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Abstract 

In today's society, the levels of consumption are higher than ever, and we live 

in an era where sustainable development needs more attention. Fast fashion 

firms, in particular, have a negative impact on the situation, and customer’s 

consumption of clothes has resulted in several threats for the planet. However, 

since fast fashion firms also have a big impact on the environment, it can be 

valuable for them to establish sustainability reports.  

Sustainability reports are made for various stakeholders such as customers to 

understand firm’s sustainability work. To perceive these reports as a customer, 

it can affect the possibility to have more sustainable behaviour. However, we do 

not know if customers search for information in these reports. Thereby we 

neither know their perceptions of fast fashion firm’s sustainability work. 

Therefore, the purpose of this study is to understand if firm’s sustainability work 

impacts customer’s perception through sustainability reporting. 

To answer the purpose of this study, qualitative personal interviews with 

students and a web-based interview investigation with a survey were made. The 

collected data have been analysed with previous research and 

theories. Moreover, the theoretical framework describes relevant theories and 

terms that explain why it is important to work with sustainability, and what it 

implies to be a sustainable customer.  

The conclusion shows that customers are affected by sustainability regarding 

fast fashion. However, only to a certain extent. Hence, more awareness is 

needed from all parties to further understand sustainability from firm’s 

sustainability work. Nevertheless, customers perceptions are impacted by firm’s 

sustainability reports, but they do not know how to take advantage of it. 
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1. Introduction 

The introduction will initially present a description of the background. This 

part will give an overview of the subject and its relevance, which will further 

continue to the problematisation. These are the parts that will construct the 

foundation for the purpose of the study as well as the research questions. 

 

1.1.  Background  

We are living in a critical time, where the levels of consumption are higher than 

ever (Kang et al. 2019; Naturvårdsverket 2018). The outcome of human habits 

and activities has resulted in several threat scenarios for the planet where levels 

of carbon dioxide are high and the temperature of the earth is rising, thus the 

earth overshoot day is occurring earlier by every year (World Wildlife Fund 

2019). Most industries have a negative influence on the situation. However, 

recently there are fast fashion firms that have started to let sustainability take a 

bigger part of their business.  

The term sustainable development was introduced in the year 1981 by the 

environmental scientist Lester Brown from the US (Yanarella & Levine 1992). 

It implies catering for today's needs without risking future generations 

opportunities to satisfy their needs (Arslan & Kisacik 2017). This means people 

need to live with environmental awareness when consuming, and have a 

sustainable customer behaviour, whilst giving future generations the same 

opportunities as the present one. Therefore, the subject relevance is the reason 

why we found it important to further assess customer’s understanding of 

sustainability. 

The research on sustainability goes all the way back to the 1960s (Yanarella & 

Levine 1992). This entails that the term has been discussed for a long time, and 

that there have been opportunities for different firms such as fast fashion firms, 

to act for the well-being of the planet. Therefore, one way for them to 

communicate their commitment to the environment is by their use of 

sustainability reports, which is a report that contains information about 

sustainability work (Romero et al. 2018). Moreover, by understanding how 

customers perceive these reports makes it possible to further investigate their 

actual level of awareness in a firm’s sustainability work. Hence, this 

understanding also creates the possibility to perceive how customers behave 
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sustainable through the affection of norms and social identities (White et al. 

2019).  

 

1.2. Problematisation  

To behave in a sustainable manner can involve several aspects, where the 

customers can choose to behave to protect the environment (Kuhlman & 

Farrington 2010). However, there are different types of behaviours that are 

often socially influenced by norms (White et al. 2019). By understanding how 

norms shape intentions and behaviours it is possible to investigate customer’s 

sustainable consumption. To also understand norms, it allows us to see 

influencing factors on customer’s actual sustainable behaviour, and the 

implications of being an ethical, and green customer (Yustisia 2016; Shaw & 

Shui 2002; Alfredsson 2004). Nevertheless, there is current research made by 

White et al. (2019) that have investigated norms concerning sustainable 

behaviour, to grasp how it is possible to shift customer’s to be more sustainable.  

Although White et al. (2019) had the aim to investigate how there should be a 

shift in customer’s behaviour to be more sustainable. Hence, we further wanted 

to use this research to fill the knowledge gap, to see how the shift towards 

sustainability is possible regarding fast fashion firms, when we also assess 

customer’s understanding of sustainability. Also, if perceptions of sustainability 

reports may contribute to the shift of becoming more sustainable, and if it 

affects customer’s behaviour. 

However, to contribute to the well-being of the planet companies need to work 

in a sustainable manner, and take social responsibility, together with customers 

(Sebhatu 2010; Young et al. 2009). Thus, for this to be possible, customers need 

personal knowledge and understand fast fashion firm’s sustainability work, 

which may demand customers taking part in their sustainability reports. 

Otherwise, it can be difficult to behave sustainably, with environmental 

awareness. 

 

1.3. Purpose of the Study  

The purpose of this study is to assess and analyse customer’s understanding of 

fast fashion firm’s sustainability work. The objective is to understand customers 

view of sustainability, and if firm’s sustainability work impacts customer’s 

perception through sustainability reporting.  
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1.3.1. Research Questions  

1. Does sustainability affect customer’s behaviour regarding fast fashion? 

2. Does sustainability reports have an impact on customer’s perception of fast 

fashion firms’ sustainability work? 
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2. Theoretical Framework 

This section will present relevant theories and concepts related to sustainability, 

and sustainable development. It will sort out relating terms to provide a 

profound understanding of the factors that relate to customers way of 

understanding sustainability and their behaviour. Sustainability reporting will 

be explained to perceive its influencing factors on customer’s way of 

understanding firm’s sustainability work. Also, the theoretical framework will 

present theories related to sustainable consumption to be able to understand 

how sustainability affects customer’s behaviour. 

 

2.1. Sustainability and Sustainable Development 

Sustainability is the development that provides today's needs without damaging 

the need of future generations (Arslan & Kisacik 2017). The concept of 

sustainability can be divided into the three dimensions of social, economic and 

environmental terms, where the environmental aspect focuses to take care of 

the planet. It is also important since it is based on welfare which has an impact 

on the next generations way of living (Kuhlman & Farrington 2010). The social 

dimension refers to being good to people and acts fairly as a firm, and the 

economic dimension depends on environmental and social performance (Arslan 

& Kisacik 2017). 

Sustainability implies well-being over a long time, which thereby concerns 

natural resources, quality of the environment and caring for the future 

(Kuhlman & Farrington 2010). Firms need to be aware that these dimensions 

affect the future and the way to create value for them. Therefore, firms need to 

report directly in their system to show how environmentally friendly they are. 

By doing this, companies will achieve a good reputation in the market since they 

will gain customer’s trust, compared to only focus on the profit (Arslan & 

Kisacik 2017). However, to achieve real success firms should consider a 

combination of the three dimensions. For example, they should seek to obtain 

a competitive advantage by taking corporate social responsibility (CSR) (Abbas 

2020).  
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2.1.1. Corporate Social Responsibility 

CSR concerns organisations´ social responsibility in the form of the 

development of products, without impacting the environment negatively 

(Sebhatu 2010). It is a green strategy with the objective to preserve the 

environment in which firms operate (Abbas 2020). The term depends on a 

number of factors such as economic conditions and laws, with the focus to 

create economic, social and environmental value (Abbas 2020; Sebhatu 2010). 

CSR is used to achieve sustainable growth and to enhance firm’s reputation 

(Abbas 2020). This is not only to increase employee satisfaction but also to 

increase customer loyalty.  

With CSR, firms seek to obtain a competitive advantage and they work for the 

well-being of the society (Abbas 2020). Also, they have a responsibility towards 

their customers, where they should provide information to create customer’s 

satisfaction.   

Another related aspect to sustainability and sustainable development is the triple 

bottom line (Hammer & Pivo 2016). It suggests that instead of having one 

bottom line there should be three. The three P’s stand for people, planet, and 

profit which refers to economic, environmental and social value. The economic 

aspect focuses on economic value, which is related to the capital of companies 

(Arslan & Kisacik 2017). The social aspect suggests the requirements of 

applications that are beneficial such as fair labour, human capital, and society. 

The social aspect focuses on the interaction between companies and the 

community, which in turn deals with relationship and social participation 

between fair wages and employees. The environmental aspect indicates that 

firms need to be knowledgeable about minimising energy use and using 

recycling materials, which can be communicated through sustainability reports 

(Romero et al. 2018).  

