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Abstract 

This study explores the possibility of utilizing technology to fight growing sustainability 

issues within the fashion industry. The focus point of the study is the phenomenon of social 

media users, as fashion consumers, only posting an outfit once on the social media 

platforms. This phenomenon is argued to contribute to the issues of fashion sustainability, 

which is looked at from the environmental point of view. Hence, this study is a case study 

that focuses on a phenomenon and uses the Digital Collection by Carlings as an inspirational 

case for the research problem. The findings of this study suggest that technology can be 

used for supporting fashion sustainability. However, the findings also highlight the fact that 

in order for a technology to be accepted in the studied context it needs to take into 

consideration certain factors that influence the users’ perceived usefulness and ease of use 

of the technology. Also, communication was found to be a key determinant concerning 

technology acceptance. Based on these findings, both theoretical and practical 

recommendations are suggested. 
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1 Introduction 

1.1 Preface  

Since the rise of social media, the sales in fashion have increased by 60%, including both 

online and offline sales (McKinsey & Company, 2019). In other words, the fashion industry 

has been one of the industries benefiting the most from social media. Fashion companies 

are utilizing social media in terms of marketing and promoting by means such as paid ads 

and influencer marketing. Within fashion, it is especially fast fashion that has been among 

the winners of fashion benefiting from social media, as social media enables convenient 

communication between brands and consumers and can influence consumers’ behavior 

towards a fast consumption by feeding social media users with content on a regular and fast 

pace. (Internet Retailing, 2019.) While consumers are consuming more clothes and have 

begun seeing clothes as disposable goods, the production in the industry has not taken 

steps towards the development of more sustainable processes that would take into 

consideration the environmental impacts. This has all together led to the growth of fashion, 

which has further influenced the industry’s position among the most polluting industries - 

currently placing as the second most polluting in the world (UN News, 2019).  

 

Historically speaking, the fashion industry is an old industry that has gone through little 

change in the course of years compared to other consumer industries. The latest changes in 

fashion, from the consumer point of view, are the online stores. () Since the implementation 

of online shopping in the industry, fashion consumers have not been imposed with 

significant development in terms of technology. Some of the biggest players in fashion, such 

as Zara, have experimented with the implementation of new technology, like augmented 

reality (AR) based in-store displays (Retaildive, 2019). However, such attempts have not 

been adopted, as they have not been able to truly create disruption within the fashion 

industry. Meanwhile however, other industries such as furniture and eye wear have been 

successful in the implementation of new consumer technology. Examples of companies 

implementing AR into their consumer journeys are the furniture giant IKEA’s AR app, that 

enables consumers trying out furniture in their homes, or the eyewear company Specsavers 
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doing the same with glasses (Forbes, 2019; Spectrum, 2019). This said, fashion is following 

its usual ways of slow change when compared to other industries. 

 

One innovative suggestion that had the above-mentioned issues – fashion sustainability and 

social media - as a focus point, was made by a fast fashion company in collaboration with a 

creative agency. An initiative named the Digital Collection was created by the fast fashion 

company Carlings that created a digital clothing line to be used on social media to 

specifically fulfil the needs of the fast fashion consumers. (Carlings, 2018.) This collection 

was promoted as a solution to the precise problem that is created by, and kept alive, on 

social media where the users want to post an outfit only once - referred to as the outfit of 

the day (OOTD) trend (Sarner, 2018). The purpose of the collection is to provide an option 

for the consumers that want to follow the OOTD trend, but instead of consumers buying 

physical clothes, they can purchase digital clothes, and hence leave a smaller carbon 

footprint by their fashion consumption. (Carlings, 2018.) 

1.1.1 Research area 

Based on the above mentioned, this thesis seeks to evaluate the ways in which technology 

could be implemented in the fashion consumers’ processes, and more specifically on social 

media, to fight the sustainability issues in fashion. In other words, the purpose is to not only 

find technologies that could be potential for implementation in fashion for the fashion 

consumers, but also to link the use of these technologies for the goal of improvement of 

fashion’s sustainability. In order to then assess the possible impacts of implementing 

potential technology, the purpose is to understand the fashion consumers as technology 

users. This is crucial, as in order for technology to have an impact on fashion sustainability, 

technology needs to be adopted and actually used by the fashion consumers. Thus, in short, 

the research of this thesis will focus on finding potential technologies for the defined 

purpose of fashion sustainability and understand the adoption of these technologies. This 

leads us to the research problem of this thesis which is articulated in the research question 

outlined below. 
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1.1.1.1 Research question 

How can technology tackle sustainability issues? 

The research question seeks to highlight the main determinants and focus points of this 

thesis, thus technology and its use for sustainability. Moreover, the context within which 

this research question will be conducted research upon is the fashion industry, thus 

attaching sustainability to fashion. In addition to this, social media will be the place where 

technology adoption will be studied, and new technology potentially implemented in. This 

leads us to the three key concepts of this thesis: fashion sustainability, social media, and 

fashion technology. These key concepts will be used to answer the research question, in 

addition to which the above-mentioned Digital Collection by Carlings will be used as an 

inspirational case to the phenomenon of fashion sustainability on social media, discussed in 

the next section. 

1.1.2 Phenomenon 

The research conducted in this thesis is a case study focusing on the specific phenomenon 

that takes place on social media in regard to fast fashion and its consumption. As mentioned 

in the preface, this study is inspired by the Digital Collection by Carlings, and thus focuses on 

the same phenomenon that the collection seeks to address. This phenomenon was 

explained by Carlings (2018) as follows: “Our generation lives in a paradox - on one hand we 

love to express our style and creativity online, on the other we want to reduce all the 

production waste that has a negative impact on the environment.” In other words, the 

phenomenon is the trend of OOTD that encourages the disposable consumption of fashion. 

The OOTD trend refers to social media users posting an outfit only once on social media. 

This trend is inspired and encouraged by social media influencers who by their own social 

media content demonstrate a vast variety of outfits in their content and promote posting a 

specific outfit only once. The link between this trend and fashion sustainability challenges 

lies in the fact that in order for the average social media user to keep up with the trend is to 

consume fast fashion. (The Independent, 2018.) Carlings CEO, Ronny Mikalsen (2018), 

highlighted the issue by saying that influencers on social media are creating a fake reality 

that is not available for the everyday person or consumer - meaning that posting a new 

picture every day with a new outfit is not attainable and realistic for a “normal” person. This 
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has led to consumers consuming fashion as a disposable good, thus using clothes for a very 

limited time and then disposing them, but also to consumers ordering a lot of clothes online 

only to return them after posting the OOTD picture. (Quartz, 2018.) 

 

The clothing company Carlings and their Digital Collection serves as an inspirational example 

to this thesis due to its progressive approach to selling clothes, and the use of technology 

that is ahead of its time in the fashion industry. In addition to this, the idea behind the 

implementation of this technology was for the company to tackle sustainability issues in the 

fashion industry, thus making the case relevant due to its newness, but also due to its 

relevance in accordance with the widely discussed topic of sustainability. The Digital 

Collection was created by the fast fashion company Carlings in collaboration with the 

creative agency Virtue Nordic. The purpose of the collection was to provide social media 

users as fashion consumers a more sustainable option to keeping up with the OOTD trend. 

(Carlings, 2018.) Thus, the collection is a tool for fashion consumers on social media to 

continue being creative in regard to fashion and embrace their personal styles but taking 

fashion sustainability into account. The sustainability in the collection lies within the fact 

that instead of consuming physical clothes, the users of the collection consume digital 

clothing, which is produced by using green energy (Carlings, 2018). In other words, the 

collection decreases the need for physical clothes, and hence has the potential to influence 

the production of clothes, which is directly linked to the sustainability of the entire fashion 

industry. From a practical consumer point of view, the consumer journey of the collection 

consists of four different steps: 1) Take a picture, 2) Choose product from Carlings, the 

Digital Collection web shop, 3) 3D tailor the virtual product to the body posture on the 

chosen picture, and 4) Share on Social Media (Carlings, 2018). (See Appendix 1 for 

visualization of the steps, pp.130.) 

1.1.3 Delimitations 

In order to conduct an in-depth research and to provide the research question a 

comprehensive answer, some delimitations have been set to the research of this thesis. 
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Firstly, the focus of the research is exclusively on the fashion industry, as the studied 

phenomenon takes place within the fashion industry. More specifically, the focus point 

within fashion will be on the fast fashion, thus not on exclusive or luxury fashion, for 

instance, as the studied phenomenon is closely related to fast fashion. 

 

Secondly, in terms of the sustainability aspect in regard to fashion, the focus will solely be 

on the environmental point of view. This said, the economic and social aspects of 

sustainability will not be touched upon in the research of this thesis. 

 

Thirdly, different technologies will be evaluated and considered in terms of their 

applicability on social media, as again, social media is in the core of the studied 

phenomenon. Within social media, the OOTD trend will be the one in focus. Concerning this 

focus, it must be highlighted that the social and psychological aspects related to the use of 

social media and OOTD will not be discussed in depth in this thesis, as it represents a 

significantly different topic of discussion not related to the focus of our research question. 

 

Finally, in order to gain insightful knowledge on the research area, we considered it 

important to also delimit our research to focus on the Scandinavian countries. In practice, 

this means that despite the phenomenon being a global one, the research will focus on the 

Scandinavian fashion market and social media, as the inspirational case, the Digital 

Collection, was created in Scandinavia, by Danes and Norwegians. This focus is reflected 

upon the primary data collection in terms of the choice of interviewees, and the targets of 

online observations, both discussed later in further details. 

1.2 Thesis Structure  

Introduction 

The first chapter of this thesis introduces the research topic of this thesis by presenting the 

current state of the fashion industry in focus and highlighting the sustainability issues 

related to it. This is done to emphasize the motivation of the study. Then, the research area 

is introduced in more detail in addition to the research question, which is then explained in 

more detail. As the research focuses on a specific phenomenon related to fashion 
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sustainability, this phenomenon is introduced together with the inspirational case of the 

Digital Collection. Lastly, the delimitations of the study are listed. 

 

Literature review 

The second chapter focuses on gaining in-depth knowledge about the chosen three key 

concepts: social media, fashion sustainability and FashTech. The purpose of this chapter is 

to collect insights about these three key concepts and provide a foundational overview on 

these respective topics by exploring existing literature and research. This enables the 

discovery of current trends, but also the possible missing pieces of insights in existing 

literature that this study can then seek to elaborate upon. Also, conducting a literature 

review provides fundamental insights in the field of the studied topic, and hence will have 

influence in the primary data collection. The chapter ends with a concept clarification 

summary that summarizes the key concepts within each of three concepts in focus, to 

provide the reader a clear overview of the important concepts related to the research. 

 

Theory 

The third chapter introduces the process and criteria of the selection of the theoretical 

framework used for this research. Here, three different theories will briefly be presented as 

the most relevant ones, after which the chosen theory, TAM, will be discussed in further 

details. The chosen version of TAM is described in-depth together with its key determinants, 

after which related studies will be mentioned in order to highlight the theory’s suitability for 

this research. 

 

Methodology 

The fourth chapter concerns the methodological choices made in regard to the research 

conducted in this thesis. The structure of the chapter follows the so-called research onion, 

as it was used as a framework for the methodological choices. In addition, the data 

collection methods are presented, followed by in-depth explanations of the processes of 

collecting both secondary and primary data. 
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Findings and Analysis of Expert Interviews 

In this chapter the findings of the semi-structured expert interviews will be presented and 

analyzed. The structure of this fifth chapter follows the chosen theoretical framework TAM, 

by focusing first on the key determinants of the model, PU and PEU, and findings related to 

them. Then, the new determinant found through the interviews, communication, will be 

discussed, followed by a chapter summary. 

 

Findings Related to Key Concepts 

The sixth chapter highlights insights that were not considered as related to TAM but related 

to the defined three key concepts. These findings were considered significant in regard to 

the study and were thus devoted to their own chapter. 

 

Findings and Analysis of Online Observations 

In this seventh chapter, the derived data from the conducted online observations on 

Instagram are presented and analyzed in the context of the research area. The purpose of 

this chapter is to highlight the relevance of the studied phenomenon and to fill in missing 

insights from the literature review. 

 

Discussion 

Based on both the primary and secondary data collection, this chapter combines the 

findings and discusses them in the context of the research area. Here, different insights are 

combined and reflected upon in order to find meaning in the findings and interpret them in 

the context of the research question. 

 

Research Implications 

This chapter introduces the theoretical and practical implications of the conducted study 

and its findings. Hence, the contribution to theory is discussed and motivated, in addition to 

which practical suggestions are made concerning the research topic. 
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Conclusion 

This chapter summarizes the processes of conducting the research, and presents the final 

conclusions, hence the answer to the formulated research question. 

 

Reflections 

The last chapter presents our reflections upon the conducted research both in terms of the 

used theory and used research methods. Also, research limitations as well as 

recommendations for future research are provided in this chapter. 

 

2 Literature review 

This section introduces the area of research in focus in this thesis by looking into and 

presenting the current knowledge based on existing literature and previous research 

concerning the defined three key concepts of this thesis. Hence, the structure of this 

chapter follows the key concepts by first focusing on social media, then fashion 

sustainability, and finally on FashTech. 

2.1 Social media 

Social media is defined as Internet-based communities that enable users to interact with 

one another online and is a concept that is most often used to refer to social networking 

websites such as Facebook, Twitter, Instagram, and Snapchat, to name a few (Tech Terms, 

2013). For the purpose of this thesis, the definition for social media in the context of fashion 

follows the one proposed by Ahmad, Salman and Ashiq (2015, pp. 1) according to which 

social media for the fashion industry refers to “the social networking websites and other 

online platforms that enable the fashion industry to connect with their customers using the 

latest social networking technology”. By doing so, the fashion industry is able to use social 

media to analyze and predict users’ fashion behavior as consumers (Ahmad et al. 2015, pp. 

1). This, together with the prevailing trends on the social media platforms, has led to the 

current state in the fashion industry, and to social media’s integral role in it. As previously 

mentioned, the rise of social media has been related to the growth in sales in fashion - an 
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increase of 60% that includes both online and offline channels. (McKinsey & Company, 

2019.) Since the fashion industry is currently one of the most polluting ones, the rise in the 

sales indicates an increased environmental impact and burden generated by the industry, 

the way it currently operates in. In this way, social media can, and has been argued to be 

directly linked to the sustainability of the fashion industry and is thus an important topic to 

study when looking into the sustainability of the fashion industry. (McKinsey & Company, 

2019.) In the context of this thesis, social media is the starting point for the research 

problem, as the studied phenomenon takes place on social media. Social media is also the 

end point of the study, as the purpose of this thesis is to find ways in which sustainability 

issues in fashion can be tackled in the same place, on social media. 

 

The reason why social media is, and has been, so impactful for the fashion industry, is due 

to the different things it enables fashion companies to do. First and foremost, the fact that 

social media is built around images and appearances, is one of the reasons why the fashion 

industry has been benefiting a lot from social media, as it is an industry largely based on 

these. (Social Media Explorer, 2019.) Social media enables companies not only to cultivate 

their brand image and increase awareness among social media users (consumers), but also 

to connect with customers and communicate with them in an immediate and fast manner 

(The Fashion Network, 2019). The means that companies are utilizing on social media are 

for instance targeted ads, influencer marketing, and different activities through their own 

social media channels, such as livestreams (Social Media Explorer, 2019.) 

  

When talking about social media in a specific context like the one of fashion, not all existing 

social media channels are considered equally relevant. As shown in Table 1, the most 

popular social media platform in terms of users is Facebook. However, concerning the 

studied phenomenon in this thesis, the OOTD trend and its influence on fashion 

sustainability, the platform of Instagram can be argued as being the single most relevant 

platform, as it is the place where the trend originates from. In terms of paid content such as 

ads, Instagram and Facebook are somewhat equally popular, but when it comes to the 

sharing of fashion related content, by both social media users and influencers, Instagram is 

the most popular platform. (Later, 2019; McKinsey & Company, 2019, pp. 33-34.)  

 



 17 

Furthermore, as shown in Table 1 below, in addition to Facebook, platforms like YouTube 

and WhatsApp, are more popular in terms of the number of users compared to Instagram, 

nevertheless these platforms are not yet utilized by fashion companies in similar ways than 

Facebook and Instagram. Instagram is argued to be popular in fashion due to its focus on 

visuals, but also due to the different types of content it enables users to both consume and 

create. Especially content in the form of videos has been a growing trend. Another social 

media platform that enables such content consumption and creation, is the platform called 

TikTok, which has been predicted to become an important part of fashion’s social media 

playground (Vogue, 2020). As Instagram is the platform that the studied phenomenon takes 

place on, and due to TikTok’s similar nature and growing popularity, these two platforms 

will be the ones that will be focused more upon when it comes to social media in the 

studied context. 

 

 

Table 1: Users on Social Media platforms (McKinsey & Company, 2019) 

 
Before looking at the chosen two platforms more closely, the reasons and the processes 

that have led social media and fashion to its current state will be presented in the light of 

existing literature. After this, Instagram and TikTok will be introduced, and their role 

concerning the fashion industry and its sustainability assessed. Also, different features and 

current trends related to the research questions will be analyzed and considered as ways in 

which they could contribute to the sustainability discussion within fashion. 
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2.1.1 From trend to issue 

It is fundamentally important to understand why the phenomenon discussed in this thesis is 

an issue, and how it has become one, in order to search for solutions to the problem. The 

fact that people are sharing content that showcases their outfits and clothes is not an issue 

per se. Instead, the trend of posting an outfit only once on social media becomes an issue 

when it encourages excessive buying, but also fast disposing of clothing. An increase in the 

demand of fashion increases production which in turn increases the environmental impact 

of the industry, as the fashion industry’s production makes up 10% of the carbon emissions 

of humanity (Business Insider1, 2019). 

  

Buying clothes for a fancy event, tucking in the tags, and returning them to the store the 

next day has for years been the strategy of thrifty shoppers. Today, people are doing it just 

for the ‘gram. (Quartz, 2018.) 

  

One of the issues related to the studied phenomenon, and created by social media for the 

fashion industry, was summed up in the findings of a survey conducted in the UK 

(Barclaycard) according to which almost one out of ten shoppers in the UK reported buying 

clothes for taking a picture on social media. In addition to encouraging consumers to 

purchase clothes for the purpose of posting a picture, and hence increasing the demand of 

clothes, the study also discovered another issue. After the outfit made it on social media in 

a post, the participants of the study would return the clothes. (Quartz, 2018.) In other 

words, not only is the OOTD trend increasing the sales of clothing and their rapid disposal, 

but it also influences the consumer behavior of the fashion consumers in terms of returns. 

 

To highlight the extent to which the trend is an issue, an article published by The Cut (2018) 

highlighted the relevance of the trend as it brought up an example of a fashion brand that 

has the foundation of its business model in the trend. The American fast fashion brand, 

Fashion Nova, namely has a business model that exploits the social media trend, as it seeks 

to provide consumers with new styles up to 1000 pieces a week and promotes its offering 

with a strong Instagram presence. Fashion Nova offers clothing that is not necessarily meant 

to be worn, as most of the pieces are not practical, instead they are bold and suitable for 
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pictures. (The Cut, 2018.) This said, the company’s sole purpose is to produce cheap clothes 

that look great on pictures, to serve the OOTD trend followers on Instagram. 

  

Based on current literature on the topic, the trend and its causes are a twofold discussion. 

On one hand, it can be argued that it originates from companies’ excessive marketing 

measures, while on the other hand it is also very much user driven. Digging deeper into the 

causes of this trend, the reasons behind the need of posting OOTD-pictures lies in the 

deeper layers of social media, and the creation of a “fake reality”. Even though this deeper, 

psychological dimension of the phenomenon discussed in this thesis is important, it is not 

included in the research problem itself as the focus is on the technical and more objective 

aspect of the issue and will thus not be discussed further in this thesis. 

2.1.2 Instagram 

The phenomenon studied in this thesis which is the trend of social media users posting 

content with different outfits has its origin in the social media channel of Instagram. As 

mentioned previously, Instagram is one of the most popular social media platforms, with 1 

billion monthly active users reached in April 2020 (Statista.com, 2020). Instagram enables 

users to edit and share photos and videos (Instagram 20201), and is a platform that provides 

users a means for expressing themselves, as Hong, Jahng, Lee and Wise (2020, pp. 1) explain 

Instagram “is specifically dedicated to image based self-presentations of users via photos”. 

  

According to i-D (2019), Instagram alone has changed the way in which fashion is reported, 

shared and consumed. For instance, for businesses and designers Instagram has enabled 

cheap and easy marketing that is able to reach large audiences, hence providing 

recognizability in a different way. Other changes for these stakeholders have been the 

demand for a certain type of clothing, the kind that is “instagrammable”, thus visually 

appealing and striking enough to look good on pictures taken on a smartphone. (i-D, 2019.) 

For Instagram users, and fashion consumers, the platform has also had implications. Users 

are exposed to limitless amounts of content, which has had its influence on not only these 

users as consumers but also as individuals. On the individual level, social media in general, 

but especially Instagram has been an enabler of self-esteem issues for Instagram users. 

Seeing influencers posting new outfits every day creates pressure on the platform and has 
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led to people sharing a completely new outfit on the platform every day. (The Sustainable 

Edit, 2017.) 

  

Thus, looking at the current trends on Instagram from the user perspective and concerning 

fashion, the OOTD-trend is still one of the most popular ones, despite it not being among 

the latest. The actual hashtag (#OOTD) has been used in over 303 million pictures so far 

(Instagram, 20201), and while the number of posts including the hashtag has decreased, the 

trend of posting an outfit only once is reported as being popular on the platform (The 

Independent, 2018). This can be confirmed by browsing the most popular Instagram 

accounts, in which fashion and clothing can be seen as playing an integral part of the posted 

content (e.g. the Kardashians). This trend and its implications on users as consumers are 

supported by different features that the platform offers. 

  

The type of content that Instagram supports is the posted content, stories, highlights, and 

IG-TV videos, explained in more detail in Table 2 below. All of these different forms of 

Instagram content enable both users and influencers, but also brands to showcase fashion 

in various different ways. In addition to the different types of content, Instagram offers a 

number of different features that can be and are used for the purposes of promoting 

fashion. Features such as the swipe-up links and product tags enable users to visit product 

pages, and even to make direct purchases in the app. (Instagram, 20202.) These features are 

widely used by brands on their own accounts, but also by influencers that are promoting 

fashion as a result of a collaboration and are argued as being influential in terms of driving 

sales due to the convenience that they provide Instagram users. (Later, 2020.) 

 

Concerning the different features, one feature in specific has lately become used by 

companies for promotion purposes, instead of its previous use for mainly entertainment 

and aesthetic purposes. This feature is the different Instagram filters, the use of which poses 

an interesting topic for the research problem of this thesis. The Instagram filters are a tool 

that provide Instagram users to modify and enhance their photos or videos themselves, and 

without special software. Generally speaking, filters are used to adjust the color(s) or 

lighting of a picture or video, or to add different stickers on top of the content. (Hong et al. 

2020, pp. 2.) Even though the ‘no-filter’ and ‘natural’ trends have been growing on 
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Instagram, the number of users using filters is still very high. In a study conducted in 2017, 

that had a sample of 40 million Instagram posts, 18% of all the posts used a filter (Medium, 

2017). As the Digital Collection that serves as an exemplary case for this research, filters 

provide Instagram users with virtual features on their content. By using filters, users can not 

only add a different tone to their picture, but also add longer eyelashes, lipstick, and 

stickers, for instance (Instagram 2020). A good example of using filters for promotion and 

marketing purposes is Kylie Cosmetics’ own Instagram filters, that enable users to put on 

lipstick for their pictures (The Cut, 2018). These filters are an example of the technology of 

augmented reality (AR), which is a technology that enables the combination of the ‘real’, 

physical world and digital, virtual objects. In other words, AR enables users to place virtual 

objects ‘over’ the physical word as if they really appear in it. (Dieck & Jung, 2019, pp.4.)  

 

 

Table 2: Instagram Content (self-made) 

 

Finally, in addition to Instagram being an efficient scene for promoting fashion, Instagram 

users also use the platform to promote their personalities and point of interests. This said, 

the grown attention in regard to the environment has been a topic that has become more 

Posted Content Stories Highlights IG-TV 

Pictures or videos 
posted on an Instagram 
profile. 

Pictures or videos 
posted in the so-called 
IG-stories, where 
content last 24 hours. 

Instagram stories that 
are selected to be 
featured on the profile 
permanently. 

Instagram’s equivalent 
of the video streaming 
platform YouTube, 
enables sharing longer 
videos. 
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popular on the platform. Instagram users are for instance sharing content related to 

environmental issues on their stories to share knowledge and awareness among their 

followers, especially the young generation referred to as the Generation Z (SB, 2019.) The 

previously mentioned features can be used for the same purposes for pro-sustainability 

purposes, as well as they are used to promote new fashion collections. Thus, these features 

provide Instagram and its users, both consumers and businesses, different means for 

tackling sustainability questions and raising awareness. (B2C, 2020.) Both Instagram 

influencers and users have already showcased that the platform can be used as a channel 

for this, as shown in the examples of shared content below in Figure 2. 

 

  

Figure 2: Examples of Instagram Content Shared By Using #climatechange (Instagram) 

 

2.1.3 TikTok 

According to the 2020 State of Fashion report by McKinsey & Company, TikTok is the biggest 

emerging social media platform. It has over 800 million downloads, and a user base that 

averages under 30 years of age. (McKinsey & Company, 2019, pp. 34.) What TikTok provides 

its users with is a platform for creating short 15 second videos, that the users then can share 

among friends, family or the entire world (Zhang, Wu & Liu, 2019, pp. 101). The number of 

monthly active users on the platform was estimated at 680 million in November 2018 – a 

user opens the app on average 8 times a day and spends 52 minutes on it daily (Wallaroo, 

2020). Not only is the platform extremely popular on its own, the videos are also taking over 



 23 

the other social media platforms, especially Instagram within which TikTok is estimated to 

be one of the most popular trends in 2020. (Preview 2020.) 

 

What makes TikTok interesting as a social media channel for the purpose of this thesis is its 

use for creating fashion related content (Vogue, 2020). Even though the platform started as 

a video making app for mostly humorous content, it has grown into being a channel for 

sharing all types of content from educational videos, to showcasing how to do hairdos, and 

how to combine different clothes for creating an outfit (Hootsuite, 2020). The platform has 

hosted many ‘challenges’ where users are challenged to do something, while filming it, and 

tag their video with a challenge hashtag. Fashion companies have also discovered this trend 

and its wide reach with companies like Uniqlo and Ralph Lauren launching their own TikTok 

challenges. (Vogue Business, 20192.) These challenges are an example of what businesses 

can do in terms of marketing and promoting over the app. 

  

While brands are finding out the best ways in reaching their customers, TikTok users are 

creating their own content. As mentioned, videos on the app were mostly humor related to 

begin with, but now content relatable to Instagram’s OOTD pictures is becoming 

increasingly popular with users posting outfit videos. These videos present users creating 

outfits by choosing pieces of clothing and adding accessories, while others showcase a user 

putting together different outfits by using for example the same pair of pants. (Nylon, 

2020.) This trend inspires users watching these videos in terms of fashion, and again add to 

the growing desire of users as consumers to buy clothing for creating content. Moreover, 

not only are users creating and sharing their fashion related videos on TikTok, the TikTok 

videos have become popular content to repost on Instagram as well, as some of the most 

popular Instagram influencers have demonstrated (e.g. @kyliejenner, @kenzas). However, 

as mentioned some of this content shows how the same pieces of clothing can be used in 

different ways – giving users a reason to re-use the same clothes and not necessarily buying 

more. 

  

In addition to the videos, TikTok offers its users the possibility of using filters and stickers, in 

a similar way to Instagram. Users can change the color and tone of the videos and use so-

called beauty filters that can enhance the appearance of the person in the video by 
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highlighting their eye lashes, for example. In addition to the filters, users can attach stickers 

on their videos. (Influencer Marketing HUB, 2020.) TikTok offers users both free and 

purchasable stickers to use on their videos. (Medium, 2019). These features can be 

considered as means that could be used on TikTok for fighting the sustainability issues 

created on social media in a similar way to the tools Instagram offers. 

2.2 Sustainability in the Fashion Industry 

Sustainability in the fashion industry has fast become one of the most important, 

challenging and relevant topics over the years, resulting in 66 percent of global fashion 

companies stating in 2018 to having multiple sustainability related company targets for the 

near future (Global Fashion Agenda, The Boston Consulting Group, Sustainable Apparel 

Coalition, 2018).  

  

The fashion industry is growing but continuously leaving a negative footprint on the 

environment, as the average person today buys 60 percent more clothing items than they 

did 15 years ago, thus making the fashion industry the second most polluting industry 

worldwide with its growing consumer demand (Business Insider, 2019). The fashion industry 

is accountable for 10 percent of humanity’s carbon emissions, 20 percent of industrial water 

pollution, 90 percent wastewaters discarded into rivers without treatment and that 190.000 

tons of textile microplastic fibers ends up in the ocean every year (Sustain Your Style, 2020). 

In addition to this, consumers reportedly keep the clothes half as long as they used to, 

making the average lifetime of an item around 3 years (Sustain Your Style, 2020).  

  

One of the driving forces behind the consumption increase is the low prices of clothing 

developed by the “fast fashion” model, which pushes clothing items out of the factory and 

into the stores rapidly, counting on the consumers to buy and discard at a similar or even 

faster pace (UN Environment Programme, 2018), thus making the fast fashion production a 

large sophisticated business supported by a fragmented and relatively low-tech production 

system (McKinsey, 2016). Keeping the clothing prices down means cutting costs in e.g. the 

production field, with low labor wages, unsafe working conditions, and environmental 

degradation, with the purpose to make clothing affordable for everyone and promoting 
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consumption in huge quantities (Business Insider, 2019). The fast fashion model has 

supported the industry to experience such a rise, that brands have gone from two 

collections a year to everything between 12 and 24, hence providing and supporting the 

consumers’ growing need for the newest trends (Business Insider, 2019).   

