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abstract 
 

Fashion is one of the most polluting industries globally, and all fashion brands are urged by stakeholders to 

develop towards sustainability. The brands, however, face various challenges preventing them from 

developing sustainably. This study aims to provide practitioners with an understanding of the challenges that 

different types of fashion brands encounter in order to enable consultants to provide the brands with solutions 

to the challenges. Therefore, this thesis asks: How do the challenges from undergoing a sustainable 

development differ across different types of fashion brands? In this context, the thesis defines sustainable 

development as the development of an organisation with the aim to positively grow in at least two of the three 

bottom lines, that is, social, economic, and environmental. Based on a review of the relationship between 

fashion and sustainability as well as key informant interviews and secondary desk research, the research has 

aimed to provide an understanding of the industry and its relationship with sustainability. Based on preliminary 

and key informant interviews, two different types of fashion brands were discovered: the born conventional 

and born sustainable organisation. Two case interviews with a proactive, born conventional and born 

sustainable fashion brand respectively were conducted. Through the interviews, the research has aimed to 

provide an understanding of the challenges that different types of brands experience. The analysis of the 

findings outlined five main areas across which fashion brands can be challenged in different ways: locating or 

change of suppliers, transferring consumers, the creative compromise, change of style DNA and the lack of 

volume, which collectively cause a slow pace of development. The discussion of those findings indicated that 

the born conventional fashion brand was challenged because of its path dependency. In contrast, the born 

sustainable brand’s lack of volume caused an unreached potential economy of scale, which forced the brand 

to make unsustainable choices near the time of the founding. Based on that finding, the research proposes a 

new type of fashion brand, the born voluminous and sustainable organisation, with an aim to avoid the 

challenges that the case organisations encountered. 
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introduction 
 

In 2017, the Swedish concept of 'flygskam' was coined (Hook, 2019). The word is defined as: "the feeling of 

climate guilt associated with airline travel, literally ‘flight shame'", and it was one of the very first instances, 

in which the concept of guilt was officially associated with climate change (Ibid.). However, ‘fashion guilt’ 

has recently arisen as a concept as well (Chua, 2019; The Sustainable Edit, 2018; Davis, 2019). Today, the 

concept of sustainable development appears in all newspapers, magazines, and communication platforms 

(Barkemeyer et al., 2017). In particular, we find a steep increase in Google searches across the world for 

‘sustainable fashion’ (Google, 2020), especially in the last two years. Yet, why is it relevant to discuss 

sustainable fashion to the extent which we currently are?  

The fashion industry worldwide makes up for 8-10% of carbon emissions globally – that 

exceeds all international flights and sea fright combined (UN Environment, 2019). Fashion is the second-most 

water consuming industry, corresponding to 20% of the world’s wastewater (Ibid.) and is furthermore 

accounting for 20-35% of all the microplastics in the ocean (Business of Fashion & McKinsey & Company, 

2020). Moreover, the fashion industry is expected to grow 81% by 2030 in order to supply the growing 

population and the increasing number of middle-class habitants (Copenhagen Fashion Week, 2020). Therefore, 

it is also expected that the fashion industry will increase its percentage of global carbon emissions from 8-10% 

to 26% by 2050 (Pandey, 2018). The numbers are many, yet, the message left is clear: The fashion industry 

needs to develop rapidly with sustainability as a focal point. 

In the fall of 2019, I interned at a fashion brand with the sole purpose of aiding their sustainable 

development. My main task was to manage and frame their sustainability projects and activities with the mantra 

"Be better". During the internship, I experienced how they struggled with the decisions and executions of these 

activities, and even though they mostly overcame it, I found that the sustainable development of a fashion 

brand is challenging. This piqued my interest in ascertaining if other fashion brands experience the same issues. 

I attended the fashion fair Revolver (Revolver, 2020) during Copenhagen Fashion Week to seek out fashion 

brands and ask them about their experience of their sustainable development. I conducted preliminary 

interviews with ten fashion brands, and they described the positive sides as well as the challenges experienced 

when undergoing sustainable development. I found that some of the challenges recurred; however, the fashion 

brands also mentioned various challenges and emphasized the difference between being a fashion brand which 

was born sustainable and a brand which was not. This caused me to wonder if each of the various challenges 

are dependent on how the fashion brand is born.  

 I conducted a literature review on sustainability and further reviewed the relationship between 

fashion and sustainability – an area which has not been fully explored by social scientists (Entwistle in: Fletcher 
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& Tham, 2015). The full reviews will be presented later in the thesis (p. 22-28). Even though the reviews 

displayed an understanding of the most important concepts of sustainability as well as what sustainability in 

fashion entails, I found no research on the challenges a fashion brand may encounter in sustainable 

development or on whether the challenges differ across sustainable- and born conventional fashion brands. 

The notion of being born with a specific characteristic and thus causing specific challenges, points in the 

direction of the organisation being dependent on the choices it has previously made. This is in line with the 

notion of path dependency, which recognizes that an organisation's previous routines and history constrain its 

future path (Teece et al., 1997). Overcoming path dependency might, therefore, constitute a challenge in 

sustainable development (Ibid.) Path dependency might present different challenges according to which paths 

the organisation has walked. Therefore, it is relevant to examine how different types of fashion brands are 

experiencing different challenges. If I am successful in my efforts to display how the challenges differ, I might 

enable practitioners to direct their efforts on consulting fashion brands in their sustainable development 

towards relevant solutions. Hopefully, such consulting can aid the fashion industry in developing towards a 

less damaging and carbon-emitting path, lowering the abovementioned numbers. Therefore, this thesis's 

research question is as follows: 

 

 
How do challenges from undergoing a sustainable development differ across 

different types of fashion brands?  

 

 

The research is divided into four parts. The first part examines the research’s context, that is, outlines the 

concept of sustainability and its relationship with fashion. I review the academic literature and contemporary 

texts on the concept of sustainability which points to an evolvement since the Brundtland definition in 1987 

(UNWCED, 1987) was founded. I then juxtapose sustainable development with a review of texts and key 

informant interviews on fashion and sustainability. I here detect why it is essential for the individual fashion 

brands as well as the overall world health to pair fashion and sustainability. 

 The second part of the research is dedicated to outlining the means for sustainable development 

of a fashion brand. Through a key informant interview, I suggest five areas in which a fashion brand can 

develop sustainably in order to decrease pollution, GHG emissions, microplastics and water consumption in 

its current production and transportation. 

 The third part of the research aims to outline the different types of fashion brands. I employ the 

theoretical notion of organisational behaviour towards sustainability by Schaltegger et al. (2012) in order to 

define the born conventional organisation undergoing sustainable development. The notion does, however, not 

differentiate between how the sustainable business model is acquired, which is why I further employ a key 
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informant interview to describe the concept of the born sustainable organisation. In this part, I further introduce 

the case organisations selected for the research. 

 The fourth part of the research aims to understand how the challenges of sustainable 

development differ across the born sustainable and -conventional organisation. This part consists of the 

findings and analysis section, as well as the discussion. Through the two case interviews, I find that the fashion 

brands are mainly challenged differently across five categories which collectively lead to a slow pace of the 

development. I further discover that the main difference between the challenges of the two types of fashion 

brands derives from their former path dependency and lack of volume. Thus, I conclusively suggest a new type 

of sustainable organisation type: The born sustainable and voluminous fashion brand. I further suggest two 

ways of achieving such volume in a sustainable manner. 
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methodology 
 

This methodology section will aim to make my choices regarding the research design clear to the reader and 

provide an understanding of how the research was conducted. This is done, first of all, to provide the reader 

with an understanding of how I have reached a conclusion and, second of all, to reveal any bias the research 

was influenced with. In this section, I aim to explain further how the research question is coherent with the 

research objects and the data collection strategy. 

  

 

research approach 
  

This thesis is built upon the epistemology of constructivism, which implies how the reality and our 

understanding of it are constructed: "There is no objective truth waiting for us to discover it. Truth, or meaning, 

comes into existence in and out of our engagement with the realities in our world." (Crotty, 1998, p. 8). The 

constructivist view furthermore implies that the world and our experience of it are not objective, nor subjective 

but is constructed in-between (Crotty, 1998). This affects the method in which I conducted the research 

regarding data collection, interview strategy and analysis strategy. I will explain further in later paragraphs. 

  

 

research strategy and objectives 
  

This thesis aimed to answer the research question: 

  

How do challenges from undergoing a sustainable development differ across different types of fashion brands?  

  

In order to answer this, the thesis had four research objectives to be enabled. Each objective composes a distinct 

part of the thesis. 

The first objective was established as it was inevitable that the concepts had to be explored and 

defined in order to answer a research question about sustainable development. Further from a language to 

discuss from, it was necessary to explore the connection between fashion and sustainability. Therefore, the 

first objective was: 
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To understand what sustainable development implies and why it is relevant to pair fashion and sustainability. 

  

When I had attained the objective, I examined whether sustainable development as a fashion brand entailed in 

order to grasp the nature and the derivation of the challenges better. Therefore, the next research objective was: 

  

To outline the accessible means for sustainable development of a fashion brand. 

  

At the fashion fair, multiple fashion brands described that challenges differ between fashion brands that are 

born sustainable and those born conventional undergoing sustainable development. However, before 

understanding the challenges these two types of fashion brands encounter, we have to understand how they 

differ. Therefore, the third research objective was: 

  

To understand how the born sustainable fashion brand and the born conventional fashion brand differ. 

  

By this point, the relationship between fashion and sustainability, the means for sustainable development, and 

the different types of fashion brands had been addressed. The next objective is to explore how fashion brands 

are experiencing challenges with undergoing a sustainable development. Therefore, the last research objective 

was: 

  

To understand the specific challenges, the different types of fashion brand experiences when undergoing a 

sustainable development. 

  

Thus, in order to be able to answer the research question of this thesis, I needed to enable four research 

objectives. The rest of this section will explain how I aimed to do so. 

  

 

literature overview 
  

In order to be able to execute research objectives 1 and 3, it was essential to employ literature to fully grasp 

the concept of sustainability as well as one of the challenges. 

The sustainability literature review was systemised chronologically to understand from where 

the concept of sustainability derived and to where it has developed. Therefore, I selected theories which grasp 

the development of the concept starting with Milton Friedman's answer to 'The Great Debate' from 1970 

focusing on financial purpose, to Kramer & Porter's return in 2011 with the notion of 'Creating shared value'.  
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When I had examined the history of the concept, I went through the most acknowledged 

perspective of sustainability, 'the triple bottom line'. This concept was chosen as an examination focus, as it 

was the most mentioned concept in the literature I read about sustainability. Therefore, I found it essential to 

dig deep into this concept. In addition to the founder of the concept, John Elkington's (1997), definition I also 

found importance in examining meta reflections of the concept from other scholars, namely Dyllick & 

Hockerts (2002) and Adrian Henriques (2004). I additionally examined critiques of the concept to be able to 

fully explore the pitfalls and the answers hereto as a foundation for the development history. The review of the 

critiques evolved into a new paragraph where I combined recent literature with a contemporary contemplation 

of sustainability by reviewing encyclopaedias, reports and business newspaper articles. This was done with an 

aim to grasp the development of the concept of sustainability fully. The paragraph introduces a critique from 

the scholars Wayne Norman and Chris MacDonald (2014) which was agreed upon in 2018 by the founder John 

Elkington. He published a series of business articles on Harvard Business Review and The Marketing Journal, 

which withdraws the original ideas of the triple bottom line and changes the prerequisites of it.  

I furthermore conducted a literature review of one of the challenges which the research revealed. 

From the preliminary interviews on the fashion fair, I found that one challenge recurred from all the interviews: 

The lack of willingness to compromise aesthetics in the design due to change of sustainable materials (later 

referred to as 'the creative compromise'). I, thus, conducted a possible theoretical explanation as to why fashion 

brands perceive the creative compromise as a challenge. In addition to a brief review of the relationship 

between freedom and constraints in the creative process, I also conducted a brief review of motivation and 

creativity. In order to define creativity, I employed Kaufman & Sternberg and Gilson (both in: Jones et al., 

2015) as well as Amabile (1993; 2001). The definition was then expanded with a notion on heuristics from 

Amabile (1996). In order to conduct the two explanations, it was also necessary to review the different types 

of motivation. Amabile (1993), Herzberg (1983) and Osterloh & Frey (2000) were employed to describe two 

general types of motivation, whereas Amabile (1985; 1996) and Saurmann & Cohen (2000) were used to link 

creativity and motivation.  

I conducted the explanation of constraints and freedom through a compilation of theoretical 

articles by Amabile (1985; 1996) and Sagiv et al. (2009) which was then reviewed with the notions of 

motivation and creativity. 
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data collection method 
  

In this paragraph, I will explain the data collection method, which enabled each of the research objectives. 

  

Research objective I: to understand what sustainable development implies and 

why it is relevant to pair fashion and sustainability 
  

The first research objective was enabled by the literature review and secondary desk described above as well 

as through a key informant interview with Simon Hansen, conducted 6/2/2020. This interview had an aim to 

map out the industry's current relationship with sustainability. Simon Hansen is the leader of PR and 

communications in the industry association of fashion, Dansk Mode & Textil (DMT). The association has 

more than 375 Danish fashion brand members (DMT, 2020) which makes DMT a relevant information source 

in order to gather information on the Danish fashion industry as a whole. I asked to speak with the employee 

who knew most about the phenomenon of sustainable development in the Danish fashion industry and even 

though DMT employs two women whose titles include sustainability,  Simon has worked the longest with the 

specific fashion brands' sustainable development and thus knew details about their process with all it entails 

as well as the overall current status in the industry. Furthermore, the employees with sustainability in their title 

had only recently been employed or had a much more technical focus on chemistry in relation to sustainability. 

Simon was recommended as the employee who knew most about sustainable development in the Danish 

fashion industry. He entailed detailed knowledge about the sustainable development process and the overall 

current status in the industry. Thus, Simon Hansen was selected as a key informant to enable me to answer the 

first research objective. 

  

 

Research objective II: to outline any accessible means for sustainable 

development of a fashion brand 
  

The second research objective was enabled through another key informant interview, conducted the 26/2/2020, 

combined with secondary desk research. The key informant was Else Skjold who is currently working at The 

Royal Danish Academy of Fine Arts Schools of Architecture, Design and Conservation as a lecturer in Design 

and Sustainability. Furthermore, she has been working with sustainability on Design School Kolding for more 

than ten years. To enable the objective, I needed an expert to describe the different possible means to 
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sustainable development, and I chose Else Skjold for two reasons. First, I encountered her name as a co-author 

in The Routledge Handbook of Fashion and Sustainability (Fletcher & Tham, 2015), which led me to believe 

that she indeed has a significant voice regarding the phenomenon of sustainable development in the fashion 

industry. Second of all, she was interviewed on the radio (DR, 2020) 6/2/2020 as a leading expert in fashion 

and sustainability. This was in relation to Copenhagen Fashion Week's announcement of their sustainability 

requirements to fashion brands who wanted to participate in the fashion week in 2023 (more about this later in 

the section: ‘Fashion & Sustainability (p. 26-28). Her answers to the radio interview questions were focused 

around the possibility to reach these requirements which led me to believe that she might be solution-oriented 

and thereby the right person to ask about the means for sustainable development in the fashion industry. 

Therefore, I selected Else Skjold as a key informant to enable me to answer the second research objective. Else 

mentioned several action points which I further examined through secondary desk research in order to gain an 

understanding of the means. 

Thus, the second research objective was enabled through a key informant interview and 

supplemented with secondary desk research. 

  

 

Research objective III: to understand how the born sustainable fashion brand and 

the born conventional fashion brand differ 
  

In order to enable the third research objective, I employed a theory which I had stumbled upon during my 

literature review of sustainable development in addition to the knowledge generated from the key informant 

interview and the preliminary interviews on the fashion fair. As mentioned, the fashion fair made me aware of 

the different challenges encountered in sustainable development between born sustainable and born 

conventional fashion brands. As I wished to conduct case studies (more about this in the next research 

objective), I had to select two case organisations. However, in order to do so, I had to define the born 

conventional- as well as the born sustainable organisation. Therefore, I employed a theory from Stefan 

Schaltegger, Florian Lüdeke-Freund and Erik G. Hansen (Schaltegger et al., 2012). They created a framework 

which mapped out the different levels of implementation of sustainable activities in the business model and 

how it affected the business case of the organisation. In the section 'The different types of fashion brands” (p. 

37-41), I will elaborate further on the theory behind and how it generated a foundation for the case selection. 

In short, different organisational behaviours affect the implementation levels of sustainable activities - one of 

them is the born conventional fashion brand that has redesigned its business model in order to accommodate a 

sustainable core logic. However, the theory did not focus its efforts on describing an organisation which has a 

sustainable core logic, yet, does not need to redesign its business model since it has been sustainable from the 
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founding: the born sustainable fashion brand. Therefore, I employed the key informant interview with Simon 

Hansen with the aim to describe the born sustainable organisation. 

  

 

Case selection 

As mentioned above, Schaltegger et al. (2012) proposed three different organisation types which had 

implemented sustainable activities in three different degrees. However, due to the situational circumstances 

which this thesis was written in, I only interviewed the fashion brand type with the highest level of sustainable 

activities as this case type was 'critical'. With a critical case, it is possible to make the logical deduction: If it 

is valid for this case, it is valid for all (or many) cases (Flyvbjerg, 2012). A fashion brand that has undergone 

many sustainable activities is most likely to have encountered many challenges in as a result hereof. If this 

case organisation is experiencing challenges from undergoing many sustainable activities, it might be valid for 

all cases which will undergo sustainable development that they will experience these challenges as well. This 

makes it a fascinating case to research and, most importantly, to learn from. Furthermore, in order to compare 

the two case organisations, it is crucial to choose two brands with an equivalent number of sustainable activities 

implemented in its business model. Therefore, the born conventional case organisation corresponding to the 

behaviour with the highest number of sustainable activities is selected in this research. 

With the born sustainable case, it is not possible to have degrees of born-ness. Either one is born 

sustainable, or one is not. Therefore, this case might be generalisable to all or many born sustainable 

organisations as well. 

Thus, I had to identify two fashions brands: one born conventional fashion brand with a high 

level of sustainable activities implemented in its business model and one that was born sustainable. However, 

even with that division, there are multiple variations of fashion brands. Therefore, it is crucial to note which 

kind of fashion brands this research has examined. First, I chose to work with fashion brands which are of 

middle price range. Thus, not luxury brands such as Cecilie Bahnsen or Stine Goya. Second, I have chosen to 

focus on small and medium-sized enterprises (SME). Both choices are due to the generalizability of the SME 

fashion brand of middle price range. According to Simon Hansen, there are more middle range fashion brands 

in Denmark than luxury brands (Hansen, 2020) which makes it more interesting to learn from. Furthermore, 

the SME's make up for 99% of the Danish fashion organisations (Hansen, 2020). 

