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Tama kandidaatintutkielma tutkii arvojen vaikutusta vastuullisen muodin kulutukseen. Tyo
tutkii sekd kuluttajien, ettd suomalaisen vaatebrandin Halla Hallan arvoja ja pyrkii
selvittdmadan miten nama arvot vaikuttavat kulutuspdatoksiin. Arvojen selvittdmisessa ja
analysoinnissa hyddynnetdadan Schwartzin arvoteoriaa, jonka avulla arvojen keskindisia
suhteita on mahdollista tarkastella. Toinen keskeinen aihe tutkimuksessa on arvojen
yhdistdminen brandiin branddysprosessin eri vaiheissa. Tdssda hyddynnetdaan Schwartzin
arvoteorian ohella teoriaa PK-yritysten brandinrakennusprosessista, jolloin arvojen vaikutusta

kulutukseen padstaan tarkastelemaan myds yrityksen nakdkulmasta.

Tutkimus on toteutettu laadullisilla tutkimusmenetelmilla. Kuluttajien arvojen selvittamiseksi
laadittiin puolistrukturoitu haastattelu ja haastateltiin kahdeksaa kuluttajaa heidan
arvoistaan, kulutustottumuksistaan ja mielikuvistaan liittyen vastuullisiin vaatebrandeihin.
Case-yrityksen edustajaa puolestaan haastateltiin sahkdpostin valitykselld. Taman lisdksi case-
yrityksen arvoista tehtiin havaintoja ja tutkittiin miten ne nakyvat muun muassa yrityksen

nettisivuilla ja sosiaalisessa mediassa ja miten ne ovat muuttuneet ajan myo6ta.

Tulokset osoittavat, etta kuluttajien arvoilla on suuri vaikutus seka kulutustottumuksiin etta
mielikuviin  vastuullisista vaatebrandeista. Tutkimuksesta kay ilmi myos se, ettd
brandinrakennusprosessin aikana brandiin liitetyt arvot ovat suuressa roolissa siind, miten

kuluttajat ndkevat brandin ja kuinka todenndkoisesti he kiinnostuvat siita.
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This bachelor’s thesis examines the influence values have on sustainable fashion consumption.
The thesis studies the values of both consumers and a Finnish swimwear brand Halla Halla and
aims at discovering how these values effect on the consumption decisions. The value theory
of Schwartz is utilized to research and analyze the values and their interdependences. Another
central subject of the study is the combination of values and brand during the various phases
of brand building process. Here, among the Schwartz’s value theory, a theory on SME brand
building process is implemented so that the influence values have on consumption can be

viewed from a company’s point of view as well.

The research is implemented using qualitative research methodologies. In order to discover
the consumer values, a semi-structured interview was created, and eight consumers were
interviewed on their values, consumption habits and sustainable fashion perceptions. A
representative of the case company was interviewed via email. In addition, observations were
made of the case company’s values and how they can be seen for example on the website or

social media of the company and how they have changed over the years.

The results showed that consumer values have a great impact on both consuming habits and
on perceptions on sustainable brands. The research revealed that also the values included in
the brand during the brand building process impact the perception consumers have on the

brand and probability of them being interested in it.
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1. Introduction

This thesis deals with values and the influence they have on sustainable fashion consumption.
The subject is current since the consciousness of the unsustainability of the fashion industry
has increased over the past years. Fashion industry creates approximately 10% of the annual
carbon emissions of the world and the production has almost doubled since year 2000. In
addition to carbon emissions, fashion industry is responsible for producing nearly 20% of the
global wastewater. (Ro, 2020) Needless to say, this is an enormous burden to both the nature

and the people on earth.

It has been studied that while consumers say they want to be more sustainable in their
consuming, they do not want to pay for it (Joergens, 2006, pp. 360-371). People are being
sustainable in ways that suit their needs. When it comes to sustainable fashion, a research has
discovered that people often perceive sustainable garments as expensive and unfashionable.
However, the participants of the same research admitted that they had a low level of
awareness when it comes to sustainable brands. (Henninger, Alevizou, Goworek & Ryding,
2017). Considering that and the fact that the luxury fashion market revenue has been steadily
increasing over the decade (Statista Market Forecast 2020), it could be argued that money is

not always the key influencer of the purchasing decision.

Branding is known to be crucial in order to set a product apart from its competition. Brand
is the added value that a consumer is ready to pay more for, when compared to another,
unbranded, product. (Keller, 2001) Since the brand is the image a consumer gets when
thinking about the product, it is important that it is in line with the values of the consumer,

so that the image is positive and appealing.

Even though sustainability perceptions and branding have both been studied widely, the
existing research lacks the understanding of how companies can, in practice, make their
brands to be more appealing to consumers. This includes studying the values of both the
company and the target market and uncovering how to utilize these values in the branding

process as effectively as possible. Even though there are previous studies on how values



affect ethical consumption (Manchiraju & Sadachar, 2014, pp. 357-374), the connection

between brand and consumer values and their effects on brand perceptions are less studied.

The aim of this thesis is to discover which values are important to consumers when consuming
fashion and how these values can be added to a sustainable fashion brand during the branding
process by examining the branding process of the case company. By interviewing consumers
and a sustainable fashion brand, this study is going to uncover whether the brand values of
the case company are successfully transmitted to the consumers or not, and how this affects

the consumers’ perception of the brand.

