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Ethical fashion shoppers: beyond the hedonic/utildrian motivations dichotomy? An

explorative research

Summary

Despite the growing importance of ethical fashibtile attention has been given to the
understanding and analysis of the consumer mativatof ethical fashion shoppers. Indeed,
ethical fashion literature mainly focuses on isssegh as: re-cycling, vintage, under
consumption, second hand clothes, child free laboonditions, local craftsmanship
valorisation, solidarity towards disadvantaged peogsuch as disables, prisoners,
disadvantages mothers) (Dickson 2001; Shaw and ZDif2; Tomollilo and Shaw 2004).
Starting from the classical Consumer Behaviour aliciny between hedonic and utilitarian
shopping motivations (Tauber 1972; Westbrook, Bl4€&85; Dawson et al.1990, Babin,
Darden, Griffin, 1994) the aim of this contributios to verify if these motivations are
sufficient to explain the success of ethical fashio

The explorative research has been conducted thrgughtative personal interviews to a
convenience sample of twenty women, actual conssigfegthical fashion in Milan. The data
have been interpreted and arranged by re-codiftheggathered information in a series of

emergent categories able to highlight the actuasemers’ motivations.

Keywords
Consumer motivations; eco-sustainable fashion; rekdwand clothing; fair trade fashion;

swapping

1 Introduction

The debate around the existence of an ethical coasis lively Buchholz, 1998Thegersen,
1999, Harrison et al., 2005). Researches conduatdthly (Lori, Volpi, 2007), UK (Co-
operative Bank, 2009) and USA (New American Dredf(8) confirm that the numbers of
those consumers is steadily growing, although tbidl represent a niche in the market.
Environment and animal welfare, societal concenatuding human rights like child labour
or exploitation of workers are just some of thauess worrying the ethical consumer, who

takes into account all these issues while shoppismg his power as consumer to boycott



(Friedman, 1999) or buycott (Friedman, 1996, Ne&iJs@010) brands and corporations
according to their negative or positive behaviours.

Among the different sectors, like food and drinkegn home expenditure, eco-travel and
transport, ethical finance, and ethical personatipcts, fashion is one of the less explored if
compared to the food or cosmetic sector. The tbagcbeen touched in the recent past, related
in e.g. with the sweatshops issue (Dickson, 1998kdan, Littrell, 1997) or with the impact
of social responsibility on clothing purchase ititen (Kim et ali., 1998), or specifically with
fair trade concerns in the context of sweatshothiolg (Shaw et ali. 2006). Moreover, Shaw
and Duff (2002) analysed attitudes and issuesitig@éct on consumer’s choice in the context
of clothing purchases where ethical concerns efisise researches often emphasize that
ethically concerned consumers find themselves oaitdd by uncertainty in terms of both
information available to aid decision-making ande tlkonsequences of their actions
(Tomolillo, Shaw, 2004).

Among the contributions aimed at understanding cathiconsumer behaviour, ethical
consumer motivations have been investigated bysksae and McGoldrick (2008). Within
the framework of the Decisional Balance Scale (DBISir study suggests that respondents’
motivational attitudes are a function of their gtagf ethical awareness, concern and action.
Some contributions refer to the decision makingcess (Shaw, Shiu, 2003) with a particular
focus on fair trade (Shaw, 2005, Shaw et ali., 2@#caglar-Toulouse et ali. 2006). The aim
of these researches is to modify the well knowrothef planned behaviour (Ajzen, 1985,
1991), which does not consider ethical or socislies within its model measures, focusing
instead on the self-interested concerns of indelidiihe issue’s relevance notwithstanding,
there is not much research available concerningnmbavations behind the actual ethical
behaviour: motivations related to green food chdlamckie et ali. 2002), or more generally
motivations related to the choice of a simple $if@de (Shaw, Newholm 2002).

The present contribution presents the findings glialitative research aimed at investigate

the actual consumer motivation for ethical fashion.

2. Conceptual framework

The ethical fashion and the ethical fashion consume

Ethical fashion can be defined as “fashionablehdstthat incorporate fair trade principles

with sweatshop-free labour conditions while notnhiaig the environment or workers by



using biodegradable and organic cotton” (Joerg2d@6, p. 361). According to the literature,
ethical fashion includes also buying vintage oroseichand clothing (Lunghi, Montagnini,
2007; Roux, Guiot, 2008), used clothing donatioat tis typically considered as a socially
responsible behavior (Ha-Brookshire, Hodges, 20@@)cling fiber or fabrics before or after
the consumer waste (like rubber reused for traisetss) that reduce the waste and the
pollution of the environment; re-designing disméggrments or using, in a creative way,
plastic bottles or metal cans (Kumar, 2007); adwptechnologies that help developing 100%
biodegradable garments, or implement the way oftgssing renewable materials, like
bamboo or soy, into a fabric.

In recent years ethical fashion has attracted raacemore consumers: in UK, according to
the Co-operative Bank's Ethical Consumerism Ref@@®9), expenditure on ethical personal
products has increased in the last nine years 653 million to £1.8 billion in 2008. Indeed,
spending on organic, fair trade and recycled ckotes increased rapidly, but it remains less
than half the sum spent on second hand clothestliczal reasons.

The ethical fashion consumer has been assimilatatiet organic food consumer (Conner,
2004; Hustvedt, Dickson, 2009) and more broadlythie environmentally and socially
responsible consumer (Dickson, Littrell, 1997; Bick, 2000; Bovone, Mora, 2007), since
the motivations driving him are related to conceoward the environment, concerns toward
right work conditions and support of the organiorfang (Carrigan, Attalla, 2001, Hustvedt,
Dickson, 2009). Despite some similarities, clotheansumption is much more complicated
and provides a wider range of different stages tihamh of food or housing. Indeed, every
consumer experiences each stage of clothing consamjfrom product information search,
acquisition, usage, storage, and disposal to mmidal evaluation (Ha-Brookshire, Hodges,
2009).

Moreover, the choice to buy ethical fashion is ¢boded by issues like style or colour, that
are often more important than intangible attriblites social responsibility (Dickson, Littrell,
1997; Kim et al., 1998). Indeed, some German antisBrconsumers cannot avoid acting
unethically when purchasing clothing if they cafirid clothes suiting their aesthetic needs
(Joergens 2006). Finally, the often higher priceetbiical clothes, compared to the price of
trendy and fashionable clothing available in mdghe department stores and fashion chains
(like, Zara, H&M, Kiabi, Pimkie), could represenfuather restraint.

