalem sar med til at udvikle CSR. Dengang
prgvede man mest bare at tilpasse sig de reguéerohey var begyndt at komme i...jeg tror
faktisk det var...sddan i 90erne det begyndte gi taest fart. Altsd, der har jo selvfglgelig
veeret en miljgbevidsthed siden 60erne, der stadetlsadan rigtigt. Men far virksomheder
kom med og fer der kom nogle ordentlige reguleningg sa videre, far det blev hot for
pressen og op pa ledelsesniveau, det var fgrst90erne det startede. Og der var to
begivenheder der var specielt vigtige...og den eeé,var da Greenpeace de brgd ind hos
verdens starste forurener i 1990; Duponts hovedéwarUSA og plantede et flag oppe pa
toppen, hvor der stod "The World’s number 1 pollut®et gjorde simpelthen, at hele top
management i Dupont, som er en kemikalievirksomhaun...de begyndte at teenke "okay,
hvad sker der egentlig her, hvad er det egentligewider og laver og hvor ligger vores
fremtid?” De var et petrokemisk-baseret firma p# tiispunkt, sa altsad de forurenede, de
wastede og de fyrede en masse kemikalier ud i hdeetumpede i havet og i landfields ogsa,
og de havde en masse emissions, sa altsa, derfederepd alle de mader de overhovedet
kunne. Og sa valgte de simpelthen at, pa gruntt dea darlige medieomtale de fik pa grund
af Greenpeace’s aktion, at blive en biokemisk virkbed. Og det er altsa verdens starste
forurener, der vaelger at aendre hele sin stratetg, $in identitet, sin bevidsthed, som jeg ogséa
kommer ind pa senere, pa grund af det. Sa detagiamsen modreaktion pa...pa den tendens.
Og den anden, det var at...ghhh...Shell, seenkniafjeden potentielle seenkning af Shell's
Brent Spar, boreplatformen ud for den engelske, kysir den engelske regering havde givet
lov til at de bare sank den i havet, simpelthendfet er jo lidt nemmere og lidt billigere end
at skille hele skidtet af og sejle det ind og sh.gtyre det videre til noget genbrug, eller bare
breende det op inde pa land, ikke? Det er nemmerksgilodere de nederste der, hvor
boreplatformen star pa og sa bare lade det...ogikigireenpeace igen fuldsteendig amok over
og fik s& meget medieomtale...fik lagt s& meges pé&Shell, at de faktisk sejlede den ind. Pa
grund af de her to ting, sa man, okay, hvor megethér kan ggre for aktiekurserne at fa
darlig medieomtale og sa begyndte man at opretfe &ffelinger, som sa er CSR 2.0, hvor
man begyndte at systematisere det lidt mere ogkkkelavede det til noget kommunikativt,
hvor man sagde "vi har skiftet vores elpaerer” i, hér oprettede man afdelinger og ansatte
fuldtidsfolk til at lave det her, du lavede strasrgfor det og du lavede regnskaber, CSR
regnskaber ogsa; det er CSR 2.0. Men alligeveldndaetter det over i en afdeling, sa...hele
problemet med CSR er, at det kaldes CSR; at viekattbt sustainable business, for sa

adskiller du det fra "normal” business, sa detaktifk en made at adskille sig pa, men man
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kan sige i bund og grund, sa burde virksomhedesaesustainable som udgangspunkt, man
burde tage det for givet, det burde veere en tagegrainted assumption, at, hvis du ikke er
sustainable, jamen s& er det ulovlig businessy sleburde det veere umuligt at kunne
overleve i sidste ende som virksomhed. S& nu SEBR 3.0, som ligesa stille pibler frem...en
bevidsthedseaendring fra en ego-bevidsthed til en-hekadsthed og flere og flere
virksomheder anerkender at det skal veere inherenderes dybeste, psykologiske
sammensaetning af virksomheden, altsa i deres gitratderes identitet og det skal gare pa
topniveau.”

Line: "Kan man sige, at det skal veere point of tyaog ikke point of differentiation?”

Troels: "Ja...”

Line: "Altsa, det er noget, der er der, ikke fordifferentiere sig, men det er reglen, ikke
undtagelsen...giver det mening?”

Troels: "Ja, det gar det bestemt. At det skal vaeiget, som er naturligt...men for at du skal
veere sustainable business, sa skal du netop dgs@anere det hele, altsd bade bottom-up og
top-down.”

Tina: "Det er det der, hvor det netop er i hel&ksamheden og ikke bare kun en afdeling i
marketing.”

Troels: "Preecis, det skal teenkes ind, ligesom madvation, hvis man kan drage en parallel
dertil; du skal ikke bare have innovation i en éifdg hvor du sidder og udvikler, du skal
teenke innovativt hele tiden, ogsd en made du finer regnskaber pa og den made du farer
dine investeringer pa som virksomhed, som sa.skhdtvaere meget det man teenker med, for
der kommer i hgjere grad fokus pa bevidsthederksgimhederne simpelthen og der kan man
sa se ud fra, hvordan de nye virksomheder som paieplementere denne her strategi og
gar det. En ny form for bevidsthed, der pibler fregnen ny gkonomisk aera, som jeg kalder
eco-nomics, fordi, at igangsat af denne her megdirder hedder klimakrisen, fordi at
naturressourcer, de bliver dyrere og dyrere, fdedi bliver feerre og feerre af dem, sa derfor
bliver det ogsa dyrere at bruge dem og sa bliven prasset til at teenke i mere sustainable
lgsninger...oqg...ghh...forske i renewable energleser jo et mirakel at man ikke har fundet
ud af, hvordan man kan benytte verdens stgrst@iilde; Solen i batterier, det er lidt sjovt,
men det er jo fordi der er s store interessert.i Aiksd, vi far sadan en keempe maengde
solenergi og vi har kun brug for sa lidt her, fofeede hele jorden med energi. Det ma kunne

lade sig gare, at finde mader, hvorpa vi kan geterden det er selvfalgelig en lang proces.”
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Tina: "Ja og gkonomisk ogsa, hvor man ligesom kge hvem skal forske i det?”, og "hvor
sustainable og socialt ansvarlige skal vi vaerehdll til at vi ogsa skal tjene nogle penge til
shareholders,” for som virksomhed handler det \gddoom at man i samfundet far en
aendring af, hvad er en virksomhed og man som fgesrmaske ogsa far en indsigt i "hvad
kreeves der af mig selv som forbruger af virksomheel®' fordi det er meget...det er
virksomhedernes ansvar, men de skal ogsa tjeneepbtan har jo et syn pa at CSR, det skal
man bare veere som virksomhed og det at tjiene peagke er en skandale i forhold til CSR.”
Troels: "Ja, og det er den helt store fejl ved C&Rman har argumenteret moralsk og
ansvarsmaessigt og etisk for at det er det...detlkesomhederne, der skal go green, eller som
jeg kalder det "go good...why go green when you gargood?” alt skal veere godt, du skal
ikke kun veere god ved miljget, det skal ogsa vaeok og sadan noget, ikke. Men det er
den store fejl og det er ogsa det vi ser i denkkatigeratur, den debat der har veeret omkring
CSR, at lige sadan noget skal gares, fordi deeeadsvarlige at gare, men det kan du ikke
nar du har en gkonomisk virkelighed, en kapitaliststruktur, der hedder at vi har nogle
pressure points, som er som du siger...ghm...raddienzerer, der gerne vil have dividende,
der gerne vil have afkast. Vi har en konstant dfjeside, falsom aktiekurs, som simpelthen
render op og ned hvert sekund. Vi har et boardrettbrs, der hele tiden leegger pres pa dig
som leder og...ghhh...du har det naeste kvartakabrdu skal teenke pa. Det er sadan det, og
det er hele problemet med kapitalismen versus ldimfardi at kapitalismens struktur, den
har givet udtryk for den egobevidsthed, som har velre virksomheder siden
industrialiseringen, hvor man har teenkt kortsigten har tsenkt egoistisk, man har taenkt
gradigt og snaeversynet, man har kun taenkt pa sin eigksomhed og det de sa skal eendre
sig til, faktisk for at tjene penge i fremtiden,td® netop det jeg gar i denne her artikel,
argumenterer gkonomisk for, hvorfor virksomheded gjo green eller go good, ikke moralsk.
De skal sa andre denne her bevidsthed for at fjenge i fremtiden til en mere holistisk
teenkende, systemtaenkende, langsigtet og aben theddDe er ngdt til at anerkende at de
bergrer mere end bare hvad der er i deres veerdikdedderarer, altsa, alt hvad de
overhovedet kan komme i naerheden af. De er ngdlt tgenke enhver aktivitet ind i en starre
helhed, fordi ellers kan de netop ende i sadanenskndaler, hvis ikke de gar det til at starte
med. Men grunden til at Dupont ikke gjorde det, @t pa grund at egobevidsthed. Det er
fordi de bare har teenkt "vi skal performe, vi skalere nogle afkast sa hurtigt som muligt for
ellers sa mister jeg jo ogsa mit job, fordi s@sigestyrelsen til mig at der er rgde tal nu”...sa

man har veeret styret af...af den egobevidsthed.”
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Tina: "Men kan det ikke ogsa skabe nogle konfliktedag ogsa, for hvis du skal veere
sustainable-minded, s& handler det vel ogsa onu atr dneget mere langsigtet og i dag som
virksomhed handler det jo i hgj grad om at manyrachisk og omstillingsparat og man er
sadan lidt mere kortsigtet, fordi verden eendrerssidiurtigt at, sa star vi igen med sadan to
perspektiver, som maske ikke helt er foreneligevidesomhederne.”

Troels: "Nej, det...det er sveert...det...er blamutiet megatrend-acceleration, som vi arbejder
med herinde; alting gar steerkere, men, man kan..$igad er pointen med at lave en
virksomhed...jamen, der er nogle, der vil sige,dafj er meget sgdt, det er at opfylde et
behov...og sa& er der nogen, der vil sige at det duror at skabe profit, men hvis nu
fremtidens profit den ligger i at go green, for ékpel, det jeg argumenterer heri det er , at
fremtidens profit den ligger i at teenke langsigtédr eksempel hvis du er en
produktionsvirksomhed og teenker holistisk, jamerkaa du implementere den design teori,
der hedder cradle-to-cradle, som | maske har hart divor de der arktiekter...ghhh...og ham
der...og det gor jo at man kan forbedre produldigit, fordi du prgver at eliminere begrebet
waste ved at break down hvilke ingredienser ellatemaler du bruger i dit produkt og sa se
hvilke, som...ehh...kan veere, kan blive biodegraidealler technical recyclable, sa det vil
sige at du faktisk kan seelge noget af dit waste. @eker der mange store virksomheder, der
er begyndt at ggre...produktionsvirksomheder. asi@jer de deres waste til...foder til grise for
eksempel og tjener penge pa det nu, i stedet foruge penge pa at dumpe det.”

Tina: "Men det der cradle-to-cradle, det handlet wgsad i hgj grad om at informere
forbrugeren. Hvis man nu kigger pa fashion, saeerjal stort set alt det der med miljgskade
og sadan noget...det starter jo farst, nar manrkaroeluktet, at nar man vasker tgjet, specielt
jeans og nar de afskaffer tgjet...der er de sle¢ ikustainable eller CSR mindede som i
produktionen...”

Troels: "Nej, det er rigtigt, og der har Daniel Gamnskrevet denne her fantastiske bog, der
hedder "Ecologial Intelligence”, som | maske altireer faldet over, s han fremstiller en
teori, som han kalder "Radical Transparency”, lran pa at forbrugerne...han tror pa at vi er
gode som udgangspunkt, sa hvis vi bare vidste nveget miljgmaessig impact det her
produkt det har haft fra det er blevet concievéget har faet det i handen og til jeg smider
det ud, sa vil vi radikalt &endre vores forbrugsadfse

Line: "Det handler vel ogsa i hgj grad om conven&nat det skal veere nemt at genbruge,
altsa fordi, hvis man for eksempel ikke gider anhlyeige glas fordi man skal ga en halv

kilometer til den neermeste flaskecontainer, sarkgian det bare ud, men hvis der er en
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dernede, hvor du alligevel gar ud med skraldetr@deg ogsa at man er mere tilbgijelig til at
gere det rigtige. Sa det handler vel ogsa om, faroman skaber den der convenience for
forbrugeren, sa de ger det, i stedet for baregat&j, jeg kyler det bare ud, det er bare mig og
det betyder ikke noget i det store regnskab.” ”

Troels: "Praecis. Det er helt rigtigt at der er agrkpe infrastrukturelt problem og det er ogsa
derfor, at der er et stort blind spot i cradle-taete teorien, eller i hvert fald hvor der er et
stort potentiale, lad os sige det sadan, for gioséivt pa det...ahm...og det er take-back delen
af det, men hvis man nu laver, eller prgver i h¥aid kun at inkludere biodegradeable eller
technical recyclable ting, eller i hvert fald sdnga biodegradeable ingredienser som muligt,
som man nu kan, i stedet for at bruge kemiske pl&stik...whatever, sa er der en mulighed
for det. Jeg ved at NIKE, de er begyndt at prodeis@dan nogle biodegradeable sko, sadan at
man kan smide dem i naturen, hvis du har lyst,lisérde optaget i naturen i lgbet af et ar,
eller sadan et eller andet. De kalder det "consigerdesign” og med det praver de
selvfglgelig at veere pioneers pa det omrade. Adte&r lige sa solide som alt det andet, men
de er bare ikke miljgsvinende pa samme made o§alejo veere interessant at se, hvordan
man kan bruge dén erfaring og apply det pa allégawndre produkter, netop ved hele tiden
at taenke, at alt det du laver, det er en del a$terre helhed. Det abner op for en masse
innovationsmuligheder, for eksempel for Statoihha.hvad laver de egentlig, hvad...er de en
olieproducerende virksomhed eller er de en enemgiénde virksomhed og hvis man er
systemtaenkende, sa er det selvfglgelig det sidstegr det rigtige svar og det abner jo op for,
at Statoil kan identificere og finde nogle helt digaetningsomrader.”

Tina: "Men tror du ikke der gar lang tid fer, altd&t handler vel om at man sadan helt
overordnet som samfund far et helt andet mindsdorsfiugerne ogsa ligesom begynder at
adoptere...for det handler jo ogsa om, at mantskake helt anderledes ogsa som forbruger,
hvis vi skal have sustainable fashion og fashioerjdashion, der hele tiden aendrer sig fra
saeson til seeson...sa gar de to jo imod hinandeer, dér jo ikke noget sustainable omkring
det. Vi kan godt producere det miljgrigtigt og veepmaerksomme pa, hvordan arbejderne
har det, men hvis forbrugerne bare siger "jameskai have fashion, for nu er det vinter og
forar og sadan noget”, sa er det jo en forbrugskuited hvor man bare keber og smider
vaek.”

Troels: "Helt bestemt, men vi har jo the rise o folitical consumer, som vi har haft siden
80erne, hvor man kgber mere politisk korrekt og ebemere for at signalere...man

identificerer sig selv i hgj grad, ghh, generatfgrud fra hvad man kaber og hvad man har pa
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og ud fra dine interesser...du identificerer didivwduelt ud fra de kollektive feellesskaber du
tilhgrer, den musik du hgrer, den...de film du sey,specielt det tgj du keber og gar med
selvfglgelig, det er klart. Og der er jeg kommet kemmpetrends, og ogsa en skiftende
bevidsthed hos forbrugerne, som indikerer at deegrat vise at du er miljarigtig, men sa er
der altid det her problem, der hedder pris; manjoitigtig gerne kebe gkologiske varer,
selvfglgelig vil vi det, men det er bare tonserdytrtgive 10 kroner for en...ghh...en meelk i
supermarkedet og indtil at, hvad kan man sige, yktionsforholdene for gkologi eller
miljgvenlige produkter de er dyrere, s har dereblem, men jeg tror ogsa at hvis man
investerer mere i det her, i at producere miljgigenéa bliver det ogsa billigere...det er fordi
at vi er i opgangsfasen af denne her transistiactlogical business og det er derfor det vil
veere dyrere til at starte med.”

Tina: "Tror du virksomhederne vil investere i dhtjis ikke der ligesom er et marked for
det?”

Troels: "Nope.”

Tina: "Sa det er sadan lidt hgnen eller segget, hskah ga forrest; er det forbrugerne, som
gerne vil have det billigt, eller er det virksomkedge som er ngdt til at investere flere penge i,
at...”

Troels: "Eller regeringen. Der er top-down og bottap incentives for at go green som
virksomhed, som produktionsvirksomhed, som en miokkevmhed jo er..ghm...og det
er...top-down det er reguleringerne, der kom ogedgirimaert i den vestlige verden og sa er
spgrgsmalet jo om de pa den korte bane gar signénkpnkurrencedygtigt i forhold til Kina,
som dog ogsa er begyndt at regulere lidt pa det, @émeting er, at de skriver det ned, noget
andet er om fabrikkerne falger det, for sa miserddres konkurrenceevne pa det, fordi de
producerer billigt, men forurener helt vildt megeq...shm...det er top-down...top-down
incentives og bottom-up, det er jo sa at der fakéis en stigende efterspargsel pa granne
produkter...National Geographic, de laver hvert €m undersggelse omkring gren
forbrugeradfeerd i de 17 stegrste lande, hvor devieeer 17.000 mennesker og der har de
faktisk fundet ud af, for 2010, at den er stegetarrfinanskrisen, sjovt nok, jeg tror det er 4%
efterspgrgslen pa det, er steget, men det mestasnte det er, at det sker i BRIC landene, i
de nye veekstmarkeder. | BRIC landene og i nextl lewelene, der har vi 75% af de naeste ti
ars veekst...det er rimelig meget. Sa det er jo miegeressant, igen, det dbner op for en
masse innovationsmuligheder for...ghm...den vestleydens virksomheder, som jo netop har

masser af erfaring og pioneers indenfor produktied, her kan vi maske fa en
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konkurrencefordel. Og grunden til, at efterspgnyséer grgnne produkter er steget i BRIC
landene, det er denne her revival of the globaldieidlass; der er som sagt flere og flere der
far masser af penge i....i Brasilien og Indien dgaKspecielt, Rusland er lidt mere shaky
derovre, jeg tror snart den ryger ud af BRIC ladeBIC landene. Og det er bestemt ogsa
sadan noget, som modevirksomheder bgr veere opmamriespa. Vi har jo for eksempel
ogsa H&M, som noget af deres tgj...nogle items leedgr sadan et lille maerke pa, at det er
produceret organic. Det kan der veere en fordelnogi@mpe ved, fordi i og med at du haenger
det pa nogen af dem, og ikke efterlever det genhelm din virksomhed, sa siger du ogsa at
alt det andet tgj det forurener. Jeg tror ikkejeater s& mange forbrugere, der teenker over det
endnu, men det skal nok komme op i pressen pasiunkt, jo mere at H&M begynder at
gare det, faktisk.”

Tina: "Hvis vi nu, for nemheds skyld, siger at effimanskrisen, der er mere kommet sadan
en trend omkring at veere mere sustainable end rekiader alt fashion, hvordan kan man sa
undgd, at det ikke bare er en trend, at nar findsesk engang er ovre, at man sa ikke gar
tilbage til bare at consume for consumets skyld?”

Troels: "Altsa, sa forudseetter man ogsa at man shkdfa det, at det ikke bare er en trend.
Men jeg tror, at fordi klimakrisen er sa alvorligg aden kommer til at fa sa meget
betydning...ghhh...s& meget alvorlig betydningkad man ikke komme udenom det i sidste
enden, selvom at fashion maske vil prgve det ded@damle og de store modehuse,
men...ghhh...fordi de vil hellere satse pa engokbllektion og en hgj pris og det er stadigveek
lidt dyrere at producere gregnt, men der skal nakike nogle pioneers indenfor det ogsa og
hvis de kan fa hul igennem til forbrugermarkeded e positionere sig pa denne her made,
jamen sa er der jo et keempe potentiale i det.”