 

2.1.2. Sustainability Reporting 

A sustainability report is a term that is related to sustainable development. It 

needs to contain information for stakeholders to understand firm’s 

development of a business, attitudes, and results concerning environmental 

impacts (Romero et al. 2018). It is a way of reporting and clarifying what a 

company has achieved in its business to obtain long-term sustainability 

development. Furthermore, sustainability reports provide a balance and a 
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picture of sustainability results companies have achieved. Therefore, both 

positive aspects and challenges should be provided in sustainability reports 

(Ekonomistyrningsverket 2018).  

Sustainability reports contribute to driving sustainable questions, such as 

information and communication tools internally and externally (Handelns 

Utvecklingsråd 2013). This enhances the organisational structure of its 

sustainability work. Furthermore, the sustainability report includes a summary 

of what has happened in a year within the firm to show that the firm is working 

frequently with sustainable questions.  

A sustainability report is made for firm’s different stakeholders (Freundlieb et 

al. 2014). It is a continuous process and should be established in combination 

with firm’s establishment of their annual reports, or separately in the 

management report (Frostenson et al. 2015; Romero et al. 2018). However, the 

sustainability report is made for its customers, employees and society’s general 

interest for sustainable development, to balance business ethics and different 

rights and wrongs (Freundlieb et al. 2014; Ferrell et al. 2019).  

Furthermore, business ethics is an important aspect of the report, thus it 

establishes a certain level of trust that exists between customers and companies 

(Crane et al. 2019). The concept attempt to balance the different rights and 

wrongs in a firm, regarding business policies and CSR (Ferrell et al. 2019). In 

other words, it adventures how ethical considerations should be in awareness 

for sustainable development (DesJardins 2016).  

The term separates deontology and utilitarianism which have big differences and 

explains the foundation for decision making (Brytting 2005). Utilitarianism is 

based on logic and a more consistent way of thinking. It is about making 

decisions that give as many benefits as possible to the surroundings, and its 

people. An ethical decision that is made with this point of view should be based 

on previous experiences in relation to society and not the personal aspect. In 

contrast, deontology has its base in actions which concern what is right based 

on obligations, principles, and responsibilities. Also, it involves awareness of 

what is right and wrong in terms of ethics to seek justice.  

The split differences in business ethics are the reason ethical perspectives are 

difficult to combine (Brytting 2005). Both the utilitaristic perspective and the 

deontological perspective on business ethics desire to achieve a decision that is 

as ethically correct as possible. However, ethical dilemmas can still arise on 
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different levels and will be determined depending on values and viewpoints on 

sustainable development. Also, depending on how customers perceive the level 

of trust towards companies, and their intentions to shape their behaviours to be 

more sustainable (Crane et al. 2019; White et al. 2019). 

 

2.2. Sustainable Customer Behaviour 

The individual customer’s behaviour can have an impact on the environment at 

a larger scale (White et al. 2019). The sustainable behaviour that affects 

customers is often socially influenced. It tends to be influenced by other 

behaviours and expectations by norms and social identities. Also, depending on 

what is socially approved, it can shift customer’s behaviour to be more 

sustainable.  

The factors that can affect customer’s behaviour can be explained with 

subjective norms and descriptive norms (White et al. 2019). Norms are beliefs 

concerning what is socially approved in a certain context which can depend on 

various factors. However, there are aspects with norms that shape customer 

behaviour that can create problems of abstractness.  

Subjective norms shape intentions which in turn shape behaviour (White et al. 

2019). Furthermore, these norms explain the surrounding’s affect on the 

individual person (Szmigin & Piacentini 2015). For example, the experienced 

pressure from forces outside the individual leads them to act with a certain 

behaviour. The most commonly influencing factor is other people from near 

surroundings. However, the term also touches on how this influence differs in 

various situations.  

Meanwhile, descriptive norms often act as a foundation for influencing 

customer’s behaviour (Yustisia 2016). It refers to information concerning other 

people’s actions. This norm is often more effective than what people know and 

have a stronger effect on sustainable customer behaviour than subjective norms 

does, according to Yustisia (2016).  

Another behaviour that affects customers is social identities, which decide the 

level an individual person can be influenced by others (White et al. 2019). As 

following, people are more likely to act sustainable and take sustainable actions 

if the group is doing so. Social identities can create implications such as having 

a positive view of the group. Also, it describes how customers are more likely 

to act in a better manner in a public context where others can observe and 
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evaluate the actions the person makes. Therefore, the encouragement of public 

involvement can increase behaviours to be more sustainable. 

Customer behaviour is an abstract action and can thereby be characterised by 

being uncertain, and also difficult for other customers to get a grasp of (White 

et al. 2019). Therefore, to direct customer behaviour to be more sustainable is a 

task that may be characterised by struggles. However, various social actions can 

be a utiliser of the problem of abstractness. This concerns how customers tend 

to look at perceptions and expectations when uncertainties arise. Also, this is 

the reason why unfamiliar behaviour is more likely to be influenced by norms, 

than commonly familiar behaviours when it comes to sustainable consumption, 

since the power of social influence is big. 

 

2.2.1. Sustainable Consumption 

Sustainable consumption includes environmental, economic and social 

sustainability (Wang et al. 2019). It states that customers are aware of the 

consequences a product or service has on the economy, environment and, social 

conditions. Sustainable consumption requires a reduction of negative impact on 

the climate, human health, and the environment. The customers who are 

conscious about sustainable consumption will demand companies that do not 

work from a sustainable perspective to do it (Belz & Peattie 2012). Otherwise, 

it can lead to a negative reputation of firms and also the damage to the 

environment. 

Sustainable consumption is based on the customer’s identity which is a way to 

create an image about themselves (Nelissen et al. 2013). The outcome is caused 

due to the customer’s perceptions of fear for social exclusion. However, to 

increase sustainable consumption, it requires customers to achieve a specific 

identity (Soron 2010). There can be a need for customers to change behaviour 

by being motivated of what it implies of being a sustainable customer. 

Furthermore, customers can show their level of commitment by being ethical 

and for example select organic products (Shaw & Shui 2002). 

 

2.2.2. Ethical Consumption 

Ethical consumption has developed together with customers that have started 

to choose the organic selection of products (Shaw & Shui 2002). Organic 

products do not use any artificial chemicals in production. Furthermore, to be 
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an ethical customer implies to consume from socially responsible companies 

(Zollo et al. 2018). Thereby the ethical customer feels a responsibility towards 

the environment and society and shows their level of commitment by buying 

certain products (Shaw & Shui 2002). 

To separate the ethical consumption from regular consumption, without any 

environmental considerations, there are different labels (Shaw & Shui 2002). 

One of the most common labels to enhance ethical products, is the label of 

being organic. However, there are registrations to be able to use the organic 

label on products (Jordbruksverket 2018). Also, the resources for production 

should be used in a sustainable way, meaning how to deal with weed and how 

to provide plants with nutrition. 

For the ethical consumption of clothes, there are some materials that are better 

to use than others (Naturskyddsföreningen 2019). However, for a garment to 

be sustainable, it needs to be certified. One of these materials that are commonly 

used is cotton which is a plant that is difficult to grow. It demands large amounts 

of water and pesticide which further pollute water, air, and earth. However, with 

the organic certification, cotton can be produced in an organic manner and 

thereby without the use of dangerous irrigations that have a negative effect on 

the planet and people. As similar, green consumption also has a focus on the 

environmental aspect (Braga Junior et al. 2019). 

 

2.2.3. Green Consumption 

Green consumption refers to a consumption pattern that has low energy and 

low carbon dioxide intensity per monetary unit (Alfredsson 2004). The term is 

related to customer behaviours and refers to environmental resource issues 

(Nguyen et al. 2017). Meaning customers should satisfy their desired needs, but 

also consider the society.  

Green customers are the segment who give importance to price and quality, and 

they select products and brands through the environmental aspect (Braga Junior 

et al. 2019). Furthermore, companies need to understand how to communicate 

a green message to trigger the customer’s awareness of their behaviour (Codini 

et al. 2018).  
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A decision to consume green is a contributing decision to a sustainable pattern 

of consumption (Young et al. 2009). It is a complex adoption to turn over to a 

more sustainable lifestyle. However, when looking at younger customers in 

comparison to other generations, there are not only differences in values that 

can be determined whether to consume green but also how willing they are to 

accept innovative ideas according to Wang et al. (2018). Younger customers are 

more willing to accept changes and to support environmentally friendly 

products. They also have more environmental awareness in general. However, 

there are other aspects that can conflict when becoming a green customer such 

as values.  

