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Abstract
People’s awareness of the negative impacts of the fashion industry is 

increasing as well as their interest in sustainable fashion. Despite 

favorable attitudes towards sustainable fashion, the demand for Fast 

Fashion keeps increasing. Through various methods such as a literature 

review, expert interviews, a focus group, and user testing, the aim of this 

thesis project is to uncover the driving forces of Fast Fashion 

consumption as well as getting a deeper insight into understanding 

barriers that hinder more mindful and sustainable fashion consumption. 

Price has been found to be one of the most pertinent barriers, followed 

by limited availability, which is why the proposed intervention

addresses a change in people’s price perception of sustainable fashion 

through increased knowledge and the application of the cost-per-wear 

(CPW) as well as impact-per-wear (IPW) measures. 
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List of abbreviations

SNBL: save now buy later

BNPL: buy now pay later

CPW: cost-per-wear

IPW: impact-per-wear

Glossary

Fast Fashion: „Clothes that are made and sold cheaply, so that people can buy new clothes often.“ 
(Fast Fashion, n.d.)

Sustainable Fashion / Fair Fashion: Defined as “the type of clothing that is designed and 
manufactured to maximize benefits to people and society while minimizing adverse environmental 
impacts” (Chan and Wong, 2012). Both terms are used interchangeably. 

Slow Fashion: Fashion that emphasizes “high quality versus fast production, durability versus design 
for obsolescence, and mindful consumption versus overconsumption” (Gonzalez, 2015).

Save now, buy later (SNBL): This payment model is a form of delayed gratification. It is a form of 
pre-payment that offers making various installments and saving up for a product, before acquiring it. 
It’s the opposite of the BNPL model. 

Buy now, pay later (BNPL): This model allows for making delayed payments through either splitting up 
the purchase price in various instalments or through delaying the payment of the full price, all 
interest-free (Klarna, n.d.). 

Usage-based unit price: Indicating the cost per usage by dividing the total price by the number of 
total usage 

Cost-per-wear (CPW): Is a usage-based price that puts the price in relation to the duration of use 
by dividing the total cost of a clothing item through the total times a clothing item is worn (Julius Bär 
Group, 2020). 

Target wear frequency: The minimum suggested amount an item should be worn relative to one’s 
budget.

Impact-per-wear (IPW): Puts the total environmental impact of a garment relative to its frequency of 
use.
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1. Introduction

1. 1 Motivation
It has been three years since I stopped buying Fast Fashion. In my case, I had somewhat of a great 
awakening from one day to the other, not remembering what triggered it. However, for many people, 
such a Fast Fashion boycott comes more gradually, and many people face various barriers on their slow 
fashion journey, often tempted by the great offer of cheap and accessible clothes. The past few years, 
I have dedicated a lot of time to learn more about sustainable and Fair Fashion, and I have started to 
share this journey with other people, so I started a blog about it. However, as I never had the chance to 
dedicate a whole semester studying the topic from a researcher’s point of view, I took the chance to 
dedicate my thesis to this passion of mine while hopefully being able to inspire greater awareness as 
well as understanding towards this important topic.

1.2 Limitations and scope
The intervention focuses on the consumer level and proposes a solution on a smaller scale. However, 
for the large-scale and transformative change that is necessary, the joint effort of various stakeholders 
is required: society, business, and government need to address the issue jointly. Sustainable fashion 
needs to become the norm, and the government needs to step in to regulate practices and offer 
subsidies to clean clothing industries while holding Fast Fashion companies accountable for their 
external costs such as environmental pollution and exploitation of workers. There is yet a long way to 
go; therefore, the intervention is merely a starting point to start educating more people on sustainable 
fashion while allowing for a practical and actionable application of knowledge. 

1.3 Relevancy
The Sustainable Development Goals (SDG) are part of the 2030 Agenda for Sustainable Development 
set in place by the United Nations and consist of a total of 17 goals that provide a framework as well as 
indicators for sustainable development (United Nations, n.d.). 
The goal of this thesis, to help promote more sustainable consumption of garments, is in line with the 
Sustainable Development Goal number 12: To Ensure sustainable consumption and production
patterns. 

Figure 1: Sustainable Development Goals (United Nations, n.d.)
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1.4 Problem area
People’s interest in sustainability and sustainable fashion, in particular, has increased as they have 
become more aware of environmental issues and the impact of fashion on people and the planet 
(Henninger et al., 2016). Nine out of ten Generation Z find sustainability a relevant issue to address for 
companies, while the online search term “sustainable fashion” has increased threefold from 2016 to 
2019 (McKinsey & Company, 2019). With the rise in awareness, attitudes have shifted towards more 
pro-environmental stances (Carrington et al., 2014). 
Companies have responded to this heightened interest with an offer of more environmentally friendly 
products (Julius Bär Group, 2020), while the number of sustainable fashion companies is also growing 
(Ozdamar Ertekin and Atik, 2015). Yet sustainable fashion remains a niche market, with only accounting 
for 0.4% of the total market share (Sudbury and Böltner, 2011) while the demand for Fast Fashion keeps 
increasing (Fletcher, 2010). According to official definition Fast Fashion are „clothes that are made and 
sold cheaply, so that people can buy new clothes often.“ (Fast Fashion, n.d.)

1.5  Problem statement
There is a considerable gap between the stated positive attitudes towards sustainable fashion and 
those who actually act in consistency with their attitudes, therefore making this phenomenon known 
as the attitude-behavior gap (Carrington et al. 2014, Park and Lin, 2018 and Sudbury and Böltner, 2011). 
To illustrate this discrepancy in concrete numbers: Of people expressing ethical concerns, only 30% 
turn these concerns into actual purchase intentions, and only 3% end up making the purchase (Cowe 
and Williams, 2000). Consequently, there seem to be various barriers that hinder sustainable fashion 
consumption. 

Figure 2: System map (Botzen, 2021)
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1.6 Research Goal and research questions
While the initial research aim was to encourage sustainable fashion consumption, this aim has been 
extended to motivate more mindful fashion consumption in general, which also includes extending the 
lifetime of already owned clothing besides investing in new, high-quality, sustainable fashion. 
The purpose of this thesis is, therefore, to uncover the motivators of mindless fashion consumption as 
well as the barriers to sustainable fashion consumption and to understand why sustainable and ethical 
considerations are not prioritized in purchase decisions regarding fashion despite favorable attitudes. 
The lack of prioritization will be generally defined as the trading off of sustainable and ethical 
considerations in favor of other considerations regarding clothing leading to increased Fast Fashion 
consumption and more mindless buying. 

 Main research question
 What are the main barriers to sustainable fashion consumption of people with favorable 
 attitudes, and why are sustainable aspects not prioritized in purchase decisions?

 Sub-questions
 1.1. What are drivers of Fast Fashion consumption and mindless buying?
 1.2. How could one properly intervene to encourage more mindful fashion consumption?

1.7 Methodology
The research methods that were employed to address the research questions and goal consisted of 
secondary as well as primary research. In a first step, a literature review was carried out to explore the 
topic of Fast Fashion and sustainable fashion consumption further, as well as uncovering the motivating 
as well as hindering forces of such consumption. The literature review generally served to provide an 
overview of the most frequently named barriers and open the field for further exploration. 
In a further step, primary research was conducted, consisting of an initial quantitative survey aimed at 
further validating the secondary research results, followed by a more in-depth analysis and exploration 
of the research matter through expert interviews and a focus group. The qualitative research had the 
aim to bring the author closer to the problem and its stakeholders by employing a more 
human-centered approach. Last but not least, based on the research findings, prototyping as well 
as user testing provided insight into the viability of the proposed intervention and allowed for the 
development of a solution concept based on people’s needs. 
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1.8 Target audience
The people that are targeted with the intervention are people that have a general interest and favorable 
attitudes towards sustainable fashion yet behave inconsistently to those attitudes due to the several 
barriers to sustainable fashion consumption which are uncovered in the research. Furthermore, the 
intervention directly targets sustainable fashion brands to help encourage sustainable fashion
consumption.

Figure 3: Stakeholder map (Botzen, 2021)
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1.9 Thesis structure

The process of the thesis followed a design research process as described by McRobert (2018). 

Define the problem
Initial secondary research led to the problem discovery and definition, forming the basis of the present 
paper. 

Collect & Analyze
Once the problem was defined, through the secondary research (literature review) and the primary 
research (survey, interviews, and focus group), data were collected, and the results were analyzed to 
arrive at insights. The insights informed the definition of intervention criteria. 

Design & Develop
Based on the criteria, an exploratory and creative process started, leading to the emersion of three 
different concept ideas, which consequently were evaluated, and ultimately one concept was chosen 
to be prototyped. The prototype was consecutively tested and iterated in three rounds which led to 
the final concept solution. 

Revise & Reflect
The final concept was critically evaluated and reflected, and a further plan for implementation was 
suggested. 

Figure 4: Thesis structure (Botzen, 2021)
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2. Literature Review

2.1 The problem with Fast Fashion  

2.1.1 Manufacture and processing of clothing
The fashion industry is the second dirtiest industry after the oil industry (Bovon and Perrin, 2020) and 
is accountable for 10% of global carbon emissions worldwide (Wise, 2019). The great majority of our 
clothes based on fibers such as nylon are made from fossil fuels, leading to hazardous gas emissions 
during production that is dangerous not only to the planet but also to human health (Claudio, 2007). 
But also natural fibers are resource-intensive as approximately 2700 liters of water are needed for the 
production of one cotton T-Shirt (World Wildlife Foundation, 2013). Furthermore, the growing processes 
account for 4 percent of pesticides and 10 percent of insecticides worldwide (Common Objective, 
2018), while chemical treatments of clothing such as dyeing, can be made responsible for almost a 
quarter of worldwide water contamination (Speranskaya, 2020). The overall resource input of the 
clothing industry is estimated to be around 90 million tons per year, according to the Ellen MacArthur 
Foundation (2017).

2.1.2 Consumption and disposal of clothing
In the past few decades, clothing consumption has increased tremendously, while clothing production 
has more than doubled in the past two centuries (Greenpeace International, 2017). Nowadays, we 
consume four times more clothes than we did 20 years ago (Contributor 3p, 2016) whilst the clothes 
are only kept for half as long as two decades ago. Almost half of the clothes are never worn or as little 
as 2-4 times (Fashionrevolution, 2020), while half of our clothes are thrown away within a year of use 
(Koumbarakis et al., 2021). The increased rate of consumption leads to more textile waste than ever 
before. Around 85% of clothing in the United States end up in landfills every year (Echeverri, 2019). 

2.1.3 Social impact
The fashion industry is one of the biggest industry employers worldwide, with 25 million people 
employed in its sector (“Das Clean Clothes Campaign-Netzwerk,” n.d.). Through the onset of 
globalization, the outsourcing of labor to cheap production countries has become common practice. 
Some workers only make as little as 12 cents an hour (Claudio, 2007) while often working overtime, 
facing harassment and abuse, and working under unsafe conditions (Morgan, 2015). 