In order to select such cases, I had to know the organisation before interviewing them, which I, 

self-evidently, did not. Therefore, I contacted Simon Hansen again and explained to him the two different types 

of fashion brands and the theoretical criteria. He then researched the member organisations of DMT and 

returned to me with suggestions of cases. I contacted each of them and both accepted. However, due to the 

consequences of the pandemic, the born conventional case's interview was conducted 6/12/12019, as I was not 
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able to conduct a new interview with the organisation. After interviewing, I would furthermore have preferred 

to return to the case organisation and ask follow-up questions; however, due to the pandemic, I was not able 

to do so either.  

  

Thus, the third research objective was enabled through a theoretical notion of sustainable behaviour as well as 

a key informant interview. 

  

 

Research objective IV: to understand the specific challenges a fashion brand 

experiences when undergoing sustainable development 
  

When the cases were selected, I was then able to enable the fourth research objective through qualitative case 

interviews. I chose to conduct case studies to fully understand the phenomenon of sustainable development of 

a fashion brand in its context. As the constructivist approach dictates, the meaning is relied on and constructed 

through its context (Crotty, 1998). Therefore, I had up until then aimed to gather an understanding of the 

research's context through enabling the first, second and third research object. However, by conducting case 

studies, I left the context - the industry - and zoomed in on the phenomenon of sustainable development in the 

specific case of a fashion brand. This was done to generate an understanding of how the case functions in the 

context. In order to learn about the phenomenon of sustainable development in the context of fashion, I 

conducted two case studies and compared each to explore the differences of the challenges between the two 

types of sustainable fashion brands. 

As mentioned earlier, I also conducted a literature review on one of the challenges that I 

discovered from the preliminary interviews at the fashion fair. I then interviewed the brands where I kept the 

theory in mind when the interviewees mentioned that specific challenge. After the interviews, I went back to 

the literature and reviewed it further with the new nuances I had obtained from the interviews. The literature 

review was placed before the findings in order to adapt the theory in the analysis. 

  

Thus, the fourth research objective was enabled through a literature review and case studies interviews.  

  

Case study interview strategy 

The next paragraph will discuss why I chose to conduct interviews, how they were structured and how they 

were executed. 
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The scientific interviews are a qualitative data collection method which is a socially constructed 

conversation (Riis, 2004). An interview is a data collection method which can generate knowledge from the 

interviewee as well as his/her opinions, perceptions or assessments (Ibid). Further, the interview provides the 

opportunity to aim the research directly to what is relevant (Bitsch Olsen & Pedersen, 2008). In order to 

research how different types of fashion brands are challenged and aim to grasp an understanding of those 

challenges, a qualitative and in-depth research method is required (Riis, 2004). Therefore, I chose to conduct 

interviews with the case organisations. The interviews were conducted and recorded through Microsoft Skype 

as a physical meeting was not possible. The interviews were partly conducted with camera in order to read the 

interviewee better and for her/him to better read me as well as to enact a physical interview in order to avoid 

the disadvantages from the phone interview, e.g. getting easier distracted and avoidance of personal questions 

(Riis, 2004).     

  

The active interview  

Standardised interviews aim to eliminate bias and objectify the interviewee in order to extract knowledge from 

his/her 'vessel of answers' which is present in all humans (Holstein & Gubrium in: Weinberg, 2002). This 

complies with what Steinar Kvale (1997) describes as the miner-interviewer. This standardised interview 

method suggests that the interviewee has latent knowledge just waiting to be extracted unaffected by the 

interviewer - the knowledge is the gold which the miner digs after. When the gold is dug out, it is unaffected 

of how the miner digs (Ibid.). Traditionally, the aim is to make the subject behind the respondent passive. By 

aiming to create an unbiased and neutral setting, it is expected to discover pure facts and details of the 

experience (Holstein & Gubrium in: Weiberg, 2002). However, according to Holstein & Gubrium (Ibid.), this 

is not how knowledge is generated. They argue that the interviewee and the interviewer are both 

unquestionably active in the interview process. Therefore, one should aim to make the subject active in order 

to produce knowledge. The interviewee has not merely a vessel of answers and knowledge ready to be emptied 

(Ibid.). Thus, the knowledge is constructed in collaboration with the interviewer through the actions taken 

when trying to obtain that knowledge. This is in line with the constructivist research approach. Therefore, the 

interview cannot be passively executed, as the knowledge is created through actions (Ibid.).   

Thus, it is essential to interview actively. In order to do so, the interviewer's role is to activate 

the interviewee's narrative production. That is, the subject of the interviewee's interpretive capabilities must 

be "activated, stimulated and cultivated" (Holstein & Gubrium, in: Weinberg, 2002, p. 120). This does not 

mean that the interviewer should dictate interpretations but instead create an environment in which the 

interviewee's interpretations are welcomed and not limited by predetermined agendas (Ibid.). Furthermore, it 

is within the interviewer's role to suggest alternative considerations to the interviewee in order to dig beyond 

the subject's awareness (Ibid.) 
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The active interview has an overall framework but entails room for improvisation: "The active 

interview is kind of a limited 'improvisational' performance. The production is spontaneous, yet structured - 

focused within loose parameters provided by the interviewer, who is also an active participant" (Holstein & 

Gubrium, in: Weinberg, 2002, p. 122). This complies with the 'semi-structured interview' where the themes 

and question framework are established, however, with room for deviation if the interviewee touches upon 

other interesting themes (Justesen & Mik-Meyer, 2010). It is well suited for those who want an explorative 

approach, however with a wish to visit a few main topics (Ibid.) Gillham (in: Justesen & Mik-Meyer, 2010) 

believes that the semi-structured interview must initiate with the same question in all interviews to make all 

respondents reflect on the same questions. With this approach, the interviewer has to prepare specific sub-

questions in case the interviewee does not answer satisfactorily (Ibid.). However, Kvale (1997) opposes to this 

method in the semi-structured interview. He instead relies on the notion that all interview cases are different, 

and there should be approached distinctly. Therefore, the questions can be differentiated between each of the 

cases (Ibid.). This thesis will rely on Kvale's (1997) notion, as I selected the case organisations because of their 

differences. It had not been feasible to ask the same opening question to a conventional fashion brand as to 

one which has been sustainable since the founding. 

  

Data analysis 

The findings from the interviews were presented in the 'Findings & Analysis'-section. The analysis and 

presentation of the empirical data were influenced by the notion of active analysis where knowledge is 

constructed as the data is actively employed (Gubrium & Holstein, in: Weinberg, 2002). When the data was 

interpreted, I actively processed the spoken words, and in the juxtaposition between the opinions, perceptions 

or assessments of the interviewee and my interpretation, the knowledge was generated (Ibid.). As mentioned 

earlier, in standardised interviews, the aim is to eliminate bias as far as possible, which apply to analysis as 

well (Ibid.). However, with active analysis, the aim is not to eliminate the bias, but to make it visible: 

"Compared to more conventional perspectives on interviewing, the active approach seems to invite 

unacceptable forms of bias. After all, far more is going on than simply retrieving the information from 

respondents' repositories of knowledge." (Gubrium & Holstein, in: Weinberg, 2002, p. 123). Instead, the active 

analyst embraces the bias by explaining the question context from which the interviewee responds. That makes 

the reader aware of why the interviewee answers as (s)he does. As Gurbrium & Holstein (Ibid.) explains: "The 

goal is to show how responses are produced in the interaction between interviewer and respondent, without 

losing sight of the meaning produced or the circumstances that condition the meaning-making process." (p. 

125).  Even though this thesis did not generate a discourse analysis, it drew on some notions. According to 

Gubrium & Holstein (in: Weinberg, 2002), the core idea of active analysing is describing the context which 

the answers are given in: "Writing up findings from interview data is itself an analytically active enterprise. 

Rather than adhering to the ideal of letting the data "speak for themselves", the active analyst empirically 
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documents the meaning-making process." (p. 125). Therefore, I aimed to make the context of the answers clear 

to the reader by specifying the questions which (s)he is answering. In that way, I hope to reveal and make use 

of the bias in the knowledge generation. 

The data was analysed in multiple phases. First, I used the empirical data to confirm the 

assumption that Skall had enough sustainable activities to meet the criteria of the born sustainable case. I also 

dedicated a paragraph at the beginning of this section to analyse S&M's development in order to confirm 

whether the assumption that the organisation fits a specific, theoretical behaviour (more about this in page 37-

42) is correct. I furthermore analysed the data in a more inductive manner, where I coded the data and organised 

it in order to discover specific challenges. The data was thus presented, not chronologically, but in paragraphs 

divided into overall foci discovered from the coding. I further employed analytical narrative in between. When 

possible, it was structured comparatively in order to make the differences between the born sustainable and -

conventional organisation clear. I additionally organised the data from a theoretical foundation in order to 

explore the challenge of the creative compromise. I, therefore, applied theoretical terms to the data, when 

deemed relevant. 

  

Coding 

According to Miles et al. (2014), coding is the art of assigning symbolic meaning to descriptive interview data. 

The analysis was conducted through two cycles. The first cycle attaches codes to the interview data, and the 

second cycle categorised the first cycle codes (Ibid.). This thesis conducted the first cycle through descriptive, 

in vivo, emotion and provisional coding. Descriptive coding was used to organise the data in order to categorise 

the themes which the interview touched upon (Ibid.), e.g. the sustainability implementations and challenges. 

In vivo and emotion coding were used to discover the challenges mentioned in the interview. In vivo coding 

makes use of the interviewee's own words which was relevant in establishing challenges as the challenge was 

a perception and experience of the interviewee (Ibid.). Emotion coding was also relevant when establishing 

challenges, as challenges might provoke negative emotions which made it easier to spot challenges even if 

they were not explicitly articulated. Descriptive, in vivo and emotion coding are all inductive codes, meaning 

that the codes originate from the data (Ibid.); however, I have also coded deductively through provisional 

coding. Provisional coding employs a start list of codes that are expected to be found within the interview data 

(Ibid.). This coding method was used to identify challenges regarding the creative compromise with a start list 

produced from the theory. 
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discussion 
 

This section was written in three main parts: The first part summarised and discussed the findings from the 

analysis. This was done to generate further knowledge from the most essential findings in the analysis and to 

understand why fashion brands are challenged in the specific areas. The next part discussed whether the 

findings would have been different if organisations were organised differently. This was done in order to make 

it clear to the reader which possible pitfalls the research might consist of, as well as to discover further relevant 

research. Lastly, I discussed other suggestions for further relevant research. 

  

  

quality of research 
 

When justifying the quality of quantitative research, the most general terms are 'internal-' and 'external validity', 

'reliability' and 'objectivity' (Shenton, 2004; Korstjens & Moser, 2018; Lincoln & Guba, 1985). However, 

qualitative research cannot and should not be assessed on the same criteria as the quantitative (Ibid.). The 

positivist approach in a quantitative study often seek to verify the truth of a study; however, this cannot be the 

objective in the socially constructed qualitative research, as the truth is only relying on the social constructions 

on which the context is dependant (Crotty, 1998). Instead, Egon Guba (Lincoln & Guba, 1985) provided the 

naturalistic assessment of a study and researchers have accepted it widely to assess the trustworthiness of a 

qualitative study (Shenton, 2004). The assessment consists of four criteria: credibility, transferability, 

dependability and confirmability.   

 

  

Credibility 
  

Credibility is the equivalent to what the positivists term 'internal validity' (Shenton, 2004; Korstjens & Moser, 

2018; Lincoln & Guba, 1985), in which they aim to assess whether the study measures what it initially intended 

(Shenton, 2004). Credibility in the qualitative research concerns the plausibility of the knowledge generated 

from the original data and, therefore, the correct interpretation of it (Kortjens & Moser, 2018). One way to aim 

for credibility is through 'prolonged engagement' (Shenton, 2004; Korstjens & Moser, 2018; Lincoln & Guba, 

1985). Prolonged engagement considers the researcher engaging with the case organisations for a longer time 

before interviewing in order to build trust and become familiar with the context of the case (Ibid.). This is 

employed to generate rich data from the interviews as well as to understand the context, and thus the 
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information generated from this, in the interpretation (Korstjens & Moser, 2018). In this way, the interpretation 

is likely to be more trustworthy (Shenton, 2004; Korstjens & Moser, 2018). In this thesis, I generated a 

prolonged engagement with the context, when I last year interned with STORM & MARIE focusing on 

sustainability. I have retained that relationship for eight months which provided me with an understanding of 

the context of my selected case organisations. As a result, I better understand the knowledge generated in the 

interviews and therefore have a firmer foundation for interpreting the empirical data.  

Furthermore, interning at STORM & MARIE generated a trustworthy relationship with me as 

an interviewee that provides me with a better opportunity to attain rich data and understand the knowledge 

generated together. However, I did not have any prior engagement with the other case organisation Skall 

Studio, which thus did not provide me with the same trustworthiness. Nonetheless, I had an understanding of 

the context which the case existed in, which aided me when interpreting the empirical data from Skall Studio. 

Aside from the advantages of prolonged engagement, there are disadvantages to the notion as 

well (Lincoln & Guba, 1985). When attaining a prolonged engagement with the case organisations, there is a 

risk of 'situated motives' such as when the interviewee provides the interviewer with the answers, (s)he believes 

is wanted (Ibid.).  

Further from the notion of prolonged engagement are other means to ensure credibility. Two of 

them are 'iterative questioning' and 'member checking'. Iterative questioning concerns asking the interviewee 

about the same subject in variously phrased ways in order to detect untrue statements. Member checking is 

one of the most important means to ensure credibility, according to Lincoln & Guba (1985; Shenton, 2004). 

With member checking, the interviewer shows the interviewee, e.g. the 'Findings' section in order to make 

her/him check that the statements are phrased as they were intended (Shenton, 2004). This was especially 

important for this research since the interviews were conducted in Danish and then translated to English. I sent 

all quotes from the section ‘Findings & Analysis’ to Kim Vedel (STORM & MARIE) and Marie Skall (Skall 

Studio), who both followingly approved the quotes employed. 

Lastly, it is essential to comment on the interpretation of the interview conducted with the born 

conventional fashion brand in December 2019. As the interview was conducted with another focus (legitimacy 

and isomorphism), the interpretation of the empirical might have been more biased than it would have if it 

were conducted with sustainable challenges as a focus. As a consequence hereof, I was, furthermore, not able 

to ask follow-up questions which would have benefitted the research. However, the context in which the case 

interview was conducted was the same as this research's; sustainable development of STORM & MARIE. 

Therefore, the interpretation is deemed to be credible provided that the reader and the researcher are aware of 

the bias.  
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Transferability 
  

Transferability is the equivalent to what the positivists term 'external validity' (Shenton, 2004; Lincoln & Guba, 

1985), in which they aim to assess to what extent the findings of the study are applicable to other situations 

(Shenton, 2004). Many researchers believe that it is impossible to generalise on a single case study as the 

importance of context, in which it is conducted, is thus underestimated (Ibid.). Therefore, Shenton (2014) 

suggests that a case study is not generalisable. However, other scholars such as Flyvbjerg (2006) argues that 

this is a misunderstanding and that the importance of formal generalisation is "overvalued as a source of 

scientific development whereas "the force of example" is underestimated" (p. 228). A case study can be 

generalisable if it is strategically selected, e.g. as a critical case (Flyvbjerg, 2006), which STORM & MARIE 

is argued as above. Furthermore, since there is no degree to how born sustainable you are, it might make the 

research transferable to all born sustainable fashion brands. Therefore, the selection of cases elevates the degree 

to which the research is transferable. 

Furthermore, Shenton (2014) argues that a 'thick description' of the cases and their context 

makes the level of transferability higher: "…thick description of the phenomenon under investigation (…) allow 

readers to have a proper understanding of it, thereby enabling them to compare the instances of the 

phenomenon described in the research report with those that they have seen emerge in their situations." (Ibid., 

p. 70). This research aimed to provide thick descriptions which made the degree to which the research is 

transferable higher.  

  

 

Dependability 
 

Dependability is the equivalent to what the positivists term 'reliability' (Shenton, 2004; Lincoln & Guba, 1985), 

in which they aim to assess whether the research would have the same conclusion if it were repeated and 

conducted under the same circumstances (Shenton, 2004). However, the reality is of changing nature, which 

makes the phenomenon studied dynamic and therefore very hard to repeat with the same conclusion (Ibid). 

Instead, the researcher should in great detail write the processes under which the study has been conducted in 

order to make the reader capable of repeating the work even if it is not to end up with the same results (Ibid.). 

Shenton (2014) argues that the researcher should include sections which thoroughly describe the research 

design and its implementation, the operational detail of data gathering and a reflective appraisal of the project 

which evaluate the effectiveness of the research processes. I have aimed to describe the first two points in the 

above paragraphs thoroughly. However, I will briefly evaluate the effectiveness of the research processes here.  
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Each part of the research process described in the above paragraphs has been interdependent of 

each other. Therefore, the research would not have been possible to conduct if I had not followed each part of 

the process. However, there is especially one part which could have been executed differently to elevate the 

quality of the research. If possible, I would have conducted a second round of interviews after analysing the 

empirical data in order to follow up on interesting subjects and increasing the value of the findings. However, 

due to the consequences of the pandemic, this was not possible. 

  

  

Confirmability 
 

Confirmability is the equivalent to what the positivists term 'objectivity' (Shenton, 2004; Lincoln & Guba, 

1985) in which they aim to assess to whether the researcher has removed all possible human contamination 

such as biases (Lincoln & Guba, 1985). However, as discussed in an earlier paragraph in the methodology 

section, the aim in the constructivist research is not to eliminate bias (Gubrium & Holstein, in: Weinberg, 

2002), but to make it visible. Furthermore, the researcher's task in order to affirm the research's confirmability 

is to: "help ensure as far as possible that the work’s findings are the result of the experiences and ideas of the 

informants, rather than the characteristics and preferences of the researcher." (Shenton, 2004, p. 72). In order 

to do so, scholars suggest making a reflective commentary on choices made in the research design. I deem the 

methods chosen in this research inevitable in order to answer the research question. Even though a data 

collection method such as observation would have aided me in answering how challenges from undergoing a 

sustainable development differ across different types of fashion brands, the method was not chosen. This was 

due to its resource-intensive characteristics as the challenges might not appear every day but throughout years. 

Therefore, I found it more relevant to use the focus-oriented data collection method of interviews. However, 

there are choices made in the research process which can be questioned.   

First of all, I interviewed Kim Vedel and Marie Skall in respectively STORM & MARIE and 

Skall Studio. The interviewees are both business managers and not designers which made them the sub-optimal 

respondent when discussing how sustainable development enables challenges in the design process. In order 

to generate the best knowledge about this challenge, I should have interviewed the designers instead. Due to 

the pandemic situation, the interview resources within the fashion brands, unfortunately, were close to non-

existent. I, however, do not believe that the answers from Kim and Marie are invalid. Both are, in addition to 

working closely, also family members to the designers, which makes it even more likely that they know how 

the designers are challenged in their everyday life.  

Second, I understand if the readers are questioning the choice of the case organisation STORM 

& MARIE. Questions such as 'did the researcher only choose this company because she was an intern there?' 
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might appear. However, I want to make it clear that this was not the case. Simon Hansen mentioned STORM 

& MARIE himself as one of the born conventional leaders of sustainable development (Hansen, 2020). 