1.1 Research problem, objectives and limitations

The objective of this research is to discover if there is a correlation between customer values,

brand values and the purchase habits of consumers. The main research question is:

o How consumer and brand values influence sustainable consumption?

In order to better understand the research question and the phenomena behind it, it has been

divided into following sub questions:

o Which values influence sustainable fashion consumption?

o How can values be attached to the brand building process?

The first sub question offers a base for the consumer interviews. The second sub question is
answered when studying the SME brand building process of Halla Halla and how the brand

values are being attached to the brand during each phase of the process.

This thesis focuses on studying Finnish consumers and fashion brands. The brands in
guestion are small and medium-sized enterprises (SMEs). The limitations are necessary,

since even though it has been proven that the ten basic human values are almost universal



(Bardi & Schwartz, 2001, pp. 268-290), the limited resources of this research justify the
inclusion of only Finnish consumers. The case brand in this research is a Finnish swimwear
brand Halla Halla. Halla Halla being a women’s swimwear brand, the respondents chosen

for the interview are all women, representing the customer base of Halla Halla.

The businesses are limited to SME brands, since the branding processes can have remarkable
differences when comparing SMEs to large businesses, for example. This thesis focuses on
SMEs, since the branding processes of these are often more flexible than those of large
companies (Centeno, Hart & Dinnie, 2012, pp. 445-457), thus making them more suitable

for this research.

1.2 The structure of the research

This research consists of a theoretical section, which is going to cover the theories used and
review the existing literature about the topic, and an empirical section where the theory is
applied to practice. The theoretical part introduces the theoretical framework, which is based
on the theory of basic human values and the theory of SME brand building. After that, the
methodology and data collection of the empirical study are presented as well as an overall
description of the empirical research. The empirical section then provides an in-depth analysis
of the implemented practical research. Lastly, the results of the empirical study are reviewed,

and conclusions are presented in the last chapter.

1.5 Key concepts

Sustainable fashion can be defined through the concept of sustainability. According to United
Nations (2020), sustainability means “meeting our own needs without compromising the
ability of future generations to meet their own needs”. Sustainability consists of
environmental, social and economic sustainability. Thus, sustainable fashion could be defined

to be fashion that meets the definitions of sustainability on every phase of its life cycle.



Fast fashion aims at producing and selling clothes cheap, so that consumers could buy new
clothes often. It is typical for fast fashion brands to manufacture multiple collections a month,
sometimes even as often as weekly. The clothes are produced in low-wage countries and the

materials are often cheap and poor quality. (CBI, 2019)

1.6 Halla Halla

The case company in this research is Halla Halla, a Finnish sustainable swimwear brand
founded in 2016. It uses fishing nets, carpet flooring, fabric scraps and plastic from landfills
and ocean as material for the swimsuits, meaning that all of their products are made of
recycled materials. The products are manufactured in Bali, Indonesia, at a local sustainable
factory. The founders, Hanna Chalvet ja Sanna Maisonlahti have studied fashion design in
Finland and then travelled the world and got the idea for sustainably made swimwear.

(HallaxHalla, 2018)



2. Theoretical background

This chapter presents the literature and theories that are being used to create the theoretical
framework for this thesis. First, the existing literature of the subjects of this study is reviewed,
including subjects such as brand research, brand building, sustainable consumer behavior and
values in consumer behavior. After that, the theories of basic human values and SME brand

building process are presented, and lastly, the theoretical framework is introduced.

2.1 Literature review

When reviewing the existing material about brand research, it is clear that branding is a broad
field of study that has interested researchers ever since the concept of branding was
introduced in early twentieth century (Bastos and Levy, 2012, pp. 347-368). According to Oh
and Keller (2020) the history of branding can be divided into different eras, which are
information, attribute and brand equity eras. The current era is the branding era, where the
concept of branding has become part of our everyday life and it is being used diversely in
different contexts. The initial role of branding, during the information era, was to make it
possible for customers to identify the brand they were buying by companies using
recognizable logos. The attribute era focused on creating high-quality brands and marketers
began to consider the tangible and, most importantly, intangible attributes that could be
attached to their products, such as images and associations. During the brand equity era the
financial benefits of branding were given more value and the interest was on the measurable
outcomes of brand equity. For example, the study of Ailawadi, Lehmann & Neslin (2003)
suggests that revenue premium can be used to measure brand equity, implying that brands in

fact hold financial value that should be utilized in companies’ operations.

There are various models created to illustrate the branding process and brand creation. The
brand equity model by Keller (2001) is probably one of the best-known brand building

frameworks, where the brand building process is divided into five steps which create a



pyramid shape form. The model used in this research is a SME brand building model by

Centeno et al. (2012) and is called “the five stages of SME brand building”.

According to Harris, Roby & Dibb (2016), in order to sustainable consumer behavior to become
more “mainstream” it is not enough that there are sustainable options available, since the
issue is more complex than that. Consumers do not make their purchases based entirely on
facts and logic and even if they did, they have different criteria and concerns when making
those decisions. In addition, not everyone is aware of the downsides of unsustainable
consumption, since for example the comprehension of the complicated nature of the fashion
industry requires through examination of the different components that are included in the
life cycle of a piece of clothing, and few have the interest and motivation to do that. It has
also been studied that sustainable consumer behavior does not exclude non-sustainable
consumer behavior, meaning that even if a consumer makes some sustainable consumption

choices, it does not mean that all of their consumption is sustainable (David Lee & Bahl, 2016).