 

2.3.  Theoretical Summary  

The theories in this thesis are based on sustainability and sustainable 

development together with relating influencing terms. They explain the need for 

sustainability and its influence on sustainable customer’s behaviour. The 

theories imply that working with sustainability demand a lot of work and should 

fulfil many aspects for firms to be able to act ethically. The need for 

understanding the term sustainability reporting is founded on the fact that this 

is where firms compile their sustainability work to stakeholders, such as 

customers. However, there was also a need to clear out what customer’s 

behaviour is based on, to understand how it can impact customers and their 

perceptions.  

To clear out sustainable customer behaviour it was demanded to explain its 

different aspects. Moreover, by understanding sustainable consumption, ethical 

consumption, and green consumption it sorts out that there are many different 

views on what it is to have a sustainable customer behaviour, and the ambition 

to act in an environmentally friendly way. In other words, there are many aspects 

that should be held in consideration to be able to be a sustainable customer. 
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3. Methodology  

This section will present the choice of method, data selection, what primary and 

secondary data that have been used, and how the data was collected and 

analysed. Also, it covers potential ethical considerations, a discussion of its 

trustworthiness and the limitations of the study. This is to sort out the relevance 

of understanding sustainability regarding fast fashion. Also, to critically 

explain and clarify the procedure and the reliability of the reported results.  

 

3.1. Choice of Method  

The chosen method will be used as a base for the data collection to examine the 

purpose of this study, which is to assess and analyse customer’s understanding 

of fast fashion firm’s sustainability work. Where the objective is to understand 

customer’s view of sustainability, and if firm’s sustainability work impacts 

customer’s perception through sustainability reporting.  

Thereby, our method is based on qualitative research, with a mixed approach as 

a research strategy. To use this approach, it can facilitate the interpretation of 

the results which may be useful to confirm different collected data since it 

creates more validity (Bryman & Bell 2017). Moreover, the data collection will 

be through personal interviews and a web-based qualitative interview 

investigation with a survey. This also implies the need of the focus to be on 

words to get a profound understanding of our purpose. Elo and Kyngäs (2008) 

further explain that this requires to focus on details and the significance of the 

real-life context. Qualitative research can also create interpretation 

opportunities (Bryman & Bell 2017). However, Silverman (2013) means 

personal interviews are suitable to understand the interviewee’s perceptions. 

This is something that will help us to clarify customer’s sustainable behaviour, 

and how they perceive fast fashion firm’s sustainability reports.  

Another aspect of our use of the chosen strategy, is the evaluation of the quality 

of the data- selection and collection to bring justified results. This implies the 

consideration of trustworthiness and ethical consideration. However, together 

with an inductive approach, our results will proceed directly from our analysis 

of the primary data. The approach will exclude the use of data from models or 

prior expectations (Thomas 2006). In other words, with the research strategy, 

we will make interpretations from the different answers to our data selections. 
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3.2. Data Selection 

We have both a targeted selection of respondents and a non-targeted selection 

in this study. In the personal interviews, we targeted students at Karlstad 

University. We believed this was a group that would be interested in fast fashion. 

To reach the students we delimited our reach to students at the university 

library. As a total, we contacted five students at the age of 21 to 25, whereof all 

of them agreed to participate in an interview. We contacted the people by 

walking up to them in the university library since it was a way to speed up the 

process and save time. The reason why we chose five students was founded in 

the time limitation. Also, because we wanted to use these answers to confirm 

the data collected from the web-based survey, and thereby the general view of 

sustainability regarding fast fashion.  

The second selection of data was non-targeted, which was through the internet. 

A fact that strengthen the use of the internet, was the possibility to get as many 

answers as possible. This was a way to confirm the fact, and to allow the survey 

to collect general and spread information from people with different gender, 

income, and living situations.  

The age of respondents varied from 15 to 55 and older. However, we limited 

the age gap due to our own perceptions of the interest in fast fashion. Another 

limitation was that the survey was published on a single web site. In other words, 

it was limited with constraints to our families, friends and familiarise.  

 

3.3. Data Collection 

We decided to collect primary- and secondary data as sources of information. 

This was to ensure that the data was relevant and customised for our specific 

purpose. Also, to facilitate the interpretation of the results in the empirical study 

with different approaches.  

An advantage with the collection of primary data is that it is guaranteed to be 

up-to-date (Boeije & Hox 2005). Also, we know that the material is trustworthy. 

However, to collect primary data is time-consuming. Therefore, we chose to 

collect data from scientific articles, books and other websites, as well as from 

personal interviews, and a web-based qualitative interview investigation with a 

survey. 
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3.3.1. Primary Data 

To collect the primary detailed data, we implemented five personal interviews 

where we first constructed an interview guideline with six different questions. 

They concerned sustainability and fast fashion firm’s sustainability reports, also 

demographics such as age, gender, and the main occupation, see Appendix 1. 

The reason for constructing an interview guideline was to have a similar context 

during each interview, and to get comparable answers to increase the 

trustworthiness of the study.   

We did the personal interviews with five students, using the constructed guide. 

By doing so, we were able to create semi-structured interviews. The advantage 

for us with this, was to make the respondents feel safe, and to make them see 

the interview more as a conversation. It also gave us the opportunity to give a 

serious impression, and flexibility, depending on how the conversation 

proceeded.  

All interviews were recorded. However, the respondents were still anonymous 

since we did not ask for any personal information. The length of the different 

interviews varied from 10 to 23 minutes, where the length depended on for how 

long each respondent answered each question. Thus, we found it necessary to 

keep them quite short to reduce the risk of the respondents ending the interview 

before answering all questions.  

Additionally, we implemented a web-based qualitative interview investigation 

with a survey. It was published on a single website and was active for two weeks, 

which resulted in 172 anonymous answers.  However, we began to construct 

questions concerning demographics such as age, gender, main occupation, and 

yearly income. Continuously, the survey was structured with 16 questions, 

related to our purpose, see Appendix 3. This was to increase our interpretation 

opportunities and to ensure that the purpose was clear. Also, to get the general 

view of customers perceptions concerning sustainability and fast fashion firm’s 

sustainability reports. 

We decided to have closed questions in our survey. Meaning the answer options 

were given in advance (Larsen 2018). This made it possible for the respondents 

to mark the answers for each question. We used a Likert scale from one to five, 

whereof one implied “do not agree”, and five implied “do fully agree”.  This 

was to enable the respondents to express their level of commitment to the 
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context in each question. Also, to reduce the risk of misunderstandings. 

However, they still could not express their answers with own words. 

 

3.3.2. Secondary Data 

To collect secondary data, we mainly gathered information from the Karlstad 

University database, Google Scholar and physical books, and other websites. 

This was to develop and question the collected primary data. However, the 

scientific articles were limited to peer-reviewed articles to ensure their quality of 

science.  

Secondary data is a time-efficient way to collect information and does not have 

to be prepared (Larsen 2018). However, we did not exactly know how the data 

we collected had been processed or implemented. Thereby we did not know if 

there were any problems with the process. 

3.4. Data Analysis   

To analyse the primary data collected from the personal interviews, we began to 

transcript the answers. This made it possible for us to further encode the 

answers to clarify the most important parts, without missing out on any relevant 

information. We encoded the interviews by looking for themes and keywords, 

which further were divided into categories, with data samples from the 

respondents through quotations, see Appendix 2. Based on our purpose, we 

found three major themes, which we further linked into nine categories. This 

facilitated the interpretation opportunities for us together with the survey 

answers. 

Furthermore, the survey answers were automatically, percentage compiled in 

figures. For us, this implied no need to encode the answers, which reduced the 

risk of calculating wrong or compiling any errors. The figures were used to 

create structure, and to make it easier for us to interpret the results. 

Later, the collections of primary data were also compiled together in text. 

However, to do further discussions, we used the primary data, with the collected 

secondary data to increase the trustworthiness. When this was done, we decided 

to delete the recorded interviews, the transcripts, and the survey answers. This 

was to ensure the participators anonymity. 
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3.5. Trustworthiness  

The ambition to analyse and discuss the material was a key factor for the quality 

of this study. Therefore, we have worked to increase the trustworthiness of 

personal interviews and the web-based survey. For example, we attached all 

appendices, where the interview guide is attached as Appendix 1, the encoding 

of interviews as Appendix 2, and the survey is attached as Appendix 3. Besides, 

the process of the implementation of the primary data has been described in 

detail, which also increased the trustworthiness.  