Consumers’ motivations: a literature review



The origins of the academic debate on consumersvations can be traced back to
Copeland’s pioneering work on rational and emotidnaying motives (1924), which has
been widely adopted in marketing and advertisitgrdiure for long. Specifically, rational
buying motives included the search for product ddgeility or durability, as well as the
economy in purchase, whereas emotional buying mstiwhich have their origin in human
instincts, included emulation, satisfaction of tappetite, pride of personal appearance,
cleanliness, pleasure of recreation, securing hmm&ort, and so forth.

As Udell (1964) noted, the main limit of Copelanthgory is the unfortunate labeling of the
two sets of motivations: by naming one class ofivations “rational”, the other group is
assumed to be irrational. Actually, it is not iroaial to seek emotional satisfaction, since
contemporary consumers are far beyond satisfyiregr thasic needs for survival, and
psychological and emotional satisfaction is neagsieat both individuals and the society as a
whole. Furthermore, emotional appeal does not sacgsnhibit reasoned purchasing and,
more generally, there is a continuous interplagrabtion and reason in all types of consumer
buying motives. On these premises Udell proposdulyging motives continuum, which
included on the two extremes what he labeled aseraimnal buying motives” and
“psychological buying motives”. The former incorpted the satisfaction derived from the
anticipated physical performance of products, wilile latter incorporated the satisfaction
derived from consumer’s social and psychologicérpretation of the products and their
performance. From this standpoint, the utility fliee consumer is only indirectly derived from
the product’'s physical performance, since “the digource of utility is the psychological
satisfaction that he or she receives through thaeoship, use, and social prestige of the
product” (Udell 1964, p. 9).

Other numerous studies developed taxonomies af sk@ppers, often in an attempt to infer
shopping motivations from distinct types of shogpesuch as Stone’s (1954) “economic”,
“personalizing”, “ethical’, and “apathetic’ consurege or Stephenson and Willet's (1969)
“store-loyal”, “compulsive and recreation”, “convence”, and “price-bargain conscious”
shoppers. In such literature, a recurring dichotasmmyhe one between “recreational” and
“convenience or economic” shopping, suggested bleBger, Robertson and Greenberg
(1977) and further elaborated by Bellenger and Hondar (1980). Recreational shoppers
enjoy shopping as a “leisure-time activity”, wheseeonvenience or economic shoppers
“dislike shopping or are neutral toward it, andglapproach retail store selection from a time-

or money-saving point of view” (Bellenger, Korgaank 980, p. 78).



Apart from shopper taxonomy literature, the firsimprehensive effort to taxonomize the
fundamental motivations underlying consumer behasdrauber’s (1972) article “Why do
People Shop?”. The author’s premise is that shgppehavior is motivated by a variety of
psychosocial needs beyond those related to thelaptuchase. Through the findings of
exploratory in depth interviews, Tauber distingedibetween personal and social shopping
motivations. The first category includes the oppoitly to: (1) enact a culturally prescribed
role; (2) divert from daily routine; (3) obtain &gratification; (4) learn about new trends,
fashions, and innovations; (5) physical exercisel @) receive sensory stimulation from the
retail environment. The second category includesctiance to: (1) socially interact outside
home; (2) communicate with others having similaterests; (3) affiliate with reference
groups; (4) increase in social status; and (5)eaehsuccess in bargaining and negotiation.
Similarly to Tauber, Holbrook and Hirschman (198&2iggested that consumer’s shopping
motivations are not essentially instrumental suEpuwachasing specific products but that they
could also be related to affective goals. This wihg, researchers described consumers as
problem solvers or seeking fun, fantasy, arousahsaery stimulation, and enjoyment
(Hirshman, Holbrook 1982). This argument recurre@onsumer Behavior literature with the
themes of “shopping as a work” (Fischer, Arnold @98herry, McGrath, Levy 1993) versus
“shopping as fun” (Bloch, Bruce 1984; Sherry 1990jth the aforementioned dichotomy
between “recreational” and “convenience or econbrstlwopping (Bellenger, Korgaonkar
1980) or, more in general, with the well-known ulistion between “utilitarian” and
“hedonic” shopping (Babin, Darden and Griffin 1994h this framework, utilitarian
consumer behavior is concerned with purchasingymtsdin an efficient and timely way to
achieve one’s own goals with the minimum effortcéingly, its nature is rational and task-
related. Hedonic consumer behavior, on the othedha concerned with the fun and play of
shopping arising from the experience in itself, amt for the achievement of any pre-
specified end-goal. Its typical dimensions are f@ased arousal, heightened involvement,
perceived freedom, fantasy fulfillment, and escapi¢Babin, Darden and Griffin 1994, p.
646), as well as festivity (Sherry 1990; Arnold,ifdds 2005), treat, and self-indulgence
(Miller, 1998). As a result, “people buy so theyncshop, and not shop so they can buy”
(Langrehr 1991, p. 428).

Athola (1985) suggested the usefulness to makstenction between utilitarian and hedonic
motives underlying consumption. However, he emgdeakithe artificiality to divide
behaviors into either hedonic or utilitarian, sineeery behavior has both utilitarian and

hedonic aspects. From this standpoint, Westbroak Black’'s (1985) motivation-based



shopper typology goes beyond the utilitarian/hedogichotomy. In order to identify a
shopper taxonomy, the researchers proposed sewansions of shopping motivation: (1)
anticipated utility (2) role enactment; (3) negbta (4) choice optimization (5) affiliation (6)
power and authority; and (7) stimulation.

According to the authors, these motivations catually all coexist in the same consumer.
However, as Arnold and Reynolds (2003) noted, akWrook and Black’s motivations “can
be described as containing both hedonic and uiditaelements”, but “some are more
utilitarian in nature while others are more hedanioature” (pp. 78-79). With this premises,
the researchers proposed an inventory of consuraRGpping motivations that are primary
hedonic in nature. Drawing on qualitative and gitatiwe studies, the authors developed a
scale including the following shopping motivatiof¥) adventure, (2) social, (3) gratification,
(4) role, (5) value, and (6) idea.