2.2 The driving forces of Fast Fashion

2.2.1 The economic paradigm
Fast Fashion is embedded in the current economic system underlying the logic of exponential 
growth and ever-increasing demand for profits (Klein, 2015). The industrialization has provided the 
industry with the technological means to increase production speed and capacity, allowing for greater 
standardization and mass-production, while globalization has enabled the industry to outsource labor 
to cheap labor countries to further pressure prices (Ozdamar Ertekin and Atik, 2015). The current 
system paradigm favoring the development and growth of economies, whilst being detrimental to the 
environment, has led to increases in people’s disposable income resulting in greater consumption 
levels (Peattie and Peattie, 2009). 

2.2.2 Price competition 
Many clothing retailers have adopted low pricing strategies as an effective marketing strategy. 
Economies of scale, the mass production of clothes, has enabled manufacturers to produce in vast 
quantities, lowering the price per item while poor processing and cheap materials leads to a reduction 
in quality and, therefore also durability of clothing (Ozdamar Ertekin and Atik, 2015). 

2.2.3 Quick response strategy
Nowadays, brands respond to new trends faster than ever: Whereas previously the fashion industry 
has seen the launch of two major collections per year, retailers nowadays offer around 20 collections 
per year, with retailers such as H&M even receiving new shipments daily (Bovon and Perrin, 2020). 
By copying the latest trends in fashion quickly and directly from the catwalks, Fast Fashion is widely 
successful at making trends attainable as well as affordable.  

ninabotzen
Highlight
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2.2.4 The role of social media and advertising
Consumption used to be mostly a function of meeting one’s basic needs, pursuing individual as well as 
collective benefits (Niinimäki, 2010). However, through the advent of marketing, which has specialized 
in creating false needs and a sense of urgency (Power and Mont, 2010), consumption nowadays 
has become particularly driven by want. Consumption can be aspirational in that people aspire to 
identify with a particular lifestyle through the acquisition of a particular good (Power and Mont, 2010). 
Furthermore, Social Media is accelerating the consumption trend as it is very much image-oriented 
by emphasizing self-representation (Shumaker, Loranger and Dorie, 2017), and influencers, which are 
dominating these platforms, are always showcasing the latest trends in fashion, thereby constantly 
promoting consumption. 

2.2.5 Fast Fashion and human psychology
Fast Fashion triggers our brain’s reward system, releasing the happiness hormone Dopamine when 
we see something that we like (Bovon and Perrin, 2020). This emotional response, deactivating our 
rational thought processes, is achieved through the activation of several mechanisms. For one, low 
pricing strategies are particularly powerful in heightening the attractiveness of a product and triggering 
impulse buying, while so-called buying remorse is held at a minimum (Bovon and Perrin, 2020) and 
the need for immediate gratification is highly present. Also, Fast Fashion plays on consumers’ desire 
for newness. People’s fear of missing out on a relevant trend or a particularly nice piece of clothing, 
paired with the frequent release of new collections, result in more frequent store visits and greater 
purchase probability (Bovon and Perrin, 2020). Furthermore, Fast Fashion creates a sense of urgency 
through limited collections or promotional offers that trigger quick buying responses as a risk aversion 
mechanism (Bovon and Perrin, 2020). 
 
2.2.6 Consumption for pleasure and well-being
Whereas need-based consumption is more utilitarian, serving a function, consumption nowadays is 
often driven by hedonistic motivations (Waydel-Bendyk, 2020). Popular consumption activities such 
as shopping have become a pleasurable pastime, and some people might even resort to shopping 
activities driven by the belief that consuming is the way to happiness and fulfillment, engaging in so-
called “retail therapy” (Irwin, 2018). Often, it’s less about the goods themselves but rather the shopping 
experience that elicits thrill, excitement, and pleasure (Waydel-Bendyk, 2020). Therefore, consumption 
and the possession of material goods are often equated with our well-being (Sirgy et al., 2013). 

2.3 The meaning of clothing
Consumption is loaded with symbolic meaning and therefore plays an important role in people’s 
identity construction (McNeill and Moore, 2015). More visible consumption artifacts such as clothing 
communicate this meaning explicitly to the outside, making clothing particularly relevant for identity 
construction (Bly et al., 2015). Clothing, therefore, can facilitate self-image, which is composed of the 
expression of individuality as well as the expression of a sense of belonging, a way of social conformity 
(Lundblad and Davies, 2016). Fashion thereby acts as an “artifact of the extended self” and plays a 
crucial role in enabling consumers “to develop, express and confirm their identity socially” (McNeill and 
Venter, 2019). Self-identity is a dynamic rather than fixed concept as the identity is in constant flux. 
With these changes of self-concepts, we adjust our clothing accordingly (Niinimäki, 2010). 

2.4 Defining Sustainable Fashion
As more people have become aware of the impact of Fast Fashion, sustainable fashion as a 
countermovement came into existence in the 1960ies (Henninger, Alevizou, and Oates, 2016). 
Sustainable fashion can be defined as “the type of clothing that is designed and manufactured to 
maximize benefits to people and society while minimizing adverse environmental impacts” (Chan and 
Wong, 2012, p. 194). Sustainable fashion is also known under names such as fair fashion, slow fashion, or 
ethical fashion, which are terms that can be used interchangeably. These terms often face criticism, as 
they are very broad, and no universal definition can be arrived at (Henninger, Alevizou and Oates, 2016), 
making definitions rather context-dependent and based on subjective interpretation (Henninger et al., 
2016).
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2.4.1 The problem with sustainable fashion
There is a need for the fashion industry to become cleaner, more resourceful, and thereby reduce 
its overall impact on the environment.  By employing more environmentally friendly materials and 
processes, sustainable fashion provides a way for the fashion industry to considerably reduce its 
impact. However, one can call into question whether a truly sustainable fashion system can even be 
possible within the current system dominated by economic logic. Even sustainable fashion requires the 
continued extraction of the earth’s resources. However, sustainability rests on the logic of preservation, 
if not regeneration, a criterion that is also not provided for by sustainable fashion. Extraction and 
consumption, the foundations of our economic system, are in direct opposition to sustainability 
(Henninger et al., 2016, p.411). Therefore, sustainable fashion has been criticized for ignoring the 
underlying cause of the problem and rather is treating the symptoms: providing consumers “placebo 
solutions that ultimately leave shopping patterns untouched and guilt-free” (Greenpeace International, 
2017, p.11). 

2.4.2 Slow Fashion
Slow fashion, as an extension of sustainable fashion, suggests a different economic logic (Fletcher, 
2010, p.262). It is based on offering “high quality versus fast production, durability versus design for 
obsolescence, and mindful consumption versus overconsumption” (Gonzalez, 2015) in order “to create 
garments that generate significant experiences, have a longer usable life, and are more highly valued 
than typical consumables” (Clark, 2008 in Ertekin and Atik, 2015, p.58).

2.5 Consumer Decision making model
According to John Dowey (Dudovskiy, 2013), consumer decision making is a five-stage process: 

• Need recognition: Consumption fulfills needs or wants, as has been shown previously. Need 
recognition can occur either through internal (e.g., emotional need, physiological need) or external 
stimuli (e.g., false need creation through advertising).

• Information search: Individuals resort to either existing knowledge (internal) or new knowledge 
(external).

• Evaluation of alternatives: After having gathered the necessary information, individuals evaluate 
different alternatives according to benefits and costs.

• Purchase decision: The product with the maximized benefit and minimized cost will eventually be 
purchased.

• Post-purchase evaluation: After purchasing, individuals will be either satisfied or dissatisfied with 
their purchase. This evaluation will influence future purchase decisions. 

Figure 5: Consumer Decision making model I (Botzen, 2021)
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2.6. The barriers to sustainable fashion consumption
There are various barriers that impede people from purchasing sustainable fashion. These barriers can 
be distinguished by internal factors that are “unique to an individual and include
personal attitudes, beliefs and knowledge” and external factors that are “macro-level forces that are 
typically outside of an individual’s control such as social institutions, economic forces, and physical 
structures” (Connell, 2010).

2.6.1 Cultural level

Consumption paradigm
Consumption is deeply ingrained in our society, making consumption almost a societal obligation 
(Sanne, 2002 in Bly et al., 2015), as it’s contributing to economic growth and seemingly well-being of 
society. On a daily basis, individuals are exposed to multiple marketing stimuli that all send the same 
message: To consume. Individuals, therefore, are faced with a consumption-sustainability paradox 
which is difficult to escape under the current system. 

2.6.2 Demographic level 

Income and education 
The consumption of sustainable goods places a greater financial risk on people since prices are higher 
than that of conventional goods and require a certain level of knowledge in order to engage in such 
consumption behavior. Therefore, higher income, as well as education, have been linked to sustainable 
fashion consumption (Park and Lin, 2018, Connell, 2010), with income even being pointed out as one of 
the most determining factors of sustainable consumption (Power and Mont, 2010). 

2.6.3 Situational barriers

Price
One of the most prevalent barriers to sustainable fashion is the perception that sustainable fashion is 
unaffordable (Lundblad and Davis, 2016; Young et al., 2010; Sudbury and Böltner, 2011; Harris et al., 2016; 
Ozdamar Ertekin and Atik, 2015 and Connell, 2010) and entails an economic risk (Rausch and Kopplin, 
2021). Therefore, price is one of the most dominant factors that influence decision-making with regard 
to sustainable fashion (Joergens, 2006). Consumers’ price sensitivity is influenced by physiological 
processes, as price activates the pain center of the brain (Bain, 2015).
People, however, not only view sustainable fashion as expensive but also perceive the value they 
would gain through sustainable clothing to be lower compared to conventional fashion (Sudbury and 
Böltner, 2011). While this is a general perception coined by the “regular” fashion consumer, frequent 
sustainable fashion consumers’ view is in stark contrast: These consumers reported a motivation to 
buy sustainable fashion as it offers timeless, durable, and high-quality pieces that offer good value 
for money resulting in overall fewer purchases (Lundblad and Davies, 2016). Thereby, prices were 
seen as justified and were associated with greater perceptions of value (Lundblad and Davies, 2016). 
Furthermore, price also has a consequence on clothing’s lifespan since more expensive clothes are 
generally kept longer (Harris et al., 2016). 

Aesthetic risk
Next to price, one of the greatest barriers to sustainable fashion is the perceived aesthetic risk 
(Connell, 2010; Harris et al., 2016 and Rausch and Kopplin, 2021): To some individuals, sustainable 
fashion is perceived as unfashionable and outdated (Ozdamar Ertekin and Atik, 2015, Harris et al., 2016, 
Power and Mont, 2010). As fashion is closely tied to an individual’s identity construction, the motivation 
to be “fashionable” often gains more importance than ethical and sustainable considerations (McNeill 
and Moore, 2015). Furthermore, many consumers criticize the lack of choice (Shaw et al., 2006), the 
quality of materials in terms of look (Niinimäki, 2010) and feel (Joergens, 2006) as well as the lack of 
styles that match their wardrobe (Ozdamar Ertekin and Atik, 2015) and lifestyle needs (Rausch und 
Kopplin, 2020). 
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This leads one to assume that while only a few, so-called ethical hardliners, might prioritize sustainable 
considerations over aesthetical aspects, for most people, it is the case that sustainability is more an 
add-on benefit (Niinimäki, 2010). 
On the contrary, so-called sustainable fashion pioneers, public figures associating themselves strongly 
with sustainable fashion, don’t perceive any aesthetic risks of sustainable fashion but view it as a 
unique expression of style (Bly et al., 2015) and a way to escape the increasing homogenization of 
fashion (Pears, 2006).