  

In 2019, McKinsey & Company stated in their State of Fashion 2019 report that a foreseen 

challenge for the industry in the years ahead is the need to achieve greater sustainability 

and transparency throughout the company supply chains, and hereby finally accepting 

sustainability as a huge part of the global fashion map (McKinsey & Company, 2019). This is 

partly due to a consumer shift in the global fashion industry, as the younger generations’ 

passion for changing the industry’s current social and environmental impacts has increased 

and to some extent reached a critical point, causing fashion brands (start-ups as well as 

well-established) to become or strive toward being more fundamentally sustainability 

driven, meaning working with a bigger purpose to continuously attract the consumers 

(McKinsey & Company, 2019). This has developed a rising trend seen in consumers 

rewarding fashion players, who take a strong stance to tackle these issues and promoting 

their green initiatives to a bigger extent. The generation increasingly supports its beliefs 

with shopping habits, favoring fashion brands that are aligned and supportive with their 

personal values, hence avoiding brands that are not, which therefore increasingly supports 

the global need for company transparency. Moreover, trust is becoming a vital part of the 

online shopping industry, where the younger generation’s interest and knowledge about 

growing environmental issues, affect that companies are to a large extent obliged to show 

their activities and greener initiatives throughout the supply chain (Global Fashion Agenda 

et al., 2018). This could hereby make the importance of e.g. transparency, framing 

sustainable materials and recycling a priority for the companies to promote, as consumers 

would otherwise conclude that the company has something to hide from the public (Global 

Fashion Agenda et al., 2018).  

  

But even though the younger generation finds sustainability to be an important topic and 

rewards the brands that acknowledge it, the generation keeps striving for newness and self-

expression in regard to fashion, thus putting themselves in a challenging position (McKinsey 

& Company, 2019). As mentioned in the previous section about social media, the growth of 
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the fashion industry is supported to a large extent by the rise of social media (online 

shopping, social media trends) and by the utilization and power that the different platforms 

hold for the young generation today. 

 

Due to the consumer shift in the fashion industry and the growing demand for focus on the 

importance and relevance of sustainability in the industry, required by an increasing 

consumer group, companies have been obliged to implement initiatives and promote 

solutions to tackle sustainability issues, to meet consumer demands and ensure a valuable 

consumption amount (Global Fashion Agenda, Boston Consulting Group, and Sustainable 

Apparel Coalition, 2019). As mentioned earlier, an increased sustainability awareness has 

driven consumers to switch brands, to support the brands that value the importance of 

sustainability to a larger extent. Thus, the question within fashion has shifted whether it is 

necessary to improve sustainable business practices, to how long it will take before 

consumers stop buying from brands that do not act environmentally responsibly (Global 

Fashion Agenda et al., 2019). This said, the fashion industry is extremely energy consuming, 

polluting and wasteful, in addition to which a large number of fashion players are still not 

taking the environmental responsibilities seriously enough, besides some modest progress 

to meet sustainability demands from consumers (McKinsey & Company, 2019).   

The sustainability discussion has led some of the fashion companies to implement 

strategies, which can meet the consumer demand of sustainable initiatives and influence 

their consumer behavior. An example of such strategy is framing, which fashion companies 

use to present information (e.g. sustainable collections, recycle initiatives, transparency of 

supply chain, new collections made from recycled materials) within a certain predefined 

“frame” to have an impact on the way in which consumers perceive a company or a topic 

for instance (Hallahan, 2008). Thus, fashion companies are using framing to deliver a specific 

message (“we have sustainable initiatives”) in a specific way to get a specific response (a 

purchase) (Hallahan, 2008). Another example of a strategy that is used by fashion 

companies is education, which is used to teach consumers about the brand, products, and 

sustainable initiatives that consumers should use as the determinant attributes (Solomon, 

2018). The better consumers understand the brands, their products, sustainable initiatives 

and future environmental supportive goals, the easier it will be for them to establish trust 
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and loyalty towards the brand, which is argued above to be important when talking about 

sustainability in the fashion industry (PostFunnel, 2019). These strategies are relevant in 

terms of their use for not only promotional purposes, but also regarding their usefulness for 

sustainability reasons. 

What must be considered is that with new green strategies and green initiatives of the 

fashion companies, new doubts have begun appearing from the consumers beginning to 

sustainably shop in the huge shades of green, not being able to identify each fashion 

company’s individual perception of sustainability and what it actually means, and moreover 

what specifically the different companies are doing of active choices towards a more 

sustainable approach (Business News Daily, 2020). As consumers are swayed between 

misinformation or lack of information about the actual meaning and outcome of companies’ 

different sustainable implementations. Thus, it is argued that a green area might turn more 

into a grey area, where companies are utilizing greenwashing and hereby misinform on 

purpose to mislead consumers, who only have the most sustainable interest at heart 

(McKinsey & Company, 2019). Fashion Revolution (2018) highlights that when leaving out 

this information from consumers the company takes an active choice in engaging in 

greenwashing. The companies will hereby portray environmentally responsible images 

without sufficient and actual action behind it. (Fashion Revolution, 2018.)  

Overall, will sustainability in fashion be both the single biggest challenge and the single 

biggest opportunity for the industry in the future (McKinsey & Company, 2019).  

In the light of the above, turning possible weaknesses of the fashion industry into 

opportunities is an option for most companies, at all sizes. As sustainable approaches in the 

industry are not impossible or necessarily insanely costly, fashion companies must consider 

implementing concepts that are rated as achievable quite quickly, as well as having a high 

impact on the environmental impact (C&A Foundation, 2019). Companies could consider 

sustainable concepts that can be brought to mainstream within the next decade, and thus 

should be explored further, but also applicable for companies of all sizes. These concepts 

could be: Increased Global Awareness, Fibers Processing Innovation, Highly Detailed 

Sustainability Reporting and Extended Producer Responsibility, hence that C&A Foundations 

highlights in their report from 2019, that these concepts could potentially support fostering 
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sustainability in the fashion industry (C&A Foundation, 2019). The concepts are underlying 

the importance of putting effort into creating global awareness and shifts towards 

sustainable fashion and making sustainability reporting mandatory for fashion companies, 

supported by credible, transparent and certified systems. Furthermore, is innovation with 

the use of technology becoming a vital part of the production part of the fashion companies 

supply chains, thus implementing new types of sustainable fibers and processing 

technologies, allowing low-energy or low-water processing, recycling and maintaining of 

clothing but also requiring an extended producer responsibility worldwide, where nations 

must require fashion companies to reduce their amount of waste in the areas of post-

consumer or unsold goods (C&A Foundation, 2019).  

2.3 FashTech 

Fashion has always been an industry embracing innovation - from the invention of the 

sewing machine in the 1800’s to the rise and utilization of e-commerce. The industry is now 

using robots that sew and cut fabric, AI algorithms that can predict style trends, to AR apps 

helping consumers to purchase a clothing item in the correct size or color. Technology is 

personalizing, automating, shaping and speeding up almost every aspect of the fashion 

industry, even though the industry is facing high difficulties actually implementing and 

utilizing the full potential of the initiatives (Medium1, 2019).   

 

FashTech is a concept that refers to the intersection of fashion and technology (The Fashion 

Retailer3, 2018). FashTech includes everything between digital databases, algorithm 

processes, device interactivity, and the increase of different software as business drivers in 

fashion. In other words, FashTech is not just technology used in a small part of activities 

related to the fashion industry, instead it extends throughout the entire fashion value chain 

providing businesses with different options of technology to implement in their operations. 

(Schluep, 2017, pp. 17.) Examples of what FashTech can enable in terms of a supply chain is 

increased traceability and efficiency thanks to digital and well-structured information 

concerning demand, resources, distribution, and stock. Businesses are able to expand their 

reach and customer base, while simultaneously improving customer experience and speeding 

up customers’ purchase decisions. (Schluep, 2017, pp. 16-17). Schluep (2017, pp. 17) sums up 
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the use of technology and the digitalization of data in fashion enabling the fashion companies 

to “become highly organized yet remain dynamic, permitting both the customers and the 

company to better locate, select, exchange, and return as many items as needed and/or 

wanted”. 

 

One of the first things that the use of new technology has provided to the fashion industry is 

the ability to optimize the balance between supply and demand. Forecasting demand among 

consumers is certainly one of the most important topics for businesses trying to maximize 

their sales and revenues, but also a topic that is difficult to handle in fashion. Fashion 

products, mainly clothing, are items that are challenging to forecast due to their volatile 

nature that stems from consumers’ varying fashion favorites and shifting trends. (Ren, Hui & 

Choi, 2018, pp. 10.) The use of artificial intelligence (AI) is a growing trend in fashion, one that 

the fast fashion retailer H&M as an example has implemented in its operation (The Fashion 

Retailer3, 2018). AI is an umbrella concept that includes technologies that make computers 

behave like human beings, such as artificial neural networks (ANN), genetic algorithms (GA), 

fuzzy set theory, expert systems, and machine learning (Jelil, 2018, p. 98.) For H&M, the 

implementation AI in 2018 followed the problem that the number of unsold clothes posed 

the company – 4.3 dollars’ worth of unsold clothes in the quarterly results of 2018. To work 

on this issue, H&M implemented machine learning in its forecasting practices and began 

utilizing big data. (The Fashion Retailer1, 2018.) Even though fashion companies might be 

using AI technologies first and foremost to improve their bottom-line, the technology also 

indirectly influences the sustainability of the fashion industry by decreasing the amount of 

unsold clothing. 

 

Another way in which AI technologies are being used in the context of fashion is for 

personalization purposes. Not only is personalization favorable for businesses in increasing 

sales by offering the right products for consumers, but also for consumers, that increasingly 

demand personalized content and products. (Medium1, 2019.) The latest buzz word 

concerning personalization is the concept of hyper-personalization, which refers to the use of 

big data to provide consumers and users with more personalized products, services and 

information. Hyper-personalization includes three focus areas of social listening, data analysis 

and content, which enable businesses to offer their customers with an authentic online 
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customer experience based on the customers preferences. (Jain et. al., 2018, pp. 322.) In 

other words, companies can use AI technologies not only to produce the type of products in 

the quantities that consumers desire, but also personalize their offering and marketing to an 

extreme for each individual. 

  

Related to hyper-personalization is digital clienteling, which is a concept that refers to the 

establishment of personal relationships between company and consumer with the support of 

technology (Auguste & Gutsatz, 2018, pp. 158). Digital clienteling can be seen as an extended 

version of personalization, as it takes into consideration the entire relationship between these 

two parties and seeks to encourage interaction and personalized customer communication 

(Jain et. al., 2018, pp. 322) – while personalization can be understood more of an indirect 

exchange of information. Digital clienteling is also enabled by the use of AI technologies, and 

practiced on social media platforms and online websites. (Jain et al. 2018, pp. 321.) 

 

Finally, speaking of AI technologies, they can also be used to streamline individual consumers’ 

shopping with the help of digital assistants (Vogue Business1, 2019). This is different from 

personalization, as not only will consumers be suggested personalized offering online, but 

they can be assisted by AI driven digital assistants - just like salespeople at brick and mortar 

stores. An example of a digital assistant that uses AI is Apple’s Siri, that enables users to send 

text messages, make calls, plan their schedules, and play music, for instance. (Bernard Marr 

& Co., 2020.) In a similar way, online fashion stores can have digital assistants that can help 

individual consumers to not only choose the right size of clothes, but might also know a 

consumer’s style better than the consumer self, and propose the ‘right’ items to the consumer 

(Vogue Business1, 2019).  

 

FashTech is keeping the fashion industry innovative and companies are improving their 

utilization of technology to develop their customer experience and speed up the customer 

decision process (AR Post, 2019). Thus, the introduction of Augmented Reality (AR) has 

brought a whole new face to the industry, as it is a tool that can revolutionize how consumers 

interact with brands. With this technology, fashion companies can seamlessly blend real-time 

surroundings to boundless animated designs (AR Post, 2019). AR technology enables 

companies to merge two worlds together, to create an interactive interface. Moreover, AR 
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adds value to the user interaction with the real world, as users can through an AR app have a 

better buying experience, since the app enables a real experience with a clothing item, he/she 

wishes to purchase (JT, 2019). This improves the individual customer experience, as 

consumers can try out the clothes or any product, they buy virtually beforehand and avoid 

any unnecessary hassle (JT, 2019). Thus, AR can add a huge benefit to fashion and retail and 

be a turning point towards how to communicate and interact with consumers. The technology 

provides novelty and immersive shopping experiences, something valued and acknowledged 

by the Millennials and Generation Z (CMO, 2019). The Millennials and Generation Z are 

becoming the largest market for brands and one important characteristic about the 

generations is how tech-savvy they are. Thus, is it for the fashion companies all about 

capitalizing on technology and social media to captive these consumers (AR Post, 2019).  

 

Some companies in the fashion industry have already implemented initiatives utilizing AR 

technology such as retail giant Zara and GAP (AR Post, 2019). With solutions such as in-store 

displays, where consumers can hold their mobile phone in front of a shop window, and they 

will see models wearing pieces of the latest collections. Moreover, Zara used AR technology 

for online purchases, where packages showed alternative outfits to the clothing pieces 

delivered, motivating consumers to make repeat purchases (AR Post, 2019). GAP developed 

the so-called “DressingRoom” to reduce returns, as return rates became a long-standing 

challenge for the online apparel retail (Retail TouchPoints, 2017). The “DressingRoom” was 

thus created with a purpose of allowing consumers to try on clothing items before purchasing, 

hence minimizing the return rate. The shoppers are asked to enter height, weight, followed 

by a selection of five different body types, which will then display a virtual 3D model to show 

how the chosen item fits (Retail TouchPoints, 2017). AR technology has also been adopted in 

other industries to make the consumer decision processes easier and enable to meet the 

demand of offering more digital consumer experiences. This is companies such as IKEA, who 

implemented an AR app called IKEA Place, Try Before you Buy, where consumers can virtually 

fit potential new furniture into their homes, select colors and figure out whether they like it 

or not, before purchasing (IKEA, 2020). Specsavers launched Frame Your style, which is a 

virtually try-on function, where consumers get a facial analysis done (photos) to scan their 

face shape and features, enabling consumers to try out potentials eyewear frames from home 

without having to be physically present in store (Specsavers, 2018). What could be a 
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consideration when implementing concepts such as AR, is how affected the stores would be 

by the online marketplace, but analysts for e.g. the retail giant Zara has observed that for now 

it is proved, that brick-and-mortar stores can stay on top with the right implementation and 

use of tech, such as AR (Reuters, 2018).  

 

Moreover, have social media platforms such as Facebook and Instagram integrated and been 

expanding their capabilities for the use of AR filters, both with body and face detection (Vogue 

Business1, 2019). Introducing these features to the users of the platforms will add more 

potential shopping and self-expression experiences, which is another indication of the 

potential of where the AR technology could lead the fashion industry towards. Vogue 

Business1 (2019) “We are entering an era where a ‘wardrobe update’ takes on an entirely new 

meaning”. Thus, AR technology given the potential of a new type of garment – one that is 

enhanced by computer graphics (Vogue Business1, 2019).  

 

As social media is rapidly changing the way consumers approach styling and online 

purchasing, supported by the introduction to AR, Virtual Reality on the other hand is providing 

the consumers with a whole different experience taking technology to another level 

(Medium, 2018). Virtual Reality (VR) experiences can provide a user with a complete 3D 

computer-generated environment, which surrounds the user and responds to his/her action 

in a natural way, usually done through a head-mounted display and head tracking (Retail 

TouchPoints, 2017). Fashion is not something that immediately comes to mind when 

introducing the use of VR but nevertheless, has the technology slowly become a widely used 

addition in the industry in a variety of ways. These include utilizing VR software for building 

fashion stores, 3D avatars (virtual humans) to help with clothes design, fashion shows (Second 

Life) and 3D fashion portfolios (Virtual Reality Society, 2017).  

 

VR is providing consumers with a very engaging experience and offers a level of user 

engagement that cannot be rivaled by any other technology and has become a powerful and 

vital tool to connect and interact with consumers (SkyWell Software, 2018). Hence, VR has 

the potential to provide fashion consumers with the opportunity to see clothes they are 

interested in modelled on a virtual human, a 3D avatar, and hereby figure out whether it suits 

them or not. This utilization of technology could save the consumers a lot of time and money, 
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moreover, it has the potential of providing convenience especially to the consumers that are 

not fans of leaving the house (SkyWell Software, 2018). But besides affecting the consumers’ 

shopping experience and making it more convenient, efficient and digital, the technology of 

VR is slowly finding its way into transforming old fashion traditions such as modelling and 

fashion shows. With VR and virtual humans, the usage of virtual models could really disrupt 

the whole industry as it enables editing hair color, freckles, eye color, basically everything a 

user desires, and in record times the virtual models can be customized within seconds with a 

couple of clicks (OnSetFacilities, 2019). This said, the days of casting for the perfect fit could 

slowly be taken over by the utilization of technology, where the desire of getting an even 

more perfect model is threatening a whole industry. Lately the adaption to VR has mostly 

been seen when experiencing some of the top designer fashion shows, where the runway 

setting is a perfect sector for virtual transformation (OnSetFacilities, 2019). VR technology has 

the ability to create a runway show that anyone can attend from everywhere through the use 

of a VR headset. The show can come alive in a simple room with chairs and VR headsets, but 

by applying the headset and being transformed into another world, where the creative 

director is not experiencing any limits and with models showcasing the newest couture 

(OnSetFacilities, 2019). Therefore, in a setting like this, virtual models are just opening a door 

to much more possibilities within the utilization of fashion technology.  

2.4 Concept Clarification Summary  

Concept Clarification 

AI Artificial Intelligence: the capacity of software to develop processes similar to 

the human brain. refers to computers that apply cognitive and reasoning 

capabilities that replicate a human’s brains. (Oberson, 2019, pp.13.) 

AR Augmented Reality: a live direct or an indirect view of a physical, real-world 

environment whose elements are augmented by computer-generated sensory 

input, such as sound, graphics or GPS data (Grier et al., 2012, pp.1351). 

Digital clothing 3D-rendered garments that only exist virtually (Designboom, 2020). 
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FashTech FashTech is an intersection between Fashion and Technology. Thus, how 

Technology and Digitization is innovating the traditional operations of the 

Fashion Industry. (The Fashion Retailer4, 2018.) 

Fashion 

Sustainability 

Sustainable fashion is mainly about producing clothes, shoes and accessories in 

environmentally and socio-economically manners, but also to achieve more 

sustainable patterns of consumption and use (Green Strategy, 2020).  

Fast Fashion Clothes that are inspired by recent style trends seen on celebrities and on the 

runway for an affordable price for the average consumer. Because of how fast 

retailers need to keep up with demands for these styles, they often cut costs 

that increase their carbon footprint. (Greenmatters, 2019.) 

Gen Z Generation Z or iGen. The generation that was born between 1996-2010, 

following millennials. This generation has been raised on the internet and social 

media. (Business Insider, 2019.) 

Social Media 

Influencer 

People who have built up a positive reputation for their expertise and 

knowledge within a specific topic. By this means, that they generate large 

followings of enthusiastic, engaged people who pay attention to their postings. 

These influencers can create trends and encourage their followers to buy 

products they promote. (Influencer Marketing Hub, 2020.) 

Influencer 

marketing 

A hybrid between old and new marketing tools, where the idea of placing 

influencer/ celebrity recommendations and placing it in modernly driven content 

marketing campaigns. Moreover, is collaboration mostly between influencers/ 

celebrity and brands. (Influencer Marketing Hub, 2020.) 

Instagram Social media platform for photo and video sharing in the form of an app. It 

enables users to edit and share photos and videos, and view, comment, like and 

react to other users' posts. (Instagram3, 2020.) 

OOTD Outfit Of The Day is mostly seen on fashion blogs/Instagram profiles, where 

outfits are showcased on a daily basis (The Guardian, 2018). 

 
Table 3: Content Clarification (self-made) 
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3 Theory 

As this thesis seeks to assess ways in which technology could be utilized to fight growing 

sustainability issues within the fashion industry, it is essential to understand the acceptance 

and adoption of new technologies and innovations among technology users. How and why 

certain technologies spread quickly among people is fundamental when assessing whether 

or not, and what type of new technology could fight the sustainability issues in fashion. As 

this thesis has a practical focus in the sense that the purpose is to find suggestions to the 

defined research problem, it is crucial to choose a theoretical framework that serves this 

purpose and that enables the finding of the important determinants of technology 

acceptance in the studied context. This chapter will present the theoretical framework that 

is used in this study, and will start by the reasoning behind the chosen theory, followed by 

its introduction  

3.1 Understanding Technology Adoption 

In the selection process for the right theoretical framework, different theories were 

considered for the use in this thesis, both theories with a focus on technology and theories 

with emphasis on consumers and consumer behavior. The selection process of the 

theoretical framework begun by the assessment of the type of theory that would be 

meaningful and helpful for the purposes of this thesis. Discussion around the selection of 

appropriate theory evolved around the type of support that the chosen theory would 

provide to the study. As the study has a practical purpose in finding ways in which 

technology could support fashion sustainability, the requirements concerning theory 

evolved around technology. Also, as the study has a strong focus on users of technology – 

the fashion consumers – the theory needed to include a user aspect. 

  

Due to these two requirements, theories that were considered for this thesis were theories 

revolving around technology and users. Theories that focused solely on technology, such as 

technology implementation theories, were considered too narrow for the purpose of this 

research. As the research problem is directly linked to people – social media users and 

fashion consumers – theories focusing solely on the practicalities of the implementation of a 
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new technology were not compatible with the purpose of this thesis. Also, theories 

concerning consumer behavior were assessed to be used in order to analyze technology 

adoption of consumers. However, theories with a strong focus on the psychological and 

emotional aspects of consumer behavior were not considered appropriate for this study. 

Despite the research focusing on people as users and consumers, in the sense that the 

purpose is to find practical and working solutions to the research problem which includes 

people, the focus is not on the specific psychological aspects, nor on consumer behavior per 

se. Thus, the chosen theory had to be one that would not be at the extreme end of either 

technology or user/consumer behavior but would instead include parts of both. 

  

Based on existing literature and previous research concerning adoption of technology and 

innovation, three theories rose above others as being the most suitable for the purpose of 

this thesis: The Diffusion of Innovation (DOI), the Theory of Planned Behavior (TPB), and the 

Technology Acceptance Model (TAM). In the following sections, each theory will be shortly 

discussed in order to motivate the final choice of theory. 

3.1.1 Diffusion of Innovation 

The Diffusion of Innovation (DOI) theory is a theoretical framework developed by Everett M. 

Rogers in 1962. The purpose of DOI is to explain how an innovation – an idea, a product, or 

a behavior – gains momentum and diffuses among a specific population or social system 

over time. According to Rogers, when an innovation is diffused, it is adopted by the people 

of the population – adoption referring to people changing their behavior or doing 

something differently than before as a consequence of the innovation. (Behavioral Change 

Models, 2019.) Furthermore, a key requirement for an innovation to be adopted, is the fact 

that a person must perceive it as new or innovative. What Rogers’ DOI suggests, is that 

people’s adoption of innovations does not happen simultaneously, instead there are five 

different adopter categories: innovators, early adopters, early majority, late majority and 

laggards. These categories of people will not only adopt an innovation at a different pace 

but will also need a different strategy to be approached when presented with the 

innovation. The DOI also includes different phases that lead to innovation adoption: 

awareness of the need for an innovation, decision to adopt (or reject) the innovation, initial 

use of the innovation to test it, and continued use of the innovation. Finally, DOI suggests 
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four main elements that have influence on the diffusion of an innovation: the innovation 

itself, communication channels, time, and the social system. (Rogers, 1983, pp.2-31.) 

3.1.2 Theory of Planned Behavior 

The Theory of Planned Behavior (TPB) is a theoretical framework that has its origins in the 

Theory of Reasoned Action (TRA) developed by Ajzen and Fishbein in 1980. TPB is a tool for 

predicting people’s intentions to engage in a certain behavior at a given time and place. In 

other words, by using TPB, one can predict and explain people’s behavior and intentions in 

regard to a specific context. The model is based on the assumption that individuals make 

rational, thus logical and reasoned, decisions when it comes to engaging in a specific 

behavior. (Ajzen 1991, pp.179-181.) Furthermore, in order to make rational decisions, 

individuals systematically evaluate accessible information to motivate their decisions. 

According to TPB, an individual’s intention, thus the desire, to perform a specific behavior 

determines that individual’s behavior. TPB proposes attitude towards the behavior, 

subjective norm, and perceived behavioral control as the key determinants of an individual’s 

behavioral intentions. (Ajzen 1991, pp.179-181, 206; Rondan-Cataluña, Arenas-Gaitán & 

Ramírez-Correa, 2015, pp.793, 799.) 

3.1.3 Technology Acceptance Model 

The Technology Acceptance Model (TAM) is a theoretical framework developed by Fred D. 

Davis in 1986. TAM seeks to predict and understand the technology acceptance of users, 

thus how and why some technologies are accepted by users while others are not. (Davis et 

al., 1989, pp.985.) Acceptance in the context of TAM refers to adoption and actual use of a 

system. TAM suggests that the main determinants of users’ acceptance of technology are 

the perceived usefulness and the perceived ease of use of the technology in question. In 

other words, the model emphasizes the importance of the perceived values of how useful 

the user thinks the technology is, and how easy he/she thinks the technology is to use. 

According to TAM, there are external variables that influence the perceived values 

(usefulness and ease of use), which then translate to the individual user’s intention to use 

the technology that then directly results in the actual use. (Davis et al., 1989, pp.985; 

Rondan-Cataluña et al., 2015, pp.793, 799.) 
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3.1.4 Selection of Theory 

When evaluating which of the three theoretical frameworks would be the most suitable for 

this study, different aspects of the theories were assessed together with the purpose of the 

study. Starting with DOI, it became evident that despite the model’s popularity in different 

studies, the purpose of the model was not aligned with the purpose and goal of the study to 

be conducted. DOI was considered as focusing too much on the different groups of 

technology users, as the cornerstones of the model are the different adopter categories – 

an insight that was considered not significant for the purpose of the study that focuses 

more on the determinants of the actual technology in regards to its adoption among users. 

Also, despite focusing on innovations, the model was considered missing a technological 

aspect, just as the second model, TPB. Despite also being widely used, TPB was considered 

not suitable for the study due to its assumptions concerning human rationality. These 

assumptions were not seen as being aligned with the context of the study – the fashion 

industry and social media, which both can be argued to be emotional and impulsive 

contexts. This said, TAM was perceived as the most suitable framework for the purpose of 

this study as not only is it considered to be an information system theory, but it is also one 

that takes into consideration the user – without imposing assumptions on the user, such as 

rationality. Moreover, TAM was perceived as the right theoretical framework for this thesis 

due to its generic nature. As explained by Davis et al. (1989, pp. 985) “The goal of TAM is to 

provide an explanation of the determinants of computer acceptance that is general, capable 

of explaining user behavior across a broad range of end-user computing technologies and 

user populations”. In other words, TAM was designed for being used in different contexts 

including different systems and different users, thus confirming the frameworks suitability 

for the topic of this thesis. 

 

What should also be highlighted, is that the version of TAM that will be used in this thesis is 

the one from 1996 by Davis. The reason why the original TAM from 1996 was chosen above 

the later and newer versions of the model is the simplicity of the original version. As this 

thesis does not seek to conduct similar probability assessment of system or technology 

usage as done with the model by collecting user data, the simple, original version of TAM 

was seen as the most suitable for this thesis. Our purpose is to understand user acceptance 
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of technology in order to answer our research question, and to provide insights into 

whether or not and in what ways some technology could tackle sustainability issues in 

fashion. Also, since our research focuses on interviewing experts from the different related 

fields to our study, and not users, including the more complex versions of the model was 

not perceived as value adding. 

  

In the following sections, we will first discuss TAM and its determinants in further details, 

and briefly introduce the different revised versions of the model together. Finally, some 

related studies will be presented in order to highlight the choice and suitability of the 

chosen theory. 

3.2 TAM 

The model is the outcome of Davis’ study concerning user acceptance of new technology - a 

research focusing on the reason why people accept or reject information technologies and 

finding ways in which it could be better explained and predicted. The study was motivated 

by previous research which suggested that information technology (IT) had the potential to 

significantly improve the efficiency of office workers, but that the realization of that 

potential was prevented by workers refusing to adopt the technologies. (Davis, 1989, pp. 

319-320.) TAM is a framework that was created to not only have theoretical contribution, 

but also to have practical value. It is a tool that according to Davis (1989, pp. 319) vendors of 

IT systems can use to estimate demand for new design ideas among users, while 

simultaneously providing a means for managers within IT to assess the system offering of 

these businesses. 

  

The cornerstones of TAM are the two key determinants of technology acceptance: 

perceived usefulness (PU) and perceived ease of use (PEU). These two determinants had 

been found as defining factors of people’s acceptance of technology by previous research 

and based on those data and results chosen as determinants for TAM as well (Davis 1989, 

pp. 320; 323). Davis hypothesized in his study that both perceived usefulness and perceived 

ease of use would have influence on user’s acceptance and usage of new technology, and 

that understanding these determinants would be key in explaining and predicting 
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acceptance or lack of it. The two determinants were hypothesized as being equivalent and 

equally important in regard to user acceptance. However, the results showed that instead of 

being equally influential, the two determinants actually had a different weight on users’ 

acceptance of a new system or technology. Davis found that the relationship between 

usefulness and usage was a lot stronger than the relationship between the ease of use and 

usage relationship - thus making usefulness a ‘primary’, and ease of use a ‘secondary’ 

determinant. 

  

Davis argues that the findings concerning the primary and secondary roles of the two 

determinants is rational, as users tend to be primarily drawn to using technology based on 

the functions it enables them, and only secondary based on the ease or difficulty of usage. 

Davis provides an example to illustrate his statement “users are often willing to cope with 

some difficulty of use in a system that provides critically needed functionality”. Furthermore, 

according to Davis’ findings, compromised ease of use can have a negative influence on the 

acceptance and usage of an actually useful technology, however, no matter the extent of 

ease of use, a technology lacking usefulness will most likely not get adopted by users. (Davis 

1989, pp. 333.) This relationship is illustrated in Figure 3 describing TAM, in which E is 

pictured to have impact on U and A, but not directly to a user’s intention of usage (BI). On 

the other hand, U influences both A and BI without having impact on E. This version is the 

first one of TAM that Davis proposed in 1986. 

 

Figure 3: Original TAM (Davis, 1986) 

Figure 4 below, pictures the final version of the original TAM, a simplified version that Davis 

together with Venkatesh introduced in 1996 (Lai 2017, pp. 26-27.) The evolution from the 

first version to the final is the role of attitude in the process of technology acceptance. 

Based on Davis and Venkatesh’s study, attitude did not play an integral role in the process 
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as it was found as not transmitting the full effect of perceived usefulness to the behavioral 

intention. In other words, people might use a technology despite not having a positive 

attitude towards using it, due to possible enhancements that the technology provides to 

their productivity. Hence, Davis and Venkatesh (1996) eliminated the dimension of attitude 

from the model. (Davis & Venkatesh, 1996, pp. 20.) 

 

Figure 4: Final TAM from 1996 (Davis & Venkatesh, 1996)  

Now looking more closely at the different phases of the model, the starting point of user 

acceptance of technology is external factors. TAM suggests that there are some external 

factors that influence perceived usefulness and others that influence perceived ease of use. 