One thing that defines the choices a consumer makes is the values of the consumer. Consumer
values have been studied widely in the field of consumer behavior. For example, in the book
“Principles of Marketing” (Kotler & Armstrong, 2008) values are mentioned multiple times to
be essential in the marketing process. Since values are partially culturally and generationally
bound, the importance of understanding them in the segmentation process, for example, is
crucial for successful marketing. In this research, values are being examined through the value
theory of Schwartz (1992), since it is a comprehensive model of consumer values and thus fits

the framework of this study.

The combination of sustainable consumption and values has been studied rather concisely.
However, the study by Manchiraju & Sadachar (2014) shows how consumer values affect the
consumption of sustainable fashion. The results of the study showed that correlations can be
found between certain values and consuming behavior. The study revealed that the
perceptions on ethical fashion are important when considering the relations between values
and consumer behavior. It discovered a positive relation between sustainable fashion
consumption and openness related values, even though earlier studies had stated the

opposite. As the study explains this, sustainable fashion is now in trend and suggests that



“perhaps individuals who place importance on the openness to experience personal values
are very likely to adopt new fashion trends, which resonate strongly with ethical
consumption”. Sustainable fashion consumption can thus be assumed to be dependent on the

context. (Manchiraju & Sadachar, 2014, pp. 357-374)

2.2 The theory of basic human values

The theory of basic human values (Schwartz, 1992) introduces the value circumplex of ten
basic human values, which are divided into four value clusters, as presented in picture 2.
According to Schwartz (1992), values are defined as “concepts or beliefs, pertaining to
desirable end states”. The value clusters are self-transcendence, self-enhancement,

conservation and openness to change.

Self-transcendence

Universalism Benevolance

Self-direction

Openness to Tradition/Conformity

change

Conservation

Self-enhancement

Picture 2 Value circumplex (Schwartz 1992)

Values that are located near each other in the circle are more similar than values on the
opposite sides, meaning that the pursuit of one value might be conflicting with another value.
For example, seeking personal achievement usually conflicts with values that aim at helping

others, such as universalism. This means that even though a person might appreciate both



values, in some situations he or she must choose one or the other. Conversely, values that are
compatible with each other motivate the person to act in a certain way, such as hedonism and
stimulation. (Schwartz, 2011) Table 1 presents the basic values included in each value cluster

and other values that relate to those.

Table 1 Value clusters and values (Schwartz 1992)

BASIC VALUE RELATED VALUES

Self-transcendence

Benevolence Being helpful, responsible, or honest

Universalism Protecting the environment, supporting social justice, or equality

Self-enhancement

Hedonism Pleasure and sensuous gratification for oneself
Power Social power and recognition
Achievement Ambition, personal success

Conservation

Security Safety, harmony, stability of society
Conformity Self-discipline, refraining from actions that harm others
Tradition Moderation, humility

Openness to change
Stimulation Seeking excitement or novelty

Self-direction Freedom, curiosity

2.2.1 Values and consumer behavior

Values are closely related to consumer behavior. According to Bardi and Schwartz (2016),
people tend to behave in ways that express their personal values. Certain behavior can express
either multiple values or primarily only one value. Values affect both spontaneous and
considered behavior, meaning that both conscious and unconscious decisions are somewhat

influenced by values. When it comes to consumption decisions, a person might consciously



choose for example a more environmentally friendly product if universalism is a value, he or
she considers important. On the other hand, if someone makes their consumption choices
based on their friends’ or family’s opinions, they might be unconsciously expressing

conformity-related values.

It has also been discovered that value priorities have influence on worries. People who
prioritize self-enhancement values can be associated with more worries that consider
themselves and with less worries that consider the society and world. Giving priority to self-
transcendence values was associated with opposite worries. (Schwartz, Sagiv & Boehnke,

2008) These worries can then naturally influence the consumer behavior.

2.3 The Five Stages of SME Brand Building

The conceptual model of SME brand building by Centeno et al. (2012) presents the five phases
of SME brand-building. The model suggests that the brand building process consists of four

starting stages and one development stage, as presented in picture 3.

Brand as a product Brand as an Brand identity
Brand as a person & brand Brand as a symbol organization development and
differentiation g brand growth

\~ PHASE 5

/

\ PHASE 1 > l PHASE 2 7 PHASE 3 / | PHASE 4

Starting Stage Development Stage

[ Brand owner’s commitment and drive ]

Picture 3 The five stages of SME Brand Building (adapting Centeno et al. 2012)



The first phase, “Brand as a person” means that the brand owner, sometimes unconsciously,
creates the brand so that there is a relationship between the personality of the owner and the
personality of the brand. Whilst this is common, the brand personality does not necessary
resemble the personality of the owner, but for example someone else who acts as an
inspiration for the brand. (Centeno et al., 2012, pp. 445-457) Another study discovered that
the brand as a person is usually created through personality traits, tastes and preferences,
abilities and knowledge and values (Centeno, Cambra-Fierro, Vazquez-Carrasco, Hart &
Dinnie, 2019, pp. 555-572). This supports the argument that a SME brand is usually created

to equate the personality of the owner.

