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Abstract  

The primary goal of the thesis was to propose a customer-driven digital marketing 
strategy for a sustainable Finnish fashion brand – Népra. Through the combined 
knowledge from the literature review and empirical research, the authors were at-
tempting to close the gap between consumer perspectives toward sustainable fashion 
and the way fashion brand talking about their sustainable operations. 
Both theoretical and empirical studies are included in this thesis. The theoretical part 
concentrates on literature review about green marketing, greenwash marketing, chal-
lenges and impact of large corporation in comparison with small and medium sized 
fashion brands in sustainability. Secondary data sources from books, articles, and 
other online sources were used in this thesis. 
Primary data was collected from in-depth interviews and survey, which makes up the 
empirical part of the thesis. The thesis applied both qualitative and quantitative re-
search methods. The quantitative survey was executed and delivered on Google 
Forms platform, including three sections and 24 questions in total (Appendix 1). The 
qualitative research comprises of three in-depth interviews with targeted customers of 
Népra (Appendix 2). The collected results show that price and quality are the top two 
factors influencing consumer behavior. Customers nowadays are also concerned 
about animal welfare and child labor usage of fashion brands. 
Considering Népra’s current situation as a direct-to-consumer online brand, the au-
thors agree that online shopping experience is the most important matter, starting with 
the website. Search engine optimization (SEO), email marketing, social media mar-
keting and influencer marketing are the areas that Népra should really focus on. 
YouTube and Instagram should be the main channels of interacting with customers, 
and TikTok is an emerging and potential channel that is also worth considering.    
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1 INTRODUCTION 

1.1 Thesis Background  

The fashion industry is among the top influential yet polluted industries in the world. Its 

complex supply chain usually involves raw materials production, textile and clothing man-

ufacture, retail, shipping, usage, recycle, and disposal of the garment. Along with the tre-

mendous growth of fast fashion brands, issues related to sustainability and environment 

are of the top priority right now with approximately 75% of consumers around the globe 

talking about sustainability, especially in fashion (Segran 2019). They are demanding and 

expecting more transparency and actions from corporations towards this matter. There-

fore, a new business model or a more appropriate way to approach fashion is a must for 

brands to survive in this field.  

Nowadays, “green and ethical” marketing or advertising is being employed by fashion 

brands to promote “conscious” practice of fashion to their customers, such as H&M’s Con-

scious clothing line which claims to only use organic cotton and recycled polyester; 

Puma’s biodegradable InCycle collection; or Zara’s eco-efficient stores (The Fashion Law 

2016). Although it is a good sign that brands already started to tackle global warming 

problems, the dark side is, not all the labels who market themselves as sustainable are 

actually making sustainable products. This leads to the term “greenwashing” marketing, 

which is going to be investigated further in this thesis. 

The motivation behind this topic comes from the authors’ interest in fashion and 

knowledge in digital marketing. In spite of being fashion lovers, the authors are also aware 

of its impact on the environment. Therefore, being responsible and conscious consumers 

is their vision and they are trying to commit to it on a daily basis. In the recent two years, 

the authors have expanded their knowledge about fashion and seen many marketing 

campaigns related to sustainable clothing lines. Some of their friends and family members 

were actually influenced by those campaigns. Thus, a study about consumer’s perspec-

tive and behavior toward sustainable fashion as well as how the brands communicate 

their sustainability products and values with their customers through digital channels is es-

sential.  

1.2 Thesis Objectives and Research Questions 

The primary goal of this thesis is to examine a customer-driven both traditional and digital 

marketing strategy for Népra Oy, which is a sustainable activewear Finnish brand. As a 

research-based thesis, this thesis also aims to provide extensive insights on how various 
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factors of a clothing brand motivate target consumers to purchase the product. Digital 

marketing activities as well as implementation parts toward the target audience will be 

also discussed and eventually draw a conclusion on which aspects of the “green and ethi-

cal marketing” should be emphasized in the marketing plan. The research questions and 

investigating questions are aiming to provide the information related to: 

• Customer’s perspective, behavior, thinking, and choice toward sustainable fashion 

• Challenges and impact of big corporations versus small and medium sized brands 

in sustainable fashion  

• Practical suggestions written based on the survey conducted from potential con-

sumers of Népra 

• Recommendations to improve the efficiency of digital marketing in order to gain 

more interest from target audiences of Népra 

Therefore, the central research question is: How Népra can take the advantage of their 

sustainability background and improve their digital marketing strategy in order to win over 

customers as well as increase their loyalty.  

1.3 Research Methodology and Data Collection 

In general, the thesis is classified as applied research, while the inductive research ap-

proach, quantitative and qualitative data collection method are utilized in this study (Figure 

1). 

Applied research or action research’s purpose is to address specific problems and valua-

ble on practical levels. Besides, inductive approach or inductive reasoning commences 

with the observations and collected data to identify the patterns and build the theory along 

with the research process. Therefore, hypotheses are unnecessary at the beginning of the 

research and the researcher has more spaces in navigating the research process and re-

sults. Nevertheless, using existing theory to formulate the research question is still ac-

ceptable in inductive approach. (Research Methodology 2020.) The thesis aims to find an-

swers for the questions of what and how, thus, the mentioned methods above are appro-

priate.  

Qualitative and quantitative data collection method are applied in the study with the aim of 

gaining rich insights and evaluating larger-scale data about customer behavior and under-

standing regarding sustainable fashion. The theoretical part is based on secondary data, 

including academic books, published articles, company reports and news from internet.  
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The empirical part of the research is based on primary source from interview and ques-

tionnaire’s results of target customers of the case company. The data from the small sur-

vey is collected anonymously and the identity of people participating in the interview can 

be hidden, upon request. 

 

Figure 1 Research methodology 

1.4 Scope and Limitations of the Study 

The thesis only focuses on providing strategies for Népra in Finland and European mar-

ket. Other studies can investigate customers in other regions, for example Asia where the 

main source of textile supplied for several giant corporations around the world is placed. 

The first potential limitation is time and resources, which means the thesis is conducted 

under time constraints with limited data sources. The additional limitation is the reach of 

audience in order to collect data, which is due to the limited network of authors.   

1.5 Thesis Structure 

The thesis combines seven chapter in total, an introduction, theoretical framework, desk-

top research, literature review, empirical research, conclusion, and summary (Table 1). 

The first chapter provides an overview about the thesis topic, research questions, thesis 

objectives as well as the limitations and research method applied in the thesis. The next 

chapter presents literature review on green marketing, greenwash marketing, its charac-

teristics and applications nowadays. Chapter 3 gives overall understanding of how giant 

corporations and small to medium-sized brands are making fashion more environment-

friendly. The next section gives a thorough picture of the case company and their needs. 

• Applied researchResearch 
Method

• Inductive approachResearch 
Approach

•Qualitative and quantitative data collection 
method
•Primary: survey and interview
•Secondary: books, articles, reports, internet

Data 
Collection
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Chapter 5 is empirical research demonstrating the process of research design, data col-

lection and analysis. Chapter 6 provides research results, pragmatic recommendations for 

commissioner and assesses the validity and reliability of the thesis. The final chapter once 

again summarizes the whole study.  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



5 

Table 1 Thesis structure 

Chapter Name Description  

Chapter 1 Introduction Overview about the thesis 

topic, goals, research 

method, and limitations 

Chapter 2 Green marketing and 

greenwash marketing 

An academic study of two 

terms green marketing and 

greenwash marketing 

Chapter 3 Large corporations and 

small and medium-sized 

brands in sustainable fash-

ion 

Secondary research to gain 

better understanding of the 

obstacles which both large 

companies and small to 

medium-sized brands are 

facing in sustainable fash-

ion production 

Chapter 4 Népra Oy case study Details about commis-

sioner’s products, business 

practices, customers, mar-

kets and competitors 

Chapter 5 Empirical research and 

data analysis 

A combination of interview 

and questionnaire to collect 

data about target custom-

ers, research key findings 

and recommendations 

Chapter 6 Conclusion Evaluation of the whole 

study 

Chapter 7 Summary A summary of the thesis 
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2 GREEN MARKETING AND GREENWASH MARKETING 

2.1 Green Marketing 

This chapter will clarify and provide a clear definition of the important concept of green 

marketing so that readers can become acquainted and understand them further in the 

next parts of the thesis. The concept of green consumers, green buying behavior, busi-

ness opportunities, and challenges will be also discussed in more detail. 

Back in the 1960s, having an environmentally conscious lifestyle was considered to be a 

very fringe phenomenon. However, the scenario has changed a lot that green has be-

come mainstream as people are taking sustainability-related issues seriously and de-

manding more practical actions from government as well as businesses in fighting for their 

future. (Ottman 2011, 1-3.) Therefore, green marketing has quickly become the core value 

of most organizations. The term and idea of “Green Marketing” were initially generated 

from several factors such as population growth, climate change, threatening the future of 

human being, natural resource scarcity evolve (Yakup &. Sevil 2011, 1808-1814).   

2.1.1 Definition of Green Marketing  

To get a better understand of the term “Green Marketing”, we will look at the simple ver-

sion of two individual words “Green” and “Marketing”. Green is associated with growth, 

freshness, nature, safety, and environment, which is used to describe something that 

brings positive impact to human being and surrounding. Green energy, for example, refers 

to renewables, such as wind power. (Color Matters 2020.) Marketing consists of several 

activities that business undertakes to offer a right product or service to customers at the 

right time or to build relationship with customers. Marketing department in a company usu-

ally engages in different steps of business process, including packaging, sales, advertis-

ing, recycling, and actual product or service creation. (Twin 2020.) 

Once combining two words together, green marketing stands for promoting the products 

or services based on its environmental factors or awareness. Another way of thinking is 

business making and offering goods that have positive or at least do not cause any harms 

to the environment and planet. (Ward 2020.) 

There are numerous things included in green marketing, such as making environmentally 

friendly label, utilizing packaging materials that can be easily recycled, implementing sus-

tainable business practices or putting effort on making green advertising and commercial 

that reflect green benefits of such products or companies (Kenton 2019 a). However, 

sometimes companies are spending huge budget on promoting their image to enhance 
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reputation in consumers’ mindset instead of taking actual actions to protect the planet. 

This action is considered as greenwash marketing, which will be explained later on in this 

study.   

This promotional method may be costly, but the rate of success is higher due to increas-

ing demand of consumers. For example, products made domestically in Finland tend to be 

more expensive than those produced overseas by using cheap labor, but they have a sig-

nificantly lower carbon footprint thanks to short distance between factory and store 

(O’Brien 2014). In addition, products labeled and made locally receive support from con-

sumers and communities who believe in the environmental benefits that greatly outweigh 

the price difference (Atkinson 2014). 

2.1.2 Green Consumer 

It is important to understand green customer concept before getting into the green market-

ing activities. Ottman (1993) and Peattie (2001) divide green customer needs into four 

groups, including knowledge and information, lifestyle choice, desire to be meaningful, 

and desire to manage. These needs are defined according to what the market is able to 

offer them. Figure 2 includes motivational needs at various hierarchical levels in a pyramid 

to understand how consumers are influenced in their choices to achieve their needs. They 

can be defined as physiological needs, safety, love and belonging, esteem, and on top of 

the pyramid is self-actualization. 

Figure 2 Maslow's hierarchy of needs (Cherry 2019) 



8 

The structure of Maslow is often shown in a pyramid. The most basic needs are made 

up of the lowest levels of the scale, while the complex demands are at the top of the pyra-

mid. This pyramid can be used to explain the green customer needs, therefore suggesting 

that, green consumers buy environmentally friendly products in order to contribute their 

impact to a safer and better planet, while improving their health. This meets the bottom 

standard of the pyramid which is physiological and safety needs. At other stages, other 

green consumers satisfy their needs for love and belonging by restoring it to the world, 

thereby establishing belonging to a culture that loves the environment. This results 

in high-esteem and self-actualization.   

Based on this hypothesis, according to research conducted by Ginsberg and Bloom 

(2004) in choosing the right green marketing strategy, the findings suggest that green cus-

tomers who decide to buy green goods are not having great interests on the quality of the 

product as long as the product brings positive impact on the self-interest of consum-

ers and also promotes its environmental benefits. It is also said that green buyers are 

more likely to overlook the expense as long as their comfort is supported by the product 

aids. (Michaud &. Llerena 2011.) The key findings here indicate contradictory view, so it 

can be interesting to learn more about trends that effect the decision-making of consum-

ers to buy green products. 

Consumers, though, say that they worry about rising seas, melting ice, declining air qual-

ity, shrinking animal habitats, and global warming, when it comes to actually buying green 

products, words and deeds usually part ways. In specific categories, products with sus-

tainable benefits witness growing twice compared to the conventional counterparts. Nev-

ertheless, according to Harvard Business Review, 26% out of 65% of people in one recent 

survey, who show their concern and interest in sustainable brands, actually do so. (White, 

Hardisty &. Habib 2019.) 

