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ABSTRACT

Fast fashion, with its focus on cheap clothing and everchanging trends, has an enormous negative
environmental and social impact. Despite rising consumer awareness and slow fashion as an emerging
trend, many consumers often still rely on fast fashion. This research aims to create insights into why
customers keep returning to fast fashion and what is holding them back from buying sustainable
fashion. This is done through a quantitative survey (n=521) and qualitative semi-structured interviews
(n=9). Based on the findings, opportunities are defined for designers on how, where, and when to
intervene, and on which target group to focus. The main obstacles that counter slow fashion are (i) a
lack of understandable and clear information, (ii) the price or available budget, and (iii) the importance
of social influence. Strategic design interventions should focus on educating eco-conscious and social-
conscious customers based on their personal definition of sustainable fashion. By providing in-store
information during time of purchase, designers can create new shopping experiences, educate
customers using a positive note and build customer relations with the retailer. Further research should
extend these insights with retailers’ perspectives.

Keywords: Sustainable fashion, Consumer awareness, Human behaviour in design, Circular economy,
Sustainability

Contact:

Herweyers, Laure

University of Antwerp

Product Development

Belgium
laure.herweyers@uantwerpen.be

Cite this article: Das, M., Herweyers, L., Moons, 1., Du Bois, E. (2021) ‘Strategic Design Opportunities to Increase
Sustainable Fashion Awareness and Behaviour’, in Proceedings of the International Conference on Engineering Design
(ICED21), Gothenburg, Sweden, 16-20 August 2021. DOI:10.1017/pds.2021.532

ICED21 2711

https://doi.org/10.1017/pds.2021.532 Published online by Cambridge University Press


https://doi.org/10.1017/pds.2021.532

1 INTRODUCTION

Everyone wears clothes. It is part of our daily lives and next to protecting us from weather and other
external influences, it has become a way to express ourselves. The impact of the fashion industry
increased significantly over the last decades: between 2000 and 2015, the clothing industry doubled
its sales, with more than 100 billion units sold in 2015 (Ellen MacArthur Foundation, 2017). In
2018, the global apparel market was estimated to be worth approximately 1,52 trillion USD in 2020
(Statista, 2020), employing about 300 million people along the entire value chain (Ellen MacArthur
Foundation, 2017). This is in contrast with the fact that, people nowadays are spending less and less
on clothing, and that since 2000, there has been a gradual decrease in the number of times an item of
clothing is worn before it is ceased to be used (Ellen MacArthur Foundation, 2017). The household
expenditure on clothing and footwear fell from 30% in 1950 to only 5% in 2020 (Niinimaki et al.,
2020). In other words, people buy more garments at very low prices, resulting in them wearing each
item only a few times. This can be attributed to the phenomenon of ‘fast fashion’ (Ellen MacArthur
Foundation, 2017). Fast fashion is a business model that mass-produces clothing very rapidly with a
swift turnaround of styles. It takes high fashion designs right of the catwalk and manufactures it at
very low prices (Bick, Halsey and Ekenga, 2018). In this way, it satisfies the consumer to be
fashionable at any given time at a low economic cost (Henninger, Alevizou and Oates, 2016).
Unfortunately, because of the quick change of trends and the low prices, consumers attach less value
to their clothes, which turns clothing into a disposable product (Linden, 2016). After their short
lifetimes, 73% of all produced garments end up on landfill or are incinerated, 12% are used for
cascaded recycling, 2% get lost during collection and processing, and 12% of the material is lost in
production. Less than 1% are used for closed-loop-recycling (Ellen MacArthur Foundation, 2017). It
is obvious that the concept of fast fashion raises some serious ethical and environmental issues.
(Mukherjee, 2015).