Phase 2 focuses on “brand as a product” and on brand differentiation. According to Centeno
et al. (2012) this can be first seen as the owner discovering an opportunity on the markets for
the product before creating the actual product. This opportunity recognition has proven to be
a vital step in SME performance due to the small size of the business. The process should also
be continuous, meaning that the owner is constantly looking for new market opportunities for

the brand. (Guo, Tang, Su & Katz, 2017, pp. 431-442)

The “brand as a symbol” phase includes for example brand name, logo and colors (Centeno et
al., 2012, pp. 445-457). A strong brand name does not only create credibility and
memorability but also a legal advantage (Petty, 2008, pp. 190-197). It is the foundation of the
brand image and usually, according to (Kohli and Douglas, 1997, p. 67), says something about
the product itself. For example, the color used in the company logo communicates the identity
of the company and if the selected color is not matching the overall company image, it might

be seen as confusing for the audience (Hynes, 2009, pp. 545-555).

When considering the brand as an organization, one of the central components is the
organizational values of the brand. The research of Centeno et al. (2012) suggests that SMEs
have a specific set of organizational values compared to large companies. These values include
for example teamworking, creativity, communication and innovation. In addition, it has been
studied that the organizational values influence for example the corporate sustainability and
that overall, the organizational values must be in line with the corporate goals in order to

successfully reach them (Pedersen et al., 2016, pp. 267-284).

10



The fifth phase of the brand building process is brand identity development and brand growth.
In this phase the brand owner continues to develop the brand by improving the brand
dimensions based on feedback and learning objectives gained throughout the process. Along
with feedback, the commitment and drive of the brand owner is a crucial factor in the brand

building process. (Centeno et al., 2012, pp. 445-457)

2.4 Theoretical framework

Based on the used theories, a theoretical framework for this research was created. The
theoretical framework includes the theories on consumer values and on brand building
process. As shown in picture 1, these theories are used to better understand the relation
between consumer values and the brand building process, as well as their influence on

consumer decision making.

Consumer values < » | Brand building process

Consuming

decision

Picture 1 Theoretical framework

The consumer values are studied using The Theory of Basic Human Values by Schwartz (1992)

as a tool to better understand the consumer values that affect the consumption of sustainable

11



fashion. The brand building process is examined through the model of SME Brand Building by
Centeno et al. (2012). These two theories are then combined to study the attachment of brand
values to the brand building process and how that influences the purchase decision of a
consumer. As picture 1 implies the consumer values and brand building process interact with
each other, since on one hand the brand can be built to match the consumer values, but on
the other hand the consumer values can be differently prioritized depending on the brand in

qguestion. These two factors then lead to the consuming decision.

12



3. Research methodology

This research uses qualitative research methodologies. Qualitative research focuses on
gathering versatile information and increasing the understanding of the nature and the

causal connections of the phenomenon (Saaranen-Kauppinen & Puusniekka 2006).

The method for material collection is a semi-structured interview. According to Galletta &
Cross (2014, pp 48) a semi-structured interview is suitable for situations where the purpose
is to ask open-ended questions and the goal is to discover the thoughts and experiences of
the respondents. A semi-structured interview is a common method to implement a
qualitative research. When designing the interview, the sample size is decided keeping in
mind the goal of the research. Usually, when executing an interview for a bachelor’s thesis
such as this one, a good sample size is something between seven and ten respondents.

(Tuomi & Sarajarvi, 2018)

3.1 Consumer data collection

The material for this study was collected using semi-structured interview, where eight women
between the ages 20 and 24 were asked questions about their values, consumption habits and
perceptions on Halla Halla as a brand. The interviewees were selected considering their
interests towards fashion, sustainability or both, to ensure that the interviews provide useful
and insightful material for the research. The interviews were implemented via phone
conversations, where the interviewees were first introduced to the Schwartz’s value
circumplex and a list of the values that the value clusters include. After that, the interviews
aimed at collecting information about the personal values of the respondents and how those
affect their fashion consumption. All the interviews were recorded for further examination
and analysis. The answers and quotations from the respondents are presented anonymously,

due to the personal nature of the subject.

13



The interview was divided into three parts. The first two questions were about the personal
values of the respondents, the first being about the values that have the biggest role in their
everyday life and the second being about values they think are important in general. After
that, the next section focused on the consumption habits and sustainable fashion perceptions
of the interviewees. The last part focused on Halla Halla and the values that the respondents

thought can be linked to the brand. Together there were 11 questions.

The goal of the consumer interviews was to:
1. Find out the consumers’ values and if they are in line with their consumption habits

2. Find out the consumers’ opinions on Halla Halla as a brand

From the interviews, almost four hours of recorded material was collected. First, the
researcher listened all the interviews to gain a comprehensive image of the answers, since
there was almost a three-week time period between the first and last interview. While
listening the records, the researcher made notes about the main points each interviewee
made while answering the questions. After that, the main points of each interviewee were
collected in charts, and the values were identified from the answers. That enabled the
comparison of values between respondents, as well as the studying of connections between

the values and consuming habits of the respondents.

In chapter four, the results of the consumer interviews are presented and analyzed. In
Appendix 1 is presented the document that was sent to the interviewees before the
interviews. This enabled the interviewees to familiarize themselves with the Schwartz’s value
theory and the values included in it. Appendix 2 introduces the questions that the
interviewees were asked. Due to the nature of semi-structured interview, the questions were
not asked in the exact same order from all the respondents, in order to maintain natural
conversation and avoid illogical transitions from one question to another. The questions
provided a structure for the interview although some specifying questions were asked as well
to gain in-depth thoughts of the respondents and to guide the conversation. Some quotations
from the interviews are included in the text in order to better bring forth the thoughts and

arguments of the respondents.

