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Executive Summary 

 
The purpose of the research is to explore the values which come into play when young consumers 

buy jewellery produced in a sustainable way. Studying these values and the overall understanding of 

young buyers about the topic of sustainability is necessary for companies in order to conceptualize 

and implement the right strategies when it comes to communicating corporate social responsibility 

(CSR) efforts to their target audiences. A single-case study of the jewellery brand PANDORA has 

been used in order to gain insights about jewellery companies’ CSR communication towards their 

stakeholders. In order to make proposals how CSR communication can be improved, young 

consumers’ values, drivers and understanding of sustainability in the context of jewellery has been 

researched.  

 

Findings of this paper show that PANDORA is relatively reluctant to disclose CSR information and 

communicate CSR towards some stakeholder groups. Young consumers for instance, are not 

addressed directly by the company. Additionally, the research shows that most of these young buyers 

have a broad knowledge regarding the topic of sustainability. However, values towards sustainability 

in the jewellery consumption are playing a role only among the minority of them. Here, the findings 

show that the main values those people possess, when it comes to jewellery consumption, are ’power’, 

‘hedonism’ and ‘self-direction’.  

 

We propose that in order to increase young consumers’ interest in sustainable jewellery consumption, 

it is necessary to educate about the importance of sustainability in the jewellery industry. Here, 

building trust is one of the most important aspects for companies, in order to reach young consumers 

and reduce their scepticism. Furthermore, we believe that considering young buyers’ values when it 

comes to jewellery consumption and combining these values with aspects of sustainability, is the 

right way for companies to build an effective CSR communication. Additionally, we propose that 

following the conceptual model of Vermeir and Verbeke’ (2006), might help jewellery brands, such 

as PANDORA, to reduce the young buyers’ attitude-behaviour gap.  
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CHAPTER 1: INTRODUCTION  

 
1.1 Problem Field 
 
For the past few years topics about exploitation and inequalities, violating human rights, pollution 

and destruction of the planet earth, saving and recycling of materials, as well as thinking of future 

generations have been highly on the agenda and in the media all around the world. The reason for 

this may be the accessibility and availability of a vast amount of information, due to new technologies, 

such as the internet and social media. News about exploitation of workers in developing countries 

like Bangladesh and India; collapsing manufacturing buildings with high numbers of victims 

(Bangladesh); mine disasters in Turkey, Canada and New Zealand; oil companies polluting the 

environment by drilling, pipeline lacks or dumping platforms into the ocean (e.g. Shell, BP and 

Chevron); CO2 scandals in the automotive industry (Volkswagen); nuclear disasters such as 

Fukushima and Chernobyl, human rights abuses and exploitation of blood diamond workers in 

countries controlled by rebel groups in areas like Sierra Leone, Republic of Congo, Angola, Liberia, 

Ivory Coast etc. may be followed in the media on an almost daily basis.  

 

These issues are raising the awareness as well of one group of the population, the so-called 

millennials. The age range of this young generation has been defined by several theorist in the past 

years and some definitions will be given in chapter number six below. Lester et al. (2006) argue that 

this group of young consumers is moving more and more towards becoming one of the strongest 

customer groups for companies (Lester et al., 2006). This customer group executes a high pressure 

on companies, willing them to change towards more environmental and socially responsible 

activeness. In their eyes, companies should increase their understanding and awareness of their 

businesses impact on environment, people, society etc. (Lester et al., 2006). Access and availability 

of information as well as the tech-savviness of this generation leads to the fact that these individuals 

are better informed about different scandals, activities of companies and their impact (Ha-Brookshire 

and Norum, 2011). The negative side, however, is that the overload of information and content, can 

lead to difficulties in distinguishing between true and false facts and information. When it comes for 

instance to environmental concerns, a study of Enkema (2017) on millennials has shown that this 

group is highly concerned about environmental problems. Millennials are highly worried about the 

environmental change and its impact on the quality of life of future generations. However, many of 

these individuals feel powerless in solving these big issues on their own. For this reason, they agree 
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that companies should take actions in order to contribute and make an impact in the long-term 

(Enkema, 2017). Because of technical development and the fast spread of the information, for 

instance through social media, this young generation have the chance to execute more easily pressure 

on companies in order to engage in socially responsible activities. 

 

Due to the above-mentioned facts, it is getting more and more important for companies to listen and 

adapt to people’s interests, needs and voices. Because of this reason, many companies are nowadays 

shifting towards a ‘giving back to society’ and they are starting to engage in corporate social 

responsibility (CSR - concept explained further in this study), which may as well lead to a competitive 

advantage (e.g. the brand of Patagonia known for sustainable apparel products). A general trend of 

higher engagement of companies in CSR activities and communicating these activities towards their 

stakeholders may be observed. As for instance, in 2014, only 44% of the G250 corporations included 

ethics reporting in their annual financial reports, this number has grown to 78% in 2017 (KPMG 

Reporting, 2017). This is as well due to the reason that these big corporations have to meet specific 

regulations and laws when it comes to social responsibility and reducing the environmental footprint. 

However, as people are exposed to all the different information, news, scandals etc., their scepticism 

may increase as they may have difficulties distinguishing between trustworthy and untrustworthy 

information and businesses. Companies therefore must rethink what, where and how they 

communicate about social responsibility to their stakeholders. Neither bragging nor being quiet - it is 

important to find the middle, by taking into consideration stakeholders’ interests, needs and values.  

 

In order to understand how to precisely target and communicate CSR to specific audiences, it is very 

important for companies that they investigate the values and needs of their different stakeholders. 

Understanding what drives people to consume products or services as well as understanding 

consumers’ cognitive and behavioural processes when it comes to purchasing decisions allows 

businesses to optimise their product/service offerings, and also to improve their’ communication. 

Businesses need to investigate which are the environmental and ethical topics their stakeholders put 

importance to and how they may reduce their own footprint. By doing so they may strengthen 

relationships with these people, create brand awareness or even win new customers.  

 

Companies in the luxury sector may have a need to engage more in CSR in the future, as topics around 

corporate social responsibility are becoming more and more relevant in the current world, such as the 
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above-mentioned workers exploitation, mining and blood diamond issues. However, because of the 

paradoxical foundation of the two concepts of luxury (often driven by hedonic needs and values) and 

sustainability (driven by values that are more altruistic in their nature), people often do not relate the 

two concepts to each other. Luxury companies need to focus more on understanding the paradox and 

find the right way to integrate these two concepts into their business and communication in order to 

reduce confusion and scepticism, which may harm their brand image. There is a product category of 

luxury goods, which has not gained enough attention when it comes to ‘sustainable consumption’, 

the jewellery. Sourcing of raw-materials, such as diamonds and different noble metals, the 

environmental impact of extracting and production, the impact on local communities, exploitation of 

workers, are some of the examples jewellery consumers should be aware of. These are some serious 

issues, and therefore they deserve more attention. It is in jewellery companies’ hands to minimize 

harm, engage in corporate social responsibility, and increase an awareness about the topic by 

communicating to and educating consumers. 

 

1.2 Research Question 
 
Following the previous identified problem field of sustainability, the millennial generation and their 

values, as well as businesses’ engagement into social responsibility activities and their CSR 

communication lead us to explore more closely consumers’ values and decision processes when 

buying jewellery and sustainable products, companies’ focus on sustainability in the jewellery sector 

and their CSR communication towards its stakeholders. We will look at these issues on a case 

company PANDORA, which is a Danish-Thai jewellery company engaging in many CSR initiatives. 

The PANDORA case will be presented later in the detail in Chapter 5. 

 

This paper will therefore examine the research question:  

 

What are the arguments to make sustainable development become a central value in PANDORA’s 

communication strategy, and how to communicate this value to young consumers?  

 

In order to back up the research question, the paper is reviewing the sub-questions:  

 

1. What values are involved in consumers’ decision processes? 

2. What is luxury and what is known about luxury consumption? 
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3. What are the arguments for companies to integrate CSR into their business and 

communication strategy and what are the implications from a company perspective?  

4. What may drive or hinder consumers to adopt sustainable consumption style?  

5. Is sustainability an emergent or significant orientation in the jewellery industry? 

6. Is sustainability an important dimension of the PANDORA brand and its communication 

strategy?  

7. What values come into play when young consumers purchase and talk about jewellery?  

8. What may motivate young consumers to integrate sustainability in their ideas and preferences 

about jewellery? And what can motivate PANDORA to communicate about sustainability? 

 

1.3 Delimitation 
 

Luxury is a relative concept that can be applied to everything or nothing as it is very subjective. There 

is no consensus about the definition of luxury products and brands across the literature. There are 

three main understandings of luxury based on the area of the research: philosophic-sociological, 

microeconomic and managerial understanding (Heine, 2012). The philosophic-sociological 

understanding is very broad and consists of all the resources that are perceived as desirable and 

unnecessary or unordinary, e.g. free time and talent. The microeconomic understanding comprises 

only goods that are unnecessary or unordinary and suited for a trade on the market. Here, the luxury 

concept usually relates to the level of product categories. Example may be toasters that are perceived 

as ordinary goods, while golf equipment is considered luxury. Managerial point of view takes luxury 

products and considers them as branded commodities that are unnecessary and unordinary when 

putting them next to other products in the same category. Example may be Louis Vuitton bags and 

Rolls-Royce cars (Heine, 2011). From the managerial perspective, PANDORA jewellery would not 

necessarily stand for luxury as there are many other jewellery brands such as Tiffany or Cartier that 

may fit better into luxury category. This is in line with what the PANDORA brand also claims about 

itself, i.e. being an affordable luxury. Since not a lot of literature has been found on the affordable 

luxury consumption, especially in relation to sustainability, this study will use the microeconomic 

understanding of luxury concept. Based on this approach jewellery will be defined as luxury and the 

literature on the luxury consumption will be reviewed.  
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CHAPTER 2: LITERATURE REVIEW  

 

In order to answer our research question, the literature on the relevant topics has been researched to 

get a better overview of the field studied. The topics relevant for our research include personal values; 

jewellery, luxury and luxury consumption; corporate social responsibility (CSR) and CSR 

communication; sustainable development and sustainable consumption. Most of these constructs are 

well covered in the literature, however, the associations between them appear to be an evolving field, 

in being addressed but not empirically studied. The following part will go through every one of the 

constructs and look how they have been studied in relation to each other.  

 

The concept of values has been widely dealt with across the literature and in relation to consumer 

behaviour the value has been defined as ‘an enduring belief that a specific mode of conduct or end-

state of existence is personally or social preferable to an opposite or converse mode of conduct’ 

(Rokeach, 1973:5). Since Milton Rokeach is one of the most recognized scholars in this area, this is 

the definition that has been chosen to understand the values in this paper. Rokeach has also come up 

with categorization of values, however, for the purpose of this thesis other value categorization 

system was chosen, the Theory of Universal Content and Structure of Values by Schwartz (1992). 

This value categorization system was chosen and will be further explained in the Theoretical 

Framework chapter of this thesis, as Schwartz is another well recognized scholar in this area and his 

work has been widely used across the literature, especially in connection to luxury and sustainability 

concepts. Moreover, Gutman (1982) has studied values in relation to the product attributes and 

consequences coming from the consumption and came up with a framework that helps researchers 

uncover consumers’ values and understand their role in driving the consumption. This framework 

was named the Means-End Chain and may serve as a useful tool in the data analysis and revealing 

the consumer values in jewellery purchases. How exactly it works will be further explained in the 

one of the following chapters.  

 

Regarding the concept of luxury, there have been lots of scholars looking into this field, however, 

there is no widely accepted definition of the concept. Heine (2012) argues that the basic definition of 

luxury can be summarized into ‘anything that is desirable and more than necessary and ordinary’ 

(Heine, 2011:30). As this definition is quite broad and may refer to many products, we have looked 

closer on how luxury products and luxury brands have been defined across the literature. Berghaus 
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et al. (2018:92) argue that ‘luxury products have more than necessary and ordinary characteristics 

compared to other products of their category, which include their relatively high price, quality, 

aesthetics, rarity, extraordinariness, and symbolic meaning’ and ‘luxury brands are regarded as 

images in the minds of consumers that comprise associations about a high level of price, quality, 

aesthetics, rarity, extraordinariness and a high degree of non-functional associations’. Many 

scholars have also examined the perceptions, motives and values acquired from luxury consumption 

(Dubois et al., 2001; Tsai, 2005; Wiedmann et al., 2009; Choo et al., 2012), which will be further 

elaborated on later in this paper. Moreover, luxury has been also studied in relation to sustainability 

and values (Janssen et al., 2014; Kapferer, 2015; Vermeir and Verbeke, 2004). Janssen et al. (2014) 

assigned personal values to concepts of sustainability and luxury and argued for and against the 

compatibility of these two concepts, and Kapferer (2015) argued that the perceived fit also depends 

on the definition of the luxury. Achabou and Dekhili (2013) further examined how consumers 

perceive recycled materials in connection with luxury products. The detailed findings of these studies 

will be explained in the following chapters. As the literature on the jewellery consumption solely is 

quite scarce and most of the studies have focused on the jewellery industry in general (Carrigan et 

al., 2015), the literature on the luxury consumption will be primarily used for the purpose of this 

thesis, as the jewellery is in theory a luxury (Moraes et al., 2017; Heine, 2011). There has been one 

study found on the ethical luxury purchases of fine jewellery (Moraes et al., 2017) in relation to 

practice theories, examining intentional and less intentional ethical consumer performances within 

the consumption practices. 

 

The third field of interest of this thesis, CSR and its communication, has also received lots of attention 

in the literature. CSR has been described by Gossling and Vocht (2007) as the efforts of an 

organization to accomplish a balance between environmental, social and economic necessities and 

was studied in relation to why companies should act in socially responsible way (Bowen, 1953; 

Carroll, 1991), why they are actually engaging in CSR (Hack et al., 2014; Porter and Kramer, 2011; 

Basu & Palazzo, 2008), in what way they should engage in CSR (Öberseder et al., 2013; Basu & 

Palazzo, 2008; Freeman, 1984; Carroll, 1991); and whether and how they should communicate it to 

its stakeholders (Du et al., 2010; Morsing and Schulz, 2006; Morsing, et al., 2008; Dawkins, 2005; 

Schmelz, 2012). The detailed description of the findings of these studies will be provided further in 

this paper, in the chapter Theoretical Framework.  

 



Copenhagen Business School 2018 

 11 

Moreover, there are several academics looking into sustainable development and sustainable 

consumption concepts as well. Sustainable development has been defined as a ‘development that 

meets the needs of the present without compromising the ability of future generations to meet their 

own needs’ (Brundtland Commission, 1978), and sustainable development strategies are supposed to 

consist of economic, social and environmental goals (World Bank, 2003). Regarding literature about 

the sustainable consumption, there is a tendency of studies to refer to it as an ethical consumption 

(Bucic et al., 2012; De Pelsmacker et al., 2003; Shaw et al. 2000). There are two main theories in this 

area, the theory of reasoned action (Fishbein and Ajzen, 1980) and the theory of planned behaviour 

(Ajzen, 1985), which focus on the effect of ethical concerns on consumers’ decisions. The one 

particular phenomenon of sustainable/ethical consumption that has received lots of attention in the 

literature is an attitude-behaviour gap (Carrigan and Attalla, 2001; Eckhardt et al., 2006; Moraes et 

al. 2012; Vermeir and Verbeke, 2006), which suggests that consumers tend to care about 

sustainability, but their attitudes are not always translated into actions. Eckhardt et al. (2006) then 

studied the general justifications for the attitude-behaviour gap, and Davies et al. (2012) studied this 

gap in relation to luxury products, which they named the Fallacy of Clean-Luxury. The attitude-

behaviour gap construct and its justifications will be further outlined later in this paper.  

 

Lastly, there has been a one particular study that deserves our attention, as it merges several of the 

topics of interest discussed (i.e. personal values, CSR communication and attitude-behaviour gap). It 

is a study of Vermeir and Verbeke (2006) that looks at the mediators influencing the relationship 

between pro-ethical attitudes and the intention to buy. The study was conducted on young consumers 

and their relation to sustainable food products, and will be explained into detail in the Theoretical 

Framework chapter. To the best of our knowledge, there has not been any other research conducted 

merging all the above-mentioned concepts and no research that would study them in relation to 

sustainable jewellery consumption.  
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CHAPTER 3: METHODOLOGY 

 

The following thesis begins with a theoretical research in order to lay the foundation for the empirical 

research and its findings. Eight sub-questions have been chosen to answer the overall research 

question of the studies (see figure 1 below). The paper begins with the theoretical research, which 

explains consumer values, luxury brands, CSR and CSR communication, sustainable development 

and sustainable consumption, and thus theoretically answering the first four sub-questions. Literature 

and theories have been reviewed to answer these questions. The theoretical research is setting the 

scene for the following empirical research, which allows the reader to get an overview about the 

jewellery sector and the case of the PANDORA brand. In this part we use literature, ethics reports, 

an analysis of PANDORA's CSR communication strategy by using a semi-structured interview of 

PANDORA’s employee, Trine Pondal, in order to help answering sub questions five and six. 

Furthermore, in order to gain and add insights to the previous theories, we conducted our own study, 

which deals with millennials’ understanding of sustainable jewellery, their viewpoints and values. 

The following methodology chapter is following ‘the research onion’ structure of Saunders et al. 

(2016) (see Appendix 1). 
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Figure 1: Research structure (authors’ creation) 
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3.1 Research Philosophy 
  
The term research philosophy deals with a system of beliefs and assumptions about the development 

of knowledge (Saunders et al., 2016). At every stage of the research, researchers make several types 

of assumptions, whether it is about human knowledge (epistemological assumptions), about the 

realities encountered in the research (ontological assumptions), or the extent and ways researchers’ 

own values impact the research process (axiological assumptions). These assumptions then form how 

the research question is understood, what methods are applied and how the findings are interpreted 

(Saunders et al., 2016). There is not a single best philosophy for a business and management research. 

The pluralist approach argues that every research philosophy and paradigm bring something special 

and valuable to the business and management research, standing for a different way of viewing 

organizational realities (Saunders et al., 2016). 

  

The research conducted for the purpose of this thesis will be based on the ontological assumption 

subjectivism. Subjectivism argues that the social phenomena are formed by the perceptions and 

subsequent actions of affected social actors (Saunders et al., 2012). Since social interactions between 

actors are in a constant flux, social phenomena is being constantly revised. Therefore, it is essential 

to examine the details of the situation to understand what is happening and to understand the reality 

behind what is happening (Saunders et al., 2012). The consumers interviewed for the purpose of this 

research may thus perceive different situations in different ways as a result of their own view of the 

world. These perceptions will thus be relativist, based on individual consumer’s relationship to the 

situation. Their different interpretations then influence their actions and the way they interact with 

their environment, and their own actions may further be perceived by others in a certain way based 

on these socially constructed interpretations and meanings (Saunders et al., 2012). Throughout this 

research we will thus seek to understand the subjective reality of consumers interviewed, to be able 

to understand their motives, actions and intentions. 

  

We will then further build on ontological assumption of subjectivism and will use interpretivism as 

the epistemological assumption in this study. Interpretivism argues that different people of different 

cultural backgrounds, under different circumstances and at different times make different meanings, 

and so create and experience different social realities (Saunders et al., 2016). Therefore, it is important 

to understand the differences between individuals and how they interpret their everyday social roles 

based on the meanings they assign to these roles. Different people may have different values and 
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different experiences that then influence the extent of importance they put to specific issues, or how 

they perceive different situations. In the case of sustainability, the topic of focus in this paper, some 

people may have been raised with or possess more sustainable values than the others, therefore they 

may put different importance to this issue. Moreover, as different people may have different 

experiences, they may put more value to different issues within sustainability (e.g. people 

experiencing bad working conditions at their workplace may put more importance to the ethical issue 

of treating employees well; while communities affected by mining activity in their neighbourhood 

may put more value to community engagement and environmental impact). The previous experiences 

may also affect the perceptions of different situations, such as some individuals may have good and 

some bad experiences with certain brands and thus they may put more or less trust into the hands of 

such brands. 

  

Looking at the axiology, this branch of philosophy deals with judgements about value and argues that 

different researchers possess different values which in turn may be reflected in drawing different 

conclusions from the data (Saunders et al., 2016). Heron (1996) also argues that choosing one topic 

of study by researchers rather than another implies that researchers think of one of the topics as more 

important. The same holds for the choice of data collection, putting more importance to the data 

collection through interviews suggests that researchers value personal interaction with interviewees 

more than their opinions given through an anonymous questionnaire (Saunders et al., 2016). The topic 

of sustainability as a focus of this study has been chosen as we believe companies should do their 

business responsibly, taking environmental and social impact into consideration; we have personal 

values of self-preservation, and therefore we believe that if people (both companies and consumers) 

do not take these issues into consideration when whether conducting business or consuming products, 

there might be no future for us or other generations. We also believe to possess both egoistic as well 

as altruistic values and we know it is sometimes difficult to balance these two when consuming 

products, and therefore we were curious how other people around us are coping with that.  

  

Lastly, Saunders et al. (2012) explore research philosophy further by looking at the concept of 

research paradigms. According to Saunders et al. (2012), paradigm is a way of looking at the social 

phenomena that leads to specific understandings of these phenomena and attempts on explanations. 

This paper will use the interpretive paradigm, which refers to interpretivist philosophical position and 

because of that the main aim of the research carried under this paradigm is to understand how people 
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make sense of the world around them. Our research will thus focus on discovering irrationalities, 

exploring the attitude-behaviour gap in sustainable consumption by trying to understand how people 

cope with paradoxical values and what impact this has on sustainable jewellery consumption. 

 

3.2 Research Approach 
  

Throughout this study an abductive research approach will be used. We started our research with the 

observation of a certain pattern in PANDORA’s communication strategy concerning its CSR 

initiatives. Saunders et al. (2016) explain that an abductive research approach starts with such an 

exploration of a phenomenon. Through the use of an abductive research approach, researchers are 

collecting data to explore the phenomenon, to identify different themes as well as patterns in order to 

modify an existing theory or generate new theories by continuous testing through data collection 

(Saunders et al., 2016). Furthermore, an abductive research approach is characterised as a constant 

‘back and forth’ movement between the theory and empirical observations in order to bolster the 

understanding of both, theory and empirical phenomena (Dubois & Gadde 2002). Our study was 

initiated by an observation of a specific phenomenon in the CSR communication strategy of 

PANDORA, which was the fact that PANDORA does lots of CSR, however, it does not necessarily 

communicate it to its consumers through Facebook, but focuses its CSR communication through 

LinkedIn, which has the different type of target audience. This observation then led us to question 

the reasons behind it. Is it because consumers do not care about sustainability when purchasing 

jewellery products? Or is it because they would become more sceptical/ critical and perceive CSR 

communication as boasting? Several theories, reports and articles have been reviewed with the 

purpose of gaining more knowledge to be able to understand this phenomenon. Initially we looked 

into the articles about CSR communication, consumer scepticism and sustainability issues within the 

jewellery industry. Afterwards, the interview with PANDORA’s employee working in the CSR 

department was conducted, in order to get a company’s perspective on this phenomenon. After the 

interview, more theories and articles have been researched, with the focus on consumers’ values and 

decision-making processes. Following, consumer data has been collected by interviewing millennials 

in regard to the beforehand studied theories and literature. The purpose was to obtain the consumer 

data that were sufficiently detailed and rich to enable us to examine the phenomenon and identify and 

explain themes and patterns concerning sustainable jewellery consumption. According to what has 

been discovered, we continued going “back and forth” between the theory and the empirical 
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fieldwork, analysing and interpreting both, in order to explain the theory and to understand what has 

been explored. 

 

3.3.1 Research Purpose 
 

The purpose of the following thesis is exploratory in nature. Exploratory studies are especially useful 

when the researchers try to get an understanding about a phenomenon, problem or an issue in a 

specific field (Saunders et al., 2016). The exploratory research often deals with questions beginning 

with ‘What’ or ‘How’ (Saunders et al., 2016), which can be observed in this study dealing with 

questions such as: ‘What values are involved in consumers’ decision processes?’, ‘How to understand 

luxury brands?’, ‘What may drive or hinder consumers in adopting sustainable consumption style?’, 

‘What values come into play when young consumers purchase and talk about the jewellery?’, ‘What 

may motivate young consumers to integrate sustainability in their ideas and preferences about the 

jewellery?’, and finally, the research question: ‘What are the arguments to make sustainable 

development become a central value in PANDORA’s brand communication strategy, and how to 

communicate this value to young consumers?’. In this study, the existing theories will be taken and 

applied to the observed phenomenon in PANDORA's CSR communication strategy, they will be 

evaluated based on their fit with the phenomenon and later the additional insights will be explored. 

 

3.3.2 Research Strategy: Single Case Study 
  

In order to answer a problem at hand researchers need to choose the right research strategy (Saunders 

et al., 2009). In this paper, a single case study has been chosen by the researchers, interviewing the 

company employee and millennial consumers. Using the case study allows researchers to answer 

questions such as ‘what?’, ‘why?’ and ‘how?’, and generate insights into a specific topic. Case studies 

are mostly used in an explanatory and an exploratory research (Saunders et al., 2009). In this paper, 

the focus has been put on the topic CSR communication strategy of the PANDORA brand, as well as 

the understanding of the millennials as consumers in regard to jewellery, sustainability and personal 

values. A single case study represents often a critical case and allows to investigate, observe and 

analyse a phenomenon that has received little attention in the past (Saunders et al., 2009). 

Furthermore, it allows the researchers to take a look at the company from the inside and gain insights 

into the unique environment. 
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3.3.3 Methodological Choice 
 

In order to answer the research question, more than one data collection technique and analysis 

procedure has been used. Thus, our methodological choice is a multi-method qualitative study 

(Saunders et al., 2009). This is due to the fact that a qualitative data has been gathered in form of a 

semi-structured interview with the PANDORA’s employee, followed by semi-structured in-depth 

interviews with millennial consumers. The qualitative data collection supports the exploratory 

research purpose of this study, as participants were able to answer the questions without any 

constraints, in order for the researchers to gain new insights and understanding of the chosen field.  

 

3.4 Data Collection 
 

Primary and secondary data have been used in this research. Primary data is data collected and 

analysed by the researchers, whereat secondary data has been analysed already before by someone 

else (Bryman, 2012). Using different data collection methods allows the researchers to enrich and 

endorse the problem, which is meant to be explained, in order to answer the above explained research 

question as well as sub-questions. The following part shows the main primary and secondary sources 

used in this paper. 

 

3.4.1 Primary Data 
 

In the beginning of our research a semi-structured interview was conducted with the group ethics 

business partner of PANDORA Trine Pondal, in order to get an overview of PANDORA’s CSR 

communication strategy (see interview guide in Appendix 2). Conducting a semi-structured interview 

was chosen here, to get an understanding of what is happening in the organisation and to assess the 

general context. 

 

Additionally, 15 face-to face in-depth semi-structured consumer interviews have been conducted in 

order to gain a more comprehensive understanding of millennials’ viewpoints on sustainability and 

jewellery, people's personal values, their buying behaviour when it comes to the consumption of 

jewellery, sustainable jewellery and other luxury products, as well as their knowledge and preferences 

about the brand PANDORA. For the in-depth semi-structured interview, an interview guide was 

created by the researchers prior the interview. This interview guide (see interview guide in Appendix 
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3) allowed the researchers to cover specific predefined topics, left a certain leeway, for the 

respondents to answer those questions as well as flexibility for the interviewers to ask questions not 

included in the guide (Bryman, 2012). The order of asking the questions in semi-structured interviews 

can vary depending on the flow of the conversation (Saunders et al., 2016). This has been experienced 

in the research as well. The duration of the interviews was between 45 minutes and 1 hour and 35 

minutes. The participants were asked predefined questions with the aim of supporting answering the 

above explained research question and its sub-questions. As a means-end approach was used in the 

beginning of each consumer interview, participants were asked to name the most important 

characteristics for them in regard to jewellery, sustainable products and sustainable jewellery. To 

understand how these participants link product attributes to consequences and values, the participants 

were asked for each attribute the simple question “Why is this important to you?”. A method called 

“soft” laddering was used by the interviewers, to restrict the participants as little as possible in their 

natural flow of speech (Zanoli and Naspetti, 2002). However, this laddering technique can be seen as 

tricky, as the interviewer has to lead the conversation, for instance by using questions like “Can you 

think of any other characteristics?”, in order to distinguish precisely the attributes, the participants 

are looking at. Not to miss out any attribute and information, one of the researchers was interviewing, 

whereas the other one was taking notes throughout the whole interview. All the interviews were 

recorded and transcribed after they have been conducted. 

 

Furthermore, we have gathered insights into the sustainability development and issues in the jewellery 

industry by listening to a student webinar at the Youth Fashion Week, with PANDORA as a main 

partner. Data out of sustainability reports and annual reports has been used as well to get a better 

understanding of the jewellery industry and the case of PANDORA (sub-question 5&6). However, it 

can be argued that these reports might not be fully primary sources, as the data might have been 

assessed and analysed by employees, means it might have been individually rated before. 

 

3.4.2 Secondary Data 
 

Secondary sources have been used as well throughout the thesis. Here, for instance, different journals, 

books, internet sources help to understand the overall context and to answer our sub-questions and 

our overall research question.  
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3.5 Sampling 
 

The participants of the in-depth semi-structured interviews for the conducted research were chosen 

by using a purposive sampling method which is a non-probability sampling technique. The aim of 

the purposive sampling method is that only those participants for the research are chosen, which are 

expected to be relevant in contributing with an input in order to answer the research question. This 

means that the researcher has to be clear what the criteria for including participants into the sample 

are (Bryman, 2012). In our case, these were: female; belonging to the millennial generation; 

consuming jewellery; and having a basic understanding of sustainability. Purposive sampling, 

however, makes generalizing data to the population difficult, which can be seen as a limitation of the 

paper (Bryman, 2012). Furthermore, in order to get in touch with more female participants that meet 

the above-mentioned characteristics, a snowball sampling technique was used. Using this sampling 

technique, the interviewed participants were asked to suggest other participants who might fit the 

needed characteristics (Bryman, 2012). Through the snowball sampling technique, five additional 

participants were found. 

 

Additionally, it can be argued that a convenience sampling approach was used as well. This form of 

non-probability sample is selected by the researchers due to convenience reasons (Bryman, 2012). 

The participants, who were mostly CBS students, were chosen out of the personal network of the 

interviewers, due to convenience reasons. This may have further biased the collected data, as the 

participants were most likely more educated about topics of sustainability as others. The sample size 

of the in-depth semi-structured consumer interviews was relatively small, because of time limitations 

for conducting, transcribing and analysing the consumers’ responses. However, 16 participants were 

selected and after excluding one participant, due to a limited knowledge of sustainability and no 

consumption behaviour of jewellery, a sample size of 15 participants was reached. All participants 

were born between 1990 and 1996, which groups these respondents into the millennial generation.  

 

Furthermore, the interview with Trine Pondal, the group ethics business partner of PANDORA, is 

based on a purposive sampling, as it was important for the researchers to find employees who are 

knowledgeable about the CSR communication and activities of the brand, have a strong 

understanding of the sustainability concept as well as insights about the targeted consumers of the 

brand and their behaviour. However, one can argue that interviewing just one person from the 
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company may be seen as a downside of the following paper, as other employees’ opinions and 

viewpoints might have been neglected, which biases the gathered data.  

 

3.6 Quality of the Data 
 

In the following part we are taking a look at the main criteria for evaluation of social research, which 

are reliability, replicability and validity (Bryman, 2012). It is very important to take these criteria into 

consideration in order to make a credible research.  

 

Validity deals with the idea whether the researchers are really observing and identifying what they 

say they are (Bryman, 2012). Validity can be subdivided into two separate constructs: internal and 

external validity. Internal validity deals with whether the match between researchers’ observations 

and the theories they develop out of those are good enough (Bryman, 2012). The degree of external 

validity, on the other hand, explains the generalizability of the findings across social settings 

(Bryman, 2012).  Due to a relatively small sample (small number of interviews) in a combination 

with the usage of a single case study, generalizability in our research can be seen as problematic. This 

means that stating that outcomes of the study can be replicated and applied on different companies 

may be misleading.  

 

Reliability, on the other hand, deals with producing consistent results over the time. Here, reliability 

can be as well subdivided into external and internal reliability. External reliability describes the extent 

to which a study can be replicated. In qualitative research, replicability can be seen as problematic, 

since replicating social settings and the circumstances of the study is almost impossible (Bryman, 

2012). Internal reliability deals with whether in a research with two or more researchers, these 

observers agree on what they hear and see (Bryman, 2012). One can argue that in the following study 

the internal validity is given to a certain extent. However, as the researchers have their own opinions, 

viewpoints, knowledge etc., observations and analysis of data may be biased due to subjectivity.  
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CHAPTER 4: THEORETICAL FRAMEWORK 

 

The purpose of this chapter is to use the literature to answer our first 4 sub questions. Therefore, this 

chapter will be divided into 4 sections each dedicated to one of the sub questions. In the first section, 

the concept and categorization of consumer values and their role in decision-making processes will 

be outlined; second section will look at the concept of luxury and luxury consumption; the third 

section will look into why companies do CSR, what are the reasons behind and how they should 

communicate it to consumers; the last section will look into the sustainable development and the 

sustainable consumption, it will discuss the attitude-behaviour gap and the compatibility of luxury 

and sustainability concepts. Lastly the conceptual framework will be presented that will serve as the 

basis to investigate consumer behavioural intention towards sustainable jewellery products. 

 

4.1 Values in Consumers’ Decision Processes  
 

Value research has been a topic of interest in many disciplines over the decades. Disciplines such as 

psychology, sociology or anthropology have tried to understand what role personal values play in the 

human behaviour and based on that how such a behaviour can then be predicted (Rokeach, 1973). 

Even though there are couple of definitions of value, none of them is universally accepted. The 

conceptualisations of value depend on the context of the study. This concept has received a particular 

attention in marketing in the area of consumer behaviour (De Mooij, 2003). This section will thus 

look at the relevant definitions and categorizations of human values, and answer the first sub-

question:  

 

What values are involved in consumers’ decision processes? 

 

4.1.1 Defining and Categorizing Values in Consumer Behaviour  
  

There are two important names to mention among the literature studying human values. One of them 

is Milton Rokeach and the other is Shalom H. Schwartz. Milton Rokeach (1973) has conducted one 

of the first researches on the values and how they impact human behaviour. He defines the value as 

‘an enduring belief that a specific mode of conduct or end-state of existence is personally or social 

preferable to an opposite or converse mode of conduct’ (Rokeach, 1973-5). He argued that values are 
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being learnt early in the childhood and believed that the amount of values an individual possesses is 

quite small, that the people around the world have the same values but their importance varies, and 

that antecedents of human values are linked to culture, society and institutions (Rokeach, 1973). In 

his book The Nature of Human Values, he talks about the value systems being ‘an enduring 

organization of beliefs concerning preferable modes of conduct or end-states of existence along a 

continuum of relative importance’ (Rokeach 1973-5) and he argues that there are 36 values that can 

be split into two groups based on whether they are characteristic for a means or for an end. These two 

groups consist of 18 terminal values and 18 instrumental values. Terminal values represent the wished 

end-states of existence or idealized ways of living, and include values such as security, freedom or 

happiness. Instrumental values, on the other hand, represent ways of behaviour that are socially 

acceptable and that are believed to be an instrument to reach the desired end-states. Independency, 

courage or honesty may serve as an example of instrumental values. The relationship between 

instrumental and terminal values then shape the value system (Rokeach, 1973). 

  

Schwartz further builds on the work of Rokeach (1973) and introduces a Theory of Universal Content 

and Structure of Values (1992). This value categorization system by Schwartz (1992) will be used 

for the purpose of our study. It was chosen as it is one of the most known and acknowledged works 

among personal values studies as well as marketing and consumer research, and has been used by 

several researchers in connection to luxury and sustainability. Except of Rokeach’s Value Survey, 

this theory also builds on Schwartz and Bilsky’s (1987), and Hofstede’s (1991) research. Schwartz 

uses the values proposed by Rokeach Value Survey and complements them, coming up with a full 

number of 56 values of basic needs of human existence. He then argues that these values are 

applicable to general population (Schwartz, 1992). Schwartz states that values are beliefs that are 

linked to the emotions and they are motivational in their nature as they drive people to pursue their 

ambitions. They differ from norms and attitudes that depend on circumstances, actions and objects, 

as they are abstract and go beyond particular circumstances. They are the guiding principles of 

deciding on and evaluating a behaviour, actions, occasions, or other human beings. They are generally 

applicable, however, different people put different importance to different values, and thus they build 

their own value hierarchy (Schwartz, 1992). Schwartz further categorizes the 56 values into 10 value 

types (see table 1 below) depending on the underlying driving ambitions. These value types then 

create the value systems (Schwartz, 1992). The early version of Schwartz’s value theory (1992) 

proposed an eleventh dimension of spirituality. However, this was later dropped as it did not prove a 
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consistent meaning across cultures. Schwartz (1992) divides these 10 value types even further, 

coming up with two bipolar orthogonal dimensions: 

  

• self-enhancement vs. self-transcendence (going after own interests vs. thinking of interests 

and welfare of others) 

• openness to change vs. conservation (independent acts vs. self-restriction and remaining 

existing order) 

  

 
Table 1: Schwartz’ basic values (Schwartz, 2006:2) 

 

Instead of just presenting 10 basic value types, the theory also explains the dynamic relations between 

them. Actions driven by one value have consequences that may be in conflict with other values but 

are congruent with others. The actions pursuing values have practical, psychological and social 

consequences. Practically, by deciding on an action driven by one value may contradict the other 

value that person possesses and make him/her perceive such an action as psychologically dissonant. 

Other people may then judge the person by highlighting the practical and logical differences between 
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the actions and values that person claims to have. People can indeed pursue contradictory values, 

however, not in the sole act. They may do so through different actions, at different times and in 

different settings (Schwartz, 2012). Schwartz visualizes the 10 value types in a circle (see figure 2 

below), where the value types that pursue similar goals are close to each other, while the ones that 

are in a conflict are opposed to each other. Schwartz further identifies two big dimensions: openness 

to change vs. conservation, and self-enhancement vs. self-transcendence. Openness to change values 

include stimulation and self-direction value types, and stand for independent thinking and 

receptiveness to change. They are at odds with conservation values that include conformity, tradition 

and security value types, and point towards self-restriction, keeping traditional methods and stability. 

Then there is self-enhancement value dimension that includes power and achievement values, and 

drives person to go after own success and influence. This dimension is in conflict with self-

transcendence values that consist of universalism and benevolence, and stand for tolerance, social 

justice and welfare of others (Schwartz, 2006). 

  

 
Figure 2: Relations among the motivational value types (Schwartz, 2006:3) 
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4.1.2 Values as Drivers Behind Consumption 
 

Consumer behaviour in marketing is dealing primary with consumer preferences and how these 

preferences are built in consumers’ minds. It can be distinguished between two different approaches: 

behavioural and cognitive marketing approaches (Zanoli and Naspetti, 2002). 

  

Behavioural approaches emphasize on the aspects of the environment and people’s behaviour (Zanoli 

and Naspetti, 2002). Cognitive approaches on the other hand are dealing with constructs which try to 

understand people’s mental structures and thinking processes. From a cognitive perspective, 

consumer behaviour can be defined as all the activities that people employ when it comes to selecting, 

purchasing and using services and products to satisfy their desires and needs. The cognitive 

perspective is based on the consumers knowledge about a product or a service, the perception of it 

and the needs consumers want to satisfy with the usage of a product or a service. Through experiences 

throughout their lives, people are developing knowledge, meaning and beliefs which are stored 

continuously in their minds (Peter et al. 1999). 

  

Stimuli such as the environment or product information combined with self-knowledge of consumers 

and their minds, create a link between the consumers and the product. These links between the 

attributes of the product, the personal consequences and the individual values create a cognitive 

network in people’s minds which is the foundation for people’s motivations. Gutman (1982) names 

this network, which is structured in a hierarchical way, the “Means-End Chain”. 

 

It can be difficult to understand and identify consumers’ motivation about buying a product or a 

service by asking them why they have chosen it in the way they did. This is due to the fact that 

consumers are often not aware or unable to express their motives (Zanoli and Naspetti, 2002). The 

means-end chain (MEC) approach, developed by Gutman (1982), which is based on three sequential 

stages has proven to be a good method for identifying “why?”. 

  

The MEC approach is based on some fundamental assumptions. First, values which are defined by 

Gutman (1982) as desirable-end states of existence, play an important role in guiding consumers’ 

choice patterns. Second, because of the huge number of different products and services, which are 

potential satisfiers of people’s needs and values, people group those in different pattern in their minds 

to reduce the complexity for their choices (Gutman, 1982). Third, all consumers’ actions have 
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consequences, which can be defined as results, physiological or physiological nature, desired or not, 

and accrue indirectly or directly to the consumer based on the consumers behaviour (Gutman, 1982).   

  

Gutman’s means-end chain approach (see figure 3 below) explains the assumption that values are 

dominant factors when it comes to consumer purchase. Furthermore, consumers are considering the 

use of products or services and thus their attributes in order to satisfy their needs and desires. 

Additionally, all actions have consequences which are, as described above, different in nature. 

Overall there is a connection between the attributes of a product or service, the consequences and the 

values of consumers (Leão & Mello, 2007). 

  

 
  

Figure 3: Means-end chain own source based on Gutman (1982) 

  

Using a so-called laddering method can help marketers to understand the distinction framing the chain 

and the connection between attributes, consequences and values (Gutman, 1982). The method is using 

in-depth interviews in order to understand how consumers transfer product or service attributes into 

meaningful compounds for themselves (Gutman 1982; Reynolds & Gutman, 1988). Questions such 

as ‘Why is it important for you?’, ‘Why?’ etc. help to internalize the connection between the three 

levels of the chain. 

  

The means-end chain can be used by marketers to understand consumers’ personal consumption 

motives. Furthermore, it helps identifying the consumers’ perception of the relationship between the 

different levels and helps classify customers into different groups (Reynolds & Gutman, 1988). This 

can help marketers to use the right marketing and communication techniques in order to target specific 

customer groups and offer the right products and services, depending on consumers’ personal 

preferences. 
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4.2 Concept of Luxury and Luxury Consumption 
 

The concept of luxury, whether it is goods, services, ideals, or lifestyles, have many meanings and 

uses. To be able to understand the modern luxury market, it is imperative to look into the definitions, 

understandings and economic space taken up by luxury. Luxury products are based on the different 

social and economic rules than regular common products, and therefore it is essential to this paper to 

look into what it is so special about them. Thus, the purpose of this part is to answer the second sub-

question:  

 

What is luxury and what is known about luxury consumption? 

 

4.2.1 Defining and Categorizing Luxury 
 

Definition and scope of luxury varies across literature. Word luxury comes from the Latin ‘luxus’ 

and Latin Oxford Dictionary defines it as ‘soft or extravagant living, overindulgence’ and 

‘sumptuousness, comfort, abundance’ (Christodoulides et al., 2008: 397). The Oxford University 

Press Dictionary of the Enlightenment additionally defines luxury as ‘goods or services that have 

been valued throughout human history because of their perceived rarity, beauty, comfort, or 

heritage…(and) reflect the position of the powerful people who own them and whose visible status 

they ratify’. Vigneron and Johnson (1999) also argue that luxury is the highest standard of prestigious 

brands that consist of different physical and psychological factors. Savitha and Sathyanarayan (2014) 

further adds that luxury goods bring about social differentiation. De Barnier et al. identified 7 

common aspects across the literature that define luxury: exceptional quality, hedonism (beauty and 

pleasure), high price, rarity (different from scarcity), selective distribution and associated 

personalised services, exclusivity (prestige, privilege), and creativity (art, avant-garde).  

 

Songer (2014) divided consumption goods into three groups: luxury products, inferior products and 

needs. The needs are the products that consumers with lower income spend the most money on, such 

as food or accommodation. As consumers earn higher salaries, the consumption of the need products 

increases, however, the share of the salary spent on these goods decreases. The inferior goods, on the 

other hand, are those which consumption falls as the salaries rise. A good example of such products 

may be for example bread or butter, and healthier versions of such goods are preferred, may it be 

olive oil for example. Regarding the consumption of luxury products, the share of consumer income 
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spent on such products increases proportionally as the income rises. Yeoman (2011) further argues 

that except of monetary value, luxury products may also be related to aspects like experience, 

originality and status. 

  

Luxury products have some characteristics that separate them from the needs and inferior products. 

Perceptions of people, culture and the society all influence whether the good is marked as a luxury. 