Annually, 53 million tons of fibres are produced for the production of clothing. The linear
production process of fabrics uses primarily non-renewable sources, consequently puts pressure on
resources, and pollutes and degrades the natural environment (Ellen MacArthur Foundation, 2017).
Its environmental impact is significant: the fashion industry emits more carbon than all international
flights and maritime shipping combined, accounting for 10% of the global carbon emissions and
being the second-largest consumer of water (UNEP, 2018). On top of this, it is responsible for
approximately 20% of all industrial water pollution (Niiniméki et al., 2020), plus the uncounted
impact of the washing of synthetic clothes, resulting in the release of microfibers that are not only
prominent in waterways but also on land and in the air (Leonas, 2018).

Also from an ethical perspective, large issues appear regarding the fashion industry. Augmented by
the consumers’ expectation for cheaper clothing as well as by globalization, the fashion industry has
become very dependent on low-cost countries (LCC), such as China and India for the production of
their goods (Linden, 2016). In combination with the short lead time (Pookulangara and Shephard,
2013), this often results in suppliers squeezing their workers’ wages, demanding extensive overtime
work and subjecting workers to (verbal or other) abuse when targets are not met (Anner, 2019).
Sadly, modern slavery is frequently associated with this industry (Clay, 2013), which is
strengthened by the fact that developing countries have less stringent regulations compared to
developed countries resulting in unfair and dangerous working conditions (Mukherjee, 2015). The
ethical issues of the fashion industry are getting more and more attention after the various
exposures, such as the collapsed factory in Bangladesh, killing 1138 garment workers in 2013
(Hoskins, 2015), or the messages found in Zara clothes, written by garment workers declaring they
were not getting paid for their work (Young, 2017). This caused a lot of commotion with the public
and is increasing the consumers’ awareness of the impact of the fashion industry (Westervelt, 2015).
Consumers indicate a need for more sustainable clothing (Henninger, Alevizou and Oates, 2016). A
new movement called ‘slow fashion’ positions against fast fashion. Slow fashion describes long-
lasting, high-quality clothes that are locally manufactured and primarily made from sustainably
sourced and fair-trade fabrics. Slow fashion is not a substitute for fast fashion but rather a different
kind of business conduct (Stefko and Steffek, 2018), which is (usually) more expensive than fast
fashion in order to ensure that customers attach more value to their clothing again and refrain from
discarding them so quickly (Jung and Jin, 2016), but also to pay for fair production conditions.
Despite the rising awareness and demand for fair and environmental-friendly clothing, many
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customers are still attracted to fast fashion (Pookulangara and Shephard, 2013). Several studies have
indicated that consumers have insufficient access to centralized information on sustainable fashion
(Sproles, Geistfeld and Badenhop, 1978; Dickson, 2000), lack access and knowledge concerning
companies' transparency (Bhaduri and Ha-Brookshire, 2011), and have little eco-fashion clothing
available in their direct surroundings (Moisander, Markkula and Erdranta, 2010; Munir, 2020).
Fashion is very sensitive to temporary trends and brand associations (Munir, 2020), which makes
successfully promoting durable, ethical clothing, often from less well-known brands, more
challenging. A gap in current research is the lack of a comprehensive portrait of slow-fashion
consumers (Stefko and Steffek, 2018), which is necessary to define design opportunities for specific
clusters of potential consumers. On top of that, little research has covered the relationship between
sustainable clothing consumption and self-perception (McNeill and Moore, 2015) which is usually a
main driver for wearing specific (branded and designed) clothes (Legere and Kang, 2020).

Often people have good intentions to buy sustainable clothes, but fail to translate this into their actual
behaviour. This intention-behaviour gap between values and everyday actions (Sheeran and Webb,
2016) is influenced by several variables related to the broader field of behaviour change, such as
personal and social norms, attitudes, and perceived behavioural control, as described by the Reasoned
Action Approach (Jung and Jin, 2016)(Fishbein and Ajzen, 2010). According to the more recent
Comprehensive Action Determination Model (CADM) (Klockner and Blébaum, 2010), habits should
also be included to create a general model for predicting both one-time and repeated behaviour
change. The CADM is often used in design research studies in the field of Design for Sustainable
Behaviour (Zachrisson and Boks, 2010). In this study, the CADM model is deployed to investigate
these barriers for behaviour change on the topic of slow fashion. Consequently, it offers a sturdy basis
to structure our research.