Tina: "S& man kan sige at det i hgj grad ogsa kontihat fglge den politiske orientering,
hvad der sadan er pa& dagsordenen i samfundet,faghain vil vaere et udtryk for det; hvad
der sadan er oppe...er det miljget der er oppenligesr det poverty, er det sulten eller sadan
at det bliver et udtryk den vej igennem ogsa?”

Troels: "Ja, det tror jeg bestemt det vil vaeres&glman har jo altid diskuteret om fashion, det
er nogen modehusene skaber eller tilpasser siggbgrgo nok egentlig en hybrid mellem de
to, det skal jo ogsa vaere en fin balance, for dej&aeller ikke skabe en eller anden trend,
som folk ikke synes er fed. Der ma ogséa veere ndgetde farst, men selvfglgelig kan det
veere meget innovativt, men de er ogsa ngdt tillgasse det de her trends og én af de

brancher, der har vaeret ringest til det, synestieat turde positionere sig pa det, i hvert fald,
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nar man snakker de store modehuse, fordi..pa m ahden made associerer man
luksus...eller associerer man ikke luksus med bygtieghed og...med at go green og sadan
nogle ting. Det er fordi der er mange folk, der Hardomme omkring den bevaegelse
stadigveek, at det er langharede hippier, som garfim det og “jaja, sd er der nogle
virksomheder, der gar det, men det er bare de géBees, som er blevet corporate, og sa
prover at realisere sig selv lidt samtidig”.”

Line: "Har det noget at ggre med, at ved at gorgreé tror man at man gar pa kompromis
med selve kvaliteten?”

Troels: "Altsa, det skulle man jo ikke gare...”

Line: "Nej, men jeg mener, tror du det er det deamge for, de store modehuse?”

Troels: "Ja, det kan det godt vaere, og sa...jandet kvaliteten...de gér i hvert fald meget op i
det; kvalitet er jo hele deres ry. Nu ved jeg ikked det er | fokuserer pa, om det er de store
modehuse eller keeder som H&M og Zara?”

Tina: "Det er egentlig mere bare fashion som koticaftsa det er noget imageskabende
overfor forbrugeren, nu skal vi lige have noglestallige koncepter omkring forbrugerne for
eksempel postmoderne, sa ligesom bruger det meeagltiydhvordan andre ser én i
referencegrupper og sa den mere hypermoderne fmhrsom begynder at komme nu, hvor
de forbruger ud fra hvad for nogle veerdier de sédv for og ikke hvad samfundet taenker om
én. Ikke, at det ikke stadigveek kan veere de st@ezk@r og sadan noget, og kaber det fordi
de faler at det har noget med deres identitet est. (%8 det er mere fashion som koncept og
ikke specifikke maerker.”

Troels: "Nej, okay — det er mere dynamikken sonhi@s bruger.”

Tina: "Ja og hvordan...om man kan bruge det, omed&n modreaktion pa finanskrisen, at
man nu kommer til at se en meget starre integratmlem CSR og fashion, fordi
forbrugerne er maske mere klar til det nu, fordietemere back to basics og det ikke handler
om at overforbruge og bare kgb og smid veek kuth@n det er denne her hyperconsumption,
der begynder at komme, med de indre vaerdier og foals&sics og...gamle veerdier, tilbage til
50erne og 60erne og sadan noget, der begyndeseasig i marketingverden.”

Troels: "Jamen, det er jo det man haber, at vi @gaérer vores bevidsthed, men altsa jeg har
laest nogle undersggelser om, at netop fordi déinanskrise sa tar man ikke kabe de dyre
produkter, sa det er altsa vigtigt at prisen kommeat pa de her green products og ogsa pa

gren mode, men jeg tror altsd kun at det kan lstieee og mere populzaert.”
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Tina: "Fordi barren bliver rejst nu betyder det eklat den bliver saenket, bare fordi
finanskrisen er ovre?”

Troels: "Jeg tror aldrig den bliver ovre, desveemen jeg tror vi kan aligne business via de
her top-down og bottom-up incentives og blive memete green, sa det ikke vil fylde sa
meget i den offentlige debat, som det gar nu, dghikke pa politisk plan, hvis vi kan fa
reguleret pa en made, hvor det er prosperous, samsiger.”

Tina: "S& man kan sige at medierne og regeringeN@@er kommer til at spille en rigtig
stor rolle i at kunne forbinde det her mindset fabrugerne, som hedder at, jo mere presse,
o mere opmaerksomhed, der kommer pd, at vi skal, Viekeesa meget CSR mindede, men vi
skal tage hele virksomheden og det skal veere ligesere rent mentalt...”

Troels: "Lige preecis og man kan ogsa se, at NG@mjder sammen med virksomheder om
at skabe sustainable Igsninger. For eksempel s@dwa Cola og WWF iveerksat en kaempe
restrukturering af Coca Colas tappehaller i naelséd@ verden om at lave dem til closed loop
production apparater, hvor de simpelthen rensersdeget vand. Coca Cola har oplevet meget
pres i de lokale communities i for eksempel Indiewor de bare mggforbruger en masse
vand, imens deres naboer, altsa borgerne, de rtdwst®g de er naesten...de skal ga jeg ved
ikke hvor mange kilometer, for at fa rent vand.i Séedet for, s er Coca Cola sa begyndt at
rense deres eget vand og genbruge det, i stedeaferat spilde det hele. Det sender et darligt
signal. Og det har de faet hjaelp af...af WWF oggimt jo s& ogsa at de sparer en masse
penge, men igen, igangsat af et pres udefra. @ & stadig navigeret af egobevidstheden,
men nu begynder det sa at abne sindet op, som & delene af gkobevidstheden, pa grund
af det pres de har oplevet fra de lokale communitg NGOer. Det er jo egentlig ret
interessant, at de s godt kan se, at der er ettive i det, altsa et intern incentive. Man kan
lave sadan en trekant, hvor man kan sige — deroprddwn, bottom-up og interne
perspektiver, fordi en anden made...en anden idé gteen eller go good, jamen det er, at du
tiltreekker de bedste mennesker, det er det mareké&dent capital. Der er lavet nogle store
undersggelser, der viser at de hgjtuddannedebsgjde med formal, med mening...fordi de er
ikke motiverede af blot at profitmaksimere, deaiibejde med noget, som ggr en eller anden
form for forskel, eller i hvert fald noget, hvor #an realisere sig selv pa, fordi de alligevel
arbejder ti-tolv timer nogle gange, sa kan man ik&kele ud bare at arbejde for en...ghh...ond,
olieproducerende virksomhed som Exxon Mobile, soesvecrre er verdens stgrste
virksomhed og det smadrer jo hele mit argumentt inge, ikke, om at going green is going

black on the bottom-line, men lad os se, hvor latiglet nu er det, for verdens anden starste
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virksomhed Walmart, de er begyndt at omleegge dertes med lastbiler og det er jo ogsa
sadan noget som...”

Tina: "De har veeret meget mere fokuserede pa lohedri fald.”

Troels: "Ja, praecis og det er ogsa sadan nogetdsoher modehuse kunne fokusere noget
mere pa; deres supply chain. Man hgrer jo aldrigehom modehuse og supply chain, det er
der ikke sa meget fokus pa, det er mest pa geniedei designafdelingerne...og sa lige
barnearbejdere hos NIKE, som...”

Tina: "Der har da vaeret denne her tendens tikadfivis vi nu deler CSR op i sustainable og
social overfor fashion...at det er mere skandalér, der har veeret fokuseret meget pa det
sociale aspekt og bgrnearbejdere og sweatshops,d&t mere det sustainable som er blevet
brandet og maske overbrandet, fordi hvis det skatevsustainable, s skal forbrugerne jo
ogsa ligesom vaere med til at sige "okay, hvordadetijeg behandler tgjet, nar jeg har kabt
det og hvordan skiller jeg mig af med det, nargegang smider det ud”. Det handler meget
om, hvordan virksomhederne rent faktisk produceletrog sa bliver det der sustainability
sadan lidt sat i gdsegjne, sa det som om det eetbberbrandet i forhold til det sociale
aspekt; det fylder meget i skandalerne, men ikkensdet i brandingen, det syntes vi var
sadan lidt interessant...om det er fordi det erkimmplekst for forbrugerne at forholde sig
til...at der har vi med mennesker at gore, deéidas lidt "jeg vil gerne handle billigt, men jeg
ved heller ikke, hvordan jeg skal forholde migddt”, hvor miljget er meget mere simpelt;
det er sadan lige til...”

Troels: "Ja, og det er en del af den offentligekdis og har veeret det i mange ar, hvorimod
det er nemlig komplekst med de andre ting, meredefgsa svaerere historie at forteelle pa en
simpel made, det tager lzengere tid...”

Line: "Maske ogsa pa en positiv made, fordi mantitismidt billeder i hovedet af folk, der
har det darligt...det er sveert at fortaelle den dudwrie, det er ligesom om at det er nemmere
indenfor sustainability at brande sig pa det otpétle den positive historie omkring det...”
Troels: "Nemlig, ogsa uden at det bliver for haljatagtigt...jeg har faktisk en kammerat,
som har et skotgjsfirma, som hedder Rubberduck, konéske kender...de laver de der
snowjoggers, som alle gik rundt med for fem ar sidéber sddan noget...og han har faktisk
lige fra starten stattet den fabrik...eller arbajgepa den fabrik, hvor han fik produceret sine
sko i Kina, han har veeret i gang med at bygge elesige ved siden af, til fabriksarbejdernes
barn. Han har fokuseret meget pa et der lokalekasme sa har han taget derover en del

gange, hvor...sa har han alle de her billeder, haorsidder med de her unger, eller hvor han
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render rundt og spiller fodbold med dem eller drillem, eller et eller andet og det bruger
han rigtig rigtig meget i sin kommunikation og sirandingopbygning og storytelling. Det er
sadan en del af det...grunden il, at det heddeb&ulbick, det er fordi han spreder gleede til
verden med sin sko, det er derfor de er sa fameargyglinsende og smavilde i det...og de har
det slogan, som hedder "smile”, som vi fandt sanihuket.”

Tina: "Men det er vel ogsa...i bund og grund handkt vel ogsd om forbrugeren bare gerne
vil feel good med nogle produkter, altsd det ded medsel og negative ting, altsa det er
maske ogsa derfor NokoJeans har haft, altsa nui haft svaert ved at komme i kontakt med
dem, at det maske ikke var blevet sa udbredt d@isdt, fordi det er Nord Korea og man har
det sadan lidt "det ved jeg ikke, hvordan jeg skaholde mig til, andet end jeg har en masse
negative tanker omkring dem” og sa skal man maskestere for meget af sig selv, hvis man
skal kabe sig et produkt, at det bliver for negatiy for kompleks for én...s& kaber man nogle
andre produkter som man far det bedre af.”

Troels: "Ja, for det der er med NokoJeans helt ketmkdet er jo at man stgtter det
undertrykkende regime indirekte ved at kabe de.det.kan godt ske at, at de der arbejdere,
der arbejder pa denne her fabrik og som har prodtice her 1100 par jeans de har det en
mikro-smule bedre end pa de andre fabrikker i Pgourang, eller hvor de nu
ligger...shm...men i og med at du keber dem, sfestdu jo ikke de medarbejdere, du statter
jo et undertrykkende regime, sa der er sadan lidvliad spot i den historie her, i den
storytelling, og den tror jeg har veeret lidt svaefoaklare, men ogsa at forsta og forholde sig
til som forbruger, men de har faet en masse orptaldet i det mindste.”

Line: "Vi har ogsa snakket om...vi har afholdt ekdsgruppe, da vi skrev den anden opgave,
hvor de siger "jamen, hvis de virkelig gerne visdipe dem, hvorfor sa kun 1100 par?”, og
jeans er forbudt i Nord Korea og de var sadartisimkring det at skulle producere jeans, de
ville gerne producere jakker...hvorfor sagde dékka bare ja til jakkerne, hvorfor skulle de
tvinge dem til, at det skulle veere jeans — deteridadan lidt...altsa det virker ikke som om at
de har teenkt det her projekt som "nu skal vi gargemh godt for nogle fattige mennesker i et
undertrykt regime” — det virker som om at "nu skabgre noget, hvor vi kan brande os selv
og det er fedt at have pa cv'et og gar den sa gdi. d\ltsa det virker som om det er med en
lidt anden agenda end man lige farst teenker.”

Troels: "Ja, motivationen har maske ikke veereti blevidsthed.”

Line: "Nej, det er heller ikke den opfattelse jeay laf det...”

Tina: "Det virker mistroisk.”
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Troels: "Ja, og hvis man leeser inde pa deres hjaid®ealtsa den historie de bruger til at
forklare, hvorfor de gjorde det her, den virkesalstadig ikke helt klar, synes jeg. Men vi har
jo eksempler pa virksomheder, som er born ecolggscan man kalder det...der er jo The
Body Shop...og Whole Foods, hvis | kender dem;rearikansk supermarkedskaede, som kun
seelger gkologiske og sunde ting; alt er sundt agogisk og prever sa vidt muligt med
indpakningen og sa videre, at laegge pres pa hplgysahain, som Walmart jo ogsa ger. Det
er sddan nogle, der er behov for. Body Shop havéigkjisk et take-back system, eller har det
stadigveek, med deres sesker.”

Line: "Matas gar det vist ogsa med deres stribeddykter, altsd man kan aflevere de tomme
hos Matas og sa bliver de genbrugt...det mener’jeg.

Troels: "Det kan godt veere, at de har pravet ige..$a stille ga i gang med det. Men de
(NokoJeans) er et eksempel pa nogen, der ikke rer dwplogical, tror jeg, fordi det virker
nemlig ikke gennemtaenkt, det virker som en fiks4ddord Korea, det er kontroversielt, det
giver PR omtale, og sa seelge det pa en eller asjdemade.”

Tina: "Det virker i hvert fald komplekst, men degrdvar lidt skeegt med den fokusgruppe vi
holdt, det var, at de var alle sammen sadan lidt Wl jeg slet ikke kabe overhovedet, det er
alt for komplekst” men hvis det blev trendy og d& feans rent faktisk kom pa mode, sa var
de sadan mere “jamen, sa vil vi gerne”.”

Troels: "Altsa hvis designet gjorde?”

Line: "Nej, altsa hvis brandet blev trendy, sa gat pludselig ikke sa slemt, syntes de.”

Tina: "Altsa de ved godt at underlying objectivéke har aendret sig, men sa ville de
alligevel godt have sadan et par jeans.”

Line: "Det er skeegt, at de begynder med at sige¢, tnevil ikke stgtte Nord Korea; det er
frygteligt og de far jo aldrig pengene” og sa bedgmman "ej, jamen det kunne jo gosa godt
veere, at de fik pengene...det er jo ogsa at stattgod sag, hvis de far pengene”, altsa de
begynder at overbevise sig selv om, at det er entigg, fordi nu er det trendy og nar andre
har det, sa vil man ogsa gerne selv have det.”

Troels: "Men er det ikke trendy?”

Line: "Det tror jeg ikke...altsa, man kan stadidpkalem i hvert fald.”

Tina: "Vi har ogsa prevet at skrive til dem, foxdigerne ville vide, hvordan det gik med dem
og hvor mange de egentlig havde solgt og sadan,nogem de sa havde andre...altsa, om de
havde teenkt sig at lave nogle jackets eller noglgsheller om det skulle udvides, konceptet.

Men vi har ikke faet svar fra dem.”
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Troels: "Nej, jamen, det tyder da ikke pa at det@gen moderne virksomhed...det virker ikke
sa serigst.”

Line: "Jeg tror ogsa bare at det der trick medsaahar de gjort det og det lykkedes sgu og
sa...videre. Det virker ikke som om at det herate¢n forretning, det er "vores lille baby”,
som vi skal have til at vokse og...det virker baoem om...”nd, det gik sgu, fint, videre —
naeste projekt”.”

Troels: "Det er lidt et tilfeeldighedsprincip de haed at gare, sa | vil prgve at udstille dem
lidt i jeres opgave?”

Tina: "Hahaha, nej, vi synes bare det er sjovtdgtmed at forbrugeren hele tiden aendrer
mening og vende helt rundt, bare ved at det koompde og sa ville vi prave at kigge pa
meningen — altsd handler det om at pa en eller mamdéde, sa skal det legetimeres i
samfundet, at de maske mangler en NGO eller sadget melt fra start af, der gar ind og
siger at det er et o.k. projekt, altsd at det maskéor userigst nu og hvis det kommer pa
mode, sa kunne det fa den der sociale konsensugjadeat man sa godt tar kebe det. Sa
risikerer man ikke for meget at sin identitet végj@rundt med det her produkt.”

Troels: "Jamen, jeg tror sagtens det kunne ladg@ig, jeg kender ikke lige nogle eksempler
pa born ecological pa fashion companies, men ddaié@ndusme komme pa et tidspunkt.”
Line: "Det her er jo heller ikke ecological, detjerbare social.”

Troels: "Ja, det er ogsa det jeg mener med ecabgimkologi betyder jo bare at det
omkringliggende miljg, og det er ogsd mennesked®t.f

Line: "Nej, det er ikke pa den made, altsa detille\finde ud af, var maske mere hvis man
skulle have sadan et brand, hvordan brander masadétvordan brander man det sa det ikke
bliver s& komplekst for forbrugeren at tage sijliil at kebe, fordi at nar du er ude at kabe
for eksempel modetgj, sa vil du ikke have klaskemailigt i hovedet, sa vil du bare se godt
ud og kebe noget du har det godt i og maske ogsaaetl som du godt kan lide. Sa maske at
fa det vendt til en positiv ting, men det kan ogsére, at det er for meget at det er fra Nord
Korea...at det ikke kan lade sig gare, fordi fodkdvikke kan tage stilling til det.”

Troels: "Det er meget kontroversielt at tage datverdens mest undertrykkende regime, men
det er ogséa en nicheting...jeg har veeret i Kogananeder og studere i Seoul og kabte noget
Nord Koreansk sou jiu, som er ligesom japansk sakein og rissnaps og synes jo at det er
en skideskaeg historie at rende og fortaelle folkatdige og smag, der star her pa koreansk at
Kim Jong Il han har pisset i den — én drabe i Hlamke” hehehe...eller sddan et eller andet.

Sa det er en sjov, god historie at forteelle, mendodsa kommer lidt dybere ind i den; hvis
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man graver lidt dybere i NokoJeans’ historie, séarlige pludselig huller og sa er den ikke
sa sjov alligevel leengere. Men at tage fat i detldg#ger med, "hvordan forteeller man en
social fashion historie?”.”

Line: "Ja, sa det ikke...altsd, nu er der bareigigheget fokus pa det grgnne, gko og
materialer og sadan noget, men hvordan fortzeller historien om de folk, der producerer
det, fordi selvom du kaber en organic t-shirt i H&84& er den stadig produceret i Bangladesh
eller lignende af en fattig arbejder til hvad.ai@r...det er bare sadan lidt paradoksalt. Men
altsa, hvordan man sa far fokuseret mere pa dealsoaspekt i det, fordi det er jo ogsa
supervigtigt.”

Troels: "Selvfglgelig...”

Tina: "Det kan jo godt veere, at vi kommer frem &t,det ikke rigtig kan lade sig ggre...men
altsd NGOer...Fair Trade er jo blevet sadan megaemglade” og deres hjemmeside er
meget mere farvestralende end for eksempel Amnestynationals, som bare signalerer
autonom, sa snart man gar ind pa den, sa dettenjdt forskellige images de afspejler, hvor
vi havde teenke os at stikke en finger i jorden lrais Trade og sa sige "jamen ville | turde at
samarbejde med NokoJeans?”, eller om de ville &alale ville risikere noget af deres
positive, farvestralende image ved at arbejde sammed et produkt som er sd negativt
associeret hos forbrugeren. Der kan jo ogsa veegte rimg der, hvor det mere ville vaere
Amnesty International, som ville turde det, men deh s ville vaere det rette image som blev
kaedet pa.”