However, it can be issues with trustworthiness due to interpretations 

(Graneheim and Lundman 2004). In this case, this can be true since the study is 

based on personal perceptions. To avoid the issue with interpretation errors, we 

have collaborated close together, discussed our perceptions, and compared 

them after all interviews.  

As similar, we have worked together with the interpretation of the survey 

answers. To further increase the trustworthiness of the survey, we gathered as 

many as 172 survey answers. According to Bryman and Bell (2017), many survey 

answers from different respondents contribute to a more reliable result. Thus, 

when collecting data, there are also other important considerations with ethics. 

 

3.6. Ethical Considerations 

There were different ethical considerations that we had in behold in this study. 

It was particularly important thus we interacted with various people, and thereby 

needed to consider how we collected the information and how we processed it. 

This was to secure that our research is morally defensible. 

An example of ethical conditions was misleading information, which was related 

to the web-based survey and personal interviews. According to Bryman and Bell 

(2017), to avoid misleading information, the respondents should be informed 

about some basic and relevant information. Therefore, we did a presentation 

about us, and our purpose.  

The primary data collections were anonymous to protect the respondent’s 

integrity. Thereby, we did not collect any personal information that in any way 

could connect the respondents to the web-based survey and personal interviews. 

Also, we asked for their consent to record the interviews to be able to encode 

the answers. However, to avoid further problems with the personal interviews 



24 

 

and the web-based survey, we deleted the recordings, transcriptions and the 

survey answers, when we had compiled the data. However, as Bryman and Bell 

(2013) mentions there are still some important limitations when using personal 

interviews and a web-based survey.  

 

3.7. Limitations 

In our collection of primary data, we were limited to certain areas in Sweden. 

For example, we only reached out to students at the Karlstad University library 

and we published the survey on a single website. To reach out to different 

students, or different platforms could have given various results. However, our 

commitment was due to the limited amount of time that we had.  

A further limitation with the time constraint was the impossibility to reach 

customer’s view of all niche clothes. Meaning we only targeted the sustainable 

view of fast fashion clothes, and not high-end clothes, or second-hand clothes. 

Due to this, it was not possible to generalise all niches, since our targeted 

students and the participators of the survey do not represent the whole view of 

sustainability and sustainability reports. 

However, with the web-based survey, we were able to reach many people. Thus, 

we did not know how many respondents we actually reached out to. Thereby, 

we were not aware of the number of drop-offs, which was in consideration 

when we did further interpretations of the data.  
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4. Empirical Study 

This section will present the findings from the two collected sources of primary 

data. The results have been compiled in various figures and text to describe, and 

show how the respondents have answered individually, as well as generally. 

Initially, there will be a background presentation from the personal interviews 

and the web-based survey. Continuously this section will be divided into two 

themed chapters, which will present a summary of sustainability from a 

customer view, and sustainability reporting from a customer view. 

 

4.1. Background 

To initiate the empirical study, we valued the relevance of understanding the 

respondents of the five personal interviews and the 172 respondents of the web-

based survey. Thus, we began the investigations asking questions concerning 

their age, gender, and their main occupation. However, in the survey, we also 

saw an interest in the participator’s yearly income. This was to get an 

understanding of the respondent’s background and perception of differences in 

income and main occupation. To further understand customer’s view of 

sustainability and if they are affected by fast fashion firm’s sustainability work.  

In the survey, we received a group with variations in occupations and thereby 

income as well. The biggest part of them had a yearly income of 100.000 SEK 

or less. This may be linked to the fact that the biggest part of the respondents 

was in the age between 15 to 24 years old. The second biggest section was people 

between 25 to 34 years old. This implies that the age of most respondents was 

quite low. However, a big part of the respondents were employees, and a large 

section were university students.  

All participators in the five personal interviews, were students at Karlstad 

University. They were suitable for this study, since we assumed that they 

represent a group with an interest in low price clothes, and thereby in fast 

fashion. The five respondents were between the age of 21 to 25 years old 

whereof three of them categorised themselves as female, and two of them as 

male. This was in line with the background of the web-based survey’s 

participator’s age and occupations. 
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4.2. Sustainability and Consumption  

When the general information was known, we asked all respondents about their 

interest in sustainability and environmental questions. Also, whether they feel a 

responsibility to consume in a sustainable manner. This was to get a broader 

picture of their interest, and to see if sustainability is something that affects 

them, and their customer behaviour regarding fast fashion. In the interview, all 

respondents answered with an interested in the topic. This was also true in the 

survey, where a big majority showed a positive result, see Figure 1. However, 

the continuing questions resulted in more variety of answers from each 

respondent.  

In the interviews, four out of five respondents felt a responsibility to consume 

sustainable, for a sustainable environment. Many of them expressed that it is 

important for everyone to be aware of this. However, one of them had a 

different opinion and said, “It does not matter if we consume sustainable or not, 

it feels more like a societal problem and not as something I can fix.” One of the 

respondents highlighted that it is difficult to know which firms to turn to. “It 

feels difficult to buy sustainable clothes, or what you say, because I do not really 

know which firms, and which clothes that actually are sustainable.”  

Another respondent in an interview felt it is difficult to purchase in a sustainable 

manner because of the lack of personal knowledge. In addition, one respondent 

meant it is important to consume clothes in a sustainable manner but still did 

not think about it but wanted to learn more. A similar result was shown in the 

survey where the majority of the respondents were on the engaging side, see 

Figure 2. Nevertheless, it did not show the general personal knowledge or 

affection.  

 

 



27 

 

 

Figure 1. Compilation of the survey participant’s interest in sustainability- and environmental 

questions - Question 1 from the survey. 

 

 

Figure 2. Compilation of the survey participant’s feelings of responsibility to consume 

sustainable for a sustainable environment - Question 2 from the survey. 

 

Furthermore, the survey asked if the respondents felt any importance in having 

clothes with sustainable materials, such as organic materials. The answers had 

more of a spread. For example, about 40 percent of the respondents did not 

feel it is important to use clothes with sustainable material. However, it was still 

a big part of respondents that were affected by sustainable materials.  

A common factor for all the respondents of the interviews and the survey was 

that they value price when buying new clothes. Some in the interviews meant 

that it was of very high value for them. Additionally, it was mentioned that the 

living situation of a student constrains the possibility to ignore the price. and 

one said, “The price feels very important since I am a student and cannot buy 

everything, or what you say”. However, to understand the bigger picture when 
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it comes to the value of price, there was one constructed matrix with five sub-

questions in the survey. The reason for using a matrix was to give them options 

(price, design, material, or sustainable material) to see what they consider the 

most when buying clothes. 

When it comes to design, the biggest part of the respondents in the survey said 

it was important. As similar, four of the interview participators talked about the 

affect of the design and appearance of garments. However, one of them did not 

comment on this part.  

The relevance of material gave a different result, and the respondents from the 

survey had various thoughts about the necessity of certain materials. 

Approximately a third thought it was important, and another third answered it 

was quite irrelevant. In contrast, a big section of respondents did not find it 

important that their clothes were made of sustainable materials which can be 

connected to personal interviews.  

A common factor of the five respondents from the interviews was that no one 

mentioned sustainable materials or materials in general. Most respondents also 

mentioned their difficulties to be aware of which firms that take ethical 

responsibility. One respondent even explained that it is of interest to consume 

of ethical firms but does not know how to behave, and said, “I want to consume 

from these kinds of firms, but I do not feel that I know who they are”.  However, 

it was also a belief from one participator that no firms fully take ethical 

decisions. “I do not think that there are any firms that to a 100 percent, take 

ethical, good decisions”. 

Thus, the survey asked if the respondents choose to buy fast fashion clothes 

from firms that take ethical responsibility, and thereby make sustainable 

decisions. The biggest party said they choose firms that take responsibility. Also, 

it was superior that the respondents believe that the companies carry the biggest 

responsibility, see Figure 3. However, it was mixed answers whether the 

respondents to any extent avoid buying clothes from companies that do not 

care for the environment, see Figure 4. 
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Figure 3. Compilation of the survey participant’s thoughts if companies have the biggest 

responsibility for a sustainable future or not - Question 7 from the survey. 