A socio-economic segregation may be one way of defining the luxuries. An example of that may be 

a car of a certain brand that is perceived as a normal product in a developed country, may be perceived 

a luxury in the country that is underdeveloped (Vicker and Renand, 2003; Christodoulides et al., 

2009). Another way of categorizing may by looking at the usability, where a car may be perceived as 

a need in rural areas where it is really needed due to the transportation constraint, but a luxury for the 

people living in big cities (Vickers and Renand, 2003). 

 

Furthermore, luxury products have been divided in many different ways across literature. Siying 

(2014) in his study divided luxury goods into three groups, based on the accessibility related to price 

and production volume. These three groups are: available luxury products (available to many people, 

affordable price), mid-level luxury products (unavailable to people with restricted budget, accessible 

only by specific consumers) and unavailable luxury products (special production conditions, high 

prices and affordable only for the elite). The other division of luxury goods is based on the brand 

awareness and price level, forming three groups: Low brand awareness luxuries (not expensive), high 

brand awareness luxuries with high price (inimitable products, wanted most by the consumers), and 

high brand awareness luxuries with affordable price (more popular and available, for consumers with 

limited budget) (Siying, 2014). 

 

4.2.2 Motives and Luxury Values  
 
In order to understand luxury consumption, it is important to study what drives consumers to purchase 

luxury goods or services. Tsai (2005) studied what motivates people when buying luxury products 

and came up with two motive categories: social motives and private motives. Social motives depend 

on the interaction with other people, while private motives may be fulfilled independently from 

others. Wiedmann et al. (2009) argues that there is also another type, functional motives. Quality 

assurance belongs into this category and includes consumers that buy luxury items mostly because 
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of their superior functional benefits (Tsai, 2005). Social motives are related to prestige-seeking and 

demonstrative consumption that provides social recognition (Veblen, 1899). These motives can be 

further divided into bandwagon, snob and non-conformity motives (Trommsdorff and Heine, 

2008a). The goal of the bandwagon consumption is to fit with the attractive peer-groups and get their 

acceptance or show the belonging to these groups. On the other hand, snob consumption aims for 

differentiating oneself from others. Items that are rare, pricey and affordable only to some people are 

an object of this consumption (Leibenstein, 1950). Non-conformity consumption is similar to snob 

consumption as its goal is also to differentiate oneself from the others, however it does not aim for 

vertical status-differentiation, but for horizontal differentiation with non-conformity or eccentric 

lifestyles. Here, the luxury goods are being bought in order to express the consumers’ personality and 

values (Solomon, 1983), to meet the need for being unique and to express their own identity 

(McCracken, 1986). Regarding the private motives, those may be further divided into self-directed 

pleasure and congruity with internal self-motives (Tsai, 2005). Self-directed pleasure motives lead 

to consumption of goods that aim for spoiling oneself and making life easier and more enjoyable. 

This refers to self-gift-giving (Mick and Demoss, 1990) and affective consumption that make 

consumers purchase luxury goods to fix the negative mood or enhance the positive mood (Roth, 

2001). Congruity with internal self-motives leads to purchasing luxury products whose image is 

compatible with what consumers think about themselves. Thus, such goods can meet the consumers’ 

need for self-respect. Non-conformity consumption also concerns the congruity between product 

image and one-self, however, it differs from congruity motives as it aims for creating an external-

self, the socially-oriented impression management (Tsai, 2005). 

 

When people consume luxury products they acquire certain values from this consumption. Choo et 

al. (2012) divided these values into 4 types: utilitarian, hedonic, symbolic and economic values. 

Utilitarian values further comprise excellence and functionality values. Items are perceived as 

excellent if they are believed to be sophistically made, made in craftsmanship and lasting for a long 

time. The functional value rests in products that are useful and practical. The hedonic value includes 

also aesthetics, pleasure and experience. Items with aesthetically superior, well designed invoking 

pleasant, strong sensory and entertaining experience thus offer hedonic value. Symbolic value of the 

products rests in self-expressive and social value. Products offering a self-expressive value carry a 

strong personal meaning, and give consumers the possibility to express themselves and relate the 

symbolic meaning of such item to their own image. The social value means that the products of a 
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brands are considered by many as a symbol of success, social status and prestige. Lastly, the economic 

value of luxury products includes an economic investment value due to the limited availability of 

products and a growing price of these products. A luxury good may provide consumers with few or 

all of these values based on what is the intention behind buying such product or the nature of the 

product itself (Bilge, 2015). The values acquired from luxury consumption proposed by Choo et al. 

(2012) will not be used further. Due to the scope of the thesis the luxury values theory of Choo et al. 

(2012) will not be used further in the data analysis, however, it gives the reader an understanding of 

luxury consumption. 

  

4.2.3 Developing the Luxury Concept: An Affordable Luxury  
 

For the past years, the entry-level luxury goods were addressed in the literature as ‘premium’ 

products. However, a new term for this concept has emerged in industry reports and news articles 

recently, an ‘affordable luxury”. It has been used to call attention to the increased popularity of 

durable goods (such as homes), fashion products, and food (Mundel et al., 2017). Mundel et al. (2017) 

have studied how millennial consumers perceive such products and what values they assign to them. 

The findings showed that affordable luxury can be described as unnecessary, high-quality, and status-

granting products, mostly associated with fashion, jewellery and perfumes. In contrast with luxury 

products, affordable luxury goods were not necessarily defined as exclusive and several participants 

marked also some of the commodities as affordable luxuries (such as specialty coffee). Consumers’ 

perception of affordable luxury was also linked to the monetary value, as they expect such products 

to have the same quality as luxury, but at the discounted price. Affordable luxury thus represents a 

development of the luxury concept, where the products are no longer available to the most affluent 

people, but also to the mass consumers (Meyers, 2004). The both concepts are characterized as being 

of a high quality, indicating a high status and having hedonic features of an indulgence (Mundel et 

al., 2017). Since consumers believe that they can show their economic status through affordable 

luxury products to others and many millennials link such products to successful people, the marketing 

managers should focus on stimulating hedonic perceptions when building a communication strategy 

for affordable luxuries. More and more mass brands are coming up with their own lines of luxury 

products, and therefore the boundary between luxury and mass-produced goods becomes often 

unclear. Colognes, alcohol beverages, specialty coffee, or tickets to concerts scored all quite high in 
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consumers’ perception of affordable luxuries. Brands thus have a chance to market such goods in the 

similar way as luxury items (Mundel et al., 2017). 

 

4.3 Corporate Social Responsibility and its Inclusion into Communication 

Strategy  
 

Nowadays a trend for companies towards “doing good” and “avoiding bad” can be examined. This is 

because people tend to care more and more about sustainability issues. Individuals in general tend to 

seek the information as well as evaluate and question companies’ behaviour, and punish or reward 

those businesses for their behaviour. The evolving trend underlines the need for communication 

methods for companies in order to inform but also involve their stakeholders in businesses’ 

engagement in socially responsible activities. This section will therefore look at what the concept of 

corporate social responsibility (CSR) means, why companies are engaging into CSR, and what are 

the reasons for and in what way to communicate it to its stakeholders. Thus, the following section 

will answer the third sub-question:  

 

What are the arguments for companies to integrate CSR into their business and communication 

strategy and what are the implications from a company perspective? 

 

4.3.1 Corporate Social Responsibility 
 

Howard R. Bowen, one of the first advocates and prime father of social responsibility (SR), describes 

in his book Social Responsibility of the Businessman (1953) that corporations have a lot of power 

and thus they have the ability to influence society. He argues that those businesses have social 

obligations and have to act responsible towards society, citizen and the environment. As social 

responsibility was in the 50s and 60s seen as a managerial construct, throughout the years this 

perspective has been moving towards the fact that social responsibility has to be implemented 

throughout the whole organisation (Carroll, 1999). Especially in the late 70s and 80s lots of criticism 

arose, saying that companies are using the approach to manipulate society by displaying specific 

issues depending on businesses interests (Hack et al., 2014). However, further in the years, this 

criticism about companies’ opportunistic behaviour decreased especially with the introduction of the 

CSR stakeholder approach by Freeman in the 90s. 



Copenhagen Business School 2018 

 33 

Freeman (1984) shows in his stakeholder approach that companies are not only responsible for 

meeting the interests of their shareholders, important here is that they balance and include (into a 

certain extent) the interests of all their stakeholders which might influence short- and/or long-term 

objectives of the company. As the pressure on companies to act in a socially responsible way towards 

communities and society is increasing, organizations are forced to develop strategies which are 

mirroring their positive social contribution (Porter & Kramer, 2011). By taking a managerial 

perspective in this matter, the literature is dealing with questions of how and which CSR initiatives 

can increase corporate performance, how these companies can respond in the best way to their 

external stakeholders’ demands as well as their motives to become engaged in CSR (Basu & Palazzo, 

2008). However, treating CSR as a corporate concern and neglecting multiple stakeholders’ 

expectations of CSR, potential problems could arise. This emphasizes the need for corporations to 

actively attempt to understand the needs, concerns and interests of all stakeholders in regard to better 

tailoring comprehensive CSR strategies to those affected parties (Öberseder et al., 2013).   

 

In general, corporate social responsibility (CSR) is a wide construct which has intensively developed 

during the last decades whereas the contribution of many theorists shaped understanding and angle 

in which it is seen nowadays. With regard to the extensive number of viewpoints and theories, a 

general agreement on the universal meaning of CSR is not given. CSR can be seen as an umbrella 

term which embraces various entangled areas, such as stakeholder theory, corporate citizenship, 

corporate sustainability and business ethics (Freeman & Hasnaoui, 2011). As a fundamental element 

of businesses strategic behaviour CSR is often seen as the idea of “doing good”, impacting and 

contributing to the well-being of a society (Carroll & Shabana, 2010). Gossling and Vocht (2007) 

describe CSR as the efforts of an organization to accomplish a balance between environmental, social 

and economic necessities with on the one hand the purpose of doing good and giving something back 

to society and on the other hand taking into consideration the expectations and interests of 

shareholders (Gossling & Vocht, 2007). 

 

In probably one of the most comprehensive models in CSR history, Carroll’s CSR Pyramid, CSR has 

been defined as a construct of economic, legal, ethical and philanthropic responsibilities (Carroll, 

1979), meaning that in order to be a good corporate citizen, companies have to embrace and act 

according to those responsibilities (Carroll, 1991). Maximizing profits, being competitive, 

maintaining a high level of operating efficiency, and thus maximizing earnings per share, is moving 
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in the economic foreground of companies. Additionally, to be perceived as legally responsible, 

companies are expected to obey the laws and regulations of the governments. Furthermore, ethical 

responsibilities like norms, values, standards and expectations of society, which are not codified into 

law, can be seen as the provoking force for the creation of new laws and regulations. Lastly, the 

philanthropic responsibilities are those actions of companies which goes beyond the ethical 

responsibilities and move towards societal expectations of being a good corporate citizen. Companies 

should act in a manner which is consistent with the charitable and philanthropic expectations of 

society (Carroll, 1991). Even though Carroll’s framework might be criticized because of overlaps and 

missing linkages between the different dimensions of the pyramid (Carroll and Shabana, 2010), it is 

the framework that shaped understanding of CSR practices and company’s CSR responsibilities for 

the last 30 years.  

 

4.3.2 Including CSR in the Communication Strategy  
 

Communicating CSR to stakeholders, might lead to a change in stakeholders’ perception of 

companies and increase stakeholders’ awareness about social and environmental issues. Furthermore, 

from a company point of view, communicating CSR might lead to the creation of trust and the change 

in stakeholders’ attitudes. In the long term, companies can build up their image, strengthen 

relationships with stakeholders and increase stakeholder advocacy. This might be reflected in a 

positive word-of-mouth, a commitment of employees to their employer, an increased employee 

productivity, a citizenship behaviour and a loyalty from customers, employees and investors (Du et 

al., 2010). 

 

However, communication “often remains the missing link in the practice of corporate responsibility” 

(Dawkins, 2005). This means that companies ought to understand how, where and which CSR efforts 

to communicate to their stakeholders. In general, Gioia & Chittipeddi explain communication strategy 

as a way articulating a vision to another party (sense-giving) which means that businesses are 

influencing the way of understanding and making sense of their stakeholders. ‘Sense-giving’ leads to 

a process of stakeholders ‘sense-making’, which means that stakeholders receive companies’ 

articulation, process and interpret those (Gioia & Chittipeddi, 1991). As this one-sided 

communication technique might be interpreted by stakeholders as a way of companies ‘self-

promoting’, Morsing and Schulz suggest that involving external stakeholders in the communication 
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process might contribute to a positive diffusion of CSR activities, as not only internal but also external 

stakeholders can be entangled in both sense-giving and sense-making (Morsing and Schulz, 2006). 

  

Stakeholders expect that companies engage in social responsibility activities. This was investigated 

in a research from a Danish study by Morsing et al. (2008). However, the findings depict that those 

companies should not communicate their activities too loud (Morsing, et al., 2008). Too aggressively 

promoted environmental and social disclosures can be regarded as a business’ self-praise 

(Hooghiemstra, 2000) and can lead to scepticism towards these companies (Du et al., 2010). 

Minimizing scepticism towards stakeholders is one of the main challenges for companies in a 

balanced CSR communication (Du et al., 2010).  

  

The scepticism means that the credibility of CSR messages on environmental, social and ethical 

issues is questioned by stakeholders (Dawkins, 2005) as they link companies’ CSR communication 

with intrinsic and extrinsic corporate motives (Du et al., 2010; Reilly & Larya, 2018). Extrinsic 

motives are those where companies’ actions are connected to the pursuit of increasing companies’ 

profits, whereas intrinsic motives are perceived as a ‘giving back’ to the society (Du et al., 2010). 

However, stakeholders often perceive companies’ CSR communication as a mixture of intrinsic and 

extrinsic motives. Research shows that a mixture of those attributes leads to an even more positive 

perception of CSR, than a mere intrinsic or extrinsic attribution (Ellen et al., 2006). In regard to that, 

a development in consumers’ understanding and tolerating of companies’ extrinsic motivations can 

be examined unless there is as well an intrinsic CSR will. Du et al. call this a ‘win-win’ perspective 

(Du et al., 2010). Additionally, the more a company controls CSR communication, for instance 

through communicating on the web page or ethics report, the less stakeholders trust the credibility of 

the company (Du et al., 2010). 

  

In order to build a trustworthy communication to stakeholders, businesses should take an inside-out 

approach and include employees in the communication process (Morsing, et al., 2008; Dawkins 

2005). Without any employee commitment, CSR communication can be perceived as a pure top down 

approach and might create also a scepticism towards stakeholders (Morsing, et al., 2008). Morsing et 

al. (2008) develop a CSR communication model where ‘the expert CSR communication process’ and 

‘the endorsed CSR communication process’, may help businesses to reap reputational advantages 

through communicating about their CSR activities (Morsing, et al., 2008). Communicating through 
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a third party may beam more trustworthiness in CSR messages (Morsing, et al., 2008). However, 

Schmelz found out that customers prefer a more explicit CSR communication which is more 

personally relevant and that scepticism towards businesses CSR communication is not that high as 

other literature suggests (Schmelz, 2012).  

 

Studies have shown that young consumers are often more concerned about social responsibility issues 

than older generations (Pérez and del Bosque, 2015). Wilhelm (2009) found a low level of 

sustainability knowledge of this consumer group but as well a high level of interests and importance 

of these issues (Wilhelm, 2009). This underlines the importance for companies in moving towards 

new CSR communication constructs to target these young patriots. Especially due to the new media 

development, businesses communication is moving more and more towards social media. Exposing 

messages on social media is an efficient way of communicating CSR especially to young consumers 

(Kesavan et al., 2013) as this target group perceives social media as a more trustworthy medium of 

communication than TV and traditional advertising (Foux, 2006). However, more research is needed 

to understand the right way companies should communicate their social responsibility activities to 

younger generations. 

 

4.3.2.1 Stakeholder Based CSR Communication   
 

Different stakeholder groups require to be targeted with different information. Evaluating 

stakeholders’ opinions on social reports shows for instance that audiences which are highly engaging 

into social responsibility tasks, such as social responsibility expert groups and NGOs, are primarily 

looking for information about the engagement and impact of companies in regard to CSR programmes 

in form of case studies, benchmarks, targets and trends (Dawkins, 2005). On the other side, 

mainstream investors, need more detailed information and explanation about social responsibility as 

they lack knowledge and understanding of the topic (Dawkins, 2005). Overall different stakeholder 

groups and audiences in different regions tend to need different information. This means for 

companies that they have to find a balanced way of disclosing information within their social 

reporting, implying that companies have to investigate their priority target audiences, in order not to 

focus on unimportant information disclosures (Dawkins, 2005). Companies can communicate their 

CSR activities, directly or indirectly to their stakeholders. In the following part, we explain some 

communication options for companies. 
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4.3.2.1.1 Communicating CSR to Employees  
 

Morsing et al. (2008) suggest, that companies should take an ‘inside-out approach’ where the 

employees are the foundation for building a successful trustworthy CSR communication. Before 

starting to communicate CSR to external stakeholders, it is important that internal commitment is 

ensured, such as the one of the employees. The ‘inside-out approach’ creates a strong organizational 

commitment to the CSR agenda and implies a reduction of CSR communication perception of being 

a fully top management initiative (Morsing et al., 2008). Integrating employees into the CSR 

communication should not be underestimated. Since this group has a strong communication power, 

employees can spread trustworthy information in their social circles. Dawkins showed in a research 

that over one third of employees proposed someone to use their company, due to the fact of 

responsible way of acting of the company. This means that employees can act as advocates in 

spreading positive CSR word-of mouth to fellows, friends and other stakeholder groups, as they have 

a wide reach to other stakeholders and can be seen as a credible information source (Dawkins, 2005). 

This leads to the fact that companies should strongly attempt to include employees in their CSR 

communication strategies. Additionally, since Dawkins research shows that nine out of ten employees 

in consider socially responsible behaviour as an important employer factor, CSR can be regarded as 

a main recruiting and attracting factor for new talent (Dawkins, 2005). This means as well that 

corporate responsible behaviour implies a potential of an employee motivation increase and a 

strengthening of employer perception. Furthermore, improving working conditions for employees, 

such as health and safety conditions, increases not just the commitment of those to the company, but 

as well matches public expectations about CSR engagement which can lead to an increase in 

companies’ reputation (Morsing et al., 2008). Following the ‘inside-out approach’ of Morsing et al., 

after employees has been committed to the CSR efforts of the company, they might be engaged in 

CSR communication and activities in local communities. These could be different environmental and 

social programs and communication with different local groups, politicians etc., and even in a next 

step, a CSR engagement towards national and international interest groups (Morsing et al., 2008). 

 

4.3.2.1.2 Expert and Endorsed CSR Communication 
 

A research conducted by the Reputation Institute in 2007 showed that among the 30 largest companies 

in Denmark corporate responsibility was one of the key drivers of corporate reputation, and therefore 

to reap the benefits of communicating CSR to the stakeholders, the right communication techniques 
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need to be used. On the one side internal and external stakeholders may be targeted by ‘expert CSR 

communication processes’ and on the other side through ‘endorsed CSR communication processes’ 

(Morsing et al., 2008).  

 

As explained above, direct communication is not often effective to achieve a favourable reputation. 

By using facts, figures and statistics in ethics reports, corporate webpages, internal communication 

presentations and magazines, and face-to face conversation, companies can inform and communicate 

CSR to small exclusive groups of experts (expert CSR communication) such as politicians, media, 

local authorities and critical groups (Morsing et al., 2008; Dawkins, 2005). These exclusive expert 

groups are already knowledgeable about topics and issues in relation to CSR, meaning that they have 

the specific understanding and are willing to learn and understand more about the CSR activities of 

companies. As reputation surveys show that consumers in Denmark prefer when companies do not 

communicate loudly about their CSR initiatives, companies also argue that minimal CSR 

communication is more than enough. Here, stakeholders may be informed for instance by using ethics 

reports and corporate websites. Businesses argue that they do not need extra advertising campaigns 

to create awareness about their CSR activities. More, they believe that people who are interested in 

CSR will find out on their own what the company is doing (Morsing and Schulz, 2006). 

Communicating CSR to expert groups, may evolve to an indirect communication to customers and 

public, as these exclusive individuals may spread the CSR messages in society (Morsing et al., 2008). 

However, communicating just to these exclusive groups is not enough to communicate CSR on a big 

scale, as these exclusive groups may not have enough reach in society. 

 

Communicating CSR towards the general public via a third party like opinion leaders and local 

decision makers etc. (endorsed CSR communication) is a more effective way of communication, as 

the general public and customers may be more easily reached (Morsing et al., 2008). Third-party 

endorsement is redefining CSR communication strategy as companies’ CSR appearance and 

perception is highly dependent on the involvement of these third-parties and their follow up CSR 

messaging (Morsing and Schulz, 2006). Third-party endorsement communication is the ideal way of 

expressing CSR activities, as customers do not want that companies express CSR but rather base their 

assessment on others’ opinions.  
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4.3.2.1.3 Communicating to the Public 
 

Even though the general public is not the main target audience for communicating CSR, Dawkins 

(2005) discovered in his research that there is a public interest in receiving more information about 

social responsibility initiatives. Furthermore, eight out of ten people in UK state that companies 

should engage more in publishing about their social responsibility activities, even though this would 

mean a reduction of monetary assets for the social responsibility program itself (Dawkins, 2005). In 

Denmark even 96% of the public believes that Danish companies should engage into social 

responsibility (Morsing et al., 2008). It can be seen that in the last year companies are increasing their 

engagement in social activities. The public is aware of its bargaining power in terms of punishing 

non-responsible and awarding responsible companies, however, the awareness about socially, 

ethically and environmentally responsible companies remains quite low (Dawkins, 2005). On the one 

side, one can assume that there is a need for effectivity improvement of communicating CSR to the 

public, but on the other side, as most customers do not search information for company’s behaviour 

proactively (in 2004 around 5% of the public have proactively sought for information in the UK), this 

assumption could be questioned. Dawkins (2005) suggests that scepticism of the public should not 

be overestimated by companies. Research of the Danish Reputation Institute depicts the paradox that 

the majority of Danes have for instance a high regard for socially responsible companies, but at the 

same time they strongly hold on the opinion that those companies should not communicate their 

efforts proactively (Morsing et al., 2008). Overall, one can conclude that companies have to carefully 

evaluate and understand the needs, values and mindset of their stakeholders before engaging and 

communicating CSR. 

 

4.4 The Role of Sustainability in Decision-Making Processes  
 

In order to look what role sustainability plays in consumers’ decision-making processes it is necessary 

to first look at how the sustainable development have been defined in the literature, what has been 

researched about sustainable consumption, and how this interferes with the concept of luxury. This 

section will thus try to answer the fourth sub question:  

 

What may drive or hinder consumers in adopting sustainable consumption style?  
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4.4.1 Sustainable Development and Sustainable Consumption 
 

The World Commission on Environment and Development (Brundtland Commission, 1978) defined 

sustainable development as a ‘development that meets the needs of the present without compromising 

the ability of future generations to meet their own needs’. Galdwin et al. (1995) looked at the many 

definitions of sustainable development across the literature and came up with 5 characteristics that 

they have in common: inclusiveness, prudence, connectivity, security and equity. According to World 

Bank (2003), sustainable development strategy consists of three goals: economic (profits), social 

(people), and environmental (planet). Products are sustainable only if they include one or more of 

these three aspects in their attributes or consequences (Reheul et al., 2001). The economic aspect 

refers to the fair price for producers and affordable prices for consumers. The environmental aspect 

includes taking a natural environment, living environment and quality of life into consideration. This 

aspect understands the sustainability as an environment preservation and using and managing natural 

resources in a sustainable way. Lastly, the social aspect deals with the development of people, 

communities and cultures to reach a fairly-distributed quality of life across the world. 

  

Sustainable consumption deals with decision-making processes that include consumer’s social 

responsibility as well as individual needs and wants (Meulenberg, 2003). Everyday consumption is 

strongly influenced by habit, convenience, value for money, personal health concerns, hedonism and 

one’s own responses to social and institutional norms, and consumers are in most of the cases very 

resistant to change (Vermeir and Verbeke, 2006). However, as there are many different types of 

motivations driving the consumption, there is a potential space for a change. In the case of 

sustainability, one essential factor driving a change is the reflexivity of society and individuals on 

existing cultural norms. The reflexive consumer (Gidens, 1991) assesses risk on his own, but s/he 

may not be a social activist (Dupuis, 2000). Moreover, in the past decade, there has been a rise of 

another type of consumer, the ethical consumer. Bucic et al. (2012) define ethical consumption as 

consumers’ decisions that are not only based on economic criteria, but also include moral convictions 

about people, animal and environmental welfare. The ethical consumer believes s/he has a 

responsibility towards others and translates this belief to his/her actions when consuming products 

(De Pelsmacker et al., 2003). It has to be noted that the ethical consumer is not necessarily a reflexive 

consumer. The difference between the two is that the ethical consumer reflects mostly on the ethical 

impact of his/her actions, while reflexive consumer is concerned more with general cultural norms 

(Vermeir and Verbeke, 2006). The studies on the ethical consumption have been mostly oriented to 
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rational approaches to ethical-decision making (Shaw et al. 2000). Most of these studies have tried to 

examine the relationship between consumers’ interest in ethical issues and their buying decisions, the 

aspects that influence such a relationship, and eventually whether it is possible at all to make 

consumers make more ethical purchasing decisions. The theory of reasoned action (Ajzen and 

Fishbein, 1980) is one of the most recognized rationalist approaches to the effect of ethical concerns 

on consumers’ decisions. This theory states that consumer behaviour depends on purchasing 

intention, which is influenced by attitudes and subjective perceptions of norms. Another popular 

rationalist approach is the theory of planned behaviour, which builds on the previous theory and adds 

perceived behavioural control as a factor influencing behavioural intention, to explain behaviours that 

are not completely under consumers’ control. The latter theory is claimed to be producing better 

results in explaining and predicting ethical consumer behaviour (Chang, 1998).  

 

4.4.2 Attitude-Behaviour Gap 
 

In reality, predicting ethical consumer behaviour is not that simple. Many academics have observed 

the conflicts in ethical consumption, which they have named an attitude-behaviour gap (Carrigan 

and Attalla, 2001; Eckhardt et al., 2006, Moraes et al. 2012). It has been assumed by academics in 

the past that consumers receive information about companies’ CSR and behave respectively, 

preferring companies behaving in a responsible way and punishing the irresponsible ones. These 

consumer preferences would then serve as an incentive for companies to engage more into the 

responsible business practices, which would result in higher profits for responsible companies and 

lower social and environmental impacts (Spaargaren and Mol, 1992). However, this assumption in 

reality does not hold.  

 

There is a lot of literature stating that consumers are much more driven by self-interests than by the 

needs of the society and that they would include social responsibility in their consumption behaviour 

if it had a positive direct impact on them (d’Astous and Legendre, 2009). Consumers believe that 

companies should include socially responsible aspect in their way of doing business, but they are not 

willing to accept the likely outcomes of this, such as higher prices, lower quality or wasted time 

(Carrigan and Attalla, 2001). They are not willing to trade the ethical aspect of the product for the 

functionality. Moreover, consumers may expect several negative outcomes of their socially 

responsible behaviour (such as additional effort), which may in return have an impact on their overall 
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satisfaction and discourage them from engaging in such a behaviour (Follows and Jobber, 2000). 

Some academics have also suggested that consumers often tend to blame others, especially 

governments, for their unethical consumption practices. Strutton et al. (1994) argued that consumers 

are often using commonly accepted explanations to justify their unethical actions and to avoid 

accountability, such as blaming the uncontrollable factors. Consumers may often be prone to blame 

the government for their unethical behaviours, as they relate illegal actions to the lack of ethics. Since 

they believe that what is legal is as well ethical (Carrigan and Attalla, 2001), they may shift the 

responsibility to government for their unethical actions, and until such a behaviour is forbidden, they 

believe it is tolerable (d’Astous and Legendre, 2009). Eckhardt et al. (2006) summed the above-

mentioned justifications into three arguments for attitude-behaviour gap: economic rationalist 

approach (the costs of responsible consumption are higher than benefits), the economic development 

reality argument (the economic growth and a good standard of living requires setting aside ethical 

and moral objectives) and the government dependency argument (the government would act if it 

was serious). 

 

4.4.2.1 Attitude-Behaviour Gap in Luxury  
  

One noteworthy sector, where the attitude-behaviour gap reaches its magnitude is the luxury goods. 

Davies et al. (2012) have explored the difference between consumers’ propensity to look at the ethics 

in luxury and commodity purchases, and found that consumers are less prone to consider ethics when 

buying luxury products than commodity goods. Ethical conditions of production appeared to be the 

lowest priority upon purchase of luxury products and consumers put higher value into aspects such 

as price, brand, value, quality, prestige, product satisfaction, self-image and convenience. Ethical-

luxury brand managers must therefore make sure that the quality and functionality of the product does 

not suffer from creating the ethical product. Considering that Auger et. al. (2008) found that 

consumers of commodity products are not willing to give up quality for ethics, the consumers of 

luxury products will be even more demanding in their choices. 

  

Davies et al. (2012) discovered that the moral intensity when buying luxury products represents an 

important obstacle for ethical-luxury. This is due to the Fallacy of Clean Luxury, which says that 

ethics is not really recognized as an issue when buying a luxury product. Consumers believe that 

luxury products do not have many severe negative social and environmental impacts, as they assume 
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that the luxury goods are prestigious and of a high value. The market for ethical-luxury products is 

thus much smaller than for the commodity type products at the moment. According to the findings of 

Davies et al. (2012) this is due to the 5 reasons: 

  

Consumers do not believe that ethical-luxuries can make any significant difference. Since 

commodity products are being purchased more often and in bigger quantities, the purchase of such 

ethical commodity products would benefit more to the developing world producers than in the case 

of ethical-luxury goods. Consumers assume that luxury product brands do not have that many 

producers in developing countries, and thus the price premium would mostly stay in the hands of 

western firms, and only a small part would go back to producers or would be used for management 

of natural environment (Davies et al., 2012). 

  

Consumers also perceive price differentials in luxury products as larger compared to commodity 

products, even if in percentage they are alike. Consumers tend to pay higher percentage ethical 

premiums for products of lower value, which suggests that when the total price of the good goes up, 

consumers’ willingness to pay such a premium decrease (Davies et al., 2012). 

  

Another reason is a lack of information, as many customers are not aware of ethical issues and 

available products. Since Boulstridge and Carrigan (2000) found that most consumers do not have an 

information whether company behaves ethically or not, this can be a big issue especially for luxury 

goods. The frequency of luxury product purchases is much lower than in the case of commodity 

products, and thus the chances to hear about the ethical issue concerning a certain luxury product are 

much lower due to the information salience. The ability of people to think of some information is 

very little, and therefore people do not store nor recall it, unless such an information is delivered in a 

salient form. However, when people purchase certain products regularly the information concerning 

ethics of the industry will be in most cases recalled upon purchase (Davies et al. 2011). 

  

The irregularity of purchase is therefore the next aspect and is connected to resource acquisition 

fatigue. It can be very often exhausting for consumers to look into every single product they buy, and 

therefore they focus their attention on the products they buy regularly instead of on the irregular 

purchases. 
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Finally, the last aspect in the Fallacy of Clean Luxury is a lack of easy availability. The ethical 

equivalents of many luxury products may often not be accessible at the point of sales and, as it was 

found in the case of commodity products (Carrigan and Attalla, 2001), not many customers are 

willing to spend their time and resources on finding such alternatives. 

  

Davies et al. (2012) also claim that consumers do actually care about ethical-luxury, even though it 

has not influenced their purchases in the past. However, as the consumers are selectively ethical, the 

success of ethical-luxury may not lay in the existence of ethical consumers, but in a planned and 

effective education and marketing to make consumers care and consider ethics in their luxury 

purchases (Davies et al., 2012). Therefore, companies must first create grounds on which ethical-

luxury brands can build. In the future, we may see the growth of ethical luxuries, but because of the 

resource, information search and information salience, they might not be as successful as in the case 

of commodity products Davies et al., 2012). 

 

4.4.2.2 Compatibility of the two Concepts: Luxury vs. Sustainability 
 

Since the definitions of luxury and sustainability have many aspects that contradict each other, 

Janssen et al. (2014) examine more closely the values of these two concepts and their potential to be 

perceived as contradictory by consumers. Janssen et al. (2014) base the study on the work of Schwartz 

(1992), who studied the basic values that people recognize in all cultures. Janssen et al. (2014) assign 

some of Schwartz’ values to CSR and luxury concepts and then look at their potential contradiction. 

Self-transcendence values are very much characteristic for CSR that focuses on welfare of others and 

environmental concerns, while self-enhancement values are very typical for luxury, which stresses 

the consumer’s own interests and well-being and is related to conspicuousness, hedonism and success 

(Janssen et al, 2014). Therefore, these two contradictory value groups put CSR and luxury concepts 

into conflict. However, Janssen et al. (2014) claim that luxury can be associated also with both 

openness and conservation values (i.e. tradition and craftsmanship, art and creativity, respect for 

materials, quality and timelessness), which are consistent with CSR too (Schwartz, 1992), and thus 

luxury and CSR have something in common. These two opposing claims imply that some factors 

might emphasize the compatibility of CSR and luxury, while others its conflicting nature (Janssen et 

al., 2014). Managers of luxury brands therefore need to take this into consideration and look at 

different factors they could take an advantage of in the creation of successful CSR and marketing 
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strategies if they want to continue with responsible business actions and escape negative perceptions 

of CSR communication messages (Torelli et al., 2012). 

  

Moreover, Kapferer (2015) in his study uncovered that CSR-luxury perceived fit depends on how 

individual consumers define the concept of luxury. Those consumers that define luxury primarily as 

extreme quality perceive the contradiction between luxury and sustainability lower than the 

consumers who define it as expensive or rare, which implies high selectivity and possible 

discrimination of customers. This is due to the fact, that even though not many luxury consumers 

consider sustainability when making purchase decisions, they still have quite high expectations of 

luxury brands when it comes to these issues. They believe that luxury brands have a duty to behave 

in a sustainable way, because of their high price and promise of exceptional quality. Thus, the 

sustainability has become an aspect of quality and an implicit need. The luxury consumers are also 

very prone to react negatively when learning conflicting news, which would not only disappoint them, 

but also make them angry and induce boycott. Not taking sustainability into consideration when 

purchasing luxury is not contrary to the willingness to boycott. The former just implies the absence 

of concern and involvement, while the latter a positive involvement (Kapferer, 2015). Luxury brands 

that ignore sustainability issues are thus in risk, even more as they are highly visible. It is therefore 

becoming an urgent issue for some brands to match expectations with reality in order to keep their 

reputation. Brands must move ahead and show their concern. They do not have to be the leaders in 

sustainability, but they should show initiative and a step by step approach with a certain objective. 

Luxury is defined as the highest quality, and therefore, it is also able to redefine the quality (Kapferer. 

2015). The luxury brands, which do not communicate explicitly on their sustainable initiatives and 

product attributes, could then emphasize and communicate strongly on the quality attributes of their 

products instead, such as being handmade, using exceptional craftsmanship, and not just focusing on 

rarity and high price (Kapferer, 2015). 

 

Furthermore, Achabou and Dekhili (2013) examined the tendency of consumers to consider recycled 

materials in their luxury purchases. The use of recycled materials is one possible way for companies 

to include sustainability in their business. The findings of their study showed that such materials are 

perceived quite negatively by luxury consumers. Prestige, price and perception of quality still remain 

the most important criteria in choosing luxury products, and therefore the use of recycled materials 

may lower the perception of a value of such products (Achabou and Dekhili, 2013). Recycling does 
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not appear to be associated with prestige, and consumers moreover believe that wasted resources are 

caused mostly by the consumption of the goods with a short life cycle, instead by the rare 

consumption of prestigious luxury items. Responsible production might therefore not always lead to 

responsible consumption and companies should aim for changing the consumption routines of their 

customers and co-create responsible consumerism (Achabou and Dekhili, 2013). 

 

4.4.3 Attitude-Behaviour Gap Conceptual Framework 
 

For the purpose of this thesis, the consumer behaviour model introduced by Vermeir and Verbeke 

(2006) will be used and serve as the basis to investigate consumer behavioural intention towards 

sustainable jewellery products. This model (see figure 4 below) looks at the mediators influencing 

the relationship between pro-ethical attitudes and the intention to buy, and serves as a linkage of the 

theoretical background researched and mentioned above in this chapter. Vermeir and Verbeke (2006) 

argued that there are 3 main mediators impacting the attitude-behaviour gap: involvement (how much 

the products match consumers’ personal values, needs and motivations), (un)certainty ((in)sufficient 

information and knowledge consumers possess), and perceived availability and perceived consumer 

effectiveness (perceived behavioural control).  

 

 
Figure 4: Conceptual framework to investigate consumer behaviour towards sustainable products 

(Vermeir and Verbeke, 2006) 
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The first determinant affecting the attitude-behaviour gap is involvement or, in other words, perceived 

personal importance. Involvement is a certain type of motivation and is triggered once a product, a 

service, or a promotional message is identified as important in meeting essential needs, goals, and 

values (Vermeir and Verbeke, 2006). Consumers are motivated to put substantial cognitive effort into 

making the decisions when they are highly involved, such as when an essential personal need is not 

met, while a routine behaviour based on habits happens when people are little motivated and thus 

little involved because their needs are satisfied (Jager, 2000). Involvement has also an impact on the 

scope of the information search, the duration of the decision-making process, creation of beliefs, 

attitudes and intentions, behavioural outcomes (e.g. variety searching, brand-switching, brand-

commitment, loyalty, recurrence of product usage, shopping enjoyment) (Verbeke and Vackier, 

2004). There has been several studies associating personal values to sustainable or ethical behaviour, 

such as the one already mentioned above by Janssen et al. (2014) linking self-transcendence values 

(universalism and benevolence) to sustainable consumption, or by Vermeir and Verbeke (2004) 

adding self-direction, honesty, idealism, equality, freedom and responsibility to the list.  

 

The second mediator influencing attitude-behaviour gap is (un)certainty. Vermeir and Verbeke 

(2006) argue that clear and trustworthy information play an important role in the purchase decision 

process. They argue that only few consumers are highly aware and actually understand the sustainable 

aspects of the products. The information about the benefits of sustainable products is often 

insufficiently communicated to the consumers, and thus they are not able to make well-informed 

buying decisions in relation to their budget or conscience. Low availability, high complexity and 

contradictory nature of the information may make consumers more uncertain about what products to 

buy. Moreover, sustainability is a credence feature of the product, meaning that consumers are unable 

to assess it by themselves, and have to put trust into the hands of a producer or other party claiming 

sustainability (Vermeir and Verbeke, 2004). Consumers may thus use social information as a result 

of the uncertainty and look at others for the hint on the best outcome (Vermeir and Verbeke, 2006).  

 

The last mediators in this conceptual framework are availability and perceived consumer 

effectiveness (PCE). Availability of sustainable products is closely linked to the consumer’s 

behavioural control, which is the ease or difficulty of getting or consuming a particular good. Even 

though consumers may be highly motivated to buy sustainable products, it may be difficult because 

of the low availability. The second mediator, PCE, is also closely linked to the behavioural control. 
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PCE is how much consumer actually believes that his/her own efforts will assist in solving an issue. 

According to Roberts (1996), high PCE is needed to make consumers translate their positive attitudes 

into the actual buying behaviour. Roberts (1996) also argues that in order to stimulate behavioural 

changes, consumers need to be persuaded that their behaviour has an influence on issues concerning 

e.g. the environment, or will help to fight environmental degradation or social inequality.  

 

Vermeir and Verbeke (2006) applied this model to young consumers and their relation to sustainable 

food products. They discovered that the high sustainability involvement, certainty and perceived 

consumer effectiveness are in a positive relationship with attitudes towards sustainability and the 

intention to purchase sustainable products. Perceived low availability of sustainable goods, on the 

other hand has a negative influence on the purchasing intention, even if the attitudes to the products 

are positive; and social norms may influence the purchasing intention, even if the attitudes towards 

the good are negative. Moreover, several of the main mediators, such as involvement, perceived 

availability and perceived consumer effectiveness, can be successfully impacted by communicating 

and providing information (Vermeir and Verbeke, 2006).  
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CHAPTER 5: THE CASE 

 

5.1 The Jewellery Industry 
 

The jewellery sector offers products that have high material values and carry symbolic meanings. 

This industry employs millions of people and some countries’ whole economies rely on this business. 

This big industry has been dealing with lots of criticism recently about corporate social 

irresponsibility. Basically, the very nature of the jewellery products poses several challenges for the 

industry. It is the unintended but unavoidable harms caused by the extractive industry that is the 

biggest challenge. People will always associate extracting precious stones or metals with an 

environmental impact, even if the investments or best practices have taken its place. The impact 

avoidance, mitigation and offsetting of unavoidable harms can in fact reduce such an environmental 

impact, however, what about the social impact then? To what extent can the mining industry alleviate 

its social impact on local communities where it operates? Moreover, there is a general belief that the 

best practices are not always adopted (Carrigan et al., 2015). NGOs and the media have been 

repeatedly associating the jewellery industry with suspicious, exploitative practices (Carrigan et al., 

2015). Most of the recent criticism by the NGOs, activist groups, or international governmental 

institutions concerned issues such as money laundering, corruption, bribery, low transparency, 

violation of human rights, child labour, harmful impact on environment due to mining, supporting 

terrorism through conflict minerals, and the general problem of the industry that does not devote 

sufficient effort to these issues nor promote sustainable practices (OECD, 2013). All this critique 

poses threats to the organisation of global jewellery supply chains and the corporate governance 

(Moraes et al., 2017). As a result, the jewellery industry has been under quite a lot of pressure lately 

to commit to more responsible business practices. There has been an increase in adopting CSR 

initiatives by jewellery companies. Kimberley Process can serve as a well-known example; however, 

it concerns only diamonds, leaving other precious stones, precious metals or recycled diamonds 

behind (Carrigan et al., 2015). However, jewellery sector still seems to be quite behind in its CSR 

engagement compared to many other industries (Moraes et al., 2017). The jewellery industry poses 

quite complex challenges to the implementation of CSR initiatives. These challenges include very 

long and complex supply chains, regarding a geographical coverage and a number of intermediates 

engaged; and a high variety and a poor traceability of the products, regardless of controls and quality 



Copenhagen Business School 2018 

 50 

certifications. The traceability is even more difficult in the case of the products from recycled 

materials (Carrigan et al., 2015). 

  

Trade associations such as the British Jewellers’ Association (BJA) and the Responsible Jewellery 

Council (RJC) are currently working on the improvement of the responsibility standards in the 

jewellery industry on a global scale. The actions involve commitments to standards of best practice, 

enhanced third-party certification procedures, supply chain actions aiming for increasing labour 

standards and the traceability of minerals (OECD, 2013). These organizations hold an opinion that 

the third-party certifications may be able to decrease the uncertainty from asymmetric information 

(for firms as well as consumers) (Mollenhoff et al., 2014). Using certification programs has been 

quite valuable for the reputation of big multinational companies such as De Beers, however, CSR 

may not always be a priority for SMEs in the jewellery sector (Mollenhoff et al., 2014). 

  

Even though sales of Fairtrade and ethical fine jewellery are on the rise (Moraes et al., 2017), it is 

still questionable what value consumers put to business responsibility when making purchasing 

decisions about fine jewellery. Even though consumers may be concerned about the ethical and 

responsibility issues regarding jewellery, Carrigan et al. (2015) argue that there is a consumer 

ambivalence in terms of what role these issues play in the buying decision for a jewellery product. 

Jewellery is usually related to luxury, aesthetics, quality, design, romance or glamour, while 

responsibility is commonly not associated with it (Carrigan et al., 2015). This fact therefore 

discourages SMEs to advertise the jewellery as responsible and ethical, as it may in return attract 

unwanted attention to their other product lines. Moreover, jewellery purchases happen infrequently 

and thus many consumers do not believe their actions have a significant impact. There is also a view 

that including ethical features, such as a guaranteed source or a traceability, may increase the costs 

of the products that are already pricey, to a quite small practical result. Carrigan (2015) argues that 

due to the cost-effect calculation, most of the consumers do not seem to be willing to look for an 

assurance of the sustainability of the jewellery they buy. Consumer thus seldom try to search for an 

information about the ethicality of the jewellery products they buy, and they do not have a lot of 

knowledge about the complexity of the jewellery industry. Therefore, they usually put their trust into 

the hands of the jewellers. This trust then leads to a decreased pursuit of CSR initiatives by jewellery 

companies as they do not perceive the need to do so. Due to the reasons mentioned above, the 

responsibility has not been the main focus within the industry (Carrigan et al., 2015). Especially in 
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the case of SMEs that are relatively invisible and the pressure to engage in the CSR is not as big as 

on multinational corporations. As the consumers do not require high standards for these issues within 

the jewellery industry yet, whether it is because they are unaware of the ethical issues, do not think 

they can make a difference or simply because the other product attributes are more important to them, 

the pressure for the implementation of CSR issues may be for such companies quite low. However, 

the next PR scandal may push the jewellery players that do not conform to sustainability issues out 

of the game. A broad implementation of the CSR initiatives within the industry will ask for joint 

industry forces with a focus on traceability mechanisms and a communication of the added value of 

sustainability actions (Carrigan et al., 2015). Even though consumers may not be explicitly 

demanding jewellery companies to put sustainability into the core of their activities, the next scandal 

may hurt unsustainable and unethical jewellery companies significantly (Carrigan et al., 2015). 

