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Abstract 
Despite the fact that Denmark and Sweden share a common heritage of Scandinavian design and 

have the mutual aim of placing Scandinavia on the global fashion scene, it has been found that 

some kind of barrier exists between the two fashion players as Swedish fashion companies are 

struggling to succeed on the Danish market. The underlying problematic area for this is 

unknown, and the purpose of this thesis was therefore to understand the barriers that seem to be 

hindering Swedish fashion companies to succeed on the Danish market. 

 

This thesis applied an abductive research approach, and in order to gain an initial understanding 

for aspects that could affect the problems Swedish fashion companies are facing, the theoretical 

areas of branding, fashion, brand COO and CET have been studied. With the help of ten semi-

structured interviews, insights on young Danish female fashion consumers have been gained. It 

was found that the four theoretical areas affect the studied Danish consumers but that they do so 

to varying extents, which resulted in four stereotypes. Therefore, the barrier was found in the fact 

that the consumers have different levels of fashion involvement, perceived importance of brand 

COO, tendencies of CET and the same level of perceived brand importance, leading to different 

combinations of these.  

 

For Swedish fashion companies to succeed on the Danish market and tackle the barrier, it was 

suggested that they first identify which stereotype(s) that best matches their target consumers. 

Insights on how these companies thereafter should adjust their brand communication strategies to 

best suit the stereotype(s) were then presented using the structure of business model canvases. 

The Swedish fashion companies must further build on these insights and customize them in order 

to leverage on their competitive edge. 
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1. Introduction 
The trademark of Scandinavian Design is internationally renowned based on functionality and 

clean aesthetics. Since the beginning of the 21st century, fashion design in particular has grown 

to become an area of focus for the Scandinavian countries. Government institutions, fashion 

media and industry organizations are forming partnerships to strengthen the status of the fashion 

industries and to create a stronger common fashion identity on the global market, with the aim to 

increase the export of fashion brands and products (Melchior, 2011; Nordic Fashion Association, 

n.d.). Despite these efforts of communicating a common fashion identity for the Scandinavian 

countries, it is Denmark and Sweden individually that stand out on the global fashion scene. On 

several recent lists over the world’s most important countries in fashion, these two countries are 

continuously appearing (Di Donato, 2017; Dicker, 2016; Leach, 2015). Moreover, Denmark is 

advancing further with the aim of becoming a global center for fashion and the leader in 

mobilizing the industry to change the way fashion is produced and consumed (Bergin, 2018; 

Danish Fashion Institute, n.d.; Official Website of Denmark, n.d.; Melchior, 2011). 

 

Since Denmark and Sweden are two of the most popular upcoming fashion nations in the world, 

with a strong connection to the shared heritage of Scandinavian design and with the mutual aim 

of placing Scandinavia on the fashion map, one may assume that these countries would have 

successful fashion trade. However, this is not the case. It appears that some kind of barrier exists 

between the two fashion players as Swedish fashion companies are struggling to succeed on the 

Danish market, and the underlying problematic area for this is unknown (Appendix 1 & 2). 

Therefore, this thesis offers insights on the barriers that are hindering Swedish fashion 

companies on the Danish market. In order to provide these insights, a consumer perspective has 

been applied where semi-structured interviews have been conducted with a focus on the four 

theoretical areas of branding, fashion, brand country-of-origin (COO) and consumer 

ethnocentrism (CET). Four consumer stereotypes emerged to explain the perceived barrier and 

recommendations on how Swedish fashion companies best should conduct their brand 

communication strategies to succeed on the Danish market are presented. 
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1.1 Background & Problem Statement 

The fact that Swedish fashion companies are facing unexpected barriers on the Danish market 

has been revealed through interviews with both Business Sweden1 in Denmark and the former 

Expansion and Marketing Manager for the Swedish fashion company Gina Tricot, Victor 

Appelqvist. In both interviews, it was highlighted that Denmark is a difficult market for Swedish 

fashion companies to succeed on and that there was a lack of understanding for the underlying 

problematic areas (Appendix 1 & 2; Sundling, 2008). On the other hand, according to the 

websites of institutions and organizations such as the Swedish Government and Business 

Sweden, Sweden and Denmark have similar values and politics. Therefore, Denmark is 

considered to be an excellent market for Swedish companies to start on in their 

internationalization processes. Furthermore, Denmark is considered to be one of the easiest 

markets in Europe to do business with (Government Offices of Sweden, n.d.; Business Sweden, 

n.d.; Business Sweden, 2017). This clearly contradicts the insights gained from the above 

mentioned interviews. Could it be that the barriers exist as Swedish fashion companies believe 

that no crucial differences exist between Sweden and Denmark? That Swedish fashion 

companies therefore merely apply the same strategy in Denmark as they do domestically in 

Sweden? With the beliefs of shared commonalities in the societies more generally and in 

Scandinavian fashion design more specifically, this is not an unlikely line of reasoning. 

Nevertheless, it might not be the correct line of reasoning as it can be argued that cultural 

differences between Sweden and Denmark do exist. 

 

When reviewing Hofstede’s six cultural dimensions and applying it to Sweden and Denmark, the 

results show that cultural differences between the two countries exist. The dimension where the 

two countries are the furthest apart is Long Term Orientation (Appendix 3). In this dimension, a 

country either finds it important to maintain norms and tradition and observes social changes 

with doubt, or a country encourages new ways to prepare for the future. While Sweden is 

indifferent between the two, Denmark is classified as a country in the former category with a 

great respect for its values and traditions (Hofstede Insights, 2018). Could it be that Swedish 

fashion companies do not understand this cultural difference between the two countries and that 

                                                
1 A firm helping Swedish companies with their international expansions, jointly owned by the industry and the 
Swedish Government. 
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this in turn is impacting their success on the Danish market? It could be that Danes value specific 

aspects in fashion brands that Swedish consumers do not, and if Swedish fashion companies 

apply the same strategy on the Danish market as they have on their home market, these important 

Danish values are not being taken into consideration. 

 

In accordance with Denmark’s score on the Long Term Orientation dimension in Hofstede’s 

framework, Selmer and Lauring (2013) state that Denmark’s strong globalization strategy with 

the aim to boost its future international competitiveness is being influenced by skepticism among 

the population. Many citizens do not wish to integrate Denmark into the global economy as they 

believe it will affect the Danish values and traditions. Even more so, the authors state that this 

viewpoint that is shared among some of the Danish citizens is influenced by a feeling of 

ethnocentrism, which in this case refers to that Danes perceive their group as the center of 

everything and all other groups are rated and scaled with reference to the Danish culture with its 

values and traditions. Applying this line of thought to the context of this thesis, it might therefore 

be that Danes believe that their fashion brands are superior to the Swedish ones, and that Danes 

prefer to purchase fashion brands from Denmark over fashion brands originating from Sweden. 

  

A possible explanation for the issues Swedish fashion companies are facing on the Danish 

market could, in the light of the previous paragraph, be found in the extensive research on how 

the origin of a brand affects this brand’s image and how this in turn affects consumers’ 

preferences. A product’s brand COO affects consumers’ quality perceptions of the product in 

question (Wang, Sui & Hui, 2004). If the consumers are ethnocentric, it can furthermore affect 

their willingness to purchase products that are from other countries. Consumers’ perception of a 

brand is also affected by the existence of a match between the product’s brand COO and the 

country’s reputation in that product category. If a country is famous for, or associated with, a 

specific product category, this can affect consumers’ willingness to purchase the product 

positively (Cristea, Capatina & Stoenescu, 2015). It might therefore be that Danish consumer do 

not wish to incorporate Swedish fashion companies in their preferred set of brands, either 

because the Danes want to protect their country’s economic interest due to ethnocentrism or 

because the Danes do not associate Sweden with high quality fashion brands. 
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Another potential explanation could be that Swedish fashion companies are stuck in a 

globalization-localization brand communication dilemma. If fashion companies are pursuing a 

standardized brand communication strategy, where cultural differences between countries not are 

being accounted for, it is easier for these fashion companies to communicate their brand COO 

and thereby create a strong brand image. On the other hand, by not taking cultural differences 

into consideration and highlighting brand COO, adjustments to local markets are lost. By 

applying a local strategy, it can lead to that fashion companies create a brand communication 

strategy that is more suitable to the local market, which can positively affect the performance of 

the brand. The risk with a local brand communication strategy is that it can create confusion 

about the brand image and the brand COO of the product. These two strategies cannot be 

pursued simultaneously (Liu, Perry, Moore & Warnaby, 2016). For Swedish fashion companies 

to understand which of these two strategies to apply on the Danish market, insights on Danish 

fashion consumers and their thoughts on the importance of culture and branding in fashion must 

be gained. 

 

This thesis aims to reveal where the barriers that seem to be hindering Swedish fashion 

companies to succeed on the Danish market exist by gaining insights regarding Danish 

consumers and provide Swedish fashion companies with guidance. Are there possible barriers to 

be found among Danish consumers and their brand preferences due to ethnocentrism and 

importance of brand COO for fashion brands? Or, are they to be found in particular brand 

communication activities that appeal or do not appeal to Danish consumers? Either way, 

adjustments in how Swedish fashion companies are conducting and communicating their brands 

to the Danish consumers must be made. As no studies have been conducted within this area 

before, shown in the coming literature review, this thesis seeks to fill this gap and the purpose is 

therefore: 

  

Understand the barriers that seem to be hindering Swedish fashion companies to succeed on the 

Danish market. 
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1.2 Literature Review 
In this section, a literature review with findings from previous studies connected to the areas of 

branding, fashion, brand COO and CET in an international context are presented. As no previous 

studies have been conducted using these four topics in the same context as this thesis, studies 

highlighting some or all of the topics but in different contexts are reviewed. This literature 

review will therefore act as a starting point for further exploration of the theoretical areas that 

will be presented in Chapter 2. Five articles related to the topic of this thesis have been found 

and will be summarized below. After each article, a short reflection is made in order to connect 

the article to the context of this thesis. This section concludes in a discussion on the articles in 

order to map what has already been researched about the topics but also to clarify what remains 

to be studied to be able to answer the purpose. 

 

According to Liu et al. (2016), fashion brands today are faced with a ‘global-local’ dilemma in 

their brand communication when entering other markets. It is common for fashion brands to 

apply a global brand communication strategy over markets to secure a strong brand image. A 

crucial part of the brand image is the brand’s COO as it influences a brand’s history and heritage. 

By creating a strong brand image globally, it enhances the credibility and power of the brand. At 

the same time, fashion companies must adopt their brand communication strategies to make them 

suitable for the characteristics and needs of the local markets. The authors conducted a study 

analyzing luxury fashion brands on the Chinese market to gain an understanding for how these 

companies deal with the ‘global-local’ dilemma. The results show that the international fashion 

brands are adopting some of their brand communications such as PR activities while other brand 

communications such as larger campaigns are kept standardized in order to maintain a strong 

brand image as global fashion players. Another outcome was that by over-localizing brand 

communication, the strength of the brand image and brand COO might be lost. 

  

Despite the fact that the study conducted by Liu et al. (2016) focused on the emerging Chinese 

market and luxury fashion brands, which limits the transferability to the context of this thesis, it 

provides valuable insights about the importance of brand COO in a brand’s image and that it is 

important to keep some of the brand communications standardized to maintain a strong brand 

image when entering new markets. The article has a corporate focus and does not provide 
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insights into how brand image and brand COO more specifically affect consumers and their 

preferences. The coming articles will, aligned with this thesis, apply a consumer focus. 

 

Cristea et al. (2015) investigate the effect that brand COO has on a product’s positioning by 

exploring cognitive, affective and normative mechanisms. They argue that for brands to succeed 

in the highly competitive international context, it is of importance for brands to create a match 

between brand COO and the country’s reputation in that product category, and later use this 

match in their positioning. Cristea et al. use France as an example, “France has a positive image 

when it comes to wine, fashion or perfumes, while its association with cars and high technology 

products is less positive” (2015, p. 423). The research findings indicate that a product’s brand 

COO image affects the product’s perceived quality on a cognitive level which leads to 

perceptions regarding for example reliability, safety and performance. The affective mechanisms 

connected to brand COO can give a product a specific personality which can include a social trait 

such as social status. If the country’s, product’s and consumer’s personalities, beliefs and values 

are not in sync, this can result in product avoidance. A normative mechanism that affects the 

perception of a product is CET which is based on the product’s brand COO and can decrease a 

consumer’s willingness to buy. 

 

Despite Cristea et al.’s (2015) interesting and important findings on the topics of branding, brand 

COO, CET and their effects on internationalization, the context in which this study was 

conducted does not apply to the cultural context between Denmark and Sweden. Furthermore, 

the authors do not consider the specific product category of fashion. To gain a deeper 

understanding for brand COO in a fashion branding context, the following article by Lim and 

O’Cass (2001) is identified as a next step in the further exploration of the topics connected to this 

thesis. 

  

Lim and O’Cass (2001) state that the traditional way of looking at COO is misleading. By 

conducting a survey questionnaire on students in Singapore, the conclusion was reached that a 

change has occurred in the extrinsic cues when individuals are consuming international fashion 

brands. The extrinsic cues coming from a product’s COO is becoming less relevant since a 

majority of products today not are being designed, manufactured and assembled in the same 
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country. This creates confusion around a product’s COO. The study showed that participants 

could more easily identify the brand’s culture of origin than a product’s COO, meaning where it 

has its final point of manufacture or assembly. Other key findings from the study indicate that 

consumers no longer use products COO as a source of information about a fashion product’s 

quality and that therefore the brand’s culture of origin should be marketed instead as it is more 

effective. Lim and O’Cass (2001) acknowledge that further research is needed in order to study if 

consumer preferences are influenced by the culture in which a brand is from. 

 

This study by Lim and O’Cass (2001) stressed that the culture where a brand is from is a more 

appropriate phenomenon than a product’s COO. This finding is aligned with the area of this 

thesis since the aim is to research Swedish fashion companies in Denmark regardless of their 

production origin. Even though the authors highlight the importance of the cultural origin of a 

brand in internationalization of fashion brands, they do not research how consumer preferences 

are influenced by this phenomenon. The study is furthermore conducted in another cultural 

setting than Denmark, which affects the transferability of the study. Moreover, the authors do not 

include CET in their study which is a vital concept in this thesis. 

 

Wang et al. (2004) have conducted a study to research how brand origin affects consumer 

preferences, which was mentioned as a further area of research for Lim and O’Cass (2001). 

Wang et al. (2004) use the brand’s COO and connect this to consumers’ decision making styles. 

They conducted their study in China where they asked Chinese consumer about their preferences 

between domestic and imported fashion brands. The authors found that there are differences 

between Chinese consumers, where some prefer domestic fashion brands, some imported and 

some are indifferent between the two. The consumers who prefer imported brands tend to be 

younger and highly educated. The authors reach the conclusion that consumer preferences are 

connected to brand origin and thus important in the positioning of the brand. The study does not 

take CET into consideration but highlights it as an impactful factor when consumers choose 

between domestic and imported products. 

  

Despite the fact that the study by Wang et al. (2004) is conducted in China and not in the cultural 

context of this thesis, it indicates that a brand’s COO has an effect on consumers’ preferences 
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and thus affects the purchase decisions. This finding is in line with the area of this thesis, 

however we aim to research if the finding also is applicable on Danish consumers and their 

preferences regarding Swedish fashion brands. This study could also indicate that younger and 

more educated Danes prefer imported fashion brands, but due to the large cultural differences 

where China is a developing country and Denmark is a developed country, this may not apply. 

All four of the central topics in this thesis, branding, fashion, brand COO and CET in an 

international context, are mentioned in the article by Wang et al. (2004). However, CET is not a 

central concept as it is merely mentioned as an important aspect for further research. 

 

Kim, Chun and Ko (2017) also examine the effect that brand COO has on consumers’ 

preferences for fashion products. More specifically, they investigate how brand image, 

consumers’ brand evaluation and purchase intentions are effected. They conducted a survey with 

respondents from Paris, Seoul and New York. Their findings indicate that consumers use both 

brand COO together with brand image as well as brand image alone when they evaluate the 

value and the quality of products within fashion. Furthermore, they contribute by stating that 

fashion is an important part of the identity of the studied countries and that fashion industries are 

correlated with the image of the nations.  

 

Findings from the article by Kim et al. (2017) are similar to the other articles presented above 

when it comes to the topics of branding, fashion and brand COO in an international context and 

regarding the importance of brand origin on consumer preference. They contribute to the area by 

stating that fashion is important for a country’s image if the country in question is known to have 

a strong fashion industry. They also highlight the importance of the brand image in consumers’ 

evaluation processes. How this affects the Danish consumers and Swedish fashion brands is 

unknown. 

  

To summarize the findings above, brand COO has a large impact on brand image and is an 

important part of the positioning of a brand. Therefore, it is of importance for companies seeking 

to internationalize to acknowledge this in their brand positioning activities. It is furthermore 

important for companies to understand that there are differences between consumers in their 

attitudes towards the origin of international fashion brands, which are related to for example age 
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and level of education. It is not known how the brand COO of Swedish fashion brands is 

affecting Danish consumers in their purchasing behavior. This since there is no research 

regarding if Danish consumers view the brand COO of Swedish fashion brands as something 

negative or positive. 

 

It can furthermore be concluded that CET is an important parameter to take into consideration 

since it affects consumers’ willingness to buy international fashion products. Even though Danes 

show tendencies of ethnocentrism, which was presented in Section 1.1, this has not been studied 

in the light of fashion consumption and if this CET is applicable to Sweden as a neighboring 

country with similar values. 

 

The final important finding concluded from the articles above is that when a country is a strong 

player in the fashion industry, fashion is an important part of the country’s identity as well as of 

the image of the nation. In this thesis, both Sweden and Denmark are identified as strong fashion 

countries. However, how this affects Danish consumers’ perceptions of Swedish fashion 

companies is yet to be explored as no previous research have been conducted on the area. 
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2. Theoretical Framework 
In order to fulfill the purpose of this thesis, an understanding for the four topics of branding, 

fashion, COO and ethnocentrism must be gained. The following theoretical research questions 

will be used as a foundation to gain knowledge within the context of this thesis and to discover 

what is already known about these topics: 

 

● How are brands perceived by consumers? 

● How is fashion perceived by consumers? 

● How is COO defined and what impact does it have on consumers? 

● How is ethnocentrism defined and what impact does it have on consumers? 

 

These theoretical research questions are of a broad nature to be able to capture the essence in 

each theoretical area. In the end of each theoretical area, the theoretical research questions will 

be answered and the insights will later be used as a foundation in the theoretical model of this 

thesis, presented in Chapter 3. 

 

2.1 Consumers’ Relationships to Brands & Fashion 
In this section, theory on consumers’ relationships to fashion and fashion brands will be 

presented. The section will start of by stating the chosen definition of a brand, followed by 

different perspectives consumers have on brands and their meanings. The second part of this 

section focuses on the chosen product category, fashion, looking closer on how consumers 

perceive fashion and how this affects their preferences. 

 

2.1.1 Consumers & Brands 
There are many different ways of defining a brand. In the classic definition of a brand, defined 

by the American Marketing Association (AMA) in 1960, a brand is: 

 

“A name, term, sign, symbol, or design, or a combination of them which is intended to identify 
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the goods or services of one seller or a group of sellers and to differentiate them from those of 

competitors.” (Heding, Knudtzen & Bjerre, 2016, p. 281) 

 

The more recent definitions include a broader spectrum of internal and external organization 

processes. The following definition by the AMA, developed in 2013, is the one which will be 

used in this thesis as it gives a holistic view of a brand. Further, it is believed to give the best 

conditions to understand what Danish consumers value in a brand as the definition has more of a 

consumer focus: 

 

“A brand is a customer experience represented by a collection of images and ideas; often, it 

refers to a symbol such as a name, logo, slogan, and design scheme. Brand recognition and other 

reactions are created by the accumulation of experiences with the specific product or service, 

both directly relating to its use, and through the influence of advertising, design and media 

commentary. A brand often includes an explicit logo, fonts, color schemes, symbols, sound, 

which may be developed to represent implicit values, ideas and even personality.” 

(Heding et al., 2016, p. 281) 

 

Brands can be meaningful for consumers both from an economic and a symbolic perspective. 

From an economic perspective, which is the more traditional view, brands can lower consumers’ 

search costs for products. If consumers recognize a brand, they do not have to process additional 

information to make a purchase decision. Based on what consumers already know about a brand 

in terms of for example quality and product characteristics, they can create reasonable 

assumptions about features of the brand that they may not know of. From a symbolic 

perspective, brands can allow consumers to project their self-image. By consuming certain 

brands, consumers communicate to others the type of person they are, or the type of person they 

would like to be (Keller, 2013). It can furthermore be perceived that relationships occur between 

brands and consumers, and even more, that brands to some extent play a religious role for 

consumers as the brands are aiding consumers to reinforce their self-worth (Fournier, 1998). 

 

In this thesis, a symbolic perspective of brands will be applied as it is argued that an economic 

perspective no longer is sufficient to describe the full meaning of brands. This since consumers 
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in the last couple of decades have imbued brands with a higher meaning, where brands are seen 

as actors that should stand for values that reflect the ones that are important to the consumers 

(Heding, et al. 2016). One symbolic approach to brands and their meaning for consumers, is 

perceiving brands as relationship partners. Fournier (1998) was able to prove that brands serve as 

relationship partners as they are given human personality characteristics. The relationships 

consumers have with brands are according to Fournier’s research proposed to be similar to 

human relationships. Consumers perceive that brands help fulfil their goals and dreams, just as 

with human relationships. Some consumer brand relationships last over a shorter period of time 

while others last a lifetime, which is also a trait similar to relationships between individuals.  

 

Another symbolic approach to brands created by Holt (2002) that has emerged during the 21st 

century suggests that brands are culturally embedded in society and are a part of our culture. In 

this cultural approach to brands, products are carriers of cultural meaning and by consuming 

products, individuals also choose to consume and adopt the cultural meaning of the product. 

Individuals can therefore choose to consume brands because of the culture meanings that these 

are carrying which are suitable for individuals’ life situations. Besides the importance for brands 

to communicate culturally relevant meanings, consumers also perceive it as important for brands 

to take responsibility and engage in CSR activities that are aligned with the identity of the brands 

(Torelli, Monga & Kaikati, 2012). 

 

The founder of the cultural approach to brands, Holt (2002), does not define culture in his study. 

It is argued that defining culture in this thesis is of importance as culture is a broad concept that 

can be interpreted in different ways. In this thesis, culture is defined as “the characteristics and 

knowledge of a particular group of people, encompassing language, religion, cuisine, social 

habits, music and arts” (Zimmerman, 2017), as it is argued to be a broad definition that captures 

the many important aspects of a culture. There will be several levels of culture taken into account 

in this thesis, both connected to Denmark as a nation as well as potential sub-cultures connected 

to fashion and brands. 

 

In this thesis, a combination of the symbolic approaches of the relational and cultural 

perspectives to brands will be applied to answer the theoretical research question of how 



15 

consumers perceive brands. It is argued that both of these perspectives are suitable in accordance 

to the chosen definition of a brand applied in this thesis. Further, a deeper understanding for 

individuals and their relationships with fashion brands is needed in order to understand how 

culture is affecting these relationships between consumers and brands. This is then analyzed 

from a macro level to understand the impact these relationships have on Swedish fashion 

companies on the Danish market. The combination of the two approaches is illustrated in Figure 

2.1 below. 

 

 
Figure 2.1 Combination of a Relational and Cultural Perspective on Brands (own contribution based on Heding, et 

al. 2016) 

 

2.1.2 Consumers & Fashion 
According to Breward, fashion is defined “as an important conduit for the expression of social 

identity, political ideas and aesthetic taste” (2003, p. 9). Hines and Bruce (2007) state that this 

broad interpretation of fashion is suitable for the modern consumer society, where numerous 

features of individuals’ lifestyles reflect success and social status. This especially concerns 

products such as clothing as they are visible when being used. The term fashion includes the 

apparel, footwear and textile industries. However, this thesis will focus on one of the most 

important fashion industries, the apparel industry, and the term fashion is used as an equivalent 

to apparel. 

 

Visible Consumption & Symbolic Meaning 

An important characteristic of fashion is that it is a highly visible product category when being 

consumed (Hines & Bruce, 2007). Studies on visible consumption show that people gain certain 
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impressions of a consumer based on his or her visual consumption. Not only do the impressions 

include more objective conclusions such as financial status, but also thoughts on the personality 

and character of the consumer (Belk, 1978). People are furthermore likely to evaluate others’ 

visible consumption more positively if the individual in question has a style that is consistent 

with their own (Belk, 1980). With the high visibility of fashion products, individuals regularly 

make assumptions about others based on what they are wearing (Hines & Bruce, 2007). 

 

Since fashion is highly visible when being consumed, it is a symbolic product category (Hines & 

Bruce, 2007). This is important to highlight as consumers tend to purchase products because of 

what they mean instead of what they do. Two conditions must be met to convey symbolic 

meaning; the symbol in question, which for example can be a brand, must be identified with a 

group and this symbol should communicate similar meanings within the group (Hirschman & 

Holbrook, 1981; Ligas & Cotte, 1999). The principle of symbolic meaning in consumption is not 

making the functionality of a product unimportant, but rather emphasizing that the symbolic 

meaning of a product is becoming increasingly important (Solomon, Bamossy, Askegaard & 

Hogg, 2013). The symbolic nature of fashion incorporates aspects such as styles, brands, 

membership of clubs or subcultures et cetera (Hines & Bruce, 2007). According to Firth (1973), 

symbolic objects is a source of culturally shared beliefs and these beliefs are complex and 

abstract, and therefore go beyond physical observations. This viewpoint is shared with Aaker, 

Benet-Martinez and Garolera who suggested that symbols and “the meaning embedded in brands 

can serve to represent and institutionalize the values and beliefs of a culture” (2001, p. 492). 

 

It could be that the consumption of specific fashion brands or styles have a symbolic meaning for 

Danish consumers. These symbolic meanings are in turn rooted in shared cultural values that 

might be hard to change. These shared cultural values might therefore affect Danish consumers’ 

consumption of fashion brands. By providing Swedish fashion companies with insights regarding 

Danes’ symbolic consumption of fashion brands, it can give them an understanding for how to 

conduct their brand communication strategies in the best possible way. 
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Fashion Involvement 

An important aspect which is influencing how consumers perceive fashion products is the level 

of fashion involvement (O’Cass, 2001). In the fashion involvement literature, several definitions 

are available. According to Park, Kim and Forney, the definition of fashion involvement is “... 

the extent of interest with the fashion product category (e.g. apparel)” (2006, p. 436). It is argued 

that this definition by Park et al. (2001) is too vague as the authors do not specify what ‘extent of 

interest’ is. A more concrete definition, which will be used in this thesis, is provided by Cardoso, 

Costa and Novai who define fashion involvement as “the consumer’s perceived importance of 

fashion clothing. It refers to the amount of time and effort a consumer spends in the selection and 

acquisition of fashion clothing and may be understood via consumer-fashion clothing attachment 

or relationships” (2010, p. 639).  

 

Cardoso et al. (2010) furthermore perceive fashion involvement as a part of the enduring product 

involvement category. In an enduring product involvement category, involvement relates to a 

long-term interest and arousal towards a specific product (Guthrie & Kim, 2009). Park et al. 

(2006) imply that the level of a consumer’s fashion involvement is related to impulse buying, 

where individuals with high fashion involvement have a higher likelihood of engaging in 

impulse buying. This indicates that fashion involvement instead is classified as a part of the 

situational product involvement category, where involvement arises due to temporary interest 

and arousal which is stimulated by present environmental factors (Guthrie & Kim, 2009). In this 

thesis, aligned with Cardoso et al. (2010), it is argued that fashion involvement falls under the 

category of enduring product involvement. The reason for this is that it is believed that an 

interest for fashion is something long-term as it involves aspects such as time and effort which 

are invested in prior to the purchase and its specific environment. Nevertheless, since a high 

interest for fashion exist, it might be that people with strong fashion involvement tend to often 

visit environments where purchasing fashion is possible, such as online stores or physical stores, 

which in turn could result in a higher degree of impulse buying. 

 

Fashion involvement is furthermore a predictor for variables such as consumer characteristics 

and buying behavior. Consumers with high self-monitoring, that is being concerned with their 

self-presentation in social settings, are more likely to focus on their appearance and therefore 
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have a higher degree of fashion involvement. The consumption of fashion has changed over the 

years, where younger generations, and especially females, are more fashion involved than ever 

before and demand fashion companies to constantly innovate in accordance to the latest trends. 

Fashion trends nowadays only last somewhere between six weeks and three months and fashion 

companies must be able to deliver new styles continuously to stay competitive (Valaei & 

Nikhashemi, 2017; Rahman, Saleem, Akhtar, Ali & Khan, 2014; O’Cass, 2001). By 

understanding if Danish consumers have high or low fashion involvement, it could influence 

their perceived importance of fashion products and therefore also their perception of Swedish 

fashion brands. 

 

When evaluating and purchasing fashion products, studies have shown that consumers choose 

between different attributes. There is either a focus on finding fashion products with functional 

attributes such as comfort, quality and durability, or finding products with hedonistic attributes 

such as style and color (Sondhi & Singhvi, 2006). If a consumer has strong fashion involvement, 

the chance of purchasing fashion with hedonistic attributes increases (O’Cass, 2001). This 

implies that if an individual is fashion involved, the likelihood for that individual to focus on 

aspects such as color and style is greater than a focus on quality. This could be considered 

strange as it can be argued that if an individual perceives fashion as important, the quality of the 

fashion products should play an important part considering the amount of time and effort the 

consumer invests in his or her acquisition and selection. Other aspects that are also affecting 

consumers’ purchase decisions of fashion products are price, suitability, fiber content and brand 

COO (Jegethesan, Sneddon & Soutar, 2012).  

 

The answer to the theoretical research question of how fashion is perceived by consumers to a 

large extent depends on the consumer’s level of fashion involvement. With higher fashion 

involvement, the perceived importance of fashion increases. Another aspect that affects how 

fashion is perceived by consumers is that it is a highly visible product category that carries 

symbolic meaning which is rooted in shared cultural values. 
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2.2 COO & Ethnocentrisms’ Impact on Fashion Purchases 
In this section, theories connected to COO and ethnocentrism will be presented. This section will 

begin with presenting the chosen definitions of COO and ethnocentrism. As there are no 

previous studies on how COO and ethnocentrism are affecting Danes and their consumption 

habits, this section will present the fundamental concepts within the areas. Finally, the areas will 

be intertwined with fashion and how they affect purchases. 

 

2.2.1 COO & its Effect  
Country affiliation is a concept that has been discussed in research connected to marketing and 

international business for a long time. Research shows that the place of manufacture of products 

has an effect on consumer preferences (Chao, 1989). This effect connected to country affiliation 

has been identified as the country-of-origin-effect (COE). COE is an intangible barrier to entry 

that emerges due to negative consumer bias toward a product that is not of domestic origin. 

Findings show that consumers in well developed countries tend to evaluate their own country’s 

products as a more favorable option than imported products (Nadiri & Tümer, 2010; Maier & 

Wilken, 2017). This can be connected to the fact that cultural, economic and political systems of 

a country are of importance for consumers, resulting in that products from developed countries 

are perceived as superior to products from undeveloped countries (Ramsaran, 2015). It is argued 

that this is not a surprising finding as these systems all contribute to create a sense of trust among 

the consumers when being perceived as well-functioning, which they to a large extent are in 

developed countries. 

 

The concept COO has had different meanings to different authors across time which has made 

the concept perplex. Traditionally, COO was described as the place that the product has its final 

point of manufacture or assembly, which can be in the same place as the headquarter for the 

company, but not necessarily (Lim & O’Cass, 2001). In this thesis, this type of COO is referred 

to as traditional COO. However, in today’s global world where many brands take advantage of 

the lower cost of moving for example manufacturing or assembly to developing countries, 

traditional COO can have many different meanings as manufacture, design and brand related 

activities may not be done or made in the same place (Chung, Pysarchik & Hwang, 2009). 
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Therefore, in this thesis, the definition that will be used is where the headquarters of the brand is 

located, which is believed to be equivalent with where the brand originates from (Arora, Wu, 

Arora, Bacouël-Jentjens & McIntyre, 2016). This is hereby referred to as brand COO. 

 

This definition of brand COO is chosen due to several reasons. Firstly, this definition fits the area 

of the paper as it is of interest to know the barriers that hinder Swedish fashion companies to 

succeed on the Danish market, this regardless of where the products are manufactured or 

assembled. It is argued that few Swedish fashion companies have their manufacturing or 

production in Sweden due to for example high costs and therefore it is believed to be more 

important to put emphasis on how brand COO affects Danish consumers. It is also of interest to 

identify if Danish consumers’ have preferences towards their own brands, leading them to have a 

negative consumer bias towards Swedish brands, also regardless of traditional COO. Secondly, 

in today’s global marketplace it is too hard and complicated to define where a product is made. A 

lot of products are what is known as hybrid products, meaning that they actually have 

components that are made in different places, which results in more than one traditional COO 

(Maier & Wilken, 2017). This makes the accuracy of traditional COO harder to measure and 

therefore less useful.  

 

When expanding internationally and growing a globalized business, brand names are a valuable 

asset for companies. Brand names act as differentiators for companies when selling their 

products or services in a cluttered marketplace where consumers can easily access information 

using technology (Lim & O’Cass, 2001). In Lim and O’Cass’s research from 2001, they found 

that brands are very important to consumers and that identifying a brand’s culture was easier for 

consumers than identifying the traditional COO. Brands, both their image and name, evoked 

perceptions from the consumers, showing that consumers hold knowledge about brands. This is 

not surprising seeing that, as identified in Section 2.1, brands have become more important for 

consumers the last couple of decades from a symbolic perspective, making it natural that 

consumers have knowledge about the brands. Also, the fact that we today live in an information 

society were information about brands is something consumers easily find, it is argued to 

contribute to this finding. Traditional COO is believed to be harder to research for consumers 

and can also be different between items from the same fashion brand. 
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For brands to be able to act as differentiators and influence consumers’ buying behavior which in 

turn will lead to a competitive advantage, they need to create a match between their brand COO 

and the country’s reputation in that product category. This match can later be used in the brand’s 

positioning strategy. However, a mismatch will instead affect the brand’s positioning strategy 

negatively. CET is a moderating factor that affects consumers’ brand perception on a normative 

level. This factor can affect the relationship between brand COO and product acquisition by 

affiliating a feeling of either closeness or animosity towards a specific country. CET may, 

depending on its strength, lead to either attraction or repulsion towards a foreign product. For 

this reason, the level of CET is important for companies to know of before deciding on a 

positioning strategy (Cristea et al., 2015) and will therefore be explained and discussed in the 

next section. 