There is no globally official definition of a green customer or lifestyle. However, the seg-

mentation model in Figure 3 is a great tool for businesses to understand the ethical and 

sustainable consumers. There are three main factors, including engagement, functional 

benefits and emotional benefits of products, which are used to divide consumers into six 

types. Accordingly, the first two categories, with low engagement and functional benefits 

seeking, are unwilling (10%) and rejecters (18%). The unwilling type consists of those who 

are aware of climate change and related environmental issues but not ready to act. The 

rejecters ignore both the issue and action. For these kinds of customers, it is advised that 

companies should respect their point of view and take no extra effort as well as cost to 

persuade them. The next two groups are those who show high engagement and interest 
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while looking for functional benefits of goods. They are the confused type (25%) and the 

campaigners (18%). The confused consumers are fully aware of climate change but need 

encouragement and motivation to really take action. On the other hand, the campaigners 

still need to see the real advantages of sustainable products to trust and consume. Busi-

nesses should focus on providing fact-based information with clear and simple communi-

cation style about rational benefits of products in solving sustainable issues. The last two 

types are followers (8%) and optimists (21%), with high engagement and emotional bene-

fits seeking. The optimists are highly committed and want to feel good using sustainable 

products or services, whereas the followers just want to update with the trends. (WBCSD 

2008, 18.) 

Figure 3 US and UK consumer segmentations (WBSCD 2008, 18) 

2.2 Characteristics of Green Marketing 

Green marketing is not just about making brand look good nor advertising of environmen-

tally friendly products or services. This includes improvements to the business’ image and 

the production process. Green marketing is also about using different marketing perspec-

tives, given the global environmental destruction implications that we have. It is about the 

capacity of a firm to meet desires of the consumers with minimum environmental 

harm. (Fonseca 2015.)  
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According to Learning Hub G2, brands are doing green marketing should shift their mis-

sion and goals from revenue-driven to environment-conscious and have the least impact 

on the environment as possible. Those goals of green marketing can be seen as follow-

ing: (Vos 2019)  

• Implementing sustainable business practices   

• Demonstrating social responsibility   

• Reducing expenses (packaging, transportation, energy, water usage, etc.)  

• Illustrating how safe and mindful products or service are  

Regarding Ottman (2011, 93), as can be seen in Figure 4, conventional marketing con-

cept is about meeting the needs of consumers with best prices and ensuring the product 

or service is publicized. In contrast, green marketing is much more complex than just sat-

isfying customer. It offers products or services that go hand in hand with quality, perfor-

mance, reasonable price and maximizing convenience with minimal environmental impact 

and consequences on the planet. While creating the brand identity at the same period, 

consumers play an active role towards it and partially take in its operations and gain sus-

tainable benefits. Essentially, becoming conscious of their buying habits has a significant 

influence on the environment. 

 

Figure 4 Differences between conventional and green marketing (Ottman 2011, 98) 

There are seven ecological communication effectiveness approaches and they under-

line creativity and sustainability (Ottman 2011, 99-101).   
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• Recognition of the principles of customers and partners on their social and envi-

ronmental issues  

• Offering products to satisfy customer regarding quality, price, performance, etc. 

Also, minimizing impact on environment as much as possible  

• Offering products that support consumers in a way that they realize their deci-

sions have an effect on current and future generations  

• Assuring firm practices are legitimate   

• Exploring competitive advantages by taking up new product development ap-

proaches   

• Commitment to tackle environmental issues  

• Never give up. Encourage sustainable activity and influence buying patterns that 

are environmentally friendly  

2.3 Definition of Greenwash Marketing 

As the green wave of sustainable development and production has swept around the 

world, consumers, especially in the young generations, are increasingly interested in con-

sciously environmental lifestyle and consumption with less plastic and no more single-use 

products. Therefore, demand for environmentally low-impact products is raising higher, 

leading to brands falling over themselves to deliver it. Consequently, companies are 

spending huge resources, efforts and investment in demonstrating how environmentally 

friendly they are. They massively promote their eco-friendly goods and in some ways, they 

mislead their communications since their actual business operation cannot live up to the 

promotionally eco standard. As a result, this action is defined as greenwash marketing. 

Greenwash is the fraud of the company in providing misleading information regarding en-

vironmental responsibility and ecological benefit of the products, services or the company 

image itself. Usually, greenwash marketing happens due to the exaggeration of compa-

nies about their environmental claims. This term is developed based on the popular term 

“whitewashing”, which indicates the practice of covering up unethical activities through 

misleading information. (Kenton 2020.) Greenwashing can be done intentionally or unin-

tentionally, therefore, it is critical to develop a practice or guideline of a proper green mar-

keting campaign in order to avoid falling in the trap of greenwash and damaging corporate 

reputation.  
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Effectiveness of Communications 

As the greenwash term is related to two main factors, including environment and commu-

nications, four types of greenwashing can be illustrated through the matrix below (Figure 

5). 

 

 

Figure 5 Types of Greenwash (BSR &. Futerra 2009, 4) 

Misguided Greenwash 

This group includes companies with huge strategic focus and efforts on the improvement 

of ecological performance of products and services as well as manufacturing processes, 

however, their marketing department fails to convey the environmental message effec-

tively, leading to losing their market share and potential customers. By improving market-

ing strategy, they can easily leverage image and move to the “Effective Environmental 

Communications” type. (BSR &. Futerra 2009, 4-5.) 

Unsubstantiated Greenwash 

The companies who are putting less efforts into actually sustainable initiatives than its 

marketing, PR and communications belong to “Unsubstantiated” quadrant. This group is 

the main barrier in moving toward a more sustainable economy and society. Since sooner 

or later their fraud will be exposed to the public, their mistakes can affect the whole indus-

try by making customers more skeptical of environmental initiatives and promotional cam-

paigns. (BSR &. Futerra 2009, 4-5.) 

Misguided
There are better ways to 
communicate company's 

strong results

Effective Environmental 
Communications

Keep it going - This is 
where customers want all 

businesses to be

Greenwash Noise
Company's 

communications are not 
helping anyone, including 

their business

Unsubstantiated
Brand's claims lack 

credibility and put the 
brand image at risk
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e 
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Greenwash Noise 

As consumers are being more sensitive and knowledgeable about greenwash, those mes-

sages like “We are green and organic” without truthful and credible data are unable to 

convince them. Those businesses need to seriously work on their sustainable strategy 

again to improve both marketing and operational practices. Only by doing this, they can 

leverage their reputation and move to the “Effective Environmental Communications” 

group. (BSR &. Futerra 2009, 4-5.) 

Effective Environmental Communications 

These businesses not only care about ecological system but also put huge efforts into cre-

ating and developing products and operations to be more environmentally friendly. Addi-

tionally, they are able to clearly convey messages and show their impacts to the public. 

Those are the role model that every business should look up to. (BSR &. Futerra 2009, 4-

5.) 

2.4 Characteristics of Greenwash Marketing 

In the era of raising concern about ethical issues, in order to protect brand image, sales, 

partnerships and customers while properly shouting about business sustainability creden-

tials, a greenwash checklist or characteristics list is essential for everyone.  

Futerra has published ten signs of greenwash in the “UK Guide to Greenwash” as follow-

ing Table 2: 

Table 2 Ten signs of greenwash (BSR &. Futerra 2009, 7) 

Signs Examples 

Fluffy language Terms like eco-friendly are widely used in 

companies’ packaging, website, social me-

dia channels, brochure, etc. without stating 

clearly its meaning 

Green products made by dirty company Companies claim that their products are 

green but still pollutes rivers and treat their 

employees poorly 

Suggestive pictures Companies are using inappropriate green 

images such as flowers blooming from ex-

haust pipes 
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Irrelevant claims One tiny green attribute is not enough to 

claim the whole brand image as green and 

cover up other ugly mistakes 

Top in class In spite of being slightly greener than the 

rest, the fact that the rest are pretty terrible 

is still unacceptable 

Just not credible Companies are trying to make a danger-

ous product like cigarettes as green as 

possible 

Jargon Companies are using information or so-

phisticated words that only scientists could 

understand 

Imaginary third party Companies are using a made-up third-

party endorsement 

No proof Companies are unable to provide evi-

dence for their claims 

Out-right lying Companies are using fabricated data 

Besides, TerraChoice, an environmental marketing firm has come up with “The Six Sins of 

Greenwashing” after investigating more than 1000 retail products. 

• Hidden tradeoff: some companies claim their products is green based on only a 

single environmental attribute without concerning other more crucial eco-friendly 

factors such as energy, water, global warming impacts, etc.; 

• No proof: the environmental claim is not supported by accessible data backup or a 

reliable third-party certification at the point of purchase or at the products’ website; 

• Vagueness: the claim is too broad or unclear that misleads the intended custom-

ers. Terms such as chemical-free, non-toxic, all natural and green are meaning-

less without elaboration; 

• Irrelevance: the claim that distracts consumers by emphasizing on real yet unim-

portant information;  
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• Two evils: when the green claim is placed on the product category which is of 

questionable environmental and health-related issues such as organic cigarettes, 

green insecticides and herbicides; 

• Fibbing: the environmental claims are simply false, for instance, the claimed “certi-

fied organic” shampoos without accessibly valid certification, or the dishwasher de-

tergent is contained in a plastic packaging with the claim “100% recycled paper 

packaging”; (NPR 2007.) 

2.5 Greenwash Marketing and Green Purchasing Intentions 

“Green consumption” or “Green purchasing intentions” is among the most important topics 

in today’s society due to increasing worry about global warming issue. Consumers are 

more aware and considerate of their lifestyle and consumption, hence, are more willing to 

purchase greener products. Nevertheless, more firms are trying to commit greenwash and 

capitalizing off this topic in order to enhance brand reputation and increase customer loy-

alty. Consequently, once the real image is revealed, it significantly damages companies 

when consumers’ skepticism towards the green claims increases. To be specific, green-

wash negatively affects three main critical factors, including brand image, customer loyalty 

and their purchasing intention. 

Brand image plays a crucial role in the marketing context, especially in the category where 

differences between competing products and services are little. Green brand image is set 

of factors and perceptions of a firm in the consumer’s mind that is connected to environ-

mental concerns. Greenwash could confuse customers, thus, ruin green brand image of 

companies. (Chen, Lee, Lin & Lai 2016, 119-121.) 

Customer loyalty refers to consumer’s faithfulness and devotion for a product, brand, or 

service by rebuying or referring product, brand, or service to his/her friends. Green loyalty 

could be defined as the repurchasing intentions associated with sustainable commitment. 

Greenwash could be harmful to customer loyalty about environmental consideration if they 

cannot verify the green promotions’ trustworthiness. (Chen et al. 2016, 119-121.) 

Green purchasing intention is the likelihood of a consumer to buy a specific product, brand 

or service as a result of his/her sustainable consumption’s demand. Greenwash, with the 

false green claims delivering to the market, would not only harm the company itself but 

also influence other truly green claims and firms. As a result, customer’s attitude toward 

green initiatives would decrease and they are more doubtful and unwilling to make pur-

chase. To be worse, greenwash could lead to a negative word-of-mouth about environ-

mental messages. (Chen et al. 2016, 119-121.) 
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Therefore, the firms are strongly advised to avoid greenwash at any cost and be more 

transparent as well as honest about their green practices. Once the firm puts their focuses 

on the sustainable initiatives as the top priority and then effectively communicates their ef-

forts with customers, they may gain trust from their end users again. (Chen et al. 2016, 

119-121.) 
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3 LARGE CORPORATIONS VS SMALL AND MEDIUM SIZED BRANDS SUS-

TAINABLE FASHION 

The millennials, born between 1981 and 1996, and gen Z generation, born between 1997 

and 2012, will take up the largest demography in the world, which means they have the 

purchasing power influencing business operation and decision. Even though they want to 

focus on the generally global sustainability, the price sensitivity, especially when it comes 

to fashion is a huge challenge for all the clothing makers since fast fashion with cheap 

clothes has been around for a long time. In addition, there are a variety of obstacles that 

companies with different sizes are facing in approaching and implementing sustainable 

practices.  

3.1 Challenges and Impact of Large Corporations  

Fashion and apparel industry are a complicated system, in which one interfaces with the 

others such as media industry, retail industry and textile industry. The textile industry links 

to chemical fiber, chemical and agriculture industries. When considering five main stages 

in the fashion life cycle, every single phase has extremely negative impact on the environ-

ment if the sustainable practices are not seriously executed (Figure 6). (Savonia UAS 

2020.) 

Figure 6 Linear life cycle (Savonia UAS 2020) 
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3.1.1 Challenges 

Large companies, especially fast fashion brands usually face lots of difficulties in imple-

menting sustainable strategies, mainly due to their complex supply chain and economical 

pressure from shareholders and investors. Thus, they take longer to upgrade business 

models, change their resources’ suppliers and accomplish the sustainable goals. (Segran 

2019.) 

Fast fashion relies on outsourcing and subcontracting 

Even though fast fashion retailers are increasingly taking initiatives to adopt the sustaina-

bility mindset and practice, the globally fast production network and supply chain are at 

the heart of the fast retailing business model. Most of the big names like H&M, Gap, 

Mango and Zara have their headquarters in developed countries to take care of market 

research, design, marketing, sales and finance, whereas their production facilities are 

placed in developing countries by external suppliers known as Tier 1 companies. These 

Tier 1 companies work with several manufactures that have no legal and authorized con-

nection to the original fast fashion brands. Hence, the poor infrastructure, harassment, 

dangerous working conditions and underpaid salary for factory workers in the bottom tiers 

of the production network are big challenges that negatively affect the reputation of fash-

ion brands due to the disconnect between the raw materials and the finished products. 