 

5.2 The Case of PANDORA  
 

Due to the recent increase in an importance of social responsibility topic, there is a shift towards the 

fact that more and more companies are starting to engage into CSR and to include sustainability in 

their business practices (KPMG Reporting, 2017). In this study, we are going to focus on the Danish-

Thai jewellery company PANDORA, which has been engaging heavily in this topic for the last couple 

of years. As the research on sustainability and millennial consumer behaviour in the affordable 

jewellery sector is scarce, the PANDORA jewellery brand will be used in this study as a case 

company, and the findings of consumers’ values that play a role in purchasing sustainable jewellery 

products will be applied to propose how jewellery brands like PANDORA can improve their CSR 

communication.  

 

5.2.1 Introduction of PANDORA 
 

PANDORA is a Danish jewellery brand which designs, manufactures and markets high-quality, 

contemporary design pieces at affordable prices. Based on the Siying (2014) division of luxury 

products based on the accessibility related to price and production volume, PANDORA’s jewellery 

fits into category of available luxury products (available to many people, affordable price), and based 

on the brand awareness and price level it fits into category of high brand awareness luxuries with 

affordable price (more popular and available, for consumers with limited budget).  
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The company was founded in the surroundings of Copenhagen in 1982. Already after five successful 

wholesale years, PANDORA decided to enlarge its retail activities in a bigger scale. In the late 80's 

PANDORA opened its first manufacturing facility in Thailand. Growing more and more in the Danish 

market throughout the 90's, PANDORA continued its remarkable business journey. Throughout the 

00´s the company rapidly expanded from a jewellery brand focused mostly on the Scandinavian 

markets to a company with a strong international presence, which was backed by strong marketing, 

sales and production capabilities of the company. During the 00’s PANDORA expanded its 

production line by building more and more manufacturing facilities in Thailand. In 2010 PANDORA 

had built already 4 manufacturing facilities to strengthen their unique production setup. Today 

PANDORA sells its products in more than 100 countries all around the globe through around 7800 

point of sale, whereat around one third of those are concept stores. Overall the product palette of 

PANDORA reaches from charms, rings and bracelets to necklaces and earrings for woman in 

different ages. Headquartered in Copenhagen in Denmark, PANDORA employs 27,350 employees 

(stand 2017). Out of those, 13,250 employees are crafting PANDORA's jewellery pieces in 

PANDORA'S facilities in Bangkok as well in Lamphun, near Chiang Mai, in Northern Thailand 

(Pandoragroup, 2018a; Annual report, 2017). 

 

5.2.2 PANDORA's Strategy 
 

PANDORA’s vision is to ‘be the branded manufacturer that delivers the most personal jewellery 

experience’ and its mission is to ‘inspire every woman to feel creative in her self-expression’ 

(Pandoragroup, 2018b). In regard to that, PANDORA is offering woman quality craftsmanship 

jewellery for affordable prices in a timely design, with a cultural relevance and a wide variety of 

styles. By mirroring past, present and future of their customers into the designs, PANDORA fosters 

the self-expression of women’s manifold identities. Furthermore, PANDORA makes a point of 

providing the customer a personal shopping experience by creating a convenient and welcoming 

environment for the inspiring journey (Annual report, 2017). 

 

PANDORA's strategic pillars are supporting the basis of the company's work. They are using a 

customer centric approach, where the customer is in the centre of everything the company does, and 

their business strategy is based on 4 main strategic objectives: 
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Innovative affordable jewellery 

 

PANDORA is expanding their jewellery offerings in order to provide for diverse and multifaceted 

consumers. Charms and bracelets are still their core product category, but they are growing their 

necklaces, pendants, rings and earrings product offerings to have a balanced portfolio. Through new 

concepts, design features and launch of new, culturally relevant products for different seasons and 

occasions they are trying to bring in product newness and inspire their consumers. They are also 

trying to increase the rate by which they come to the market with new products (Pandoragroup, 

2018c). 

 

Agile manufacturing 

 

PANDORA owns two of the largest jewellery crafting facilities in the world, where they are 

constantly working on developing the manufacturing capabilities to deliver on their product and 

design vision. This gives them an opportunity to be more efficient in production, more agile in product 

development and launching new products faster, which is currently 4 months. They are then able to 

respond faster to new trends and consumer opportunities (Pandoragroup, 2018c). 

Digitalized brand experience 

 

PANDORA aims to provide consumer journey that is personal, inspiring and smooth across different 

consumer touchpoints. They also aim to inspire existing consumers and attract the new ones through 

a timeless view on trend and style that they claim to communicate through influencers on social 

media, PR, events and sponsorship. They want their consumers to have the same personal experience 

when going through different channels, online and offline touch points. Moreover, they are trying to 

use data to remember the purchase history and rationales of their online and offline customers, to 

provide them with tailored product recommendations and content. They are using traditional print 

and TV media, but also digital one-to-one marketing to adjust the content to the individual customer 

(Pandoragroup, 2018c). 

 

 

 

 



Copenhagen Business School 2018 

 54 

Winning in omni-channel retail 

 

PANDORA’s concept store is the preferred channel, offering inspiring and personal in-store 

experience. They are growing the number of their owned concept stores, which lets them manage the 

consumer journey and experience better, whether in the store or across the channels, also to 

implement commercial decisions faster and plan across the full value chain (Pandoragroup, 2018c). 

 

5.2.3 PANDORA’s Social Responsibility 
 

As most big corporations, PANDORA publishes every year an ethics report to inform their 

stakeholders about the current stand of the company when it comes to corporate social responsibility. 

In the following section we are going to mention some of the current activities of PANDORA based 

on PANDORA´s annual report 2017 (Annual report, 2017). 

 

PANDORA is committed to the UN Global Compact which is a strategic policy for companies that 

are committed to align their business among principles as human rights, labour, anti-corruption and 

environment. These global compact principles aim for stronger transparency and responsibility of 

corporations (Globalreporting, 2018). PANDORA believes that by focusing on seven goals which 

their business is good at, they can make an impact for their stakeholders, society and environment. 

Thus, the company is engaging in good health and well-being; quality education; gender equality; 

decent work and economic growth; industry, innovation and infrastructure; responsible consumption 

and production; as well as partnerships for the different goals. Furthermore, PANDORA has a Code 

of Ethics which is covering the ethical aspirations of the company and their ethical expectations when 

it comes to the behaviour of their employees. It covers different areas such as the environmental 

footprint, supplier relations, anti-corruption, human rights and working conditions (Annual report, 

2017). Thus, PANDORA appears to be all the way up in the Carroll's CSR pyramid (1991), engaging 

into the philanthropic activities. 

 

5.2.3.1 Employee Concern  
 

To begin with, PANDORA is working against discrimination and is emphasising on diversity. By 

setting a number of management diversity objectives such as the percentage of women in senior 

management position by 2020 (at least 40%), PANDORA is strongly emphasizing on diversity. 
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Furthermore, the company is engaging in higher women numbers when it comes to board members 

(33% woman in 2017), even though the company is 16% above the average of Danish listed 

companies. Overall, the gender split of the company in 2017 has on aggregate been close to 50/50 

(Annual report, 2017). 

 

The respect of human and labour rights is as well highly on the agenda of PANDORA. The company 

is supervising every single part of its supply chain and is certified according to the Responsible 

Jewellery Council’s (RJC’s) Code of Practices, which has been developed by NGOs, experts and 

other peers in order to spot and milden any human rights risks in the whole supply chain of jewellery 

companies. Additionally, by obtaining the materials for the jewellery production from certified 

responsible suppliers, PANDORA is making sure not to support any human rights violation. 

Furthermore, PANDORA is strongly emphasizing on reducing working hours for their employees. 

Building new production facilities in Northern Thailand and hiring 850 additional employees in 2017, 

allowed the company to bolster this intention and keep the weekly working hours for its employees 

below International Labour Organisation (ILO) standards. In 2017, PANDORA employed more than 

13250 people in their manufacturing facilities in Bangkok and Lampun in Thailand. Important for 

PANDORA is that the crafting employees of the company can sustain their families without 

problems. One employee for instance can sustain more than two average-sized households (3.1 

people) in Northern Thailand and one average-sized household (2.9 people) in Bangkok (Annual 

report, 2017). 

 

Additionally, the company is ensuring safe and health conditions for its employees, where 

possibilities for professional development are given. Employee development and training 

programmes which go beyond production processes and technical skills allow PANDORA's 

employees to widen their knowledge in the areas of safety, health, live skills, environmental practices 

and business continuity and leadership. PANDORA´s Edutainment Centres which include e-learning 

and internet facilities as well as libraries are a good way for employees to learn more about the above-

mentioned areas. Furthermore, through internal communication, the company is providing the 

employees with relevant and up-to date information, in order to let them fully understand how they 

are contributing to the success of the company. Information about PANDORA's global performance 

and customer feedback are shared internally through the in-house PANDORA Production TV and 

PANDORA radio (Annual report, 2017).  
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5.2.3.2 My School Project  
 

PANDORA has started in 2006 the My School Project, where more that 550 volunteers helped to 

renovate until now 11 schools in Thailand. By sustaining these facilities, this activity allows 

PANDORA's employees to make an impact on the improvement of student education. As children 

are our future, improving the conditions of educational facilities is crucial. In 2017 for instance, 

around 80 PANDORA volunteers built a school building in a rural area in Western Thailand (Annual 

report, 2017). In general, the nomination and voting for the next school project is all in the hands of 

the employees, which allows them to choose schools they feel connected with. Through the project, 

employees can contribute and ´give something back´ to the local communities where they have once 

been studying (Annual report, 2017). 

 

5.2.3.3 PANDORA Planet 
 

PANDORA is focusing on minimizing environmental impact of its crafting processes, logistics and 

stores. Using cold production exhaust air in connection with an innovative air conditioning and 

ventilation setup for cooling down the warm air into the buildings, reduces energy loss by 80%. 

Furthermore, more than 8.500 m2 of solar cells, supply with energy the green building in Northern 

Thailand. Another way of cutting down electricity consumption is the switch from conventional light 

bulbs to LED lamps in PANDORA's Concept Stores. On the one side LED lights do not heat up the 

stores so much, what means lees need of energy for air conditioning and on the other side LED lamps 

consume less energy. Overall this leads to an electricity reduction of around 60% per store 

(approximately 60% of the PANDORA stores have switched to LED in 2017). Due to the fact of 

opening the new facilities in Lampur and growing production lines, the company's water consumption 

is increasing. Thus, a water recycling and reusing approach has been considered already in the 

construction phase, which is expected to lead to a cut off water consumption of 70%, which is 25% 

more than the recycling percentage of other jewellery crafting facilities. The production of 

PANDRA´s jewellery is generating waste such as gypsum, rubber, wax and glass. Gypsum waste for 

instance is recycled into the construction sector, rubber waste is used as fuel in the cement industry, 

wax waste is used for the candle manufacturing industry and the glass waste is reused in the 

manufacturing of new glass products. When it comes to the logistics, PANDORA is engaging actively 

in keeping the dialog with the transport providers, which move their goods via rail, sea, road and air 
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in more than 100 countries, in order to influence and push towards a reduction of emissions (Annual 

report, 2017).  

 

5.2.3.4 Silver, Gold and Stones  
 

The main raw materials for PANDORA´s products are silver, gold and stones. As the company is 

aware that the mining of those materials has a negative environmental impact, PANDORA is highly 

emphasizing on developing a more sustainable supply chain to reduce the environmental damage. 

Gold and silver entering into the production cycle are certified 100% conflict free and sourced from 

reputable refining companies. Overall, 74% of the gold is recycled and 26% mined. On the other side, 

97% of the used silver originates from recycled sources and 3% of the silver is mined. Furthermore, 

using gold and silver materials can as well lead to environmental benefits. As these are not thrown 

away in the environment, they can be re-melted, refined and reused for future products, without any 

kind of quality loss. Thus, using recycling materials means a reduction of environmental costs, which 

was demonstrated by a study of PANDORA in 2016. It showed that using silver and gold from 

recycled sources, reduces the environmental costs by around 95%. Next to silver and gold, 

PANDORA uses man-made stones. The usage of man-made stones reduces the material waste as the 

right colour and quality can easier be ensured. Furthermore, from 2012 to 2017, PANDORA included 

diamonds just on a special-edition club charm. These diamonds were all recycled from discontinued 

PANDORA products or sourced by certified, by the World Diamond Council for diamond sourcing, 

suppliers (Annual report, 2017). 

 

5.2.3.5 Suppliers 
 

All suppliers of the company are a subject of the Responsible Supplier Programme. This means that 

all suppliers have to obey PANDORA´s requirements when it comes to social responsibility. For this 

PANDORA has a so-called Suppliers´ Code of Conduct which allows suppliers to understand fully 

the requirements of PANDORA and get support in terms of development and implementation of new 

sustainable solutions. Furthermore, PANDORA offers their suppliers ongoing trainings in 

environmental management, human rights, international and national workers´ rights, safety and 

health management (Annual report, 2017). 
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5.2.3.6 Shaping and Creating a Shared Value  
 

Activities such as being a member of the United Nations Global Compact (UNGC), engaging with 

the Responsible Jewellery Council’s (RJC’s), community engagement at the crafting facilities in 

Thailand, external partnerships, dialogue with consumers all around the world as well as the support 

of different charitable activities, allow PANDORA to gain valuable insights and make an impact in 

the long-term. This means that PANDORA can contribute of shaping business environment and 

sustainability performance, and create shared value for the different stakeholders (Annual report, 

2017). 

 

5.2.4 PANDORA’s CSR Communication 
 

As seen above PANDORA is engaging in various CSR topics. These topics need to or have to be 

made public, based on a goodwill of the company, marketing reasons or due to legislation guidelines. 

In order to disclose this information about PANDORA’s CSR activities towards their stakeholders, 

the company is using different communication channels.  

 

5.2.4.1 Communication Channels  
 

Since the beginning of 2009, PANDORA is publishing once a year an ethics report. Since that time, 

a legislation says that companies of a certain size have to report about their CSR activities to the 

public (Pondal interview, 2018). Furthermore, the PANDORA ethics report contains information 

about CSR activities (see above), numbers and facts about the environmental impact of the company, 

as well as an outlook for the next years in terms of pushing towards more sustainable practices. 

PANDORA uses the report mostly on the pandoragroup.com website which is the group website 

(seldom visited by consumers), as well as internally for presentations for employees (Webinar, 2018). 

PANDORA’s pandora.net side, which is the consumer facing web page, does not have a direct link 

to PANDORA’s CSR efforts. In terms of social media presence, PANDORA is relatively reluctant 

to disclose CSR information (explained further down). Facebook, Instagram and the pandora.net side, 

are the online areas mostly visited by consumers. Here, PANDORA is heavily involving in showing 

their products as well as giving information for new collections (Pondal Interview, 2018). As a 

corporate channel, PANDORA is using LinkedIn, where information about PANDORA’s CSR 

activities (⅓ of the content), careers and partnerships, company development and and news are 
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shared. Pondal defines the company's efforts on LinkedIn as an employer branding exercise, to target 

for instance new employees (Pondal interview, 2018). 

 

5.2.4.2 CSR Communication to Employees 
 

Since the foundation of PANDORA in 1982, CSR has been rooted in the DNA of the company. 

PANDORA’s founder, Per Enevoldsen, has already in the past had a strong interest in treating his 

workers in Denmark and Thailand in the right way. Since the beginning, a high importance was also 

given to the use of high-quality materials for the jewellery production and the reduction of the 

environmental footprint of the company (Pondal Interview, 2018). Rooted in the company's 

foundation, CSR is a very big part of PANDORA’s identity. Internally, employees are very happy of 

PANDORA’s CSR activities and it is one of the reasons for working in the company (Pondal 

interview, 2018). This is why communicating and speaking internally about these topics is seen as 

important by the company.  

 

The main source being used to inform PANDORA’s employees about the company’s CSR activities 

is the yearly ethics report. It is used for informing internally and according to Trine Pondal the 

employees really seem to like that (Pondal interview, 2018). Additionally, employees use it as well 

for business purposes, when they go to conferences, fairs etc. PANDORA shares on a regular basis 

updates about the company’s sustainability activities on the corporate channel LinkedIn (Pondal 

interview, 2018). Furthermore, PANDORA uses the intranet and shares internally a lot of CSR 

stories. For instance, one third of such stories were in the last years related to the CSR. Sharing these 

insights with the employees is something that the company cares deeply about. Making employees 

proud of being a part of a company that cares, is something which is internally of a high importance. 

Trying and doing things in the ‘right’ way and communicating these CSR efforts openly to the 

employees and the potential employees helps to create a better relationship between the employees 

and the brand (Pondal interview, 2018). Working for a company like PANDORA, where 

sustainability is rooted in its DNA, can be a huge factor when it comes to the efficient production. 

Giving the right conditions to the employees is important in order to motivate them to do a better job 

and make them happy (Webinar, 2018). 
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As explained by Du et al. (2010), companies may create a trust and a change in attitudes of their 

stakeholders. Especially through the communication of PANDORA’s CSR activities, the company is 

building a strong tie with their current and potential employees. This leads to a strong advocacy 

towards the brand (Du et al., 2010), which may be seen in the case of PANDORA’s employees 

(Pondal interview, 2018). Furthermore, being a part of a ‘caring’ company can increase productivity 

(Du et al., 2010), as mentioned by Trine Pondal (Pondal Interview, 2018). By articulating the 

company’s vision to its employees (sense-giving) and allowing them to make sense (sense-making) 

of the received company’s articulation (Gioia & Chittipeddi, 1991), PANDORA’s employees can 

interpret this information and create an even stronger relationship to their employer. As seen in the 

ethics report and explained by Trine Pondal, PANDORA is highly engaging in creating a strong link 

between employees and the brand. In order to create a trustworthy relationship to employees and 

increase an employee commitment, an inside-out approach (Morsing, et al., 2008; Dawkins 2005) is 

taken by the company. By using an inside-out approach and communicating the CSR internally 

towards the employees, the company ensures a strong organisational commitment to the CSR agenda 

(Morsing et al., 2008). Communicating PANDORA’s CSR efforts to employees strengthens their 

organisational commitment and makes them proud and happy of being a part of this company 

(Webinar, 2018). Due to this commitment, PANDORA’s employees may spread a positive CSR 

word-of mouth to fellows, friends and other stakeholder groups. As explained above, research of 

Dawkins (2005) shows that the CSR is seen as an important factor for potential employees. Due to 

this reason, PANDORA’s CSR communication on LinkedIn is used for recruitment purposes and 

awareness building. As PANDORA is following an insight-out approach of communication, leading 

to strong employee commitment towards the company, PANDORA’s employees proactively engage 

in the CSR communication on their own, as well as in the activities in local communities, such as the 

My School Project. 

 

5.2.4.3 CSR Communication to Consumers  
 

As mentioned above, the pandora.net website is the consumer facing web space, where people are 

able to get insights about products, new collections and access the web shop of the company. Here, 

no direct information or link to the CSR efforts of the company is given. Furthermore, Facebook with 

ca. 14m. fans and Instagram with ca. 4.5m. followers are the main consumer social media channels. 

Like on the pandora.net web page, here, the company shares product information with links to the 
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web shop but does not give any insights about its CSR efforts. In the past, the company has tried to 

reach out to consumers on social media by sharing insights about the environmental benefits of using 

recycled materials and showing how proud the company is with their workers in Thailand producing 

the jewellery following high responsibility standards. The company received many positive reactions, 

but also negative ones, such as: ‘If you are recycling silver, why are your products so expensive?’, 

‘As you use recycled silver, the quality might be lower, right?’ or ‘It is just typical! These companies 

remove the workplaces from America to Thailand. Are we not good enough for you? I am never 

going to buy a piece of PANDORA jewellery again.’ (Webinar, 2018; Pondal interview, 2018). This 

led to discussions and debates between PANDORA and consumers. Pondal explains that most of the 

consumers are lacking knowledge regarding the jewellery production, the use of materials within the 

industry, and in general an understanding and interest in the concept of sustainability (Pondal 

interview, 2018). In regard to that, statistics have shown that consumers are not bothered about 

sustainability when it comes to jewellery (Webinar, 2018). Additionally, PANDORA’s consumer 

insights team, which is picking up trends, thoughts and preferences of consumers, found out that CSR 

is not a focus of PANDORA’s consumers (Pondal interview, 2018). Pondal explains that 

PANDORA’s consumers have very limited knowledge about the company's sustainability efforts. 

Some consumers might be willing to receive more information about the CSR efforts of the company, 

but most of them simply do not care and show interest. Trine Pondal states that communicating CSR 

to all consumers may not have a positive effect as their knowledge base is not good enough. Since 

sustainability is not a part of what consumers think about when they buy jewellery, she explains that 

a sort of mindset broadening is needed before starting the dialogue on being an ethical jewellery brand 

(Pondal interview, 2018). 

 

According to Du et al. (2010), disclosing a lot of CSR information to consumers may be regarded as 

businesses ‘self-prise’ and lead to scepticism towards such companies. The negative consumer 

reaction, after sharing the content about PANDORA’s CSR activities on Facebook in the past, 

underlines the consumers’ scepticism towards the brand. This and the fact that, as stated by Trine 

Pondal, most of PANDORA’s consumers are more interested in product updates than knowing about 

the company’s CSR engagement, led the company to reduce the CSR communication to consumers 

on social media. 
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5.2.4.4 CSR Communication Towards Other Stakeholders  
 

Besides using the ethics report for internal communication to employees, PANDORA is using it also 

to inform the media about the newest CSR activities, trends and developments towards a more 

sustainable business. Furthermore, the report is used by PANDORA’s employees on business trips, 

for communicating for instance to investors. However, investors seem seldom interested in the CSR 

topics (Pondal interview, 2018). Additionally, there is a lot of fashion media, like Marie Claire, Elle 

or Vogue, which are interested in the CSR efforts of the company. People from those magazines get 

regularly invited to the PANDORA facilities in Thailand. They can speak there with the designers, 

see the factories and the working conditions as well as speak with the personnel in charge of CSR. 

As CSR is slowly being put on the agenda of the fashion media, PANDORA spends time 

communicating to them as well (Pondal interview, 2018). 

 

PANDORA uses also influencers, around 10 to 20 worldwide, who are frequently sharing pictures, 

stories and insights about the company on social media, blogs etc. Like fashion medias, PANDORA 

invites these influencers to take a look at the production sites in Thailand. Often these people are 

positively surprised about the working conditions in the facilities in Thailand as well as the different 

CSR initiatives of the company. As they get the feeling that PANDORA is something different, they 

sometimes share these stories with their audiences. However, most of them are still not 

communicating PANDORA’s CSR efforts (Pondal interview, 2018). 

 

Communicating CSR to fashion media can be described as a communication technique targeting 

experts (Morsing et al., 2008; Dawkins, 2005). Regarding PANDORA, one can argue that the 

company is communicating to these exclusive expert groups, as these magazines and fashion media 

representatives have already a specific knowledge and understanding of CSR (Pondal interview, 

2018). These groups are willing to learn more about the CSR activities of the company as well as 

share this information towards their readers and audiences (Morsing et al., 2008). Communicating 

CSR to influencers may also be seen as an expert communication. However, as these exclusive groups 

of experts may not have enough reach in society, Morsing et al. propose to use an endorsed CSR 

communication, in order to reach wider audiences (Morsing et al., 2008). PANDORA is working on 

pushing towards more transparent CSR exposure by engaging more and more in the conversation 

with government bodies such as politicians and legislation entities (Webinar, 2018). 
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5.2.4.5 Pushing Forward the Sustainability Dialogue  
 

PANDORA tries to push the CSR agenda further whether by engaging in conversations with 

consumers or as stated above with government bodies and legislation entities (Webinar, 2018). Trine 

Pondal explains that it is important in the first step to educate consumers before communicating CSR 

initiatives to them (Webinar, 2018). She mentions as well, that the company has to ensure a better 

accessibility to CSR information, at least for those people that are interested in these topics (Pondal 

interview, 2018). As this is not easy to do, PANDORA started a partnership with Youth Fashion 

Summit, collaborating with students from different Danish universities, in order to get ideas how to 

start the consumer dialogue and how to put the company on the agenda as a business working with 

sustainability (Pondal interview, 2018). 
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CHAPTER 6: THE YOUNG BUYERS OF JEWELLERY 

6.1 Millennials  
 

The particular interest of this study are the young consumers as they will be the next group of 

consumers driving the sales that will replace the older generations. Therefore, it is of great importance 

to look into what is characteristic for this consumer group, to better understand them and see what 

drives their consumption. These young consumers fall under the term ‘generation Y’ or ‘millennials’. 

To avoid any confusion, the term ‘millennials’ will be used in this section to present what studies 

have found on this consumer segment. In nowadays technological era, where the power of the Internet 

and the accessibility of information shapes the transparency of the markets, development, needs, 

beliefs, viewpoints and the culture of different individuals, this group of young consumers is moving 

more and more towards becoming one of the strongest customer groups for companies. Being highly 

influenced by the technological progress and the Internet, companies are in the challenging situation 

to target those patriots (Lester et al., 2005).  But who are those millennials and how do they differ 

from other generations? 

  

There is no universally accepted definition of millennials. Across literature they have been defined 

as being born between 1979 and 2001 (Cone, 2008b), 1980 and 2001 (Alsop, 2008), 1982 and 2002 

(Elam et al., 2007) and so on. Van den Bergh and Behrer (2011) look into this consumer group in 

their book “How Cool Brands Stay Hot. Branding to Generation Y” and argue that ethical, green and 

charitable causes are the particular issues that matter to this generation. Elam et al. (2007) characterize 

this group as being hard-working, team-players, and putting a great importance on helping others and 

caring for social issues. Bhaduri and Ha-Brookshire (2011) argue that since millennial consumers are 

constantly being bombarded by the media with the information about the situation of the world they 

live in, using images of developing countries or videos of wars or natural disasters, and they have a 

possibility to easily access any information on the Internet, they are highly aware of all the 

environmental, social and economic issues. Even though they know about all the above-mentioned 

issues, their knowledge about specific elements of sustainability seems to be low. However, this does 

not impede their interest and support of this concept (Wilhelm, 2009). The 2006 Cone Millennials 

Case Study (Cone, 2008b) examining the role causes play in a millennial’s life as an individual, an 

employee, and as a consumer found that 61% of millennials believe they are personally responsible 

for making a difference in the world. Van den Bergh and Behrer (2011) however, claim in their book 
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that even though millennials know what is happening around and they care, they perceive it as another 

reality, something that does not directly touch them. They perceive these issues as important, but only 

really take them seriously when they directly influence their close social circle or local community. 

They may avoid buying products of the brands that are unethical, however, they will rarely buy on 

purpose products of the brands based on their charitable initiatives. Good quality of the product or 

other basic attributes go first and only after that they look at the brand’s ethicality (Van den Bergh & 

Behrer, 2011). Bhaduri and Ha-Brookshire (2011) further argues that millennials are interested in 

making more informed decisions regarding sustainability, however, they are not willing to research 

product options. Being ethical is important to them, but it is not their top priority, and therefore they 

are not likely to sacrifice their own comfort to make a difference (Van den Bergh and Behrer, 2011). 

  

This group of consumers thus leaves most of the responsibilities in the hands of companies. They 

believe that it is also companies’ responsibility to try to make a difference (Cone, 2008b). The 2006 

Cone Millennial Case Study found that majority of millennials (79%) would like to work for a 

company that cares about social issues and gives something back to the society, and 69% would 

refuse a job offer from a firm that is not socially responsible (Cone, 2008b). According to Alsop 

(2008), some millennials are also engaging in volunteering work, on the one hand because of altruistic 

reasons, but on the other hand also to improve their CV and due to social pressure by family or friends. 

  

In the beginning of 2000s, when eco-claims became very popular, millennials also became very 

sceptical towards advertisements and companies’ claims of environmental protection (Van den Bergh 

and Behrer, 2011; Bhaduri and Ha-Brookshire, 2011). They may question such companies’ claims 

and simply not take them for granted. This, therefore, poses a threat to companies and they should 

watch out what and how they present their sustainability initiatives, as it may backfire. 

 

6.2 Young Consumers’ Relationship to Jewellery 
 

6.2.1 Jewellery Consumption   
 

In order to understand the consumers’ values which come into play when buying jewellery, the 

means-end chain approach by Gutman (1982) has been used. First, consumers have been asked which 

are the attributes they look at when they buy jewellery. Second, by asking ‘Why is this attribute 

important to you?’ questions, different consequences have been discovered. Following up on these 
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consequences with several ‘Why is this important to you?’ questions, people’s values in terms of 

jewellery consumption were investigated. In the following two sections, these attributes, 

consequences and values are further explained. 

 

6.2.1.1 Attributes 
 

When asking the interviewees about the attributes they look at when buying jewellery, 14 out of 15 

participants mentioned the price as an important attribute. Additionally, 13 participants mentioned 

that the design is very important for them, 8 interviewees mentioned the quality and 6 mentioned the 

materials the jewellery is made of as an important attribute. These 4 attributes (price, design, quality, 

materials) have been investigated as the main attributes the interviewees look at when they buy 

jewellery. Furthermore, attributes, such as brand (mentioned 3 times), working conditions, 

investment character, respect for the environment and country of origin (mentioned one time each) 

are the attributes which have been mentioned more seldom (see Table 2 below). 

 
 
Names of 
attribute 

Numbers of 
times 
mentioned 

Relevant quotes 

Price 14 ‘I am looking at the price so that I know if I can afford it or 
not.’ (Interviewee 6) 
 
‘I have a limited amount of money in my pocket and I need to 
allocate it to the right things.’ (Interviewee 13) 

Design 13 ‘It has to be basic and simple. I want to reflect how I am.’ 
(Interviewee 10) 
 
‘I usually look if it matches my style …It has to be something 
that makes my overall outfit nicer.’ (Interviewee 13) 

Quality 8 ‘If I buy something I want to have it for a long time. … I 
always try to buy things that are of good quality.’ 
(Interviewee 7) 
 
‘I am looking at the quality, for instance if the piece is 
handmade. The uniqueness of the jewellery is important as 
well. I am as well looking at the stones.’ (Interviewee 5) 

Materials 6 ‘The material for me is important because if I am going to 
pay a lot of money, I would like to know what material it is, 
so that I know how to take care of it. And if it is worth the 
money.’ (Interviewee 2) 
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‘I'm looking at materials. I prefer silvery looking things. For 
instance, plastic for me, it means cheap.’ (Interviewee 13) 

Brand 3 ‘When I say I am looking at the brands, I mean these kinds of 
brands which have acquired a certain recognisability in 
terms of quality, design, style, innovation.’ (Interviewee 6) 

Working 
conditions 

1 ‘I do not put money in the brands which exploit.’ 
(Interviewee 7) 

Investment 
character 

1 ‘… it is a good that you can buy, invest money and the good 
preserves its value over the time.’ (Interviewee 6) 

Respect for the 
environment 

1 ‘I do not want to buy the same thing every year and get 
frustrated that it goes broken, that it looks bad and that I am 
making trash.’ (Interviewee 7) 

Country of 
origin 

1 ‘He is a friend of my family, we go there when we are buying 
gifts. Maybe I wouldn’t trust every jeweller. We have a 
previous experience with him.’ (Interviewee 15) 

 
Table 2: Attributes (authors’ creation) 
 
 
6.2.1.2 Consequences and Values  
 

By keeping asking ‘Why is this important to you?’ to the interviewees, the 9 discovered attributes led 

us to 17 different consequences (see Table 3 below). These consequences then helped us to uncover 

our interviewees’ values that play role in their jewellery purchases, and to identify these values we 

used Schwartz’ Theory of Universal Content and Structure of Values (1992). As already described in 

the Theoretical framework chapter, Schwartz identified 10 basic values people possess. In our 

interviews, we found 8 of these values that come into play when buying jewellery. These values 

include hedonism, power, self-direction, universalism, benevolence, stimulation, security and 

tradition (see Table 3 below). 
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Overall, we discovered that the main values people possess when it comes to jewellery consumption 

are ’power’ (possessed by 11 people), ‘hedonism’ (possessed by 10 people) and ‘self-direction’ 

(possessed by 6 people).  

 

In our research, the value ‘power’ evolved mainly from the fact that people strive for social 

recognition and public image. Statements such as: ‘I am a kind of person, who likes to wear something 

eye-catchy, I like people to look at me, I like to feel feminine.’ (Interviewee 14), ‘Everybody knows 

what it is. If I wear a Georg Jensen jewellery, people would look at it and they would recognize it.’ 

(Interviewee 2), and ‘I don't want a jewellery from a very cheap brand, not only because of a quality, 

but also it won’t be something special in front of others.’ (Interviewee 11) underline the ‘power’ value 

possessed by 11 of our interviewees. ‘Power’ was mainly linked to the attributes such as ‘design’, 

‘materials’ and ‘brand’ at which our interviewees look when buying jewellery. 

 

Additionally, the value ‘hedonism’ evolved from the fact that jewellery consumption is for the 

interviewees a way of pleasuring and spoiling themselves, something that makes them feel good. For 

example, statements such as: ‘Jewellery is something that you never need. It is more a pleasure that 

you do when you have money and you cannot do without it. When I want to reward myself for 

something.’ (Interviewee 6), ‘I am buying a product to feel better and to satisfy me.’ (Interviewee 

11), ‘Somehow, when I am on vacation, I don’t know why. I feel, when I am on vacation, I am allowed 

to spend more money so that’s why I buy expensive stuff.’ (Interviewee 12.) show the hedonic values 

of the interviewees (10 out of 15 people). In our research ‘hedonism’ is mostly linked to the attributes 

‘design’, ‘quality’, and ‘materials’, but was also found when the interviewees were asked when and 

why they buy jewellery.  

 

Furthermore, the value ‘self-direction’ evolved from the fact that people see jewellery consumption 

as a way of freedom of own action, they believe in one’s own worth and want to express their own 

personality. Interviewee 7 for instance states: ‘I think that they have my own style, which is very 

simple, but I don't really like things that are very bold. I like things that are a little more quiet in 

style…I think this is kind of how I was raised.’ Additionally, in regard to brands Interviewee 6 

mentions: ‘I always wanted to be different from the masses. Sometimes I go with the flow, but I prefer 

to be different.’ Overall, the value ‘self-direction’ is linked to the attributes such as ‘design’ and 

‘brand’. 
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Despite the values ‘power’, ‘hedonism’ and ‘self-direction’, we discovered that five of the 

interviewees possess ‘universalism’ values. According to Schwartz (1992), the value ‘universalism’ 

can be described as understanding, appreciation, tolerance and protection for the welfare of all people 

and for nature. When asking the interviewees about the attributes they look at when buying jewellery, 

they mentioned that they care about working conditions, reducing waste, certified and long-lasting 

materials and the support of the environment. Statements such as ‘I prefer that it is something good 

and that it is not a one-time thing and then you waste it’ (Interviewee 1), ‘I guess as well that the 

materials are from certified or sustainable places’ (Interviewee 7), ‘I do not put money into the 

brands that exploit.’ (Interviewee 7) and ‘I would be happier, I guess, if I knew that it is made in a 

sustainable way.’ (Interviewee 8), underline these ‘universalism’ values. As seen in the research, one 

third of the interviewees possess ‘universalism’ values, which derive especially from topics 

concerning the environment, working conditions, sustainability and other ethical issues. Due to this 

fact, in the following part we are taking a look into young consumers’ understanding of and 

relationship to sustainability. 

 

6.3 Young Consumers’ Relationship to Sustainability  
 

The findings from our interviews identified sustainability values, such as universalism or 

benevolence, as the ones playing a role in jewellery consumption only among the minority of the 

interviewees (5 and 4 respectively). However, Rettie et al. (2012) argue that consumers associate 

ethical attributes and behaviours with some product categories but not the others, and therefore, even 

though majority of our interviewees do not consider or think of sustainability attribute when buying 

jewellery, it does not mean that they do not put an importance to sustainability when buying other 

types of products. Moreover, the literature on millennial consumers states that these consumers have 

the particular interest in ethical, green and charitable causes (Van den Bergh and Behrer, 2016), and 

thus to dig deeper into our interviewees’ values when consuming products to see whether the two 

above-mentioned claims hold, we asked our interviewees the question ‘What do you think 

characterizes a sustainable brand, and whether and why these issues are personally important to 

you?’ 

 

We discovered that the interviewed consumers believe that a sustainable brand is a brand that respects 

the environment (mentioned by all the interviewees), provides fair working conditions to its 
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employees (mentioned by all the interviewees), is animal cruelty free (mentioned by 3 interviewees) 

and gives back to the community (mentioned by 2 interviewees). When buying sustainable products, 

our interviewees also look at natural/sustainable materials, the country of origin and certified 

suppliers. Natural/sustainable materials serve as an indicator of companies behaving in 

environmentally responsible way, while origin of the products and certified suppliers serve as 

indicators for companies acting in both environmentally and socially responsible way (see Table 4 

below).   

 

These attributes uncovered several consequences that helped us to dig deeper into our interviewees’ 

values. Here, we identified several values that our interviewees possess: universalism (all of our 

interviewees), security (9), benevolence (5), conformity (2), self-direction (2) and power (1).  

 

It is to be noted that ‘universalism’ value was found among all of our interviewees, whether in regard 

to protecting the environment, believing in social justice or equality. Values such as ‘benevolence’ 

and ‘security’ were most of the times linked to consequence of providing for future generations and 

being healthy, thus making sure their family, loved ones and themselves will have a healthy 

environment to live in and will be treated in a fair way at work. In regard to ‘security’ value one 

interviewee also mentioned a consequence of supporting own economy that was related to origin of 

the country attribute. Here, this interviewee believes that to provide for oneself and for future 

generations, not only having a healthy environment and fair working conditions is important, but also 

to be able to have a job in the first place. ‘Conformity’ and ‘self-direction’ values found only in 

minority of interviewees imply that consumers believe that there is a reason for laws and people 

should obey them, as well as they would feel guilty to take part in harming other people or living 

beings, they want to have a clear consciousness after buying products and feel good about themselves. 

Lastly, one value identified in regard to sustainable consumption that stands out is the value of 

‘power’. It was observed among one of the interviewees that the reason for her sustainable 

consumption, among others, was also to create a certain image of herself in the eyes of the society, 

to be perceived as a good person. The relevant quotes may be found in the Table 4 below. 

 

From these findings it may be seen that sustainable consumption is driven mainly by the self-

transcendence (universalism and benevolence) and conservation (security and conformity) values. 

However, self-enhancement (power) and openness to change (self-direction) values also come into 
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play in few cases. These findings are to a large extent in accordance with what Janssen et al. (2014) 

and Vermeir and Verbeke (2006) argued regarding associating personal values to sustainable and 

ethical consumption. What stands out here, however, is the power value, not necessarily characteristic 

as a driver of sustainable consumption. 

 

Moreover, to explore to which sustainable issues people put the most importance when buying 

jewellery products, we provided our interviewees with a list of option. Here we found that certified 

suppliers, recycled materials, respect for the environment and working conditions play the most 

important role. Achabou and Dekhili (2013) argued that recycled materials are perceived negatively 

by consumers in their luxury purchases. The findings from our interviewees did not confirm this 

argument, they actually showed the opposite, some of our interviewees tend to consider buying and 

support recycled jewellery products.  

 

‘I heard you can recycle lots of jewelleries into the new jewellery. I think recycling process is really 

interesting. I own the recycled jewellery. I think it’s from the Hvisk brand.’ (Interviewee 9) 

 

‘Re-used materials. Let’s say they have a collection where some of the things were not being sold. 

Instead of just having them laying them there, maybe they could reuse the things that were not sold. 

Do a new collection, which I believe would add more value to the jewellery, because then there would 

definitely be just one edition. They would not have stuff just laying around.’ (Interviewee 2)   
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6.4 Young Consumers’ Attitude-Behaviour Gap  
 

As explained in the theoretical framework, academics such as Carrigan and Attalla (2001), Eckhardt 

et al. (2006) and Moraes et al. (2012) have observed a conflict between consumers’ attitudes and 

values towards sustainability and their actual behaviour when consuming the products. This conflict 

has been named an ‘attitude-behaviour gap’.  

 

By asking our participants questions such as: ‘Would you buy an unethical product, just because you 

like the design?’ or ‘Do you consider these issues when buying jewellery?’, we observed the attitude-

behaviour gap in their purchasing decisions. Even though many of the interviewees have the 

knowledge of sustainability and are aware of ethical issues, they often do not look at these things 

when purchasing products. Answers like ‘Probably I did many times. But you do not really always 

think about it. Even though I try to, mostly I do, but then, I guess, when you buy you don’t think about 

it.’ (Interviewee 4), ‘No, I don't really look at those things, I am very bad.’ (Interviewee 13), ‘With 

my limited budget, I can just buy cheap things and cheap things are unethical, from food to objects 

to everything.’ (Interviewee 13), ‘All these things are in the back of my mind and you know you should 

remember them. But during the day you keep forgetting them.’ (Interviewee 10) and ‘I think the 

problem is that we are aware of the problems we have in this world and we like to state that companies 

should be sustainable and ethical etc., but then when we go to a shop and buy a pair of Nike, do we 

think about the little guy who spent a lot of hours, producing the shoes? Do you think about that? I 

do not think about that. I like the pair of shoes, the colour and I pay for that and that is it. This is the 

truth!’ (Interviewee 14) underline the attitude-behaviour gap in millennials’ consumption. On the 

other hand, there are as well some interviewees, which tend to look more into sustainability and 

ethical issues when purchasing products such as jewellery. Interviewee 8 for instance explains: ‘I 

mean, now we have so much choice. I think you can find a substitute. I think I would search for a 

substitute.’  (Interviewee 8). 

 

The question here therefore is: Why do the differences between attitudes and behaviours in people’s 

purchasing processes exist? Eckhardt et al. (2006) argue that the attitude-behaviour gap is based on 

the fact that consumers believe that the costs of responsible consumption are higher than the benefits 

(economic rationalist approach), the economic growth and a good standard of living requires setting 

aside ethical and moral objectives (the economic development reality argument) and that if the 
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situation was serious, the government would act (the government dependency argument) (Eckhardt 

et al., 2006).  

 

Looking at the economic rationalist approach, many interviewees stated that the costs of a responsible 

consumption for them are higher than the benefits. A lot of the interviewed millennials argue that 

they are not looking at sustainability when they consume products due to the reasons, such as money 

or time constraints. The examples affirming the economic-rationalist approach are following:  

 

‘I mean no, I have a busy life. It is not my lifestyle that I search information about the CSR policies 

of brands. I do not have time for that in my life.’ (Interviewee 5) 

 

‘You cannot check where everything comes from, because it is really time-consuming.’ (Interviewee 

1) 

 

‘I cannot really buy maybe the best sustainable things I can find. You know, you cannot pay the costs 

to have it sustainable, so I cannot really afford those kinds of things.’ (Interviewee 2) 

 

Furthermore, we found that some of our interviewees believe, as explained by Eckhardt et al. (2006), 

that the government would act, in case the situation was serious. Regarding the question if consumers 

research and look into the CSR of brands before buying, Interviewee 12. states:  

 

‘I just think, I should do it, but there are other things I would rather spend my time on, I guess. 

Sometimes I just rely on someone else to do it for me. The media or other people, government.’ 

(Interviewee 12) 

 

Lastly, no statements regarding Eckhardt et al.’s (2006) economic development reality argument were 

found.  