1.1 Aim of the research

This research aims to find insights into why many consumers are still focusing on fast fashion despite
the increasing awareness. The goal is to identify the thresholds and understand how strategic design
interventions can facilitate the transition towards sustainable fashion behaviour. The general research
question is: ‘How can design support the increase of sustainable consumer-awareness and sustainable
behaviour within the topic of fashion?’. Based on this main question, we formulated different sub-
research questions that were investigated in this study:

RQ1: How can 'perception of self' be integrated in design interventions? (Why)

RQ2: What are the variables (identified by CADM) that influence sustainable fashion awareness and
behaviour the most? (What)

RQ3. What are the critical moments during the user journey? (E.g. Purchase, usage, disposal...) (When)
RQ4. In what phases or touchpoints of the user journey can designers intervene? (E.g. In-store, online,
advertisement...) (Where)

RQ5. Who should designers focus on in possible design interventions? What is the most interesting
target group to focus on first when designing a solution? (Who)

2 METHODS

The executed researchis twofold. Both quantitative (survey) and qualitative (semi-structured
interviews) studies were done to triangulate the obtained results and complement the quantitative data
with a more in-depth, qualitative exploration. Both research activities took place at the same time. The
survey’s purpose was to obtain general information on a large sample of the population, while the
semi-structured interviews were meant for discovering new critical aspects and exploring opportunities.

2.1 Survey

A structured survey was constructed and distributed using Qualtrics software. The survey had a
total of 22 questions. To start, specific demographic questions (age, gender, profession, income
and annual expenditure on clothing) were asked for later statistical processing and generalization of
the results. The following questions were set up and structured based on the four variables from the
CADM model (normative processes, habitual processes, intentional processes, and situational
influences,), and supplemented with the NEP scale (Dunlap et al., 2000) to assess (ecological)
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attitudes. The first part covered the respondents’ knowledge, addressed their personal definition of
sustainable fashion, their knowledge on the environmental impact of the fashion industry, and their
choice onthe most sustainable option out of several dilemma’s. Next, the thresholds were assessed
that people encounter while buying clothes, preventing them from choosing the most sustainable
option. The final part covered the values and social influences people experience while choosing and
buying new clothes.

Respondents were invited to participate in the survey with a link to the questionnaire sent by email or
social media. Snowball sampling was used as a method of distribution. This way, we could reach a
large number of participants at a relatively low cost. We are aware that this sampling method can limit
the level of generalization that can be reached with any level of confidence. The sampled population
consists of Flemish respondents of all ages. The survey was completed by 521 respondents. 74% were
female and the average age of the respondents was 30 years old. 37% of the respondents were students
and 27% worked full-time. 30% of the highest obtained degree was a high school degree, followed by
professional bachelor's degree (22%) and master's degree (22%). The NEP-scale did not show much
variance between different respondents. All respondents show a relatively high concern and awareness
of the environmental issues.

2.2 Semi-structured interviews

From a qualitative perspective, semi-structured interviews were conducted with nine respondents in
total. The interviews were done in Dutch with Flemish consumers, using Skype, and lasted more or
less 45 minutes per respondent. Besides verifying the results from the survey, the interviews went
deeper into the motivators and restraints for individual purchase behaviour.

The selection of participants for the semi-structured interviews was based on a set of four types of
fashion consumers, to reach a diverse group of respondents and avoid focusing on one specific type
of consumer from the beginning. Group 1 and 2 (G1, G2) are consumers that are aware of the
environmental impact of the fashion industry. The difference between both groups is that G1 shows
this concern by mostly buying second-hand clothes. G2 shops more consciously by buying less
clothes and looking for high quality, timeless pieces. Group 3 (G3) enjoys shopping and buying new
and stylish, but inexpensive clothes. They mainly shop at fast fashion stores. Lastly, group 4 (G4)
consists of very stylish customers that like unique and expensive pieces of clothing and combine this
with inexpensive basics. Regarding the explorative nature of the research, no specific types of
consumers were excluded.