Moreover, there are various unauthorized and unregistered subcontractors operating in 

developing countries and even the paper documents are easily made up or manipulated 

there. (Stafford 2018.) The weak labour unions and violent workers protests are barriers in 

implementing immediately fair labor conditions and wages. A report from Labour Behind 

the Label showed that not any brands out of 32 leading clothing labels could prove that 

their workers in Asia, Africa, Central America and Eastern Europe are earning enough for 

their livings. (Biondi 2019.) 

The McKinsey’s 2019 report shows that responsible sourcing at scale has become the top 

priority for fashion companies as more consumers question the origin of raw materials 

used for clothing production. Hence, supply chain traceability and digitization of sourcing 

processes which means incorporating technology into tracing the product’s life cycle are 

the top-ranked factor for action. (Berg, Hedrich, Ibanez, Kappelmark &. Magnus 2019.)  

Cultivation of more sustainable materials 

2,700 litres of water is needed only to make a single T-shirt, according to the WWF, 

hence, other environmentally friendly materials like organic cotton, which can be produced 

with 91 per cent less water compared to conventional cotton as well as without fertilizers 
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and pesticides, are better alternatives now (Chan 2019). Despite most large corporations 

understand the importance of sustainable raw materials, working down the whole supply 

chain to adopt more eco-friendly fabrics is difficult and costly, expectedly adding 5-10% 

more to the base price of final product. Additionally, the raw materials production is the 

least visible process, located at the bottom of the supply chain and involved with a range 

of different fields like agriculture and chemical industries. (Purt 2011.) 

3.1.2 Impact 

The lack of factory ownership and limited influence on supply chain are among the chal-

lenges, however, the giant corporations have advantage from their big names and great 

financial resources to put pressure on those suppliers and to force them change the situa-

tion inside the factories. The multinational companies even have enough scale to lobby 

governments for better regulation implementation. (Biondi 2018.) 

Although large corporations usually face more difficulties and criticism from public, it is un-

deniable that they could generate more positive impact on the society and environment as 

well as propel the entire fashion industry forward thanks to its big scale and resources to 

invest in cutting-edge technology and infrastructure such as fabric or sneaker recycling. 

For instance, the H&M Foundation is dedicating its resources in recycling fabric at a large 

scale, while Nike is inventing a new kind of leather from the cutting room floor that is ex-

pected to be more sustainable than traditional leather. (Segran 2019.) 3D design, 3D sam-

pling and 3D prototyping can help significantly reduce waste. And big fashion brands 

could implement these technologies almost immediately. (Biondi 2018.) 

Taking Everlane and Adidas as examples, both brands are committed to removing virgin 

plastic from supply chain. Everlane, with an annual revenue of 100 million dollars, prom-

ised to achieve this goal by 2021, whereas Adidas – a 21-billion-dollar company – has set 

the same target until 2024 and just eradicate virgin plastic from shoes and clothes be-

cause of its larger supply chain. However, 311 million out of 403 million pairs of shoes 

could be made every year from recycled plastic by Adidas, which creates greater impact 

in general. (Segran 2019.) 

3.2 Challenges and Impact of Small and Medium Sized Brands  

Several corporations are integrating “triple bottom line” strategies in their activities– taking 

community, earth, and revenue into consideration. John Elkington, the creator of a UK 

company named Sustainability, first invented the term “the triple bottom line” as a defini-

tion in 1994 (Elkington 1994). The framework involves a way of taking account of the 
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cultural, environmental and social effect factors. John Elkington describes the idea of “Tri-

ple Bottom Line” or “Triple P (People, Planet, Profit)” as sustainability relates to the bal-

ance or harmony across economic, social and environmental sustainability (Elking-

ton 1997).   

This relationship can be visually described as the collision of three circles below (Figure 

7). So only when all three elements are taken into account (the middle is the intersection 

of all elements), the sustainability can be achieved. 

 

Figure 7 Triple Bottom Line concept (Dalibozhko & Krakovetskaya 2018, 3) 

Discussions regarding sustainability have dominated research in recent years, both 

big fashion players, and small business owners starting to explore the going-green chal-

lenges and consider sustainability as the core of their businesses and services. However, 

small and medium-sized brands usually have smaller impacts and bigger numerous chal-

lenges when it comes to building a sustainable fashion brand.   
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3.2.1 Challenges 

Cost of production  

Small and medium-sized sustainable brands usually offer iconic items and long-lasting 

value. Large companies, on the other hand, utilize cheap labor, thus benefitting mainly 

from developing economies. The mass-produced products are measured accurately in 

every possible way; a highly computerized program optimizes the layout on the materials, 

and the production circle is carefully observed. Every inch of wasted fabric multiplies by 

thousands and millions. The supply chain responsiveness of large-sized companies is the 

main factor why it has outperformed other departments and specialty stores (Karr 2009). It 

also addresses why SMEs – made with better quality products and fabrics manufactured 

locally or fairly – cannot cope with manufacturing costs. Doeringer and Crean (2006) com-

ment that producing time of large companies is significantly shorter than SMEs. Small and 

medium-sized brands are usually investing even more effort and time in their work and 

face higher overheads and variable costs. Therefore, this leads to the topics: Can SMEs 

not only be consumer-friendly but also economically viable? Can they fulfill environmental-

conscious consumer demands? Environmentally conscious brands have been passionate 

about the results of their outputs. Although large companies transform the laborer who 

mass-produces goods into a virtual blind eye, SMEs reflects on the individual employees. 

Noticeably, fashion companies in both large and small-sized have a spirit for what they 

are doing. (Watson 2013.)  

Response to Trends  

For many years, it has been always easier for big fashion companies to define the market 

over time. Buyers go to retail stores and decide what to buy based on their interests and 

what is available, as opposed to what might better represent their tastes and inclinations. 

Large companies can follow the market’s trends very closely, which enables them to track 

shopper preferences quickly and to respond promptly to the demand. They focus on pro-

ducing more styles instead of more quantities per style. Fashion lovers are easily seduced 

by a cheap edition of the new trends shown at the most popular fashion shows or weeks 

all around the globe. On the other hand, you may view SMEs as “a stigma given to a re-

tailer”. The negative in this argument is based on the fact that fashion has to remain 

trendy to be accepted as attractive in today's world. The point is based on the argument 

that SMEs cannot, nor are they willing to, pursue constantly evolving fashion trends, 

whereas large companies always do. These retailers’ main operation method is non-stop 

changing in styles and trends of their collections. It has been proved through many studies 

that buyers who love local and sustainable brands, purchase less in quantity but more in 
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quality. Nevertheless, unlike in large and fast fashion companies, small and medium-sized 

companies have very little capacity to monitor their consumers' tastes and act quickly to 

meet the demand, influencing the success of SMEs. (Pookulangara & Sphephard 2013, 

200-206.) Reaching a balance between production costs, design and product desirability 

requires constant compromise, especially when customers are still highly sensitive with 

price (Biondi 2019). 

3.2.2 Impact 

The apparel business has catastrophic environmental effects. It is currently the world’s 

second-largest polluter, only behind the oil and gas sector. And the risk to the atmosphere 

is growing as the industry expends as long as consumers stop consuming fast fashion 

from unsustainable large fashion producers. (Cosmopolitan 2019.)  

One must understand small and medium-sized brands that are constantly creating mean-

ingful impact whether by recycling or sustainable design. These fashion labels, in certain 

respects, make our planet a better place. (Sachs 2019.) 

For instance, Azur World, a local brand in France is making its best avoiding mass-pro-

duction and improving existing raw materials by using only high-quality natural antique 

patterns woven in France. Normally, fabrics and buttons are hand-colored by hand without 

using chemicals or heavy metal. Besides, their buttons are made by 100% cotton and nat-

ural corozo. Azur World is aiming for a stronger understanding of the environmental impli-

cations of the apparel sector and consumerism. Azur World founders are expecting to see 

a return to local creation, craftsmanship and that would be a no longer luxury. They be-

lieve in the uniqueness and meaning of things that have a story. (Mundigo-Moore 2019.)  

In the fashion industry, building sustainable brands and making positive impact on the en-

vironment are difficult missions for SMEs. Fortunately, while pursuing this goal, small and 

medium-sized brands also receive good effects from it. For example, Roop was founded 

by Natasha Fernades in Manchester. The brand offers one-of-a-kind pieces. According to 

Natasha, sustainability is her brand’s core business. She uses leftover stocks of recycled 

fabrics for the body of the bags. She is using and utilizing what is already in stock, aiming 

to reduce wastes as much as possible. Being sustainable gives Natasha more rooms for 

creativity. Since the materials used to make the products are odd, Natasha tries to utilize 

as many as possible so as not to waste any of the fabric because she never has too much 

of it. Via Roop, Natasha encourages people to stop buying cheap and environmental-

harmful products. She suggests consumers passing their fashion items to someone else 

in need of those instead of throwing it to the trash bin. (Mundigo-Moore 2019.) 
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4 NEPRA OY CASE STUDY 

The main purpose of this chapter is to examine case company’s background and current 

marketing strategy. Combining with results from survey and individual interviews, the au-

thors will give recommendations on the marketing strategy in order to help leverage brand 

image, increase customer engagement, loyalty and sales.  

4.1 Background 

Background 

Népra was founded by Essi Enqvistin and Anna-Maria Niutasen in 2015 in Lahti, Fin-

land. The company aims to promote sustainability and high-quality activewear in the fash-

ion industry, not only pushing the concept of circular economy but also safety and sustain-

ability for both consumers and the environment. (Népra 2019 a.) After an interview with 

one of the founders, it is clear that the company is now moving it market to EU-wide and 

shifting its focus on wider customer segmentation through digital marketing.   

Vision 

Népra is a small sportswear company located in Lahti, Finland, offering holistic, minimalist 

and sustainable made sportswear. Regarding holistic, Népra has the vision of making 

clothes to suit most kinds of activities. The company expects its customers to feel comfy 

and enjoyable while training in Népra's activewear. In terms of minimalist, influenced by 

the simple yet beautiful Finnish design, Népra’s team is proud to mention that their prod-

ucts can be worn regardless of seasons and time after time. Last but not least, all Népra 

products are designed in Finland and ethically made in Estonia with high-quality fabrics 

imported from northern Italy. The company has put effort to keep the logistic network as 

short as possible since day one with an aim to reduce carbon footprints and emissions to 

save the environment. (Népra 2020 a.) 

In addition to activewear, the products offered by the company also include lazy wear 

such as sweater, hoodie, knit, socks, jacket, and gym bag. Népra business model is 

based on the company’ values as they mentioned, “we consider all the costs, not just the 

price on the rack”. Népra is committed to sustainability thinking and is able to say no with 

choices that cause negative results to the environment. (Népra 2020 a.) 

Responsible Values 

Népra has chosen sustainability thinking towards its products and its future for both the 

company and its buyers. The company has promised to consider all the costs, not just the 
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price on the rack. The team has successfully minimized its impacts on the environment 

while offering reasonable price together with high quality and ethical production. Product’s 

lifecycle has also been carefully considered and keeps an important role in achieving high 

quality thanks to the material choices. Népra has promised to be transparent throughout 

the whole production process and always ready to share its information. The founders be-

lieve transparency is the key and one of the effective ways to gain trust from customers. 

(Népra 2020 a.) 

Sustainable Chain  

As mentioned earlier, Népra believes that transparency is the key, but it is not that simple 

as it says. Many brands have put lots of money into marketing and have started to “brain-

wash” their customers by using impressive green commercial video or using famous pub-

lic figures and influencers to manipulate customer’s buying decisions. The real question 

here is: how many of them are putting efforts into saving the environment? Are they trying 

to greenwash us? The fast fashion corporations have been creating tons of green-wash-

ing campaigns to promote false information and fool customers. A brand based on mass 

production ought not to call themselves green at all. (Cate 2019.) 

Some of H&M sustainability campaigns are considered as greenwashing marketing, for 

example, “bring in your old clothes and get 15% off for next purchase”. Due to the compli-

cated process of sorting old clothes into separate fibers and categories, only 1% of 

clothes can be recycled and the rest goes to the landfills or is sent to developing coun-

tries. The main purpose behind those campaigns is to motivate customers to spend more 

money on new clothes while convincing them that they are doing good by bringing old 

clothes to the shops for recycling. (Cate 2019.) 

Népra, on the other hand, suggests that instead of checking only the material, one should 

also take a look into the whole supply chain. If a company wants to call themselves sus-

tainable, they need to make sure all 11 steps below are ethical and transparent.  
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Figure 8 Népra’s Sustainable Supply Chain (Népra 2020 a) 

Népra has published this chain on their website since the company was established (Fig-

ure 8). The main idea beneath is to give consumers an overall picture about how Népra’s 

products are made. (Népra 2020 a.) 