Line: "Men jeg tror ogsa at det med NokoJeansnaed at skulle tage stilling til at kabe det
er en ting, men nar du sa har kabt det, s& skabdé ga med det og sa bliver det en del af din
identitet pa en eller anden made, det kan jo ogs@ wroblematisk at skulle tage stilling til at
tage de bukser pa om morgenen.”

Troels: "Men jeg vil sige, at der er ikke nogentbige, der er for kompleks til at blive fortalt.
Men det der er problemet med NokoJeans, det estatrien er ikke god hele vejen igennem,
det er nok det, der er problematisk, for de skaihgaog bevise, at de ikke statter regimet og
at regimet ikke ejer denne her fabrik, at det epévat en, der er ejet at nogle fa. Hvis de kan
ga ind og modbevise det...”

Tina: "Det er sveert, for alt i Nord Korea ejes &ften.”

Troels: "Lige praecis og det er jo det, som folk vieéde i lige preecis denne her historie, men
jeg tror andre historier sagtens kunne forteell@s) s1in ven han ggr, som | maske ogsa gerne

skal snakke med, | er velkomne til at refererenid i hvert fald, og det funker jo ganske fint
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egentlig. Han far masser af presseomtale bade mAdnog i udlandet og har faet Paris
Hilton, Jessica Alba, Hillary Duff, Katie Holmesaifela Anderson til at ga rundt i dem ved
at sende dem til dem.”

Tina: "Men det er maske ogsa ved at vaere tendemsehvor det tidligere har veeret CSR —
"na, de har code of conduct, men de ga@r egentkg &a meget”, hvor nu er forbrugerne
begyndt at vaere mere "hvis nu jeg kaber det hexdsa?”, at de sa gerne vil se noget for det;
altsd nar de kaber et par jeans, sa vil de gernat sier er nogle, der far det godt af det, eller
se nogle billeder dernede fra, eller, nu stotter \/éSPA og sa far jeg nogle gange en
nyhedsmail, hvor der for eksempel star at de hagét et bjgrnereservat nede pa...et eller
andet ikke, sa man taenker "okay, det gik mine pes#gél i 2010” og sa far man billeder
dernedefra af, hvordan det ser ud.”

Troels: "Det er det som man kan kalde radikal tpamnens, som ham der skriver om i
"Ecological Intelligence” og det har vaeret et keerbped spot for NGOer i mange mange ar,
altsd dem har du bare stgttet blindt...du har getdlille Mgala har faet ni nye blyanter, men
hvis du ser det, sa bliver det mere motiverendsaite, hvis du rent faktisk kan se og maerke
denne her forskel, du far. Der giver teknologiemlaarigtig fede muligheder for at kunne
gogre det. Noget der hedder augmented reality, sam meget stort indenfor
marketingverden...”

Line: "Ja, det kender jeg godt. Jeg har skreveehom det inde pa mit arbejde.”

Troels: "Sa ved du jo allerede, hvordan det fungeaksa, det giver jo ligesom mulighed for,
at hvis du scanner de her jeans, som er produicEtietpien, hgrbukser eller et eller andet, sa
kan du se en lille video med dem, der faktisk hadpceret dem...ghm...du kan se, hvad de
har faet ud af det og sadan.”

Line: "Det er ogsa det man bruger 2D barcode$filkan man scanne dem og sa fa en masse
oplysninger.”

Troels: "Nemlig, ekstra informationer, ekstra stetjng og uddannelse, men ogsa ekstra
branding og experience economy. Pa en conveniedemsa far du nogle helt konkrete
beviser og det skulle gerne kunne styrke folk ieddreslutningstagen og hele det her med at
tage stilling til at kabe.”

Tina: "Det stiller jo ogsa nogle meget starre ktiivarketing at fa inkorporeret de her pa en
simpel og convenient made i forhold til at fortaétiebrugeren...”

Troels: "Og en aerlig made. Jeg kalder det "honesnding”, det kan veere fremtiden, det ma

veere fremtiden, for nu har vi alle de her...”
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Tina: "Bgrnefonden, de er jo ude...de samarbejdermed en eller anden amerikansk
organisation, der hedder "the children’s fund” eddan noget...de har sa fundet ud at, at de
barn nede i Afrika, der rent faktisk skulle ga p& skole, de ikke gar det. Der er nogle
danskere, der har veeret derned for at se sine sfmra og veeret med pa skolen og har set at
det er der han/hun gar, og sa derefter har faeidat at de slet ikke gar pa denne her skole.
Det er jo en hel lagn, der har veeret stillet opt €&a hvert fald med til virkelig at skabe...”
Troels: "Fordomme omkring det, sa gider folk jo ékktatte det eller kabe de produkter, og
det er derfor...altsd be honest, go good hele vigiennem — de betaler sig i sidste ende,
specielt nar vi har de her sociale medier, hvoteywe bare lgber sd hurtigt og du kan ikke
kontrollere dit budskab leengere som virksomheds®bar vi ogsa faet den hjiemmeside, som
hedder greenleaks.org, som danske gutter og guthratestartet som er lavet for at udstille
green washing companies, det har vi slet ikke setakkn endnu, eller jo det har vi, vi har
bare ikke kaldt det green washing. Og hvis baremjemks far en brgkdel af den succes som
wikileaks har faet, sa skal de store virksomhedtséairkelig til at tage sig sammen og passe
pa, og go green. Det er noget der leegger pres paamgkan jo godt kalde det her for en
NGO, men jeg ved ikke helt...det kommer til at afigeeaf en masse...om man anonymt kan
laekke ting derinde, det er nemlig ret kreevende, idéan er, og der er nok nogle der skal
kneekke koden...sa det laegger et ekstra pres.”

Tina: "Det ville maske vaere meget sundt for sadasaenfund som vores, som er meget
skeptisk omkring sadan noget, generelt er mangptidk omkring CSR og...men det handler
maske om, at virksomhederne skal tjene sine pehge..

Line: "Jeg tror ogsa, at det har rigtig meget ategmed at CSR for mange mennesker er totalt
fluffy; det er sveert at konkretisere det, sddaedimm det der med, hvis nu man kgber et par
NokoJeans og der er augmented reality eller 2Doolarclu lige karer henover, og sa kan du
se "na, ham der, han hedder det og det, han proeitic& kommer det bare ned péa det der
meget lavpraktiske, konkrete niveau, frem for agder penge til et eller andet, hvor du ikke
ved hvor de ender og jeg tror ogsa at det er datf@arnefonden har haft rigtig stor succes
med de der faddere og ogsa det der "Giv en ged”bliker bare sa konkret, at sa skal man
ikke sidde og tage stilling til det. Fordi det erilkke fordi man ikke har pengene til det, det er
bare det der med at man gider sgu ikke sidde agjéyeta der er en eller anden CEO, der kan
fa en fed hyre inde i Rgde Kors eller noget...”

Troels: "Praecis, Jgrgen Poulsen, hvad far hammi#ion for at sige op? Ja, altsa er godt ord

og et vigtigt ord i den sammenhaeng, det er at déficgse CSR-begrebet, s& man ger det
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handgribeligt, det er sindssygt vigtigt, for detbare meget diffust og abstrakt og der er jo
stadigveek ikke nogen konkret definition pa det endrddan en som alle er blevet enige om
officielt.”

Tina: "Nej, der er mange forskellige i hvert faBare det, at det er frivilligt, sa leenge du
folger nogle regulativer og lovgivninger.”

Line: "Men der er ogsa det her med, som vi leeste artikel, at der er to slags firmer; der er
dem, der begynder p& CSR, fordi de bliver tvungkt det, de bliver presset til det ligesom
Coca Cola og sa er der dem, der ggr det af egeiljéifordi de er lidt mere resource-based.”
Troels: "Ja, altsd du kan jo bade veelge at gerefatett forbedre din produktivitet og
innovation, men sa er der ogsa bare nogen dergafdent brandingmeaessige arsager. Det
forbedrer jo ogsa vaerdien af brand reputationaajtsdwill aktivet, som jo er en af de starste
aktiver i de starste virksomheder efterhdnden dug..er fandme sa lokkende at ga ud og
lyve...eller, ikke lyve men man maler det bare irdire gregnt end det er.”

Line: "Men jeg tror ogsa at det er derfor man hiimedt til at konkretisere det endnu mere for
forbrugeren, sa de tror pa, at den vare reeloen, man siger den er.”

Troels: "Konkretisere og simplificere, men ikke foneget, for sa bliver det nemlig
greenwashing i sidste ende. Men ggre det lidt foestdeligt.”

Tina: "Men det er maske ogsa sveert ikke, altsavidksomhederne, fordi hvis danske
forbrugere...hvis det er marketing og brandingysa de godt at s& smgrer man maske lidt
tykkere pa og praver pa at pafare forbrugerne steb& syn, sa hvis CSR er der, sa er det
sadan lidt "ah, det er bare de der marketinggual&erog de kan noget med ord og noget med
billeder og sa ser det godt ud”.”

Troels: "Det er ogsa derfor at det ikke kun skatevamarketing, det er derfor det skal veere i
virksomheden og sa kan man derefter fortaelle mejektivt om det, end man hidtil har set
og sa bliver det til markedsfaring, men i stedetdbdet skal ud i en masse smarte annoncer
og tv reklamer, sa er det i hgj grad noget, der sikabes i et community, netop fordi det er sa
komplekst ogsa, sa kan man bedre via interaktiodialgg, forklare hvad man egentlig laver
og sa kan folk fa lov til, at stille spgrgsmalforholdene dernede og man kan vise det med
video og interviews...eller maske kan de ligefreamkne i dialog med nogle af dem...af
medarbejderne. Det tror jeg vil demystificere ehdst og ved at abne op for feedback, nogle
der kommer med nogle kritiske synspunkter til détkan man tilpasse sig det, sa det handler

ogsa om, at virksomheder tar slippe kontrollendiea klassiske one-way communication, en
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Kontrolled communication til en two-way dialoguajKontrolled, informal...gshm feedback
kommunikationsmodel.”

Line: "Ogsa hele det der med de sociale medieredegsa nogle, der gar ind og kritiserer at
der er for lang ventetid ved for eksempel TDCs isetelefon, eller sddan noget. Sa i stedet
for at bare slette det eller glatte ud, sa sigerfjan vi ger alt hvad vi kan for at lave om péa
det”, altsa erkende sine fejl og sa gere nogetdetd stedet for. Det er gaet lidt fra at veere
virksomhederne, der bestemmer til at nu er detrfigdrne, der bestemmer lidt mere, for de
kan bare ga ind pa Facebook og sige at deres leramaiget lort og sa er du pa den, fordi alle
laeser det og sa deler man det og sa skal man dleliigd mere...”

Troels: "Ja, word of mouth, det er det man skal evagpmeerksom pd, bade de negative
konsekvenser, men ogsa den virale positive eftigtt]ynhurtigt kan have. For eksempel, her
er en modevirksomhed, der laver fedt design paréentlig made. Vi har jo ogsa det danske
Noir, de har pregvet i hgj grad, ogsa at produceemnty sa vidt jeg ved. Og de er ogsa for
velggrenhed. Men det er vigtigt at virksomhedestir at CSR ikke er lig med velggrenhed,
det duer altsa ikke, at du star her og haelderdal&emikalier herned og sa giver du lige en
tier til bgrnearbjedere...det er ikke balance, @éet slet ikke balance. Det er bare
selvmodsigelse og det er det, som jeg tror at delsomedier kommer til at fokusere meget
mere pa at eksponere.”

Line: "Det er naesten endnu veerre, end "bare” ikkesere grgn. Det er veerre, hvis du siger at
du er grgn eller gar en masse velggrende...”

Troels: "Nej, det er nemlig ikke sustainable, detder ikke og det er ikke vedvarende pa
nogen made.”

Tina: "Det handler vel ogsd om, at man erkendesaatmen med globaliseringen, jamen sa er
business og society bare mere interrelated, dekertiver for sig mere, sa nu handler det som
virksomhed om at tage del i society og bruge det so konkurrencefordel at se pa, hvad
ligger der, hvad kan der investeres i for at farbeatbejdere eller bedre infrastruktur, sa vi
kan komme rundt med vores varer. Teenk pa det @néen made og ikke se det som dig og
mig, mere at nu er vi sammen om det. ”

Troels: "Netop erkende at vi ved maske ikke alt dmk hvordan producerer folk, er der
nogen der kan hjeelpe, lave co-creation, abne é&pnde, erkende, erkende — at turde gare det
og alle veere pa samme niveau som forbrugerne. MidParter har heldigvis lavet denne her
fantastiske artikel, han udtaler sig i gvrigt ogsa denne her teori, som han kalder the next

big transformation in management thinking, til tiet foredrag han gav og der sagde han til
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mig "hold lige gje med Harvard Business Review ndeste par maneder” og sa her i januar i
ar kom hans "The big Idea” artikel, som hedder "Houiix capitalism and unleash a new way
of growth” som er skrevet sammen med Kramer, og li@mdler i bund og grund om at
business skal til at aligne sig med society, fakel er flere penge i det i sidste ende. De skal
leere at de haenger sammen og er en del af hinamdenioterrelated, intertwined, fordi hvis
det omkringliggende miljg ikke har det godt, sa kinjo heller ikke kabe en virksomheds
produkter, sa der er interesser i det...i at fgkéohar et arbejde, sa de kan give pengene igen i
virksomheden. Han kalder det creating shared valge jeg kalder det competitive
sustainability. Alle ved, at nar Porter kommer nmediet nyt, specielt HBR, sa er der folk der
lytter, men han har jo ogsa baseret det pa en nfasseellige cases, og han neevner blandt
andet Walmart og Starbucks og de arbejder deraéfielikander...”

Tina: "Men han ser jo ogsa meget mere strategisttgpdsom et veerktgj; at CSR det er ikke
noget man bare poster penge i, det skal integrenesvirksomhed og hvordan det kan bruges
som konkurrencefordel, eller ham og Kramer er dét |

Troels: "Ja, jeg kalder Porter verdens hardestedmarfi990 hvor han kom med "The
competitive advantage of nations” han ville veere dge Keynes, men hans hjertesager er nu
healthcare og miljget. Det er jo ogsa interessahiaa er gaet fra ego til gko, han har ogsa
taget den der proces. Det sker jo over hele verden.

Tina: "En jeg ikke lige kan huske hvad hedder, bgsa skrevet en bog, hvor han siger "the
future of business is sharing”, hvor man ikke espekt, men man skal dele der hvor man nu
er som virksomhed. | forhold til virksomheder, hw&n nu er i samme branche og samme
industri; om man sa tgr dele og man tar stole paaat sammen kan benefitte og at der ikke
bliver taget.”

Troels: "Nemlig, at arbejde sammen med dine kordatar, co-competition, en
viderebyggelse af co-creation, i nogle sammenhasége det meget mere relevant end ikke
at gare det, men der er ikke nogen virksomhedeed&00% abne. Procter & Gamble er et
godt eksempel pa co-creation, men de er ikke 1009€.2De skrivere at de leegger alle deres
IPRs ud pa nettet, men sidst jeg kiggede var der2&iinnovation assests, som de kalder det,
som man kan bruge til at innovere videre pa. MenJbell...det der med at erkende at du er
en del af helheden, at teenke holistisk og invitie& ind, ogsda sa man far en mere
mangfoldig innovationspool...det er noget, somldar er positive ting i, men det stiller igen
nogle store krav til lederen, fordi han skal kurmevigere i denne her hyperkomplekse

verden, som i gvrigt ogsa er en megatrend, sonrbejder med og det er daelendusme
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sveert...du skal veere...selv veere mangfoldig, dussia veere alsidig, du skal vide lidt om alt
for at kunne lede folk fra mange forskellige baggle, men det er bestemt fremtiden, fordi
der ligger mange fordele i det.”

Tina: "Jamen, man kan ogsa sige...hvis man nu kiggesupply chain, sweatshops og sadan
noget...i stedet for at man er en sweatshop deryvar virksomheder med tyve code of
conducts, at man sa ligesom gik sammen og fandigéiszet, som man arbejder videre udfra
og praver sa pa at comply’e efter, i stedet faisliikkeren skal haenge her, de andre siger den

skal heenge der..” det er komplekst nok...de harkendikke ressourcerne, hverken
organisatorisk eller finansielt til at kunne klailédet her med de der code of conducts. Sa var
det bedre at de gik sammen, i forhold til hvordankdinne hjeelpe de her sweatshops og
suppliers til at tiene de her code of conductsloglmere ansvarlige.”

Troels: "Jeg tror bare at...man kan jo prgve aiglegres pa dem, det er det samme med de
andre....Walmart eksemplet; fordi de er sa stavalifde har s& meget magt...jamen sa nar
Walmart siger noget, sa gar folk det bare, fordi etederes starste kunde. De har...der kan
man neaesten tale om et ansvar, de har faktisk eaasem virker hele vejen ned i supply
chain. Hvis H&M og Zara de gjorde det samme, sdlslkalle de her fabrikker i Bangladesh
og sa videre, tilpasse sig, men der skal nogle @éret i sidste ende, hvis H&M de skal
turde indse...de skal turde teenke langsigtet.skjiet er meget det spektrum, som gar at de
ikke tar investere s meget i det, sa er det afd#arlig samvittighed laver noget charity,
noget corporate volunteering, hvor de kommer udadggjder frivilligt for en eller anden
organisation betalt i arbejdstiden. Det er ogs@diuny supertrend og jeg kan godt forestille
mig, at det er sadan noget man ggr i forurenendtsomheder...i Exxon Mobile eller et eller
andet. S& kan man realisere sig selv lidt pa s@jde.”

Tina: "Ja, det er jo interessant. Der er nogle megele pointer, tror vi er ved at veere
feerdige...”

Troels: "Ja...ellers lees artiklen, der er sikkays@® eksempler, som | kan bruge maske som et
framework...ogsa i...ghhh....preesentationen. Dasepialtid folk af, sa der er masser at

diskutere der...”
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Appendix 4 Expert interview with Development Manage Jonas Eder-

Hansen

Expert interview with Development Manager Jonas EdeHansen at Danish Fashion
Institute (a network organization for fashion companies) with his main focus being CSR

and sustainability.

Jonas: "Er det de samme spgrgsmal | har still&stiien?”