However, it is vital for me to mention that I worked there in order for the reader to be aware of my undeniable 

bias towards the fashion brand. 
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Figure 1 - Thesis structure overview 
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clarification of concepts 
  

Challenge: Defined by the Cambridge dictionary as: "(the situation of being faced with) something 

that needs great mental or physical effort in order to be done successfully…" (Cambridge Dictionary, 2020) 

  

Sustainable development: The concept of sustainability is complex, why this thesis has dedicated a 

section (p. 22-25) in order to grasp an understanding of the concept. 

  

Fashion brands: This thesis applies 'fashion brand' as its main way of referring to the organisations which 

are researched. This is done due to the nature of the fashion industry in which many fashion brands, understood 

as a company carrying a single-branded product range, are part of a larger fashion organisation, understood as 

a concern or group. This thesis does, however, not address fashion organisations, understood as concerns or 

groups, and, therefore, does not distinguish between fashion brands and fashion organisations. Thus, 'fashion 

brand' is used interchangeably with 'organisation', 'company', 'firm', 'cooperation', and alike and will always 

refer to a company carrying a single-branded product range. The thesis will exclusively address the apparel 

industry and will not concern footwear, accessories, jewellery or alike.  

 

abbreviations 
 

• SME: Small and medium-sized enterprises 

• S&M: STORM & MARIE 

• Skall: Skall Studio 

• DMT: Dansk Mode & Textil 

• TBL: Triple Bottom Line 

• CFW: Copenhagen Fashion Week 

 



 

 

 - 21 - 

 

  

 part I.   

to understand what sustainable 

development implies and why it is relevant 

to pair fashion and sustainability 
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understanding  

sustainability 
 

literature review: sustainability 
  

Before reviewing the literature on sustainability and pairing fashion and sustainability, I will briefly explain 

why this section has raison d'etre. Sustainability is currently a word that is used repeatedly, yet few understand 

what it entails (Business of Fashion & McKinsey, 2020). Studies show that only one-third of the Danish 

population feel well informed about the concept of sustainability (Mejeriforeningen, 2018). Therefore, it is 

essential for a thesis undertaking sustainable development of fashion brands, to begin with creating a language 

to speak from. 

First, I review the literature on the most common views on sustainability; Second, I examine 

the contemporary construct of sustainability; Next, I pair fashion and sustainability by first reviewing the 

current status of sustainability as well as examine what sustainability in fashion entails. 

 

  

Literature review of sustainability 
 

Many scholars have attempted to define sustainable development, and since 1992, at least 70 definitions have 

been declared (Lozano, 2008). However, one has been adopted more than others; the Brundtland definition: 

“Sustainable development is development that meets the needs of the present without compromising the ability 

of future generations to meet their own needs" (UNWCED, 1987, p. 37; Lozano, 2008, p. 1838; Adams et al., 

in: Henriques, 2013, p. 17). This definition emphasises meeting current needs (Dyllick & Hockerts, 2002) 

which some scholars have translated to economic growth (Springett & Redclift, 2015). However, sustainability 

is changing the measure of success from merely growing economic capital at the expense of the natural and 

social capital to ensure that the growth of economic capital does not affect the natural and social capital of the 

world (Adams et al., in: Henriques, 2013). Yet, why is it interesting to consider corporations in sustainability? 

Several scholars believe that sustainable development is not possible without corporations (Schaltegger et al., 

2012; Adams et al., in: Henriques, 2013): "…while the roots of the world's sustainability crisis are social and 



UNDERSTANDING SUSTAINABILITY 

 

 - 23 - 

political, only corporations have the resources, global reach and motivation to achieve sustainability." (Hart, 

1997, in: Adams et al., in: Henriques, 2013, p. 17). 

  

The notion of not only focusing on economic capital but also social and natural capital is rooted 

in the discussion of shareholder- versus stakeholder value. The discussion began in the 1930s with 'The Great 

Debate' about the purpose of a corporation (Stout, 2012). In 1970, Milton Friedman argued how corporations 

would act against their responsibilities if it spent their profit on social responsibilities instead of spending it on 

higher wages for the employees, dividends for the owners or lower products prices for the consumers (Stout, 

2012). Michael E. Porter presented 'Porter's 5 forces' in 1979, which underlined how stakeholders competed 

with each other (Strand, Freeman & Hockerts, 2015). However, in 2011 Michael E. Porter and Mark R. Kramer 

published the article "Creating Shared Value" explaining how a business should not view stakeholders as 

competitors anymore but instead view "…the competitiveness of a company and the health of the communities 

around it [as, Ed.] closely intertwined" (Porter & Kramer, 2011, p. 66). With that strong voice, Porter and 

Kramer turned the discussion from creating shareholder value to creating shared value. Instead of focusing on 

shareholder value, the idea is that every stakeholder has a shared interest and thus can create shared value - 

also called stakeholder value (Strand, forthcoming). The idea of stakeholder value corresponds to (corporate) 

sustainable development, as stakeholder value suggests not isolating economic growth but viewing the health 

of the adjacent communities as a means to creating shared value and growing sustainably. 

  

The Triple Bottom Line 

One of the most essential concepts regarding sustainable development is the triple bottom line (TBL going 

forward). In 1994, John Elkington coined the concept of TBL, and in the late 1990s, it sternly took off 

(Elkington, in: Henriques, 2013). Elkington found that scholars and debaters had needed a language to speak 

about sustainability (Ibid.). Up until then, sustainability mostly regarded the social and economic dimensions, 

yet the environmental dimension had mostly been ignored (Ibid.). With the TBL concept, Elkington created a 

juxtaposition of economic, social and natural capital (Ibid.).  

The natural capital concerns consuming only natural sources at a rate below what nature can 

reproduce or below the development of substitutes (Dyllick & Hockerts, 2002). The social capital, on the other 

hand, is defined as the value which the corporation ads to the communities around it: "by increasing the human 

capital of individual partners as well as furthering the societal capital of these communities" (Dyllick & 

Hockerts, 2002, p. 134). Lastly, economic capital exceeds merely the corporation's financial profit but 

additionally includes tangible and intangible assets (Elkington, 1997; Dyllick & Hockerts, 2002).  
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Scholars argue that the sustainability of a corporation cannot merely exist if one focusing on 

economic sustainability, yet, requires the satisfaction of all three dimensions simultaneously (Dyllick & 

Hockerts, 2002; Henriques, 2013).  

 

 

Critique of the concept of the Triple Bottom Line 

The TBL provided a language of sustainability to a group which up until now had only focused on the economic 

bottom line (Adams et al., in: Henriques, 2013). However, scholars have since criticised the TBL for being too 

static (Lozano, 2008). The three dimensions affect each other and cannot be separated as it is initially suggested 

(Ibid.). Consequently, several scholars have examined the interconnections between the various dimensions 

(Elkington, 1997; Dyllick & Hockerts, 2002). The most popular and accepted criterion for corporate 

sustainability is the interconnection between economic and natural capital which is called eco-efficiency. Eco-

efficiency concerns economic growth or stagnation; however, with less environmental impact (Elkington, 

1997). It concerns delivering goods and services that: "…satisfy human needs and bring quality of life, while 

progressively reducing ecological impacts and resource intensity throughout the life cycle, to a level at least 

in line with the Earth’s estimated carrying capacity." (Elkington, 1997, p. 78). 

  

In conclusion, scholars have researched several different aspects of sustainability. The development of the 

concept started with acknowledging the importance of all stakeholders - not just shareholders - in the purpose 

of an organisation. Since then, the concept of sustainable development has evolved into the growth or 

stagnation of economic capital without affecting the natural capital.  

 

 

The contemporary view on sustainability 
  

Eco-efficiency was the scholars' answers to a more dynamic comprehension of sustainability. Nevertheless, 

the term is still relative to economic growth which leads to a critique of the TBL from which a contemporary 

understanding of sustainability originates. In 2014, Wayne Norman and Chris MacDonald criticised the TBL 

for being a tool which made it too easy for corporations to seem responsible outside its financial aspects, 

however without actually improving the natural or social capital: 

  

"The concept of a Triple Bottom Line in fact turns out to be a ‘Good Old-fashioned Single Bottom Line plus 

Vague Commitments to Social and Environmental Concerns.’ And it so happens that this is exceedingly easy 
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for almost any firm to embrace. By committing themselves to the principles of the 3BL [TBL, Ed.], it sounds 

like companies are making a more concrete, verifiable commitment to CSR and sustainability. And no doubt 

many are. But it also allows them to make almost no commitment whatsoever. Without any real social or 

environmental bottom lines to have to calculate, firms do not have to worry about having these "bottom 

lines"…" (Norman & MacDonald, 2014, p. 256).  

  

The founder of the term, John Elkington, has come to agree that this indeed is a challenge with the TBL in a 

recent series of feature articles (Sarkar, 2018; Elkington 2018). He does not believe that success or failure can 

be measured in just profit and loss (Elkington, 2018). In 2018, he thus recalled the TBL as a concept: "It was 

supposed to provoke deeper thinking about capitalism and its future, but many early adopters understood the 

concept as a balancing act, adopting a trade-off mentality" (Ibid.). Elkington explains how he observed CEOs 

do anything to hit their financial targets whereas they did not do nearly as much - if anything at all - to hit their 

targets on the social and natural bottom line: "Clearly, the Triple Bottom Line has failed to bury the single 

bottom line paradigm." (Ibid.). Elkington had reached for a transformation of capitalism but found that the 

TBL in its original form had provided no such change (Ibid.) The idea of 'enlightened capitalism' is that it 

indeed is possible to maximise profits if the best possible social and environmental performances are produced 

and profit maximisation over longer-term does not eliminate profit maximisation on the short term (Henriques, 

2013). Instead, Elkington found that it was now the time for the TBL to be employed as was intended 

(Elkington, 2018). Elkington believed that proper use of the TBL requires progress in two of the three bottom 

lines while the third must at least remain unaffected (Ibid.). He believed, that we need to leave the paradigm 

where the economic capital is isolated to a paradigm in which all dimensions of the TBL are recognised and 

handled equally (Ibid.). 

From the critique of TBL emerges another critical aspect of sustainability. A recognised concern 

in the conversation of sustainability is whether economic growth and sustainability could co-exist (Fletcher & 

Tham, 2015; Hepburn & Bowen, 2013). For a long time, many believed that sustainability can never transpire 

alongside economic growth (Hepburn & Bowen, 2013); however, several scholars disagree. Stefan 

Schaltegger, Florian Lüdeke-Freund and Erik G. Hansen (Schaltegger et al., 2012) presented the notion of 

'business cases for sustainability'. If economic success is increased while performing in environmental and 

social issues, then a business for - not of - sustainability is present. Thus, one should grow economically, not 

with but through voluntary, sustainable choices (Ibid.). 

  

In conclusion, the contemporary view on sustainability has evolved from recognising economic, natural and 

social capital as equally important, to only recognising the success of a corporation if it positively grows in at 

least two of the three bottom lines and thereby growing economically through sustainability.
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fashion & sustainability 
  

In this section, we narrow the field from reviewing sustainability to reviewing it in relation to fashion. In an 

industry that relies on trends, time-limited seasons, material production and consumption, and is one of the 

most polluting industries in the world (State of fashion, BOF & McKinsey, 2020), the use of natural resources 

and polluting activities involved with the production of clothes are heavy: "Indeed, from high water usage in 

such things as cotton production, to the cost of transporting clothes across vast territories in search of the 

cheapest labour to stitch knickers (or whatever!), to the problems of our over-consumption of fast fashion and 

the amount of landfill we create…" (Fletcher & Tham, 2015, p. 29). Moreover, the industry it is developing 

too slowly (UN Environment, 2019). In the key informant interview with Simon Hansen, he stated that fashion 

brands are aware that change is needed immediately (Hansen, 2020). Alongside the societal interest in 

sustainability, the development of fashion sustainability in Denmark has escalated drastically in the past five 

years (Ibid.). Ten years ago, the industry did not consider sustainability; however, today, the external 

requirements to the fashion brands are getting increasingly higher from all stakeholders (Ibid.). On 28/01/2020, 

Copenhagen Fashion Week (CFW) officially announced their 'Sustainability Action Plan' which included 

ground-breaking requirements for fashion brands who want to be a part of the fashion week (Copenhagen 

Fashion Week, 2020). In order to participate in CFW in 2023, the fashion brands have to attain a minimum 

score in six areas: Strategic direction, design, smart material choices, working conditions, consumer 

engagement and shows. Furthermore, the fashion brands have to fulfil 17 specific requirements even to be 

considered for participation - no matter how high their score is (Ibid.). Examples of the requirements are: 

  

• We do not destroy unsold clothes  

• At least 50% of our materials are certified (e.g. GOTS, Fairtrade, cradle-to-cradle), organic, upcycled 

or recycled 

• We educate and inform our customers about sustainable practices on multiple platforms, e.g. online 

and in-store  

• We do not utilise single-use plastic packaging but offer recyclable, biodegradable/compostable or 

repurposable alternatives 

• Our set design is zero waste 

• We offset the carbon footprint of our show 

(Copenhagen Fashion Week, 2020). 
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Examples of other stakeholders demanding sustainable development are the big retail and e-commerce 

platforms (Hansen, 2020) and the consumers. In late 2019, YouGov asked the Danes to what extent they agreed 

if clothing manufacturers should be obliged by law to consider ethical aspects (e.g. working conditions, no 

child labour, animal welfare, etc.) in the production of their clothing, and 84% either partly or fully agreed 

(YouGov, 2020). In conclusion, requirements are increasing from all stakeholders, and the fashion brands are 

urged to substantially include sustainability in their business models if they wish not to be excluded. 

Further from not wanting to be excluded, there is another critical reason for considering 

sustainable development as a fashion brand as it can give rise to financial benefits.  Simon Hansen (2020) has 

experienced throughout the years how sustainable development has led to financial benefits for the fashion 

brands: "You don't have to calculate several intermediate results to see that this is excellent business. It really 

makes sense to transition sustainably, it makes sense to more thoroughly consider how you design, produce, 

transport your goods and consider how many pieces of clothes you produce." (Hansen, 2020, 29:00). He adds 

that sustainable development might have initial costs due to the many changes; however, if done right, it can 

end up generating financial benefits (Ibid.). Anders Kristiansen, the CEO of Esprit group, was recently hired 

with the task of conducting comprehensive cost reductions (Hansen, 2019). At the time he was hired, only 

16% of the clothing pieces, which the group sold, was sold at full price. For Anders, this clearly indicated an 

overproduction. It led Esprit Group to cut 40% of its products and create less revenue with a higher profit 

(Ibid.). This scenario indicates that sustainability can comply with profit maximisation. 

  

  

The focus of sustainability in the fashion industry 

As mentioned earlier, sustainability concerns both social, environmental and economic capital. Social 

sustainability has been the focus of fashion sustainability for many years (Hansen, 2020). However, according 

to Simon Hansen (2020), the environmental aspect of sustainability has been explicitly pronounced only within 

the last 3-4 years in the fashion industry and is now nearly the only aspect discussed. In the interview with 

Else Skjold, who is  one of the leading scientists on sustainability and fashion in Denmark (Mitchell, 2019), 

she did not mention the social aspect of sustainability once during the interview. This indicates that the 

environmental aspect of sustainability is currently the most relevant to discuss in the conversation of fashion 

and sustainability. The social aspect has been discussed, undertaken and regulated for many years which is 

why it is currently not the focus of the conversation (Hansen, 2020). The environmental aspect, however, is so 

recent, that no-one can navigate in the field, which is leading the conversation to focus hereon (Ibid.). 

Nonetheless, social capital cannot and should not be ignored as a vital aspect of the sustainability of an industry 

whose production is often in development countries (Ibid.). However, this thesis will focus on the 
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environmental aspect of sustainability due to its increasing relevance in the current conversation of fashion 

and sustainability. 

  

Sustainability in the fashion industry - a paradox? 

As reviewed earlier, sustainability concerns making sure that the growth of economic capital benefits natural 

and social capital. However, one question remains: Can an industry with such resource-intensive production 

and high negative environmental impact ever become sustainable? Can an industry whose purpose it is to 

produce new clothes with a time-limited life cycle multiple times a year ever become a benefit to nature? Even 

though the answer is not clear, the perception is negative: "Are we ever going to succeed? I don't think so. But 

that's not what's interesting. As long as we see positive development, that's what we should put weigh on since 

this is a continuous process. There is always something to optimise." (Hansen, 2020, 37:15). Nina Marenzi, 

founder and director of The Sustainability Angle, states that there is no sustainable material to produce clothes 

from because every fabric needs a resource (The State of Fashion, BOF & McKinsey, 2020). However, it is 

possible to use material which has a lower negative environmental impact (Ibid.). The current state of 

sustainability in fashion is not focusing on economically growth while benefitting natural and social capital, 

however solely to minimise impact: "More than a hundred different textile and clothing industry sustainability 

labels and standards commit merely to 'minimise' negative economic, environmental and social impacts" 

(Fletcher & Tham, 2015, p. 44). Therefore, the fashion industry, at the current moment, cannot claim to aim 

towards sustainability. However, it should focus on becoming less unsustainable: "…the fashion industry, like 

all other sectors, should not label any of its [socio-efficient or eco-efficient, Ed.] actions as producing 

sustainability, saying instead only that they are reducing unsustainability" (Ibid., p. 60). Complying with 

Simon Hansen, it is not relevant to consider a goal to become sustainable; however, to develop towards better 

choices merely.  

In conclusion, sustainability in the fashion industry at its current state is not about becoming 

sustainable but about reducing unsustainable activities and developing towards less unsustainable choices. 

From this point, whenever this thesis mentions 'sustainable', it is in this described sense of sustainable 

development towards less unsustainable activities.  

  

 

The thesis has up until now shown what sustainable development is and how this reflects in the fashion 

industry. We are aware of how important it is for the fashions brands to develop sustainably and do so now in 

order to keep existing as an organisation in the future. Now, we need to outline the means of sustainable 

development in order to grasp the challenges which the fashion brands are facing. 
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 part II.   

 

To outline any accessible  

means for sustainable development  

of a fashion brand 
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means for sustainable  

development 
  

We now know how to explain the concept of sustainability and how important sustainability is to incorporate 

for a fashion brand. Next, we ought to ask: how can a fashion brand incorporate sustainability? Before 

discussing, what the fashion brand can do, we first need to understand what the industry is doing wrong by 

reviewing the ecological impact of the fashion industry. 

  

 

fashion and its ecological impact 
  

As mentioned earlier, fashion is one of the biggest culprits when considering the ecological impact. The reason 

for this is placed with especially three aspects: the current production methods, the short life cycle of the 

product and the overproduction of clothes (UN Environment, 2019). The average consumer in 2019 bought 

60% more clothes than in 2004; however, each piece of clothing was only kept for half as long (Ibid.). 