Availability
Closely connected to a lack of styles is the limited availability of sustainable fashion relating to limited 
access and the lack of available clothes with desired attributes (Young et al., 2010; Joergens, 2006; 
Shaw et al., 2006). Sustainable fashion, despite enjoying increased popularity, still is a niche market and 
therefore not yet readily available (Beard, 2008). 
Availability of sustainable fashion is furthermore important in that it can act as a prompt, as people 
sometimes fail to recall their intention, particularly when sustainable products are not visibly available 
(Nguyen and Hoang, 2019). As people desire convenience, a lack of available sustainable fashion is 
greatly impeding (Ozdamar Ertekin and Atik, 2015).

2.6.4 Internal barriers 

Cognitive effort and time
Since sustainable fashion is yet only served by a niche market, the search for sustainable fashion and 
the ability to make well-informed decisions about sustainability requires greater time investment 
and information search efforts that also require greater cognitive effort (Carrington et al.,2014). Many 
people lack the ability, willingness or the resources to do so, as nowadays many people lead a busy 
lifestyle and therefore experience a general lack of time (Young et al., 2010).

Perceived consumer effectiveness and self-efficacy
One of the motivating forces of individuals leading a sustainable lifestyle is to make a positive 
contribution to the environment. However, some people lack the belief that individual actions can 
contribute to change (Ozdamar Erteki and Atik, 2015). Individuals that associate with beliefs like this 
lack perceived effectiveness that consequently often results in a lack of perceived responsibility (Lee, 
2008). Regarding sustainable fashion, people that are not convinced to be part of the problem nor part 
of the change are unlikely to engage in sustainable fashion consumption, making perceived consumer 
effectiveness an important antecedent of sustainable behavior (Nguyen and Hoang, 2019 and Park and 
Lin, 2018). 

Lack of awareness, knowledge, and concern
“Knowledge informs behavior, doesn’t determine it” (Joanes and Gwozdz, 2019). Nevertheless, 
knowledge is an important precedent of sustainable behavior as increased awareness levels can act as 
a motivational force and form the basis of behavior change, also by giving an indication about how to 
act on given information. 

As has been shown through the theory of planned behavior and the theory of reasoned action 
(Fishbein and Ajzen, 1980), the environmental attitude is made up of a cognitive component, 
environmental knowledge, as well as an affective component, environmental concern (Rausch and 
Kopplin, 2021). Therefore, missing knowledge and concern regarding sustainable fashion act as barriers 
towards sustainable clothing consumption as they negatively influence attitude (Rausch and Kopplin, 
2021).

A lack of knowledge about sustainable clothing makes it harder for individuals to make an informed 
choice (Connell, 2010). However, the complexity and lack of transparency of the fashion supply 
chain make access to information more difficult. To close the knowledge gap requires individuals to 
expend considerable time and effort for information search (Shaw et al., 2006). But while knowledge 
is important for informing sustainable behavior, too much knowledge can also cause an information 
overload, leading to even greater complexity and confusion (Bly et al., 2015) when individuals are 
exposed to contradictory messages (Thøgersen and Schrader, 2012).
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The lack of perceived value in clothes
Whereas clothing used to be a carefully crafted luxury good and consequently was taken good care of, 
nowadays, through mass-production, craftsmanship has been overshadowed by the need for speed 
and quantity (Ozdamar Ertekin and Atik, 2015). The loss of craftsmanship and low quality, paired with 
the low prices, led to a decrease of perceived value: Consumers no longer need to think twice before 
buying as things have become very affordable (Morgan, 2015). Through immediate gratification, as 
opposed to saving up for a product, clothing has lost emotional value. As more emphasis is placed 
on quantity over quality, clothing becomes replaceable as the worth of each garment decreases. 
Consequently, consumers lost the long-lasting connection they used to have with their clothes (Cline, 
2012).

Skepticism and lack of trust
With increasing numbers of consumers demanding sustainable products, marketers have spotted 
the business opportunity for sustainability (Delmas and Burbano, 2011). The problem, however, is that 
often, marketing messages directed at consumers are decoupled from the real business practices, 
and sustainable efforts remain a marketing effort only. This misleading of consumers can be referred 
to as greenwashing (Delmas and Burbano, 2011), and as people’s consciousness about greenwashing 
has increased, they have become more skeptical about companies’ sustainability claims (Sudbury and 
Böltner, 2011), negatively affecting buying intentions of sustainable fashion (Rausch and Kopplin, 2021; 
Henninger et al., 2016). Consumers are furthermore skeptical regarding the functional performance of 
sustainable products. Since the offer of sustainable fashion products is still rather limited, some people 
fear that sustainable products cannot compete on a functional level (Luchs et al. 2010).  

Social Norms and social influence
Social norms were often found to be a prominent barrier to sustainable behavior (Connell, 2010; Park 
and Lin, 2018 and Harris et al. 2016), as people perceived sustainable fashion not to convene with how 
society expects them to look (Connell, 2010;  Park and Lin, 2018 and Harris et al. 2016).
As mentioned earlier, consumption is a symbolic act aiding the construction of personal as well as 
social identity, and as clothing is particularly important in this regard, social norms strongly influence 
this kind of consumption behavior (Lee, 2008). 
Adolescents are particularly concerned with what other peers think of them, therefore seeking 
approval from others (Lee, 2008). This makes young adults susceptible to social influence (Lee, 2008) 
by, for example, having a strong desire to keep up with trends (McEachern et al., 2020). 

2.7 Findings
Much research dedicated to the attitude-behavior gap makes use of the theory of planned action and 
behavior, assuming that attitudes are a good predictor of behavior. Whereas attitude informs behavior, 
often situational barriers interfere, which hinder the translation of good intentions into consistent 
actions. The most pertinent situational barriers were found to be price, availability, and the aesthetic 
risk of sustainable fashion, whereas the lack of knowledge and perceived effectiveness also hinder the 
individual internally.  

The following model, which has been introduced at the beginning of the chapter, exemplifies how the 
barriers interact from the onset of the need recognition until the actual purchase takes place, severely 
challenging individuals’ good intentions and attitudes that are the starting point of any purchase 
decision. 
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Figure 6: Consumer Decision making model II (Botzen, 2021)



3-5 Primary
Research
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3. Online questionnaire

3.1 Introduction
An online questionnaire has been administered with the 
aim to get a better understanding of sustainable fashion 
consumption and the facilitators and barriers thereof. While 
these were identified through the secondary research, the aim 
was particularly to get a better overview of the most pertinent 
barriers the previous research had identified. The survey was 
taken online, and a total of 256 answers have been collected, 
with predominantly females (87.5%) opting into the survey. 
The survey was distributed on various social media platforms 
and was gathered from the 19th of March for a duration of one 
month. 

3.2 Results

The role of the internet
Fashion consumption predominantly takes place online (60.9%) 
than offline (39.1%). Furthermore, many of the participants also 
said to get their inspiration for clothing purchases on social 
media (52.3 %). Most people spend between up to an hour 
(28.9%) or 1-2h (37.5%) on social media, while 25% spend up to 
three hours on social media and some even more than three 
hours (9.8%).  
 

Fashion consumption
Interestingly, 93% of people state that they shop twice or 
less per month and the majority (71.1%) thereby only spend 
up to 80 Euros per month on clothing. Furthermore, almost 
80% of people wear clothing for three years or longer, and 
no respondents stated wearing clothes for less than a year. 
Furthermore, shopping is only seen partially as bringing pleasure 
and fulfillment, with 46.9% rather agreeing and 26.1 % rather 
disagreeing.
 

The importance of clothes
The most important aspects when buying new clothes are 
aesthetics (84%), quality (81.3%), and comfort & fit (77.7%), 
followed by sustainable (73.8%) and social aspects (60.9%). 
Interestingly, only 43.8% deemed price an important factor while 
trendiness (12.5%) and brand/status (7%) hardly played a role in 
people’s purchase decisions. Respondents had a rather neutral 
view of the importance of trends, with only 27.8% favoring trends 
and 35.5% disfavoring trends. For most people, fashion is an 
expression of their personality (66.8%), with functionality coming 
in second with 15.6%. 

Aesthetics, availability, and price
Most survey participants perceive sustainable fashion as 
fashionable (71.9%). Concerning the availability of sustainable 
fashion, 65.1% of people believe that the offer of sustainable 
brands is yet too small. Interestingly, only a bit more than half 
of the people (56.5%) think that sustainable fashion is too 
expensive. 84.6% of people would even pay between 10-50% 

“The offer of sus-
tainable fashion is 
too small.” 

“Particularly 
important 
when buying 
new clothes...”

“Sustainable fashion 
is too expensive.”

“How often do you 
buy new clothing?”

“How much time 
do you spend on 
average on Social 
Media per day?”

Participant’s 
country of
residence

Figure 7-17: Survey results 
(Botzen, 2021)
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more for sustainable fashion, with most people having their pain 
limit at 25% more of the price (35.8% of respondents). 

Effort
More people tend to rather agree with the statement that 
sustainable clothing consumption requires considerable 
cognitive effort, with 46.9% agreeing and 30.3% rather 
disagreeing.
Results are quite similar for the time effort of sustainable fashion, 
with 42.6% rather agreeing and 34.4% rather disagreeing. On the 
other hand, people rather disagree (41%) than agree (34%) with 
the fact that it’s hard to find sustainable fashion. 
 

Greenwashing
Most people rather don’t have any greenwashing concerns in 
that respect, as only 19.5% show some concern of misleading 
claims made by brands. 
 

People’s perception of barriers
Price is perceived as the biggest barrier (67.6%), followed by 
accessibility (60.2%) and availability (53.1%). This particular 
question on perception showed slightly different results 
because, in previous answers, availability emerged as the 
strongest barrier.   
 

Knowledge and concern
80.1% state that they know about the impact of the fashion 
industry, and 84.4% are concerned about its consequences. 
Moreover, 63.3% believe they have the knowledge to make 
sustainable purchasing decisions.
  