 

6.4.1 Young Consumers’ Attitude-Behaviour Gap in Jewellery  
 

Davies et al. (2012) argue that consumers are less prone to consider ethics when buying luxury 

products than commodity goods. They further argue that the ethical conditions of production appear 
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to be the lowest priority upon purchase of luxury products and that consumers put higher value into 

the aspects such as price, quality, brand, value, prestige, product satisfaction, self-image and 

convenience (Davies et al., 2012). This has been found in our research as well, as most of our 

interviewees look in the first stance at price, design, quality and materials before looking for instance 

at environmental and working conditions aspects. Considering that we defined jewellery as luxury in 

this master thesis, the following part covers the reasons of Davies et al.’s (2012) findings.  

 

First, Davies et al. argue that consumers perceive price differentials in luxury products as larger 

compared to commodity products, even if in percentage they are alike (Davies et al., 2012). 

However, we did not find strong evidence for this argument. Only one interviewee talked about the 

price differentials in luxury and commodity products. ‘For food, I often buy organic because 

sometimes it is just one or two kroner more. The price difference is so small.’ (Interviewee 12). 

 

Second, people lack information whether a company behaves ethically or not (Davies et al., 2012). 

In our research, most of the interviewees confirm the fact that they feel a lack of information 

concerning ethical behaviour of businesses. Interviewee 13 states: ‘The problem is that I do not know 

if they are unethical. To be honest, I would buy and I bought in the past things that are unethical. 

Everything that is, most of the things that we buy are unethical, from food to clothes and objects in 

general.’ Furthermore, interviewee 3 explains that she ‘would like to know where they have produced 

the jewellery. Which materials they use and where they extract the materials from, depending on the 

country. As well in which conditions the people are working.’ In general, the lack of information may 

be due to the fact that ‘we are not too much involved in these issues. Schools and media do not talk 

much about these things and there is no education program, which really forms your mind-set in 

order to focus constantly on these things.’ (Interviewee 13). 

 

Third, Davies et al. explain that because of the irregularity of purchase of luxury products, 

consumers do not look into details when buying such products, and they rather focus their attention 

on the products they buy on a regular basis (Davies et al., 2012). Several of the interviewed 

millennials mentioned that they do not buy jewellery on a regular basis, for example interviewee 11, 

Interviewee 8, Interviewee 6 and Interviewee 13. Regarding looking into sustainability aspects when 

buying jewellery products, interviewee 13 for instance mentioned: ‘I never thought about these things 

for jewellery, because I do not buy jewellery that often.’. However, the fact that consumers rather 
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focus their attention regarding sustainability on products they buy on a regular basis, cannot be 

certainly confirmed by our research. 

 

Fourth, due to the lack of easy availability of luxury goods consumers may not be prone to search 

for ethical-luxury products. Carrigan and Attalla (2001) explain that consumers might not be willing 

to spend their time and resources on finding alternatives. In our research, the lack of easy availability 

of ethical-luxury products is underlined in Interviewee 3’s statement: ‘I just go for the first I see and 

like. Because of two factors: I do not have time and see so much, I do not have the interest and the 

money.’ 

 

Finally, in our research we did not find any evidence regarding the argument of Davies et al. (2012) 

that consumers do not believe that ethical-luxuries can make any significant difference. 

However, when our interviewees talked about sustainable products in general, not necessarily ethical 

luxury products, the exact opposite was observed. The majority of the interviewees believes that even 

if the impact of their actions may not be big enough, it still matters. This finding supports what Cone’s 

Millennial Case Study (2008b) found, that consumers seem to hold an opinion of being personally 

responsible for making a difference in the world. 

 

‘It is not like we are required to do so much. If everyone chooses a battle we can make an impact in 

this regard.’ (Interviewee 10) 

 

Overall, we observed that the attitude-behaviour gap in jewellery consumption emerges very often in 

the answers of our participants. Davies et al.’s (2012) arguments why consumers are less prone to 

consider ethics when buying luxury products than commodity goods seem to be justified by our 

sample of millennials. Furthermore, it is important to look at other mediators which influence the 

relationship between pro-ethical attitudes and the intention to buy of millennials and thus the attitude-

behaviour gap of those people. This would be covered in the following section. 

 

6.5 Conceptual Framework  
 

Vermeir and Verbeke (2006) argued that there are several mediators that influence the relationship 

between pro-ethical attitudes and the intention to buy. These are involvement (how much the products 
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match consumers’ personal values, needs and motivations), (un)certainty ((in)sufficient information 

and knowledge consumers possess), and perceived availability and perceived consumer effectiveness 

(perceived behavioural control). Thus, in this part we are going to look at how each one of them 

relates to the observed above mentioned attitude-behaviour gap of our interviewees.  

 

6.5.1 Involvement  
 

In this part we will first look at the involvement of our interviewees in jewellery purchases in general, 

and then we will focus on the involvement in purchases of sustainable jewellery and sustainable 

products.  

 

Starting from the jewellery consumption in general, our findings show that none of the interviewees 

is engaging into the jewellery purchasing regularly, thus it is not a habitual purchase. Our 

interviewees put high importance to the jewellery products as they buy them most of the time on 

special occasions, either for themselves or for a family and friends. They are highly involved in the 

purchase of jewellery, as they are searching for a perfect piece that will not only match their or their 

friends’ preferences in terms of design, but that will also serve as a memory of an event or a person.  

 

‘I buy jewellery usually for very special occasions, for instance Christmas. Usually for others, for my 

friends, for my sisters. Because I want them that they remember me.’ (Interviewee 13) 

 

‘I think for instance one moment where I wanted to buy jewellery was before my graduation, before 

the ceremony. I spent 2 days to search for the perfect earrings, which in terms of design suit my outfit. 

Then my parents wanted to buy something for me when we opened the first shop... It was both more 

to celebrate a memory, means giving importance to the events that were happening.’ (Interviewee 7) 

 

‘I purchase jewellery if there is a special occasion, that you are offering someone something. I would 

buy something that my friend likes. You want to give them something that will stay with a person, 

something that reminds of specific moments.’ (Interviewee 10) 

 

The jewellery consumption of our interviewees is driven mostly by self-enhancement values, such as 

hedonism and power, which are according to Janssen et al. (2014) characteristic for luxury. Moreover, 
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our findings show that luxury motives such as quality assurance, bandwagon, non-conformity, self-

directed pleasure and congruity with internal self-drive the interviewees’ jewellery consumption.  

 

‘If it is cheap it means to me it will not last for a long time, it will look really shitty.’ (Interviewee 

11) 

 

‘I don't want something that doesn't fit my style, style is my identity, I am presenting myself through 

my style, I think personality is super important. When you don't show personality, people don't 

really know you they don't associate anything with you.’ (Interviewee 11) 

 

‘You see people see it (jewellery) and they look at it and they maybe mentioned it as well, but it is just 

important that you present yourself in a way that you would like people to see you.’ (Interviewee 4) 

 

‘Jewellery is something that you never need. It is more a pleasure that you do when you have money 

and you cannot do without it. When I want to reward myself for something.’ (Interviewee 6) 

 

‘I don’t know but maybe because of the status. And I know, especially when I am working, and let's 

say I have a meeting, if I know there will be older people there, I would know that they probably 

could afford that kind of jewellery. If I was wearing it, it would probably, it would be something 

through which I could connect to them. It would also give me a mature status, since I am pretty young 

and I work with older people. It would give me a more mature kind of appearance. It is mostly a 

jewellery that mature and business people have, or like people with money.’ (Interviewee 2) 

 

‘I do not know. It must be socially constructed that is nice to have diamonds and I don’t know. I feel 

better. Not because I want to look rich like “Uhhh, see my diamonds”, but I don’t know.’ (Interviewee 

12) 

 

Regarding the degree of an involvement in the sustainable jewellery purchases, only 4 out of 15 

interviewees actually seem to look at a sustainability attribute when buying a jewellery. Therefore, 

only these 4 of the interviewees are highly involved in the sustainable jewellery purchases. Our 

findings, however, show that every one of the interviewees possesses sustainable values, some less 
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than the others, therefore, even though the rest of the interviewees are not highly involved in 

sustainable jewellery purchases, they are involved in the purchase of sustainable products in general.  

 

The findings also show that our interviewees are driven by several different motives to consume 

sustainable products. On the one hand, there are motives such as concerns for the environment, benefit 

to the community and personal beliefs, corresponding to values such as universalism or benevolence 

possessed by the interviewees; and on the other hand, our interviewees’ decisions to buy sustainable 

products are also the results of giving priority to health, feeling part of the social group or 

distinguishing from others, which correspond to values such as security, self-direction or power.  

 

‘Because, what we spend our money on shows what we believe in somehow. If I spend my money on 

this thing, I want to know that it is worth it and it fits within the values that I have and that would be 

let’s say that it is sustainable and it is thoughtful in terms of everything.’ (Interviewee 1) 

 

‘For food I care more. Locally produced, healthy and so on. If it is clothes it is to a lower extent. I 

know it does not affect me directly. I know it affects others. It is more difficult to see. It has a more 

direct impact with food. For jewellery, I wouldn’t wear super cheap jewellery, it can be harmful, or 

it is not really nice, I don’t like it.’ (Interviewee 15) 

‘To be honest, I consider sustainability mainly in the food. For food, I consider everything that is 

organically made, so I am usually buying organic food. Never mind if it is cheaper or not, it is for my 

health reason. I believe so, that it is better. When I go shopping for clothes, if I read that a company 

has done something, which is against my values, I do not buy there anymore.’ (Interviewee 2) 

 

‘I feel much better just wearing something that I know is made out of organic cotton, that it's not all 

plastic and your skin cannot breathe in it’. (Interviewee 4) 

 

‘If the company has a personality and you want the personality to be a good one, you want a brand 

that represents you. Not just some big company that want to earn the money.’ (Interviewee 9) 
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6.5.2 Uncertainty  
 

The uncertainty mediator affecting the attitude-behaviour gap of consumers is based on the 

availability, complexness and trustworthiness of sustainability related information. Therefore, in this 

part we will first look at whether and to what extent our interviewees are aware of sustainability issues 

across the industries. Then we will examine what impact a positive and a negative information has 

on their behaviour, whether the information about the sustainability of the companies is easily 

available and understandable, and lastly, how our interviewees perceive such an information.  

 

6.5.2.1 Awareness of Sustainability Issues 
 

Our findings show that the interviewees in general have quite a good understanding of sustainability 

concept and are aware of general sustainable issues across the industries, such as exploitation of 

workers and child labour, as the first thing that our interviewees tend to mention, and pollution of the 

environment. Regarding the sustainability issues in jewellery industry the awareness of our 

interviewees is very basic. Some have heard about blood diamonds, whether through social media or 

word-of-mouth, and bad working conditions in the mines. However, most of the interviewees were 

not able to elaborate further on these issues and cannot think of any specific scandals. One interviewee 

mentioned that it may be because of infrequent engagement in the jewellery consumption, and another 

mentioned that the reason behind it may be the fact that the information concerning sustainability 

issues in the jewellery industry is not easily available.   

  

‘Blood diamonds. I don’t know that much honestly. I mostly heard about it in the media, from friends 

talking about it. Something about all these people getting killed willing to retrieve these diamonds. 

Production/retrieving of raw materials. But I don’t know that much about it, maybe it is because I 

don’t go jewellery shopping that often.’ (Interviewee 9) 

  

‘I have no idea how working conditions are for people who work in the jewellery sector. I watch a 

lot of videos and documentaries for example about Dior and Tiffany and stuff like that, but they 

always show really high qualified people, who are making the big pieces for like Madonna or 

whatever. So, you don't really get to see, how it is for the jewellery in general. I've never seen anything 

like it, either online or so.’ (Interviewee 4) 
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6.5.2.2 Impact of the Information on Consumer Behaviour  
  

As already mentioned before, our interviewees tend to have a positive attitude towards sustainable 

products, but this attitude is not always reflected in their purchasing behaviour. Our findings, 

however, show that the positive or negative information about companies’ sustainable behaviour has 

a certain impact on their behaviour. The positive information, such as when a company is engaging 

into the CSR, influences the interviewees’ perception of the company and their interest in its products. 

It motivates them to buy the products, however, the sustainability attribute in many cases serves more 

as an added value, something that may help them to make a final decision when two products are 

relatively the same. 

  

‘Just imagine you have two products with the same price. If you get the information, that one is more 

sustainable than the other one, of course, you would go for the more sustainable. If I know that the 

one for instance is sustainable and about the other I don’t know, I would go for the sustainable one.’ 

(Interviewee 3) 

  

Regarding the impact of a negative information, some of the companies’ scandals that came to the 

surface influenced our interviewees’ perception of and trust in such companies. 

  

‘There are a lot of companies around my city which are producers of tomatoes. They throw the 

fertilizer in the river. Of course, this changes your perception of the company. They should follow the 

law and take care of the waste that they produce. For me, it changes completely the perception of the 

company.’ (Interviewee 6) 

  

Moreover, since many scandals have happened in developing countries, the country of origin of the 

products often serves as an indicator of sustainability and trust. Many of our interviewees show 

scepticism and lack of trust in the companies when they see that their products have been produced 

in developing countries. 

  

‘I have this perception, after the scandal, that all the clothes that has been produced abroad, has 

been produced in the same bad conditions. This is how it changed for me.’ (Interviewee 3) 
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The extent into which the negative information influences the actual buying behaviour of our 

interviewees though varies. Some of the interviewees argued that they are not willing to buy products 

from the companies with bad reputation as it goes against their values and beliefs, and not buying 

such products is for them a way of protesting and showing their attitudes. 

  

‘If I knew that the company is unethical, I would not buy it. Because it would go against myself, my 

ideas. I would never do it.’  (Interviewee 6) 

  

‘For example, about Nike, when there was this huge scandal about factories in developing countries 

then you think that you don’t want to buy these products because if you buy them you kind of support 

the way how they treat the employees. It is kind of a way of protesting and kind of showing your 

attitude against this.’ (Interviewee 5) 

  

Others, however, still keep buying products even after the scandals as they tend to forget the negative 

information with time, and thus they do not think about it when shopping. Several interviewees 

mentioned that a constant reminder might help them remember and keep these things in mind when 

shopping. 

  

‘If I knew that it is unethical, I would not buy it I guess. No, now I know that there are still some 

products of H&M or Inditex which are unethical, and I still buy them. I guess that you need some 

visual information or reminder when you are buying the stuff.’ (Interviewee 3) 

  

‘Maybe for a month and then everyone forgets about it and then everyone starts buying it again. If 

everyone, media, friends, family, stops talking about it then you just forget it. Like with the palm oil. 

Maybe for a month I would look for shampoos and stuff and don’t buy them if they contain the palm 

oil but then when it becomes too difficult, I think I just forget it.’ (Interviewee 12.) 

 

Lastly, it was observed among one of the interviewees that the awareness of sustainability issues and 

the rise in the significance of the sustainability concept in the current world in general had an impact 

not only on her perception of the specific companies, but also on the attitude towards the concept of 

consumerism in general. 
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‘Now I try to shop, only when I need something because of thinking about those issues. I think that 

generally these considerations made me less consumerist. Maybe as well less interested in having 

things. The more I think about it, the more I consider the sustainability of things, the more I realise 

that we do not need to have those things. We do not need to have 80 rings.’ (Interviewee 7) 

 

6.5.2.3 Availability of the Information  
  

Vermeir and Verbeke (2006) argue that low availability, high complexity and contradictory nature of 

the information may make consumers more uncertain, and that an information about the benefits of 

sustainable products is very often insufficiently communicated, and thus people are not able to make 

well-informed decisions in relation to their budget or conscience. 

  

Our findings show that the availability of information is indeed crucial in making well-informed 

decisions. Our interviewees feel safer when the companies are more transparent and provide people 

with the information about the origin of their products. The information, however, needs to be also 

easily understandable and easily accessible as many of the interviewees are not willing to spend lots 

of their free time searching for it. 

  

‘I feel like I need to have information to make a well-informed choice, otherwise I don’t know what I 

am actually buying. I think information is important. Is it Danish or not? What do they produce? 

What do they stand for? It is nice to know the brand.’ (Interviewee 9) 

  

‘If companies explain to their customers where the materials come from, I think it makes me feel safer 

in what I am buying. And also, that I have the possibility to look it up and make sure that they do not 

fool the customers, in case I would have the time to do that.’ (Interviewee 2) 

  

‘Giving information should be understandable. If you use difficult words and phrases which are 

difficult to understand, what is the sense of it. It would be good if they give info and I would read it 

and go through it, instead of buying a product that has nothing on it.’ (Interviewee 1) 

  

‘When I need something, I search for the particular shops, then I look into who made the piece, what 

it is made from. I guess it goes to transparency. I need to be able to get this information effortless. I 
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trust the brands when I go, and I can see how this product was produced. I do not want to go and 

make research and analyse.’ (Interviewee 1) 

  

Some of the interviewees have also the impression that jewellery companies do not sufficiently 

communicate about the origin of their products, and some believe that sustainable brands should talk 

more about the sustainability issues across the industries to raise people’s awareness. 

  

‘I just think it is a very modern thing, that people want to know where everything comes from, like 

the food etc. I think, the jewellery is lacking that. You know, every other industry has that today. For 

instance, you know where food is coming from, who has produced it, what are these clothes made of, 

is it ecologic cotton or not. These things do not really exist in the jewellery industry yet, as I know. I 

think that would be one of the things to modernize in this industry.’ (Interviewee 2) 

 

‘It is so difficult to understand where the things come from, because nobody shares that information. 

There are some brands that I follow on Instagram that explain their processes. I cannot think of any 

jewellery companies. It is not so easy to find information that the brands do not give you and to verify 

the information that they give you.’ (Interviewee 7) 

 

What was also observed is that different people are interested in different parts of the sustainability. 

Some are more concerned with working conditions, some with an environmental impact or animal 

cruelty, whereas others may be interested in specific aspects of these. Thus, providing the relevant 

information may be crucial for the companies. 

  

‘I would like to know how the materials of the product come to me. This would be interesting. From 

the sourcing of the material to me...I told you about the product brands that show how much costs 

and energy they use on every part. It does not do anything to me somehow. It is nice to put it there, it 

is great, but it does not answer my questions of sustainability in terms of environment etc.’ 

(Interviewee 7) 

 

When our interviewees were asked whether they know any sustainable jewellery brand, only 3 people 

out of 15 was actually able to name some brand. The companies mentioned were PANDORA, Tiffany 

and Hvisk. Two of these interviewees had a knowledge about the CSR engagement of these 
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companies only because they had made a research on these companies when applying for a job there. 

Moreover, when asked specifically about the PANDORA brand and its engagement in CSR, only 1 

out of 15 was aware of the sustainability aspect of the company and this was due to the reason of a 

job search.  

 

‘I am looking into those things (CSR), especially when I am looking for a job. But I also look at it 

when I am shopping. There are these shops with fur stuff, my friend works there, and I do not 

understand how she can work there.’ (Interviewee 4) 

 

‘I started to do that (searching for CSR information) when I started to apply for companies like 

PANDORA for example. When you go through all the information of the official web-site I saw that 

they have these commitments in being sustainable, trying to save the environment and stuff like that.’ 

(Interviewee 14) 

 

Lastly, even though most of our interviewees could not think of sustainable jewellery companies, 

they, however, know companies in other industries that are engaging into CSR, such as Patagonia or 

Body Shop. Our findings show that they have mostly encountered this information either, as already 

mentioned, because of a job search and thus browsing through companies’ websites, or because of 

their education, i.e. discussions in the classes or business projects, or they have heard about the CSR 

from the news, online and friends.  

 

‘I mostly got to know about the CSR of a company by working with them, where I had to read into 

the history. Actually, as well a lot of commercials and news.’ (Interviewee 2) 

 

‘I looked at it (CSR) because of studies, but normally I do not really search for it.’ (Interviewee 3) 
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6.5.2.4 Trust/Scepticism about the Provided Information 
 

As already mentioned, some of the interviewees believe that sustainable brands should talk more 

about the sustainability issues across the industries, and that the brands should provide people with 

more information about the sustainability of their products. However, this may be tricky as several 

of the interviewees also show a scepticism towards the brands that talk about their CSR engagement 

too often. 

  

‘If the stress it too much /talk too much about it I wouldn’t trust it. Your first advertising to be selling 

your clothes, not how to produce them.’ (Interviewee 15) 

  

Vermeir and Verbeke (2006) argue that sustainability is a credence feature of the product, meaning 

that consumers are not able to really judge it themselves, and therefore they are forced to put trust 

into the hands of producers or other parties. 

  

Our findings show that the interviewees both believe the information provided by companies and 

remain sceptical at the same time. Some of the interviewees feel like they often do not have a choice 

and they just have to trust the companies, as the information provided is very hard to verify. 

  

‘In lots of the ways I do (trust the information provided by companies). If they can reason for it, then 

I would believe it. Then I would never believe anything. You are also critical. When I read the critics, 

either this person got really unlucky or the brand just lies. I just kind of have to believe what they 

say, otherwise I would never believe anything.’ (Interviewee 9) 

  

They mostly trust the companies when they see the labels and certifications. There is also a tendency 

to trust smaller companies, as they believe that big companies may have it difficult to control 

everything and be transparent even if they try. Some of the interviewees have even showed to trust 

more the information provided by companies when it comes from their employees or when they 

personally know someone working in the company. 

  

‘Labels are kind of a guaranty of some qualities. In theory, the company that receives certain label 

should follow certain path. If the company is not corrupted, you never know. That is why I follow 

labels. I am not really informed about jewellery labels, but first I would inform myself about the most 
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important or hard to obtain labels and then I would look for the company that has acquired or was 

able to obtain the label.’ (Interviewee 6) 

  

‘Maybe I would believe a farmer selling milk and eggs. But when it is such a long value chain I don't 

think it is possible. These people that write on the website how sustainable they are how can they 

know? If you have a small producer, then he could really know.’ (Interviewee 11) 

  

‘My employer bought the stones himself. He was traveling to Burma and Laos and buying stones from 

the locals. So, I knew this part, it was a very small company but, in that way, I kind of knew that these 

stones come from his hands mostly.’ (Interviewee 4) 

  

Many of the interviewees also mentioned that their trust towards the information also depends on the 

prior experience with the company. Here, the long history of the company may serve as an indicator 

of trust and quality. 

  

‘If I had very low trust (of a specific company) before the communication, I would not trust that 

information. In the case of the small Polish brands, yeah, I think it impacts me. I would probably be 

willing to spend a bit more. I have no reason not to trust them.’ (Interviewee 7) 

  

‘I know all these big brands, such as Ole Lynggaard or Georg Jensen, and I trust them, I think it 

builds on the fact that they are really old, have a big heritage, they are well respected, they make 

really good products of great quality, but they are also very expensive.’ (Interviewee 9) 

  

Moreover, people remain sceptical, as a company may be sustainable in certain aspects but not the 

other, and one can never really verify the information. They also tend to question the reason behind 

companies’ engagement into CSR initiatives and they very often perceive it as a marketing strategy. 

  

‘Even if Apple said they are sustainable I wouldn’t believe it, they have to come with proofs, even 

when they have proof there is some other things going on, I don’t think it is possible for a company 

to be completely sustainable, otherwise they would be extremely expensive.’ (Interviewee 11) 
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‘There might be some flaws. I believe them because I know they are telling something that is true but 

they are not saying the whole truth.’ (Interviewee 10) 

 

‘One can never be sure. I can just know what they are telling us. I always take it with a dose of 

suspicion, because no matter what a company is saying, maybe they are not adhering to these kinds 

of standards. I try to believe it, I want to believe it but that’s why I would not put it as a number one, 

because we can never really know.’ (Interviewee 8) 

  

‘If you go to any website of the brand they would advertise themselves good. I don’t know how much 

I would even trust that.’ (Interviewee 15) 

‘I know that H&M are trying some new concepts where they take your clothes and give you a discount 

and they recycle them. They have as well all these organic things, but I do not trust them so much 

anymore. I do not know to what extent it is real behaviour and to what extent it is greenwashing.’ 

(Interviewee 7) 

 

6.5.3 Availability and Perceived Consumer Effectiveness  
 

As explained in the theoretical framework part, the last mediators influencing the attitude-behaviour 

gap that are closely linked to the consumer’s behavioural control are the availability of sustainable 

products and the perceived consumer effectiveness (PCE) (Vermeir and Verbeke, 2006). Vermeir and 

Verbeke (2006) argue that the low availability of sustainable products may also be an aspect impeding 

sustainable consumption, which implies that even if consumers were interested in sustainable 

jewellery, the consumption of these products would depend on their availability. The jewellery 

market in Scandinavia shows that sustainable jewellery is not very common, and thus not widely 

available for people who may be willing to consume it. Companies such as Anna Moltke-Huitfeldt, 

Raw Copenhagen, PANDORA, KÓSMOS or Edblad are some of the few examples of Scandinavian 

jewellery companies engaging in CSR activities. Our findings showed that only 3 out of 15 

interviewees actually knew any sustainable jewellery brand. The brands such as PANDORA, Hvisk 

or Tiffany have been mentioned by our interviewees.  

 

‘I own the recycled jewellery. I think it’s from the Hvisk brand. The products are not totally recycled. 

Hvisk explains how they produce jewellery. Most of them are not that expensive so I doubted if it was 
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a good quality, but it seems it is. It is the thing that makes me trust the brand and want to buy it.’ 

(Interviewee 9) 

 

PCE on the other hand, deals with the question how much a consumer actually believes that his/her 

own efforts will assist in solving an issue. In our research about sustainable jewellery and sustainable 

products in general, we found that our interviewees believe they can make a contribution, even though 

it might be a little one. Additionally, the interviewees also believe that consumers have the power to 

influence companies by denying their products. 

 

‘I mean I want that this somehow changes. And I want to contribute with my little efforts towards this 

change. Of course, I do not want to save the world, I do not have this kind of big plans, but I want to 

be part of the change, with small contributions to actually, you know as a person, produce less CO2 

or whatever. As a person, as much we can contribute, at least for the developed countries we can do 

it, because here we have enough money to live.’ (Interviewee 8) 

 

‘I believe that if everybody cared about, for example buying these products or kind of denying certain 

services, that these big companies could be influenced by us, by other workers, other consumers.’ 

(Interviewee 5) 

 

‘I think, as long as consumers will accept this kind of behaviour, companies will do it because it is 

cheaper...I really believe that where I put my money is important. Maybe I am just one person, but if 

every 10th or 20th person decides to do something else, maybe then we can slowly change the 

structures.’ (Interviewee 7) 

 

‘I am very cautious about environment and I myself try to do everything I can, even on the small 

scale. Now when I go and purchase something, I always think about that. Every product I consume, 

I want to know that my small action, will in the end have a big change for the world. I want to do all 

I personally can to make the Earth cleaner.’ (Interviewee 1) 
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CHAPTER 7: DISCUSSION 

 

The aim of this thesis was to look into why and how jewellery companies like PANDORA should 

communicate about sustainability to young consumers. To find an answer to this question we have 

tried to tap deeper into young consumers’ values to see what drives their jewellery consumption, what 

role sustainability plays in their decision processes and what may drive or hinder their sustainable 

consumption. This was done with a purpose to uncover what may make jewellery companies engage 

more into CSR and its communication, and the other way around, how jewellery companies like 

PANDORA could make consumers more concerned about sustainability when purchasing jewellery 

products.  

 

Our findings have shown that there is a big gap between the attitudes and the actual behaviours 

concerning the sustainable consumption of young consumers in general, and in the case of sustainable 

jewellery consumption in particular. Only 4/15 of the interviewed young consumers claim to put 

importance to sustainability attributes in jewellery products, while 11/15 of the interviewees have 

never thought of these attributes when buying jewellery. Using the Vermeir and Verbeke’s model 

(2006) we will now go through each mediator influencing the attitude-behaviour gap and discuss the 

findings of our study.  

 

Starting with the first mediator ‘involvement’ that relates to values and motives, our findings have 

shown that the jewellery consumption among all of the interviewed young consumers is primarily 

driven by values such as power, hedonism and self-direction. The main attributes that play role in all 

of the interviewees’ jewellery purchases are price, quality, design and material. Only once all these 

attributes are satisfied in the chosen piece of jewellery, some of the interviewed young consumers 

start to look at the sustainability attributes. These results confirm Janssen et al.’s (2014) argument 

that power and hedonism are key values driving luxury consumption; and Van den Bergh and 

Behrer’s (2011) argument about millennials that good quality of the product or other basic attributes 

go first and only after that this consumer group looks at the brand’s ethicality. The noteworthy finding 

here is also that the brand attribute does not seem to matter as much as it would be expected in the 

case of luxury products. Moreover, even though not every consumer seems to consider sustainability 

when consuming jewellery, every one of our interviewees believes that sustainability is important 

and possesses values such as universalism or benevolence, which are according to Janssen et al. 
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(2006) characteristic for sustainable consumption. However, the sustainable consumption of the 

young consumers is not only driven by self-transcendence values, but also by the values such as 

security, power and self-direction. This finding shows that millennials seem to care especially when 

it directly impact themselves or their close social circle, which confirms the argument of Van den 

Bergh and Behrer (2011). One can also argue that what jewellery and sustainable consumption have 

in common are the two driving values, power and self-direction. The young consumers have thus the 

strong need to express themselves and obtain a certain image in the eyes of their social group. In the 

case of sustainable consumption, it is to be perceived as a good person, while in the jewellery 

consumption it is to obtain a certain status. Even though not all of the interviewed consumers consider 

sustainability when buying jewellery, they all acknowledge sustainability is important and they 

should change their behaviour in the future to become a better person. However, several constraints 

discourage them to pursue that in the real life, such as the economic rationalist approach, where time 

and money play a big role, and where time is related to the easy availability of information and 

products. Moreover, as the young consumers do not seem to buy jewellery often, and thus are highly 

involved in the purchase once they do, they either make a very spontaneous purchase because they 

spotted something they really like, or they search for something specific and thus they are prone to 

make an information search. However, such an information search seems to concern in most of the 

cases only design, quality and price of the jewellery products, not their sustainability attributes. All 

the young consumers interviewed express the aversion to sustainability information search of the 

products due to the time, information accessibility and information verification constraints, even 

though they at the same time express an interest in making more well-informed purchasing decisions. 

This finding corresponds to the argument of Bhaduri and Ha-Brookshire (2011) about the millennials’ 

interest in making more well-informed purchasing decisions concerning sustainability, but 

unwillingness to research product options.  

 

The last argument thus leads us to the next mediator in the Vermeir and Verbeke’s model (2006) 

related to information and knowledge, named the ‘uncertainty’. All of the interviewed consumers 

express the need for clear, easily accessible and reliable information in order to make a well-informed 

buying decision. The interviewed young consumers show the lack of good knowledge about the 

sustainability issues in the jewellery industry and believe that jewellery companies insufficiently 

communicate about the sustainability attributes of their products. The benefits of the sustainability 

thus seem to be inadequately communicated by the companies, which is done mostly through their 
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company’ websites. Only 1/15 interviewees knew something about the sustainability of PANDORA, 

which is a very low number considering they all know PANDORA brand, own PANDORA jewellery 

and live and study at the business school in Denmark, as it is a big Danish company. Moreover, only 

3/15 interviewees (including the one just mentioned) knew about any jewellery company engaging 

in CSR, and the reason for that was researching the companies because of the job application. 

Therefore, the insufficiently communicated information then contributes to young consumers not 

being able to make well-informed purchasing decisions regarding the sustainability and in relation to 

their values and budget when buying jewellery. The less information available, and the more complex 

and contradictory this information is, the higher the expressed uncertainty of our interviewees seems 

to be, and thus the less they are prone to consider sustainability when purchasing the products. 

Sustainability appears to be a credence attribute that consumers cannot verify themselves, and thus 

they need to put trust into the hands of a certain source. Long history of a company, positive previous 

experience, transparency, labels and certifications, and information coming from employees or 

secondary sources are all the factors having a positive influence on young consumers’ trust towards 

companies. However, they still remain sceptical, especially when companies communicate about 

CSR too often or not at all. Moreover, aspect such as country of origin of the products play an 

important role in the degree of trust, as many of the interviewed consumers express scepticism when 

they see that products are made in developing countries. This is mainly because of the previous 

scandals that happened in these countries. Talking about the scandals, negative information tends to 

change the perception of the companies and it may be difficult for companies to gain young 

consumers’ complete trust again. However, the impact of a negative information on young 

consumers’ buying behaviour appears to fade with the time. The young consumers are prone to 

boycott the brands touched by the scandal in the beginning, however, with the time they tend to forget 

about it and the self-enhancement values take over. The positive information also changes the 

perception of the company and makes young consumers more motivated to buy the company’s 

products. However, even when the young consumers have a positive information about the 

sustainability of the products, sustainability attribute still remains an added value and attributes such 

as quality, design, material and price play the crucial role.  

 

The last mediators influencing the attitude-behaviour gap based on our findings and Vermeir and 

Verbeke’s model (2006) are availability and perceived consumer effectiveness related to consumer 

behavioural control. The young consumers’ decision processes seem to be influenced also by the 
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availability of the sustainable products. The availability in terms whether there are many sustainable 

jewellery products out there on the market that consumers can choose from; if yes, how and where 

they are available for the purchase (local stores, e-shops); whether the price of these products 

corresponds to the young consumers’ budget; and whether these products are available in different 

designs and materials that correspond to different consumers’ tastes. In terms of sustainable jewellery, 

young consumers are first of all not aware of the existence of different sustainable brands that are on 

the market. This may be because the number of sustainable jewellery brands on the market is in reality 

quite low and the information about them seems to be insufficiently communicated. Furthermore, the 

young consumers associate sustainable jewellery and sustainable products in general with higher 

prices, and thus perceive it as being out of their budget in many of the cases. Thus, the young 

consumers’ perceived availability of sustainable jewellery products appears to be relatively low. 

However, when talking about PANDORA, young consumers perceive its jewellery as affordable, but 

they do not know it is a sustainable brand. This suggests consumers should be able to find sustainable 

jewellery at affordable prices, they are just not aware of that. Even though they do not know any 

affordable jewellery brand, their perception is that sustainable jewellery is more expensive, as in the 

case of other sustainable products. Regarding the perceived consumer effectiveness, this did not 

appear to be the significant obstacle. Young consumers seem to believe that every action matters, 

regardless how small it is. However, they seem to be more motivated in the consumption of 

sustainable products when it has a direct impact on themselves, otherwise they feel detached from an 

issue and tend to forget about it when shopping.  

 

7.1 Theoretical Contributions 
 

To the best of our knowledge our study is the first one combining the four areas: millennials, 

sustainable consumption (focusing on attitude-behaviour gap), jewellery industry and CSR 

communication. Firstly, by focusing on jewellery, our study contributes to the existing sustainable 

consumption literature, which have mostly focused on non-luxury goods (Vermeir and Verbeke, 

2006) or luxury goods in general (Janssen et al., 2014). A little research carried on sustainable 

consumption in the jewellery industry focused either on ethical luxury consumption in relation to 

practice theories in the fine jewellery purchases (Moraes et al., 2015) or sustainable jewellery 

consumption in relation to driving jewellery SMEs to engage in CSR (Carrigan et al., 2015). Our 

research contributes to the knowledge about the drivers and obstacles of sustainable jewellery 
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consumption. There has been quite a lot of previous research done on the drives and obstacles of 

sustainable consumption in general, where authors such as Carrigan and Attala (2001), Eckhardt et 

al. (2006), Vermeir and Verbeke (2006), d’Astous and Legendre (2009) studied attitude-behaviour 

gap, and Davies et al. (2012) studied the gap in relation to luxury. Secondly, our research contributes 

to the literature about CSR communication, specifically on how jewellery companies can get use of 

the knowledge about the drivers and obstacles of sustainable jewellery consumption to optimize their 

CSR communication strategy. Regarding the drivers and obstacles, the contribution is mainly in 

relation to personal values and its use in communication. The previous literature on the CSR 

communication has mainly focused on consumer scepticism (Du et al., 2010), the optimal CSR 

communication to different stakeholders (Dawkins, 2005; Morsing et al., 2008) and the perception of 

CSR-luxury fit (Janssen et al., 2014, Kapferer 2015). To the best of our knowledge, none of it was 

done specifically in relation to jewellery or the communication of values.  

 

7.2 Managerial Implications 
 

The findings of this study also pose several implications for managers of jewellery brands. According 

to Cone (2009), the sensitivity of consumers to social and environmental issues have grown in the 

past years, and especially the consumer group of millennials care about the ethical, green and 

charitable causes (Van den Bergh and Behrer, 2011). Even though the findings of our study showed 

that the young consumers are not highly aware of the specific sustainability issues in the jewellery 

industry, they have already a slight knowledge of it, and it may be a matter of time when the next 

scandal happens, some NGO decides it is time to talk more about it, or another type of movie such as 

Blood diamond comes out. Since millennials are being highly influenced by the technological 

progress and the Internet (Lester et al., 2005), such an information would spread and reach them fast. 

While research and the findings of our study show that CSR has not substantially influenced young 

consumers’ jewellery buying decisions yet (Carrigan et al., 2015), our findings also show that 

consumers care about sustainability issues in general and seem to show an interest in and are open to 

responsible jewellery. Therefore, sooner or later, they are likely to begin to take the social and 

environmental impacts of their jewellery purchases into consideration. For that reason, it is the right 

time for jewellery companies that do not engage in any CSR initiatives yet to consider doing so; and 

for the jewellery companies that are already engaged in CSR to start communicating about it, if they 

want their consumers to appreciate it and their potential consumers to take it into consideration when 
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deciding what jewellery to buy. To avoid any pitfalls, it is necessary for jewellery brand managers to 

get a better understanding of the factors they can leverage when promoting responsible jewellery. 

Our findings have two important implications. In order to increase young consumers’ interest in 

sustainable jewellery consumption, it is necessary to educate about the importance of sustainability 

in the jewellery industry and increase young consumers’ awareness of the existing sustainable 

jewellery brands; and it is important to reduce attitude-behaviour gap in sustainable jewellery 

consumption by taking into consideration different factors.  

 

The first implication emerges mainly because of the young consumers that have never thought of 

sustainability when buying jewellery. Therefore, it is necessary for jewellery companies to educate 

about the sustainability issues in the jewellery industry, why it is important that jewellery companies 

engage into CSR and what impact people’s action have. Furthermore, it is necessary to for jewellery 

companies to communicate about their CSR as young consumers do not know many, if at all, 

sustainable jewellery brands. The information provided by jewellery companies needs to be easily 

available and understandable as young consumers are not willing to spend their time searching for it. 

The most important thing about the communication is, however, trust. The companies must, first of 

all, make sure what they communicate is true, as inaccurate information can do lots of harm and 

consumers’ trust might be very hard to gain again. The best way to communicate is then indirectly, 

such as through employees, and brand endorsements by influencers or brand ambassadors. Young 

consumers also seem very sensitive to the country of origin of the products, especially if it is a 

developing country. Therefore, if jewellery companies have outsourced or even own production in a 

developing country it is necessary to stress the proper working conditions of the employees and 

respect to the environment. In the case of PANDORA and its own production facilities in Thailand, 

it would be a good idea not only to communicate about the proper conditions, but first of all to educate 

what the difference between outsourcing and owning production facilities and having control over 

the whole supply chain is. Moreover, jewellery companies could also do open days, inviting people 

to come and see the facilities with their own eyes. PANDORA has already invited press and 

influencers to take a look at their crafting facilities in Thailand, however, they could also invite 

consumers to come and take a look themselves, in order to spread a positive and trustworthy word-

of-mouth. Young consumers also seem to trust labels and certification, therefore, getting certified 

may help companies decrease consumers’ scepticism. The big motivator of sustainable consumption 

proved to be the direct impact on the consumer itself and its social circle. Therefore, jewellery 
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companies should include in their CSR communication an explanation of how these issues directly 

concern the consumer and his/her community. Moreover, it is important to mention that sustainability 

is considered by young consumers as and added value and attributes such as price, quality, design 

and material play crucial role. Therefore, companies selling sustainable jewellery products first need 

to make sure all these aspects are favourable, thus reflect consumers tastes and budget. Jewellery 

consumption proved to be driven mainly by values such as hedonism, power and self-direction, while 

sustainable consumption proved to be driven mainly by universalism, benevolence and security. 

However, there were few cases where sustainability was driven by self-direction, conformity and 

power. The self-direction value here, thus expressing one’s own identity, is something that jewellery 

companies could use in their communication when linking jewellery with sustainability. As all of the 

people possess self-transcendence values and show the need to be and also be perceived as a good 

person, jewellery companies could combine it and promote that young consumers can express their 

personality through the design but also sustainability attribute, showing not only their taste and social 

status, but also their intention to be responsible and good. Moreover, quality appeared to be an 

important attribute driving jewellery purchases and it is also something that is intrinsic for 

sustainability. Therefore, companies should communicate this feature as well by linking it to 

sustainability, how a quality product is long lasting, not wasteful and thus sustainable. Kapferer 

(2015) also argues that by emphasizing the quality attribute in the communication, luxury companies 

can increase the perceived CSR-luxury fit. Moreover, as the jewellery consumption is mainly driven 

by hedonism and power, if jewellery companies want to appeal to consumers with their products they 

need to communicate these values as well. Mundel et al. (2017) argues that it is especially important 

to include hedonism when building a communication strategy for affordable luxuries, such as 

PANDORA in this case. Jewellery companies should thus use these values, but they could combine 

it with sustainability. Showing the consumers that they can enhance the values they seek by 

purchasing the jewellery from a certain brand, such as PANDORA, and combining these two driving 

values with sustainability, jewellery companies could indirectly teach what they do and how 

sustainable they are, while not making it the main reason why consumers should buy the product. In 

the case of hedonism, for example, pleasure may be achieved by a well-designed product, but 

consumers may also feel good because this product is produced in a sustainable way.  

 

Lastly, our findings as well as Lester et al. (2005) show that millennials are characterized by their 

strong presence on social media. Therefore, communicating these messages through platforms such 
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as Facebook, Instagram or LinkedIn will make sure young consumers will get constant reminders and 

may make it more likely for them to think of it when shopping.  

 

7.3 Limitations and Future Research  
 

Starting with the first limitation of the research, one may question the generalizability of the findings. 

The sample size of 15 interviewees may not be big enough to draw generalizable conclusions out of 

the interviews. Here, collecting additional primary data by interviewing more millennials would help 

to gain more insights and condense the dataset. By increasing the sample size, researchers would have 

the opportunity to explore more similarities and differences, and discover better patterns in people's 

responses, for instance in regard to their sustainability perception in the jewellery and their values. 

This would allow to better divide the sample in different groups, for example into consumers with 

low or high involvement in the sustainability, which would enable to draw better conclusions on how 

to target these specific groups in terms of CSR communication. Furthermore, as the research has been 

constrained to people living in Denmark and specifically Copenhagen, coming from different 

countries, therefore, having different cultures, slightly different living conditions, traditions, 

religions, upbringings etc., it would be interesting for future research to understand if there are any 

country-specific differences and similarities in people's understandings, values, buying behaviour etc. 

in regard to ‘sustainable jewellery’ consumption. As the sample of 15 interviewees contains only 

female participants, it could be as well interesting to collect data from men to see if there are any 

gender-specific differences. Even though men are not the target consumer of PANDORA, they also 

buy jewellery, mainly as a present for women. Moreover, there are other jewellery brands out there 

that make men’s jewellery, and thus, it would be interesting to investigate what is men's perception 

of sustainable jewellery and what importance they put to sustainability in general as well as in their 

jewellery purchases. 

 

Furthermore, none of the interviewees was the actual consumer of sustainable jewellery, as it was 

very difficult to find one. They all own PANDORA jewellery but none of them possess it because of 

their interest in sustainable jewellery and their knowledge about PANDORA’s sustainability is 

missing. Therefore, it might be interesting to see what the young consumers that are interested and 

buy sustainable jewellery have to say, what their values are and how/ whether they differ from other 

young consumers. 
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Another point which makes the generalizability of the findings difficult, is the use of a single-case 

study. However, a case study should not be seen as a sample of one but more as a way of gaining 

insights in a specific field and contributing to the exploration of new theories and/ or bolstering 

existent ones (Bryman, 2012). Our research can be seen as a good starting point in this direction and 

other single-case or multi-case studies could follow. Conducting multi-case studies for instance could 

help to discover cross-similarities and analogies among different cases (Stake, 1995). Those could 

contribute to the understanding of millennials’ values when it comes to jewellery consumption, which 

might open opportunities for companies to narrow down the above explained attitude-behaviour gap 

in consumers’ buying processes of ethical jewellery.  

 

Furthermore, as a means-end approach has been used in order to investigate millennials’ values 

regarding jewellery consumption, the findings may be biased, due to the subjective evaluation of the 

collected data by the interviewers. In this regard future researchers should not hesitate to use 

quantitative or mixed methods. Since millennials are highly present on social networks and Internet, 

the possibility would be also to do an online questionnaire and reach a broader spectrum of millennial 

consumers. 