Furthermore, we find an excessive overproduction of clothes which leads to extreme amounts ending up in 

landfills. It corresponds to the fashion industry losing a value of 500 billion dollars every year, only considering 

overproduction (Ibid.). This might not have been a challenge if the fashion industry were not as polluting and 

water consuming, as well as high-generating microplastics and greenhouse gas emissions, as it currently is 

(UNED, 2019; Boggon, 2019). 

As mentioned earlier, the fashion industry is the second-biggest consumer of water, 

corresponding to generating 20% of the world's wastewater (UNED, 2019). One of the reasons for this is the 

highly water-intensive production of cotton. Cotton is used in 60% of women's clothes, and 75% of men's 

(Howell, 2018), constituting a challenge when just one cotton T-shirt takes up 1400 litres of water 

(Miljøstyrelsen, 2014). Furthermore, cotton consumes nearly 10% of the world's agricultural chemicals even 

though it only takes of 2,4% of the world's agricultural land (Boggon, 2019).  

 The fashion industry is, furthermore, currently responsible for 24% of the world's consumption 

of insecticides as well as 11% of its pesticides (UNED, 2019). It is responsible for some of the most polluted 

rivers in the world due to textile factories dumping of untreated chemicals from dyeing of clothes (Boggon, 

2019).  
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However, not only chemicals wind up in the water. Microplastics are also one of the significant 

consequences of clothing production. Annually, the fashion industry is responsible for releasing 500.000 tons 

of microplastics into the ocean (UNED, 2019). This is in addition to overproduction caused by nylon and 

polyester clothes breaking down in washing machines (Boggon, 2019). 

Lastly, the fashion industry is, as mentioned earlier, responsible for 8-10% of the greenhouse 

gas emissions. Part of emissions derives from cotton production, pesticides, machinery for harvesting, 

emissions from transporting the clothes and materials (UN Environment, 2019) as well as the electricity needed 

for washing, drying and dyeing the clothes in the production (Boggon, 2019). Furthermore, the production of 

nylon produces a greenhouse gas with is 300 times worse than CO2 (Ibid.). 

  

In conclusion, all sustainability impacts above are linked with the production of clothes. Therefore, both 

overproduction and life cycle of clothes are essential to consider, and fashion brands should examine how to 

decrease overproduction and prolong the life cycle of their clothes. Furthermore, fashion brands should 

examine how to decrease pollution, GHG emissions, microplastics and water consumption in their current 

production and transportation. 

  

 

means for sustainable development 
 

In order to get to grasp the challenges and review the solutions present, I interviewed Else Skjold. When asked 

why the fashion industry is still facing challenges, she answered: "What I notice is holding many companies 

back, is that they still work in the old paradigm. What we perceive as progress is technology, development and 

growth. That is, we have to keep growing, and we need technology to help us (…) We have all the technology 

we need. But we have no idea how to use it properly." (Skjold, 2020, 12:10). As an alternative to discussing 

even more growth and technology as a solution, Else believed we instead should discuss something much 

closer to the fashion brand: the design of the clothes.  

  

 

Know your consumer and decrease collections 
 

According to Else, fashion brands currently design clothes without considering its end-user: "There are so 

many companies which really want [to design and sell the right clothes], and they can't understand why people 

don't want to pay for it. But they have completely forgotten who the clothes are for and what they are willing 

to pay for." (Skjold, 2020, 35:43).  Such behaviour causes overproduction that results in campaign days and 
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clothes dumping. Second, it induces the return of clothes and exchange of sizes due to the standard 

measurement design without considering the actual body types of the consumer. The returning and exchanging 

of the clothes lead to high expenses for the fashion brand as well as redundant transportation. By discussing 

and adjusting the design of the clothing with the end consumer, the fashion brand might achieve financial 

benefits as well as cutting down their unsold surplus: "I will dare to claim that if the fashion brands started to 

focus on who their actual customers are, they could decrease their collections. All fashion brands know which 

part of the collections they have a hard time selling and will eventually become surplus production, and many 

companies would easily be able to cut 40% and then have fewer campaign days and outlets and be much more 

precise [in their product range, Ed.]" (Skjold, 2020, 21:07). That is, for Else, the essential action point for a 

fashion brand is to scrutinise their consumers and be much more precise on to whom they are designing. If 

succeeding in this action point, the fashion brand will achieve less production and less postal transportation 

which will lead to a decrease in water consumption, microplastics, pollution and GHG emissions. 

  

 

Stop season division 
 

A fashion brand should, furthermore, look into the season division that most of the fashion industry uses. With 

this division, the fashion brands generate a minimum of four main collections a year: winter, spring, summer 

and fall. A collection's life cycle only lasts for no more than two seasons, and then it is usually put on sale. 

With such division, the clothes' life cycle is short, and more clothes are produced than is needed, which thus 

results in overproduction. The fashion brands should look beyond this division and not view a product as 

outdated when it has been in the cycle for a few months. If succeeding in this action point, the fashion brand 

will achieve less production due to a longer life cycle of the clothes which thus will lead to a decrease in water 

consumption, microplastics, pollution and GHG emissions. 

  

 

Use better materials 
 

As mentioned above, polyester, nylon and cotton are some of the biggest culprits regarding ecological impact 

due to its excessive consumption of water (cotton) and plastic origin (polyester and nylon). Made-By, a non-

profit organisation set out to make sustainable fashion common practise (Good on You, 2018), generated a 

benchmark table for fashion brands to be able to compare 28 fibres environmental impact (see apx. II). As it 

is classified in the table, generic viscose, cotton, nylon, polyester and fabrics from animal origin have the worst 
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environmental impact. On the other end of the scale, we find recycled nylon, -polyester, -cotton and -wool as 

well as linen and TENCEL® Lyocell which is made from sustainably sourced wood pulp (Tencel, 2020). If a 

fashion brand chooses organic or recycled over conventional cotton, it will decrease its water consumption and 

pollution (TextileExchange, 2020). If it chooses for example TENCEL® Lyocell or a recycled version instead 

of conventional nylon or polyester, the brand will decrease its microplastics and GHG emissions. Therefore, a 

fashion brand needs to consider choosing high classified materials instead of low classified materials. If it 

succeeds in such efforts, it will lead to a decrease in water consumption, microplastics, pollution and GHG 

emissions. 

  

 

Move production closer and choose better means of transporta-tion 
 

Many fashion brands have chosen to keep their production in a foreign country. Therefore, transportation takes 

up a lot of the total environmental impact. If we examine the best means of transportation regarding the 

environment, modern ships (also called sea freight) is the least emitting (Fluglaerm, 2020). Next is the modern 

train and next to that is the modern truck (Ibid.). However, the worst category by far is air cargo, which emits 

500 grammes of CO2 per tonne-kilometre (Ibid.). In comparison, the other means of transportation emit from 

10-150 grammes of CO2 per tonne-kilometre (Ibid.) That is, it is vital to choose the right means of 

transportation, especially if the transportation is long distance. However, Else recommends the fashion brands 

move their production closer in order to communicate easier and control sustainability: "There are many 

companies which think it is nicer to keep their production close, e.g. in the Baltic States, Portugal, Turkey or 

Spain. Even though it is more expensive [to produce here, Ed.], it is way easier to control not just sustainability 

but also if you receive the right product - and on time." (Skjold, 2020, 31:00). If the fashion brand moves the 

production closer or chooses a better means of transportation, it will achieve a decrease in GHG emissions.  

  

  

Establish a repair service 
 

If the fashion brand has established all of the abovementioned action points, then it has managed to execute a 

lower negative environmental impact up to and including the sale of the product. However, Else believes there 

is one more action point which is the fashion brand's responsibility even after it has released its products. If 
the fashion brand establishes a repair arrangement in which the product can be repaired in case of breakage, it 

will not only be able to prolong the clothes' life cycle, it will also generate an additional income. In this way, 
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not only the customer benefits from the service; the fashion brand will also increase income opportunities from 

each piece of clothing. If the fashion brand succeeds in this action point, it will achieve less production due to 

a longer life cycle of the clothes which will lead to a decrease in water consumption, microplastics, pollution 

and GHG emissions 

  

If nothing else is stated, the above section is referenced to the interview with Else Skjold (Skjold, 2020). In 

conclusion, the reviewed ecological impact and abovementioned solutions can be systemised as such: 

 

 
Table 1 - Means for sustainable development 
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However, the solutions are not a 'one size fits all' and Else mentions that she does not believe every fashion 

brand should do all of the above without further thought: "What I will recommend the companies to do, is to 

find their own way from the choice of material (…) up through all of these layers and up to communication. 

There is not just one recipe for all." (Skjold, 2020, 34:24). Simon Hansen supports this by explaining: "It is 

very different [how brands can take sustainability upon them (…) What makes sense to one company is not 

necessarily what makes sense to another. We can agree that the common goal is somewhere out there, but how 

we get there can be different. And there are so many different ways to approach this…" (Hansen, 2020, 39:00).  

   

 

The thesis has up until now shown what sustainable development is and how this reflects in the fashion 

industry. We are aware of how important it is for the fashions brands to develop sustainably and do so now in 

order to keep existing as an organisation in the future. From that, we have outlined the means of sustainable 

development. Now, we have created a foundation to understand the challenges which will be researched in the 

last part of the thesis. However, first, I will aim to describe the two different types of fashion brands relevant 

for this thesis. 
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the different types of  

fashion brands 
 

As mentioned in the 'Methodology' section (p. 4-20), I will enable two different case organisations, the born 

conventional and the born sustainable fashion brand, in the case study research in order to understand the 

challenges from sustainable development. In this section, I will explain the difference between the two different 

types of fashion brands. 

  

 

the born conventional fashion brand 
  

Stefan Schaltegger, Florian Lüdeke-Freund and Erik G. Hansen (Schaltegger et al., 2012) created a framework 

for the business case of sustainability. As mentioned earlier, a business case in this sense is when an 

organisation realises economic success through - not merely with - sustainable activities (Ibid.). According to 

Schaltegger et al., the likeliness of an organisation to become a business case depends on how its strategic 

behaviour regarding sustainability affects its business model. The article proposes three behaviours which 

affect the degree to which an organisation integrates sustainable activities in its business model: The defensive, 

accommodative and proactive (Ibid.).  

The defensive organisation enacts sustainability actions most often as a response to constraints 

- either legal or from others. In the case of fashion, this could be, for example, demands from CFW. The 

organisation only performs limited integration of sustainability in its business model and thereby only adjusts 

the business model slightly. It does so, due to its perception of the importance to protect its current business 

model (Ibid.). 

The accommodative organisation, however, integrates more sustainability actions than the 

defensive organisation even though it still reflects a rather cautious adjustment of the business model. These 

companies improve and experiment with the existing business model. The impact of this strategy is, however, 

less radical, significant and lasting than an organisation with a proactive strategy and behaviour (Ibid.). 

Lastly, the proactive organisation takes into consideration more than its own good and changes 

its business model in order to aid the sustainable development of society. This development is strong and 

continuous as the organisation redesigns its entire business model and integrates sustainability actions as a part 

of its core business logic. The redesign leads to a new value proposition. The proactive organisation 
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furthermore gains competitive advantage by making its sustainable products the core of its product range and 

is thus more likely to become a business case (Ibid.). The born conventional organisation is in this thesis 

defined from this behaviour. 

  

In order to differentiate cases on the foundation of their business models, we need to understand what a 

business model entails. A business model comprises the understanding of how a business is conducted to create 

economic value (Ibid.). A sustainable business model, on the other hand, supports activities which comply 

with social or environmental problems and in turn, generates a positive business effect (Ibid.). Schaltegger et 

al. (2012) employ the four pillars by Pieter Ballon (2007, in: Schaltegger et al., 2012) as a foundation of a 

sustainable business model, and this thesis will reflect the same understanding. The four pillars consist of the 

value proposition, customer relationship, infrastructure and financial aspect. In appendix I, I have aimed to 

describe each of the pillars and the appertaining sustainable activities in the fashion industry. This is done by 

juxtaposing the earlier described means of sustainable development of a fashion brand (p. 30-35) and 

connecting these to the Schaltegger et al.’s description of each pillar in regard to sustainability. I was able to 

identify 16 sub-points of a sustainable business model, yet, the list is not exhaustive; it is merely suggestive in 

order to provide the thesis with a list of examples on sustainable activities which can be used to determine 

whether an organisation is proactive, accommodative or defensive depending on how many sustainable 

activities the companies have implemented in their business model. The theory does not suggest how many 

sustainable activities are needed to be deemed proactive, however, this research assume that a brand which 

‘integrates sustainability actions as a part of its core business logic’ has at least one sustainable activity in each 

of the four pillars. 

 

However, the article from Schaltegger et al. overlooks one important organisation type when discussing 

business case through sustainability: the organisation which had never had to redesign its entire business 

model, since sustainability has always been part of its core business logic and thus many sustainable activities 

were implemented in its business model when it was founded. 

  

 

 

the born sustainable organisation 
  

The suggestion of researching a born sustainable organisation originates from the preliminary interviews at 

the fashion fair where multiple brands suggested that the born sustainable and - conventional brands differ in 

their challenges regarding sustainable development. In the interview with Simon Hansen (2020), he, too, 
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mentioned the difference between born sustainable and - conventional brands regarding the challenges both 

encounter - or does not encounter: 

  

"It's about the mentality. If you know that this is a part of our core business, then there's many aspects which 

are given, and there are many aspects which you reject because they simply can't be. An example is a supplier 

whom you don't even consider because it doesn't for example. live up to your ethical requirements. They are 

irrelevant from the start because they don't comply with your brand. So you don't have to fight them. You go 

somewhere else instead. (…) A lot of your choices are taken beforehand because you have decided from day 

one that this company is going another direction. But of course, if you are a conventionally driven organisation 

which might not have thought about sustainability until recently, then you have to change a lot of aspects. (…) 

It's hard to switch over." (1:03:39).  

  

The born sustainable organisation has always had a sustainable business model, and contrary to the born 

conventional fashion brand which needs to change its business model, the sustainably born organisation does 

not have to expel conventional activities. Therefore, the challenges might be different. 

The born sustainable organisation will have the same level of sustainable implementations as 

the proactive, born conventional organisation. It is important to note that even though this organisation is born 

sustainable, this does not mean that its sustainable activities nor its business model are static. As described 

earlier in this thesis, sustainable development is ongoing since there are always ways to be less unsustainable. 

This means that both organisations - the born conventional and the born sustainable fashion brand is 

undergoing sustainable development.   

  

In conclusion, this research will consist of two case organisations: The born conventional fashion brand and 

the born sustainable fashion brand. In order to compare the challenges found in the interviews, both cases must 

have proactive behaviour, with a redesigned and born sustainable business model, respectively. This division 

is chosen as a fundament for case selection as the challenges which fashion brands encounter is expected differ 

according to how the fashion brand is born.  
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case introductions 
  

The proactive, born conventional fashion brand: storm & marie 
 

STORM & MARIE (S&M, going forward) is a Danish LLC fashion brand with four permanently employed 

members of staff, two of which owns the company along with an external shareholder: the husband and wife, 

Signe and Kim Vedel. The brand furthermore owns an online store which only encompasses a minor part of 

their sales. As data is not yet available for 2019 due to a reconstruction of the company, I will focus on 2018 

in which the company reached a gross profit of 1,1 million DKK, which due to closing of all physical stores 

produced a result of -6,6 million DKK before taxes (Proff, 2020). The company has a main focus on wholesale 

of women's wear with a product portfolio ranging from dresses to knitwear and trousers with an average price 

per piece of 1100 DKK (S&M, 2020b). When S&M was founded, the brand was solely considering the design 

of the clothes; however, during the last two years, the company has redesigned its business model with 

sustainable development as its core values.  

  

S&M has been very efficient in communicating its sustainable efforts on the webpage (S&M, 2020a). From 

this, I discovered seven different sustainable actions from the list of business model activities described in apx. 

I. First, S&M uses sustainable materials in 100% of its collections - from innovative fabrics such as Tencel 

Lyocell to stock fabrics that other fashion brands have thrown away. This stock material is provided by their 

sustainable suppliers which they have chosen from their sustainable options. Aside from the suppliers, S&M 

has also engaged in other sustainable partnerships which they cooperate with in order to create sustainable 

business activities. Among these partnerships is one with RenSti (RenSti, 2020) which it cooperates with to 

allow the customers to compensate for the bought clothes' GHG emissions. In addition to RenSti, S&M also 

cooperates with Soroptimisterne which repairs all faulty clothes and donates it to women in Romania 

(Soroptimisterne International, 2020). Instead of burning faulty clothes, Soroptimisterne repairs and reuses 

them. S&M additionally upcycles the leftover stock material when designing. Furthermore, S&M has cut down 

its number of collections. Earlier, they had several side collections in addition to the four main collections, 

however now they are only focusing on the four main collections. These collections are transported by ships 

as far as it is possible. When the collections are shipped to customers, the packaging is as sustainable as 

possible. All above findings are referenced to S&M’s website (S&M, 2020a). 

In conclusion, S&M has implemented seven sustainable activities in all four business model 

pillars in their business model which assesses them to be highly sustainable: Sustainable materials, fewer 

collections, collaboration with suppliers, cooperation between partners to create sustainable business activities, 

sustainable transportation, sustainable packaging as well as upcycling of dead leftover stock. 



THE DIFFERENT TYPES OF FASHION BRANDS 

 - 41 - 

However, in order to be deemed proactive, it is not sufficient to look into the number of 

sustainable activities. The fashion brand also has to live up to the proactive behaviour explained above. The 

initial assumption that S&M is proactive is confirmed in the interview. Therefore, one paragraph in the 

‘Findings & Analysis’ section has been dedicated to explaining why S&M's behaviour is deemed proactive.  

The interviewee from S&M is Kim Vedel, co-founder and business manager of the brand. 

  

  

The born sustainable fashion brand: skall studio 
 

Skall studio (Skall, going forward) is a Danish retail LLC fashion brand with six permanently employed 

members of staff, two of which owns the company along with an external shareholder: the sisters Marie and 

Julie Skall. The brand furthermore owns an online store. In 2019, the company reached a gross profit of 

757.047 DKK, which produced a result of 221.777 DKK before taxes (Virk, 2020). The company has a central 

focus of wholesale of women's wear with a product portfolio ranging from dresses to knitwear and trousers 

with an average price per piece of 1300 DKK (Skall Studio, 2020b). The brand was founded in 2013 and has 

always had a sustainable business model. The initial assumption that Skall has the number of sustainable 

activities that need to be fulfilled in order to be viewed as a born sustainable fashion brand is confirmed in the 

interview. Therefore, one paragraph in the ‘Findings & Analysis’ section has been dedicated to reviewing 

these. The interviewee from Skall is Marie Skall, who is in charge of PR and sales and is also the business 

manager. 

  

 

Similarities and differences between the two case organisations 
  

The two case organisations are alike on several parameters. Below table outlines the similarities and 

differences of the organisations to make it clear to the reader on which foundation the comparison is made. 
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Table 2 - Comparison of organisational characteristics 

  

As shown in table 2, S&M and Skall are very similar on several parameters. They, however, differ in when 

they were founded and how long they have embraced a sustainable business as well as their style. The latter, I 

will further discuss why is a significant difference in the following sections.  