3.3 Findings
The participants report high awareness levels of the problems 
within the fashion industry and are quite knowledgeable about 
sustainable fashion too. That reflects in their purchase behavior, 
with lower-than-average consumption and by keeping clothes 
generally longer than average people (Wahnbaeck and Groth,  
2015). Their knowledge might also lead to greater awareness of 
the real cost of clothing, making the price seem rather justified. 
Yet, while sustainable fashion is not considered too expensive, 
the price is perceived as the biggest barrier to sustainable 
fashion, followed by availability. The greater awareness and 
knowledge that individuals possessed could also explain that 
skepticism or greenwashing concerns were relatively small. 
The internet proved to be an important source of information. 
Also, the fact that sustainable fashion is viewed as fashionable 
could be related to participants’ knowledge as well as their 
frequent use of social media, which is often taken as a source of 
inspiration. 
Generally speaking, the results of the survey show no indication 
of an attitude-behavior gap, as awareness and knowledge 
seem to translate into sustainable consumption. Furthermore, 
the results highlight that the internet could potentially play 
an influential role in providing information as well as shaping 
perception about price, fashionability, and availability of 
sustainable fashion in a positive way.

“Shopping for 
sustainable fashion 
requires a lot of 
cognitive effort.”

“Shopping for sus-
tainable fashion is 
very time
consuming.”

“I’m concerned 
about the impact of 
the fashion industry 
on the environ-
ment.”

“What are the 
biggest barriers to 
sustainable fashion 
consumption 
according to your 
opinion?”

“I lack the knowl-
edge to make sus-
tainable purchase 
decisions”
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4.  Interviews

4.1 Introduction
The expert interviews were carried out with relevant people from the field of sustainability, sustainable 
fashion, and fair trade. The interviews took place from the 15th and the 26th of March via Zoom and 
lasted between 30min up to 1h. The aim was to validate previous research findings by uncovering 
driving forces of unsustainable fashion consumption and barriers to sustainable fashion as well as 
potential ways of alleviating these.  

4.2 Interview partners

Expert 1 - Senior project manager textiles 

Expert 2 - Junior project manager textiles and owner of a fair fashion label

Expert 3 - Strategist, Project manager and -coordinator and owner of Fair Fashion label 

Expert 4 - Owner of Fair Fashion store 

Expert 5 - Project coordinator 

Expert 6 - Managing Director 
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4.3 Interview evidence and findings

4.3.1 Lack of information

Findings 
Information is an important prerequisite for behavior change, as otherwise, people don’t have a motive 
for change nor know how to change. A lack of information can lead to uncertainty, and transparency 
is therefore important for informed decision-making. But rather than providing information alone, 
concrete courses of action have to be pointed out by showing how people can put the knowledge into 
action. 

4.3.2 Valuing of clothes

Findings
A lot has changed in the clothing industry, and so has the way that people treat their clothes and the 
meaning they ascribe to them. People used to wear clothes for much longer, mend them and treat 
them with care. Our generation somewhat has lost this appreciation. 
Rather than a commodity, clothing has turned into a fast-moving, consumable good, something that is 
being used up. Therefore, it is important to bring back the value to the clothing and learn to appreciate 
it again by also communicating it accordingly. The price plays an important role as it is an indication 
of product worth: Since prices are so low, we also lack appreciation. The worth we project on an item, 
however, can also be increased by resisting immediate gratification when we have to wait to buy 
something. 

Evidence 
Expert 3 - “You need to have that knowledge base because otherwise, you also don’t know why 
you should change your behavior.” 
Expert 5 - “We have to permanently deal with questions we actually cannot answer because we 
don’t have the information.” 
Expert 3 - “Information alone isn’t that helpful; people also need to know what to do with it.” 
Expert 2 – “Transparency is the foundation of a conscious purchase decision.” 
[translation from German], (Personal communication, the 31st of March, 2021)

Evidence
Expert 6 - “The appreciation for the single product, for the craft, is too low.” 
Expert 2 - “In the past, we used to have a different way of handling clothes: wearing them longer, 
repairing them more.” 
Expert 3 - “We have to learn to appreciate quality.” 
Expert 4 - “The worth of the product increases when you have to wait to buy it and not through 
immediate gratification.” 
[translation from German], (Personal communication, the 31st of March, 2021)
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4.3.3 Price and affordability

Findings
Since many people are sensitized and used to low price standards in clothing, sustainable fashion is 
often perceived as too expensive or a privilege even. There is a need for true cost pricing: Right now, 
costs are often externalized with common goods such as Fast Fashion, meaning that the price doesn’t 
account for the environmental or social costs. Fair Fashion, however, internalizes these costs, which 
is sometimes perceived as expensive. Furthermore, price perceptions also have to do a lot with how 
people set their budgets. As low prices are the norm in fashion, people budget accordingly and get 
used to the prices. Prices, as well as budgeting, therefore need to undergo a profound shift.

4.3.4 Perceived consumer effectiveness 

Findings
Another problem that emerged through the interviews was what the literature coined perceived 
consumer effectiveness: The belief that one’s actions can make a difference by contributing towards 
a higher goal. People sometimes lack the belief that they’re part of the problem and withdraw their 
responsibility by distancing themselves, which is facilitated by the producer-consumer distance. 
Through this lack of connection, consumers might not possess a sense of agency. 

4.3.5 Responsibility and power

Evidence
“We have to come back to a fair price, as we offer a lot for too cheap.” 
“Actually, they could afford it, but they are not ready to make that budget shift.” 
“A budget shift also means appreciation, for what do I give appreciation.” 
“We have to turn back our system in two ways: On the one hand the consumption decision, so 
that our budget distribution changes again but also the prices have to get the internalized, fair 
price again.” 
All quotes [translation from German] (Expert 6, Personal communication, the 31st of March, 2021)

Evidence
 “On the one hand, I do believe that people are becoming aware of it; on the other hand, I’m not 
sure the people are aware that they contribute to it themselves.” 
 “You walk into a C&A store, and it’s just clothes - it’s not your first thought that somehow some-
one somewhere has made that.” 
All quotes [translation from German] (Expert 3, personal communication, the 31st of March, 2021)

Evidence
Expert 3 - “We are individuals that have that power. We are not a blind mass.” 
Expert 5 – “It’s important that we don’t play off the responsibility against each other but think 
about what one in his respective role can contribute to improving the situation.” 
Expert 2 – “The consumer also has power, the consumer has a lot of impact in the care phase for 
sustainable development in Switzerland: How does he wash the clothes, how long does he keep 
them, how often does he wear them and how big is his closet.” 
Expert 2 - “The market wouldn’t produce more if the consumer wouldn’t consume more, and the 
other way round.” 
[translation from German], (Personal communication, the 31st of March, 2021)
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Findings
The consumer and market are mutually dependent. Furthermore, the economy, individuals as well 
as the government are all in charge of bringing about the required changes and can contribute from 
their perspective, fertilizing each other. However, it’s also important to see that while it requires a joint 
effort to bring about large-scale transformations, individuals also have power, and individuals need to 
recognize this power. 

4.3.6 Buying behavior and throwaway society

Findings
Marketing plays a decisive role in steering our consumption by creating a sense of urgency, making 
people crave the latest thing. Low prices trigger consumption as the purchase decisions are, in fact, 
emotionally rather than rationally driven, often manipulating even good sustainable intentions. This is in 
contrast to the rational decision-making model presented earlier. 

4.3.7 Consumer conflicts

Findings
People are receiving various stimuli in their daily life that bring across conflicting messages: A rise 
in awareness of sustainability and the need to be sustainable on the one hand, and marketing and 
buying impulses on the other. This creates tension, and therefore individuals face a conflict: They have 
to decide on where to set their priorities. Ultimately most people, therefore, make compromises or 
neglect sustainability considerations in favor of other priorities. 

Evidence
Expert 5 - “[...]key prices where you know that for a specific target group it triggers a buying im-
pulse: That the long thinking is suspended.”
Expert 5 - “Marketing is suggesting a permanent urgency to us.” 
Expert 2 – “You think you want to be more sustainable, but during purchase decisions, you’re intu-
itively less sustainable than you want to be.” 
Expert 3 - “Fast Fashion is like white sugar.”
Expert 6 - “The real purchase decision is a very emotionally driven moment and not rational.” 
[translation from German], (Personal communication, the 31st of March, 2021)

Evidence
Expert 5 - “As individuals, we are facing a practically unsolvable conflict that we can only resolve 
very limited on our own. Most of the people cannot resolve these conflicts and remain in the mid-
dle.” 
Expert 3 - “In the end, it also has to do with priorities.” 
Expert 6 - “During the purchase decisions often other values count which the customer doesn’t 
want to confess.” 
[translation from German], (Personal communication, the 31st of March, 2021)
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Figure 18: Interview results (Botzen, 2021)
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5. Focus Group

5.1 Introduction
The focus group took place on the 31st of March, 2021, via Zoom and counted a total of 9 participants 
and had a duration of 60 Minutes. The aim was to get a deeper understanding of consumer behavior 
and get deeper insight directly from the target group. 
 

5.2 Participant list

5.3 Focus group evidence and findings

5.3.1 Aesthetics

Findings
By far, the most important aspect when buying something was the aesthetic aspect. People wouldn’t 
buy something they don’t like the look of - aesthetics for most is considered before sustainable 
aspects. Some made the small offer responsible for the lack of styles in line with their aesthetic 
preferences. 

Evidence
P3 – “Something that I don’t like the look of and is sustainable I would never spend money on.” 
P5 – “What keeps me from buying more Fair Fashion is not even the price, as I notice that the 
things are worth it but the current fair fashion styles - with that I just can’t deal with: straight cuts, 
wide pants, that’s not really my thing.” 
P1 – “It [Fair Fashion] is not cool – more in the direction of cute, and that’s what I really miss, also 
finding something form-fitting.” 
[translation from German], (Focus group, personal communication, the 31st of March, 2021)

Participant Age Profession

P1 25 Student health care management

P2 28 Teacher

P3 28 Sales manager

P4 23 Student and fitness trainer

P5 24 Projectmanager

P6 27 Young insurance professional

P7 24 Student primary education

P8 24 Sutdent law

P9 33 Nurs
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Evidence
P8 – “For me, the quality is crucial, I try not to buy as many synthetic clothes, but for example, 
wool, good and robust materials that don’t wear off quickly and that can be used for longer.” 
P4 – “With sustainable fashion I pay close attention to quality because often it’s more expensive, 
and I also want to make sure that I can benefit from it for a long time.” 
P1 –”I have bought fair sneakers before because I think it’s cool that now you also have fake leather 
sneakers that are of good quality.” 
[translation from German], (Focus group, personal communication, the 31st of March, 2021)

5.3.2 Quality and materials

Findings
Quality was also a very important aspect and is related to durability - higher quality meant that 
participants expect something to last longer because clothes maintain their shape and good condition. 
Furthermore, quality can justify the price as it increases the value that people get for their money. 

5.3.3 Price

Findings
The ultimate buying decision might often be a question of price. Sustainable fashion has a premium 
price to it, and particularly people with financial constraints due to low disposable income cannot 
afford sustainable fashion on a regular basis. However, higher prices also have the benefit that people 
make more thoughtful decisions regarding clothing purchases, whereas low prices, on the other hand, 
facilitate mindless consumption in that it triggers impulsive purchases. People, however, also put the 
price into perspective: Some items that are considered essential and can be kept longer are believed 
to be worth investing more in. Furthermore, the perceived added value of sustainable fashion, namely 
feeling good by doing good, justifies paying an extra price. Last but not least, the perception of price is 
influenced by knowledge of sustainable fashion, particularly about what constitutes the price. 