 

 

Figure 4. Compilation of the survey participant’s avoidance of buying clothes from companies 

that do not care about the environment - Question 8 from the survey. 

 

4.3. Sustainability Reporting 

When the customer’s understanding of sustainability was perceived, we asked 

all respondents if they were familiar with fast fashion firms’ sustainability 

reports. This was to understand if it has any impact on customer’s perceptions 

of firms and their sustainability work.  

All the respondents from the interviews had heard about the report to some 

extent, but only three of the respondents explained their interpretation of it. 

They answered in a similar way that it is about how firms work with 

sustainability questions to state their contributions. One of the participators also 

said, “I have heard what it is, so I would say I am familiar with the word, but 

I do not exactly know what it implies.” 



30 

 

In the survey, the answers were divided equally among the response options in 

the question concerning their familiarity with sustainability reports, see Figure 

5. Furthermore, a big part of the respondents answered that they do not have 

an understanding of what the report is about. However, the result still showed 

that there is some understanding, see Figure 6. 

 

Figure 5. Compilation of the survey participant’s familiarity with the term sustainability 

reporting - Question 11 form the survey. 

 

 

Figure 6. Compilation of the survey participant’s understanding of what sustainability reporting 

is - Question 12 from the survey. 

 

The following part focused on the respondent’s view of companies use of 

sustainability reporting, to further understand if it affects customers and their 

behaviour. The majority of the respondents in the interviews do not search for 

company’s sustainability work through the sustainability reports. This was also 

true in the survey, see Figure 7. However, one respondent in an interview said 

that labels are a way to see the sustainability in specific garments, “… what I 

usually do is looking at labels on clothes to see what they are made of, and 

sometimes you are lucky … and they are made of organic cotton.” 
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Figure 7. Compilation of the survey participant’s use of sustainability reports to find firm’s 

sustainability work - Question 13 from the survey. 

 

The majority answers of the interviews still thought it is important that fast 

fashion firms establish sustainability reports to show their sustainability work. 

It affects their perceptions in a positive way and many of the respondents 

wanted to learn more. As one said, “It would be easier to make better decisions 

if I knew about fashion firm’s sustainability work”. As similar, another one 

said, “… it feels a bit more serious”. Finally, a desire was expressed for easier 

accessibility to firm’s sustainability reports. 

Following the line, a large percent of the respondents of the survey answers 

thought it was important that fast fashion firms establish these reports in their 

sustainability work. About 80 percent of the total respondents are positively 

affected if a company establishes sustainability reports. 

 

4.4. Summary of Empirical Study  

The background explained that the participators in the personal interviews 

and the web-based qualitative interview investigation with a survey had 

similarities. For example, a similarity was that many of the people in the survey 

and the interviews were employed or university students. Together with the fact 

that the participators of the investigations were young, it was possible to 

interpret that the living situation was quite similar.  

Close to every participant from the interviews said that they are interested in 

sustainability questions, which was commonly expressed by the survey. 

Furthermore, many respondents from the investigations felt a responsibility for 

the environment, but they did not know how to behave. The participators had 
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a big focus on price, and some of them were also affected by design. They did 

not focus their value on sustainable materials when consuming clothes, even 

though they thought it is important to consume sustainable for a sustainable 

environment. As similar, most of the respondents knew what sustainability 

reporting is, but the biggest section did not know the implication of it.  

Almost no one in the investigations finds information about firm’s sustainability 

work from their sustainability reports. But many still thought it is important that 

fashion firms establish it. This is since they explained it has a positive perception 

of them as customers. Also, as some of the participators of the interview 

expressed, they would like to know more about firm’s sustainability work. 
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5. Discussion 

This section will connect the empirical study with different parts of the 

theoretical framework. The analysis will be elaborated with the use of our 

research questions, and divided into the basis of the themes that have followed 

the thesis. Therefore, sustainability will initially begin the discussion followed 

by sustainable customer behaviour. This is of interest to create clarity to 

understand customer’s views of sustainability regarding fast fashion. Also, if 

firm’s sustainability work impacts customer’s behaviour through their 

sustainability reporting.  

 

5.1. Sustainability and Consumption 

Sustainability has said to be the development that provides today's needs 

without damaging the need of future generations (Arslan & Kisacik 2017).  It is 

important since it has an impact on the next generations way of living (Kuhlman 

& Farrington 2010), which also four out of five respondents of the interviews 

believed. They felt a responsibility to consume fast fashion sustainably for a 

sustainable environment. As similar, the respondents of the survey found 

sustainability as an important phenomenon as well. Where about 70 percent of 

the respondents expressed their high interest in sustainability and environmental 

issues, see Figure 1. It implies that the relevance of sustainable development is 

known and has started to take a bigger part in customer’s lives.  

However, about 20 percent of the respondents from the survey did not have a 

clear opinion of the interest in sustainability and environmental questions, 

regarding fast fashion, see Figure 1. But with the concerns of what sustainable 

development implies for the society we are living in, we perceive more 

awareness is needed as well as a change in behaviour. This is something that 

many of the respondents of the personal interviews said. However, one of the 

respondents felt it was difficult to consume in a sustainable manner, because of 

the lack of understanding about which clothes or fast fashion firms that are 

sustainable. This can be one of the reasons for the importance of firms work 

with CSR, which regards firm’s social responsibility, without impacting the 

environment negatively (Sebhatu 2010).  
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By taking part in the three dimensions of social, economic and environmental 

terms it can facilitate firm’s sustainability work when they know how customers 

perceive these dimensions. Hence, it was interesting that a common factor for 

all the respondents of the interviews valued price highly when they buy new fast 

fashion clothes, and the economic dimension is touched. This was mentioned 

by several respondents due to their living situations as students, with a limited 

economy. Therefore, it was of importance to question the respondent’s interest 

in the meaning of having a sustainable customer behaviour. However, the 

environmental dimension did not seem to be important since most of the 

participators of the interviews did not mention sustainable materials or materials 

in general. This dimension can also be supported by the general view of 

materials and sustainable materials, where the survey showed low affection in 

the value of this factor when customers buy clothes.  

The survey asked the respondents whether they intend to buy fast fashion from 

firms that take ethical responsibility and thereby sustainable decisions or not. 

This was to see how customers understand the usage of CSR, which according 

to Abbas (2020) is to achieve sustainable growth. Nevertheless, some of the 

respondents choose companies that take ethical responsibility which can imply 

that there is a big section of customers that do not highly perceive fast fashion 

companies CSR work as important. Also, it can be supported by the fact that 40 

percent of the respondents said that they do not avoid buying clothes from fast 

fashion firms that do not care for the environment, see Figure 4. In other words, 

40 percent did not care to any bigger extent how clothing companies work to 

affect the environment positively with their CSR.  

In contrast, one of the respondents in the interview said that it is difficult to 

behave in a sustainable manner. This is because of a lack of personal knowledge 

about which fast fashion firms that take ethical responsibility. As similar, 

another respondent said it is important to consume clothes in a sustainable 

manner, yet did not think about it. However, this respondent wanted to learn 

more.  

To further connect to the survey, it was a decent amount that did not choose to 

buy clothes from firms that take ethical responsibility. This means there is a gap 

between customers and companies, and an underlying need for fast fashion 

firms to be more aware of sustainable development. Also, there is a need for 

them to work more with reputations, to meet customers that are conscious 

about their work with CSR. Even though the majority of the survey believed it 

was firms who carry the biggest responsibility, one respondent of the interview 
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mentioned a belief. A belief that there are no firms that take ethical correct 

decisions. This means that firms should widen their ways to communicate CSR 

even more, to affect customer’s behaviour regarding fast fashion.  

Firms still have the responsibility towards its customers to give the right 

information to them (Abbas 2020). This is to create customers satisfaction 

through quality products and services. If fast fashion firms do not work with 

CSR it would harm the environment and the remaining aspects of its meaning. 

To continue, the respondents indirectly seemed to hint that they also feel that 

the biggest responsibility for a sustainable future lies with companies. 30 percent 

partly believed that firms hold the biggest responsibility and 50 percent said 

firms carry the biggest responsibility, see Figure 3. Therefore, the survey 

highlighted the objectives with CSR and that it is of high value that fast fashion 

firms work for the well-being of the society. However, it was also highlighted 

that one of the participants of the interview had a different opinion and said it 

does not matter if we consume sustainably or not, since it is a problem for the 

society, not the individuals. Meaning, customers do not affect the environment. 