 

The thesis has up until now shown what sustainable development is and how this reflects in the fashion 

industry. We are aware of how important it is for the fashions brands to develop sustainably and do so now in 

order to keep existing as an organisation in the future. From that understanding, we have outlined the means 

of sustainable development. I have described the two different types of fashion brands in order to understand 

why and how the various challenges differ which will be researched in the nest, and last, part of the thesis.  
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To understand the specific challenges a 

fashion brand experiences when  

undergoing sustainable development 
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the creative compromise 
 

In the preliminary interviews, I found that compromising the design as a result of sustainable activities is one 

of the hardest challenges. Having to change the design process from being able to use whatever material the 

designers liked to use sustainable materials solely, was perceived as a compromise of their desired design - a 

compromise caused by sustainability. Therefore, it is expected to see the same challenge in the interviews with 

Skall and S&M, which are both solely using sustainable materials. However, before diving into the findings 

and analysis, I want to examine the creative compromise theoretically. In this section, I aim to explain why it 

might be that fashion brands feel challenged by compromising their design through material constraints. I have 

failed to find any specific theoretical notion, which explains it; however, I have compiled multiple theoretical 

notions in the academic conversation about creativity, motivation and structure which collectively constitute a 

possible explanation of the challenge. 

The choice of sustainable fabrics was perceived and explained as a constraint from those 

interviewed at the fashion fair. Thus, Amabile's notion of freedom and constraints (Amabile 1985; 1998) might 

aid in explaining. However, in order to be able to explain such theoretical notion and how it can help understand 

the challenge, the concept of creativity and motivation needs to be reviewed. 

  

creativity and motivation 
  

The concept of creativity has been discussed and researched thoroughly throughout the years by several 

scholars (Kaufman & Sternberg; Gilson, in: Jones et al., 2015; Amabile, 1993; 1996; 2001). Even though all 

scholars have different definitions, most scholars agree on three criteria; novelty (Ibid.), appropriateness or 

usefulness (Amabile, 1993; Kaufman & Sternberg; Gilson, in: Jones et al., 2015) and high quality (Kaufman 

& Sternberg; Gilson, in: Jones et al., 2015). However, in 1996, Amabile suggested another layer to the concept 

of creativity which makes the definition more holistic: "A product or response will be judged as creative to 

the extent that (a) it is both a novel and appropriate, useful, correct or valuable response to the task at hand, 

and (b) the task is heuristic rather than algorithmic" (p. 35). That is, Amabile supplemented the conventional 

definition with the term 'heuristic' which in turn includes the process of creativity. 'Heuristic' implies that the 

creation process does not have a clear and readily identifiable path (Amabile, 1996). The reason why it is 

essential to include the process in the definition - at least in this thesis - is to be able to discuss how constraints 

affect motivation in the creative business processes. 

Most scholars agree that there are two different types of motivation: Intrinsic and extrinsic 

(Amabile, 1993). When an individual is extrinsically motivated, (s)he is satisfied through an incentive system 
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which provides the individual with a reward for the work done (Osterloh & Frey, 2000). This, however, makes 

the individual motivated for the reward, not the work itself (Amabile, 1993). Intrinsic motivation, on the other 

hand, concerns the individual’s intrinsic interest and feeling about the task itself (Ibid.). Instead of a reward, 

the individual is motivated with self-expression, recognition, interest or the work itself, but can also be 

motivated by the satisfaction of curiosity and challenges (Herzberg, 1983; Amabile, 1993). Furthermore, 

intrinsic motivation towards the work can also be directed towards a self-defined goal or obligations of 

personal and social identities (Osterloh & Frey, 2000).  

The reason why it is important to discuss motivation when discussing creativity is due to the 

importance of intrinsic motivation in order to generate creative output (Osterloh & Frey, 2000; Sauermann & 

Cohen, 2010; Amabile, 1993; 1996). In 1985, Amabile presented the componential theory of creativity. In 

order to generate creative output, three components are required: domain-relevant skills and creativity-relevant 

skills which determine what the individual can do as well as task motivation which explains what the individual 

will do (Amabile, 1985; 1996). In order to generate creative output, all three components have to be present 

within the individual. If there is no task motivation, the creative output may not be as high (Amabile, 1996) 

since intrinsic motivation facilitates divergent and exploratory thinking (Saurmann & Cohen, 2000).  

  

 

freedom and constraints 
  

As mentioned, the preliminary interviews suggested that the opt-in of sustainable materials was perceived as 

a constraint. In her study from 1985, Amabile suggested that intrinsically motivated people - which was a 

criterion for creativity - will show less interest if imposed with constraints than if not. Thus, designers who are 

motivated intrinsically due to the creative nature of their job will feel less interested in their tasks if they are 

imposed with constraints. Often, freedom is connected with motivation. In 1996, Amabile suggested that as 

long as the creative individuals understand their specific goal, e.g. 'I need to design a turtleneck', freedom is 

fundamental to the motivation: "giving people freedom in how they approach their work heightens their 

intrinsic motivation and sense of ownership." (p. 82). That is, the right constraints can enhance motivation and 

creativity. Sagiv et al. (2009) complyingly suggest that constraints for the problem can enhance creativity: 

"…past studies indicate the advantage of structured methods that channel individuals to focus on a limited 

number of core elements of the problem. Thus, imposing structure and constraints on a task in such a way is 

more likely to induce creativity than creating conditions of total freedom" (p. 5). It is thereby suggested that 

imposing constraints which will limit the possibilities to solve the problem, e.g. limit the possibilities of fabrics, 

can actually induce the creative outcome of the product (Sagiv et al., 2009). Even so, Sagiv et al. (2009) do 

not consider the motivation of the individual.  
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However, a compilation of Amabile (1996) and Sagiv et al. (2009), suggests that the creative 

outcome and the intrinsic motivation might be higher, if the constraints which limit the number of core 

elements to the problem are on the specific goal (e.g. it has to be a turtleneck). On the other hand, the intrinsic 

motivation might be lower when the constraints which limit the number of core elements to the problem, are 

one the process (e.g. use only these fabrics), as suggested by Amabile. Thus, if the task motivation is low, then 

the creative output might be low as well. As material limitations can correspond to constraints on the (design) 

process, the motivation might decrease, which thus possibly explains why the limitation in available materials 

is perceived as a challenge. 
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findings & analysis 
 

From comparing the findings from the interviews, I found that S&M and Skall were differently challenged 

mainly across five categories: locating or change of suppliers, transferring consumers, the creative 

compromise, change of style DNA and the lack of volume, which collectively caused a slow pace of 

development. This section will present the reader to the data and the analysis behind those findings. The first 

two paragraphs, however, are dedicated to confirming assumptions about respectively Skall's number of 

sustainable activities and S&M's proactive behaviour in order to make sure that the two organisations fit into 

the needed research cases.  

How to read 
The findings in this section are referenced from the two interviews from Marie Skall and Kim Vedel. If a 

quote is referenced with '(Vedel, X:XX)', the quote is from the interview conducted with Kim Vedel on 

6/12/2020. The time stated afterwards are approximate time of quote's start. The same is applicable for 

quotes referenced '(Skall, X:XX)'. This interview is however with Marie Skall and is conducted on 

31/3/2020. If the reference is quoteless, it is written as '(Skall)' or '(Vedel)'. The first paragraph is dedicated 

to confirming assumptions about Skall's number of sustainable activities and S&M's proactive behaviour, 

respectively, in order to ensure that the two organizations fit into the needed research case organizations. 

After those two paragraphs, the section will provide the reader with an analysis of the main challenges and 

other interesting findings.  

 

 

 

 

  
  
  
  
  
  
 

 

 

‘All time-specific challenges are marked with a '*’. The red boxes illustrate the areas which the specific brand 
perceived challenging. 

Figure 2 - Comparison of challenges from sustainable development 
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case justification 
  

Skall's sustainable activities 
 

As mentioned in the section "The different types of fashion brands " (p. 37-42), Skall has not communicated 

its sustainable activities on the webpage which is why this paragraph is dedicated to reviewing the activities 

in order to make sure that the brand is in fact born sustainable. 

There are two sustainable activities which Skall emphasises. The materials and design (Skall). 

First, their materials are either organic cotton, natural linen, environmental-friendly piece silk or stock fabric 

(Ibid.). Second, the design of Skall clothes is made to last and has a timeless style. Marie explains: "To us, it 

is the design which is most important because otherwise there would be no reason [to be a fashion brand, 

Ed.]. It is all about making good clothes which can last. Otherwise, it doesn't even matter." (Skall, 19:16) and 

continues "We design classically, and we don't do all kinds of crazy things which you cannot use long, and 

which you think is ugly in a week. We do classical and simple and timeless design…" (Skall, 23:43). The 

suppliers Skall are working with has a wide range of sustainable options which make the collaboration fruitful: 

"We can almost not get enough [of the materials, Ed.]. There are so many beautiful materials. We currently 

produce everything in India (…), and India is the land of cotton (…) and linen (...). And that's what we're 

working with, and we can almost not get enough. We can't even sort out in the nice materials that are 

available." (Skall, 50:41). In line with this, Skall Studio has local production of all of their knitwear. In a post 

on their Facebook page, they explain: "100% made in Denmark. The wool is spun at a spinning mill on Funen, 

and the styles are knitted and stitched at a knit factory in Herning. Originally, we decided to produce locally 

due to animal welfare. To be able to control the supply chain. But it also feels right and true to our core values 

that we help reduce the emission of CO2 with less transportation…" (Skall Studio, 2020a). However, when 

shipping orders made from cotton, Skall ensure transportation by sea (Skall). Furthermore, when shipping 

orders to their customers, Skall ensures sustainable packaging as far as it is possible (Ibid.).  

In conclusion, Skall has implemented seven sustainable activities in their business model which 

assesses them to be highly sustainable: Local production, sustainable materials, lasting and timeless design, 

sustainable transportation, sustainable packaging, high quality of materials and collaboration with sustainable 

suppliers. 
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S&M as a proactive fashion brand 
 

As mentioned in the section "The different types of fashion brands" (p. 37-42), it is not enough for a proactive 

fashion brand to include many sustainable activities in the business model. There are further behavioural 

characteristics to consider, which is why this paragraph is dedicated to reviewing the sustainable development 

behaviour of S&M. As mentioned, the proactive organisation takes into consideration more than its own good 

and changes its business model in order to aid the sustainable development of the society. This development 

is strong and continuous as the organisation redesigns its entire business model, and this redesign leads to a 

new value proposition (Schaltegger et al., 2012). 

S&M's journey towards sustainability started with an idea to create a sustainable sub-brand. 

Kim had felt a misalignment between his personal life and his professional life which had caused him to 

suggest a change: "(…) I grabbed my wife and business partner and said: "We need to go another direction 

with the company. We talked a lot about that. How to do it and what to do." (Vedel, 1:01). The sub-brand, 

BEA, was created and had only one supplier, who provided sustainable materials. However, due to internal 

differences in the supplier's organisation, the clothes were never delivered. S&M then had a choice to make. 

They could disregard the idea of sustainability, or they could try again. In the development of the sustainable 

sub-brand, S&M hired an external consultant who questioned the decision of merely making a sustainable sub-

brand (Vedel). At the time, Kim had been sceptical: 

  

"…it was easy to say since she went in and out of the door within an hour when we were the ones who had to 

effectuate it. But somehow, she had left something in us, and we were left with the learnings we had gathered 

from the BEA-project. Therefore, we mumbled and considered it in a few months, and then we found that we 

had to do it with STORM & MARIE as well" (Vedel, 3:34).  

  

However, early in the process, Kim and Signe found that the materials were not enough to change: "And then 

it pretty quickly was obvious that sustainability is about much more than just the material. It is about all 

stakeholders around the company." (Vedel, 6:10). S&M then changed its entire business model one step at a 

time until S&M seemed like a completely different company: "Before in our old company… Haha, now, I say 

'old company' because it feels like we have founded a whole new company." (Vedel, 45:25). Thus, the style 

DNA had to change in order to become sustainable:  

  

"We started as a fashion brand with a specific design DNA, but now we are changing, and this transition will 

probably affect or DNA (…) There are product categories that we cannot touch anymore, and our design look 
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will become calmer than earlier (…) if we follow trends as we did before, that will conflict with everything 

that's sustainable. It's two antipoles. You can't do that." (Vedel, 16:20).  

  

With the design changing, S&M aimed to change the entire the value proposition: "[I won't be satisfied, 

Ed.] unless the value proposition to the customers changes from what we have today" (8:25).  Kim explains 

how the value proposition is entirely different from what it was: "We have gone from being just a fashion 

brand to being somebody who does sustainability with the product that is clothes" (Vedel, 11:35). In addition 

to the value proposition, S&M was undergoing a complete redesign of their business model: "We can't just fly 

things in, and we can't suddenly say: Now we do this and buy this in stock, and then we'll see if the customers 

buy it and if not then we'll sell it to an outlet somewhere. That kind of stuff has completely stopped because it 

in itself is completely contradictory with responsibility." (Vedel, 17:00). With the redesigned business model, 

a lot of the old core business logic was changing in order to aid the sustainable development of the society:   

  

"We want to make a better choice today. It's about making people happy with what we do. That is, we cannot 

just drive the hard-cord business 'I don't care as long as I make money". Not because that's what we did before, 

but we have to behave with social responsibility in everything we do. (…) We have to make those we work with 

happy. And the world as well. And also, the people that we associate with. And that is opposite of the old way 

of doing it where it was just about making money. That's what they [other businesses, Ed.] need to change, 

that sentence: "As long as I'm making money, I'm happy." It's a fundamental change in a business." (Vedel, 

48:50). 

 

Above findings clearly show that S&M are considering much more than its own good and that it has changed 

its business model with the main purpose of aiding the sustainable development of the society which in turn 

has led to a new value proposition. This confirms the assumption that S&M is a proactive organisation.  
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challenges from undergoing sustainable 

development 
 

Challenge: suppliers 
 

For both fashion brands, the beginning has been the hardest, although for different reasons. As mentioned, 

S&M started their journey by creating the sub-brand, BEA, which eventually failed. However, the difference 

between the processes of founding BEA and incorporating sustainability in all of S&M makes up for an 

interesting finding: "We agreed on founding a sub-brand which we could manage and control and with few 

stakeholders. In that, we could easier get to where we wanted. When we began this thought, it was pretty 

quickly turning into a '100%-thought'. That's how I am private. When I make a decision, I go after it 100%. It 

has to be 100% sustainable and wholly transparent and nice and pretty" (Vedel, 1:30). Kim's wish to go after 

the BEA project with a '100%-mind' was possible due to the low number of stakeholders. However, the story 

was completely different when the main brand had to undergo a sustainable development of S&M. When asked 

to reflect over the different processes that other sustainable brands underwent at the same time, Kim explained:  

 

"Some brands did it [sustainable development, Ed.] but they were way simpler than us. It was just a simple t-

shirt or so (…) I knew that, but I couldn't compare us to that. However, the case is the same. But the way we 

would execute it would be very different because we have much more suppliers and much more fabrics and 

much more complex set-up. If we had only had one supplier as we did with the BEA project, it had been much 

easier since it would have been just that one supplier that we had to communicate with. But now there are way 

more." (Vedel, 6:06).  

 

Later in the interview when asked to reflect on the barriers fashion brands might meet when choosing to 

undergo a sustainable development, he said: "The number of actions that we have to take is so high that it 

might seem immense and hard." (Vedel, 42:15). The two quotes indicate that the beginning was hard due to 

the necessary changes of the many suppliers and retailers with whom the main brand had already interacted 

and collaborated up until then. 

For Skall, the beginning was not easy either, as they wanted to incorporate sustainability in the 

whole business model from day one: "When we started, we were like: ›Okay, if we have to do this, then we 

need to be sustainable‹. There are so many players in the market that if we are to have a raison d'être with 

what we love doing, we have to differentiate us, and that is a big obstacle for us." (Skall, 4:00). Skall perceived 

sustainability as an obstacle because they were limited in their choices of suppliers (Skall). This was partly 

due to the time which Skall was founded in. In 2013, sustainable fashion was still new to most suppliers which 
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caused the number of available sustainable materials to be low (Skall). Marie explained: "We had an excellent 

network of suppliers, but there were almost none who were sustainable or organic back then. Or, there were 

some, but then the minimum buy would be extremely high if it was even possible (Skall, 4:20) and continued: 

"No-one carried sustainable materials back then, and no suppliers were the same as they are today" (Skall, 

5:27). The quotes indicate that it was hard to start a sustainable fashion brand in 2013 as the possibilities were 

few, whereas it might be much easier today. Marie explained: "(…) it was also whether you were able to find 

a supplier who had a button made from recycled plastic (…) And I have to say it is easier today than it was six 

years ago. Then, it was a whole other situation. So it should be easier to transition today(…)". This points to 

that the challenge of limitations in sustainable materials might not be present for those who want to start a born 

sustainable fashion brand today, and thus is time-limited. 

  

 

Challenge: the creative compromise 
 

As mentioned in earlier sections, the challenge from compromising aesthetics in the design due to the 

substitution of conventional with sustainable materials, was repeatedly mentioned in the preliminary 

interviews. As could be assumed, S&M were limited by this change as well, and when asked about the change 

to sustainability, Kim said: “(…) it will limit us, but it will also provide us with opportunities. There are product 

categories that we cannot touch anymore, and our design look will become calmer than earlier" (Vedel, 16:30) 

He continued:  

 

"(…) and we might have to, product-wise, take existing materials as a starting point. That was something we 

were very protective of before. We didn't want to use a [print made by a supplier which all brands can buy, 

Ed.] because then we knew that others had made it and there was no pride in that. We found pride in making 

everything ourselves. But because it is sustainable to use something that is already there then we have to use 

it (…) Before, it was an advantage that we did it ourselves and that it was unique, but we had to put that into 

the grave." (Vedel, 19:20).  

 

This indicates that S&M had to compromise on its design and DNA in order to become sustainable. The design 

process has changed: "As we take something else (…), that is, the fabrics which are already here, as a starting 

point, it is kind of like if we got a task:  ›Here are twenty things, make something from that‹ instead of having 

a task called ›Find twenty things and make something from that‹. So, it's really another process and design 

task than if you had all possibilities at hand" (Vedel, 22:20). This firmly indicates that there has been imposed 

constraints on the process of the designer. According to the notion of Schaltegger et al. (2012), the designer 
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should feel demotivated from these constraints, and when I asked Kim if it had been challenging to unify the 

two style DNAs, that is, sustainability and their existing design, he answered: "Yes. But not for me. 'Cause I 

don't make the product. But for Signe, who is the designer, it has been a realisation that she had to move for 

the cause. Responsibility causes that there are some things we can't do anymore and some opportunities that 

we have to close (…) As a product developer, you want all opportunities to be in the game. As a starting point. 

And there really isn't here." (Vedel, 20:49). That is, the constraints on the process have been challenging for 

the designer.  