Evidence
P4 – “Every now and then, I have bought Fair Fashion, but I would like to do it more often, but it is 
mostly a question of costs.” 
P2 – “Because it has a particular price, I don’t make impulse purchases [...] I always think a little bit 
longer. Thereby [with Fair Fashion], I consume much less but also more consciously.” 
P7 – “I also think it depends on what it is - when it’s just a top that’s super thick, and I can only 
wear in summer that costs 60 Euro, then I wouldn’t spend that, but when it’s a warm winter 
sweater that also would cost 40 Euro at H&M it’s something different.” 
P3 – “I know myself what it means to design, develop and make a piece of clothing, what the 
whole cost structure entails and can maybe through my professional experience also better 
understand it.” 
P8 –”One is willing to spend more also because one feels better through buying something 
sustainable.” 
[translation from German], (Focus group, personal communication, the 31st of March, 2021)
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5.3.4 Lack of information and skepticism 

Findings
People are skeptical regarding the functional performance of sustainable fashion but also regarding 
the validity of sustainability claims and fear greenwashing. Information is, therefore, the foundation 
of trust, which is why some participants try to resolve their skepticism through information search, 
which, however, is time-intensive and requires cognitive effort which not everyone is willing nor able to 
expend. Trust is important and needs to be given, as it also helps justify the price by reassuring people 
of the added benefit they get from sustainable fashion. 

5.3.5 Perceived effectiveness

Findings
One reason for not buying sustainable fashion is the lack of perceived effectiveness - that participants 
were uncertain because they thought they would create other issues by buying sustainable fashion, 
such as the mentioned problem of microplastics when buying recycled polyester. Again, the price of 
sustainable fashion needs to be justified, and when people perceive a lack of benefit of sustainable 
versus conventional fashion, few people will voluntarily opt for sustainability. 

Evidence
P9 – “I changed to second hand because I thought to myself that when I have a dress from 
recycled plastic bottles, for example, then it’s still plastic and microplastics that goes into the 
water...then I was insecure about how sustainable that really is.” 
P4 – “When it’s recycled plastics, then I think okay, during washes, microplastics will be let go.” 
P1 – “I think that’s one of those prejudices: “Well that sustainable it can’t be, well that much of a 
difference it won’t make.” 
[translation from German], (Focus group, personal communication, the 31st of March, 2021)

Evidence
P1 –”The last time I bought some sport pants that weren’t Fair Fashion because I didn’t dare 
to buy Fair Fashion, as I was afraid that they would dissolve, that’s what I heard, that it isn’t as 
opaque either.” 
P6 – “I’m not willing to spend money on something that is supposed to be sustainable, but in the 
end, it isn’t - then I pay a higher price without having an added benefit.” 
P9 – “I have a hard time discerning whether it’s truly sustainable or just greenwashing [...] because 
I’m not as familiar with the industry.” 
P5 – “[With some brands] you don’t have any kind of proof - I also don’t feel like reading through 
the whole website first.” 
P6 – “In my case, it’s a lack of time and desire to dive deep in there to really be able to judge 
whether something is truly sustainable and makes sense to buy. That’s why I haven’t pursued the 
topic.” 
[translation from German], (Focus group, personal communication, the 31st of March, 2021)
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6 Analysis & Insights

6.1 Aesthetic risk, availability, and visibility
The fact that people that are more knowledgeable about sustainable fashion are mostly perceiving 
sustainable fashion as fashionable (see survey), and so-called sustainable fashion pioneers are 
convinced that sustainable fashion offers better quality and style options and allows for more 
creativity, freedom, and uniqueness (Bly et al., 2015), shows a potential connection between knowledge 
and perception of fashionability of sustainable fashion. This could be explained by the fact that 
increased knowledge and awareness also influence the perception of the availability of sustainable 
fashion. In previous studies, the barrier of aesthetic risk of sustainable fashion was mostly linked to a 
limited offer. However, in recent years, the number of sustainable fashion brands has increased a lot, 
and with that, the rise of more fashionable sustainable brands. Furthermore, people that are greater 
users of the internet and social media also have a more positive perception of the fashionability of 
sustainable fashion (see survey). This could be due to the fact that most new sustainable fashion 
brands have only an online presence, making people that are not as frequent users of the internet less 
aware of emerging fashionable and sustainable brands. 

6.2 Price and perceived value of clothes
People that are more knowledgeable about sustainable fashion can better justify the higher 
prices. Being knowledgeable about the true cost of sustainable fashion, therefore, influences price 
perceptions. Yet, despite having a greater understanding of the cost structure, the price remains a 
big barrier also for more knowledgeable consumers. Individual factors, such as disposable income, 
influence the budget that people allocate to fashion (see focus group). As clothing nowadays only 
takes up about 5% of total disposable income (Bovon and Perrin, 2020), it is mostly not so much a 
question of affordability but budgeting priorities and the fact that people prefer buying in quantity over 
quality. Yet, for lower-income classes, sustainable fashion remains financially inaccessible. Therefore, 
the price was found to be the biggest barrier to sustainable fashion consumption in most cases, be it 
due to actual financial constraints or price perceptions.

6.3 Lack of trust and perceived effectiveness
Skepticism, both in terms of greenwashing concerns and functional performance, was another 
barrier found to impede sustainable consumption. Regarding greenwashing concerns, this also 
implied a decreased sense of perceived effectiveness, as people are skeptical whether the positive 
environmental impact was given. Also, generally, people often lack a sense of agency as the individual 
impact towards such large-scale issues as those within the fashion industry or even the climate 
crisis seems insignificant to many. Since the major argument for sustainable fashion is the reduced 
environmental impact and social benefits, consumers need to trust in the sustainability claims made 
by brands but also believe in their individual contribution. 

Criteria 1: Increase perceived availability through visibility of sustainable fashion
The offer of sustainable fashion needs to become more visible to people, thereby making it also 
more convenient to find something that is in line with one’s aesthetic preferences. By increasing 
the perceived availability, sustainable fashion shopping also becomes a more accessible 
and convenient experience, while greater visibility of sustainable fashion can act as a cue to 
purchasing. 

Criteria 2: Changing price perception and budget allocation
Changing the price perception and the way people allocate budget to clothing is necessary to 
make prices of sustainable fashion seem more justified. By increasing the awareness of what 
constitutes the true cost of fashion and providing knowledge about clothing’s cost structure, and 
revealing this information transparently to consumers, a greater perception of price fairness can 
be achieved.
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People that lack trust in sustainable brands and are not convinced about the perceived effectiveness 
of the purchase of a sustainable product are reluctant to spend a premium price on sustainable 
fashion. Trust can be gained through transparency and information, but while individuals want to 
make informed decisions, they also lack the willingness and time to invest too much into information 
searches. Furthermore, for many, the complexity of information and sometimes conflicting messages 
make it hard for individuals to discern sustainable from non-sustainable brands, leaving people feeling 
overwhelmed and unable to act on information.

6.4 Lack of prioritization
As clothing plays an essential role in people’s identity and communicates meaning from the wearer 
to the outside, few people are willing to compromise on clothing. Therefore, even sustainably-minded 
consumers don’t always prioritize green criteria and value other aspects higher sometimes, particularly 
when there is a higher perceived risk of choosing a sustainable product, and there are fewer green 
alternatives available (Young et al., 2010). Therefore, it is important that individual benefits regarding 
sustainable fashion are highlighted and the perceived risks of sustainable fashion are minimized.

Criteria 3: Making the long-term contributions visible as short term feasible and tangible 
impacts
Particularly, as the impacts are not immediately visible, people often struggle to adopt a “long-
term horizon” as they are more present-focused (White et al., 2019). A focus on positive impacts 
in the present, as well as increased tangibility, has been shown to positively influence sustainable 
behavior (White et al., 2019). 

Criteria 4:  Reducing the complexity of information to enable informed decision-making
Sustainability information should be transmitted in an authentic, convincing, but also feasible 
and digestible way (Thøgersen and Schrader, 2012) in order to reduce skepticism as well as the 
complexity of sustainability information.

Criteria 5: Increase benefits and minimize risks of sustainable fashion
Sustainability alone is more seen as an add-on benefit; therefore, the focus has to shift by not 
only highlighting sustainable benefits but more concrete benefits that satisfy peoples’ egoistic 
motives (White et al., 2019). The value that people expect to get out of purchase also helps to 
justify premium prices.   
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Figure 19: Reserach synthesis (Botzen, 2021)
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7 Concept
Development
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7. Concept Development

7.1 Definition of the intervention area

The intervention is targeted at the consumer level and aims to provide an actionable way of facilitating 
more mindful and sustainable fashion consumption. 
The most prevalent barriers and those aimed to be relieved through the intervention are placed at 
the stage of information search as well as evaluation of alternatives of the consumer decision-making 
model by John Dowey (Dudovskiy, 2013). Regarding the information search stage, the barriers to be 
lifted are the lack of knowledge as well as cognitive effort and time, while at the evaluation stages, 
these are availability and visibility, price (perception), perceived consumer effectiveness, and more 
generally, the cost-benefit-analysis consumers undertake. 

Figure 20: Intervention area (circled in orange) (Botzen, 2021)
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7.2 Different solution concepts

Within the defined intervention area and according to the set criteria, different ideas were generated, 
which led to the conception of the following three concept ideas: 

7.2.1 Concept Idea 1: The wish list 
This concept idea offers a way to get people away from consuming in quantity and start investing 
in fewer but qualitatively higher sustainable fashion pieces. The basic idea is to get people away 
from immediate gratification and move them towards delayed gratification, which can help to make 
sustainable fashion seem more affordable. Furthermore, research suggests that delayed consumption 
through anticipation can increase consumption enjoyment (Nowlis et al., 2004).
 
“The wish list” is a tool that allows people to add their favorite sustainable fashion pieces to a list while 
it also acts as a decision-making guide. Rather than splurging immediately, people are encouraged 
to save the items on a list first, to be potentially bought at a later point in time. To encourage rational 
thought processes and facilitate decision-making, a set of questions are asked to guide the user and 
help him decide whether an item is really needed and should end up on the wish list. 
 
People can update and modify their lists as they want. Items that have been on the list for longer than 
thirty days get unlocked for potential purchases. When an item wants to be acquired before this given 
period, the person is prompted with a few probing questions to facilitate rational decision-making and 
discourage mindless consumption. 
 
Impact
This intervention encourages people to make more intentional purchases. Thereby, the intervention can 
be an effective way to prevent people from overspending and mindless consumption.
Planning fashion expenditures more intentionally and mindfully can make a substantial contribution to 
sustainable fashion (Vaid, 2020) as it can change the way that people shop but also the value people 
ascribe to the goods they are saving up for.