14



3.2 Case company data collection

The data from Halla Halla was collected via an email interview, where the company was asked
about their values, operations and perceptions about the brand development. The questions
were open ended and encouraged the respondent to answer freely and provide versatile
thoughts and insights about the subject. However, due to the nature of an email interview,
the answers were more summarized than those of the interviews that were implemented via
phone conversations. Nevertheless, the answers provided useful material for this research
and some of the quotations from the interview are included in the next chapter. In addition,
information was gathered from Halla Halla website and social media in order to gain a
comprehensive image of the brand before forming the interview questions and some of these

observations are later presented in table 2.

15



4. Results

When analyzing the interviews, one result was obvious almost immediately. Respondents who
listed universalism as one of the most important values in their everyday life, had remarkably
stricter attitude towards fashion consumption than those who did not list universalism. Even
the value of benevolence did not predict sustainable consumption as well as universalism,
although they are both included in the same value cluster of self-transcendence. Conformity,
which means self-discipline and refraining from actions that harm others, was also a strong

indicator of sustainable consumption habits.

The consumption habits of the respondents were investigated by asking questions such as
“when buying a new piece of clothing, what are the factors behind the purchase decision?”
Without exception, those who had listed universalism as one of their most important values,
stated that the most important factor behind a purchase decision is a need for a new piece of
clothing. These respondents seemed to be unanimous that the decision not to consume is the
only truly sustainable consumption choice. They had also the most educated image of
sustainable fashion and could tell what qualities can be associated with a sustainable brand,
such as transparent supply chain, reduction of waste material and recyclable and good quality

materials.

“No product can be sustainable if the goal is to sell it as much as possible everywhere
and for everyone”

(Interviewee 4)

Those respondents who did not feel that universalism had a big role in their everyday life had
a different approach to sustainable fashion. They felt that sustainability is important and that
a sustainable product would seem more interesting than non-sustainable, but that they would
not be likely to base their entire purchase decision on sustainability. They listed other
qualities, such as style, quality, price and brand to be the key factors behind a purchase

decision but said that if the product is sustainable it can appear as more interesting.
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When comparing these two groups, there are distinct differences, but also some similarities
in consumption. All respondents stated that they would not buy a garment if it was not their
style, whether it was sustainable or not. Those who said that the most important quality of a
piece of clothing is its sustainability, were not willing to sacrifice the style over sustainability
but were confident that one can have both. Others were ready to compromise on the

sustainability, if other factors were pleasing to them.

Almost all interviewees agreed that brand influences the purchasing decision. The brand was
seen as a “nice addition” to the actual product and something that most interviewees were
willing to pay more if they feel like the brand adds value to the product. In this case, even the
higher price was not a problem. Some interviewees said they feel guilty if they buy fast fashion,
since they feel it is against their values. However, when asked why they buy it if does not feel
good, one respondent said that it would feel like an enormous sacrifice to stop buying clothes,

since she felt they are a form of self-expression and creativity.

“When making a purchase decision, | find myself wondering what that brand in question
would give me: how would others see me if | wore that brand?”

(Interviewee 1)

One respondent admitted that while buying only sustainable fashion might limit the options
available, the consumption choices define her as a person more than the “trendiness” of the
clothes. She explained, that if someone compliments her clothes and asks where they are
from, being able to tell that they are from a sustainable brand or second hand is more
important to her than buying a lot of new clothes and having to admit that she supports fast
fashion brands. Other respondents felt similarly as well, but to some being able to follow

trends was nonetheless a more important form of self-expression.

After uncovering the consuming habits, the questions focused on the factors that make the
respondents to be interested in a fashion brand and what perceptions the respondents have
of sustainable fashion brands. Most responded that visually pleasing and unique brands draw
attention but after that the vision and products of the brand define if the brand remains

interesting to them. Also, the place or person from whom they hear about the brand has an
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influence on the initial interest towards the brand. For example, social media was said to be a
good place to find new brands, but especially there the person promoting it had a big influence

on the brand perception.

“If I see a post about a brand that seems interesting, and then see that the person promoting
it promotes every fast fashion brand there is, my interest fades away immediately”

(Interviewee 7)

However, this goes the other way around as well. If a brand is recommended by a friend or a
social media influencer the consumer likes, many said that the brand seems even more
interesting than if they had found it themselves. This seems to be the case especially when it
comes to sustainable brand perceptions, since sustainable brans can be more difficult to find.
Also, sustainable fashion is not as easily available as fast fashion, which means that the
products must often be ordered online and are rather expensive. One respondent said that
recommendation by a friend has a big impact on the purchase decision is she has to order
products online, since that way she can be sure that the quality is what promised, and

everything goes smoothly.