This can be interpreted that it is of importance that firms, together with the rest 

of the society should operate sustainably to create more awareness and to 

change behaviours.  

The triple bottom line is another related aspect to sustainability and sustainable 

development (Hammer & Pivo 2016). Since the term refers to the economic, 

environmental and social value it also argues for the importance of customer’s 

awareness. All the participators of the interviews agreed about the importance 

of sustainability. A major percent of the respondents of the survey also agreed. 

This further argues that sustainable development can be achievable, with the 

interpretation it is the aim of the majority of the customers. However, the social 

aspect focuses on the interaction between the firms and the community (Arslan 

& Kisacik 2017). This means that customers need to be able to find the right 

information about fast fashion firm’s sustainability work to fulfil this interaction. 

But also, firms need to be knowledgeable about minimising energy use and using 

recycling materials to be able to operate in a sustainable manner. 

However, when it comes to the consumption of clothes, this seems like an area 

of possibilities (Arslan & Kisacik 2017). For example, about a third of the 

respondents in the survey cared about their clothes being made of sustainable 

materials such as being organic. But there was a gap in the opinions of the 

respondents for this question. A third also said they did not care, and the 

remaining part was unsure whether it is important or not which is a big part of 
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the group. In other words, sustainable materials are not the biggest affect of the 

customer's way to contribute to sustainable development. 

 

5.2. Sustainability Reporting  

Sustainable development is also something we can connect to the term 

sustainability report. It should contain information for stakeholders to 

understand firm’s development of a business and results concerning the 

environmental impact (Romero et al. 2018). To be aware of this report, it can 

imply the awareness of fast fashion firm’s sustainability work. Furthermore, all 

of the respondents of the interviews were acquainted with sustainability 

reporting to some extent. Only three of the respondents of the interviews 

explained their understanding of it. For example, one respondent expressed its 

familiarity with the term, but not knowing exactly what it does. As similar, a big 

part of the survey respondents answered that they did not have an 

understanding of what the report is about. Even though, a sustainability report 

is made for firm’s different stakeholders including its customers and the society 

in general (Freundlieb et al. 2014). 

A big part of the respondents according to our investigations do not take part 

in the report. Many seem to not know how to behave in a sustainable manner 

since they are not aware of firm’s sustainability work. Thus, several of the 

interview participators expressed their unconsciousness of it. 

To investigate the respondents’ view of fast fashion firm’s use of sustainability 

reporting, it was important to further understand if it affects customers and their 

behaviour. The interviews showed it was nothing that they are affected by in 

their consumption of fast fashion clothes. With the support of the survey, the 

majority of the respondents neither found the firm’s sustainability work through 

their sustainability report. In other words, it seems that customers in general, do 

not know what the firms do for sustainable development, but still think it is 

important that the firms continue to establish the reports. 

Many of the respondents in the interviews agreed that their perception of fast 

fashion firms is positively affected it they establish the report. For example, one 

respondent said it feels important, since firms have a big impact on the 

environment when it comes to clothes. Also, one respondent said its perception 

would be more positive if a firm would establish the report, compared to a firm 

that would not. This can be true since the report includes a summary of what 
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has happened in a year within a firm (Handelns Utvecklingsråd 2013). To show 

that the firm is working frequently with sustainable questions that can affect 

customer’s perceptions in a positive way. 

Business ethics can also affect customer’s perceptions and attempts to balance 

the different rights and wrongs in firms. It regards how ethical considerations 

should be in awareness for sustainable development (DesJardins 2016). The 

participators of the interviews said that they want to consume from firms that 

make ethical decisions. However, an ethical decision separates deontology and 

utilitarianism which have big differences (Brytting 2005). 

In considerations of the result from the survey, we interpret that the 

deontologist way of looking at firm’s ethics is demanded. This is because it 

values responsibility which the majority of the participators in the survey 

thought. Also, according to the survey, the respondents want to consume from 

firms that take ethical responsibility, but do not know how to do it. Therefore, 

we can see a low level of awareness for sustainable development in firms. 

Some of the participators from the interviews said that they wanted to be able 

to learn more about fast fashion firm’s sustainability work, since it will facilitate 

to make better decisions. Another participator said that the information about 

firm’s sustainability work needs to be accessible to the customers. Otherwise, it 

will be too difficult to search and find the right information. Thus, there is a 

general lack of understanding and knowledge that should be reduced to balance 

ethics for sustainable development.  

However, the two important perspectives of business ethics are difficult to 

combine (Brytting 2005). The perspectives can also make it difficult for 

customers to further understand how firms ethically operate. For example, 

customers can see actions, but it is more abstract to see the firm’s logic and 

utilitarianism. Nevertheless, ethical dilemmas can arise on different levels, and 

there are various opinions of who actually carry the biggest responsibility for a 

sustainable future. However, the majority of the respondents of the survey said 

that they believe the biggest responsibility lies with the firms. This means it is 

not perceived who actually take responsibility which may be connected to the 

critical environmental situation we live in. 
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5.3. Sustainable Customer Behaviour  

The individual customer’s behaviour can have an impact on the environment at 

a larger scale (White et al. 2019). However, the behaviour that affects customers 

is often socially influenced. This can be an explanation to the reason why many 

of the answers in the investigations was coherent. For example, all the interviews 

participants were students with the same main occupation which may be 

interpreted to shape customer behaviour.  

Furthermore, the biggest section in the investigations were young. By looking 

at how subjective norms are formed, it explains how it is possible to be 

influenced differently in various situations (Szmigin & Piacentini 2015). 

However, descriptive norms can have an affect on sustainable customer 

behaviour, but as White et al. (2019) explains, this is not always true. For 

example, one of the respondents from the interview said that price is a relevant 

factor when it comes to consuming sustainable clothes. This implies that it is 

not only norms that shape customers behaviour but also other factors. Thus, 

this can be true if we assume it is a norm or social desirability to consume in a 

sustainable manner. This is due to the interpretation of a high understanding of 

sustainability from the respondents in the interviews, as well as the survey.   

According to White et al. (2019), customers are more likely to act sustainable 

and take sustainable actions if the group is doing so. This mean there can be a 

connection between living situations and differences in income, which we 

perceived in our investigations.  

To understand different groups in the investigations, we reviewed the 

demographics. Most of the respondents of the survey were employees. 

However, the biggest part also stated to have a yearly income less than 100.000 

SEK. In other words, there were different social identities which is what 

customers tend to follow when uncertainties arise. Therefore, it is more likely 

to be influenced by norms than commonly familiar behaviours when it comes 

to consuming in a sustainable manner (White et al. 2019). This is because the 

power of social influence is big, and various social actions can be a utiliser of 

the problem of abstractness. 

Furthermore, sustainable consumption requires a reduction of negative impact 

on the environment (Wang et al. 2019). The customers who are conscious about 

sustainable consumption will demand firms that do not work from a sustainable 

perspective to do it (Belz & Peattie 2012). This is also what the result of the 
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survey investigation expressed. Whereof most of the respondents thought that 

the biggest responsibility lies with firms, which may be of use for firms to know. 

We interpret that they otherwise can lose important value of the customers trust. 

This assumption is made with support from that customers are impacted by 

sustainability, and thereby fast fashion firm’s sustainability work. Also, that the 

majority of respondents in the survey said it is important that they establish 

sustainability reports. However, there are other aspects of having a sustainable 

customer behaviour. 

For example, the ethical customer strives to choose the organic selection of 

products (Shaw & Shui 2002). With this, there are different labels to separate 

organic clothes from non-organic clothes which were mentioned during an 

interview. The respondent explained how labels is the way to understand if 

clothes are made with sustainable materials or not. Thus, there are options for 

customers to create awareness of how firms work with sustainability.  

In contrast to the interview, it seemed like many respondents from the survey 

did not care for the sustainable materials and thereby labels. For an unknown 

reason, the small interest may have been caused by social identities or norms. 

However, we interpret that this is because they are unconscious of how 

important it is to act for the environment when consuming clothes. With 

support from the interviews, some of the respondents even explained their 

ambitions to learn more and that they do not know how to find fast fashion 

firm’s sustainability work. The respondents of the survey also clarified that they 

felt a responsibility to consume sustainable from socially responsible companies, 

which still is one of the key aspects to be an ethical customer. This creates 

possibilities for them to positively impact the environment by fulfilling this 

behaviour.  