4.2 Situation Analysis Of Social Media Marketing 

Népra is now focusing on social media marketing with an e-commerce website as the 

main touchpoint of sales. The website of company is https://www.wearnepra.com. On the 

website, in addition to sell products, their blog is considered as a channel to deliver com-

pany’s values, messages and content to their customers. Averagely, two blog posts are 

launched each month. According to the statistics collected on 1st August 2020, their Insta-

gram account as in Image 1 (6250 follower) and Facebook page (2272 followers) are an-

other important marketing channels. The content on these two channels are similar. The 

engagement rate of Népra’s Instagram account is 2.20% (Social Stats 2020). Twitter as in 

Image 2 (317 followers and 1696 tweets) and Pinterest (82 followers and around 1300 

monthly unique viewers) are also utilized by the brand, however, with less focus (Népra 

2020 b & f). 
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Regarding content strategy, the brand focuses on conveying their messages to audiences 

about slow fashion and slow lifestyle through articles on website. The main topics include 

guideline on how to take care of clothes, how to be more sustainable by changing con-

sumption and shopping habits, ethical manufacturing process as well as information about 

climate change, microplastic in the relation to sportswear. (Népra 2020 e.) Black Friday, 

originally from the US, refers to the day after Thanksgiving when brands offer massive dis-

counts to attract customers (Kenton 2019 b). However, Népra takes the opposite ap-

proach on this day by closing their online store in order to support global climate action 

(Népra 2019 b).  

Image 2 Népra Twitter account (Népra 2020 b) 

Image 1 Népra Instagram account 
(Népra 2020 c) 
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5 EMPIRICAL RESEARCH AND DATA ANALYSIS 

The empirical research part includes three main sections with the purpose of addressing 

the research methodologies which are quantitative and qualitative research. The result of 

empirical research provides valuable information, combined with theoretical analysis for 

the specification of final recommendations to the commissioner.  

The chosen research methods were carefully chosen based on the topic, the research 

question and research objectives of the thesis.  

• Research question: How can Népra take the advantage of their sustainability back-

ground and improve their digital marketing strategy in order to win over customers 

as well as increase their loyalty? 

• Research objectives: 

o Customers’ perspective, behavior and choice toward sustainable fashion 

o Challenges and impact of big corporations versus small and medium sized 

brands in sustainable fashion 

o Practical suggestions written based on the survey conducted from potential 

consumers of Népra 

o Recommendations to improve the efficiency of digital marketing in order to 

gain more interest from target audiences of Népra 

5.1 Data Collection 

Practical information regarding customer motivations and expectations are of great value 

in order to answer the research question. For this reason, the authors initially suggested 

conducting street interview in Helsinki center with the aim of showcasing the facts behind 

fast fashion and how fast fashion brands are manipulating customers through greenwash-

ing campaigns as well as promoting Népra’s products to more people. The photos and 

videos from the street interview would be utilized for thesis presentation later. However, 

due to the corona virus pandemic, the street interview was replaced by online survey and 

in-depth interviews.  
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5.1.1 Survey Design 

The advantage of online survey is easy in access and spread, thus, making it a great 

choice to conduct quantitative research. The structure of the survey consists of three 

parts, in which the first section’s purpose is to gather information about demographics. 

 Questions from 1 to 5 with multiple choice options collect basic information regarding 

generation (Gen Z, Millennial, Gen X, Baby Boomer), gender, occupation, monthly net in-

come range and frequency of clothes shopping.  

Before asking respondents about their shopping behavior, Question 6 was introduced to 

check their awareness and understanding regarding greenwash marketing. The survey 

participants were asked to rate their knowledge on the scale from 1 to 5, with 1 meaning 

“not at all” and 5 meaning “very much”. There is a brief explanation of greenwash market-

ing before this question. Similarly, Question 7 asked respondents to evaluate their ethical 

shopping and consumption by themselves. 

The next section attempts to compare the significance of several elements that affect pur-

chasing decision of consumers, on the scale from 1 to 5, with 1 indicating “not at all im-

portant” and 5 indicating “very important”. There are nine factors in total, namely brands 

using child labor, high quality of products, environmentally friendly materials, animal wel-

fare, price, brand reputation, sustainable certificates from third parties, information about 

sustainable practices provided on the company’s website, and green image of products/ 

brands on social media/ physical store/ website.  

The same structure of question is applied to the next part of the survey. However, the aim 

of this section is to evaluate users’ level of concern with the certain factors that constraint 

them from shopping ethically. These are high price of sustainable clothes, lack of trust in 

sustainable claims from the brand, lack of awareness of sustainability, boring design of 

sustainable clothes, and lack of physical stores.  

The next question addresses consumer’s motivation behind their shopping practice. There 

are five multiple choices for them to choose, including “I want to look good in front of oth-

ers”, “I want to live sustainably”, “I do not want to be outdated”, “I am very price con-

scious”, and “I love giving my clothes another life”. Understanding the sensitivity of price in 

fashion, the authors decided to ask respondents one question about their willingness of 

spending on sustainable activewear.  The survey ends with the last open-ended question 

where survey participants can share their concerns and opinions. English is the main lan-

guage used in this survey (Appendix 1).  
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The platform Google Forms was utilized to design and send out the survey, thanks to its 

user-friendly experience and analytics tool which is helpful in generating overall picture of 

the survey results. The survey was sent out to authors’ friends, a Facebook group of Viet-

namese students in Finland, and students of LAB University of Applied Sciences via 

email. Within two weeks, the authors collected 116 responses (all questions were re-

quired).  

5.1.2 Interview Questions 

After the survey, the authors carried out two more face-to-face and online in-depth inter-

views with the special focus on activewear consumption and purchasing. Additionally, a 

survey with the same questions was sent to one more person. With the purpose of gaining 

rich and deeper insight, the authors contacted their friends who are the potential custom-

ers of the commissioner. The criteria to choose interviewees include age, income, training 

habits and frequency of using sportwear clothes. Each interview lasted around 30 minutes 

and was conducted in English.  

Question 1 refers to the interviewee’s annual spending on activewear, followed by two 

questions regarding how long an item lasts before he/ she throws it away and what the in-

terviewee does with old workout clothes.  Question 4 explores customers’ favorite sports-

wear brands and the reasons behind their choice. Questions 5 examine interviewee’s 

level of concern on various elements of sportswear, including price, texture, form/shape, 

diverse colors/ patterns, and brand name. The last question discovers customers’ sources 

of fashion and shopping inspiration. The questions are found in Appendix 2.  

5.2 Data Analysis 

Based on the questionnaire results, the authors used Excel and Pivot Table function to 

conduct data analysis. The authors then created a visual presentation of patterns from the 

data analysis process through charts.  
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Figure 9 below demonstrates demographics of survey respondents, based on age/genera-

tion. Among 116 participants, there are 63% of them belonging to Gen Z who are aged 

between 5 and 25 years old. Millennial, including those who were born between 1980 and 

1994, accounts for 32% of the survey respondents. Gen X and Baby Boomer are 41 years 

old and older, taking up only 5%.  

When being asked about gender (Figure 10), 69% of participants are female, while 26% of 

them are male and only 5% do not want to answer this question 

Figure 9 Survey participants by generation 
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Figure 10 Survey participants by gender 

Regarding profession (Figure 11), most of the participants are still students (some of them 

are working part-time), taking up 64%, whereas 30% are full-time employees. The rest 6% 

include freelancer, self-employed and unemployed people.  

Figure 11 Survey participants by occupation 
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According to the findings in Figure 12 about monthly income, there are up to 46% of re-

spondents earning less than 1000€, while 14% of them do not have income, which can be 

understood as students without part-time job and unemployed persons. However, stu-

dents still get monthly expense sources from parents. The percentage of those with in-

come range between 1000€ and 2000€ is 22%, whereas only 12% of participants earn 

around 2000€ and 3000€. The rest 6% includes those with income range more than 

3000€ and persons who do not want to answer this question.  

The next chart (Figure 13) illustrates shopping frequency of respondents. The majority of 

them, 47% usually purchase new clothes one to three times each month. 37% of partici-

pants choose Other option, which consists of various answers such as once per two 

months, once to three times per three to six months, and once per season. However, 

there are also people who choose to pursue minimal lifestyle thus, fashion shopping is not 

their first priority as they only buy when they actually need. There are also those who pur-

chase new clothes two to three times per year or three to six times per year.  

 

 

 

 

 

Figure 12 Survey participants by income 
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Figure 13 Shopping frequency 

Greenwash marketing is among the topics covered in this thesis, hence, the authors de-

cided to study customers’ awareness and knowledge about this area. However, it is inter-

esting to know that majority of them, up to 40.5% have never heard about greenwash 

marketing which they may encounter a lot in their lives with fast fashion brands. 25.9% of 

participants have certain knowledge and 7.8% clearly understand greenwash marketing. 

Nevertheless, the authors realize that there should have been a situation question to 

check if the customers are able to spot greenwashing campaigns or to know how to find 

reliable information sources online (Figure 14). 
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Environmentally conscious lifestyle has become a trend in recent years and ethical shop-

ping is a part of it. When being asked to rate themselves about their ethical purchasing, 

nearly 41.4% of respondents have neutral choice, which means they are relatively aware 

of sustainable consumption but at some points their actions are different from what they 

know and want to pursue. However, averagely a quarter of participants consider them-

selves as relatively ethical shoppers and 9.5% are highly committed to sustainable shop-

ping (Figure 15). 

Figure 14 Greenwash marketing awareness of participants 
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The bar chart (Figure 16) presents the significance of several factors that influence fash-

ion shopping behavior of customers. The participants were asked to rate those elements 

on the scale from 1 to 5, with 1 indicating not at all important and 5 indicating very im-

portant. 44% consider price is the most crucial factor when it comes to buying clothes. A 

large majority 34.5% ranks quality of products as the next most important feature. The 

percentages of animal welfare and child labor are quite evenly distributed among im-

portant, fairly important, and every important. Brand association and environmentally 

friendly materials are moderately vital with respectively 58.7% and 59.5% of people rating 

them from fairly to very important. Green image of brand, sustainable information on com-

pany’s website and certificates from third party are the least crucial elements to custom-

ers. 

Figure 15 Ethical shopping rating 
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Section three in the survey includes questions regarding the factors that prevent custom-

ers from shopping ethically and the results are illustrated in the bar chart below (Figure 

17). It is understandable that price is the most vital aspect yet a challenge for both con-

sumers and fashion makers. 43.1% of participants rate price tag as fairly important and 

27.6% consider it very important, followed by boring design and lack of trust in sustainable 

claims of fashion brands with respectively 24.1% and 19 % said they are among the cru-

cial constraints making them less interested in sustainable fashion. Lack of physical stores 

is also a challenge for most of the sustainable fashion brands as they pursue a direct and 

online approach to customers. Although e-commerce has dramatically developed in re-

cent years, consumers usually combine different channels to purchase products. They 

may prefer to check products online and buy at the shop or vice versa, which requires the 

brands to diversify their distribution and communication platforms. 59.5% of respondents 

rate its importance from fairly to very level. Finally, lack of knowledge about sustainable 

fashion is the least influential factor here with only 7.8% thinking of it as very important.  

 

 

 

Figure 16 Significance of different factors to fashion shopping behavior 
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When asking respondents about their motivation behind shopping behavior, most of them 

(69%) said that they would love to look good in front of other. The next two options that 

were voted the most are “I want to live sustainably” and “I am very price conscious”, with 

the respective percentage of 57.8% and 56.9%. Considering the situation question, asking 

participants how much they would pay for a yoga pants made by a sustainable fashion 

brand, 67.2% of them choose 30€-50€ and only 15.5% are willing to pay 50€-70€. 

The authors decided to conduct three more in-depth interviews with special concentration 

on activewear to investigate consumer behavior further. The results from interviews can 

be seen from Table 3 below.  

Table 3 In-depth interviews 

 A B C 

Background 24-year-old Vietnam-

ese girl, 8-hour office 

worker, currently living 

in Finland. She works 

out four to five times a 

week. She has been 

training for three years. 

26-year-old Finnish 

girl, student with a job. 

She works out almost 

every day, sometimes 

twice a day. Her exer-

cises include running, 

gym, CrossFit 

Vietnamese girl, cur-

rently living in Finland. 

A personal trainer. 

Figure 17 Constraints of sustainable fashion consumption 
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Her focus now is build-

ing and maintaining 

muscles. 

workouts, and walk-

ing.  Cycling is her 

new workout.  

Annual 

spending 

on active-

wear 

She usually buys gym 

clothes once or twice a 

year, depending on 

available products each 

season. She spends 

around 300€ a year for 

activewear. 

She spends around 

600€ a year on active-

wear, including two to 

three pairs of sneak-

ers, five to ten pairs of 

leggings, two yoga 

pants, sport bras and 

sport gears. 

500€ a year 

How long 

an active-

wear item 

lasts 

She bought her very 

first gym clothes 3 

years ago and keeps it 

until now because they 

are still in good condi-

tion, although the 

shape is not perfect an-

ymore. 

6 months 2 years 

What to do 

with old 

gym clothes 

She usually brings old 

clothes to H&M for re-

cycling. H&M has a re-

cycling campaign to get 

few discounts for the 

next purchase. How-

ever, discount is not 

her original motivation. 

She feels better doing it 

rather than throwing old 

clothes to trash bins. 

If there is only a small 

hole on a pant/leg-

ging, she would sew it 

first. Otherwise she 

prefers burning her 

old clothes at cottage 

house or throw them 

into trash bins. When 

interviewers men-

tioned H&M recycling 

campaign, she said 

she would like to bring 

old clothes to H&M 

stores and get 15% 

discount if she knew.  

She would sell it, re-

cycle, otherwise throw 

it away.  
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Favorite ac-

tivewear 

brands 

Gymshark because of 

its diverse designs, 

comfy and good tex-

ture. However, few of 

yoga pants from 

Gymshark are see-

through and she does 

not like it. 

Népra because of 

minimal style. She 

also likes Nike (items 

with minimal design 

and not too big logo) 

and Under Armour. 