 

To answer the theoretical research question connected to COO, COO is in this thesis defined as 

where the brand originates from, referred to as brand COO. It has in previous studies been show 

that brand COO impacts consumers purchasing habits. A match between a brands COO and the 

country’s reputation in that product category is positive. This will be interesting to look further 

into seeing that both Denmark and Sweden are, as mentioned in Section 1.1, known for their 

fashion industries.  

  

2.2.2 Ethnocentrism & CET 
As stated in the introduction of this thesis, many Danish citizens do not wish to integrate 

Denmark into the global economy as they are afraid that it will affect their values and traditions. 

It was furthermore explained that Danish citizens are influenced by ethnocentrism and therefore 

view their group as the center of everything (Selmer & Lauring, 2013). To later understand how 

ethnocentrism affects the Danish fashion buying behavior, its meaning, emergence and scale will 

first be explained. 

 

Ethnocentrism, which originates from sociological literature, was introduced more than a century 

ago (Sharma, Shrimp & Shin, 1995). Sumner defined ethnocentrism as “view of things in which 

one’s own group is the center of everything, and all others are scaled and rated with reference to 
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it” (1906, p. 13). This concept can be used on different types of social groups, where nations is 

one, and can be connected to areas like sectionalism, racial discrimination and patriotism. It can 

even be argued that ethnocentric behavior is a part of human nature since it increases a group’s 

solidarity, conformity, cooperation, loyalty and effectiveness which can be crucial factors when 

determining the survival of groups and their cultures (Sharma et al., 1995).  

 

When applying this concept on consumer behavior, the concept of CET arises. CET is an 

economic form of ethnocentrism. This concept includes consumers’ love and concern about their 

own country. This leads to that these consumers are worried that their own countries’ economic 

interests will be negatively affected by importing goods, instead of using one’s own products. 

CET also includes the intention not to purchase goods from non-native countries (Sharma et al., 

1995). Today, CET is still a great barrier to companies that wish to enter foreign markets 

(Makanyeza & du Toit, 2016). Consumers can possess different levels of ethnocentric behavior, 

highly ethnocentric consumers go beyond the economic concerns and involve morality when 

choosing what products to buy. In extreme cases, the quality of the imported product can be 

greater and still the consumer chooses to buy the domestic product (Sharma et al., 1995). 

Another way that highly ethnocentric consumers’ behavior negatively can affect the success of 

companies abroad, is by actively discouraging other consumers to buy foreign products. Seeing 

that CET is still a widely-spread phenomenon, international companies need to be able to cope 

with and understand CET to be able to be successful (Makanyeza & du Toit, 2016). Studies 

suggest that CET is a universal phenomenon that is shared by all, but that culture can have 

effects on how strong the CET is. For example, having a population composed of many different 

ethnic groups is supposed to mitigate the tendencies (Neuliep, Chaudoir & McCroskey, 2009). 

This is argued to be logic in countries where integration of different cultures has gone smoothly, 

if the consumers meet and socialize with different cultures daily, this should increase their 

sympathy towards these countries but perhaps also towards other countries.  

 

Shimp and Sharma (1987) argue that CET is a form of altruism because the behavior supports 

the national economy and fellow human beings. Powers and Hopkins (2006) use prosocial 

behavior instead to describe the phenomenon since the consumers make a choice of sacrificing 

quality and price to aid domestic products. In this thesis, it is of interest to uncover if, and in this 
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case how, CET is influencing Danish consumers’ buying behavior towards Swedish fashion 

companies.  

 

The Consumer Ethnocentric Scale (CETSCALE)  

For companies to be able to succeed and adjust correctly to foreign markets, it is important to be 

able to measure CET tendencies. This since these measurements let marketers craft unique 

product positioning strategies (Makanyeza & du Toit, 2016). Shimp and Sharma (1987) 

developed the CETSCALE to be able to measure and grade CET. Since then, the CETSCALE 

has been proven to be both valid and reliable in studies in many different countries. Therefore, 

the scale is still a popular benchmark to use when it comes to measuring CET (Makanyeza & du 

Toit, 2016). The CETSCALE is composed of 17 items, where consumers scoring higher tend to 

be more ethnocentric and therefore prefer domestic products (Shimp & Sharma, 1987). 

 

Since the CETSCALE was developed in 1987, a lot of research has been done on CET and 

different conceptual models have been developed in order to explain the underlying factors. The 

research has looked into different countries, products et cetera to explain the underlying factors 

of CET. Factors that have been found to correlate with CET have for example been different 

antecedents such as openness to foreign cultures, conservatism and patriotism and demographic 

factors like level of education, gender and income (Sharma et al., 1995). However, these 

correlations have been different in different studies (Han & Won, 2018). Therefore, Han and 

Won (2018) investigated CET using samples from 21 different countries, from undeveloped to 

developed. They tested economic antecedents, cultural antecedents and individual demographic 

covariates and found that across all countries only two variables correlated, where the results 

showed that low CET was found in economically open countries and that older consumers were 

more ethnocentric. They could not find that more or less developed countries had higher or lower 

levels of CET. As no study has been conducted using Danes as a sample population, it is 

therefore difficult to say much about their levels of CET. However, as mentioned in Selmer and 

Lauring’s study (2013), Danes showed tendencies of ethnocentrism as the population showed 

signs of being skeptical towards a globalization strategy. On the other hand, Denmark can be 

considered an economically open and free country (Heritage, 2018) which would speak towards 

Danes showing low CET if Denmark was included in Han and Wons’ (2018) study.  
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The answer to the theoretical research question on the subject of ethnocentrism is that CET is a 

more appropriate and useful concept to apply in this thesis as it has a consumer focus. CET is a 

concept concerning consumers’ intentions not to purchase goods from foreign countries due to 

their concern for and feeling of responsibility towards their own country. 

 

2.2.3 The Effects of COO & CET on Fashion Purchases 
When evaluating the value and quality of a fashion brand, consumers take both a brand’s COO 

image and a brand image into consideration. The stereotype that people have of a nation’s 

cultural artistic image together with the image of the country’s political economic situation can 

have a positive effect on the COO image of a fashion brand. This since fashion as a product 

category can be an important part of a country’s identity. Also, a fashion brand’s image, which 

for example can be communicated through storytelling, contributes to the brand’s personality 

and therefore has a positive effect on the evaluation of the brand (Kim et al., 2017).  

 

Consumers emphasize the brand’s COO when recognizing that a product comes from a certain 

brand, leading to an effect on the consumer attitudes, purchase behavior and lastly the 

competitiveness of the brand. This leads to that a superior COO image of a fashion brand has a 

positive effect on the brand evaluation, leading to a stronger intention to purchase the fashion 

apparel. To be more precise, if one has a superior image of fashion from Sweden and knowledge 

about the brand being Swedish, this will lead to a stronger intention to purchase a particular 

fashion apparel because of the positive impact this has on the conception. It should be noted that 

perceived value plays a larger role in the consumers purchase intention than perceived quality. 

Consumers are not rational in always choosing the fashion products with the best quality (Kim et 

al., 2017). This can be connected to what was presented in Section 2.1.2, where Solomon et al. 

(2013) state that the symbolic meaning of products has become increasingly important for 

consumers. 

 

There are a lot of studies to be found on different aggregated measures that affect CET. 

However, very little research can be found on how CET influences the actual purchasing 

behavior of consumers. Nonetheless, Balabanis and Siamagka (2017) found that the product 
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category is a crucial determinant in the behavioral outcomes of CET and that more expensive 

product categories are more affected by CET. This could be explained by the fact that when 

buying more expensive products, consumers are more motivated to collect information and are 

also more reflective in the process than when buying something less expensive. 

 

Another interesting finding is that different studies have shown different results regarding if 

cultural similarity tones down the effects of CET. Watson and Wright (2000) found that 

consumer ethnocentric consumers prefer products from culturally similar countries over products 

from culturally dissimilar countries. However, Balabanis and Siamagka (2017) claim that 

cultural similarities do not tone down the effects of CET and they therefore suggest that 

managers should concentrate on highlighting the product features that could mitigate the effects 

of CET such as brand familiarity and price instead of the brand COO. Therefore, with these two 

contradictions, it is hard to know if the cultural similarities between Sweden and Denmark will 

be an advantage for Swedish fashion companies or not.  
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3. Theoretical Model 
As the theoretical research questions now have been answered and an understanding for the areas 

has been reached, it is argued that an empirical application to these questions is needed in order 

to understand how Danish consumer relate to the identified areas and to further identify if 

possible barriers are to be found within these. This has resulted in the following empirical 

questions: 

 

● Is the brand important in Danish consumers’ consumption of fashion?  

● Do Danes find fashion important and are they fashion involved? 

● Is brand COO something that Danish consumers take into consideration when purchasing 

fashion? 

● Are Danes showing consumer ethnocentric tendencies in their consumption of fashion?  

 

It is argued that connections could exist between the four theoretical areas of this thesis. A 

possible connection could exist between a consumer’s perceived importance of fashion brands 

and his or her level of fashion involvement. This since if a consumer perceives it important with 

specific fashion brands, he or she has high fashion involvement as fashion is important for the 

individual in question. Placing high emphasis and investing time and effort on the consumed 

fashion brands could show indications that the consumer is involved in his or her fashion 

consumption. It is also argued that there could exist a connection between a consumer’s level of 

CET and his or her perceived importance of a brand’s COO. If a consumer shows tendencies of 

CET, he or she should also find it important with brand COO and this should therefore be of 

importance when purchasing fashion brands. For highly consumer ethnocentric individuals, it is 

particularly important that the fashion products in question have a domestic brand COO. These 

potential connections would enable a more holistic view to the context of this thesis. With these 

connections as a foundation, the proposed theoretical model used in this thesis is:  
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Figure 3.1 Theoretical Model (own contribution) 
 

With the help of empirical findings, the aim is to find patterns in the collected data. This will 

thereafter be used to position the studied consumers in the theoretical model and identify the 

underlying aspects that are creating the barriers that Swedish fashion companies seem to be 

facing on the Danish market. With this as a foundation, we will be able to provide Swedish 

fashion companies with insights on how to reach and communicate with their Danish consumers 

in the best possible way. 
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4. Research Methods 
In the following section, the chosen methodology and research methods will be presented. To be 

able to answer the purpose and provide recommendations for Swedish fashion companies that 

are struggling to succeed on the Danish market, it was of importance that this thesis was guided 

by well-defined methodology and research methods. This section begins with defining the 

methodology of this thesis and further presents the research design, research structure and the 

process of analyzing the collected data. It is first and foremost the research stance of Bryman 

(2012) that has been used as it focuses on research on the different social facets of the society 

which was argued to be appropriate as we studied consumers in the Danish society and how their 

values and preferences were affecting their consumption habits of fashion. This reference was 

complemented with mainly Malhotra, Birks and Wills (2012) to gain the important business 

perspective in order to provide guidance for Swedish fashion companies.  

 

4.1 Methodology 

4.1.1 Research Philosophy 
The research philosophy is the foundation of how researchers perceive the world. The two main 

philosophies are positivism and interpretivism (Bryman, 2012; Malhotra et al., 2012). The two 

philosophies have different views on how the social world should be studied. Below it will be 

argued for why the research philosophy of this thesis is interpretivism. 

 

According to the research philosophy of positivism, only phenomena confirmed by our senses 

are regarded as knowledge. Knowledge is attained by collecting facts that provide the foundation 

of laws. The purpose of studies applying a positivism position is to create hypotheses to test, 

which in turn will permit explanations of laws to be evaluated. Research is conducted in an 

objective manner and thereby free from values (Bryman, 2012; Malhotra et al., 2012). If this 

research philosophy was applied to this thesis, it would imply that the barriers that seem to be 

hindering Swedish fashion companies to succeed on the Danish market must be measurable. This 

would be problematic seeing that cause and effect relationships are unknown for this particular 

phenomenon. Adapting a positivism approach with its focus on objectivity and the notion of one 
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true meaning is problematic when analyzing highly subjective concepts such as consumers’ 

brand perceptions, their perceived importance of fashion and how their purchasing habits are 

being affected by brand COO and CET. 

 

Interpretivism is the contrasting epistemological position to positivism. Interpretivism assumes 

that the social world is constructed by individuals’ interpretations of a specific setting and that 

their actions are shaped by this. In other words, interpretivism perceives subjective meanings as 

knowledge and aims to understand what it is that motivates these actions. In studies following 

the research philosophy of interpretivism, the researchers’ interpretation of the social world and 

the situations that they are analyzing are an important part of the research (Bryman, 2012; 

Malhotra et al., 2012). 

 

By adapting an interpretivistic approach to this thesis, it enabled the relationship between 

Swedish fashion companies and Danish consumers to be perceived as a social construct that is 

subjectively experienced by each consumer. As interpretivism perceives the world to be 

constructed by multiple subjective truths, Danish consumers’ perception of fashion brands and 

how this affects Swedish fashion companies can be researched and understood. This is 

something that might be overseen with a positivism stance as it does not support the notion of 

several realities and truths. As it was not on beforehand known why Swedish fashion companies 

are struggling on the Danish market, we were with the help of an interpretivistic approach able to 

explore different areas and take the studied individual’s subjective truths into consideration. It is 

therefore argued that interpretivism was the most appropriate research philosophy for this thesis. 

 

4.1.2 Reasoning Approach 
The reasoning approach of a study is highly influenced by the chosen research philosophy. 

Followers of the positivistic research philosophy commonly use a deductive reasoning approach 

while interpretivists apply an inductive reasoning approach (Bryman, 2012; Malhotra et al., 

2012). The deductive reasoning approach is the most common one and researchers following this 

approach reach conclusions based on measurable facts (Malhotra et al., 2012). In the inductive 

reasoning “theory is the outcome of research” (Bryman, 2012, p. 26). In contrast to deductive 
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reasoning, that goes from general to specific, the inductive reasoning approach goes from 

specific to general as theory is created as an outcome (Malhotra et al., 2012). 

 

As previously mentioned, it is difficult to measure how Danish consumers perceive Swedish 

fashion brands, which results in that a deductive reasoning approach is not the most suitable for 

this thesis. An inductive reasoning approach is therefore argued to be more appropriate as it 

helped us to understand and explain the nature of the problem perceived by Swedish fashion 

companies in the specific context of Danish consumers (Malhotra et al., 2012). It furthermore 

also resulted in that new theory on the studied phenomenon of Danish consumers was created 

with the aim to provide insights for Swedish fashion companies on the Danish fashion market. 

 

A third reasoning approach which is closely connected to the inductive reasoning approach is 

abduction. The main difference between the two reasoning approaches is that researchers within 

the reasoning approach of abduction establish a theoretical understanding for the context before 

conducting the research. Abduction was chosen as the research approach for this thesis as it 

enabled us to reach our aim of building theory based on existing ideas originating from both 

literature and the empirical world (Storbacka & Nenonen, 2015). The process of the abductive 

reasoning approach is non-linear and non-sequential which results in a continuous movement 

between the literature, the empirical world and the identified problem or case. Simultaneously, 

the theoretical model of the study is being developed with influences from the empirical findings 

(Dubois & Gadde, 2002). This process makes it possible to combine mechanisms from different 

inputs to create and develop constructs to reflect reality (Storbacka & Nenonen, 2015). In Figure 

4.1 below, the abductive reasoning approach is illustrated. 
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Figure 4.1 Abductive Approach (own contribution based on Dubois & Gadde, 2002) 

 

By gaining an understanding for the literature before collecting and analyzing data, this allowed 

us to narrow down the scope and conduct the research with more focus and efficiency. 

Therefore, the abductive approach was used in this thesis. With the insights and gained 

knowledge from the collected data, theory on what barriers that are hindering Swedish fashion 

companies to succeed on the Danish market was developed, much aligned with an inductive 

reasoning approach. 

 

4.2 Research Design 

4.2.1 Exploratory Research Design  
Bryman (2012) presents five different categories of research design: experimental design, cross-

sectional or survey design, longitudinal design, case study design and comparative design. The 

only one of the five categories which potentially would be suitable for this thesis is the case 

study design as the other ones instead are relevant for experiments, quantitative studies, studies 

conducting research where the sample is studied on several occasions throughout time or studies 

comparing contrasting cases. In the context of case study design, a case “associates the case 

study with a location, such as a community or organization” (Bryman, 2012, p. 67). In other 
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words, the case is the focus of interest (Bryman, 2012). As this thesis has analyzed Danish 

consumers, it might be argued that the case in this setting is too large and undefined. 

Furthermore, only Danish consumers in Copenhagen have been studied and therefore 

Copenhagen is not the unit of analysis, as it should be according to the case study design, but it is 

rather the sample of consumers that is the unit of analysis. 

 

Another way of classifying research design which is more suitable for this thesis is found in 

Malhotra et al. (2012), where they state that research can be divided into two broad categories, 

conclusive research design and exploratory research design. The research design of a paper can 

be seen as the framework of which the research project is conducted. This framework contains 

details on how to acquire the knowledge needed to answer the purpose. Conclusive research 

design has the objective of measuring variables by conducting hypotheses whereas exploratory 

research design has the objective to provide understanding for a certain phenomenon. In order to 

answer the purpose of this thesis, it was of great importance to understand the underlying 

dimensions of what it might be that is causing the problem perceived by Swedish fashion 

companies on the Danish market. This could not be explained by measuring variables as it was 

Danish consumers’ perceptions and values that were being studied and these are difficult to 

measure. Therefore, an exploratory research design was argued to be appropriate for this thesis.  

 

4.2.2 Qualitative Research Method 
Another distinction is whether the research is of qualitative or quantitative nature. According to 

Bryman (2012), it is important to make this distinction as it is a useful way to classify different 

methods of social research. Not only because researchers using quantitative research employ 

measurements and researchers using qualitative research do not, but also because the two 

research methods have a strong connection to the previously mentioned research philosophies. A 

quantitative research method, with its focus on quantification in its collection and analysis of 

data, perceives the social reality as an external and objective reality, acknowledges a deductive 

approach and incorporates the norms of positivism. A qualitative research method on the other 

hand, places emphasis on words and meanings and rejects the notion of positivism as it instead 

highlights the importance of understanding how individuals interpret their social world. 
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This thesis applied a qualitative research method as it is aligned with the stance of the research 

philosophy. It was argued that a qualitative research method was appropriate as it allowed us to 

understand the Danish consumers’ feelings, experiences and attitudes toward Swedish fashion 

brands as well as branding, fashion, brand COO and if there were tendencies of CET (Malhotra 

et al., 2012). Furthermore, qualitative research enabled us as researchers to analyze and describe 

the phenomenon as experienced by the target group (Bryman, 2012), which also was of great 

importance for this thesis. 
 

4.3 Research Structure 
There are several research structures on how to collect qualitative data. Bryman (2012) 

categorize them into interviews and focus groups. Despite the many advantages that focus groups 

have, such as enabling discussions between participants, they were argued as not suitable for this 

thesis as participants might not be comfortable answering questions in front of others and as the 

presence of others might affect the participants answers due to social pressure. It was especially 

the topics of brand COO and CET that were perceived as containing the most sensitive questions 

as those are topics that participants might not feel comfortable talking about with others. 

Interviews were therefore argued to be the more suitable research structure for the thesis. 

 

According to Bryman (2012), the two main types of interviews are unstructured interviews and 

semi-structured interviews. In unstructured interviews, the interview is similar to a conversation 

in its character and “there may be just a single question that the interviewer asks, and the 

interviewee is then allowed to respond freely, with the interviewer simply responding to points 

that seem worthy of being followed up” (Bryman, 2012, p. 471). For semi-structured interviews, 

the researcher has an interview guide with partially specified questions and topics to be covered 

during the interview. The researcher does not have to ask the questions in a specific order and 

can furthermore add questions that are not included in the interview guide if he or she picks up 

something interesting during the interview. Nevertheless, it is important that all questions in the 

interview guide are being asked and that the researcher has a similar use of words for all 

conducted interviews (Bryman, 2012). 
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As the aim with the interviews was to gain a deep understanding for the interviewees’ 

motivations and feelings on the specific topics of branding, fashion, brand COO, particularly 

connected to Swedish fashion brands, and explore if the interviewees showed tendencies of CET, 

it was argued that semi-structured interviews was the most suitable interview type. This due to 

the fact that it enabled us to cover the topics we had formulated in the interview guide and at the 

same time we had the flexibility to cover new topics and questions that were picked up during 

the interviews. This flexibility gave us the opportunity to explore areas that we did not know on 

beforehand would emerge. Seeing that we were not too used to conducting interviews, having an 

interview guide made sure that we did not miss any important questions or topics. We therefore 

had the possibility to conduct interviews where the interviewees could talk freely in a relaxed 

conversation at the same time as the interview guide made sure we did not miss anything of 

importance. 

 

During the interviews, several different kinds of questions were asked such as introducing 

questions, follow-up questions, probing questions and interpreting questions. Pauses were also 

used from time to time to give the interviewee the opportunity to elaborate or reflect upon an 

answer (Bryman, 2012). To improve the quality of the responses, a focus on probing questions 

was applied throughout the interviews as it was of importance to gain deep insights into the 

underlying reasons for why the interviewees answered the questions the way they did. The most 

commonly used probing question was “why?”, as we wanted the interviewees to elaborate on the 

aspect they had brought up so that we could gain a deeper understanding for their feelings, 

experiences and attitudes.  

 

4.3.1 Sampling 

This thesis adapted what Bryman (2012) defines as a purposive sampling approach. This is a 

sampling method that samples research participants in a strategic way and not on a random basis. 

Purposive sampling was argued to be appropriate as an important aim with the research was to 

sample research participants that were relevant to the purpose of this thesis. 
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The first step in the sampling design process is to specify the target population (Malhotra et al., 

2012). In this thesis, the target population is Danish women in the age span of 20-30. The 

argument behind choosing to focus on females between the age of 20 to 30 years was that this 

particular group is according to previous studies within fashion involvement identified to be the 

most fashion involved group (Valaei & Nikhashemi, 2017; Rahman et al., 2014; O’Cass, 2001). 

Despite the fact that these previous studies not have been conducted in the country context of 

Denmark, it is argued that they provide guidance for this particular context as well. It was 

therefore argued that this group was suitable as the target population because aspects such as 

brands and brand COO might matter more for this group as they are fashion involved as well as 

it was argued that more fruitful discussions about fashion consumption might be an outcome due 

to their overall larger interest in fashion in comparison to other groups. 

 

Determining the sampling frame is the second step in the sampling design process. The sampling 

frame constitutes a representation of the target group and more specifically potential research 

participants. As the sampling technique of snowball sampling was used in this thesis, which will 

be further presented below, it was not possible to present a list of the research participants from 

the target population. Instead, a set of directions for how to reach the sample frame in the 

identified target population was conducted (Malhotra et al., 2012). In the set of directions, it was 

agreed upon that the initial research participants in the sampling frame were to be chosen from 

our personal networks due to resource constraints. 

 

The third step in the sampling design process includes selecting a sampling technique by either 

choosing to use a probability or a non-probability sampling (Malhotra et al., 2012). Purposive 

sampling, as previously mentioned, is a form of non-probability sampling as the research 

participants are selected in a strategic manner to ensure that they are relevant for the research 

questions of this thesis (Bryman, 2012). Positive aspects of non-probability sampling include the 

fact that this type of sampling can generate good evaluations of important characteristics within 

the target population but these evaluations cannot be statistically applicable and generalizable to 

the population (Malhotra et al., 2012). 
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Within the third step of the sampling design process, the specific non-probability sampling 

technique of snowball sampling was adapted (Bryman, 2012). In the process of snowball 

sampling, three initial research participants that possessed the desired characteristics of a Danish 

female within the age span of 20 to 30 years old were selected. After these three research 

participants had been interviewed, they were asked to propose other Danish females between 20-

30 years old that would be relevant and available for interviews. These participants then in turn 

identified others from the target population which then were interviewed. As we did not know 

many Danish females in the age span of 20 to 30 years old, an advantage with snowball sampling 

was that it enabled us to increase the likelihood and efficiency of locating research participants 

from the target group.  

 

After the sampling technique had been established, the sample size was determined. For studies 

with an exploratory research design such as this thesis, the sample size is usually small. There 

are no clear guidelines in terms of how many interviews that should be conducted as it all 

depends on when theoretical saturation has been reached (Malhotra et al., 2012). Theoretical 

saturation is achieved when “(a) no new or relevant data seem to be emerging regarding a 

category, (b) the category is well developed in terms of its properties and dimensions 

demonstrating variation, and (c) the relationships among categories are well established and 

validated” (Bryman, 2012, p. 421). Studies can be found where theoretical saturation has been 

reached on sample sizes ranging from 5-25 interviews (Kvale, 2007). In this thesis, the starting 

point was to start with a sample size of eight research participants and thereafter, with the help of 

the snowball sampling technique, add research participants until theoretical saturation was 

reached. When ten interviews had been conducted, theoretical saturation was reached as no new 

relevant data was emerging, each category or topic was well developed and the relationships 

between the categories were argued to be well established. 

 

4.3.2 Interview Guide & Procedure 
In order to create questions for the interview guide, the procedure presented in Figure 4.2 was 

used.  
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Figure 4.2 Interview Guide Procedure (own contribution based on Bryman, 2012) 

 

Seeing that this thesis had an abductive approach, the theory presented in Chapter 2 was used to 

create structure but also to provide guidance to the interview guide and the interview topics. The 

interview topics were Brand Importance, Fashion, Brand COO and CET. It was important that all 

these topics were covered in order for the purpose to be able to be answered (Bryman, 2012). 

 

With these topics as a foundation, the interview questions in the fourth step in Figure 4.2 could 

be formalized. It was of importance for us to not create too specific questions in order to create 

flow and to let the interviews take their own paths. This way we could understand each 

interviewee’s social world (Bryman, 2012). The interview began with two demographic 

screening question to make sure that the participants matched the target population identified in 

the sampling process. After this, questions regarding the first topic, Brand Importance, were 

asked. These questions started out covering general aspects of branding, this in order to identify 

what relation the interviewee had with brands, how they perceived brands and to start a relaxed 

conversation with the interviewee. After this, the interviewees were asked about fashion brands 

in particular. The questions were all inspired by the theory presented in Section 2.1.1 but were 

formalized in a less theoretical manner to get the most out of the interviewees relations to brands 

and to not affect their answers.  
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The following topic covered fashion and specifically fashion involvement. The first question of 

‘How would you describe your style?’ was asked in order to understand the interviewees 

symbolic meaning of fashion and to see if there were patterns to be found in the studied Danish 

consumers’ styles. The next questions were asked in order to identify if the interviewees had a 

low or high fashion involvement and to see how this high or low involvement changed the 

interviewees’ answers to the other topics. The fashion involvement questions were inspired by 

O’Cass’ (2001) quantitative study but modified in order to be more open-ended and therefore 

more suitable for a qualitative procedure. There was also a focus in this topic to understand the 

purchase behavior among the interviewees. 

 

The third topic covered was brand COO. Here it was of interest to see if the interviewees took 

brand COO into consideration when purchasing fashion and also to explore what the 

interviewees knew about Swedish fashion and brands. The theory connected to brand COO in 

Section 2.2.1 was used as a foundation for formulating the questions. The last topic explored the 

interviewees tendencies of CET. The classic CETSCALE developed by Shimp and Sharma 

(1987), which was used in Makanyeza and du Toit’s study from 2016 was used for inspiration. 

However, seeing that these questions were used for quantitative studies, they were not very 

nuanced and therefore not believed to be suitable for inspiring the interviewees to open up. The 

CETSCALE was therefore only a guide to help come up with questions to identify tendencies of 

CET among the interviewees. There were no questions regarding Swedish fashion brands or if 

the consumers prefer Danish fashion brands until the very end of the interview. This since it was 

believed that this might affect the interviewees when being asked about their fashion 

consumption, fashion involvement and brand COO.  

 

When formulating the questions, it was of great importance to make sure that these could lead us 

to answers that would make it possible to later answer the identified purpose. It was also 

important to formulate questions that would lead us to identify what was important and 

significant in each of the identified topics and to encourage the interviewee to talk freely about 

these areas. The interview questions were tested in a pilot interview, step 5 in Figure 4.2, with a 

person who was a part of the target population. This pilot interview was conducted due to 

different reasons. Firstly, it was used to make sure that the questions were understandable and 
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that they were not leading the interviewees in any particular direction in order to make the 

interview as fruitful as possible. It was also made sure that the interviewee felt comfortable 

answering the questions and did not try to skip particular questions due to being uncomfortable. 

The pilot interview also gave an indication of how long the interviews would be so that the 

interviewee could hold his or her energy level up, seeing that interviews can be demanding. The 

pilot interview was a way for the interviewers to practice and feel comfortable and relaxed when 

interviewing in order to get the best result when having the actual interviews later on (Bryman, 

2012). 

 

After the pilot interview, the interview questions and order of questions were revised, step 6 in 

Figure 4.2, in order to create the final interview guide, step 7 (Appendix 4). However, the 

specific wording of the questions and the order in which they were asked could vary since the 

interviews were guided by logic and interest of both the interviewees and interviewers (Malhotra 

et al., 2012). Despite the fact that theory inspired the interview questions, we were careful not to 

provide the interviewees with definitions in order to get as truthful and accurate answers as 

possible. For example, when asking the interviewees if they thought social responsibility was 

important, we did not supply them with what definition was used in the thesis. Instead, the 

interviewees could talk about whatever they felt was related to the question. We were also 

careful in not explaining what was meant with a specific question and instead let the interviewee 

interpret the question and purpose with the question however they pleased. For example, when 

asking the interviewees if they took the brand’s origin into consideration when purchasing 

fashion brands, we did not correct the interviewee if she started talking about traditional COO 

instead of brand COO. Instead, we took the interpretation into consideration and made a note of 

it.  

 

Ten face-to-face interviews were held the 27th, 28th and 29th of March 2018. We were both 

present at all of the interviews. This in order for the interviews to be held on the same premises, 

in other words, that the base of the interviews in regards to how questions were asked and dealt 

with would be as similar as possible. Both of us were also present in order to give each other 

support in a quite unfamiliar setting, so that the material that was gathered would be able to 

answer the identified purpose of this thesis and so that no interesting angles or questions were 
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missed. Another strength of having two interviewers present was that one could concentrate on 

asking the questions while the other could observe body language and facial expressions and 

these could then be noted down. This interviewer could also make sure that the interviewee did 

not seem uneasy or anxious during the interview (Bryman, 2012).  

 

The interviews lasted around 45 min and one transcribed interview can be found in Appendix 5. 

All the interviewees were in the target group of Danish females 20-30 years old. The interviews 

started with a brief and very general introduction of what the interview would be about. The 

interviewees were told that they would be interviewed about their consumption of brands, where 

fashion brands would be brought up. More information about the interview was not given to not 

limit or bias the interviewees.  

 

In order to protect the interviewees, ethical considerations were taken into consideration. The 

interviewees were informed that the interview would be recorded but that the records would be 

held confidential. They were also informed that their names later would be coded so that they 

would not be identifiable in any way. These names were coded into other alternative names in 

order to keep flow and readability. The most common female names in Denmark 2016 were used 

(Statista, n.d.). The participants with their alternative names and date that they were interviewed 

can be found in Figure 4.3 below. 

 

 
Figure 4.3 Overview of Interview Participants and Dates (own contribution) 

 

The interviewees were also informed that data protection issues were taken very seriously 

(Bryman, 2012) and that they could leave the interview at any time if they no longer wished to 

participate. They were also informed that they could decline the usage of their data 

retrospectively. After the interviews, the interviewees were also asked to approve the collected 

research material connected to them. All of the interviewees agreed to participate under the given 
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circumstances and the interviews were held in the interviewees preferred location, in order for 

them to feel as comfortable as possible during the interviews (Malhotra et al., 2012). 

 

4.3.3 Interview Limitations 
When conducting qualitative research there are some limitations that should be taken into 

consideration and that are important to keep in mind in order to make the impact of them as 

small as possible. Holding semi-structured interviews means that no interview was the other 

alike which can have both positive effects since it is possible for the interviewee to talk freely 

about the topics and therefore new aspects might be brought forward. On the other hand, there is 

a risk that the interviewer, being the main instrument of data collection, observes, hears and 

therefore concentrates on areas that are products of his or her preference (Bryman, 2012). Seeing 

that two interviewers always were present at the interviews, this made it possible for the one of 

the interviewers to always steer the interview back to the agreed upon interview questions if 

there was a feeling of that the other interviewer was taking her preferences or background too 

much into consideration. 

 

Generalizability is another critique often raised when talking about qualitative studies. Seeing 

that only a small sample was taken out of a big group of individuals, it is impossible to know 

how these findings can be generalized to other settings. However, this is not a main limitation 

seeing that findings of this thesis are used to give new contribution to theory that can post as a 

foundation for giving insights for Swedish companies entering the Danish fashion market. 

 

A possible limitation to the interviews could be the fact that they were held in English which was 

not any of the interviewees native language. To make sure that the interviewees were 

comfortable with the chosen language of the interview they were informed about it on 

beforehand. The communication with the interviewees before the interviews was done in English 

as an indicator that the language level was sufficient. English was a given language since the 

interviewers not are fluent in Danish. 
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What heritage the interviewers were of was never mentioned before or during the interviews. 

However, seeing that the sample started from our personal networks, assumptions can be made 

that this was something that the interviewees were aware of. The fact that the interviewers are 

Swedish can be seen as a limitation as it can possibly nuance the interviewees answers regarding 

how they feel about Swedish brands and their consumption habits of Swedish and other 

international brands. Therefore, the interviewers were careful not to express this and to 

encourage the interviewees to talk as freely as possible.  

 

It can sometimes be of difficulty to trace analysis and data collection in a qualitative study, 

which limits the transparency of qualitative research (Bryman, 2012). In this thesis, it has been of 

great importance for us to be as transparent as possible with the steps from recordings to 

empirical findings so that all can be traced and contributes to a feeling of accuracy and credence 

to the study. Therefore, the next section aims to guide the reader through this process in a 

transparent way. 