When the respondents were asked what comes to mind when thinking about a sustainable
fashion brand, the answers were diverse. A sustainable fashion brand was seen to be
transparent in its operations, manufacture its products near its customers and have a vision
to change the entire fashion industry for the better. On the other hand, attributes attached to
sustainable fashion were also a lack of style and versatility, expensive price and poor
availability. Many respondents were not able to name any sustainable fashion brands apart
from Halla Halla. The concept of sustainable fashion was automatically compared to fast
fashion. Sustainable fashion is expensive, the collections focus on classical clothes, such as
jeans and t-shirts, and one must see effort to find these clothes. Fast fashion, on the contrary
is easy and carefree. It can be found anywhere, and the cheap price makes the purchase
decision easy. The selection is endless. Sustainable fashion was associated with the trouble
the consumer must see in order to access the product, since online stores were seen more
sustainable than physical stores. One respondent pondered that the popularity of collections

such as H&M Conscious and other “sustainable” collections of fast fashion brands can be
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explained by the consumers’ will to consume more sustainably, but not being prepared to
make any compromises while doing that. This indicates that sustainable fashion can also be
associated with openness to change related values, since both the brand and consumers must

adapt new mindsets when it comes to consuming fashion.

“The idea of giving up fast fashion feels strange. We live in the 21° century and people are
too used to being free to do whatever they want. People are too selfish to sacrifice that,
for sure.”

(Interviewee 7)

One respondent said she wishes fast fashion would become illegal. That way she would not
feel the constant need to buy new clothes and with the money spent she could buy a few well
thought out sustainable clothes she actually needs. When asked why she cannot do that
already, she stated that the continuous flow of fast fashion content makes it impossible to
resist the urge. She said that if there was more stylish sustainable fashion easily available, she
would be ready to reduce the amount of fast fashion purchased and support sustainable

brands instead, even if it was a bit more expensive.

4.1 Values of Halla Halla

When considering the values of Halla Halla, sustainability is naturally a value that is distinct
immediately. There are, however, plenty of other values that can be discovered when viewing
the Halla Halla website, for example. In table 2 are gathered some quotations from Halla Halla

website and the values that they include.
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Table 2 Values of Halla Halla

QUOTATION VALUES INCLUDED

“We designed this collection for Halla huns to wear ' Hedonism, stimulation, universalism
when you are out enjoying life, loving yourself, and
being your unique you.”

“We spent many years in the beautiful but cold | Self-direction, stimulation
Finland and then traveled the world to surf, enjoy the
sun, and explore different cultures.”

“Get ready to enter the Self Love Zone — be proud to = Universalism
be a unique, ocean-saving Halla hun!”

“The Self Love Zone collection has been inspired by all = Universalism, self-direction
the amazing, strong and real women empowering

each other! Because we think loving yourself isn’t

vanity, it’s sanity.”

When studying the Halla Halla brand, there are certain values that can be instantly noted. One
of the key values is sustainability, which includes responsibility and the protection of wildlife

and social justice. These values are included in the value cluster of self-transcendence.

“An important value for us is being ecological: the wellbeing of all living thigs, and our goal is
to ensure that our business does not harm that.”

(Halla Halla)

Other distinct values are hedonism and stimulation, which include enjoying life, loving oneself
and seeking excitement. These values are included in the self-enhancement and openness to

change value clusters.

As seen in table 2, Halla Halla has been successful in including versatile values into their brand.
Previous studies have found that values that support personal gain and pleasure are usually
negatively related to sustainable fashion consumption. This can be explained by the fact that

people see sustainable fashion as separate from other fashion and that is lacks aesthetics and
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style. Halla Halla has avoided values like conformity, which would signal that the consumer

must sacrifice some other values, such as hedonism or stimulation, in order to be sustainable.

“We want to bring up the message of sustainability in our own style: we are a joyful
sustainable brand. “

(Halla Halla)

4.2 Halla Halla brand building process

When considering the brand building process of Halla Halla, the values can be attached to
each phase of the branding process. In this chapter the values of Halla Halla brand are
examined using the steps of the brand building process. In addition to the information
collected online and from the interview with Halla Halla, also the results of the consumer
interviews are used to discover the perceived values of Halla Halla and how they can be seen

in the different phases of the brand building process.

5.2.1 Brand as a person

It can be argued that the Halla Halla brand is based largely on the founders of the brand, Salla
Maisonlahti and Hanna Chalvet. Halla Halla refers its customers as “Halla huns” who are
described to be unique, strong women enjoying life and caring about the wellbeing of both

the nature and other people.

“It is crucial for us that our personal values and visions can be seen in everything we do”

(Halla Halla)

When asked about the brand as a person, almost all interviewees describe the “Halla Halla as
a person” to be blonde, athletic young woman who enjoys travelling and cares about the
environment. However, most respondents highlighted that even though the first image of
Halla Halla as a person is as described, everybody can still wear the brand’s swimwear. This

was said to be a result of the models Halla Halla uses in their marketing, since they are people
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of all sizes, shapes, ethnicities and nationalities. After providing the first description of the
Halla Halla woman, some respondents changed their answers to focus more on the inner
qualities of the person using Halla Halla, which were the ability to enjoy life, be kind to others
and challenge oneself. The Halla Halla person was said to be confident and not be afraid to

live her life as she wants but would still feel responsibility over the society and environment.

“A person who wears Halla Halla would not be afraid to swim in the Arctic Ocean”

(Interviewee 2)

4.2.2 Brand as a product

The founders of Halla Halla say they are “the first sustainable swimwear brand in Finland”.
This indicates that the founders discovered an opportunity in the markets for sustainable,
comfortable and stylish swimwear. In Halla Halla’s case, the product has a crucial part in

building the brand image, since the products are sustainable but also stylish.