The design is fundamental to Skall too, and while reflecting over what is most important in their 

future development, Marie said: "To us, it is the design which is the most important because otherwise there 

is no raison d'être. It depends on whether you create good clothes with a design that lasts; otherwise, it's 

completely pointless." (Skall, 19:05). When I asked Marie whether there was a clash between the design and 

the need to be sustainable, she answered:  

 

"Well, there can be, but then it is with the materials. If we can't get hold of fabric in organic cotton that we 

like, then we have to reject it. And that's how it is. Many say: ›Screw that, because this fabric is amazing, we 

need to use that‹. We are just… It's important to us that it's sustainable. It's kind of like our foundation so we 

can't change that. We are not going to choose other materials which are not sustainable just because we like 

it. Then we might as well start all over again. So yes, we compromise a lot on the materials and the design." 

(Skall, 22:43).  

 

That is, Skall compromises its design because sustainability is their foundation. Without that, there would be 

no clothes (Skall). When I then put a scenario in front of Marie in which she found a beautiful fabric which 

she would love to use but it was not sustainable, she answered: "Yeah, we still [experience that, Ed.], but then 

we just don't use it. There always have to be a raison d'être. I don't want to start something where we don't 

100% feel that everything is as it should be, 'cause then we actually just don't do it." (Skall, 25:35). That is, 

for Skall, there is no discussion on whether the clothes should be made or not if the fabric is not sustainable. 

That complies with the answer she gave me when I asked if they ever felt limited in their design: "No, we don't 

feel that anymore. We did in the beginning because the selection was small, but today we kind of have our 

foundation set. We are not going to do something in polyester.  Our materials are natural. I know some other 

brands like Designers' Remix feel more that they are compromising some things. They don't do everything in 

linen and organic cotton as we do." (Skall 24:15). This indicates that Skall does not feel limited anymore 

because of their design foundation, which does not include unsustainable materials. Skall is not feeling 

constrained if they, for example, see a beautiful, blue unsustainable material, because they did not have that 

opportunity in the beginning. Thus, when I asked Marie if she felt that anything constrained them, she 

answered: "Not at all" (Skall, 29:00) and later explained:  
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"We can almost not get enough. There are so many beautiful materials. We can’t sort out any of the amazing 

materials we can choose from, which is sustainable today. And now we have found wool in Italy, which is 

recycled, and we have not been able to get it before now. We didn't have that choice in the beginning. So, it 

has taken some time, and we have intentionally not made coats before because we couldn't get a hold of it. So, 

in that way, we have been limited, yes, and we have been challenged. But then we just thought: It will come at 

some point." (Skall, 50:41).  

  

That is, in the beginning, Skall felt limited and challenged in the beginning as they might have wanted to make 

a wool coat but were not able to get the fabric they wanted. However, now, Skall felt less constrained than 

ever. S&M, on the other hand, felt constrained in the design process due to the limited amount of sustainable 

materials compared to their unlimited number of available materials before. 

  

 

Challenge: style DNA 
 

The above challenge of the creative compromise complies with the challenge of the style DNA. For Skall, 

there has been no need to change the style DNA. In the beginning, the limitation of available sustainable 

materials comprised Skall’s design foundation. When asked if they ever feel constrained by not being limitless, 

Marie answered: "No, because, I think… Our design aesthetics is sustainable in its DNA. For example, the 

wool we use. We don't compromise, because most of the material we use is organic cotton (…) And that is 

what we do (…) I don't feel limited since we are not feeling a desire to make a fur coat or a pair of leather 

trousers (…) Our aesthetics and our foundation is so strong and fixed that we are not doing something else." 

(26:18, Skall). Skall's aesthetics, design, look and feel is closely connected to the sustainable materials which 

they have used from day one because the style DNA was shaped from that in the beginning. 

However, in addition to feeling constrained in the actual design process, S&M also found it 

challenging to alter the DNA which they had earlier embraced: "We started as a fashion brand with a specific 

design DNA, but now we are changing, and this transition will probably affect our DNA.” (Vedel, 16:20). It 

was challenging to change the style DNA entirely from the beginning of the sustainable development:  

 

"We still maintain part of our DNA (…) because we still need our customers to know who S&M 

was and who it is now. If the change is too big, it will become hard to sell products because our customers 

know who we are and expect something from us. We cannot just go all extreme and just do white t-shirts ‘cause 
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we are not known for white T-shirts. So, we need a bridge-over. We need to maintain some of the design DNA 

people are used to, but there is also something we need to dismiss" (Vedel, 18:13).  

 

This quote implies that it takes time to change the style DNA of a born conventional brand if the customers 

are to follow the development and the brand identity is to be kept. It seemed impossible to embrace 

sustainability in all parts of the business model from day one for S&M. Kim explained how changing the 

design made the pace even slower:  

 

"'Cause if we follow trends as we did before, that would contravene everything that is sustainable. It is two 

opposites. You can't. We can't become slaves of the time and assist in bringing new trends on the market. We 

can't do that anymore; we have stopped doing that. We have to be slower and more considerate in the way we 

do things. And that limits us because it causes our speed to decrease. It automatically will. Because our go-

to-market time - that is, the time we have from we start designing to the time we go to the market - it is slowed 

down. So we can't do that anymore." (Vedel, 17:00).  

 

That is, style DNA only constituted a challenge for S&M, as Skall founded its style DNA in the material 

limitation. 

 

Challenge: consumers 
 

As Kim mentioned, the style DNA could not change to radically as the brand might then lose its customers. A 

born conventional brand already has a set customer base, so when changing the style DNA and value 

proposition of the brand, a challenge might exist in getting the customers to follow (Vedel). If the customers 

are not aware of the changes, then it might be hard for the brand to make them follow the development and the 

brand might thence lose its customers. This has been a challenge for S&M: "We are not known as a sustainable 

brand. Definitely not. We are becoming so. But that's a challenge for our brand." (Vedel, 50:15). One reason 

why it has been so hard to move the customers towards the sustainable development of the brand is due to 

nature of the concept of sustainability: "There's a challenge in the complexity in communicating sustainability" 

(Vedel, 1:02:12). This is a significant difference in the born conventional and the born sustainable fashion 

brand; the need to communicate sustainability. Marie explains: "To us, sustainability is a matter of course. 

There was a period where we didn't even market on sustainability (…)" (Skall, 20:30). That is, for S&M, it 

was challenging to make the customers follow the development and the brand might thus lose its customers. 
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However, for Skall, this was never a challenge, because its customer base has agreed on the sustainable 

discourse from day one. 

 

 

Challenge: lack of volume 
 

As with most other fashion brands, Skall was founded as a small-sized organisation with a small volume. Skall 

was challenged from this for multiple reasons. First, the lack of finances, in the beginning, forced the brand to 

make unsustainable choices in other areas than materials:  

 

"I would say it was hard in the beginning, and it was hard because you want to do everything a 100% - 

everything from the paper you buy to the tape to the packaging to how you are shipping the buttons you are 

using. Everything. But you can't start with that. It is one big elephant which you have to disassemble, and you 

can't just… I also think that's what large companies are struggling with today, and you have to respect that it 

will take time and that you can't be 100%, 'cause merely that fact that we produce clothes is not very 

sustainable." (Skall, 12:30).  

 

This indicates that even though Skall wanted to do everything fully, they were not able to, at least in the 

beginning due to finances (Skall). That is, the lack of finances additionally caused a languid pace: "Julie and 

I went many years without making any money. And the money we made went into the company, so it was really 

a slow start. But that has really benefitted us now, because we are solid and the foundation has really been 

laid, and there is not much that can overthrow us" (Skall, 8:00). 

However, not only the finances were affected by the lack of volume. When I asked Marie, what 

was challenging in their beginning, she said:  

 

"The issue with the materials. And then also for example… Let's say we got 100 pieces shipped 

home back then. That's nothing. Therefore, we had to fly it home. You can't ship it by sea, which is the 

sustainable way to do it. But today, we can; our styles are shipped by sea because we have the volume, and 

that's a more sustainable way. So that's something that really annoyed us, that we couldn't do. We couldn't be 

sustainable all the way. There were some things which you couldn't do as a small company which was just 

founded." (Skall, 12:00).  

 

It was challenging for Skall to not be able to embrace sustainability as much as they wanted to 

because of its lack of volume. Therefore, it had to make the unsustainable choice of, among other issues, 
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transportation before growing enough volume to be able to make the sustainable choice. Marie further 

expressed this point, when asked about the differences between a born sustainable and a born conventional 

fashion brand:  

 

"Even though we have been sustainable from the beginning, it isn't tantamount to it being easy for us. And our 

success might have been even faster if we hadn't chosen to decide this from the beginning, because then we 

could use all materials and faster had included some things. So even though people say that it is hard to convert 

a large company, well it is, and it might cost them, and it might take time, but it did for us too in the beginning" 

(Skall, 4:50).  

 

With that quote, Skall sheds light on the similarities across the challenges for a born sustainable and born 

conventional company; the slow pace. The challenges from a lack of volume was not mentioned by S&M, 

which complies with their volume being larger since the sustainable development for S&M was not initiated 

until the brand had been established for many years. 

 

 

Organisational habits 
 

Skall mentioned earlier that large companies might have ‘a big elephant to disassemble’. This complies with 

what we have seen so far. Those categories above which S&M is challenged in are mainly due to organisational 

habits of suppliers, processes, consumers and a style DNA which the company has worked with for several 

years – altogether, its history. Marie explains: "I also think, for those who are bigger… It's tough because if 

you have a good deal and have had your suppliers for many years, then it must be hard to change that. To say, 

now I want something else or another supplier because then it will cost you and then you won't get that good 

deal or the prices which you have driven down because you have had a collaboration with them for ten years." 

(Skall, 15:15). With this, Marie outlines a big difference between the born sustainable and -conventional 

fashion brand. The born sustainable has no prior deals or relationships with suppliers that it has to change. 

Even though Marie reflects over the difference of large conventional born fashion brands and small born 

sustainable, the challenge of organisational habits is indeed present in small born conventional fashion brands 

as well: "We found pretty quickly that this was a hard process to start. We are used to our habits, and with a 

company, it's not just shifting from a bad light bulb to a good one like in your personal life" (Vedel, 1:22). 

When Kim compared the process of founding the born sustainable sub-brand BEA with initiating the 

sustainable development of S&M, he said: "We had to start it another way because we were not able to begin 

100%, as we could with the other project [BEA, Ed.] because this was a process. We had, however, become 
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wiser on the way to do it. You couldn't do it 100%. We had to do it one step at a time. One step at a time and 

develop and recognise our flaws. It was a whole other process that we had to go through with S&M." (Vedel, 

4:50). This quote indicates that S&M had to look into their former flaws and change them in order to become 

sustainable. In line with this, later in the interview, when Kim was asked to reflect over why the development 

can be so challenging to go through, he mentioned: "And then you have your habits and stuff like that, and it 

is hard. On Tuesdays, you say you won't drink on Fridays, and then you drink on Fridays anyway. That's how 

man is, and that is also how we are when undergoing such a transition as this. But small steps are good." 

(Vedel, 32:20). With these quotes, Kim complies with the idea of organisational habits and how challenging 

they are to overcome. When asked if there is a difference between being a born sustainable or conventional 

fashion brand in sustainable development and whether it is harder, Marie further explains:  

  

“It definitely is. It's a giant tidying-up and the partnerships you have made that you have to tell goodbye if 

they can't meet your wishes for what you want now. Then you have to find some new ones, and when you have 

found these, then what are their prices? 'Cause if you have had a supplier for many years, then you with 

certainty have some great prices, so that's something that you'll have to build up again. That's when you see 

the prices of the clothes increasing (…) Because there is more that needs to be tidied up, whereas, in our case, 

there has been a lot that has just been a matter of course from the beginning. We didn't have big collections, 

but then it has grown in the past years as we grew. (...) So it definitely is easier if you are born sustainable 

than if you are a large company who have to restructure. I would definitely say so, no doubt." (Skall, 15:30). 

  

This quote is critical in understanding the challenge of undergoing sustainable development as a born 

conventional fashion brand in opposition to a born sustainable fashion brand. For the conventional fashion 

brand, prices might increase due to the loss of deals with suppliers might force the production to be more 

expensive. Furthermore, the process is much more complex as the fashion brand needs to 'tidy up' their current 

business model. Marie even suggests that it is 'easier' to be a born sustainable brand than a born conventional 

(Skall).  

The organisational habits are even harder to possess as a brand undergoing a sustainable 

development since the world of sustainability is dynamic. When asked how long sustainability has been a 

significant player in the fashion industry, Kim reflects: "Well, it depends on how you define being sustainable 

as a fashion brand. Is it in the 2010-way that they are sustainable? Know-how and ways to do it has changed 

since 2010 (…) Some of the actions we are taking today will definitely not be there in two years. It is what we 

know today, and that's why we are doing it" (Vedel, 23:39). What is deemed sustainable will change 

continuously, which makes it hard for a brand to establish and maintain organisational habits. 

That is, the above challenges for S&M’s is caused by their organisational habits. Organisational 

habits do, however, not constitute a challenge for Skall because they do not have to be changed: "In respect to 
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sustainability, I don't think we face any challenges because we now have our foundation set. We have great 

suppliers who can help us.” (Skall, 19:37).  

 

 

perception of challenges 
 

Up until now, the findings have shown that S&M has been challenged, limited and constrained in much of 

their sustainable development. But why have those challenges not stopped S&M then? Some of the quotes 

indicated an answer: "If we cannot do this and do this well, this is not the industry for us. Because, been there, 

done that. It might sound crazy, but the next dress can't be invented, so there is not the same satisfaction in 

making that next dress. Unless it creates another value proposition for the customers that it does today." 

(Vedel, 8:10), and continues "It is for a good cause. So it's very satisfactory to be a part of developing this and 

change what you have done. I don't know where it will end, and it is also quite satisfying not to know, and 

there is no recipe (…) This thing with sustainability, it's very complex. We can really develop much, and that 

is super interesting. (…) It's kind of like turning the company upside down and thus you meet more interesting 

people, collaborations, opportunities, that we didn't have before. New people to talk to. That's always 

interesting." (Vedel, 9:55). These quotes indicate that even though the development is challenging, 

constraining and limiting to S&M, Kim still feels positive towards the development because it is for the greater 

good and because he - and the rest of the company - can develop. And with that development, there are many 

opportunities and new value. 

 

In conclusion, both S&M and Skall felt challenged with the feeling of not being able to be completely 

sustainable from day one and thereby acquiring a slow pace. For S&M, it was due to the big restructuring of a 

very complex set-up with many organisational habits: consumers, suppliers, style DNA and design process. 

For Skall, on the other hand, it was partly due to the time which the founding of the company happened in 

which caused the options for sustainable materials to be few. Today, this might not be as challenging for other 

born sustainable brands as it was for Skall in 2013. Therefore, the context which the challenge was present in 

is time-specific. In figure 1, all time-specific challenges are marked with a ‘*’.  

  Skall was additionally challenged due to its volume, since a company generally is founded as 

with a small volume, thus forcing them to make unsustainable choices of two reasons: their finances and the 

unsustainable choices forced upon them due to a lack of volume.  
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discussion  
 

 

 

 

Figure 2 – Comparison of challenges from sustainable development. All time-specific challenges are marked with 

a '*’. The red boxes illustrate the areas which the specific brand perceived challenging 

 

 

This section will start by briefly summarising the findings from the analysis. The most interesting findings will 

then be discussed and juxtaposed with theory. Then I will discuss whether the findings would have been 

different if organisations have been organized differently, and lastly, I will discuss suggestions for further 

research.  

  

 

why different types of fashion brands 

perceive sustainable development challenges 

differently 
 

From comparing the findings from the interviews, I found that S&M and Skall were differently challenged 

mainly across five categories: locating or change of suppliers, transferring consumers, the creative 

compromise, change of style DNA and the lack of volume, which collectively caused a slow pace of 

development. In the analysis of the design process, I found that the notion of the creative compromise was 

perceived differently across the born sustainable and born conventional fashion brand. S&M felt limited and 
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challenged in the process. The compilation of the theoretical notions of Amabile (1996) and Sagiv et al. (2009) 

suggested that intrinsic motivation might be lower when the constraints, which limit the number of core 

elements to the problem, are on the process. This might be the case of S&M since the limitation was perceived 

as negative by the designer. Sagiv et al. (2009) furthermore suggest that the level of creativity is higher when 

the number of core elements to the problem is limited. However, this research has not investigated the level of 

creativity of S&M's designs. I, therefore, suggest further research on whether the creativity of the designs has 

changed before and after the sustainable development.   

The theoretical notions of constraints are not relevant to Skall since the brand did not feel 

challenged in the limitation even though they have as many material possibilities as S&M. 

  

 
 

Figure 3 - Perception of limitations 

 

Above figure suggests an explanation to why the perception of the limited materials is different from S&M 

and Skall. Skall mentioned that they had few materials available in the beginning, but as time went by, an 

increasing amount of sustainable materials became available. For S&M, on the other hand, the selection of 

materials was unlimited as they were founded with no constraints. However, as they chose to develop 

sustainably, the selection decreased. Skall never found it challenging because they do not have any history of 

unsustainable materials, and thus did not feel limited. The triangles of figure 2 illustrate the perceptions of the 

limitation. Even though Skall and S&M at the time of the interviews had the same amount of materials, they 

had different paths arriving at the destination, which affected their perceptions of the limitation. S&M was 

dependent on its former paths. This is what theoretically is defined as 'path dependency' (Teece et al., 1997). 
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What organisation can do in the future is defined by where it currently is, and which paths lies in front of it 

(Ibid.). The current position is shaped by the paths which the organisation has travelled in the past (Ibid.). 

Thus, the notion of path dependency recognises that history matters and that an organisation's previous routines 

and history constrain its future path (Ibid.). 

Another possible explanation, why S&M felt limited, whereas Skall did not, concerns the style 

DNA. As teased in the section ‘The different types of fashion brands’ (p. 37-42), I can now elaborate further 

on why the style of the brand mattered when discussing challenges. In the analysis, I found that S&M's style 

was mainly trend-driven before the initiation of the development. However, as they developed, they found a 

need to distance the brand from trends. As a result, S&M's style changed due to the sustainable development, 

which was challenging because they risked the loss of customers and brand identity. For Skall, the style was a 

result of the limited materials available at the time of the founding. Because Skall only had the choice of 

organic cotton and linen in the beginning and did not want to dye the clothes, all of their styles became of 

natural colour and look. Thereby, the style DNA was founded from the limitations. This can also be discussed 

as a path on which Skall is now dependent.  

The pace of the sustainable development was slow for both of the fashion brands; however, 

from different reasons. For Skall, the pace was slow due to its lack of volume as well as to the available range 

of materials. The lack of volume, that is, the brand's number of clothing pieces, forced them to make the 

unsustainable choice of transportation. As described in the section 'Means for sustainable development ' (p. 