Tina: "Nej, det var mere overordnet med, hvordaskdlisen i samfundet, hvor det her er
sadan lidt mere fashion orienteret. Men du er ogsget CSR mand, du kommer inde fra...”
Jonas: "Ja, men, jeg har jo veeret tre maneder einddstrien og har da naet at opsnappe lidt,
selvfglgelig...hvad der foregar. Jeg synes oveertdjeg kan godt se, hvor jeres spgrgsmal
peger hen ad og overordnet er det maske vigtigdtaate med, hvad der er for nogle
elementer, som ud af CSR dagsordenen, som savgtigste indenfor mode. Der er sadan 5
overordnede emner, som vi i hvert fald har arbejdetl herinde hos os....ghhh...og de er
nemlig meget miljgorienterede...og det handler andv..vandforbrug, som jo er en enorm
ressource i hele produktionsprocessen, der er \ierder den optimale ressource og som alle
ved, at vand bliver en knap ressource, man snakkedet bla guld og én ting er drikkevand,
noget andet er grundvand og det er en forholdsmepkressource og vi ved endnu ikke
hvordan vi kan bruge alt det her havvand, som ligigeude. S& det er en enorm vigtig faktor
i produktionen af tgj. Sa er der sadan noget samsport af tgj, som jo bliver produceret i
Kina og Indien og det skal transporteres....sefjdligy bliver der ogsa produceret...men det
bliver ogsa transporteret langvejs fra, sa der rermmsse CO2 udladning i forhold til
transporten, men selvfalgelig ogsa i forhold tiveeproduktionen...det er en meget intensiv
produktionsproces, sa der er meget fokus pa..igkermeget fokus pa...men der bliver brugt
meget hgje temperaturer og de her hgje temperagareat der skal bruges en del energi til
det. Sa er der sadan noget som waste...affaldsér etgkeempe issue...hvor kommer alt det tgj
hen, som vi har brugt og bruger vi tgjet nok, burgelet kun til der er en lille plet eller hvad
ved jeg...s& der er enormt meget tgj, der gapilills, der er selvfglgelig meget genbrug, men
der er ogsa rigtig meget, der ender op pa losssphadkunne man forestille sig. Der er ogsa et
paradoks i forhold til det her med at virksomhesem H&M, Gap og Marks and Spencer,
jamen de har nye kollektioner stort set hver sjagie. Der er jo et paradoks i forhold til
baeredygtighed.”
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Tina: "Der var i Fashion Forum, hvor man kigged# heermere pa sustainability, hvor det
der cradle-to-cradle koncept, kan man bruge det skal man ligesom ogsa tage forbrugeren
med ind i det, eller skal man bare som virksomhigdepa det og kan man pa en eller anden
made fa det til at blive til noget slow fashionrdoat vi bare forbruger hele tiden og fast
fashion og...eller om det simpelthen bliver for kidekst for modeindustrien...man er lidt vant
til at det skal ga sa hurtigt.”

Line: "Der er ogsa et problem i, at modeindustian jo gare nok sa meget for at forebygge
de her ting og veere sustainable, men alt det wasteer jo farst nar det nar ud til forbrugeren
og sa kan man ligesom ikke rigtig ggre mere, ellet kan i hvert fald veere sveert at
kommunikere og fa forbrugeren til det.”

Jonas: "Det er helt rigtigt, det er en keempe opgaae star overfor, en keempe udfordring,
men det man maske kunne teenke sig, som der er megdrar snakket om i branchen, det er
det her med...ligesom indenfor elektronikindustriahder kommer...rent politisk bliver der
vedtaget, at de her komponenter, de bliver ngditt tillive lavet pa en made, sa de kan tages
tilbage; take-back guarantees. Nar man snakkeramputere for eksempel, jamen sa er der
RAM, som kan bruges igen og jeg ved ikke om mannkuteenke det samme, eller der er
nogen der snakker om at teenke det samme med tdgt ated, hvor man keber det, eller
producenten har ogsa et ansvar i forhold til atiskage det her tilbage.”

Line: "Kunne man forestille sig, at man kunne laveslags pantsystem?”

Jonas: "Lige preecis, det er sddan noget dér....”

Line: "Fordi sa er der ogsa noget i det for forleem.”

Jonas: "Det er sadan nogle tanker, der er oppel fem ting er...ghm...nar vi har en
computer, for eksempel, og den er gammel, sa sgiten jo bare ned til elskrot, hvis det er
pa arbejde, eller der er sadan en kommunal ordhivay, de kommer og henter det der og sa
kommer det et sted hen og bliver skilt ad og satrsan igen. Men der er det jo slet ikke pa
samme made i forhold til tgj, der havner det jeraflespanden og sa er der selvfglgelig ogsa
noget, der havner hos Dansk Rgde Kors, men protirgealler forretningen, hvor det er
kabt, er jo slet ikke med inde over den proces. @ete sadan set heller ikke i forhold til
elektronik, hvor, ikke forretningen, men producenitar...bidrager til de omkostninger, der er
ved at fa det elskrot bragt et eller andet sted Men det kunne sagtens veere i forbindelse
med pant. Sa i forhold til affald, det er jo ethf...peent stort omrade. S& det handler
om...ghhh...hvad har vi naevnt...vand, transport2,Ci¥fald og sa er der jo det her sociale

element omkring arbejdstagerrettigheder og omknmegnneskerettigheder osv og det er altsa
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bare....det er der selvfglgelig, men vi har de amdementer...jeg har taget denne her med, jeg
ved ikke om | har set den. Det er...ghm...det kwaaee vi skulle prgve at snakke lidt om det i
forhold til hvad det egentlig er vi laver her pari Fashion Institute, hvor vi jo har rigtig
meget fokus pd CSR og har haft det i rigtig lardy fordi vi faler at, altsa vi er jo en
medlemsorganisation, vi har 110 medlemmer...BriBgwaar, Mads Ngrgaard osv, en lang
reekke af de stgrste og mest kendte danske brands @gen netveerksorganisation, som
arbejder for vores medlemmer og vi arbejder helertipd, at kunne skabe yderligere viden og
kvalificering og @ge kompetenceniveauet indenfaniohen og der sa vi sa for de her to-tre-
fire ar siden, at der la et fantastisk potentidierhold til CSR. Der var rigtig mange af vores
medlemmer, som ogsa syntes det var et sveert koategpbejde med og manglede noget
inspiration.”

Tina: "Hvorfor tror du det? Altsa i forhold til dgynes det er sveert, fordi fashion er jo sadan
meget identitet og imagepraeget og CSR er mere nogelvisk...det er to forskellige
koncepter, der er sveere at integrere.”

Jonas: "Jeg tror, og det kan der veere noget om,jetetror de startede med at begynde at
blive opmaerksomme pa det fordi der var nogle irorest som begyndte at spgrge ind til
"hvad gear | i forhold til Global Compact?” eller tdear nogle af de store stakeholders, der
ikke sa meget stillede krav til det, men stillepggsmal til det og de har simpelthen ikke
kunnet svare pa de spagrgsmal de har faet og hwvissiel ind og salge i nogle af de store
kaeder sa er det jo ogsa et krav efterhanden moathar styr pa sine underleverandgarer. Men
der er jo ogsd mere fokus pa leverandgrerne, hoomier tgjet fra og hvordan bliver det
produceret og hvad for nogle elementer omkring elefine-fem issues...det sidste element
handler om kemikalier og hele den der proces.l.kat "Blod, Sved & T-Shirts”?”

Tina: "Ja, det er ogsd med i vores projekt og der\d netop ogsa og snakkede om, at netop
med sadan et program med de her overforbrugerderatommer endnu mere fokus pa det
sociale aspekt med produktionen af tgj, fordi dehkner frem i lyset pa en helt anden made,
fordi Line og jeg var godt klar over at det ikke adle virksomheder, der har rent mel i posen,
men at se det...sd ved man ikke rigtig om man gkak eller greede, fordi det er sadan
lidt...hvor er det bare tragisk.”.

Line: "Vi sad faktisk ogsa og snakkede om...nu neevtu de fem elementer...om de maske
ogsa kan pavirke hinanden, fordi...lad os nu sijeler var nogle kemikalier, der blev forbudt
at bruge, jamen sa hjeelper det ogsa det sociatgnied, at arbejderne ikke skal trampe rundt

i for eksempel saltsyre, sa de kan jo ogsa paviikenden positivt.”
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Jonas: "Absolut, det er helt klart. Men det er oba#e for at skaere nogle emner ud sadan
overordnet, men du har helt ret...”

Line: "Der er en eller anden synergi.”

Jonas: "Det er der slet ingen tvivli om, men herifrdeDAFIs side (Danish Fashion Institute),
der sd vi det der hul i vidensniveauet og der vargbfor en eller anden form for
opkvalificering blandt vores medlemmer, sa vi teendt der matte kunne gares noget, sa vi
kunne hjeelpe vores medlemmer péa vej og sa vartdetiavede et projekt, som skulle saette
fokus pa det her, ikke bare i den danske modebeamabn i hele den nordiske modebranche.
Vi gik simpelthen sammen med vores pendanter ii§eeMNorge, Finland og Island og
kiggede pa hvad det er for nogle behov, der ligggtavede sa en keempestor konference,
hvor vi havde 650 deltagere i Operaen, under CQRjlproducerede sa en code of conduct,
som var et bidrag til modevirksomhederne, som. ke vi i hvert fald starte, baseret pa
Global Compact og sa yderligere tre elementer..fakusomrader indenfor modeindustrien,
sadan noget som pels og dyrevelfeerd og sadan rdgeta lavede vi en tiarsplan i forhold til
hvordan kan/bgr/skal industrien gebeerde sig omlaaper forskellige udfordringer de naeste
ti ar. Sa det kunne veere interessante for jerggekpa...jeg har ikke s& mange af dem, sa |
bliver ngdt til at ga ind og kigge pa nordicfashiesociation.com og nicefashion.org. Der er
tiarsplanen inde og | kan se de andre elementeprajektet, som ogsd omfatter et
uddannelsesprojekt, det omfatter ogsa et forskpiekt, et forbrugerprojekt og en masse
forskellige elementer, som | vil kunne ga ind ogde pa.”.

Tina: "Falger jeres medlemmer de der codes of conddet er meget interessant at man gar
frem og siger at det her er sadan lidt mere passeddvores industri i stedet for Global
Compact, som jo er meget generel.”

Jonas: "Ja, absolut, der er mange af vores medlenogemange af vores nordiske
medlemmer, der har hjulpet os pa de her 65 virksaleh nordiske brands, sa det ikke bare
er danske, men det ogsa er sadan noget som Acioods of Norway og hvad de ellers
hedder rundt omkring i Norden...Marimekko osv, duemn taget det til sig og som har arbejdet
med det. Der er mange af dem, hvor det ogsa hatileat de sa igennem de her, er blevet
klaedt pa i forhold til at signe up til Global CongpaSa det har ligesom vaeret et skridt pa
vejen for dem, at mere systematisk kunne beskasftipmed CSR. Sa det synes jeg helt klart,
at | lige skal ga ind og tjekke.”
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Tina: "Men handler det s& mere for virksomhedenmeat der er et pres, eller oplever du ogsa
at der er en vilje, altsa at de vil gerne gereagskiel, at det ikke kun handler om at der er et
@gget pres fra omverden.”

Jonas: "Det er begge dele...at presset var masitartgn og det kom naermere og naermere i
forhold til at der blev stillet flere og flere sgamal fra investorer eller naere stakeholders,
men maske ogsa forbrugerne eller medierne, NGOawmm®, begynder ligesom at...og de
politiske bevidste forbrugere. Der begyndte ligessinkomme en form for spgrgsmalsstillen
ved deres ageren og det er jo sa med til, at vinkemlerne begynder at ggre noget pa
omraderne og sa tror jeg helt klart at de begyatiéinde mere og mere ud af, "jamen hey —
det her kan jo rent faktisk godt betale sig” ogsdet jo sa at vi ofte ser virksomheder fa blod
pa tanden og som sa begynder at orientere sigigyeerlog det der er speendende, det er hvis
de gar ind og ser at det her rent faktisk har éslikg til innovation, at det har en eller anden
kobling til, hvordan de teenker nye forretningsmdéatetller nye markedsfaringstiltag eller
nye produkter, eller hvad det nu matte veere. Dehklpgsa veere nye mader at organisere sig
pa, altsd det har vi jo set i flere...ikke spetifikmodebranchen, men der er forskellige
eksempler pd, hvordan det at begynde at teenke pédEm made, altsa lige pludselig sa skal
man rapportere til FN omkring hvordan produktionsssen er, og maske kunne man lave
den bedre og samtidig spare noget vand og samhdie nogle bedre forhold for
arbejderne...lige pludselig s& begynder man ligeabrse et helt nyt mindset, hvor de her
virksomheder skaber en helt ny made at teenke pdeehvert fald noget vi begynder at se
blandt nogle modevirksomheder...at det kan sgulmoges pa en eller anden made i forhold
til hvad det er for nogle materialer, for eksempedn benytter sig af. Vi er ligenu i dialog
med Novozymes omkring hele deres...det er ikkedgdgerspecifikt...men hele deres tiltag,
de har jo en masse omkring enzymer og de har indébe det her med at vaske pa 30 grader.
De fokuserer meget pa vaskemiddel og de fokuseegehpa biofuel, men noget som de kan
se et keempe potentiale i, det er tekstilindustoigmele tgjproduktionen, hvor de kan ga ind i
en proces, som de kalder biowashing eller biopwiggsrhvor man via deres enzymer kan ggre
produktionsprocessen meget mindre vandintensidesér vi tilbage til det med vand, hvor
man pa den ene side kan spare pa vandet og pantEm aide er det en minimeret
omkostning, fordi at vand selvfalgelig ogsa kogtenge og kommer til at koste flere penge.”
Line: "Der var ogsa et firma i Brasilien, der fraifisde jeans, hvor man, i stedet for at vaske
dem, skulle fryse dem ned i 24 timer, for at reegdem og dermed sparer man pa vandet,

vaskemiddel og energi, fordi man alligevel harfsyser teendt.”
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Jonas: "Sa skal man maske til at have nogle sfgrsere...interessant....det er jo ogsa sadan
noget som gar, at der bliver teenkt i nye banerhdl til hvordan man kan minimere de
ressourcer, som bliver brugt i produktionen, mersaddelig ogsa hos consumeren, hvad er
det for noget ressourceforbrug, der er i forbinel@ged forbrugen.”

Line: "Men det er vel ogsa sadan noget, der er titet gore det kreativt og innovativt og
ikke bare noget, hvor man skal kigge pa en masggédatver.”

Jonas: "Ja preecis, det er jo med til at preege gsodden og med til at skabe nogle nye
forretningsomrader.”

Line: "Plus at det jo ogsa er en del af brandindengksempel "har du hart om de jeans der,
man kan fryse ned?” word of mouth effekt, for ekpehpa Facebook eller noget...”

Jonas: "Lige preecis dét, er jo en fantastisk vatndg man er dem der kommer ud farst. Der
har ogsa vaeret et samarbejde med NIKE omkring rafgle der tiltag...”

Tina: "Der var noget med nogle disposable shoes...”

Jonas: "Ja, men det er ikke Novozymes...det hgo d@ ogsa lavet. Der er jo ingen tvivl om
at det er der en keempe markedsfaringseffekt i, atelsere firstmover, men ogsa dels at fa det
ud til masserne selvfglgelig. Og der er det jo kkitt, at NIKE har veeret rimelig gode til det.
Men det er jo stadigveek ikke kommet dertil at dggdom er hvermandseje, eller noget man
kigger efter. Det er s& ogsa det, der er spgrgsmgldet ved jeg ikke nok om endnu, men jeg
vil i hvert fald stille spgrgsmalstegn ved, om \dgensinde kommer dertil...at vi har de
bevidste forbrugere, der gar ud og stiller spardst®gn ved det de gar ud og handler,
omkring om det er produceret rigtigt og hvad fogleokemikalier er der i. Der er ingen tvivl
om, at et program som ”"Blod, Sved & T-Shirts” det#r genormt meget i forhold til
bevidstheden om...at det at forbrugeren tsenker Okead er det for nogle syrebade
arbejderne har staet i, for at producere det wn $eg har pa og hvad er det for nogle
arbejdsforhold generelt, hvad er det for en lghelearbejdere far, nar jeg gar ud og betaler
1000 kr. for en cardigan...hvor mange penge har arejder egentlig faet, som har
produceret det her”. Det tror jeg er et ret inteaes$ skridt, at det rent faktisk bliver et
underholdningsprogram.”

Line: "Jeg taenker ogsa pa...nu har vi snakket @i]1@70erne og 1980erne, der var dem, der
gik meget op i gkologisk mad og biodynamik, de bée¥ som alternative mennesker eller
hippier, hvor at det jo har udviklet sig...det keget tid, men det har udviklet sig rigtig meget
siden. Nu er det mere, i hvert fald i de urbanggaeil mere reglen end undtagelsen, i hvert

fald hvad angar mad og det kan jo udvikle sig, li&n der innovation og kreativitet indenfor
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tekstiloranchen bliver ved, sa tror jeg helt siktkatr det er noget folk er mere villige til at
betale mere for og tage stilling til.”

Jonas: "Helt klart, jeg kan ogsa sagtens se denk@indenfor modebranchen.”

Line: "Men det tager bare tid, det bliver ikke i gen, men maske om ti ar.”

Jonas: "Det er jo nyt at vi ser gkologisk tgj, elbeeredygtig bomuldsproduktion eller hvad
det nu matte veere, og preecis som du siger, at gikgdmen det har vi haft i lang tid og det er
stadigveek en forholdsvis lille del af det samleddéifug, men vi ser jo fairtrade produkter
have en veekstrate, som er helt fantastisk og dgetneamed @kologi og den bevidsthed, som
vi har set, omkring det vi putter i munden, foréi thar sadan en utrolig teet kobling til vores
krop og vores velfeerd, den kunne man maske ogs@sgoidforhold til neeste lag, som séa er
udenpa kroppen.”

Line: "Der er jo ogsa rigtig mange, der gar op liedebgrns tgj...”

Jonas: "Ja, indenfor bgrnetgj, der er der jo h&dt.vden er der bare...nu har jeg jo selv bgrn
og det er langt ude, s& meget mere man taenkedelsehvad man giver dem at spise, men sa
sandelig og sa hvad man giver dem pa.”

Line: "Men sa kan det maske ogsa have en posiiakebver pa dig...”

Jonas: "Det tror jeg helt klart. Men det er jo ilkdgecielt smart, hvis man skal til at have barn,
for at man teenker over det. Sa der tror jeg ogsadeat er en udfordring med
oplysningen...hvad det er for nogle produktionsftdhman har...altsa, det kunne jo sagtens
veere at...en ting er, at man skal bruge det i dstorieforteelling, som man bidrager med til
forbrugeren, der tror jeg bare at det som | ogsarker ind pa i jeres spgrgsmal i forhold til at
det primaert er miljgsiden, der har domineret.. éiemaske ogsa lidt mere tilgeengelig, den er
lidt mere letforstaelig....kompleksiteten i forholdti menneskerettigheder og
arbjedstagerrettigheder i forhold til minimumlgheelbgrnearbejde eller forced labour, eller
hvad det nu er for nogle elementer, indenfor spekdf det her sociale med sikkerhed osv,
jamen det er jo...der star man jo overfor en kokgtet, der som forbruger kan vaere sveer at
overskue.”

Line: "Det kan ogsa veere sveert at tage stillingéir man bare gerne vil have en fed kjole til
pa fredag...”

Jonas: "Ja, og den skal sidde godt og have deigeigtis og den skal have en vis kvalitet,
som skal modsvare den pris.”

Line: "Ja, og hvis man s& ogsa skal redde verdenidig, sa kan det godt blive sadan lidt...”
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Jonas: "Der er jo en tiltro til, og det kan nogkenge veere en blind tiltro, at producenten og
den forretning man kaber tgjet i, ogsa er med tilaare en del af byrden.”

Tina: "Men det er maske ogsa bare sadan lidt folegetimere det overfor én selv "Jeg
behgver ikke tage stilling, for jeg kan ikke endde verden”. Nu deler vi det ogsa i vores
opgave, det der med det sociale og sustainabdityi allerede nu har en idé om, at det
handler ikke s& meget om at man skal dele dethaledler om, at man skal gare det enormt
simpelt for forbrugeren...er det naeste ar, der kemen eller andet indeks, gkoindeks, netop
til taj.”

Jonas: "Ma jeg lige stille et spargsmal? Hvorfar Issustainability udelukkende som miljg og
det sociale som adskilt fra sustainability?”