 

4.4 Data Analysis 
In order to analyze the retrieved data, thematic analysis was used (Bryman, 2012). However, 

before the procedure of thematic analysis begun, the collected data was coded. Seeing that we 

were left with a great amount of data after the interviews, that aimed to later answer the 

identified purpose, the data needed to be broken down and processed. This process of breaking 

down the data by attaching a reference to chunks of text to be able to retrieve the most 

meaningful parts of data is called coding (Malhotra et al., 2012). The coding of the data was 

done in many different steps in order to reach the final codes. The process started with that all 

the interviews were transcribed from the audio files. Not only what the interviewees said was 

written done but also tone of voice, laughter, hesitation and other expressions that could be of 

interest when analyzing the data in later steps. Transcribing the data was of great importance to 

be able to as easy as possible code and analyze the data in later stages as it gave a good and 

easily processed overview of the interviews. The interviews were divided between us for 

transcription and a transcribed interview with codes can be found in Appendix 5. 
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After the transcriptions, the first step in the coding process was for us to read through all the 

transcripts separately and afterwards write down notes about things that were found interesting 

and important. We then read and listened through the interviews again, this time making notes 

through keywords during the process of different observations. During the process, the aim was 

to not be afraid to write down too many keywords, instead these were a good way of 

understanding the gathered data. In the next step, these keywords were handled and compared 

between us, some keywords were removed due to that they no longer were of interest. The 

remaining keywords were organized and compared so that they were structured and formalized 

in the same way throughout the different interviews. The remaining codes were in this stage 

connected to concepts in the theory from Chapter 2. For example, when the interviewees talked 

about CSR, this was connected to the cultural approach of branding even though this concept 

never was mentioned during the interviews. By connecting codes to theoretical concepts, we 

started to get an idea of how the interviews could answer the empirical research questions and 

how the research could be used to contribute to theory. By using theory to assign codes, it was 

easier to see patterns between the interviews, which was a big strength in the process of the 

thematic analysis.  

 

When the final codes were decided upon, the process of thematic analysis started. The 

framework approach was used in order to create structure to the codes and synthesize the data. In 

the framework approach, central themes and sub themes are presented in a matrix (Bryman, 

2012). The process of deciding what would be a theme and sub themes was not easy. However, 

seeing that we had already broken down and organized the data into codes, this made the process 

easier and more approachable. 

 

The process of identifying themes was an evolving process with much discussion among us. We 

looked for many different things in order to spot themes and sub themes. For example, 

repetitions in codes that occurred many times in one interview or that could be found in a large 

amount of the interviews, if not all the interviews, were taking into consideration. Also, 

differences between the interviews were taken into consideration as well as linguistic connectors 

like local expressions and such. Nonetheless, the most important thing when finding themes and 

sub themes was to keep in mind how it would contribute to the theoretical area and answer the 



44 

purpose. Therefore, just because a large number of the interviewees said the same thing did not 

mean that is would evolve into a theme if it was not considered relevant for the research.  

 

The process in which the themes and sub themes were conducted did not follow the same 

procedure but was an evolving and creative process were themes and sub themes emerged 

simultaneously. Sometimes themes and sub themes were deleted due to different reasons such as 

not being strong enough or not being relevant to answer the purpose. During the process, sub 

themes were often added as they were found interesting in the context of the research. The codes 

were used as guiding elements in order to find information in the transcripts, however quotes and 

blocks of texts were still read in order to understand the narrative flow. Losing the narrative flow 

is a common criticism of coding since it fragments the data (Bryman, 2012). Thus, it was 

important to not only take the codes into consideration when making the themes and sub themes 

but also the context in which the findings were in to not lose the narrative flow. In this step of the 

thematic analysis, whole quotations were added into the sub themes, once again to understand 

the narrative flow. However, in the final sub themes the quotations were shortened to remove 

irrelevant material and was done in order to ensure readability. The context was made sure to be 

kept so that quotations would not be interpreted incorrectly. The full matrix of the finalized 

themes and sub themes can be found in Appendix 6. However, Figure 4.4 presents an overview 

of the identified themes and sub themes.  

 

 
Figure 4.4 Themes and Sub Themes (own contribution) 
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4.5 The Credibility of the Research Findings  
An important aspect to take into consideration when conducting studies is to assess the quality of 

the research. Reliability and validity are commonly used and are broadly defined as “different 

kinds of measures of the quality, rigor and wider potential of research, which are achieved 

according to certain methodological and disciplinary conventions and principles” (Bryman, 

2012, p. 389). Some researchers argue that these measurements not are suitable for qualitative 

studies as they are more commonly used for quantitative studies and because they presuppose the 

notion of one truth which is not applicable in interpretivist studies such as this thesis (Bryman, 

2012). Instead, the alternative criterion of trustworthiness has been used to assess the quality of 

this research. 

 

4.5.1 Trustworthiness 
The measurement of trustworthiness consists for four criteria: credibility, transferability, 

dependability and confirmability. The first criteria of credibility concerns the fact that the 

research should be conducted in accordance to good practice and that the research results are 

accurate and reflect what the interviewees actually were stating. In order to make sure that our 

research findings were credible, we used the technique of respondent validation (Bryman, 2012). 

To achieve respondent validation, we reached out to all ten interviewees in order to gain their 

confirmation and approval regarding the collected research material. As none of the interviewees 

had any objections, no adjustments to the collected research material were needed. 

 

For the second criteria of transferability, the research findings should be applicable to similar 

situations and populations (Bryman, 2012). As snowball sampling was used, which is 

minimizing our influence on the sampling, and since saturation was achieved during the 

interviews, it is argued that there is a high probability that the same research findings can be 

achieved in other studies. Furthermore, as a detailed description of how this study has been 

conducted is provided, other researchers will with the help of this information be able to make 

judgements regarding whether or not this thesis’s research findings are transferable to other 

contexts in question (Bryman, 2012). 

 



46 

The third criteria of trustworthiness, dependability, concerns whether or not the study in question 

can be repeated by other researchers and furthermore that there in that case is consistency 

between the research findings (Bryman, 2012). In this thesis, it is argued that dependability is 

achieved as a sufficient amount of information regarding how the research has been conducted is 

available in Chapter 4. Here, other researchers can follow the different steps that have been 

taken, everything from how the interview guide was created to a thorough explanation of how 

the data analysis was conducted. 

 

The fourth and final criteria, confirmability, ensures that the researchers aim towards being 

neutral and not allowing personal values to influence the research to a large extent (Bryman, 

2012). In order to achieve confirmability, audio recordings as well as a transcription and a 

thorough explanation of the conducted data analysis have been provided. Furthermore, by being 

two researchers conducting this thesis, we have been able to remind each other and make sure 

that our personal values affect the research as little as possible. As all four of the criteria were 

fulfilled, it is argued that this thesis achieved trustworthiness. 
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5. Emerging Themes from the Interviews 

In this chapter, the interview findings will be presented. The findings are structured in 

accordance to the emerging themes from the interviews, which are Important Aspects of a Brand, 

Inspirational Sources of Fashion, Similarities in Personal Fashion Styles, Perceived Regional 

Similarities in Fashion Styles and Proudness Over Danish Fashion Brands. Tied to each theme 

are several sub themes which likewise will be presented and explained below, and are also to be 

found in Appendix 7.  

 

5.1 Important Aspects of a Brand  
One of the strong emerging themes from the interviews was Important Aspects of a Brand, where 

all interviewees claimed to find it crucial that brands possess certain characteristics and traits. 

The interviewees imbued brands, both within fashion but also in other product categories, with a 

higher meaning where the brand is something beyond a logotype or a tagline. For some of the 

interviewees, it had to do with how brands acted and for some it was more about the emotions 

brands evoked in them. There were especially two strong aspects of brands that emerged and 

therefore constitute the sub themes of CSR Activities and Emotional Attachment. 

 

5.1.1 CSR Activities 
For all interviewees except Helle, it was of great importance that brands are involved in CSR 

activities. Fashion brands are not just producing and selling clothes, it was according to the 

interviewees about so much more than that. Hanne and Anna said that it was about brands taking 

responsibility for their actions and having strong CSR profiles. When referring to CSR activities, 

Maria mentioned the importance of good labor conditions for employees and a consciousness of 

water consumption while Anne, Mette and Marianne generally mentioned environmentally 

focused areas as important. Lene and Kirsten claimed that if a brand has a scandal of some sort 

that can be connected to its CSR activities, it might affect their consumption habits of that brand 

in a negative manner, meaning that they will not be as keen on purchasing fashion from that 

particular brand anymore. Not only is it about the scandal per se, it is also about how the brand in 
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question handles the scandal. How the brand acts in a time of crisis also affected how Lene 

perceived the brand. 

 

Susanne highlighted the importance of brands taking social responsibility, and furthermore stated 

that it is especially important that the bigger brands engage in CSR activities as they have a lot of 

influence on people and their actions. She moreover stated that despite the fact that she perceives 

CSR activities to be important for fashion brands, she said that she, like the majority of people, 

not is very conscious about what kind of CSR activities fashion brands are involved in, or if the 

brands even follow through on the CSR activities that they claim to be doing. Among the 

interviewees, it was only Helle who claimed that CSR activities was not important to her and did 

not make a difference as she perceived it as all companies today are involved in CSR programs 

or activities. 

 

5.1.2 Emotional Attachment  
The other sub theme in the Important Aspects of a Brand theme is that brands should evoke 

emotions for the interviewees. Kirsten, Anna, Helle and Maria explained how particular brands 

made them feel good and that the brands become a part of who they are. Hanne, Susanne and 

Lene claimed that fashion brands make them feel more confident, refreshed and happy while 

Mette even claimed that she feels as a better person when wearing specific fashion brands. 

 

The meaning of brands goes beyond the visible context as some claimed that a brand is a part of 

an individual’s identity and that it is important that brands share the same values as the 

interviewees. Anne described that if the brand’s identity is too far away from hers, in this case in 

terms of which endorsers the brand is using, she will dislike the brand as she does not feel as if 

the brand is something that she can relate to. Although Helle and Lene claimed that brands are 

important for them, price was an important factor for them as well. 
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5.2 Inspirational Sources for Fashion 
Throughout the interviews, it became evident that there are some specific sources that the 

interviewees turn to in order to find inspiration for their fashion purchases, and thereby the 

second theme of Inspirational Sources for Fashion emerged. The importance of these 

inspirational sources varied between the interviewees, but almost all of them mentioned the same 

ones. The three main inspirational sources for fashion purchases, which constitute this theme’s 

sub themes, are Instagram, Magazines and Influencers. 

 

5.2.1 Instagram 
One of the main sources for finding inspiration for fashion purchases was said to be Instagram. 

Not social media in general, but Instagram in particular. How Instagram is used differed between 

the interviewees. Maria, Anna, Mette, Hanne and Kirsten used Instagram to find inspiration for 

fashion purchases by following brands’ accounts to see different outfits and fashion items. For 

Anne and Marianne, this evoked the feeling of wanting to shop the fashion items which was 

found to be something they felt suited their styles. They had at several times purchased fashion 

items which they had found on Instagram. 

 

Helle and Lene found Instagram to be a good way of gaining knowledge about sales, 

competitions and other offers which the brands that they were following currently had. Susanne 

used Instagram not primarily with the aim to find inspiration for future fashion purchases or to 

get information about current offers but to stay updated on the CSR activities that certain brands 

pursued. 

 

5.2.2 Magazines 
Another main source of inspiration for fashion purchases was magazines, and more specifically 

fashion magazines. This inspirational source for fashion was not as common as Instagram, but 

the ones that were purchasing magazines found this source important in order to stay on top of 

fashion trends and finding inspiration for fashion purchases. Some purchased fashion magazines 

more frequently than others. Maria merely purchased magazines when going on vacation, Anne, 
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Kirsten and Hanne bought from time to time, while Mette and Anna always purchased the latest 

magazines as it was a large part in their inspiration and search processes for new fashion items. 

 

5.2.3 Influencers 
A vast majority of the interviewees stated that they found fashion inspiration from influencers. 

Some interviewees, like Anne, Hanne and Anna, actively followed influencers in their social 

channels while Kirsten simply visited influencers more randomly when they popped up in her 

feeds. Among the interviewees, there were differences in terms of what kind of influencers they 

claimed to be following. Anne, Hanne, Anna and Maria followed influencers that focused on 

specifically fashion, while for example Marianne followed influencers that are more all around in 

what they are portraying in their social feeds, for example also uploading posts about food, 

interior or fitness lives. 

 

Maria and Hanne stated that the influencers in question did not have to have exactly the same 

style as the interviewees but it is important that they in some way could relate to the influencers. 

Mette claimed that she had followed several influencers for a long time but that she now had 

come to a stage in her fashion consumption and way of fashion style where she did not feel that 

she got inspired by influencers anymore.  

 

Helle and Lene stated that they did not follow any fashion influencers as they claimed that they 

hated influencers. Helle said that she strongly dislikes the photos that many of the fashion 

influencers upload on their social channels as she hates how they often are featured as having a 

perfect life. Lene claimed that she hates influencers as she does not perceive it to be a real 

profession and because she cannot imagine anyone being so inspirational that it is worth 

following what they are doing on an everyday basis. Susanne was on a similar track as Helle and 

Lene when she claimed that she never gets inspired by what famous people are wearing. 
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5.3 Similarities in Personal Fashion Style  
Throughout the interviews, the theme of Similarities in Personal Fashion Style emerged. All of 

the interviewees, except for one, described their fashion styles in similar ways. To a large extent, 

even the same wordings were used. In general, the interviewees did not perceive that their styles 

stood out in comparison to others and they did not wish to stand out either. There were 

specifically three topics that recurred during the interviews and they constitute the three sub 

themes connected to the theme of Similarities in Personal Fashion Style. These sub themes are 

Natural Colors, Unique Style and Minimalistic Style. 

 

5.3.1 Natural Colors  
Wearing natural colors was recurring in almost all of the interviews. By natural colors, 

interviewees such as Susanne, Anna, Hanne and Helle referred to mainly black, white and grey 

but some also included navy blue. Maria and Anne stated that their wardrobes mostly contain 

black fashion items and that black as a color is perceived to be fashionable and stylish. Marianne 

and Kirsten claimed that they almost never wear any colors while Lene said that it had to do with 

the season as it was not suitable to wear bright colors during for example early Spring time. 

Wearing natural colors also had to do with how colors were matched in fashion outfits. Anna 

described that she liked simplicity regarding colors and that she prefers to wear fashion items 

that do not mix several colors but instead just have one color. 

 

Wearing natural colors is something that all except Mette claimed to be doing. She did not claim 

to be wearing natural colors and she explained that she loves to stand out in terms of color and 

that she easily could go to work in golden pants as she pursues fashion on a high level. 

 

5.3.2 No Perceived Uniqueness in Style  
The interviewees who claimed that they typically wear natural colors, which were all 

interviewees except Mette, also claimed to have similar styles as other people. They almost 

found it ironic with the thought of perceiving their styles as unique. Instead, they stated that they 

dressed in a standard manner or similar to others. Maria, Lene, Helle, Anne, Anna and Kirsten 
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claimed that they do not have unique styles. This since they dress based on what was in style at 

the moment which means that a lot of other people also are wearing it. Furthermore, since most 

of the fashion consumers are wearing the same international brands, these interviewees claimed 

that it is quite difficult to have a unique style. Susanne claimed that she did not care that much 

about fashion because being comfortable with what she was wearing was more important than 

aiming towards having a unique style. Hanne and Marianne claimed that they have a Danish 

style which means that other Danish females have similar styles to theirs. 

 

Also within this sub theme, Mette was the only one who claimed that she had a unique style. She 

described her style as ‘her own’ and that it is very fashionable and feminine. She furthermore 

stated that she perceived it to be boring to look like everyone else. Despite having different 

stances towards the question of whether or not the interviewees perceived their styles to be 

unique, they all interpreted a unique style as having a style that is ‘their own’. 

 

5.3.3 Minimalistic Style  
Closely connected to the fact that the large majority of the interviewees claimed to frequently be 

wearing natural colors was the interviewees’ perceptions of their own styles. When being asked 

to describe their styles, Anna, Marianne, Helle, Susanne and Lene used words such as 

minimalistic, simple, clean and basic. These descriptions were also linked to the fact that Anne, 

Kirsten, Hanne and Maria claimed to have a classical Scandinavian or Danish style, and that 

these are associated with a minimalistic style. As with the two previous sub themes, Mette did 

not claim to have a minimalistic style as the other interviewees did and she furthermore stated 

that she does not at all like the fact that individuals in Denmark dress similarly as she perceived 

this as boring.  

 

5.4 Perceived Regional Similarities in Fashion Style  
During the interviews, two streams of arguments were uncovered in terms of how the 

interviewees perceived the Scandinavian fashion scene. Some of the interviewees did not 

acknowledge any differences in terms of fashion styles between Denmark, Norway and Sweden 
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while others had a clear image of how the fashion styles differed between the three Scandinavian 

countries. Subsequently, the two sub themes for the Perceived Regional Similarities in Fashion 

Style theme emerged to be No Perceived Differences and Perceived Differences. 

 

5.4.1 No Perceived Differences 
Anne, Kirsten, Hanne, Helle, Susanne, Lene and Marianne did not perceive there to be any 

differences in fashion style among the Scandinavian countries. They, among other things, stated 

that their friends from Sweden and Norway have similar styles as they have in Denmark and that 

this might be because of the fact that individuals in Scandinavia are living quite similar lives. A 

Scandinavian fashion style was explained as minimalistic with natural colors, and Helle even 

claimed it to be a bit boring. Susanne and Hanne claimed that they did not know enough about 

Swedish and Norwegian fashion to actually tell if there is a difference in style between the 

countries, but as these interviewees perceived it, based on what they knew during the interviews, 

they did not see any differences in terms of fashion styles. 

 

Another argument for why it was claimed that there is no difference in fashion style between the 

Scandinavian countries was that Anne and Kirsten stated that they could not tell from which 

country Scandinavian fashion brands were from. Hanne thought that the Swedish fashion brand 

Filippa K was Danish. 

 

5.4.2 Perceived Differences 
Anna, Mette and Maria perceived differences between the Scandinavian countries in terms of 

fashion style. Mette claimed that she would never turn to Swedish fashion brands to purchase 

fashion because the Swedish designers are too influenced by the political agenda of equality 

between the sexes in Sweden which has resulted in that the fashion items are becoming too 

unisex which does not suit her feminine style. 

 

Anna stated that Danish females look and dress more natural and that females from Norway and 

Sweden often dress up more and wear a lot of makeup. She furthermore stated that she has the 

ability to easily connect people to where they are from in Scandinavia based on their style and 
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appearance. Maria also claimed that there is a difference between the Scandinavian countries in 

terms of fashion style. She stated that while the Danish fashion style is a bit rougher in regards to 

the cut and look of the fashion items, as well as it includes more black, the Swedish and 

Norwegian fashion styles are more colorful, feminine and classy. She furthermore thought that 

the Swedish brand Acne was Danish as it had more of a Danish cut and style. 

 

Despite that these interviewees agreed on the fact that there are differences in styles between 

Denmark and Sweden, they do not have a unified point of view on how the different styles look. 

Mette claimed that the Swedish style is more unisex and less feminine than the Danish style 

while Anna and Maria stated the opposite and perceived the Swedish fashion style to be more 

feminine and classy than the Danish fashion style. 

 

5.5 Proudness Over Danish Brands 

During the interviews, it became clear that there was a strong proudness among the interviewees 

for Denmark in general and, in the light of this context, Danish fashion in particular. This 

proudness surfaced in several different situations and to highlight these specific situations, they 

constitute the Proudness over Danish Brands theme’s three sub themes. The three sub themes are 

Preference for Danish Brands over Swedish, Willingness to Support Danish Fashion and 

Importance of Danish Fashion. 

 

5.5.1 Preference for Danish Brands over Swedish 
A majority of the interviewees claimed that they prefer Danish fashion brands over Swedish 

ones. Mette and Anne claimed that it had to do with the fact that the Danish fashion style is 

different from the Swedish fashion style and that they therefore preferred Danish fashion brands 

due to their Danish style. For others such as Maria, Marianne and Susanne, the fashion style per 

se was not something that they brought up when explaining their preference for Danish fashion 

brands over Swedish fashion brands. Instead, it had to do with the proudness of being Danish. 

Just the fact that a brand originated from Denmark would make these interviewees prefer that 

particular brand over a Swedish fashion brand. 
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Anne, Kirsten, Hanne and Lene claimed that they did not have a preference for Danish fashion 

brands over Swedish fashion brands which they explained had to a large extent to do with the 

fact that they could not tell the difference between a fashion brand from Denmark and a fashion 

brand from Sweden. Helle stated that she did not like the Danish fashion style in general and did 

therefore not prefer brands originating from Denmark. 

 

5.5.2 Willingness to Support Danish Fashion 
Overall, there was a strong willingness among the interviewees to support Danish fashion 

brands. It is mainly due to the fact that interviewees like Kirsten, Anna, Susanne and Maria 

claimed that they perceive it as nice to support small Danish fashion brands driven by 

entrepreneurs that are employing Danes. Anne said that it was even a trend in Denmark right 

now, to support the local brands. Helle stated that she felt as if she could support Danish fashion 

brands to a larger extent than what she was currently doing but she did not like the Danish 

fashion style that much. 

 

Marianne and Mette even felt a responsibility to support Danish fashion brands. Much due to the 

same argument as explained above, to support startups and smaller brands and the communities 

around these brands, but furthermore also because the money then according to these 

interviewees stay in Denmark which they perceived as positive. Both Lene and Hanne claimed 

that this supporting of Danish fashion brands was nothing that they thought that much about. 

Hanne thought that Danish fashion brands could do well without her help. 

 

5.5.3 Importance of Danish Fashion 
A vast majority of the interviewees claimed that fashion is important for Denmark. This 

phenomenon was explained using different examples. Maria, Marianne, Lene, Anna and Kirsten 

stated that fashion will be, or already is, an important export for Denmark and that it is closely 

connected to the already existing success story of Danish design, which the interviewees were 

very proud of. Mette and Hanne focused on the fact that Copenhagen is known as one of the 

biggest fashion capitals in the world and that fashion week in Copenhagen is a huge happening 

for the country and the talented Danish fashion designers. Susanne also claimed that fashion is 
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important among the Danish population on an everyday basis as well as people, especially in 

Copenhagen, are very fashion conscious and care a lot about how they look. Helle was the only 

interviewee who did not have an opinion about this but thought that it was important due to 

things that she had read. 

 

In the next chapter, these emerging themes will be analyzed in order to answer the identified 

empirical questions from Chapter 3 which is an important step towards answering the purpose of 

this thesis. 
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6. Consumer Insights 
In this chapter, the emerging themes from the interviews will be analyzed to gain insights 

regarding the studied consumers. In the first section, the empirical research questions will be 

answered and as the answers to these questions differ, four stereotypes are introduced with 

quotations from the emerging themes (Appendix 6). After this, the theoretical model will be 

reintroduced and the four stereotypes will be incorporated. The components of this chapter are 

crucial steps in understanding the underlying aspects that are creating the perceived barriers that 

Swedish fashion companies are facing on the Danish market. 

 

6.1 The Four Stereotypes 
In the following section, the identified empirical research questions from Chapter 3 will be 

answered with the help from the emerging themes in order to gain consumer insights. The four 

empirical questions of this thesis are: 

 

● Is the brand important in Danish consumers’ consumption of fashion?  

● Do Danes find fashion important and are they fashion involved? 

● Is brand COO something that Danish consumers take into consideration when purchasing 

fashion? 

● Are Danes showing tendencies of CET in their consumption of fashion? 

 

As there were no unified answers to three out of the four empirical research questions, the 

studied consumers had to be divided into groups as patterns emerged in their answers. Therefore, 

four different consumer stereotypes will be presented. These will further be analyzed in Section 

6.2 to answer the overall purpose of this thesis. 

 

Below in Figure 6.1, a ranking of the interviewees based on their answers to the empirical 

research questions are illustrated and the four emerging stereotypes are shown with different 

colors. The four stereotypes will be described more in detail in the coming sections. The only 

empirical research question in which the answers were not differing amongst the interviewees 

was in the area of brand importance. Here, all except one perceived it important with CSR 
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activities as well as they all felt emotional attachments to brands. This will also be further 

explained in the coming sections. 

 

 
Figure 6.1 Overview of the Interviewees’ Scores (own contribution) 

 

6.1.1 Stereotype 1 
As can be seen in Figure 6.1 above, the interviewees Helle, Lene and Kirsten show similar 

patterns when it comes to the studied areas. They are ranked to have low fashion involvement as 

they do not care that much about fashion, they have low importance of brand COO as they do not 

pay attention to where brands are from and they have low tendencies of CET as they do not feel 

a responsibility to support Danish fashion and do buy their products from other countries. 

Although having low scores on these three parameters, the interviewees perceive it important 

with branding.  

 

Brand Importance 

In Theme 1: Important Aspects of a Brand, and sub theme CSR Activities, Lene and Kirsten both 

highlight that CSR activities are something that they keep in mind when buying brands. Both 

bring up scandals as indicators of not functioning CSR activities. Kirsten talks about big scandals 

sticking to her mind. 
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“I think it is part of the whole how they make you feel thing, because you know when there was 

the big scandals some of the really bad scandals about some of the fashion brands you kind of 

keep sticking a little bit to it.” - Kirsten  

 

Lene however, does not talk about scandals sticking to her mind, instead she says that this is 

something that she guesses all big brands face at some point.  

 

“I mean, CSR also has become a bit important.” ... “I mean sometimes when you hear that a 

brand has a scandal, it is also about how they handle it and I guess most brands, at least the big 

brands, have a scandal at some point.” - Lene  

 

Helle on the other hand claims that she does not care if companies engage in social responsibility 

activities since she thinks all companies do nowadays.  

 

“I don't care.” ... “Because who doesn’t nowadays? It doesn’t make a difference? It probably 

does make a difference for a lot of people, but it will make a difference if you don’t.” - Helle  

 

When it comes to the second sub theme Emotional Attachment, all three claim that brands make 

them feel something or that brands add something extra.  

 

“I have this image of the branded self.” … “What you have when you use this sort of brand.” - 

Helle 

 

“Well I guess, if you have something new that you really love, I guess you can feel more self 

esteem. If you feel very comfortable with what you are wearing. Feeling good and happy that you 

bought something new and you are happy about that, and higher self esteem as well.” - Lene  

 

“I probably feel like it’s kind of a thing that is part of your personality when you wear it because 

it is creating your own personality even though it is something that a lot of other people wear 

than you still feel that you made a decision to wear this thing and ehm, so I guess I feel that it is 

a part of who you are.” - Kirsten  
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However, both Helle and Lene note the fact that the price is an important aspect for them when 

choosing a product.  

 

“For now it is just the cheapest option I find, fitting for the price.” - Helle  

 

“But that is also because of the price, but also because you trust the brand I guess. But it is not 

like I have some favorite brands and don’t buy other brands.” - Lene  

 

Fashion Involvement 

Looking at Theme 2: Inspirational Sources for Fashion, Helle, Lene and Kirsten show through 

the sub themes that they are not very fashion involved and therefore do not spend much time and 

energy on finding inspiration from different sources. Helle and Lene say that they both follow 

some brands on Instagram. However, Helle does it in order to win something in a competition 

and not because she is brand loyal.  

 

“But that is because there was a competition where I could win something. Not because I am 

loyal.” - Helle  

 

Lene shows similar tendencies seeing that she claims to follow brands on Instagram due to 

getting email advertisements.  

 

 “I follow a few brands, like H&M but that is because I also get email advertisements 

from them as well…” - Lene  

 

Neither Helle or Lene talk about reading any fashion magazines. Kirsten on the other hand shows 

a little more involvement in fashion through inspiration sources. She mentions both Instagram 

and magazines as inspirational sources and says:  

 

“Where you see people, and sometimes you find something that looks really nice and I wouldn’t 

copy the whole outfit but then you might just get an idea that ‘that looks nice’.” - Kirsten  
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However, she is a bit hesitant to copying a whole outfit, but could very well find inspiration.  

 

Neither Helle, Lene or Kirsten find inspiration from influencers. Helle and Lene are however a 

lot more reluctant towards influencers and both use the word hate when describing bloggers and 

their pictures.  

 

  “Hate those funny blogger photos when it is all nice and shiny.” - Helle 

 

“No… I hate bloggers haha” ... “That’s like following others to see what they are doing. I do not 

really care about what others are doing” … “And then I can’t really see why anyone would be 

so inspiring that you have to follow and watch what they do all the time.” … “I can’t really see 

that blogging is a profession, sorry if I am offending anyone.” - Lene  

 

Kirsten on the other hand is more neutral and says that she looks at whatever ‘pops up’.  

 

“I think it is just randomly what pops up.” - Kirsten 

 

In Theme 3: Similarities in Personal Fashion Styles, none of the three describe their styles as 

unique. Helle compares herself with what she calls fashionistas and claims:  

 

“Because it is nothing out of the ordinary.” ... “Those fashionistas for a fashion week, that wear 

a fur coat in the middle of summer or shorts… Ehm, yoga pants. when you think ‘did you close 

your eyes when you put on clothes this morning’?” - Helle   

 

When describing her style, she describes it as more business when she was working and more 

casual off work. It is interesting to note that she thinks it would be a good idea to wear the same 

outfits every day, showing that she is not very involved in fashion.  

 

“On a regular basis, before I started my masters, I would say that it is very business, suits, 

skirts, blazers, everyday at work, high heels. Yeah and then just regular jeans and a T-shirt of 
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the clock.” ... “I am a firm believer in that women should do the same as men, have 3 of the same 

suits and wear them. That would be so easy.” - Helle  

 

She also shows the same tendencies of not caring too much about fashion as she says she has no 

problem wearing things from Lidl, which is a grocery shop.  

 

“I can wear everything from Lidl…” - Helle  

 

Helle says she prefers male styles when it comes to the color scheme.  

 

“The more male styles, navy blue, black. I can sneak in some green, no that is also blue.” - Helle 

 

As mentioned, neither Lene nor Kirsten claim to have a unique style.  

 

“I don’t feel unique when wearing clothes.” … “I have a lot of clothes from stores where other 

people shop as well.” - Lene  

 

“No, I don't think it is very unique. No, because it is very popular in trend right now, 

Scandinavian. It is just very popular way of dressing, very minimalistic, Scandinavian. So I don’t 

think it is very unique no.” - Kirsten  

 

Here, Kirsten shows tendencies of being the most fashion involved out of the three since she is 

talking about what is in trend at the moment.  

 

When describing her style, Lene describes it as basic and her color choices as safe.  

 

“More like the basic clothing, um… Yeah, you know like a black dress. Something like that.” - 

Lene  

 

“I wear black and so right now when it is dark outside. I wouldn’t want to wear any pink and so 

right now haha.” ... “Safe colors.” - Lene  
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Kirsten uses the expression ‘not too crazy’ to describe her style and the colors she wears are 

similar to Helle and Lene.  

 

“I think it is like very classical Scandinavian, not very colorful but just like the things that never 

really go out of style, but very Scandinavian. Not too crazy but yeah just.” - Kirsten  

 

“Not very colorful.” - Kirsten  

 

Once again, Kirsten describes her style as Scandinavian which shows that she to some degree is 

a bit more fashion involved than Helle and Lene since she follows a style and is familiar with 

different styles.  

 

Brand COO 

In Theme 5: Proudness over Danish Fashion Brands we can see that neither Helle, Lene nor 

Kirsten take the brand COO into consideration when purchasing fashion.  

 

“Because again if it’s, I am buying for my own style and not buying to fit their style so… If I like 

what I see I will buy it and it doesn't matter if it is from China, from US, South America, Western 

Europe, Eastern Europe.” - Helle  

 

“Oh… Um… Nah… No not really. [care about where a brand is from]” - Lene  

 

“I don’t really think I consider the brand country that much, sometimes I don’t even know the 

country the brands are from.” - Kirsten  

 

None of the three state that they prefer Danish brands over Swedish ones which can also be seen 

in Theme 5: Proudness over Danish Fashion. Neither Lene nor Kirsten can see differences 

between a Swedish or a Danish style. 

 

“I don’t have preference. Again if I like the style and I tend to not like Danish designer style.” - 

Helle  
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“No, I guess it is basically the same for me haha… [Danish and Swedish fashion styles]” - Lene 

 

“There could be like a brand that I thought was Danish that might turn out to be Swedish instead 

without me knowing.” - Kirsten  

 

This could be connected to the fact that the three interviewees in Stereotype 1 felt there was not a 

difference between different styles in the Scandinavian area, which can be found in Theme 4: 

Perceived Regional Similarities in Fashion Style. Helle explains the fact that there is not much 

difference by saying that Scandinavians all look pretty much the same, use the same colors and 

have a minimalistic style.  

 

“I don’t think there is that much difference between a Danish and a Scandinavian, we look pretty 

much the same. We are not good at using colors. So our fashion can be quite boring. Yeah. It’s 

very minimalistic, there is not a lot of stuff going on.” - Helle 

 

Lene also takes about a common style, but instead uses the word Nordic to describe it.  

 

“And I think that also that, they have like the Nordic style that I guess you are more into 

purchasing since the Nordic style.” - Lene 

 

Kirsten explains the fact that she sees the style as something that all the countries are known for 

together and that to her, it is the same style and the brands are quite similar.  

 

“In my head again it is kind of the same style. Like a lot of the brands are quite similar. There 

could be like a brand that I thought was Danish that might turn out to be Swedish instead 

without me knowing. Yeah, so I wouldn’t prefer, for me like Sweden, Denmark and Norway are 

quite the same style.” ... “No, I think it is the same level, because a lot of people just think that 

Scandinavia is one big thing. So I think it is the same with Norway and Sweden. I think it is more 

the whole Scandinavian area, is quite known for a specific kind of dressing and a lot of the same 

designers and so on.” - Kirsten 
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CET 

When it comes to Helle, Lene and Kirstens’ desire and responsibility to support Danish fashion 

brands, they do not show much tendency of being consumer ethnocentric. Helle shows the least 

of a tendency because she means that they do not fit her style, however, she says she perhaps 

should buy more Danish fashion brands.  

 

“Maybe I should buy more Danish small brands. But, they don’t suit my style, it is very 

squared.” - Helle  

 

Lene says she likes the idea of buying brands from Denmark but this is not something she 

actually follows through on.  

 

“Of course I like the idea of purchasing something and supporting the country. The idea of it but 

I guess it is nothing that I really pay attention to when I buy clothing…” - Lene  

 

Kirsten shows the most consumer ethnocentric tendencies when comparing the three. However, 

these are still not very strong. She does state that purchasing Danish brands makes her feel good.  