“We are constantly improving our business, products and brand based on the feedback we
receive. The product development is done according to our own visions, world orientations
and the feedback and demand from our customers.”

(Halla Halla)

The interviews support this assumption. Even those who do not own the brand’s products feel
like the products are a great addition to the swimwear markets in Finland. In addition to
sustainability, the products were described to be fashionable, pretty and good quality.
Approximately half of the respondents also mentioned the inclusiveness of the products,
which could be seen as the scale of different sizes as well as the models represented on the

website and social media.

4.2.3 Brand as a symbol

The Halla Halla logo is rather simple, but the name is quite informative and describes the brand

well. It is clearly a combination of the founders’ names (Salla and Hanna), which increases the
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impression of the brand being an image of its two founders. In addition to that “Halla” means

frost in Finnish and thus ties the brand to its Finnish roots.

One respondent said that the logo is an important factor when getting a first impression of a
brand. The logo can also have an impact on forming a relationship with the brand, as the
respondent said that she could buy a product with the brand logo if she liked the brand and

the logo. Halla Halla manufactures also t-shirts and canvas bags with the Halla Halla logo

4.2.4 Brand as an organization

The brand as an organization phase includes the organizational values. Halla Halla has only
two employees, its founders Hanna Chalvet and Salla Maisonlahti. This means the
organizational values are easier to set and follow than if there were for example hundreds of
employees. Since the organizational values are suggested to influence the corporate
sustainability, it could be argued that Halla Halla has been able to hold on to its sustainability
related values successfully due to the small number of employees, which means that the

communication is more direct and easier.

“The core values of our business are mutual respect ja trust, innovativeness and being
ecological. Safety and general wellbeing are also important values for us. “

(Halla Halla)

The consumer interviews revealed that Halla Halla is seen as easy to approach and innovative,
and a brand that many would be willing to support. It was also said that the influence of the
founders being two women in their twenties can be seen in both the products and the
marketing and social media content, for example. This was seen as a positive change
compared to brands that are owned by large corporations, because in Halla Halla’s case, the
founders know what their customers actually want, which is not only sustainability and “rules”

but also freedom and excitement.
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4.2.5 Brand identity development and brand growth

The brand identity development of Halla Halla can be seen when viewing the Instagram
account of the brand. The account has been active since 2016, but the content has gone
through significant differences during that time. The early content seems to be targeted to
athletic young women and at that time Halla Halla received some feedback on their small
sizing. One respondent said that she ordered a Halla Halla swimsuit a couple years ago, but
the size was way too small, even though she chose a much bigger size than what she normally

wears.

“Everybody makes mistakes and misinterpretations happen, but, in my opinion, the most
important part is what happens after that”

(Interviewee 3)

Halla Halla brand has grown with time and listened to the feedback. Now the products are
designed to fit any body type and the social media content represents women of all ethnicities
and sizes. This fifth phase of the brand building process is the continuous development of the
brand, which means changes and adjustments in the brand values over time. This phase is
especially dependent on the commitment and drive of the brand owner. The brand owner is
responsible for staying aware of the megatrends and keep the brand current. When thinking
about the social megatrends over the years from Halla Halla’s point of view, the new
perception of well-being and body positivity trends have had a great effect on the brand. Due
to the brand owners’ drive to develop the brand, it has been successful in adapting its values

to match the current social norms.

“We are well capable of growing with the changes and feedback, yet always listening to our

own vision.”

(Halla Halla)
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5. Conclusions

The study by Harris et al. (2016) revealed that in order to achieve sustainable consumer
behavior, more is needed than merely the possibility to consume sustainably, since consumers
have different motivations behind their consuming decisions. Manchiraju & Sadachar (2014)
proved that values have influence on sustainable fashion consumption and that certain values
predict sustainable choices more than others. The results of this study are in line with the
results of Manchiraju & Sadachar (2014), showing that sustainable fashion consumption

correlates with self-transcendence and openness to change related values.

The consumer interviews revealed that sustainable fashion is a difficult subject and rises
various thoughts. It was clear that the more the respondents had knowledge on sustainable
fashion and the downsides of fast fashion, the more they were protesting fast fashion. In other
words, the lack of knowledge correlated with less sustainable purchase habits, which supports
the findings of the study by Henninger et al. (2017), where it was proved that consumers who
perceive sustainable fashion as less trendy, boring and expensive, had in fact little or no
knowledge of sustainable fashion brands in general. The respondents’ personal values that
preceded sustainable consumption were primarily universalism, but also conservation to
some extent, which is contrary to the results of Manchiraju & Sadachar (2014), where
conservation was seen to have no significant influence on sustainable fashion consumption.
In this study the involvement of conservation can be explained especially with the importance
of conformity in sustainable fashion consumption. In the results it can be seen that to the
interviewees conformity meant humility and restraining from actions that harm others, which

can then be related to universalism as well.

On the contrary, the lack of self-discipline combined with values such as self-direction and
stimulation, predicted unsustainable fashion consumption quite certainly. The majority of the
respondents felt that while sustainability is important, it feels difficult to consume sustainably.
This was due to small selection of interesting sustainable fashion brands and overall poor
availability. An interesting sustainable fashion brand was described to be unique and to have

a vision to transform the whole industry to a more sustainable direction by being innovative
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and revolutionary. Yet even a sustainable brand should not forget the main idea of fashion:

self-expression and creativity.