The interview was organised in different sections. During a short introduction, the interviewees
were asked to introduce themselves according to their fashion preferences and shopping behaviour.
The second part consisted of several warm-up questions, allowing the interviewee to talk about their
favourite garment and what makes it difficult or easy to discard a garment. The third part focused
more on the topic of the fashion industry and its environmental impact. The research method ‘card
sorting’ was introduced to analyse which associations people make (Spencer, 2004). Each
interviewee was given 17 cards with different themes regarding the topic of the interview and was
asked to divide these cards into logical categories. Afterwards, they were asked to label the
categories. The number of categories was up to the interviewee to decide. Next, the personal
definition of sustainable fashion was asked. Afterwards, we discussed the interviewee's personal
user journey of the pre-purchase up until disposal of a recently bought garment. At each stage of the
user journey, we went deeper into the (sustainable) behavioural choices. Following questions were
asked and discussed at every stage of the user journey: What was the reason for making this
decision? Was sustainability an important factor? How did you feel while doing this? During the
part 'Life stories & cases', the interviewee was asked to talk about a moment they were struggling
with making the more sustainable decision. Next, the interviewee was asked to indicate their
awareness of the environmental issues of the fashion industry and how they feel about it. To
conclude the interview, ideas and improvements for a more effortless way to make more sustainable
choices were discussed.

All interviews were transcribed and coded using Nvivo software to achieve semantic categorisation.
Each comment was classified in different subjects called nodes. Between each node a relation was
defined for the purpose of mapping out a clustermap, clustering each node into coherent topics. To
verify the outcome of the interviews, the results were compared with existing literature.
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3 RESULTS

3.1 Survey

3.1.1 Descriptive results

When respondents were asked what sustainable fashion means to them, the most frequent answer was
‘lessened environmental impact’ (20%), followed by ‘high product quality’ (18%). Besides that,
respondents had the option to fill in an aspect of sustainable fashion that was not given. A major part
of the additional aspects was about prolonging the lifecycle of a garment or buying timeless clothes.
People consider the environmental impact of a garment more at their disposal (59% of the respondents
answered ‘often’ or ‘always’) than at the purchase (38%) or while using them (38%). Almost 30% of
the respondents stated that ‘it is nice to have something new to wear’ as the main reason to buy new
clothing. The second most important reason is that the ‘old garment is worn down’ (27%), followed by
‘because | needed it” (19%). When asked what the main reason is to discard a piece of clothing,
surprisingly only 2% gave the answer ‘it is not trendy anymore’, initially contradicting the concept of
rapidly changing styles specific to fast fashion. In another question, this is confirmed by only 17%
stating to be very affected by trends. In addition, more than half of the respondents (59%) said that
they are willing to pay more for sustainable fashion items. Regarding access to information, 52%
mentioned that they don’t know enough sources and influences to learn how to shop more sustainably.
It is remarkable that 60% of the respondents think they are not well informed by both regular and
social media on the environmental impact of the fashion industry.

3.1.2 Statistical analysis

The responses were processed in SPSS software by doing a factor- and cluster analysis. first, a
factor analysis was applied to five questions: G1 (Habits), C1 (constraints), 11 (intentions), S1
(social influences) and N1 (NEP-scale). These questions consisted of 5 or more sub-questions using
a Likert-scale. The aim was to reduce these variables to only a few factors to use for a cluster-
analysis. G1 was reduced to 2 factors: (1) focus on user-journey and (2) focus on production, C1
was reduced to 2 factors: (1) effort and (2) need, 11 was reduced to 1 factor: Intentions and N1 was
reduced to 1 factor: environmental consciousness. S1 could not be reduced to a factor because
Cronbach’s Alpha = 0,397 < 0,70.