 

“I don’t feel it is a responsibility but it makes me feel nice when I buy something from a Danish 

brand, supporting the Danes.” ... “Because you feel like you are supporting like the business, 

local business, if you are choosing Danish brands and you of course like to support the brands 

that you know are Danish.” - Kirsten  

 

All claimed that fashion is important to Denmark as a country. Helle, said she had read so but 

was not more involved than that. Lene highlighted that there is talent in Denmark for design 

overall.  
 

“Yeah. Denmark has a lot of talent in design, not only in fashion but also design in general…” - 

Lene  

 

Kirsten talked more about fashion being a quite big part of the Danish economy. 
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“Yeah, I guess it is [importance of Danish fashion], I think it is quite big of the economy.” - 

Kirsten  

 

By connecting the different themes identified with the four empirical research questions and 

using quotes from their interviews, we could easily see that Helle, Lene and Kirsten show the 

same tendencies. Regarding the first empirical research question on the topic of brand 

importance, all interviewees within Stereotype 1 think that brands are important and that they 

provoke feelings. However, for Helle and Lene price is mentioned to also be an important aspect. 

Looking at brands’ CSR activities, this is not an important factor for Helle but more important 

for Lene and Kirsten. For the second empirical question regarding fashion, the interviewees are 

not fashion involved and do not perceive fashion as important. For the empirical questions on 

brand COO and CET, Helle, Lene and Kirsten do not take brand COO into consideration when 

purchasing fashion brands and do not show strong tendencies of CET as they do not feel a 

responsibility to support Danish fashion. As shown in Figure 6.1, there is a difference between 

Helle, Lene and Kirsten, where Helle cares the least about fashion, brand COO and is the least 

consumer ethnocentric, whereas Kirsten is the most within the stereotype and Lene in between. 

 

6.1.2 Stereotype 2  
The three interviewees Marianne, Susanne and Maria share similar personality traits connected 

to the studied areas of this thesis and are a part of the second stereotype which can be found in 

Figure 6.1 above. Within this stereotypical group, the perceived importance of fashion is 

relatively low but the importance of brand origin is on the other hand fairly important. Within 

this stereotype, the tendencies of CET are relatively high and as with the other three stereotypes, 

brands and their CSR activities and emotional attachments are important for individuals in 

Stereotype 2. 

 

Brand Importance 

As has been stated in Theme 1: Important Aspects of a Brand, the interviewees find it important 

with brands and more specifically that these brands take social responsibility and that they create 

emotional attachments to the interviewees. Susanne perceives it as important with CSR but says 
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that most people are not as conscious about how fashion is sourced as they claim to be. She 

furthermore states that she believes that it is the bigger brands that first and foremost should 

engage in CSR activities. 

 

“When you ask me [about CSR] then yes but to be totally honest like I said earlier, I am as well 

as 90% of everyone else not very conscious about it. I think it is mostly, I think it is becoming… I 

think for the bigger brands, those that also have sort of have a voice, those who try to be really 

active on social media and stuff. There has become really important that they take or stand for 

something.” - Susanne 

 

Marianne and Maria do not bring forward this more cynical side that Susanne has about brands, 

but merely state that CSR activities are important and that the CSR engagement that they are 

giving examples of to a large extent are connected to environmental activities. 

 

“I think that they have a lot of money, a lot of brands so instead of just using them… I don’t 

know. I think it is good that they do some initiatives. For instance Mille, the makeup brand, each 

time you buy some of their products, they plant a tree. And the package is like… recycled paper, 

all of the packages and stuff like that. I think we have to protect the environment, just a little 

bit.” - Marianne 

 

“I guess some kind of social responsible story in a way or another. If it’s like. The opposite of 

H&M really, where it is cheap labor, you know. A lot of water consumption in the process of 

making it. Where this instead is a sustainable way of doing fashion on locally sourced, 

empowering local people. I think it’s cool” - Maria 

 

Connected to the sub theme of Emotional Attachment, Susanne feels good when she wears new 

clothes.  

 

“I really like wearing their clothes… It is like refreshing sort of… And that feeling of wearing 

something new even though other people don’t notice that you are wearing something new.” - 

Susanne 
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Maria takes it a step further and explains that there is an emotional attachment between herself 

and her favorite brands, and that brands are a part of an individual’s identity. 

 

“I think like an emotional attachment even. It makes you stand for something, and you kind of 

identify with what it stands for, so you kind of buy into the brand’s values that the brand stands 

for, in like over all terms.” ... “A part of your identity, ehm. It is expressing who you are.” - 

Maria 

 

Marianne did not mention anything about how brands make her feel, but is instead, as can be 

read in her above quotation about CSR, highly focused on the importance of locally sourced 

brands. 

 

Fashion Involvement 

Connected to Theme 2: Inspirational Sources for Fashion, the interviewees within Stereotype 2 

show a stronger fashion involvement and a larger interest for fashion than Stereotype 1. This is 

shown in the three different sub themes of Theme 2: Inspirational Sources for Fashion. Susanne, 

who is the least fashion involved within this stereotype, explains that she does follow brands on 

Instagram but not with the main purpose of finding inspiration for fashion purchases, but rather 

that she finds it inspiring to follow the CSR activities that the brands are doing. 

 

“A few… I follow Mads Nørgaard for instance but that is because they are really interesting and 

they are doing a lot of activism and… They do a lot of stuff like that. I then I really like their 

clothes even though I rarely buy there.” - Susanne 

 

Maria on the other hand is not precise in her explanation regarding where she finds inspiration 

for her fashion purchases but explains that it is mainly through her friends and things that she 

sees on Instagram. 

 

“My friends... and ehm... Like Instagram” - Maria 
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Marianne follows several brands on Instagram and gains inspiration from the posts that these 

brands are uploading, which is an indicator of being more fashion involved than the other two. 

She has furthermore also purchased brands that she initially saw on Instagram and then started to 

follow. 

 

“I follow a lot of different brands.” ... “Louis Vuitton, Michael Kors, Zara, Hermes, yeah and I 

just they post a lot of things from the catalogue and commercials and stuff like that and then I am 

like ‘oh wow, this looks really nice’. I follow Markberg, one of the bags I bought was because I 

saw it on Instagram.” - Marianne 

 

When it comes to the second sub theme of Magazines under Theme 2: Inspirational Sources for 

Fashion, neither Susanne nor Maria mention that they either purchase or find inspiration in 

fashion magazines. Marianne explains that she does not purchase magazines that often, but 

usually does so when she is going on vacation. 

 

“But of course when I go on vacation I always buy Custome or Elle or something and read that.” 

- Marianne 

 

Neither Susanne, Maria nor Marianne follow influencers to find fashion inspiration. Susanne 

claims that she never reads blogs as she does not get inspired of what famous people are wearing. 

 

“Not at all, like I don’t ever look at blogs or try to look up what I am going to wear. I would 

never like actually be inspired by sort of like famous people because their clothes are way too 

fashionable.” - Susanne 

 

Maria follows a Danish influencer named Isabella Thorsen, but not to find fashion inspiration 

since Maria explains that the influencer does not have the same fashion style, instead she merely 

finds this influencer cool. 

 

“Yeah… I mean, this Danish girl who is called Isabella Thorsen, this Danish girl called Rock 

paper dresses, she is really cool. She has a crazy style, and I would never wear what she is 
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wearing but it is so cool and I could maybe wear something like that but it would require another 

mindset to wear a completely orange dress and a green sweater on.” - Maria 

 

Marianne explains that she follows influencers who mostly upload posts that are related to 

fashion. The other influencers that Marianne follows do not have a fashion focus but instead 

upload health and food posts. 

 

“I do. But I don’t know who... Like the model Cara Delevingne, I follow her. But I think the blogs 

I follow are more like health bloggers and yeah. They do food things, I don’t think I follow that 

many fashion bloggers but still it is fun to follow some to get inspiration.” - Marianne 

 

In the other identified theme that is connected to the interviewees’ perception of fashion, Theme 

3: Similarities in Personal Fashion Styles, the interviewees show strong similarities in terms of 

how they explain their fashion styles. Within the first sub theme of Natural Colors, all three of 

them claim that they mostly wear black. 

 

“Probably mostly black, white and grey.” … “I like blue, I always wear blue shoes. It is close to 

black but not really.” - Susanne 

 

“I think it’s a lot of black haha. It is a lot of clean cuts. A little bit hipster, but I am not tapping 

into that so much.” - Maria 

 

“I am wearing almost never colors. It is mostly, blue, grey, black.” - Marianne 

 

Neither Susanne, Maria or Marianne claim that their fashion styles are unique. Susanne explains 

that it has to do with the fact that fashion is not a priority to her. 

 

“I don’t spend enough time on it… I don’t take big fashion risks. I don’t try to be different, I 

mean it is not I am being like everyone else, but it is not a big focus. I think I am very standard 

haha” - Susanne 
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Maria says that the clothes that she is wearing easily can be found on anybody else. 

 

“I am more wearing everyday clothes, so, that anyone else could wear. You could easily find my 

clothes on someone else. It does not stand out.” - Maria 

 

Marianne explains that her style is typical Danish and that it has to do with the black color to a 

large extent. 

 

“I think it is very typical Danish and most Danes wear natural clothes in black and yeah, so I 

guess it is not like unique.” - Marianne 

 

Regarding the third and last sub theme of Minimalistic Style under Theme 3: Similarities in 

Personal Fashion Style, all three of the interviewees claim that their style is clean, simple or 

basic. 

 

“Clean lines, proper, not too many like super bright colors and like so…” - Susanne 

 

“A simple cut, it matches with me.” … “Simple but also modern, definitely Nordic... Danish…” - 

Maria 

 

“Ehm… pretty basic.” - Marianne 

 

Brand COO 

When it comes to brand COO, the answers among the three interviewees differ. Susanne claims 

that she is not very conscious about where brands originate from. 

 

“Ehm… Not very conscious about that… [where brands originate from]” - Susanne 

 

Maria states that she might take it into consideration but that it is more important for the smaller 

brands than the bigger fashion brands and that it is something that subconsciously is connected to 

the brand. 
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“Ehm… Maybe I do. I do know that Zara is like originating from Spain but it is so big and global 

now and I know that it is like Southern Europe. I know that H&M is Nordic, like Swedish… 

Hmm… I think yeah, I think so. More with the smaller brands than the big ones. But I think it is 

in your subconscious, that you know… Because it is kind of a part of the style and representing it 

too.” - Maria 

 

Marianne says that she only takes a brand’s COO into consideration when it is a Danish brand 

and that if a brand has another brand COO than Denmark, it does not matter. 

 

“Only like Danish brands, everything else. No.” - Marianne 

 

Despite the varying answers regarding if the interviewees take a brand’s COO into consideration 

when purchasing fashion items, all three of the interviewees claim that they prefer Danish 

fashion brands over Swedish, which is aligned with Theme 5: Proudness over Danish Fashion 

and the sub theme of Preference for Danish Brands over Swedish Brands. 

 

“Probably Denmark haha…” - Susanne 

 

Maria connects her preference for Danish fashion brands with the fact that she is proud over 

being Danish and that it is a part of who she is. Marianne also chooses a Danish brands if given 

the choice.  

 

“Probably Denmark then, because it is the Danish proud” … “I think it is because I am from 

here, it is what I associate with and it is what I see and what others are wearing. It is like culture 

and I am a part of that.” - Maria 

 

“So, I guess, yeah with some Danish brands I think like if I was choosing between a Danish 

brand and another brand I would probably pick the Danish brand, but otherwise no.” - Marianne 

 

Theme 4: Perceived Regional Similarities in Fashion Style is also connected to the theoretical 

area of brand COO. Despite the fact that all interviewees claim that they prefer Danish fashion 
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brands over Swedish, neither Susanne nor Marianne can identify any differences between the 

Danish and the Swedish fashion styles. Susanne is highlighting the fact that there are a lot of 

similarities between the countries, so much that Danes even think that the Swedish fashion brand 

H&M is Danish. 

 

“I mean we definitely have a lot of similarities. I mean you have friends from Sweden and 

Norway and they look at lot like us but maybe if I went there more often, I would see a 

difference. But I do not know of the different…” ... “They are so big but H&M is very like 

popular in Denmark as well but I guess it is popular all over. I even think that some Danes think 

that it is Danish…” - Susanne 

 

Maria is the only one out of the three interviewees that perceives that there is a difference 

between Danish and Swedish fashion style. 

 

“I think that like, Swedish people wear a bit more colors and flowers, like a little bit more 

feminine expression. I think that Danish are a bit more rough. Mmmm…” ... “Danish is probably 

more normal cuts, a little weird cut but more black in terms of color. I think we use black more 

than Swedish. I think it is more classic probably…” ... “I really thought that Acne was Danish 

because it has more of the Danish cut but like Ganni…” - Maria 

 

Aligned with Susanne, Marianne perceives the fashion scene as Scandinavian rather than 

different between the countries. She claims that this has to do with similarities in lifestyles 

between Denmark and Sweden. 

 

“I think it is more Scandinavian fashion. I think we have pretty much the same… same style but I 

also think people in Scandinavia we all have pretty much the same life and do a lot of different 

things in one day.” - Marianne 

 

CET 

Connected to the theoretical area of CET is Theme 5: Proudness over Danish Fashion. All three 

of Susanne, Marianne and Maria are perceived to be proud over the Danish fashion scene. They 
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feel a responsibility to support Danish fashion to a varying degree. Marianne strongly expresses 

that she feels a responsibility to support Danish fashion as she likes the idea of supporting 

entrepreneurs and that the money stays in Denmark. 

 

“Yes. I think it is good to support the Danish brands so that is also why I would usually pick that 

instead of something else.” ... “If you buy something from a Danish brand, the money somehow 

stays in Denmark and there can be more entrepreneurs and stuff that start up a brand. So, it is 

good to support the local.” - Marianne 

 

Maria also perceives it as important to support local brands and has a similar line of argument as 

Marianne. She furthermore explains that she likes the idea of supporting the community around 

the company. 

 

“I would say local brands is always good to support. Instead of supporting some American 

Apparel, big American company, I support Danish designers that builds up her whole business 

and have a lot of Danish workers. To support the local community around the company.” - 

Maria 

 

Susanne is not as clear as Marianne and Maria on why she feels a responsibility to support 

Danish fashion as she thinks that it is difficult to explain. 

 

“Yeah I guess I do... It is difficult to explain but I think it is because it is important to me…” - 

Susanne 

 

All of them also agree on the fact that fashion is important to Denmark, which is also within 

Theme 5: Proudness of Danish Fashion and furthermore also the sub theme of Importance of 

Danish Fashion. Although, they interpret the question a bit different. Susanne explains that it is 

first and foremost the people living in Copenhagen that perceive fashion to be highly important 

and that it is starting at a young age. 
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“Yeah, I think! As I said earlier I think also like especially in Copenhagen and I am also more or 

less from Copenhagen and I can mostly speak on the behalf of Copenhagen but it is… Young 

people are super conscious about what they wear and it has like gotten more and more crazy.” - 

Susanne 

 

Maria on the other hand interprets the question as being related to Denmark as a nation and its 

economy. 

 

“Yeah I think so. I think we have some, not fast fashion, but for the cat walks, I think we have but 

I do not know so much about that. I think it is a large export for Denmark so I think it is 

important” - Maria 

 

Marianne has a more general perception of it and claims that it has to do with the big fashion 

brands that Denmark has and that these contribute to Denmark’s economy growing. 

 

“We have a lot of big fashion brands, so yeah I think so, they contribute to our economy 

growing” - Marianne 

 

When connecting the themes to the four empirical research questions and using quotes from the 

interviews, it can be identified that Susanne, Maria and Marianne show similar patterns in their 

answers. As an answer to the first empirical research question, they all perceive brands as 

important. Regarding the empirical research question about fashion, the interviewees in 

Stereotype 2 do not perceive fashion as important and are therefore not identified as very fashion 

involved. Concerning the third and fourth empirical research questions regarding importance of 

brand COO and tendencies of consumer ethnocentric behavior, they put emphasis on the origin 

of a brand, particularly Danish brands, and they do show tendencies of CET as they feel a 

responsibility to support Danish fashion and do prefer Danish fashion brands over Swedish. 

 

Marianne is the interviewee that shows the highest level of fashion involvement, importance of 

brand COO and strongest tendency of CET, and Susanne respectively the lowest. Despite 

showing slightly different levels of fashion involvement, importance of brand COO and 
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tendencies of CET, patterns in how Susanne, Maria and Marianne answer the questions and the 

relationships between the theoretical areas bring them to represent Stereotype 2, which can be 

seen in Figure 6.1. 

 

6.1.3 Stereotype 3  
In the third identified stereotype, the interviewees Anne and Hanne are present. What constitutes 

this stereotype is that individuals within this group have a relatively high degree of fashion 

involvement at the same time as they do not to a large extent care about where a brand originates 

from and show a moderately low tendency of CET in terms of feeling a responsibility to support 

Danish fashion brands. As with the other stereotypes, the parameter of branding is perceived as 

important.  

 

Brand Importance 

Connected to Theme 1: Important Aspects of a Brand, Anne and Hanne, just like all the other 

interviewees, perceive it to be important with brands, both in terms of the activities that they do 

as well as the emotions that the brands evoke. Connected to the sub theme of CSR Activities, 

Anne claims that one of the most important aspects of a brand is their CSR activities. 

 

“Definitely someone who has a really strong CSR and does not have any scandals with the 

finance, CFO, frauds and stuff like that and who is really strong and stable brand, as well as 

someone who is trying to contribute positively to the environment as well, I think that is very 

important to me.” - Anne 

 

Hanne takes the same stance as Anne in terms of the importance for brands to engage in CSR 

related activities. 

 

“Their CSR is important, their CSR profile. So it is not just that they produce clothes, it is way 

more around that.” - Hanne 

 



77 

Besides the importance of CSR activities, Anne and Hanne are also aligned regarding the other 

sub theme of Emotional Attachment. For Anne, it is important that she can relate to the brand 

and the people who are portraying the brand. 

 

“I think it is definitely something that I will be proud to wear and something that I can relate to 

as well.” ... “For instance if they always choose a  supermodel for Froosh than I would have a 

hard time to relate. So if I drink this I become a supermodel.” - Anne 

 

Hanne cannot really explain what it precisely is that makes her feel good when wearing certain 

brands but it does make her feel better. 

 

“When you wear something nice, your back is a bit more straight. I don’t know why but, I think 

that is just the case for me.” - Hanne 

 

Fashion Involvement 

In comparison with Stereotype 2, Anne and Hanne in Stereotype 3 are more interested in fashion 

and are also more fashion involved. They are aligned with both the themes and their 

accompanied sub themes in connection to the theoretical area of fashion. Connected to Theme 2: 

Inspirational Sources for Fashion, for both Anne and Hanne, Instagram is a source of inspiration 

for their fashion purchases. If Anne sees something that she likes on Instagram, she usually buys 

it. 

 

“I just recently joined Instagram a couple of years ago, and I can say that if I see something on 

Instagram I think ‘oh, I need to go and buy it’.” - Anne 

 

For Hanne, it is specifically Instagram where she finds her inspiration and not Facebook. 

 

“I also follow them on social media, or Instagram actually not their Facebook.” … “I would go 

to social media, the brands I follow on Instagram probably.” - Hanne 
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Anne is the one of the two interviewees who looks in magazines to find inspiration for her 

fashion purchases. 

 

“I think it is often that I am very like I see it in a magazine or online and I like to think about it 

for a couple of days and I have this thing if I have forgotten the item after 3 or 4 days then I will 

not buy it, because it is not that important for me.” - Anne 

 

Hanne on the other hand does not claim to read many magazines. 

 

“I don’t read fashion magazines that often” - Hanne 

 

They furthermore follow influencers to gain inspiration. Anne thinks that influencers are a good 

way of finding inspiration as she can relate to them to a certain extent which is highly important 

to her. 

 

“A lot of bloggers. I really like how they kind of, I know they are debated, but I really like how 

they are now very conscious about when companies target a certain blogger, they make this 

collaboration with them, and give them some items and they let like normal… I know bloggers 

are not normal people but to a certain degree they are, and then you can kind of relate to them 

and also I have a hard time relating to” … “I follow influencers like Amiee Song, Janni Delér, 

Christina Dueholm & Sandra Willer” - Anne 

 

Hanne follows specifically Danish influencers to get inspiration for her fashion purchases. She 

furthermore also follows influencers to gain inspiration for interior design and food, so these 

influencers are more of lifestyle influencers as they show a broader spectrum of their lives. 

 

“I follow a bunch of Danish ones, like Emily Salomon, Christina Dueholm, Sonoma Seven, Sofie 

Bentzen… Oh yeah and Amiee Song, she is not Danish…” ... “But often it is like, yeah I could 

see [me wearing] that. But I also follow them for inspiration of decorating or something and just 

like food. So they are like all around.” - Hanne 
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Aligned with Theme 3: Similarities in Personal Fashion Styles, Anne and Hanne explain their 

styles in similar ways. When it comes to the sub theme of Natural Colors, both Anne and Hanne 

mostly wear black, white and grey. 

 

“I had this phase were I only wore black because then everything in my closet matched.” … 

“Then it was too black I could see so I got some grey and white, still not very colorful.” - Anne 

 

“Black, white, grey and with some pants to or something. Not very bold” - Hanne 

 

Neither Anne nor Hanne perceive their styles as unique. Anne says that it is more important for 

her to feel comfortable with what she wears than having a unique fashion style. 

 

“No, not necessarily. I know we are in a generation now when everything is about being unique 

and standing out and having a unique style and unique profiles. I don’t really feel the need to 

that so… For me it is more important that I feel comfortable in what I wear.” - Anne 

 

Hanne explains that her style is not unique as it is very Danish. 

 

“But, yeah, so very natural, very Danish you know.” - Hanne 

 

Connected to the sub theme of Minimalistic Style, both Anne and Hanne state that they have a 

minimalistic style. Anne connects a minimalistic style with how people dress in Scandinavia. 

 

“I dress very minimalistic in my free time and I just think I naturally approach brands that sell 

clothes like that so I am really a fan of COS because they have like a really Scandinavian touch, 

meaning that there is no patterns and almost no color, and I really like that so.” - Anne 

 

Hanne is aligned with Anne on having a minimalistic style but states that she can wear 

something a bit more bold sometimes. 
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“Very, I would say minimalistic you know, not... I could maybe have a bold shirt sometimes.” - 

Hanne 

 

Brand COO 

Regarding the theoretical topic of brand COO, Anne and Hanne have different opinions about 

the importance of brand COO but it is not a significant part of their decision to purchase fashion 

items. Anne usually knows about a brand’s COO but that has more to do with her interest in 

history rather than it being an important aspect in her fashion consumption. 

  

“Yeah but I think it is because I have always been kind of a history freak and I love to read 

history and I think it followed me into fashion as well and I like to read the H&M history.” - 

Anne 

 

Hanne states that she does not take a brand’s COO into consideration when purchasing fashion 

brands which has to do with the fact that it does not matter to her where a brand is from as the 

production of the fashion items is not usually situated in Denmark. 

 

“Ehm, but no. Not really actually. I don’t think I know actually where the brands are from. I just 

assume that they are made somewhere in Asia. Like regardless where it is designed it is not 

made somewhere in Denmark. So, no actually not.” - Hanne 

 

Neither Anne nor Hanne are aligned with Theme 5: Proudness over Danish Fashion and the sub 

theme of Preference for Danish Brands over Swedish Brands as they do not prefer Danish 

fashion brands. Anne claims that it has to do with the fact that she cannot see a difference 

between a Danish and a Swedish brand. 

 

“I can’t say that I prefer Swedish over Danish because that would mean that I will always be 

able to spot whether this was a Danish designer or not, that is why I am not preferring it.” - 

Anne 
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Hanne says first that she prefers fashion brands from countries in the Nordics but then changes 

her mind. Instead, she states that it has to do with the overall style of the country and adds 

Switzerland and Japan as preferred COO for fashion brands. 

 

“I think I would actually prefer it to be from Nordic countries. Or nah, because I actually also 

like some of the Swiss brands. No. I also like Uniqlo, that is Japanese, so it doesn’t really. I think 

being from somewhere that I could actually relate to their style, of the countries style that I like.” 

- Hanne 

 

Connected to Theme 4: Perceived Regional Similarities in Fashion Style, Anne and Hanne do 

not identify any differences in fashion styles between Denmark and Sweden. Anne says that she 

prefers what she refers to as a Scandinavian style as she cannot identify differences based on 

style between Denmark and Sweden. 

 

“No, because for me if you remove the brands I would have, and you stand in the store and I 

didn’t know what brands it was then I wouldn’t be able to completely say ‘this is Swedish and 

this is Danish’. I would more say that I prefer Scandinavian style in general” - Anne 

 

Hanne claims that she does not know enough about Norwegian and Swedish fashion styles to see 

if there is a difference in style between the Scandinavian countries but she thinks that the 

Swedish fashion brand Filippa K is Danish. 

 

“I don’t know enough about Norwegian and Swedish style to know that.” ... “Filippa K I actually 

thought, that is so funny, I actually thought that was Danish. That is Swedish?” - Hanne 

 

CET 

When it comes to the theoretical area of CET, Anne and Hanne do not show strong tendencies of 

CET. Anne explains that she likes the thought of supporting Danish fashion brands but that she is 

not able to support them due to her financial situation. 
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“I really like this wave in Denmark that is going on, it is a lot of focus on Danish brands and 

trying to support them but sometimes it is impossible to support it if you are a student and have 

government support only and a part time job.” – Anne  

  

Hanne does not at all feel a responsibility to support Danish fashion brands and she claims that 

Danish fashion brands can survive without her help. 

 

“No, I think they could do good without my contribution [laughs]. I think they will survive.” – 

Hanne 

  

Despite the fact that neither Anne nor Hanne feel a responsibility to support Danish fashion, 

Anne shows stronger tendencies to want to support Denmark and therefore can be interpreted as 

more consumer ethnocentric. Both of the interviewees perceive fashion to be important to 

Denmark. Anne claims that as Denmark does not have any industrial export, fashion is a new 

export opportunity for the country. 

  

“We don’t have any heavy industrial exports anymore, we don’t produce anything like 

commodities or raw materials. So we basically have knowledge that we export now and then 

fashion is like a new opportunity that should be really used.” – Anne 

  

Hanne does not take Denmark’s economic situation into consideration when talking about the 

perceived importance of fashion for the country but says that Fashion Week is an important 

event for Denmark and that it is something that the Danes are very proud of. 

  

“Yeah, I would say actually. People always go crazy when we have the fashion week. At least 

Danish people do. If they are then engaged in fashion week, then fashion must mean a lot. Just 

the Danish design is very important to us, we are very proud of that.” - Hanne 
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As is illustrated in Figure 6.1, Anne and Hanne show similar tendencies on their stances 

regarding the empirical research questions, although Anne is showing a bit stronger tendencies of 

being more fashion involved, having higher importance of brand COO and shows more 

consumer ethnocentric tendencies. When connecting the identified themes from the interviews 

with the empirical research questions, it is shown that the interviewees within Stereotype 3 

perceive brands as important which is the answer to the first research question. Regarding the 

second research question concerning fashion, Anne and Hanne perceive fashion as important and 

are classified as more fashion involved than Stereotype 1 and Stereotype 2. For the third and 

fourth research questions regarding brand COO and CET, Anne and Hanne do not place high 

emphasis on neither brand COO nor do they show strong tendencies of CET. This due to the fact 

that they are more focused on the style of the brand in question rather than the previously 

mentioned characteristics.  

 

6.1.4 Stereotype 4  
Mette and Anna are the two interviewees that can be found in the last identified stereotype. As 

can be seen in Figure 6.1, they show the same patterns in the studied areas. They are ranked to 

have the highest fashion involvement of the interviewees, as they are passionate about fashion. 

They also show the strongest tendencies of caring where brands come from and the strongest 

tendencies of CET as they feel a responsibility to support Danish fashion brands. Branding is 

also something that is important to Mette and Anna.  

 

Brand Importance 

In Theme 1: Important Aspects of a Brand, we can see that both Mette and Anna think that CSR 

activities are important for brands. Mette says that what the company does for both society and 

the environment is important to her.  

 

“So I try to look into to what the company does for society and the environment and stuff. It 

means a lot to me.” - Mette  
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Anna also says that CSR is important since we have so much consumption in the world today. 

 

“We have so many brands and so much consumption in the world so I think it is really important 

to take responsibility.” - Anna 

 

Both also highlight that brands make them feel good, connected to the sub theme of Emotional 

Attachment. Mette is more expressive and talks about how storytelling affects her consumption 

habits, whereas Anna says her favorite brand makes her feel good.  

 

 “I feel that I am happier and a better person when I do buy some specific brands you can say.” 

… “Every time they tell the right story, I buy it.” - Mette  

 

 “Max Mara, it makes me feel good.” - Anna 

 

Fashion Involvement  

When looking at Theme 2: Inspirational Sources for Fashion, Mette and Anna show that they use 

a lot of different sources to get inspiration for their fashion consumption. Here Mette shows her 

big commitment to fashion by directly stating all the different places she gets inspiration from.  

 

“Instagram, celebrities, fashion magazines and just the street… Yeah, I think, yeah, just pictures 

in general.” - Mette  

 

Anna states that she finds most of her inspiration on Instagram, but later she adds that she also 

spends a lot of time looking in magazines. She shows strong fashion involvement by saying that 

she takes a brand’s universe into consideration.  

 

“Mostly on Instagram actually.” - Anna  

 

“I spend a lot of time looking in magazines.” … “I get the latest magazine and then I look 

through it, and maybe if I find this pair of boots, I look up which brand it is and then I go to their 

website and maybe look into their social media to see what kind of universe they are.” - Anna  
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Mette shows that she is very fashion involved by claiming that she is very dedicated and that she 

wants to earn money to be able to buy whatever fashion she wants to.  

 

“I buy the magazines, and read a lot about it. That is why I am kind of dedicated. That is 

what is motivating me to work really hard. To have money so I can buy whatever I want in 

fashion brands.” - Mette  

 

When it comes to influencers, Mette has a hard time finding an influencer that she feels inspired 

by due to her own unique style.  

 

“I don’t really have one [influencer] today, that a specific person.” … “For years I have not had 

that many that I have felt inspired by.” - Mette  

 

Anna had quite a few Danish influencers that she follows.  

 

“I follow influencers like Sophia Roe, Emili Sindslev, Josefine H.J., By Krog, Trine's Wardrobe... 

Hm... I had some more earlier... But at least those.” - Anna  

 

In Theme 3: Similarities in Personal Fashion Style, Mette describes her style as unique.  

 

“I think my style is really feminine. My own and fashionable.” - Mette  

 

She also claims that she is fashionable on a high level, which makes her stand out.  

 

“In my office for example, I am always the joke of the week like ‘what is she wearing now’.” … 

“I like it as well because it tells me that what I am doing is on a really high level in fashion and 

my colleagues they are just like ‘what the fuck, is she wearing golden pants’.” - Mette  

 

Anna is more careful in claiming that she has a unique style. She does not want to call it unique 

since there are others in Denmark with the same style. However, she does say that she has some 

pieces that are not seen that often.  
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“Umm… No, I don’t think so… Because I think… I think I have some pieces that I do not see that 

often in the street but um… I think here in Denmark at least I think. You know brands are all 

over the world, so I think to some extent that most of us would shop the same brands and have 

the same products so I think. It is like the way of mixing things that makes it more unique. But I 

don’t see it as unique.” - Anna  

 

Mette says that she loves when people dress in a way that stands out, because she feels people in 

Denmark try to fit in too much.  

 

“Because it, especially in Denmark, I feel like we are really trying to look like others and to just 

blend in. So when someone stands out, I love it. So I like to when others do it as well.” - Mette 

 

On the same note, Anna dresses in a way that she thinks can be perceived as crazy but at the 

same time simple.  

 

“Very simple, sometimes a bit crazy.” … “Simple for me is the color.” … “I like very like, one 

color shirts for instance. One color pants” … “In the Summer I like to wear like big pants… Not 

necessarily colorful but just like big pants and maybe some crazy. Last Summer for instance I 

wore like plateau shoes which was really crazy and I think… But most of the time classy. I 

typically wear a blouse and some pair of pants.” - Anna  

 

Brand COO 

In Theme 5: Proudness over Danish Fashion Brands, both Mette and Anna talk about taking 

brand COO into consideration when purchasing fashion. Anna states that she does take brand 

COO into consideration and clarifies by saying that she before told herself that she would only 

buy Danish brands but today also buys Italian. 

  

“Mmm. Yeah. I used to tell myself that should only buy local brands, so I was a really big fan of 

Ganni because that is a Danish brand. But I also like Italian quality so now I also buy Italian 

brands.” - Anna 
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Mette explains that her preference for Danish brands has to do with the fact that Danish 

designers understand the Danish body. 

 

“Well, I feel like Danish women and also men understand the Danish body. We are different 

from France and Italy and what we like in design. Even though I like feminine style, I mean like, 

I’m not like…. I think that France can be quite seductive in the style, and I don’t prefer... I don’t 

have a small waist, I can’t do that either. But I don’t prefer the clothes that fit like, that I am 

exposing myself.” 

  

As further can be seen in Theme 5: Proudness over Danish Brands, both Mette and Anna also 

state they do prefer Danish brands over Swedish ones. Mette simply says that she would choose 

the Danish ones. 

  

“Yeah I would! [choose Danish over Swedish fashion brands]” - Mette 

  

Anna explains her choice by saying that the fit is better for her. 

  

“Yes. Because for me Danish fashion is a bit more simple and a bit more… Um… The fit, the 

shape is just a bit more me.” - Anna 

  

This is further explained by the fact that Anna and Mette see a difference in styles between the 

different Scandinavian countries, which can be seen in Theme 4: Perceived Regional Similarities 

in Fashion Style. Mette sees a lot of differences in the styles and uses Sweden as an example. 

She feels that Swedish fashion has another political agenda and that Swedish fashion is lacking 

the feminine touch and is more anonymous. She therefore quite strongly expresses that she 

would never go to Sweden to buy fashion. 

  

“I would never go to Sweden to buy fashion brands, I feel like it is kind of anonymous when it 

comes to Swedish fashion.” … “I really do not feel that any Swedish designer has that feminine 

touch over their styles. It relates to the whole time we are in right now, where everybody is 

equal. Women can wear jeans and men can wear dresses, and that’s fine with me but I do not 
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want to wear a dress that does not suit my body. And I do not feel that Swedish designers work in 

the perspective. They have like another political agenda…” - Mette 

  

Anna also sees big differences and explains that girls in Denmark have a more natural 

appearance than girls in Sweden and Norway. She claims that she can see where in Scandinavia 

people are from based on how they dress. 