7.2.2 Concept idea 2: Save now, buy later (SNBL)
The idea is to create a sustainable fashion platform with a different payment model by drawing on the 
so-called “Save now, buy later” (SNBL) model. As the opposite of the BNPL (buy now, pay later) model, 
the SNBL model, rather than delaying payment, is a form of pre-payment that allows for making various 
installments and saving up for a product before acquiring it. After having spotted a garment of desire, 
users can set up a digital wallet that is connected to their bank account and personalize the amount of 
savings they want to allocate to it during a given period of time. Once the full price of the item is saved 
up, the user is notified, and if accepted, the item is then acquired. People can track their progress 
with a goal tracker, which adds a gamification element and elicits excitement. At the same time, the 
platform is a big aggregation of sustainable fashion brands and therefore offers greater visibility, 
providing the consumer with a greater variety and choice of sustainable fashion. 
 
Impact
Whereas the “Buy now, pay later” model has become increasingly popular with Fast Fashion retailers 
and encourages overspending, debt, and mindless consumption, the SNBL as a contrasting principle 
could potentially path the way towards more mindful consumption and therefore bears potential for 
slow fashion. Furthermore, it makes sustainable fashion more accessible by allowing people to pay in 
installments without the risk of going into debt. This model offers price flexibility to people and makes 
an impact insofar that the barrier of price can be substantially lifted. Similar to concept 1, the delayed 
gratification can also add to greater enjoyment of consumption and positively impact the perceived 
value of the acquired goods. 
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7.2.3 Concept idea 3: Cost-per-wear (CPW)
As price is one of the biggest barriers to sustainable fashion, price perception is a determining factor 
in purchase decisions (Shirai, 2017). One way to change the perception of price is through a price 
reframing allowing consumers to view price from a different perspective; a usage-based unit price, 
indicating the cost per usage, has been shown to be particularly effective (Shirai, 2017). In relation 
to clothes, cost-per-wear is a promising measure to put the price in relation to use: As Fast Fashion 
pieces on average are worn only seven times, a study found (Shank and Bédat, 2020), sustainable 
fashion pieces might come with a higher initial investment. However, they are made to be worn for 
much longer due to higher quality. The cost-per-wear, as the name already suggests, divides the 
total cost of clothing through the total times a clothing item is worn (Julius Bär Group, 2020), thereby 
making a 50 Dollar shirt worn ten times equally economical as a 10 Dollar shirt worn once. The idea of 
the concept is that whenever people buy something new, an app starts tracking how often they wear 
something and adjusts the cost-per-wear accordingly: Consumers thereby see the price decrease 
the more they wear it and their investment paying off. Furthermore, the more clothes are worn, the 
smaller the relative environmental footprint. The app, therefore, also gives an indication of sustainability 
performance and allows for tracking progression. 
 
Impact
The foundation of the intervention, the measure of cost-per-wear, has the potential to shift consumers’ 
perception of price and increase price attractiveness, as has been shown by various studies (Shirai, 
2017). Furthermore, people are expected to get a greater understanding of their own consumption 
behavior and are therefore increasingly sensitized towards mindful and sustainable consumption. 



41

7.3 Concept evaluation

Concept 1: 
The Wishlist

Concept 2: 
Save now, buy later

Concept 3: 
The CPW

Increase awareness of the avail-
ability of sustainable fashion 
brands

...by increasing visibility of sustain-
able fashion brands

...by facilitating the search for sus-
tainable fashion brands

...by increasing people’s 
knowledge of sustainable fashion

Changing people’s price percep-
tions and budgeting priorities

…facilitating price transparency

...making the costs more tangible

...by fostering understanding (price 
justification and price fairness)

Reducing complexity of informa-
tion to enable informed deci-
sion-making

...by providing feasible and digest-
ible information

...by making information easily 
accessible

Giving people a sense of agency 
about their impact

…by making impact visible

...by making the impact feasible 
and tangible

Increasing the benefits and min-
imize perceived risks of sustain-
able fashion

…by highlighting consumer benefits 
beyond sustainable aspects

1

1

1

2

2

2

1

1

1

1

1

2

2

1

1

2

1

1

1

0

1

1

2

2

0

2

2

2

1

1

0

1

2

2

1

2

2

2

2

2

2

2

2

2

17                                         21                   27

Table 1: Concept evaluation (Botzen, 2021)
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8. Prototyping & Testing

Based on the evaluation of the concepts and how well they met the given criteria, the CPW concept 
was elected for further development. A first prototype was developed for testing consisting of three 
different components: an app, a campaign, and a store concept.

8.1. Method
A mockup of the chosen concept was created in the form of a presentation with accompanying 
information. The presentation aimed to recreate the experience of the intervention. The presentation 
was sent out to testing people accompanied by a feedback sheet to be filled out. 

The main goal of the prototyping and testing, around which the feedback questions were centered, was 
to find out whether...

Understanding
...the main concept ideas were understood, and the concepts were easy to follow
...there were points that were missing that need to be included or adjusted

Demand
...the concepts were met with interest
...the concept ideas were considered helpful and perceived as providing value

Impact
...the concepts could fulfill a present need and reach the target of changing perceptions of sustainable 
fashion 

Figure 21: Prototyping and Testing process (Botzen, 2021)
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8.2 Prototype 1

App
The app includes a decision-making guide, a sustainability roadmap, an educational section as well as 
a tracking feature that tracks cost-per-wear, putting a garment’s cost in relation to its frequency of 
use, as well as the environmental footprint. There is also a budgeting function: By entering their monthly 
clothing budget, users get a suggestion on how often they would need to wear a garment of a certain 
price to stay within their means. For that, the measure of ideal-cost-per-wear is introduced. 
 
The main idea of the app is to change price perceptions and the way people consider quality by 
emphasizing clothing’s durability. By letting people track their daily clothing use, people could start 
to realize that investments in high-quality, sustainable garments eventually pay off through increased 
durability while also gaining a new appreciation of clothing. The initial idea was to focus on tracking 
sustainable clothing that is newly acquired, however already for Prototype 1 this was extended to also 
encourage tracking of already owned clothing which is more in line with slow fashion’s aim.  

Cost-per-wear

Ideal CPW

Figure 22: Prototyping I App (Botzen, 2021)

Figure 23: How the app works I (Botzen, 2021)
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Awareness campaign
Whereas the app is the major component of the intervention, a campaign is built around it to address 
a wider audience of people and widen awareness. The aim, however, is the same as with the app: To 
encourage people to think differently of sustainable fashion prices by shifting the focus to durability 
and away from throwaway fashion. This is to be attained by making use of the principle of comparison, 
particularly effective as people naturally compare prices.

 

Store concept
This part of the concept allows for the closest direct touchpoint to shoppers, as it targets shoppers at 
the decision-making point. The idea is to integrate the cost-per-wear (CPW) principle into the pricing 
of sustainable fashion stores. In an online shopping context, besides displaying the full price of each 
item, shoppers also see the price displayed as CPW either statically or interactively. In the latter case, 
they can play around with different CPWs to explore how often they would need to wear a respective 
garment for it to pay off according to their own clothing budget. 

Figure 24: Prototyping I Campaign (Botzen, 2021)

Figure 25: Prototyping I Store concept (Botzen, 2021)
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8.3 Testing Round 1 
 
8.3.1 Testing participants

Name Age Profession

Steffi 27 Teacher

Noa 24 Blogger and freelancer

Alessandro 28 Baker and owner of a digital communication agency

Sarina 27 Public administration specialist

Fabien 28 Customer Service Manager

Luisa 22 Student

8.3.2 Evaluation and Feedback

App
Generally, most people remarked that the decision-making guide consisted of too many questions, 
whereas other people appreciated the number of questions. It was mentioned that one way to solve 
this difference in preference is by offering a quick and long decision-making guide.  
Also, the focus was perceived to be too much on the price, neglecting the environmental impact. 
Moreover, people thought that the advantages of sustainable fashion need to be highlighted better. The 
cost-per-wear principle was appreciated and well understood. However, a few uttered concern that 
the principle could also just be applied to Fast Fashion. 

Another concern was that when people reached their target of “x amount of wears,” they would have a 
justification to replace the item. Therefore it was proposed that an incentive system could encourage 
further wearing. One argument that was often brought was that people might find it too much effort to 
add a photo of every piece of clothing they own. 

Campaign
The campaign was generally well-appreciated, and people thought it could be effective in changing 
price perceptions. However, like for the app, the advantage of buying Fair Fashion doesn’t come across 
enough as the focus is too much on the price. Meanwhile, the actual price was perceived to be too 
dominantly displayed while the CPW lacks visibility. 
 
Online store concept
People liked the different way it makes them think about price and that the price reframing makes 
sustainable fashion more accessible and appealing, however, they also think nevertheless the full price 
should be shown, as it is not only required by law but also because people still want the full price as 
a reference. Participants remarked that they also want to know how the price is compound and see a 
cost breakdown. They appreciated the interactive version more than the static view as it allowed them 
to play with different costs-per-wear to see how the metrics change on an individual level. 

Table 2: Testing Participants Round I (Botzen, 2021)
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8.4  Prototype 2

App
The decision-making guide was shortened to focus on the most important questions. The educational 
component of the app was extended by adding more information on why sustainable fashion is better, 
lasts longer, is more expensive, and more sustainable than Fast Fashion to highlight the benefits of 
sustainable fashion. 
This was needed because, during the testing, some people mentioned that the principle of CPW could 
also just be applied to Fast Fashion. This concern showed that people aren’t yet aware of the fact that, 
on average sustainable clothing lasts longer compared to Fast Fashion, making a price-in-relation-to-
use measure particularly powerful in a sustainable clothing context. For clarification, more information 
was added to emphasize that sustainable fashion is qualitatively better compared to Fast Fashion and 
therefore has greater durability. 

The term impact-per-wear (IPW) was introduced analogous to the CPW to increase the understanding 
of the environmental impact of clothing. Besides focusing on further clarification, the structure was 
reworked to improve the user flow. 

Figure 26: Prototyping II App (Botzen, 2021)

Figure 27: Customer Journey (Botzen, 2021)
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Campaign
For the campaign, the version of the comparison between the two shirts was selected for further 
iteration, as it allowed viewers for a more direct comparison. 

Store concept
The static view of the cost-per-wear measure in an online store context was dropped to focus on the 
more interactive and playful version that would allow users to calculate their own CPW. 
As the physical store context was neglected in the previous prototype, the store concept was 
extended: A digital banner would allow shoppers in stores to play with different CPW’s to see how often 
they would need to wear something relative to their own budget. 

Figure 28: Prototyping II Campaign (Botzen, 2021)

Figure 29: Prototyping II Store concept (Botzen, 2021)
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8.5 Testing Round 2

8.5.1 Testing participants

8.5.2 Evaluation and Feedback

App
The decision-making questions were appreciated and helpful, whereas it was also mentioned that they 
are rather intuitive and no new knowledge. Also, one concern that was expressed was that after going 
through the questions once, this function would no longer be of use. The sustainability roadmap was 
also considered helpful. However, it was found that it requires quite some effort and time to do the 
extra research. 

The informational section further helped to understand why sustainable fashion is better, lasts longer, 
and is more expensive. More concrete examples and comparisons between fast and sustainable 
fashion were requested regarding the impact. Both the impact-per-wear and the cost-per-wear 
feature were considered attractive and impactful tools with the potential to change people’s 
perceptions. However, the impact-per-wear as well as the cost-per-wear principle still required further 
clarification and exemplification.
 