 

Another limitation of the study is connected to the fact that the business side has only been considered 

to a little extent. We were able to get one interview from PANDORA's business partner in corporate 

sustainability Trine Pondal, who shared insights about the CSR efforts and the corporate 

communication of the brand. Additionally, she pointed out to look at a webinar about sustainable 

development in the jewellery sector. Further secondary data has been obtained by the use of the 

corporate website, ethics reports and research on the social media, however, as companies such as 

PANDORA build a barrier around the businesses core and its employees, it was difficult to get more 

interviews with employees or get data for instance about PANDORA's consumers. Gaining insights 

about the company's core business and getting access to data may be valuable for future research in 

order to better understand the background of the CSR communication of jewellery companies as well 

as their consumers. To overcome this barrier and get a better access to corporate internal insights, it 

would be beneficial if at least one of researchers is employed at the case company. 
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As the research is based on the jewellery sector, future research could cope with other luxury 

industries. Research could look into the difference between luxury and affordable luxury brands and 

could investigate consumers’ values in regard to sustainable consumption in those specific areas. 

Comparing those values and investigating similarities and differences could potentially help 

companies to reduce the attitude-behaviour gap in their industry when it comes to ‘sustainable 

consumption’. More research should be conducted in order to explore whether and how jewellery 

companies and businesses in general change or should change their CSR communication based on 

the fact that generation Y and Z will soon replace the generation X. 
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Appendix 2 
 

Interview Guide PANDORA 
 

1. Why do you do CSR and how did it all start? Why did you decide to do CSR? 

 

2. Have you planned to focus on specific issues in the future? 

 

3. How are you communicating your efforts? What is your way to communicate CSR? What are your 

main channels and your main stakeholders? 

 

4. How does is come that you communicate on LinkedIn heavily? Who do you try to target through 

LinkedIn? 

 

5. How do you capture consumer needs? Are you trying in any way to do some research? 

 

6. Would you like to change something in your CSR communication? Would you like to go more 

into a specific direction? 

 

7. How do you communicate CSR to the employees, and do you communicate CSR to all the 

employees you have? 

 

8. Do you use some influencers for communicating CSR? 

 

9. How do you operate in other countries? Do you have an employee for CSR in your subsidiaries?  

 

10. Do you adjust your CSR communication depending on your regions (EMEA, APAC, US)? Do 

you communicate different things in different regions? 

 

11. Would you say you focus more on environmental or social issues? 
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Appendix 3 

 

Interview Guide Consumers 
 

 1.  What characterizes (how would you describe) the brand (-s) that you would call your favorite 

jewel brand (-s)? What are attributes are you looking at when buying those brands? (Why? questions) 

 

2. What characterizes a brand that you would characterize as being a sustainable brand (Why? 

questions) 

 

3. What would you say characterizes a sustainable jewellery brand? (Why? questions) 

 

4. List of issues/ qualities - Which of those aspects are important for you? (Why? questions) 

 

List of options: 

1. Environmentally friendly 

2. Recycled materials 

3. Eco materials 

4. Locally produced 

5. Good working conditions for employees 

6. Community engagement 

7. Sustainable packaging 

8. Certified suppliers 

9. Fair trade 

10. Others  

 

5. Do you consider these issues when going shopping? (Why? questions) 

 

6. Have you ever looked at the CSR of the brand you favour? 

 

7. Think of some sustainable brand. How did you get information about their sustainability activity? 
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8. Do you think this information influenced you? How did they influence you? 

 

9. Why do you think this company tried to communicate CSR? 

 

10. Do you believe the information provided on the company’s website? Why? 

 

11. Have you ever heard about some scandals about sustainability and ethical issues and how did it 

influence your buying decision and your company perception? 

 

12. Would you buy an unethical product just because you like the design? Why? 

 

13. What ethical issues in the jewellery sector are you aware of? 

 

14. Would more information about the product/brand influence your purchasing decision?   

 

15. Would you pay more money for ethical jewellery?  

 

16. When do you usually buy jewellery? (Time of the year? What occasions?) 

 

17. Where do you usually get inspired what jewellery to buy? Where do you get an information from? 

 

18. How do you know what you want to buy and where you want to buy it? 

 

19. How do you then make a decision whether to buy a product or not? 

 

20. Have you or do you consider selling some of your jewellery?  

 

21. Have you or do you consider buying second-hand jewellery?  

 

22. Do you know the Pandora brand? Do you own something from them and what? 

 

23. How would you describe Pandora in 3 words?  
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24. Do you follow them on social media? 

 

25. What do you know about their CSR initiatives/ sustainability? 
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Appendix 4 

 

Interview Trine Pondal, Business Partner, Group Ethics at PANDORA A/S [13 
April 2018] 
  
Interviewer 
We would like to focus on communication strategy in terms of how you communicate CSR to your 
stakeholders. We saw that you are doing really a lot regarding CSR, for instance silver recycling, 
having a safe production of diamonds, certified diamond suppliers, you care about your employees 
and you engage in school building projects in Thailand. We were wondering, as we noticed, you do 
not communicate CSR on Facebook for example. We would like to focus on what communication 
strategies you have, how do you choose what to communicate to whom. On the other side, we want 
to investigate from customers how they perceive sustainable jewellery, what their values are and 
combine your insights and their insights. 
  
Trine Pondal 
Yesterday we had a kick off, we are partnering up with youth fashion summit, which is a part of the 
Copenhagen fashion summit. From yesterday, we have a two-year partnership with students in 
sustainability. There was a webinar yesterday, about an hour long, where I had around 40 minutes 
Q&A with students there, so you might get, by listening to that extra material also, because some of 
the conversation we had was about this exact question. This was a question what I raised myself 
because when you talk about sustainability in the fashion industry for a long time it has been about 
textiles. And we have all seen the movies, we know that in Bangladesh or India, we have horrible 
working conditions so there is a focus on that. Its slight the jewellery part of the fashion industry it 
has been below the radar when it comes to sustainability. For some reason, I do not why, maybe it is 
just a historical factor but I attended a conference some weeks ago where, we were about 100 people 
in the room and I asked them:” How many of you have had an ethical consideration, when buying a 
piece of clothes?” There were some hands in that room, these are CSR people even, so there should 
be hands right. Then I asked them:” How many of you have had an ethical consideration, buying a 
piece of jewellery?” None of them! It is just not on the agenda, for some reason. But it is also how to 
communicate about it. We tried to tell our Facebook followers and these guys are used to get news 
every day about a new piece jewellery, right? We tried to tell them two things: One, we have 
production in Thailand. We are very proud of our colleagues in Thailand. And the other one was that 
we used predominantly recycled silver. So, the Thai story prompted some positive reactions but also 
very angry woman from the States, saying:” It’s just typical, these companies remove the workplaces 
from America to Thailand and it is not good enough. I am never ever going to buy a piece of 
PANDORA jewellery again”. Because she was not aware of our backstory, she did not know that we 
have not moved any workplaces from the US to Thailand. We are born in Thailand, but her instant 
reaction was that she would never buy anything from Thailand. So, because the knowledge base is 
not that broad, you can get into a dialogue about things that are just stupid, quite friendly. And then 
we posted the thing about using recycled silver. Some positive reactions, but also reactions like:” If 
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you use recycled silver, why is it so expensive?”,” If you use recycled silver, does it have a lower 
quality?”. So, we went into debate about that and because the consumers have very little knowledge 
about how jewellery is produced, what is the jewellery made of. Most people have no idea what the 
jewellery is made of. Metal something, they do not know what it is, they do not know where it is 
coming from. The fact that we can tell the consumers, that it is made from recycled materials, might 
not have the positive effect, because they have not the knowledge. The knowledge base is just not 
good enough. I think this is an educational side, to a sort of broadening the mindset of consumers, 
before we can start the dialogue on being an ethical jewellery brand. We feel that we have really high 
standards, but most surveys will tell us that, our consumers are customers that are not that worried 
about it. It is not a part of what they think about when buying a piece of jewellery. They think about 
other stuff. 
  
Interviewer 
This is also what we read, when we made our research. People do not often associate sustainability 
with jewellery. It is not that they do not care but once you tell them, they actually care. This is a good 
point. 
  
Trine Pondal 
The thing is also, when you go into a jewellery store, you go in and as we say, when you buy jewellery, 
you buy emotions. This is a feeling situation that you are in. Clothes can be more, sort of pragmatic 
I think. But for jewellery, it has a lot to do with emotions. When you as a consumer go into a store, 
you want to find the perfect fit for you. You know the PANDORA charm bracelet, we have I think 
700 different charms. So, we can pick the one that you want. So, it is a long conversation with the 
customer about what they want and how they feel and what their daily life is like. You know, they 
are interested in sports, do they like this colour or do they have an anniversary. It is a long dialogue 
to sort of put in the fact that is made on the good working conditions in Thailand. And by the way it 
is really good to use recycled silver instead of silver from the mining industry. It is just a very far 
stretch. It is very far from the frame of mind they are in when shopping. But one thing that would be 
interesting to look into is that a lot of consumers will orient themselves on the web store first. As for 
now they are not able to find any background information in the store setting about how the product 
is produced, the material it is made of. Maybe some consumers which have a bit of time would like 
to know more. But you have to have a quite high degree of education before you even have the idea 
about” Hmm, this was produced somewhere” and” I wonder how it was produced”. 
  
Interviewer 
We also noticed, as you said, when you enter the PANDORA webpage where you can buy products 
online, that if you want to get to know something about the products you actually need to go to 
PANDORA Group. 
  
Trine Pondal 
Yes. It is one of the things we are discussing right now, if we could move ahead with at least making 
sure that if the people want to find the information it is not really difficult for them. But again, most 
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consumers for now are not looking in that direction. The question is what would we need to do to 
make them aware of this. The other thing is, do they care once they know? 
  
Interviewer 
We are wondering on a more general note, why do you actually do CSR and how it all started? Why 
did you decided to do CSR initiatives? 
  
Trine Pondal 
There are two things in it. The first thing is that we feel very much, so it is a part of the DNA of 
PANDORA, it is a part of who we are, because our founder had an interest of doing things right. He 
had an interest in treating his workers the right way, even from the very start of production in 
Thailand. He had an interest in having high quality jewellery, high quality materials, so it is linked 
directly to the foundation of the company. And then in the beginning of 2009 or 2010, there was 
legislation pushing in a certain direction. Being a Danish company of a certain size needed to start 
doing some CSR reporting as well. So that was when the CSR department was born. But what is rare 
about PANDORA is that we do not feel like an appendix to the company, in sort of being just attached 
to the side. We are an integrated part of the company. Lot of the things I tell about in the ethics report 
is not something that I push for. This is the stuff that happens, because this is how we are, this is who 
we are. We want to have good working conditions. The waste program at the production sides in 
Thailand, where they have the crafting waste and they make sure that a high percentage is recycled, 
is not instigated here. It is instigated by my colleagues at the factory, feeling that” this is something 
we want to do, we like to do”. This is how we started and who we are and then we continue to do it 
because it is a very big part of our identity as a company. Internally people are very proud of what 
we have. It is a big reason of working here, to know these things. 
  
Interviewer 
Have you planned to focus on specific issues in the future? 
  
Trine Pondal 
One thing we are talking about is looking into different kind of materials, materials assessment is sort 
of when you look into the whole life cycle of some kind of material. We know quite a lot about gold 
and silver. There could be other things that would be interesting to look into like what could be used 
into production. So, this is something we are thinking about. We are also thinking about taking a 
closer look at the stores, the stores set-ups, because we have been very focused on products and 
production. But what about the things in the stores. We went from 9 collections per year to 12. That 
means that 12 times a year the surrounding in the store would change. New colours, new banners, 
new this and that. This is a lot of a creation of waste from the stores. So that could be something we 
could look into as well. We feel that the basics are sort of covered. Nut still it continues, we have the 
responsible suppliers program, we also continue to support and make sure it is working, because it is 
to have knowledge about the supply chain and to know that our suppliers have good conditions and 
us in-control is very important for us. 
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Interviewer 
How are you communicating your efforts? What is your way to communicate CSR? What are your 
main channels and your main stakeholders? 
  
Trine Pondal 
The main channel is the ethics report. It is very much an internal document as well and a lot of our 
colleagues like that. But it is also something that my other colleagues use when they go to 
conferences, to fairs or something. If you want to show a different picture of the company, that it is 
not just about fashion, it is not just about being a stock, the report can be used. Then we use it on 
trips. When I started here four years ago, usually we had a lot of fashion media going to visit the 
factories in Thailand like Marie Claire, Elle, Vogue, so some years ago when they went to see the 
facilities, they wanted to see the production obviously, wanted to talk to the designer and then that 
would be it. But 2-3 years ago, it started out that they wanted to see the factory, have a meeting with 
the designer and then talk to CSR. So even within fashion media, it is changing now. It is slowly 
being put on the agenda, so we spend some time communicating to them as well. Then obviously 
there is the .com side, which is not very much used and the .net side, which is the consumer facing 
website. But as far as the dialogue goes, it is not really active anywhere. As you can tell by our social 
media presence, Facebook and Instagram, it is heavily involved in just showing the products. And 
this is also what they are used to and this is what our consumer base like. The amount of hits and 
likes that we get on showing that now we have a new hearth in this colour is I do not know how much 
more than if I tell them any CSR story. 
  
Interviewer 
How does is come that you communicate on LinkedIn heavily? 
  
Trine Pondal 
This is our corporate channel and we do more of that there. 
  
Interviewer 
Who do you try to target through LinkedIn? 
  
Trine Pondal 
LinkedIn is very much an employer branding exercise. 
  
Interviewer 
Are you trying to target new potential employees or potential investors? 
  
Trine Pondal 
New potential employees, that is where they are going to be. We have a close relationship with 
investor relations. But it is really rare that they get questions on the CSR front. 
  
Interviewer 
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How do you capture consumer needs? Are you trying in any way to do some research? 
  
Trine Pondal 
Sure, we have a consumer insights team. Their whole job is picking up on trends and what consumers 
think. Sometimes they do surveys. Cannot remember, maybe a year or two ago, they had a survey or 
a sort of consultancy, called ReD Associates, doing some research. ReD Associates is actually very 
much based on the anthropological field as well. They went out and spent days with consumers, trying 
to find out what is the behaviour, what is the frame of mind, how do they think. Many different 
variations of research is what we do. 
  
Interviewer 
Regarding the investors, how are you trying to capture their needs? 
   
Trine Pondal 
We have an investor relations team and we do quarterly reports. Every time there has been a quarterly 
report, all our investors, obviously the largest once would reach out and say” We would like to discuss 
this with you guys”. Then we make a road tour around the world, speaking to investors and we do 
this quarterly. We have a very close relationship to our investors. 
  
Interviewer 
You said before that investors are not very interested in your CSR activities? 
  
Trine Pondal 
That is very seldom that they ask any related questions. 
  
Interviewer 
Do you think this is because of the jewellery industry or is it more in general? 
  
Trine Pondal 
I think this is more in general. Obviously, you have some investing objectives, that you know are 
more ethically instead of biased maybe if you are investing in tobacco, arms industry. I think that is 
one category and then there is just the rest, which look how much money they can earn. There is a 
rise of responsible investment companies but it is not something that we are sort of feeling a lot. 
  
Interviewer 
Would you like to change something in your CSR communication? Maybe go more into a specific 
direction? 
  
Trine Pondal 
It is something that we are constantly discussing. We are constantly looking into, if we could do it in 
a different way, if we could maybe have that dialogue with consumers. Actually, the reason that we 
are partnering with the youth fashion summit, which is part of the Copenhagen fashion summit, based 
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on sustainability in the fashion industry, is a way of sort of starting up that dialogue and putting us 
on the agenda as a company that works with sustainability. It is also a sort of an investigation. This 
is a two-year partnership. They are working with global sustainable goals, the SDGs (sustainable 
development goals). We are starting it up now to see where it takes us. We feel very strongly that we 
have something that is unique from any industry point of view and also from the jewellery industry 
point of view. PANDORA is unique also because we have an ownership of almost the total value 
chain. Normally, if you have a design company, you have a design team making the design, sending 
it out to four or five or six suppliers, asking them what price they can do, when they can deliver, what 
is the quality going to be like. They have no idea how the product is produced. And I know the name 
of every single person who produce a piece of PANDORA jewellery, so that is a very different set-
up. 
  
Interviewer 
I would like to ask you more about the communication. What about employees? How do you 
communicate it to the employees, or do you communicate it to all the employees you have? 
  
Trine Pondal 
Yes, we have an intranet and we have a lot of CSR stories. Maybe not now but for years one third of 
the stories had something to do with CSR. It is something that they care deeply about, it is something 
that makes them proud. Internally it is extremely important. And it is also important to the fact that, 
I think people think that it is in the DNA of working for PANDORA, to try and do things in a good 
way. When I first started here, I learned that, there was a project in procurement about scrapping parts 
of the store materials. In the stores, they used to have these windows and inside was something that 
the jewellery would lie on. Those pieces of materials were being changed in all our stores so there 
were a couple of millions of those pieces. And then the guys in procurement, felt if we going to scrap 
that amount of things we have to do it in a good way. This material was made of plastic, cardboard 
and metal and if you want to scrap it in a good way you need to divide it. So, they had a whole project, 
making sure that they were all divided and scraped in a good way. I asked them:” Where did you get 
that idea?”. I mean” Did someone tell you, this is something you needed to do?”, being in the 
procurement department, this is not the first thing you would thing about right. But they just wanted 
as it was this amount of scrap to do things in the right way. This is really special I would say. 
  
Interviewer 
Do you use some influencers for communicating CSR? 
  
Trine Pondal 
We do use influencers. PR uses influencers and the SoMe team uses influencers. 
  
Interviewer 
Do they communicate CSR as well or is it mostly about the products itself? 
  
Trine Pondal 
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Some of the profiles do yes. We have between 10 and 20 global influencers. Some of the mare into 
CSR and they know stuff as well. They have been to see the production sides and usually what 
happens is also what happens, also with fashion medias, whenever we take people to visit the crafting, 
they will sit on the plane and will have an idea how is production going to look like in Thailand. It is 
probably going to be a sweatshop and is going to look like this. And then when they go and see it, 
they are blown away. They also get the feeling that we are something else. The influencers, they have 
done that as well and some of the mare communicating it and some of the mare not, most of the mare 
not. It is a very specific mind-set or a specific sort of segment, that are into the CSR part. The people 
and students, to be a part of the youth fashion summit have to fill in some applications, why they are 
interested in sustainability. That is the segment of students that are interested. Most of the mare 
vegans or vegetarians. Most of them would not buy a new t-shirt if they did not need one. So, it is 
very specific segment. It is not mainstream. 
  
Interviewer 
How do you operate in other countries? Do you have an employee for CSR in your subsidiaries?  
Trine Pondal 
No. We have people at the production side, they are not called CSR or something, but these are the 
people from the SHE team, the safety healthy environment. They make sure that there are safe 
working conditions, that emissions are in order. Then we have an energy team, these are the people 
making sure that we do not use that much energy, water etc. At the production side, there are several 
people who are looking into this but it is not a specific CSR thing. This is also because it is a part of 
a company, right? HR people who make sure that working conditions are good, is not something that 
the CSR personally need to ask them for. 
  
Interviewer 
You have the global office for the CSR, right? 
  
Trine Pondal 
Yes, and we have some colleagues in Thailand who are doing CSR. 
  
Interviewer 
Do you adjust your CSR communication depending on your regions (EMEA, EPAC, US)? Do you 
communicate different things in different regions? 
  
Trine Pondal 
Not what we communicate. It is the same story but it is very much up to the countries. We focus very 
much, as you can tell, on the production, because we know, this is where the biggest impact, both 
positive or negative could be. And then we know how the stores are done, how they are designed and 
then what is back is the offices. And usually the offices, that is not where the biggest damages can be 
done in a CSR perspective and we trust them to follow the Code of Conduct which explains how to 
behave and how to act. We trust them to do that. It is not something that we are very worried about. 
It is a lean set-up, because we know, crafting facilities, they are there and we know it is covered. 
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Stores are covered. Offices are the least of our worries. They will have to do their own initiatives. 
Some of them have green offices, like this one here. It is built in a special way. Some of them will do 
community stuff, but this is also very much depending on what region they are from, what you do 
and what is normal in that. In Thailand, we are doing a lot of community work, it is a normal part of 
their culture. We just opened a new factory last year and this was blessed by monks as well. We do 
the whole traditional thing wherever we are. In the US, they have a lot of community service as well, 
that is not that normal in Europe. 
  
Interviewer 
Would you say you focus more on environmental or social issues? 
  
Trine Pondal 
I would say it has been for a long period, it started out with the social part. It started out with human 
rights, making sure that we are doing what is right with our own employees and also the employees 
in our supply chain. So, the focus has been very strong on human rights. It is moving into the 
environmental side now. But I think this is the right order you should do things as well. 
  
Interviewer 
Ok good, I think we are done here. Thank you very much for your time. 
  
Trine Pondal 
You are welcome. Do not hesitate to contact me if there is anything I can help you with. 
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Appendix 5 

 

Summaries Consumer Interviews 

(transcribed interviews attached as PDF to this thesis) 
 
LIST OF OPTIONS (general) 

  I. 
14 

I. 
4 

I. 
5 

I. 
13 

I. 
7 

 I. 
1 

 I. 
2 

I. 
6 

 I. 
12 

I. 
9 

I. 
10 

I. 
15 

I. 
11  

I. 
8 

I. 
3 

Sum 

Environmentally 
friendly 

   x  x  x  x  x  x    x  x  x x  x  x  x 13 

Recycled materials x  x  x  x  x  x  x  x  x  x  x    x  x  x 14 

Eco materials        x  x          x      x  x  x 6 

Locally produced x  x    x  x    x  x       x   x  x   9 

Good working 
conditions for 
employees 

x    x  x  x  x        x  x x  x  x  x 11 

Community 
engagement 

                           x  x 2 

Sustainable packaging x      x    x  x  x          x  x  x 8 

Certified suppliers x  x  x  x    x  x      x  x   x   x  x 11 

Fair trade x    x  x          x        x    x 6 

Others                               
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JEWELLERY BRANDS: PRO-SUSTAINABILITY 

  I. 7 I. 1 I. 4 I. 8 

Universalism 3 3 1 2 

Self-direction 1 1 1   

Hedonism 1 1 3   

Stimulation 1       

Benevolence     1   

Power     1   

 
JEWELLERY BRANDS: NO SUSTAINABILITY 

  I. 1 I. 13 I. 6 I. 5 I. 2 I. 3 I. 14 I. 15 I. 9 I. 11 I. 12 

Hedonism 1 2 2 2   2 1 1 2 2   

Power 1 2 2 2 2 1 1 1 2 1 1 

Benevolence 1 1           2       

Universalism                   1   

Security   1                   

Self-direction   1 1 1     2         

Stimulation 1                   1 

Tradition         1   1         
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SUSTAINABLE BRANDS    

 I.6 I.13 I.1 I.7 I.4 I.5 I.8 I.3 I.2 I.12 I.10 I.11 I.9 I.14 I.15 

Conformity: 
obedient 

2    1 2          

Universalism: 
social justice, 
PE, E 

1 3 2 2 3-
4 

3 4 5 3 3 4 2 2 4 4 

Self-direction: 
self-respect  

1              1 

Benevolence  1  1  1 3 1   1     

Security   1 2 1 2      2    

hedonism       2         

Power             1  4 
 
 
LIST OF OPTIONS FOR JEWELLERY: 
 

• sustainable packaging (Interviewee 13, Interviewee 11) - 2 
• fair trade (Interviewee 13, Interviewee 11) - 2 
• not fair trade  (Interviewee 4) - 1 
• good working conditions (Interviewee 13, Interviewee 9, Interviewee 11) - 3 
• not working conditions: because of low awareness (Interviewee 4), (Interviewee 5) - 2 
• Environmentally friendly (Interviewee 13, Interviewee 9, Interviewee 11) - 3 
• Recycled materials (Interviewee 5), Interviewee 9, (Interviewee 10), Interviewee 11) - 4 
• certified suppliers (Interviewee 5), Interviewee 13, Interviewee 12, (Interviewee 10) 

Interviewee 11) - 5 
• eco materials (Interviewee 15, Interviewee 11) - 2 
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JEWELLERY CONSUMPTION: 
 

• PRICE 
 
If I am talking about something that I would wear every day, then the price is something that I would 
consider. I would not spend so much. In this sense, it becomes important. (Interviewee 6) 
 
I am looking at the price so that I know if I can afford it or not. It depends why I am buying something. 
If I buy something serious, then the price is not a huge factor. But if I buy something for pleasure and 
because I like it and I want it than price becomes important. (Interviewee 6) 
 
I have a limited amount of money in my pocket and I need to allocate it to the right things. And 
jewellery is something that is not so important in my life. I rather have a trip than a jewellery. 
(Interviewee 13) 
 
I think I do not see spending money on jewellery as something that is very important in my life... I 
prefer to buy nothing than something that does not satisfy the things that are important to me. 
(Interviewee 7) 
 
I am looking at the price, so that I know, if I can afford it or not but also if it is worth it. Is it worth to 
pay 8 000 for a silver-plated ring? No, right?! So, it is just about that I think. Maybe I would pay 50kr 
for it but not 5 000 (Interviewee 2) 
 
Even for example now, when I was in holiday and I was looking to buy a dress let’s say, the price I 
was given, it was let’s say 10€. And for me personally, I felt like it is too little, even though value for 
money for me was definitely good, because I pay for a nice piece so little. Inside of me I just felt 
guilty to pay so little because I know how much work goes into that and what this money means for 
the people there. So, I started to re-evaluate all these things and I could not pay so little for it. I rather 
give them 5 euros extra. It is value for money but not to go cheap. But it has to be fair. (Interviewee 
1) 
 
As I said, if I like something, it does not matter how much it costs. I would pay because I know that 
it is worth it. (Interviewee 1) 
 
As like diamonds and gold, it is usually quite expensive but if you go to another country, like the US 
or other places, gold is usually a bit cheaper. (Interviewee 12.) 
 
Because, if you want real diamonds and gold it is very expensive. And also if you do not buy a brand 
you can get more quality for less. (Interviewee 12.) 
 
If I have to pay for it I kind of need to consider what my budget is. It depends also on an occasion, if 
it is something important I would like to invest more money. (Interviewee 10) 
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I prefer to buy something more expensive that I know it will last; If it is cheap it means to me it will 
not last for a long time, it will look really shitty; Price means to me also quality: if i know i pay this 
price I know I will have this jewellery for a while; If you like something you want to have it for a 
while (Interviewee 11) 
 

• QUALITY 
 
If I spend so much money, I want to have something that is known. Known in terms of quality. 
(Interviewee 6) 
 
Mixed silver and gold does not look that good as just real gold or for me it does not have value if it 
is not real gold. So, I wear jewellery because I want to accent, I want to show something of my 
personality, and if I wear fake gold, it shows that I am a fake. I do not like that. (Interviewee 5) 
 
Just to stand out from others because I love myself, I respect myself and it makes me feel better if I 
wear real jewellery, real gold, real silver. (Interviewee 5) 
 
The quality for instance if it is hand-made. The uniqueness of the jewellery is important as well. I am 
as well looking at the stones. (Interviewee 5) 
 
If I buy something I want to have it for long time. It is the same, if I buy clothes or stuff for cooking, 
or if I buy something for my bike, I always try to buy things that are of good quality. I do not want to 
buy the same thing every year and get frustrated that it goes broken, that it looks bad and that I am 
making trash. I am trying to produce as little trash as I can and I believe that in the long-run it is worth 
to buy one expensive thing that would last me a long time than to buy several things that I have to 
replace in one month and buy them again. (Interviewee 7)  
 
With quality, I mean the karats of the gold and the diamonds. (Interviewee 12.) 
 
Because somehow, I feel that I do not want to spend money on jewellery if it is not a proper gold. I 
do not really want to spend money if it does not have a good quality. I do not buy those brands such 
as Line and Jo because you have to pay double the price for the brand and then you just get silver for 
the price of gold and diamonds. (Interviewee 12.) 
 
This is what i am paying for; Otherwise jewellery is worthless; Then I have to go to the store again 
and it is time consuming; It is very unsatisfying; I expect it to last for a while, not meeting my 
expectations (Interviewee 11) 
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• MATERIALS 
 
I'm looking even at materials. Usually I don't wear too much gold,. Like not the material but even the 
colour. I prefer silvery looking things. For instance, plastic for me, it means cheap. I usually don't 
like wearing plastic things. So, I prefer to wear something that is even silver or aluminium looking. 
Like this kind of material is for instance, not silver, I don't know what it is (showing at her bracelet). 
But in general, I don't like plastic (Interviewee 13) 
 
The material for me is important because if I am going to pay a lot of money, I would like to know 
what material it is, so that I know how to take care of it. And if it is worth the money. So, if I would 
buy a ring for 10 000, I would like to know if it is 18 karats or if it is 24 karats and is worth the money 
or not, because maybe I could compare that to another brand, which has a similar ring for example. 
It depends, but then maybe I might go for the other one. Maybe I would go for the brand, even though 
it is more expensive than the other one, just because they have 24 karats. So, it is basically, price vs. 
value, like value vs. quality I guess. (Interviewee 2) 
 

• DESIGN 
 
It is something that needs to pleasure my eyes. If I do not like it why should I buy it. Of course, as 
well, how it fits on me and my style. (Interviewee 6) 
 
You try to show through things that you wear, and that you use on your body, or tattoos or make-up. 
You try to express yourself in the way that would suit yourself the most. (Interviewee 4) 
 
I usually look if it matches my style, which means that, you know, some jewellery can be, I don't 
know, I don't want to exaggerate with the jewellery. It has to be something that makes my overall 
outfit nicer. But it does not have to be like “look at me, I'm shining”. I want something simpler. I 
prefer something that is a simple, but it is a good with my overall outfit. (Interviewee 13) 
 
 I like things that are simple. I do not think that I care so much that the jewellery is very trendy, 
because in my head it is something that I buy for many years, so I would rather have something that 
is very timeless and is kind of elegant, simple and not a very bold, trendy design. (Interviewee 7) 
 
It has to be unique. It has to be something particular that you cannot find anywhere. May it be its 
colours or design, but it has to be something that is really different from anything else you can see. If 
I am to buy a jewellery, it has to be a piece that you cannot find on every corner…this way, you would 
appreciate it more. You would try to keep it and take care of it. If it is something that you can replace 
at any point and time, then of course it does not have value because it is replicable...If it is unique, 
you take care of it basically. If I take care of it I am not going to throw it away, because it is important 
for me. (Interviewee 1) 
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I like simple design. I think it is because when you wear diamonds, I think when it is not simple, then 
it gets to blink and that does not really match with me. I do not think that I am super blink, it is too 
flashy. (Interviewee 12.) 
 
It has to be basic and simple. I want to reflect how I am. (Interviewee 10)  
 
crafty stuff, not so mainstream, unique, especially if it is for a present, not something that everybody 
has (Interviewee 10) 
 
I don't want something that doesn't fit my style, style is my identity, I am presenting myself through 
my style, I think personality is super important. When you don’t show personality, people don't 
really know you they don't associate anything with you. (Interviewee 11) 
 

• IMPORTANCE OF THE BRAND  
 
I have to say that I mostly look at the design of the jewellery. I have to like it. Then, if it is a recognized 
brand, then well fine. If not, fine as well. Even better. (Interviewee 6) 
 
The provenience of the brand is important. If it is something that you cannot easily find and is more 
on small scope, this would be something that I consider as well, because less people would have the 
brand. (Interviewee 6) 
 
Usually, you can trust to the brand if they have acquired so much fame. For example, Cartier or 
Bulgari. When I say I am looking at the brands, I mean these kinds of brands which have acquired a 
certain recognisability in terms of quality, design, style, innovation. (Interviewee 6)  
 
No, usually when I buy jewellery, I don’t look at specific brands. I buy it in official shops, golden or 
silver shops. (Interviewee 5) 
 
It is just that I like to have a name on it! A name from who made this. It is not like just some random 
shit I buy at H&M, which is more or less a copy of what they have done. It has a name and it means 
that I can look up to those persons and see what schools they have been to. How much work they 
have been put into this. It is a bit interesting, I think. It is as well a discussion piece. Like if someone 
asks you: “Oh, you wear that necklace. Is that a Georg Jensen?”. So, I would say “This is XYZ and 
they are from Sweden or they are from Denmark etc.” (Interviewee 2) 
 
You also trust the jeweller. He is a friend of my family, we go there when we are buying gifts. Maybe 
I wouldn’t trust every jeweller. We have a previous experience with him. (Interviewee 15) 

I want to be able to identify with it, I don't want a jewellery from a very cheap brand, not only 
because of a quality but also it won't be something special, I don't get attached to cheap jewellery as 
i know i will have to throw it out in a month. I don't want to be disappointed. (Interviewee 11) 
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• STONE ENERGY 
 
if I was really rich, I think I would design my own jewellery and then wear it with the stones that are 
for me really important when it comes to the energies and then I would feel like maybe it's protecting 
me or it's maybe helping me on my journey. (Interviewee 4) 
 
Why are you wearing those stones? Because they bring happiness, because they bring luck, because 
they bring protection, because they promise you wealth. I think that's a very nice feeling that some 
things like that, even if they are just symbolic, are on your mind when you have them with you. And 
you collect all the symbols and it makes you maybe a little bit fuller? (Interviewee 4) 
 

• HISTORY OF THE BRAND 
 
My favourite jewellery brand is probably Georg Jensen. I discovered it when I worked there. It 
became my favourite brand because I like that there is a cultural value in it. It has a history. It has a 
value, it is not only pretty, but it has a value in the designers who made it. Because of these good 
designers, it is regarded as a good brand. Basically, just because of its history as well. Everybody 
knows what it is. If I wear a Georg Jensen jewellery, people would look at it and they would recognize 
it. (Interviewee 2) 
 
SUSTAINABLE CONSUMPTION: 
 

• NATURAL INGREDIENTS/MATERIALS 
 
Then I would look at ingredients, if they specify/have stated that they have used natural ingredients 
to produce the product. (Interviewee 6) 
 
I like cosmetics, when it is very natural. First of all, I don't like when they're testing on animals for 
sure. (Interviewee 4) 
 
I feel much better just wearing something that I know is made out of cotton, that that it's not all plastic 
and your skin cannot breathe in it. (Interviewee 4) 
 
I like cosmetics, when it is very natural...It matters for me personally, for my skin, because I guess 
you can make it beautiful chemically, but I don't believe it...So, I like when I can put not that much 
on my face and just feel fresh and good about the things that I put on my face.  (Interviewee 4) 
 
What I mean by that is that the materials can kind of be processed back again, recycle and use them 
in another way. Or that they're not chemical. If we trash our things on fields and those things never 
dissolve again … it is super bad to use, buy and throw away those stuff. (Interviewee 4) 
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If I know that I can have something for 10 years, then I am not super concerned with, where the 
fabric/material comes from. I care about the life spam of the product. (Interviewee 7) 
 
The fast fashion industry is very big making lot of things. Eco materials is a tangible thing you are 
buying, and you will know that it is not causing that much harm. (Interviewee 10) 
 
In general, I think that if you can and if it is a small effort you should do it. We are a small planet and 
you should respect it, we shouldn’t trash it. (Interviewee 10) 
 
I kind of want to be in a world or in an environment where I don’t cause harm. What if the grass we 
are sitting on was full of trash, would you like it? It is a matter of showing respect to the environment. 
It is not like we are required to do so much. If everyone chooses a battle we can make an impact in 
this regard (Interviewee 10) 
 

• WORKING CONDITIONS, NO CHILD LABOUR 
 
For the other things, it is more complicated. For example, employees, economic points, etc. even 
though the company does it. (Interviewee 6) 
 
Yes. I mean as well the use of youth employment or you know long working hours. This would be 
something, which would be nice to know about.  (Interviewee 6) 
 
Well, for example, if I go and see two white t-shirts and one is made in Morocco and one is make in 
Bangladesh, I would buy the one produced in Morocco. I just believe that they have some better 
conditions than they have in Bangladesh. I feel bad for the people who are making my clothes for 
nothing, because I know that they're making them for nothing. I think that's a very good thing that we 
all know this at least that we don't just buy like blindly, but we at least know that there is something 
behind it. Something, some bad business. It is like not wanting to support the brands who provide 
low wages for their workers. (Interviewee 4) 
 
For a sustainable brand in general, it must be something that it doesn't exploit the workers over the 
maximum amount of hours in order to be produced. (Interviewee 13) 
 
It is a matter ethics. I mean, it's unfair against the human beings to be exploited. There are civil rights 
for a reason (Interviewee 13) 
 
If you can avoid doing something bad to other human being you should avoid it. It is wrong in a way. 
Most of the time you don’t see the consequences when buying, but when you know you should 
perceive this goal. (Interviewee 10) 
 
If there should be building collapsing just because buying some t-shirts, you don’t want that. 
(Interviewee 10) 
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It makes you angry, What if it would be my mother. Countries are very poor and there are wars for 
these resources, I don't want people to die for my jewellery, then i don't want to buy it.  
Compassion (it is characteristic of human being that you don't want other people to die.) What if it 
was your father mother or you? We are lucky not to be born in a poor country. (Interviewee 11)  
 
Working conditions are important for me and they should not use child labour. (Interviewee 11) 
 

• ANIMAL CRUELTY FREE 
 
First of all, I don't like when they're testing on animals for sure. (Interviewee 4) 
 
And then I also feel like, OK, I already bought so many things, at least they are made without some 
harm to the animals or they use stuff that is not that bad when it gets into the water afterwards. 
(Interviewee 4) 
 
Animals are living creatures as well. Maybe they have different senses and it depends what kind of 
animal we are talking about but if it hurts it is hurting them as well, and other species, and this is just 
wrong... I think that people should agree that our freedom ends where others begins. 
(Interviewee 4)  
 
Well, I know Marimekko, it is a clothes brand. I know that all their leather comes from the food 
industry. So, they don´t kill animals to get the leather. Basically, they are using animals, that have to 
get killed and then use that leather instead of killing for fun, for fashion. (Interviewee 2) 
 
Because it is animals and I love animals. I don’t want to kill if I don’t have to! I don’t want to be a 
part of that. (Interviewee 2) 
 
Makeup for example, which are using animal tests or not. Before I buy stuff like that, I would look 
up like “Ok, this seems like legit to buy makeup from, because they don’t use animals for it for 
example”. (Interviewee 2) 
 
I am an animal lover and quite obsessed about animals. I believe that animals are better than people. 
I cannot really accept that, for example for the new skin cream, medicine or whatever, we need 
animals. They are beings like us and we cannot test any kind of products and leave these creatures 
suffer just for what? For a beauty skin or a perfume? We should respect any beings! I disagree 
completely with testing. (Interviewee 14) 
 
If you can avoid harming animal, then why not? (Interviewee 10) 
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• RESPECT FOR THE ENVIRONMENT 
 
And then I also feel like, OK, I already bought so many things, at least they are made without some 
harm to the animals or they use stuff that is not that bad when it gets into the water afterwards. 
(Interviewee 4) 
 
Think about going to a forest for walk and then the river will smell bad and will be polluted and 
would be full of some stuff that shouldn't be in the river. You should not throw the stuff around. 
(Interviewee 4) 
 
If we trash our things to the fields and those things never dissolve again … it is super bad to use, buy 
and throw away those stuff. (Interviewee 4) 
 
And it must be something that respect the environment, so the production doesn´t have to pollute the 
surroundings. (Interviewee 13) 
 
I think that we are not alone on this planet and we should care for others and respect the environment 
as well because at the end, without the environment, there would be no people neither. (Interviewee 
13) 
 
It's something that I kind of care – the human being, I would like to think that tomorrow, even if I'm 
not on this planet and this planet still exist (Interviewee 13) 
 
It is important because we have to live in a world and we should also leave a better world for who is 
coming. There are some resources which are not endless. I think that we have all the tools, all the 
instruments and the technology is so advanced. I think that we should try to improve and find other 
ways and paths to find materials, which are not natural but still we reproduce the natural resources 
without affecting the nature. (Interviewee 14) 
 
Because, in the long-term, if no one thinks about sustainability, no companies are going to survive, 
because the planet is not going to survive. (Interviewee 12) 
 
You already hear that in some years, it is not going to be enough cotton and other resources for 
anyone. Someone has to do something (Interviewee 12) 
 
The people may not have drinkable water, it is so basic for life, you are destroying their life base. It 
is so essential for life and they are taking it away from them. I want my kids to live in a good world. 
It should be a heathy environment. All the animals that are dying. Then there will be nothing on this 
world (Interviewee 11) 
 
Companies should not pollute the world. (Interviewee 11) 
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• COMMUNITY ENGAGEMENT 
 
I think we should as well value companies which are into humanitarian stuff, for instance that they 
invest money to build schools, bring water to countries of the third world. Of course, companies have 
these commitments to improve people’s life. (Interviewee 14) 
 
Politicians do not really care about them. If there is not a private part such as companies or people, 
who take action to improve the quality of life, nothing can change. Miracles are impossible and 
probably don’t exist, but if companies try to do this at least, then it is fine. I think everyone deserves 
a better life or have the opportunity to improve his life. (Interviewee 14)  
 
There are as well problems in developing countries. Everyone has the right for education and 
everything. Everyone should have the same opportunities. This is also something companies should 
help changing. If they do so, it helps them to increase profits. (Interviewee 12) 
 
Because I believe that everyone should have the same opportunities. People from western countries, 
we are lucky, we have so many opportunities. It is not your fault if you are from another country 
where is for instance war or other things. (Interviewee 12) 
 

• COUNTRY OF ORIGIN (indicator)  
 
I would look at the label to check the origin of the product and understand for instance in that country, 
how possible it is to have a sustainable product. (Interviewee 6) 
 
If we have something coming from Europe, you know at least from the big countries, that they have 
to respect some kind of law. But if you see something that comes from China, then it is not a question 
of being racist but you know that they are not respecting laws and do not give a s**t about 
environmental laws, they do not follow anything. So in this sense, the origin becomes important. You 
can already see, how a company works, from the country it comes from, or at least to have an idea.  
 (Interviewee 6) 
 
For example in China, you know that companies do not work well, because they do not have any 
obligations. I mean, it can happen that a company follows certain laws because the owner is ethically 
concerned about things but in general you are more inclined to think that probably companies over 
there pollute for instance the environment and everything with its production. (Interviewee 6) 
 
Well, for example, if I go and see two white t-shirts and one is made in Morocco and one is make in 
Bangladesh, I would buy the one produced in Morocco. I just believe that they have some better 
conditions than they have in Bangladesh. (Interviewee 4) 
 
I would think twice if I buy something from Australia because it takes a lot of greenhouse gases to 
transport it to Europe. Now I remember, I found this beautiful jewellery made in Australia but I did 
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not buy it because it does not make sense to fly jewellery from Australia because it creates so much 
CO2. Even though I read about how beautiful they treat their workers. (Interviewee 7) 
 
For some people, it is a lot about supporting the local community and stuff, for me it is more about 
the transport. Production and as well sourcing of materials for me have to be local to make sense. But 
this is of course in the ideal world because it is very difficult to know where it was made or where it 
was sourced. (Interviewee 7) 
 
Also, their fabrics and stuff are printed in Europe, which I think is a good thing for the markets in 
general. Means, that we have people who can actually work here and not everything is in China. 
(Interviewee 2) 
 
It is important for me because it is economy and if we do not have a good economy here in Europe, I 
mean I gladly pay extra to see that they have made it in Portugal or made it in Finland, just to make 
sure that, people are able to work here. If there is no one working here a catastrophe happens, I mean 
what are we then supposed to fall back to, if we cannot even ensure that people can work here. 
(Interviewee 2) 
 
...when you also buy well-known brands, such as Gucci or Prada. It is incredible that you pay a lot of 
money for these kinds of stuff. And then in the label you actually read: Made in China or made in 
Thailand. I think that a company should respect the country of origin of its name...They should try of 
course give much space to the local labour force, because I think that they use a bit of identity when 
you see that these dresses or whatever are manufactured in countries they do not belong to, in terms 
of heritage. They do not match with the values and the identity of the company. I am always really 
disappointed because you spend so much money and then you see that this is produced in Thailand 
or whatever. (Interviewee 14) 
 
...whatever comes from the environment you know it provides you with certain quality and guarantee. 
Probably it is not even true, it might be just reflection. You know the person, or the same city, the 
country. It is perception you have, it is closer to you. (Interviewee 15)  

After the scandal I had the perception that all the clothes that was produced abroad was produced in 
the same conditions, maybe it's not the truth but it changed my perception. (Interviewee 15) 
 

• TRADEMARKS (indicator)  
 
I always go for the ecological trademarks and for trade stuff, but you cannot always choose the best 
thing. (Interviewee 4) 
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• CERTIFIED SUPPLIERS 
 
The whole network of partners that are needed in order to produce that product.  Even the supplier 
needs to be sustainable, because you can be the most sustainable brand, but if your supplier gives you 
material that has been taken with no respects of the environment and of the people, it's more or less 
the same thing. You should care also about who you're doing business with (Interviewee 13) 
 
You can't claim to be sustainable just because you are not the direct actor of bad things. If you do 
business with them, with someone who does bad things, then you're liable as well. (Interviewee 13) 
 

SUSTAINABLE JEWELLERY CONSUMPTION: 
 

• ORIGIN OF MATERIALS 
 
I would say that one of the main aspects could be the way in which these companies get those 
materials. Meaning that they do not exploit as well. (Interviewee 14) 
 

• FAIR WORKING CONDITIONS 
 
So, a sustainable jewellery brand would be a brand that cares for its workers’ rights and do not exploit 
children (Interviewee 13) 
 
You don't exploit kids, you don't do. It's bad. You shouldn't. It is a bad unethical and moral thing to 
do. Children should be playing, not working, because kids are not adults and in order to build their 
own identity, they need to be children (Interviewee 13) 
 
There are these hunters for gold that wants to be rich. So, re-using it shows that you are not supporting 
that kind of shady business. (Interviewee 2) 
 
It is definitely not good for the people who does it. It is a dangerous work. (Interviewee 2) 
 
I would say that one of the main aspects could be the way in which these companies get those 
materials. Meaning that they do not exploit as well. Normally stones are underground and to get them, 
we need people who extract those materials. Normally, those people work in very bad conditions. 
They work for huge amount of hours, maybe children are employed at those companies. We see just 
the good of a company and we see just the end of the process. I think that the customers and the 
consumers are not aware of what happens behind. Probably for these kind of companies, how people 
at the end of the chain work, is the main sustainability aspect. (Interviewee 14) 
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• RESPECT FOR THE ENVIRONMENT 
 
Doesn't employ materials that have been taken in unethical ways and that doesn't externalize costs by 
polluting the environment.  (Interviewee 13) 
 
It’s a matter first of respect in general for a planet. It is something that is harmful and it is not worth 
it in the end, it may be something you don’t even need. It will have an impact on the life of people in 
general. It is something that shouldn’t happen but it will happen, because we are so much into our 
routines. (Interviewee 10) 
 

• CERTIFIED SUPPLIER 
But in the long-run, if you look at the whole chain, it would be important that sustainable jewellery 
brands track where things are coming from as well. (Interviewee 2) 
 
It is important that companies know their suppliers! And that the customer gets to know that as well.  
 