Tina: "Jamen, det kom lidt af en fokusgruppe vidtphvor at nar vi snakkede CSR, sa havde
de en idé om, at det handlede meget mere om mdg&O2, det handlede ikke s& meget om
menneskerettigheder og hvordan forholdene egewdligpg sa begyndte vi at undersgge og
fandt ud af, at det var i brandingen, om det vaol@diske produkter. S& vi laver nogle
dybdeinterviews omkring sustainability, hvad teenkelk egentlig omkring det, om det
sociale og om vi kan integrere det...altsa om fedkker pa det som to forskellige elementer,
for som virksomhed, i brandingen der handler detabmman tager én ting, og jeg tror ogsa at
det er vigtigt at forbrugeren opfatter at "jamenistjeg er CSR minded, sa er det alle aspekter
og ikke kun at jeg teenker pa miljget eller hvemputeducerer det”.”

Jonas: "Du har helt ret....som vi ogsa snakkededmnher mere handgribeligt, nar vi snakker
om CSR og beaeredygtighed, snakker om etik maske agsi&t der har vaeret meget fokus pa,
det er sddan noget som CO2 og climate change...”

Tina: "Det er ogsa det, der har veeret pa dagsordeeet politisk set, ogsd med de der
events...sa er det ligesom dét, der skinner igerogehkommer til udtryk i fashion.”

Line: "Det er jo ogsa det, der er nemmest at fégesel pa, i forhold til...”

Jonas. "Det er det, men her vil jeg sa bare ligeeviersigtig, for én ting er hvad der er
opfattelsen blandt fokusgruppedeltagere og mas&é fugbrugerne, men selvfalgelig, de skal
jo ogsa have begreberne pa plads og nar man sniadgdeedygtighed, sa snakker man ofte den
tredobbelte bundlinje; den gkonomiske, den sooiglden miljgmeessige...s& pas pa med at
sige sustainability og sa kun mene miljg, for namnmsnakker sustainability og
beeredygtighed, sé er det sociale, det miljgmeessigien gkonomiske med...”

Tina: "Men jeg tror ogsa at grunden til, at sa himt veeret CSR; Corporate Social

Responsibility, sa har det veeret Coporate Citizenshg sa Corporate Sustainable
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Responsibility...der er enormt mange begreber dgtrde jeg bare er med til at forvirre
forbrugeren, hvor sa kalder man det social, séeesdstainability, sa er det sadan lidt...hvad
betyder det? Forbrugeren er jo ofte ikke akademgskeetter sig ind i, hvad alt dette betyder.”
Line: "Det er eg enig i...for eksempel sa ringeda mor og spurgte hvad det var jeg skrev
om, og hun aner jo ikke hvad CSR er, sa jeg sibet r corporate social responsibility”...og
hun kan ikke seerlig godt engelsk og hun bor i Ndialpd...udkantsdanmark...hehe, men der
bor sgu ogsa mange, og hvis vi skal have allet fibsta det, sa hvis vi ogsa skal have fat i
dem, sa nytter det ikke noget, at vi bare kyler C8Bvedet af dem, altsa sé skal man virkelig
ned i gjenhgjde.”

Jonas: "Ja, sa skal man ned pa et andet niveaetogydes jeg jo....der er spgrgsmalet jo det
med, at hvis vi nu skulle brande et tgjmaerke pa sieriale side, hvordan ville du sa
kommunikere det og hvorfor. Jeg tror virkelig dedr dned, at kunne skabe en kritisk
bevidsthed blandt forbrugerne...der skal det saemégbles til underholdning, far det
overhovedet giver mening. Det er ikke nok, at dereb sendt en dokumentar eller at der
kommer et kritisk indleeg i Politiken, det skal of get der populaerniveau...lidt ligesom |
maske sd...og det er jo et tema som altid kommealkgd under modeugen, der var meget
fokus pa tynde modeller...den kommer jo altid omnMaltsa, at det kommer ud i veelten og
lige pludselig sa der det pa....dels i TV-Avisen ioV2 Nyhederne, men det skal ogsa
naevnes i Go’ Morgen Danmark og Go’ Aften Danmarkdsy kommer naermest det her
realityshow...okay, de kan ikke stemme hinandemhjaen det er jo lige far....man sidder og
folger deres falelser.”

Line: "Men der hvor nyhederne godt kan veere saddin Hardcore, sd glider Go’Aften
Danmark nemt ned, sa hvis der kommer fokus pa detod bliver gjort til en form for
underholdning...det tror jeg du har helt ret i.”

Jonas: "Som virksomhed kunne man jo sa gribe sadgle tiltag som, at der er et program,
som stiller skarpt pa det her og maske kunne mianvsere med til at skabe en debat omkring
de her emner, som bliver fremstillet, for de blijer fremstillet pa et helt andet niveau
selvfglgelig nar det skal veere underholdning, memkdn man jo godt som virksomhed géa ud
og veere en del af debatten og laegge noget frenopietiog sige "jamen, vi har det her og
producerer ogsa i Asien og vi ved hvordan detetitigl pa nogle af de her fabrikker, men vi
har altsa vores Code of Conduct, som siger at vigsB med til at det er en mindstelan, der
bliver betalt og vi har ogsa nogle idéer om, at slal ikke veere sa mange kemikalier i den

tajproduktion, sa man ligesom gar med ind og blieerdel af denne her historie, nar der
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bliver fokuseret sadan rent underholdningsmaessigle og det kan man jo sa ogsa selv vaere
med til at skabe...spinne en yderligere historie fmihold til éns historieforteelling. Jeg har
bare ikke set at er er nogen, der har grebet dedeogr heller ikke nogen medier, det synes
jeg ogsa er lidt maerkeligt, rent faktisk...i hvéatd ikke noget, som jeg har set, der har
fokuseret pa det her overhovedet. Jeg synes fatiéiskr speendende det her, dels at nu er det
underholdning pa det niveau som det jo sa er, ritea selve programmet er jo ogsa med til
at fa nogle tanker i gang hos en lang raekke kerbefgere. Men jeg ved ikke om det her er
en one-off, det er sjov nok ogsa stattet af Darsdaje har jo ogsa kunnet se, at der har vaeret
en del oplysningskampagne i det her i forholdhtilad det er for nogle produktionsforhold der
findes.”

Tina: "Vi havde ogsa en diskussion omkring det mna¢da fortalt den gode historie, fordi
fairtrade er jo meget farvestralende...deres hjesiieeog sadan noget, det er jo glade
arbejdere man ser ude i marken, sa det er jo npegitivt, hvor forbrugeren basically bare
gerne vil have det godt med de produkter de kabeatem gode historie, hvor at "Blod, Sved
& T-Shirts”, det er ikke en seaerlig god historieetabr det fra nyhedsperspektivet, men for
forbrugeren, hvis man skal ned at kabe et par jesinkan det blive ubehageligt, for hvad
betyder det for forbrugeren.”

Jonas: "Lige preecis, men det kan jo sa veere medt tdkeerpe den kritiske bevidsthed
omkring hvad det er man géar ned og kgber.”

Tina: "Tror du forbrugerne er klar til det?”

Jonas: "Nej, det tror jeg ikke, men maske kan dafrer mere med til, at de stiller
spargsmalstegn ved det, de gar ind og kaber. dedpeit klart, at vi slet ikke er der endnu,
hvor forbrugerne er klar til det.”

Line: "Men det jeg sagde far med, at det kommeattitage tid...hvis nu at....ligesom du har
det med dine barn, gar rigtig meget op i deres bpakleedning og mad, sa kan det veere at
den nezeste generation bliver meget mere bevidstiognet. Man har da ogsa hgrt om barn i
skolerne, der gar meget mere op i sundhed endudgji 6. Klasse, fordi de har faet et andet
mindset og det kan maske...nar de "tager over”eggsa forer de det maske ud i livet.”
Jonas: "Ogsa legetgj, hvis vi gar tilbage til suzdidelen...legetgj, taj, skenhedsprodukter,
det er jo nogle omrader som allerede er...hvoeftsy flere begynder at fokusere pa, at det
skal altsa veere ordentligt.”

Line: "Ja, fordi man har ikke lyst til at putte fodation pa med parfume og olie og alt muligt

underligt i...”
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Jonas: "Nej, og ogsa fordi vi ved at der er flegeflere, der far brystkreeft og kreeft i det hele
taget og der er ikke nogen cure endnu. Sa deter jJ@empe bekymringsfaktor...ogsa hele det
her med fertilitetsniveau osv.”

Line: "Men tror du s3, at det bedste ville vaerérainde det pa det negative, som "Blod, Sved
& T-Shirts” jo er, eller tror du det er bedre atfgétrade-vejen og fa forbrugeren til at forsta,
at det de ger, det gar en forskel, i stedet fgivat folk darlig samvittighed?”

Jonas: "Jeg tror helt klart pa, at fairtrade hari faoget af det rigtige i forhold til at forteelle
historien, fordi t man som forbruger...man ved jdejodt inderst inde...at der er rigtig meget
darligdom ude i verden og jeg tror ogsa pa, at historie skal forteelles, men det er ikke
gennem virksomhedernes vej, at den skal fortadllestror jeg mere er de kritiske NGOer og
medierne, som har fokus pa det og s& sammen mé&domihederne, det kan veere i
partnerskaber, fa fortalt historien "jamen, hvad gza ved det.”.”

Tina: "Eller gennem sadan en medlemsorganisatiom jsoes, maske, der gar ud og forteeller
omkring forholdene, sadan sa det ikke bliver lindaekte til produktet, men stadig ligger
indenfor samme industri.”

Jonas: "Jeg tror helt klart at virksomhederne blivedt til at forteelle det her med en positiv
vinkel og ogsa vise at der er nogle positive histphvor der bliver gjort en forskel og hvis
man fortaeller det, s& kan man heller ikke unddgarédelle hvordan det har veeret tidligere og
hvad er det man har gjort en forskel i forhold til.

Tina: "Men hvis nu vi snakker...ogsa i forhold.tiforbrugernes identitet, man ser jo ogsa pa
deres liv, altsa jo eeldre man bliver jo mere mdralssvarlig bliver man. At man maske kan
snakke om, hvis vi nu kun tager de danske forbejgatr man som land udvikler os mere
moralsk ansvarligt, at man som yngre begynder g¢ taere ansvar, og man ikke behgver
veere 30+.”

Jonas: "Det tror jeg ogsa...det synes jeg ogsaryii $orhold til at det her er nogle emner, som
ikke bare bliver behandlet pa universitetsniveagnmsom ogsa bliver behandlet nede pa
gymnasieniveau, men sa sandelig ogsa helt nede Kéasseniveau...der begynder man at
snakke om miljg og klimaforandringer osv og der heirder jo veere en mulighed for at
snakke om sundhed og kemikalier og arbejdsforh@dr er jo masser af fokus pa
udviklingslande allerede i folkeskolen, sa hvorfkke tage noget omkring virksomheders
ageren. Forbrugerne er jo allerede bevidste pansa&datidligt stadie omkring diverse
maerkevarer, sa hvorfor ikke tage fokus...der eslialet her med tweens osv, hvorfor ikke

udnytte det og sa seette fokus pa NIKE, Adidas, Peftexr hvad det nu matte vaere, de brands
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de omgiver sig med i dagligdagen og seette fokusvpd...hvordan bliver sadan et stykke tgj
egentlig produceret. Der kunne man jo sagtensgadan et program som "Blod, Sved & T-
Shirts”, det kunne man sagtens vise i skolen. §arge bestemt der er muligheder for at tage
denne her virksomhedsorienterede agenda, som éet fordi det er hvordan vores tgj bliver
produceret af de her store varehuse, og koble #eilgmne her samfundsdiskussion som
foregar i diverse institutioner, hvor skolen eragnder er jo ogsa den politiske arena, men det
handler ogsa om at der skal veere en politisk Viljelet og den har jo i hvert fald faet et
keempe skub i forhold til COP15...sa er der bleatfekus pa, at det her er noget der skal
veere fokus pa...ogsa i folkeskoleundervisningen.”

Tina: "Sa du kunne godt se en modeverden, hvovaletrendy at ga med tgj, der er brandet
pa en eller anden made indenfor noget CSR?”

Jonas: "Ja, det kunne jeg godt, iseer fordi vi leardet...danske Noir har jo haft okay succes,
men ogsa et maerke som Edun, som er Bonos koneseiraedt de har gaet ind og fokuseret
specifikt pa produktionen i Afrika. Og sa findes jle naermest ikke det tgjmeerke, der ikke
har haft en gkologisk linje.”

Tina: "Tror du det er mere pga hun er Bonos koh&dan har succes, eller?”

Jonas:"Det er klart, det hjaelper jo ogsa lidt pa’de

Tina: "Ja, hvis man er den rette person sa kannmeget.”

Jonas: "Ja ja, men én ting er at man er den ret®op, men det handler jo igen om, hvad det
er for en forteelling man bidrager med, fordi hvit ér Hennes & Mauritz, som gar i dialog
med andre celebrities omkring den og den bomuldsmeler kollektion, jamen sa vil det jo
ogsa have en kaempe effekt. Men det skal selvfglgglies pa en speendende made, det er jo
alfa omega, for ellers tror jeg ikke der er nok elppet skal selvfglgelig stadigveek sidde
godt og det skal veere til at betale, men jeg tgmaoat vi vil se et skift fra, at virksomhederne
har haft deres gkologiske og baeredygtige kollektidih at det er alt hvad de spytter ud. Der
tror jeg at sadan nogle store kaeder som Zara ofgsM&arSpencer og Hennes & Mauritz og
Gap osv, de er helt klart med til at treekke dedn cetning.”

Tina: "Sa det er de store, der skal ga forrest?”

Jonas: "Pa den ene side ja, men vi kan ogséa seprimtiukter, som for eksempel Noir, der gar
ud og laver et eksklusivt maerke baseret pa enaafsik bomuldsproduktion. Jeg tror ogsa at
det er de store, der kommer til at rykke pa det bier de er jo allerede i gang...de har jo
faktisk veeret i gang siden slut halvfemserne, shaigo gjort rigtig rigtig meget, men for at

det kommer helt ud, sa er det ligesom der...ogtjeg heller ikke at vi kan forvente at
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forbrugerne traekker seerlig meget af leesset endwgutrdr heller ikke, at pa gkologisiden, der
er det ogsa...der har veeret enormt meget politdks pa det, maske kunne man ogséa
forvente at det samme kommer pa tgjproduktionen.”

Tina: "Kunne man forestille sig at om 20 ar, sa saden industri, hvor man ikke leengere
brandede sig pa det at veere socialt ansvarlig eligerigtig, fordi det bare var forventet og
sa er det nogle andre brandingting de bliver nizdaltsa ga tilbage til nogle andre veerdier?”
Jonas: "Det tror jeg helt klart...det er jo ogsa dedde vi har set, ikke bare indenfor...altsa det
er jo den made vi ser indenfor alle industrier ages der jo sa nogle industrier, der er lidt
foran modeindustrien, det er der ingen tvivl omdanfor medicinalindustrien for eksempel,
der er de naet enormt langt og er er det ligesoderfiorstaet, at det er den made de driver
forretning pa langt hen ad vejen.”

Tina: "Nogen sidste spgrgsmal?...Sa hvis du ikkenbagle guldkorn lige pa falderebet, sa tror
jeg vi er kommet rimelig godt rundt.”

Jonas: "Det er da godt.”

Tina: "Ja, sa vi siger tak.”
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Appendix 5 — Main Interviews

Consumer interview Casper 33 years old

CSR certificeret produkt:

[ CSR certificeret produkt ]

Alt har sin max pris -
Kgber et andet produkt
hvis det er for dyrt.

/

[ + betale overpris

/

[ Alt har en max

Men ikke koste mere]

[ + Stotte ]

[ Et kultur spfargsmél]

[ + udnytte bgrn ]

[ Moralsk forkert ]
[ Alt har sin pris ]

[ +anearbejder]

(o)

[ Casper 33 ar

Tina: ” Nu skal du forstille dig at du skal ud oghle et produkt der er CSR certificeret, dvs. et
produkt der stagtter sociale aspekter det kan vabegdslgn til produktionsmedarbejderne, det
kan vaere omkring arbejdsvilkar”.

Casper: " kan det ogsa veere at det ikke brugercaginejder..?”

Tina: "Ja det kunne ogsa vaere at de ikke brugendasbejdere. Hvad ville sa vaere de

vigtigste ting for dig dette produkt ligesom skuilkeleholde eller spille pa?”
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Casper: "Det er nok at, hvis det var det jeg skiibe, sa ville det nok veere at de ikke brugte
bagrnearbejdere”.

Tina: "At de ikke brugte bgrnearbejdere, er derrarnhg?”

Casper: "Det er jo sa her jeg bliver ngd til aesigt for mig ville prisen jo ogsa betyde at det
kunne veere jeg valgte et andet produkt fordi avdebilligere. Sa jeg er villig til at betale en
vis merpris for CSR, men ikke for meget”.

Tina: ” Er der andre ting, der ville veere vigtigeRer er det ligesom det?”

Casper: "Funktionalitet og kvalitet af produktetetdskal opfylde de behgv jeg har til
produktet”

Tina: " Ja, hvis vi nu tog de to vigtigste ting,ilken ville det sa veere?”

Casper: ” Jamen altsa, hvis jeg har bestemt migtfeépbe noget CSR certificeret, sa ville det
nok veere at det var nok veaere bgrnearbejdere oy pris

Tina: " Hvorfor er pris sa vigtig for dig?”

Casper: " Jeg har ikke lyst til at betale mererfoget, jeg har en pris oven i hovedet som ting
ma koste og jeg har ikke lyst til at betale merediet end det.”

Tina: " Sa alt har sin pris?”

Casper: ” Ja alt har sin max. Pris”

Tina: ” Hvorfor det?”

Casper: "Fordi jeg ikke vil betale overpris”

Tina: "Hvorfor det?”

Casper: " Hvorfor jeg ikke vil betale overpris?”

Tina: "Ja”

Casper: " Ting ma koste en vis pris og hvis dettdiomere end det sa gar jeg et andet sted
hen og kaber det, sa er det maske billigere at kisbadet produkt”

Tina: " og et CSR produkt er ikke et produkt der ko&te mere?

Casper: " jo, jeg er udmeerket klar over at hvisgkal kabe noget der er lavet af bagrn i Kina
sa er det betydelig billigere end ting der er Igv@ten amerikansk fabrik, sa det derfor er jeg
villig til at betale en vis merpris for at den ldiviavet uden brug af bgrnearbejdere, sa der er
en tilladelige merpris for CSR”

Tina: ” Og hvis vi sa tager bgrnearbejderne, hwogfodet sa vigtigt for dig?”

Casper: " Det er fordi at jeg synes at det er nstrédrkert?”

Tina: ” Hvorfor?”

Casper: ” Fordi jeg synes ikke at man skal udnyzm”
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Tina: ” Hvad hvis man har forskellige kultur?

Casper: " Det har man helt sikkert, der er nogersgiser hunde, og det synes jeg maske ikke
lige er toppen, og der er nogen der synes at dait et man bliver giftet veek i en alder af 12
det synes jeg ogsa er forkert, men det er jo dasktsr, men moral er defineret af kultur, og

jeg synes det er moralsk forkert at bruge barn¢debe

Fashion produkt:

[ Fashion produkt ]

Er bedre end billigere
produkter

Falelsen af materialerne]

[ Peanere ]

[ Kvalitet ] Designet ]

[ Casper 33 ar ]

Tina: " okay sa gar vi videre, hvis nu du skulle ogl kebe et fashion produkt, og nar vi
snakker fashion produkt sa snakker vi produktevitle finde pa high street, er du s& med pa
hvilken produkt der er tale om? ”

Casper: " ja”

Tina: " Hvad ville s& veere vigtigt for dig?”

Casper: " Jeg er meget lidt betinget af at detdwdrrigtige maerke, sa hvis jeg skulle kabet
noget pa high street, sa skulle det veere fordeavar bedre kvalitet.