Examples of the first ones can be system features like menus, icons, and touch screens, 

while the latter could be training, documentation and user support. (Davis et al., 1989, pp. 

987-988.) These external factors then influence users’ perceived usefulness and / or 

perceived ease of use of a technology, which then has direct impact on the behavioral 

intention that the user forms towards the technology (Davis & Venkatesh, 1996, pp. 20). 

  

Behavioral intention refers literally to the user’s intentions of using a technology – thus to 

the user’s self-perceived likelihood and willingness to use a technology. It is a variable that 

can be calculated and used for the prediction of the probability of user behavior concerning 

a technology (Davis et al., 1989, pp. 989). In the context of this thesis, probability will not be 

calculated as we will not be gathering quantitative data from users. Hence, the users’ 

behavioral intention will be treated more as a qualitative measure, that is the combined 

value of PU and PEU. Finally, the last phase of TAM is the actual use, or simply (user) 

behavior. This phase does not require further explanation as it simply refers to usage of 

technology. Actual usage is an end-goal, and something that this thesis seeks to attain as 

well in its context of sustainability in fashion. 
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Nevertheless, for the purpose of this thesis, and the use of TAM as the defining framework, 

it is crucial to fully understand the meaning and role of the two main determinants of TAM – 

the perceived usefulness (PU) and ease of use (PEU). As opposed to other theories (such as 

TRA), TAM considers PU and PEU to be separate determinants. This allows not only the 

comparison of each of these determinants on the behavioral intention, but also enables the 

tracing of external variables more specifically. This said, this approach provides practical 

value to users of the model as they are able to target strategies comprising external 

variables to either influence PU or PEU as according to their need. (Davis et al., 1989, pp. 

988.)  

 

The determinants can be argued to be rather straightforward and easily understood. 

However, the challenge with the use of PU and PEU, is to distinguish between the objective 

and subjective variables – thus the fact that perceived (subjective) and actual (objective) 

values can vary a lot. This has implications for the use of TAM, as these two (subjective and 

objective) variables should not be mixed. For instance, assuming that a technology will be 

perceived as useful by users due to its technical capabilities can be misleading in regard to 

the actual use of the technology. Thus, when using this framework in this thesis we must as 

researchers, as well as readers, keep in mind the subjectivity of PU and PEU – and that these 

determinants should not be treated too objectively, as no matter how carefully a 

technology is implemented and planned, it might not be seen as useful and easy to use by 

the actual users (Davis 1989, pp. 320). As Davis (1989, pp. 335) sums up “perceived 

usefulness and ease of use are people's subjective appraisal of performance and effort, 

respectively, and do not necessarily reflect objective reality”. The next two subsections will 

briefly discuss in further detail the definitions of the two main determinants. 

3.2.1 Perceived Usefulness 

In the context of TAM, the concept of perceived usefulness (PU) refers to "the degree to 

which a person believes that using a particular system would enhance his or her job 

performance” (Davis 1989, pp. 320). The definition highlights the subjective nature of PU, 

which should be kept in mind when using TAM. In other words, PU depends on the 

individual user and his/her personal perceptions. In addition to the subjectivity, as shown in 

Figure 4 picturing TAM, the PU that is discussed and assessed in TAM is one that is formed 
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before the actual use of the technology. This said, training and other external factors might 

influence PU, but PU is something that users form before the actual usage of the technology 

in question. Finally, as mentioned previously, there is a hierarchy between the two 

determinants of PU and perceived ease of use (PEU). In practice this means that not only is 

PU influenced by external factors, such as system features, PEU can also have an impact on 

users’ PU. This emphasizes the overall importance of PU in user acceptance of technology. 

3.2.2 Perceived Ease of Use 

Perceived ease of use (PEU) in turn, is defined as “the degree to which a person believes 

that using a particular system would be free of effort” (Davis et al., 1989, pp. 985). Davis 

argues that PEU is an important determinant of users’ technology acceptance, as a 

technology’s benefits might get surpassed by difficulties concerning the use of the 

technology (Davis 1989, pp. 320). That is to say that no matter how much a technology is 

able to benefit a user, it might not be accepted and used because of it being perceived as 

difficult to use by the user. A good example of such a case is Microsoft Excel - a tool that is 

known to be useful, but that is not used by many due to people perceiving it as difficult to 

use. However, as mentioned earlier, the weight of PEU is not as big as the one of PU when it 

comes to user acceptance. This means that the fact that a technology is easy to use will not 

alone lead users to use the technology, as there needs to be a benefit (usefulness) related 

to the technology. 

3.2.3 Revised Models 

Since the release of the original TAM in 1986, the model has been revised twice. The first 

revised version is TAM2. The second and latest revised version, in turn was named 

differently due to bigger changes in comparison to the original version and carries the name 

of Unified Theory of Acceptance and Use of Technology – UTAUT in short. These two 

versions will not be used for the purposes of this thesis, as the chosen theory is the original 

TAM. However, it is crucial to acknowledge the existence of these two revised versions of 

the model and to understand their differences to the original one. This provides the reader 

with not only better understanding of the used model in its entirety, but also a 

comprehensive explanation for the reasons why the original TAM was the version chosen 

for this thesis. 



 44 

  

The original TAM was first revised in 2000, when Venkatesh and Davis proposed the 

Technology Acceptance Model 2 (TAM2). In comparison to the original TAM, TAM2 includes 

more explanations as to the reasons behind users’ perceived usefulness. TAM2 defines 

subjective norm, image, job relevance, output quality and result demonstrability as factors 

influencing perceived usefulness. These reasons are further divided into three different 

points in time: pre-implementation, one-month post-implementation and three-month post 

implementation. (Lai 2017, pp. 27.) In short, Venkatesh and Davis’ (2000) TAM2 proposes 

that users’ assumptions of the usefulness of a system is based on mental evaluation of the 

fit between users’ work goals and the helpfulness of the system in performing their work 

tasks. (Lai 2017, pp. 28.) TAM2 can thus be seen as an extended version of the original TAM, 

as the core of the model is the same, as pictured in Figure 5 below in the frame part of the 

model. 

 

 

Figure 5: TAM2 (Venkatesh & Davis, 2000) 

In 2008, Venkatesh and Bala (2008) formulated TAM3, the second revised version of TAM. 

This version of the model also has the same core as the original TAM and TAM2, however is 

it a lot more complex in terms of the external factors, or as according to the authors the 

“facilitating conditions”. Here, not only are there determinants defined for PU, but also for 

PEU. The newness of this version of the model comes exactly from these PEU determinants, 
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which were divided into two categories of anchor and adjustment, as described in Figure 6 

below. 

 

Figure 6: TAM3 (Venkatesh & Bala, 2008) 

The fourth and latest version of TAM, is the Unified Theory of Acceptance and Use of 

Technology (UTAUT) by Venkatesh, Morris, Davis and Davis (2003). Instead of the original 

determinants of PU and PEU, UTAUT suggests that user acceptance of technology can be 

predicted by assessing performance expectancy, effort expectancy, social influence and 

facilitating conditions. However, the original determinants are not fully forgotten in this 

version of TAM, as PU is included in performance expectancy together with extrinsic 

motivation, job-fit, relative advantage and outcome expectations. PEU in turn belongs to the 

determinant of effort expectancy with complexity. In addition to performance and effort 

expectancies, UTAUT suggests social influence and facilitating conditions as determinants of 

user acceptance of technology as well. Furthermore, UTAUT acknowledges demographic 

factors such as the user’s gender, age, experience and voluntariness of use. (Lai 2017, pp. 

29.) The relationships of each determinant to one another and to both behavioral intention 

and actual use is pictured by arrows in Figure 7 below. 

 



 46 

 

Figure 7: UTAUT (Venkatesh et al., 2003) 

 

3.2.4 Related Studies 

Despite TAM being revised several times, the original version of the model has persisted in 

use among researchers to this day. TAM has been especially popular in studies related to e-

learning and predicting the use of e-learning technologies among users (Cheung & Vogel, 

2013; Persico, Manca & Pozzi, 2014; Abdullah & Ward, 2016). Moreover, TAM has been 

used in a variety of different contexts such as the use of IT in universities (Jan & Contreras, 

2011), M-learning (Al-Emran, Mezhuyev & Kamaludin, 2018), the use of smartphones (Joo & 

Sang, 2013) – even the adoption of the technology of driverless cars (Koul & Eydgahi, 2018), 

the use of smartphones (Joo & Sang, 2013). A very close example related to the research 

conducted in this thesis was provided by another master’s thesis that investigated the 

acceptance of the technology of blockchain in the context of the music industry by using 

TAM (Neverdauskaitė & Ortlieb, 2019). The diversity of the contexts of studies about which 

TAM has been used support the choice of the framework for this thesis as well, as TAM can 

be argued as being very versatile and adaptable. 

  

Finally, in addition to previous research in other contexts, the use of TAM has also been 

explored in the specific context of social media by previous research (Choi & Chung, 2013; 

Rauniar & Jei, 2014; Wirtz & Göttel, 2016; Weerasinghe & Hindagolla, 2018). These studies 

used TAM and validated the role of its main determinants PU and PEU, in addition to which 

they found additional factors that influence users’ acceptance of technology in the context 
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of social media. Such additional factors are for instance enjoyment/playfulness, social 

influence and trust, users’ personal traits such as autonomy, demographic variables 

including age and gender (Weerasinghe & Hindagolla, 2018, pp.150), and a user’s social 

media capabilities (Rauniar & Jei, 2014, pp. 25). 

 

However, it must be acknowledged that despite wide usage, TAM has also been broadly 

criticized. Critics of TAM have suggested that the model has weaknesses in regard to 

predicting users’ behavior, especially in the context of new technology. For instance, one 

study conducted in the context of gaming found PU as not being influential regarding 

technology acceptance. (Ajibade, 2018, pp.2.) TAM has also generally been criticized for 

being too simple to predict and analyze users’ acceptance of technology. Related to the 

topic of the study in this thesis, the use of TAM in a context including customers has also 

been questioned: “Since the intrinsic motivations are not addressed in TAM so the ability of 

TAM to apply in a customer context where the acceptance and use of information 

technologies is not only to achieve tasks but also to fulfil the emotional needs may be 

limited.” (Tahersdoost, 2018, pp. 963.) This critique is acknowledged and will be considered 

throughout the study. 

 

4 Methodology 

This section introduces the methodological choices made in regard to the study conducted 

in this thesis. The structure of this chapter follows the one proposed by the so-called 

research onion (Saunders et al. 2016), as it served as a framework for the methodological 

choices. 

4.1 Philosophy of Science  

The choice of a paradigm provides our thesis with a lens through which the area of theories, 

research, methods, and results are selected, analyzed and viewed (Saunders et al., 2016, pp. 

132). In the following, we will present how our thesis is constructed around our chosen 

paradigmatic perspective followed by an elaboration on its relevance to this thesis.   



 48 

4.2 Pragmatism  

To thoroughly explore our research question, we apply the paradigm of pragmatism, and 

hereby utilize the research philosophy of pragmatism (Saunders et al., 2016, pp. 143). The 

philosophy of pragmatism evolves around practicalities, concreteness, reality, staying open-

minded, and the willingness to change based on our actions. It is significant and considered 

in research, which starts with a problem, and aims to contribute practical solutions for 

future practice (Saunders et al., 2016, pp. 143). The philosophy of pragmatism strives to 

reconcile both objectivism and subjectivism, facts and values by considering and 

incorporating theories, concepts, ideas and research findings and how they play out in 

action, and in terms of their practical consequences in specific contexts. Thus, we must as 

researchers stay open-minded and embrace change of reality in our way of thinking and 

when analyzing our findings. Working with a philosophy, which is accepting the adaption of 

both qualitative and quantitative studies, the nature concerning our research findings and 

the generalizability of the data should be taken into consideration. We must therefore, as 

researchers constantly be aware of how we observe the reality (i.e. ontology), how we make 

assumptions within different layers of complexity and meaning making (i.e. epistemology), 

but also how we chose to reflect on the research process in this paper (i.e. axiology) 

(Saunders et al., 2016, pp. 141). 

4.2.1 Ontology  

The ontology of pragmatism observes reality as something which can always be negotiated, 

debated, examined or changed. The scientific perception which pragmatism addresses, is 

recognizing that there are many different ways of interpreting the world and undertaking 

research, thus no single perception of reality can give an entire picture and there may be 

multiple realities (Saunders et al., 2016, pp. 144). This leads to pragmatists being more 

interested in practical outcomes supporting action, change and practicalities rather than 

abstract differences, which in turn affects the research in terms of how “objectivist” or 

“subjectivist” it turns out to be. Thus, will a choice of objectivist or subjectivist be necessary 

ahead of doing our research, as the adaption to one or the other is important for the 

outcome of our collected and analyzed data. Hence the need of a subjectivist ontology 

might be necessary during some interviews in order to allow our participants to have 
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different opinions and beliefs and in some way stay connected to them, ensuring a mutual 

understanding and short personal distance, which is important for our way of collecting 

data, all to remain emotionally available allowing personal differences in reasoning and 

feeling, but also support the socially constructed opinions through different culture and 

language. In addition to this, a more objectivist ontology will be adapted when analyzing our 

results and researching quantitative data (Saunders et al., 2016, pp. 129).  

4.2.2 Epistemology 

Our epistemological considerations focus on the fact that research should be examined 

using whatever tools are best suited to solve our research problem. Highlighting the value of 

new understandings as well as theories and concepts, will contribute to the concept of 

knowledge within our research field. The epistemology of pragmatism is centered around 

the concept of inquiry, considered as the process of knowledge-seeking and how we can 

improve it, thus done with an inch of skepticism and modesty. This will ensure that we will 

provide a rich and useful amount of research that must be possessed in order to inquire 

well, and moreover the action and change that should be adopted. In order for us to 

constitute good quality data, we must be able to understand the phenomenon that we 

conduct research upon and hereby enable some sort of generalization for our research topic 

through a pragmatic point of view (Saunders et al., 2016, pp. 126). 

4.2.3 Axiology  

The process of our thesis is influenced by the value-bound research that we have integrated 

in it, our axiology. We as researchers have a practical, to some extent skeptical real-life 

perception and therefore will our inquiries about knowledge-seeking, suggestions of change 

and action, be either fully objectivist or subjectivist, thus to some extent be influenced by 

the participants and data we choose to involve in our research. By doing so, it must be 

highlighted that the subjectivity viewpoints and involvements might have an impact on the 

results, as our interpretation as researchers are a key to contribution to the research paper 

as we, with our choice of research philosophy and data collection method, are reflexive and 

a part of what is researched (Saunders et al., 2016, pp. 127). 
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4.2.4 Relevance of Pragmatism  

In connection with our focus on a possible solution to how technology can tackle 

sustainability issues, we argue that the need to change the global clothing consumption 

behavior is supported by practical solutions and taking action. Hereby, we assert that we 

shall have the willingness to change and adapt towards the solutions that may seem 

possible to help us change. In the long term, we will benefit from our practical solutions in 

regard to possible change in solving these great issues. In our reality, we are facing a global 

problem, which needs action in order to come up with possible solutions to this problem. As 

sustainability and how to tackle it are perceived differently depending on each individual’s 

reality, all must negotiate, debate and interpret what they feel is the right action. As such, 

these different perceptions of realities and solutions to tackle sustainability issues have 

been supported by the need of implementing climate pragmatism and, in accordance with 

Lloyd (2020), that the starting point of this new approach is a commitment to human dignity 

and the potential for innovation (Lloyd, 2020). As the demand for fast fashion keeps growing 

and the social media image of a perfect reality keeps being the goal, we argue that actions 

and change must happen within this problem area. This illustrates that our chosen paradigm 

allows us to analyze and investigate the phenomenon as being something we can tackle 

pragmatically in order to take action within this problem area (Saunders et al., 2016, pp. 

141), enabling us to deeply investigate all possible tools to solve the problem. However, 

during the entire research process, we must be aware of the fact that the assertion that 

realities can be based on constant negotiations, debates and interpretations, which is also a 

condition for us as researchers. In this way, we acknowledge that this thesis is merely our 

practical outcome of research, which encourages change and action upon a problem within 

our research area.  

4.3 Abduction  

In this thesis we employ abductive knowledge production, as it is applied to make logical 

inferences and construct theories (Saunders et al., 2016, pp.148). Abductive reasoning is 

viewed as a third alternative to inductive and deductive approach, which overcomes the 

weaknesses via adopting and supporting a pragmatist perspective throughout the research. 

Moreover, is it viewed as a combination between inductive, i.e. the use of a single incident 
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to say something about general principles or theories, and deduction i.e. the use of general 

principles or theories to infer something about a single incident (Saunders et al., 2016, 

pp.147, 148). In practice, it is difficult to differentiate between an inductive or deductive 

approach as they are often overlapping and mixed (Dudovskiy, 2019), as it does in our 

research process. Our thesis analysis is based on a theoretical framework, which is used to 

support our choice of a single case study. Therefore, we take a starting point in deduction. 

Based on our theory, we conduct empirical research, resulting in new knowledge. Thus, at 

this point, we apply induction. Hereby, we analyze our found empirical knowledge utilizing 

the theoretical framework, from which we infer something about our single case study, 

which again supports deduction. When using an abductive approach, we consent to the fact 

that we cannot conclude anything, as the reality is constantly changing and therefore 

impossible to obtain all knowledge. Thus, this is consistent with pragmatism, by which the 

reality can always be negotiated, changed and interpreted.  

4.4 Single Case Study  

As limited associated literature characterizes our research problem i.e. research area, we 

consider it relevant to generate new knowledge through a practical example of a single case 

study. According to literature, a case study refers to “understanding the dynamics of the 

topic”, moreover a contemporary phenomenon within its real-life context (Saunders et al., 

2016, pp. 184). Thus, a case study is particularly relevant, as we wish to investigate the 

specific phenomenon that takes place over social media that encourages not only the 

consumption of fast fashion but also the consumption of clothes as disposable goods, as 

explained in further details in the phenomenon section of the preface. Hence, the single 

case study conducted in this research paper focuses on a specific phenomenon. In addition 

to the studied phenomenon, this research uses the Digital Collection by Carlings as an 

exemplary case, as it is an adequate example of how the use of technology might assist in 

tackling sustainability issues within the fashion industry and to overcome the growing 

challenges by providing social media with a visually perfect reality. We acknowledge that 

our single case study is not a part of a bigger sample, thus not representative, but rather it’s 

a way for us to provide an in-depth investigation of the different features within this case 

which are within a great interest to us (Saunders et al., 2016, pp. 185).  
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4.5 Qualitative and Quantitative Methodology   

Based on the above, pragmatism's methodology accepts both qualitative and quantitative 

methods. Utilizing qualitative methods supported by a smaller quantitative study will allow 

us as researchers to gain detailed, nuanced, and in-depth understandings of the 

investigated phenomenon which are unquantifiable, such as individual perception of reality 

and the willingness to take action against a problem area and supported by a personal 

longing for change within the studied context (Saunders et al., 2016, pp. 169 - 170). As 

pragmatist have a driving force to determine the most appropriate methodological choice 

for the context of the chosen research area, the utilization of both qualitative and 

quantitative research is valued, hence the choice of mixed methods to help undertake this 

particular research area (Saunders et al., 2016, pp. 169). The purpose of this research seeks 

to combine the two research techniques in a concurrent form (Saunders et al., 2016, pp. 

170). Concurrent mixed methods involves in the case of this thesis a separate use of our 

collected qualitative and quantitative data, as it allows us as researchers to be interpreted 

together and provide the overall findings with a more in-depth understanding and useful 

results to the discussed research question (Saunders et al., 2016, pp. 170).  

 

Thus, because of the time horizon of our study being cross-sectional, this research will for 

the purpose of our research area focus around the collection of qualitative data, supported 

by a quantitative data collection, where our interviews for our single case study will be 

collected over a short period of time, thus is the same equivalent for the chosen online 

observations. This methodology is exploratory study and supports our interest in 

discovering what is happening within this research area and gaining further insights about 

our topic of interest (Saunders et al., 2016, pp. 174). Therefore, focusing on the collection of 

mixed methods is appropriate to our research when studying realities that are difficult to 

observe and measure, which holds true when addressing a possible solution to help in 

tackling growing sustainability issues within the fashion industry. Thus, applying mixed 

methods, qualitative and quantitative, will allow us as researchers to gain useful insight 

about our chosen interviewees’ perceptions of the discussed phenomenon and their specific 

interpretation of their reality, but supported by online observations to highlight the 

existence of the highlighted phenomenon and trend taking place on social media.  
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4.6 Quality Criteria  

When committing to the use of mixed method data collection, a certain and agreed quality 

of the primary research must be ensured through following the quality criteria of reliability, 

validity, and generalizability specific to mixed methods studies (Saunders et al., 2016, pp. 

207).  

4.6.1 Reliability  

Reliability relates to replication and consistency, moreover the trustworthiness of the 

research findings and whether these findings can be replicated at other times by other 

researchers (Saunders et al., 2016, pp. 202). Qualitative studies, like ours, often come to 

result in unique findings, which are essentially non-replicated. Thus, the reliability of 

qualitative research studies needs to argue and set around how the methods are conducted 

and whether these are conducted correctly (Saunders et al., 2016, pp. 202). Therefore, our 

research will be done explicitly and systematically in such details to provide transparency 

throughout our findings. Moreover, is the reliability of quantitative data in the case of 

online observations achieved by using both researchers of this thesis, to enable a valuable 

analysis and evaluation of the findings, thus use inspiration from blind peer-review, to 

ensure consistency through the stages of our research and underline the stability of the 

collected data (Elsevier, 2020).  

4.6.2 Validity  

Validity deals with the correctness of the measures used, the accuracy of the analysis of the 

research results and the generalizability of the research findings (Saunders et al., 2016, pp. 

202). Moreover, it deals with the truth of our interview findings and online observation 

results, thus the degree to which the chosen method discovers what it intends to discover. 

When ensuring a certain quality of our findings we rely on two different aspects of validity 

internal and external, when validating our research knowledge (Saunders et al., 2016, pp. 

202). Internal validity is potentially affected by flaws within the study itself, thus lack of our 

control in regard to major variables when managing the data collections, such as coding 

problems, design problems or problems with the technologies related to the data 

collections (Saunders et al., 2016, pp.180). Concerning the external validity of this study, 
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hence the ability to generalize our findings to a larger group or other contexts, what must 

be taken into account is the number of interviewees and moreover their expertise within 

certain fields of interest, thus whether they have knowledge within the field of business or 

consumers (Saunders et al., 2016, pp.180). Also highlighting the necessity to consider the 

validation of the conducted online observations, as the external validity might be an 

obstacle, taking the area of research for the observations into consideration.  

4.6.3 Generalizability 

We will throughout our research adhere to generalizability, which concerns analyzing to 

what extent our research findings from one interview can be used as a guide for what may 

happen in a similar interview situation. Thus, we acknowledge that our research findings are 

not representatively generalizable, but they can be utilized as a guide. Moreover, would it 

be useful for us to compare our findings with our chosen secondary data to see it in a more 

general context, thus it will enable us to triangulate the knowledge and hereby assess the 

generalization of our findings (Saunders et al., 2016, pp. 331). Moreover, are we 

acknowledging the generalizability of our online observations, as they seek to discover a 

phenomenon and trend on social media, hence the collected data amount will be 

considered in order to ensure a higher generalizability of the findings (Saunders et al., 2016, 

pp.331).  

 

5 Data Collection 

The following sections will present and discuss the outlines carried out for secondary and 

primary data that will be used for the purposes of this thesis. 

5.1 Secondary Data 

Academic literature alone was not enough to answer our research question. Therefore, we 

had to consider and investigate different sources of secondary data - including both existing 

academic literature, previous research, but also online articles, reports and blogs. For 

instance, we investigated the role of the inspirational case of Carlings and the Digital 

Collection, in regard to getting a clear, deeper and critical idea about the company and the 
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role of the Digital Collection and moreover, how big of an effect the concept did, and could 

have. We observed the different creative materials produced as a part of the campaign, but 

also looked into the perceptions of the Digital Collections both in terms of consumer and 

business points of views. Moreover, did we obtain further knowledge about our three key 

concepts, thus, to gain a proper understanding of the different elements being a part of the 

different concepts. Academic sources where in this context used and necessary to get a 

deep and knowledgeable understanding of each concept and what information was lacking 

from literature, thus becoming an important part of the soon to be collected primary data. 

This said, the secondary data collection has a purpose ensuring a thorough investigation of 

literature and multiple other sources, thus enabling the best starting point for developing a 

primary data collection strategy. 

5.2 Primary Data  

In order to collect primary data, face-to-face interviews were chosen to illuminate our 

research area. The interviews will in the case of our research help us gather valid and 

reliable data, which is relevant for our research question. Moreover, interviews will help 

understand an individual's perception and interpretation about our subject through 

language (Saunders et al., 2016, pp.388). The element of a conversation, an interview, is 

important for us pragmatics, as we aim our attention around different interpretations of 

individuals’ realities and seek to gain as much knowledge about a subject as possible and get 

the experts’ solution or expertise to handle and answer our research problem.  

 

We assessed that face-to-face interviews were essential in getting experts to talk about 

their reality and interpretations about the subject and research problem, based on the 

assumption that direct conversation would help both us and the experts challenge the 

individual viewpoints and discover new aspects, perceptions and how to solve it. This is 

arguing why, a survey or e-mail interviews, for example, would not have given the same 

possibilities and would more likely have provided us with less conscious answers, lacking 

depth, details and individual interpretations and the possibility of follow up questions. We 

intended to get the entire individual viewpoint, knowledge and ideas, which we strive to 

utilize in the solvation of our research problem. Therefore, we evaluated that we would 
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obtain the most through semi-structured interviews. Focus groups may have given us some 

similar results and would have been an exciting method to use, if we wished to dig deeper 

into individual realities and argumentation about our four key concepts. In fact, focus 

groups are appropriate for the paradigm of pragmatism, as it can help researchers gaining 

as much knowledge about a concept and will help support how individuals interpret the 

reality of a concept.  

 

However, we as interviewers feared that we would not get the full knowledge concerning 

the three key concepts if we chose to investigate and discuss them in plenum. Thus, it will 

be related to our desire to collect as personal knowledge and information from the 

individual as possible and we would fear that the interviewees would maybe be 

uncomfortable discussing and explaining their viewpoint and interpretation of concepts in 

focus groups, as the answers might be compromised due to avoiding conflicting opinions. By 

choosing individual interviews, we put a great deal of responsibility on the respective 

interviewee, which essentially encouraged them to keep them talking.  

  

Based on this, our primary method for data collections is individual, qualitative semi-

structured interviews with experts covering our three key concepts – fashion sustainability, 

fashion technology and social media. Semi-structured interviews enabled us as researchers 

to vary our questions between interviews, as we discovered new knowledge about a 

concept, which needed to be explained further by another expert within another concept. 

Further, did semi-structured interviews enable us to add additional questions throughout 

the interview and open up for potential discussions. We felt an importance in choosing this 

method, as the novelty and individual interpretation of our research area create a lot of 

different opinions, which can lead in many important discoveries (Saunders et al., 2016, pp. 

388). All our interviews were conducted at the end of March 2020, as we wanted to ensure 

some sort of compatibility between the interview results and also have the latest interview 

on top of mind, if we felt the need to add questions and be as prepared as possible through 

the interview. 
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Additionally, we did online observations through analyzing the behavior of 10 different 

Scandinavian bloggers and influencers, chosen based on their popularity e.g. number of 

followers. The online observations are inspired by blind peer-review and done in order to 

support the phenomenon according to which social media is a contributor to fashion’s 

sustainability issues due to a trend of posting outfits - only one post about an outfit (OOTD). 

This phenomenon is supported by literature concerning social media and fashion, but also 

based on the researchers own experience. However, in order to confirm or deny the 

existence of the phenomenon, and to support the motive of this study, online observations 

were seen as a necessary add on to the primary data collection, in addition to the expert 

interviews. We felt the necessity to support our own study, by adding this to our primary 

data collection, as the data was to be analyzed covering the last three years, thus observing 

the development of the trends on social media and hereby enable the possibility to confirm 

or deny the phenomenon and its relevance.   

5.3 Expert Interviews  

This section will present and highlight the format, processes, and selections related to the 

interviews with the four chosen experts within the key concepts of this study: Social Media, 

Fashion Sustainability and Fashion Technology.  

 

Our interviews were conducted as exploratory expert interviews, which is an interview with 

an expert who can be anyone that we as researchers believe possesses special and deep 

knowledge within their chosen field of action (Littig, 2013). Experts will enable this study to 

gain important information about their field of knowledge, thus providing extraordinary 

insights to the discussed research problem. In our case, the experts are chosen based on 

personal contacts and their insights about the different industries related to our three key 

concepts. We argue that these chosen experts possess the necessary knowledge about their 

field of interest within technology, social media and fashion sustainability. Thus, it shall be 

highlighted that some of the fields of expertise within the concepts did cross into other 

concepts, as some of the experts are possessing deep knowledge and understanding of a 

combination of two or more of the chosen key concepts. Based on this, we argue that our 
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chosen interviewees can be characterized as experts as they will further convey their 

knowledge covering important points within our field of research.  

5.3.1 Expert Interview Planning 

The expert interviews and the selection of the interviewees began with the focus on the 

three key concepts of this study. In order to ensure that the interviewees and hence the 

interviews would provide this study with relevant and valid insights, it was seen as crucial to 

consider only experts within the fields of these three key concepts as interviewees for the 

expert interviews. In mapping out the potential interviewees, the focus was primarily in 

covering each of the key concepts. In addition to knowledge concerning the key concepts, as 

the Digital Collection by Carlings serves as an inspirational case for this thesis, an expert that 

would have knowledge about the collection was seen as important to include in the 

interviews. Then, in order for the research and the collected data to not become biased by 

the inspirational case, the intention was to get the rest of the interviewees outside of the 

collection, meaning that these interviewees should not be directly related to the Digital 

Collection. As the interviewee related to the Digital Collection was the first interviewee that 

was confirmed, and as he is a technology expert from the creative industry, the missing 

fields to cover remained: fashion sustainability, social media and FashTech. These 

interviewees were selected through research that looked into the interviewees’ 

backgrounds, as it was considered important, that these experts would have a relevant 

point of view for the study. The interviewed FashTech expert was discovered through 

browsing fashion technology related articles and was found as being extremely 

knowledgeable in the latest insights and trends in fashion technology. The sustainable 

fashion expert as well as the social media expert were both found through personal 

connection within the fashion industry and the advertising/digital industry. 