The first thing which comes in my mind is blood diamonds. You definitely have to have some kind 
of fair-trade. The source for your resources, gold diamonds and mines, should be from places which 
does not destroy environment, people and society. I think gold mines destroy a lot of land as well 
around. (Interviewee 12.) 
 

• QUALITY OF MATERIALS 
 
Yes, maybe as well the quality of the materials. For example, this necklace is gold and I wear it 24/7 
and never take it off. You can wash and it is not a problem. The problem is, when you go to H&M 
and when you wear their jewellery and take it off after some hours, they leave some colours, which 
is because of their bad and low quality. The contact between the metal and your skin creates a 
chemical reaction, the rings lose a sort of their colour, and this can harm your skin. (Interviewee 14) 
 
Diamond is forever, jewellery is everlasting. I am not saying that producing jewellery is more 
sustainable than something else, but once you have it, it will stay longer time with you. (Interviewee 
10) 
 

• RECYCLED MATERIALS 
 
Re-used materials. Let's stay they have a collection where some of the things were not being sold. 
Instead of just having them laying them there, maybe they could re-use the things that were not sold. 
Do a new collection, which I believe would add more value to the jewellery, because then there would 
definitely be just one edition. They would not have stuff just laying around. (Interviewee 2) 
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Well, jewellery is made of natural pieces, metals and stones, that we carve and essentially these kinds 
of companies tend to have shady business, you know with diamonds, stones and all of these things. 
There are these hunters for gold that wants to be rich. So, re-using it shows that you are not supporting 
that kind of shady business. (Interviewee 2) 
 
I heard you can recycle lots of jewelleries into the new jewellery. I think recycling process is really 
interesting. I own the recycled jewellery. I think it’s from the Hvisk brand. (Interviewee 9) 
 
The fact that you are reusing other materials that otherwise could be lost. If you have an object that 
has been used and becomes useless at some point why not reuse it? It should most of the time 
remind you that you are not doing pollution again. (Interviewee 10) 
 

• COMMUNITY ENGAGEMENT 
 

It would actually impact me if they say, “if you buy this, we help some community or whatever.” 
(Interviewee 10) 
 

IMPORTANCE OF PACKAGING 
 
I often just say I don't want a bag. If I went to Zara and they just give you this plastic bag and gave 
me the paper one and they didn't have the small ones so they gave me a huge one but I still preferred 
it because I can still use it at home or at least for like recycled paper or anything. And it's still better 
than a plastic bag. So that's what I usually try. But it's super hard to buy something which is not 
packaged in Denmark. So I really don't do it. Like I would go crazy, everything is in plastics. You 
know, they go for all the sustainability but then the fact with the plastics, it’s crazy. (Interviewee 4) 
 
Sustainable packaging also. When you buy a product and they have this incredible packaging for 
jewels. If you buy some jewellery and they put it in so many boxes, one inside the others, they waste 
a lot of papers and any kind of boxes. Sustainable packaging for instance you can recycle as well than 
just throw it away. (Interviewee 14) 
 
ATTITUDE-BEHAVIOUR GAP 
 
Would you buy an unethical product? I do not know, I do not think so. I mean, now we have so much 
choice. I think you can find a substitute. I think I would search for a substitute. (Interviewee 8) 
 
For example, there are people who are Mac obsessed, so no matter what the brand does, they would 
still go for the brand. (Interviewee 8) 
 
If you are really tight to a brand, then maybe you continue to buy it and if there is not a substitute as 
similar as for example the MacBook. (Interviewee 8) 
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Would you pay more for ethical jewellery? Hmmm, I do not know. We were doing a similar survey 
these days about wine. Would be pay more for organic wine? I would pay a little bit more for organic 
wine and I think I would give the same answer for jewellery. I would pay a little more, but always 
within my budget. If I have to spend 200 more Euros, I can travel with that money. Then I would 
definitely buy the cheaper one and travel instead. But if I can afford it, I would pay I think 10-15% 
more, for something I know that is quality which has been produced in good standards. (Interviewee 
8) 
 
For example, I usually try to do it for food. I try to buy local stuff, or go to the organic supermarket 
than to Lidl for instance, for some kind of food. No, I do not consider that that much with other 
products. (Interviewee 3) 
 
I just went for them because it was cheap price and it was a well-known brand, that’s it. It is also 
because at the end, everything that is not mass-produced, costs more. I do not have the income for 
that. (Interviewee 3) 
 
If I knew that it is unethical, I would not buy it I guess. No, now I know that there are still some 
products of H&M or Inditex which are unethical and I still buy them. I guess that you need some 
visual information or reminder when you are buying the stuff. (Interviewee 3) 
 
I don’t look at ecological products, because I do not think you can have it, or you can have it in very 
rare cases. It is crazy difficult to have a sustainable product. (Interviewee 6) 
 
I don't like to buy fur and stuff like that even though I sometimes or some buy some leather stuff. 
(Interviewee 4) 
 
I consider them, not with food. For example, with meat or eggs if I go to a restaurant, for sure these 
eggs do not come from the countryside or an open space. But when it comes to jewellery, I still kind 
of like natural products...I just really like when the things are found (not artificial stones). I care as 
well about the gold. But I do not care about so much where it comes from but I always ask. 
(Interviewee 4) 
 
NO GAP: I am looking into those things, especially when I am looking for a job. But I also look at it 
when I am shopping...There are these shops with fur stuff, my friend works there, and I do not 
understand how she can work there. They have a rabbit which costs 6000€ and it like a teddy bear, 
just a rabbit. It is disgusting. There is this brand, they have really nice clothes and stuff but as well 
fur and real leather, which puts it down for me. I would care from what they make it from, what kind 
of leather they use, what kind of sheep. (Interviewee 4) 
 
I only took the job because I liked the position and I needed money and I liked the kind of experience 
that it would give me or opportunities and everything. But this wasn't my first thought. You know, I 
always put these things aside, same with clothes and food. I still think, even though I'm sometimes 
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buying stuff that I shouldn't have bought, maybe because it's not sustainable or environmentally 
friendly, I always have it in the back of my mind, I know maybe someday when you have a little bit 
more money you can, do next steps. But now since you're kind of broke you can think about it but 
not live by it because then you would be in depth. (Interviewee 4) 
 
Probably I did many times. But you do not really always think about it. Even though I try to, mostly 
I do, but then I guess when you buy you don’t think about it. (Interviewee 4) 
 
These are the things, for instance those shoes, I wear them every day, for 4 months a year. So it kind 
of makes a huge difference. If these things really matter more for me, than I kind of go for what I 
like, the quality and the design. (Interviewee 4) 
 
 I cannot say that I am environmentalist of 100% but I care. And I try to for example do things 
correctly regarding the environment for example simple things as not throwing down my own s**t 
or separating glass and plastic and in general just the simple everyday life things what can impact the 
environment. (Interviewee 5) 
 
It gives more value for me if I buy some product which is produced from eco materials or it gives in 
general more value when I buy it. For example, when I see something and I read something on the 
label, I would say “Oh yes, this is really nice!”. So, it kind of promotes me to buy that certain type, 
but it is not that I go in a shop and I say: “Oh, it is eco-friendly”, or I am just looking for eco-friendly. 
No, it is more added value when you see it. (Interviewee 5) 
 
I would not buy a jewellery which is not ethical. So, if I cannot afford an ethical one, I would not buy 
it at all. If I can afford paying more and I know it is ethical I would pay more. (Interviewee 5) 
 
It gives more value for me if I buy some product which is produced from eco materials or it gives in 
general more value when I buy it. For example, when I see something and I read something on the 
label, I would say “Oh yes, this is really nice!”. So, it kind of promotes me to buy that certain type, 
but it is not that I go in a shop and I say: “Oh, it is eco-friendly”, or I am just looking for eco-friendly. 
No, it is more added value when you see it. (Interviewee 5) 
 
No, I do not really look at those things, I am very bad. But probably after this interview I will. 
(Interviewee 13) 
 
Because I think that probably it's very hard to be constantly thinking about others. At one point, you 
end up thinking a little bit … not thinking about yourself, but just overlooking details in the general. 
You forget, when you go buy things you forget (Interviewee 13) 
 
Probably because we are not too much involved in these issues. Schools and media do not talk much 
about these things and there is no education program, which really forms your mind-set in order to 
focus constantly on these things. (Interviewee 13) 
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Yes, I would. If I knew that they are unethical, probably I would not. The problem is that I do not 
know if they are unethical. To be honest, I would buy and I bought in the past things that are unethical. 
Everything that is, most of the things that we buy are unethical, from food to clothes and objects in 
general (Interviewee 13) 
 
I think my mind-set is not properly set on these things. Also, because I have a low budget and if I had 
to take only ethical choices I would need more money. With my limited budget, I can just buy cheap 
things and cheap things are unethical, from food to objects, to everything. (Interviewee 13) 
 
And if I really love something, I am not sure if I would do so much research, to be sure that it does 
not use elements that are sourced on the other side of the world. (Interviewee 7) 
 
NOT: Yes, I do. Normally if I choose to go somewhere, I like first of all to purchase pieces to which 
I am going to stick for a long time and I want to know that they have some kind of meaning for me. 
I usually would choose smaller locations, I do not go to big markets. It does not matter if for food, 
clothes or whatever, I generally try to go to places with small owners. (Interviewee 1) 
 
NOT: I do actually, yes! Considering, I am a student right now, I do not really have that much money, 
so I cannot really buy maybe the best sustainable things I can find. You know, you cannot pay the 
costs to have it sustainable, so I cannot really afford those kinds of things. But I always consider it if 
I can find, like for instance ecological cotton for my jeans. I would prefer that and I always look for 
that and I ask for it. But if they don’t have it, or if I cannot afford it, which is most of the cases … I 
don’t buy for enjoyment, I buy because I need it, so I don’t buy for the sake of buying. (Interviewee 
2) 
 
Honestly, no! No, wait, if I go to a grocery store, there is something that you can do here in Denmark, 
for instance not in Italy. When you want to buy a vegetable or a fruit you can buy it without putting 
it into a plastic bag. I really appreciate it and you do not need the bag. Also, when I buy cosmetics I 
want be aware that they are not tested on animals. (Interviewee 14)  
 
I think the problem is that we are aware of the problems we have in this world and we like to state 
that companies should be sustainable and ethical etc., but then when we go to a shop and buy a pair 
of Nike, do we think about the little guy who spent a lot of hours, producing the shoes? Do you think 
about that? I do not think about that. I like the pair of shoes, the colour and I pay for that and that is 
it. This is the truth! (Interviewee 14) 
 
I remember this scandal about Montclair, this French brand. They were actually treating the good bad 
for the fur. There was this scandal about that. In the beginning, I was not in shock but I said: “Jesus, 
I bought a lot of jackets of this brand.” And in the beginning, you are of course disappointed, look at 
them etc. But after one year, it is winter again, you need a good quality jacket, you go to a shop and 
they have Montclair as a brand, you try one, say “Oh my gosh, I like this model” and you forget about 
these things. (Interviewee 14) 
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If there should be building collapsing just because buying some t-shirts, you don’t want that. All these 
things are in the back of my mind and you know you should remember them. But the during the day 
you keep forgetting them. (Interviewee 10) 
 
 But if I have to buy something I am not really thinking about how much emissions they are putting 
out to produce this t-shirt. (Interviewee 10) 
 
I don’t really consider them, these things are in the back on your mind, they are not rooted in you in 
a way. Like smoking: you don’t really see the immediate impact of what you are doing. (Interviewee 
10) 
 
I would never buy a brand that is exploiting people/kids. There was this scandal about Nike, but I still 
buy it. On one hand I know it is wrong but they are very good in hiding it, you are not smashed into 
your face with it. (Interviewee 15)  

Bags or leather product is not I am buying something every day, but I would maybe pay an aspect 
to responsibility. After this course I was really frustrated. It is true it is very hard to achieve that, the 
one that is harming the least. There is no recipe for that it is trial and error. You never see an 
impact. The sustainability kind of gets lost and you know that what you are buying is not 100 
percent sustainable. (Interviewee 10) 
 
I don't consider these issues. I don’t have the money, I have different priorities with money, i have 
other needs that i need to satisfied first, then I can think of those things. Give money to my mum, I 
would rather spend the money on traveling, I want to see the world, it is all about the experiences 
but not products. (Interviewee 11) 
 

• Economic rationalist  
 

If it is ugly no, because I do not like it. I would be happy for them to do the sustainable thing but I 
would not care. (Interviewee 6) 
 
In general, I would assume that it is more expensive, because it is more difficult to produce, they have 
smaller quantities. I would already assume that the price is higher than the same product which is 
produced without sustainable concerns. If I am buying a sustainable product, It means that I can 
already do it so that time and I have considered the higher price of the product. (Interviewee 6) 
 
I know even Zara and H&M, they try to have collections that are sustainable, which is really nice and 
it's not much more expensive than the normal ones, the normal clothes they sell, so that's really cool. 
But then some brands are pretty expensive and you can’t always afford it. (Interviewee 4) 
 
I only took the job because I liked the position and I needed money and I liked the kind of experience 
that it would give me or opportunities and everything. But this (CSR) wasn't my first thought. You 
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know, I always put these things aside, same with clothes and food. I still think, even though I'm 
sometimes buying stuff that I shouldn't have bought, maybe because it's not sustainable or 
environmentally friendly, I always have it in the back of my mind, I know maybe someday when you 
have a little bit more money you can, do next steps. But now since you're kind of broke you can think 
about it but not live by it because then you would be in depth. (Interviewee 4) 
 
My winter shoes are wool and leather, and I just bought them because I just wanted to be warm. And 
then also of course it comes from the design because they look good. (Interviewee 4) 
 
So actually, regarding jewellery, it is not that I do not care so much but I am not into finding out 
maybe so much. Because if you go a gold shop, official gold shop, you do not ask the employee where 
the gold is from and if it is obtained in a sustainable way. I am sorry, I am not that sustainable. 
(Interviewee 5) 
 
I mean no, I have a busy life. It is not my lifestyle that I search information about the CSR policies 
brands. I do not have time for that in my life. (Interviewee 5) 
 
Sometimes you have these moments, let's say you are very desperate or in this month you are very 
poor and you need a white shirt for a job interview but you do not have it, you give yourself kind of 
a pressure. (Interviewee 7) 
 
That is why I do not buy any (sustainable jewellery) because I do not have the money for it. I would 
do it because I want to sleep better at night. It is kind of naïve, just because something claims to be 
ethical does not need to be ethical, but I would rather support initiatives that I believe in. (Interviewee 
7) 
 
You cannot check everything, where it comes from because it is really time-consuming. It is better 
that I buy one piece and one piece and I stick to that, one brand, one company I stick to. If I find them 
to be bad then, I would move to buy something else. (Interviewee 1) 
 
Consider those things? I do actually, yes! Considering, I am a student right now, I do not really have 
that much money, so I cannot really buy maybe the best sustainable things I can find. You know, you 
cannot pay the costs to have it sustainable, so I cannot really afford those kinds of things. But I always 
consider it if I can find, like for instance ecological cotton for my jeans. I would prefer that and I 
always look for that and I ask for it. But if they don’t have it, or if I cannot afford it, which is most of 
the cases … I don’t buy for enjoyment, I buy because I need it, so I don’t buy for the sake of buying. 
(Interviewee 2) 
 
I want to be honest. I do not buy a lot of good quality jewels. The most I have, I receive them as a 
gift because the one I like are too much expensive. I just go for the fake one in H&M or stuff like that 
and you cannot read anything about sustainability directly on the label, you do not have it directly 
visible. I have not checked, I want to be honest. Yes, in jewels I do not. (Interviewee 14) 
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Then I would definitely go for the style I like the best and the quality and price, before sustainability 
I would say. For food, I often buy organic because sometimes it is just one or two Krona more. The 
price difference is so small. (Interviewee 12) 
 
Yes, I would, if it was a tiny bit more expensive but not too much. But they really have to promote it 
because I would not read about the brand myself. (Interviewee 12) 
 
It is very hard to change your habits. It is also about money, you can't spend too much money on 
every occasion. Zara, HM offer things that are fashionable, the quality might not be good but it is 
cheap so you don’t care. I feel very far of that (sustainable issues). When I am in HM shop, I don’t 
think about it. It is very easy to forget. (Interviewee 15) 

Even if you don’t know what you want you go there and you get ideas. If you go for a brand and 
spend more money you also want to make a good choice and need more time for that. Shopping 
requires time. It is rare that I have a whole day for that. I want to allocate the time efficiently, I have 
some stuff that need more time (studying), friends, sport, and sometime shopping. (Interviewee 15) 

• The economic development reality argument  
 

•  The government dependency argument  
 
I just think, I should do it, but there are other things I would rather spend my time on I guess. 
Sometimes I just rely on someone else to do it for me. The media or other people, government. 
(Interviewee 12.) 
 
DIRECT IMPACT ON THEMSELVES 
 
I like cosmetics, when it is very natural. First of all, I don't like when they're testing on animals for 
sure. I don't like to buy fur and stuff like that even though I sometimes or some buy some leather 
stuff. But with cosmetics is really matters, what you put on your face. (Interviewee 4) 
 
What I eat I want it to be good for me. For clothes it is different, they don’t affect your health as food. 
(Interviewee 15) 

For food I care more (locally produced, healthy and so on). If it is clothes it is to a lower extent. I 
know it does not affect me directly. I know it affects others. It is more difficult to see. It have a more 
direct impact with food. For jewellery: I wouldn’t wear super cheap jewellery, it can be harmful or it 
is not really nice, I don’t like it. (Interviewee 15) 
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PUTTING DIFFERENT IMPORTANCE TO SUSTAINABILITY TO DIFFERENT 
PRODUCTS 

I like cosmetics, when it is very natural. First of all, I don't like when they're testing on animals for 
sure. I don't like to buy fur and stuff like that even though I sometimes or some buy some leather 
stuff. But with cosmetics is really matters, what you put on your face. (Interviewee 4) 
 
I try to. Yes. In a scale from 0-10 I would say 7, 6-7. For example, I usually try to do it for food. I try 
to buy local stuff, or go to the organic supermarket than to Lidl for instance, for some kind of food. 
No, I do not consider that that much with other products. (Interviewee 3) 
 
NOT IN THIS CASE: I know that there are some issues in diamonds so actually I did not buy earrings 
that I wanted because they could not tell me where the diamonds were from. For instance, I do not 
buy from H&M because I do not want that they are made by kids who never see the light of the day. 
It would be the same for me with jewellery. (Interviewee 7)  
 
Eco material is one thing I care about. In clothing I do care about it but I also have to accept that it is 
not always possible. Maybe it’s more in my furniture and accessories that I prefer it. I guess because 
it is easier to deal with in these areas. Natural stones in necklaces. I don’t like the plastic diamonds. 
(Interviewee 9) 
 
Looking into CSR: cosmetics, clothes (leather: because of the course at school, the whole process of) 
(Interviewee 10) 
 
For food I care more (locally produced, healthy and so on). If it is clothes it is to a lower extent. I 
know it does not affect me directly. I know it affects others. It is more difficult to see. It have a more 
direct impact with food. For jewellery: I wouldn’t wear super cheap jewellery, it can be harmful or it 
is not really nice, I don’t like it. (Interviewee 15)  

 
COMPENSATING FOR BAD CONSCIOUSNESS 
 
And then I also feel like, OK, I already bought so many things, at least they are made without some 
harm to the animals or they use stuff that is not that bad when it gets into the water afterwards. 
(Interviewee 4) 
 
 
IMPORTANCE OF THE TIME 
 
Once having enough information about the brand, Interviewee 1 keeps coming back to the shop. First 
of all, it is personal convenience as well because I do not have to look around for new places to buy 
things, because I do not like to waste time on it.  
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I could do more research maybe and see if it is true or not, but then the time spend for a simple thing 
as buying a ring would be just annoying.(Interviewee 2) 
 
I think we need someone who constantly reminds us, because if other people are not doing anything, 
you forget as well and it is not easy to make sustainable chooses. It is easier to just go and buy a 
chocolate without standing half an hour and reading on the back if there is palm oil in it or not. 
(Interviewee 12) 
 
FALLACY OF CLEAN-LUXURY 
 

• Consumers do not believe that ethical-luxuries can make any significant difference.  
 

• Consumers also perceive price differentials in luxury products as larger compared to 
commodity products 

 
Would you pay more for ethical jewellery?: Hmmm, I do not know. We were doing a similar survey 
these days about wine. Would be pay more for organic wine? I would pay a little bit more for organic 
wine and I think I would give the same answer for jewellery. I would pay a little more, but always 
within my budget. If I have to spend 200 more Euros, I can travel with that money. Then I would 
definitely buy the cheaper one and travel instead. But if I can afford it, I would pay I think 10-15% 
more, for something I know that is quality which has been produced in good standards. (Interviewee 
8) 
 
I just went for them because it was cheap price and it was a well-known brand, that’s it. It is also 
because at the end, everything that is not mass-produced, costs more. I do not have the income for 
that. (Interviewee 3) 
 
If it is a little bit higher, I would go for the sustainable one. If it is crazy higher, then not. It depends 
how much money. (Interviewee 3) 
 
I usually pay more, for food for example, but that's the only area where I can spend more not like 
really much. (Interviewee 4) 
 
I would buy the one I know that is ethical. If we are talking about 1000€ and 1100€ I would because 
it is relatively not much difference, but if we talk about 5€ and 20€ probably it is different. But if we 
talk about real jewellery it is ok. (Interviewee 13) 
 
If the price was a lot more than another piece of jewellery, then maybe I would go for the cheaper 
one, unless I would know they are completely idiots and destroy forests, and whatever and use blood 
diamonds for example. If I knew that, then I would not. (Interviewee 12.) 
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Then I would definitely go for the style I like the best and the quality and price, before sustainability 
I would say. For food, I often buy organic because sometimes it is just one or two Krona more. The 
price difference is so small. (Interviewee 12.) 
 
A little bit more, but since I am a student I would not pay too much more. Probably just 10%. 
(Interviewee 11) 
 

• A lack of information 
 
Sometimes I am taking it a little bit for granted I would say, so if they write it I believe them – I trust 
them, so maybe a little bit naïve. But if they have some kind of certification or whatever, I would buy 
them, definitely. (Interviewee 8) 
 
So, I think it is also a little bit weird. What you do not know, does not hurt you in a way. But, if I 
know, I think it would definitely affect me. (Interviewee 8) 
 
Yes definitely. I would definitely like to have more information in the jewellery sector. I mean, now 
in these days, I do not want to buy any jewellery, but if I want to buy something as a gift, or even a 
gift for myself, I would definitely would read a bit about it. (Interviewee 8) 
 
I need some information about why they consider them as sustainable. Depending of what they say, 
I would decide if this is sustainable for me or not. (Interviewee 3) 
 
I would like to know where they have produced the jewellery. Which materials they use and where 
they extract the materials from, depending on the country. As well in which conditions the people are 
working. I do not know if they are any certificates of sustainability. In case it exists, they should have 
it in the shop or on the website. The certificate and something that says what the certificate means. 
(Interviewee 3) 
 
I guess that you need some visual information or reminder when you are buying the stuff. (Interviewee 
12) 
 
Probably because we are not too much involved in these issues. Schools and media do not talk much 
about these things and there is no education program, which really forms your mind-set in order to 
focus constantly on these things. (Interviewee 13) 
 
I would like to have more information. Because it would make me more aware of what is going on 
around me and I would do better informed choice. (Interviewee 13) 
 
Yes, I would. If I knew that they are unethical, probably I would not. The problem is that I do not 
know if they are unethical. To be honest, I would buy and I bought in the past things that are unethical. 
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Everything that is, most of the things that we buy are unethical, from food to clothes and objects in 
general (Interviewee 13) 
 
I just think it is a very modern thing, that people wants to know where everything comes from, like 
the food etc. I think, the jewellery is lacking that. You know, every other industry has that today. For 
instance, you know where food is coming from, who has produced it, what are these clothes made of, 
is it ecologic cotton or not. These things do not really exist in the jewellery industry yet, as I know. I 
think that would be one of the things to modernize in this industry. And then secondly, to bring more 
security to the customer but also for the people that make the jewellery. (Interviewee 2) 
 
I think we need someone who constantly reminds us, because if other people are not doing anything, 
you forget as well and it is not easy to make sustainable chooses. It is easier to just go and buy a 
chocolate without standing half an hour and reading on the back if there is palm oil in it or not. 
(Interviewee 12.) 
 
Yes, I would, if it was a tiny bit more expensive but not too much. But they really have to promote it 
because I would not read about the brand myself. (Interviewee 12.) 
 

• The irregularity of purchase  
 
I believe that if I buy super cheap things, Accessories for instance, probably they are s****y products, 
made in unethical way. But if I go to a jewellery shop … I don’t know actually, if you think about 
diamonds and any kind of stones, probably they are not been taken in an ethical way. But I do not 
buy diamonds or stones. I never thought about it for jewellery, because I do not buy so much 
jewellery. (Interviewee 13) 
 

• A lack of easy availability 
 
I just go for the first I see and like. Because of two factors: I do not have time and see so much, I do 
not have the interest and the money. (Interviewee 3) 
 
If it is ugly no, because I do not like it. I would be happy for them to do the sustainable thing but I 
would not care. (Interviewee 6) 
 
But it's super hard to buy something which is not packaged in Denmark. So I really don't do it. Like 
I would go crazy, everything is in plastics (packaging). (Interviewee 4) 
 
DRIVERS BEHIND SUSTAINABILITY CONSUMPTION 
 
Adidas, they also have these pairs of shoes where pieces of the shoe are made of plastics from the 
ocean. But then it is super cool but how much money do they put in to make the machines to make 
the shoes. It always has a trade-off. But it is a great approach, I really like it that they try it. Also, that 
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people want it, even though it is a show off, I like it. It is the right way to go for the brand because 
they are trying something. (Interviewee 4) 
 
It gives more value for me if I buy some product which is produced from eco materials or it gives in 
general more value when I buy it. For example, when I see something and I read something on the 
label, I would say “Oh yes, this is really nice!”. So, it kind of promotes me to buy that certain type, 
but it is not that I go in a shop and I say: “Oh, it is eco-friendly”, or I am just looking for eco-friendly. 
No, it is more added value when you see it. (Interviewee 5) 
 
Because, where we spend our money in, shows what we believe in somehow. If I spend my money 
on this thing, I want to know that it is worth it and it fits within the values that I have and that would 
be let’s say that it is sustainable and it is thoughtful in terms of everything. (Interviewee 1) 
 
I think it is an active choice you do and as well to like ask people for it, because it kind of highlights 
the subject for the people working in the store. Like, oh there are people who are asking for a 
sustainable brand or asking where the jewellery comes from? They are asking these kinds of 
questions. I could not answer that. That was kind of embarrassing. And eventually this gives a heads 
up to the people that are supposed to run the company, that maybe we should start looking where our 
stuff comes from. (Interviewee 4) 
 
If the company has a personality and you want the personality to be a good one, you want a brand 
that represents you. Not just some big company that want to earn the money. (Interviewee 9) 
 
DRIVERS BEHIND CONSUMPTION IN GENERAL 
 
It feels like we make things. It is a cycle. We try to impress people, have the new stuff and signal our 
friends that we are trendy and we have the money to buy stuff. This is not a priority for me anymore. 
(Interviewee 7) 
 
LUXURY VALUES 
 

• Excellence 
 
Known in terms of quality. Usually, you can trust to the brand if they have acquired so much fame. 
For example, Cartier or Bulgari. (Interviewee 6) 
 
If a business runs for 100 years of history, it means that they have expertise and they have acquired 
knowledge in this sector. People trust them, which means not that I follow the flow, but it means that 
the product was good, if people are continuously going to buy it. In this sense, I guess the enduring 
success of the company can be an indicator of good work. (Interviewee 6) 
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...when you also buy well-known brands, such as Gucci or Prada. It is incredible that you pay a lot of 
money for these kinds of stuff. And then in the label you actually read: Made in China or made in 
Thailand. I think that a company should respect the country of origin of its name...They should try of 
course give much space to the local labour force, because I think that they use a bit of identity when 
you see that these dresses or whatever are manufactured in countries they do not belong to, in terms 
of heritage. They do not match with the values and the identity of the company. I am always really 
disappointed because you spend so much money and then you see that this is produced in Thailand 
or whatever. (Interviewee 14) 
 
I expect it to last for a while, Time is money, that is why it is important, value of my time against 
value of the jewellery (Interviewee 11) 
 
‘If it is cheap it means to me it will not last for a long time, it will look really shitty.’ (Interviewee 
11) 
 

• Functionality 
 
I want to wear stuff that I feel comfortable with. (Interviewee 3) 
 
If I was really rich, I think I would design my own jewellery and then wear it with the stones that are 
for me really important when it comes to the energies and then I would feel like maybe it's protecting 
me or it's maybe helping me on my journey. (Interviewee 4) 
 
Hedonic value 
 

• Aesthetic 
 
Good quality stuff but I think PANDORA is a really good silver. They look really nice and I think 
that it is trendy right now. I think that it is a place I would go right now. (Interviewee 8) 
 
It is something that needs to pleasure my eyes. (Interviewee 6) 
 

• Pleasure 
 
Jewellery is something that you never need. It is more a pleasure that you do when you have money 
and you cannot do without it. When I want to reward myself for something. (Interviewee 6) 
 
I do not know. It must be socially constructed that is nice to have diamonds and I don’t know. I feel 
better. Not because I want to look rich like “Uhhh, see my diamonds”, but I don’t know. (Interviewee 
12) 
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• Experience 
 
Yes, I wear them every day. Also because of a bit of sentimental value, because it is from my parents, 
my grandma, actually also one from my ex (this one just I like, no sentimental value). (Interviewee 
12) 
 

• Self-expressive 
 

I buy it as a gift. Always when I go for weddings for instance. For friend’s birthdays and every kind 
of ceremonies, I think it is a nice thing because it lasts long as well. (Interviewee 8) 
 
With my best friends, for our graduations, we bought each other gold rings.  – to remember 
graduation. (Interviewee 8) 
 
 It is something that I have to see every day and people have to see me with. (Interviewee 3) 
 
I think jewellery should always have something attached to it. Selling (the jewellery) is also like 
selling the person or the reason why you received or did it. (Interviewee 6) 
 
As an important reward for something for myself, as a way to remember of something really 
important. (Interviewee 6) 
 
So, if someone makes it actually themselves, that's also super nice because you can just remember 
buying it in this little shop on the island and being like, yeah, I remember there was such a memory 
for me. (Interviewee 4) 
 
You see people see it and they look at it and they maybe mentioned it as well, but it is just important 
that you present yourself in a way that you would like people to see you; or if I was really rich, I think 
I would design my own jewellery and then wear it with the stones that are for me really important 
when it comes to the energies and then I would feel like maybe it's protecting me or it's maybe helping 
me on my journey. (Interviewee 4) 
 
I also buy jewellery when I travel. I like to buy something connected to the place. (Interviewee 4) 
 
When you wear a certain type of jewellery, it represents you and it shows what is your own personality 
and your own style. (Interviewee 5) 
 
Because if you spend the money on jewellery, it means that it's something that stays for long, it's 
something you attach some kind of feeling to that object and you wanted to last. I associate jewellery 
to presents and usually it's some important present that someone important for you does for you. I 
want them to remember me. I want them to look at the jewellery and think of me. And if a president 
last longer than they're going to remember me for longer. (Interviewee 13) 
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I think it's a symbol a jewellery piece. So, it can be a symbol of our relationship and our closeness. 
(Interviewee 13) 
 
I buy jewellery normally for family and friends. Because I want them to have a good memory of me 
for a long time and I want that they know that we have a relationship, to remember that I am important 
for them and they are important for me. …. I don’t have a clue but I think this is something that 
everyone wants. It is kind of declaration of the relationship. It is kind of symbol of our relationship. 
(Interviewee 13)  
 
I discovered it when I worked there. It became my favourite brand because I like that there is a cultural 
value in it. It has a history. It has a value, it is not only pretty, but it has a value in the designers who 
made it. Because of these good designers, it is regarded as a good brand. Basically, just because of 
its history as well. Everybody knows what it is. If I wear a Georg Jensen jewellery, people would 
look at it and they would (Interviewee 2) 
 
I don’t know but maybe because of the status. And I know, especially when I am working, and let's 
say I have a meeting, if I know there will be older people there, I would know that they probably 
could afford that kind of jewellery. If I was wearing it, it would probably, it would be something 
through which I could connect to them. It would also give me a mature status, since I am pretty young 
and I work with older people. It would give me a more mature kind of appearance. It is mostly a 
jewellery that mature and business people have, or like people with money. (Interviewee 2) 
 
I like to associate things with a value, a deeper value than just that it looks pretty. It could be a value 
of a good memory, it could be a value of good designers or anything. (Interviewee 2) 
 
Jewellery is something that is lasting, that you wear every day and that is always with you. Usually 
the things that I wear next to people that I know, so it is also personal in a way. (Interviewee 10) 
 
It reminds me the people that I love. My parents I don’t see them that much and it is good to have 
something that reminds me of them. It is something that is linked to a specific event or a person. 
(Interviewee 10) 
 
If there is a special occasion that you are offering someone something. I would buy something that 
my friend likes. (Interviewee 10) 
 
You want to give them something that will stay with a person, something that reminds of specific 
moments. (Interviewee 10) 
 
I don't want a jewellery from a very cheap brand, not only because of a quality but also it won't be 
something special (Interviewee 11) 
 
I don't buy jewellery often, I want something nice that matches my personality (Interviewee 11) 
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I am buying a product to feel better and to satisfy me. I think personality is super important. When 
you don't show personality people don't really know you they don't associate anything with you 
(Interviewee 11) 
  

• Social  
 
You see people see it and they look at it and they maybe mentioned it as well, but it is just important 
that you present yourself in a way that you would like people to see you; or if I was really rich, I think 
I would design my own jewellery. (Interviewee 4) 
 
If you have something that is not in the trend, people will look at you and say: “Oh, this is actually 
very, very bad”. I don’t know, I think you don’t want to look too much different with the rest of the 
world. It's good to have your own style, but you still want to fit. In general, you want that people have 
a good opinion about you. You don’t like that people dislike you. (Interviewee 13) 
 
I don’t know but maybe because of the status. And I know, especially when I am working, and let´s 
say I have a meeting, if I know there will be older people there, I would know that they probably 
could afford that kind of jewellery. If I was wearing it, it would probably, it would be something 
through which I could connect to them. It would also give me a mature status, since I am pretty young 
and I work with older people. It would give me a more mature kind of appearance. It is mostly a 
jewellery that mature and business people have, or like people with money. (Interviewee 2) 
 
For me it kind of positions me in their head, what kind of person is that woman, in the sense of like 
quality maybe. They look at me and they see, “OK this is a person who values quality and doesn´t 
buy shit stuff”. (Interviewee 2) 
 
I think. It is as well a discussion piece. Like if someone asks you: “Oh, you wear that necklace. Is 
that a Georg Jensen?”. So, I would say “This is XYZ and they are from Sweden or they are from 
Denmark etc.” (Interviewee 2) 
 
To look cool in front of your friends and for yourself. (Interviewee 15)  

Style is my identity, I am presenting myself through my style. (Interviewee 11) 
 
I want people to respect me. I am a respectable person. I really like myself. I am the best person in 
the world. They should I am really great. (Interviewee 11) 
 
Economic value 
 
Cartier, Rolex, Omega etc. If I am buying an iconic ring for example, which is a kind of investment, 
then I would look at the brand, but as I said I would not go for the common pieces. … it is a good 
that you can buy, invest money and the good preserves its value over the time. In general, when you 
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have recognized brands and important pieces, then they become vintage and iconic for yourself and 
you can save money. You have invested in a good way money. (Interviewee 6) 
 
The provenience of the brand is important. If it is something that you cannot easily find and is more 
on small scape, this would be something that I consider as well, because less people would have the 
brand. (Interviewee 6) 
 
(talking about natural and artificial diamonds) I mean then it loses its value, I mean then it's not that 
rare anymore. (Interviewee 4) 
 
If I know, I am going to wear a thing often, it sounds like a good investment. (Interviewee 13) 
 
If you want to spend much more money, in that case I can say, then jewellery becomes a real 
investment, when you spend 1000€ for ear rings or a watch, you buy it and you have it for the rest of 
your life. It is more an investment than buying it for the sake. (Interviewee 14) 
 
Jewellery is a currency, like money. (Interviewee 12) 
 
It depends also on an occasion, if it is something important I would like to invest more money. 
(Interviewee 10) 
 
MODEL 
 

• AVAILABILITY OF SUSTAINABLE PRODUCTS 
 
But it's super hard to buy something which is not packaged in Denmark. So I really don't do it. Like 
I would go crazy, everything is in plastics (packaging). (Interviewee 4) 
 
if I go to a grocery store, there is something that you can do here in Denmark, for instance not in Italy. 
When you want to buy a vegetable or a fruit you can buy it without putting it into a plastic bag. I 
really appreciate it and you do not need the bag. (Interviewee 14) 
 

• PCE (perceived consumer effectiveness) 
 
I mean I want that this somehow changes. And I want to contribute with my little efforts towards this 
change. Of course, I do not want to save the world, I do not have this kind of big plans, but I want to 
be part of the change, with small contributions to actually you know as a person to produce less CO2 
or whatever. As a person, as much we can contribute, at least for the developed countries we can do 
it, because here we have enough money to live. (Interviewee 8) 
 
We need to focus a little bit there, at least the richer countries should also try to make an effort to 
focus there, because just cleaning up your own yard is good but then what happens to the bigger ones 
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and what happens to the rest of the world. I think that there is a lot of pollution in some of those 
countries and also regarding working conditions, I mean let’s not even start. (Interviewee 8) 
 
Circular economy: Because I can see that we are making some kind of contribution, that actually 
something has been made. You can see some kind of change, you can see some kind of innovation, 
you can see that it is going forward and I think this is what is motivating people sometimes. 
(Interviewee 8) 
 
Think also that everyone should start by himself and if we make this kind of small contributions, then 
I think that things are going to start to go slowly into the right direction. (Interviewee 8) 
 
 I would do more something by myself in terms of buying less or buying products from where they 
are produced, rather than buying a jewellery that is sustainable. … I would do it more through small 
actions, rather than buying that product that is labelled as sustainable. With small actions I mean, re-
using paper that I buy, using less water, turning the light off, cycling instead of driving a car. Those 
are the small things that I find sustainable, more than the products that are labelled as sustainable. 
(Interviewee 6) 
 
...for example about Nike, when there was this huge scandal about factories in developing countries 
then you think that you don’t want to buy these products because if you buy them you kind of support 
the way how they treat the employees. It is kind of a way of protesting and kind of showing your 
attitude against this. (Interviewee 5) 
 
 I believe that if everybody would care about, for example buying these products or kind of deny 
certain services, that these big companies could be influenced by us, by other workers, other 
consumers. (Interviewee 5) 
 
I clean my own yard when I see my neighbours putting plastic bottles around. I care about the 
environment. But I mean I cannot affect big companies of pollution and it is not in my own hands. 
That is why I care about the environment. (Interviewee 5) 
 
I cannot say that I am environmentalist of 100% but I care. And I try to for example do things correctly 
regarding the environment for example simple things as not throwing down my own s**t or 
separating glass and plastic and in general just the simple everyday life things what can impact the 
environment. (Interviewee 5) 
 
I think, as long consumers will accept this kind of behaviour, companies will do it because it is 
cheaper...I really believe that where I put my money is important. Maybe I am just one person but 
every 10th or 20th person decide to do something else, maybe then we can slowly change the structures. 
(Interviewee 7) 
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I am very cautious about environment and I myself try to do everything I can, even on the small scale. 
Now when I go and purchase something, I always think about that. Every product I consume, I want 
to know that my small action, will in the end have a big change for the world. I want to do all I can 
personally to make the Earth cleaner. (Interviewee 1) 
 
Because, I feel bad that I live better off, so I want to know that with my money, I am helping someone. 
So, if I am aware of these things I would make a choice and go for these shops and so on. It is again, 
to do good on a larger scale by making my purchases. (Interviewee 1) 
 
I vote with my money, I want that everyone is happy. (Interviewee 1) 
 

• UNCERTAINTY 
 
But I mean, one can never be sure. I can just know what they are telling us. I always take it with a 
dose of suspicion, because no matter what a company is saying, maybe they are not adhering to these 
kinds of standards. I try to believe it, I want to believe it but that’s why I would not put it as a number 
one, because we can never really know. (Interviewee 8)  
 
So, basically here, we can see the chain. If I can see how it goes, maybe it is nicer. But in case of 
jewellery, I think that we cannot actually see how the process can go. (Interviewee 8)  
 
But not only on paper: I also want to see some actions. So, I am always searching for actions. For 
example, in Novo Nordisk, we have a lot of talks, but I always want to see, that they are actually 
walking the talk, not just talking and talking. (Interviewee 8)  
 
And I also support organic food a lot. I like to eat local, which again you do not know if it is local. 
You have to treat it with caution. (Interviewee 8)  
 
Do you believe in the CSR information of companies?: Unfortunately, I do not. I mean there are some 
transparency initiatives, that big companies have to engage, especially in some industries, where they 
pollute the most and that is shipping, airlines, etc. I think those are the main polluters, the 
transportation and etc. companies. I think that they have to report to a certain extend transparently, 
but I think that should be taken with a dose of reserve, because I think, they are trying to use some 
words, in which some things can be implied in two ways. I think they are trying to go around a little 
bit. I mean, it is good that they are at least reporting. (Interviewee 8)  
 
So, I am taking it with a dose of reserve. I think in some companies, maybe I believe it more than in 
others. (Interviewee 8)  
 