Tina: " okay, sa kvalitet, andet?”
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Casper: ” Hvis jeg skulle kgbe noget high end,geggu ikke meget for at give ekstra for et
maeerke generelt vil jeg sige, men nogen maerkerogisd for bedre kvalitet og hvis du keber
et hugo boss jakkesaet sa er det bedre kvaliteheisddu kaber et i kvickly, og derfor er jeg
villig til at give flere penge for det”

Tina: " Sa kvalitet er altafgarende?”

Casper: " Nej, altsa et jakkesaet der er ikke hariggge snit er heller ikke sa godt.”

Tina: ” Sa kvalitet og design er de vigtige paramdor dig hvis du skulle ud og kebe et
fashion produkt?”

Casper: "Ja”

Tina: " Hvis vi nu tager kvalitet, hvorfor er kvet sa vigtig for dig?”

Casper: " Jamen pa et kvalitets jakkesaet, der falde bedre og ser derfor paenere ud, det
holder bedre, du kan se pa det at det passer Hethisen af stoffet.

Tina: " S& hvorfor er pasformen, designet vigtig dag?”

Casper: " Det er noget man tager pa, det skal sigioidt.”

Tina: ” Hvorfor?”

Casper: "Fordi det er paenere at tage et paent jakkpa der sidder paent end et der ikke
sidder paent”

Tina: ” Sa det gor dig bedre tilpas eller giver dapet status i andres gjne eller?”

Casper: ” Fordi at det ser peaenere ud”
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CSR jeans:

CSR jeans

[ + betale overpris]

\

[ CSR skal ikke koste ]

\

[ Design ] [ Alt har sin pris ]

[ Pasform ] Pris

[ Casper 33 ar ]

[ Sidder bedre ]

Tina: " Hvis du sa forstiller dig at ud og kebe mbdukt som er jeans men de er CSR
certificeret, hvad ville sa vaere vigtigt for dig?

Casper: ” Jamen hvis jeg skulle kabe et par jednsaudet faktum at de var CSR rigtige, det
gar jeg sadan set ud fra de jeans jeg kaber er,deekan jeg selvfglgelig ikke veere sikker

pa, det ved jeg faktisk ikke, jeg gar jo ikke udkadper ting fordi at de er CSR rigtige”

Tina: ” Men lad os bare forstille os at du skalt-tamkeeksperiment, at du skulle ud og kebe
et par jeans der var CSR certificeret.”

Casper: " At CSR kriterierne blev overholdt, aligée bgrnearbejdere.”

Tina: ” S& hvis du skulle kgbe et par CSR certifitgeans sa ville CSR delen veere vigtigere
end jeansene?”

Casper: " Nej, jeg ville kun kgbe dem hvis de ogifgljeans kravene”

Tina: ” Som er?”

Casper: ” Jeans som passer mig, der er den rifgiirge og igen pris, min CSR samvittighed

har en pris”

Tina: " Hvis vi igen skulle opererer med de 2 vatiggste ting, hvad ville det sa veere?”
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Casper: " Jamen det er sveert at sige nar vi er id®R kategorien, for sa er det pris og
funktionalitet at jeansene opfylder de krav jeg tladem, de skal have et godt snit, veere i
god kvalitet og samtidig ikke koste for meget.”

Tina: " Sa pris og pasform?”

Casper: " Pris og design er de vigtige under fosetthking af CSR bliver overholdt”

Tina: " Hvorfor er pris vigtig?”

Casper: ” Af den sammen grund som tidligere, jédgkke betale for meget for et produkt”
Tina: ” Hvorfor?”

Casper: " alt har sin max. Pris”

Tina: ” Hvorfor er design vigtig?”

Casper: ” Fordi at de skal sidde godt, jeg gidéeilga rundt med et par jeans der sidder
darligt, af de samme grunde som under CSR cenfiqggrodukt”

Tina: Okay, tak. Vi er feerdige med interviewet.
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Consumer interview Kasper 28 years old
CSR certificeret produkt:

[ CSR certificeret produkt ]

[ Sa jeg har det bedr%

[ Fale sig godt tilpas]

[ Noget jeg bryder mig om]

[ God kvalitet ]

[ Kasper 28 ar ]

Line: "Du skal forestille dig at du skal ud at kedteprodukt som er CSR certificeret og det vil
sige et produkt som stgtter det sociale aspekt, ahejdslgnnen og arbejdstagerrettigheder
eller barnearbejde...altsa ikke statter barneaehajten er imod det. Hvilke faktorer er sa
vigtigst for dig, hvis du skal kebe sadan et prda@tk

Kasper: "Det er det samme som hvis jeg skulle kallee mulige andre produkter. Det skal
veere noget jeg bryder mig om og god kvalitet.”

Line: "God kvalitet og noget du bryder dig om?”

Kasper: "Ja, ligesom med alt andet.”

Line: "Hvad for et CSR projekt ville du sa stgtte?”

Kasper: "Det er et godt spargsmal, for det er iklaget jeg har gjort mig sd@ meget i,
men...ghm...hvis jeg skal komme med et eksempedasgeg jo godt finde pa at kebe Hus
Forbi. Det synes jeg er et godt eksempel...det besttal ogsa at jeg kaber aviserne uden jeg
egentlig har interesse for, hvad der star i antilde’

Line: "Hvorfor?”
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Kasper: "Fordi jeg synes at det er et rigtig godtjgkt der gar noget rigtig godt for de
hjemlgse. Der er nogle stgrre perspektiver i, atekélus Forbi avisen i stedet for en

almindelig avis.”

Fashion produkt:

[ Fashion produkt ]

[ Sa jeg har det bedr%

/

[ Fale sig godt tilpas]

\

[ God kvalitet ] [ Noget jeg bryder mig om]

[ Kasper 28 ar ]

Line: "Okay, sa gar vi videre. Hvis du skulle udkatbe et fashion produkt, altsd modetgj af
en eller anden art, hvad er sa vigtigt for dig?”

Kasper: "Jamen det er igen at jeg selvfglgelig brydig om det tgj jeg skal kabe og, som jeg
sagde fgr, god kvalitet.”

Line: "Hvorfor?”

Kasper: "Fordi, hvis vi nu tager udgangspunkt pat busker, sa holder de i mange ar.”

Line: "Sa kvalitet er det altafgarende.”

Kasper: "Ja, samtidig med at jeg selvfglgelig syaede skal veere paene og rare, man skal
fale sig tilpas.”

Line: "Hvorfor? Sadan at de ggr dig bedre tilpdier@er dig bedre i andres gjne?”

Kasper: "Jeg teenker farst og fremmest pa om jegksai lide det...om jeg har det godt i det.

Det er sadan set det.”
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CSR Jeans:

CSR jeans

[ Bedre livskvalitet ]

[ + nedslidte for tid ] [ Passe pa hinanden ]

[ Vigtigt at folk far det de fortjener ]

[ Gode arbejdsforhold ] [ Arbejdstider bliver overholdt ]

[ Kasper 28 ar ]

Line: "Hvis vi nu skal forestille os, at der err jeans, som er CSR meerket pa det sociale,
hvilke overvejelser ville du sa gere, hvad villereagigtigst for dig i den kontekst?”

Kasper: "Gode arbejdsforhold, bade hvad angar Ilemen ogsda noget med at
arbejdstidsreglerne bliver overholdt.”

Line: "Hvorfor?”

Kasper: "Fordi det er nogle omrader jeg synes gige. At man far lan efter fortjeneste og sa
synes jeg ogsa det er vigtigt at folk ikke blivedslidte af det arbejde de har, sa de far en god
livskvalitet. Det synes jeg er vigtigt indenforealirbejdsomrader.”

Line: "Hvorfor?”

Kasper: "Fordi vi skal passe pa os selv og hinarmgat godt arbejdsmiljg med et ansteendigt
antal arbejdstimer, det er en vigtig del af detgglvd At man ikke bliver nedslidt.”

Line: "Hvordan sd, hvis du skulle kabe de her C8&§, hvad ville det sa betyde for dig at

ga rundt med sadan et par jeans?”
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Kasper: "Jeg tror da at jeg ville, hvis jeg skalrgahelt eerlig, sa ville jeg nok teenke over
projektet idet jeg kaber produktet og maske ogsgnsrvjeg bringer produktet hjem. Men nar
det sa er overstdet og jeg sa bruger de buksdagiig, sa tror jeg ikke jeg ville teenke sa
meget mere over det. S& er det bare et par budgerjglad for.”

Line: "Hvorfor er du glad for dem?”

Kasper: "Det er sa igen fordi jeg har valgt demdigeg godt kan lide dem og fordi de ogsa
er i god kvalitet.”

Line: "Sa det har ikke noget med identitet og stattigare?”

Kasper: "Nej, det synes jeg ikke.”

Line: "Hvorfor ikke?”

Kasper: "Sadan er jeg vel bare ikke som person.”

Line: "Hvorfor?”

Kasper: "Det ved jeg ikke, det er vel lidt uforklgt, sadan synes jeg bare at jeg er.”

Line: "Jamen det var det, tak for det.”
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Consumer interview Sara 25 years old
CSR certificeret produkt:

[ CSR certificeret produkt ]

[ Burde bruge pengene pa %t

[ Stram zkonoml] [ Darlig samvittighed

\

Pris [ CSR delen

[ Sara 25 ar ]

Line: "Du skal forestille dig, at du skal ud at legbt CSR certificeret produkt, dvs. Et produkt
som stgtter sociale ting, for eksempel ordentligpptsion, ingen brug af bgrnearbejdere Hvad
er de vigtigste ting for dig, hvis du skal ud abkesadan et produkt?”

Sara: "Jeg tror at der er to ting...den ene erjdsbarhold, fordi...altsa en eller anden form for
sikkerhed for, at dem der har produceret det hiimogle ordentlige forhold, en ordentlig lgn
og et ordentligt arbejdsmiljg og i forleengelse eff, gt miljget heller ikke har lidt overlast.”
Line: "Ja, men det her er ikke det...det handlar ki det sociale, ikke om miljget, du skal
bare pregve at teenke lidt i kasser: du skal keb&eleprodukt og hvad er vigtigt for dig inden
du kgber dette her produkt.”

Sara: "Okay, jamen det er helt klart det der mied). kigger tit i nakken...star der made in
Bangladesh, sa kan jeg ikke lade vaere med at tggnkeordan forholdene har vaeret.”

Line: "Men det her er et produkt, der er stempladttvaere et ordentligt socialt produkt.”
Sara: "Okay, s& mere om det er noget jeg har ¥&d ti

Line: "For eksempel.”

Sara: "Jamen sd er det helt sikkert om det er negehar rad til...det er jeg ngdt til at taenke
pa med min gkonomi.”

Line: "Hvorfor?”
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Sara: "Fordi min gkonomi er rimelig snaever, menyaig da gnske at jeg havde penge til at
give det ekstra, det koster. Men jeg bliver nddattiteenke mig om en ekstra gang inden jeg
laegger for eksempel 500 kr for et produkt, somkiag fa til det halve, ogsa selvom jeg godt
ved, hvad jeg kaber for de ekstra kroner.”

Line: "Hvorfor?”

Sara: "Jamen altsa, det er jo meget komplekst agnfiy er der jo ogsa noget darlig
samvittighed blandet ind i det, fordi der er sikkegsd mange der ville sige at uanset hvor
stram gkonomien er....hvis man opgav nogle café tadr og en biftur der og virkelig karte
fuldsteendig stringent med et forbrug, hvor man leasdkeinne her sociale ansvarlighed i fokus,
sa ville man sikkert godt kunne fa det til at Ilabedt. Men der ma jeg jo indremme at jeg er
ligesd magelig som alle andre. Sa det handler joabnprioritere og en gang imellem
prioriterer jeg sa at give lidt mindre for et elrdet produkt.”

Line: "Okay, men CSR er ogsa vigtigt for dig?”

Sara: "Ja og hvis jeg kunne, hvis jeg nu havdegrigtange penge...nu H&M, det er maske
den klassiske, at man kigger der i nakken for atae det er lavet henne og man teenker at
H&M er ikke forbundet med de mest ansvarlige fodhohen det er maske fordomme fra for
mange ar siden. De er lavet i Bulgarien og sadaetib

Line: "Hvorfor er det vigtigt for dig at kigge i kken?”

Sara: "Jamen det er jo nok noget med den darligevisighed, den der hvide europaeer
skyldfglelse.”

Line: "Hvorfor?”

Sara: "Fordi man jo godt ved, at man har det rigtiglt i forhold til s& mange andre og at de
penge man bruger pa alle mulige ting, dem kunne ogmd bruge pa UNICEF og at redde
hvalerne....det er jo lidt det samme som nar mademde der facere i Kgbenhavn, som gerne
vil have én til at melde sig ind Amnesty og Greemme osv. Det har man ikke rad til, siger
man sa og det har man jo pa et eller andet plgndeb er jo sa ogsa det argument de gar ind
og bruger. Sa det er sddan en darlig samvittighfedhld til — na, nu kebte jeg igen 5 T-
shirts til 30 kr i H&M, hvor jeg maske kunne havebt dem brugt eller sparet lidt penge op
og kabt kvalitet.”
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Fashion produkt:

[ Fashion produkt ]

Kan bedre forsvare at bruge penge péa god kvali]et

[ God kvalitet — holder Iaengere]

[ Haenger sammeﬁu

Kvalitet

[ Sara 25 ar ]

Line: "Okay. Nu gar vi videre til noget andet ogt @e...i stedet for CSR, det skal du ikke
teenke pa mere, nu skal du taenke pa fashion. Hvddterigtigste for dig, nar du skal ud at
kgbe fashion, altsa tagj, modetgj som du kan firlighistreetbutikker, det kan bade vaere dyrt
og billigt, ved du hvad jeg mener?”

Sara: "Ja, H&M og Topshop og saddan noget.”

Line: "Ja for eksempel. Men hvad er sa vigtigtday, nar du skal kabe det?”

Sara: "Helt lavpraktisk, at jeg kan passe detgeahar det i min stgrrelse og at det kleeder mig.
Sa er der ogsa prisen, jeg skal kunne forsvarewdafor mig selv at kebe det. Altsa, er det et
par bukser jeg reelt mangler, fordi jeg har slidtashdre op, eller er det en fancy top, som jeg
bare synes jeg fortjener fordi det er onsdag. S#jere prisen er, desto mere skal man kunne
forsvare det overfor én selv. Og sa kigger jeg qusévalitet...kan jeg fornemme om det er
laekkert, eller 100% bomuld, silke etc, eller er siétlan en blandingsting viscoseagtigt, som
man maske godt ved af erfaring bliver slidt eftergange i vaskemaskinen.”

Line: "Altsd, hvis du nu skulle tage to ting, hvadsa vigtigst?”

Sara: "Det er nok pris og kvalitet.”

Line: "Hvorfor?”
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Sara: "Jamen de to ting haenger jo sammen, for deiser ordentlig kvalitet, s kan jeg
forhabentlig beholde det lidt laengere tid, far gdgl have noget nyt. Og sa igen med prisen,
som ungt menneske, sa er det jo i virkelighedendwikder er farste prioriteten. Men igen,
hvis det er god kvalitet og prisen er lidt hgjgeenen sa har jeg lidt den der indre monolog,
hvor jeg kan forsvare overfor mig selv at jeg kedet, end hvis det er et stykke totalt
discount, at man fornemmer at det naermest alle¥eded at falde fra hinanden.”

Line: "Ja, men pris langt hen af vejen?”

Sara: "Ja, det er det ngdt til at veere for mig.”

Line: "Okay.”
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CSR Jeans:

CSR jeans

[ God samvittighed ]

[ Giver mig hgjere status i min omgangskred]s

[ Vigtigt hvad andre teenker ]

[ Vil gerne forteelle den historie gennem produktet]

§
[ Gerne vise det social ansvar

J

Eneste forskel CSR — s& veelges C%SF

Sammen ligne med andre maerke}

p
Haenger sammen]

Pris Kvalitet

[ Sara 25 ar ]

A

Line: "Sa skal vi til noget helt andet. Hvis dudstiller dig, at du skal kebe et par jeans, men
de her jeans er CSR stemplet, med det sociale tasfhekd ville veere vigtigt for dig, hvis du
skulle ud at kebe sadan et par jeans?”

213



Sara: "Prisen igen, tror jeg, hvis de 1a i den dymele, sa ville jeg nok sammenligne dem med
meerker som jeg kender og ved ligger i den dyre ;eddee, eller Tiger of Sweden eller Won
Hundred...sadan nogle meerker som jeg kender ogespimar en fornemmelse af hvad koster
0g som jeg, sa vidt jeg ved, ikke er CSR stemplets jeg kunne se at prisen var nogenlunde
den samme, sa ville jeg helt klart veelge CSR.”

Line: "Hvorfor ville du veelge CSR jeansene frem fierbrandede kendte jeans?”

Sara: "Ja, altsa hvis vi gar ud fra at kvalitetmis og alting var det samme og den eneste
forskel var det her CSR meerke, sa ville jeg veelge fbrdi at det ligger meget godt i
forleengelse af den forteelling alle mennesker har sign selv, altsa den ligger godt i
forleengelse af den forteelling jeg ligesom har org salv.”

Line: "Hvorfor?”

Sara: "Jamen fordi det handler om identitet ogtjeg alle mennesker har en historie, som de
gerne vil forteelle til omverden og ogsa til sigvset de to historier skal jo gerne matche og
det er jo sa forskelligt fra person til person, man historie om hvem jeg er, den handler da i
hgj grad om, at veere en der tager ansvar for nigogefor mit liv og for den verden som jeg
er i og der passer det der med at kgbe socialbdigivmeget meget godt ind. Ligesom at jeg
ogsa arbejder frivilligt og en gang imellem, ndy gynes jeg har rad til det, kaber gkologiske
madvarer, fairtrade osv. Det er jo alt sammen sittd brudstykker af den samlede historie
om hvem jeg er.”

Line: "Hvorfor er det vigtigt for dig?”

Sara: "Altsa hvorfor det er vigtigt at forteelle leistorie?”

Line: "Hvorfor er det vigtigt at forteelle dén histe?”

Sara: "Jamen det....handler jo om mange ting &gy glet handler vel om min baggrund, man
bliver jo preeget af den made man vokser op pa gaievokset op i et hjem med en enlig
mor, som selv er meget ansvarlig, og som...alg&jgo nok blevet opdraget til ikke at vaere
ligeglad og pa en eller anden made anerkende aijed har et ansvar.”

Line: "Sa det er derfor du ville kebe CSR jeans?”

Sara: "Altsa det bliver jo meget frelst lige pluligekke, men det handler jo ogsa om hvad
man gerne vil udsende af signaler og udstrale.”

Line: "Hvorfor er det vigtigt?”

Sara: "Jamen det er vigtigt hvad andre teenker omaéiset hvordan man vender eller drejer

det, fordi vi jo er sociale veesener.”
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Line: "Men hvorfor er det sa vigtigt for dig at foker at du keber CSR jeans frem for Acne
eller hvad de nu kalder sig?”

Sara: "Det er nok fordi at i den omgangs kredshjegeeger mig rundt i, der er det hgj status.”
Line: "Sa det er reference grupper der er vigtigte?

Sara: "Ja, det er det jo nok, altsa ligesom ded @ywigtigt hvem man stemmer pa og hvilken
avis man laeser, ikke fordi amn ikke kan veere venmet én, der laeser Berlingeren hvis man
selv leeser Information, men man kan jo kigge runsih omgangskreds og se at der jo er
sammenfald, der er jo nogen ting som vi alle samgmm det er jo bla ogsa det der ggr at
man er venner, at man har nogle ting til faellesleger jo ogsa derfor at man kan opleve at
Politik virkelig kan skabe en darlig stemning, fordit siger rigtig meget om et menneske.”
Line: "Men for at vende tilbage til de jeans...pisk eller ej, hvad er det sa som du gerne vil
udstrale ved at have de jeans pa eller forteeliie: &tar sddan nogle?”