In the specific domain of socially responsible agnsr behavior, consumer motivations have
been investigated in relation to second hand singpfardhi and Arnould (2005) carried out
an ethnographic study on *“thrift shopping”, i.eophing in second-hand settings such as
second-hand shops, estate sales, garage salesndldats, auctions, and so forth. The
research emphasized a dialectic between “thriftl &neat”, namely an interplay between
economic and hedonic shopping motivations. Moréetail, thrift was conceptualised as a
“careful management of resources, careful consum@nd saving in the present in order to
consume better in the future” (Bardhi, Arnould, 20@. 227). Despite its economic and
moral nature (Miller, 1998), the search for thpftoved to be part of a hedonic shopping
experience, which allows to realize consumer faesasnd pursuit the unexpected. According
to the authors, thrift shopping is “a continuousrsh for hidden ‘treasures’ waiting to be
found”, such as luxury brands and collectable iteAwcordingly, participants to the study
“described their experiences of thrift shopping [as]fun, exciting, a hobby, a treasure hunt,
satisfying and unexpected” (Bardhi, Arnould 20052B0). Moreover, the research showed
that consumers used thrift as a way of justifyimif-sxdulgences. Non-thrifty and even
wasteful shopping practices which should be in kcnivith the moral value of thrift, such as
buying items consumers would never use or even bkebuying in excess of their needs,
were actually justified through the normative framek of thrift shopping. This way, thrift
proved to be a “cultural resource” to justify thealisation of consumer desires and wasteful
purchasing practices.

Finally, the study on second hand shopping motwatiof Roux and Guiot (2008) revealed a
hierarchical structure characterized by two secomi@r factors, one corresponding to



economic motives and the other to recreational vastiEconomic motives included: (1) the
search for fair price, (2) ethics and ecology; &\)ddistance from the system. Recreational
motives included: (1) treasure hunting,; (2) oradity, (3) social contact; (4) nostalgia for

items from the past.

The discussed consumer motivations are summed tialie 1:

Table 1: a review of the main contribution on cansus’ motivations

Authors Area of investigation Motivations

Copeland (1924) Consumption in general (1) Rational buying motives.
(2) Emotional buying motives.

Udell (1964) Consumption in general Operational psgchological
buying motives continuum.

Tauber (1972) Shopping in general (1) Personal@hggmotivations:

(a) enacting a culturally prescribed
role; (b) diverting from daily
routine; (c) obtaining self-
gratification; (d) learning about
new trends, fashions, and
innovations; (e) physical exercise;
(f) sensory stimulation.

(2) Social shopping motivation: (a
socially interacting outside home;
(b) communicating with others
having similar interests; (c)
affiliating with reference groups;
(d) increasing in social status; (e
achieving success in bargaining and
negotiation.

Westbrook and Black’s (1985) Shopping in general ) aftticipated utility; (2) role
enactment; (3) negotiation; (4)
choice optimization; (5) affiliation;
(6) power and authority; (7)

stimulation.

Arnold and Reynolds (2003) Hedonic shopping (Meadiure; (2) social; (3)
gratification; (4) role; (5) value; (6
idea.

Bardhi and Arnould (2005) Thrift shopping (1) Tharif
(2) Treat.

Roux and Guiot (2008) Second hand shopping (1) &win motives: (a

searching for fair price; (b) ethigs
and ecology; (c) distance from the
system society. (2) Recreational
motives: (a) treasure hunting; (b)
originality; (c) social contact; (d
nostalgia.

3. Research’s goals and methodology

The general aim of the research was to verify & th-depth motivations behind ethical
fashion consumption are amenable to the traditicshahotomy between hedonic and



utilitarian shopping motivations. Moreover, in orde collect more information about the
sample able to help us in interpreting the datahasxe also set some sub-objectives of the
research:

i) to understand if the consumer was an habituapgér of ethical fashion, ii) to investigate
which kinds of ethical fashion are consumed; i@)understand the consumers’ awareness
about the different kinds of ethical fashion.

The research design has been of interpretativeg)adiming at understanding of the ways in
which people subjectively experience the socialdyetultgren, 1989).

Given the explorative aim of the research andlielved topic, we decided that the personal
interview (Spradley, 1979) was the most useful todhvestigate the motivations behind the
consumption of ethical fashion.

In order to find consumers really involved with ieth fashion, a convenience sampling
approach was adopted: indeed we chose to intertieamty women shopping in ethical
fashion stores in Milan. Although twenty participgumay seem a relatively small number, a
review of the transcribed interviews showed a nemee of the most emergent concepts
mentioned by participants (Spiggle, 1994). This idates saturation, suggesting the
interviews were sufficient for an interpretativealysis and further interviews would probably
not produce new insights.

Interviews lasted around 30 minutes per participalitof them have been audiotaped with
the participants’ consent and then transcribedr@uigded theory approach to data analysis
was then adopted (Glaser, Strauss, 1967, Eastenity,S horpe, Lowe, 1991).

Interviews were semi-structured and as a conceftaiework for the interview’s trace we
draw on the consumers behaviour literature, higtilngy the utilitarian and hedonic
motivations related to the choice of buying ethieahion.

The transcribed interview data, demographic infdroma and field notes have been coded
and then interpreted thematically to uncover thdivatons behind the consumption of
ethical fashion as experienced by the twenty ppgids.

4. The findings of the study

This section will detail the analysis of the pergloimterviews. In order to present the results
in the most useful way, we decided first to provadbrief description of the informants and
then to discuss the various aspects of the etfashion in different paragraphs, starting from

the “less ethical” consumption practice.



Respondent overview

The sample (Table 2) included twenty female consamenging from 21 to 59 years old and
representing all the souls of ethical fashion. Mee, we also interviewed the owners of
Humana Vintage and Atelier del Riciclo and the preffice manager of Asap as they could
provide some useful insights to interpret consuhmaddivation.

At a general level, the findings of our study rdwat ethical fashion consumption is driven
by a multiplicity of motivations that may be bothlitarian and non-utilitarian (Athola, 1985;
Babin, Darden, 1994; Bardhi, Arnould, 2005; BellengKorgaoknar, 1980; Hirschman,
Holbrook 1982). Such motivations are not mutuakelusive and can coexist in the same
subject.