 

When these experts were approached, various different aspects were taken into 

consideration in order to establish the best possible relationship between the interviewers 

and interviewees. First of all, a comprehensive background research was conducted for each 

interviewee in order to understand their field of expertise and their experiences within 

these. Then, after becoming familiar with the backgrounds, the interviewees were 

approached through an introduction email that 1) introduced the interviewers and the 
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reason why the interviewee was approached, 2) introduced briefly the topic of the thesis, 

and 3) explained and highlighted the value of the knowledge that the interviewers 

considered the interviewee of possessing. Once the interviewees replied with an email 

confirming their willingness to participate in the interviews, the interviewees were sent out 

a more in-depth description of the thesis topic as well as the key concepts that would be 

focused upon. Also, each of the interviewees that were not related to the inspirational case 

of Carlings, were sent out the promotional content of the Digital Collection in the form of 

links to the promotion videos, to ensure the interviewees being familiar to a certain extent 

with the idea of digital clothing. 

 

In addition to this, the pre-work done ahead of the planning of the interview guides and the 

actual conducting of the interviews, the means and timing of conducting the interviews was 

carefully discussed. In order to provide the interviewees with the best possible environment 

and comfort in participating in the interviews, the interviewees were not given specific time 

slots for the interviews. Instead, the interviewees received two predefined weeks within 

which they self were able to suggest the time that would suit their personal schedules the 

best. Furthermore, as the purpose was to conduct face-to-face interviews digitally, the 

interviewees were self-given the choice of means, thus they could choose which channel the 

interview should take place on, such as Microsoft Teams, Skype, or Google Hangouts. By 

giving the interviewees as much freedom as possible in planning the timing and location of 

the interview, we ensured their comfort in conducting the interview, which would enable us 

to have a convenient and comfortable interview that would result in great insights 

(Saunders et al.2016, pp.403). 

 

The final step in the preparation phase then included the interviewees receiving the main 

questions of the interviews no later than two days ahead of the interview. This was done in 

order to ensure the interviewees readiness in regards to the interview and topics to be 

discussed, but also to make sure that the interviewee would have time to possibly prepare 

his/her answers with the support of additional data to support their arguments (Saunders et 

al., 2016, pp. 404). Also, pre-sending the questions ensured the possibility for discussion 

between interviewer and interviewee in case of unclarity in the listed questions. The 
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interviewees were also informed in this email about the possibility for follow up questions, 

or probes, which were not pre-listed in the email. 

5.3.2 Interview Process  

In the following subsections the different processes related to conducting, transcribing and 

analyzing the expert interviews will be described and discussed in detail in order to provide 

the reader with an in-depth understanding of the entire process. 

5.3.2.1 Thematizing  

When conducting interviews, the research approach of the study is an important 

determinant in the planning of the interviews. A research that has a deductive approach 

relies completely on the chosen theory and derives interview themes directly from theory. 

An inductive approach on the other hand is not based on theory, as the purpose of such 

study is to build theory. As the research of this thesis has an abductive approach, the chosen 

theoretical framework TAM was used to support, but not to completely guide (deductive 

approach), the designing of the interviews and interview questions (Saunders et al. 2016, 

pp. 569-570). In other words, the foundation of the interviews lies partly in TAM, while the 

rest is based on the conducted literature review. This said, the themes for the interviews 

were designed and chosen both based on TAM and existing literature.  

 

From TAM, the derived themes used for the interviews were the main determinants of the 

framework, PU and PEU. The purpose of using these two determinants as themes in the 

interviews was to firstly confirm or deny the validity of TAM as a theoretical framework in 

the context studied in this thesis, and secondly understand the different factors that would 

be included in the model in case it would be confirmed. In addition to these, themes were 

also derived from the literature review based on the importance of different topics within 

each key concept of the study. 

5.3.2.2 Designing  

The interviews and thus the interview guides were designed based on the above mentioned 

thematizing. Each interview guide was built based on the inclusion of TAM and related 

questions, but also based on the interviewees field of expertise. This said, each interview 
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varied from the previous in terms of focus, as the interviewees were of course asked 

questions related to their expertise. However, each interview included similar questions 

related to the theoretical framework, as it was considered key to collect data from each 

interview concerning the theory, but also in order to confirm or deny the theory’s 

applicability from the point of view of representatives of the different fields. In addition to 

themes what was considered in the designing phase of the interviews was the philosophy of 

science, pragmatism. The pragmatic approach was taken into account in terms of the type 

of questions that would be asked and also the way in which they would be asked. As 

pragmatism represents seeking to take action to solve problems within an area of research 

the interview questions in the interview guide were designed to support this, thus, to 

encourage the interviewees to come up with concrete suggestions and actions concerning 

the questions. Also, as pragmatism acknowledges and supports the existence of different 

realities, the interview guide was designed to support the interviewees in discussing and 

presenting their own perceptions of their realities towards the interview topics.  

 

The actual interview guides can be seen in the Appendices 2-5 (pp.131). The way in which 

they are designed, is that they include not only the main questions for the interviewee, but 

also the research area and the purpose of each question. Including the research area and 

the purpose was done in order to ensure that the interviewee, but also the interviewers, 

would be reminded of the reasoning behind the question and the end goal with it, as in an 

interview situation, the purpose of questions might get compromised as a result of 

discussion. 

5.3.2.3 Selected Expert Interviewees 

As mentioned previously in the data collection part, the interviewees were carefully 

selected based on their relevance in terms of the topic of this study. The Table 4 below lists 

the chosen four expert interviewees and their field of knowledge. 

 

Expert 
interviewee 

 Professional profile Area of expertise 

Rasmus Fisker Managing Partner and Strategy Director at 
MediaCom Beyond Advertising 

Social Media, Advertising 
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Morten Grubak Executive Creative Director at VICE / VIRTUE 
Northern Europe 

Digital clothing, 
Technology, Advertising  

Kim Felecia  Sustainable Fashion Designer and Founder of The 
Slow Fashion Movement Denmark by Kim Felecia 

Fashion, Fashion 
Sustainability 

Josefine Silke 
Ekelund 

Writer within FashTech at Elektronista Media FashTech, Fashion 
Sustainability 

Table 4: Outline of Expert Interviewees (self-made) 

5.3.2.4 Interview Preparation 

In the interview planning phase, the order of the expert interviews was carefully planned, 

starting from the most familiar field, and moving into the less known. This was done, as 

previously mentioned, by providing the experts with weeks within which they could self-

decide the timing of the interview. The plan included to begin with the Digital Collection 

related interview with Morten, then moving to the social media part with Rasmus, after 

which Kim Felecia was interviewed for fashion sustainability, hence leaving FashTech as the 

last one. Furthermore, two interviews were planned per week, in order to make sure there 

was enough time between the interviews for initial data processing, such as arranging 

notes, listening to the interviews, transcribing and writing down key points of each 

interview, so that the later processes of interview coding and analysis would be fluent. Also, 

leaving time between interviews was a means of ensuring that topics discussed in previous 

interviews possibly of value for the later ones would be left time for consideration. 

(Saunders et al. 2016, pp. 571) As explained by Saunders et al. (2016, pp. 572), if the data 

collected is not analyzed in the process of collecting it, important ideas and points might be 

missed, if a researcher is too focused on collecting the data without interacting and 

analyzing it. 

 

The interviewees were informed that the interviews would take approximately two hours 

each, in order to leave enough time for proper face-to-face introduction of interviewees and 

interviewers, and to establish a comfortable and friendly atmosphere for the discussion. The 

beginning of each interview included a short recap of the course of the interview, which 

included for instance the interviewers presenting the way in which the questions would be 

asked: one interviewer would ask the main questions (pre-sent), while the other interviewer 
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had the role of an active listener who would ask follow up questions in case something was 

not clear, for instance. The interviewees were also re-informed that despite all the 

interviewees being of Danish nationality, the interviews would be conducted in English – all 

four interviews except one, which was conducted in Danish from the interviewees request.  

5.3.3 Transcribing  

In order to make sure that the interviews were audio recorded, but also transcribed, a 

voice-recognition software, Otter, was used in each of the online interviews. Otter was 

chosen due to prior use and familiarity. Otter creates smart voice notes that combine audio, 

transcription, speaker identification, inline photos, and key phrases (Otter.ai, 2020). 

Furthermore, the software enables the extraction and proper saving of the content. One of 

the key features of Otter is that it plays the audio recording while showing where in the 

transcription the content currently is, thus providing a great tool for the important task of 

data cleaning. Data cleaning refers to the process of making sure that the interviews are 

transcribed accurately by correcting possible errors in the transcription (Saunders et al. 

2016, pp. 572). 

 

The three interviews conducted in English were transcribed true verbatim in English, 

whereas the Danish interview was transcribed true verbatim in Danish. True verbatim was 

chosen as the style of transcription, as it was considered the most suitable for the 

conducted interviews with people that all were experts within creative fields. The influence 

of the creativity of the interviewees was very much highlighted in the course of the 

interviews, where it became clear that the interviewees are very enthusiastic about their 

respective field of expertise. This said, it was considered important to keep the transcription 

as close to the actual discussion of the interviews, to not leave out or limit the content of 

the interviews, as at several occasions during interviews, the interviewees take their time to 

describe and motivate their answers. (See Appendices 6-9 for transcribed interviews, 

pp.138.) 
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5.3.4 Analyzing  

Thematic Analysis was chosen as the method of qualitative data analysis for the collected 

primary data – namely the interviews. The Thematic Analysis was considered suitable for 

the purpose of this research, as it is a generic approach to data analysis that is seen as more 

of a “standalone analytical technique or process, rather than being part of a theoretically 

mounted methodological approach”. This said, Thematic Analysis is not only flexible in 

terms of philosophical position, but also concerning either objectivist or subjectivist 

approach, or deductive or inductive approach. As the research conducted for the purposes 

of this thesis is a mix of many, including an abductive research approach, and the use of 

mixed methods concerning data collection, the Thematic Analysis was seen as the best fit 

for this study. Furthermore, as the purpose of this thesis is not only to test existing theory, 

but also to possibly find new meanings and thus suggest further development to existing 

theory, the Thematic Analysis approach was considered the most suitable as it is an 

approach that seeks to find themes or patterns that occur in the set of data as it includes 

the researcher(s) coding the data. Thematic Analysis, and hence thematic coding, of the 

large set of qualitative data collected through the expert interviews, was seen as the most 

efficient way to make sense and find meaning within the data set. It enabled the use of both 

existing themes, in order to confirm or deny what existing theory and literature suggests, 

but it also provided a tool to find new themes within the data set and thus add to the 

existing theory. (Saunders et al. 2016, pp. 579) 

 

As the research approach to this study is abductive, the process of data analysis was 

planned accordingly. The first step in the analysis process was to begin the coding of the 

data with themes derived from the chosen theory (TAM) and literature – this being a 

deductive approach to data analysis. In order to also include the inductive approach, the 

coding of the data was not only limited to these predetermined themes, instead new 

themes were discovered in the coding process (Saunders et al. 2016, pp. 579). In practice, 

the way in which the coding of the collected data through the expert interviews was done 

included the use of the qualitative data analysis software NVivo. First, each of the four 

transcribed interviews were imported into the software, after which the interviews were 

carefully read through and coded – thus any extract of data that was considered significant 
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for the purpose of the study was highlighted and given a code that would describe the unit 

of data. After the coding of the interviews, the codes were analyzed in order to search for 

patterns and relationships between the created codes. (Saunders et al. 2016, pp. 580-581.) 

Once a set of themes was derived from the codes, these themes were then assessed and 

relationships between them were discovered, which led the analysis process to the 

emergence of the final themes.  

5.4 Online Observations 

In addition to the expert interviews, online observations were conducted. The subsections 

to follow will present the processes related to conducting and analyzing these online 

observations. 

5.4.1 Online Observation Planning 

In order to confirm and fill out some of the knowledge gained through the literature review, 

we conducted blind peer review inspired online observation on ten social media influencers. 

The influencers were chosen based on their accounts’ focus on fashion and their popularity 

among users (number of followers). An account’s focus in fashion was considered as an 

important criterion due to the focus of the research. Accounts not focusing on fashion 

would not represent the influence of fashion influencers on social media properly, and 

hence fashion influencers were seen as the right target for the observations. The popularity 

of the influencer’s account in terms of followers was seen as an important criterion as the 

number of followers naturally reflects upon the influencer’s reach – thus, how many people 

are seeing the influencer’s content and possibly affected by it (Convince & Convert, 2020). 

Also, the popularity in the number of followers tends to have significant influence upon the 

influencer’s collaboration with brands – thus, if an influencer possesses a lot of followers on 

his/her account, it is likely that the number of collaborations in terms of paid content, ads 

and other types of marketing is more significant (Backaler, 2018, pp.92-93). 

 

In addition to the popularity and focus of the accounts to be observed, the influencers’ 

nationality was set as a criterion. In order to decrease the cultural differences, and to obtain 

as comparable data as possible, we focused on Scandinavian fashion influencers. The 
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selection process of the influencers to be observed began from finding the most popular 

account in each of the Scandinavian countries. Based on this criterion, and the previously 

mentioned ones, the following influencers were selected: Kenza Zouiten (@kenzas) from 

Sweden, Mathilde Gøhler (@mathildegoehler) from Denmark, and Celine Aagard 

(@celineaagaard_) from Norway. As the purpose was to find a total of 10 influencers, we 

then chose the remaining seven influencers purely based on the number of followers – thus, 

not having the same number of influencers per country. This said, four of the remaining 

influencers are from Sweden (Angelica Blick, Janni D, Victoria Tornegren, and Alexandra 

Bring), while three of them are from Denmark (Josefine HJ, Pernille Theisbæk, and Emili 

Sindlev). (See Appendix 10, pp.219.) 

5.4.2 Observation Process 

Concerning the content that was taken into consideration in the online observations, 

Instagram offers a few different types of content, as previously mentioned in the section 

about Social Media. When it comes to fashion related content, fashion influencers use all of 

the possible types of content available on Instagram: posted content (pictures and videos), 

stories, highlights, and IG-TV videos. For the purpose of this study, all content is relevant, as 

it includes a lot of fashion related content. However, as the goal with the online 

observations was to confirm or deny the hypothesized phenomenon of posting outfits only 

once, it was appropriate to look into the type(s) of content that would offer a useful point of 

comparison. In order to assess whether or not, and to what extent, fashion related content 

encourages users towards a certain type of behavior, it was necessary to be able to compare 

content not only between different social media influencers, but also to compare the 

content of the same influencer in a longitudinal way.  

 

For the longitudinal comparison, the posted content (pictures and videos), the month of 

May was chosen as the focus point, as it was considered a somewhat neutral month, unlike 

December for instance, which is a month that would most likely have a lot of Christmas 

related content and thus be extremely influenced by paid collaborations to the extent that it 

would be out of the normal. Also, the summer high season, June-August was considered as 

being exceptional, as content within this time period tends to focus on vacation related 

content, which also does not picture the nature of influencers’ ordinary content. This said, 
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from the months that were left, the month of May was chosen randomly as the focus 

month. In addition to that, the years 2017, 2018 and 2019 were selected as the years within 

which the month of May would be observed, as the intention was to get the latest possible 

insights from Instagram. 

 

During the selected time period, observations were made concerning the following factors: 

total number of posts, number of fashion posts, number of posts including the same outfit, 

number of posts including items re-used, number of posts including product tags, and 

number of posts using filters. The purpose with looking into the total number of posts 

during the selected time period was to compare the obtained number with the one of the 

fashion posts. This was done in order to find out how much the fashion related content 

actually covers when it comes to the Instagram feed of the fashion influencers. Once the 

fashion content was separated from the non-fashion related content, it was observed in 

more detail in terms of the number of the same outfits in order to either confirm or deny 

the existence of the OOTD trend, thus whether or not an outfit can only be posted once on 

social media.  

 

Also, it was considered important to not only find out the relevancy of the OOTD trend, but 

also to investigate the extent to which it extends. By this we refer to the question whether 

the entire outfit should be different in each post or can some parts of the outfits be re-used 

in several posts. This was observed by looking into the number of posts that include a re-

used item – a handbag, shoes, or a jacket, for instance. In addition to these, the number of 

product tags in the fashion content, in the form of direct links to product pages or tags 

mentioning the brand or the product, was observed to understand the role of fashion 

companies in terms of fashion influencers' Instagram content. Finally, as filters are 

considered relevant and important based on the findings of the literature review, the 

number of posts including a filter was observed. This insight was considered as possibly 

useful for the purpose of combining it with the other primary data findings, as filters are a 

feature supported by the technology of AR and could be used for other purposes than tone 

and color fixing. 
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5.4.3 Analyzing 

As the online observations were conducted in a blind peer review inspired manner, the 

analysis of the observations begun with the comparison of the obtained results. In other 

words, the results obtained by each researcher were compared in order to see whether 

there was any difference in the findings, and their possible significance. In practice, the 

figures of the observed six factors from the month of May in 2017, 2018 and 2019 were held 

up against each other, which resulted in the finding of a very small difference in the figures. 

This difference was found in the number of posts using a filter, which can be argued as 

being a challenging estimation to make from the researcher’s point of view, as filters used 

to modify tones and colors on pictures can be difficult to observe. Nevertheless, out of the 

923 fashion posts, a total of 5 percent of the posts were not assessed as using a filter by 

both researchers. After the comparison of the findings, they were put into a table to 

visualize the results and the development that has occurred during the observed years. 

 

6 Findings & Analysis of Expert Interviews  

In this chapter the findings derived from the primary data collection done by expert 

interviews will be presented and analyzed in the context of the chosen theoretical 

framework TAM. Thus, this first part of the analysis focuses solely on the findings related to 

the themes related to TAM, while findings related to the key concepts will be discussed in 

the next chapter. 

6.1 Perceived Usefulness  

In order to understand what factors, influence the perceived usefulness (PU) of a 

technology, the four expert interviewees were asked different questions concerning 

features of technology that influence the way in which users perceive a technology useful. 

As a part of TAM, the PU refers to Fashion Technology as technology being implemented in 

regard to how users can utilize fashion and technology in a combination and moreover, 

which values and newness it enables. Regarding the PU, interviewees mentioned the 

embeddedness of FashTech, the newness/ trends and the added value.  
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6.1.1 Embeddedness  

A factor that emerged as an important influencer concerning the perceived usefulness of 

technology among interviewees was the embeddedness of technology. Embeddedness in 

this context refers to technology’s ability to blend in the users’ daily life. More specifically, 

as the fashion industry already has a well-established technological aspect (online stores, 

Instagram links, etc.), new technology needs to be able to blend into the existing processes 

in fashion. 

 

The expert in FashTech, Josefine, explained the importance of embeddedness as: “... so if 

technology should be implemented and users should accept it, it should be done smoothly. 

So that it slowly becomes a part of our daily life.” 

 

Moreover, an aspect of embeddedness that came up within the interview with the same 

expert, was the significance of technology being embedded in existing processes without 

necessarily telling about it to the users. In other words, technology will be accepted by users 

by blending it in existing processes without specifically informing users about it. As the 

interviewee explained: “(...) they (fashion consumers) do not think about all these things, i.e. 

the implementation of technology in fashion. It's not something they think about, all of a 

sudden, we start buying all our clothes online or we only buy our clothes via Instagram and 

some such stuff. It is such a development that one does not associate with technology, 

because it is such an implemented part of our everyday lives.” The social media expert 

interviewee confirmed this argument by also highlighting the current processes of users 

accepting technology on social media by simply getting aware of, for instance, new features 

on the social media platforms, and then beginning to use these, without any information 

per se. 

 

Also, supporting the statement concerning technology embeddedness, the expert 

interviewee within technology, Morten, explained that in order for technology to be 

accepted by users, it not only needs to be embedded in the process, but also in the tool - 

meaning existing online web shop or app: “I also know from previous work is like, it's 

impossible to get people to download an app for one single purpose. You need to have 
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multiple purposes to have like, have people to download an app or something really specific, 

like plane tickets or whatnot.” In other words, creating an app or a single web shop to serve 

only one purpose is not likely to be perceived as useful by users or consumers. 

 

Adding to the previous comment, the same interviewee further explained the importance of 

embedding technology to familiar platforms: “that was a quick learning from, a huge 

learning for us that yes you can do things, that is, in the future, but if you really want to 

scale, then it needs to be at the level on which people can already engage with it through the 

platform, which they already are on.” 

 

Finally, what emerged from the interviews was the fact that users tend to be unaware of 

using technology, which also supports the importance of embeddedness as a factor 

influencing the perceived usefulness of technology. The technology expert interviewee, 

Morten, said: “... a lot of people don't even know that they actually are working with 

augmented reality. Again, but everything that's in Snapchat or TikTok, or like Instagram is 

augmented reality”. 

6.1.2 Newness  

Another factor that appeared as influential concerning perceived usefulness of technology 

among users was the newness of technology. Newness refers to the novelty of the 

technology, or to new features of already existing technology. The importance of newness 

was highlighted especially in the context of how users utilize and adapt towards social 

media, where new features e.g. face filters and polls are introduced at a fast pace making 

the users also request for them - and value them.  

 

In the context of technology and technology features on social media, in fashion, the expert 

interviewee within fashion, Kim Felecia, explained that: “it needs to go extremely fast all the 

time and you need to invent new and new and new all the time”. This statement highlights 

the significance of newness as a factor when it comes to the degree of usefulness users 

perceive a technology of having.  
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Furthermore, the same interviewee raised the discussion around users of technology 

becoming easily bored with technology - thus, also supporting the importance of newness: 

“(...) that type of heavy consumer, they will get bored too fast because they need that drug, 

they need that ongoing drug.” Users becoming easily bored of technology appear in the 

interviews both in the context of social media, but also when the interviewees were asked 

about the Digital Collection by Carlings. The technology and the concept of the Digital 

Collection was not seen as new enough, or more specifically it was not seen as maintaining 

the “newness” status for long, as Kim Felecia explained: “(...) if I really tried to put myself 

into that mind, I would be bored really fast as that person.” 

6.1.3 Added value 

The third factor that arose from the expert interviews was the added value of the 

technology. The added value factor refers to the actual functions or features that the 

technology enables its users. In other words, in the context of this study, technology needs 

to have actual value in terms of usage - it needs to improve or add on in some way to the 

users’ daily life, or in fashion consumption in order to be perceived as useful. 

 

As the interviewed technology expert, Morten, said: “With my background and everything, 

I’ve learned so many times (that) when you're actually adding to people's behavior, it will 

work. When you try to change something just for the (sake of) changing it, it doesn't work. 

It's like, make tools, not rules.” The FashTech expert, Josefine, also added that: “I have a 

feeling that there are people that see it as being exciting, but again, only if it’s something 

that can help them in a very concrete way.” 

 

Similar types of comments emerged when talking about possible new technologies such as 

virtual fitting rooms and the use of AI in custom fitting clothes, for instance. The FashTech 

expert, Josefine, discussed the use of AI and different algorithms helping people get the best 

out their closet, but also custom fitting new ones: “The type of thing that I also think will be 

seen a lot more, are the type to both man and women, where people can get help to use 

some of the clothes that they already own (combine differently), or get help to figure out 

what they need (new clothes), and what fits best one’s style.” 
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These comments highlight again the fact that technology in the context of fashion is 

saturated to the extent that unless a new technology really adds something to the existing 

process of buying clothes, it most likely will not be accepted by users. This said, what the 

interviewed experts suggested was that in order for technology to be accepted in the 

studied context, it needs to add something concrete - a concrete function or value - to the 

users processes of buying clothes or daily lives.  

6.1.4 Analysis of PU and Found Factors 

Based on the four expert interviews, three factors emerged as important and influential 

concerning the perceived usefulness of technology. As the focus of the interviews was not 

on any specific technology, the answers and thus the emerged factors are not technology 

specific. In other words, the factors that were mentioned could be seen evolving more 

around general aspects of technology instead of being specific features such as menus, 

icons, or other system features. In addition to the lack of a specific technology focus, what 

can be argued to have an influence in the emerged factors is the current state of FashTech 

and the emotional aspect of the industry. Since current technology in fashion is well 

established and used, the importance of technology adding value arose within most of the 

interviews. The significance of technology having a concrete function and adding something 

to users’ behavior was mentioned several times during interviews. Also, adding to the 

current processes in place of fashion, it became obvious that not only should technology 

add value to the users to be seen as useful, but it should also be embedded in the right way. 

This became evident when interviewees mentioned existing digital platforms, but also the 

fact that users do not value technology that only serves one single purpose. In this sense, 

embeddedness referred to technology being implemented into either existing, familiar 

platforms or online services, or a new app being implemented into an existing fashion 

process. Finally, newness of technology was assessed as an important factor concerning the 

usefulness of technology, especially in the studied context, as newness is desired both in the 

context of fashion and social media. Due to the fact that there is constantly new fashion 

available and promoted to consumers, but also new features on social media platforms for 

social media users, technology within the studied context also needs to have a “newness 
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factor”. In other words, based on the expert interviews, perceived newness or even 

trendiness has value to the users, and thus influences the users’ perceived usefulness of 

technology. 

6.2 Perceived Ease of Use  

To find out which factors influence the other determinant of TAM, the perceived ease of use 

(PEU) of technology among users, the interviewees were asked questions in regard to how 

easy users found certain technologies and which determines and processes where 

important in the context of this. The factors that emerged from the interviews as factors 

influencing PEU were technology suitability, training, platforms, and speed.  

6.2.1 Speed 

The first factor that stood out as influencing PEU in the conducted interviews was speed. All 

interviewees touched upon the need of technology and social media users for having a fast 

user journey. By this, they referred to the users wanting to have effortless and fast 

processes and highlighted the lack of patience of users. Speed was mentioned in the context 

of the Digital Collection, but also in regard to social media.  

 

In the context of social media, Rasmus explained the increased popularity of Instagram 

stories by the increased need for fast consumable content: “Do you also feel like that stories 

are getting so popular because that the users get so many impressions so fast. I mean it's 

way faster to go through so many stories compared to if you have to look down a feed. I 

mean the stories you can just like click, and dislike, see the next one see the next one. So you 

get so much information and you see so much within a much shorter amount of time.” 

 

He further elaborated on the lack of patience and short attention span of social media users 

by saying: “...very short attention span and we're taking decisions. Intuitively, really fast. And 

you can compare it to when you're standing at the grocery store and you're deciding which 

type of butter, do I want. Is it going to be this one in this pack or this one in the brown pack 

on what's the pricing it's just there's a lot of different taxes that you take into consideration 

and then you make a split second decision.” 
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6.2.2 Platform 

The importance of the platform where technology is implemented emerged as an important 

influencer when talking about PEU, as interviewees suggested that users of technology 

would perceive the new technology easier to use if it would be implemented and enabled 

for use on platforms that they already use. This suggestion is aligned with what came up in 

regard to PU, where embeddedness was considered influential. Concerning PU, technology 

being embedded to familiar platforms and processes was considered increasing the 

perceived usefulness of the technology, while in regard to PEU, technology actually being 

available on existing platforms or apps stood out as an important enabler of ease of use of a 

technology. 

 

One of the interviewees, Morten, described the importance of the chosen platform by 

describing the Last Statement T-shirt project which in contrast to the Digital Collection was 

fully implemented on Instagram: “...that was born out of the thing that we needed to make 

it come closer to the consumer and actually use the opportunities which are already in the 

consumers’ pockets. And that's why we needed to bring it into the platform of Instagram. 

(...) we knew we had to get into the platform of Instagram because that's where fashion is, 

and we needed to kind of like use the tool which is already available in there. (...) it's in 

people's pockets already.” 

6.2.3 Training 

Another factor that was mentioned directly and indirectly by the interviewees was training 

in regard to the use of new technology. The interviewees suggested that in the studied 

context, training or educating users to use technology is not a necessity, and thus does not 

influence the PEU of technology. The interviewees were asked questions regarding training 

users to use technology in the context of the Digital Collection, social media and fashion 

technology in general. The responses concerning training were aligned with the ones 

concerning the first factor of platform. As the used platform where technology is 

implemented plays a big role, and is preferably a familiar one, the need for training is not 

requested and needed from the users. In other words, the interviewees highlighted that 

instead of training users or educating them on using a technology, the technology in 
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question should rather just be implemented into a familiar platform and would hence not 

require further explanation. 

 

The FashTech expert, Josefine, explained: “(…) I have experienced, when I’ve talked to 

people myself, not everyone is thinking about these things, meaning, the implementation of 

technology in fashion. It is not something that they think about, that we suddenly started 

purchasing all our clothes online or that we only purchase via Instagram, and stuff like that. 

It’s a type of development that users don’t refer to as being technology, because it has 

slowly been implemented in our daily life.” She further elaborated on users and consumers 

not necessarily noticing changes, such as new features on platforms, instead they adapt to 

the technology such as new filters and product tags on Instagram. In other words, changes 

and new technology often goes unnoticed from the users, and hence without explicit 

training. 

 

However, despite training and educating users on the use of new technology not being 

important in regard to PEU, what was mentioned by one of the interviewees was that 

showcasing a new technology might have an impact on PEU. The comment was made in 

regard to the Digital Collection and concerned the technology expert Morten explaining the 

idea of the Digital Collection to his client company Carlings for the first time. As Morten 

explained in the interview, the client had not understood the very “futuristic” idea of the 

Digital Collection and was not keen on the idea. However, Morten was convinced about his 

idea, and in order to make his client understand the idea, he demonstrated the concept to 

the client, as he self-explained: “I just invited them into what they didn't know was a 

workshop where I just like fleshed out the whole insight, and like the whole thinking behind 

it. And, and I think we were only like halfway through the meeting before he, the CEO, kind 

of like said okay, let's do it.” This suggests that, if a technology is far from the existing and 

familiar, and too “futuristic”, demonstrating or showcasing the technology in use might 

have influence in the PEU of the technology, and thus influence the acceptance of it. 
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6.2.4 Technology Suitability 

Related to the last point in the previous section about training, in regard to the showcasing 

or demonstrating new technology, the third factor that came up from the interviews was 

the importance of the right match between the level of technology and the target user 

group. Especially in the studied context of fashion, technology has not played a central role 

among consumers. In other words, the consumers and businesses in fashion are not familiar 

with a lot of technology, as the current use of technology is more or less limited to web 

shops, Instagram and production related technology. The mismatch between technology 

and the user target group was highlighted in all of the interviews when interviewees were 

asked about the Digital Collection. All interviewees, even the tech expert behind the idea of 

the Digital Collection, expressed their opinion about the Digital Collection being a “too 

futuristic” idea to be introduced to fashion and fashion consumers. The idea and the 

production of digital clothing was seen as way too advanced and even “sci-fi” for the fashion 

industry, but at the same time, the user journey of it was too outdated - consumers having 

to take a picture, send it, then wait to receive the same picture back. As the FashTech expert 

Josefine described the idea of digital clothing: “For me, it is completely sci-fi. (...) people get 

impressed, but they think wow, that gets too futuristic. So therefore, they might distance 

themselves in the beginning.” 