30-35), transportation was one of Else Skjold's (2020) five key means for sustainable development of a fashion 

brand. The lack of volume furthermore affected their finances due to the lack of supplier deals, which was 

already affected by the more expensive buying of sustainable materials.  

Thus, Skall experienced challenges in its sustainable development due to the organisation's lack 

of volume; a challenge which S&M did not encounter. Instead, S&M was challenged in areas which Skall was 

not. S&M had experienced challenges in its sustainable development due to its organisational habits, that is, 

its path dependency. S&M is dependent on the path which it has been travelling for many years both regarding 

the style DNA, the design process, suppliers, consumers and other stakeholders. Everything had to change and 

develop with S&M or become expelled in the process. That required adaptable consumers, challenging 

communication and possible loss of deals with suppliers, thus causing a languid pace. The challenges from the 

path dependency was not present with Skall since they were born with that which S&M is developing into. 

In conclusion, for the born sustainable organisation, the challenges derived from the lack of 

volume in the beginning. For the born conventional organisation, the challenges derived from their path 

dependency which they had to overcome. Thus, in order to be fully sustainable from day one, fashion brands 

are required to found the organisation with a sustainable business model in order to avoid path dependency, 

and a voluminous point of origin in order to achieve economy of scale. However, that is not the traditional way 

of founding a fashion brand, and such an organisation type would have to be examined as a concept.   
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Figure 4 - Reasons for challenges 

 

In order to examine such a concept, it can be fruitful to look into another innovative business model concept 

as an analogy: the born global organisation. The born global organisation is defined as "(…)business 

organisations that, from or near their founding, seek superior international business performance from the 

application of knowledge-based resources to the sale of outputs in multiple countries." (Knight & Cavusgil, 

2004, p. 124). That is, born global organisations are born as early adopters of internationalisation. Despite the 

economic and human resource insufficiency which an organisation usually is bound to near its founding, these 

born global organisations make use of knowledge, innovativeness and capacity to achieve business 

opportunities in foreign markets (Knight & Cavusgil, 2004):  

  

"The distinguishing feature of these firms is that their origins are international, as demonstrated by 

management's global focus and the commitment of specific resources to international activities. In contrast to 

the traditional pattern of firms that operate in the domestic market for many years and gradually evolve into 

international trade (…), these early adopters of internationalisation begin with a global view of their markets, 

and develop the capabilities needed to achieve their international goals at or near the firm's founding." (Ibid., 

p. 124-125).  

  

Even though such a concept is not directly equal to what this research needs, it can be used as an analogy. As 

mentioned, we need a business model with proactive sustainability and volume from or near the founding. 



DISCUSSION 

 - 64 - 

Employing the definition of the born global organisation, this research suggests the following definition of the 

born voluminous and sustainable organisation: "Business organisations that, from or near their founding, seek 

proactive sustainable business performance from the application of sustainable activities throughout every 

part of a voluminous business model". To describe the organisation, I have used the description of the born 

global organisation as a point of origin: 

  

"The distinguishing feature of these firms is that their origins are proactively sustainable, as demonstrated by 

management's focus on generating business output and growing economically through sustainability as well 

as the commitment of specific resources to ensure the greater good throughout the society. In contrast to the 

traditional pattern of firms that operate with sustainability origins or gradually evolve into a sustainable 

business model, these early adopters of sustainability begin with a voluminous view of their business activities 

and develop the capabilities needed to achieve their sustainable goals at or near the firm's founding." 

  

 
Figure 5 - The born voluminous and sustainable organisation 

  

If a fashion brand could be founded with such characteristics, it might be possible to avoid the challenges of 

path dependency which S&M encountered as well as the challenges of not being able to be sustainable in every 

desired part of the business model caused by lack of volume which Skall encountered. However, it is necessary 

to discuss the notion of volume critically. First, it is relevant to note that volume requires consumers if the 

volume is to be bought. Therefore, the company would have to be precise in their offering from day one - 

something that many fashion brands - and other creative businesses with symbolic goods - might perceive as 

impossible. The question thus stands: Is it at all possible to found a fashion brand with volume? If the fashion 
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brand is aware of and precise about its target group and understands what is specifically demanded, then it 

might be possible to supply volume. This points back to Else Skjold's (2020) notion of means for sustainable 

development (p. 30-35). She believed that the standard fashion brand might decrease its collections and be 

much more precise about its offering if it examines the actual customers who buy the clothes. One way to do 

so is through value co-creation - including the consumers in the design process, that is, before the production. 

This approach is followed by Closely, an underwear brand which has not yet begun its production, however, 

has begun testing the products with 2000 women across countries (Closely, 2020). This is done to find out 

whether the underwear fits as it should, accommodate wanted design, and so on (Ibid.). If the fashion brand 

succeeds in such endeavour and thus becomes very specific about its target group and its needs as well as 

acquire sufficient finances, the volume might be possible to sell.  

However, there is one other issue that we have to be critical of when discussing the possibility 

to found a sustainable fashion brand with volume. Can volume be sustainable? In the section 'Means for 

sustainable development’ (p. 30-35), we found that much focus is required in decreasing production and 

prolonging product life cycle. Then can it even be a sustainable act to design enough clothes to achieve 

network, supplier deals and sustainable transportation, that is acquiring volume? The answer to that might 

depend on which kind of volume the fashion brand creates. If the fashion brand is voluminous with a high 

number of styles, offered to a small target group with a high turnover (e.g. a high number of seasons) causing 

the clothes to have a short life cycle, and thus decreasing product value, then it can be perceived as 

unsustainable. Instead, as Else Skjold (2020) mentioned, fashion brands need to decrease the number of or 

even disregard season division in order to decrease production, prolong product life cycle and decrease waste 

dumping. In addition to the end of season division, sustainable transportation and precise consumer offerings, 

the brand should, thus, also use better materials and establish a repair service as described as the five key 

means for sustainable development in order to create long-lasting clothes (p. 30-35).  

 When the brand can offer long-lasting clothes, it should focus on increasing its market. Thus, 

the volume is with the number of customers, not with a frequent production of new designs. This research 

suggests two possible ways of generating such volume. First, the fashion brand can create a big, international 

market from or near the founding. Here, the notion of born global organisations defined and described above 

can be of value in order to achieve external economy of scale. Second, the brand can choose to collaborate 

with other fashion brands to acquire deals, sustainable transportation and other benefits collectively. This is in 

line with the notion of networking as a means to achieve external economy of scale. 

 In conclusion, in order to avoid the challenge of path dependency, and benefit from economy 

of scale, future fashion brands can be founded with a sustainable and voluminous business model. One way to 

do so is by creating long-lasting styles and sell these to a big market. This might be possible to acquire through 
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the notions of the born global organisation or through networking with other fashion brands in order to join 

forces as a means to acquire external economy of scale. 

  

 

 

 
 

alternative research and 

possible pitfalls  
 

The next paragraph will discuss whether the findings may have been different if fashion brands had been 

organised differently. As mentioned in the section ‘The different types of fashion brands’ (p. 37-42), both 

fashion brands are limited liability companies of small size with external suppliers. However, how might the 

findings have differed if these characteristics were different? If the fashion brands had a non-owner-managed 

ownership structure, would the challenges have been harder? It might be so. The analysis indicated that Kim 

and Marie both care about sustainability in their personal life as well as in their professional life. When Kim 

was asked how his overall feeling has been on the process, he was very positive and used words such as 

'satisfactory' and 'interesting' even though he and the company had been challenged in multiple ways in the 

process. This finding makes me consider whether there is an importance in the personality of the leader and 

the employees of the firm. If it was a board of directors that had asked a leader to implement a sustainable 

Figure 6 - Reasons for challenges from sustainable development 
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business model it might have been more challenging for the leader or the employees if they did not carry 

sustainability as an important part their identity and values.  

For S&M, the need to overcome its path dependency was pivotal in the quest of developing a 

conventional fashion brand into a sustainable. But how was it possible to overcome? One of the answers might 

also lie in the ownership structure. As we know, the designer, Signe, was struggling with the limited range of 

materials and the constrained design process. One of the reasons why it was possible to overcome the path 

dependency might be because Signe did not have the option of resigning as the brand would then cease to 

exist. Signe made the choice of sustainable development with Kim, which meant that she co-signed for the 

challenges that the development might entail. If Signe had not co-signed on the change or she was not an 

owner, and Kim had decided on the sustainable development himself, there might have been a risk of Signe 

resigning. This points how other owner-ship structures might affect the findings, in addition to it being 

important who makes the decision of sustainable development. The co-owners of both Skall and S&M are 

designers who would have been interesting to interview in order to explore their perception of the challenges; 

however, due to the situational circumstances, this was not possible. It is therefore recommended to conduct 

further research on the co-owning designers in order to investigate whether their perception is different. 

Another reason why it has been possible for S&M to overcome the challenges of breaking its 

path dependency might be due to the mere characteristic of the proactive organisation, described in the section 

‘The different types of fashion brands’ (p. 37-42); The proactive organisation takes into consideration more 

than its own good and changes its business model in order to aid the sustainable development of the society. 

As we found in the analysis, what kept Kim positive in the most challenging times was his belief that it was 

for "a good cause" (Vedel, 9:55) as Kim explained it. With the belief that the challenges - as hard as they have 

been for S&M - are necessary in order to make changes which in turn can aid the sustainable development of 

the society, it was manageable to overcome those challenges. This points to how the behaviour (proactive, 

accommodative, defensive) of the fashion brand might affect how well the brand can deal with the challenges 

of sustainable development, such as breaking path dependency.  

 

As mentioned, both Skall and S&M are small-sized companies. However, it is interesting to discuss whether 

the research would have generated other learnings if I had chosen large fashion brands instead. As mentioned 

in the methodology, I chose small fashion brands, as SMEs make up for 99% of all fashion brands in Denmark 

(Hansen, 2020). However, as found in the analysis, Marie Skall repeatedly mentioned the difference between 

large and small companies and pointed to large companies encountering a higher level of challenges. However, 

there is a discussion to be found in that statement. As found above, it is less challenging to encounter 

sustainable development if the organisation has volume. The challenge for S&M was not its size – that is, its 

revenue, its numbers of employees nor its volume -, but its complexity. It was the challenge of having to 

change its many suppliers and other stakeholders, such as the retailers, and move its many customers. Of 
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course, large companies often have more complex business models; however, it is possible to have several 

suppliers, stakeholders and customers as a small enterprise as we saw with S&M. That points to how higher 

complexity cause harder perception of challenges.  

 

Lastly, it also calls for discussion, how the research would have looked if the fashion brands had had 

completely other business models. As mentioned, both brands produce their clothes in foreign countries. 

However, would the research have looked different if the brands designed and produced the clothes itself? It 

might. Both brands felt challenged with their suppliers; S&M because they had to change suppliers, and Skall 

because it had to locate sustainable suppliers. If suppliers were not a part of the equation, then it might be less 

challenging to undergo sustainable development.  

 

In conclusion, this research might have discovered that the perception of challenges would have differed if the 

fashion brands were not owner-managed or if the case were of other organisational behaviours - the defensive 

and the accommodative. The perception of the challenges might also have differed according to the complexity 

of the organisation as well as if the brand had produced the clothes itself. 

 

 

further research  
 

This last paragraph will discuss suggestions for further research. As discussed in 'Methodology' (p. 4-20), 

S&M is a critical case which means that it might be possible to generalise on the organisation as a case. When 

using a critical case - going from conventional to a proactive sustainable business model - it is expected to find 

at least as many challenges in the sustainable development with other fashion brands, since S&M has 

undergone a high number of sustainable activities and changes. S&M was chosen by Simon Hansen because 

he believed it was the brand which was furthest ahead in the sustainable development. In the optimal universe, 

if Simon was omniscient, that might have been correct, and this research would be fully generalisable; 

however, there might exist brands who are born conventional and have implemented a higher number of 

sustainable activities which Simon does not know because they are not members of the trade association. If 

so, other challenges than this research has disclosed might appear. Therefore, it is suggested to conduct further 

research which increases the number of cases investigated, both the born conventional and the born sustainable, 

in order to determine if there exist other challenges from those S&M and Skall experienced. This can be 

conducted qualitatively with case interviews, or it can be through quantitative measures such as surveys. If this 

research had had a larger scope, I would have conducted a survey in collaboration with the trade organisation 

DMT in order to confirm which challenges exist as well as which challenges are most often experienced. These 

findings might support future counselling of fashion brands choosing to undergo a sustainable development. 
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The research's quality might benefit from a quantitative approach as the research would then draw on the 

notions of triangulation (Erzberger & Prein, 1997). The concept of triangulation is to view the research from 

other points of views in order to discover and compensate for flaws. One way of doing so is by using 

quantitative research in order to compensate for the disadvantages of qualitative research, described in 

'Methodology' (p. 4-20). 

As we saw in the section ‘The different types of fashion brands’ (p. 37-42), Skall and S&M 

were identical on many parts of the organisation. This was valuable when comparing the challenges of the two 

brands. However, it might have been valuable to interview multiple born conventional and born sustainable 

brands which differ on one or more variables in order to discover whether specific challenges are dependent 

on specific organisation parameters. A simple example could originate from what is assumed above; that a 

Danish, born conventional brand which designs and produces itself might not experience challenges with 

suppliers. It is therefore suggested to conduct further qualitative research organised in a matrix. 

 As mentioned earlier in this section, I additionally suggest the following areas of further 

research: 

 

1. …whether the level of creativity change of the designs before and after the initiation of the 

sustainable development. 

2. …the co-owning designers in order to investigate whether their perception is different from the 

interviewed business managers. 
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conclusion 
 

This thesis has aimed to answer the research question: how do challenges from undergoing a sustainable 

development differ across different types of fashion brand? The different types of fashion brands are challenged 

mainly across five categories: locating or change of suppliers, transferring consumers, the creative 

compromise, change of style DNA and the lack of volume, which collectively cause a slow pace of 

development. The born conventional fashion brand was challenged by overcoming its path dependency, 

whereas the born sustainable brand’s lack of volume caused an unreached, potential economy of scale, which 

forced the brand to make unsustainable choices near the time of the founding. 

 

In order to answer reach such a conclusion, the thesis undertook four parts:  

 

Part I: To understand what sustainable development implies and why it is relevant to pair fashion and 

sustainability 

 

In this part, the thesis revealed how the concept has evolved from the growth of economic capital without 

affecting the natural and social capital, to the growth or stagnation of economic capital without affecting the 

natural capital. The contemporary view on sustainability has evolved from recognizing economic, natural and 

social capital as equally important, to only recognizing the success of a corporation if it positively grows in at 

least two of the three bottom lines and thereby growing economically through sustainability. When pairing 

sustainability and fashion, I found that multiple stakeholders, including Copenhagen Fashion Week and the 

consumers, urge the fashion brands into sustainable development. I also found that fashion brands can benefit 

financially from sustainable development if the offering to the target group becomes more precise, and the 

amount of waste decreases. I, lastly, found that the fashion industry cannot be sustainable, rather less 

unsustainable as the focus is with reducing unsustainable activities and developing towards less unsustainable 

choices. 

 

Part II: To outline the accessible means for sustainable development of a fashion brand 

 

In this part, I found that all sustainability impacts are linked to the production of clothes. Therefore, both 

overproduction and life cycle of clothes are important to consider, and fashion brands should examine how to 

decrease overproduction and prolong the life cycle of their clothes. Furthermore, the fashion brand should 
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learn how to decrease pollution, GHG emissions, microplastics and water consumption in its current 

production and transportation through five key means of sustainable development: 

  

• Know your consumer and decrease collections 

• Stop season division 

• Use better materials 

• Move production closer or choose better means of transportation  

• Establish a repair service 

 

Part III: To understand how the born sustainable fashion brand and the born conventional fashion brand differ 

 

In this part, I found that there are three behaviours which affect the degree to which an organisation integrates 

sustainable activities in its business model; the proactive, the accommodative and the defensive. The born 

conventional brand was defined from the proactive brand’s behaviour, with which development is strong and 

continuous as the organisation redesigns its entire business model and integrates sustainability actions as a part 

of its core business logic. I further proposed a new type of organisation, the born sustainable organisation, 

which differ from the proactive organisation in its acquisition of its business model, since the organisation has 

been founded with such business model instead of redesign it. 

 

Part IV: To understand the specific challenges, the different types of fashion brand experiences when 

undergoing a sustainable development 

 

In this part, case interviews with STORM & MARIE and Skall Studio disclosed that the two brands were 

differently challenged mainly across five categories: locating or change of suppliers, transferring consumers, 

change of style DNA, the creative compromise and the lack of volume, which collectively caused a slow pace 

of development. The challenges for Skall were mainly caused by being born with a small volume as well as 

the time in which it was founded. The challenges for S&M, on the other hand, arose from its path dependency. 

I found that S&M was challenged in changing its former suppliers, whereas Skall was 

challenged in locating sustainable suppliers near its founding in 2013. Regarding consumers, it was challenging 

for S&M to make the old customers follow the development causing the brand to possibly lose its customers, 

whereas Skall’s customers had bought into the sustainable discourse from day one. Furthermore, S&M was 

challenged in changing its style DNA because it might cause loss of customers or brand identity, whereas Skall 

was not challenged since the style DNA was founded in the brand’s material limitations. This caused Skall to 

create the style DNA from what was accessible at the time, thereby generating a path dependency which in 
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turn became a positive dependency for Skall as the number of accessible materials only increased in the 

following years. 

The notion of the creative compromise was perceived differently across the born sustainable 

and born conventional fashion brand. S&M felt limited and constrained, whereas Skall did not even though 

both brands eventually had the same amount of available materials. It was suggested that S&M’s perception 

of the creative compromise was negative was due to the limited number of core elements to the problem being 

on the process, causing the designer’s intrinsic motivation to decrease. The research further suggested that the 

difference in the perception of limitations was due to each of the brands’ history of available materials. Since 

Skall was founded with few available sustainable materials, the brand felt less limited every time they 

discovered a new sustainable material. S&M, on the other hand, were founded without limitations which then 

were limited as a result of their sustainable development. This caused the brand to create the style DNA from 

what was accessible, thereby generating a path dependency which in turn became a positive dependency for 

Skall as the number of accessible materials only increased in the following years. 

Lastly, due to Skall’s lack of volume, they were not able to embrace sustainability as much as 

they wanted to. Therefore, they had to make unsustainable choices of, among other issues, transportation before 

growing enough volume to be able to make sustainable choices. This was not a challenge that S&M mentioned, 

which complies with their volume being larger since the sustainable development for S&M was not initiated 

until the brand had been established for many years. 

The thesis thus suggested that in order to avoid the challenge of path dependency and benefit from economy 

of scale, future fashion brands can be founded with a sustainable and voluminous business model. The born 

voluminous and sustainable organisation was defined as: "Business organisations that, from or near their 

founding, seek proactive sustainable business performance from the application of sustainable activities 

throughout every part of a voluminous business model.” One way to achieve so, is through creating long-

lasting styles through the five means of sustainable development and sell these to a big market. Such a market 

might be possible to acquire through the notions of the born global organisation or through networking with 

other fashion brands in order to join forces as a means to acquire external economy of scale.  