...of course you have to take the NGO´s as well with a dose of reserve, because they are painting 
some kind of utopia picture, that everything can be perfect and they don’t accept any kind of 
irregularity. They want something which is totally unachievable at the moment. (Interviewee 8) 
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Would you trust a company more if they are certified?: Yes, probably I would. In the end, 
sustainability, you can also use it as a marketing tool. You can just say that you are sustainable but 
who knows. You can just make a story around that and that’s it. (Interviewee 3) 
 
I would like to know more about those things but usually you cannot really find it on the product. But 
I would appreciate if they had some more information, in case I am buying sustainable products. 
(Interviewee 6) 
 
In this sector, maybe. Not food, but in the jewellery sector maybe. Because as I told you, in terms of 
supply chain, it is really important for me. Since, I partially know, how they usually do, knowing 
about the conformity of the brand to some laws or the attention that they put to it, would be for me 
really nice. I go for that brand for example, rather than a brand that does not show me or inform me 
about anything or the production or supply chain is not clear. (Interviewee 6) 
 
Yes. I mean as well the use of youth employment or you know long working hours. This would be 
something, which would be nice to know about. But usually companies hide those kinds of things. 
(Interviewee 6) 
 
I do not trust online shops. When speaking about the quality of the products I do. For what concerns 
the ethics, no, it is the same. (Interviewee 13) 
 
For some people, it is a lot about supporting the local community and stuff, for me it is more about 
the transport. Production and as well sourcing of materials for me have to be local to make sense. But 
this is of course in the ideal world because it is very difficult to know where it was made or where it 
was sourced. (Interviewee 7) 
 
Now I try to shop, only when I need something because of thinking about those issues. I think that 
generally these considerations made me less consumerist. Maybe as well less interested in having 
things. The more I think about it, the more I consider the sustainability of things, the more I realise 
that we do not need to have those things. We do not need to have 80 rings...Thinking about 
sustainability and what happened to the planet made me realize that it is ok to have less stuff. 
(Interviewee 7) 
 
It is so difficult to understand where the things come from, because nobody shares that information. 
There are some brands that I follow on Instagram that explain their processes. I cannot think of any 
jewellery companies...It is not so easy to find information that the brands do not give you and to 
verify the information that they give you. (Interviewee 7) 
 
I know that H&M are trying some new concepts where they take your clothes and give you a discount 
and they recycle them. They have as well all these organic things but I do not trust them so much 
anymore. I do not know to what extent it is real behaviour and to what extent it is greenwashing. 
(Interviewee 7) 
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I think it is very important to be more vocal about the problems. This is as well an element of a 
sustainable brand for me. (Interviewee 7) 
 
...sometimes (I believe the CSR information provided by companies) but I am always sceptical and 
need to do my research in order to fully believe these things. (Interviewee 7) 
 
If I am buying it, I want to know that it is not done solely for the purpose of produce, buy, throw. 
Because then in this concept, then it is just the company who is gaining and this is kind of annoying 
for me and I do not like that and I do not support that. Somehow, I want to know that the money that 
they are gaining is used for the wider society. I guess that would be somehow another attribute I 
would say, that the profits that they make from it, are shared with society in some level. (Interviewee 
1) 
 
Personally, I do not spend so much money on buying different things. For me it is mainly based on 
usage, so if I buy for instance something practical, because there is a reason why. When I do that, I 
search for the particular shops, then I look into who made the piece, what it is made from. I guess it 
goes to transparency. I need to be able to get this information effortless. I trust the brands when I go 
and I can see how this product was produced. I do not want to go and make research and analyse. 
(Interviewee 1) 
 
Because, then I can make a correct decision, in a way I see it. I do not want to buy and then I see that 
they are actually mistreating someone somehow. I just want that it is done openly so I do not have to 
investigate them. I want to trust the company, because when I trust that what you do, then I would 
continue buying from you. But if I have to spend time on researching, I do not like that because no 
one has time for that. I want that the information are easily accessible, on the spot. (Interviewee 1) 
 
I just want to know that, if they are making the money, if they are doing all these things, if they want 
to, they are able to take care of all of these things. So, I want to know that they are actually doing 
that, and I want them to show that they are doing it. So, when I am buying it, I know that they are 
doing good for environment and that they care about the people. (Interviewee 1)  
 
Because, I feel bad that I live better off, so I want to know that with my money, I am helping someone. 
So, if I am aware of these things I would make a choice and go for these shops and so on. (Interviewee 
1) 
 
(Once having enough information about the brand, Interviewee 1 keeps coming back to the shop) 
First of all, it is personal convenience as well because I do not have to look around for new places to 
buy things, because I do not like to waste time on it. And secondly, if I am spending there, I want to 
know that it is going to the right places and I want to have trust with the place, so that I can come 
back. Even though, the quality may not always be the best sometimes, yet again, the quality is as well 
not always good at those big companies, where you buy a product and after a couple of uses, you 
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throw it away. So, it is important to trust so I can keep coming back. And then I talk to the owner, 
hear the information first hand. (Interviewee 1) 
 
I do yes, but I would always remain sceptic. (Interviewee 2) 
 
I want to be honest. I do not buy a lot of good quality jewels. The most I have, I receive them as a 
gift because the one I like are too much expensive. I just go for the fake one in H&M or stuff like that 
and you cannot read anything about sustainability directly on the label, you do not have it directly 
visible. I have not checked, I want to be honest. Yes, in jewels I do not. (Interviewee 14) 
 
Many brand you don’t know, how can you know? Sometimes you pay a lots of money and they you 
see made in Taiwan. So is it sustainable? How do you know whether the whole garment is actually 
sustainable? I think it is not a very transparent industry. Therefore it is very difficult to be coherent 
in what you do. (Interviewee 15) 

• INVOLVEMENT 
 
Me as a person for instance, I try to recycle, try to use the public transport always, don’t drive, even 
when I am at home, I try to walk, even though in Macedonia I have a car. So, I mean, I really 
appreciate these kinds of green efforts. I would only work for a company which is green. (Interviewee 
8) 
 
And I think, a lot of people, when they have a choice between two very similar products and you are 
an environmental conscious person, you will always choose the one which is sustainable, I mean at 
least I would always do that. If I have to pick between a bio or an organic or non-organic product, 
even if the price of the organic one is a bit higher, I would buy the organic. (Interviewee 8) 
 
Everyone have to adhere, at least to some environmental standards, labour rights are already there, I 
hope that companies are already complying with those rights. (Interviewee 8) 
 
Because it is in line with my values. I do not want to support anything which is totally off. I would 
like to believe that if I invest my money in that, I kind of donate for a good cause and I contribute to 
it. (Interviewee 8) 
 
So actually, regarding jewellery, it is not that I do not care so much but I am not into finding out 
maybe so much. Because if you go a gold shop, official gold shop, you do not ask the employee where 
the gold is from and if it is obtained in a sustainable way. I am sorry, I am not that sustainable. 
(Interviewee 5) 
 
It gives more value for me if I buy some product which is produced from eco materials or it gives in 
general more value when I buy it. For example, when I see something and I read something on the 
label, I would say “Oh yes, this is really nice!”. So, it kind of promotes me to buy that certain type, 



Copenhagen Business School 2018 

 164 

but it is not that I go in a shop and I say: “Oh, it is eco-friendly”, or I am just looking for eco-friendly. 
No, it is more added value when you see it. (Interviewee 5) 
 
And if I really love something, I am not sure if I would do so much research to be sure that it does 
not use elements that are sourced on the other side of the world. (Interviewee 7) 
 
If I am buying it, I want to know that it is not done solely for the purpose of produce, buy, throw. 
Because then in this concept, then it is just the company who is gaining and this is kind of annoying 
for me and I do not like that and I do not support that. Somehow, I want to know that the money that 
they are gaining is used for the wider society. I guess that would be somehow another attribute I 
would say, that the profits that they make from it, are shared with society in some level. 
(Interviewee 1) 
 
I do actually, yes! Considering, I am a student right now, I do not really have that much money, so I 
cannot really buy maybe the best sustainable things I can find. You know, you cannot pay the costs 
to have it sustainable, so I cannot really afford those kinds of things. But I always consider it if I can 
find, like for instance ecological cotton for my jeans. I would prefer that and I always look for that 
and I ask for it.  (Interviewee 2) 
 
Because I am a person who cares. I do not really buy stuff as I said before, for the sake of stuff. I buy 
things to last and to keep it for a long time. I think or at least I want to imagine that stuff that are 
handmade or made with some kind of value of the material will last me longer. And I would be able 
to look at it with a good sense, like a good feeling in my stomach. (Interviewee 2) For me as a human 
being, to be able to wake up in the morning and not look myself in the mirror and be like: “you are a 
s****y person”. (Interviewee 2) 
 
Not necessarily about jewellery: I am very emotional with my shopping behaviour. I try it on and I 
love it and I often don’t know why I love it. It very rarely a rational decision. It is not like I need 
black pants and I buy them, but it is more I want them to look like that and then I search for them for 
a long time. I simply buy something because I love it. I usually go shopping to the places I know 
about (companies, shops). I may just enjoy the products they have, simply just enjoying buying 
clothes because I love it not thinking about where it was produced and so on, simply because this 
shop was pre-approved. (Interviewee 9)  
 
Considering Sustainability when buying? (Attitude-behaviour gap continued) 
 
Yes, but to be honest, mainly for food. For food, I consider everything that is organically made, so I 
am usually buying organic food. Never mind if it is cheaper or not, it is for my health reason. I believe 
so, that it is better. When I go shopping for clothes, if I read that a company has done something, 
which is against my values, I do not buy there anymore. Do you get what I am saying? So, if I read 
some bad media about the company and their practices, for example if they are engaging in child 
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labour or anything, I would not buy there anymore. It is important for me. If I read something big, I 
would choose another brand. Something major in the news. (Interviewee 8) 
 
I try to. Yes. In a scale from 0-10 I would say 7, 6-7. For example, I usually try to do it for food. I try 
to buy local stuff, or go to the organic supermarket than to Lidl for instance, for some kind of food. 
No, I do not consider that that much with other products. (Interviewee 3) 
 
Of course, I read the news, factories in Bangladesh that are falling apart and everything but in the 
end, I do not look at it a lot, and this is a pity. (Interviewee 3) 
 
Well, for example, if I go and see two white t-shirts and one is made in Morocco and one is make in 
Bangladesh, I would buy the one produced in Morocco. I just believe that they have some better 
conditions than they have in Bangladesh. (Interviewee 4) 
 
No, not really, I am very bad. Put probably after this interview I will. Because I think that probably 
it's very hard to be constantly thinking about others. At one point, you end up thinking a little bit … 
not thinking about yourself, but just overlooking details in the general. You forget, when you go buy 
things you forget. (Interviewee 13) 
 
When buying jewellery? No, not really! (Interviewee 13) 
 
I do actually, yes! Considering, I am a student right now, I do not really have that much money, so I 
cannot really buy maybe the best sustainable things I can find. You know, you cannot pay the costs 
to have it sustainable, so I cannot really afford those kinds of things. But I always consider it if I can 
find, like for instance ecological cotton for my jeans. I would prefer that and I always look for that 
and I ask for it. But if they don’t have it, or if I cannot afford it, which is most of the cases … I don’t 
buy for enjoyment, I buy because I need it, so I don’t buy for the sake of buying. (Interviewee 2) 
 
I do. Fair-trade for instance with coffee because it is not even that more expensive. It is easy and it is 
somehow better quality. I do not know why but I link it to better quality. And the toilet paper with 
recycling because it does not make a difference really. (Interviewee 12.) 
 
 I don’t really consider them, these things are in the back on your mind, they are not rooted in you 
in a way. Like smoking: you don’t really see the immediate impact of what you are doing. 
(Interviewee 10) 
 
COMMUNICATION PART: 
 
COMMUNICATING TO EMPLOYEES 
 
I worked for some company and I didn't like it as well because I was like a store manager in this very 
small atelier, and I just didn´t like that we didn’t really care who buys the stuff. I don’t think the 
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company looked so much into how the jewellery was made. I didn’t like how they promoted it. Also, 
the owners were Italians and they were rich and they didn’t not understand others people’s values. 
They were super rich and they didn’t care so much about things that you just normally do. So, I didn’t 
feel connected to them and selling their stuff. And then the jewellery, even me, I didn’t know where 
it comes from. It was a bit s****y. (Interviewee 4) 
 
SEARCHING FOR INFORMATION, INFORMATION SOURCES 
 
Have you ever studied CSR initiatives of brands? Where did you get the information about 
CSR initiatives of companies? 
 
Yes: Needed it for my master thesis. Studied mainly sustainability reports. (Interviewee 8)  
 
If it pops up in the news I would definitely check it out. For the fashion, especially for the clothes, 
because I buy that way more often, I do check. I do read everything regarding the big names and what 
kind of factories they are engaging in the fashion sector, in the clothing sector. (Interviewee 8)  
 
Looked at it because of studies but normally not really. (Interviewee 3) 
 
For the luxury because I want to be more informed about it. I just go on the website, there you can 
see the approach to sustainability that they have from the reports, and I read them as well. For these 
kinds of products more than the others, more than food also. (Interviewee 6)  
 
I would look at the label to check the origin of the product and understand for instance in that country, 
how possible it is to have a sustainable product. (Interviewee 6) 
 
I am looking into those things, especially when I am looking for a job. But I also look at it when I am 
shopping...There are these shops with fur stuff, my friend works there, and I do not understand how 
she can work there. They have a rabbit which costs 6000€ and it like a teddy bear, just a rabbit. It is 
disgusting. There is this brand, they have really nice clothes and stuff but as well fur and real leather, 
which puts it down for me. I would care from what they make it from, what kind of leather they use, 
what kind of sheep. (Interviewee 4) 
 
Online, on their websites. (Interviewee 4) 
 
So actually, regarding jewellery, it is not that I do not care so much but I am not into finding out 
maybe so much. Because if you go a gold shop, official gold shop, you do not ask the employee where 
the gold is from and if it is obtained in a sustainable way. I am sorry, I am not that sustainable. 
(Interviewee 5) 
 
I mean no, I have a busy life. It is not my lifestyle that I search information about the CSR policies 
brands. I do not have time for that in my life. It is just if I see something in a newspaper, or it is 
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shouting somewhere out that this and this brand is kind of doing illegal things, then it pays my 
attention.  (Interviewee 5) 
 
Not really. I am very bad. Probably because I am lazy and I said it is very hard in your daily life to 
detach yourself from small things and looking at the bigger picture. (Interviewee 13) 
 
I would open up my browser, type the name of the company and Google about their page of CSR 
policies. (Interviewee) 
 
Yes, I actually had this moment some years ago, where I read a blog about the collapse of the factory, 
it was around 5 years ago. This was the one thing which made me go vegan as well. It really scared 
me that we live in a world where this is ok….It is only with very small-scale brands that they know 
and can explain the process (where the products come from) and I think this was a bit depressing for 
me and since then I started this big change. I read a lot about electronics as well. It was the same for 
electronics. It is so difficult to understand where the things come from, because nobody shares that 
information...It is not so easy to find information that the brands do not give you and to verify the 
information that they give you. But yes, I did try to research. (Interviewee 7) 
 
H&M was doing a lot of campaigns, they send a lot of emails about it, so promotional things. And 
for Zara, it is always the things they discuss, how to move production to south of Europe. I know this 
from business cases. (Interviewee 7) 
 
Personally, I do not spend so much money on buying different things. For me it is mainly based on 
usage, so if I buy for instance something practical, because there is a reason why. When I do that, I 
search for the particular shops, then I look into who made the piece, what it is made from. I guess it 
goes to transparency. I need to be able to get this information effortless. I trust the brands when I go 
and I can see how this product was produced. I do not want to go and make research and analyse. 
(Interviewee 1) 
 
I guess I try to look at that, but not really specific. Maybe when I have a question about something, 
I'll check it out but then it is not something that I do on a regular basis. But then, every time I am 
getting more and more conscious of all these things. I want to make sure, that I am spending my 
money well on what I am buying. (Interviewee 1) 
 
Yes, actually most of the companies I looked up already have those kinds of information on their 
webpage, because it makes them hip and modern. Companies that are involved in those kinds of 
activities usually like to brand that they are because it gives them more credibility and I think it looks 
better. (Interviewee 2) 
 
Internet, like google search. (Interviewee 2) 
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I would find it on the internet I guess. First of all, I would go to their webpage I guess and then try to 
google it as well. Mac for example, it is a brand that says that they are not using animals, but they are 
actually doing it. I think there are some webpages where you can go and find people that have 
investigated those companies. And usually certain brands are certificated that they are for instance 
vegan-friendly or eco-friendly. (Interviewee 2) 
 
How did you get information? Actually mostly, it has been by working with them where I had to read 
into the history. Actually, as well a lot of commercials and news. I cannot come up with any particular 
brand right now but I know that there have been several researches which look into that (Interviewee 
2) 
 
No. I started to do that when I started to apply for companies like PANDORA for example. When 
you go through all the information of the official web-site I saw that they have these commitments in 
being sustainable, trying to save the environment and stuff like that. (Interviewee 14) 
 
No, never. I just think, I should do it, but there are other things I would rather spend my time on I 
guess. Sometimes I just rely on someone else to do it for me. The media or other people, government. 
(Interviewee 12.) 
 
Because they show it with their marketing, on their website for instance. (Interviewee 12.) 
 
Mostly on the website. It must be marketing going into my subconscious, because I cannot really 
point it. (Interviewee 13) 
 
Half of them would say anything just to get the sale done. I usually look at the brad afterwards. I use 
to trust the website more and the way they say it. This is how it works, it seems like logic and 
reasonable then I believe it usually. I don’t go to the deep critical search for it though. It is just too 
much time to spend on that. It is more like a quick search to figure out what I am actually buying. I 
may then go and make a more deep search on it mostly from home, I sit down and take my time to 
do it. (Interviewee 9) 
 
Yea but only quickly I think. I searched it a bit on the internet, what they say about themselves and 
also what other people say about them. (Interviewee 9) 
 
Kopenhagen Fur: working there (Interviewee 9) 
 
Hvisk: webpage (Interviewee 9)  
 
People that surround you are the first source of information. That would be the way to influence 
you. (Interviewee 10) 
 
No I haven't looked into CSR initiatives (Interviewee 11) 
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IMPACT OF POSITIVE INFORMATION (CSR) ON BUYING BEHAVIOUR 
Did information influenced you? 
 
So I think I have a good opinion after I read those good things about the company. I think I have a 
better opinion if I see that the company is engaging, but if I do not like the quality, I still would not 
buy so many things. (Interviewee 8) 
 
Yes. It is not that just someone told me that there is this cool brand who engages in that activities. It 
is a nice brand that makes clothes with those woman in the prisons of Peru. I was more interested 
because of the fact. I wanted to know how they did it and how they train the people. (Interviewee 3) 
 
Just imagine you have two products with the same price. If you get the information, that one is more 
sustainable than the other one, of course, you would go for the more sustainable. If I know that the 
one for instance is sustainable and about the other I don’t know, I would go for the sustainable one. 
(Interviewee 3) 
 
Not really. (Interviewee 6) 
 
I did. I tried to work for Tiffany. I studied it quite a lot and they also accepted me, but I did not start 
working there, because I do not like selling jewellery. I didn’t want to be a sales advisor. (Interviewee 
4) 
 
I only took the job because I liked the position and I needed money and I liked the kind of experience 
that it would give me or opportunities and everything. But this (sustainability) wasn't my first thought. 
You know, I always put these things aside, same with clothes and food. I still think, even though I'm 
sometimes buying stuff that I shouldn't have bought, maybe because it's not sustainable or 
environmentally friendly, I always have it in the back of my mind, I know maybe someday when you 
have a little bit more money you can, do next steps. But now since you're kind of broke you can think 
about it but not live by it because then you would be in depth. (Interviewee 4) 
 
Yes, it does. It motivates me to buy the products. (Interviewee 5) 
 
Well I have to say that actually I do not buy so much and since then I did not go so much to H&M. 
But I do not know that it is because of that. Probably it is because every time I touch their material I 
perceive it as cheap and I think that the T-shirts for instance are done by kids in Vietnam. I never 
wondered why but I believe that all these clothes brands, like H&M and others, they are cheaper 
because they use worse materials, worse produced, and probably even with low wages for the 
workers. This is what I think. (Interviewee 13)  
 
I would choose a company that sources in an ethical way because I want to support this behaviour 
because of my environmental concerns. (Interviewee 7) 
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Yes, but this is an initial trust that I have to those brands. If I had very low trust before the 
communication, I would not trust that information. In the case of the small Polish brands, yeah, I 
think it impacts me. I would probably be willing to spend a bit more. I have no reason not to trust 
them. (Interviewee 7)  
 
Yes, I think it made me very bitter. No but I mean, I make now more conscious choices I would say. 
I think as well something really powerful is social media. Social media can tell you information about 
something. But then again, you have to be careful about that and double check if it is true. 
(Interviewee 2) 
 
Actually no. Actually, no because in general I do not like PANDORA’s jewels because they do not 
reflect my way of being. I would not change my idea on a company, just because they say that they 
are acting in an ethical way. I mean good for you, I appreciate that, but still, I do not like the product. 
(Interviewee 14) 
 
Yes, I believe it but it only affects me if it is beneficial as well for me. If it gives me a better quality, 
or it makes it cheaper for me. (Interviewee 12) 
 
Yea, I think they did, especially those they promote it. I used to give my old clothes to HM, HM 
offered easy solution for getting rid of you clothes and they make use of it. I was trying to find the 
clothes dumpsters but I don’t know where they are. (Interviewee 9) 
 
Yes this information influenced me, I was really happy to buy it, buying it and wearing it makes me 
feel good plus I like it. (Interviewee 15) 

REASONS BEHIND CSR 
 
Body Shop doing CSR: I guess because they care about animals, they want to promote their own 
brand in a different way and add value to the product as well. (Interviewee 5) 
 
(talking about Patagonia) Well I do not think they do it because they are good. I do not think that it 
is about that. I think because they identified a segment of people who care about these things. 
Probably they thought that the other brands weren’t really fulfilling the needs of these segments and 
they realized that they could create something that added value for these kinds of customers. In such 
a way, they just positioned themselves in a different way. They differentiated themselves by being 
sustainable. It is not a matter of being a good businessman, it is a usual matter of how do I do money. 
I can do money by being socially and environmentally responsible. It is a win-win situation at one 
point. (Interviewee 13) 
 
Companies that are involved in those kinds of activities usually like to brand that they are because it 
gives them more credibility and I think it looks better. (Interviewee 2) 
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Actually nowadays, I think that all the cosmetic brands do not test on animals because they know that 
people do not react good. The most famous and the majority of brands do not do it so you can almost 
go for any brand. (Interviewee 14) 
 
I think nowadays, all the companies try to be involved in these kind of activities, because they know, 
the more they are involved, the more their stakeholders are happy about that and willing to 
collaborate. (Interviewee 14) 
 
Normally on the official website. (Interviewee 14) 
 
PANDORA: Mostly on their website but I was going as well through some videos on their LinkedIn 
profile where they inform the stakeholders what is going on, what are the values of the company. 
(Interviewee 14) 
 
Sustainability today is becoming a hygiene factor, It is something you have to do. It is not something 
you have to do but lacking it could do a lot of damage to the company and they can lose its customers. 
(Interviewee 9) 
 
There was a bit of a hype around sustainability in general. Of course there is this objective 
component because you need to sell. There is this issue how sustainable they are. On one hand it 
should be because they are doing something important and people pay attention to, otherwise I am a 
bit sceptical they would become sustainable form one day to another. There must be some demand 
in that respect. (Interviewee 10) 
 
REASONS BEHIND CSR COMMUNICATION 
Why do companies communicate?  
 
Because they have to. Some of them have to. I do not know if this is the case in the fashion industry 
but in some industries, you have to report now. It is a must. EU is setting standards. For companies 
like in the shipping industry, I know that they have to do it. (Interviewee 8) 
 
I think that those companies just do not want to have problems. They do not want to be known for 
bad practices. I think that they adhere to everything which is a standard. (Interviewee 8) 
 
I would say because they have some kind of values. Basically, because they care. Also, because it 
becomes kind of trendy when things are sustainable and it is good because everything is going to be 
better but it is bad because they do it because it becomes trendy. You have to do it because it is a 
good thing to do. (Interviewee 3) 
 
First of all, because if you do something, then it is important for the company to communicate it, to 
make people understand that they try at least. They are aware of that it is impossible to have 100% 
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sustainable company in everything but they try to show at least the efforts that they do. (Interviewee 
6) 
 
They want people to know, because they would like to change your attitude towards the company. 
(Interviewee 6) 
 
For big companies, I think it is more marketing strategy than something that they can do. (Interviewee 
6) 
 
I think it is the future and if they are not doing it then they are going to be behind. (Interviewee 4) 
 
I think that is the way of CSR. They do it, because they want to show that they do it, because they 
add value for their own products. If not, what are the interests of companies of doing sustainable 
things?! (Interviewee 5)  
 
Yes. I mean at one point if they do not state and do not talk about it, it is because it is inconvenient 
for them. They know that people would react badly. If H&M do not talk about working conditions .. 
Companies do it on purpose, because it is inconvenient for them. (Interviewee 13)  
 
...the market pushes the people and the people push the market. I think there is a group of consumers, 
which are very loud what they want and what they demand. We are very ready to discover scandals, 
it creates in my opinion, a pressure on companies, because no one wants to have consumers 
complaining on Facebook. The fact that people can criticize brands on social media openly and that 
it gets the reach as well is important for companies. (Interviewee 7) 
 
It is just another marketing tool for them. That is all. (Interviewee 1) 
 
If they try to push this information for you, it has monetary purpose for them. Otherwise, they would 
not try to push it to you, people would be trying to find info about you and then buy your product. 
But if you are trying to be in my face with it, then it means that you are trying to gain something out 
of it, somehow. (Interviewee 1)  
 
Maybe. I hear what you are saying, but I do not know. I just want that it is somehow balanced. You 
give some basic information and then I can find more. If it is important for me, I will go and read 
about it. So, you always should have information online. (Interviewee 1) 
 
Companies that are involved in those kinds of activities usually like to brand that they are because it 
gives them more credibility and I think it looks better. (Interviewee 2) 
 
Because it is a modern thing and people are looking into that. It attracts a kind of customer that they 
most likely want market it to and then they could tell their friends, because they are most likely 
likeminded. (Interviewee 2) 



Copenhagen Business School 2018 

 173 

Because it is probably one of the most powerful instrument they have now to attract and take an 
advantage over competitors. I think if they would not see a real advantage to be environmental 
friendly or to be on the list of the most humanitarian or philanthropic companies, they would not do 
that. I mean why should you do that? To give your money to safe people and their lives? In my 
opinion, it is a marketing instrument. Of course, it is good because they are pushed to do something 
good for the world but again, it is all about interests in business. They communicate all kind of values 
just to attract stakeholders or to attract new customer segments that they would not have without those 
kinds of values. Everything is strategy. (Interviewee 14) 
 
I want to think that it is because they really care about the environment and want to keep it. But of 
course, they also want to earn money.  (Interviewee 12.) 
 
I think most brands do it to earn money and sustainability is just a means to get there. It is very few 
companies, that care more about the environment than the profit. I think a company like Tesla I think 
they care more about the environment than the profit. Because he gives his blueprints to other 
companies, so that they can also make more environmentally friendly cars. He says that the way he 
keeps the head of competition is just innovation. (Interviewee 12.) 
 
I guess they do it because they know it is a rising trend within the consumers, it makes them different 
from competitors, consumers are getting more knowledgeable on how things work. People start think 
about how company does all the things, and how much harm this process can make.  (Interviewee 9)  
 
Since you cannot have a personal experience with every brand they are still trying to show you what 
they do. They want you to feel close to the brand as you would know the designer and the place where 
they produce. If you feel close to the brand and appreciate everything that is behind it means 
something just above the brand, it represent you. Maybe if the big/strong brands do it they don’t need 
to do it so maybe because they care. But if the stress it too much /talk too much about it I wouldn’t 
trust it. Your first advertising to be selling your clothes not how to produce them. (Interviewee 15) 

 
TRUST/ SCEPTICISM OF SUSTAINABILITY AS A CONCEPT 
 
For me it is not possible to have that many sustainable products, especially with the food. (Interviewee 
6) 
 
I don’t look at ecological products, because I do not think you can have it, or you can have it in very 
rare cases. It is crazy difficult to have a sustainable product. (Interviewee 6) 
 
I know brands that have some sustainable products but they are not completely sustainable for me. 
(Interviewee 6) 
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Food for me is more difficult than having a company producing jewellery. It requires that the land is 
situated in a certain position, from other lands. To not be surrounded by people who uses pesticides 
for example. And how many lands do you think in the world can have this in reality? And how many 
products can you then produce in that land? (Interviewee 6) 
 
I am really disappointed with the concept of sustainability! I do not think that is something that you 
can really apply. I think it is only a marketing, or mainly a marketing strategy, because it is not 
possible to have so many sustainable products when sustainability laws require a lot of restrictions 
for a company. (Interviewee 6) 
 
There was a bit of a hype around sustainability in general. Of course there is this objective 
component because you need to sell. There is this issue how sustainable they are. On one hand it 
should be because they are doing something important and people pay attention to, otherwise I am a 
bit sceptical they would become sustainable form one day to another. There must be some demand 
in that respect. (Interviewee 10) 
 
TRUST IN THE COMPANIES IN GENERAL 
 
 I don’t buy cheap products or not known brands I would say because the I trust better the quality. 
(Interviewee 5) 
 
Do you believe brands what they say what they are doing for the environment and that they are ethical, 
what you saw on their websites etc. Do you believe it? - Yes, usually I do. I believe everything. 
(Interviewee 13) 
 
I prefer smaller shops, which I trust more, than the large ones. More focused stores have more info 
about the products and the people working there know more about the products, and the info of the 
packages gives you more, instead of the info on the packages of the products you buy in the large 
stores, where basically everything is for the quick purchase. (Interviewee 1) 
 
I would find it on the internet I guess. First of all, I would go to their webpage I guess and then try to 
google it as well. Mac for example, it is a brand that says that they are not using animals, but they are 
actually doing it. I think there are some webpages where you can go and find people that have 
investigated those companies. And usually certain brands are certificated that they are for instance 
vegan-friendly or eco-friendly. (Interviewee 1) 
 
I do yes, but I would always remain sceptic.(Interviewee 2) I think many times, companies put out 
everything that is good. Maybe they have one thing that is good about them, that certifies them for a 
certain behaviour but then every other thing they have, maybe they are not certified. Maybe they are 
certified for the material wood or silver but they are not certified for gold. Then they would write on 
their webpage that they are certified for this and this and this (Interviewee 2) 
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Hmm not always. If it is Greenpeace, yes. Usually they are trustworthy. (Interviewee 12.) 
 
Hvisk explains how they produce jewellery. Most of them are not that expensive so I doubted if it 
was a good quality, but it seems it is. It is the thing that makes me trust the brand and want to buy it. 
(Interviewee 9) 
 
Jewellery: I know all these big brands and I trust them, I think it builds on the fact that they are really 
old, have a big heritage, they are well respected, they make really good products of great quality, but 
they are also very expensive. Ole Lynggaard, Georg Jensen. (Interviewee 9) 
 
If they say it will last but it doesn’t then I will lose the trust in the company and I may not buy their 
product anymore. (Interviewee 9)  
 
...whatever comes from the environment you know it provides you with certain quality and guarantee. 
Probably it is not even true, it might be just reflection. You know the person, or the same city, the 
country. It is perception you have, it is closer to you. (Interviewee 15)  

I know local brands at my place, I went there I saw where they produced it, I know the designer, I 
know that she is a good person and that she is doing this in a good faith, she established the business 
based on her beliefs. I of course bought some piece of clothes from her. I like the clothes firstly and 
I know I was buying this and wearing it then I was fitting in this business and my friends would they 
ask me about it. They are particular clothes using African materials, they are more for summer. Also 
on the label the information about sustainability are written. Seeing where they were producing it 
encouraged me even further, because I really see it is true what they buy on the label. I went to Africa, 
this designer is a friend of my uncle. (Interviewee 15) 

Even if apple said they are sustainable I wouldn't believe it, they have to come with proofs, even 
when they have proof there is some other things going on, I don’t think it is possible for a company 
to be completely sustainable, otherwise they would be extremely expensive. (Interviewee 11) 
 
Maybe i would believe a farmer selling milk and eggs. But when it is such a long value chain I don't 
think it is possible. These people that write on the website how sustainable they are how can they 
know? If you have a small producer then he could really know. (Interviewee 11) 
 
Not really, it really depends on the company. Even if they do something good (a project), it doesn’t 
make the other bad things disappear. I don’t believe these big companies are sustainable. 
(Interviewee 11) 
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TRUST/SCEPTICISM OF THE INFORMATION PROVIDED 
Do you believe information? 
 

• CSR: 
 
Yes, I do. I guess if it a known brand, everything is kind of controlled by the authorities. I think it is 
not always like that but somehow that the information that is there should be correct. Also, I believe 
that you can say something in so many ways. There are also some fuzzy words and you have to be 
able to identify those words in order to understand what they are really trying to say with those words. 
(Interviewee 3) 
 
Employees I believe but environmental I don’t know. I never trust it when I read it on the packaging, 
maybe on the website. It is hard for me to believe in it. (Interviewee 6)  
 
Labels are kind of a guaranty of some qualities. In theory, the company that receives certain label 
should follow certain path. If the company is not corrupted, you never know. That is why I follow 
labels. I am not really informed about jewellery labels, but first I would inform myself about the most 
important or hard to obtain labels and then I would look for the company that has acquired or was 
able to obtain the label. (Interviewee 6) 
 
Also, for example, we had a meeting, there was this really big presentation, there was Deloitte, some 
banks and some other stuff and all the guys, I didn't like them and what they were saying was super 
stupid, being some, not even answering the questions and not trying to engage with us students. And 
then the Deloitte guy who was a manager of some development, he was super cool. And then it makes 
you think that you've kind of a good way about Deloitte because you connected a little bit with the 
person, like OK, not everyone is maybe the way you see it and you should also like remember this 
guy and try to see that maybe he does some good things for the brand. And it's the same when I was 
in Lebanon and there was a talk from a guy from Arla and he was amazing. But he was also super 
important for me to see that there are people like this working for these brands. So, I connected also 
quite personally with the people who are working there, the big people because that's also what 
matters so much because it is usually the big people making the moves and deciding. (Interviewee 4) 
 
You know, they go for all the sustainability but then the fact with the plastics (packaging), it’s 
crazy. (Interviewee 4) 
 
...we were in Prague in the shop of this company called DIC, a diamond international corporation, 
and his tanzanite’s, in the shop, they were super huge and I doubt that his workers have good 
conditions. I don't think they do, although sometimes he promoted on Instagram Infos about 
employees but still I do not believe it. (Interviewee 4)  
 
But you know, they only say “we always know where our stones come from” and we can even ask 
them. But it's just, it's like UNICEF, you known they are also really cool and I don't know, there is 
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always a good thought behind it, right? But in the end there are also people or employees who raped 
a child and I mean it just becomes viral and everyone knows about it and also just think about it. Yes, 
it can happen because it's such a big company, it is such a big place and it cannot always go right. 
And everyone's great and they're doing there the best things. So even if Tiffany says that their stones 
comes from a specific place I am just not that sure about it. But that would be the same with all the 
brands. (Interviewee 4) 
 
My employer bought the stones himself. He was traveling to Burma and Laos and buying stones from 
the locals. So, I knew this part, it was a very small company but in that way, I kind of knew that these 
stones come from his hands mostly. (Interviewee 4) 
 
I believe that if it wasn't true that they couldn't really put it there. It's usually behind some bigger 
association or some bigger company that is taking care of this. It is the same with fair trade and 
everything. So, if there is this brand which says eco-friendly, I believe these certifications. 
(Interviewee 4) 
 
I should. But do I do … if it is reasonable information I believe. Let’s say, if you read on a website, 
I never did but if they say the workers are treated as the best workers on earth or that the products are 
produced in developing countries that is not really “believing”. if they don´t use child labour or 
something, it is kind of obvious that a lot of companies are doing that in those countries. (Interviewee 
5) 
 
(Talking about Patagonia) Yes, I believe them but at one point I also felt that it was a trend. Patagonia 
for this kind of people, it is a matter of resulting ethically cool. You are then better than others because 
you wear clothes that have been done ethically but at the same time, you can do it because you can 
afford it, because they are super expensive. (Interviewee 13) 
 
(Patagonia) I think because probably there is a match between the price and the materials, and the 
way they produce. I believe if you internalize costs, means that you do not pollute the environment 
and you do not exploit workers, at one point, the costs of production are higher than the others, means 
that your price goes up as well. For me it makes sense that the products are higher priced than the 
rest. It is credible. So I was like, ok it costs more because they are ethical and socially responsible. 
(Interviewee 13) 
 
I believe that the companies who are talking about it are doing good. I think so. Like Patagonia for 
instance. But maybe I am just very naive. (Interviewee 13) 
 
Trust in online shops: When speaking about the quality of the products I trust them. For what concerns 
the ethics, no, it is the same. (Interviewee 13) 
 
It is not so easy to find information that the brands do not give you and to verify the information that 
they give you. (Interviewee 7) 
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There are some brands in Poland that explain their costs and what they spend on what, how much 
water was used to produce the piece. It's nice but I do not know if it is reliable. (Interviewee 7) 
 
I know that H&M are trying some new concepts where they take your clothes and give you a discount 
and they recycle them. They have as well all these organic things but I do not trust them so much 
anymore. I do not know to what extent it is real behaviour and to what extent it is greenwashing. 
(Interviewee 7) 
 
If I had very low trust (of a specific company) before the communication, I would not trust that 
information. In the case of the small Polish brands, yeah, I think it impacts me. I would probably be 
willing to spend a bit more. I have no reason not to trust them. (Interviewee 7) 
 
Yes, sometimes but I am always sceptical and need to do my research in order to fully believe these 
things. (Interviewee 7) 
 
Yes, this is of course relative, because yes, they can say whatever they want, like anyone else can. 
But then, I have faith. As I said, if it has tags and a story where it comes from, it makes me trust more 
than buying something that has no information at all on it. (Interviewee 1) 
 
I am very sceptical. I do not believe most of the things that I see. I read it and this primarily comes 
from my experience with NGO´s, because they have a lot of good words and so on, but actually in 
reality, they do not do so much good. Once you learn information like that, everything else that says 
that they are doing good things, you start to doubt it. (Interviewee 1) 
 
(company websites) Yes, but I always think about what is behind it. I am sceptic. But it sucks because 
you look at everything and you read everything, what other people say and do, and then you think: 
“Is it really true?”. What are you not showing me? It is very hard. It is such a global world and you 
cannot have all the information. (Interviewee 1) 
 
Well, I do not have a real choice sometimes. How am I supposed to look at if it is true or not? 
Obviously, I could do more research maybe and see if it is true or not, but then the time spent for a 
simple thing as buying a ring would be just annoying. (Interviewee 2) 
 
Well, they have also to make some changes in the world or at least show a practical example. It is too 
easy to say they are environmentally friendly and then they do not do anything. Of course, actions, 
count more than words. (Interviewee 14) 
 
Hmm not always. If it is Greenpeace, yes. Usually they are trustworthy. (Interviewee 12.) 
 
Yes, if they say what they do, then I believe. I would not think they would write some b******t on 
their website. Unless it is a brand where the media has told you, that there has been so many scandals 
and they are lying about everything and they are greenwashing etc. Then I would not believe it. But 
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in general, I would, if they say something on the website, I would assume that it is true. (Interviewee 
12.) 
 
In most companies you hear it from the company, that is why it is really difficult to say whether it is 
really like that. (Interviewee 9) 
 
Yes, in lots of the ways I do. If they can reason for it, then I would believe it. Then I would never 
believe anything. You are also critical. When I read the critics, either this person got really unlucky 
or the brand just lies. I just kind of have to believe what they say, otherwise I would never believe 
anything. (Interviewee 9) 
 
There might be some flaws. I believe them because I know they are telling something that is true 
but they are not saying the whole truth. (Interviewee 10) 
 
No I haven’t looked at CSR. It never got into my mind to look at it. If you go to any website of the 
brand they would advertise themselves good. I don’t know how much I would even trust that. It 
should come from secondary sources but people don’t talk that much about it. (Interviewee 15) 

I don’t trust that much the information companies communicate. E.g. HM, they advertise themselves 
good, but if you really dig into it, it is not really the case, that’s why I wouldn’t trust it. (Interviewee 
15) 

Maybe if the big/strong brands do it they don’t need to do it so maybe because they care. But if the 
stress it too much /talk too much about it I wouldn’t trust it. Your first advertising to be selling your 
clothes not how to produce them. (Interviewee 15) 

• ABOUT PRODUCTS IN GENERAL: 
 
If a business runs for 100 years of history, it means that they have expertise and they have acquired 
knowledge in this sector. People trust them, which means not that I follow the flow, but it means that 
the product was good, if people are continuously going to buy it. In this sense, I guess the enduring 
success of the company can be an indicator of good work. (Interviewee 6) 
 
It is mostly in these big shopping malls like in the US, where they have these jewellery… I don’t 
know. Sometimes, I do not know if I trust if it is a real diamond or fake gold or whatever. I think it is 
more that kind of trust, when I think about buying jewellery. (Interviewee 12) 
 
Food, you can always trace where it comes from: materials, ingredients, people. (Interviewee 15) 
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ADDITIONAL INFORMATION 
Should companies communicate more?  
Would more information about the product/ brand influence your purchasing decision? And if 
why? 
 
But You should do a really good marketing and say all the bad stuff that the others are doing. Or the 
good things you are doing and what is going on in reality. You should let people know what is going 
on in the industry. (Interviewee 3) 
 
In this sector, maybe. Not food, but in the jewellery sector maybe. Because as I told you, in terms of 
supply chain, it is really important for me. Since, I partially know, how they usually do, knowing 
about the conformity of the brand to some laws or the attention that they put to it, would be for me 
really nice. I go for that brand for example, rather than a brand that does not show me or inform me 
about anything or the production or supply chain is not clear. (Interviewee 6) 
 
I would like to know more about those things but usually you cannot really find it on the product. But 
I would appreciate if they had some more information, in case I am buying sustainable products. 
(Interviewee 6) 
 
Yes. I mean as well the use of youth employment or you know long working hours. This would be 
something, which would be nice to know about. But usually companies hide those kinds of things. 
(Interviewee 6) 
 
I have no idea how working conditions are for people who work in the jewellery sector. I watch a lot 
of videos and documentaries for example about Dior and Tiffany and stuff like that, but they always 
show really high qualified people, who are making the big pieces for like Madonna or whatever. So, 
you don't really get to see, how it is for the jewellery in general. I've never seen anything like it, either 
online or so. (Interviewee 4) 
 
We went to this shop in Dresden with my mom just to see earrings that she really liked...She loved 
it, she looked at it before and then we planned the trip, you know, it was a long process. (Interviewee 
4) 
 
Yes, then you know better if you buy the products which are sustainable. (Interviewee 5) 
 
I would like to know how the materials of the product come to me. This would be interesting. From 
the sourcing of the material to me...I told you about the product brands that show how much costs 
and energy they use on every part. It does not do anything to me somehow. It is nice to put it there, it 
is great but it does not answer my questions of sustainability in terms of environment etc. (Interviewee 
7)  
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If companies explain to their customers where the materials come from, I think it makes me feel safer 
in what I am buying. And also, that I have the possibility to look it up and make sure that they not 
fool the customers, in case I would have the time to do that. (Interviewee 2) 
 
I just think it is a very modern thing, that people wants to know where everything comes from, like 
the food etc. I think, the jewellery is lacking that. You know, every other industry has that today. For 
instance, you know where food is coming from, who has produced it, what are these clothes made of, 
is it ecologic cotton or not. These things do not really exist in the jewellery industry yet, as I know. I 
think that would be one of the things to modernize in this industry. And then secondly, to bring more 
security to the customer but also for the people that make the jewellery. (Interviewee 2) 
 
Yes, but it has to be not heavy. Because, as well, giving information should be understandable. If you 
use difficult words and phrases which are difficult to understand, what is the sense of it. It would be 
good if they give info and I would read it and go through it, instead of buying a product that has 
nothing on it. (Interviewee 1)  
 
And eventually this gives a heads up to the people that are supposed to run the company, that maybe 
we should start looking where our stuff comes from. It brings more awareness to the brand and I think 
it is just the way we live today, that we know to know where stuff comes from. And I think it is an 
industry that should adjust to that. (Interviewee 2) 
 
Definitely yes! Let us say I go to a store and they have for instance information about where they get 
their diamonds and their stones from. It would at least feel like, they try to take responsibility to where 
it comes from. Maybe an information flyer with the ring I bought, to tell me: this ring was made by 
blablabla, this material, this comes from there, this stone comes from there etc. There would be some 
kind of history to it. Maybe even what village it was created in or I don’t know. Some fun way of 
making it fun information. (Interviewee 2) 
 
I think we need someone who constantly reminds us, because if other people are not doing anything, 
you forget as well and it is not easy to make sustainable chooses. It is easier to just go and buy a 
chocolate without standing half an hour and reading on the back if there is palm oil in it or not. 
(Interviewee 12.) 
 