Also, further clarification was needed on how the tracking works, as not everyone got the idea 
immediately. Whereas some were concerned about the required effort to track daily clothing use, 
others stated that they didn’t see it as particularly effortful. 
 
Campaign
People liked the campaign and saw its potential in changing perceptions of price. However, a few 
mentioned that the numbers for Fast Fashion were a bit unrealistically low, potentially negatively 
affecting the impact of the campaign. 
 
Online store
Participants found that framing price this way could reduce “price anxiety” by making prices look more 
attractive than before. Also, people remarked that the online store concept is even closer to the people 
than the app and therefore can really make an impact by changing perceptions. Again, clarification 
is needed on how the concept works and that the number of target wears is an estimation based 
on ideal cost-per-wear. People also missed the environmental impact measure here. Furthermore, it 
was mentioned that the cost breakdown could be helpful to clarify why sustainable fashion is more 
expensive by increasing price transparency.  

Name Age Profession

Melanie 27 Life Science Consultant

Jasmin 31 Event manager / Dietician

Alina 24 Student

Anna 28 Teacher

Pauline 25 Teacher

Table 3: Testing participants Round II (Botzen, 2021)
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8.6 Prototype 3

App
The app concept was adjusted particularly with regards to further clarification and to put a stronger 
emphasis on the environmental impact. The slogan was changed to include the emphasis on 
sustainability: From the initial slogan “The more you wear it, the cheaper it gets” to “For the planet and 
for your wallet.” Also, a comparison was added in the app between the environmental impact of Fast 
Fashion and sustainable fashion to highlight the environmental benefit of sustainable fashion.

Awareness campaign
For the campaign, the environmental impact was complemented and made more visible. Furthermore, 
the numbers were slightly adjusted to make the comparison more realistic. Also, a direct call to action 
was added through a QR code that would directly link to the app. 

Figure 30: Prototyping III App (Botzen, 2021)

Figure 31: Prototyping III Campaign (Botzen, 2021)
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Store concept
Particularly, the online store concept underwent major changes to better recreate the user flow of an 
online shopper. Furthermore, as people missed the environmental impact here, the IPW measure was 
also integrated into this concept. The physical store concept was extended to also include clothing 
tags, and physical banners were added to create in-store attention for the app. 

Figure 32: Prototyping III Store concept (Botzen, 2021)
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8.7 Testing round 3

8.7.1 Testing participants

Name Age Profession

Alexandra 27 web developer

Mirjam 47 student

Kathrin 24 student

Jean-Luc 39 student 

Jennifer 27 veterinarian

8.7.2 Evaluation and Feedback

App
Generally, the simple and easy-to-follow user flow was appreciated by the testing participants. 
The decision-making guide was believed to make an impact for more mindful buying; however, it was 
remarked that the sustainability roadmap is too difficult for laypeople.
Two things that remained to be tackled were to decrease the user effort and encourage app use: While 
many liked the idea of the app, participants also questioned whether people would actually make use 
of it. The idea was mentioned that the QR code on the labels of newly acquired clothing could already 
entail some basic information so that users don’t need to insert everything manually into the app. 

Awareness campaign
While the campaign found appeal, one participant questioned whether framing the amount of impact 
in a more positive way might be more effective. Furthermore, regarding visuals, some things were 
pointed out, for example, that the written distinction between sustainable and Fast Fashion needed to 
be made more visible. 

Store concept
The use of clothing tags that were equipped with a QR code was appreciated for the offline context. 
Furthermore, for the online store concept, the suggestion was made that an average cost-per-wear 
price would already be displayed, making it easier for shoppers by serving as a point of reference. The 
fact that one participant didn’t understand how the target amount of wears was defined called for 
further clarification. 

Table 4: Testing participants Round III (Botzen, 2021)
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9. Final concept description

App
The final proposed solution of the app is structured as follows: A decision-making guide, a 
sustainability roadmap, things to know (educational section), impact-per-wear (IPW), cost-per-wear 
(CPW), and the daily outfit tracker. 

The decision-making guide offers the possibility of either a quick or long decision-making offering 
a more elaborate version of decision-making. The decision-making guide aims to stimulate more 
elaborate and rational thought processes. Similarly, the sustainability roadmap is a tool to roughly 
estimate clothing’s sustainability, particularly in terms of quality. 

Then, an informative section educates app users on sustainable fashion highlighting the benefits of 
sustainable fashion and increasing understanding of the price. 
The core function is the CPW feature. The cost-per-wear principle is a simple yet effective way 
of reframing prices: The retail price of the garment divided by the times a clothing item is worn 
constitutes the cost-per-wear (CPW). As it frames the price relative to its use, it gives a better 
indication of value-for-money and also puts emphasis on durability and quality, two major benefits 
of sustainable fashion. Furthermore, based on people’s monthly clothing budget, their ideal cost-per-
wear is calculated, which serves as a reference point for new purchases. 

Whereas the target group of the app is people with an interest in sustainability, nevertheless the 
effort of data entry is one of the main obstacles to app use. Therefore, clothing tags will be attached 
to garments with a QR code that not only serves app promotion, but through scanning, the key data 
points are automatically entered into the app, such as the price, the environmental impact, as well as a 
photo of the purchased garment. Thereby, people can start tracking without manual data entry.

Gamification
In order to incentivize people to use the app, a reward system is added in the form of monetary 
rewards such as vouchers from sustainable clothing brands as well as title recognitions that can 
be earned at different levels. Gamification has been proven to be a successful way of motivating 
sustainable fashion consumption (Waydel-Bendyk, 2020).

Figure 33: How does it work II (Botzen, 2021)



55

The campaign
The campaign is a simple and straightforward way of communicating. By directly comparing Fast 
Fashion with sustainable fashion in terms of CPW and IPW, viewers are stimulated to change their 
perceptions regarding sustainable fashion by putting the price and environmental footprint in relation 
to the frequency of wear. The key message here is the same: Sustainable fashion relatively ends up 
costing less, as an investment in high-quality products is worth it in addition to being more sustainable. 

The store concept

Online
Whenever shoppers visit a sustainable fashion site and hover above the image of a particular item, 
a menu appears that will take them to different sections: cost-per-wear (CPW), impact-per-wear 
(IPW), and a cost breakdown. Like in the app, by inserting their monthly clothing budget, shoppers 
are prompted with their ideal cost-per-wear and based on this measure, a “target wear frequency” 
is proposed for the chosen item: The minimum suggested amount an item should be worn relative to 
one’s budget. Simultaneously, an interactive wheel allows shoppers to play around with different wear 
frequencies and get a better idea of different CPWs.
In another section, the impact-per-wear is displayed as a way of making the personal impact more 
tangible to shoppers. Last but not least, the cost breakdown offers price transparency which is 
important for perceived price fairness (Maldji, 2019). 

Offline
Through physical as well as digital banners, the FairTracker app would be promoted. The advantage of 
the digital banners is that people have a direct touchpoint to familiarize themselves with the cost-per-
wear in-store without first downloading the app. 
As mentioned previously, the clothing tags not only serve to promote the app but also save basic 
information of the garments so that people don’t have to insert information of newly purchased items 
manually into the app but can start tracking right after purchase, decreasing required effort. 

Figure 34: The intervention concept (Botzen, 2021)
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10. Evaluation of the final concept 
Generally, the feedback of testing participants was very positive, and people took great interest 
in the intervention. However, there are still various limitations as well as opportunities for further 
development, which will be discussed in the following, after reviewing how the final solution meets the 
criteria that were set. 

10.1 Fulfillment of criteria 
The intervention consists of three components, however as they are all part of one intervention, the 
assessment relates to the whole concept in unison: 

Criteria 1: Increase perceived availability through visibility of sustainable fashion (3/5)
Particularly regarding the awareness campaign, the intervention can lead towards greater visibility of 
sustainable fashion in general. However, as it doesn’t promote concrete brands and people would still 
need to conduct further research, some points are deducted. 

Criteria 2: Changing price perception and budget allocation (4/5)
The intervention can be a starting point towards changing price perceptions and has the benefit of 
providing a direct impact through price reframing, as the price is one of the key purchase decision 
factors. However, as the intervention particularly targets people with already more favorable 
attitudes towards sustainable fashion, people without this precondition will be less impacted by the 
app intervention. For these people, the awareness campaign can potentially serve as a good first 
touchpoint. 

Criteria 3: Making the long-term contributions visible as short term feasible and tangible impacts 
(4/5)
The IPW measure is a way to provide individuals with information on their environmental footprint in a 
feasible and tangible way. However, as only two measures are included in calculating the environmental 
footprint of garments, water and CO2, this gives more of a general estimation rather than an accurate 
representation. 

Criteria 4:  Reducing the complexity of information to enable informed decision-making (4/5)
Through using comparisons, illustrations, and examples, the different components of the campaign 
reduce the complexity of information. While the decision-making guide and sustainability roadmap 
particularly address this criterion, the sustainability guide requires more work still. 

Criteria 5: Increase benefits and minimize risks of sustainable fashion (5/5)
By highlighting the aspects of quality and durability of sustainable fashion as a key benefit, the 
intervention addresses this criterion well. The price reframing succeeded at reducing price anxiety 
of testing people and the educational sections highlighted the value that can be gained through 
sustainable fashion. 

Figure 35: Criteria evaluation of final solution
(Botzen, 2021)
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10.2 Further development
Instead of a manual data entry, automatic data capture could greatly decrease the effort. 
One promising way is the use of NFC (Near field communication) or RFID (Radio-frequency 
identification) codes: As opposed to QR codes, these codes don’t need to be scanned 
and transmit information contactless (Maertens, 2017). By equipping garments with a tag, 
users would only need to hold their smartphone on the NFC label to automatically register 
a new garment as well as tracking it, rendering manual entry obsolete. Alternatively, image 
recognition could provide a way forward: By making a photo of an outfit, the app recognizes 
the different garments and adjust the frequency of wear along with the CPW and IPW. 

10.3 Limitations
There are also certain limitations to the intervention. Despite the incentive system, the app 
requires the users’ effort to do the daily tracking, which not everyone is willing to expend. 
Furthermore, while people do see their direct impact through the CPW and IPW measures, to 
see whether sustainable fashion in the end really pays off requires tracking over a prolonged 
period of time. This requires discipline from the individual. 
Furthermore, the intervention limited the environmental footprint calculation to water use 
and CO2. However, there are many more parameters to measure the environmental footprint 
of garments. Nevertheless, as these two measures are the most feasible to people and 
already cover a wide range of environmental criteria, they should be enough to provide a 
ground for comparison. However, comparing clothing’s environmental footprint remains a 
major challenge as clothing supply chains are generally untransparent. For this to work, either 
fashion companies need to have an own assessment in place, or FairTracker would need to 
offer companies the possibility of an independent environmental assessment. Either way, 
such assessments require lots of effort, and for the future, a more unified and simple way of 
assessing clothing’s environmental footprint is needed. 