 

Another example of the importance of technology suitability was given by Morten, who 

described another project that he was working on - a technology that would help children 

learn. In order to teach children in primary school about history, the creative agency was 

working on a solution that would combine games and learning by using the idea of 

Minecraft (game) and historic events, such as the Fall of the Berlin Wall. 

 

One important factor that came up in regard to technology suitability was also the special 

nature of the fashion industry as a context. As fashion is considered very personal, and as 

will be discussed later on, has an emotional side to it, technology implemented into the 

fashion industry must take these factors into account. This point was brought up by the 

FashTech expert Josefine, who described the needs of women as fashion consumers: 

“FashTech is met by women, who are struggling putting in data about their body. Companies 
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have tried to implement FashTech ideas for women to utilize for the past couple of years, but 

unfortunately without any luck as they are meeting difficulties gathering communities 

around the concepts and users to participate in the idea of using FashTech to shop for better 

fitted clothes and the right labels.“ This said, any technology implemented into the fashion 

industry needs to be suitable for the user target group not only in technologically speaking, 

but also taking into account the nature of the fashion industry and consumers. 

6.2.5 User Journey 

The final factor that was identified from the interviews and what stood out both individually 

but also in regard to the previously mentioned factors, as an umbrella concept, as an 

influencing factor of PEU was the user journey. User journey in this context refers to the 

process a user goes through when using a technology. The topic of user journey was 

brought up first and foremost in the context of the Digital Collection. Three out of four 

expert interviewees agreed upon the user journey of the Digital Collection being outdated, 

complicated and not straight forward. 

 

Rasmus, the social media expert, said concerning the user journey of the Digital Collection 

that users most likely would not use it, since “(..) taking that picture, sending it and choosing 

that it's a lot of effort”. Also, the fashion designer Kim Felecia, expressed her thoughts about 

the Digital Collection by saying: “(...) you choose one of these 10 things (...) and you send it, 

your picture of yourself or something, and then one in Asia somewhere is sitting and 

manipulating with all these things together and make a picture for you that you can post on 

Instagram. And I don't know how many days it takes (...) with like choosing, sending, 

paying.” This highlights the number of different steps that the users of the Digital Collection 

had to take in order to use the digital clothing.  

 

However, an opposing opinion was expressed by the creator of the collection, Morten, 

when asked about user feedback on the user journey of the Digital Collection: “There was 

no, basic feedback on the user journey because like people are so trained to shop online now 

so like, it was the same checkout flow as on a regular website where you purchase 

something.” He further described the user journey and the use of the Digital Collection by 
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saying: “It was really easy to use. It was really intuitive, if you know how to shop online you 

know how to get it. (...) it was pretty easy.” 

 

Based on these remarks, the user journey of the Digital Collection was not perceived as easy 

to use, as it included many steps and was not considered straight forward and fast enough, 

in addition to which it was also seen as outdated. These statements highlight not only the 

importance of the user journey as an influencer of PEU, but also the importance of the 

previously mentioned speed, platform and technology suitability as parts of the user 

journey. Also, in regard to user journey, interviewees suggested towards the importance of 

again, the suitability of technology and users. This said, the user journey needs to be in line 

with the industry and user target. 

 

Furthermore, an interesting observation from the interviews was the difference in the 

perceived ease of use and functionality of the user journey of the Digital Collection between 

Morten, the creator of the collection, and the rest of the expert interviewees. As mentioned 

in the interviewee comments above, the creator of the collection persisted on the user 

journey’s ease, while the other expert disagreed. 

6.2.6 Analysis of PEU and Found Factors 

When the interviewees were asked questions related to PEU of technology, five factors 

came across as being influential. As opposed to the factors related to PU, the ones having an 

impact on PEU appeared to be more practical in the sense that they were more specific in 

their nature. The first factor, speed, was mentioned both in the context of the need for 

processes enabled by technology to happen fast, but also in terms of the lack of patience of 

technology users. According to the interviewees, users need speed in technology in order to 

consider it easy to use. Speed in regard to enabling users to process content at a fast pace 

to consume as much content as possible in an effortless way. As users are exposed to more 

content on social media, the pace must furthermore be fast for them to not easily get bored 

about the content. The second factor, platform, is related to the place in which new 

technology should be implemented. The interviewees mentioned that users consider 

technology, such as filters on Instagram, easy to use, since the technology exists on the 
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platform where they want to use them, but also a platform that is familiar to them. Thirdly, 

the interviewees touched upon the topic of training, and more specifically the lack of need 

of it. Training was namely not seen as an important factor concerning the PEU of 

technology, as interviewees highlighted that the users of technology, especially in the 

context of fashion and social media do not require or demand training or education when it 

comes to new technology, such as new filters or other new features. Instead, the 

interviewees suggested that users tend to adapt to new technology by themselves, and 

without any specific instructions. However, one the interviewees mentioned showcasing 

and demonstrating as a way to introduce new technology to users to increase the PEU of 

the technology. Related to training, and users understanding the technology, the fourth 

factor that stood out was the technology suitability. This factor was expressed as influential 

to PEU of technology by the interviewees, as all of the interviewees agreed upon the Digital 

Collection as being too futuristic for its target group. Also, technology suitability was 

brought up in other contexts as well, one interviewee discussing a technology designed for 

children’s learning - how technology designed for children would include “gaming” in order 

to fit the user target. Furthermore, one interviewee mentioned an important point in regard 

to technology suitability in terms of taking the nature of the fashion industry, but also its 

audience into account. By this, the interviewee highlighted the significance of the emotional 

aspect of the industry and its implications also on technology to be implemented and used 

in fashion. Finally, the umbrella term of user journey stood out as influential in regard to the 

PEU of technology, closely related to the previously mentioned speed, platform and 

technology suitability. The general concept user journey was mentioned in the context of 

the Digital Collection, as three out of four interviewees found it complicated and outdated, 

while the creator perceived it as intuitive, simple and well-working. Meaning, that based on 

the expert interviews, all the above needs to come together for the users when accepting a 

new technology and they will be influential in the process of implementing new technology.  

6.3 Communication 

The influential factors that were discovered through the expert interviews discussed above, 

are argued to be related to the two main determinants of TAM - PU and PEU. These factors 

were all directly or indirectly linked and mentioned in the context of either usefulness or 
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ease of use of technology. However, in addition to these factors, an external variable 

emerged in the course of the interviews, which is considered to be significant in the 

technology acceptance in the studied context of fashion and social media. This variable that 

is argued to be an additional determinant of technology acceptance, for the studied context, 

is communication. Communication was brought up in different contexts which will be 

introduced next. 

 

What became evident in the course of the interviews was the importance of communication 

in the specific context of social media. The interviewees motivated communication’s crucial 

role on social media by explaining the vast amount of content and “noise” on different 

social media channels - something that can be difficult to break through in order to deliver 

the message for the social media users. In other words, the interviewees stressed the fact 

that social media includes large amounts of different types of content, through which 

communicating about a new technology, or sustainability, for instance can be very 

challenging. In order to break through the “noise” and to get to the social media users over 

the social media platforms, the expert interviewees suggested different means of 

communication. 

 

The first way of conducting effective communication on social media was storytelling. 

Storytelling was brought up in the context of communicating the technology behind the 

Digital Collection to fashion consumers by the sustainability “story”. In other words, the 

creator of the Digital Collection convinced fashion consumers to use the new technology by 

telling a story about sustainability in fashion, and relating it to the technology, as was 

mentioned in his comment, also mentioned in regards to greenwashing: “(...) when you 

have such an idea you know that this is something that can be a new story something that 

will travel in media”. He further mentioned the importance of stories and storytelling 

several times during the interview to highlight its power as a communication tool, but also 

as a means of potentially influencing the behavior of users and consumers. 

 

Another way in which the importance of communication was brought up in the interviews 

was discussion concerning “bursts” on social media. Bursts was referred to as short, 
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impactful initiatives by brands on social media in order to break through the vast amount of 

content. As Rasmus discussed the “burst” created for the promotion of the Digital 

Collection: “That's a campaign that's had a huge burst for a while, it fills up a lot of space on 

social media. But just for a period and then it's gone or then it's something that is 

continuous. Then it continues on all the Carlings platforms, on the website etc. but it's not 

necessarily something that they're communicating all the time, it's something that they're 

communicating in bursts.” The importance of creating a “burst” was reasoned with the 

difference between reach and attention on social media, summarized by Rasmus “(...) 

there's a big difference between reaching a target group, and getting a target group's 

attention.” This said, it is not enough to reach social media users in terms of them being 

exposed to content, instead in order for the content to have influence on the users it needs 

to gain the attention, thus deeper acknowledgement of the users. 

 

Furthermore, related to creating a “burst” in order to gain the attention of social media 

users in the studied context, a process of communication that has user or consumer 

conversion as a goal was presented by the social media expert, Rasmus. As he explained, an 

efficient way of communicating is using the process of “inspiration, communication and 

conversion”. Inspiration referred to similar initiatives as creating a “burst”, thus creating 

interest among users or consumers. The next step, communication, was about then feeding 

the inspired target group with information about the technology, product or behavior in 

question. The final step, conversion then referred to the users or consumers as being 

convinced to change their behavior - thus buy the promoted product, for instance. Rasmus 

explained the process by saying: “(...) there's a difference in what you're communicating. In 

the beginning you would communicate something that's emotional to kind of get people's 

attention and inspire them, then in the next phase, you would give them some more 

information to kind of make sure that they'd be able to make an informed decision. And then 

in the end you're giving them a message, trying to convert them, make the sale (...). 

Moreover, the different communication principles being, inspiration, information, and then 

conversion”. Furthermore, he confirmed that the same process is applicable not only for 

sales purposes, but also to promote new behavior or technology among users. 
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6.4 Chapter Summary  

In this chapter, the conducted expert interviews were analyzed by using the chosen 

theoretical framework, TAM. Based on the interviews several factors were discovered as 

influential in regard to both key determinants of TAM - PU and PEU.  

 

Concerning the PU of a technology in the studied context, factors such as embeddedness, 

newness, and added value emerged. Embeddedness relates to the implementation of the 

new technology on either familiar platforms or familiar processes for the user/consumer. 

Newness in turn refers to the technology’s need to be perceived as new and trendy by the 

user, for him/her to perceive the technology as useful. The third factor, added value, 

highlights the need for technology in the studied context to have an attribute that 

concretely adds a new function or feature to the user’s daily life or processes. 

 

In regard to PEU, the interviews highlighted factors such as speed, platform, training, 

technology suitability, and user journey as influential. Speed refers to the technology’s 

speed in use, thus its ability to perform a function in a fast manner. Platform was raised as 

an important influencer, as it is considered important in terms of ease of use that new 

technology is implemented in a familiar or useful platform. In other words, technology 

should not be implemented on a separate platform, if there already is a platform it could be 

implemented - also, the likelihood for users to download an app for one single purpose was 

argued to be low. Also, technology suitability was raised as influential, as in order for 

technology to be perceived as easy to use, it should be designed to fit the level of 

competence of users, especially in the context of fashion and social media. These factors 

were seen as important independently, but also as parts of the umbrella term of user 

journey, which emerged as important for the ease of use on a general level. Finally, training 

stood out as a factor that was not considered necessary in terms of ease of use of 

technology, instead the above-mentioned factors were so influential, that in the studied 

context training users to use technology was not seen as a necessity. 
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The lack of need for training was covered by not only the different factors related to both 

PU and PEU, but also by the new determinant that emerged from the interviews - 

communication. Communication was highlighted as extremely important and influential 

concerning the acceptance of technology in the context of this study, as social media is a 

place that is packed with content making it difficult to actually gain the attention of the 

social media users. Also, communication in terms of converting users to use new technology 

was highlighted as important. 

 

7 Findings & Analysis Related to Key Concepts 

Beside the focus of the data analysis partly relying on the chosen theoretical framework of 

TAM, the conducted study had a strong focus on the studied phenomena and thus on the 

selected key concepts. In order to answer the articulated research question, it was 

considered necessary to investigate the key concepts and their contexts in further detail to 

provide a comprehensive answer. Hence, the following analysis is based on derived data 

from the primary data collection and is related to the found and studied key concepts of 

fashion sustainability, FashTech and social media. These key concepts are used as main 

categories; thus, topics are derived from each one to highlight important statements from 

the expert interviewees, which will hereafter be analyzed for important and necessary 

content.  

7.1 Fashion Sustainability  

As the focus of the study is the fashion industry, and more specifically sustainability within 

it, fashion sustainability had a significant focus in the interviews, beside the previously 

discussed theory of TAM. The interviewees were all asked questions related to sustainability 

in fashion to complete and possibly add on to the insights gained through the literature 

review. The interviews confirmed some of the knowledge that the literature review 

concerning fashion sustainability highlighted, but also new information was gained. In the 

following sections, four different topics regarding fashion sustainability will be introduced 

and the insights gained through the interviews will be analyzed. Each topic includes 

different subtopics with different viewpoints suggested by the interviewees. 
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7.1.1 Consumer Point of View 

As the topic of the study revolves around the user point of view, the interviews included 

discussion concerning the consumer point of view of fashion sustainability. The interviewees 

brought up the consumer viewpoint in the interviews as an important topic concerning 

fashion sustainability, in terms of consumers’ responsibility concerning sustainable 

consumption, consumer behavior and consumer preferences and demands.  

 

Firstly, the expert interviewees within fashion, Josefine and Kim Felecia, described habits 

and behavior among consumers that according to their knowledge have influence on the 

current state of fashion. Both experts highlighted that current consumer behavior is 

unhealthy in regard to the fashion industry becoming more sustainable. Josefine described 

the issue within the industry and the consumption of fashion consumers by saying: “(..) the 

whole problem with the industry is our perception of clothes to be an unlimited source, 

which should always keep giving new garments that lasts only for a short period of time and 

then we tos it away”. Kim Felecia also elaborated on the same topic and discussed the 

consumers’ constant request for new clothing without taking the consequences of such 

behavior into consideration. According to Josefine, one of the possible reasons behind 

consumers’ constant request for new clothing, is the lack of “wardrobe happiness” as she 

calls it. What she refers to with this term is “(…) to find a piece of garment that you really 

care about or get something repaired, that you have inherited or something like that. Get 

some everlasting clothes that you can be happy about and use for years. That’s the 

essential”. Moreover, Josefine highlighted that most consumers shop according to their 

current desires and based on convenience. In other words, if shopping clothing is made easy 

via a link to a web shop, and consumers have a desire to purchase something, they will do it. 

 

Despite consumers purchasing as they would not be aware of the consequences of their 

behavior, according to the interviewees, consumers are actually more or less aware of the 

sustainability issues related to the fashion industry. As Kim Felecia explained: “in my crowd, 

a lot of people, they are aware of it, and they are also trying their best to like, choose right, 

and choose alternatives”. Also, Josefine mentioned a recent study that showed that most 

Danes are not only interested in sustainable fashion but are also willing to pay more for 
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sustainably produced clothes. However, what was brought up by all interviewees is the even 

bigger interest of the young consumers towards sustainability in fashion, namely the 

Generation Z. This group of young consumers were described as having a significant and 

growing interest in fashion sustainability. Josefine highlighted that the young consumers 

have become more sustainably aware since initiatives by figures such as Greta Thunberg 

arose, thus this can have a positive impact on the fashion industry.  

 

All in all, the importance of the consumer point of view in regards to fashion sustainability 

was mentioned directly or indirectly by all four interviewees, and was underlined by Kim 

Felecia: “The fact is also that that even though the responsibility could seem to be mostly on 

the brands’ and the designers’ shoulders, it’s also on the on the customers’ shoulders. Like if 

you go buy H&M tomorrow, then you’re supporting it. Like you’re supporting them to 

survive, their business and to expand their business. So it’s also within taking responsibility, 

like yourself as a customer and say okay no I don’t go and buy these things, I don’t support it 

anymore. So because everything you buy you support basically. It’s as simple as that.” 

7.1.2 Business Point of View 

As the last point of the previous section suggested, the responsibility in fashion 

sustainability is divided between consumers and businesses. The business point of view of 

fashion sustainability stood out as an important topic both in the literature review but was 

also discussed by the interviewees. 

 

An interesting point of view in regard to this was brought up by two of the interviewees, 

who highlighted the difficulty of sustainability as a topic in the fashion industry. Kim Felecia: 

“(…) sustainability is also like a soft, soft subject, right. It cannot just be measured in profit. It 

is not about profit, it is about that you want to do a change, no matter what it takes. So 

that’s also, I think that’s the main thing within being sustainable.” Morten proposed his 

opinion on fashion sustainability for companies by saying: “Every time we talk about 

sustainability, because we are a fashion brand, it always backlashes because people are 

really like the vibe around the fashion industry, and sustainability is not good at all.” “(…) the 
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reason why sustainability is so hard to speak upon when with fashion and fast fashion 

especially, it’s also because they don’t know how to communicate it to the audience.”  

 

However, the FashTech expert, Josefine, had an opposing opinion by saying: “I have studied 

very many companies with a sustainable profile, and it is simply because it is so tangible. It is 

simultaneously something that we can communicate very easily, and something that a small 

business that begins green or has an eye for a green focus can do something concrete 

within.” These three different comments concerning the business point of view of fashion 

sustainability highlight the difference in the perceived role and relationship between 

business and fashion. According to the first comment sustainability should not be looked at 

from a profit point of view to begin with, instead it should be seen as an “investment” for 

the future of the industry, and thus cannot be measured in profit. The second comment in 

turn highlights the challenges of existing companies, without a green profile, trying to touch 

upon the topic of sustainability, and encountering resistance from consumers and the public 

in general, as the fashion industry is naturally at odds with sustainability. Finally, the third 

expert comment suggested that sustainability is actually a tangible subject, one that 

especially small businesses can grasp. Nevertheless, the diversity of the comments can be 

argued to highlight the controversy around the topic of sustainability in fashion when it 

comes to the business point of view.  

 

Despite the topic of sustainability being described as a challenging one within fashion, the 

interviewees agreed upon the businesses undeniable responsibility concerning the 

industry’s current state. The interviewees highlighted the fact that the constant request for 

new clothes and styles by consumers is created and nurtured by the companies. As was 

discovered in the literature review, and later confirmed by Kim Felecia, the fashion 

companies have gone from offering consumers four collections a year to over ten 

collections: “Some brands as H&M, Zara, and a lot of others, they have up to like 12 

collections a year presented, which is insane when you think how many boutiques they have 

around the world.” As a consequence of this, the businesses in the fashion industry have 

encountered the issue of overproduction as Josefine explained: “(...) so if you think about 

what the fashion industry’s problem is, it is overproduction. And then the case of, that we 
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have a lot of clothes in a very bad quality, that we use as trend-based clothes. We only use it 

for a while and then we toss it”.  

 

However, the interviewees also mentioned some of the ways they have noticed companies 

trying to incorporate sustainable initiatives in their businesses. For instance, the different 

types of “sustainable” and “conscious” collections of fashion companies were mentioned, as 

well the increased use of more sustainable textiles such as organic cotton. Josefine argued 

that one of the reasons for this trend among companies is consumers’ increased awareness, 

but especially the growing demand of the younger consumers, the Generation Z, has had 

influence in companies wanting to create sustainable clothing lines and options.  

7.1.3 Alternative Ways of Being Sustainable 

During the interviews, interviewees were asked questions about different means and ways 

of being sustainable - both from the consumer and business point of view. This was done in 

order to shed light on whether these ways were related to technology, and to what extent, 

to support answering the research question. The insights that were gained through the 

interviews supported the role of technology in fashion sustainability, but also highlighted 

alternative ways for consumers and businesses to be sustainable in fashion. These insights 

are called the alternative ways, as the study had as a starting point focus in the technology 

behind the Digital Collection and social media related technologies.  

 

When talking about fashion sustainability, the interviewees that were expert within fashion, 

had a lot of suggestions concerning the materials used for creating clothes - different types 

of fibers, textiles and their use had a lot of emphasis in the interviews. As Josefine noted: 

“As I have started to notice, there is more and more focus on how you create new types of 

textiles, it is definitely more used one way or another. Something, that has a function, does 

something better or exploits some resources, that anyways would go to waste. And then 

implement these”. For instance, the use of recycled textiles and fibers, and dead stock 

textiles was mentioned, as well as the upcycling of clothing, which refers to the use of 

existing clothing to create new pieces of garment. In regard to this, technology was 

mentioned especially in the recycling of materials and fibers, thus highlighting production 
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related technology. Also, alternative fibers and fabrics such as ecological cotton, pea silk, 

milk and pineapple fibers were brought up as sustainable ways of producing clothes. These 

ways were not related to technology. 

 

An alternative way of being sustainable that according to experts was already in use by 

some businesses in fashion was the renting fashion. Thus, companies renting clothes for 

consumers for a limited amount of time. As Morten explained about renting fashion’s 

sustainability: “(...) if you can sell a piece of clothing five times before it has, it will, it will be 

worn out, it's better for the environment because you only need to produce it one time to sell 

it five times and and not like, um, again like when people use it, purchased one piece and 

then use it seven times. That's way more harming the environment because then you need to 

sell five pieces that is getting used at the same time.” Thus, renting clothes was argued to be 

a potentially great initiative, as it decreases the need for overproduction of clothes.  

 

Also, related to renting and not producing new clothing, the experts mentioned the rise of 

old fashion habits such as repairing existing clothes, but also the made to order fashion. 

Repairing the clothes would support the decrease of overproduction of clothes by 

companies, but as interviewees mentioned, it would require a change in the purchasing 

habits, but also in the mindset of consumers in regard to valuing clothes and not seeing 

them as disposable goods. The so-called made to order fashion was mentioned by Josefine 

who explained the concept by explaining a made to order business by saying that: “They 

only have a very little stock, they only make what is ordered and that is what is called, Made 

To Order”. In regard to this, Josefine further elaborated on the concept being very closely 

related to quality by highlighting the higher prices of such fashion, but also their superior 

quality. 

 

Furthermore, fighting the issue of overproduction, production structure, size frames and the 

zero-waste initiative were mentioned. The production structure refers to decreasing the 

number of collections per year, while size frames refer to decreasing the number of 

produced sizes and supporting one size production, for instance. The zero-waste initiative in 
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turn was described as literally decreasing the amount of waste textiles and fabrics in the 

production by improving the cutting of the textiles in production, as an example. 

 

As can be seen by the number of different options to being sustainable in fashion, it can be 

argued that no one single initiative will alone have significant influence, instead 

sustainability in fashion is a combination of different initiatives taken by both consumers 

and businesses. As one of the interviewees said: “(...) the most important thing about 

fashion and sustainability is that there's no one solution that can kind of like be the one that 

can be implemented, and then everything's fixed. We need to have multiple solutions in 

various of ways that that makes it more like sustainable to actually be a fashion consumer.” 

7.1.4 Greenwashing 

A topic that was raised by all of the interviewees in regard to sustainability in the fashion 

industry was the phenomena of greenwashing, thus the act of making something appear as 

sustainable on false or misleading advertising, for instance (CSR.dk, 2019). Greenwashing 

was mentioned by three out of the four interviewees in regard to the Digital Collection. All 

these interviewees expressed their skepticism concerning the sustainability aspect of digital 

clothing. One interviewee questioned whether or not the collection was just a marketing 

activity to raise awareness for the brand behind it. While two others expressed disagreeing 

with digital fashion’s sustainability as according to these interviewees the collection would 

only add on to the fashion sustainability related issues created by social media. The fourth 

interviewee and creator of the Digital Collection, Morten, also admitted that the 

fundamental purpose of the collection was first and foremost to drive traffic to the client 

company’s web shop, as he said: “The whole idea was, of course, because we couldn't move 

people from the Internet into their web shop, no matter the products because they have the 

same products as everybody else. So the idea was to kind of like create another web shop 

that only contain digital fashion. And because there's so much media around it and people 

wanted to check it out, they also got aware that they now have like a physical shop as well. 

So there was like this kind of like Trojan horse into their physical web shop.” 
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In addition to the Digital Collection, interviewees discussed other sustainability initiatives in 

fashion and related them to greenwashing. Especially green and sustainable collections or 

lines by fast fashion companies were especially mentioned in regard to this. What one of 

the interviewees mentioned, was the sustainable collections being an “add-on”, something 

trendy that companies are doing in order to satisfy current demands of consumers. The 

issue with this type of sustainability initiative according to the interviewee was the 

superficiality of it, as she self-explained: “If you as H&M say okay we have already hundred 

percent production within this and this and this, like, area. And then they say okay now we 

want to be more sustainable but instead of saying we take 10% out of this. And, like, put 

10% on rental, we say no we have hundred and plus 10% in. Again, that's not sustainable. 

That's just an add up, like okay, how can we make more money but we don't want to lose all 

the profit we have over here. We like just add 10% more, that's not sustainable. Then they 

should have taken something out and said okay we do rental instead.” In other words, the 

interviewee suggested that these types of initiatives stay to a large extent on a superficial 

level, and thus do not require fundamental changes from the companies in order to become 

more sustainable. 

 

In addition to being an “add-on”, some of the sustainability initiatives were claimed to be 

greenwashing and misleading, such as the use of greener and more sustainable fabrics and 

textiles. In this context, Kim Felecia explained that consumers are aware of companies such 

as H&M having a conscious collection with clothes made out of better cotton or organic 

cotton, but what the consumers are most likely not aware of, is that these fabrics have 

existed on the market for several decades. In this sense, companies can be argued to take 

advantage of the lack of knowledge of consumers, by promoting the implementation of the 

more sustainable textiles as a new initiative, and hence selling the consumers the 

“sustainability story”. One of the interviewed gave an example of the phenomena by 

elaborating on the case of ecological cotton by saying that: “(...) ecological cotton but it's 

like really old, I think it's been existing since 1989. And then you can also ask yourself 

questions that how sustainable it is when for example Best Seller, they announced 2018 in 

the December, that they want to, like, change their cotton like to 30% ecological cotton in 
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their whole collections. And which is of course it's better than nothing, but since it's been 

possible to produce ecological cotton and since 1989”. 

 

Morten also gave an example of the way in which companies are making use of the fact that 

sustainability is a trend among consumers, but also that they lack some knowledge by 

explaining: “A great example is always when you like see something being better produced 

like for instance a pair of jeans. Now use 10,000 liters less of water compared to the previous 

model and you're a little bit at as consumer you're pretty confused around what is it that 

you're actually, is it good, is it bad, can it maybe become better and everything”. This 

statement confirms the previous argument of Kim Felecia, and thus highlights the current 

trend among fashion companies in regard to using sustainability as a marketing or 

promoting tool. 

 

All of the interviewees also agreed upon the power of sustainability as a useful means of 

“storytelling” as it is a trendy topic among consumers. Morten elaborated on this by 

explaining the idea behind the Digital Collection, and the promoting of it: “And so basically 

when you have such an idea (Digital Collection) you know that this is something that can be 

a new story, something that will travel in media”. Furthermore, he explained sustainability 

being a popular topic, and means of storytelling, among his clients generally at the moment 

by saying: “we work a lot on what is a great story in terms of sustainability, with our clients 

to make sure they understand what I've seen matters to the consumer”. 

 

On this note, according to interviewees sustainability is to a large extent used for creating 

attention and awareness around brands, more than it is used to actually create change 

within the fashion industry. Strong arguments to support this were provided by the two 

experts working within advertising and digital marketing, who both agreed on sustainability 

being an efficient tool for creating attention and acknowledge the use of this tool within 

their industry. As Rasmus explained: “CSR was very popular among big companies, 

especially for internal or big external communication. You can say that purpose or making a 

change or whatever but stuff like that has become hugely important to brands, but primarily 

to get attention from consumers to create that bigger lash.” 
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7.2 FashTech  

As the purpose of the study is to assess the ways in which technology in particular could be 

a means for fighting sustainability issues in fashion, each interview included discussion 

around the use and possibilities of technology within the fashion industry. The interviewees 

were first asked questions about the Digital Collection and the technology related to it. 

Later in the interviews, other possibilities provided by technology were discussed. 

 

Firstly, the different interviewees had a lot of points in regard to digital clothing and the 

Digital Collection. As mentioned in the introduction, the idea behind the collection, besides 

creating attention around the brand, was to provide a solution to the trend on social media. 

The trend being social media users posting an outfit only once was seen as an issue by the 

creator of the collection, to which he created the digital clothing. When discussing the use 

and popularity of the collection, and thus the efficiency and usefulness of it, the 

interviewees expressed their disbelief in regard to the idea’s impact on the fashion industry. 

Even though the creator of the collection was positive about the feedback and use of the 

collection’s users, and believed that it had in fact been impactful, the other interviewees 

were disagreeing. Despite the collection selling out, it did not reach any larger audiences 

and stayed as more of a marketing activity instead of a revolution in the fashion industry. 

Some of the arguments supporting this were provided by the interviewees that questioned 

the role of digital clothing in fashion, as the consumers’ need for physical clothes will always 

exist - being something that digital clothing would not be able to help with. Also, the fashion 

expert Kim Felecia mentioned that fashion has a very specific meaning for consumers and 

designers, and that the need for the “physical aspect” and the concrete feeling of a physical 

piece of garment will always be a part of fashion. In addition to the physical aspect related 

to the Digital Collection, the creator himself highlighted the issue of missing emotional 

connection concerning digital clothing by saying: “(…) one of the biggest learnings and one 

of the biggest question I had after we did the first one (Digital Collection” was kind of like, 

um, actually a digital product doesn't have the same emotional feeling as a physical product. 

And the thing about like the feeling that you get when you buy something nice for yourself, 

and then you take it on and that confidence that you actually get, that's something that you 

can really feel. And uploading a picture of something it's not the feeling of that specific piece 
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of clothing (…)”. Kim Felecia agreed on this and said when asked about the emotional 

connection of digital clothing “(...) it will definitely not have any emotional connection, it will 

be like a fast rush. It's like fast food, it's like over and done”.  

 

Kim Felecia’s comment also highlighted the fact that the Digital Collection was according to 

her adding on to the trend on fast fashion and fast consumption of clothes and continued by 

arguing that digital clothing would actually add on to the problem created by social media. 

Other interviewees agreed on this, as according to Rasmus, the Digital Collection is 

increasing instead of decreasing the trend and explained: “The problem with it (the Digital 

Collection), what Carling’s says, they are trying to do, is that they are. They are saying, you 

can buy a digital piece of clothes, and then you can still have your outfit of the day but it's 

just environmentally friendly. But it's, it is essentially not doing anything in terms of taking a 

stand against the outfit of the day, and the trend that that is pushing.” He also further 

elaborated on the issue of the collection “(It) is still feeding that newness monster and or 

feeding that understanding of you having to be something in the world, you need to have 

the right clothes at the right time in the right season.”  