Subsequently a cluster analysis was applied to group the respondents into consumer groups. The
input for this analysis were the factors ‘focus on user-journey’, ‘focus on production’ and the
variable where respondents had to indicate how knowledgeable they consider themselves regarding
the environmental impact of the fashion industry. The factor ‘environmental consciousness’ was not
used as an input because there was not enough significant variance between the responses. As a
result, the respondents were grouped into four consumer groups presented by the personas that are
shown in Figure 1. These four groups are (i) Eco Warriors, (ii) Social Conscious, (iii) Eco
Conscious, (iv) Je m’en fous.
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BIO BIO

Aiden is a vibrant creative in his 30s. 2 years ago, his first O Jolene agrees that the environment is in dire straits and
daughter was born and now he is biking around in . action must be taken quickly before it is to late. She has
Brussels’ city centre with her in his cargo bike. It was the been vegetarian for over a year now because according
best purchase of Last year! No mare need for a car, that's to her, the meat industrie is the biggest polluter. She
way too palluting. Sustainability is Aiden's priority in also tries to make more concious decision when it
e e B Eiutiet i cothirg, Siunabaiy 16 Epertart dung

- ut d shopping, the washing and dispasing of garments, but
grandma are still te best. So cosy! Since the birth of his her choices are still influenced by other aspects like
daughter, Aiden became vegan. In this way he wants to P e —— price and the current trends. A big problem is that
contribute to a better world for his daughter. JOLENE Jolene doens't really know what the way 1o 9o is when

buying sustainable fashion,

BIO BIO
Daniira’s favourite activity is shopping with her friends Bert is a full-time accountant, but after the working
She really enjoys chatting with the girls and trying on hours, he likes to grab a beer with his mates in the local
new clothes. Since she watched the documentary The saccer canteen. Berst is not at all into the ‘sustainability
True Cost, her view on the fashion industry has trend’. He finds it too complicated and to be hanest, he
completely changed. She was shocked by the doesn't see the problem in it. Slightly warmer winters
conditions in which her clothes are being made. She are nice, aren't they? Then he wouldn't be 5o cold all the
tries to buy more conciously and checks the CSR of the time. When Bert isn't working or sitting in a cafe, he likes
brands she buys but she finds it very hard to determine ta scroll through his Facebook and commenting on
DANIRA whether a brand is commiting to ethical fashion of not. :\:’:‘y‘uﬂ:r‘\g that he thinks is worth mentioning his

Figure 1. Four persona’s with their specific characteristics

Finally, an ANOVA was applied to check whether there is a significant difference in intentions
between the four groups. The ANOVA showed that there is indeed a significant difference in intention
between all groups except between Social Conscious and Eco Conscious. A possible explanation is
that both groups closely resemble each other, except on their definition of sustainable fashion. Eco
Conscious focuses more on the environmental impact whereas Social Conscious focuses more on the
working conditions, wages, etc.

3.2 Semi-structured interviews

In total, 1139 references were coded in 52 different nodes. The total amount of references for each
node was counted in order to create an overview of the most cited topics. These are: (1) money, (2)
information, (3) look and (4) materials.

Money (90x): This is mainly about the cost of a garment. The price is one of the most important
aspects considered during the purchase of a piece of clothing. Often there is a mental trade-off
between price and quality. Furthermore, there is a strong association between sustainable fashion and
high prices.

Information (80x): This node coincides closely with the node ‘raising awareness’ (33x) and ‘social
influence’ (22x). All the interviewees quoted that there is too little information available. Arguments
behind this statement are: (1) they don’t actively search for information, (2) the available information
is unclear and fragmented, or (3) the information doesn’t reach the consumer. The subject is not
discussed very often between peers and they don’t know how to start buying sustainable fashion.
Having enough knowledge on the impact is one of the main reasons for making a certain choice. One
interviewee talked about teaching a course on sustainability in elementary and high school.
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Look (78x): The look of a garment is a factor that determines whether people buy, use, wash, or
dispose a certain product or not. It is a factor that is considered during each stage of the user journey.
The node “fit’ (14x) is closely related to this node.

Materials (62x): It is important for consumers to know what materials their clothes are made of.
Natural fibres are often preferred. On the other hand, the interviewees indicate to have little knowledge
about the different materials and their characteristics, making it hard to make a thoughtful decision.
During the interviews, the interviewees were asked for their personal definition of sustainable fashion.
Four aspects kept returning: A long lifecycle (mentioned by all the interviewees), the use of ‘the right’
resources (mentioned 6 times), a fair process (mentioned 6 times), a neutral impact on the environment
(mentioned 6 times).