However, by interpreting the interviews as well as the survey, it has been 

possible to assume that it is not possible to be an ethical customer without 

having an understanding of firm’s sustainability work. Due to the lack of 

personal knowledge, it is difficult to understand which firms that takes 

sustainable or ethical responsibility. This is founded from the interviews, where 

one participator explained the wish to consume from firms that take ethical 

responsibility, but again, lack understanding from which firms that actually take 

it.  
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The final mentioned sustainable customer behaviour is the green consumption. 

It refers to the ambition to satisfy the customer’s desired needs, which also 

concerns the environmental issues (Nguyen et al. 2017). However, we did an 

interpretation of the survey investigation when we noticed variations in the 

generations. This is because different generations can have various views on 

being a green customer (Wang et al. 2018). For example, the younger generation 

is said to have a more environmental awareness and are more willing to accept 

changes to support the environment than the older generation are. Therefore, 

the younger can be more impacted by fast fashion firm’s sustainability work, 

and the desire to learn more about it.  

 

 

 

 

 

 

 

 

 

 

 

 

 

 



41 

 

6. Conclusion, Implications and Further Studies 

In this section we will compile the discussion of the study into two themes. 

Initially, we will reconnect to the purpose of this study to further show the 

primary results and discoveries. By answering our research questions, we will 

illustrate that the purpose has been fulfilled. Lastly, we will acknowledge 

implications and give suggestions for further studies.  

 

6.1. Conclusion 

The purpose of this study was to assess and analyse customer’s understanding 

of sustainability regarding fast fashion. The objective was to understand 

customer’s view of sustainability and if firm’s sustainability work impacts 

customer’s perception by their sustainability reporting. This has been done by 

our qualitative investigations and the theoretical framework that have supported 

and questioned the different viewpoints. 

The study regarded customers behaviour concerning fast fashion firms. This 

was in line with the negative influence consumption of fast fashion has on the 

environment, whereof the human activities have resulted in several threat 

pictures for the planet. Qualitative data was collected in the form of personal 

interviews with five students from Karlstad University. Also, in the form of a 

web-based qualitative interview investigation with a survey. 

As a conclusion, to answer if sustainability affect customer’s behaviour 

regarding fast fashion, there were many considerations that had to be made. The 

results showed various levels of interest in the different survey- and interview 

questions. Also, the theories discussed various aspects of what it implies being 

sustainable and that there are many steps that should be fulfilled. However, the 

investigation still showed that customer’s behaviour seems to be affected by 

sustainability to some extent. Many customers have shown high interest during 

the qualitative investigations in sustainability questions and environmental 

questions, but that they lack full understanding of what it implies to be a 

sustainable customer. Thus, firms should provide its customers with more 

information. 

With the lack of understanding, there are factors that reduce them from fully 

being affected by sustainability when consuming. For example, the affection was 

showed in the low value of sustainable materials. Together with the possibly 
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contradictory high value in factors such as price, shows that sustainability is not 

of high relevance. However, the engagement of buying clothes with for example 

organic labels still showed that there are ways to proceed with the environmental 

behaviour for the sustainable development.  

Moreover, the cause for customers not showing results in the investigations of 

being fully sustainable in this critical time we live in, can be because of their 

expressed unconsciousness. Therefore, it is interpreted that sustainability does 

not fully affect customers behaviour regarding fast fashion. However, the most 

participators of the investigations still felt a responsibility to consume fast 

fashion clothes in a sustainable manner, but does not fulfil it. In other words, 

sustainability affect behaviours through the understanding of firms sustainability 

work, but it needs more awareness. 

Furthermore, to conclude the answer if sustainability reports have an impact on 

customer’s perception of fast fashion firm’s sustainability work, it was of 

importance to first perceive the customers understanding of the term. Many 

respondents were familiar with the term sustainability report, but they did not 

know the implications of it since they expressed to not understand. As a result, 

we can say that firm’s sustainability work does not impact the customers 

perceptions through their sustainability reporting, since the customers do not 

take part of the information. However, customers need to be able to find the 

right information about the firm’s sustainability work in the reports, to increase 

their understanding of sustainability. Besides, it is a lot of customers that stated 

they do not know how to act in a sustainable manner, since they are unconscious 

of firm’s sustainability work.  

Nevertheless, in the investigations, fast fashion firms that establish sustainability 

positively impact the customer’s perception. In other words, by getting further 

information about the report, it is interpreted that customers will be even more 

positively impacted. But through the investigations, there is still a lack of 

personal knowledge when it comes to understanding how to find information 

about the firm’s sustainability work.  

This result may have been caused by different generations aspects, as well as 

norms or social identities. Hence, it depends on how willing customers are to 

be sustainable, and whether they are interested to learn more about firm’s 

sustainability work through their sustainability reports. Also, it depends on how 

influenced they are by others. However, even though customers behaviour is 

not directly affected by the firm’s reports, there are still other options customers 
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can use to find information about firms’ sustainability work. For example, labels 

can be a way to create awareness of sustainable products.  

As a result, customer’s perceptions are impacted by firm’s sustainability reports, 

but only to a certain extent. There are more convenient options for customers 

to create understanding, and there are other ways for fast fashion firms to 

communicate their sustainability work, and not only through their sustainability 

reporting. Thereby, more understanding is required for further affection. 

6.2. Implications and Suggestions for Further Studies 

Our findings would be useful for different stakeholders in the society, such as 

customers and fast fashion firms due to the critical time we are living in. We are 

aware that our study does not show all customers’ understandings of fast fashion 

firm’s sustainability work. However, we still believe we have enhanced the 

relevance of the subject, which can be of value for further profound studies. 

Therefore, we discovered two areas that may be interesting to investigate in the 

future. 

Firstly, we wonder why fast fashion firms do not seem to communicate their 

sustainability work thus, customers in our investigations showed that they want 

to be more sustainable. However, they do not know how to behave due to the 

interpreted unawareness. Secondly, we also wonder if customers are as unaware 

about the firm’s sustainability reports in other businesses, or if this is solely a 

paradox of customer’s perceptions of fast fashion firms.  
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Appendix 1: Interview Guide 

Respondenterna kommer att hållas anonyma. Vi kommer inleda intervjuerna 

med att presentera oss själva, vad vi undersöker och varför. Sedan ställer vi 

frågor relaterade till våra frågeställningar. 

Introduktionsfrågor: 

Hur gammal är du? 

Hur identifierar du din läggning? 

Vad har du för huvudsaklig sysselsättning? 

Om din syn på hållbarhet: 

Är du intresserad av hållbarhets- och klimatfrågor? 

Känner du ett ansvar att konsumera hållbart för en hållbar miljö?  

Tycker du att det är viktigt att dina kläder är gjorda av hållbara material? (t.ex 

är ekologiska) 

Vad känner du att dina köpbesult baseras på när det kommer till kläder? 

Är faktorer som pris, design, material eller miljövänliga material (t.ex 

ekologiskt) något som du känner påverkar? 

Väljer du att köpa kläder av företag som tar etiskt ansvar, och därmed hållbara 

beslut? 

Om din bekantskap till hållbarhetsredovisningar: 

Känner du dig bekant med termen hållbarhetsredovisning? 

Känner du att du har förståelse för vad hållbarhetsredovisning är?  

Om din syn på företags användning av hållbarhetsredovisning: 

 Tar du reda på företags hållbarhetsarbete genom hållbarhetsredovisningar? 

 Tycker du att det är viktigt att företag upprättar hållbarhetsredovisning för att 

visa sitt hållbarhetsarbete?  

Påverkas ditt intryck positivt av ett företag som upprättar 

hållbarhetsredovisning? 
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Skulle du vilja veta mer om företags hållbarhetsarbete? 
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Appendix 2: Encoding of Interviews 

 

Tema Kategori Koder Dataexempel från 
respondenter 

Om synen på 

hållbarhet 

Intresse av 

hållbarhet 

Viktigt. 

Aktuellt. 

“Jag tycker att det är väldigt 

viktigt”. 

“Det känns väldigt aktuellt att 

prata om hållbarhet”. 

“Det känns viktigt att vi gör 

något åt situationen så typ vår 

framtid inte förstörs”. 

 

Att 

konsumera 

hållbart 

Vara 

medveten. 

Mer ett 

samhällsprob

lem. Svårt att 

köpa hållbara 

kläder. 

”Det är viktigt att vara 

medveten om”. 

”Det spelar ingen roll om vi 

konsumerar hållbart eller inte, 

det här känns som mer ett 

samhällsproblem än något jag 

kan fixa liksom”. 