Table 2 - The sample

. . _ Kindof Eco- Har . Awareness

Interview Point of purchase Age Nationality . trade Vintage Swap ofdifferent
shopper fashion .
fashion EF

1 Ethic 29 Italian Occasonal no yes yes yes high
2 Asap 28 ltalian Occasonal yes no no yes medium
3 Atelier del Ricliclo 40 Italian Habitual yes yes no yes diuen
4 Atelier del Ricliclo 55 Italian Habitual no no yes yes riwed
5 Ethic 31 ltalian Habitual yes yes no yes high
6 Humana Vintage 24  |talian Habitual yes yes yes yes low
7 Humana Vintage 23 Italian Habitual no no yes yes low
8 Humana Vintage 43  ltalian Habitual no yes yes yes low
9 Humana Vintage 21  Italian Habitual yes no yes no low
10 Humana Vintage 59 ltalian Occasional no yes yes yes mrediu
11 Humana Vintage 23  ltalian Habitual no yes yes no medium
12 Asap 27  Italian Habitual yes yes yes yes high
13 Altromercato 50 Italian Habitual yes yes yes yes high
14 Altromercato 30 Iltalian Habitual yes yes yes yes high
15 Altromercato 39 ltalian Habitual yes yes no yes medium
16 Altromercato 32 ltalian Habitual yes yes yes yes high
17 Altromercato 30 Iltalian Occasional no yes no yes medium
18 Asap 29 Italian Habitual yes n.a. yes yes high
19 Altromercato 38 ltalian Occasional yes yes no yes medium
20 Altromercato 42  ltalian Habitual yes yes yes yes high

Second hand and vintage clothing

The term vintage refers to consumption practicelying wearing garments linked to a
defined historical period (the twenties, sixtiesdaseventies). Vintage fashion does not

necessarily come from second hand stores,; indaadants and accessories from the past
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can also be bought new at exhibitions or specidlmarkets. Moreover, vintage clothing can
be inherited passing from mothers to daughtersram fgrandmothers to granddaughters.
Consequently, the borders among vintage, swappmgsacond hand are not well defined
and often the three categories can overlap. Agtuallvintage cloth is not necessarily used,
and a used one has not to be necessarily vintadeed, many retailers offer used clothes and
accessories, i.e. from Zara and H&M,, that are aocient nor with a prestigious label.
Furthermore, contemporary used clothes are notssadly bought at second hand retailers:

they can also be acquired trough swapping (sea)infr

In the specific domain of second hand fashion —ctvldioes not necessarily includes vintage
fashion — the predominant utilitarian motivationoyped to be the affordability of used
clothing:

I even found a pair of Chanel! [...] They cost 40 &ur...] 40 Euros for vintage Chanel shoes is nagthitis a

piece of history!
6_Humana Vintage 24

Apart from the price, that may make even luxurynblisa affordable, some informants
recognize in vintage clothing a superior qualityelle

| bought some wonderful leather purses [...] nowadegther has nothing to do with it.

6_Humana Vintage_24

For some atypical categories of consumers, nanaslyién schools students or young fashion
designers — who are very numerous in Milan — sedwamtd and vintage clothing may be
bought to recycle low cost material to reuse igioal creations, to build an historical archive
or to simply stimulate creativity.

Hedonic motivations immediately emerge by invesiiga the feelings and emotions
experienced by the informants visiting second hatales. Such shopping expeditions
actually proved to be recreationally and playfuiNed. Specifically, the pleasure of shopping
results from the act of sifting, from the search dood bargains or for the queer, unusual or

unique item:
You have to sift, it's the pleasure of vintage [it'$ easy to go and find a Pucci of the 40’s at doh’t know,
200 thousands of Euros [...] it's nice to come h&yesearch.

9 Humana Vintage 21
It's a practice that one informant has even defiagtthe treasure hunt”:

Do you enjoy sifting?

! Verbatim are provided with general information abthe interviews they were extracted from: progies
number of the interview, setting of the interviemdaage of the informant.

11



I like it a lot [...] like finding something in the isdle of a hundred thousand. It's typically fematemy view.
[...] It's the treasure hunt.
16_Altromercato_32
The attraction for garments and accessories beigrgi specific times, that might intuitively
seem the primary motivation for vintage clothingtually emerged only in a few women:
[...] the periods which | prefer are the 20s or tiks/B0s. [...] | recently bought a collector's item, Blsa
Schiaparelli hat, unobtainable. [...] It's been ampidse buying. It was the first time | saw a Schiafiapiece,
there are only a few around, and usually are irhtiras of private collectors. So when | saw ituldonot resist
[...] It was actually quite expensive, but it's soliagy that | preserve in my living room as an actmalseum
piece.

12_Asap_27

In some cases searching for items with a recogl@dabtorical identity originates from the
will to be up to date with fashion. As it is wé&thown, what comes into fashion is often rich

in references and allusion to past styles:

Are you used to look for a particular period? Ieté a style you identify with?
Well, it comes and goes. Anyway, | follow fashi@vent though not too much. Now I'm wearing H&M, hiut
the 70's are in fashion, | look for the ‘70s.

7_Humana Vintage 23

Some consumers, fascinated by past fashions, adimitit to look for specific styles since

they don’t have the required expertise to recogtiizen:

Are you interested in vintage, in garments youttace back to specific times?

No, I'm not, also ‘cause | wouldn't be able to rgo@e them [...] to match the style with the peri&dit I'm
really keen on some stuff my mother-in-law gave enajonderful ceremony dress | wore the other diyyith
flowers [...] but | wouldn’t be able to say if it wa50's, ‘70’s or ‘30s.

16_Altromercato_32

Therefore, the search for clothing items with aoggizable past style seems to affect only the
passionate enthusiasts or particularly fashion@ons consumers. As it emerges from one of
the aforementioned examples, these women may ewasider vintage garments or
accessories as works of art, collector’s piecestobit at home as in a museum.

Conversely, the nostalgic fascination for prodtietish a past” or “a story behind” appears to

be more common:
[...] yesterday | bought a ‘20’s or ‘30’s Swedish itaity bag, a beautiful bag [...] handmade, with aggous
leather [...] and you can see a story in this bag [n./ny view it's a beautiful thing: you own somatbithat
connects you to a person... you can see a slicestafrisithrough that bag...

11 Humana Vintage 23

12



However, the will to wear unconventional garmends Iproved to be even prevailing over
nostalgic motivations. For various vintage or secband lovers, used clothes actually have

the power to confer a sense of exclusivity and wengss:
| buy vintage clothing because | like to create amyn fashion. [...] | like to be free, not to be limit by the
market proposals... [...] shopping in the city [...] ypass from one store to another with the same modils
the same colours... all for the same target... thest bgred.
8-Humana Vintage_43

This dimension has clearly emerged also from thenmew with Humana Vintage's owner:
Humana Vintage is patronized by the young boy drwgiling to differentiate himself or herself, whiboesn't
want to dress like all the others ‘cause he orwgaets something special, different from all thet.réésdoesn’t
matter if it suits too big or too small, because éippearance, the colour, the fabric and the wiaysigwn up are
more important [...] this image of uniqueness is marportant. Because if the dress is forty or fijgars old,
you can imagine that it is unique. Also becausgyfor fifty years ago all dresses used to be madailors or
dressmaker's shop, then the size or the colouantayou might be looking for is unavailable: thesenly that
dress, that is unique. Hence, and in that sensesimilar to a boutique: when you buy a garment know that
you are the only one owning it. And this exclusivitally confers an aura of prestige to the onelihgs it.