  

“All the girls were very dressed up and very… Wears a lot of makeup [girls in Oslo]. And in 

Copenhagen, girls for instance they don’t wear that much makeup. And they are a bit more like, 

hm… How do you say it… A bit more girlish, a bit for ‘fjortis’. So in Copenhagen at least, we 

are a bit more natural.” … “I think Sweden and Norway are more ‘fjortis’ compared to 

Copenhagen.” ... “But for me it is really easy for me to see where people come from in 

Scandinavia.” - Anna 

  

CET 

As can be seen in Theme 5: Proudness over Danish Fashion, both Mette and Anna feel a 

responsibility to support Danish fashion brands. Mette is very clear when being asked if she feels 

a responsibility to support Danish brands, she states that this is something she wants to do. 

  

“Yeah I do… A lot [feeling responsible to support Danish fashion]. I want to support Danish 

brands.” - Mette 

  

Anna is at first more hesitant but then more than once states that she wants to support Danish 

brands, even adding that she wants to make Danish brands bigger in the world.  

  

“Hmm… Not really. To some extent, ehm… Because I want to support products from Denmark, 

fashion from Denmark…” … “I want to support Danish brands, I want to make Danish brands 

maybe bigger to the world.” - Anna 
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In Theme 5: Proudness over Danish Fashion, we can also see that both Mette and Anna think that 

fashion is important for Denmark. Mette talks about Copenhagen being the newest fashion 

capital, which she presents as a proof that fashion is important for Denmark.  
 

 “Yeah, I would [says that fashion is important to Denmark]. It [Copenhagen] is like a capital of 

fashion. Eh it is the newest also, with the fashion week.” - Mette  

 

Anna uses the example of that foreign people know that Denmark is known for their design 

where both furniture and fashion are included. She also expresses that this is something to be 

proud of.  

 

“When I talk to my international friends or if I talk to someone new and meet internationally, I 

say that I come from Denmark and then they say ‘oh you have like so many nice things, designs, 

both furniture and clothing’, so it is really something to be proud of for Denmark. And really 

important too.” - Anna  

 

By answering the four empirical research questions with the help of the emerging themes and 

using quotes from the interviews, we can identify that Mette and Anne show similar tendencies. 

Regarding the first empirical research question on the topic of brand importance, brands are 

important to these two interviewees. Connected to the second empirical research question on the 

topic of fashion, Mette and Anna are ranked as highly fashion involved as they perceive fashion 

to be important aspects of their lives. Regarding the two last empirical research questions on the 

topics of brand COO and CET, the interviewees in Stereotype 4 show that they take brand COO 

into consideration and show consumer ethnocentric tendencies as they feel an urge to support 

Danish brands. As can be seen in Figure 6.1 and from the quotes above, Mette shows greater 

tendencies in all the covered theoretical areas. 

 

As the empirical questions now have been answered and the differences between the stereotypes 

have been highlighted, the next step is to reintroduce the theoretical model of this thesis and 

position the identified stereotypes within it. 
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6.2 Reintroducing the Theoretical Model 
In this section, the four identified stereotypes will be analyzed and incorporated into the 

theoretical model of this thesis, introduced in Chapter 3, and thereafter a discussion and answer 

to the purpose of this thesis is presented. Before the four stereotypes will be positioned in the 

theoretical model, some adjustments need to be made to the model as brand importance and 

fashion involvement not are closely tied and do not follow the same patterns as was assumed in 

the initial theoretical model, Figure 3.1. This due to the fact that all interviewees in the four 

stereotypes perceived brands as equally important while these interviewees had varying levels of 

fashion involvement which is illustrated in Figure 6.1. However, the assumptions made 

regarding a connection between brand COO and level of CET is argued to be correct due to the 

findings from the interviews. This connection is also illustrated in Figure 6.1 where it can be 

seen that an interviewee’s ranking regarding perceived importance of brand COO is the same as 

their perceived tendency of CET in relation to the other interviewees. This will be further 

analyzed in Section 6.2.7. 

 

Due to these findings mentioned above, a revised theoretical model is introduced in Figure 6.2. 

Here, the y axis therefore now only measures the level of fashion involvement, whereas the x 

axis still shows both level of CET and importance of brand COO.  

 
6.2 Redefined Theoretical Model (own contribution) 
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Before positioning the identified stereotypes in the theoretical model, common areas for all 

stereotypes will be presented and analyzed as this provides insights for Swedish fashion 

companies on the Danish market regardless of which stereotype that constitutes a company’s 

target group. These common areas will now be presented and will later be developed further 

when presenting the recommendations for the Swedish fashion companies internationalizing into 

Denmark.  

 

6.2.1 Important Areas for All Stereotypes 
With the gained insights regarding the stereotypes, we are now able to see that all studied 

interviewees perceived the brand to be important when consuming fashion, as brands were 

perceived to have higher meaning. Brands evoked feelings within the four stereotypes as the 

interviewees described that they had emotional attachment to fashion brands. This is aligned with 

theory on branding presented in Section 2.1.1, where it was described that brands can be viewed 

from a symbolic perspective where consumers imbue brands with higher meanings. The 

economic perspective on the other hand, which was also presented, seems to be less important to 

the studied consumers.  

 

Within in the field of the symbolic perspective it is first and foremost the cultural approach to 

brands that was identified as important for all four stereotypes as CSR activities was mentioned 

as important by a strong majority of the interviewees. As all interviewees were a part of the 

millennial generation, it can be argued that this is not a surprising finding as this generation is 

known for engaging in environmental and social mission activities to a larger extent than 

previous generations (Nielsen, 2015). The relational approach on the other hand was not as 

notable in the stereotypes’ answers. A potential reason for this might be that it is more difficult to 

talk about relationships with brands and how these are affecting interviewees than merely 

discussing that CSR activities are important for brands to engage in.  

 

Apart from a joint cultural approach to branding among the stereotypes, common descriptions of 

their fashion styles were identified. The common factors were natural colors, a minimalistic and 

non-unique style. Natural colors such as black, white and grey, with a special emphasis on black, 
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was identified as the common color scheme that was preferred among the interviewees in the 

four stereotypes. Closely connected to the fact that the interviewees prefer natural colors, is the 

fact that they describe their fashion styles as minimalistic which more specifically was described 

as clean lines, simple cuts and no bright colors. Another common fashion factor was that a strong 

majority of the interviewees did not perceive their styles to be unique as it was claimed that 

several other people were wearing the same fashion items as them as they all to a large extent 

purchase the same brands. It is important to highlight that the interviewees in Stereotype 4 did 

not show the same strong tendencies of wanting to purse a fashion style that is non-unique and 

minimalistic with natural colors which slightly separates them from the rest. 

 

The fact that the common fashion factors of natural colors, a minimalistic and non-unique style 

were brought forward could possibly have to do with the theoretical area of fashion being a 

highly visible product category that carries symbolic meaning, which was described in section 

2.1.2, as culturally shared beliefs within groups of people in a culture affects their consumption 

of fashion. Many different aspects bring the interviewees in the stereotypes to share the same 

culture and beliefs, not only their nationality. The interviewees all live in Copenhagen, belong to 

the millennial generation and are females, which are factors that could further narrow down the 

culturally shared setting and thereby contribute to shared beliefs of what a fashion style should 

look like. An important aspect to bring forward in the light of this context is that a common style 

was in focus when the interviewees were talking about their fashion consumption and not 

specific fashion brands.  

 

6.2.2 Theoretical Model with Stereotypes 
Below in Figure 6.3, the four identified stereotypes are positioned in the theoretical model in 

accordance to the stereotypes’ levels of fashion involvement, CET and perceived importance of 

brand COO. When ranking the interviewees in Figure 6.1, four different levels of fashion 

involvement and four different levels of the combined parameter of importance of brand COO 

and CET emerged in our research, which resulted in Figure 6.3. Important to keep in mind is that 

these stereotypes are placed on this scale relative each other. In the coming sections, each 
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stereotype will be analyzed separately to see which areas of importance that are to be found 

within each. 

 

 
Figure 6.3 Theoretical Model with Stereotypes (own contribution) 

 

6.2.3 Stereotype 1 
In Figure 6.4 below, Stereotype 1 is positioned in the theoretical model. The position is relative 

to the other stereotypes and is therefore positioned in the lower left corner of the model. 
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Figure 6.4 Stereotype 1 in Theoretical Model (own contribution) 

 

As stated in Section 6.1.1, it is identified that Stereotype 1 involves consumers with low fashion 

involvement, low perceived importance of brand COO and low tendencies of CET. It can be 

argued that since consumers within this stereotype do not care about neither fashion nor brand 

COO and are not consumer ethnocentric when it comes to fashion, price is therefore a central 

parameter in their consumption patterns. Another potential reason for why price is such an 

important parameter for this stereotype could be the fact that the interviewees within the 

stereotype are students and therefore have a low income. However, all the interviewees in the 

research were students and many showed large fashion involvement despite this. The 

interviewees in this stereotype did not put much effort or time into their fashion purchases. This 

can be shown in the limited amount of time and effort put into finding inspiration through 

different sources and their despise for fashion influencers. 

 

As a result of the lacking interest in fashion combined with a great focus on price, the 

interviewees in Stereotype 1 put little emphasis on where their fashion originates from and little 

emphasis on supporting their country’s fashion industry. The fact that this stereotype put little 

emphasis on brand COO and that they not are consumer ethnocentric is aligned with previous 

studies on the subject as these are claiming that consumers that purchase more expensive and 
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luxurious fashion brands tend to perceive brand COO as more important and are more consumer 

ethnocentric (Balabanis & Siamagka, 2017), which is not the case for Stereotype 1 as they are 

price conscious. 

 

Despite the fact that the interviewees were students with low incomes and that these will with 

most certainty earn more money in the future, which could potentially change their consumption 

habits, it is argued that this might not be the case. This since fashion is considered to be an 

enduring product category, which was presented in Section 2.1.2, where there is a long-term 

interest for the product category in question. It is not believed that the interviewees in Stereotype 

1 will become more fashion involved with a higher income as they did not show any tendencies 

of finding fashion either interesting or important in relation to the other interviewees in the other 

stereotypes. 

 

In Section 2.1.2, it was presented that previous studies within fashion state that consumers with 

low fashion involvement would consider functional attributes such as comfort, quality and 

durability as more important than hedonistic attributes such as style and color (Sondhi & 

Singhvi, 2006; O’Cass, 2001). None of the interviewees in Stereotype 1 put any emphasis on 

these functional attributes. However, hedonistic attributes such as natural colors and a 

minimalistic style were discussed with all the interviewees in this stereotype. A potential reason 

for this might be connected to the sample population as these interviewees have the lowest 

fashion involvement in this study but in another population, might not have been considered as 

low in their fashion involvement. Young females have in previous studies been identified as the 

most fashion involved consumer group (Valaei & Nikhashemi, 2017; Rahman et al., 2014; 

O’Cass, 2001), which possibly can explain Stereotype 1’s larger focus on hedonistic attributes 

than on functional attributes. Another potential reason for this focus on hedonistic attributes 

might come from Denmark being such a design and fashion focused nation where appearance is 

important. 
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6.2.4 Stereotype 2 

In Figure 6.5 below, Stereotype 2 is positioned in the theoretical model. The position is relative 

to the positions of the other stereotypes. These interviewees have a low level of fashion 

involvement and a high level of CET and importance of brand COO.  

 

 
Figure 6.5 Stereotype 2 in Theoretical Model (own contribution) 
 

In Section 6.1, we learned that these interviewees have a great interest in buying Danish fashion 

even though they are not very fashion involved, seeing that it is important for them to support 

their local economy and entrepreneurs. However, these interviewees are not so focused on brand 

COO or CET to the extent that they would favor Danish brands over brands originating from 

other countries like Sweden if these foreign brands had better quality. It was clearly stated in the 

interviews that if they knew that a brand was Danish and the quality was the same as a Swedish 

brand, then the interviewees in this stereotype would choose the Danish brand. This decision 

could however be argued to be difficult for the interviewees in Stereotype 2 to make, seeing that 

their interest in fashion is limited and they would therefore not be able to distinguish a Danish 

brand from a Swedish one. Of course, living in an information society, the information on where 

a brand is from could easily be found for these interviewees but since they do not put that much 

effort into their fashion purchases, this search for information would probably not occur. Despite 
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not being able to differentiate a Danish brand from a Swedish one, the interviewees claimed to 

be able to identify a Scandinavian style that was described as a minimalistic style with natural 

colors.  

 

In Stereotype 2, there is a strong proudness of being Danish and that as Danish citizens, the 

interviewees feel a responsibility to support Denmark, the Danish economy and furthermore 

encourage the idea of the money staying in Denmark. However, once again, the interviewees in 

this stereotype have limited knowledge about fashion in general and Danish fashion brands in 

particular, making it difficult for the interviewees to follow through on their consumer 

ethnocentric behavior and thereby limit these tendencies. 

 

6.2.5 Stereotype 3 
In Figure 6.6 below, Stereotype 3 is positioned in the theoretical model. The position is relative 

to the positions of the other stereotypes. Stereotype 3 consists of interviewees who have high 

fashion involvement but a low perceived importance of brand COO and that do not show strong 

tendencies of CET.  

 

 
Figure 6.6 Stereotype 3 in Theoretical Model (own contribution) 
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For the interviewees in Stereotype 3 it is more important to be able to relate to the fashion brands 

that they are consuming and the style of the fashion items rather than the fact that the brand in 

question is originating from Denmark. An indication of this could be the fact that the 

interviewees follow and find inspiration from both foreign as well as Danish influencers, 

showing that they do not focus their fashion sphere around only Danish brands and Danish 

fashion but have a more international focus in both their inspiration and their consumption. 

Aligned with previous studies on the subject of fashion (Sondhi & Singhvi, 2006; O’Cass, 2001), 

these interviewees are drawn to hedonistic attributes rather than functional attributes as the style 

of the fashion items that they are consuming is of great importance for them.  

 

Unlike Stereotype 1, the interviewees in Stereotype 3 are fashion involved which contributes to 

them knowing where the brands originate from. However, this is not something they put much 

emphasis on since they do not perceive brand COO as that important. They claim that the fashion 

items often are produced somewhere else than the origin of the brand. They also claim to enjoy 

international brands and therefore they cannot but put emphasis on the brand COO or show CET 

tendencies, as this would limit their options when it comes to purchasing fashion. Seeing that the 

interviewees in Stereotype 3 are fashion involved, they argue and are familiar with the fact that 

there at the moment is a wave in Denmark where consumers to a large extent are supporting 

Danish designers and fashion, which is something that these interviewees sympathize with but 

that does not affect their consumption habits. This since they feel that Denmark and the Danish 

economy is surviving without their help. 

 

6.2.6 Stereotype 4 
Stereotype 4 is positioned below in the theoretical model in Figure 6.7. The position is relative to 

the positions of the other stereotypes and is positioned in the upper right corner of the model. 

The interviewees in Stereotype 4 have high fashion involvement and high perceived importance 

of brand COO and show strong tendencies of being consumer ethnocentric.  
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Figure 6.7 Stereotype 4 in Theoretical Model (own contribution) 

 

A lot of different factors contribute to the fact that Stereotype 4 is positioned in the upper right 

corner. For example, the interviewees want to purchase Danish brands over Swedish ones 

because they believe that Danish fashion is superior compared to Swedish. This can be 

connected to previous studies that claim that there needs to be a match between brand COO and 

the country’s reputation in that product category (Cristea et al., 2015). In the context of 

Stereotype 4, the interviewees do not perceive Sweden as a fashion metropole and are not 

attracted to Swedish fashion. On the other hand, they perceive Denmark to be a fashion 

metropole, and acknowledge the fact that Copenhagen is one of the fashion capitals of the world, 

which could contribute to them wanting to purchase Danish fashion brands. Furthermore, the 

interviewees do not like the Swedish fashion style as it is not aligned with what they perceive as 

stylish. 

 

These interviewees are also the most fashion involved of the four stereotypes. They are the only 

ones claiming to have somewhat unique styles where standing out from the crowd is important 

and perceived as something positive, whereas the stereotypes before have avoided dressing in 

ways that stand out. These interviewees put a lot of effort and time into their fashion purchases 

and perceive fashion as an important part of their lives. Quality is a recurring subject in the 

Stereotype 4’s interviews, something that is not aligned with previous studies on the topic 
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(Sondhi & Singhvi, 2006; O’Cass, 2001). In these studies, it has as previously mentioned been 

argued that the more fashion involved a consumer is, the larger the focus is on hedonistic 

attributes such as color and style rather than functional attributes such as quality. This was 

something that we reflected upon as odd in Section 2.1.2 as we perceive quality to be an 

important attribute for more fashion involved consumers. Aligned with our reflections, for the 

interviewees in Stereotype 4 quality was perceived to be one of the most important factors when 

purchasing fashion, sometimes even more important than the brand. It can be argued that since 

these interviewees are spending large amounts of money and also great efforts into fashion, they 

do not want to be perceived as wearing the same items from the big fashion chains as everyone 

else but want to have unique items. In general, these unique items are perceived to have better 

quality than the items from the big fashion chains who mass produce. Furthermore, quality can 

be perceived as a status symbol, making it important to express. This is connected to the fact that 

Stereotype 4 claim to be involved with fashion on another level than the average citizen.  

 

6.2.7 Discussion of the Findings 
The purpose of this thesis is to understand the barriers that seem to be hindering Swedish fashion 

companies from succeeding on the Danish market. With the help of the four empirical research 

questions and the collected data from the interviews, it has been identified that there is no unified 

answer to why Swedish fashion companies are struggling to succeed on the Danish market as the 

studied areas are affecting the studied Danish consumers to a varying extent, which resulted in 

the four consumer stereotypes. Therefore, the barrier is to be found in the fact that the studied 

Danish consumers have different levels of fashion involvement, perceived importance of brand 

COO and tendencies of CET and all have the same level of perceived brand importance. Each of 

the identified stereotypes have because of the barrier different aspects that they value in fashion 

brands. Before moving forward and applying a more practical approach by providing Swedish 

fashion companies with guidelines on how to tackle the perceived barrier on the Danish fashion 

market, reflections on how the outcomes of the stereotypes and the theoretical model emerged 

will be discussed. 
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As has been highlighted before, and is important to once again address, is the fact that the 

theoretical model of this thesis positions the interviewees in relation to each other. This implies 

that by stating that the studied population shows tendencies of CET or are fashion involved 

might not be the case when comparing it to other target populations. Perhaps it might be too 

harsh claiming that the studied Danish consumers show tendencies of CET as CET aspects such 

as discouraging other consumers to purchase foreign produces and involving morality when 

choosing products not emerged from the interviews. However, regardless of the levels of for 

example CET, Swedish fashion companies must gain insights regarding Danish consumers and 

thereafter adapt their brand communication strategies to suit their target consumers. 

 

When analyzing the data from the interviews, the interviewees were found to have the exact 

same ranking for perceived importance of brand COO and for tendencies of CET. That these 

rankings are exactly the same could be a coincidence. However, the fact that these follow a 

similar pattern is perceived to be logical since a consumer that shows tendencies of CET also 

finds it important with brand COO. It is argued that the stronger the tendencies of CET, the 

stronger is the perceived importance of a domestic brand COO.  

 

As has been shown before, the interviewees in the stereotypes consider fashion to be important 

for Denmark, regardless of their perceived levels of fashion involvement, importance of brand 

COO and tendencies of CET. Could this perceived importance of fashion as an important 

industry for Denmark affect the identified levels of CET? There is a proudness for Danish design 

in general, where fashion is included, and there is a strong perception of that this is 

internationally known which might strengthen the tendencies of CET, as this is something one 

might want to cherish. If another product category was chosen instead of fashion, would the 

same levels of COO and CET emerge? This would probably depend on whether or not Denmark 

was internationally renowned and proud of the product category in question.  

 

Could it be the fact that Sweden also is internationally renowned for their fashion industry that 

creates a competition between the two and therefore make Danish consumers show stronger 
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tendencies of CET? This would imply that tendencies of CET differ depending on what countries 

are internationally renowned for. If there are similarities in what countries are renowned for, then 

the tendencies of CET could increase towards that foreign country. This is nothing that has been 

studied before and this is not anything that can be stated from this thesis seeing that we only look 

at the relationship between Sweden and Denmark but this could perhaps affect the level of 

consumer ethnocentric tendencies. 

 

On the other hand, as many interviewees in the stereotypes mentioned a Scandinavian style 

rather than a Danish one when describing their fashion style preferences, this could imply that a 

regional fellowship exists which would contradict this competition. Could a preference towards 

regional instead of country specific products exist and therefore alter both the country-of-origin 

effect to a region-of-origin effect as well as the level of CET, resulting in a regional CET? 

Neither has this take on CET nor brand COO been studied before. From the interviews, it can be 

claimed that even though the interviewees claim to have a preference for a Scandinavian or 

Danish fashion style, they still prefer brands from Denmark. This can show tendencies that it is 

the country that is the foundation of analysis and not the region, making this take irrelevant.  

 

Going forward, more of a practical business perspective will be applied with the aim to create a 

foundation for how Swedish fashion companies should adapt their communication strategies to 

best suit their target consumer group and thereby tackle the barrier. Insights for Swedish fashion 

companies will be given on a stereotype level where the companies thereafter will match their 

target consumer group with the best suitable stereotype(s).  
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7. Recommendations for Swedish Fashion Companies on the 
Danish Market 
In this section, recommendations on important aspects for Swedish fashion companies to take 

into consideration when conducting their brand communication strategies will be presented. 

These insights are structured using four business model canvases, one per stereotype. 

 

The aim with this thesis has been to understand the barriers that seem to be hindering Swedish 

fashion companies to succeed on the Danish market, where the focus has been to see if the areas 

of brand importance, fashion involvement, brand COO and CET could have possible effects. It 

was found that the four areas affect the studied Danish consumers but that they do so to varying 

extents, which resulted in the four stereotypes. The barrier is therefore to be found in the fact that 

the consumers have different levels of fashion involvement, perceived importance of brand COO 

and tendencies of CET and that all have the same level of perceived brand importance. For 

Swedish fashion companies to tackle the barrier in the best possible way, they must match their 

target consumers with the most suitable stereotype(s). By doing this, the Swedish fashion 

companies will be able to conduct brand communication strategies taking their consumers’ 

specific levels of fashion involvement, perceived importance of brand COO, tendencies of CET 

and level of perceived brand importance into consideration. The focus of the recommendations 

will therefore be on providing Swedish fashion companies with insights for their brand 

communication strategies. Four different business models with stereotype specific insights will 

be presented.  

 

Usually, business models are company focused with the aim to create and capture value leading 

to financial profits for the company (Afuah, 2014). As this thesis does not have a specific 

Swedish fashion company in mind, but instead seeks to gain consumer insights that can be of 

guidance for all Swedish fashion companies, it is argued that business models are a good 

foundation for communicating key insights about the stereotypes. This since the insights in the 

business models are a great foundation for the fashion companies that later can be further 

developed and tailor-made for each company in question. The insights provided through the 

business models will not be as concrete and tangible as if they were tailor-made for each 

company, which furthermore is not the intention with presenting the recommendation of this 
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thesis. Instead, business models are argued to be a good way of structuring and presenting the 

insights that have been gained from the stereotypes so that they are easier to understand. These 

business models are with other words tools that can be used as a starting point for Swedish 

companies in developing brand communication strategies to suit their target consumer and thrive 

on the Danish market. 

 

In this thesis, Osterwalder’s business model canvas (Afuah, 2014) will be used as it is believed to 

be a concrete and tangible way of presenting a business model for each stereotype. The business 

model canvas consists of value proposition, customer segments, key resources, key activities, 

key partnerships, customer relationships, channels, revenue stream and cost structure 

(Osterwalder & Pigneur, 2010). In this thesis, a consumer focus has been applied which results in 

that insights on all components of a business model are not relevant. Therefore, there will be a 

focus on the components of customer value proposition, market segment and capabilities as these 

are possible to give insights on based on the findings of this research. 

 

In the chosen components, there will be a focus on brand communication related aspects that are 

possible to give recommendations on based on the gained consumer insights. Therefore, aspects 

such as revenues, costs, supply chain and R&D will not be included in the recommendations as 

these are internal company factors that the gained consumer insights not initially cover. Of 

course, the mentioned recommendations in the below business model canvases will affect 

internal company factors, for example a focus on offering consumers low prices requires the 

company to cuts costs in areas such as production and transportation, but this will not be the 

focus of these recommendations. 

 

7.1 Stereotype 1 
Stereotype 1 finds brands to be important, has a low fashion involvement as well as a low 

importance of brand COO and low tendencies of CET. Fashion companies with consumers in 

Stereotype 1 should be able to adapt a more globalized brand communication strategy seeing that 

these consumers do not place much emphasis on where a brand originates from and do not 

perceive it as important with a Danish focused communication. In this setting, a globalized brand 
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communication strategy means that the Swedish fashion companies do not have to make large 

adjustments to fit the Danish consumers’ preferences and can therefore create a strong brand 

image where brand COO is an important aspect. However, for this stereotype, the fashion 

companies do not need to focus on communicating their brand COO as this is not important for 

consumer in Stereotype 1. By adapting a more globalized brand communication strategy, the 

fashion companies can leverage on economies of scale and therefore possibly have the 

opportunity to offer the consumers lower prices. 

 

The business model canvas for Stereotype 1, referred to as the customer segment in the business 

model canvas, is illustrated in Appendix 7. In the business model canvas, recommendations on 

important aspects for Swedish fashion companies with consumers in Stereotype 1 to take into 

consideration are included. In the value proposition, it is important for Swedish fashion 

companies to deliver competitive prices on their fashion items while offering styles that are 

minimalistic with natural colors. It is important that these fashion companies offer items with 

minimalistic style and natural colors as these are attributes that make the consumers in 

Stereotype 1 feel good and more confident. As for all stereotypes, it is of importance that 

Swedish fashion companies with consumers in Stereotype 1 engage in CSR activities as it is a 

prerequisite that a brand should have according to this stereotype. 

 

The customer relationship that it is believed to be expected from Swedish fashion companies by 

Stereotype 1, is that the brands are the consumers ‘go-to’ brands when it comes to affordable 

fashion items in minimalistic style with natural colors. Furthermore, consumers in Stereotype 1 

expect that the communication between them and the Swedish fashion companies concerns 

offers, sales and information about current campaigns and competitions. The channels which 

Swedish fashion companies should use to communicate this is mostly recommended to be 

through Instagram, email and in store. Therefore, their key activities should be to push offers, 

sales, campaigns and competitions through the above mentioned channels. There should always 

be on-going sales or campaigns to maintain the consumers’ interests. In order to execute on this, 

a well-functioning CRM system which enables Swedish fashion companies to learn about their 

consumers’ shopping habits and thereby provide them with more customized email offerings is 

argued to be a key resource. Human resources are also needed in order to maintain an ongoing 



106 

communication on social media that mirrors what the consumers expect from the Swedish 

fashion companies. This communication should include the right level of CSR focused 

information. 

 

Since the consumers in Stereotype 1 do not spend much time and effort on finding inspiration for 

new fashion purchases, therefore not learning about new brands to the same extent as the other 

identified stereotypes, an event agency is recommended as a key partner. The event agency is 

recommended to help the fashion companies to in an innovative way spread the word about the 

fashion company with the aim of attracting new consumers to their brand. It is argued that an 

event agency could have better knowledge about where to find and how to execute events made 

for these price conscious Danish consumers.  

 

The consumers in Stereotype 1 might be difficult for smaller Swedish fashion companies to 

maintain as their target consumers, as economies of scale could be argued to be an important 

aspect to be able to compete on price. Therefore, the recommendations for this stereotype might 

be more suitable for larger Swedish fashion companies. As has been previously mentioned, each 

Swedish fashion company with consumers in Stereotype 1 must further build on these 

recommendations and customize them to leverage on their competitive edge. 

 

7.2 Stereotype 2 
Stereotype 2 finds brands important, has low fashion involvement, high importance of brand 

COO and high tendencies of CET. For Swedish fashion companies that have their target 

consumers in Stereotype 2, a more localized brand communication strategy is recommended. 

Since consumers in Stereotype 2 value fashion brands that are Danish, there is a need for 

Swedish fashion companies to localize their brand communication strategies and to direct their 

communication to the Danish consumers. A negative aspect of adapting a localized 

communication strategy could be that the Swedish fashion companies lose their brand image of 

being a Swedish brand. This is argued to not be a problem for Swedish fashion companies on the 

Danish market as consumers in Stereotype 2 strongly prefer Danish brands and if Swedish 
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fashion companies are able to tap into this ‘Danishness’, it is perceived to be positive in this 

setting. 

 

The business model canvas for Stereotype 2 is presented in Appendix 7. For the customer 

segment of Stereotype 2, the value proposition for Swedish fashion companies is recommended 

to focus on delivering value through ‘Danishness’, which is referred to as that the consumers 

should feel as if they are purchasing a Danish brand. This should be accompanied with a 

minimalistic style, natural colors and a strong CSR profile. By providing these consumers with 

fashion items that have strong Danish influences, this will appeal to these consumers and make 

them feel good as well as confident, leading to an emotional attachment.  

 

The consumers in Stereotype 2 expect Swedish fashion companies to communicate their 

understanding for the Danish culture and thereby also the Danish lifestyle and what is important 

to Danes. It is furthermore important that the Swedish fashion companies communicate their 

support through engaging in local CSR activities. In order to communicate this, Swedish fashion 

companies should mainly use the key channels of their local Instagram accounts, websites as 

well as focusing on their in-store communication. It is believed to be important for the 

consumers in Stereotype 2 that the Swedish fashion companies have a physical store so that they 

show their presence in the Danish society, establishing a local feeling. A website is also argued 

to be important since this is a good channel for Swedish fashion companies to communicate their 

CSR engagement in local initiatives. Here the consumers in Stereotype 2 can get a good 

overview of the brand image. Through the mentioned channels, key activities such as supporting 

the Danish society through CSR activities and communicating this support as well as their 

understanding for the Danish lifestyle should be focused on. 

 

In order to execute the key activities in the best possible way, key resources connected to the 

human resources of the Swedish fashion companies are considered to be valuable. Human 

resources for social media and CSR activities are important as these aspects are of great 

importance for the consumers in Stereotype 2. Furthermore, to enhance the authenticity of their 

local support and understanding for the Danish culture, it is recommended that Danish 

employees are hired by the Swedish fashion companies if resources exist. Another way of 
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enhancing this authenticity is to work closely with Danish key partners. These key partners could 

include Danish fashion entrepreneurs for fashion collection collaborations as the consumers in 

Stereotype 2 feel a responsibility to support small Danish fashion brands, Danish startups on 

other categories as well as Danish charity organizations. 

 

Stereotype 2 is perceived to be quite difficult to reach, and a lot resources are believed to be 

needed, especially initially when a foundation for the understanding and support for the Danish 

society is built. The recommendations above are argued to assist Swedish fashion companies in 

this initial stage but must however be further built on to gain the best leverage on their business 

model and accompanied strategies. 

 

7.3 Stereotype 3 
Stereotype 3 perceives brands to be important, has high fashion involvement, low importance of 

brand COO and also low tendencies of CET. Swedish fashion companies with consumers in 

Stereotype 3 are recommended to adapt a more globalized brand communication strategy as 

these consumers do not place emphasis on brands being Danish. For these consumers, it is of 

great importance that the Swedish fashion companies communicate a strong and unified brand 

image since it is important for these interviewees to be able to relate to the brand. When referring 

to a globalized strategy, it means that Swedish fashion companies can use similar brand 

communication strategies in Denmark as they do in Sweden. 

 

The business model canvas for Stereotype 3 is found in Appendix 7. For Stereotype 3, which is 

the customer segment, value should be created by delivering a strong and relatable brand image 

and fashion items that are on trend with a Scandinavian style. With this, the consumers in 

Stereotype 3 will feel an emotional attachment to the Swedish fashion companies, making them 

feel good and confident. The Swedish fashion companies are in their customer relationships 

expected to inspire the consumers with on trend fashion and they should communicate their 

brands through endorsers which the consumers in Stereotype 3 can relate to. It is argued that the 

best way for Swedish fashion companies to communicate with their consumers is through the 

channels of fashion magazines, in-store and on their Instagram accounts. In these channels, the 
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focus should be on communicating a strong brand image to enhance the brand across national 

markets as well as the executed CSR activities. 

 

Key activities for Swedish fashion companies with consumers in Stereotype 3 should include 

collaborations with for example both Danish and international influencers and designers. 

Furthermore, it is important to create material that highlights the on trend fashion items in an 

inspirational manner. To enable these key activities, it is important to have the resources of 

strong connections with important stakeholders within the fashion scene as well as to stay on top 

of the latest fashion trends through continuous fashion trend spotting and research. Lastly, 

human resources are needed to be able to maintain a strong Instagram presence where CSR 

activities are communicated. The key partners needed are therefore fashion influencers, fashion 

brands, designers and charity organizations. 

 

For Swedish fashion companies targeting consumers in Stereotype 3, it is argued to be important 

that they invest in their brand and thereby build a strong brand image with the aim to make the 

brand relatable. Depending on Swedish fashion companies’ brand images and strategies, the 

recommendations in the business model canvas need to be tailor-made to create a competitive 

edge. 

 

7.4 Stereotype 4 
The consumers in Stereotype 4 place high emphasis on brands, have high fashion involvement, 

high perceived importance of brand COO and high tendencies of CET. A localized brand 

communication strategy is argued to be appropriate for Swedish fashion companies aiming to 

target consumers in Stereotype 4. A globalized brand communication strategy is not argued to be 

appropriate for this stereotype as the consumers within it require more customized 

communication. The negative effects of creating confusion for consumers regarding brand COO, 

by conducting a localized brand communication strategy, is not argued to be a major issue as 

these consumers have extensive knowledge of brands COO already. These consumers highly 

value being unique and standing out when it comes to fashion and therefore a globalized 

communication strategy does not appeal to them.  
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In Appendix 7, the business model canvas for Stereotype 4 is shown. For the consumers in 

Stereotype 4, that is the customer segment, a value proposition that delivers value to consumers 

by offering unique and fashionable items with high quality in small collections is recommended. 