It was apparent that most critical moments were situated at the time of purchase of new clothing.
Seven out of the nine interviewees indicated that most impact could be achieved when consumers buy
more consciously.

3.2.1 Card sorting

To analyse the card sorting, the number of times cards were placed together in a category were
counted. Based on this counting, six general categories related to the fashion industry and its
environmental impact could be distinguished: (1) Price-quality, (2) materials, (3) social aspects, (4)
ecological aspects, (5) lifecycle and (6) sustainable technologies.

4 DISCUSSION

4.1 Definition of sustainable fashion and perception of self (why)

There is a resemblance between the definitions of sustainable fashion given during the semi-
structured interviews and the ones entered in the survey. According to the respondents, a long lifecycle
and lessened environmental impact are the most important aspects that make a garment sustainable.
The aspect ‘long lifecycle’ was not given as an option in the survey, but ‘high quality’ and the option
‘prolonging the lifecycle’ suggested by respondents provided similar alternatives. High quality
products are often used longer than products of lower quality because they don’t wear down so
quickly, resulting in a longer lifecycle. It is important to acknowledge that the environmental issues
are multifaceted and that every individual has a different view on how to buy sustainable fashion (Jung
and Jin, 2016). This is confirmed by McDonald et al. (2012), stating that it is important to create a
more complex conceptualization of the consumers and their journey to sustainable consumption rather
than describing one type of green consumer (McDonald et al., 2012). During the further development
of solutions, it is more important to focus on what a consumer’s personal definition is rather than
generalizing it to one aspect. Therefore, we consider it as an opportunity for design to strengthen
people's individual perspective and enable to enlarge this definition by new insights and understandings.

4.2 Variables that influence sustainable fashion awareness and behaviour (what)

During the semi-structured interviews, it is stated that the most important reason why the
interviewee does not (yet) buy sustainable fashion is due to a lack of information, confirming
previous research (Sproles, Geistfeld and Badenhop, 1978; Dickson, 2000). This is in line with the
results of the survey. A possible explanation is that the information is so abundant that it is not
manageable and understandable. On the other hand, information is not available on regular and
social media. This could indicate that people fail to actively educate themselves on the subject
unless they are very passionate about it. During the interviews, interviewees stated that information
should reach them and that they want to be educated in an effortless and doable manner. In
conclusion, buying sustainable fashion can be facilitated through design by providing consumers
clear, unambiguous information that is understandable and manageable.

As previously mentioned, the issues the fashion industry faces today are multifaceted. In order to
maximize the education of the customer and create an inspiring experience, various design solutions
are needed to make it easy for customer to learn things based on their personal definition of
sustainable fashion. This way, the customer can select information that applies to their personal
definition and learn more about the topic.
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Price was given as a very important reason whether or not to buy a certain garment, explaining the
popularity of cheap fast fashion clothes. Therefore, during the support of making sustainable fashion
choices, it is important to take the consumer’s budget into account.

Social influence is very important during the decision-making processes. This was both apparent
during the semi-structured interviews and the survey and is also confirmed by CADM, which states
that the importance individuals attach to the opinion of others and the social environment influences
their behavioural intent.

4.3 Critical moments during the user journey (when)

Critical moments are more present during the purchase of clothing. A conscious purchase has an
influence on the production process and the remainder of the user journey. Consumers can put
pressure on brands to give more attention to sustainability in the manufacturing phase by demanding
and buying sustainable garments. On top of that, when a garment is bought more consciously,
consumers might value the worth of the garment more, which encourages them to use it longer and
more consciously. During this stage, consumers experience more social influence than during other
stages of the user journey. This is an opportunity for designers to capitalize on.