Humana Vintage’s owner

Consequently, a significant number of the vintagesamers included in our study proved to
share the desire to dress differently from othemd, anore in general, to display an

“alternative” stile, able to distinguish her frohetothers:
I love creating my own style by mixing vintage witt&M or other more particular stuff. | want my syl...] |
like unique things, then matching different thingorder to have a unique style. Even if at the engar jeans
as all the others. | want my personal style, ttirtislish myself, to be unique.

18 Asap_29
A style, however, that may be shared with referegroeps:
And did you enjoy dressing in that way during adotce?
Yes, | did.
Why? Did it make you feel different?
No, not different... actually more similar to my fnigs... that is... more similar to my friends, but diéfet from
the rest of the people.
So it was a way to share a common style ?
Yes, it definitively was.

1 Ethic_29

Especially for the youngest consumers and for thessd to wear second hand clothing
during adolescence, often in a wider Grunge st@méwork, used fashion becomes a way to
adhere to a style able to communicate a senselafdiag to a reference group and, at the
same time, the will to dissociate from aesthetidesothat are more conventional for the

society or peculiar to other groups or subcultures.
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Furthermore, second hand clothing proved to be @ foa experimenting with new self
images or to play with one’s own body, going beydhd beauty canons imposed by the

market, the fashion system or more generally bysouarety:
In this shop | can also find references to past ef®delonging to me [...] | like to personify diffete
characters, so...
In what sense personifying different characters?
In the sense that | like to change personality. [ln.Jmy case, it's not going and looking for a sfiegberiod
[...] I like creating in my way, for instance puttinggether a piece belonging to a time, another hgilog to
another one and build up an ensemble. Then, | dorowv... there is the day | prefer being more maseulthen
| find an unusual satin weaved waistcoat... and thativay to experiment in my way.

8 Humana Vintage 43
If you refer to the beauty canons you are also useiirror yourself, with these products you alsé to get
used to see your single image in a certain way ...
Are you trying to say that these garments makesfgeldifferent, that you feel the sensation tobgyond the
beauty canons society imposes on us?
Yes, exactly.

6_Humana Vintage 24
The awareness of the ethical significance of tr@oehto wear used garments or accessories,
finally, only emerged in two interviews. In thes#ses, the informants emphasized on the one
hand the eco-compatibility of used fashion, ondtieer hand its compatibility with the will to
minimize waste, and more in general, with a suatam lifestyle. However, although second
hand and vintage clothing recur in literature asmf® of ethical consumption (Lunghi,
Montagnini, 2007; Roux, Guiot 2008; Ha-Brookshitépodges 2009), our study puts in
evidence how such consumption practices have tntbepreted above all as a form of self
expression, almost always associated with the @lésidisplay a unique and original style

able to distinguish the subject from other people.

Swapping

This paragraph outlines the so called “swappinigé: term defines the practice of exchanging
clothes and accessories, perceived as uselessnplysas out of fashion, among friends,
relatives or acquaintances. The swapping emergeas dur sample as an independent type of
ethical fashion — beside second hand and vintagthio, eco-sustainable fashion, and fair
trade fashion — intimately related to the pract€eloth giving, but with a more hedonistic
and cool connotation. Indeed, people engaged sptactice experience the playful side of

exchanging clothes or accessorizes, organizin@@iswap parties or attending swap parties
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organized by firms or associations, more than thiganian component of giving away
something unfitting or out of fashion or the alstic component of the charity donations.

The swapping through institutional channels is smtwidespread among our sample, since
just three women have attended some public swafpepaand just one swaps regularly
through Atelier del Riciclo. However, the informanbrganize more often informal swap
parties among friends, often after a dinner oriakchiogether, trying on clothes, taking photos

or even parading:
[...] we have organized some swap parties amongiginds [...] there is the idea of exchanging, therde®
enjoy a funny evening, an alternative way to spgmé among friends [...] a little bit like “Sex & th@ity” [...]
we meet together for a drink or a dinner, 5 or & greople, and it's a lot of fun because we arvivda large
suitcases, and then everyone shows her thinggyweem on, we take pictures ...
12_Asap_27

Sometimes private swap parties become a sortual rivith a peculiar name:
[...] we call it “Ratto-Baratt®' [...] once or twice a year we meet together, a fingeamong women, everyone
brings with her all the old clothes [...] We havem#n and then we try them on, in a sort of fashiarage [...]
Then we declare: “Ah this one, in my opinion, isfpet for Giulia, for Luciana, etc.” and then wergiit to the
designed person.

16_Altromercato_32

As far as the motivations behind the swapping, sowenen declare that it is a useful
practice, allowing people to give away clothes marenused — because out of size or simply
because they have become bored with them — avoidenthrowing away of them.

Indeed simply throwing away clothes, just becalredoset is full, lets people experience
some sort of guilt. Moreover, some women outlire¢kthical side of the giving and receiving

clothes for free:
It's nice to take discharged things, | took a grpatiover from my aunt; she wanted to throw it awgy.] The
waste irritates me; | really enjoy wearing thesadh.

20_Altromercato-42

Saving, buying designer clothes at a bargain @ik renewing more frequently their clothes

emerge as motivations encouraging our informangtemd public swap parties:
And then there is also the accessibility side, lemeryone can buy a designer cloth, they are nairjuitems for
few people, but everyone can get them.
Owner of Atelier del Riciclo
I like changing, wearing a different garment evday. Even if some of them are always used and other
used once and then remain hanging in the closdéingdor a second chance.
4 Atelier del Riciclo_55

% The translation would be “abduction-barter”, lilbses the assonance of the Italian expression.
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About the hedonic motivations referring to swappisgme informants mentioned the joy to
share with others. Moreover, the playful side & &xchange emerges as an important driver
of this non-conventional way to acquire clothindisl allows us to also understand the
spreading of both private swap parties organizedrgmgirlfriends and the public ones

organized by associations as Atelier del Riciclo:
People like swapping because it is like a play. [Thanks to the playful side of the swapping, thisra very
high emotional involvement [...] customers enjoy iich more, when we organize some events so thatctey
contact directly other customers, showing thenrtbkjects, trying on their clothes, swapping them.
The swapping event “Christmas Gift”, held last Jayua very big success, all the newspapers hpated it),
has been much appreciated; customers have reatlyeghit; actually maybe they swapped a simple yregf
bottle with a Yves Saint Laurent dress, things taat not be compared [...] they really enjoyed tathen they
were trying on clothes, all in a sort of play.