These fashion items should to breath ‘Danishness’. Furthermore, to make the consumers feel 

good and confident, the last recommended aspect in the value proposition concerns engaging in 

CSR activities. The Swedish fashion companies are expected to deliver trendiness and high 

quality in their customer relationships. It is also important to include the Danish feeling and 

thereby embrace a Danish style. This should be communicated through a local Instagram 

account, fashion magazines, in-store and ‘the street’. By ‘the street’ we mean that these 

consumers find inspiration from simply seeing other people passing by on the street. Because of 

this, one of the key activities that Swedish fashion companies should engage in is to collaborate 

with Danish influencers so that their items are shown on for example the streets of Copenhagen. 

These collaborations should furthermore be highlighted on Instagram, where it is also important 

that the Swedish fashion companies post inspirational material. Since the consumers in 

Stereotype 4 perceive it to be important with unique items and see themselves as very 

fashionable, co-creation is argued to be a valuable way of getting to know and engaging with 

these consumers. An example of this could simply be to reach out to consumers and ask for their 

input on new collections.  

 

To be able to execute these activities, key resources such as strong connections with stakeholders 

within the Danish fashion scene as well as trend spotting to stay on top of local Danish trends are 

needed. Furthermore, human resources are needed to maintain a strong presence on Instagram 

and to highlight the local CSR initiatives that the Swedish fashion brands should support. To 

manage to succeed on the Danish market, it is argued that the key partners that Swedish fashion 

companies should collaborate with are Danish fashion influencers, Danish fashion brands and 

designers as well as Danish charity organizations. 

 

It is argued that to be able to have a strong connection and relationship with the consumers in 

Stereotype 4, Swedish fashion companies need to be agile as they have to stay on top of all 

fashion trends, both international and Danish which could require a lot of resources. Because of 

this, it can be argued that this stereotype can be hard for companies to target as the Swedish 
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fashion company in question needs to have the adaptability of a small company but perhaps the 

resources of a large one. As has been mentioned for the other stereotypes, Swedish fashion 

companies need to customize the recommended aspects of the business model canvas for 

Stereotype 4 to create the best possible prerequisites for success on the Danish market. 

 

There might be cases where Swedish fashion companies find that their target consumers are 

present in more than one stereotype. Some stereotypes are argued to be hard to combine. For 

example, having target consumers in both Stereotype 1 and 4 is believed to be difficult seeing 

that companies are recommended to either purse a globalized or a localized brand 

communication strategy. If Swedish fashion companies find that their target consumers are 

present in several stereotypes, it is argued that companies should focus on the stereotype or 

stereotypes which they believe best reflects their business and that show profitable outcomes.  

 

7.5 Business & Managerial Implications 
Now that insights structured through four business models have been presented to suit each of 

the stereotypes, the next step is to analyze how feasible these are for Swedish fashion companies 

to implement to their already existing strategies and organizational structures. Criticism towards 

the business model canvas could be that it constitutes a too simplistic way of presenting a 

complex matter like how a company should create and capture value, and that no guidelines are 

given on how to implement these components. However, for the context of this thesis, this 

criticism is limited as business models are used more as a structuring tool for the specific 

findings. Regardless of how the company is structured and what its current strategies are, the 

findings of this thesis can be implemented as they are of a generic character and can thereby be 

customized to suit the specific nature of a company. 

 

The recommendations in the business model canvases reflect today’s consumers and their 

preferences and habits. As product cycles are becoming shorter, due to for example micro trends, 

and technology is constantly changing the way business environments look, these 

recommendations and their accompanied actions must be revised continuously in order for the 

Swedish fashion companies to succeed on the Danish market over time. For example, Instagram 
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was identified as the stronger, and only, social media platform that the studied consumers turned 

to for inspiration and information. However, this might not be the case in a year. So therefore, it 

is important to not use the business model canvas as a static and linear tool, but rather as an 

evolving process that needs to constantly be revised. 

 

Some of the identified components of the presented business model canvases can seem resource 

heavy and complex to implement. However, due to the generic nature of the recommendations in 

the business model canvases, companies are able to scale the recommendations to suit their size 

and available resources. It might not be as easy to enter the Danish market for Swedish 

companies as Business Sweden claims on their website (Business Sweden, n.d.; Business 

Sweden, 2017). Perhaps, entering the Danish fashion market is especially difficult for Swedish 

companies to succeed on as there throughout this thesis has emerged as strong sense of how 

important Danish design and fashion are for the Danes. Therefore, a sufficient amount of 

resources need to be invested in the identified recommendations for lowering some of the 

barriers that Swedish fashion companies face on the Danish market. 

 

It might not be as easy to enter the Danish market for Swedish companies as Business Sweden 

claims on their website (Business Sweden, n.d.; Business Sweden, 2017). Perhaps, entering the 

Danish fashion market is especially difficult for Swedish companies to succeed on as there 

throughout this thesis has emerged as sense of how important Danish design and fashion are for 

the Danes. Therefore, a sufficient amount of resources need to be invested in the identified 

recommendations so that the Swedish fashion companies create the best prerequisites to 

successfully communicate with their target consumers on the Danish market. Some of the 

identified components of the presented business model canvases can seem resource heavy and 

complex to implement. However, due to the generic nature of the recommendations in the 

business model canvases, companies are able to scale the recommendations to suit their size and 

available resources. 
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8. Conclusion 
Past studies within the studied areas of this thesis have reached the conclusions that brand COO 

has a large impact on a brand’s image which is an important part of the positioning of a brand 

(Liu et al., 2016; Lim & Cass, 2001), that there are differences between consumers in their 

attitudes towards the origin of international fashion brands (Wang et al., 2004), that CET is an 

important parameter to take into consideration since it affects consumers’ willingness to buy 

international fashion products (Cristea et al., 2015) and that fashion is an important part of a 

country’s identity when a country is a strong player in the fashion industry (Kim et al., 2017). 

This thesis is the first to study all four theoretical areas of branding, fashion, brand COO and 

CET in a Scandinavian context, focusing on Denmark and Sweden and the effects that the 

previously mentioned theoretical areas have on the neighboring countries. 

 

The purpose of this thesis has been to understand the barriers that seem to be hindering Swedish 

fashion companies to succeed on the Danish market. It has been identified that the studied areas 

of branding, fashion, brand COO and CET are affecting the studied Danish consumers. As there 

were differing answers to the importance of the studied areas among the consumers, except for 

the area of branding where all perceived it important for brands to engage in CSR activities and 

create emotional attachments with consumers, four consumer stereotypes were identified. What 

therefore constitutes the identified barrier is the fact that the consumers have different levels of 

fashion involvement, perceived importance of brand COO, tendencies of CET and the same level 

of perceived brand importance, leading to different combinations of these. In order for Swedish 

fashion companies to tackle this barrier, they must match their target consumers with the most 

suitable stereotype(s). With the help of the provided business model insights, Swedish fashion 

companies will thereby be able to conduct brand communication strategies taking their 

consumers’ specific levels of fashion involvement, perceived importance of brand COO, 

tendencies of CET and level of perceived brand importance into consideration. 

 

8.1 Further Research 
To create generalizability, future researchers within the field of study can either use the same 

scientific stance as used in this thesis or conduct similar studies to this one to further confirm or 
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adjust the findings presented in this thesis. For example, by including young Danish females 

living in other parts of Denmark besides Copenhagen or other age groups to further investigate 

Danish consumers’ stances in relation to the four studied theoretical areas.  

 

Another way of creating generalizability is to apply a different scientific stance and conduct 

quantitative studies to confirm the findings from this study and further investigate the 

relationship between the four theoretical areas. It would furthermore be interesting to see if it 

could statistically be proven whether or not Danes are consumer ethnocentric and fashion 

involved as these are already existing quantitative measures that could not be proven in this 

qualitative study.  

 

In this thesis, there has been a focus on identifying barriers connected to the four theoretical 

areas of branding, fashion, brand COO and CET. There are with a high certainty other barriers 

for Swedish fashion companies to succeed on the Danish market. Here, a company perspective 

might be appropriate to apply to identify these barriers as it would provide a fresh point of view 

to the context. To make this type of research as fruitful as possible, several Swedish fashion 

companies are recommended to be included in the research as the likelihood of creating 

generalizability increases. 
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Appendices 

Appendix 1: Interview Guide & Interview Transcript for 
Background Interview with Victor Appelqvist, Gina Tricot 
● Kan du berätta lite om dig själv och din karriär? 
● Kan du berätta om dina erfarenheter av den danska marknaden? 
● Jobbade ni något online med denna etablering? 
● Upplevde du en skillnad mellan de danska och de svenska konsumenterna? 

○ I så fall varför och vad? (kulturella m.m.) 
● Gina Tricot, the brand: var Gina Tricot känt i Danmark innan etableringen? 

○ Om nej, hur jobbade ni för att nå fram till de danska konsumenterna? 
● Upplevde du att det var en fördel att vara ett svenskt företag som gav sig in på den danska 

marknaden? (dvs. att konsumenter känner en trygghet/tillhörighet till det skandinaviska) 
● Har du varit med i etableringen av Gina Tricot på andra internationella marknader? 

○ Om ja: skilde sig etableringen i Danmark sig från etableringen på andra 
marknader? 

○ Om nej: har du någon information om de andra etableringarna som du kan dela 
med dig av? 

● Om du skulle göra om denna etablering, finns det något som du skulle ha gjort 
annorlunda? 

● Är det okej om vi vid ett senare tillfälle kontaktar dig angående uppsatsen och den data vi 
har samlat in? 

 
Transcript 
Victor. 
 
Hej Victor, det är Julia Lundström Stenudd här som mailade dig innan. 
 
Hej, tjena! 
 
Hej! Tusen tack för att du tar dig tiden att hjälpa oss. 
 
Aja det är lugnt. Jag hoppas jag har hjälpa er. 
 
Härligt! 
 
Ni, ni skriver om den danska marknaden och retail-positionen där eller? 
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Ja precis. Vi har märkt att det är lite olika, eeeh, synvinklar på om det är bra eller dåligt att 
etablera sig i Danmark. Business Sweden är väldigt positiva till det och rekommenderar att… 
 
Vad är Business Sweden? 
 
Det är, vad ska man säga, en organisation för Sverige utomlands så som jag har tolkat. Som 
hjälper företag på plats om de vill etablera sig på nya marknader bland annat. Så de är väldigt för 
Danmark generellt medans vi på annat håll har fått uppfattningen att Danmark är en svår 
marknad för svenska företag att etablera sig på. Så vi vill kolla närmare på vilka faktorer det i så 
fall skulle kunna vara som ligger bakom detta. Om det är att danskar är väldigt pro sina egna 
produkter och vad det i så fall som ligger till grunden och sedan komma fram till 
rekommendationer till svenska företag och då främst inom retail och klädesbranschen. 
 
Okej, så det är inom kläder kan man säga då? 
 
Ja precis. 
 
Okej. Okej. 
 
Precis, jag tänkte fråga om det är okej för dig att jag spelar in vårt samtal? 
 
Aa, absolut. 
 
Jättesnällt. 
Eeeh, ja. Jag har ungefär 8 frågor. 
 
Mmmm. 
 
Så jag tänker att det är bara att köra igenom. Eller har du några funderingar? 
 
Nej. 
 
Kan du börjar berätta lite om dig själv och din karriär? 
 
Eeeh. Victor Appelqvist heter jag, är 34 år. Och har eeeh, infört sedan starten eeeh Gina Tricots 
marknadsavdelning från början och jobbade där i 11 år.  
 
Mmm. 
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Nu driver jag ett nytt lågpriskoncept som heter Club XPRS. Och jag var ansvarig för den norska 
expansionen och marknadsföringen och även den danska, den finska och den tyska som Gina 
Tricot har haft. 
 
Okej, eeh. Spännande! Vi snubblade över en artikel från Resumé om då er etablering på den 
danska marknaden. 
 
Jag minns inte den artikeln, men den är väl gammal då. Kul! 
 
Vi blev väldigt glada när vi hittade den. Där var det skrivit om det danska myten och att 
Danmark då är en väldigt svår nöt att knäcka. Tänkte kolla om du har lust att berätta lite om din 
erfarenhet av Gina Tricots etablering i Danmark. 
 
Mmm. Ja. Eeeh. Jag bodde ju i Köpenhamn i ett år, för att komma närmare marknaden och så 
där. Jag upplevde Danmark och danskarna som extremt eeeh protektionistiska, väldigt [tystnad]. 
En väldigt udda känsla som svensk att det var så påtagligt, faktiskt. Eeh, svårt att komma in som 
svensk i liksom någonting, och få förtroende, och man kände sig alltid lite utanför. Eh, så 
upplevde jag det. Eh, så jag skulle säga att det är.. Jag tror inte att Business Sweden kan ge 
speciellt många framgångsrika recept över tid eller exempel, faktiskt, på lyckade etableringar 
som över tid har blomstrat inom svensk retail. Eh, det är min erfarenhet. 
 
Vad tror du att det beror på? 
 
De är extremt protektionistiska och de vet mycket väl vad som är danskt och inte. Det är bara att 
titta på de största danska varumärken, om det så är eh detaljhandlare eller om man sysslar med 
eh restaurangverksamhet eller vad som helst, så är det väldigt många med logor som är röda 
och vita och som gärna har DK eller något sånt i namnet. Medan vi i Sverige har väldigt få 
exempel på blåa och gula varumärken. Så, när man börjar studerar det där så blir man lite 
konfunderad minst sagt tycker jag. Och de vet mycket väl vad som är danskt och inte. Sen eh, sen 
är det så att handel är väldigt annorlunda för det är väldigt få städer i Danmark. Eh, det är små 
kullerstensgator med butiker som ligger ett trappsteg upp liksom som man hade det förr i tiden i 
Sverige, så den utvecklingen har inte alls skett speciellt i Danmark. Om man tittar på deras enda 
stad egentligen, som är något att prata om, så är det Köpenhamn. Där har de ju egentligen då 
bara Ströget och där sker ju.. Där är en del som har, säg att 50% av Ströget är värdelöst ur 
retail-perspektiv och som byter ägare hela tiden. Butiker kommer och går. Så har man ett litet 
stråk… Så har man H&M som är unikt där. De har ju fått ta 3 eller 4 mindre byggnader och slå 
ihop för att få en flaggskeppslokal där. Sen har de LV, Hermès och Gucci och så men det är ju 
inte mycket. Resten byter ägare väldigt ofta. Höga hyror och dålig handel. 
 
Det låter inte som ett recept för framgång direkt. 
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Nej jag tycker inte det, och det eh. Jag, eh, man sa väl förr, och kanske även nu, att som svensk 
så går man till Norge först för det är likt Sverige och sen går man till Danmark för att det är likt 
Tyskland och så vidare för att sen ta sig ut i Europa. Det var så vi resonerade med Gina Tricot, 
att lyckas man i Danmark så lyckas man i Tyskland men det är inte alls sant ska jag säga. Utan 
Danmark är väldigt speciellt, väldigt litet. De har regioncentrum som ligger ute på, utanför 
städer och sådär. Ungefär som vi har det men i mindre skala. Eh. Sen är de väldigt få människor 
också. För att de har väldigt lite köpkraft. Som du hör så är jag inte så imponerad, haha. 
 
Haha, så Danmark var av de länderna som du var med och etablerade Gina Tricot det svåraste? 
Den svåraste marknaden att ta sig in på eller? 
 
Eh nja, det skulle jag väl inte säga. Vi gick ju in med stor kraft reklammässigt som gav stora 
nedslag så vi hade väldigt bra handel där i början. Eh, de första åren. Sen så blir det i Danmark 
svårt när man når eh, när vi nådde 15-20 butiker så blir Danmark liksom mättat så oerhört 
snabbt. Och det tar så mycket energi eh, att etablera sig i ett nytt land. Så man kan nästa hoppa 
över Danmark i retail. Det beror ju på vad man gör också men som större kedja så har man 
ändå inte så mycket, liksom, vad ska jag säga, försäljning att hämta. 
 
Så vad är den största skillnaden egentligen då eh, mellan etableringen i Danmark vs de andra 
länderna som du var med i, i den processen? 
 
Protektionismen och att man såg ner på Sverige. Det var faktiskt så att det förekom ganska så 
ofta i såväl affärssammanhang som andra, att de alltså tar upp historiska händelser när Sverige 
och Danmark krigade. Det är alltså helt sjukt, eh. Och de är liksom fortfarande förbannade på 
svenska. Medan vi i Sverige inte pratar särskilt mycket om det. Ytterst konstigt. Det var inte bara 
en gång, utan det var många gånger. Det ligger väldigt centralt för dem, de är ganska glada för 
att blåsa svenskar. Dumma svenskar liksom. 
 
Du sa innan det här med protektionism, tycker du att det finns några andra skillnader mellan 
svenska och danska konsumenter som gör att den här ja, det här sker? 
 
Eh, Danmark är ju handelsmän och de kommer från sjöfarare och så vidare, så de är 
handelsfolk medan Sverige, vi är ett industriland. Vi är ju mycket mer lika tyskar där, och 
Danmark är som holländare i jämförelse. Eh. Så att säger dansken ja så menar han förmodligen 
nej. 
 
Tror du att det hade varit lättare att etablera sig om Gina Tricot hade kommit från ett annat land, 
exempelvis Norge, Finland eller Tyskland eller hade man mött samma problem som svenska 
företag gör? 
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Jag vet faktiskt inte, eh… [tystnad] Det är en bra fråga. Intressant. Jag har inte tänkt på det. 
 
Jag tänkte också fråga lite om Gina Tricot. Var varumärket känt sen innan i Danmark? 
 
Mmm. Ja, tydligen var det ju det. Vi hade varit mycket kändare om vi hade haft online så som det 
är idag men vi hade ju en hype när vi gick till Norge och då var det många som visste om vilka 
Gina Tricot var från Sverige. När vi gick till Danmark så var det så pass stort så att det var 
många som hade hört om det. Vi började i Köpenhamn eh, och intog Köpenhamn med buller och 
bång och sen gick vi vidare till Århus som är den största staden på den västra sidan. Så att, vi 
var tillräckligt kända. Absolut. 
 
Och det var då främst, eller mycket, reklam då i början för att nå ut? 
 
Aaa. 
 
Vad var det för typ av reklam? 
 
Stora dominerande utomhuskampanjer, tidningar och sånt. 
 
Var det 2008 som Gina Tricot etablerade sig i Danmark? 
 
Aa. Det kan det nog ha varit. 2007 var Norge, 2008 var nog. 
 
Var det något, just kopplat till online, som ni arbetade med eller var det enbart offline? 
 
Nej det fanns ju inget sånt då. Kan man väl säga. Inte alls på det sättet. 
 
Tror du att det hade förändrat er internationalisering om ni hade kunnat använda er utav online i 
större utsträckning och hur det i så fall hade påverkat. 
 
Eh. Det beror väl på i vilket skede man hade kommit in, och vilket skede online hade varit i. Eh 
men, det som också var gynnsamt för oss var att eh, att vi hade någonting som de inte kunde 
hitta någon annanstans. Det var därför vi fick en sån succé också. Det kan man ju lättare idag 
med online. 
 
Eh. Om du kollar tillbaka på etableringen, finns det något då som du skulle ha gjort annorlunda? 
 
Eh. [tystnad] Jag vet inte. Ja… Det finns säkert en massa saker, men inget som jag kommer på 
på rak arm. 
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Ehm, så helt enkelt att Danmark ur din synpunkt är ett land som då många väljer att gå in i för att 
det är en väg in i Tyskland men att det egentligen inte är ett så lönsamt land att gå in i. 
 
Jag tror det finns en, en bred, ett brett synsätt på att man når någon form av internationalisering 
och att man lär sig att ta hand om Europa om man klarar sig i Danmark. Men jag skulle säga att 
allt som allt, det är så litet… Små städer och liten köpkraft så att det kostar mer än vad det 
smakar. 
 
För att återkoppla om det här som du sa om just den svenska och den danska historien, tror du att 
det är något mer som gör att danskarna ser ner på oss? Är det sättet vi är på eller liknande? 
 
De hatar ju att vara lillebror till Sverige… I alla möjliga olika. Och de gillar inte vad det är vi 
är, någon typ av storebror-lillebror-komplex. Det finns säkert massa saker… Ehm, ja… Lite 
grann som Holland vs. Tyskland, så kan man nästa se det tycker jag. Ha. 
 
Men super! Jag har inga fler frågor. Är det något som du vill tillägga eller så? 
 
Nej, det är det inte. 
 
Vi tänkte kolla med dig om det är okej för dig om vi återkopplar med dig under ett senare tillfälle 
när vi har samlat in data från konsumentintervjuer. Beroende på vad vi får för data, att vi kanske 
kan köra en runda till med dig och diskutera den data som vi har tagit fram och så. 
 
Ja det går bra. 
 
Jättebra! Tusen tack för att du tog dig tid! 
 
Tack. 
 
Ha det så bra! 
 
Detsamma. 
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Appendix 2: Interview Guide & Interview Transcript from 
Background Interview with Michael Norman, Business Sweden 

● Kan du berätta lite om dig själv och Business Sweden? 
● Hur uppfattar du/ni på Business Sweden den danska marknaden för svenska företag? 
● Vi har läst att ni tycker den danska marknaden är relativt enkel för svenska företag att ta 

sig in på? varför?  
● Ni har några stycken rapporter om olika branscher som svenska företag kan ta sig in på 

på den danska marknaden, men retail där klädföretag är inkluderat inte är en av dem? 
Finns det någon speciell anledning till det? 

● Vad anser du vara det vanligaste felet som svenska företag gör när de ska etablera sig på 
den danska marknaden? 
○ Både i stort samt även om du har exempel inom klädbranschen. 

● Har du något exempel på ett svenskt företag inom retail/klädföretag som blomstrat i 
Danmark? 
○ Om han nämner Boozt: tror du att det har betydelse att ägarna/skaparna är 

danskar? 
● Anser du det lätt för svenska klädföretag att lyckas i Danmark? 

○ Enligt Victor Appelqvist (ansvarade för Gina Tricots etablering i Danmark) så är 
det inte etableringen i sig som är svår utan att bibehålla en framgångsrik 
verksamhet. Vad tror du att det beror på? 
■ Skulle det vara något som är specifikt för Danmark?    

● Hur mycket kulturella skillnader anser du att det finns mellan Danmark och Sverige? 
○ Hur påverkar dessa skillnader etablering och överlevnad? 

● Vad anser du att danskarna har för uppfattning om svenska företag? och svenska 
varumärken? 

● Anser du att danskarna är protektionistiska? 
● Victor Appelqvist nämnde att det han hade varit med om att historiska aspekter tagits upp 

på affärsmöten, mest en slags bitterhet mot att vi vann i krig osv, är detta något du hört? 
● Har du någon insikt i hur det är för andra länder än Sverige att etablera sig på den danska 

marknaden? Svårare/lättare?  
● Har du några frågor till oss eller något som du vill lägga till? 

 
Transcript 
Tack för att vi fick komma 
 
Ja, absolut, välkomna, jag hoppas jag kan svara på några av er frågor. Business Sweden jobbar 
över flera industrier, vilket gör att vi blir hyfsat bra på väldigt mycket men vi blir inte experter 
på någonting och vi jobbar liksom med strategi och eh, i en etableringsfas eller i en 
expansionsfas. Vi hjälper företagen.. som inte finns här att komma in att etablera sig och de som 
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finns här hur kan man utveckla sin affärer. Sen handlar det mycket om att de kanske vill få fler 
kunder eller partners eller så.  
 
Mm, ja.  
 
Ehm, vi sitter inte så mycket och sätter upp säljstrategier, interna säljstrategier och kampanjer, 
det gör vi inte.  
 
Vi har relativt generella frågor, inga om säljstrategier eller så. DEt är väldigt övergripande, vi är 
ju också precis i uppstartsfasen.  
 
Ja, jag misstänkte det.  
 
Så detta är lite mer bakgrundsintervju för vad som komma skall. Så det låter bra att det är ganska 
brett och generellt.  
 
Varför jag tyckte att det var väldigt intressant att ni skrev och frågade om ni fick träffa oss. För 
att vi är i startgroparna för en retail studie.  
 
Ahaaa.  
 
En lite större sådan  
 
Jaha.  
 
Och det vill vi göra för att vi har får höra från ganska många att det är svårt i Danmark. Eh, det 
är många som har lyckats, men det är många..en del som inte har lyckats, som har dragit sig 
tillbaka. Och eh.. det är sånna här rykten och rykten sprids för de som inte har provat, word of 
mouth, liksom alltså. Vi pratar med bolag och de säger nej men Danmark är inte intressant. Och 
då frågar vi varför de och då säger de, ja men de har de sagt. Så, eh.. Och då vill ju vi liksom, vi 
vill göra den här studien för att vi vill ta död eller bekräfta den här myten. Eh, därför är det 
också väldigt intressant att se hur ni har tänkt att lägga upp ert arbete. Vi kanske kan prata igen 
lite senare sen.  
 
Gärna.  
 
Sen när ni har kommit längre.  
 
Det låter super..det är väldigt aligned med varför vi är och de tankarna vi har haft om retail i 
Danmark. Vi har även haft ja, kontakt eh.. med ett företag som har etablerat sig här, så det är 
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också lite intressant att få input från båda liksom. Och sen så tänker vi också att det är någon 
slags konsumentstudie som vårt arbete främst kommer fokusera på.  
 
Det är jätteintressant  
 
Eh, och sen att vi egentligen vill ta tillbaka de findingsen både gentemot er men även mot företag 
som, eller som har etablerat sig här. Lite deras tankar och så vidare.  
 
Vår tanke är också att vi kommer träffa företag i Sverige och fråga och prata med dem? Det 
kanske ni också kommer göra, sen de, så vi kommer få en del input från dom.  
 
Mm.  
 
Men varför, kan inte ni.. berätta lite om, du sa att ni hade hört detta och er tankebana, varför ni 
är intresserade av just de här ämnet och så, är det något speciellt?  
 
Mycket är främst är att man är svensk i Danmark och eh.. har märkt både vad ska man säga de 
lättare bitarna men också kanske de svåra bitar i att.. ja, etablera sig som privatperson.  
 
Ne, det är ju inte helt enkelt [skrattar]  
 
Vi jobbar ju båda i Danmark och ja..  
 
Ja, ni gör det.. [konstaterande] 
 
och eh.. hur det är liksom och att det kanske är mer språkbarriär än vad man tänker sig från 
början och ja, eh.. lite andra kulturella.. 
 
Ja, detta kan ju appliceras på oss också, kulturella skillnader i business 
 
Det startade egentligen för ett år sedan, kom väl idén lite. När jag fick en... letade efter 
sommarjobb, och fick kontakt med ett svenskt e-commerce företag och frågade lite så. Om du 
eventuellt ska jobba här vill vi gärna att du kollar på den danska marknaden för vi har väldigt 
svårt att etablera oss.  
 
Ja, spännande! 
 
Så det var väl där det började, sen har tanken legat och grott lite, ja. Vi har tänkt på det i en 
längre tid och pitchat idén för vår handledare och hon tyckte också det lät väldigt intressant.  
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Vad är det ni läser för något? Jag tror det stod i ert mail  
 
Ja, vi läser en master i International Marketing i Management, IMM som den också kallas som 
man har lärt sig nu, förkortningar man lärt sig från CBS. Men vi kör fortfarande den långa, det 
känns säkrast så. Så det är det vi kör, så vi tycker det är kul lite, jo men att det blir en blandning 
mellan strategi och marknadsföring. Inom strategic brand management är väl någon typ av sfär 
vi kommer handla i delvis.  
 
Det var väl ungefär det jag läste, men jag läste inte på på CBS, jag läste i Stockholm. På eh.. 
Marknadsakademien. 
 
Jaha.  
 
Egentligen är jag civilekonom, med fokus på marknadsföring och management. Inte riktigt det 
jag jobbar med idag. [Skrattar] 
 
Vad är det du gör mer specifikt idag? 
 
Jag är konsult kan man väl säga, eh… och jag jobbar åt, med våra svenska kunder eh… Med att 
göra marknadsanalyser i olika branscher, jag jobbar med att etablera själva bolaget. Om man 
vill sätta upp ett nytt bolag. Gör partner ansökningar åt dem, lite mer hands on, inte så mycket 
branding, inte den biten. Det är roligt också.  
 
Det betyder att du jobbar över flera industrier? 
 
Ja, det gör jag.  
 
Fokuserar ni på? 
 
Ja, vi är inte så många så..man får hoppa in lite överallt. Hur mycket jobb man har att göra. 
Men vi har fokusområden. Mitt största fokusområde är hälsa- och sjukvård. Och men sen så har 
det varit en del retail som jag har kommit i kontakt med några retail-företag som vill sätta upp 
bolag. Då tar jag den biten, liksom med främst e-handlare. Eh.. [tystnad]. Och sen har jag lite 
annat tillsammans med andra kollegor, infrastruktur. Men man är inne på allt.  
 
Spännande. Vi har ju som sagt lite frågor, jag vet inte om vi ska köra på dem eller?  
 
Vi kan ju börja så, så ser vi, vi kan hålla det väldigt öppet.  
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För anledning tilla tt vi kontaktade er var mycket för att, det var mycket fokus på hur enkelt det 
var att etablera sig i Danmark. Och eh… ja, att det egentligen är porten ut till Europa, första 
steget i deras internationaliseringsstrategier. Så varför är Danmark en av de här länderna som är 
bra för Sverige att börja.  
 
När man tittar på ordet enkel. Och så får man stoppa det i en stor kontext. Så är det enklare att 
etablera sig i Danmark, rent tekniskt sätt, jämfört med t ex Kina. Språket är ju som sagt likt. 
Samhällena fungerar på ganska lika… Eh...och, ehm.. konsumenter och så agerar hyffsat lika 
liksom. Även om, med däremot om man tittar på det… om man går ner i Skandinavien och tittar. 
De i Kina tycker vi är likadana allihopa, de ser inga skillnader. Där ser man liksom tydligare 
skillnader. Så att, det är inte enkelt för ett svenskt företag att etablera sig i Danmark.. Ehm.. det 
är det verkligen inte, för att det finns skillnader man ska ta i beaktning. Men, ehm… själva det 
tekniska etableringsfasen är lätt, att sätta, att komma på plats. Sen att få affärer och utveckla 
affärer, det är inte så lätt. Där..ehm, är danskar ganska annorlunda jämfört med svenskar. Så 
att.. så aa, att det står enkelt på vår hemsida, det är nog fel.  
 
Nu vet jag inte om det är ordet enkel.  
 
Jag tror inte att det är det [skrattar].  
 
Ne, men det är den, vad man ska säga den uppfattningen man får, när man läser att liksom det 
är..  
 
Men däremot är jag rätt säker på att det står att det är en bra första marknad. Och det är det för 
att, ehm.. vad ska jag säga, hur ska jag uttrycka mig… Jo, den är så pass tuff, det är tufft att 
etablera sig i utomlands, det är resurskrävande, eh, så att, om man kommer in i Danmark och 
lyckas där, då har man rätt mycket kött på benen om man vill vidare. Därför är det en bra första 
marknad, det är bra förberedelser för att gå ännu längre bort.  
 
Och då skulle det vara bättre, om man tänker geografiskt än antingen Norge eller Finland? 
 
Norge eller Finland är också bra.  
 
För det undrar vi också hur Danmark ställs mot de andra marknaderna, Nordiska länderna? Hur 
är Danmark jämfört med dem? Om du vet det? Nu jobbar du ju med den danska marknaden.  
 
Ja, men vi har mycket kontakt med våra andra kollegor. Och vi skriver ju inte på någon av våra 
hemsidor att det ena landet… Vi skulle inte skrive på vår hemsida att Norge, gå till Norge 
istället. Då behöver vi inte vara här [skrattar].  
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Ne, precis [skrattar].  
 
Norge är rätt attraktivt för svenska företag för att det är så stark, köpstarka konsumenter. De har 
knappt några egna industrier, de har olja och fiske men men, de skriker ju efter eh.. bland annat 
svenska produkter. Det är ganska lätt sålt i Norge. Vi, det är ett helt annat kostnadsläge där 
också, så Norge är bra. Men… de dom är inte med i EU, det finns en komplexitet där.  
 
Det är sant.  
 
De jobbar mer med sådana frågor, så. Jag vill inte säga att den ena är lättare än den andra. Jag 
kanske kan tänka mig att Danmark är lite tuffare än Danmark. Och på så sätt är det en bättre 
förberedelse för..  
 
Okej.  
 
Det är liksom så vi säljer in.. vår marknad. Eh, sen vet jag inte, det är ju många företag som inte 
går till Danmark. Som går till Tyskland, Tyskland är också en ganska bra första marknad. Det 
är en närmarknad. Det är alltid bra att börja på en närmarknad, för att det kanske blir en del 
åka fram och tillbaka och logistik som ska skötas. Sånt. Det tar tid, tid är pengar.  
 
Det är lite Uppsalamodellen, vi har lärt oss, man ska ta det som är nära, och sen stegvis liksom 
expandera. 
 
Precis, och då och just om man tar, kan man ta mindre företag, som kanske inte… Om du ska in 
på en stor marknad, Tyskland är en jättestor marknad, då hamnar man i en volymfråga också, är 
mitt företag redo att leverera den volymen som den här delen av marknaden, vi delar alltid in 
Tyskland i bundsrepubliker, vi tittar aldrig på Tyskland som en hel marknad, och så får man då 
se vilken bundsrepublik som passar bäst. Eh… Så volym och kapacitet är också en viktigt fråga 
när man ska ut. Och tittar man på retail och e-handel så är den danska konsumenten… Hur 
mycket har ni läst egentligen? Har ni läst några texter?  
 
Om den danska marknaden menar du? 
 
Ja och generellt, men… När jag gjorde uppsats så var det ganska mycket teori som man skulle 
läsa…  
 
Vi har inte kommit så långt, vi satt nu i förmiddags och outline lite vad det är för områden vi ska 
gå in på. Men, eeh… That’s about it. Så det är fortfarande väldigt. Alltså, detta blir ju ett, med 
det andra företaget och er, en sorts asså case i början innan vi börjar grotta in oss på teori och 
sen… 
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Men det är jättebra. 
 
Så vår kunskap om den danska konsumenten är än så länge ganska begränsad… Vad vi har 
förstått är att det är ett, det är ett litet land där det inte är särskilt stora städer förutom 
Köpenhamn, så det kanske att det rent köpmässigt inte rör sig om så mycket volym. Mer del som 
vi har fått ett litet hum om skulle jag säga. Att det är en liten marknad som man snabbt fyller om 
man säger så. 
 