 

Another point of view in regard to the Digital Collection which was mentioned by the 

interviewees was that it was considered as “symptom treatment”. As one of the 

interviewees explained it, digital clothing does not solve the problem created by social 

media, instead it “treats the symptoms”. In other words, the consumers that consume 

clothing as disposable goods, will not change their habits by using digital clothing - it will 

only give them temporary satisfaction, and even that in the predefined context of social 

media. As Josefine explained: “For me it’s pure symptom treatment. We have a problem 

online on social media, where as an example a lot of influencers show clothes, which is huge 

consumption. I think it's a problem with very fast changing trends of real clothes, and then 

you make something virtual, so you create fast changing trends with virtual clothes. And 

then you can use that as trend based, because it’s not real.” However, the idea and concept 

of digital clothing was seen as having potential, as one of the interviewees suggested that it 

could be used by fashion companies in their collaboration with influencers. The creator of 

the Digital Collection mentioned that instead of companies having to send out clothes for 
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the influencers for them to then post pictures with the clothes on social media, the 

influencers could instead be provided with digital clothing. Also, despite skeptical comments 

in regard to the concept of digital clothing, it was still considered as a more sustainable 

option than excessive purchasing of clothes. However, as Morten, the creator of the 

collection highlighted, the potential of digital clothing cannot yet be fully utilized and used 

by a large audience, as the current state of technology does not allow for technology such 

as virtual fitting being fully implemented to existing platforms, such as webshops and social 

media. 

 

Besides discussing the Digital Collection and its potential, the interviewees brought up some 

other technologies which they considered as useful and potential to be used in the fashion 

industry, and also supporting the sustainability within it. One of the most popular 

technologies discussed in the interviews was the one of AR, and more specifically its use in 

the form of virtual fitting rooms - an idea that emerged from the discussions around digital 

clothing and the technology behind it. The idea of virtual fitting rooms was seen as 

extremely useful, but also as something that could be implemented in the near future by 

fashion companies. The interviewees also highlighted the possible impacts of the use of 

virtual fitting rooms also in terms of sustainability, as these fitting rooms might potentially 

provide the consumers and users a more accurate idea of size and fit, and thus have 

influence on the purchasing habits of fashion consumers. As Josefine explained: “I can 

imagine that this technology would be really good to use online for some clothes that people 

would really want, so as a virtual showroom or a virtual fitting room. I wish that you would 

put something concrete behind it and implement it in a way, so people could purchase some 

clothes that they would really use for many years.” 

 

Another promising technology that could be utilized in fashion that was mentioned by the 

interviewees was artificial intelligence (AI). According to one of the interviewees AI could be 

useful in personalization in the fashion industry. By this, she referred to the use of different 

algorithms for instance to provide consumers with more personalized offerings and clothing 

- again something that would potentially be used by the consumers for a longer time. Also, 

different algorithms could according to the expert be used in the “made to order” process, 
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where consumers can order fitted clothes. In addition to these, AI is already used and could 

be used to an even larger extent in the context of consumer support, for example in the 

form of chatbots, and webshops that would remember the consumers’ personal 

information such as specific size information. 

 

Despite its potential, FashTech is still a fairly new concept within the fashion industry at 

large. As was highlighted by the interviewees, the implementation and creation of new 

technology especially, was described as extremely costly. This was explained to be the 

reason to why some potential new technologies within fashion has not been implemented, 

as the cost for implementation are high before the technology becomes widely used, as Kim 

Felecia highlighted “(...) everything in the beginning is always so expensive to try to achieve, 

and if the market is not there and if, then it will keep being expensive and then people as 

Bestseller they wait until I don't know how many years later (...)”. Moreover, FashTech was 

not considered as an option for all fashion companies, namely due to costs, as Josefine 

explained: “(...) the technology that the big companies are utilizing, is very difficult to 

implement and on the same hand with the technologies such as Augmented Reality and 

Virtual Reality, I think it’s something that the small companies can forget about.” 

 

In the current state of the industry, FashTech was said to be mainly implemented in the 

production part of the value chain. Technology was mentioned to be useful in different 

parts of production, and as according to Josefine, could be helpful for the previously 

mentioned “zero waste” initiative, but also in the production of alternative textiles. Also, 

according to her estimation, the fashion industry will go backwards in terms of people 

buying less clothes and investing in quality and near produced clothes, but that this 

development will be strongly supported by the use of new technology in production. 

7.3 Social Media  

Social media being the scene where the studied phenomena takes place, as well as the 

scene where technology’s possibilities in tackling sustainability issues in fashion are 

explored, the interviews included discussion on the topic. As Instagram is the social media 

channel where the Digital Collection was designed to be used, a lot of discussion concerning 
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social media focused on that specific platform. In addition to that, trends on social media in 

general were discussed by the interviewees. 

 

The importance of Instagram within the fashion industry was confirmed by all of the 

interviewees, as the discussion around social media in general was very much focused 

around Instagram. For instance, Morten explained the role of Instagram by saying: “ (...) the 

fashion game, which has swapped completely around like the runway is now on Instagram 

it's not in Paris, right, it's, it's moved from from being the runway to the street fashion street 

style, which is the whole hyped street culture to Instagram, that is now the place and the 

playground where people are actually pushing fashion even more.” Not only has Instagram 

become a place to showcase fashion, it has become an important channel for promoting 

and communicating fashion. Kim Felecia described Instagram’s role as a communication and 

promoting channel by saying: “I use Instagram a lot too, as anyone else because it's free 

marketing basically, and it's easy to reach out. So you get to customers or at least to those 

who's interested, you get to them like really easily. So I think that's like it's one of the, it's 

definitely one of the best ways (...)”, and continued by stating: “I think for up comers, and for 

artists, for designers, and for those who actually have, like, a concrete story that you want to 

get out and you want to change the world, or politics, or whatever within, for that social 

media is really great, because you can get out to the end consumer, or just the the interested 

person. Whether they're buying or whether they're just listening and talking further about 

whatever you preach (...)”. In addition to fashion, Instagram’s role in communicating to large 

audiences was also acknowledged on a more general level, as Josefine highlighted the 

platform’s strength to not only reaching, but also engaging different stakeholders, and 

creating the sense of community among these stakeholders. 

 

One of the trends on Instagram, which was the starting point of the Digital Collection, is the 

trend called “Outfit Of The Day” (OOTD). This concept refers to the previously mentioned 

phenomena of people posting an outfit only once on social media. The actual hashtag OOTD 

is no longer a trend on social media, however the idea behind it is still very much popular on 

the different platforms, and especially on Instagram. This was confirmed by three out of the 

four interviewees who agreed upon the trend still being relevant despite it not being new 
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anymore. The relevancy of the OOTD trend and phenomena was confirmed by Morten, who 

explained the relationship between the trend and the fashion industry by stating “I think 

there's a huge paradox in the fashion industry and also, again the paradox with social media 

being like, it's a canvas for people to play, and to be playful with, but at the same time, it's 

due to over consuming because outfit of the day and people want to do a lot of stuff.” This 

statement was confirmed by the social media expert, Rasmus, who argued: “I definitely 

think that an outfit of the day in general is a huge conversation. Clothes in general on 

Instagram and on influencers is a huge conversation. I think the question influencers get the 

most is, where did you buy that, where's that top from, where are those shoes from. So, I 

think that it’s just a huge conversation, a huge conversation driver for influencers and a 

target”. The problem that this trend creates is consumers thinking of clothing as disposable 

goods, as discussed in the section about fashion sustainability. Rasmus explained this by 

saying: “You're pushing a whole generation in terms of how they should dress and what they 

can put up on Instagram. So essentially, you're pushing the culture of disposition, or 

disposed clothes and you're pushing the culture of that uniqueness, which has something to 

do with what you're wearing instead of who you are”.  

 

In the context of the OOTD trend, as referred to by Rasmus in the comment above, social 

media influencers have a significant role. As Morten said: “you cannot ignore the fashion 

and the influencers on Instagram” referring to the importance of influencers in regard to 

fashion. Talking about what went wrong with the Digital Collection not reaching consumers 

at large, Rasmus described his thoughts about the collection and its promotion: “(...) so that 

way of working is effective in terms of winning a creative prize, but very less effective in 

terms of reaching a lot of people, and a way that they could have solved that was if they had 

communicated this through influencers. So, if they had engaged with up to 30 influences in 

five different countries, then that would be a way of really getting out to a lot of people. This 

is a very effective way to get out a statement, because you would be using one of the target 

groups or let’s say close friends and then target them with an influencer”. 

 

In addition to the OOTD trend, other trends that emerged from the interviews concerning 

Instagram were the type of content shared on the platform and the consumption of it. 
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According to interviewees, the content has become more focused on videos and Instagram 

stories. This is both the cause and the result of the behavior of Instagram users as 

consumers of content who prefer consuming short and fast content, as Rasmus explained: 

“(...) but essentially, (Instagram)live, and Instagram TV. That's, some of the big things that 

come, that's going to be making a big shift in the coming years. In terms of how people use 

Instagram but also in terms of how people are just watching TV consuming entertainment or 

consuming content in general.” Rasmus also highlighted the shift in the consumed content 

by saying: “I think the biggest thing is our overall shift to moving images. And I think 

Instagram was based on still images. They had a lot of that, and they really try to get people 

to put more video into the feed, and it's definitely evolved. There's a lot more video in the 

feed than what there was two or three years ago.” He further argued that: “(...) when you 

use your feed, your feed can almost seem aesthetic and exciting sometimes, but also a bit 

boring compared to stories. Stories are just more, it's really hard to say what it exactly is but 

it's just more fun. It's moving. It's more honest, it's just in a more appealing format when we, 

when we are consuming content on the go”. Kim Felecia concluded Rasmus’ statements by 

pointing out that: “People (...) don't have the time to watch one minute, right. I mean, like 

we all hear about like, if you need to create something, it cannot take more than one 

minute. It's the Instagram, like timeline. Right. And so, everything needs to take one minute 

or less.” 

 

Beside Instagram, the social media expert Rasmus brought up the rising platform, TikTok. As 

the Instagram content is moving, and has already to some extent moved, towards faster and 

shorter content in the form of videos, the rise of the video making platform TikTok was 

highlighted. As the platform enables users to create short personalized videos with different 

filters and add ons, it enables users to showcase their personality and creativity. Rasmus 

explained the platform by saying: “It is really creative, and it's not really defined about 

specific structures. That's kind of the strong force about the platform, that it's undefined and 

it's the users that are defining the language on it, whether that being dance moves or how 

they use effects. Because it's a clip art tool of some sort, and it's being used like that, even 

though, Instagram and some of the other platforms can do similar stuff”. However, he also 

argued that the platform is not yet ready for the fashion industry per se: “It's not necessarily 
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a place where the large group of people would be interested in, let's say, fashion, or stuff like 

that, that's not necessarily what they're interested in. And also, I think for brands it's really a 

hard channel for them to kind of get a grasp on because it's such a unique language on 

TikTok compared to all the other platforms”. Nevertheless, based on the comments 

concerning current and future trends on social media, and Instagram in particular, it can be 

argued that TikTok will have a role in the fashion industry as well. This point will be touched 

upon in the upcoming section concerning the online observations. 

7.4 Chapter Summary 

In this chapter, the findings related to the key concepts were introduced and analyzed. 

Firstly, concerning fashion sustainability, the interviews highlighted some important 

remarks in regard to the consumer and business point of views concerning fashion 

sustainability. The consumer point of view includes consumers’ current habits and behavior 

in terms of consuming fashion as disposable goods. This was supported by the insight that 

consuming fashion is made very convenient for the consumers at the moment. On the other 

hand, consumers are also seen as having an interest toward sustainability, especially the 

younger generation, the Gen Z. However, as long as consumers support for instance fast 

fashion by purchasing it, they will support the non-sustainable aspects of the fashion 

industry. Looking at the topic from the business point of view, businesses are struggling with 

the topic of sustainability, which was reported as being a difficult topic to discuss in fashion. 

Small businesses were however suggested as being able to grasp the topic more easily in 

comparison to bigger players. A dilemma that all businesses regardless of their size are 

having, is the prioritization of sustainability versus profit, as investing in becoming more 

sustainable is seen as costly. However, the interviews also highlighted fashion companies’ 

responsibility in making fashion more sustainable, as companies are still supporting the 

actual issue by overproduction. Some initiatives have been taken by businesses in fashion in 

the form of sustainable or greener collection, for instance, which is a promising 

development. 

 

Related to fashion sustainability, the interviews highlighted the existence of alternative 

ways of being sustainable in the fashion industry, in addition to digital clothing. Such 
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alternatives are different materials, textiles and fibers used in production. Also repairing, 

renting and made to order fashion was mentioned, in addition to which the Zero Waste 

initiative was brought up promoting the decrease of excess textile and fabric in production. 

On that note, and despite all different alternatives and ways of being more sustainable in 

fashion, an issue that was underlined in the interviews was greenwashing - a concept that is 

easily attached, but also confirmed, whenever sustainability is discussed in the context of 

fashion. The existence of greenwashing was in fact confirmed by interviewees who 

mentioned initiatives made by the fast fashion company H&M as greenwashing. 

Interestingly, the promotion of the Digital Collection was also considered and confirmed as 

greenwashing, as the collection was communicated to the consumers by using sustainability 

as a “buzzword” to gain the attention of consumers, and to exploit the current topic of 

interest among consumers.  

 

The findings related to the key concept of FashTech highlighted the opportunities that lay in 

technology implemented in fashion to support the industry becoming more sustainable. 

First, the Digital Collection was seen as a potential solution, that however was not exploited 

to its full potential. Also, the technology of digital clothing was seen as having shortages in 

some of the most important aspects of fashion, namely the physical and emotional aspects. 

Digital clothing was also argued to add on to the problem of fast consumption and being 

more of a “symptom treatment” instead of a solution to the problem. The idea in itself was 

seen as potential for use by fashion companies in regard to their collaborations with 

influencers, but the technology was also considered as useful for other purposes, such as 

digital changing rooms.  

 

Digital changing rooms emerged as one of the most potential technologies to be 

implemented in fashion - a technology that could have an impact on consumers’ purchasing 

behavior. In this context, the technology of AR was highlighted as useful. In addition to AR, 

AI in the form of algorithms, customer services, and means of personalization was seen as 

value adding to fashion sustainability. Moreover, to support initiatives such as Zero Waste, 

technology was proposed to be implemented in the production part of the fashion value 

chain. 
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Concerning the final key concept of social media, the importance of social media in general 

was emphasized, especially the role of Instagram when it comes to fashion. Instagram is 

considered as influential as it is considered as the primary platform to consume fashion 

related content. Also, trends such as the OOTD and the ways in which content is currently 

consumed was discussed. According to the interviewees, Instagram content is becoming, 

and to some extent already has become, shorter and faster, as Instagram users prefer 

consuming content in a fast manner on the go. Thus, the popularity of content in the form 

of video and Instagram stories has become more popular. This said, the purpose of 

Instagram as a platform has gone from community and creating content, to users 

consuming content and entertainment. Due to this trend, the platform of TikTok was 

mentioned as possibly being the next Instagram in terms of popularity, as it is providing 

social media users the tools to create and consume the type of content that they desire. In 

addition to these trends, the role of influencers on Instagram as a means of promotion was 

stressed in terms of influencing people as social media users, but also consumers. 

 

8 Findings & Analysis of Online Observations  

In order to validate and fill out possible missing insights concerning the research topic in 

regard to the relationship between fashion and social media, online observations were 

conducted on Instagram, as explained in the methodology section about the online 

observations.  

 

Based on the observations that focused on the posted content in the month of May in the 

years 2017, 2018 and 2019 by 10 influencers, a number of remarks were made. First of all, 

the extent to which fashion influencers’ content is focused on showcasing clothes was 

confirmed by the observations, as on average 73% of the posted content was fashion 

focused. Furthermore, out of these fashion posts, a total of 923 posts, only 5 posts exhibited 

the same outfit. This observation confirms the validity and relevance of the OOTD trend on 

Instagram, and the fact that especially influencers do not post the same outfit on the 

platform more than once. The number of posts that included some of the same elements of 



 102 

an outfit, such as shoes, purse or a piece of clothing, represented less than 6% of the posts. 

Furthermore, an observation that highlighted Instagram’s importance not only concerning 

showcasing fashion but also as a sales channel, was the high number of the fashion posts 

that included a product tag - thus a click-on tag showing the product name and price, or a 

CTA that would directly send the social media user to the product page. Over half of the 

fashion related posts, a total of 63% of the posts included a product tag.  

 

Looking at the evolution of these numbers in the course of time, it can be argued that 

development similar to the insights gained through the interviews was observed. For 

instance, the number of posts has decreased, which could be explained by the grown 

popularity of the use of Instagram stories. At the same time, the number of same outfits 

and items reused has stayed more or less the same, while the number of used product tags 

on the fashion posts has increased - all remarks that support Instagram’s significance as a 

marketing and promoting channel in the context of fashion. 

 

In addition to exploring and observing the role of Instagram in terms of fashion and 

influencers, a phenomenon that was observed was the use of filters, as filters emerged as 

an important topic in the literature review and was mentioned in the interviews. Out of all 

the fashion posts a remarkable 85% was observed to be having a filter. As was explained in 

the literature review concerning social media, Instagram offers different types of filters, 

some adding virtual objects to the picture, while others focus on changing the lighting or 

tone of the picture. All of the filters that were observed in the conducted online 

observations were ones focusing on the lighting, tones, and creating contrast to the 

pictures. The use of such filters can be argued to be done in order to present the products in 

the pictures in the most favorable ways, as the filters highlight color on clothes and the 

textures of materials, for instance. 

 

In addition to observing the posts, some remarks were made concerning the influencers’ 

use of Instagram stories. As explained in the methodology section, the stories were 

originally not considered as a valid point of observation, due to their lack of comparability. 

However, in the course of conducting the observations on the posted content, the current 
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stories of the influencers were briefly observed, as this was seen as an important add-on to 

the observations. The importance of Instagram stories was highlighted by the expert 

interviewees, one of which explained the role of stories by saying: “I would say overall 

stories are huge. Stories are overtaking the way Instagram is being used (...). So, people are 

using more time on stories than they're using on the traditional feed. Obviously differs within 

target groups but overall that's the case.”  

 

 

Figure 8: Online Observation Results (self-made) 

 
What became clear from the stories of the chosen 10 influencers, were the significant use of 

stories to post short content. For all of the influencers, the content of the stories was mostly 

focused on daily life, whether it was the influencer’s baby or house renovation project. 

However, in between the daily life content, the stories included a significant amount of 

fashion related content, such as the influencer showing her outfit of the day on a short 

video, or in the form of fashion hauls which are short promotion videos representing the 

influencer wearing different gifted outfits provided by a certain fashion brand. Nevertheless, 

as the content of the stories was observed at different points in time, and due to the fact 

that fashion collaborations between brands and influencers tend to take place in a different 

point in time, no quantitative data was collected to represent the observations. 
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9 Discussion 

In this chapter, the analyzed findings will be interpreted and discussed in regard to the 

research question of this thesis.  

 

As the purpose of the research was to assess the ways in which technology could possibly 

tackle the sustainability issues in the fashion industry, the starting point of the study was to 

understand what influences the acceptance and adoption of technology among users. This 

was seen as key, since in order for technology to fight sustainability issues in fashion, it 

needs to be adopted by users, thus the fashion consumers. The chosen theoretical 

framework to support the research was TAM, and the findings related to it will now be 

discussed first in order to provide the basis for the later discussion concerning the different 

technologies. 

 

Based on the conducted expert interviews, it can be concluded that the theoretical 

framework of TAM used in this study is validated in the studied context. The importance of 

both of the main determinants of the model, PU and PEU, was confirmed in the course of 

the interviews. What became evident concerning the first determinant, PU, was that in the 

studied context, factors such as embeddedness, added value and newness are key for users 

to perceive a technology as useful. These factors can be argued to highlight, but also be the 

result of, the special nature of the fashion industry. As fashion has existed for decades, so 

have the processes that evolve around it. This said, the fashion industry is generally 

speaking often referred to as an old and even outdated industry. The only significant 

development within the industry has been the implementation of online buying in the form 

of online stores. As clothing is a physical need for humans, consumers can be argued to be 

easily content with ways of purchasing clothes - either from the physical stores or online - 

something that can be assimilated to the need to buy food. Taking both facts into 

consideration, firstly that people need clothes, and second, that it is currently made possible 

in well-functioning ways, the need for new processes or technologies is low, from the 

consumer point of view. This argument can be supported by the failure or low popularity of 

some of the latest attempts to implement technology in the purchasing processes of 
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consumers. Examples of such technologies are for instance Zara’s AR shopping experience, 

smart leggings, the H&M body double app, and GAP’s “DressingRoom”. These technologies 

can be argued as actually being useful for the fashion consumers, however, none of these 

examples have become popular or widely implemented. In other words, everything is so 

saturated in the fashion industry that in order for users to perceive a technology useful it 

needs to be embedded in familiar processes or platforms, but it also needs to add 

something concrete to the existing processes and finally it needs to have a “newness factor” 

to it.  

 

When it comes to the second determinant of TAM, PEU, the interviewees suggested that 

factors such as speed, platform, technology suitability and user journey were important for 

users to perceive technology as easy to use. On the other hand, training for the use of new 

technology was argued as irrelevant in the studied context. The emergence of these factors 

as influential in regard to PEU, was very much aligned with the findings concerning PU. As 

again, the processes in place in fashion at the moment are well implemented and 

functional, a new technology needs to be compatible with the existing technology, and 

hence be fast, suitable and have a smooth user journey. Also, as the current processes such 

as online shopping are streamlined with the purchasing habits of fashion consumers, for 

instance a user can click on a CTA on Instagram and be sent to the product page to purchase 

the product. Moreover, new technology will also need to be implemented in familiar 

platforms. This means that new technology would either need to be implemented on social 

media and blend in with existing technology or do the same on webshops. The fashion 

consumption is made so convenient for consumers, that there is a very small likelihood for 

consumers to compromise on the convenience for the use of new technology. Also, in 

regard to TAM and the roles of both PU and PEU, the conducted study found that similarly 

to the utilized version of TAM, PEU can be argued as being a secondary determinant in 

comparison to PU, as the emerged factors of PEU support the ones of PU. 

 

In addition to the validation of the two determinants and different factors that influence 

them, it became clear that there is a missing determinant in TAM when used in the context 

of this study. This missing determinant is communication, which was highlighted in all 
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interviews as key in regard to technology acceptance. First of all, when assessing technology 

acceptance in the context of social media, it must be taken into consideration that it is a 

scene that is extremely crowded and full of content, in other words, it has a lot of “noise”. 

This said, in order for users to accept new technology on social media, communication must 

be designed to not only break through the noise, hence not just reach the users, but more 

specifically gain their attention. On this note, what we suggest based on the findings and 

analysis, is that in order for technology to be accepted in the context of social media, 

communication needs to be added as a determinant in TAM, and placed prior to PU and 

PEU, as a technology can be argued as not being seeing useful or easy to use by social media 

users, if the information about the technology does not reach the target users.  

 

This suggestion was motivated by the interviewed social media expert, who explained that 

in order to get a message through to the target on social media, you need to first inspire, 

then inform the target, in order to finally convert to the desire end result, whether it is to 

buy a certain product, change their behavior or use a new technology. What the findings 

suggest in regard to communication of new technology on social media, is that it can have 

different shapes and forms. For instance, as was highlighted in the interviews concerning 

the Digital Collection, the new technology was never communicated per se from the 

business to the users. Instead, the technology was “leaked” on social media, where it was 

discovered by few users, who then spread the word and did the job of communication for 

the company. This can be argued to be true in the context of social media in general, as for 

example new Instagram features are never communicated to the Instagram users. The way 

in which a filter or a sticker on Instagram becomes popular among users is that a popular 

user showcases using the feature, a point after which the acceptance of that new feature 

among the users at large takes off. 

 

Looking more closely to the different technologies that were brought up during the 

interviews, the one that was discussed the most was the technology that inspired the topic 

of this thesis, thus the Digital Collection and digital clothing. The Digital Collection was 

discussed in terms of the technological aspect, its implementation and use, but also in the 

context of fashion sustainability - which it was promoted as supporting. Starting with the 
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technological point of view, the Digital Collection was seen as a potential idea, however it 

became obvious that the current state of technology is not supporting the implementation 

of digital clothing on social media, for instance. This lack of technology was overcome by the 

creator of the collection by designing a user journey that included several steps, across 

different platforms. In the light of the above mentioned technology acceptance and its 

determinants in the studied context, it can be argued that the way in which the Digital 

Collection was implemented and designed for the users was not according to the ways in 

which technology would require in the specific context in order to be accepted by users. 

This is confirmed by the fact that, despite the Digital Collection sold out, it never made it to 

the larger audience and reached the full potential that the idea had in terms of 

sustainability, for example. To highlight what was missing from the Digital Collection as a 

technology in regard to technology acceptance and determinants found in this study, the 

collection lacked embeddedness, speed, right platform, and smooth user journey. In 

addition to these, the communication around the collection and technology can also be 

argued as being lacking, as the promotion videos about the collection are not graspable by 

the average fashion consumer, but also it was not visible on social media.  

 

Something that was considered throughout the research based on knowledge gained 

through the literature review, was the possible combination of the idea behind digital 

clothing and the features that the social media platforms, especially Instagram and TikTok 

support. Filters are among the most used features on social media according not only to 

literature but also according to the results of the conducted online observations. In this 

light, a possible solution for the use of digital clothing could have been the use of digital 

clothing as filters on social media. In this way, the idea of digital clothing could have been 

implemented on familiar platforms and made extremely convenient and easy to use for 

social media users. Also, as filters but also stickers on both social media platforms in focus, 

Instagram and TikTok, can be found both free to use, but also purchasable, the idea of 

implementing digital clothing in the form of filters and stickers could have potentially been 

useful and meaningful for the fashion industry. However, it became clear during the expert 

interviews, that current technology does not allow for the implementation of such an idea. 
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In addition to that, one of the experts suggested that by the time such technology would be 

accessible, the era of Instagram and TikTok would most likely be over. 

 

Moreover, the sustainability aspect of the Digital Collection was questioned by the 

interviewees, and as it turned out, the idea was more of a marketing trick than sustainability 

initiative. Some of the discovered points in regard to the sustainability of the idea were that 

it is actually adding onto the problem that it is trying to solve, and that it is more of a 

symptom treatment than anything else. Also, the interviewees emphasized the lack of 

physical and emotional aspects of the idea, as these are key to fashion and fashion 

consumers. Taking into account the insights gained through the online observations, the 

fact that especially influencers are encouraging users by their own social media behavior to 

only post an outfit once on social media. This said, it can be argued that the idea of the 

digital clothing is in fact adding to the problem, hence adding to the culture of disposable 

clothes, as one of the interviewees expressed. In other words, digital clothing is supporting 

the trend of OOTD on social media, and the idea that uniqueness is something that you 

wear, not something that you are. Thus, despite digital clothing possibly decreasing to 

purchase of physical clothes by a little, it does not have a significant enough impact on the 

industry in terms of sustainability, as it is supporting the idea behind fast fashion and 

disposable consumption trends. 

 

The technology behind the Digital Collection did however spark some potential ideas of 

utilizing it in other contexts. For instance, interviewees mentioned that the technology used 

for the Digital Collection could be exploited for creating virtual fitting/virtual fitting rooms. 

This type of technology was discussed as actually having the possibility to influence 

sustainability in fashion, as it could decrease the returns of clothes, but also help consumers 

to order clothes that they would appreciate for a longer period of time. In terms of the 

acceptance of virtual fitting and fitting rooms, it can be assumed based on the gained 

insights in regard to technology acceptance in the studied context, that this type of 

technology would be likely to be accepted and adopted by users and fashion consumers. To 

reason this assumption, the technology that would be implemented with virtual fitting is the 

technology of AR, which both social media users and consumers already use on different 
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platforms. For example, on Instagram, users use filters that are AR based, also consumers 

can try on sunglasses on an eyewear web shop, which also is using AR.  

 

While AR could provide the fashion consumers with familiar technological tools that could 

be implemented in the existing consumer journeys, the technology of AI would serve the 

consumers with a more personalized experience. AI algorithms are able to provide 

consumers with better fits of clothes, as they can be used to calculate and suggest the users 

with the right match of clothes and sizes. In addition to that, AI can be used in customer 

service in the form of chatbots or other customer support, to guide and personalize the 

shopping experience and making it fast and convenient for consumers. These initiatives can 

be said to support sustainability in fashion as they can again decrease the number of returns 

while increasing the suitability and hence longevity of ordered clothes. As with AR, 

technological solutions using AI can be argued to have a high likelihood of acceptance 

among users, as a lot of AI technology is already implemented in fashion, and also, a lot of 

AI solutions are actually not concrete to the users, as AI works in “behind the scene”, thus 

not on display to users. 

 

Even though in the course of the interviews, the role of consumers in fashion sustainability 

was brought up, it also became evident that companies bear the bigger responsibility in this 

issue. Not only do businesses have the responsibility to make their productions more 

sustainable, they also have a responsibility in offering the consumers with more sustainable 

options in regard to their fashion consumption. This was highlighted with businesses over 

production of clothes, but also in their way of advertising and promoting clothes. As was 

discovered in the online observations, 67% of the fashion related content posted on 

Instagram by fashion influencers includes product tags. This emphasized the fact that by 

their promotion activities, companies are actually pushing the disposable culture in the 

fashion industry. 

 

Furthermore, based on the findings of the conducted research, it can be argued that people 

as fashion consumers in a saturated market are rather difficult to influence, as if they do not 

see the added value or benefit in changing their behavior, they will most likely not do it. This 
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argument is related to not only people’s use of technology but also to their consuming 

habits in terms of fashion. In the context of fashion sustainability, in order for consumers to 

perceive sustainability as useful and valuable, they need to see the added value of it. In 

order to understand this added value, consumers need to have an interest in sustainability, 

as if the consumers do not have interest in the topic, they most likely will not be exposed, or 

pay attention to fashion sustainability related discussions. Here is where the responsibilities 

of fashion companies lie, as the responsible party to inform and educate consumers about 

sustainability in fashion. This is not only required for consumers to see the added value and 

have interest in sustainability, but because if consumers are not aware of sustainability 

related to their fashion consumption or for instance of the different ways companies could 

be sustainable, they are not able to demand that from the companies, and the industry at 

large. The lack of interest and knowledge has been to some extent exploited by companies 

with either not informing consumers or by telling a tempered story by for example leaving 

out some crucial information or telling a part of the complete truth. In this sense, 

companies are argued to have been using the process of inspiring, informing and converting 

consumers to their advantage by using the “hot” topic of sustainability as the carrot to 

inspire consumers. This is exactly what was done with the Digital Collection that inspired 

consumers with the sustainability topic but had a goal of converting those consumers to 

become customers of their web shop – a web shop that sells fast fashion.  