Owner of Atelier del Riciclo
Our informants like swap parties also because #lieyv them to meet other people and to
socialize. This side is all the more relevant floe private swap parties, perceived like an
occasion to meet together and to share a funnyriexpe with friends.
Beside swap parties, the swapping practice canldme perceived like a symbolic way to
maintain a relationship with family members, speeify with grandmothers and mothers. So

that the swapped item becomes a sort of bridgedsetwlifferent generations:
All the things that my mother gave to me mean sbingt there is also the emotional bond with my mdimese
objects testify also our similar style and so welfeach other [...] She often highlights this sayithgiok, how
cool | was”, “We like the same thinks” [...] theseedhe thoughts when | wear something that she gawee.|
feel good when | look at the picture in which sheswvearing the same clothes that now I'm wearing.
12_Asap_27
Finally, the swapping represents a free opportunitggxperiment with different styles:
| like to use things belonging to other peoplés ia way to use something that | would never haught, things
not belonging to my personal style. It's a way xperiment; for instance you are prone to buy alwhgssame
things, you would never have bought a particulghitt, then out of the blue your friend gives ityiou, and so
you accept it, try it on, and then you think: “argg can always throw it away, or | will re-giftar | will give it
to charity!”
5 _Ethic_31

Eco-sustainable fashion
Eco-fashion consumption is often included in a thgalifestyle oriented to environmental

sustainability:
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| basically love everything healthy. | think we domeed to eat a lot, but to eat well. Then | apfate the gym:
| train in a gym every mornings, | really valuedat organic food. [...] | also use natural detergewithout
additives [...]. If it is not organic | won't buy if...] | don’t eat meat very much , | only eat poylonce a week,
| buy it at NaturaSi [...] | also use natural sponges...

13_Altromercato_50

Again in the case of eco-sustainable fashion, aopsion may originate by a multiplicity of
hedonic and utilitarian motivations coexisting Iretsame subject without mutual exclusion.
In this framework, the product’'s capability to sitithe individual’'s esthetical needs proved
to be a sort of necessary prerequisite for alktiigects included in the study.
Eco fashion consumption often originates from thedielb that eco-sustainable products,
especially organic ones, are characterized by argrpquality level. Such higher perceived
quality results from the employ of untreated rawterials and a greater care for the
productive process, in which traditional or hanétexh know-how may be included (as, for
instance, natural dyeing techniques through infusio
I know that some firms adopt natural techniquesgf@mple for the tanning of leather. [...] they tme-quality
row materials. [...] the products are more expensiug, made with better materials, so they produdtebe
quality products, processed like in the past, ubietter raw materials [...] Materials’ quality is lgavarranted.

20 _Altromercato_42
The higher perceived quality often arises from tlo@sumer’s direct experience with the
garments, that result more hard-wearing than cdruesd pieces of clothing and,

consequently, characterized by a higher durability:
[...] an ethical garment lasts for ten years [...] t fhese garments in the washing machine over aad again
and they don't tear.

2 _Asap_28
Moreover, the superior perceived quality may afisen the well-being sensations associated

to the use of organic products:

Have you ever slept among organic cotton sheets®Eamong flax sheets, it's completely different.

Could you describe me your sensations?

Something fresh, neat, very enjoyable. | mean,citmpletely different. | have a trousseau (my motia/e to
me a wonderful trousseau) completely made with #ar cotton, old-fashioned cotton, without dyepaise
tablecloths, raw cotton ... it was called “raw cottdout it's really just natural cotton, today ittslled organic
cotton.

13_Altromercato_50
In some cases, the preference for organic fashimmh raore generally for natural fabrics
originates from the awareness of the chemicals tudmess for the skin:

® NaturaSi is an ltalian supermarket specializeatganic food.
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... I'like natural fabrics, such as cotton, silk..sltlice to wear natural stuff on the skin... stuffraated with
chemical agents.
3_Atelier del Riciclo_40
I never use chemical products... and it's good fahband soul ‘cause chemicals harm the skin [...jethie no
help for it: everything’s chemicals enter deepdasyour body.
13_Altromercato_50

Accordingly, the ethical product may be experienasda safer product, especially when its

users are children:
Such products come from Germany... children’s vestaade with a particular fabric. And this attractesl

because | was looking for safety features. Iryltaére are not such beautiful things.
20-Altromercato_42

As Asap’s press agent emphasized, organic fashimisumnption may also be driven by

specific problems of allergies or intolerances. ldger, none of the women included in the
study declared to consume eco-compatible fashiocause of this kind of problem.

Unlike second hand and swapping, the actual etkioaélenvironmental consciousness proved

to be the primary motivation for organic and reegcfashion:
| think that if a person has a hint of ethical @m¥ironmental conscience, he or she will starimgiguestions.
What kind of questions?
Why do we consume so much. If | consume, | waninderstand what | consume [...] obviously you should
also be a responsible consumer, therefore sometpmeshave to stop yourself, and think: well, we tw&m
consume, it's ok but let's try to understand alke provenience of the raw materials, and wherehdset
products end up [...].
2_Asap_28
... just consider that I'm obsessed with differemthtefuse collection. | really care about it, argkt mad with
people who don’t do it properly. Hence, when | aggroduct that result from a legal application @fycling,
I'm fascinated and | buy it with pleasure, espégialhen | recognise some design in it...
Why are you obsessed with differentiated refudectan?
Because | think it's important to take care of earth and the environment...
6_Humana Vintage 24
I like to think that we are re-using something vaaltalready used and, since | like this kind offstsh why
don’t buying it, why going and buying somethinge&ls
15 Altromercato_39
[...] 'm really keen on everything in which recycladaterials is used, as well as already used predwnce |
hate to throw stuff away [...].
16_Altromercato_32

Some of the informants are so environment conscanus so concerned with the ethical
consumption, to nurture the need to speak aboultit other people, to share opinions,

information, and also products:
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The mothers | met at my daughter’s nursery schetiry to this word, it's a niche... | discovered trganic
products catalogue thanks to them [...] you speak wiem because you share an interest... there’'s wford
mouth [...] | met a family [...] a lady with two childn [...] and we exchanged products, she was hemnéor
and | was there for her, we became friends. Askmaw people sharing your same lifestyle, it's mitter,
you feel that they understand you, you don't haweekplain anything, it's more spontaneous. When
consumption practices are alike, all is simpler We] created a mailing list through which we keepoinch, we
do counter information on various topics, also timeeconsumption. [...] new e-mail addresses have laeleled
and we use e-mails to spread information on pslitonsumption, etc.