She prefers dark color 

yoga pants and ballet-

style tops. 

Gymshark because of 

durable quality, fash-

ionable design and 

great colorway. She 

also likes Nike for its 

good materials and 

design as well as 

great fit. She feels 

comfortable wearing 

Nike’s products to 

work out. She shops 

from Adidas occasion-

ally because of its de-

sign over functionality 

and fit.  

Price (1-5 

scale, with 

1: not at all 

important 

and 5: very 

important) 

5: Very important. She 

usually shops during 

sales season like sum-

mer or Black Friday. 

2: Slightly important. 

She chooses clothes 

mainly based on its 

quality. She rarely 

waits until sale sea-

son to shop since she 

thinks discounted 

items are not of the 

best quality.  

3: Important 

Texture 5: Very important 5: Very important 5: Very important 

Form/ 

Shape 

5: Very important. She 

feels confident wearing 

clothes that look good 

on her body. 

5: Very important 5: Very important 

Diverse col-

ors/ pat-

terns 

4: Fairly important 5: Very important 5: Very important 

Brand asso-

ciation 

5: Very important 4: Fairly important 2: Slightly important 
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Sustainable 

image of 

brand 

3: Important 3-4: Important to fairly 

important 

No information 

Inspiration 

sources 

YouTube is the main 

channel to watch train-

ing instruction videos, 

seek inspiration and re-

views of products. She 

also follows fitness 

YouTubers and is influ-

enced by them on her 

activewear shopping. 

Instagram is the main 

channel to check new 

brands and seek in-

spiration. She also fol-

lows fitness influenc-

ers and is influenced 

by them on her shop-

ping, especially when 

she sees a perfect girl 

with perfect body 

wearing nice clothes. 

TikTok is a new chan-

nel she has started 

using recently.  

Instagram, YouTube, 

influencers and 

friends.  

Additional 

information 

She checks out retail-

ers such as Intersport, 

Stadium, and XXL 

sometimes but has 

never purchased any-

thing from them. She 

rates herself 3 as an 

ethical shopper. 

She checks Stadium’s 

own products at 

stores first before de-

ciding to buy. She 

rates herself 4 as an 

ethical shopper. She 

chooses clothes of 

good quality that can 

last longer.  

She has a petite 

body. Hence, she 

usually has issue with 

the length and size of 

clothes. Fit is her first 

priority and she is will-

ing to buy from a 

brand if she finds in-

fluencers with similar 

body shape looking 

good in it. Durability is 

the second since the 

clothes lose original 

shape quite fast.  
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5.3 Key Findings 

The initial research question defined in the beginning of the thesis is: How Népra can take 

the advantage of their sustainability background and improve their digital marketing strat-

egy in order to win over customers as well as increase their loyalty? To answer this broad 

question, the authors came up with sub-questions which are also research objectives: 

• Customers’ perspective, behavior and choice toward sustainable fashion 

• Challenges and impact of big corporations versus small and medium sized brands 

in sustainable fashion 

• Practical suggestions written based on the survey conducted from potential con-

sumers of Népra 

• Recommendations to improve the efficiency of digital marketing in order to gain 

more interest from target audiences of Népra 

This part focuses on giving thorough answers for these questions. 

First of all, regarding consumers’ perception and behavior when it comes to sustainable 

fashion, the results from survey and interviews pointed out that although sustainability has 

become an emerging megatrend in recent years and users are aware of this issue to 

some extent, most of them hesitate to pursue ethical shopping practices due to a variety 

of reasons. Price is the biggest constraint, followed by boring design of sustainable fash-

ion, lack of trust in sustainable claims of brands as well as lack of physical stores to shop. 

However, quality is the second most crucial factor affecting consumer shopping behavior, 

after price, which is easily understandable. Shoppers nowadays care more about animal 

welfare and child labor usage than green image of brand or sustainable certificates and 

information on company website. Speaking of greenwash marketing, the majority of shop-

pers stated that they have never heard about this term, in spite of being encountered to it 

daily.  

Secondly, both big companies and small fashion brands are facing certain issues in imple-

menting sustainable operation and production. Giant corporations, with complicated sup-

ply chain and reliance on outsourcing production, usually need more time to adjust and 

upgrade their business model to achieve the similarly sustainable goals, compared to 

small and medium-sized companies. On the other hand, small brands, in spite of taking 

more control over its locally and fairly production, often struggle with high manufacturing 
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costs, thus, their price tag is also higher. While small-sized businesses are willing and ac-

tively seeking for eco-friendly materials, big companies consider it as high cost and chal-

lenge, possibly leading to raising the final price of products. Additionally, big and small 

fashion companies hold different opinions in responding to fashion trends. When it comes 

to impact, large corporations could generate more positive influence on a bigger scale 

thanks to its capacity, whereas small and medium brands are usually pioneers, without 

compromising, in constantly cultivating meaningful projects of sustainable design or recy-

cling.  

Finally, during thesis research and writing process, the authors realized the suggestions 

based solely on the empirical part’s results and theoretical part are too generic and do not 

bring much values to the current context of the case company. Hence, the recommenda-

tions part below are written based on the authors’ observation, experience and knowledge 

in digital marketing to provide Népra a more comprehensive and appropriate strategy for 

their business, starting from improving online shopping experience and social media mar-

keting activities.  

5.4 Recommendations 

In this part, specific recommendations will be given on different practical arrangements re-

garding digital marketing activities of the case company. There are two priorities that 

Népra should start to consider. Firstly, re-building brand on all social media channels. 

Secondly, if possible, take advantage of user-generated content and micro-influencer mar-

keting strategy. This section includes six small parts, namely website experience and 

SEO, email marketing, content strategy, marketing tactics, influencer marketing, and so-

cial media channels.  

5.4.1 Shopping Experience and Search Engine Optimization (SEO) 

Website experience 

Online shopping traffic has increased over the last few years and there is no doubt that it 

will take over brick and mortar store visits soon (Enge 2019). Taking the current corona-

virus pandemic as an example, several physical stores worldwide have obliged to close, 

leading to the huge decreases in sales. In spite of receiving financial support from the 

government, some retailers have filed for bankruptcy. (Hirsch 2020.). Also because of the 

lockdown policy, consumers are buying online more than before. Although e-commerce is 

still a mall piece of the pie in the fashion and textile industry, it is expected to grow and will 

become the future of shopping (Adrian 2020).  
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Népra does not have any physical store, therefore, paying more attention and resources 

to improve its website is a must in search for gaining more customers. For this reason, the 

authors suggest Népra’s website needs evaluating. In other words, a successful online 

brand ought not to ignore its online shopping experience.  

Company’s website acts as an entrance, a road into a world of shopping. The website 

should be clear, attractive and different form its competitors to make customers stay 

longer. A poor-designed website can be a knife to kill any business instead of bringing 

revenues or boost sales (Harrison 2018).  

Népra has primarily developed its website with minimalistic and elegant style. Let’s break 

it down to understand what the company has done right and what Népra could have done 

better. Népra’s website has to perfectly perform two tasks: 

• Make consumers to enter the website and convert into sales 

• Give consumers a clear image of what they are going to buy 

The authors attempted to use heatmaps analysis in this section. Unfortunately, both au-

thors could not access to the back end of Népra’s web store to find out whether the com-

pany’s site is optimized, to see where people spend time the most as well as what they 

are doing when they enter the website. Heatmaps were created to record users’ behavior 

on a website, such as clicks, scroll length, or mouse hovering, analyze call-to-action 

(CTA) button and furthermore (Hall 2020). The company is suggested to use heatmaps 

tool such as Hotjar, Crazzyegg or Mouseflow and the basic one, Google Analytics. Pic-

tures below are examples of how heatmaps look like. 

In the first image (Image 3), for the first few seconds after entering the website, users’ at-

tention will be focused on the area of the title where the female model and her left hand 

with a watch on it are placed. The heat map indicates that the majority of our attention will 

be assigned around the colored area as we spend time looking at this homepage (Image 

4). This is an excellent illustration of what a home page should do. (Suby 2017.) 
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How does it look like in Népra’s home page?  

Image 3 Daniel Wellington heatmaps (Suby 2017) 

Image 4 Daniel Wellington heatmaps (Suby 2017) 
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The authors agreed the homepage of Népra does not capture strong attention towards the 

call to action button “BUY NOW” due to various reasons (Figure 18).  

Firstly, the free shipping bar placed on top of the website with highlighted background 

takes huge attention from the users after they enter the site. Although free shipping moti-

vates consumers to purchase, it does not always match and apply for all customers who 

visit your website (Smith 2017). Especially, when the qualification for free shipping is too 

high that might do the opposite effect and prevent the buyers from buying anything. Free 

shipping is everywhere on the internet, and it seems like everyone has free shipping no 

matter big or small brands. Regarding psychology, free shipping for orders over 120€ is 

not a promising deal from consumer’s perspective, while many other websites offer free 

shipping for all orders regardless of the amount of purchase. Therefore, it is not worth sac-

rificing the first impression of visitors for an offer that does seem to convert many sales. 

Second, Népra’s home page is designed with poor color contrasts on the header image. 

The product itself does not stand out from the background, visitors would probably look at 

the trees and road instead of the model and her sportswear.  

Last but not least, first-time visitors or someone who has never heard of the company’s 

story will be confused and will not understand the meaning of the slogan “Frog By Your 

Figure 18 Népra’s home page breakdown (images collected from Népra’s web-
site) 
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Own Rules” and the hashtag “#notrends”, which are placed on top of the CTA button. In-

stead, a promotional text or “free shipping and free return” text here with a small print “for 

orders over 120€” would be a more decent strategy to deliver a valuable message to 

Népra’s customers. The CTA button should be bigger and clearer. Népra can consider us-

ing hover effect or animation/ stop motion videos for header image. The free shipping bar 

on top of the home page should be added a hyperlink connecting to the shopping page of 

the website. Additionally, Népra should add Facebook, Twitter, Instagram icon with hyper-

link to the brand’s social media channels on top or at the end of the homepage. Cross-

marketing is really useful in generating traffic to social media accounts and vice versa.  

Search Engine Optimization (SEO) 

Search engine optimization (SEO) is the process of optimizing the website in order to rank 

higher and get more organic traffic to the site from search engines such as Google or Bing 

(Moz 2020).  

The online web shop is a main touchpoint between the brand and consumers where sales 

and orders primarily happen, especially for an online direct-to-consumer brand like Népra. 

Therefore, investment of time and effort in SEO is essential in order to help the site rank 

higher for certain keywords which match both consumer’s demand and what the brand is 

able to provide.  

Figure 19 below shows the overview of Népra’s domain website. There are 396 organic 

keywords that the brand is trying to rank for in Google search engine. However, the do-

main score is 35/100, which is a relatively low score. The organic monthly traffic has in-

creased in recent months. The authors noticed the brand has been more active on social 

media with several campaigns like giveaway and challenge as well as paid advertising. 

This probably helped driving more traffic to website. 
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Figure 19 Domain overview (Ubersuggest 2020) 

Figure 20 Népra's website page speed (Ubersuggest 2020) 
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Regarding page speed, it can be seen from Figure 20 that the brand’s website is having 

problem with mobile version. It takes up to 7 seconds for the page to be fully interactive. 

Since 2015, website’s mobile optimization has become a factor of Google search ranking 

(Cockburn 2015). Therefore, having mobile version of website is a must for any compa-

nies. Népra’s website is designed and optimized by Shopify for the smaller screens like 

mobile and tablet to accommodate user experience via mobile. Their website works and 

looks good when viewed on desktop, nevertheless, the design of the mobile version 

needs some adjustments in the products display section (Image 5). 

Image 5 Népra's mobile version website (Népra 2020 a) 
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The critical SEO problems include low word count, issues with <title> tags, meta description 

and URLs. These problems are relatively easy to solve and could bring big impact to the 

ranking of the site once they get fixed (Figure 21). 

Pop-up store 

Results from the survey show that lack of physical store is among the big challenges for 

brand to reach more customers and gain trust as well as build genuine relationship with 

them faster. Many consumers are still confused with the concept of sustainable fashion 

and greenwash marketing. They may not understand why they have to pay higher price 

for the same kind of products. They want to touch and feel the difference of the products, 

compared to other brands before making purchase. Therefore, the authors recommend 

opening pop-up store in the city center area for few days, for instance. This strategy could 

be really helpful when Népra wants to approach a new market such as Germany or UK, 

which are two potential markets for expansion of the brand. Before putting more marketing 

efforts into new markets, the company can go there, interact with consumers, listen to 

their feedback and thoughts about the products, brand or even marketing message. By 

doing this, Népra can mitigate risks and prepare better for the official launch.  

Figure 21 Népra's website SEO issues (Ubersuggest 2020) 
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5.4.2 Email Marketing 

Email marketing is an important channel in the inbound marketing strategy of a company. 

Email marketing is all about being human and helpful. The subscription process of Népra 

goes smoothly, nevertheless, the content of the email should be revised. The authors sug-

gest modifying the subject line, design and content of the email in order to create a high-

performing email, which encourages receivers to open the email and click to CTA button 

in the email (Image 6). The subject line should be short, sweet and personalized, include 

around 45-51 characters. One good point of Népra is that they use a personal email ad-

dress ama@wearnepra.com to send email, which brings a human feeling, compared to 

generic email, for example info@wearnepra.com. Népra can add preview text to each 

email to increase the opening rate. However, the content of the email should be adjusted. 