Sara: "Ja, altsa det jeg gerne vil udstrale erasanisvarlighed og overskud, fordi det er jo
overskudsagtigt at kebe sadan nogle jeans.”

Line: "Hvorfor?”

Sara: "Fordi at for det farste, sa ved de flestdtgat den slags skal man betale for, ligesom
med fairtrade og gkologi.”

Line: "Sa det handler ogsa om gkonomisk status?”

Sara: "Nej, det vil jeg ikke sige...jo, altsa denkmer jo til at lyde som om at jeg har flere
penge end min ven hvis jeg keber de her jeans bpeatgder det jo ikke ngdvendigvis, det
betyder at jeg prioriterer mine penge anderledes.”

Line: "Sa det er noget vaerdibaseret?”

Sara: "Ja, fordi de fleste af mine venner og jesdiealde har den samme gkonomi, sa det er
aldrig et spgrgsmal om, hvem der har flest pengs mere hvad man prioriterer at bruge
sine penge pa og der kan jeg jo s vise at jegdlgt at bruge penge pa et par jeans, der er
produceret med social ansvarlighed.”

Line: "Men hvorfor vil du sa prioritere det?”

Sara: "Jamen det vil jeg jo blandt andet fordigégar god samvittighed.”

Line: "S& det er en blanding af selvfglelse og tideni forhold til referencegrupper, der ville
gare at du ville kebe CSR jeans frem for eksempdene?”

Sara: "Ja helt klart, lige sa meget...det er higttKorholdet mellem at kigge mine venner i
gjnene og kigge mig selv i gjnene og den histagegerne vil forteelle mine venner om hvem

jeg er og den historie jeg gerne vil forteelle majvsom hvem jeg er de skal passe sammen.
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Hvis jeg sidder og snakker med mine venner og ligkslar pa tromme for social
ansvarlighed og fremmelse af arbejdsforhold i deviedden, og sa i smug gar ned i H&M og
kgber jeans og klipper maerket ud, sa ingen kan deratar made in Bangladesh.”

Line: "Sa det handler ikke kun om, hvordan du bliset, for s& kunne man skjule det?”

Sara: "Helt sikkert. Jeg kunne jo sagtens kgreastkeradespil, sa det virker som om.”

Line: "Sa der er en masse emotionelle ting inddver?

Sara: "Ja.”

Line: "Hvorfor?”

Sara: "Det handler om to ting; kan man holde udatiteenke pa at éns forbrug og til tider
overforbrug sker pa bekostning af nogle mennesksit omkring i verden, som ikke har det
specielt godt og ikke selv har valgt at have det si2 har det. Selvfglgelig iver det ogsa et
kick, nar éns venner kigger pa én med beundring.”

Line: "Ja, menvi har det vi skal have, tak skahdwe.”
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Consumer interview Rebecca 25 years old
CSR certificeret produkt:

[ CSR certificeret produkt ]

[ Hjeelper mig til at veere den jeg gerne vil vaer}e

\

[ Stetter op om den jeg er ]

\

[ Et mode spgrgsmal ]
/ [ Understgtte en segthed ]
[ Reflekterer mig - udseend% [ God kvalitet ]

[ Rebecca 25 ar ]

Line: "Du skal forestille dig at du skal ud at keée produkt som er CSR certificeret og dvs
et produkt, der statter det sociale aspekt. Hwidgikeiorer er vigtigst for dig, nar du skal ud og

kgbe sadan et produkt her?”

Rebecca: "Troveerdighed. At jeg tror pa at det fkér...fordi hvis jeg k@ber noget fordi det

skal have en eller anden CSR profil, s& bliverggga ngadt til at veere 100% sikker pa at jeg
kan tro pa at de lever op til denne her profil dever at skabe. Jeg bliver ngdt til at vaere
sikker pa, at det er fair trade...at bgrnene flktiar gaet i skole eller at arbejderne har de
rigtige levevilkar og de rigtige arbejdsvilkar, fovis jeg ikke er helt sikker pa dét, sa er der jo
ingen grund til at kebe produktet. S& noget sikettrilet har jeg brug for.”

Line: "Hvorfor?”

Rebecca: "Fordi at ellers kan jeg jo ikke tro pdeaf gor noget godt ved at kebe det her
produkt, at jeg sarger for at der er nogle menmedke far det bedre, sa har CSR...eller det
produkt jo ikke rigtig nogen funktion, for jeg kabdet jo netop for at nogen kan fa det

bedre.”

Line: "Hvorfor?”
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Rebecca: "For at fa det bedre med mig selv ogtfwla at jeg ger en forskel. Og sa kan man
sige — hvorfor er det sa ikke bare nok at havefdisise, for det kunne det jo godt vaere, men
det er ligesom at det duer ikke med den fantass, ther ligesom ikke er et sikkerhedsstempel,
der underbygger forestillingen om at jeg sendredery jeg gar noget bedre.”

Line: "Hvilket projekt ville du sa statte? Altsaki& helt specifikt, men...”

Rebecca: "Det er sgu sveert at sige, men jeg trdetville veere et projekt som skulle gribe
noget i mig, fordi jeg kan udelukke rigtig manged# ting der foregar i verden, hvor man
kan sige — fuck, det er ogsa synd for indiske sgrsller kaffebgnder i Sydamerika eller et
eller andet, men det bliver ngdt til at veere ejgitohvor jeg teenker, at det fandme bare ikke
kan veere rigtigt det her, og et eller andet je@ikln gare mig blind for, for der foregar rigtig
meget ude i verden man kan ggre sig blind fordetdma veere et projekt hvor jeg ikke bare
kan skubbe det ud og lade som om det ikke findegeteer noget jeg ma gere noget ved.”
Line: "Hvorfor det?”

Rebecca: "Fordi...ghm...jeg tror det handler om dentrang til at hjeelpe eller ggre noget.
Det handler ogsa om sig selv, at man er en persphahdler, der gar noget. At hvis man ser

noget der ikke er fair, der ikke er retfaerdigtns@jeg veere én der ggr noget.”
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Fashion produkt:

[ Fashion produkt ]

[ Hjeelper mig til en rolle ]

\

Sarger for jeg bliver mere af

det jeg gerne vil veere

[ Mode spgrgsmal ] [ Statter en personlig aegth%d

[ Rebecca 25 ar ]

Line: "Okay, sa gar vi videre. Du skal nu forestilig at du skal ud at kgbe et fashion
produkt, altsa modetgj af en art, det kan vaerékiffastreet butikker eller noget...er du med pa
hvad jeg mener?”

Rebecca: "Ja.”

Line: "Hvilke ting er sa vigtige for dig, nar dualkud og kebe sadan et produkt?”

Rebecca: "Det er vigtigt for mig at det jeg kebéren eller anden made stgtter op om den
person jeg er, eller at det giver mig muligheddbtro at den person jeg er, er noget mere af
noget andet. Fordi jeg....hvis jeg kegber fashianhar jeg en eller anden forestilling om, at se
mig selv i en eller anden situation i det her tigrailbehar. Sa derfor sd underbygger det min
person, eller min rolle. Og udover det, sa er détfglgelig vigtigt at jeg synes at det er flot
og ordentlig kvalitet.”

Line: "Hvorfor?”

Rebecca: "Det med at det er flot, det er jo barenetiespgrgsmal og det med kvalitet, det
handler om at understgtte den aegthed, at den keeter del af mig selv som jeg far ved at

kgbe det her fashion og som p& en made muliggiegadan treede ind og underbygge denne
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her rolle eller del jeg ser mig selv i. Det haresttnoget at ggre med at jeg vil det her sted hen
og at jeg neesten er der, men sa skal det lige simdtr eller vaere med til at opbygge sadan
som jeg gerne vil fremtraede.”

Line: "Hvorfor skal det det?”

Rebecca: "Det skal det fordi...fordi det er en mgate synes jeg ser ud pa er vel ogsa den
made man bliver mgdt af andre, sa lidt "if you plag part you are the part™-agtigt, overfor
andre, men det handler jo ogsd om for mig, hvitkier og konstellationer jeg treeder ind i, sa
bliver jeg ogsa...ja det lyder overfladisk, men detikke sddan ment, men man er jo ogsa
forskellig afhaengig af hvilke mennesker man er semmed og det er som om at accessories
og t@j statter op om dén rolle som jeg er dér otignar at jeg bliver sadan som jeg gerne vil
veere, det er jo ikke fordi der er nogen der pakegtg at vaere pa en bestemt made, det er jo

noget jeg har lyst til.”

CSR Jeans:
[ CSR jeans ]
[ God kvalitet ] [ Hjeelpe mig til at veere den jeg gerne vil va%re
\
[ Fordi jeans var smarte ] [ Funktion ]
[ Rebecca 25 ar ]

Line: "Ja, s& er vi kommet til det sidste og detatrdu skal forestille dig at du skal kabe et
par jeans og de her jeans er CSR certificeret reédatiale aspekt igen. Hvilke overvejelser
ville du sa gare dig i den kontekst, hvis du skilide sadan et par...og ville du overhovedet
kgbe dem?”

Rebecca: "Altsa for det fgrste gar jeg ikke sezamigget i jeans, men det ville jeg godt, jeg
ville godt kgbe et par jeans, men jeg tror umiddelbkke at det ville veere min egen
opfindelse at kabe de jeans, for hvis jeg villen.dler aflastfalelse man kan fa ved at kabe
CSR produkter eller stgtte noget godtggrende, rerj¢g mere for mig, at jeg ville kabe

noget fairtrade mad og putte det ned i min indkabskeller ogsa statte nogle organisationer
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direkte. Sa det der med at kabe nogle jeans, dke slet vaere fordi det var lidt smart, fordi
det sa tilbed mig en eller anden rolle, ligesorsnakkede om far med tgjet, at det pa en eller
anden made have sadan en funktion. Sa skulle jgg§ sxnes at de var sindssygt fede og det
er jo ikke noget, altsa, det er jo ikke mig selv didle finde pa at de var fede, det ville vaere
modebilledet...ikke fordi jeg er totalt fikseret anode, overhovedet ikke, men det er man sgu
alligevel...der er noget der er smart og nogetedersmart. Samtidig ville jeg ikke kabe CSR
jeans hvis det var sadan noget man skulle gaisj aliis alle gjorde det, sa bliver jeg helt
Rasmus Modsat, hvis det bliver sddan noget popimspigeagtigt.”

Line: "Men hvorfor?

Rebecca: "Det med pop provinspige?”

Line: "Jamen det hele...hvorfor sadan...det med Het blev en trend, sa ville du go with it?”
Rebecca: "@hm...fordi at hvis det blev en trendyiié det understatte det jeg ville have ud
af at kebe de par bukser, sa ville det vaere smarkunne man kgbe de bukser og sa veere
smart. Men det skulle veere en trend indenfor déafdeamfundet som jeg synes jeg hgrer til.
Altsa netop ikke poppigerne eller Eurowoman-smdriier, for sadan er jeg ikke, men...god
kvalitet, lidt refleksive typer.”

Line: "Men lad os forestille os at du keber jeavile du sa vaelge dem, frem for nogle andre
jeans, hvis alt andet lige...kvalitet osv var erile du sa veelge dem frem for for eksempel
Acne jeans?”

Rebecca: "Hvis de sad lige godt.”

Line: "hvis det hele var ens undtaget meerket.”

Rebecca: "@hm...ja og nej, lad os sige at det vaneAjeans der var det andet par jeans, sa
ville det for mig handle om, hvad det var for noglans jeg skulle bruge, altsa hvordan andre
sa pa de jeans, fordi Acne er ligenu sadan lidtssmaéte, sa hvis det nu var den lidt
smasmarte kebenhavneragtige ting jeg havde bruat foutte pa mig selv, men hvis de andre
CSR jeans var smarte pa en anden made og det tv@gdéavde brug for, jamen sa ville jeg
kabe dem.”

Line: "Hvorfor?”

Rebecca: "Det er igen noget med den funktion dak ne. Det skal pa én eller anden made
hjeelpe mig i den rolle jeg pragver at skabe for sety og som andre kan se. Derfor bliver det
ngdt til at veere nogle jeans som tilbyder en retlm jeg finder attraktive og som jeg faler er
en del af mig selv, men maske ogsa underbyggedededr jeans.”

Line: "Okay. Jamen det var det, tak for det.”

221



Appendix 6 — Control Interviews

Consumer interview Nicolai 30 years old
CSR Certificeret produkt

[ CSR certificeret produkt ]

[ Bedre Ign ]
At noget der burde
veere ufarligt ikke
er farligt [ Flere muligheder ]

[ De ikke bliver syge]

[ Fremtidssikring ]

ulaekkert Min familie, passe pa
[ Studere ]

derr

[ For min egen skyld] [ Har ikke s& mange peng}e

[ + Giftige stoffer ] Pris

[ Nicolai 32 ar ]

Tina: Okay, du skal forestille dig at du skal udlagpe et produkt der er CSR orienteret og
med CSR der mener vi et produkt der har fokus pasdeiale enten at de ikke bruger

barnearbejdere eller at arbejderne far en ordeimtligng det har ordentlige forhold vi de f.eks.
arbejder med forskellige kemikalier. S& hvis nus#ulle ud og kabe sadan et produkt, hvad
ville s& veere vigtigt for dig?

Nicolai: ..... uhm.... Det er sveert at svare pa det ik@mjo lidt an pa hvad det er for et

produkt?
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Tina: Jamen egentlig bare et produkt du skulle &érugverdagen f.eks. som forskellen fra et
lignende produkt at forskellen var at dette procartandet sig pa at det var socialt orienteret —
et fysisk produkt du gar ud og betaler penge foraggr med hjem.

Nicolai: Ja... uhm... at der ikke var giftige stoffesélve produktet, det jeg ogsa har det
darligt med er mineraler til elektronik, der harresanange dokumentarer fra Congo og andre
steder lige som blod diamanter som er en oversgtjéig godt kan fa en lidt darlig smag i
munden af — men for mig at se er sveert at ggretivege Jeg kan da godt regne ud at hvis det
skulle ggres pa en made der var bedre for de lagdde mennesker sa ville tingene veere
meget dyre, og hvor meget mere ville jeg betalegiormobiltelefon? S& der ma jeg nok
indrgmme at pris er afggrende at det er begreensetnheget mere jeg er villig til at betale
nar det kommer til stykket.

Tina: Kan du naevne andre ting?

Nicolai: .... Hmmm... nej ikke rigtig.

Tina: Sa pris og ikke giftige stoffer er de vigtiggor dig?

Nicolai: Ja
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Fashion produkt:

[ Fashion produkt ]

[ lkke sa& gode ting af have mange tiﬂ\g

[ + mode orienteret] ’
/ [ Giver mig mere ]

[ Egen opfattelse ]

\

[ Pasform og design ]

Oplevelse

[ Binder ikke midler i dade ting]

[ Det er mig der skal bruge ] + overpris

[ Selv kan lide det ]

[ Nicolai 32 ar ]

Tina: Jamen s& gar vi videre med de 2. S& hvisikigger pa de giftige stoffer, hvorfor er
det sa vigtigt at der ikke er giftige stoffer i grktet?

Nicolai: jamen det er jo for min egen skyld nar jeaiger produktet, jeg synes at det er
ulzekkert nar man bruger produktet.

Tina: Hvorfor?

Nicolai: Man skal selvfglgelig ikke teenke for megeer det, far sa ville man nok ikke kunne
bruge s& mange ting, men altsa det er lidt klankeseikalier der bliver brugt. Men det er for
min egen skyld i forhold til at jeg og min familie.

Tina: Hvorfor?

Nicolai: Jamen de kan blive syge af noget som uslimiit ser ufarlig ud kan veere farligt.
Tina: Okay, hvis vi sa tager pris, hvorfor er dewtigt for dig?
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Nicolai: Jamen fordi jeg ikke har sa mange penge.

Tina: Hvorfor?

Nicolai: Hvorfor jeg ikke har s& mange penge?

Tina: Ja.

Nicolai: Fordi jeg ikke arbejder s& meget fordijeq er studerende. Det ger selvfglgelig at
man jo bedre tillade sig at, synes jeg, at umh..dlebevidst eller baeredygtigt hvis man har
de gkonomiske midler til at gare det...

Tina: Hvorfor?

Nicolai: jamen det er jo ikke fordi at jeg er ueni@SR, men jeg kaber da altid buraeg i Netto
og min ven gar helt amok, han vil altid kebe d&afrilske sekonogiske aeg, og det er jo ikke
fordi at jeg er uenig, men jeg har bare ikke peegem jeg ville veere mere tilbgjelig til at
skifte adfeerd nar jeg ikke er gkonomisk presset.

Tina: Hvorfor?

Nicolai: Mit parameter ligger bare meget pa piksaft at min gkonomiske situation.

Tina: Hvorfor?

Nicolai: Jamen, fordi at jeg studerer.

Tina: Hvorfor?

Nicolai: Jamen for at fa en fremtidssikring, sa kemtjene flere penge.

Tina: Hvorfor?

Nicolai: Jamen sa jeg far mere frihed til at geedidg jeg gerne vil.

Tina: Hvorfor?

Nicolai: Fordi jeg godt kan lidt at ggre som jeg vi

Tina: Hvorfor?

Nicolai: Fordi jeg ikke gider veere afheengig af andr

Tina: Hvorfor?

Nicolai: ... uhm... Fordi at jeg gerne vil vaere migwsel

Tina: Okay, det var sa den farste, sa gar vi tibtigudgangspunktet, og du skal nu forstille
dig at du skal ud og kebe et fashion produkt, og et mener vi et produkt du ville kunne
kgbe pa high street. Er du s& med pa hvilket prodeker tale om?

Nicolai: Ja.

Tina: Okay, hvad ville sa veere vigtig for dig?
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Nicolai: Jeg keber ikke ting for at andre skal keride dem, jeg kaber dem for mig selv. Sa
jeg er nok den helt forkerte at spgrge, for jegdbrymig ikke om at have ting der er
overpriced, sa pris er helt sikkert en vigtig ting...

Tina: Hvad er ellers vigtig for dig?

Nicolai: hmmm, jamen at jeg selv kan lige det.

Tina: andet?

Nicolai: hmmm.... Nej, synes prisen, den er barefgdta@ende,jeg vil heller brugene pengene
pa oplevelser.

Tina: Hvorfor ?

Nicolai: Fordi jeg hellere vil bruge pengene paevglser?

Tina: ja

Nicolai: Jeg synes det giver mig mere, jeg er ildée god til ting. Jeg er meget lidt
materialistisk.

Tina: Hvorfor?

Nicolai: Jamen jeg har ikke lyst til at binde milgting, vil heller ud at opleve noget det giver
mig mere...

Tina: Okay, hvis vi sa skal tage den anden tingwdervigtig for dig, at du selv skal kunne
lige det. Hvorfor er det sa vigtigt?

Nicolai: jamen jeg gar mere op i ... uhm... fordi atuh. fordi at det er mig der skal bruge
det. Det er ikke andre der skal bruge det. Sa ejodeigtig at jeg har det godt med det jeg
kaber, ud fra min egen opfattelse.

Tina: Hvorfor?

Nicolai: Jamen jeg vil jo ikke kabe noget jeg ikkegder mig om...
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CSR jeans:

[ CSR jeans ]

[ Séadan fungerer verdenen]

[ Markeds orienteret] Social udvikling kommer}

af gkonomisk udvikling

Meget til at eendre og

seette CSR pa [ udviklin ]
daasordne 0

\ [ Der er en grund til at maﬂ

[ Hellere oplevelser ] Syr jeans i gsten

[ Tror ikke pa konceptet ]

[ Nicolai 32 ar ]

Tina: Okay, sa tager vi den sidste. Her skal dstilée dig at du skal ud og kebe et par jeans
der er CSR orienteret, de brander sig selv pataader et socialt ansvar, hvad ville sa vaere
vigtigt for dig?