”Det känns svårt att köpa 

hållbara kläder eller vad man 

ska säga för jag vet inte riktigt 

vilka företag och vilka kläder 

som faktiskt är hållbara”. 

”Det här är något jag vill veta 

mer om”. 

 

Vad 

köpbeslut av 

kläder 

baseras på 

Design. 

Pris. 

 
 

“Jag baserar nog oftast mina 

köpbelut på kläders design”.  

“Pris känns väldigt viktigt 

eftersom jag är student och 

inte direkt kan köpa vad som 

helst eller vad man ska säga”.  

“Jag vet i alla fall att jag inte 

hade köpt kläder i akryl”. 
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Företags 

etiska ansvar 

Svår fråga. 

Jag vill 

konsumera 

av sådana 

företag. 

“Det är en svår fråga för mig 

att besvara, jag vet ju inte 

riktigt vilka företag som tar 

etiska ansvar och sånt där”. 

 “Jag vill konsumera av 

sådana företag men jag 

känner inte att jag vet vilka 

dom är”. 

 “Jag tror inte att det finns 

företag som till 100 procent 

tar etiskt bra beslut”. 

Om 

bekantskape

n med 

hållbarhetsre

dovisningar 

Dess 

bekantskap 

Bekant.  

Om företags 

hållbarhetsar

bete. 

Hört talas 

om. 

“Jag skulle ändå säga att jag är 

bekant med 

hållbarhetsredovisning, 

däremot vet jag inte till 100% 

vad den gör”.  

“Jag tänker mig att den 

handlar om att företag 

upprättar hur de arbetar kring 

hållbarhet men mer än så vet 

jag inte, om det räknas som 

förståelse”. 

“Man har ju hört vad det är, 

så jag skulle väl säga att jag är 

bekant med ordet men jag vet 

inte exakt vet vad det 

innebär”. 

“Jag antar att det handlar om 

företags hållbarhetsarbete 

som redovisas eller?”. 

Om synen på 

företags 

användning 

av 

Om 

information 

hämtas via 

Nej. 

 

 

 

“Nej, det gör jag inte”. 

“Nej det skulle jag inte påstå, 

det jag brukar göra är att jag 

kollar på etiketten på kläder 
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hållbarhetsre

dovisningar 

hållbarhetsre

dovisningar 

 

 

 

 

Om det är 

viktigt att 

företag 

upprättar 

hållbarhetsre

dovisningar 

 

 

 

 

 

Om deras 

intryck 

 

 

 

Viljan att 

veta mer 

 

 

 

 

 

 

Ja. 

Seriöst. 

 

 

 

 

 

 

 

 

 

Påverkas 

positivt. 

 

 

 

Det skulle bli 

mycket 

lättare. 

Ta bättre 

beslut. 

Har inte tid. 

Finnas 

lättillgängligt. 

för att se vad de är gjorda av 

och ibland har man väl tur 

eller vad man ska säga att det 

är gjort av ekologiskt bomull 

men mer än så kollar jag nog 

inte upp”. 

 

“Jo men det tycker jag, det 

känns lite mer seriöst då”.  

“Ja, det skulle jag säga men 

jag är då inte medveten om 

vilka företag som gör det 

tyvärr”. 

“Ja det tycker jag är viktigt; 

tycker att alla företag ska 

göra. Företag har ju ändå en 

sån påverkan på miljön när 

det kommer till kläder tänker 

jag”. 

 

“Ja det gör det väl, om det 

står mellan två företag varav 

ett berättar och den andra 

inte, så hade mitt intryck 

påverkas mer positivt än det 

som inte gör det”. 

“Jag skulle jättegärna vilja få 

reda på företagets 

hållbarhetsarbete, det skulle 

bli mycket lättare för mig som 

konsument att kunna ta bättre 

beslut”.  

“Jag skulle nog inte aktivt 

söka för det har jag ju inte tid 

med”. 

“Jo men det skulle jag vilja, 

men det får inte vara 
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informerat på ett svårt sätt, 

jag vill isåfall att det ska finnas 

lite mer lättillgängligt” 
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Appendix 3: Survey 

Alla frågor är obligatoriska.  

 

Personlig information 

 

Ålder 

꙱ 15-24 

꙱ 25-34 

꙱ 35-44 

꙱ 45-54 

꙱ 55< 

 

Kön 

꙱ Kvinna 

꙱ Man 

꙱ Den indelningen passar inte mig 

 

Huvudsaklig sysselsättning 

꙱ Universitetsstudier 

꙱ Gymnasiestudier 

꙱ Arbetar 

꙱ Annan sysselsättning 

 

Årlig inkomst 

꙱ < 100 000 kr 

꙱ 101 000 kr - 200 000 kr 

꙱ 201 000 kr - 300 000 kr 

꙱ 301 000 kr - 500 000 kr 

꙱ 500 000  kr < 
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Om din syn på hållbarhet 

 

1. Jag är intresserad av hållbarhets- och klimatfrågor 

Stämmer inte alls 1 2 3 4 5 Stämmer helt och 

hållet 

 

2. Jag känner ansvar att konsumera hållbart för en hållbar miljö 

Stämmer inte alls 1 2 3 4 5 Stämmer helt och 

hållet 

 

3. Det är viktigt att mina kläder är gjorda av hållbara material (t.ex 

ekologiska) 

Stämmer inte alls 1 2 3 4 5 Stämmer helt och 

hållet 

 

4. När jag köper kläder baseras köpbeslutet på: 

 Stämmer inte 

alls 

Stämmer inte Stämmer 

delvis 

Stämmer 

helt 

Stämmer helt 

och hållet 

Pris 1 2 3 4 5 

Design 1 2 3 4 5 

Material 1 2 3 4 5 

Hållbara material (t.ex 

ekologiskt) 

1 2 3 4 5 

 

5. Mina köpbeslut av kläder påverkar klimatet 

Stämmer inte alls 1 2 3 4 5 Stämmer helt och 

hållet 
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6. Jag väljer att köpa kläder av företag som tar etiskt ansvar, och 

därmed hållbara beslut 

Stämmer inte alls 1 2 3 4 5 Stämmer helt och 

hållet 

 

7. Det största ansvaret för en hållbar framtid ligger hos företag 

Stämmer inte alls 1 2 3 4 5 Stämmer helt och 

hållet 

 

8. Jag undviker att köpa kläder av företag som ej värnar om 

miljöfrågor 

Stämmer inte alls 1 2 3 4 5 Stämmer helt och 

hållet 

 

9. Jag vet hur jag ska gå tillväga för att finna information om företags 

hållbarhetsarbete 

Stämmer inte alls 1 2 3 4 5 Stämmer helt och 

hållet 

 

10. Hur tar du reda på information om företags hållbarhetsarbete? 

 

꙱ Hemsida 

꙱ Hållbarhetsredovisning 

꙱ Genom märkningar på kläder 

꙱ Frågar i butik 

꙱ Andra källor 

꙱ Tar ej reda på sådan information 
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Om din bekantskap till hållbarhetsredovisning 

 

11. Jag är bekant med termen hållbarhetsredovisning 

Stämmer inte alls 1 2 3 4 5 Stämmer helt och 

hållet 

 

12. Jag känner att jag har förståelse för vad hållbarhetsredovisning är 

Stämmer inte alls 1 2 3 4 5 Stämmer helt och 

hållet 

 

 

Om din syn på företags användning av hållbarhetsredovisning 

 

13. Jag tar reda på företags hållbarhetsarbete genom 

hållbarhetsredovisningar 

Stämmer inte alls 1 2 3 4 5 Stämmer helt och 

hållet 

 

14. Jag tycker det är viktigt att företag upprättar hållbarhetsredovisning 

för att visa sitt hållbarhetsarbete 

Stämmer inte alls 1 2 3 4 5 Stämmer helt och 

hållet 

 

15. Mitt intryck påverkas positivt av ett företag som upprättar 

hållbarhetsredovisning 

Stämmer inte 

alls 

 1 2 3 4 5 Stämmer helt 

och hållet 
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16. Mina köpbeslut påverkas av företagets arbete och ställning till 

hållbarhet 

Stämmer inte alls 1 2 3 4 5 Stämmer helt och 

hållet 

 

 

Har du några andra tankar och funderingar kring ämnet eller enkäten, vänligen 

skriv ditt svar nedan. 
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