Each email sent should be treated as a real conversation between brand and customers. 

They should know what they can expect from the next emails of brand or how often they 

can receive email from Népra. Finally, the content of the email should guide receivers to 

take a desired action. In this case, it could be “visit our store”, “shop now”, “follow us on 

social media”, along with that, Népra should add hyperlink of their social media accounts 

to the email. Image 7, which is the confirmation email sent by Népra, the “unsubscribe 

Image 6 Mailchimp confirmation 
email  

Image 7 Népra subscription con-
firmation email  
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here” button is remarkably visible and in bold that could eventually put an end to the entire 

subscription just after few seconds. Email marketing is about bringing conversions to the 

brand, not reminding users to unsubscribe from the company email list (Shetron 2016). 

Therefore, it should be added at the bottom line of the email with smaller size and insignif-

icant color. In general, the company should clearly define goals of its email marketing, re-

vise the buyer journey and buyer persona to understand how it contributes to the brand’s 

ultimate marketing strategy.  

5.4.3 Content Strategy 

Content strategy refers to the planning, management, creation and delivery of content 

which contributes to conveying brand message to consumers, bringing them values as 

well as building a strong relationship with them (McGill 2020). Népra’s current content 

strategy mainly focuses on sustainable practices and product’s features of the brand. 

However, the authors recognize that community building and customer engagement are of 

the core elements which would help increase customer loyalty to the brand. Since Népra’s 

main values are #slowliving #sustainability #minimalism, the authors suggest building a 

community of consumers who are following and pursuing an environmentally conscious 

lifestyle. The brand can create and feature more content around the topics like mediation, 

fitness and wellbeing (including yoga or workout at home/gym), fitness gears, healthy diet 

meals plan/recipes, growing in-house plants, takeovers by influencers and even skincare 

routine by collaborating with eco-friendly skincare brands (Image 8). 

 

Y O U T U B E  G Y M  E X P E R T

Antonia lala

W E A R N E P R A  P R O U D L Y  P R E S E N T S

Tommorrow at
9pm on Youtube

Giveaway  
 nepra product

Subscribe to get
information

Image 8 Making tailored content to attract customers 
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User-generated content (UGC) is one of the potential tactics that Népra should be using. 

Simply put, UGC is unpaid posts and topics that are published by contributors (Galleros 

2020). In other words, unpaid contributors are fans who promote brand without being 

asked or paid to do so. Although Népra has the capacity to utilize UGC but it seems like 

the brand have not utilized it to the fullest yet. To understand why UGC content is im-

portant, let’s have a look at Daniel Wellington and the hashtag #DWMoments. 

Let’s have a look at Daniel Wellington and the hashtag #DWMoments (Image 9). 

Daniel Welling has utilized the benefits of UGC and successfully boosted interaction with 

its fans world-wide. The brand understood most of its social media fans are good at pho-

tography and editing picture. Therefore, the brand has built the hashtag #DWMoments 

and #DWPickoftheDay. One best picture from fans who used mentioned hashtags will be 

chosen every day and repost on the main page. This is called “win-win” marketing situa-

tion when a picture from fans is reposted because it provides free publicity for DW on in-

fluencers’ platform as well as free publicity for fans of DW’s platform. At the end of the 

day, who does not like free promotion?  

5.4.4 Social Media Marketing 

There are many types of content marketing in today’s digital landscape, including blog 

posts, podcasts, eBooks, infographics, stop motion videos, long videos, short videos, so-

cial media posts etc., depending on specific platform. After the in-depth interviews with 

Image 9 Daniel Welling Instagram (Wellington 2020) 
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potential target customers of the commissioner, the authors agree that website, Instagram 

and YouTube are the key channels Népra should pay more attention to. Besides, TikTok 

is a new and potential channel that Népra can consider adding to its social media market-

ing strategy. 

Instagram 

Instagram should act as a gateway to increase brand awareness, drive traffic to website, 

generate new leads, increase brand engagement, build community around the brand by 

interacting with consumers, and listen to conversations about the brand. In fact, Instagram 

has a variety of features the brand can utilize to tell stories in a visual and creative way. 

Those features include Instagram post, stories, IGTV, live, shoppable tags, etc. Currently, 

Népra is focusing only on Instagram posts featuring images of models wearing products 

and Instagram stories resharing customers’ content tagging the brand on Instagram. The 

authors suggest Népra to diversify their content on Instagram, blend in between posts 

about products and company with lifestyle and sometimes funny posts, utilize IGTV, stick-

ers, challenge, countdown, poll, quiz and question features of Instagram stories. Also, the 

brand can use other ways to deliver their content, such as stop motion videos, in-

fographics, and short videos as mentioned above. Experiment with several kinds of con-

tent is a great way to see how consumers react and how the engagement level changes 

so that Népra can adjust social media marketing strategy accordingly.  

Following the UGC tactic as mentioned above, Népra’s Instagram channel also has a tre-

mendous number of fans and more 1000 posts generated by the hashtag #wearnepra 

(Image 10). How could Népra have not started to collaborate with its fans to build a collab-

orative and stunning platform? The step-by-step process of setting up a UGC strategy will 

be explained in more detail below. 

• Step 1: Identify the chosen hashtag  

Stick to those hashtags help both Népra and its fans gather all contents in one 

place, therefore, easier to find when needed.  

• Step 2: Set the prize  

For example, chosen picture will be posted and the owner will be featured on 

Népra’s main account. In addition, 10% discount for next purchase at 

wearnepra.com. 

• Step 3: Set duration  



54 

Népra will pick the best picture on daily/weekly basis from the posts with two 

hashtags #wearnepra and #neprainfluencers 

• Step 4: Set up the agreement 

Informing the picture owner about all copyright and legal matters if needed. 

• Step 5: Finalization 

At this stage, the chosen content can be uploaded to Népra’s account. Furthermore, a 

link to the products sale page and the call-to-action button (learn more, shop now, 

contact us, etc.) can be added to the posts. Also, the photographer must is tagged un-

der the post. 

YouTube 

When it comes to digital marketing and ecommerce, video is a rising star, which is easy to 

share across different platforms and also an easy-to-digest content that customers are re-

ally interested in. For that reason, brands should incorporate video into their content strat-

egy in order to stay relevant and competitive. Taking Népra situation into consideration, 

the authors agree that the brand does not have to invest all of their time and effort into 

creating new videos every week like a professional influencer. Instead, the frequency 

could be one video a month or every two months. Népra can make products launching 

Image 10 #wearnepra Instagram posts (Népra 2020 d) 
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videos, a series about fitness, sustainable living or healthy diet, collaborating with influ-

encers, experts in the fields or even featuring their customers who are into those areas. 

The videos’ length can be two to three minutes. Later on, the videos can be slightly modi-

fied to suit other platforms such as Instagram, Facebook and website. By diversifying con-

tent types and distributing them over various channels, not only does customer engage-

ment increase, but the brand can also create a consistent experience throughout all the 

touchpoints with consumers.  

The UGC strategy mentioned in Instagram strategy can also be applied for YouTube plat-

form. Simply running campaigns aimed at getting followers to share their videos, pictures, 

or content, for instance, “Workout with the Frog” or “Frog Your Own Style” campaign en-

courages fans to record a workout video using Népra products and post with hashtag 

#wearnepra, #neprainfluencers for a chance to be featured (Image 11 and Image 12). 

Image 11 UGC strategy for YouTube 

Image 12 Influencer marketing for YouTube 
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TikTok 

Given the current Instagram algorithm, it is increasingly harder to compete with other pro-

files and show up on followers’ newsfeed as well as gaining new followers. TikTok, one of 

the world’s fastest growing social media platforms, has hit 800 million monthly active us-

ers since Octorber 2019 and become the third-most downloaded app worldwide. TikTok 

allows users to create maximum one-minute-length videos, however short videos around 

8 to 15 seconds work best on this platform. Even though Gen Z is currently dominating the 

platform, Millennials has started to jump onto this app to entertain, especially during the 

pandemic period. TikTok is available in 155 countries, with 56% of users are male and 

50% of audiences under 34 years old. TikTok’s algorithm is not like any other social media 

platforms, which the profile should have a certain number of followers to hit few thousands 

or millions of views. On TikTok, the numbers of views, likes and comments depend on the 

quality of video itself and one viral video can help boost the followers and authority of the 

account quickly. (Bump 2020.) 

There are many rooms for business to grow on this channel at the moment as TikTok is 

still growing and not many brands are here yet. Although the buying consumers of Népra 

are millennials, the authors believe that the brand should also spend time in increasing 

awareness and building relationship with Gen Z who will soon become prospects and cus-

tomers of Népra in the future. One of the interesting facts about this generation is that 

they significantly care and demand sustainability from the brands, which makes them 

great targets for Népra (Petro 2020). However, TikTok is a place for entertainment, thus, 

the content approach should be different from Instagram or YouTube contents. The videos 

on TikTok should be funny, on trend but still professional in a way that does not make 

brand look cheap.  

Regarding strategies for Népra to build brand and engage with customers on TikTok, the 

authors suggest few ideas below.  

• Incorporating brand and products in the existing trending hashtag challenges, 

trending songs 

• Working with influencers to create videos 

• Focusing on the niches that suit the brand. Népra’s niches include sustainable 

fashion, activewear, fitness, slow living, etc. 

• In-feed advertising  

• Featuring user-generated videos on TikTok brand account 
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• Cross-promoting TikTok on other social media channels and vice versa 

• Tutorial videos about fashion, fitness tips or healthy diet recipes, which deliver 

value to consumers, also work well on TikTok 

5.4.5 Influencer Marketing 

Even though influencer marketing strategy is not a new approach in fashion industry, it 

has become increasingly popular in recent years. The world is more and more technologi-

cally advanced, influencer marketing has found its way to become the main-stream tactic 

for many businesses regardless of scale. Népra is a sustainable sportwear brand that is 

constantly searching for ways to reach more potential buyers and increase market shares. 

Influencer marketing should be implemented as part of a cohesive digital marketing plan 

to increase brand reputation and sales of Népra. Furthermore, the power of influencer 

marketing ought not to be ignored since the majority of opinions from the survey indicated 

that influencers are main source where audiences get inspired with the new clothes.  

What is influencer marketing? 

Influencer marketing is any activities related to building relationship between a business 

and customers through an influencer(s). A business collaborates with an influential person 

to advertise a product, service or anything as agreed. (Influencer Marketing Hub 2020.) 

The products or services can be promoted through many social media channels such as 

Instagram, Facebook, and Twitter. Not like celebrity endorsement, influencers must be 

trusted persons in niche communities and retain loyal following. Moreover, influencers 

usually express their own knowledge about the products or services they are promoting. 

There are many kinds and sizes of influencers. Therefore, this had been discussed and 

agreed by the authors that micro-influencer is a perfect match for Népra. Building a micro-

influencer team will be an X factor for Népra’s online presence in order to build authentic-

ity and a community around its brand.  

What is micro-influencer? 

People who has more than 10,000+ followers and less than 100,000+ followers are 

named micro-influencer. They have built engaged and passionate communities around 

niche topics. (Söber 2019.) 

It would be amazing to have Taylor Swift or Justin Bieber or any mega-influencers (1M+ 

followers) to promote Népra products. But there is one matter to take into account that a 

mega-influencer can command $100,000 for a post on Instagram or YouTube (Lieber 
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2018). Therefore, the most suitable and obvious choice for Népra would be micro-influ-

encers. With a proper strategy, a team of micro-influencers can bring even the highest 

benefits than any other types of influencers.  

Benefits of micro-influencers 

1. Higher engagement rates 

The bigger the numbers of follower, the smaller the rate of likes and comments on a post. 

It has been proven in a recent report by Markerly (Figure 22).  

 

Figure 22 Like and comment rate versus followership (Markerly 2020) 

Markerly believed influencers in the 10k-100k follower range has the best blend of en-

gagement and broad reach (Markerly 2020).  

2. Affordable  

Micro-influencer is more affordable for small businesses. In 2020, a micro-influencer can 

be compensated with a complimentary product or cost averagely 10$ per 1000 followers 

to make a sponsored post (Webfx 2020). 

The affordable price of micro-influencers means that Népra is able to build a team and uti-

lize this team to reach more potential customers world-wide.  

 



59 

3. Authenticity  

Micro-influencers’ followers are recognized as relatable and seen as regular people, as 

“one of us” (Söber 2019). Micro-influencers have higher engagement rate because they 

have built a strong relationship with their audiences by interacting more often with their 

communities and investing time, ideas to keep their viewers satisfied. Accordingly, trust 

between a micro-influencer and his/her fans is much tier. This level of trust is the most im-

portant factor for Népra to consider while choosing and building a micro-influencers army. 

How to build a micro-influencer team effectively? 

Brands like Daniel Wellington and MVMT have become the global brands and built a 

strong level of trust with their consumers by leveraging micro-influencer marketing strat-

egy. Many small and medium sized companies have successfully put their images in front 

of millions of eyeballs without spending a fortune on big celebrities. While reading case 

studies and recommendations, both authors have come up with the step-to-step process 

of setting up a campaign for Népra and will explain in more detail below. 

• Step 1: Identify objective and goals 

Different objectives require different marketing plans and different types of influ-

encers. Nevertheless, as for the purpose of growing brand and driving more sales, 

the most appropriate objective is conversion. 