 

This said, it is important to take into account when discussing whether or not, and how 

technology could enable fashion becoming more sustainable not only the requirements of 

fashion consumers towards technology in order for them to accept it, but adding the 

discussion of fashion sustainability on top of it will make it an even more challenging 

discussion. In other words, it can be argued that designing and providing fashion consumers 

with a technology on social media that will enable fashion to become more sustainable is a 

difficult equation as consumers would not only need to adapt to new technology, but also to 

new ways of consuming fashion - something that they have been used to do in the same 

way for a rather long time. Also, in terms of consuming more sustainable clothes, it must be 

highlighted that it tends to come with a higher price tag, meaning that consumers really 

need to see the added value of not only the more sustainable clothes, but also new 



 111 

purchasing habits, in addition to which they would need to use new technology. However, 

as emphasized throughout the interviews, communication in regard to technology, but also 

of new behavior is crucial for making technology able to tackle sustainability issues in 

fashion.  

 

On a final note, what has been discovered through the research is that making fashion 

consumers as users of technology to accept and adapt new technology, the new technology 

needs to take into account the different factors that influence the PU and PEU of that 

technology for the users. In addition to this, it is extremely important to focus on the 

communication concerning this technology, both in terms of the means of communication 

but also when it comes to the message that is communicated. 

 

10 Research Implications 

In this section the implications of the conducted research will be presented, first in terms of 

the theoretical, then practical implications. 

10.1 Theory Implications 

This study used TAM as a framework to support conducting a qualitative research in the 

context of technology acceptance for fashion sustainability purposes. The majority of the 

research using TAM is quantitative, however the study conducted for this thesis proves that 

the model is applicable for qualitative data as well. 

 

The key findings of this study are related to the two determinants of TAM - PU and PEU. The 

analysis of the collected data showed that in the studied context, PU is influenced by the 

following factors: embeddedness, added value and newness. Such factors were also found 

for PEU, which were: speed, platform, training, technology suitability and user journey. All 

of these factors, both for PU and PEU, are argued as being external variables that influence 

these two determinants specifically. Hence, despite previous studies in the context of social 

media adding new determinants to the model, we argue that these influential factors 
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should not be defined as individual determinants, as they are directly related to each key 

determinant, PU and PEU. 

 

In addition to the defined external variables of the key determinants, this study found an 

important determinant in communication. As opposed to the external variables, or 

influential factors, communication was perceived to be significant enough to be proposed as 

a new determinant in the model, in the context of the study - thus new fashion technology 

on social media. This determinant has not been discovered in other studies and can be 

argued of being specific for the studied context. As TAM is a linear model, we suggest that 

the additional determinant of communication should be positioned prior to PU and PEU, as 

pictured in Figure X below. In other words, in the studied context, communication is the first 

step in users’ journey of technology acceptance, as social media users will not assess the 

usefulness or ease of use of a new technology, if it is not communicated to them in the right 

way.  

 

Figure 9: Suggested Version of TAM in the Studied Context (self-made) 

 

10.2 Practical Implications 

In addition to theoretical implications, the conducted study also has a set of practical 

implications and suggestions. First, we argue that the findings related to the theory and its 

usefulness in the studied context is concrete advice for companies in the fashion industry. In 

other words, we suggest that fashion companies wanting to take a step towards a more 

sustainable direction should consider using the proposed version of TAM when designing 
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and planning the implementation of new technology on social media for sustainability 

purposes. 

 

In addition to this, what became evident from the findings of this study, is the special nature 

of not only the fashion consumers as users of technology but also the difficulty of 

sustainability as a topic in fashion. The fashion industry is an old industry, of which the 

consumers are content with the current processes in place. This said, adding or changing 

something in their consumer journey will need to be conducted and communicated in a way 

that the consumers understand the added value of the technology - again highlighting the 

usefulness of the proposed TAM model for fashion companies.  

 

Moreover, sustainability in fashion is a topic that is related to each individual’s personal 

interests, and thus if new technology is related to sustainability, not only do companies 

need to take into account the new processes that they are imposing on the consumers, but 

also the specific topic of sustainability. To highlight the importance of this argument, one 

can think of clothes as a physical need, something that everyone needs. Fashion, in turn, is 

an interest that some of the people needing clothes have. Taking another step further, 

there are consumers that are interested in fashion sustainability. This said, fashion 

sustainability is not a necessity of consumers, as in it is not something that the consumers 

need. As the study findings highlighted, even the consumers that are interested in fashion 

sustainability lack some of the crucial insights into the topic. By this, we want to emphasize 

the special nature of the topic of fashion sustainability, as it is vital to understand in order to 

seek to design and communicate technologies for making fashion more sustainable. 

 

11 Conclusion 

It has been reported that since the rise of social media, the sales in fashion have 

experienced a significant increase of 60%, both online and offline. This increase in sales and 

fashion consumption has led to the fashion industry being one of the most polluting 

industries. To add to this issue, social media alone is responsible for encouraging a trend 
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that challenges the industry's environmental footprint. This trend is generally referred to as 

the Outfit Of The Day (OOTD) trend, and encourages social media users to post pictures on 

social media by only wearing an outfit once. To fight this trend, and thus fight the 

sustainability issues of the industry, a fashion company together with a creative agency 

came up with the idea of creating a digital clothing line, named the Digital Collection by 

Carlings. The collection tries to provide fashion consumers as social media users an 

alternative way of posting the OOTD picture by providing digital, not physical, clothes. This 

case served as an inspiration to the topic of this exploratory thesis, and the following 

research question was formulated: 

RQ: How can technology tackle sustainability issues?  

The research question seeks to assess the possibility, and the ways is which technology 

could be utilized to fight sustainability issues in fashion. In order to answer the question, a 

comprehensive literature review was conducted to gain insights from the existing literature 

and previous research concerning the topic and the selected key concepts of this thesis: 

social media, fashion sustainability and FashTech. Based on the insights of the literature 

review and the formulated research question, a theoretical framework was chosen to be 

applied in the study to support it. The theory called the Technology Acceptance Model 

(TAM) was considered as the most suitable for the purpose of the study, and hence applied 

to it. The theory served as a frame for the qualitative research that was conducted in the 

form of four expert interviews. Four experts in the fields of the key concepts were 

interviewed in a semi-structured manner in order to collect data for the study. To support 

the qualitative data collection, a small quantitative research collection was conducted by 

online observations on the social media platform of Instagram, where the content of 10 

fashion influencers were observed. The data collected from the interviews were analyzed in 

a thematic way, to understand what were the important factors in terms of technology 

acceptance (TAM), but also in terms of the defined key concepts, and hence the research 

problem. The insights from the online observations were then also analyzed and added to 

support the analysis of the interviews.  

 

The findings of the research confirmed that social media is in fact adding to the issue of 

fashion sustainability by encouraging trends that are not supporting the sustainability of the 
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industry. The Digital Collection that promoted fighting this issue created by social media, 

that served as an inspiration to this thesis, was found not to be useful for this purpose. The 

Digital Collection was found adding to the issue, and encouraging the continuity of social 

media trends, which support consumers seeing clothes as disposable goods. In other words, 

the Digital Collection was seen as symptom treatment instead of a solution to sustainability 

issues. However, the technologies of Augmented Reality (AR) and Artificial Intelligence (AI) 

were brought up as potential technologies to actually encourage and enable change in the 

industry towards a more sustainable direction. AR was mentioned in the context of virtual 

fitting rooms, while AI focused on personalization, customer service and the overall 

consumer journey. 

 

For the potential technologies to concretely be able to tackle sustainability issues in fashion, 

the technologies need to be used, hence accepted and adopted by the users of technology. 

The findings suggest that, in the studied context, the theoretical framework of TAM is useful 

to assess and predict the acceptance of technologies. The previously mentioned influential 

factors should be considered when designing the technology and the PU and PEU of it, in 

addition to which communication concerning the technology should be planned and 

conducted in a manner that suits the context of social media and the target group of fashion 

consumers. 

 

Thus, this study found that sustainability issues in fashion can be tackled through the 

implementation of new technology on social media. Such technology should be designed 

and implemented in accordance with the proposed version of TAM, in addition to which the 

special nature of the topic of fashion sustainability should be acknowledged. 

 

12 Reflections 

In the following section the choice and use of theory, as well as the chosen primary research 

methods, will be reflected upon in the context of the conducted study. In addition, 

suggestions concerning future research will be given. 
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12.1 Evaluation of Theory and Research Methods 

The choice of theory for this thesis proved to be compatible for the purpose of this study. 

Despite TAM originally being created for use in a workplace setting, new research using the 

model supported the model’s suitability for different settings as well. Especially previous 

research using TAM to understand technology acceptance on different social media 

platforms confirmed the model being applicable to our study as well. Furthermore, TAM has 

largely been used with quantitative research methods, where for instance the probability 

and acceptance of technology has been studied based on quantitative data. However, a 

small body of research using TAM with qualitative data such as interviews encouraged us to 

use the model with our chosen research methods and qualitative data.  

 

As TAM is a framework that has been revised several times, a decision had to be made 

concerning the specific version that would be used for the study. The final version of the 

original TAM was chosen above the latest version, as it provided a simple and 

straightforward model that previous research has proven to be easily applicable and useful. 

Furthermore, this version of the model includes the key determinants, thus the back bone 

of the model, PU and PEU, while also allowing the researchers to add their own contribution 

to the model based on the research findings. Thus, this version of the model is argued to be 

flexible and thus providing great theoretical contribution as it is adaptable, due to its 

flexibility, to different fields of study. 

 

In addition to the theory, the research methods used for the primary data collection were 

reflected upon in terms of their suitability and usefulness in regard to the purpose of this 

study. Due to the complexity of the research topic and the research question, qualitative 

research was chosen in order to provide as relevant and encompassing data for the 

research. The chosen method of semi-structured expert interviews turned out to be the 

perfect fit for this purpose. During and after conducting the interviews, it became clear that 

the semi-structured way of conducting the interviews was needed in order to achieve the 

goal of the interviews. As the interviewees are experts in their respective fields, semi-

structured interviews enabled us to keep the interviews focused in terms of topic and 

discussion, but also to ensure that the data that was collected stayed concrete and useful, 
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as the interviewees were very enthusiastic within their fields. In terms of the online 

observations, the focus on one specific month in three different years provided us a good 

point of comparison in regard to the social media trends and their development on 

Instagram. However, we acknowledge that observing other types of content, especially 

Instagram stories, would have also been insightful for this research. Nevertheless, we argue 

that such data collection would have required a different data collection structure, as this 

type of data collection would have included a longitudinal research, as the content on the 

Instagram stories of influencers can vary remarkably depending on the point of time.  

12.2 Limitations 

The research conducted in this thesis included some limitations that are important to 

highlight and to take into consideration when reading the findings and conclusion of this 

paper. 

 

Firstly, the novelty of the topic posed a limitation in the sense that the number of academic 

literature and previous research was extremely limited. This led to the use of numerous 

online articles, reports and even blog posts in order to gain the needed insights for 

conducting the study. 

 

Secondly, the number of expert interviewees can be seen as a limitation, as one could argue 

that four experts might not be sufficient for representing an expert point of view within the 

studied context. Also concerning the expert interviewees, the findings retrieved from the 

interviews might be biased, as each of the interviewees were expert within their own field 

of knowledge, and hence might have expressed their arguments and thoughts based on 

their own background. 

 

Finally, regarding the online observations conducted on Instagram, it must be highlighted 

that the sample of fashion influencers was very focused in the sense that it only took into 

account fashion influencers in Scandinavia, in addition to which only the most popular 

influencers in terms of number of followers were selected. Hence, the size of the sample 

might influence the generalizability of the findings. 
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12.3 Future Research and Recommendations 

While reflecting upon the findings of this study, suggestions for future research emerged 

concerning the topic of this thesis emerged. Firstly, additional research is suggested in the 

context of fashion sustainability, more specifically in terms of the fashion consumers, as the 

findings of this study suggested the topic being controversial among consumers. 

Understanding the consumer behavior and consumers’ attention in regard to sustainability 

in fashion would add insightful information to further develop technologies and design their 

successful implementation.  

 

Also, the technologies that emerged in the course of this study as promising in terms of 

being solutions to tackling fashion sustainability, AR and AI, should be studied in this context 

in further depth. We suggest that these technologies should be assessed in regard to how 

they could be utilized and in which parts of the fashion consumer journeys to support 

fashion sustainability. Furthermore, we suggest that such studies should seek for inspiration 

and insights from other industries that already have implemented these technologies in 

their consumer journeys. An example of such a case is the furniture company IKEA’s use of 

AR in their app that allows consumers to try out furniture in their homes. 
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Appendix 1 – Carlings: Digital Collection 
 
Step 1) Take a picture 

  
 Step 2) Choose product from Carlings, the Digital Collection web shop 

  
 Step 3) 3D tailor the virtual product to the body posture on the chosen picture 

  
 Step 4) Post on Social Media  
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Appendix 2 – Interview Guide 1 (Rasmus Fisker) 

Research Area 
and Purpose 

Interview Questions 

Purpose: To gain 
an understanding 
of interviewees 
professional 
experience  

Could you explain to us your professional background? 

Purpose: 
Understand what 
companies are 
currently using 
social media for 

For which purposes are the companies currently contacting your 
digital agency? Promoting, advertising, educating, or just to establish 
a social media presence? 
 
What has the development been in YOUR clients needs over the past 
years?  

• Have you seen a change in this - so are companies contacting 
you for different reasons now than for instance 1 year ago? 
(Sustainability?) 

• Have you experienced a rise in sustainability related jobs? 

Purpose: Gain an 
understanding of, 
which channels 
are most useful in 
the case of The 
Digital Collection 

Which social media channels would you say are the most popular at 
the moment? And why?  

 Purpose: Gain 
better 
understanding of 
the use of 
Instagram from 
different 
perspectives  

Instagram offers users a variety of different features to use such as 
filters, polls, instagram live videos, etc. Which of these are currently 
the most popular according to your knowledge? 

• Among companies 
• Among users 
• And are you aware of any upcoming trends?  

Purpose: Gain an 
understanding of 
how the process 
of a launch is 
working on 
Instagram 

What are the basic bullet points when you launch a campaign? Do 
you have to take anything in particular into consideration ahead of a 
launch? In regards to posts, links, communication language, 
newness, reality. 

Purpose: Gain 
understanding of 
how a launch of a 

What are the trends related to fashion jobs? In other words, which 
SoMe platforms and strategies are the most suitable for fashion.  
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fashion brand is 
most efficient  

Purpose: 
Understand how 
you specialize a 
campaign the a 
generation, which 
is raised online  

When creating a social media strategy for a campaign or a company 
that seeks to target the young generation, the Generation Z, what 
are the cornerstones/elements of such a strategy?  

• Is there any of the previously mentioned features that you 
need to include to gain their attention? 

• What is currently the post appealing content for this target 
group? 

Purpose: Gain 
knowledge about 
how to proper fit 
channel and job 
together  

If you were in charge of launching the SoMe strategy together with 
the actual launch of Carlings Digital Collection, how would you have 
done so?  

Purpose: 
Understand 
whether it’s only 
the users of 
Instagram, who 
noticed this trend 
or if Digital 
Agencies are 
utilizing it for 
business  

Talking of this young generation, as briefed, our thesis relates to the 
phenomena taking place on social media (Instagram), that people 
only post an outfit once. Have you noticed this trend in your work, 
and if yes, how? And what is your perception of this?  

Purpose: Gain an 
understanding of 
the development 
of online 
strategies and 
how to target the 
consumers  

What type of influence has the rise of user generated content had on 
the strategies for companies on social media? 

• In what ways are you advising companies to tackle the 
possible issues with authenticity/realness vs. paid content? 

• Something that is very popular at the moment, based on our 
online observations, is companies reposting user generated 
content (especially in fashion, and hair for example), is this 
something you have experienced being the trend in general 
as well? 

Purpose: Gain an 
understanding of 
some of the 
consequences of 
Social Media  

What is your take on the discussion concerning realness (authentic, 
#nofilter) vs. fake reality on social media concerning content? 

• What would you estimate the share being between these 
two? 

• Are companies contacting you taking this aspect into 
consideration - or is this something that your agency might 
bring up for the client companies? 
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Purpose: Gain an 
understanding of 
the efficiencies of 
e.g. CTA  

Have you experienced that some of the features that Instagram 
provides generate more sales than others - such as swipe up links vs. 
product tags? 

 

Appendix 3 – Interview Guide 2 (Morten Grubak) 

Research Area and 
Purpose 

Interview Questions 

Purpose: To gain an 
understanding of 
interviewees professional 
experience  

Could you explain to us your professional background? 

Purpose: To gain an 
understanding of Virtue 
Nordic’s identity 

Could you explain to us who Virtue Nordic is, and what is your 
mission as an agency? 

• Business goals 
• Implementing/creating trends 
• Marketing move vs. practical solutions 

Purpose: Understanding of 
the collaboration between 
Virtue Nordic and Carlings  

How did the collaboration between Virtue Nordic and Carlings 
take place? Which party initiated the collaboration? 

• If Carlings, what was their request or initial idea 
that they wanted to achieve? 

Purpose: Understand the 
development of the Digital 
Collection  

Could you walk us through the main points of the creation 
process of the Digital Collection?  

 
In a video about your collaboration with Carlings, you mention 
that you had to pitch the idea twice to Carlings - what made you 
so sure that this idea would be a success? 

• What kind of research did you do in terms of 
consumers, and consumer demands?  

• Was this type of technology something that, 
based on research, was desired by consumers?  

• What was your intended target group with this 
project? 

Purpose: Understand the 
purpose of the Digital 
Collection in the context of 
fashion sustainability 

What would you say was the primarily goal of the idea of a Digital 
Collection? Was it to fight the social media trend, or to tackle 
sustainability issues in fashion on a more general level? 

Purpose: Understanding 
the choice of users/ target 
group and thus, how the 
user experience was 
planned 

Talking about the user group and consumers, it has been stated 
that Millennials are tech savvy, but the Generation Z (born 
between 1996-2010) is tech native. This said, planning for the 
user experience of the Digital Collection, what were the 
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cornerstones, or the crucial elements that you knew you had to 
focus on? 
→ The channels to use the collection in 

Purpose: Gain knowledge 
about the ease of use of 
the Digital Collection in 
terms of training and 
educating the users on 
how to use it 

Did you consider whether or not the users (consumers) of the 
collection would need education or support in using the 
collection? 

• New features on social media, such as Instagram filters, 
don’t require manuals or how-to-videos for users to 
understand how to use them. However, the Digital 
Collection is something that you need to purchase on a 
separate website, and then come back to social media to 
“use it” - did this require special measures? 

Purpose: Understanding 
the values of promoting 
new concepts through the 
correct channels and why 
those channels were 
chosen.  

What were the means of promoting and advertising the Digital 
Collection? And why?  

→ influencers, facebook ads? 

Purpose: Understanding 
users acceptance of new 
technology  

What was the actual response that the Digital Collection got from 
consumers? 

• Was it what you had expected or did it 
exceed/not reach the goals? And did you and 
Carlings have pre-set goals for the success of this 
experiment? 

• What type of feedback did you get from 
consumers/users? 

• Did consumers/users find the collection easy to 
use? 

• Did the consumers/users comment on the 
benefits or usefulness of the collection - its added 
value? 

• The collection sold out within a week: how? What 
were the agreed stock limitations? 

Purpose: Understanding 
the development of 
Fashion Technology  

Referring to your comment in a video concerning the collection, 
you say that this idea was “very futuristic and even science-fiction 
-like”. Based on the response that this experiment got, do you 
think digital collections will establish themselves as a new norm 
within the fashion industry - or is it still too early for this kind of 
leap? 

• Generally speaking, and thinking about what 
could be implemented in the fast fashion industry 
more broadly, what would you see as the next 
step based on your experience? Would it be a 
digital clothing or more something like the Last 
Statement T-shirt? 

• Filter? → Future  
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Purpose: Understanding 
the development of 
technological as well as 
sustainable solutions   

Virtue Nordic works with companies from a wide variety of 
different businesses - have you seen a similar type of 
development in other industries as well when it comes to 1) 
implementing new technical features, and 2) implementing 
sustainable aspects? 

 

Appendix 4 – Interview Guide 3 (Josefine Silke Ekelund) 

Research Area and Purpose Interview Questions 

Purpose: To gain an 
understanding of the 
interviewee’s professional 
experience 

Could you explain to us your professional background? 

Purpose: To gain a 
definition and 
understanding of FashTech 
as a key concept 

In your own words, how would you explain FashTech?  
How has the development of FashTech being: fast, slow 
Where did it “start” 
Was FashTech something that came from within the 
fashion industry by fashion companies implementing tech 
in their business, or did it come from outside (introduced 
by tech companies)? 

Purpose: To understand the 
current role of FashTech 
among fashion companies 

How popular is FashTech among fashion companies? 
How big % of fashion companies approximately use 
Fashtech 
How many are looking into it - thinking about 
implementing to some extent 
From those that are using Fashtech how many “parts” of 
fashtech are they using? 

Purpose: To gain insights 
concerning the most used 
technologies among fashion 
companies at the moment, 
and the reasons behind 
their popularity 

What are the most popular technologies among fashion 
companies, and why? 
Ease of implementation 
Level of technology acceptance - is there a lot of 
technologies and only a small part of them is being used? 
Or is most of the technology in use already? 
Usefulness 
Ease of use 
Resources put into implementation, people learning how to 
use, etc 

Purpose: To gain 
understanding to purposes 
to which companies are 
using technology for 

For which purposes are the fashion companies 
implementing and using FashTech, and to which parts of 
the value chain? 
Efficiency 
Forecasting  

Purpose: To gain insights 
concerning the ways in 

Sustainability is a broadly discussed topic in fashion at the 
moment, in what ways is FashTech being used among 
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which FashTech could be 
used for sustainability 
purposes in fashion 

companies for sustainability purposes/to support 
sustainability? 
Which technologies are currently being used 
On top of the perious, which additional technologies could 
also be used 

Purpose: To gain 
understanding concerning 
the parts of value chain that 
FashTec 

To what extent is FashTech implemented into the parts of 
the value chain including the consumers? (ex. FashTech in 
Social media) 
If social media, which ones 
Maybe only in the webshops 

Purpose: To gain 
understanding about 
consumers’ perception 
concerning the use of 
FashTech 

What has been consumers’ response to the use of 
FashTech?  
To what extent are consumers actually using FashTech 
What is the target group (nerds?) 
Is there a demand for technology from the fashion 
consumers 
Gen Z: tech native 

Purpose: To gain insights 
concerning the perception 
of a FashTech expert 
concerning the Carling 
Digital Collection 

What is your take on Carlings’ Digital Collection? 
Do you think it’s a good and realistic idea 
Could it be implemented broadly, when technology is there 
The Last Statement t-shirt: what about this idea - it’s a 
meet in the middle solution between current state and 
super futuristic Digital Collection 

Purpose: To gain an 
understanding of where a 
FashTech expert predicts 
the fashion industry 
developing towards in the 
future 

How do you see the future of fashion and FashTech - where 
do you see the development going towards? 
Is there some technology that is already in use in other 
industries that could be used in fashion as well? 

 
Appendix 5 – Interview Guide 4 (Kim Felecia) 

Research Area and Purpose Interview Questions 

Purpose: To gain an 
understanding of 
interviewees professional 
experience 

Could you explain to us your professional background? 

Purpose: To gain an 
understanding of the 
sustainable actions 

Could you explain to us what is The Slow Fashion 
Movement Denmark by Kim Felecia? 

Purpose: Gain an 
understanding of a slow 
fashion value chain 

Could you walk us through the value chain of your brand? 
• Where does sustainability come in the picture?  
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Purpose: Gain an 
understanding about the 
different terms of 
sustainability in fashion   

When talking about sustainability in fashion, in addition to 
slow fashion, what other ways are there to be sustainable 
from a business point of view? 

Purpose: Understand how to 
select a target group when 
having both business goals 
and sustainable purpose 

What is the target group of your brand, and why? 
• What are the needs/demands from these 

consumers? 
• How do you communicate to this target group? 

Through which channels and in what way? More 
informative or promoting, etc. 

Purpose: Gain an 
understanding of the 
relationship between Social 
Media and the Fashion 
Industry  

How would you describe the relationship between fashion 
and social media? 

• 60% increase in sales (online+offline) 
• Is SoMe a good thing or a bad thing - why 
• Could SoMe that is currently supporting and 

encouraging fast consumption (OOTD trend) be 
turned out to support sustainable fashion and how 

• Current sustainability related fashion content on 
Instagram for ex: influencers showing how to wear 
a blazer with 5 different outfits, or H&M informing 
about Better cotton t-shirts 

Purpose: Understand the 
perception of how OOTD 
effects the fashion industry  

What is your take on the OOTD trend on SoMe? 
• Do you think that sustainable fashion could be a 

part of it 
• Could there be a more sustainable way of doing it 
• OR is there a fundamental clash of ethics between 

these two 
• AND should the whole trend just be fought off 

Purpose: Gain an 
understanding of how 
fashion designers accept 
new technology in the 
industry  

In order to tackle the “one post per outfit” trend on SoME, 
Carlings created the Digital Collection. As a sustainable 
fashion designer, what is your take on the Digital 
Collection? 

• The Gen Z is a lot into tech, they are said to be 
“tech native”, AND they want to differentiate 
themselves and be edgy on SoMe → The digital 
collection could fulfil the demands of Gen Z 

• The Last Statement T-shirt - AR in Instagram 
• One of the issues with the digital collection was the 

missing “emotional connection”, the physical 
feeling and the sense of owning the purchased 
piece of clothing: In your professional opinion, is 
there any way that this missing connection could be 
attained 
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Purpose: Understand how 
we can motivate the young 
generation to change habits  

Despite being aware of environmental issues and even 
fashion’s sustainability, the young generation seems to 
have issues in acting upon it. How do you think this could 
be tackled? 

Purpose: Gain an 
understanding of how open 
fashion designers are about 
implementing technology  

How adaptable would you be towards accepting new 
technology in your own business? As a support to a 
sustainable business 

• AR, VR  

Purpose: Understand how 
sustainable designers are 
implementing sustainable 
initiatives in their daily life 

Stating an article on the topic: “It’s one thing to understand 
what slow fashion is, but another to actually act upon it”. 
What are you self doing in your daily life to be a 
sustainable fashion consumer? 

Purpose: Gain an 
understanding of where 
fashion designers see the 
industry heading towards  

Future of fashion: in your opinion where is fashion heading 
to? What will the fashion industry look like in the future? 

 

Appendix 6 – Transcribed Interview 1 (Rasmus Fisker) 

Interviewer: So, I'm Caroline, I'm native Danish but Linda is from Finland. So, yes, that is 
why we would like to do it in English but thank you so much for taking your time talking to 
us. Yes, as we wrote in the first email, the context of our thesis is taking place on social 
media as a research problem. And the purpose of this thesis is sustainability and the growth 
of the fashion industry together with the growth of social media. Therefor what we are 
investigating in our thesis is, how we can have the starting point on social media but if it 
also could be the solution to the whole problem. 
 
Interviewer: So, this is why we wanted to talk to you to get some further insights about the 
utilization of social media and how companies are using it and how important it actually is 
for businesses these days. So how we're going to do it is that I'm (Caroline)is going to ask 
the main questions that you received on email Sunday. And then, Linda will ask some follow 
up questions just to ensure that we get all the information that we need from you and so 
we don't have to follow up and stay in touch. Then we will get everything now and we hope 
that's okay with you. 
 
Interviewer: Perfect. So, do you have any questions for us or should we just start. 
 
Interviewee: No, I think the only thing that I just want to mention up front is that I am not 
the biggest fashion expert I know things so that's why I'm doing digital marketing but how 
exactly fashion and fashion industries are working inside that field. I know, overall things but 
that's not my field of expertise my field of expertise is digital marketing and social media.  
 
Interviewer: Yes, we are aware of that and that is perfectly fine. Of course, would we like to 
have the answers to be within the context of the digital collection that Carlin's have 
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launched and that you are briefed on. I don't know if MediaCom and yourself have had any 
previous clients within this type of setup and this type of launch but just so we stick to that 
type of client and not end up talking about like tele companies or stuff like that. But of 
course, we will try to help each other to, to ensure that. 
 
Interviewer: But yes, let's just get started. The first question. Could you briefly explain your 
professional background? And what you have done and how you ended up where you are 
now. 
 
Interviewee: And, yeah, I can. How far do you want to go back? I started out at MediaCom 
six years ago. And, now I'm working in the creative department, with the strategy director. 
And, MediaCom is above all a media agency. I don't know, how strong you are in terms of 
the different agencies out there? 
 
Interviewer: Um, well I'm okay I work at an advertising agency. We actually work on some 
cases with MediaCom. I do know a bit about your work but of course you can explain it to us 
as it would be nice for us to have in the analysis.  
 
Interviewee: Anyway, so you know the advertising industry then. So what happened a 
couple of years ago was that more and more clients seemed to be asking for both the 
creative solution but also answers to how they were going to get that creative solution out 
there in terms of what media and was it going to be on social media, such as Instagram. 
Therefor it had to be a strong programmatic setup or TV commercials or whatever, because 
those medias often said a lot about the language that you needed to use in the 
communication. So, there's a lot of difference in communicating on Instagram then 
communicating on TV, obviously, you guys know that. So that's why we started this, this 
creative agency called media company on advertising, which is where I'm sitting, which is 
kind of at the middle of media strategy and creative strategy. 
 
Interviewee: Before that I was head of social media mindshare, and before that I worked, 
actually, in what's called the Masaccio, the National Broadcasting agency where I worked 
with documentaries. So, I'm originally actually a journalist.  
 
Interviewer: Ahh okay  
 
Interviewee: So, so yeah, that's my background.  
 
Interviewer: Okay, perfect. So, moving on, for which purposes are the companies currently 
contacting your digital agency? Is it for promoting advertising is it about educating clients, 
or just to establish a social media preference? Of course, you have digital clients but taking 
into consideration that we are looking at like fashion industry, selling, clothing, but also 
launching a totally new concept. 
 
Interviewer: If, if it makes sense to you.  
 