 

Based on findings from the case interviews, practitioners consulting fashion brand in sustainable development 

should be aware of which type of organisation (s)he is working with as the perception of challenges might 

differ according to whether the brand is proactive, accommodative or defensive as well as if the brand is born 

conventional or sustainable. The practitioner should focus on consulting in mainly six areas: locating or change 

of suppliers, transferring consumers, the creative compromise, change of style DNA and economy of scale as 

well as in expectations of pace. Furthermore, consultants should consider advising new or future fashion brands 

to found according to the notion of the born voluminous and sustainable organisation. Through such 

consulting, I hope that practitioners can eventually generate solutions which thence can be adopted by different 
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types of fashion brands through proper consulting, aiding the fashion industry in developing towards a less 

damaging and carbon-emitting path. 



 

 

 - 74 - 

bibliography 
 

Amabile, T. M. (1985). Motivation and Creativity: Effects of Motivational Orientation on Creative 

Writers. Journal of Personality and Social Psychology Vol. 48, No. 2., p. 393-399. 

 

Amabile, T. M. (1993). Motivational Synergy: Toward New Conceptualizations of Intrinsic and 

Extrinsic Motivation in the Workplace. Human Resource Management Review, Copyright 0 

1993 Volume 3, Number 3, p. 185-201. 

 

Amabile, T. M. (1996). Creativity in context - Update to The Social Psychology of Creativity. 

Boulder: Westview Press. p. 1-317. 

 

Amabile, T. M. (April 2001). Beyond Talent: John Irving and the Passionate Craft of Creativity. 

American Psychologist Vol. 56, No. 4, p. 333-336. 

 

Barkemeyer, R., Figge, F., Hoepner, A., Holt, D., Kraak, J. M., & Yu, P.-S. (2017). Media coverage of 

climate change: An international comparison. Environment and Planning C: Politics and Space, 

35(6), 1029–1054. https://doi.org/10.1177/0263774x16680818 

Bitsch Olsen, P., & Pedersen, K. (2008). Problem-oriented project work: A workbook. 

Frederiksberg: Roskilde University Press. 

 

Boggon, C. (2020, March 9). How polluting is the fashion industry? Retrieved 15 May 2020, from 

https://www.ekoenergy.org/how-polluting-is-the-fashion-industry/ 

Cambridge Dictionary. (2020, May 6). Challenge definition. Retrieved 15 May 2020, from 

https://dictionary.cambridge.org/dictionary/english/challenge 

Chua, J. M. (2019, July 30). Fast-Fashion Guilt Changing Shopping Habits, Survey Says. Retrieved 15 May 

2020, from https://sourcingjournal.com/topics/sustainability/patatam-survey-secondhand-162199/ 

Closely. (2020, May 15). Testpilot Questionare. Retrieved 15 May 2020, from https://closely-

official.com/testpilot-questionare.html 



BIBLIOGRAPHY 

 - 75 - 

Copenhagen Fashion Week. (2020). Reinventing Copenhagen Fashion Week. Retrieved from 

https://copenhagenfashionweek.com/wp-content/uploads/2020/01/CPHFW-SUSTAINABILITY-

ACTION-PLAN-2020-2022.pdf 

Crotty, M. (1998). The Foundations of Social Research: Meaning and Perspective in the Research Process.  

London: SAGE Publications Inc. 

 

Dansk Mode & Textil. (2020, May 15). Om os. Retrieved 15 May 2020, from https://www.dmogt.dk/om-os 

 

Davis, J. (2019, July 29). Shoppers admit to feeling guilty for buying fast fashion. Retrieved 15 May 2020, 

from https://www.harpersbazaar.com/uk/fashion/fashion-news/a28535078/shoppers-admit-feeling-

guilty-buying-fast-fashion/ 

 

DR. (2020, February 6). Go’ Morgen P3 | Torsdag 6. feb. 2020 | DR Radio. Retrieved 15 May 2020, from 

https://www.dr.dk/radio/p3/gomorgenp3/go-morgen-p3-2020-02-06 

 

Dyllick, T., & Hockerts, K. (2002). Beyond the business case for corporate sustainability. Business Strategy 

and the Environment, 11(2), 130–141. https://doi.org/10.1002/bse.323 

 

Elkington, J. (1997). The Triple Bottom Line. In Cannibals with forks (pp. 69–96). Retrieved from 

https://epdf.pub/cannibals-with-forks-the-triple-bottom-line-of-21st-century-business.html 

 

Elkington, J. (2004). Enter the Triple Bottom Line. In J. Richardson & A. Henriques (Eds.), The Triple 

Bottom Line: Does It All Add Up (1st ed., pp. 17–25). Retrieved from 

https://books.google.dk/books/about/The_Triple_Bottom_Line.html?id=JIiHcXcLSHAC&redir_esc

=y 



BIBLIOGRAPHY 

 - 76 - 

Elkington, J. (2018, September 13). 25 Years Ago I Coined the Phrase “Triple Bottom Line.” Here’s Why 

It’s Time to Rethink It. Retrieved 15 May 2020, from https://hbr.org/2018/06/25-years-ago-i-coined-

the-phrase-triple-bottom-line-heres-why-im-giving-up-on-it 

 

Erzberger, C., & Prein, G. (1997). Triangulation: Validity and empirically-based hypothesis 

construction. I C. Erzberger, & G. Prein, Quality and Quantity (p. 141-154). Bremen: 

Special Research Centre 186, Volume 31, Issue 2. 

 

Fletcher, K., & Tham, M. (2016). Routledge Handbook of Sustainability and Fashion (1st ed.). Retrieved 

from 

https://www.researchgate.net/publication/312190252_The_Handbook_of_Sustainability_and_Fashio

n 

 

Fluglaerm. (2020, May 15). Klimakiller Flugverkehr - zur Umweltrelevanz des Flughafens Hamburg - Eine 

Information der Notgemeinschaft der Flughafenanlieger Hamburg. Retrieved 15 May 2020, from 

https://www.fluglaerm.de/hamburg/klima.htm 

 

Flyvbjerg, B. (2006). Five Misunderstandings About Case-Study Research. Qualitative Inquiry, 12(2), 219–

245. https://doi.org/10.1177/1077800405284363 

 

Google. (2020, May 15). Google Trends; Sustainable Fashion. Retrieved 15 May 2020, from Barkemeyer, 

R., Figge, F., Hoepner, A., Holt, D., Kraak, J. M., & Yu, P.-S. (2017). Media coverage of climate 

change: An international comparison. Environment and Planning C: Politics and Space, 35(6), 1029–

1054. https://doi.org/10.1177/0263774x16680818 

 

Hansen, S. (2019, May 19). Esprit-CEO angriber kolossal opgave med simpel strategi. Retrieved 15 May 

2020, from https://www.dmogt.dk/branchenyt/esprit-ceo-angriber-kolossal-opgave-med-simpel-

strategi 



BIBLIOGRAPHY 

 - 77 - 

Henriques, A. (2004). CSR, Sustainability and the Triple Bottom Line. In J. Richardson & A. Henriques 

(Eds.), The Triple Bottom Line: Does It All Add Up (1st ed., pp. 26–33). Retrieved from 

https://books.google.dk/books?id=JIiHcXcLSHAC&pg=PR1&hl=da&source=gbs_selected_pages&

cad=3#v=onepage&q&f=false 

 

Hepburn, C., & Bowen, A. (2015). Prosperity with growth: economic growth, climate change and 

environmental limits. In R. Fouquet (Ed.), Handbook on Energy and Climate Change (Reprint ed., 

pp. 617–638). https://doi.org/10.4337/9780857933690.00041 

 

 

Herzberg, F. (September-October 1987). One more time: How Do You Motivate Your Employees? 

Harvard Business Review, p. 2-16. 

 

Holstein, J. A., & Gubrium, J. F. (2002). Active Interviewing. In D. Weinberg (Ed.), Qualitative Research 

Methods (pp. 112–126). Retrieved from 

https://books.google.dk/books/about/Qualitative_Research_Methods.html?id=f38BOLeWuWoC&re

dir_esc=y 

 

Hook, L. (2019, December 29). Year in a word: Flygskam. Retrieved 15 May 2020, from 

https://www.ft.com/content/5c635430-1dbc-11ea-97df-cc63de1d73f4 

 

Howell, S. (2018, November 16). How much of the world’s clothing is made from cotton? Retrieved 15 May 

2020, from https://oureverydaylife.com/how-much-of-the-worlds-clothing-is-made-from-cotton-

9749638.html 

 

Jones, C., Lorenzen, M., Sapsed, J., Jones, C., Lorenzen, M., & Sapsed, J. (2015). Oxford handbook 

of Creative Industries. Oxford: Oxford University Press. p. 1-574. 

 

 



BIBLIOGRAPHY 

 - 78 - 

Justesen, L., & Mik-Meyer, N. (2010). Kvalitative metoder i organisations- og ledelsesstudier. Bern, 

Switzerland: Hans Huber. 

 

Keldsen, T. (2020, January 16). Europæerne om mode og etik. Retrieved 15 May 2020, from 

https://yougov.dk/news/2020/01/16/europaeerne-om-mode-og-etik/ 

 

Khaire, M. (2017). Culture and Commerce: The Value of Entrepreneurship in Creative Industries (1st ed.). 

Retrieved from 

https://books.google.dk/books/about/Culture_and_Commerce.html?id=2UUkDwAAQBAJ&redir_es

c=y 

 

Knight, G. A., & Cavusgil, S. T. (2004). Innovation, organizational capabilities, and the born-global firm. 

Journal of International Business Studies, 35(2), 124–141. 

https://doi.org/10.1057/palgrave.jibs.8400071 

 

Korstjens, I., & Moser, A. (2017). Series: Practical guidance to qualitative research. Part 4: Trustworthiness 

and publishing. European Journal of General Practice, 24(1), 120–124. 

https://doi.org/10.1080/13814788.2017.1375092 

 

Kvale, S. (1997). InterViews: An Introduction to Qualitative Research Interviewing. Retrieved from 

https://books.google.dk/books?id=tJPZAAAAMAAJ&q=interviews+an+introduction+to+qualitative

+research+interviewing&dq=interviews+an+introduction+to+qualitative+research+interviewing&hl

=da&sa=X&ved=0ahUKEwjC49qb46zpAhXLwqYKHSA0AgoQ6AEINDAB 

 

Lincoln, Y. S., & Guba, E. (1985). Naturalistic Inquiry (1st ed.). Retrieved from 

https://books.google.dk/books?id=2oA9aWlNeooC&pg=PA3&hl=da&source=gbs_selected_pages&

cad=3#v=onepage&q&f=false 



BIBLIOGRAPHY 

 - 79 - 

 

Lozano, R. (2008). Envisioning sustainability three-dimensionally. Journal of Cleaner Production, 16(17), 

1838–1846. https://doi.org/10.1016/j.jclepro.2008.02.008 

 

Made-By Environmental Benchmark for Fibres. (2018, December 16). Retrieved 15 May 2020, from 

https://goodonyou.eco/made-by-environmental-benchmark-for-fibres/ 

 

Mejeriforeningen. (2018). Danskernes Holdning Til Bæredygtighed. Retrieved from 

https://mejeri.dk/~/media/mejeri-dk/nyheder/2018/december/danskernes-holdning-til-

b%C3%A6redygtighed.pdf?la=da 

 

Miles, M. B., Huberman, M. A., & Saldaña, J. (2001). Fundamentals of Qualitative Data Analysis. In 

Qualitative Data Analysis: A Methods Sourcebook (3rd ed., pp. 69–88). Thousand , Oakes: SAGE 

Publications, Inc. 

 

Miljøstyrelsen. (2014, November 25). 1.400 liter vand til produktion af én t-shirt. Retrieved 15 May 2020, 

from https://mst.dk/service/nyheder/nyhedsarkiv/2014/nov/1400-liter-vand-til-produktion-af-

%C3%A9n-t-shirt/ 

 

Mitchell, M. (2019, August 14). Else Skjold skal øge KADKs indsats for bæredygtighed i nyt lektorat. 

Retrieved 15 May 2020, from https://fashionforum.dk/2019/08/15/else-skjold-skal-oege-kadks-

indsats-for-baeredygtighed-i-nyt-lektorat/ 

 

Norman, W., & Macdonald, C. (2004). Getting to the Bottom of ‘Triple Bottom Line’. Business Ethics 

Quarterly, 243–262. Retrieved from 

https://www.researchgate.net/publication/261827139_Getting_to_the_Bottom_of_Triple_Bottom_Li

ne 



BIBLIOGRAPHY 

 - 80 - 

 

Osterloh, M., & Frey, B. S. (September-October 2000). Motivation, Knowledge Transfer, and 

Organisational Forms. Organisation Science, Vol. 11, p. 538-550. 

 

 

Pandey, K. (2018, July 19). Fashion industry may use quarter of world’s carbon budget by 2050. Retrieved 

15 May 2020, from https://www.downtoearth.org.in/news/environment/fashion-industry-may-use-

quarter-of-world-s-carbon-budget-by-2050-61183 

 

Porter, M. E., & Kramer, M. R. (2011). Creating Shared Value. Harward Business Review, 62–78. Retrieved 

from https://hbr.org/2011/01/the-big-idea-creating-shared-value 

 

Proff. (2020, May 15). Storm & Marie ApS - København N - Se Regnskaber, Roller og mere. Retrieved 15 

May 2020, from https://www.proff.dk/firma/storm-marie-aps/k%C3%B8benhavn-

n/bekl%C3%A6dning-agentur-og-engros/GT9QU9I0CVH/ 

 

RenSti. (2020, May 11). RenSti - Udregn og kompensér for din CO2-udledning. Retrieved 15 May 2020, 

from https://rensti.dk/ 

 

Revolver. (2020, May 15). Revolver | Copenhagen International Fashion Trade Show. Retrieved 15 May 

2020, from https://revolver.dk/ 

 

Riis, O. (2004). Sociologiske Metoder i Praksis. Retrieved from 

https://www.sociologi.aau.dk/digitalAssets/210/210644_arbpapir-19.pdf 

 



BIBLIOGRAPHY 

 - 81 - 

Sagiv, L., Arieli, S., Goldenberg, J., & Goldschmidt, A. (2010). Structure and freedom in creativity: The 

interplay between externally imposed structure and personal cognitive style. Journal of 

Organizational Behavior, 31(8), 1086–1110. https://doi.org/10.1002/job.664 

 

Sarkar, C. (2018, October 25). “Beyond the Triple Bottom Line” – An Interview with John Elkington. 

Retrieved 15 May 2020, from https://www.marketingjournal.org/beyond-the-triple-bottom-line-

interview-with-john-elkington/ 

 

Sauermann, H., & Cohen, W. M. (2010). What Makes Them Tick? Employee Motives and Firm 

Innovation. Management Science 56(12), p. 2134-2153. 

 

Schaltegger, S., Freund, F. L., & Hansen, E. G. (2012). Business cases for sustainability: the role of business 

model innovation for corporate sustainability. International Journal of Innovation and Sustainable 

Development, 6(2), 95. https://doi.org/10.1504/ijisd.2012.046944 

 

Shenton, A. K. (2004). Strategies for ensuring trustworthiness in qualitative research projects. Education for 

Information, 22(2), 63–75. https://doi.org/10.3233/efi-2004-22201 

 

Skall Studio. (2020a, March 15). 100% made in Denmark | Facebook. Retrieved 15 May 2020, from 

https://www.facebook.com/skallstudio/photos/a.280005512207532/1357302971144442/?type=3&th

eater 

 

Skall Studio. (2020b, May 15). Skall Studio | Dansk design i bæredygtige materialer. Retrieved 15 May 

2020, from https://dk.skallstudio.com/ 

 

S&M. (2020a, May 15). Responsibility. Retrieved 15 May 2020, from 

https://stormandmarie.com/blogs/responsibility 



BIBLIOGRAPHY 

 - 82 - 

 

S&M. (2020b, May 15). STORM & MARIE. Retrieved 15 May 2020, from https://www.stormandmarie.com 

 

Soroptimisterne International. (2020, May 15). Hvad er Soroptimisterne International? Retrieved 15 May 

2020, from https://www.soroptimist-danmark.dk/hvad-er-soroptimist-international 

 

Springett, D., & Redclift, M. (2015). The Rouledge Handbook of Sustainable Development. Retrieved from 

https://www.researchgate.net/publication/286224528_Routledge_international_handbook_of_sustain

able_development 

 

Stout, L. A. (2012). The shareholder value myth: How putting shareholders first harms investors,  

corporations, and the public. 

San Francisco, CA: Berrett-Koehler. 

 

 

Strand, R., Freeman, R. E., & Hockerts, K. (2014). Corporate Social Responsibility and Sustainability in 

Scandinavia: An Overview. Journal of Business Ethics, 127(1), 1–15. 

https://doi.org/10.1007/s10551-014-2224-6 

 

Strand, R. (forthcoming). Sustainable Vikings. Berkeley. Cpt. 1-3 

 

Tencel. (2020, May 15). What is TENCELTM fibers fabric made of? About TENCELTM Lyocell & Modal 

fiber fabric. Retrieved 15 May 2020, from https://www.tencel.com/about 

 

TextileExchange. (2020, May 15). Quick Guide to Organic Cotton. Retrieved 15 May 2020, from 

https://textileexchange.org/quick-guide-to-organic-

cotton/?gclid=Cj0KCQiAwP3yBRCkARIsAABGiPrQEtOPY-

qVhCyb9Re4UpRn4plfj8MyeHsDAdlIAtBR36WYZmd1ooMaAsrwEALw_wcB 



BIBLIOGRAPHY 

 - 83 - 

The Business of Fashion, & McKinsey & Company. (2020). State of Fashion 2020. Retrieved from 

https://www.mckinsey.com/~/media/McKinsey/Industries/Retail/Our%20Insights/The%20state%20

of%20fashion%202020%20Navigating%20uncertainty/The-State-of-Fashion-2020-final.ashx 

 

The Sustainable Edit. (2018, June 18). How To Handle Feelings of Guilt About Fast Fashion and 

Consumerism. Retrieved 15 May 2020, from http://www.thesustainableedit.com/fast-fashion-guilt/ 

 

UN Environment. (2019, March 14). UN Alliance For Sustainable Fashion addresses damage of ‘fast 

fashion’. Retrieved 15 May 2020, from https://www.unenvironment.org/news-and-stories/press-

release/un-alliance-sustainable-fashion-addresses-damage-fast-fashion 

 

UNWCED. (1987). Report of the World Commission on Environment and Development: Our Common 

Future. Retrieved from 

https://www.are.admin.ch/dam/are/en/dokumente/nachhaltige_entwicklung/dokumente/bericht/our_c

ommon_futurebrundtlandreport1987.pdf.download.pdf/our_common_futurebrundtlandreport1987.pd

f 

 

Virk. (2020, May 15). Skall Studio, Virk.dk. Retrieved 15 May 2020, from 

https://datacvr.virk.dk/data/visenhed?enhedstype=virksomhed&id=36419849&language=da 

 