• Step 2: Decide the core hashtags to use 

Using consistently the same group of core hashtags is crucial in delivering a con-

sistent presence of brand to audiences. 

• Step 3: Choose the appropriate micro-influencer profiles 

There are many criteria for choosing suitable influencers for the campaign. Below 

are the suggestions: 

o Location: Finland, European-based 

o Age: can be flexible but recommending millennials 

o Gender: all 

o Influencer interests background: sustainable clothes, sportswear, gym ex-

perts, travel bloggers, fashion bloggers, sport instructors, etc.   

o Price: product as compensation or 10$/1000 followers/post 
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Alternatively, buying service from influencer marketing agency could be an option 

for Népra in terms of saving time and effort. Some agencies to consider such as 

monochrome.fi, influencermarketinghub.com, brandbassador.com. 

• Step 4: Decide the budget 

The company should carefully consider and measuring the budget to maximize the 

effectiveness of the campaign. 

• Step 5: Discussing and planning with the influencers 

Choosing which contents and messages will be delivered to the audiences, needs 

to be carefully considered. Deciding which hashtags to use must be included in the 

post and how the company will be mentioned.  

• Step 6: Finalization and measurement of KPIs 

Setting up metrics and key performance indicators to measure the success of the 

campaign will give the company the flexibility to adjust anything if needed. 

Overall, an effective digital marketing strategy is vital for an online and direct-to-consumer 

brand like Népra. There are various digital marketing channels and tactics that can be ap-

plied to increase brand presence, sales, and profitability. Nevertheless, given the context 

of Népra, the authors suggest the brand should focus resources on growing the above-

mentioned channels and practices to generate better conversion and improve brand 

awareness as well as customer loyalty.  
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6 CONCLUSION 

6.1 Limitations and Suggestions for Further Research 

The idea of the thesis is to propose the digital marketing strategy for the case company, 

whose target markets include Finland and other European countries by concentrating on 

developing social media presence to match the potential buyers' profile. Due to the corona 

virus situation and social distance rule enforced by the government, street interviews and 

face-to-face meetings with potential customers of the case company was not conducted. 

This research was based on qualitative and quantitative research methods, survey and in-

terview. The three call interviews were held later after survey part to obtain more insights 

and statistics from the case company’s potential shoppers. The surveys and interviews 

were evaluated mainly on buyers and interviewees who live in Finland as the current mar-

ket of the case company is Finnish. However, the authors realized the connection be-

tween income of survey participants and their shopping behavior toward sustainable fash-

ion. Most of the survey respondents were students with low income, thus, could not afford 

high price of sustainable fashion. Eventually, it affected the final results of the survey.  

The literature review and collected data from survey have looked into the dissimilar sides 

of the questions in depth, categorically Generation Z and Millennial, sportswear purchase 

behaviors, and its relationship to sustainability, reasons that motivate Generation Z and 

Millennial to shop sustainable sportswear as well as potential shoppers’ preferences in so-

cial media and digital marketing.  

The limitations of this thesis point towards new areas to be covered in the future. Online 

shopping and sustainable fashion worldwide will continue to evolve. Online shopping be-

haviors and the sustainability of fashion industry research should strive to lead this 

change. The following are some scopes for future explore: 

• Pop-up store: what are they and why they work for online boutique 

• Consumer behavior in the European Union (EU) 

• How can sustainability be used as a marketing tool 

In closing, all research questions were covered and answered in this report. This study 

achieved its goal mentioned in the introduction. The given findings are examined with 

truthful participants’ responses to the interview questions, as great potential consumers 

for the case company. 
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6.2 Reliability and Validity of Study 

It is the utmost importance to evaluate the level of reliability and validity of this thesis since 

the underlying premise that the report would certainly accomplish the same out-comes 

providing that it is supervised a second time with the same sample. Reliability was ex-

plained by Burns, Bush &. Veeck (2016, 215) as the level in which under the identical cir-

cumstances, an interviewee is almost certain to provide the same or particularly similar re-

sponses to an identical question. As mentioned before, due to the limitation of this report 

regarding the time frame and resources, it is not feasible to conduct the research for a 

second time. For that reason, the reliability of this thesis is not considered high. 

The validity on the other hand is defined as the accuracy of measurements and to extent 

the outcomes answer the research question (Burns et al. 2016, 215). The below questions 

are used to test the validity of a study (Saunders, Lewis &. Thornhill 2016, 202):  

• Do the measures being used in the research to assess the phenomenon actually 

measure what are intended to – are they appropriate for their intended purpose? 

• Are the interpretation of the findings and the partnership being progressed accu-

rately? 

• What do the research results indicate: does the claim about how generalizable 

they are stand up? 

To keep the validity of the research outcomes, the online method was used for the survey 

where participants were free to choose when, where, and how to take part in the survey. 

This also banish risks of participant error and bias. As an example, the level of honesty of 

interviewees is considered high when they could participate in a survey on their own de-

vice in their free time compared to public evaluation. Regarding the survey questions, 

leading or biased question was avoided at all cost by the researchers. The accuracy of the 

results was kept as high as possible while the researchers were analyzing the results of 

the study. The results were carried out as most accurately as possible in hope that they 

could lead to valuable results for the future strategies of the case company. The authors 

believe the study generates valuable meanings and findings.  
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7 SUMMARY 

The research purpose is to propose digital marketing strategies for Népra Oy – a sustain-

able sportwear Finnish brand based in Lahti, Finland by utilizing its sustainable back-

ground to win over customers and increase their loyalty. The research aimed to figure out 

the perspective, behavior and choice of target customers toward sustainable fashion. 

Then combined with digital marketing knowledge and experience of the authors, a com-

prehensive digital marketing action steps were recommended.  

The thesis applied both qualitative and quantitative research methods. Data was collected 

from primary resources, including survey and interview, and secondary resources such as 

books, articles, reports, and from internet.  

After introduction part, Chapter 2 introduces theoretical knowledge regarding green mar-

keting and greenwash marketing, its definition, characteristics as well as influence on con-

sumers nowadays. 

Chapter 3 continues the theoretical research with the discussion around challenges and 

impact of large corporations versus small and medium sized brands in sustainable fash-

ion.  

Chapter 4 is dedicated to the case company by introducing Népra’s background and ana-

lyzing its current context.  

Chapter 5 is empirical research, demonstrating data collection process from designing 

survey and interview questions to data analysis. After that, the authors answer research 

questions before coming to recommendations part regarding actionable and specific digi-

tal marketing activities that the case company should implement. Those recommendations 

include: 

• Online shopping experience 

• Search engine optimization (SEO) 

• Email marketing 

• Content marketing 

• Social media marketing 

• Influencer marketing 

Chapter 6 provides an objective assessment of the whole research with limitations and 

suggestions for further studies.  



64 

REFERENCES 

Written Sources 

Burns, C., Bush, F. &. Veeck, A. 2016. Marketing research. 8th edition. Pearson Education 

Limited. Harlow. 

Doeringer, P. &. Crean, S. 2006. Can Fast Fashion Save the US Apparel Industry? Socio-

Economic Review, Vol. 4, Iss. 3, 353-377. 

Elkington, J. 1994. Towards the suitable corporation: Win-win-win business strategies for 

sustainable development. California Management Review, Vol. 36, Iss. 2, 90-100. 

Elkington, J. 1997. Cannibals with Forks: The Triple Bottom Line of 21st Century Business. 

Oxford, UK: Capstone Publishing. 

Karr, J. Fast-Fashion Retailers Outpace Competitors. Women’s Wear Daily 2009, 26,14.  

Michaud, C. &. Llerene, D. 2011. Green Consumer Behaviour: An Experimental Analysis 

of Willingness to Pay for Remanufactured Products. Business Strategy and the Environ-

ment, Vol. 20, Iss. 6, 408-420.  

Ottman, J. 1993. Green Marketing: Challenges and Opportunities for the New Marketing 

Age. Lincolnwood, Illinois: NTC Business Books.  

Ottman, J. 2011. The new rules of green marketing. Strategies, tools, and inspiration for 

sustainable branding. Sheffield, UK: Greenleaf Publishing. 

Peattie, K. 2001. Golden goose or wild goose? The hunt for the green consumer. Busi-

ness Strategy and the Environment, Vol. 10, Iss. 4, 187–199.  

Pookulangara, S. &. Shephard, A. 2013. Slow fashion movement: Understanding con-

sumer perceptions – An exploratory study. Journal of Retailing and Consumer Services, 

Vol. 20, Iss. 2, 200-206.  

Saunders, M., Lewis, P. &. Thornhill, A. 2016. Research Methods for Business Students. 

7th edition. Pearson Education. Harlow. 

Watson, M. &. Yan, R. 2013. An Exploratory Study of the Decision Processes of Fast Ver-

sus Slow Fashion Consumers. Journal of Fashion Marketing and Management, Vol. 17, 

Iss. 2, 141–159. 

Yakup, D. &. Sevil, Z. 2011. A theoretical approach to the concept of the costs of quality. 

Interdisciplinary Journal of contemporary Research in Business, Vol. 3, No. 2, 1808-1814. 



65 

Electronic Sources 

Adrian 2020. Future of Ecommerce: 10 International Growth Trends (Updated 2020). Bee-

keting [accessed 24 April 2020]. Available at: https://beeketing.com/blog/future-ecom-

merce-2019/ 

Atkinson, L. 2014. “Wild west” of eco-labels: sustainability claims are confusing consum-

ers. The Guardian [accessed 15 February 2020]. Available at: https://www.theguard-

ian.com/sustainable-business/eco-labels-sustainability-trust-corporate-government  

Berg, A., Hedrich, S., Ibanez, P., Kappelmark, S. &. Magnus, K. Fashion’s new must-

have: Sustainable sourcing at scale. McKinsey [accessed 17 March 2020]. Available at: 

https://www.mckinsey.com/industries/retail/our-insights/fashions-new-must-have-sustaina-

ble-sourcing-at-scale?cid=other-eml-alt-mip-

mck&hlkid=6ba05cf332cc439db3182cd6573de982&hctky=9949564&hdpid=d4df441c-

105f-45ce-a0ee-47399e3bed85 

Biondi, A. 2018. Can fast fashion be green. Vogue Business [accessed 2 February 2020]. 

Available at: https://www.voguebusiness.com/technology/hm-fast-fashion-sustainability-

recycling-hong-kong 

Biondi, A. 2019. The challenges of building a socially conscious brand. Vogue Business 

[accessed 14 February 2020]. Available at: https://www.voguebusiness.com/compa-

nies/socially-conscious-brand-challenges-fashion-sustainability 

BSR & Futerra 2009. Understanding and Preventing Greenwash: A Business Guide [ac-

cessed 5 January 2020]. Available at: https://www.bsr.org/reports/Understand-

ing%20_Preventing_Greenwash.pdf 

Bump, P. 2020. 26 TikTok stats to know in 2020. Hubspot [accessed 12 May 2020]. Avail-

able at: https://blog.hubspot.com/marketing/tiktok-stats 

Cate, B. 2019. Fast Fashion and Greenwashing are a Match Made in Heaven. Medium 

[accessed 12 April 2020]. Available at: https://medium.com/gbc-college-english-lemon-

ade/fast-fashion-and-greenwashing-are-a-match-made-in-heaven-8a9a0cbe9caf 

Chan, E. 2019. How sustainable is organic cotton, really? Vogue [accessed 15 March]. 

Available at: https://www.vogue.com.au/fashion/news/how-sustainable-is-organic-cotton-

really/image-gallery/fb482e3c60f8278705a7b76f2fafd069 

Chen, Y., Lee, Y., Lin, C. &. Lai, P. 2016. The negative impact of greenwash on green 

purchase intention. International Journal of Management and Applied Sciences [accessed 



66 

19 February 2020]. Available at: http://www.iraj.in/journal/journal_file/journal_pdf/14-234-

1458365378119-125.pdf 

Cherry, K. 2019. The 5 Levels of Maslow’s Hierarchy of Needs. Very well mind [accessed 

2 February 2020]. Available at: https://www.verywellmind.com/what-is-maslows-hierarchy-

of-needs-4136760 

Cockburn, S. 2015. Google makes mobile optimization SEO ranking factor. Business 2 

Community [accessed 15 May 2020]. Available at: https://www.business2commu-

nity.com/seo/google-makes-mobile-optimization-seo-ranking-factor-01199715 

Color Matters 2020. Green, the meanings of green [accessed 30 March 2020]. Available 

at: https://www.colormatters.com/the-meanings-of-colors/green 

Cosmopolitan 2019. These Fashion Brands Continue To Make Positive Impacts In Our 

Society [accessed 17 March 2020]. Available at: https://www.cosmopolitanme.com/con-

tent/26969-fashion-brands-that-made-a-positive-impact-in-2019 

Dalibozhko, A. &. Krakovetskaya, I. 2018. Youth entrepreneurial projects for the sustaina-

ble development of global community: evidence from Enactus program. Research Gate 

[accessed 12 February 2020]. Available at: https://www.researchgate.net/publica-

tion/329185478_Youth_entrepreneurial_projects_for_the_sustainable_develop-

ment_of_global_community_evidence_from_Enactus_program 

Enge, E. 2019. Moile vs. Desktop Usage in 2019. Perficient [accessed 15 May 2020]. 