10.4 Impact of the final solution / Stakeholder value I

10.4.1 Value Creation
The intervention addresses financial as well as environmental sustainability and creates 
value as people are supported in making more mindful purchase decisions, can put the price 
in relation to durability, and thereby plan their budget more intentionally. Also, it enables a 
better overview of one’s wardrobe, potentially also leading to greater appreciation thereof. 
Furthermore, sustainability is made more feasible as people can see their personal impact 
through their impact-per-wear. 

Realistic
The intervention is based on a simple concept: cost-per-wear (CPW). It is easy to understand 
and feasible for most people. The concept itself is realistic in that it is easy to implement also 
in different contexts. However, as mentioned in the limitations, there are a few barriers that 
need to be addressed. 

Desirable
For the defined target group, the proposed intervention is desirable: People get a better 
understanding of their consumption behavior, they can better plan their shopping budget, 
make more intentional purchases, and also are encouraged to make the most of what they 
already own. The different analysis that the app offers also allows people to see the items that 
are worth investing more money in, as they are worn more often. 



71

Sustainable
The very aim of the intervention is to produce more mindful and sustainable shopping 
behavior through fostering understanding about one’s own consumption as well as generally 
providing information related to sustainable fashion. Thereby, it directly addresses the SDG 
12 that calls for responsible consumption and production. Through greater education and 
knowledge, for which the intervention is a first touchpoint, people can be inspired to change 
their behavior which can be the start of a fashion revolution benefiting people and planet alike. 

10.5 Risk analysis

Financial
While the intervention was met with great interest, further testing would be needed to define 
general demand and allowing for better financial assessments. However, as the concept 
consists of different components also targeting different people, leading to diversification, it 
reduces the financial risk by spreading it wider. 
App development is very expensive, and funding will be one of the main challenges, as well as 
finding partner shops that have an interest in integrating the concept. Awareness campaigns 
generally come with greater risk as ultimately how people react to it is hard to anticipate, and 
raising money for such campaigns will be a challenge. 

Societal
Behaviors are difficult to change, and for many people, shopping is a habitual activity. An 
intervention like this only works for people that are already somewhat sensitized towards 
the issue and have a basic interest and motivation. Ultimately, also the people that have no 
interest need to be reached and educated, but these people are particularly resistant to 
change. However, the proposed intervention can be a starting point, but it’s best to already 
start educating people early on, which is why the use of the intervention in an educational 
context could provide another promising path forward. 

Environmental  
The store concept, as well as the app, provides a suggestion on the minimum amount of 
wear which potentially could be misused by some people as a justification of disposing of 
something after the target has been reached. Also, the rewards system bears the risk that 
once the incentives are removed, the behavior could subside (White, Hardisty and Habib, 
2019).

10.6 Economic viability / Stakeholder value II
Whereas the poster campaign is for awareness generation, the mobile app and online and 
offline store concepts have a commercial aspect to it: Encouraging more people to buy 
sustainable fashion. While it doesn’t promote sales per se, as that would be against the 
mindful paradigm of slow fashion, more people should become engaged with sustainable 
fashion than before through changed price perceptions and generally heightened knowledge 
of sustainable fashion. Also, scalability is given, as the shop concept can be licensed out 
to different sustainable fashion brands and shops, while the app has unlimited download 
potential. 
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Figure 36: Target groups of intervention (Botzen, 2021)
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When What By whom How Where Why

Year 1
App

Raise funding FairTracker 
team
(finance/fund-
raising) 

Via Crowd-
funding

Via online 
platform
(e.g. crowdify) 

To secure financial 
resources

Development 
of the app 
(Minimal viable 
product) 

Developers
(external)

Coding and 
programming 
 

Online To get a first MVP 
for testing and 
feedback

Testing: 
Pilotphase app 
(MVP)

Developers 
& FairTracker 
team 

Releasing the 
app to a pilot 
test group 

Online & Of-
fline

-To test 
userfriendliness
-Testing app flow 

Analysis
& Adjust-
ments 

Developers Analyzing 
feedback and 
implementing 
it into MVP 

On the app -Integrate feedback 
from testing phase
-Adjust technical 
issues

Outcome: Minimum 
marketable product 
(MMP)

Year 1
Campaign

Pre-Launch 
Campaign

Marketing  Starting with 
poster 
campaign 

-Online (Social 
media cam-
paign, collab-
oration with 
opinion lead-
ers)
-Offline
(poster cam-
paign on bill-
boards) 

Get the 
attention of the au-
dience and increase 
interest; increase 
awareness of the 
topic

Year 1
Store 
con-
cept 

Development 
of online and 
offline store 
concept

Developers, 
programmers 

Coding and 
programming 

Online and 
offline 
stores 

Outcome: 
Digital online and 
offline concept

Testing and
modification 

Developers and 
FairTracker 

Recruiting test 
partners  

Online and 
offline 

Collecting and im-
plementing feed-
back

Recruitment 
of partner 
stores 

FairTracker 
(Marketing/
PR) 

Finding rele-
vant sustain-
able fashion 
partners 

Recruitment 
via phone, 
store visits, 
mail  

Establishment of 
partner network

11. Implementation plan of final concept

Table 5: Implementation plan (Botzen, 2021)
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Pilot Running 
the store 
concept in 
selected online 
and offline 
stores

FairTracker and 
sustainable 
fashion stores 

Stores 
integrate 
concept and 
collect 
feedback 

Online stores, 
Physcial 
stores 

Collecting feedback

Evaluation of 
pilot phase and 
improvement 

Developers and 
FairTracker 

Analysis and 
further app 
development 

Digitally Outcome: Prod-
uct for the official 
launch

Year 2
App

Minimum 
marketable 
product (MMP) 
release  

Developers Make app 
available via 
app store

app store, play 
store 

Targeting early 
adopters

Analysis of 
MMP 
and ongoing 
improvement 

Developers Based on user’s 
feedback 
improve app 
flow  

Apps -Ensure smooth
running of the app
-Rule out any tech-
nical difficulties

Year 2
Campaign

Promotion 
awareness 
campaign

FairTracker 
(Marketing 
team) 

Marketing and 
social media 
campaign 

Offline: Bill-
boards, 
magazines

Online: Social 
Media
platforms

Promoting app 
launch  

Year 2: 
Store
con-
cept 

Launch and 
rollout of the 
official 
concept 

FairTracker 
and partner 
stores 

Briefing of 
stores and 
implementa-
tion in stores 

Online and 
physical 
stores 

Outcome: Market 
entry

Promotion 
campaign 

FairTracker and 
stores 

Marketing and 
social media 
campaign 

online and 
offline in stores 
and on relevant 
platforms

Promotion of the 
concept to users 
as well as potential 
new partner stores

Expansion of 
partner 
network in 
Switzerland 

FairTracker and 
stores 

Further 
recruitment 
and
networking 

Recruitment 
via phone, 
store visits, 
mail  

Outcome: 
Network of stores 
throughout Switzer-
land

Year 3: 
App 

Ongoing 
improvement 
and implemen-
tation of fur-
ther features

Fairtracker 
team and 
developers 

Encouraging 
feedback of 
audience

App reviews, 
develop-
ment   

Outcome: 
Minimum delightful 
product (MDP) as 
a next step of the 
minimal marketable 
product (MMP)

Year 3: 
Store 
con-
cept 

International 
Expansion

Fairtracker and 
stores

Networking and 
recruitment

Europe with 
emphasis on 
DACH region

Outcome: Increase 
reach through scal-
ing of solution
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12. Conclusion 

Fashion needs change – The current way that the fashion industry is operating is far from 
sustainable by exploiting the planet and people alike. Yet, by employing low-pricing strategies, 
mimicking the latest trends, and coming out with new collections constantly, Fast Fashion has 
managed to create insatiable demand. One alternative model that has emerged in the past 
decades is that of sustainable fashion. While the original outset of this thesis paper was to 
encourage sustainable fashion consumption, this was extended to the concept of slow fashion 
because one of the most significant problems is our current throwaway society: Little ascribed 
value to clothes and therefore quick disposal. Thus, rather than just promoting sustainable 
fashion, the emphasis must be put on durability in terms of quality and increasing garments 
lifespan in the use phase. 
There are currently many different barriers to sustainable fashion consumption, and this 
thesis aimed to uncover these hindering forces. One of the most substantial barriers is price, 
followed by the lack of availability and aesthetic risk of sustainable fashion. At the same time, 
knowledge is an essential precondition for any subsequent behavior change. Sustainable 
fashion yet comes at a premium price due to more minor production scales, fairer salaries, 
higher markups, and more expensive materials. However, people are used to the low prices of 
Fast Fashion and therefore have a hard time justifying paying more for sustainable fashion.
Consequently, it is also a problem of price perceptions and a lack of value. People 
sometimes struggle to see the benefit of sustainable fashion and are skeptical of the validity 
of sustainability claims. Sustainable behavior is less altruistically motivated than initially 
believed, and environmental criteria are rarely prioritized in purchase decisions, particularly 
when choosing sustainable comes at a personal perceived risk or sacrifice. Therefore, the 
intervention also tried to emphasize the personal benefit of investment into higher quality and 
sustainable garments by using the simple cost-per-wear metric that puts the price in relation 
to use and, therefore, also to quality and durability. The CPW measure, through 
price-reframing, has the potential to positively influence price perceptions of sustainable 
fashion while also encouraging longer-lasting relationships with clothes in contrast to the 
current volatile relationship with disposable and cheap clothing. Furthermore, the intervention 
tried to make the environmental impact more feasible and tangible by using the impact-
per-wear measure to increase people’s sense of agency. Through the proposed three-
component solution concept consisting of an app, an awareness campaign, and a store 
concept, the intervention aimed to encourage more mindful consumption practices with 
fashion by facilitating people to buy sustainable fashion and increase the lifespan of new 
and old clothing. As our current consumption patterns and the relationship we have with 
clothes are deeply ingrained in our society, an extension of the concept into the educational 
context could be impactful and needs further exploration. Generally, while the concept had 
very positive resonance, various limitations would need further consideration. The idea of 
sustainable fashion is subject to individual interpretation, therefore calling for a clearer and 
universal definition so that fewer companies misuse this term. Furthermore, the various 
conflicts consumers face also stresses the need for a more comprehensive labeling system 
that considers all sustainability and social criteria to distinguish sustainable fashion better. 
While this paper directly addressed the individual, it is essential to highlight that changing 
the current fashion system requires the joint effort of government, business, and citizens. 
However, individuals do have the power to lead a good way forward by demanding more 
sustainable products and increasing demand for this segment. However, it is also important to 
stress that by no means are individuals to be made solely responsible. Even more so, action 
is needed on a governmental level to set in place the appropriate regulations and standards 
to encourage more businesses to transition their practices towards more sustainability while 
making it unattractive from an economic viewpoint to operate unsustainably in the first place.  
Ultimately, sustainable fashion needs to become the norm so that consumers are simply 
nudged towards the more sustainable option in the first place. 
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