Ehm absolut. Det är helt sant. Sen är det asså andra skillnader i konsumentdelen som gör… Vi 
har inte gjort någon studie på det här men det vi har läst det är att ehm… Om du beställer något 
online. Är det ett online företag som ni jobbar med eller ett företag med fysiska butiker? 
 
Fysiska butiker men vi har löst pratat om att vi vill fokusera, eller ha en del med e-commerce i 
och med att det är framtiden och så. 
 
Okej, vår studie kommer främst också att fokusera på dem som har fysiska butiker och många av 
dem har också e-handel. Men om man pratar e-handel nu så, danska konsumenter kräver väldigt 
snabba leveranser. Att beställa idag och helst få det typ direkt. Eh, vad det nu är som är 
realistiskt. 
 
Alltså mer då än svenska konsumenter? 
 
Det kan jag faktiskt inte uttala mig om men jag tror det. Sverige är ett avlångt land, bor man i 
Skåne och lagret finns i Norrland eller tvärtom, så får man kanske förståelse för att det tar lite 
tid. Danmark är ett väldigt litet land. Det tar 20 min med flyg härifrån [Köpenhamn] till Århus. 
Lite längre med tåg. Men jag tror att det spelar in.  
 
Att man då förväntar sig att det sköts snabbt? 
 
Ja precis. Och de som har snabba leveranser, de har stora konkurrensfördelar. Du måste nästa 
ha det faktiskt. Om man nu inte är väldigt nischat. 
 
Upplever du att själva leveransen är viktigare än själva asså, vad man säljer för produkt? 
 
Nej det gör jag väl inte men är det en vanlig produkt. Kläder, en tröja. Du kan köpa en tröja 
överallt. Du konkurrerar ju ganska mycket med ganska många andra e-handlare, så att, gör du 
bort dig i leveransen en eller två gånger. Då är det väldigt lätt att man blir förbannad, det blir ju 
vi som svenskar också. Så vi är väl ganska lika där kanske. 
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Hur kommer det sig att ni inte har haft en speciell inriktning på retail innan? För vi har kollat lite 
på rapporterna på er hemsidan och att det finns andra industrier men inte retail. Finns det någon 
speciell anledning eller har det bara varit fokus på annat? 
 
Nej det är nog mer att det har varit fokus på annat, skulle jag säga. Sen så. Jag kan inte riktigt 
svara på varför. Vi har ju egentligen inget uttalat fokus på retail nu heller, men vi hör, det vi hör 
ganska ofta, det vi får en del som tar kontakt med oss, och vi tar kontakta med en del, i olika 
sammanhang. Retail är ju också rätt brett. I retain ingår ju livsmedel, jag vet inte om det är 
något som ni tittar på. 
 
Nej, bara kläder är det vi ska fokusera på. Men vi har sett att ni har kollat på mat innan. 
 
Ja det har varit en av våra branscher, livsmedel, eh. Men vi känner att vi vill kunna svara på 
frågorna egentligen. Vi vill även kunna tala om, eller vi vill lära oss så pass mycket så att vi kan 
hjälpa dem som är rädda för att gå in och har svårt. Och kanske ta tillbaka dem som har 
misslyckats. 
 
Har man gått in på detaljer gällande vad det är som är svårt eller varför de inte har lyckats, eller 
har det mer bara varit lite mytomspunnet om att det är väldigt svårt…  
 
Det kan vara väldigt många saker men en sak är pris tror jag. Vi har Mekonomen, som typ är ett 
retail-företag. De drog sig ur Danmark för typ ett år sen eller något sånt, och det här har jag 
läst i tidningen… Den förklaringen var ju att de inte kunde konkurrera med pris. Jag tror pris, 
jag tror danskar är väldigt prismedvetna och älskar extrapriser. Alla typer av förhandlingar 
gäller detta. Att de känner att de har vunnit förhandlingen och fått rabatt. Så det är en sak. Sen 
kan det nog vara att man inte riktigt har respekterat att vi är lika men olika. Att vi svenskar har 
kanske vissa typer av kläder på oss, som inte fungerar i Danmark. Så kan det vara, och det är 
sånt här vi ska undersöka. Stadium till exempel, drog sig ur Danmark för ett par år sen. Och vi 
vill gärna veta varför de gjorde det. Jag har liksom inte sett någon motsvarighet till Stadium här. 
Det är väl… Blått och grönt i namnet… Ganska likt Sportamore… Men det är väl den enda 
kedjan som jag känner till som är lite större och som har lite större butiker. Och det är också en 
grej, Stadium har ganska stora butiker och det har till sen några år sen funnits en planlov i 
Danmark som säger att man inte får ha stora butiker. Det är därför alla matbutiker är så små. 
Det finns ju inga Maxi i Danmark…. 
 
Nej precis. 
 
Men nu har man rivit upp den. 
 
Tänkte på H&M exempelvis, de har ju en enorm butik på Ströget. 
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Stor? 
 
Ja. 
 
Ja den är stor. Och på en sån location så är det väl också rätt hård konkurrens… Men det kan 
vara så att planloven har ändrats… Är inte hundra. Kolla upp planloven. 
 
Ja det ska vi göra! 
Men om man tänker väldigt generellt, finns det något, vad ska man säga, någon aspekt som är 
lika över industrier där svenska företag har misslyckats. Finns det något i strategier eller så, en 
röd tråd, som man kan plocka ut… 
 
Då skulle jag nog säga att man inte har lyckats förhandla med danskar… Faktiskt. Man har inte 
varit förberedd inför förhandling tillräckligt mycket. Och sen har man också suttit och väntat på 
återkoppling och inte legat på… Man måste ligga på sina danska partners lite, ehm. För att, som 
en svensk, om jag ringer och så är det någon som inte svarar. Då kanske jag ringer igen lite 
senare på dagen, och inte svarar. Då kan man dra sig lite för att ringa en tredje gång. För att 
man vill inte verka påstötande. Och så kanske man skriver ett mail. Får man ingen återkoppling 
då så väntar man kanske för länge. Medans, det måste man tänka på när man lever i Danmark. 
Är det någon som inte svarar, nä då är det för att den inte kan svara. Och då förväntar den sig 
att man ringer igen. Och nu generaliserar jag ju mycket, allt detta blir ju individuellt. Men… 
Ehm… Är det så att man inte är tillräckligt förberedd eller har tillräckligt med tålamod… 
 
Hur menar du att man inte är tillräckligt förberedd? 
 
Om vi pratar pris, så kanske jag har ett pris på mina produkter i Sverige. Ehm… Och sen tar jag 
det priset, kanske översätter det till DKK, vilket då blir lägre än svenska… Och så går jag med 
det priset, och det här kanske inte är så applicerbart på retail där man köper i butik. Det är ju 
billigare för danskar att handla i Sverige. Men kollar vi generellt, i en prisförhandling, om jag 
ska sälja min maskin till ett danskt företag, eller vad det nu är för produkt, och så kommer de dit. 
En dansk skulle aldrig, “ja men det här låter bra”. De vet att det alltid finns lite 
förhandlingsutrymme. Kommer man med ett pris som en svensk, så är det svårt att förhandla om 
detta i efterhand… Så därför brukar vi säga till våra kunder att de ska vara beredda på 
prisdiskussioner på första mötet. Hur kan jag sälja detta vidare till ditt pris, vad kan jag vinna 
på det här. Det är danskarna, de struntar lite i win-win för båda och det här är också en stor 
generalisering. 
 
Men det har man läst mycket om, att danskar är bättre på förhandling än svenskar. Och tuffare. 
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Precis! Det är också liksom en, generellt något som lite mindre och oerfarna svenska företag är 
lite rädda för. Det är ett ganska hårt förhandlingsklimat och mötesklimat. Det är ganska 
hierarkiskt, man kan skrika på varandra och det kan vara dålig stämning. Sen är man klar och 
så lämnar man det där. Så gör man något annat och är trevliga mot varandra. Det är väldigt 
långt ifrån vår mentalitet. Är man inte förberedd på detta och acceptera detta, så svensken 
känner kanske att de inte vill göra affärer med sådana personer. 
 
Vi är lite för känsliga. 
 
Precis, vi vill inte trampa någon på tårna eller så där…. 
 
Så måste det väl vara i andra länder också? Jag tänker tyskarna är ju också lite likadana… 
 
Ja säkert… Men jag tror att ju längre bort du kommer från Sverige, ju mer förberedd är du på 
att det kommer vara annorlunda och kan acceptera mer…. 
 
Det tror jag verkligen stämmer, att man inte tänker att det är så stora skillnader så man applicera 
något liknande. 
Hur tror du att danskar ser på svenska företaget generellt? 
 
Ganska bra. Pålitliga, bra kvalitet. Som sagt… De är rätt gynnsamma att ha att göra med 
faktiskt… Så det skulle jag säga. De tycker att vi tar för lång tid på oss att fatta beslut, för många 
möten… Ehm… Men generellt bra. Sen så har vi ju inte så jättestor, om du åker till andra 
länder, varumärket Sverige står ju ganska stabilt… Det är bra i Danmark men av alla ställen 
där det är bra är det kanske minst bra i Danmark… Det är så nära varandra och de lägger 
ingen vikt vid vad som är svenskt, de är så vana vid oss också. Det är ju ganska många av oss i 
Köpenhamn exempelvis. Jo men ganska bra syn. 
 
Och även danska konsumenter? 
 
Ja det tror jag. Vi har inte gjort studie på det men det tror jag. 
 
Har ni tänkt att intervjua danska konsumenter? 
 
Ja precis, det har vi. 
 
Det är ju en väldigt intressant fråga.  
 
Det är väl mycket det som vi kommer att basera vår uppsats på. Vi hade en intervju med Victor 
Appelqvist som ledde Gina Tricots etablering i Danmark och vi pratade med honom om, vi 
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hittade en artikel där det stod om den “danska myten” och hur svårt det är för svenska retail-
företag att etablera sig och att Gina Tricot skulle etablera sig trots detta. Victor var öppen med 
att det var svårt. 
 
Vad sa han då? 
 
Man ser ner lite på svenskar och att det var lite historiskt rotat, att han i många 
affärssammanhang hört att man tar upp krigen mellan Sverige och Danmark. 
 
Den bilden känner jag inte riktigt igen. 
 
Intressant! 
Han hade generellt upplevt danskar som väldigt protektionistiska. 
 
Det är dem. Det håller jag helt med om. 
 
Och att det var en stor del av att det var svårt. Eller han sa inte svårt men att det var en 
utmaning i Danmark. Att det inte är så lätt som man tror. Man är stolt över sitt arv och att det 
som finns här är lite finare än det i Sverige. Inte hans ord utan mina. 
 
Det är inget som jag har hört. Sen är… Danskt mode och klädtillverkning är ganska stark och 
något som de är väldigt stolta över. Men generellt över branscher, att man ser ner på svenskar, 
det kan jag inte hålla med om… Baserat på mina erfarenheter när jag har varit ute och så. 
 
Men det du sa att du håller med om att danskar är protektionistiska. 
 
Ja men det är dem. 
 
Var det något speciellt du tänkte på då? 
 
Generellt i samhället, om Danmark och danskarna. Tittar ni mycket på danska nyheter? 
 
Nej… 
 
Men alltså, ta danska Folkepartiet som är erkänt, inte samma som Sverigedemokraterna, men de 
värnar om danskar och Danmark, och sen får man tycka vad man vill om det, men det är ganska 
många som röstar på dem. När man tittar på nyhetsinslag på politiker oavsett var de kommer 
ifrån så är det ofta, “vi danskar ska självklart ha det där, de här rättigheterna”. Pratar ofta om 
dem som danskar, danska företag och så. Vi gör inte riktigt på samma sätt i Sverige. Men om vi 
också tittar på exempel större upphandlingar och så, kommunala och regionala inköp, så får man 
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enligt lag inte favorisera danska företag men man vill gärna köpa danskt om det går att köpa 
danskt. Och det är väl någon form av protektionism också. 
 
Skulle du säga att det är likadant för svenskar i Sverige? 
 
Jag vet faktiskt inte… 
 
Vi pratade lite om det innan men tror inte att jag hade reflekterat över det så mycket. Men det 
beror ju på vad det är. 
 
Ja precis. 
 
Man tänker kanske mer att man ska köpa bubbel från Frankrike osv. Att man köper från de delar 
där det är bäst. 
 
Jag tror kanske inte att slutkunder, om vi då tar vi tre om vi är danskar och kollar på kläder, jag 
skulle bli förvånad om man aktivt väljer bort saker för att det är från en butik som ägs av någon 
från ett annat land. Det skulle förvåna… Men, who knows… 
 
Vi har kollat lite på studier kopplat till att danskar är protektionistiska, ethnocentric, att man är 
väldigt pro sitt eget land och nästan ser ner på andra länder och deras varor. Och det är något 
som man snuddar vid i vissa studier. 
 
Det förvånar mig inte riktigt faktiskt… Jag har inte sett det, inte upplevt det. Nu sitter jag inte här 
och säljer några varor, jag är konsult och jobbar med svenska företag som betalar mig pengar, 
men jag inte hört från dem och inte sett det heller. Men alltså, när man pratar om att danskar ser 
ner på oss, de tycker ju att vi är lite lustiga som vi håller på. Att vi är så politiskt korrekta och så. 
Det älskar de att påpeka och skriva om. Min fru är danska och hon tycker att det är helt otroligt i 
egentligen. Det kan jag väl också hålla med om, att vi har gått lite för långt. Men det kanske inte 
in behöver ta med i uppsatsen. Det blir ineffektivt på något sätt. Sen tycker jag att vi har en bättre 
kvinnosyn än i Danmark. Här är det enligt oss lite förlegat. 
 
Det har inget med detta att göra, hela #metoo-rörelsen, det är något man skrattar lite åt på 
jobbet. 
 
Ja. Det hade verkligen inte blivit samma grej här. 
 
Det är där vi är. Vi tycker det är jättespännande vad det skulle kunna vara i kulturen som gör att 
konsumenter är lite mer restriktiva mot svenska företag just inom fashion. Vi har kollat runt lite 
och H&M går ju, som vi har tolkat det bra, en av de största importerna som Danmark har. Boozt 
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också, väldigt stort såg vi, dock så är det danskar som har skapat företaget så det kanske också 
spelar in. Utöver dem så finns det inte så många, som vi vet, som har lyckats. Vi vet inte hur vi 
ska definiera lyckats, men det finns inga stora… 
 
Jag skulle nästa säga, i detta sammanhanget, att fortfarande vara kvar. 
 
Precis, som Victor Appelqvist sa, det svåra är inte att etablera sig utan att i längden faktiskt vara 
framgångsrik och kunna verka här. 
Har du några exempel inom denna sektorn, förutom de som vi sa, som du vet har lyckats? 
 
Ja det har jag i ett dokument som jag inte har med mig nu men… 
 
Det är intressant att se hur de har tänkt… 
 
Det är även sådana som vi tänker intervjua. 
 
Aha, okej. 
 
Om du tittar på de stora retail-företagen så är det ett par av dem som finns här, och det är de vi 
har i dokumentet. Sen har vi även försökt göra lite research på vilka som har varit här och 
försökt, den bulken är ju större. Men den största bulken är de som inte ens har försökt. Det är ju 
kanske främst dem som vi vill ge oss på sen. Fråga varför de inte har försökt. Det kan ju finnas 
en miljon anledningar, men ja… Exempelvis Clas Ohlson, det är ju inte kläder, men vi undrar 
varför de inte har försökt… Mmm… 
 
Jag var i Norge i helgen och såg Lindex och KappAhl… 
 
Ja, de finns med någonstans på vår lista… 
 
Nej det är nog bara Gina Tricot. Sen är det lite mer high end, som Tiger of Sweden, men jag vet 
inte om man anser att de har lyckats, och Filippa K… 
 
Nej alltså Tiger of Sweden har ju butiker i alla fall, både egen fysisk butik där de andra svenska 
butiker ligger och i Magasin. Sen vet jag inte om de finns på andra ställen. Men jag vet inte om 
man ska anse att de har lyckats eller ej. 
 
Nej… Vi vet inte riktigt hur länge de har varit här heller. 
 
Nej jag vet att Polarn’ o Pyret har varit men dragit sig ur. Tror jag i alla fall. Ehm… Hmm… 
Varför gjorde de det? 
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Tror att danskarna är bra på barnkläder och så… 
Nej men vi har inga fler frågor just nu som vi har skrivit upp. 
 
Nej men jag tycker att det ni ska göra och har börjat göra är jättespännande, och väldigt relevant 
om man tittar på vad vi ska göra också. Så jag kan tänka mig att vi hörs lite längre fram, och vi 
kanske kan bidra till er uppsats och komma med något nytt, kanske bekräfta det som ni kommer 
fram till. Och ni kanske kan ge lite input till oss också. 
 
Jag tänkte på de listorna på företag som hade dragit sig ur, kan vi få access till dem? 
 
Ja, helt säkert. Det är ju ingen hemlighet liksom. 
 
Det hade varit väldigt snällt, bra att ha i bakgrundsinformationen...Och sen när vi har rett ut 
teoridjungeln så kan vi återkomma, och se var vi står. Vad vår konsumentundersökning kommer 
handla om. 
 
Vi ska ju inte göra en konsumentundersökning, så det hade varit jätteintressant. 
 
Och det kommer vara djupa intervjuer som vi kommer syssla med. Så då kan vi höras då 
förslagsvis. 
 
Låter bra. En uppsats är ju ett lite längre arbete… Vi kommer vara klara, eller siktar på att vara 
klara, lite beroende på hur långt tid det tar att få tag på rätt folk att göra intervjuer med… Vi 
behöver ju inte ha någon teori, men jag tänker att vi satte mars som någon form av datum. Oklart 
om vi löser det eller inte, men mars eller april. 
 
Deadline för vår inlämning 15 maj och vi kommer ju självklart sätta igång med intervjuer så fort 
som möjligt. 
 
Okej. Detta är ju något som vi gör vid sidan av, i mån av tid, har vi jättemycket uppdrag så måste 
vi ju prioritera det. Men vi vill ändå få detta gjort också. Detta låter bra! Hoppas detta var till 
hjälp! 
 
Absolut! Intressant att höra att fler har samma uppfattning. Kul att detta kommer samtidigt som 
ni ska göra detta! Så får vi se vart det leder helt enkelt. Har du några fler frågor till oss Något 
som du funderar över? 
 
Nej inte just nu men det kan hända att jag slänger iväg ett mail. Vi bestämmer att vi hörs igen! 
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Tack så mycket! 
 
Yes! 
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Appendix 3: Country Comparison Denmark and Sweden 

 
 
Source: 
https://www.hofstede-insights.com/product/compare-countries/ [Accessed 11 March 2018] 
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Appendix 4: Interview Guide with Questions for In-Depth 
Interviews 
Introduction to the project and welcome interview 

Thank you for taking the time to participate in this interview for our master thesis. We will ask 

you questions regarding your consumption of fashion brands. The interview will take 

approximately 60 minutes. 

 

The session will be recorded for transcribing purposes and all information will be handled 

according to the “Act on Processing of Personal Data”. In the reporting of the thesis, your name 

will be replaced with code numbers for ethical reasons. You should feel free to leave the 

interview at any time. 

 

Topic Question Focus 

General Information Could you please state your age 
and nationality? 

 

Topic 1: Brand 
Importance 

What does a brand mean to you? 
 
What are important aspects of a 
brand according to you? 
 
How do you consume brands? 
 
Do brands affect your consumption 
habits? 
 
What is your favorite fashion 
brand? Why? 
 
What feelings does this brand 
evoke for you? 
 
How did you first learn about this 
brand? 
 
Would you consider it important 
for fashion brands to take social 
responsibility? Why/why not? 

Economic/Symbolic 
perspective  
 
 
 
 
 
 
 
 
 
 
 
How consumers perceive 
brands 
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Does your favorite fashion brand 
take social responsibility? How?  

Topic 2: Fashion How would you describe your 
style? Would you say that your 
style is unique? Why/why not?  
 
Do you care about what others 
think about your style? 
 
Why do you choose to purchase 
the fashion brands that you do? 
 
How do the fashion brands that 
you consume make you feel?  
 
Would you say that you evaluate 
others based on what they wear? 
How? Why/why not? 
 
Is fashion important to you?  
 
Some individuals are completely 
involved in fashion clothing, 
attached to it, absorbed by it. For 
others fashion clothing is simply 
not involving. How involved are 
you in fashion clothing? 
 
Do you put a lot of effort into your 
fashion purchases? 
 
Where do you find inspiration for 
your fashion purchases? 
 
When purchasing fashion products, 
is this usually something you plan 
on beforehand or do you often 
impulse buy? 

Symbolic meaning of fashion  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Fashion involvement 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Purchase behavior 

Topic 3: Brand COO Do you take the brand’s origin into 
consideration when purchasing 
fashion? Why/why not?  
 
Do you know where your favorite 
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fashion brand is from?  
 
Do you have a preferred origin for 
the fashion brands you purchase? 
Which one? Why this one/why do 
you not have a preferred origin? 
 
What do you know about Swedish 
fashion brands? Do you consume 
any Swedish fashion brands? 
Why/why not? 
 
Can you please give a few 
examples of Swedish fashion 
brands? Would you say that these 
are aligned with what you 
value/look for in a fashion brand? 
Why? 

 
 
 
 
 
 
 

Topic 4: CET How do you feel about imported 
vs. domestic fashion brands? Why?  
 
Do you think that imported fashion 
brands should be taxed? 
 
Would you say that fashion is 
important for Denmark? And for 
you? Why/why not? 
 
What does Danish fashion mean to 
you? 
 
Do you feel a responsibility to 
support Danish fashion? Why/why 
not? 
 
Do you prefer Danish fashion 
brands over Swedish ones? 
Why/why not?  
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Appendix 5: Transcribed Interview with Codes 

Topic Question Focus 

General Information Thank you so much for 
participating, and as I said we will 
record this and you will be 
anonymous so you name will be 
coded as well. Hope that feels 
comfortable for you. The interview 
will take about 45 minutes. 
 
For the record, could you please 
state your name and nationality? 
 
I’m 26 and I am from Denmark. 

 
 
 
 
 
 
 
 
 
 
 
Within target group 

Topic 1: Brand 
Importance 

So, what does a brand mean to 
you? 
 
Hmm… Well, I guess a brand is as 
much about reputation for me um… 
I guess if it is a good brand, you 
trust it. So I guess that it means 
that you trust the brand. 
 
And would you say that there are 
specific aspects in a brand that you 
find important? 
 
Um… Basically what I mentioned 
before about trust. Um… I mean, 
CSR also has become a bit of 
important. Um…  
 
Could you elaborate more on what 
you mean with trust? 
 
Trust, um… Mainly that if you have 
a big brand, basically you know 
where the merchandise comes 
from… Um… If they have child 
labor or something that. I trust 
them to provide good goods I 
guess. 
 

 
 
 
Brand is about trust and 
reputation  
 
 
 
 
 
 
 
 
Cultural approach to 
branding: CSR is a bit 
important  
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And how would you say that you 
consume brands? 
 
Hmm… Well, basically if it comes 
to clothes, it is not like I have a 
favorite or anything… What I buy 
most of is basically H&M I guess. 
But that is also because of the 
price, but also because you trust 
the brand I guess. But it is not like I 
have some favorite brands and 
don’t buy other brands. I have a lot 
of different brands in my closet. 
 
Are you brand loyal or that you are 
flexible with brands? 
 
I am flexible. But, well, at the time 
when I am being a student, I guess 
it depends a lot on the price as 
well. So I guess that's why you pick 
a few. Sometimes you have one 
brand that you know is basically 
where you can find a lot of 
different styles, and something for 
you. That is basically why I like 
H&M. 
 
What would make you, let’s say, 
leave that brand for another? 
 
Hmm… Well, when shopping I 
guess it depends mostly on the 
price and of course if they have 
something in my style. If that is 
something that I can find 
somewhere else, I’ll go there I 
guess… 
 
Would you say that brands affect 
your consumption habits? 
 
Hmm… Not much. More in food for 
example I guess. Not that much in 
clothes. 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Brand flexible, all about price  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Very price conscious  
 
 
 
 
 
 
 
 
 
 
More affected by brands in 
the food category  
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How is it that you are affected by it 
in foods and not in clothes? 
 
Um… I guess, that you look more 
into what’s in the product when 
you buy food compared to when 
you buy clothing. Then you just see 
something that you like and get it. I 
guess… Where with food it is 
basically that you look at bit more 
what’s in the food. 
 
What is your favorite fashion 
brand? 
 
Guess it is going to be H&M 
haha… 
 
And why is that? 
 
I mean, they have new styles all of 
the time and I think they have a 
broad… range of products, umm… 
And I guess that I can always find 
something there haha…  
 
And what feelings do this brand 
evoke for you when you wear 
H&M? 
 
Hmm… Nothing in particular, it is 
mostly about being comfortable for 
me I guess. Um…  
 
What does comfortable mean? 
 
Hmm… Comfortable with myself, it 
is not because I follow fashion or 
brands. Trusting my own style I 
guess… And of course when you 
are on a budget haha, I buy that 
stuff that lasts long. Basically I go 
for the safe choices. 
 
And what would be safe choice 
then? 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Favorite brand: H&M  
 
 
 
 
Favorite brand H&M due to 
large assortment 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Fashion involved: does not 
follow fashion, comfortability 
important and chooses safe 
choices  
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In fashion? 
 
Yes. 
 
I guess when it comes new stuff in 
fashion all of the time, I do not 
always follow it. I go for the safe 
choices that lasts longer and that it 
is not something that will soon be 
over haha…  
 
Are there any other brands than 
H&M that you consume regularly? 
 
Hm… I guess that is mostly Vero 
Moda, Vila, Only are common 
brands. 
 
What are the differences between 
those brands? 
 
Hmm… Not much for me… Yeah. I 
think, basically all of the time, I 
can find something in some of those 
stores. 
 
And when it comes to the style? 
Are they similar or more niche 
 
Um… For me they are kind of 
similar… Yeah… 
 
How? 
 
Um… I guess they always come 
with something new for every 
season, there is new clothing. And I 
kind of go to the stores to check out 
the clothes they have. Ehm… And 
then they always follow the 
seasons. Now I can go and buy 
more of the dark clothes and in the 
Summer I can go and buy for 
flower prints and so…. 
 

 
 
 
 
 
 
 
 
Fashion involved: Does not 
follow trends  
 
 
 
 
 
 
Favorite brands: Vero Moda, 
Vila and Only  
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Are they in the same price range? 
 
Yeah. I think so. 
 
How did you first learn about 
H&M? 
 
Hmm… I guess that would be 
advertising. And I mean they have 
a lot of stores so you can’t really 
miss them. 
 
Would you say it is important for 
fashion brands to take social 
responsibility? 
 
Yeah. I mean it is not like I 
would… Most of the time… I mean 
sometimes when you hear that a 
brand has a scandal, it is also 
about how they handle it and I 
guess most brands, at least the big 
brands, have a scandal at some 
point. So… For me it means 
something that they take care of… 
Yeah, that they try to do better and 
so…  
 
Do you know if H&M is doing 
social responsibility activities? 
 
Well, I know that they have a lot 
about recycling where you like can 
hand in your old clothes in stores, 
which I do. Then you get like a 
coupon of like 15% off or 
something when you hand in old 
clothes. I kind of like that with 
recycling. I guess again child labor 
and against small wages and stuff 
like that is also something that they 
do. 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
CSR not a deal breaker when 
choosing brands  
 
 
 
 
 
 
 
 
 
 
 
 
 
Knows some of favorite 
brands CSR activities 
 
 
 
  

Topic 2: Fashion How would you describe your 
style? 
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Hmm… I guess I would call it 
safe… And I wouldn’t call it 
fashionable, I think I always go for 
the safe choices. I don’t really care 
a lot about what other people wear. 
Um… I mean of course I follow if I 
find something really good. But 
basically I think I just wear 
whatever I want. Of course, I also 
follow the seasons as well. I mean, 
it is just… I wear black and so 
right now when it is dark outside. I 
wouldn’t want to wear any pink 
and so right now haha… But in 
that way I am kind of following, 
otherwise I kind of wear whatever I 
want. 
 
Could you elaborate more on what 
you mean with safe? 
 
More like the basic clothing, um… 
Yeah, you know like a black dress. 
Something like that. Safe colors. 
 
And what are safe colors for you? 
 
Well, what I have the most of in my 
closet is black and white, um… 
Kind of like a light pink, red… But 
I would like never go for yellow, 
orange or green and something like 
that. That is really not my colors 
haha. Like a dark blue maybe… 
That is also me. 
 
Would you say that your style is 
unique? 
 
No… 
 
Why? 
 
Ehm… I don’t feel unique when 
wearing clothes… I have a lot of 
clothes from stores where other 

Describes her style as safe 
and follows the yearly 
seasons  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Chooses safe colors, 
symbolic meaning 
 
 
 
 
 
Chooses safe colors  
 
 
 
 
 
 
 
 
 
 
Style not unique 
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people shop as well. Yeah…  
 
Would you say that… ehm… you 
care about what other people think 
about your style? 
 
No… No not really. Hum… Well I 
guess that is also because I do not 
really follow fashion, then… I just 
basically wear whatever I want. 
But of course you kind of get pulled 
into directions as well, I think you 
can’t really avoid that. I mean you 
see what other people wear as well 
and you get pulled into that 
direction as well. But nah, not 
really… 
 
Why do you choose to purchase the 
fashion brands that you do? 
 
Well… Mostly because of that it is 
within my price range… Um… And 
because they have a broad 
selection. Um… I guess I like to 
have something to choose from, 
and I like that there comes new 
goods every seasons, something 
that you know you can see if you 
like. Yeah…  
 
If we look beyond being a student, 
would you think that you would 
have the same arguments or would 
they differ? 
 
I guess if I… I guess I would maybe 
buy more and try out some of the 
fashion brands… I mean, I still 
would go for the same kind of 
style… But I guess I would try out 
more I think… Um… 
 
What do you mean with more? 
 
Different styles… But still within 

 
 
 
 
 
 
 
 
Does not really care what 
others think  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Purchases brands due to their 
price range  
 
 
 
 
 
 
 
 
 
 
 
 
 
Might change consumption 
habits when making more 
money  
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my style and what I like… But I 
guess I would try more different 
things if I had the money for it. 
 
How do the fashion brands that you 
consume make you feel when you 
wear them? 
 
Hmm… Well… I don’t think I get 
sort of… Well I guess, if you have 
something new that you really love, 
I guess you can feel more self 
esteem. If you feel very comfortable 
with what you are wearing. Feeling 
good and happy that you bought 
something new and you are happy 
about that, and higher self esteem 
as well. And then, again. Mostly 
just about feeling comfortable and 
liking what you are wearing I 
guess…  
 
Mmm… Would you say that you 
evaluate others based on what they 
are wearing? 
 
Well I guess to some extent… Um… 
I mean I don’t really care about if 
people are wearing fashion or not, 
but I guess… If someone is wearing 
something of out place, I mean… If 
they have like really certain styles, 
like goth or something, I think you 
really can’t help but notice that 
there is something different right. 
And of course, I think… Well 
maybe you judge them a little, 
thinking that ‘okay they wanna be 
noticed right…’, um… But I don’t 
mind. People can wear what they 
want… Yeah… 
 
Would you say that fashion is 
important to you? 
 
I guess… Can I answer with a 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
Fashion involved: Emotional 
attachment  
 
 
 
 
 
 
 
 
 
 
 
Evaluate others based on 
what they are wearing, but 
not if they are fashionable or 
not 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Fashion involved: claims to 



156 

medium? Haha…  
 
If you elaborate… 
 
I mean, I like to follow fashion, but 
it is not like I follow blindly I 
guess… Um… I like to know what’s 
in and go to the stores and see new 
styles and stuff like that… But I 
mean I don’t buy just because it is 
new and fashionable… Um… So I 
guess it is kind of a medium haha… 
 
So on a scale between like super 
involved in fashion where people 
are like absorbed with it, to the 
other extreme where people do not 
care at all - you would be in the 
middle? 
 
A 6 maybe… Yeah. My favorite 
quote is actually by Coco Chanel, 
she says ‘fashion fades, only style 
remains the same’. 
 
Very true haha… Would you say 
that you put a lot of effort into the 
fashion purchases that you make? 
 
Nah… Not really. I mean I go to 
the store… It is like… I mean it is 
only a few… Like if I really want 
something new for like a birthday 
or like something special where I 
put a lot of effort into finding that 
thing that I think that I need for 
that…  
 
And how does that look, that 
process, when you put a lot of 
effort into something? 
 
Um… I guess to try out more and 
go to more stores just to find what I 
need, um… I become a bit picky 
when it comes to shoes, I don’t 

be medium involved 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Does not put effort into 
fashion purchases 
 
 
 
 
 
 
 
 
 
 
 
 
 
 



157 

know why haha… So that can take 
me quite a while… I am not sure 
why that is but I am just a bit more 
picky with my shoes I guess. 
 
Is that something that is new or has 
it been like that for long? 
 
Kind of always… Always find it 
difficult to find good shoes.  
 
So more picky with shoes than 
clothes? 
 
Yeah more picky with shoes. 
 
Where do you find inspiration for 
your fashion purchases? 
 
Hmm… I guess it is in the city and 
the stores, going to malls but of 
course you cannot help but notice 
what other people are wearing as 
well…. I would… If one of my 
friends is wearing something that I 
think is really really nice, I would 
ask them where they bought it as 
well… Um… So of course you get 
kind of inspired of what they wear 
as well… um… But basically I 
would just get my inspiration in the 
stores I guess. 
 
So you do not follow any 
influencers or bloggers on social 
media? 
 
No… I hate bloggers haha… 
 
Hate bloggers? Please elaborate on 
that… 
 
Um… That’s like following others 
to see what they are doing. I do not 
really care about what others are 
doing… And then I can’t really see 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Finds inspiration from friends 
and going to malls  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Hates bloggers 
 
 
 
 
Does not care about what 
others are wearing  
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why anyone would be so inspiring 
that you have to follow and watch 
what they do all the time. I mean… 
I don’t care what you eat and wear 
all the time haha… I can’t really 
see that blogging is a profession, 
sorry if I am offending anyone. 
 
No not at all…  
 
But yeah… Again, I can’t really see 
how blogging can be a profession. 
 
Are you liking any specific brands 
on Facebook or Instagram or 
anything like that? 
 