Available at: https://www.perficient.com/insights/research-hub/mobile-vs-desktop-usage-

study 

Fonseca, J. 2015. The impact of green marketing practices on consumer buying decision. 

University Institute of Lisbon [accessed 15 January 2020]. Available at: https://reposito-

rio.iscte-iul.pt/bitstream/10071/11142/1/Joana%20Fonseca%20-%20The%20Im-

pact%20of%20Green%20Marketing%20Practices%20on%20C.pdf  

Galleros, J. 2020. What is User Generated Content (and Why You Should Be Using it). 

Tint. Tint [accessed 14 May 2020]. Available at: https://www.tintup.com/blog/user-gener-

ated-content-definition/ 

Ginsberg, J. &. Bloom, P. 2004. Choosing the Right Green-Marketing Strategy. MIT Sloan 

Management Review [accessed 15 March 2020]. Available at: https://sloanre-

view.mit.edu/article/choosing-the-right-greenmarketing-strategy/ 



67 

Hall, S. 2020. What is a heat map, how to create one, examples and case studies. The 

Daily Egg [accessed 3 May 2020]. Available at: https://www.crazyegg.com/blog/under-

standing-using-heatmaps-studies/ 

Harrison, K. 2018. 6 ways to improve your website design to boost sales. Forbes [ac-

cessed 15 May 2020]. Available at: 

https://www.forbes.com/sites/kateharrison/2018/12/21/6-ways-to-improve-your-website-

design-to-boost-sales/#243d2be08876 

Hirsch, L. 2020. Corona effect: Bankruptcies won’t save retail this time. CNBC [accessed 

15 May 2020]. Available at: https://www.cnbc.com/2020/04/04/coronavirus-retail-is-used-

to-existential-crises-but-bankruptcies-wont-save-it-now.html 

Influencer Marketing Hub 2020. What is influencer marketing: an in depth look at market-

ing’s next big thing [accessed 15 May 2020]. Available at: https://influencermarketing-

hub.com/what-is-influencer-marketing/ 

Kenton, W. 2019 a. Green Marketing. Investopedia [accessed 22 January 2020]. Available 

at: https://www.investopedia.com/terms/g/green-marketing.asp  

Kenton, W. 2019 b. Black Friday. Investopedia [accessed 16 April 2020]. Available at: 

https://www.investopedia.com/terms/b/blackfriday.asp 

Kenton, W. 2020. Greenwashing. Investopedia [accessed 3 January 2020]. Available at: 

https://www.investopedia.com/terms/g/greenwashing.asp 

Lieber, C. 2018. How and why do influencers make so much money? The head of an in-

fluencer agency explains [accessed 15 May 2020]. Available at: https://www.vox.com/the-

goods/2018/11/28/18116875/influencer-marketing-social-media-engagement-instagram-

youtube 

Markerly 2020. Does influencer size matter? [accessed 15 May 2020]. Available at: 

https://markerly.com/blog/instagram-marketing-does-influencer-size-matter/ 

McGill, J. 2020. How to develop a content strategy: A start-to-finish guide. Hubspot [ac-

cessed 11 May 2020]. Available at: https://blog.hubspot.com/marketing/content-market-

ing-plan 

Moz 2020. What is SEO? Moz [accessed 8 May 2020]. Available at: 

https://moz.com/learn/seo/what-is-seo 



68 

Mundigo-Moore, I. 2019. 7 small brands on how they’re acing sustainable fashion. Who 

What Wear [accessed 17 March 2020]. Available at: https://www.whowhat-

wear.co.uk/small-brands-sustainable-fashion/slide16 

Népra 2019 a. Founded By Two Strangers. Wearnepra [accessed 18 March 2020]. Availa-

ble at: https://www.wearnepra.com/blogs/nepra-speak-of-the-frog/nepra-founded-by-two-

strangers 

Népra 2019 b. On This Black Friday, We Strike for Climate [accessed 16 April 2020]. 

Available at: https://www.wearnepra.com/blogs/nepra-speak-of-the-frog/on-this-black-fri-

day-we-strike-for-climate 

Népra 2020 a. Website [accessed 16 April 2020]. Available at: 

https://www.wearnepra.com 

Népra 2020 b. Népra Twitter channel [accessed 1 August 2020]. Available at: https://twit-

ter.com/wearnepra 

Népra 2020 c. Népra Instagram account [accessed 1 August 2020]. Available at: 

https://www.instagram.com/wearnepra/ 

Népra 2020 d. #wearnepra [accessed 15 May 2020]. Available at:  https://www.insta-

gram.com/explore/tags/wearnepra/ 

Népra 2020 e. [accessed 15 May 2020] https://www.wearnepra.com/blogs/nepra-speak-

of-the-frog 

Népra 2020 f. Népra Pinterest account [accessed 1 August 2020]. Available at: 

https://www.pinterest.com/npra1456/ 

NPR, 2007. Eco-friendly product claims often misleading [accessed 19 February 2020]. 

Available at: https://www.npr.org/templates/story/story.php?sto-

ryId=16754919&t=1582102398322 

O’Brien, B. 2014. Pros and cons of outsourcing your manufacturing in the international 

business environment. Trade Ready [accessed 12 January 2020]. Available 

at: http://www.tradeready.ca/2014/trade-takeaways/pros-cons-outsourcing-your-manufac-

turing-international-business/  

Petro, G. 2020. Sustainable Retail: How Gen Z is leading the pack. Forbes [accessed 13 

May 2020]. Available at: https://www.forbes.com/sites/gregpetro/2020/01/31/sustainable-

retail-how-gen-z-is-leading-the-pack/ 



69 

Purt, J. 2011. Discussion round up: sustainability in the fashion business. The Guardian 

[accessed 5 March 2020]. Available at: https://www.theguardian.com/sustainable-busi-

ness/sustainable-ethical-fashion-business 

Research Methodology 2020. Inductive Approach [accessed 29 March 2020]. Available at: 

https://research-methodology.net/research-methodology/research-approach/inductive-ap-

proach-2/ 

Sachs, L. 2019. 16 Best Sustainable Fashion Brands You Can Actually Trust. Good 

House Keeping [accessed 17 March 2020]. Available at: https://www.goodhousekeep-

ing.com/clothing/g27154605/sustainable-fashion-clothing/ 

Savonia UAS 2020. From linear to circular [accessed 17 March 2020]. Available at 

https://moodle.savonia.fi/pluginfile.php/647979/mod_resource/content/2/From_lin-

ear_to_circular.pdf 

Segran, E. 2019. Is your favorite fashion brand greenwashing? Use this checklist to find 

out. Fast Company [accessed 3 March 2020]. Available at: https://www.fastcom-

pany.com/90352401/is-your-favorite-fashion-brand-greenwashing-use-this-checklist-to-

find-out 

Shetron, K. 2016. Design a standout subscription confirmation email. Beefree [accessed 

15 May 2020]. Available at: https://emaildesign.beefree.io/subscription-confirmation-email-

tips/ 

Smith, J. 2017. The psychology behind free shipping: does it work? The Daily Egg [ac-

cessed 15 May 2020]. Available at: https://www.crazyegg.com/blog/free-shipping/ 

Söber, N. 2019. Why micro-influencers are your secret to building an authentic brand. Fal-

con [accessed 15 May 2020]. Available at: https://www.falcon.io/insights-hub/topics/social-

media-strategy/why-micro-influencers-authentic-brand/#2 

Social Stats 2020. Népra [accessed 1 August 2020]. Available at: https://so-

cialstats.info/report/wearnepra/instagram 

Stafford, V. 2018. Factory Exploitation and the Fast Fashion Machine. Green America [ac-

cessed 23 January 2020]. Available at: https://www.greenamerica.org/blog/factory-exploi-

tation-and-fast-fashion-machine 

Suby, S. 2017. How Daniel Wellington built a $228 million global fashion empire with a 

tiny $30K investment [detailed case study]. King Kong [accessed 15 May 2020]. Available 

at: https://kingkong.com.au/how-daniel-wellington-built-a-228-million-global-fashion-

empire-with-a-tiny-30k-investment-detailed-case-



70 

study/?utm_campaign=Submission&utm_medium=Community&utm_source=GrowthHack

ers.com 

The Fashion Law 2016. Greenwashing [accessed 19 November 2019]. Available at: 

https://www.thefashionlaw.com/learn/greenwashing 

Twin, A. 2020. Marketing. Investopedia [accessed 30 March 2020]. Available at: 

https://www.investopedia.com/terms/m/marketing.asp 

Ubersuggest 2020. Népra’s site audit. Neil Patel [accessed 8 May 2020]. Available at: 

https://app.neilpatel.com/en/seo_analyzer/site_audit?domain=wearnepra.com&view=over-

view 

Vos, L. 2019. What is Green Marketing? (+5 Sustainable Examples in 2019). G2 [ac-

cessed 3 January 2020]. Available at: https://learn.g2.com/green-marketing  

Ward, S. 2020. What is green marketing. The balance small business [accessed 22 Janu-

ary 2020]. Available at: https://www.thebalancesmb.com/green-marketing-2948347.   

WBCSD 2008. Sustainable Consumption Fact and Trends From a Business Perspective 

[accessed 3 April 2020]. Available at: https://saiplatform.org/uploads/Modules/Li-

brary/WBCSD_Sustainable_Consumption_web.pdf 

Webfx 2020. Influencer Marketing Pricing [accessed 15 May 2020]. Available at:  

https://www.webfx.com/influencer-marketing-pricing.html 

Wellington, D. 2020. Daniel Wellington Instagram account [accessed 15 May 2020]. Avail-

able at: https://www.instagram.com/danielwellington/ 

White, K., Hardisty, D. &. Habib, R. 2019. The Elusive Green Consumer. Harvard Busi-

ness Review [accessed 8 January 2020]. Available at: https://hbr.org/2019/07/the-elusive-

green-consumer  



 

APPENDICES 

Appendix 1 Questionnaires from the survey in English 

Consumer Shopping Behavior Survey 

Section 1 

1. When were you born? 

a. 1995 - 2015 (Gen Z) 

b. 1980 – 1994 (Millennial) 

c. 1965 – 1979 (Gen X) 

d. 1994 – 1964 (Baby Boomer) 

2. What is your gender identity? 

a. Female 

b. Male 

c. Prefer not to say 

3. How often do you buy new clothes? 

a. 1 - 3 times per month 

b. 3 – 5 times per month 

c. More than 5 times per month 

d. I don’t buy clothes myself 

4. What is your profession? 

a. Student 

b. Employed 

c. Self-employed 

d. Retired 

e. Freelancers 

f. Unemployed 

5. How much do you earn monthly (net income)? 



 

a. Less than 1000€ 

b. 1000€ - 1999€ 

c. 2000€ - 2999€ 

d. 3000€ - 3999€ 

e. More than 4000€ 

f. I don’t have any income 

Section 2 

6. On scale 1 to 5 (1: not at all; 5: very much), how much do you know about green-

wash marketing? 

7. On scale 1 to 5 (1: not at all; 5: very much), how ethical are you as a shopper? 

Section 3 How much do you care about the following factors when shopping clothes? On 

scale 1 to 5 (1: not at all important; 5: very important) 

8. Brands using child labor 

9. Prefer high quality products 

10. Environmentally friendly materials 

11. Animal welfare 

12. Price matters 

13. Brand reputation 

14. Sustainable certificates from third party 

15. Sustainable information on company’s website 

16. Green image of products/brands on social media/store/website 

Section 4 What constraints you from shopping ethically? On scale 1 to 5 (1: not at all im-

portant; 5: very important) 

17. High price of sustainable clothes 

18. Lack of trust in brand claiming to be sustainable 

19. Lack of awareness of sustainability 

20. Boring design of sustainable clothes 



 

21. Not easy to shop (lack of physical stores) 

22. Choose what are important to you, as much as you want 

a. I want to look good in front of others 

b. I want to live sustainably 

c. I don’t want to be outdated 

d. I am very price conscious 

e. I love giving my clothes another life 

23. Take an example, you are visiting a small local brand making sustainable active-

wear. You want to buy a yoga/gym pants. How much would you be willing to pay? 

a. 30€ - 50€ 

b. 50€ - 70€ 

c. 70€ - 90€ 

d. 90€ - 110€ 

e. More than 110€ 

f. Depends (please specify) 

24. Do you have anything in your mind that you want to share with us? Or anything 

that we should have included in our survey? 

 

  



 

Appendix 2 List of Interview Questions 

1. How much do you spend on activewear every month/year? (please specify your 

time frame in the answer, ex: 30eur/month or 100eur/year) 

2. How long does an activewear item last before you throw it away? 

3. What do you do with your old workout clothes? 

4. Which brands do you usually buy workout clothes? Please specify reasons why 

you choose that brand 

5. How do you evaluate the below factors when shopping activewear clothes? On 

scale 1 to 5 (1: not at all important; 5: very important) 

a. Price 

b. Texture 

c. Form/ shape when you wear it 

d. Diverse colors/ patterns 

e. Brand name 

f. Sustainable image of brand 

6. Any other factors that influence your shopping decisions? 

7. Where do you find inspiration for activewear shopping? 

a. Influencer you follow 

b. Instagram 

c. Pinterest 

d. YouTube 

e. I just go check out physical stores 

f. Online web shops 

g. Friends 

8. Do you have other opinions in mind that you want to share? 

 