20_Altromercato_42

However, sometimes sustainability may be percea®a fashion. Accordingly, organic or

ethical fashion are experienced as a way to shoaroélternative lifestyle:

[...]Perhaps the youngsters are more attracted bg, stpmetimes they live sustainability, if not Iyrlike a
fashion, like something similar. Something alteirgtas it also might be being vegetarian or veGametimes
it is simply experienced as a fashion, and not sbimg you really identify in...

Asap press office manager
Similarly to second hand clothing, eco-sustainafdshion becomes an instrument of
differentiation, a way to assert one’s own persionahd to display a unique and original way
of being:
I'm unconventional, then people notice me ... theyclsd pursue is conspicuous, it's uncommon.

18 Asap_29

... then they are absolutely different from everytfénaround. | mean, Muji’s vests are completelyfed#nt
from whatever other striped vest in whatever pladgke world. Therefore, | buy it.
15 Altromercato_39

In the specific case of recycled fashion, finatlye product may also be appreciated for its
artistic quality or, similarly to vintage, for itsapability to enclose a story humanizing the
product itself:

Why do you like recycled fashion?

Of course, I'm attracted by the ethical side, butoluld be an hypocrite if | said it's for this reasonly. | also
appreciate the creativity and the design featuresrjew form of products. The ethical side is reafpealing,
but I'm interested in the creative side too [...]Japgpens to face with a totally unique product, drat's very
important to me. It's not only a product come aoifi a factory, it's an object with a soul and aaiercharm...
it's something already was but which became somgthew without using new material. It's respectfuluse
old material which is not thrown away. There’s exsfor things.

18 Asap_29
The last excerpt emphasizes how ethical consciemg coexist with different consumer

motivations ranging from the desire for premium lgygroducts to the need to assert one’s
own self; from the will to wear garments free fralmemicals harming the skin to aesthetical
research; from the need to keep abreast with thestiollowing what comes into vogue to the

aspiration to distinguish from the others.
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Fair trade fashion

Similarly to eco-sustainable fashion, fair tradensumption is often included into a social

conscious lifestyle also oriented to environmestatainability:
I'm fascinated by this philosophy of ethical faghibecause I'm really concerned about social prableAll my
life is characterized by social involvement, | haverked as a union officer for many years, so lythelieve in
these things.

13_Altromercato_50

Fair trade shops are usually patronized becaugestieproducts that are habitually bought,

like food and beverages:
[...] usually buy there tea and sugar.
15 Altromercato_39

Most of our informants are used to choose fairdrsistops when looking for a gift:
[...] at Christmas time there is a enormous tent, eacdh@orabombo, selling books, clothes, curtains,atplace
where you go to chose a gift.

10_Humana Vintage 59
For fair trade fashion, non utilitarian-motivatiorsse prevalent. Very few interviewees

mentioned the price accessibility and the prodqutdity:
[...] In my opinion, such products have a very highalify, they are not easily breakable, the materake
resistant.

15 Altromercato_39
The individual’s ethical conscience is the prineigriver for fair trade fashion. A conscience

based on solidarity and altruistic values:
[I consume these products] because | believe int Wiey represent, | believe in their philosophyeatvfree
shops, helping poor countries, mostly female, fencalbperation, mostly in India.

13_Altromercato_50
For ethical consumers respecting working conditidvedping development countries and the

ethics of the product chain are benefits justifying higher price of products:
You buy these products because they are produspeeting producing populations. You know that yoe a
buying “good” products respecting workers. | prefetying these products [...] Moreover, these corponat
assure permanent contact work, so they really otsperkers, not like some corporations delocaliziog
produce at lesser cost or letting people work ith t@nditions in the basement and underpaying tAdmase are
social products: buying them it means that youlyeadre. [...] It's nice because you know that theg a
produced respecting people: that is the most palvdriver. The problem is the price; they are nmickeap, but
it's a good thing, because you know that the egneally went to the producer and are not lostglkbe retail
chain.

20_Altromercato_42

The consumers with the strongest ethic conscieraseanen decide to boycott some brands:
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The idea that my clothes are produced without r&@smgfair working conditions is really botheringenf...] If |
know that some corporations behave in a not redplensay... | mean, if | have some proof, if the gge
reports that, the media [...] | avoid to buy fromdbaorporations.
1 Ethic_29

Mostly, | avoid shops that are not child labouefre

13_Altromercato_30
Such consciousness is well rooted in women withdotm:
[...] If you have some children, you think more abthat, you are more environment conscious and yawk
that there are less lucky people in the world fsgow are lucky, you should share.

3-Atelier del riciclo_40

The attraction toward non industrial products, ématard more human products, is another

driver to fair trade consumption:

They are not mass produced, they are producedabypeeple.
3_Atelier riciclo_40

Moreover, the perceived high symbolic and immaltergdue of fair trade products let them

be chosen as gifts for the beloved ones:
When | decide to give you a fair trade product agifa it has a higher value compared to the vadfiehe
garment in itself. | mean, | have chosen it becded@nd the product there is a thought. For ingagou can
appreciate it, because | know that you are enviemtroonscious, or | give you a fair trade littleg; because |
know that you don't like to waste money for jewélmean, thatis how I think.

17 _Altromercato_30
Speaking about gifts [...] there is more thought hdhit, there is the will to give something with ancept, a
story, an ethic.

12_Asap_27

The qift, not only of a fair trade object, but imyacase of something linked with an

environmental or humanitarian cause, can make pebpik about some important issues:
| have bought one [garment] in New York [...] Thesdw it in the H&Ms all over the world and so | bbtig
another as a gift, a gift with a message [...] thessage was that the money spent for the gift waatddrio an
association fighting HIV [...] The initiative was ¢adl “Fashion against AIDS” and they were designed.b]
someone by Dita von Teese, by McWilliamson, I'nt siare about that.
A project promoted by H&M, surely still working [...[] really believe in these things, in the idea tthe
garment as a messenger”! [...] | believe that clghtan communicate at a more deep level, let petbyirhd
deeply.

12_Asap_ 27
Besides all these social and altruistic motivatijadhat seem to be prevalent, many informants

choose fair trade products because they are mgttgir personal style:
I like to dress colourful, so it's perfect.
16_Altromercato_32
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As we have seen for the eco-sustainable fashign, fal faire-trade products the suitability
with personal aesthetics ideals and with persoméemption choices is a prerequisite.