This is where the importance of the brand becomes apparent. As the interviews revealed,
consumers are aware of the impact made by the brand they are wearing. When listing the
factors behind a purchase decision, the brand was one of the most important factors. Many
were prepared to pay more for a specific brand if they felt that the brand in question
complimented the values they consider important. If a sustainable brand wants to be
successful in gaining customers, it must consider the brand image its transmitting. As this
study has shown, consumers easily perceive sustainable fashion items as expensive, boring
and less trendy. These perceptions represent values that require consumer to rationalize
every consumption decision to an extent where clothes are bought only in extreme need. This,
however, is not a sensible message for a brand to send. Even if the only sustainable piece of
clothing is the one that is never made, the goal of a sustainably driven brand should be
creating a vision, that along with interesting products, makes consumers want to support

them instead of fast fashion brands.

When considering Halla Halla, their vision is to create sustainable swimwear that bring joy and
confidence to its owner. Halla Halla has been able to attach values to its brand that signal that
when wearing Halla Halla, the consumer is not only sustainable but also adventurous and
enjoys life. Even though purchasing Halla Halla does not mean the consumer is sustainable in
other consumption as well, at best the decision to choose Halla Halla meant leaving a fast

fashion item unpurchased.

Thus, a brand must carefully consider the values it wants to represent. These values must then
be included into the branding process, keeping in mind the vision and target audience of the
brand. As the interviews revealed, consumers are quick to realize if a brand is only pretending
to be sustainable or something else that it is not in reality. When the brand values are well
thought-out, they are true to the operations of the brand, as well as to the values of the

consumers.
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Since this study revealed that both brand and consumer values influence sustainable fashion
consumption, there are plenty of possibilities for further research. For example, studying
different value combinations and their effect on sustainable fashion consumption would be
beneficial in order to reveal which values brands can represent simultaneously, and on the
other hand, which values cause excessive conflicts when put together. The connection
between conservation related values and sustainable fashion consumption should also be
researched more profoundly to reveal whether there actually is a correlation between

conformity and sustainability, as the results of this study suggest.

In addition, there were some shortcomings in this study and future research is necessary in
order to study the subject more comprehensively. First of all, this study focuses on a brand
that manufactures women’s swimwear and thereby the sample selected for the interview
consists entirely of women. Secondly, all the interviewees were approximately the same age
and were selected to the sample based on their interests on sustainability, fashion or both.
Further research should thus broaden the sample by including a wider group of people of

different genders, ages and backgrounds to increase the reliability of the results.
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APPENDICES

Appendix 1: The document sent to the interviewees before the interviews

AVOIMUUS
MUUTOKSILLE

ITSENSA YLITTAMINEN

Universalismi Hyvéntahtoisuus

Perinteet /
Yhdenmukaisuus

Itseohjautuvuus

SAILYTTAMINEN

ITSENSA KOROSTAMINEN

Arvo Arvoa kuvaavat

Valta Arvovalta, varakkuus, yhteiskunnallinen valta

Suoriutuminen Kunnianhimo, menestys, kyvykkyys, vaikutusvalta

Hedonismi Mielihyva, eldmasta nauttiminen, itsensd hemmottelu

Virikkeellisyys Vaihteleva ja jannittava elama, uskaliaisuus

Itseohjautuvuus Luovuus, vapaus, omien tavoitteiden valitseminen, uteliaisuus,
riippumattomuus

Universalismi Laajakatseisuus, sosiaalinen oikeudenmukaisuus, tasa-arvo, maailmanrauha,
kauneuden maailma, yhteys luontoon, kypsa eldmanymmarrys, ympariston
suojeleminen

Hyviéntahtoisuus Auttavaisuus, rehellisyys, anteeksiantavuus, vastuullisuus, luotettavuus, tosi
ystavyys, kypsa rakkaus

Perinteet Perinteiden kunnioitus, ndyryys, hurskaus, oman eldamanosan hyvaksyminen

Yhdenmukaisuus Velvollisuudentuntoisuus, itsekuri, kohteliaisuus, vanhempien ihmisten
kunnioittaminen

Turvallisuus Yhteyskunnallinen jarjestys
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Appendix 2: The interview questions

o v o~ W N

10.
11.

Mitkda arvoryhmistd (itsensa vylittdminen, sailyttaminen, itsensd korostaminen,
avoimuus muutoksille) ovat mielestdsi suurimmassa osassa jokapdivaisessa
elamassasi? Miten?

Mita arvoja ylipaataan pidat tarkeana? Miksi?

Kun ostat uuden vaatteen mika/mitka tekijat ovat yleensa ostopaatoksesi takana?
Mitka tekijat saavat sinut kiinnostumaan jotain brandista?

Mita ajattelet, kun ajattelet vastuullista vaatebrandia?

Koetko, ettd vaatteen muista ominaisuuksista joutuu tinkimaan (esim. ulkonakd, hinta,
helppo saatavuus), jos vaate on vastuullisesti tuotettu? Jos kylld, anna esimerkki.
Tunnetko Halla Hallan brandina?

Omistatko brandin tuotteita? Miksi/miksi et?

Mita mielikuvia brandi sinussa herattaa?

Jos mietit arvoympyran arvoja, mitd arvoja mielestasi liittyy Halla Hallan brandiin?
Jos mietit Halla Hallan brandia henkilona, millainen tdma henkild on? (esim. missa

asuu, miltd nayttaa, mita tekee?)
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