Um… Yeah, yeah… I follow a few 
brands, like H&M but that is 
because I also get email 
advertisements from them as well… 
And I am in their club as well… I 
guess, those would be the only ones 
I get email advertisement from… 
That is basically because they have 
lot of nice childrens clothes haha… 
Um… I guess that at the moment I 
buy more childrens clothes than I 
do for myself. Um… But otherwise, 
oh I… I like Newbie as well. It’s 
Swedish I think. So there I could be 
kind of like, having one brand that 
I really like in particular… H&M 
and Newbie for children. 
 
And why do you like Newbie for 
children? 
 
Um… It is just… It is my style for 
children at least haha. So I guess 
that, I am more into that brand 
right now, I buy more things for my 
child right now than for myself so 
yeah… 
 
And when you buy fashion for 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Follows H&M on social 
media due to offers  
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yourself, are those actually 
intended purchases or is it more 
like impulse buying? 
 
Um… It depends on the budget I 
guess. If I have a little more, I 
maybe go shopping intentionally 
and otherwise I would maybe go on 
a shopping trip with a friend and 
see something and like ‘oh I can 
actually afford that’ and I just buy 
it because I buy it. 
 
When you… buy clothes, do you 
consider where the brand is from? 
 
Hmm… I mean it is not the first 
thing that I look at but um… I look 
at the print and the design and stuff 
like that first, I mean… H&M you 
know… Like what kind of brand it 
is. But of course, if you go to a 
store which has different brands, I 
don’t really look at the brand first, 
I look at, yeah… the design, the 
price and then maybe the brand. 
 
So the brand is not a top priority? 
 
No… 

 
 
 
 
 
Both planned and impulse 
fashion purchases, depending 
on price  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Brand is not a top priority  

Topic 3: Brand COO And where that brand is coming 
from, the origin, is that something 
you look at and take into 
consideration? 
 
You mean if it comes from 
Germany or produced in 
Germany? 
 
No not produced, but like for 
example H&M being a Swedish 
brand… 
 
Oh… Um… Nah… No not really. 

 
 
 
 
 
 
 
 
 
 
 
 
 
Does not take brand COO 
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Did you know where H&M was 
from? 
 
Yeah. 
 
Do you have a preferred origin of 
fashion brands that you purchase? 
 
The what? 
 
Do you have like a preferred 
country where fashion brands 
should be from? 
 
Oh… Um… No… Not really. 
 
And why do you think that is? 
 
Hmm… I mean whether they come 
from Sweden or Germany… or 
Bulgary, I don’t really haha… I 
think, again, that I look at the 
design at first and then the price 
secondly and then the brand. So…  
 
Do you know any Swedish fashion 
brands beside H&M? 
 
Newbie haha… Um… Another one 
is call KappAhl right? 
 
Yeah! 
 
Um… Well basically it is just 
because Newbie… Yeah… I have 
been to Malmö last weekend so 
haha… But what else did I see… 
Otherwise I don’t think I would 
know… Beside KappAhl… 
 
And KappAhl sells Newbie clothes 
right? 
 
Yes haha, they do… I can’t even 
remember what else I saw… 

into consideration  
 
 
Knows where her favorite 
fashion brand is from  
 
 
 
 
 
 
 
 
 
 
Does not have a prefered 
brand COO  
 
 
 
 
 
 
 
 
 
 
 
 
Does not know much about 
Swedish fashion brands  
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Nothing comes to mind… No, not 
really…  

 
 

Topic 4: CET How do you feel about imported 
vs. domestic fashion brands? In 
terms of where they are from… 
 
Um… I guess that it does not really 
matter… No…  
 
So you do not prefer let’s say 
Danish fashion brands over 
international ones? 
 
No not really, it is nothing that I 
think about… 
 
Do you think that imported fashion 
brands should be taxed? 
 
Nothing… Nothing that I really 
thought about. So, no not really. 
 
Would you say that fashion is 
imported for Denmark as an 
industry? 
 
Yeah. I guess… Basically, I guess. 
Yeah. Denmark has a lot of talent 
in design, not only in fashion but 
also design in general… Um… And 
I think that also that, they have like 
the Nordic style that I guess you 
are more into purchasing since the 
Nordic style… as I see it is 
something simple and not too busy 
and yeah… So I guess it is a bit 
important because I guess, it is 
basically what my style I guess… 
 
Could you elaborate on what you 
mean with a Nordic style? 
 
Simple and elegant… I mean… 
Yeah. Not too busy or anything like 
that haha… 

 
 
 
 
Does not care if brand is 
imported or not  
 
 
 
 
 
Does not prefer Danish 
fashion brands  
 
 
 
 
 
 
 
 
 
 
 
Fashion is important for 
Denmark, lots of design 
talent  
 
 
 
Nordic style unique, the style 
is simple, elegant and not too 
busy. Symbolic meaning 
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And is that, what is like… What 
does Danish fashion mean and 
represent to you? 
 
Well I guess something simple and 
maybe a bit more quiet… Not too 
busy and I guess it is the same with 
design generally in Denmark, it is 
a bit more simple… Most of the 
time at least haha… 
 
Do you feel a responsibility to 
support Danish fashion? 
 
Eh… It is nothing that I really think 
about I guess… Of course I like the 
idea of purchasing something and 
supporting the country. The idea of 
it but I guess it is nothing that I 
really pay attention to when I buy 
clothing… 
 
Why do you think that is? 
 
Again because I go for what I like 
and not really noticing all the time 
where it comes from or what brand 
it is. 
 
Would you say that you prefer 
Danish fashion brands over 
Swedish fashion brands? 
 
No. 
 
And why not? 
 
No, I guess it is basically the same 
for me haha… 
 
In terms of…? 
 
Style and price wise… I mean what 
I buy the most from is basically 
Best Sellers brands right now than 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Does not feel a responsibility 
to support Danish fashion, 
but likes the idea  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Does not prefer Danish 
fashion brands over Swedish 
ones, since they are basically 
the same  
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H&M, so yeah…  
 
And what is Best Seller? 
 
The corporation that has Vila, Vero 
Moda and… yeah… 
 
Ah okay, so Vila and Vero Moda, 
and Only as well, as those three 
with the same owner? 
 
Yeah I think so… That it is Best 
Seller brands. As far as I 
remember. 
 
And do you know where Best 
Seller is originating from? 
 
Ehm… I mean… Their center is 
located in Jytland but… If they get 
their clothes from anywhere else, I 
do not know… 
 
If you describe Swedish and 
Danish fashion, do you think that 
there is any difference between 
them? 
 
Um… No not much… I think it is 
similar…  
 
Do you have anything to add 
[asking thesis partner]? No. 
 
Is there is anything you want to add 
in terms of comments or anything 
that you feel that you have not had 
the opportunity to express? 
 
No nothing comes to mind! 
 
Okay, thank you for participating! 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Knows that her favorite 
brands are from Denmark  
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Appendix 6: Thematic Analysis with Emerging Themes & Sub 
Themes 

 
Theme 1: Important Aspects of a Brand 

 
CSR Activities Emotional Attachment 

Anne Proudness over brands: "Definitely 
someone who has a really strong CSR and 
does not has any scandals with the finance, 
CFO, frauds and stuff like that and who is 
really strong and stable brand, as well as 

someone who is trying to contribute 
positively to the environment as well, I 

think that is very important to me." 

Important to relate to brands: "I think it is 
definitely something that I will be proud 
to wear and something that I can relate to 
as well."... "For instance if they always 
choose supermodel for Froosh than I 

would have a hard time to relate. So if I 
drink this I become a supermodel." 

Kirsten Highlights scandals: "I think it is part of 
the whole how they make you feel thing, 

because you know when there was the big 
scandals some of the really bad scandals 

about some of the fashion brands you kind 
of keep sticking a little bit to it." 

Brands a part of personality: "I probably 
feel like it’s kind of a thing that is part of 

your personality when you wear it 
because it is creating your own 

personality even though it is something 
that a lot of other people wear than you 

still feel that you made a decision to wear 
this thing and ehm, so I guess I feel that 

it is a part of who you are." 
Hanne  Brands something more than just clothes: 

"Their CSR is important, their CSR profile. 
So it is not just that they produce clothes, it 

is way more around that." 

Proud when wearing nice brands: "When 
you wear something nice, your back is a 

bit more straight. I don’t know why but, I 
think that is just the case for me." 

Mette Looks into what brands do for society: "So 
I try to look into to what the company does 
for society and the environment and stuff. 

It means a lot to me." 

Better person when wearing specific 
brands: "I feel that I am happier and a 

better person when I do buy some 
specific brands you can say."... "Every 
time they tell the right story, I buy it." 

Anna  Important due to much consumption in the 
world: "We have so many brands and so 

much consumption in the world so I think 
it is really important to take responsibility." 

Feels good: "Max Mara it makes me feel 
good" 

Helle  Does not care about CSR: "I don't care." ... 
"Because who doesn’t nowadays? It 

doesn’t make a difference? It probably 
does make a difference for a lot of people, 
but it will make a difference if you don’t." 

Brands a part of personality: "I have this 
image of the branded self."... "What you 
have when you use this sort of brand." ... 
"For now it is just the cheapest option I 

find, fitting for the price." 
Susanne Important but not so conscious: "When you 

ask me [about CSR] then yes but to be 
totally honest like I said earlier, I am as 

Feels refreshed by brands: "I really like 
wearing their clothes… It is like 

refreshing sort of… And that feeling of 
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well as 90% of everyone else not very 
conscious about it. I think it is mostly, I 

think it is becoming… I think for the 
bigger brands, those that also have sort of 
have a voice, those who try to be really 
active on social media and stuff. There 

there has become really important that they 
take or stand for something." 

wearing something new even though 
other people don’t notice that you are 

wearing something new." 

Lene Thinking about scandals: "Um… I mean, 
CSR also has become a bit important." ... 
"I mean sometimes when you hear that a 
brand has a scandal, it is also about how 
they handle it and I guess most brands, at 

least the big brands, have a scandal at some 
point." 

Brands give self esteem: "Well I guess, if 
you have something new that you really 

love, I guess you can feel more self 
esteem. If you feel very comfortable with 
what you are wearing. Feeling good and 
happy that you bought something new 

and you are happy about that, and higher 
self esteem as well." ... "But that is also 
because of the price, but also because 

you trust the brand I guess. But it is not 
like I have some favorite brands and 

don’t buy other brands." 
Maria  Important in a brand but not specifically 

what it is: "I guess some kind of social 
responsible story in a way or another. If 
it’s like. The opposite of H&M really, 

where it is cheap labor, you know. A lot of 
water consumption in the process of 

making it. Where this instead is a 
sustainable way of doing fashion on locally 
sourced, empowering local people. I think 

it’s cool" 

Brands a part of personality: "I think like 
an emotional attachment even. It makes 

you stand for something, and you kind of 
identity with what it stands for, so you 
kind of buy into the brand’s values that 

the brand stands for, in like over all 
terms." ... "A part of your identity, ehm. 

It is expressing who you are."  

Marianne  Important to give back to the environment: 
"I think that they have a lot of money, a lot 
of brands so instead of just using them… I 
don’t know. I think it is good that they do 
some initiatives. For instance Mille, the 

makeup brand, each time you buy some of 
their products, they plant a tree. And the 

package is like… recycled paper, all of the 
packages and stuff like that. I think we 
have to protect the environment, just a 

little bit." - 
 

  



166 

 Theme 2: Inspirational Sources for Fashion  
 Instagram Magazines Influencers 

Anne Buys things she like: "I just 
recently joined Instagram a 
couple of years ago, and I 

can say that I if I see 
something on Instagram I 
think 'oh, I need to go and 

buy it'." 

Specific rule for 
magazines: "If I have 

forgotten the item after 3 
or 4 days then I will not 
buy it, because it is not 
that important for me." 

Relates to influencers: "A 
lot of bloggers. I really like 
how they kind of, I know 

they are debated, but I 
really like how they are 

now very conscious about 
when companies target a 

certain blogger, they make 
this collaboration with 

them, and give them some 
items and they let like 

normal… I know bloggers 
are not normal people but to 

a certain degree they are, 
and then you can kind of 
relate to them and also I 
have a hard time relating 

to" … “I follow influencers 
like Amiee Song, Janni 

Delér, Christina Dueholm 
& Sandra Willer” 

Kirsten Not whole outfits: "where you see people, and 
sometimes you find something that looks really nice and 
I wouldn’t copy the whole outfit but then you might just 

get an idea that 'that looks nice'." 

Not following any 
particular: "I think it is just 
randomly what pops up." 

Hanne Follows brands only on 
Instagram: "I also follow 
them on social media, or 

Instagram actually not their 
Facebook." ... "I would go 
social media, the brands I 

follow on Instagram 
probably." 

Not reading often: "I don't 
read fashion magazines 

that often" 

Majority of Danish 
influencers: "I follow a 

bunch of Danish ones, like 
Emily Salomon, Christina 
Dueholm, Sonoma Seven, 
Sofie Bentzen… Oh yeah 

and Amiee Song, she is not 
Danish..." ... "But often it is 
like, yeah I could see [me 

wearing] that."  
Mette Several inspirational 

sources: "Instagram, 
celebrities, fashion 

magazines and just the 
street… Yeah, I think, yeah, 

just pictures in general." 

Consumes a lot of 
magazines: "I buy the 

magazines, and read a lot 
about it. That is why I am 
kind of dedicated. That is 
what is motivating me to 
work really hard. To have 

Doing fashion on a high 
level: "I don’t really have 

one [influencer] today, that 
a specific person."..."For 
years I have not had that 

many that I have felt 
inspired by." 
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money so I can buy 
whatever I want in fashion 

brands." 
Anna Finds inspiration from: 

"Mostly on Instagram 
actually." 

Consumes a lot of 
magazines: "I spend a lot 

of time looking in 
magazines."... "I get the 

latest magazine and then I 
look through it, and 

maybe if I find this pair of 
boots, I look up which 

brand it is and then I go to 
their website and maybe 

look into their social 
media to see what kind of 

universe they are." 

Majority of Danish 
influencers: “I follow 

influencers like Sophia Roe, 
Emili Sindslev, Josefine 
H.J., By Krog, Trine's 

Wardrobe... Hm... I had 
some more earlier... But at 

least those.” 

Helle  Follows brands due to 
competitions: "I probably 

do." ... "But that is because 
there was a competition 

where I could win 
something. Not because I am 

loyal." 

 Hate bloggers: "Hate those 
funny blogger photos when 

it is all nice and shiny. " 

Susanne Follows brands due to CSR: 
"A few… I follow Mads 
Nørgaard for instance but 
that is because they are 

really interesting and they 
are doing a lot of activism 
and… the do a lot of stuff 

like that. I then I really like 
their clothes even though I 

rarely buy there." 

 Do not get inspired: "Not at 
all, like I don’t ever look at 
blogs or try to look up what 
I am going to wear. I would 

never like actually be 
inspired by sort of like 

famous people because their 
clothes are way too 

fashionable." 

Lene  Follows brands for email 
advertisements: "I follow a 
few brands, like H&M but 
that is because I also get 

email advertisements from 
them as well…" 

 Hate influencers: "No… I 
hate bloggers haha" ... 
"That’s like following 

others to see what they are 
doing. I do not really care 

about what others are 
doing" … "And then I can’t 

really see why anyone 
would be so inspiring that 

you have to follow and 
watch what they do all the 
time." ... "I can’t really see 
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that blogging is a 
profession, sorry if I am 

offending anyone." 
Maria Finds inspiration: "My 

friends... and ehm... Like 
Instagram".  

 Finds inspiration but not 
same styles: "Or some 

influencers" ... "Yeah… I 
mean, this Danish girl who 
is called Isabella Thorsen, 

this Danish girl called Rock 
paper dresses, she is really 
cool. She has a crazy style, 

and I would never wear 
what she is wearing but it is 
so cool and I could maybe 
wear something like that 

but it would require another 
mindset to wear a 

completely orange dress 
and a green sweater on." 

Marianne  Buys things she likes: "I 
follow a lot of different 

brands." ... "Louis Vuitton, 
Michael Kors, Zara, Hermes, 
yeah and I just they post a lot 
of things from the catalogue 
and commercials and stuff 
like that and then I am like 
'oh wow, this looks really 

nice'. I follow Markberg, one 
of the bags I bought was 

because I saw it on 
Instagram." 

Reads on vacation: "But 
of course when I go on 
vacation I always buy 

Custome or Elle or 
something and read that." 

Not only fashion 
influencers: "I do. But I 

don’t know who. Like the 
model Cara Delevingne, I 

follow her." ... "I guess. But 
I think the blogs I follow 

are more like health 
bloggers and yeah. They do 
food things, I don’t think I 
follow that many fashion 

bloggers but still it is fun to 
follow some to get 

inspiration..." 
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 Theme 3: Similarities in Personal Fashion Styles 
 Natural Colors No Perceived Uniqueness 

in Style 
Minimalistic Style 

Anne Not colorful: "I had this 
phase were I only wore 

black because then 
everything in my closet 

matched."... "Than it was 
too black I could see so I 
got some grey and white, 
still not very colorful." 

Not unique style: "No, not 
necessarily. I know we are in 

a generation now when 
everything is about being 

unique and standing out and 
having a unique style and 
unique profiles. I don’t 

really feel the need to that 
so… For me it is more 

important that I feel 
comfortable in what I wear." 

Dress minimalistic: "I dress 
very minimalistic in my free 

time and I just think I 
naturally approach brands 

that sell clothes like that so I 
am really a fan of COS 
because they have like a 

really Scandinavian touch, 
meaning that there is no 

patterns and almost no color, 
and I really like that so." 

Kirsten  "Not very colorful." Not unique style: "No, I 
don't think it is very unique. 

No, because it is very 
popular in trend right now, 
Scandinavia. It is just very 
popular way of dressing, 

very minimalistic, 
Scandinavian. So I don’t 

think it is very unique no." 

Not too crazy: "I think it is 
like very classical 

Scandinavian, not very 
colorful but just like the 

things that never really go 
out of style, but very 

Scandinavian. Not too crazy 
but yeah just." 

Hanne Style is minimalistic, not unique with natural colors: "Very, I would say minimalistic 
you know, not... I could maybe have a bold shirt sometimes. She went all out she is 

wearing green. But, yeah, so very natural, very Danish you know. Black, white, grey 
and with some pants to or something. Not very bold." 

Mette Likes wearing bright 
colors as gold: "In my 

office for example, I am 
always the joke of the 
week like ‘what is she 

wearing now’." ... " I like 
it as well because it tells 
me that what I am doing 

is on a really high level in 
fashion and my 

colleagues they are just 
like ‘what the fuck, is she 
wearing golden pants’." 

Unique style: "I think my 
style is really feminine. My 

own and fashionable." 

Perceive others to have 
simple styles: "Because it, 

especially in Denmark, I feel 
like we are really trying to 
look like others and to just 
blend in. So when someone 

stands out, I love it. So I like 
to when others do it as well." 

Anna Simple colors: "Simple 
for me is the color." ... "I 
like very like, one color 
shirts for instance. One 

Uniqueness in mixing: 
"Umm… No, I don’t think 
so… Because I think… I 

think I have some pieces that 

Classy, simple and crazy: 
"Very simple, sometimes a 

bit crazy." ... "In the 
Summer I like to wear like 
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color pants" I do not see that often in the 
street but um… I think here 
in Denmark at least I think. 

You know brands are all 
over the world, so I think to 
some extent that most of us 
would shop the same brands 
and have the same products 
so I think. It is like the way 
of mixing things that makes 
it more unique. But I don’t 

see it as unique" 

big pants… Not necessarily 
colorful but just like big 
pants and maybe some 
crazy. Last Summer for 

instance I wore like plateau 
shoes which was really crazy 

and I think… But most of 
the time classy. I typically 

wear a blouse and some pair 
of pants." 

Helle No bright colors: "The 
more male styles, navy 

blue, black. I can sneak in 
some green, no that is 

also blue." 

No unique style: "No..." ... 
"Because it is nothing out of 
the ordinary. I am not taking 

outfit pictures every day 
putting them up on social 
media. It is just a regular 
thing. I wear what I feel 

comfortable in." ... "Those 
fashionistas for a fashion 

week, that wear a fur coat in 
the middle of summer or 

shorts… Ehm, yoga pants. 
when you think 'did you 

close your eyes when you 
put on clothes this 

morning'?”  

Regular style: "On a regular 
basis, before I started my 

masters, I would say that it 
is very business, suits, skirts, 

blazers, everyday at work, 
high heels. Yeah and then 
just regular jeans and a T-

shirt of the clock." ... "I am a 
firm believer in that women 
should do the same as men, 
have 3 of the same suits and 
wear them. That would be so 

easy." ... "I can wear 
everything from Lidl to…" 

Susanne  Mostly black, white and 
grey: "Probably mostly 

black, white and grey." ... 
"I like blue, I always 
wear blue shoes. It is 
close to black but not 

really." 

Standard style: "I don’t 
spend enough time on it… I 
don’t take big fashion risks. 
I don’t try to be different, I 
mean it is not I am being 

like everyone else, but it is 
not a big focus. I think I am 

very standard haha" 

Clean style: "Clean lines, 
proper, not to many like 

super bright colors and like 
so…" 

Lene  Black: "I wear black and 
so right now when it is 
dark outside. I wouldn’t 
want to wear any pink 

and so right now haha." 
... "Safe colors." 

Wears what others are 
wearing: "I don’t feel unique 
when wearing clothes." ..." I 

have a lot of clothes from 
stores where other people 

shop as well." 

Basic style: "More like the 
basic clothing, um… Yeah, 
you know like a black dress. 

Something like that. Safe 
colors." 

Maria  A lot of black: "I think 
it’s a lot of black haha. It 
is a lot of clean cuts. A 

Not standing out: "I am 
more wearing everyday 

clothes, so, that anyone else 

Simple cut: "A simple cut, it 
matches with me." ... 

"Simple but also modern, 



171 

little bit hipster, but I am 
not tapping into that so 

much." 

could wear. You could 
easily find my clothes on 
someone else. It does not 

stand out." 

definitely Nordic... 
Danish…" 

Marianne  "I am wearing almost 
never colors. It is mostly, 

blue, grey, black." 

Typical Danish: "I think it is 
very typical Danish and 
most Danes wear natural 

clothes in black and yeah, so 
I guess it is not like unique." 

"Ehm… pretty basic." 

 
 
 Theme 4: Perceived Regional Similarities in Fashion Style 

 No Perceived Differences Perceived Differences 
Anne Would not see a difference if removing 

brands: "No, because for me if you 
remove the brands I would have, and you 
stand in the store and I didn’t know what 
brands it was then I wouldn’t be able to 

completely say 'this is Swedish and this is 
Danish' that is why I can’t say that I prefer 
Swedish over Danish because that would 

mean that I will always be able to spot 
whether this was a Danish designer or not, 
that is why I am not preferring it. I would 
more say that I prefer Scandinavian style 

in general." 

- 

Kirsten  Brands are similar: "In my head again it is 
kind of the same style. Like a lot of the 
brands are quite similar. There could be 

like a brand that I thought was Danish that 
might turn out to be Swedish instead 

without me knowing. Yeah, so I wouldn’t 
prefer, for me like Sweden, Denmark and 
Norway are quite the same style." ... "No, 
I think it is the same level, because a lot 
of people just think that Scandinavia is 
one big thing. So I think it is the same 
with Norway and Sweden. I think it is 
more the whole Scandinavian area, is 

quite known for a specific kind of 
dressing and a lot of the same designers 

and so on." 

- 

Hanne Not enough insight in markets: "I don’t - 
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know enough about Norwegian and 
Swedish style to know that."... "Filippa K 

I actually thought, that is so funny, I 
actually thought that was Danish. That is 

Swedish?" 
Mette - Does not like Swedish fashion: "I would 

never go to Sweden to buy fashion brands, 
I feel like it is kind of anonymous when it 
comes to Swedish fashion." ... "I really do 
not feel that any Swedish designer has that 
feminine touch over their styles. It relates 

to the whole time we are in right now, 
where everybody is equal. Women can 

wear jeans and men can wear dresses, and 
that’s fine with me but I do not want to 
wear a dress that does not suit my body. 
And I do not feel that Swedish designers 
work in the perspective. They have like 

another political agenda..." 
Anna - Danes are more natural: "All the girl were 

very dressed up and very… Wears a lot of 
makeup. And in Copenhagen, girls for 

instance they don’t wear that much 
makeup. And they are a bit more like, 
hm… How do you say it… A bit more 

girlish, a bit for ‘fjortis’. So in 
Copenhagen at least, we are a bit more 

natural." ... "I think Sweden and Norway 
are more ‘fjortis’ compared to 

Copenhagen." ... "But for me it is really 
easy for me to see where people come 

from in Scandinavia." 
Helle No difference as we look the same: "I 

don’t think there is that much difference 
between a Danish and a Scandinavian, we 

look pretty much the same. We are not 
good at using colors. So our fashion can 

be quite boring. Yeah. It’s very 
minimalistic, there is not a lot of stuff 

going on." 

- 

Susanne  Not enough insight in markets: "I mean 
we definitely have a lot of similarities. I 
mean you have friends from Sweden and 
Norway and they look at lot like us but 

maybe if I went there more often, I would 

- 
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see a difference. But I do not know of the 
different…" ... "They are so big but H&M 

is very like popular in Denmark as well 
but I guess it is popular all over. I even 
think that some Danes think that it is 

Danish…" 
Lene  Sees a Nordic styke: "And I think that also 

that, they have like the Nordic style that I 
guess you are more into purchasing since 

the Nordic style." 

- 

Maria  - Swedish more feminine and colorful: "I 
think that like, Swedish people wear a bit 
more colors and flowers, like a little bit 
more feminine expression. I think that 

Danish are a bit more rough. Mmmm…" 
... "Danish is probably more normal cuts, 
a little weird cut but more black in terms 
of color. I think we use black more than 

Swedish. I think it is more classic 
probably…" ... "I really thought that Acne 

was Danish because it has more of the 
Danish cut but like Ganni…" 

Marianne  Similar lifestyles: "I think it is more 
Scandinavian fashion. I think we have 

pretty much the same… same style but I 
also think people in Scandinavia we all 
have pretty much the same life and do a 

lot of different things in one day." 

- 

 
 Theme 5: Proudness over Danish Fashion 

 Preference for Danish 
Brands over Swedish 

Brands 

Willingness to Support 
Danish Fashion 

Importance of Danish 
Fashion 

Anne Not preferring Danish over 
Swedish: "I wouldn’t be 

able to completely say 'this 
is Swedish and this is 

Danish' that is why I can’t 
say that I prefer Swedish 
over Danish because that 
would mean that I will 
always be able to spot 

whether this was a Danish 
designer or not, that is why 

Wave of focus on Danish 
brands: "I really like this 
wave in Denmark that is 

going on, it is a lot of focus 
on Danish brands and 

trying to support them but 
sometimes it is impossible 
to support it if you are a 

student and have 
government support only 

and a part time job..." 

Fashion new export 
opportunity: "We don’t have 
any heavy industrial exports 
anymore; we don’t produce 
anything like commodities 

or raw materials. So we 
basically have knowledge 

that we export now and then 
fashion is like a new 

opportunity that should be 
really used" 
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I am not preferring it." 
Taking brand COO into 

consideration: "Yeah but I 
think it is because I have 

always been kind of a 
history freak and I love to 
read history and I think it 

followed me into fashion as 
well and I like to read the 

H&M history." 
Kirsten  Not preferring Danish over 

Swedish: "There could be 
like a brand that I thought 
was Danish that might turn 
out to be Swedish instead 
without me knowing." ... 

“I don’t really think I 
consider the brand country 

that much, sometimes I 
don’t even know the 

country the brands are 
from.” 

Wants to support Danish 
brands: "I don’t feel it is a 
responsibility but it makes 
me feel nice when I buy 

something from a Danish 
brand, supporting the 

Danes." ... "Because you 
feel like you are supporting 

like the business, local 
business, if you are 

choosing Danish brands and 
you of course like to 

support the brands that you 
know are Danish." 

Fashion important for 
economy: "Yeah, I guess it 
is [importance of Danish 
fashion], I think it is quite 

big of the economy" 

Hanne Not preferring Danish over 
Swedish: "Ehm, but no. 

Not really actually. I don’t 
think I know actually 

where the brands are from. 
I just assume that they are 
made somewhere in Asia. 
Like regardless where it is 

designed it is made 
somewhere in Denmark. 
So, no actually not." ... "I 

think I would actually 
prefer it to be from Nordic 

countries. Or nah, because I 
actually also like some of 

the Swiss brands. No. I also 
like Uniqlo, that is 

Japanese, so it doesn’t 
really. I think being from 
somewhere that I could 

actually relate to their style, 
of the countries style that I 

Do not feel responsible: 
"No, I think they could do 

good without my 
contribution [laughs]. I 
think they will survive." 

Danish design is important: 
"Yeah, I would say actually. 

People always go crazy 
when we have the fashion 

week. At least Danish 
people do. If they are then 
engaged in fashion week, 
then fashion must mean a 

lot. Just the Danish design is 
very important to us, we are 

very proud of that." 
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like." 
Mette  Prefers Danish brands over 

Swedish: "Yeah I would!" 
... “Well, I feel like Danish 

women and also men 
understand the Danish 
body. We are different 

from France and Italy and 
what we like in design. 

Even though I like 
feminine style, I mean like, 
I’m not like…. I think that 

France can be quite 
seductive in the style, and I 
don’t prefer... I don’t have 

a small waist, I can’t do 
that either. But I don’t 

prefer the clothes that fit 
like, that I am exposing 

myself." 

Feels responsible: "Yeah I 
do… A lot [feeling 

resonsible to support 
Danish fashion]. I want to 
support Danish brands." 

Copenhagen is fashion 
capital: "Yeah, I would 

[says that fashion is 
important to Denmark]. It 

[Copenhagen] is like a 
capital of fashion. Eh it is 
the newest also, with the 

fashion week." 

Anna Prefers Danish brands over 
Swedish: "Yes. Because for 
me Danish fashion is a bit 

more simple and a bit 
more… Um… The fit, the 

shape is just a bit more 
me."..."Mmm. Yeah. I used 

to tell myself that should 
only buy local brands, so I 

was a really big fan of 
Ganni because that is a 

Danish brand. But I also 
like Italian quality so now I 

also buy Italian brands." 

Make Danish brands bigger 
globally: "Hmm… Not 
really. To some extent, 

ehm… Because I want to 
support products from 
Denmark, fashion from 

Denmark…"... "I want to 
support Danish brands, I 

want to make Danish 
brands maybe bigger to the 

world." 

Internationally known for 
design: "When I talk to my 
international friends or if I 
talk to someone new and 
meet internationally, I say 
that I come from Denmark 
and then they say ‘oh you 

have like so many nice 
things, designs, both 

furniture and clothing’, so it 
is really something to be 

proud of for Denmark. And 
really important too." 

Helle  Do not have a preference: 
"I don’t have preference. 

Again if I like the style and 
I tend to not like Danish 

designer style." ... 
“Because again if it’s, I am 

buying for my own style 
and not buying to fit their 
style so… If I like what I 

see I will buy it and it 
doesn't matter if it is from 

Not liking Danish brands: 
"Maybe I should buy more 
Danish small brands. But, 
they don’t suit my style, it 

is very squared." 

Not certain: "Based on what 
I have read, yes. I have no 

idea" 
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China, from US, South 
America, Western Europe, 

Eastern Europe.” 
Susanne  Prefers Danish brands over 

Swedish: "Probably 
Denmark haha…" Take 

brand COO into 
consideration: “Ehm… Not 

very conscious about 
that…” 

Important to her: "Yeah I 
guess I do... It is difficult to 

explain but I think it is 
because it is important to 

me…" 

Denmark is fashion 
conscious: "Yeah, I think! 

As I said earlier I think also 
like especially in 

Copenhagen and I am also 
more or less from 

Copenhagen and I can 
mostly speak on the behalf 
of Copenhagen but it is… 
Young people are super 

conscious about what they 
wear and it has like gotten 

more and more crazy." 
Lene No difference: "No, I guess 

it is basically the same for 
me haha…" Taking brand 
COO into consideration: 
“Oh… Um… Nah… No 

not really.” 

Likes the idea of Danish 
brands: "Of course I like the 

idea of purchasing 
something and supporting 
the country. The idea of it 

but I guess it is nothing that 
I really pay attention to 
when I buy clothing…" 

Talented in design: "Yeah. 
Denmark has a lot of talent 

in design, not only in 
fashion but also design in 

general…" 

Maria  Preference for Danish 
brands: "Probably Denmark 

then, because it is the 
Danish proud" ... "I think it 
is because I am from here, 
it is what I associate with 
and it is what I see and 

what others are wearing. It 
is like culture and I am a 

part of that." Taking brand 
COO into consideration: 
"Ehm… Maybe I do. I do 

know that Zara is like 
originating from Spain but 
it is so big and global now 
and I know that it is like 
Southern Europe. I know 
that H&M is Nordic, like 

Swedish… Hmm… I think 
yeah, I think so. More with 
the smaller brands than the 

Always good to support the 
local: "I would say local 
brands is always good to 

support. Instead of 
supporting some American 

Apparel, big American 
company, I support Danish 
designers that builds up her 
whole business and have a 
lot of Danish workers. To 

support the local 
community around the 

company." 

Large export of fashion: 
"Yeah I think so. I think we 
have some, not fast fashion, 
but for the cat walks, I think 
we have but I do not know 
so much about that. I think 

it is a large export for 
Denmark so I think it is 

important." 
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big ones. But I think it is in 
your subconscious, that you 
know… Because it is kind 
of a part of the style and 

representing it too." 
Marianne Prefers Danish over 

Swedish: "Only like Danish 
brands, everything else. 

No. So, I guess, yeah with 
some Danish brands I think 

like if I was choosing 
between a Danish brand 

and another brand I would 
probably pick the Danish 
brand, but otherwise no." 

Good to support the local: 
"Yes. I think it is good to 
support the Danish brands 
so that is also why I would 
usually pick that instead of 
something else." ... "If you 

buy something from a 
Danish brand, the money 

somehow stays in Denmark 
and there can be more 

entrepreneurs and stuff that 
start up a brand. So, it is 

good to support the local." 

Contributing to the 
economy: “We have a lot of 
big fashion brands, so yeah I 
think so, they contribute to 

our economy growing." 
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Appendix 7: Recommendations for the Four Stereotypes 

Stereotype 1 

 
 
Stereotype 2 
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Stereotype 3 

 
 
Stereotype 4 

 
 

 

 