4.4 Where can designers intervene during the user journey? (where)

An interesting line of thought is to focus on better in-store information to educate the customers
about sustainable fashion. It was found that the time gap between informing the customer and them
actually buying (sustainable) clothing should be short. Consequently, informing design interventions
are of larger interest when the information is provided in store than for example at home. Additionally,
there is also an opportunity to create an informative and amusing shopping experience that does not
motivate to buy more, but to select the best suitable piece. Another benefit is that salespeople can play
a big part regarding social influence. Customer relations can arise, and retailers can quickly respond to
the needs of their customers. In their turn, retailers can pass this information to the wholesale and the
brands they buy. There are two important things that should be taken into account when shoppers are
informed in-store: (i) it is critical to inform customers in a positive way, making sure they do not feel
guilty about certain choices they make. Negative feedback can create counter-effects. (ii) Money is
one of the most important aspects considered during the purchase of clothing, which makes the budget
customers have to spend on clothing an important variable.

4.5 Choice target group (who)

'Eco Conscious' and 'Social Conscious' were both chosen as target group for further design of a
potential solution. These consumer groups are chosen because they are aware of the environmental
impact and show an intention to buy sustainable fashion. They indicate the need for guidance when
doing so. We argue not to focus on the 'Je m’en fous' group initially, because it is a group of
consumers that renounce showing any intention to buying sustainable fashion. They are not easily
convinced and might even counteract. If we focus too much on this group, other interesting
opportunities will be overlooked. Neither should the focus be on the 'Eco Warriors'. They already buy
sustainable fashion and know a lot about sustainability.

Regarding the limitations of this study, snowball sampling was used to distribute the survey, which
limits the possibilities for generalization since equal distribution cannot be ensured. The
overwhelming majority of the respondents were female. From this can be concluded that women show
more interest in the topic of ‘sustainable fashion’ and are more involved than men. We are aware that
the collected data is not a representative sample of the population. Therefore, we cannot generalize
these findings to the whole population, but interesting design opportunities could be identified that
deserves further development and reasoning to support this young female part of the population.

5 CONCLUSIONS AND RECOMMENDATIONS

As a result of a raising consumer awareness on the environmental impact of the fashion industry, there is
an increasing demand for sustainable fashion. However, customers find it hard to translate this need into
actual sustainable behaviour. A quantitative (survey) and qualitative (semi-structured interviews) study
were done and triangulated to achieve insights into strategic design opportunities to support consumers
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in the decision-making process and behaviour change towards sustainable fashion. Based on this
research, it could be concluded that the most important reasons for the intention behaviour gap are (i)
lack of clear and manageable information, (ii) the price and budget of consumers and (iii) the social
influence during the purchase of clothing. Consequently, the following design opportunities could be
identified:

— Environmental issues of the fashion industry are multifaceted. Design should take customers
personal definition of sustainable fashion into account when providing information and enable
consumers to extend this personal definition. An example could be a retail store that instead of
being organised by brand, clothing is organised by the different foci or definitions of
sustainability. This makes it easier for the consumer to shop in the part that resembles their
personal definition.

— Eco-conscious and social-conscious people are willing to change behaviour but mainly lack
the appropriate knowledge and support to achieve this. This necessary knowledge can be
transferred to potential consumers by designing a communication tool, centralizing relevant
information and providing unprejudiced advice to customers.

— In-store design of information is an interesting line of thought to educate the customer as it
links closest to the purchasing process, and shortens the time between the intake of information
and the act of decision making. This can be achieved through both low tech (e.g. by labelling)
and high tech design solutions (e.g. by a smart mirror that gives real time information about
the garment that the customer is trying).

— Design should make use of positive information to enthuse consumers rather than negative
data in order to prevent drop out. The opportunity of this positive experience has a large
potential to increase the awareness of the impact of fashion. Projections, visuals, or sounds can
create a metaphorical environment or 'mirror' for the customer to experience their (un)
sustainable choices.

As this research was limited to the identification of the consumers' barriers, further research is needed
to question all other stakeholders to create insights in the problems that, for example, retail stores and
salespeople experience during this process and how they view sustainable consumer behaviour.
Testing several prototypes that apply these recommendations can provide more concrete information
on the effectiveness of specific design properties.
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