Nicolai: wow... alle mine jeans er lavet i kinesis@veatshops.... Det er ikke sa godit...

Tina: Sa hvad ville s& veere vigtigt hvis du skulleog kebe sadan et par jeans?

Nicolai: Jamen hvad hedder det.. uhm... jeg kebefjedets som jeg kaber, jeg kommer til at
lyde som sadan en neerrigrav, jeg kaber dem i banijkt0 kr. stykket fordi at jeg ikke gider
bruge 600 kr. stykket. Sa igen har det noget medkd@omiske midler at ggre, at jeg vil ikke
betale det dobbelte som jeg tror at det vil kosteat et par jeans blev produceret under bedre
arbejdsforhold.

Tina: okay sa pris er igen vigtig.
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Nicolai: ja, og for at veere helt aerlig, sa blidet sgu lavet samme sted som det andre og der
er meget tilbage at gnske om hvordan de bliver stilet. Som man da ikke har lyst til at
teenke pa.

Tina: Hvorfor?

Nicolai: Jamen der er jo en grund til at man swngi Vietham og ikke i Danmark. Det har
ogsa noget med udvikling at ggre fordi uanset haonthan vender og drejer det sa kommer
social udvikling af gkonomisk udvikling, og detitjeg ikke der er nogen smutveje igennem.
Men jeg ser det kun ske pa den made og det erdghliy meget markedsorienteret og maske
kynisk og koldt men sadan fungerer verden jo... Qgtjer der skal rigtig meget til for at
CSR bliver et parameter for mig.. det ggr mig masket darligt menneske...

Tina: Tak det var sa det...
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Consumer interview Trine 29 years old

CSR certificeret produkt:

[ CSR certificeret produkt ]

[ Godt for mig]

[ Bedre fglelse ]

[ Tryghed ]

[ Ok at betale mere for kvalitet]

[ Stole pa produktet]

[ Stor veegt pa kvalitet ]

[Sundhed ]
[ Merpris for kvalitet ok ]

[ Pavirker helbredet ]

[ studerende ]

[ Ubehageligt] [ + gkonomiske ressourceﬂ

[ E-nr, skadelige soffer] Pris

[ Trine 29 ar ]

Tina: Sa til at starte med skal du forstille digdatskal ud og kabe et produkt der er socialt
orienteret, og med det mener vi at produktet brasidgpa at tage et socialt ansvar som bedre
arbejdsforhold og lgnninger til deres produktiondarbejdere. Hvad ville sa vaere vigtig for
dig hvis du skulle kabe sadan et produkt?

Trine: Det ved jeg ikke... uhm.... Det er ikke fordijay teenker sa meget over det nar jeg er
ude at handle, selvfglgelig kan jeg godt finde p&abe fair trade, men det er nok mere
funktionen af selve produktet der er vigtigst. &g kigger mere pa om det er gkologisk, E-nr.,
og andre ting omkring indholdet og funktionen, g kvaliteten, og prisen og nok ogsa
emballagen at jeg gar efter noget der ser mereydatitle ud eller rent ud.

Tina: Hvad er sa de 2 vigtigste ting?
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Trine: | gjeblikket er jeg er meget fokuseret parEi mad og prisen selvfglgelig.

Tina: Hvis vi sa starter med E-nr. Hvorfor er détvgtig for dig?

Trine: Fordi at jeg synes at det er ubehageligbats madvare er fyldt med en masse ting der
kan pavirke vores helbred rigtig meget.

Tina: Hvorfor det?

Trine: Fordi at jeg gar op i sundhed, jeg vil hedlé&kabe produkter der ikke indeholder alt
muligt at jeg kan stole produktet og hvad der er i.

Tina: Hvorfor det?

Trine: Hvorfor at jeg skal kunne stole pa produkt@gamen det giver mig en form for tryghed
at jeg kan stole pa det jeg kgber at det er gadnig.

Tina: Hvis vi sa tager prisen, hvorfor er den sgigP

Trine: Jamen altsa jeg er studerende, s& mithédigpelab er ikke det store sa selvfalgelig er
prisen vigtig for mig. Der er nogen ting jeg laeggeere veegt pa, og der er prisen maske lidt
hgjre.

Tina: Hvorfor det?

Trine: Jamen vil gerne betale mere for kvalitet?

Tina: Hvorfor det?

Trine: Vil gerne betale en merpris for kvalitet, dgt koster nok bare mere at producerer og
det laegger jeg stor vaegt pa. Jeg synes der diosstel pa det billige vare og dyre vare sa det
er okay det koster mere.

Tina: Hvorfor det?

Trine: Hvorfor det er okay? Jamen der er bare noagee jeg veegter mere end andre og dem
er jeg villig til at betale mere for. Jeg ved ik&egang hvad jeg lige skal naevne, men det er
noget jeg faler giver mig en bedre fglelse deramahgijre kvalitet og veelger derfor andre vare
fra der ikke er sa god kvalitet. Det handler masfsa om branding og de har vaeret gode til

at brande deres kvalitet.
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Fashion produkt:

[ Fashion produkt ]

[ Ok med flere penge pa kvalitet ]

[ + underskud hver méneﬂi

[ Det er mine penge]

t
[ Studerende ] [ + overpris for billige produkter ]

[ Mit radighedsbelgb ikke sa sto}t \
[ Billig vare + kvalitet ]

[ Passe til min gkonomi ]

Skal passe sammen med pris og desig}n

Pris Kvalitet

[ Trine 29 ar ]

Tina: Ja, sa gar vi videre. Nu skal du forstillg dt du skal ud og kabe en fashion produkt, og
med det mener vi et produkt du kan kebe pa higlestEr du s& med péa hvilken produkt vi
taler om?

Trine: Ja.

Tina: Hvad ville sa veere vigtig for dig?

Trine: uhm... jamen igen pris, kvalitet og design..Oga det er vil det... det er vil det
vigtigste.

Tina: Hvad ville veere de 2 vigtigste.

Trine: jamen jeg synes det er sveert at skille dddasignet gar jeg efter hvis det er noget
der tiltaler mig, men kvaliteten skal jo veere eftéisen... men ja pris er ogsa ret vigtig hvis
det skal munde ud i et kab, s& i den sidste engdésnok det vigtigste og kvalitet.

Tina: Hvis vi sa tager pris, hvorfor er det sa igat

Trine: jamen den skal passe til mig.
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Tina: Hvorfor?

Trine: Jamen igen, mit radighedsbelgb, hvad harddgil at bruge, hvis det er dyrt skal det
virkelig veere et produkt der tiltaler mig, ellerdvizg at jeg ikke har rad til det.

Tina: Hvorfor det?

Trine: Hvorfor jeg ikke har rad til det? Jamen foad jeg ikke gider have underskyd hver
maned fordi at jeg vil kebe produkter jeg ikke Het til.

Tina: Det er fair nok. Og kvaliteten, hvorfor emaégtig?

Trine: Jamen den skal passe til prisen.

Tina: Hvorfor det?

Trine: Jamen altsa, selvfglgelig hvis det er eligbilar kan jeg nok ikke forvente at kvaliteten
er hgj, men jeg gider ikke betale en overpris p&ame jeg faler er billig produceret, sa pris
og kvalitet skal fglges ad hvis det skal veere ngggegider kabe.

Tina: Hvorfor?

Trine: Jamen ellers fgler jeg ikke at jeg far detrhine penge som jeg faler jeg burde. Sa vil

jeg hellere kabe ordentlig kvalitet der kan holde.
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CSR jeans:

[ CSR jeans ]

[ Ok med flere penge pa kvalitet ]

[ Det er mine penge]

[ + underskud hver mé’me%i [ + overpris for billige produkter ]

[ Studerende ] [ Billig vare + kvalitet ]

|

[ Mit radighedsbelab ikke sa sto}t [ Skal passe sammen med pris og desig}1

/

[ Passe til min gkonomi ] [ =+ stor forskel sa ville jeg kabe det]

/

I Pris I [ Kvalitet ]
[ Trine 29 ar ]—[ CSR normalt ikke et parameter]

Tina: Ja, sa tager vi den sidste, og der skal dhtilie dig at du skal ud og kabe et par jeans,
og forskellen fra andre jeans er at de brandep&igt de er CSR orienteret, hvad ville s veere
vigtig for dig?

Trine: Nar jeg skal ud og kgbe et par jeans, jaswwfalgelig hvis jeg star med 2 par jeans

og de ene brandet sig pa at de var CSR orientgrat prisen var den samme eller der var en
meget lige forskel og kvaliteten var den sammekisine jeg godt veelge det der var CSR

orienteret, men det er ikke noget jeg ellers teemaget over , det er ikke et parameter jeg gar

ud og veelger produkter . Men det er maske forgiatkke falder over det nar jeg handler, sa
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hvis jeg sa det mere ville det maske veegte merartigsMen ellers sa igen de samme ting
som med fashion produktet pris og kvalitet.

Tina: Sa der er ikke andre ting der ville vaereKeligg fra fashion produktet?

Trine: Nej, ikke pa nuveerende tidspunkt, maske Heiskom mere fokus pa CSR og nar jeg
fik et starre radighedsbelab, men ikke nu.

Tina: Okay, tak for det.
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Consumer interview Claes 32 years old
CSR certificeret produkt:

[ CSR certificeret produkt ]

[ Skal kunne holde ]

+ gar i stykker ]

(.

[ Spild af penge eIIers]

Vs

Ordentligt produkt ]

[ Det man betaler for]

/\\ En vis kvalitets graens%

[ Pris ] [design] [ kvalitet ]
[ Ikke ga ned pa kvalitet]

[ Brander sig pa det]

/

[ Overholder CSR ]

[ Kvalitet lig andre produkteﬂ

[ Lig andre produkter ]

[ Claes 32 ar ]

Tina: Farst skal du forstille dig at du skal udlape et produkt der brander sig pa at veere
CSR orienteret og med det mener vi et produkt dgert et socialt ansvar sa som bedre
arbejdsforhold, lgn, ikke anvende bgrnearbejdere Hivad ville sa veere vigtig for dig? Det
kan veere alt muligt der relatere sig til produktet.

Claes: at jeg er sikker pa at de overholder defoder, og at produktet lever op til andre
produkter, sa kvaliteten er den samme. Prisenld@r sa meget, jeg ville gerne betale mere
for det hvis det var.

Tina: Ja, andre ting?

Claes: Nej
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Tina: Hvad ville sa veere vigtigst?

Claes: At det overholder det de lover og at proeulaver op til lignende produkter.

Tina: Hvis vi sa starter med at de overholder C8Rm hvorfor er det sa vigtigt?

Claes: Jamen, det er det de brander sig pa, ogdwigke skal ga ned péa kvalitet, design og
andre ting, sa skal jeg veere sikker pa at de ol@zhdet de lover.

Tina: Hvorfor?

Claes: Jamen, det er det jeg evt. kommer til albehere for, eller gar ned i kvalitet pa, ikke
ngdvendigvis.. men....

Tina: Hvis vi sa tager den anden, at de skal vageesom andre produkter, hvorfor er det sa
vigtigt?

Claes: Det er vigtigt fordi at, hvis jeg skal haresammenligneligt produkt, sa skal kvaliteten
gerne stemme overens med andre produkter i samiegoka

Tina: Hvorfor det?

Claes: Det er vigtigt fordi at jeg vil ikke ga dtir meget ned pa kvaliteten i forhold til en
tilsvarende produkt.

Tina: Hvorfor?

Claes: Jeg har en vis kvalitetsgraense, det skalvkire et lorte produkt, det skal veere noget
ordenligt.

Tina: Hvorfor det?

Claes: Jeg gider ikke kabe noget der gar i stykkgrgider ikke skulle ud og kabe noget igen

om 1 maned.
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Fashion product:

[ Fashion produkt ]

[ Sadan er det bare]

[ Mine penge ]

[ + penge pa noget dé’lrlig]

/

[ Ordentligt produkt]

[ + penge pa noget grimt]
[ Design ] [ Pris ]

[ Claes 32 ar ]

Tina: Ja, sa gar vi videre til neeste. Her skalalstille dig at du skal ud og k@be en fashion
produkt, og med det mener vi et produkt du kan kmbhigh street. Hvad ville sa vaere vigtigt
for dig?

Claes: Ah...Design... design og pris. Det er sddan det...

Tina: Hvorfor er design vigtig?

Claes: Fordi at jeg ikke gider bruge penge pa nggesynes er grimt.

Tina: Hvorfor det?

Claes: Hvorfor jeg ikke gider bruge penge pa nogient?

Tina: Ja.

Claes: Fordi at det er mine penge, det er demgegjént.

Tina: Prisen, hvorfor er den vigtig.

Claes: Jeg vil have en ordentligt produkt nar jegl sid og kabe et, pris og kvalitet skal
haenge sammen.

Tina: Hvorfor det?

Claes: Fordi at jeg ikke gider give alt for mangage for noget darligt.

Tina: Hvorfor det?

Claes: Sadan er det bare. Jeg ved ikke lige hvgedpskal forklare den...
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CSR jeans:

[ CSR jeans ]

[ Ellers spild af penge ]

[ Det man betaler for]

Mine penge ]

[ Design] [ Kvalitet ] L

[ Brander sig pa det]

[ Overholder CSR] Design

[ Claes 32 ar ]

+ penge pa noget grimt]

Tina: Jamen, sa gar vi videre til den naeste, hal dik forstille dig at du skal ud og kabe et
par CSR jeans, dvs. det der er til forskel fra aner at de brander sig pa at veere CSR
orienteret. Hvad ville s veere vigtigt for dig? Detn sagtens veere nogle af de ting du
allerede har sagt i forhold til de andre.

Claes: At man er sikker pa at de overholder CSR&odesign igen.

Tina: Er det de 2 ting. Og er det de samme ting am

Claes: Ja.

Tina: Okay, er der noget der ville veere anderledeghold til de ting du har svaret omkring
de 2 ting, nar vi nu snakker jeans?

Claes: Nej, det ville vaere de samme ting.
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Consumer interview Lene 32 years old

CSR certificeret produkt:

[ CSR certificeret produkt ]

[ Hjeelpe andre ]

[ Alle har det godt ]

\

[ LevestandardT

] + formal
/ For meget ansvar]

[ Bedre velfeerd for bgrnen Overfladig vare

/\ [ For nemt ] /
/ Tage vare pa hinandeﬂ [ Spild af penge ]

[ Socialt ansvar ] \
[ =+ kabe for at kﬂbe]

[ + udnytte ]

[ +bzrnearbejde] [ Behov for produktet]

[ Lene 32 ar ]

Tina: Du skal forstille dig at du skal ud og kelieGSR certificeret produkt, og med det
mener vi et produkt der brander sig pa at tageetk ansvar, sa det kan vaere alt fra gode
arbejdsforhold, til ikke at anvende bgrnearbejderad ville sa veere vigtig for dig?

Lene: At det ikke brugt barnearbejde, men for jéig wa ud og kabe et produkt, skulle det
veaere noget jeg havde behov for og det havde ddifungt det nu skulle have.

Tina: er der andre ting?

Lene: Nej ikke sadan lige umiddelbart.

Tina: Hvis vi nu tager bgrnearbejdere, hvorfor ext ¢a vigtigt at de ikke bruger
bgrnearbejdere?
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Lene: Det har noget af ggre med det sociale amgyat man tager vaere pa de her personer at
man ikke udnytter dem.

Tina: Hvorfor at de ikke bliver udnyttet?

Lene: Det sociale ansvar er vigtigt fordi vi skakge for at de for et bedre velfeerd, for alle,
ikke kun bgrnene. Jeg tror at velfeerden er bedtdand der ikke behgver at udnytte bgrn til
at arbejde.

Tina: Hvorfor er det vigtigt?

Lene: At levestandarden er god i de sociale lande.

Tina: Hvorfor er det vigtigt?

Lene: Fordi at der er masser af rigdom i dennevhaden, men vi skal alle sammen have det
godt og hjeelpe hinanden.

Tina: At de ikke ma udnyttes, hvorfor er det vigtig

Lene: Jamen, bgrn har sveere ved at sige fra oignst ting, og det synes jeg er forkert at
udnytte, det er for meget at give bgrn det ansvakalle hjeelpe deres familie, det handler
igen om bedre velfeerd.

Tina: Sa var der behgvet for produktet, hvorfodetrvigtigt?

Lene: jamen jeg kaber ikke noget bare for at kbbbgvet skal veere der.

Tina: Hvorfor det?

Lene: Jamen det er spild af penge.

Tina: Hvorfor det?

Lene: jamen, s& kommer produktet til at blive earfiwdig vare og det er der jo ingen grund

til bare at forbruge for forbrugets skyld.
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Fashion produkt:

[ Fashion produkt ]

[ Spild af ]

[ + noget jeg ikke bruger]

\

[ Behov ]

[ + bruge flere penge]

[ Holde Iaengere]

\

[ Kan bruges flere gang%

[ Funktionalitet] Kvalitet

[ Lene 33 ar ]

[ Kagber for at bruge det ]

Tina: Ja, men sa tager vi den neeste situationskirdu forstille dig at du skal ud og kegbe et
fashion produkt, og med det mener vi et produkkdn kabe pa high street. Hvad ville sa
veere vigtig for dig?

Lene: Det vil veere funktionaliteten og prisen, @ibvet.

Tina: Hvilken af de 2 er vigtigst for dig?

Lene: Prisen og funktionaliteten.

Tina: Hvorfor er funktionen vigtig for dig?

Lene: Jamen hvis jeg skal kgbe et produkt skalvese for at bruge det. Der skal veere et
behov for produktet, det skal kunne bruges til nodet skal ikke bare kgbes for at kabes.
Tina: Hvorfor det?

Lene: Jamen jeg vil ikke kagbet et produkt hvis ikdg skal bruge det.

Tina: Hvorfor det?

Lene: Det er spild af penge.

Tina: Hvorfor er prisen sa vigtig for dig?
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Lene: Det haenger lidt sammen med behovet, forbefi®vet er der og det er god kvalitet, sa
ma det godt koste lidt mere.

Tina: Hvorfor er det vigtigt?

Lene: Det er nok mere kvaliteten der er vigtigard prisen, ma jeg aendre det.

Tina: ja det ma du gerne, hvorfor er kvalitetertigig

Lene: Jamen sa kan jeg bruge det flere gange kaiitdten er god.

Tina: Hvorfor det?

Lene: Sa behgver jeg ikke kabe sa mange produétertiden.

Tina: Hvorfor det?

Lene: Jamen eller er det spild af penge.

CSR jeans:

[ CSR jeans ]

[ Spild af penge

[ + bruge penge flere gange] Ellers kommer det i skabet]

\

[ Behageligt } { Benytte produktet]
[ Kvalitet ]
[ Design ] [ Pasform ]
[Lene 32 ar ]

Tina: Sa skal du forstille dig at du skal ud og &gt par jeans, og det som er forskellen pa
dem fra andre er at de brander sig pa at veere Ci8Rtaret, dvs. de tager et socialt ansvar.

Hvad ville sa veere vigtig for dig?
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Lene: Designet af produktet som har med kvalitgfese, og pasform.

Tina: Er det de vigtigste?

Lene: Ja

Tina: Design var kvalitet, hvorfor er det vigtig?

Lene: At det er behagligt at have pa og at det ddei stykker
Tina: Hvorfor er det vigtig?

Lene: Sa skal jeg ikke ud og bruge penge igen gparemaneder
Tina: Hvorfor er det vigtig?

Lene: Det er spild af penge.

Tina: Sa var der pasformen, hvorfor er den vigtig?

Lene: Det skal veere behageligt at have pa.

Tina: Hvorfor er det vigtigt?

Lene: For sa vil jeg benytte mig af produktet.

Tina: Hvorfor er det vigtigt:

Lene: Det er spild af penge.

Tina: Tak for det Lene.
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