Depends, there are some well-known brands where it is difficult for newer brands to satisfy better 
your need. But of course, I am attracted to anything which is locally made because I find it safer, 
someone who produces clothes, sandals etc. with local materials...For sure, if you know more about 
a company, where the materials come from, where they manufacture, where they have the factories 
can help you in your final decision. I think that it is also difficult to hear and give importance to all 
these kinds of information when you look at something you like and you just go for it. In that situation, 
you say: I do not really care where it comes from, I just like it and then you buy it. (Interviewee 14) 
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I feel like I need to have information to make a well-informed choice, otherwise I don’t know what I 
am actually buying. I think information is important. Is it Danish or not? What do they produce? What 
do they stand for? It is nice to know the brand. (Interviewee 9) 
 
 I started buying those products, I don't want water to be polluted, locally produced (Interviewee 11) 
 
AWARENESS OF SUSTAINABLE ISSUES IN GENERAL 
 
Scandals in shipping industry – bad labour conditions; unacceptable environmental methods. 
(Interviewee 8)  
 
Fabrics in Bangladesh. (Interviewee 3) 
 
Yes, for example there are a lot of companies around my city which are producers of tomatoes. They 
throw the fertilizer in the river. (Interviewee 6) 
 
For example, about Nike, when there was this huge scandal about factories in developing countries… 
(Interviewee 5) 
 
I have read as well recently, that as well Amazon's warehouse workers are treated very bad. 
(Interviewee 5) 
 
Yes, probably those super cheap clothes brands. Yes, I heard that they exploit workers. (Interviewee 
13) 
 
The biggest thing I can remember right now is the Plaza factory that collapsed. (Interviewee 7) 
 
For example, VW who did not said that they are producing emissions. And apparently it was 
producing even more. (Interviewee 1) 
 
Interviewee 2 knows there have been some but she cannot recall any (Interviewee 2) 
 
I think there has been a lot in production. In fast fashion industry, like H&M, with the factories and 
child labour. There was some factory collapsing scandal, but there was as well a scandal about child 
labour. I remember, they were giving charity to India, something to prevent child labour, but actually 
they were using child labour themselves. (Interviewee 12.) 
 
H&M (burning the clothes instead of recycling), the fur business (animals, doesn’t it affect your 
moral?, isn’t it sad for the animals that they die? People don’t find fur sustainable in general, they 
would prefer a fake fur, because they find it more sustainable which makes no sense), the more you 
go into more controversial products/materials. The scandals are not necessarily bad always (for 
company yes), but they usually makes sure the whole industry moves, it develops. Such as plastic, it 
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takes really long time that it degrades. Maybe if there hasn’t been a discussion, the solution would 
have never been found. (Interviewee 9)  
 
Company I know throwing garbage into the river. Another one: building that collapsed. 
(Interviewee 10) 
 
AWARENESS OF SUSTAINABLE ISSUES IN JEWELLERY INDUSTRY 
 
Mainly the resources and supply chain. Problems about receiving a buying the materials but not really 
the production process. For instance, if resources reached the company on a clear path, these kinds 
of things. More than the process and how it impacts the environment. It is more about the supply 
chain. (Interviewee 6) 
 
Jewellery is a very difficult sector because you have the problem of diamonds, where they come from. 
They use children in order to take some stones. (Interviewee 6) 
 
Stones and the material for jewellery is quite a controversial product and argument in general. 
(Interviewee 6) 
 
I know for example from information I read that there is a black market for diamonds and stones. 
They are commercialized through a black market. They arrive in the end in the hands of the big 
companies. I don’t know how but the process is cleaned, right before they arrive to the companies. 
(Interviewee 6) 
 
I have no idea how working conditions are for people who work in the jewellery sector. I watch a lot 
of videos and documentaries for example about Dior and Tiffany and stuff like that, but they always 
show really high qualified people, who are making the big pieces for like Madonna or whatever. So, 
you don't really get to see, how it is for the jewellery in general. I've never seen anything like it, either 
online or so. (Interviewee 4) 
 
So maybe also mining is becoming general lately a bigger issue right? Where does the stuff come 
from? Also, the metals in your phone for example. Nokia had really big issue with it right? I'm not 
sure how bad it is. (Interviewee 4) 
 
Yes, there are some, like the bad working conditions in the mines. Some workers die and bad stuff 
like that. (Interviewee 4) 
 
I do not know specifically but gold miners are not well treated, or there are some kind of materials 
where they really have to dig in deep and maybe they need children to go down and get the things. 
(Interviewee 13) 
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The thing with the diamonds, but I do not know a lot about that. That is also something that I think I 
should verify. (Interviewee 7) 
 
I would say stones. The stones are debatable where they come from. (Interviewee 2) 
 
Blood diamonds for instance. Maybe as well the bad working conditions in the mines. I don’t know 
much about it but when I see an image in my mind, I see those guys going around completely black 
in their faces. (Interviewee 12.) 
 
Blood diamonds. I don’t know that much honestly. I mostly heard about it in the media, from friends 
talking about it. Something about all these people getting killed willing to retrieve these diamonds. 
Production/retrieving of raw materials. But I don’t know that much about it, maybe it is because I 
don’t go jewelry shopping that often. (Interviewee 9) 
 
Wars for the diamonds in Africa. Deforestation due to mining. (Interviewee 11) 
 
IMPACT OF NEGATIVE INFORMATION ON BUYING BEHAVIOUR 
Did the issues influence your buying behaviour? 
 
No, not really sorry. And actually, I used to work for those companies at that time. I don’t know. At 
the end, they do good clothes and at the end it is everything about the price I am concerned about. It 
is not that I buy a lot but when I buy, I go for the easy thing and the places where I know I would find 
something that I like. I know I should change my behaviour about this kind of consumption. I have 
to work on it. (Interviewee 3) 
 
I have this perception, after the scandal, that all the clothes that has been produced abroad, has been 
produced in the same bad conditions. This is how it changed for me. (Interviewee 3) 
 
Yes, for example there are a lot of companies around my city which are producers of tomatoes. They 
throw the fertilizer in the river. Of course, this changes your perception of the company. They should 
follow the law and take care of the waste that they produce. For me, it changes completely the 
perception of the company. I would not buy their products anymore. (Interviewee 6) 
 
If I knew that the company is unethical, I would not buy it. Because it would go against myself, my 
ideas. I would never do it.  (Interviewee 6) 
 
If I knew that it is unethical, I would not buy it I guess. No, now I know that there are still some 
products of H&M or Inditex which are unethical and I still buy them. I guess that you need some 
visual information or reminder when you are buying the stuff. (Interviewee 3) 
 
...if Lenovo is doing something crazy bad, I would go to another one which is Windows or whatever, 
so I just buy a different brand. (Interviewee 8)  
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Well, for example, if I go and see two white t-shirts and one is made in Morocco and one is made in 
Bangladesh, I would buy the one produced in Morocco. I just believe that they have some better 
conditions than they have in Bangladesh. I feel bad for the people who are making my clothes for 
nothing, because I know that they're making them for nothing. I think that's a very good thing that we 
all know this at least that we don't just buy like blindly, but we at least know that there is something 
behind it. Something, some bad business. It is like not wanting to support the brands who provide 
low wages for their workers. (Interviewee 4) 
 
OK, I never heard much, but I would never get anything from those companies. If scandals goes out, 
companies are f****d. (Interviewee 4) 
 
...for example about Nike, when there was this huge scandal about factories in developing countries 
then you think that you don’t want to buy these products because if you buy them you kind of support 
the way how they treat the employees. It is kind of a way of protesting and kind of showing your 
attitude against this. (Interviewee 5) 
 
If I would read in the news … let's say I would read in the news that there is this research, this and 
this is happening to the employees or to the workers of course it would affect my way of treating this 
company in buying the products. (Interviewee 5) 
 
it was this scandal with Nike and I haven’t bought their products for a while. I have read as well 
recently, that as well Amazon's warehouse workers are treated very bad and it actually really affects 
my interest in buying things at Amazon. Because, if you order more in Amazon, you use their services 
and you kind of support it, so you are not that bad as the company itself but you still continue doing 
it. (Interviewee 5) 
 
...I do not want to support unethical behaviour. That is why, if I read that there is a scandal going on, 
I would not go and even I need let’s say sneakers, I would never buy the brand. I would choose 
another brand. (Interviewee 5) 
 
For example, Michael Kors, I read that they are stopping using real animal fur for their products, 
which kind of promotes the way I am looking to the company as well. I am not buying fur in the MK 
shops, but I support that action. (Interviewee 5)  
 
I know that there are some issues in diamonds so actually I did not buy earrings that I wanted because 
they could not tell me where the diamonds were from. For instance, I do not buy from H&M because 
I do not want that they are made by kids who never see the light of the day. (Interviewee 7) 
 
I do not put money in the brands which exploit. (Interviewee 7) 
 
I would think twice if I buy something from Australia because it takes a lot of greenhouse gases to 
transport it to Europe. Now I remember, I found this beautiful jewellery made in Australia but I did 
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not buy it because it does not make sense to fly jewellery from Australia because it creates so much 
CO2. Even though I read about how beautiful they treat their workers. (Interviewee 7) 
 
Now I try to shop, only when I need something because of thinking about those issues. I think that 
generally these considerations made me less consumerist. Maybe as well less interested in having 
things. The more I think about it, the more I consider the sustainability of things, the more I realise 
that we do not need to have those things. We do not need to have 80 rings. (Interviewee 7) 
 
Yes, I actually had this moment some years ago, where I read a blog about the collapse of the factory, 
it was around 5 years ago. This was the one thing which made me go vegan as well. It really scared 
me that we live in a world where this is ok. (Interviewee 7)  
 
The biggest thing I can remember right now is the Plaza factory that collapsed. I avoid since then to 
buy from these mainstream companies which do not know where the clothes come from. (Interviewee 
7) 
 
Last year there was something with H&M that they burn their clothes because they do not recycle 
them. They cannot sell them and they just burn them, and this was so ridiculous. I never buy in H&M 
anymore, there are several reasons for that, also because the designs are very ugly, also because I 
wash it and it falls apart. (Interviewee 7) 
 
Yes, for sure, because then you do not trust them anymore. But then again, that only confirms for me, 
that you cannot trust what they say on their labels, on their ads etc. (Interviewee 1) 
 
Oh yes! I think if a company loses the trust from the customers, it is hard for a company to survive. I 
would not buy an item from a company I know lies about what they do and what not do. (Interviewee 
2) 
 
I remember this scandal about Montclair, this French brand. They were actually treating the good bad 
for the fur. There was this scandal about that. In the beginning, I was not in shock but I said: “Jesus, 
I bought a lot of jackets of this brand.” And in the beginning, you are of course disappointed, look at 
them etc. But after one year, it is winter again, you need a good quality jacket, you go to a shop and 
they have Montclair as a brand, you try one, say “Oh my gosh, I like this model” and you forget about 
these things. (Interviewee 14) 
 
Not that much. Because I think I worked for H&M when that scandal happened. They told some stuff 
to us let us believe that it is not true. I never really found out if it was actually true or not. But in 
general, I do not buy that much from them. I bought only from them when I worked there because I 
got the discount. Now I want something more unique. I don’t want stuff that everyone has. 
(Interviewee 12.) 
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Maybe for a month and then everyone forgets about it and then everyone starts buying it again. 
(Interviewee 12.) 
 
If no one, media, friends, family stops talking about it, then you just forget it. Like with the palm oil. 
Maybe for a month I would look for shampoos and stuff and don’t buy them if they contain the palm 
oil but then when it becomes too difficult, I think I just forget it. (Interviewee 12.) 
 
NOT NECESSARILY A NEGATIVE INFORMATION: I guess in some way it has. For me it was 
mostly the fur, as I also work for the company. People ask me if I don’t have moral issues about it. 
Before I haven’t really discussed it with people, but now, the discussion in fur have been more 
popular. I am becoming more defensive, my relationship towards fur it became more popular, I 
believe in it. People have to make this decision based on their moral issues. (Interviewee 9) 
 
HM burning clothes: I honestly didn’t care much, they are still a big company selling cheap clothes. 
I would donate it again because if I put it in trash it will be burned anyway so HM might rather burn 
it for me. (Interviewee 9) 
 
They would influence my perception but I don’t know if they would influence my behaviour. 
(Interviewee 10) 
 
Inditex in Bangladesh, I am pretty sure there are more. It didn’t influence my buying behavior in 
any way...After the scandal I had the perception that all the clothes that was produced abroad was 
produced in the same conditions, maybe it's not the truth but it changed my perception. (Interviewee 
15) 
 
Bad information would not make me buy and if I knew a company is doing something bad it would 
make me rather to buy from them than from the other brand. It can be a competitive advantage. 
(Interviewee 11) 
 
BALANCING THE CONTRADICTORY VALUES 
Would you buy, such an unethical product, just because you like the design? 
 
I do not know, I do not think so. I mean, now we have so much choice. I think you can find a substitute. 
I think I would search for a substitute. (Interviewee 8)  
 
...if Lenovo is doing something crazy bad, I would go to another one which is Windows or whatever, 
so I just buy a different brand. (Interviewee 8)  
 
If I knew that it is unethical, I would not buy it I guess. No, now I know that there are still some 
products of H&M or Inditex which are unethical and I still buy them. I guess that you need some 
visual information or reminder when you are buying the stuff. (Interviewee 3) 
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If I would know that the company is unethical, I would not buy it. Because it would go against myself, 
my ideas. I would never do it.  (Interviewee 6) 
 
No, because I do not want to support unethical behaviour. That is why, if I read that there is a scandal 
going on, I would not go and even I need let’s say sneakers, I would never buy the brand. I would 
choose another brand. (Interviewee 5) 
 
Yes, I would. If I knew that they are unethical, probably I would not. The problem is that I do not 
know if they are unethical. To be honest, I would buy and I bought in the past things that are unethical. 
Everything that is, most of the things that we buy are unethical, from food to clothes and objects in 
general. (Interviewee 13) 
 
If I think about it, it is not but as I was saying, in the daily life it is very hard not to overlook details 
and to stay constantly focused what is better for others rather than ourselves. (Interviewee 13) 
 
I think my mind-set is not properly set on these things. Also, because I have a low budget and if I had 
to take only ethical choices I would need more money. With my limited budget, I can just buy cheap 
things and cheap things are unethical, from food to objects, to everything. (Interviewee 13) 
 
Maybe if I see something and I really like it, and I am in the mood, maybe I would buy it. I do not 
actively try to find things that I like. I cut myself off of these companies in a way. (Interviewee 7) 
 
Sometimes you have these moments, let´s say you are very desperate or in this month you are very 
poor and you need a white shirt for a job interview but you do not have it, you give yourself kind of 
a pressure. (Interviewee 7) 
 
I would try not to, but you cannot always get all the information on time. Sometimes you may be 
deceived. You cannot control everything. (Interviewee 1) 
 
I probably would, yes! If it a really nice design that would go really well with something I have at 
home, I would probably buy it because at the moment, I would probably not think of the sustainability 
of the brand. It would just be looking so good. (Interviewee 2) 
 
Well, I think that I do that every day. Unconsciously I do it every day. Of course, if before buying, 
there was someone there to remind you what there is behind a product, probably I would not buy that 
product, but otherwise we do it unconsciously...I would not buy it but someone has to be there and 
say: “ these shoes has been produced by this poor guy, show me the photo and the conditions” In that 
case, I would not buy the product. Otherwise, we are human beings and we forget everything, and we 
do not care. (Interviewee 14) 
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I think that it is also difficult to hear and give importance to all these kinds of (sustainable) 
information when you look at something you like and you just go for it. In that situation, you say: I 
do not really care where it comes from, I just like it and then you buy it. (Interviewee 14) 
 
I do feel better if I know they do these things. Of course I prefer the one that helps the others or care 
for the environment. If the sustainable product is shit compare to the other one I won't choose it just 
because it is sustainable. (Interviewee 9) 
 
It depends how unethical it is. (Interviewee 12.) 
 
If you tell me this poor guy almost died producing it then I wouldn’t buy it. I believe its production 
itself that helps the people. (Interviewee 9) 
 
I would feel guilty buying from unsustainable brand, but I also feel detached and helpless. At a 
certain time, it is something that is beyond of your control. I have mixed feeling of being guilty, 
being detached, being attached and all this together. (Interviewee 10) 
 
Of course, not I would tell you know, but I wouldn’t have you on my side when buying it oh this is 
very unethical. There are some people that are like vegetarian and they would look at me when I eat 
the meat and then I would just get annoyed and not think of the problem. It really depends on how 
the information comes to you.  (Interviewee 10) 
 
Yes, I would buy the unethical product just because I like the design. Still it is the first thing I would 
look at. I would not buy something just because it is ethical. (Interviewee 15) 

Yes, because my personal pleasure is more important to me unfortunately, I am egoistic in this case. 
Unless I really know it. If I just think about it, but I am not really sure maybe I would just buy it, I 
would try to hide my thinking. (Interviewee 11) 
 
SUSTAINABILITY AS A DECISIVE FACTOR (an added value) 
 
I would still go for the eco-friendly if I can afford it. (Interviewee 4) 
 
Would you pay more for sustainable jewellery? 
 
Yes. I don’t know how much the difference would be but in principal I would do it. I would know 
personally that I bought something without damaging someone else. That my happiness does not 
compromise the happiness of someone else. (Interviewee 6) 
 
Yes probably yes. I mean at one point, if you have to spend a lot of money for a good jewellery in 
general, it does not really matter if you spend 100€ more or less. Probably, I would pay more. 
(Interviewee 13) 
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I would buy the one I know that is ethical. If we are talking about 1000€ and 1100€ I would because 
it is relatively not much difference, but if we talk about 5€ and 20€ probably it is different. But if we 
talk about real jewellery it is ok. (Interviewee 13) 
 
Yes, definitely. That is why I do not buy any because I do not have the money for it. I would do it 
because I want to sleep better at night. It is kind of naïve, just because something claims to be ethical 
does not need to be ethical, but I would rather support initiatives that I believe in. (Interviewee 7) 
 
Yes, I do not mind paying more. If I like it, I would pay more, if it fits in the criteria. Because I know 
that the money is used for. (Interviewee 1) 
 
Yes. Because, it is just the value I have. It is important to care of the people around us and the nature 
around us, so if it costs me 200kr more or 1000kr more and I had the money to pay it, I would, for 
the sake of it! (Interviewee 2) 
 
If for example I have to choose between two brands and I know that one of the two is a local brand, 
more sustainable I would say, probably I would go for that one. (Interviewee 14) 
Yes, for sure, I would pay more. Of course, but it depends on the difference but I would at least 
understand why one is more expensive than the other. I can then understand that you follow all the 
ethical rules, why at the end your product is at the end more expensive. I would pay more, but really 
relatively seen how much more. (Interviewee 14) 
 
A little more, not too much more. (Interviewee 12.) 
 
 Let’s say there is a bit of the difference but there is still a budget then yes. But of course it is 
difficult to answer, if you ask like this I would say yes. (Interviewee 10) 
 
It depends, I don’t know. If it is only few more euros I would buy the ethical, but if it is double then 
no. If it is the same price I would probably go for an ethical. (Interviewee 15) 

...a little bit more, but since I am a student I would not pay too much more. Probably just 10%. 
(Interviewee 11) 
 
JEWELLERY SHOPPING JOURNEY 
 
DRIVERS (When you buy jewellery? Why?) 
 
Basically, I buy it if I need it. Now I have this pair of earrings. If I do not lose them, I would not buy 
new. Maybe if I have a special occasion like a wedding or whatever, I would try to find some new 
pieces. (Interviewee 3) 
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Usually I buy jewellery when I have money to spend and when I see something that I really like and 
I want it. Jewellery is something that you never need. It is more a pleasure that you do when you have 
money and you cannot do without it. When I want to reward myself for something. 
 
I would also get this and she made it herself and there were many good ones and it wasn't that 
authentic, but I had already in my mind before. So, it had kind of a value for me that I really wanted 
this kind of jewellery. (Interviewee 4) 
 
When it's my birthday but it is more when my mom buys me jewellery. When I feel like it. I buy it 
when the right time comes. (Interviewee 4) 
 
There is no specific time of the year. It depends on the occasion, or style, if I need to go for instance 
to work or certain type of more classical jewellery, I would buy that. (Interviewee 5) 
 
Usually for very special occasions, for instance Christmas. Usually for others, for my friends, for my 
sisters. Because I want them, as I said already that they remember me. Because I want them to have 
a good memory of me for a long time and I want that they know that we have a relationship, to 
remember that I am important for them and they are important for me. (Interviewee 13) 
 
I think for instance one moment where I wanted to buy jewellery was before my graduation, before 
the ceremony. I spent 2 days to search for the perfect earrings which in terms of design suit my outfit. 
Then my parents wanted to buy something for me when we opened the first shop... It was both more 
to celebrate a memory, means giving importance to the events that were happening. (Interviewee 7) 
 
I think every year, at the end of the summer, I think about my look for the next year. I decide for the 
style for the next year. (Interviewee 7) 
 
When I want to treat myself. Let’s say I go abroad. I usually would like to have a jewellery from that 
place because it reminds me of the place and it is something that is small and easy and I can bring 
with me. Occasions, because maybe I have an important event or something, where I would like to 
look pretty or have a dress that would go well with a certain jewellery. Or something that needs a 
jewellery to look good. (Interviewee 2) 
 
I do not have a specific occasion or moment of the year where I buy more jewels than another time 
of the year. Of course, we associate jewels to gifts. It is always a proper gift to give in any situation: 
birthday, wedding. Personally it can be just a random day, where I go to a shop and I see something 
that I like and I buy it. (Interviewee 14) 
 
Somehow, when I am on vacation. I don’t know why. I feel, when I am on vacation, I am allowed to 
spend more money so that’s why I buy expensive stuff. Most of my jewellery are gifts which I 
received. (Interviewee 12.) 
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Birthday, Christmas or something. (Interviewee 12.) 
 
If there is a special occasion that you are offering someone something. I would buy something that 
my friend likes. (Interviewee 10) 
 
You want to give them something that will stay with a person, something that reminds of specific 
moments. (Interviewee 10) 
 
 I used to buy it for occasions happening, but when I got older I started spending more money on the 
jewellery. I started spending more money on the jewellery all the time. I don’t usually change my 
jewellery. I buy it when I find something that I like. I may buy something for a big wedding, if I find 
something that is really beautiful and will match to what I wear, but it is not that often. It is mostly 
the earrings. (Interviewee 9) 
 
Not necessarily about jewellery: I am very emotional with my shopping behaviour. I try it on and I 
love it and I often don’t know why I love it. It very rarely a rational decision. It is not like I need 
black pants and I buy them, but it is more I want them to look like that and then I search for them for 
a long time. I simply buy something because I love it. I usually go shopping to the places I know 
about (companies, shops). I may just enjoy the products they have, simply just enjoying buying 
clothes because I love it not thinking about where it was produced and so on, simply because this 
shop was pre-approved. (Interviewee 9)  
 
Occasions (birthday, Christmas). It is usually a gift. (Interviewee 15) 

I like to shop with another person, I need a final opinion, I try it on, I consider a price, I think of 
occasions I could wear it and outfits. I need a final advice from someone. I am always unsure whether 
I like it or not or whether I should look for something different. Sometimes other people give me the 
final opinion. (Interviewee 15) 

Christmas. For myself just whenever I see something that I like it doesn’t have to be a special 
occasion. (Interviewee 11) 
 
CHOICE OF THE PLACE 
 
But I just walk around and when I see a place I stop by and buy earring, but I never go to the super 
expensive place. (Interviewee 3) 
 
I know it when I like it. There is never a certain shop where I buy jewellery. For example, one time I 
bought a ring when I was on vacation, but this was like something super crazy. I saw this ring on the 
newspaper, I saw that they had it, I did not give a s**t to the price and I went to the shop and I bought 
it. I do not have a certain place where I go in particular. I go where I see something that I like. 
(Interviewee 6) 
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If I am home, I would go to the jewellery shop where my mum goes if they have a certain piece I 
want. But it is not a necessary condition. I could buy it everywhere. In this sense, the main thing is 
the availability of the product and who has it. (Interviewee 6)  
 
In this case I would ask my mum to come with me, to suggest me where to go, I would follow her 
because I always trust her more than me. (Interviewee 6) 
 
I never really know when, where I want to buy it. If I really want something, then I usually wait until 
I see it somewhere. Just randomly. (Interviewee 4) 
 
Maybe I would go somewhere where it's a little bit more local. Like in Asia. I know they have a lot 
of nice silver for example. It's a little bit different. If you say here silver, it is just like nothing, but 
they have so beautiful stuff that is silver. And also the stones because they have it kind of local, just 
from the borders. So, I think that would be really nice. But I think especially in Thailand, they have 
really good quality of a jewellery because they're kind of specialized on this as well. (Interviewee 4)  
 
Normally I buy it in my own country, in shops that I know, which produces good and real products...I 
normally trust my own shops where I buy it. (Interviewee 5) 
 
I just go to the shopping mall or the city-centre and I have a look around. And what I like I buy if I 
have money (Interviewee 13) 
 
When speaking about the quality of the products I trust online shops. For what concerns the ethics, 
no, I do not trust them. (Interviewee 13) 
 
Usually there is the factor that pushes me to buy is if I can imagine the occasions that I am going to 
wear the piece. If I know, I am going to wear a thing often, it sounds like a good investment. If you 
see something that you like but you know you are never going to wear it, you would not spend so 
much money on that. But if I see that it is something that I can wear almost in any occasion and it can 
fit different situations, then I am going to buy it. It is worth it. (Interviewee 13) 
 
Usually, in the city centre there are few stores to buy jewellery, I would go there. Or shopping malls. 
I would not go out of town. Usually, I go to places where there are a lot of shops. (Interviewee 13) 
 
Sometimes I want to buy things but I do not know where to find them. (Interviewee 7) 
 
As I said, I normally would go to the places that I know that are good. I have my favourite locations 
and I would go there. And if when I went there and they had something that I like, Then I would look 
into that. But I would not go porously there to buy that, because I probably do not need it. (Interviewee 
1) 
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I do not really buy online, because for the accessories, I like to go in a shop, not to try them but simply 
to touch them and see the quality. (Interviewee 14) 
 
I think that today there are two kinds of shops where you can buy jewels depending on how much 
you want to spend on it. You can go to the well-known brands such as Tiffany, PANDORA or Tissot. 
There are so many. And on the other hand, there are companies such as Zara, H&M, Topshop and 
they sell enormous amount of jewels. What is incredible is that often the jewels they sell are better 
than the one you can buy in the shops. They follow the trend of the luxury brands, such as Bulgari, 
Cartier and they reproduce the models. In a certain sense, you can have a fake Cartier which you buy 
for nothing but still the model is the same. Then there are these kinds of shops without the brand. 
They say that they are hand-made but you really do not know them. The cost is maybe 70€-75€ and 
you say: “Ok, for the same price, I can go to PANDORA and get a PANDORA jewel”. If I want to 
pay that price, I will go and buy it at least with a brand otherwise I will just go for H&M and Zara. 
(Interviewee 14) 
 
Either I buy it online. There are sited where I can get proper gold and diamonds and it is not crazy 
expensive. (Interviewee 12.) 
 
it’s the similar as if you want to get a tattoo. I would rather wait a bit. If after that month I still want 
it and if I could afford it I would go for it. There is a click in my head that tells me today is the day 
that I am going to buy it (Interviewee 10) 
 
Normally in my hometown, because that’s where I am when I have a birthday, and we have couple 
of stores where we know the jeweller. We trust them or know the owner. (Interviewee 15) 

Usually I just go to the store. Usually most of the brands that are more famous I don’t really go to 
their pages. I just go to the city centre. Usually I just enter a department store then I walk around 
see the thing and maybe there is something that I like maybe not. (Interviewee 11) 
 
INSPIRATION 
 
Usually, from newspapers, Vogue or something like that or by looking at the windows of the shops. 
Sometimes internet. I would go for journals and windows, sometimes I stop by to look. (Interviewee 
6) 
 
I go on the Internet, search in e-catalogues, online shops. We girls get inspired by our friends. 
(Interviewee 8)  
 
I get inspired from Instagram, from my friends, friends that have the same style as me. 
Deleted Instagram but I followed some jewellery brands and bloggers. (Interviewee 3) 
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I like to go to the websites of the really high-fashion brands and I think what I would like there, and 
if it would fit me. (Interviewee 4) 
 
I really like to go through Instagram. This is true, because the most beautiful things that they have, 
they put on Instagram. So, from there or I look at just some people who are wearing something where 
I think: “Oh, this is either really nice or maybe I would like it this way or something”. And then I 
think I got pretty inspired by where I worked because it was a really interesting design. (Interviewee 
4) 
 
I don’t know, mostly it is my own choice. I go in a shop and I walk around and I see something what 
I like, I try it on and then I buy. I do not follow anything on social media or something. Because I 
think it is my own kind of voluntarily style what I look for. (Interviewee 5) 
 
No, usually I do not. I don’t even browse online stores. Once I see it, if II like it, I buy it. I would not 
google jewellery and look for it, I have never done that in my life. (Interviewee 13) 
 
I prefer to have the real physical experience, rather than seeing it in a picture. Because I want to touch 
what I am buying, I do not like to buy online. I don’t trust online shopping. I did it once or twice but 
I prefer if I have a store, I prefer to physically go to the store. (Interviewee 13) 
 
Why touching? Because it gives me an idea of the quality and of the resistance of the material 
(Interviewee 13) 
 
A lot of Instagram and Pinterest. I guess I also look at my friends, but I have to say that not a lot of 
people have this style of jewellery that I like. (Interviewee 7) 
 
Nothing inspires me like that. I do not get ideas. I built an image in my head and if I see something 
like that, maybe I will get it but normally I do not go and look for jewellery. If I find something in 
the spot, I´ll buy it. But I do not go with the purpose to buy jewellery. (Interviewee 1) 
 
I usually get some newsletters from let’s say Georg Jensen, because that is one of my favourite brands. 
But then again when I would buy a jewellery I actively look for brands. I actively look at the web 
shops to see what brands are around there and what is my budget, what can I afford. And also, friends, 
what they are wearing, if I find something that looks good on them, then I would look up what brand 
is that. (Interviewee 2) 
 
Social media like Instagram. There are so many fashion bloggers. Or just micro blog where there are 
shops. (Interviewee 14) 
 
Getting an advice, talking to friends, starting from known brands (Interviewee 10) 
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Sometimes I just see something and I fall in love with it. Sometimes from Instagram, watching people. 
Sometimes from people that I like the style already, when I see her wear something I need to check 
it out whether it is something that I could wear as well. I follow Hvisk, Maanesten, Jana Koning. 
(Interviewee 9) 
 
If you see something not in the store but on the person, then it can be difficult. That is why do you 
often ask people where do they get the stuff. I prefer to buy things in the shop, I’m not very much 
online shopper (I want to try it, see it, I don’t like hassle of giving it back). I may start searching on 
an internet to get an idea, look into some brands I know might do the similar stuff. Otherwise I must 
keep my eyes open every time I pass a jewellery store. (Interviewee 9) 
 
People that surround you are the first source of information. That would be the way to influence 
you. (Interviewee 10) 
 
See it on friends, other people, Instagram. I follow some fashion influencer, not so many but some. 
(Interviewee 15) 

magazines or store; social media, I don’t follow, I sometime get sponsored ads, you may see 
bloggers. I follow some fashion bloggers. (Interviewee 11) 
 
SELLING JEWELLERY 
 
No, doesn’t know how it work. (Maria)  
 
I lose it before selling it. I do not have really fancy stuff, so never. (Interviewee 3) 
 
I don’t really like the selling concept. I think jewellery should always have something attached to it. 
Selling is also like selling the person or the reason why you received or did it. (Interviewee 4) 
 
When I was really poor, but because I have a lot of jewellery, I have a lot of gold from when I was a 
baby in Thailand....And my mom just told me Anna, I don't ever sell jewellery. So, I think I lived by 
that. I always tried to like not to think about that at all anymore. (Interviewee 4) 
 
No. Because I think it is really personal. What I consider and I do if I do not like the jewellery, I 
would melt it and let people make another jewellery out of it, which is personalised. (Interviewee 5) 
 
I have received of course as well some gifts, from my parents or family members and this is the 
jewellery I would never sell or re-made neither. It is something personal. (Interviewee 5) 
 
Yes, but I could not. Especially the expensive one. The most expensive one that I have comes from 
my family and I would feel so guilty so I could not. (Interviewee 13) 
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Because since it is a symbol of our relationship and a declaration of our affection I wouldn’t be able 
to give it to someone else. It is something that is mine and I am attached to it. (Interviewee 13) 
 
Yes, if I had more time, I would love to do that. I know that there are some websites. (Interviewee 7) 
 
Yes absolutely. Everything that I have, I never try it to throw it away. I first of all always try to ask 
people who are close to me if they are interested in the clothes, the jewellery, shoes etc...I am not 
going to throw it to trash, I would try to let it go somewhere. If someone can use it, I would like to 
continue the journey of the product instead of trashing it. (Interviewee 1) 
 
I never considered selling my jewellery. All of my jewellery is I would say 99% quality things or like 
a gift that was given. I do not see the point of selling it, because it is good quality and nice things. 
(Interviewee 2) 
 
I don’t know why. I have a lot of jewels. It is something that you always care about. They are so 
different, one from each other. One day you buy this because you are going to wear a blue dress and 
then maybe you do not wear it for some months, but still it is in your box and you can take it another 
time. But no, I would never sell my jewels. (Interviewee 14) 
 
Because of the sentimental value. I would rather sell the earrings because I sold them on myself. They 
do not mean that much, even though they are diamonds. (Interviewee 12.) 
 
All the really nice jewellery I don’t want to sell. Only the cheap jewellery that I bought when I was 
young. (Interviewee 9) 
 
Only once because it was my ex-boyfriend and he was an asshole and it was a shiny thing. But 
otherwise not, because it is something other people gave me. (Interviewee 10) 
 
No. I want to keep it. I don’t think I would sell it, I want to keep it until I die, give it to someone else. 
It is a memory of someone. (Interviewee 15) 

I don’t have that many expensive thing and they would not be that valuable. (Interviewee 11) 
 
SECOND-HAND JEWELLERY 
 
Yes, I did, from flea markets. (Interviewee 3) 
 
Yes, on the flea market even overpriced. (Interviewee 8) 
 
Interviewee 9:  yes 
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No never. First of all, I would think whom the ring was belonging to before. I don’t want things of 
others. In general, personal belongings for instance clothes, jewellery, something that characterizes a 
person. Jewellery characterizes a person. (Interviewee 6)  
 
Yes, many times. But then I was also reading a lot about how it actually gives you bad energy to wear 
gold after someone else because it takes from you the bad stuff that is in you or when you are sick...Or 
if it is just something really simple I can remake it and make some other gold think from 
it (Interviewee 4)  
 
No, it is really stupid. I believe that the energy comes with the jewellery. For example, rings or any 
type of jewellery, which you buy second hand could bring with them negative energy. (Interviewee 
5) 
 
Yes, concerning vintage jewellery (something that you can see from the style from 20s to 80s) it is 
ok. I do not care, if someone wanted to give it away, I do not know the story, it can be mine. 
(Interviewee 13) 
 
I am not sure. I do a lot of second hand shopping privately. I definitely would. I like second hand 
stuff because it is old, no one has it, because it was already made and it was not made especially for 
me to buy it. I grew up with a lot of second hand shopping and I love it. (Interviewee 7) 
 
Yes, absolutely. I do not see the problem with something that was used, as long as it looks 
representable. If it is not dirty or broken...With jewellery, the only thing which could be problematic 
are earrings because they go through the body. But as long as I know that it is clean, it is fine. I just 
need to be certain that the companies clean it. (Interviewee 1)  
 
And yes, I would consider buying second-hand jewellery. Because it is in a sense recycled material. 
Some of the things have a good value as well. But mainly if I see something that looks good and I 
can get is cheaper because it is second hand, instead of just go to the store and ask for the same thing. 
(Interviewee 2) 
 
No never because I did not really have the opportunity. I think that I never faced that opportunity 
because it is not popular or common that they sell their jewels. Also, because unless they are from 
well-known brands, I would never buy a second-hand jewel. Also, because I think that jewels are 
something very personal, like earrings. When you put an earring, there is a contact with your ear so 
it is something as well with hygiene and I would not like to wear after knowing that they belonged to 
another person. (Interviewee 14) 
 
Actually no, but I would not mind. Sometimes I do not like second hand clothes. I bought some once 
but, sometimes I do not like it that other people were wearing it. But with jewellery, it does not really 
matter. A ring, you can just buy it and get someone to change it in something else. (Interviewee 12.) 
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Sometimes, you can get second hand cheaper which is nice. Maybe if the jewellery has a super 
sentimental story in behind, it might be weird to wear it. Divorcement ring or something, maybe I 
would change the design then. (Interviewee 12.) 
 
I would. If it something you find in the markets, they already have a history behind it, it is nice that 
they are passing it further. I don’t see it as an issue, most of the things I have is already recycled 
from my mum or my grandma. (Interviewee 10) 
 
No. Or maybe I considered it. Maybe a big necklace, colourful, but maybe I wore it twice. Important 
jewellery no. I feel it is something that it was very next to other people and I don’t like it. Next to 
their skin I mean. Bacteria, or just the idea. I wouldn’t buy something that you would keep one 
(earrings). (Interviewee 15) 

I am trying to buy second hand, if it fur I prefer second hand so that I don’t feel bad about it 
(Interviewee 11) 
 
Yes. (Interviewee 11) 
 
PANDORA 
 
Interviewee 8: she likes Pandora, does not know they are engaging in CSR but she hopes they do 
 
My mum has something from them. I don't really like PANDORA and the design. Actually, I was 
really surprised when I knew that it was a Danish company. I thought that it does not have a lot to do 
of Danish style. Actually, I thought that it is a Spanish company, because of the name and the style 
and the design. (Interviewee 3) 
 
I have bought something from them. I bought rings mainly, because I like the rings. I have never 
bought them for me but I like their rings. I do not like their bracelets. I have bought it for my mum 
for example. I always buy it for the others, never for me. I like buying for people that I love. it’s 
something that makes me happy, because it is something that makes the other person happy. 
(Interviewee 6)  
 
They have some really beautiful stuff but it is super sad how they are promoting themselves and how 
they're doing the sales. Like everyone stayed standing in lines before the Christmas time because they 
have all those discount times where they give you a bracelet for free when you buy like three of the 
charms. I feel super like this is totally what loses the value of the jewellery and this totally all you 
should not do...It should be one charm that has its own value and you want to wear it even on its own 
because that's why you buy jewellery. And then altogether it becomes those memories...They trying 
to promote some thought and they have something behind it but they don’t live by it at all. 
(Interviewee 4)  
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So it's just very simple and it's very like family jewellery for me. I got it from like people close to me 
pretty much. (Interviewee 4)  
 
I have never thought about that brand. I know the brand but I never thought about buying anything 
from that brand. I think I am just not interested in the brand, I never looked up to that brand. I think, 
for me, maybe it is not true but they do not produce real jewellery...it comes to my mind, maybe it is 
not true, that they do not produce real metal.  (Interviewee 5) 
 
Yes know them.. I actually own the direct competitor, which is Trollbeds. It is a present from my 
aunt for my Bachelors graduation (Interviewee 13) 
 
Sustainability Pandora: Not a clue. I don´t think they even state it. (Interviewee 13) 
 
The bracelets might be nice for people, with adding on, but for me it is too much and I like things 
that are simpler, I would not buy anything of them. (Interviewee 7) 
 
I do not like the concept. I did not know anything about PANDORA until the bracelets with the 
charms came out. I was never aware about that. What I do not like is the concept that shows that you 
have to buy many, many, many pieces from us. I do not like that. (Interviewee 1)  
 
I would like to know the information about their bracelets because I just recently went to their store, 
a couple of months ago. We entered there and I wished they told something about it but it was just 
nothing. They showed us all the different charms that they have. I wished that I have gotten more info 
from them, even though I am not buying. I would like to know that they are doing something and if I 
go into a shop I would like to get the information about the products. (Interviewee 1)  
 
I know them. I think I have gotten a present from PANDORA. It is earrings and a bracelet. 
(Interviewee 2) 
 
It is ok. The design is maybe not my first choice but it is ok. (Interviewee 2) 
 
I do not like the BRAND. I do not have anything against PANDORA but the jewels they sell is 
nothing that really attracts me. (Interviewee 14) 
 
Yes, I have. Because I also know the guy who founded it. I mean my family knows them. (Interviewee 
12.) 
 
CSR: I don’t know, but I imagine they have very classical CSR as they are very corporate. 
(Interviewee 9) 
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Yes I have a friend and a bracelet that I got as a gift (Interviewee 10) genius in a way because they 
kind of managed to commodify that is something important in a jewellery, special moment 
(Interviewee 10) 
 
Some earrings , I got them as a present form my ex flatmates as a birthday present (Interviewee 11) 
 
3 WORDS: 
 
Kind of cheap, also I have the feeling that friends buy it for you, so friendship somehow. Tacky is 
the last word. Colourful (Interviewee 3) 
 
Stylish/trendy; affordable; Classy/every day (Interviewee 8) 
 
Not really elegant; it is too defused – it is affordable so always someone else has a PANDORA piece 
– too mainstream; ugly – but I like some of the rings (Interviewee 6) 
 
Mainstream (Interviewee 4) 
 
Charms, not real metal (Interviewee 5) 
 
Danish, Girly and Shiny (Interviewee 13) 
 
Customizable, girly, kind of high-end – I would not say it luxurious but good quality, higher price 
but not very exclusive (Interviewee 7) 
 
Everywhere, wasteful bracelet, I do not even know what else they produce. (Interviewee 1) 
 
Simple (design), so they try to cover a large range of people; good budget (affordable); young 
(Interviewee 2) 
 
If I had to describe PANDORA as a person, I would say that it would be a girl, who tries to be cool, 
but for some reasons she cannot, because from inside she is nerdy and she tries to be like the real cool 
girls in the school but never reaches them. And this for me is PANDORA. (Interviewee 14) 
 
Unfashionable, Danish but international – it is everywhere (Interviewee 12.) 
 
old-school, commercial, corporate (Interviewee 9) 
 
original, obvious, and paradoxically impersonal – by commodifying all these moments it is no 
longer original. It makes the meaning a bit obvious. Something that is special to you it is just 
something that it is and you know it. (Interviewee 10) 
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charms, stores, young people (I think Pandora tries to renew themselves when coming with new 
products and campaigns, it is also very diverse. You can recognize it: the charms) (Interviewee 15) 

frog, charms, white (store) (Interviewee 11) 
 
Follow on social media? 
 
I don’t but I do not follow anyone. I am not really into following brands on Instagram or Facebook. 
I have my personal taste. Of course, I do not care like a lunatic but still I do not follow the trends 
online. I do not go on Instagram and look what another girls wear (Interviewee 13). 
 
No, because it is not really my style. (Interviewee 12.) 
 
I don’t follow them, I’m not a big fan of Pandora (Interviewee 11) 
 
Would you consider buying it if you knew that they are sustainable? 
 
Why not. If it is ugly no, because I do not like it. I would be happy for them to do the sustainable 
thing but I would not care. (Interviewee 6)  
 
Heard that PANDORA is sustainable? 
 
I actually know nothing (Interviewee 2) 
 
I know that for example, they support the woman power in business. In fact, that there are so many 
women employed in PANDORA. This is an aspect I like about the company. I know that they are 
quite environmental friendly, but I cannot tell you exactly why and what they are doing. Probably 
they were listed as one of the best companies to work for because the working environment is pretty 
good. They organise always social activities. They try to employ people from all over the world to be 
quite multicultural. Of course, I do not want to say that the company is bad but probably it would be 
one of the last companies in my jewellery list. (Interviewee 14) 
 
No. Actually, I wanted to apply for a job there. I looked at their Instagram but I did not see anything 
indicating sustainability. (Interviewee 12.) 
 
Nothing about their CSR, it is really not a brand that I would consider (Interviewee 10) 
 
No nothing about CSR (Interviewee 11) 
 
 
 
 