5. Discussion and limitations of the research

According to motivations reported from consumerawabur literature, we have re-codified

the motivations obtained from the study and sumthech up in table 3. The findings let us
go beyond the classical dichotomy between hedamicudilitarian motivations by adding a

third category related to ethical motivations. lededespite the utilitarian and the hedonic
sides of ethical consumer behaviour (i. e. avoidiagte, recycling and limiting the depletion
of resources or avoid guilt and the pleasure ofdpevell by doing good), sometimes these
categories are unable to explain the ideologicahotations of the ethical commitment. As

discussed above, such categories are not mutuallystve and typically coexist.

Table 3: The motivations grounded from the study

Category of ethical fashion Motivations

Second hand clothing 1) Utilitarian: (a) affordéil (b) perceived quality.

2) Hedonic: (a) treasure hunting; (b) self exp@ssind differentiation; (c)
nostalgia; (d) affiliation; (e) being up to datehwfashion.

3) Ethical: (a) environmental friendly life-styl@y) avoid waste; (c) distance
from the system.

Swapping 1) Utilitarian: (a) affordability
2) Hedonic: (a) affiliation.
3) Ethical: (a) avoid waste.

1) Utilitarian: (a) perceived quality; (b); safety.

Eco-sustainable 2) Hedonic: (a) affiliation; (b) self expressiondadifferentiation; (c);
aesthetical research (d); nostalgia (e); beingugate with fashion.
3) Ethical: (a) environmental friendly life-style.

Fair trade 1) Utilitarian: (a) affordability; (b) perceived glity.
2) Hedonic: (a); affiliation (b); aesthetical resda
3) Ethical: (a) environmental friendly life-styl€b) solidarity; (c) distancT

from the system.

Among the motivations thieedonic ones are numerically prevalent. We decided toodkfg
them into the following categories: affiliation;lisexpression and differentiation; being up to
date with fashion; aesthetical research, nostalgthtreasure hunting.

Affiliation recurs in all the four souls of ethical fashianisirelated to the social aspects of
consumption such as sharing styles and objectsreférence groups (Tauber 1972); sharing
a playful experience with friends (Arnold, Reynqld¥03); meeting other people and
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socializing (Roux, Guiot, 2008); symbolically mamnting relationships with family members
and communicating with other people having simiierests (Westbrook, Black 1985).

Self expression and differentiationmainly recur in eco-sustainable and in second-hand
fashion. They are related to the desire to assersmwn personality and to display a unique
and original way of being through unconventionaingents (Roux, Guiot, 2008). Moreover,
such category is connected to the need of expetintenew selves and styles, playing with
one’s own body (Westbrook, Black 1985).

Being up to date with fashionrefers to desire to be fashionable (Westbrook¢lgl4985;
Arnold, Reynolds, 2003) wearing vintage clothingdat® be up to date following the
sustainability trend.

Beyond the gratification experienced when the pecoditls consumer’s taste (Westbrook,
Black 1985) aesthetical researctencompasses the attraction for the creative didecgcled
fashion, as well as the fascination for past styles

Nostalgia represents the fascination for products “with at’pas “a story behind” (Roux,
Guiot, 2008).
Treasure hunting refers to the pleasure of bargaining (Tauber, 19¥2stbrook, Black,

1985; Arnold, Reynolds, 2003) finding treasureshsas collectibles and luxury brands
(Bardhi, Arnould, 2005).

As to theutilitarian motivations we distinguished among affordabilfigrceived quality and
safety.

Affordability includes the search for fair price (Bardhi, Arnqu2@05), the desire to spend
less and to buy more for the same budget (Rouwot2008 ).

The research highlights that ethical garments aodssories are chosen thanks to their higher
perceived quality. Such quality results from the employing of untrelataw materials and a
greater care for the productive process, in whiatitional or handcrafted know-how may be
included

The issue ofsafety emerges only for some eco-fashion consumers coedeabout the
harmfulness of chemicals for the skin.

A quite wide array okthical motivations emerges from the interviews: the adhee to an
environmental friendly life-style, the drive to astavaste, solidarity, distance from system.
The adherenceto an environmental friendly life-style emerges as a common trait among
the different souls of ethical fashion ((Dicksonittdell,1997; Dickson, 2000; Bovone, Mora,
2007)
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Avoiding waste can be interpreted as a way to behave ethicallyhas polluting the
environment discarding old clothes (Roux, Guiot0&0 However, avoiding waste is
sometimes a way to avoid feeling guilty about didtay used clothes. Furthermore,
accordingly to literature, products can also beycks within family circles (Bardhi,
Arnould, 2005).

Solidarity and generally altruistic values emerge as drivess fair trade products
consumption. Consumers are willing to pay moredothing produced respecting working
conditions and helping undeveloped countries (ok4999, Dickson, Littrell, 1997)

Finally, distance from the systenrefers to the desire to escape the conventionaklisas to
distance from fashion and consumer society (Rouxgi2008 ).

About the research limits, the first one is innatéhe qualitative type of research. Indeed the
results are just evidences collected on a verydidnnumber of people, and, therefore, should
be validated by further research. Moreover, oudysfocused only on the motivations leading
to the choice of ethical fashion, leaving out b#é bther steps of the consumer behaviour

process.

6 Managerial implications

In UK expenditure on ethical goods and servicesdragvn almost threefold from 1999 to
2008 (Co-operative Bank, 2009); the findings (Auggr ali., 2007) of a 2005 survey
conducted by Global Market Institute (GMI) acroswide range of countries including the
United States, United Kingdom, India, Australia,n@da, and countries throughout Europe
reveal that more than half the interviewed conssnveould be prepared to pay more for
organic, environmentally friendly, or fair-tradeopucts. However, despite their continuous
growth in the last years, ethical consumers sresent a niche in the market. Nevertheless,
the findings of our study confirm that ethical felhconsumers are willing to pay a premium
price for ethical products and may be seen as w iméeresting “new” market for existing
corporations provided that they are able to “rédighave in an ethical way and to afford the
costs of such behaviour. Indeed such products eneepved with a higher quality because of
the certified raw materials (like the organic cajtand the manufacturing techniques (like the
natural dying for clothes and tanning for leathigjeots).

Companies willing to adhere to such productive ddatls entering the market of ethical
fashion should warrantee and communicate the higddityy of their products in order to

satisfy consumers’ expectations.
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Moreover, our respondents have shown an high pssyeto speak with friends and
acquaintances about their ethical commitments @i tethical purchase. Accordingly,
ethical companies could stimulate the sense diaifin and the desire to share experiences
and products, as well as the circulations of ideath in the real and in the virtual world.
Ethical brands could foster the spreading of woold mouth communication, through
appropriate in store communication and organizemisars and events, and also through the

support of blogs, forums and the presence in soei@lorks.
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