Interviewee: Yeah, yeah. So, I think what a lot of the clients are actually asking for right now 
it's not necessarily advice on having a, let's say a social media presence. 
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Interviewer: Okay 
 
Interviewee: Because a lot of clients have that already and I've been working on that for 
several years what they're asking is, should we, how should we communicate on these 
different channels, I think we've gone from. We've gone from a world where people had a 
Facebook strategy and an Instagram strategy to where they now just have a kind of a social 
media strategy and social media is, immediate like all of the digital media is where you push 
advertising through. The difference on social media is that there can be specific languages, 
or whatever you want to call it. The contexts inside social media is depending on 
communicating whether it’s through influencers you are communicating or directly as a 
brand to a consumer.  
 
Interviewer: Yeah, okay.  
 
Interviewee: But, also there's very different possibilities in terms of how you say. So 
essentially what I'm trying to say is that people are beginning to use social media as 
“camping” platforms like they have been using TV, like they've been using radio like they've 
been using print. So, if we go back five years a lot of brands had a situation where they felt, 
okay we need to get on Facebook, because then we can do three updates a day with some 
stuff about how we work, and then people are going to notice our brand and we're going to 
get a lot of organic reach, and that's going to be fantastic for our brand. Fast forward to 
today, where it doesn't really make sense to have that continuous presence on social media, 
because there is, in fact, not a lot of organic reach, which means that people are using it for 
campaigns like this Carling’s campaign that you guys are interested in. That's a campaign 
that's has had a huge burst for a while, it fills up a lot of space on social media. But just for a 
period and then it's gone or then it's something that is continuously. Then it continues on all 
the Carlings platforms on the website etc but it's not necessarily something that they're 
communicating, all the time it's something that they're communicating in bursts.  
 
Interviewer: Okay.  
 
Interviewee: So that has really changed during the last couple of years, and what clients are 
really asking for is, because there's so many brands out there there's so much content being 
pushed out, so if you're looking at a graph of content, and how much content is being 
produced during the last couple of years it's going like this (showing on video).  
 
Interviewer: Yeah.  
 
Interviewee: And our attention span is people that’s a constant. So, there's more and more 
content. And we are less inclined, or we have the same ability as before, in terms of 
consuming content, there's just more and more. So, we need to sort through it, and that 
creates an environment of with a massive noise for consumers, which means for brands that 
if they have to break through that noise. They need to have something to say, but they also 
need to do something like, how do you say, makeup, they need to make a big splash they 
need to work campaign or to instead of working, how do you say, have a continuously 
strategy or an always on strategy.  
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Interviewer: Yeah okay.  
 
Interviewee: Which was very popular if we go back three or four years. Does that make 
sense?  
 
Interviewer: Yes.  
 
Interviewee: So, a lot, of clients what they're asking for is how can we get. How can you 
guys provide us with the creative ideas that reaches the right audience for a very specific 
period, how do we make that, how do we do that breakthrough campaign. Because what 
brands are seeing that is that it's easy to set up a campaign it's easy to target a specific 
target group on social media, you can find them and then you can get exposure for them. 
But really getting their attention is a completely different matter.  
 
Interviewer: Yeah, okay.  
 
Interviewee: So, there's as I said, there's a big difference in reaching a target group, and 
getting a target groups, attention.  
 
Interviewer 2: Okay, now would you say then with these campaigns, when you want to 
splash out and really gain attention from consumers would you say that these are still more 
sales and promotion related campaigns that your clients want to do or do you have, an 
example, I feel like five years ago I wrote my bachelor thesis about CSR and is that 
greenwashing or not. And I felt already then, that you could start seeing on companies’ 
websites everybody had the CSR section. Do you feel that kind of evolution that has also 
happened within your field like do you feel like it's still very much sales and promotion 
promotion like related, or have you had like these sort of like educational campaigns where 
you'll be like you know what like I for example work for L'Oreal, and we have a lot of these 
kind of initiatives, coming up every now and then where we're like, you know what we're 
doing this kind of CSR initiative, do you have any sort of campaigns like this, that your clients 
would ask you to help with.  
 
Interviewee: Yeah, yeah, yeah, yeah, of course we do. I I guess I think it's important to say 
that the clients that I work with them very commercial in terms of that that it is campaigns 
that are focused on driving sales for driving awareness right now about a brand, but in the 
end always converting that into sales. Yeah, in some way or another. But a, but I if I 
understand you correctly, yes, there has a big, there's been a big shift in terms of how you 
communicate sales today, because if you're just shouting at consumers saying, This is our 
product you can get it cheap it's a fantastic product. Here's two other people that says is 
fantastic as well. That, that's kind of that's maybe not always the perfect way of 
communicating your product, and it's definitely not the perfect way of getting attention 
today because consumers are being shouted at from all sorts of different angles on media. 
So, what a lot of brands are doing is that they're trying to find a platform for talking or a 
platform for being or whatever saying something that resonates with the target audience. 
Okay, so if you take the Carlings example what they're saying there is that we have a 
situation in the world where too much cloth is being produced and that is, that's really hard 
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on our environment that gives them a reason to speak. So, so because that taps into a 
conversation that users understand and that the target group is interested in. And then 
after that, they talk about their clothing line, they want to sell their clothing line, and they 
want to sell this digital clothing line but obviously also what they want to sell is no real 
clothing line yeah so so they're using. They're using that as a reason to speak as a reason or 
a purpose a tool to get attention. So yeah, like CSR was very popular among big companies, 
especially for internal or big external communication. You can say that purpose or making a 
change or whatever but stuff like that has become hugely important to brands, but primarily 
to get attention from consumers to create that bigger lash.  
 
Interviewer 2: Yeah, okay. 
 
Interviewee: Because without that, without, without that angle, they, they will never be 
able to get the attention of consumers and you stop by saying this is our product. Yeah, 
you're not getting the attention to start by saying there's something wrong in the world. We 
need to do something about the environment, then you might have a lot of people listening 
to you.  
 
Interviewer: Perfect. Um, okay, so super basic what social media channels, would you say 
are the most popular at the moment. And why like between your clients.  
 
Interviewee: Yeah, that really depends on well in terms of my clients that that's the biggest 
platform so that's Facebook and Instagram. Yeah, by far, if we if we're talking here. If we're 
talking here in Denmark or YouTube if you, if you regard that as a as a as a social platform. 
That's, that's more popular than Instagram.  
 
Interviewer: Okay. 
 
Interviewee: But it really, really depends. Because we're looking at, okay. Hello 
 
Interviewer: Hello, can you hear us. 
 
Interviewee: Yeah, I can hear you. Okay, so so if you're if you're talking to a younger 
segment, then looking at a snapchat here in Denmark, that's almost equally as popular as 
Instagram. If you're looking in Norway, Snapchat is bigger than it is not all the other four 
three Nordic countries, and it's I think it's actually bigger than Instagram, if we're looking at 
a demographic that's from 13 to 25 or something like that. So, it just really really differs in 
terms of how is popularity defined, that really differs in terms of segments. But obviously if 
we're talking in in big scale and big terms across target groups, Instagram, Facebook and 
YouTube that that's the biggest, biggest ones. And I think especially Instagram and 
Facebook, are the easiest one to communicate through Facebook is the is the best to get 
gain massive reach. Instagram is really good if we are. If you are, if you want to, let's say, hit 
some different segments that could be the beauty category. If you want to communicate 
around influences, definitely need to go around Instagram. But also if we're talking food, but 
stuff like that there's specific categories that are really effective to communicate on 
Instagram. Yeah, so I'd say this perspective differs in terms of segments, but also areas of 
interests. So, it's a really tough question to ask. Or it's a really tough question to answer.  
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Interviewer: Yeah. Okay. 
 
Interviewee: Is this, is this something that is within those two perspectives that you were 
typically interested in.  
 
Interviewer: Well, yes, we're like interested. Within Instagram. And then we have actually 
also looked a bit into Tik Tok. Yeah, because we are looking into like the generation Z and of 
course they are a lot on them on Tick Tock so we have also looked into that and see if that 
could be useful for like changing this whole like growth of fashion and and stuff like that. 
But Instagram we chose Of course because callings really like promoted their collection for 
Instagram. In this whole like wear an outfit once for a post, and then you go on and then the 
next day you post in new outfits so that was kind of like what what Carling's were trying to 
do with a digital collection. So, Instagram is definitely something that we are looking more 
into. 
 
Interviewer 2: Um, yeah so like the whole idea of our thesis is not generally like our 
research question is for you to know is how can technology tackle sustainability issues and 
that's within fashion, but we're not talking technology in the sense that Okay, can we use, 
like really like technology in the sense okay like at. When we make the clothing we're really 
trying to tackle this phenomena that it takes place on Instagram, especially because of this 
outfit of the day, and posting an outfit once so so that's why Instagram is are definitely our 
biggest focus when it comes to social media because that's where the issue Carlings is trying 
to tackle happens and is born and that's where we want to target the possible technologies 
that we now come up with our thesis that maybe we could use these kind of technologies. 
Back in Instagram to tackle this Instagram issue, sort of, yeah. 
 
Interviewee: I think if we're talking inside the fashion industry, obviously. Instagram is the 
most important media out there. It's gonna be that way for forever. Probably not, is the 
new media that's gonna, it's going to be challenging that probably is. The question is which, 
which kind of medias are going to challenge channels that I think definitely. YouTube is 
already doing it. I don't know about Tik Tok, I think Tik Tok is still, we still need to kind of see 
what what shape and form that's going to have fun for writing for now. Tik Tok is an 
amazing media, it's really really fun. It's really fun, creative, entertaining. But it's not 
necessarily a place where we're where the large group of people would be interested in, 
let's say, fashion, or, or stuff like that that's that's not necessarily what they're what they're 
interested in. And also I think for brand it's really it's really hard channel for them to kind of 
get a grasp on because it's such a unique language on Tik Tok compared to all the other 
platforms. So how do you as a brand become relevant on Tik Tok, I do invent your own Tik 
Tok dance. Do you just reach out through some Tick Tock influences etc so it's just yeah it's 
it's really hard for brands to kind of get that, and the and I think that's primarily also 
because because of the fact that Tik Tok is extremely young. And yes, it is really really 
creative it's kind of it's not even necessarily, it's not really defined about specific around 
specific structures that's that's kind of the strong force about the platform is that it's 
undefined it's the users that are defining the language on it whether that being dance 
moves or how they using effects because it's a it's a it's a clip art tool of some sort, and it's 
being used like that, even though, Instagram and some of the other platforms can do similar 



 144 

stuff. That's what you're doing on Tik Tok, but but that could potentially I'd say the user 
base that Tik Tok is building right now. And in terms of really getting a hold of a younger 
generation that is gonna like it. That's the most important thing is the question in the future 
is going to be are they able to monopolize that or take that audience and push them in 
other directions of usage inside the platform that might be similar to the way people are 
using Instagram. I think if you're looking for inspiration on fashion or inspiration on food for 
example, you wouldn't go to Tik Tok for that you would go to Instagram for that so Tik Tok is 
a platform you go for free to go for for entertainment, but but that could that could 
definitely change in the future if Tik Tok is is building out or branching out, kind of like, like 
how we've seen Facebook do it over the last years, so they bought Instagram because they 
could see that that is that the, what's it called conversations about fashion food and stuff 
like that would be will being held over there. Yeah, they couldn't get that over to their 
platform. So they just bought it. Yeah. Okay. 
 
Interviewer: That was very good. Um, to go back to that one there. This one. Yeah. So, well, 
talking about Instagram.So right now, it offers like uses a variety of like different features to 
use such as like filters polls Instagram Live videos, which of these, do you think is like the 
most. Currently that like the most popular, according to your knowledge like among 
companies, and among users. 
 
Interviewee: I think I think, I think companies are at a really early stage, in terms of that.  
 
Interviewer: Okay 
 
Interviewee: For me, when we compare two uses. I think where companies add but now 
that they're trying to onboard themselves, in terms of communicating through just stories. 
 
Interviewer: Okay.  
 
Interviewee: And just going away from the feed and going into stories is a huge thing for 
companies because, like there's just a really simple thing like how they are used to the 
format that they usually use communicating to is a is a square format in the, in the feed, 
and now they need to. They need to communicate in a vertical format. Yeah and briefing 
your advertising agency on that it's just, it seems like a simple thing but it just isn't because 
for an advertising agency, what they're doing, when they come up with an idea. They serve 
you up with the 32nd TVC and the 30 32nd TV see in the long format like this, this that 
doesn't necessarily work on on stories, not there, you can't see as much. Yeah, it's just a 
completely different creative language. So, so I think that's where companies are at right 
now. I think what we're seeing uses. 
 
Interviewee: Just Just a second. My daughter, she's. Sorry guys, I just have to change 
location. 
 
Interviewer: No worries. So you said that the companies are moving yeah using stories. 
 
Interviewee: Yes, companies are trying to use stories, and getting used to that and I think 
what we'll use as a going right now is that they are, they are really for talking right now in 
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terms of Corona, but also in the future. I'd say live video is a is a thing that's really, it's really 
trying to find its feet and i think it's it's it's finally it's finding its feet better and better 
especially here during Corona, but but essentially, live, and Instagram TV. That's, that's 
some of the big things that come, that's going to that's going to be making a big shift in the 
coming years. In terms of how people use Instagram but also in terms of how people are 
just watching TV consuming entertainment or consuming content in general. Okay, so if you 
see right now, if you see you probably know Melvin Kookooza, you're in Denmark. Yeah, or 
you don't. But anyway, he has a popular TV show up there right now yeah Instagram.  
 
Interviewer: Yeah. Yeah, that's true.  
 
Interviewee: He is producing that for what I don't know, zero Danish krones. Yeah so that's 
just, that's, that's gonna be a huge shift. But again, getting brands to adapt live the life 
format on Instagram. That's, I'd say that's years ahead because it's still like how do they do 
that like, how do you sit live from a brand you need you need an ambassador to do that 
either an influencer that you team up with or an internal Ambassador or just companies 
have a tendency to when they do stuff like that. They talk about themselves so they look at 
what do I want to say, instead of being focused on what is actually the, what are the what 
are the what are people interested in hearing, and they found their way in terms of focusing 
on purpose marketing. Environmental marketing, etc. What we talked about before. But 
they're still just, it's really hard for them to, to, to do that outside in perspective on their 
own communication. 
 
Interviewee: So yeah, I would say like but but definitely in overall stories is huge. Okay. It 
stories is overtaking the way Instagram is being used. I think people I think it's actually, it's, 
it's gone over time spent in the Instagram feed. So people are using more time on stories 
and they're using it in the traditional feed. Obviously differs within target groups but overall 
that's the case.  
 
Interviewer: Okay 
 
Interviewee: So essentially Instagram has become a story platform, more than a feed 
platform which is, which is, which initially was so, so definitely that way of communicating in 
through polls through stickers filters, putting that creative touch into Instagram in a very 
different way than it was in the beginning where it was very very aesthetic. Yeah, it was very 
very. So you needed to take, you need to have the best lighting when you took a picture of 
your food you need to have the right setting a stand in the right way you took when you 
took a picture of your outfit of the day. And essentially what we're, there's a change with 
stories, going into a place where, where users are more focused on, not necessarily 
aesthetics, but but aesthetics in a different way because it's become more. I'd say common 
or aesthetic and more humane way, it's normalized. So there's a kind of a super normal 
aesthetic, where we went back a couple of years. 
 
Interviewee: You wanted to everybody wanted to look like a brand or look like the best that 
they could, but but today it's more about having a more doing some kind of transparent 
communication of how your everyday life or how you actually look. And so, closer to reality 
today.  
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Interviewer: Do you also feel like that stories are getting so popular because that the uses 
get so many impressions so fast. I mean it's way faster to go through so many stories 
compared to if you have to look down a feed. I mean the stories you can just like click, and 
dislike, see the next one see the next one. So you get so much information and you see so 
much within a much shorter amount of time. 
 
Interviewee: That's definitely a thing. That's definitely a huge thing, but I think the biggest 
thing is our overall shift to moving images. And I think Instagram was based on still images. 
They had a lot of that they really try to get people to put more video into the feed, and it's 
definitely evolved, there's a lot more video in the feed that than, than what there was two 
or three years ago. Yeah, but the story format is more in its heart, a video format. So it's just 
more fun because you it more stuff happens when you use stories, then when you use your 
feed your feed can almost seem like aesthetic and and exciting, sometimes but also a bit 
boring compared to stories, stories is just more it's really hard to say what it exactly is but 
it's just more fun. It's moving. It's more honest, it's just in a more appealing format when 
we, when we are consuming content on the go.  
 
Interviewer: Yeah. 
 
Interviewee: So sometimes, I don't know about you guys, this is a personal thing for me but 
sometimes it feels like my feed is kind of the stuff that I should be looking at, because that's 
where the more I say serious stuff is, but but in stories that's, that's where the fun is that's 
where the party is,  
 
Interviewer: Yeah, it’s actually true . 
 
Interviewer 2: Yeah, we're just like, because we need to ask these questions to get like the 
basic knowledge for the thesis so the next question that we had was the. So, what are the 
basic bullet points when you launch a campaign. Do you have to take into consideration 
anything particular ahead of a launch in regards to post links communication language 
newness reality, just like the explained to us like the basic process of, of, of doing that.  
 
Interviewee: Yeah. So essentially, essentially you’re asking me to explain. Like everything I 
do. In bullet points.  
 
Interviewer 2: Very simple question. 
 
Interviewee: Well, I can say, I can say first of all and this is going back to something that 
we've talked to so I'm going to be really brief on this. But first of all, this communication 
strategy. If, if you, if, if you want the consumers attention today especially younger 
consumers. You need to have a reason to speak, be able to be able to get their attention, 
that's the biggest thing, creative strategy and communication strategy going into what are 
we talking about why are we talking about it is it believable credible that we will talk about 
this. So, that's the biggest thing, finding that if you find that inside. If you find that platform 
for conversation, then the rest is essentially just tactics, but but but I would say that that's 
the first thing that you should do. And I think what what a lot of brands are looking at after 
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that is. So, how, where do we target these people where they at, are they at. Are they an 
Instagram are they on Tik Tok is the conversation that we're interested in. Where's that 
going on. So then I would say you have to look into medias, and where the conversation is 
happening because that's so important to how you're going to communicate. If you find out 
that this is a conversation that is primarily driven by influences, you need to be very aware 
that you're, you're developing a concept or some kind of communication for influencers. 
Because influencers. We've seen a lot of shitty influences influence commercials or sponsor 
partnerships where they're just sitting with the product. I love this product you should try it. 
That's the easy way of kind of getting that through, but but we also know that when it's 
really critical for influencers to talk about something, when it is when they've gone the 
distance in terms of actually making something around that product that is interesting. 
Then, it just, it's it's amazing what you can get in terms of attention and blah blah blah so 
that's so much that that's just an example of how much media and who is at the forefront of 
the conversation, what that means in terms of your campaign plan, but looking into medias, 
because that has an effect of how you say things. What you should say. And then afterwards 
you often you would have some kind of. 
 
I'm jumping a bit around now but but you would have some kind of Halo burst you would 
have something that kind of needs to get people's attention often it's it's a big movie or not 
in this movie but a video. Yeah, ranging from everything from 15 seconds to two minutes or 
longer, but essentially what you do then is that you get people to see that stuff. And what 
people what your hope as an appetizer, is that this gives me. If they've seen let's say 30 
seconds of this video, then I know they have some kind of interest in the issue that I'm 
talking about, or in my brand. Alright, then. Then I can start retargeting those people that 
seen 30 seconds of that video, and then I start retargeting them with messages around my 
products so we were talking about the Carling’s case. Yeah, they were probably at the video 
explaining their concept. And then afterwards I would retarget some of the people with 
maybe a little more information about the campaign. More information about the clothes. If 
they also saw that or interacted with that, then I would retarget them again with a sales 
message and trying to convert them on the website saying come into our website buy this 
it's only this price, but but there's so there's a difference in what you're communicating. The 
beginning you would communicate something that's emotional to kind of get people's 
attention and inspire them, then in the next phase, you would give them some more 
information to kind of make sure that they'd be able to taking an informed decision. And 
then in the end you're giving them a message, trying to convert them, make the sale. So 
that would be. This is extra cheap right now, you have a sale. There's only five left, and stuff 
like that. There's different communication principles that you can use and in each of these 
different phases. If we're talking cars for example then getting getting information about 
this car brand is is a is real or is in the world, that's that's that's the thing or Let's take 
another Let's take another example that's that could be a bag or whatever it could be a bag 
from Patagonia. So let's say Patagonia what they're communicating in their inspirational 
material that's also environmental protecting national parks, making sure that the way that 
the clothes is produced and sustainable and you can give it back and blah blah blah blah 
blah. But that's essentially not about the product that's just about Patagonia. So let's start 
off with communicating that then in the next phase in the information phase, you would 
maybe communicate about this jacket has three layers, which makes you able to not freeze 
if you're taking a walk here and there, blah blah blah. And then at the end, you will retarget 
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them with communication about buy it now. So inspiration information, and then 
conversion.  
 
Interviewer 2: Okay. 
 
Interviewee: So, so I'd say that that's some of the things and obviously that's extremely 
complex because this so many things you can do in terms of when people are reacting to 
your stuff. When should we then retarget them. How much should they react before we 
retarget them it's it was. So that's just a. Yeah but but overall, that's that's some of the 
phases that you need to go through.  
 
Interviewee: So I hope that makes sense that answers your question. If not, please please 
ask me to elaborate  
 
Interviewer 2: No it does but would you would you then say like we could then let's let's 
think about the digital collection, and we want people to not only buy clothing to taking a 
picture and then maybe returning that because that's not environmentally friendly at all. 
Would you then say like the conversion could then be like, to not necessarily boost the sales 
of Carling's physical clothing, but to really like the conversion would be this new mindset. I 
see like when you explain the process I'm like okay, that could actually be a process that you 
could use for sales that we could actually use that for really changing the minds. Hopefully, 
of some generation Z 
 
 
Interviewee: Obviously, obviously this. So, if we're talking about the word conversion. That 
can be a huge that's can be a wide variety of things that could be a sale. But it could also be 
people actually putting up a picture to Instagram. It could be people actually downloading. 
One of the pieces from this collection. That is very different. It depends on kind of. So, let's 
say the Carlings case, what they probably did was that in the beginning they did this hero 
material to inspire people then some more information about the campaign and then 
conversion was probably. We want people to take a piece of clothing, and a picture and and 
get us to transform that and then put it out on social media. That's the conversion that 
we're looking for. But that is obviously the overall first inspirational step in a, in a much 
bigger campaign perspective, leading to sales of the rest of what Carling’s is producing. 
Yeah, so, so, so, so this small consumer journey is then that's just micro cosmos of the big 
marketing customers that Carling’s is working with. 
 
Interviewer: Yeah, okay. 
 
Interviewee: But But yeah, it could also, if we're talking. I can't think about anything else 
but cars. I don't know why. 
 
Interviewer: It's okay we can take cars  
 
Interviewee: We're talking about cars, conversion, in that could be a, a, honestly a trial run, 
so that you. We want to get people to sign up for trial run. In some cases, a conversion is a 
sign up for a newsletter, because you know that if I can get a sign up for a newsletter. I 
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hadn't had an opportunity to communicate. And we know that 50% of the people in our 
newsletter, they are going to convert to a sale at some point. 
 
Interviewer: Okay, so the conversion is that you want the users to do something active. So 
that can be like a trial run or sign up for newsletter, they need to make a choice.  
 
Interviewee: Yeah, they need to do something that conversion.  
 
Interviewer: Okay.  
 
Interviewee: And in this case with Carlings the conversion is getting people to communicate 
for colleagues, instead of colleagues always have to communicating to all people, but but 
giving people a platform to talk about something that's interesting for them. This digital 
collection, pushing that out to the to reform the brand of Carling’s and, yeah, but but having 
people do it for them. Instead of paying for the exposure themselves.  
 
Interviewer: Yeah, okay.  
 
Interviewer 2: Well then we touch base a bit on the, the younger generation we've been 
talking about it a bit but just to like confirm it with you. When you would create a social 
media campaign or strategy for a company or a client who is trying to target this young 
generation, generation Z. What would you say are the cornerstones for them, let's say, let's 
talk in the context of Instagram, what would you say are the must haves in that kind of 
campaign? 
 
Interviewee: So sorry can you repeat that what is the must haves in a campaign where I 
want to reach Gen Z.  
 
Interviewer 2: Yeah, on Instagram, what would you say like, like now of course we talked 
about like Insta stories and so forth but would you say like, I don't know, to engage to really 
like engage this young generation you would need to have, I don't know music included or 
some polls to like really get them engaged whereas, like let's say if I would think about my 
mom she's 50, and she would maybe look through the insta stories or she was like oh cool 
this is nice but maybe someone like from the younger generation like my brother for 
example I know that he wants to be able to interact and like answers maybe questions like 
or should I wear this white blouse or the blue one. So is there anything like that, that you've 
had to take into consideration if you have a client targeting generation Z. 
 
Interviewee: Yeah. Yeah. How do we start. 
 
Interviewee: Yeah, but it's it's just, I think what you're talking about with let's say stories 
polls, stickers, making a filter. All that is just that's tactical stuff that's essentially just small 
tools, but it's not gonna it's not the overall structure that you're trying to build your 
structure, or the foundation of that structure has to be something that is interesting to the 
consumer. I think in the old days commercials. You could just shout commercials to people 
buy our stuff, it's good, it's cheap it's the best cleaning, blah blah blah. And people will 
believe you. It's not like that today.  
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Interviewer 2: No 
 
Interviewee: So you need to have a platform for getting people's attention that's the most 
important thing. So, right now, for example, I'm working with a with a, what's it called the 
gambling brand Oddset, it's called. it's the biggest gambling brand in Denmark, but also 
luckily, the reason why I work for them I think it is morally is that they give all the money 
that they earn they're actually giving that back to society because it's a national. It's a 
national company, it's not a private company. But anyway, they have a huge issue in terms 
of the fact that their users are getting older. And they have a, they have a problem in terms 
of talking to generation Z and getting the attention of younger consumers. Because and 
that's because the way they've communicated. They've been communicating it's just not 
necessarily old school but it's just very traditional. So, what we did was that we, we did 
some ideas for them. One of them was teaming up with the small influencer collective 
called Gigi’s, which we've been making cartoons about, about, say, what's the word for this 
in English. You know, as a second generation, Danish people third generation Danish people 
so people coming from other countries and Denmark from Pakistan or Turkey or whatever, 
and and and the difference between, an ethnic thing and someone, not having lived here for 
generations. They're making fun of that in a very weird, really imaginative cartoonish world, 
but doing that on YouTube. And, well, we could see when we, when we looked at the whole 
at all of the competitors within this field of gambling. They all did exactly the same thing. 
They all said. Here is a famous footballer, or a famous tennis player. He recommends our 
brand or right now. Wayne Rooney is just scored an amazing goal. You can you can you can 
do a bet on whether he is going to be scoring his next match, or whatever. So, they're trying 
to do something really actual and also really current, and that is very effective because 
sports are very current and sports is something that people are talking about problem is 
that you're just looking like everybody else, everybody is doing the same thing. And to be 
honest, it's the same thing in fashion, everybody's doing the same. They're all, they all have 
this huge amount of Ambassador Corp of of influencers that they're using. Then they give 
them free stuff they try out the free stuff they show it on their channel. Everything looks the 
fucking same and nobody's doing something innovative, or. 
 
Interviewee: Yeah, whatever. So, so, so what we've been Carling does this and not to 
compare it directly but what we did with these guys doing these cartoons was that we put 
stuff out on social media. That just completely changed how you could communicate betting 
on sports, but also it just looks so different from everything else that the competitors were 
doing. So immediately when people saw this, they thought of Oddset, and they thought 
about that brand instead of thinking about the category, so we were supporting instead of 
supporting the category with communication about general sports, we were supporting the 
brand opposite with specific communication because it was, it was standing out, and it not 
only was a standing out it was something that, that the consumers actually wanted to see. 
So I think it doesn't compare with the Carling case because that's amazing in terms of 
getting a lot of interaction. I think what we got through this case is, or what we're getting 
through this case is that we are getting viewers. We have something to say, the consumers 
are interested in, we have their attention and when we have their attention. We can tell 
them, other stuff about us. So I think that is the primary thing that everybody needs to 
understand when communicating and social and blah blah blah. There's so many choices, it 
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takes us a microsecond to flick on to the next post or the next story. So you really need to 
put something in there that is very different from what your competitors are 
communicating, at least if you want to be above your competitors, or you need to put 
something in there that is just distinctive but interesting to the target group. 
 
Interviewee: No idea what that reaction means whether that was no that was good.  
 
Interviewer: No, sorry we just like have the questions and you know we're like touch base 
basing like on many of these already so we just like to figure it out. But it's very good that 
you're trying to put it all, like in contact with Carling's because it's super useful for us, 
though, thank you for remembering that. Um, so now that we are talking about the whole 
like SoMe strategies and stuff like that. If you were actually to be like a part of the whole 
launch of the digital collection. How would you have done it if it was you were in charge. 
Okay, so now we have this digital collection, we have a purpose, which is a bit more like 
about the environment but of course we want to sell stuff, would you have done it like the 
same way, or would you have done something different, because of course you have some 
different knowledge because you're a digital agency compared to the people who was 
helping developing it. 
 
Interviewee: So I think that's a really tough question for me to answer and then I would 
almost rather not answer it because I know how it is to be in situations where you can, 
where you where you do campaigns, it's so easy to stand on the other side and after the 
campaign is over saying you could have done this, you could have done that. 
 
Interviewer: But then maybe more like in regards of what what you know and your 
knowledge because it's it's nice for us to look into and be like okay so, because maybe your 
answer is useful for us to turn it around. 
 
Interviewee: So I think, I don't know, the campaign in detail I know the overall concept of 
the campaign. I've no idea how many people actually engaged with it I think the reason why 
it won a Cannes etc is because it's an amazing idea. More than the fact that it actually got 
huge, how do you say, I'm not necessarily sure that it broke through to the target group 
globally. I think they had a huge opportunity. But um, I don't think they actually utilize that.  
 
Interviewer: Exactly, but that's, I mean we also talked about that yeah ourselves, because it 
was one from my work who actually made us aware of this and we didn't know about it so 
we were also like okay no we didn't know. So that's why we want to ask you this question 
because we would like it won a prize it's such a good idea but how can we be two girls in the 
target group that actually have no idea this is existed. 
 
Interviewee: Yeah, so I think there's this there's a couple of issues with the campaign, one 
is. It's an amazing creative idea. But is it something that you should use would actually do. 
So, I think a lot of users and a lot in the generation would look at it and say, Oh, cool. Yeah, 
but I'm not sure they would do it. Because, like, like taking that picture sending it and 
choosing that it's it's a lot of effort. Yeah, so so I'm there's. That's a problem with the 
campaign in terms of pushing out, you know, broadly. I would look into that how do we 
make that more accessible for people to kind of participate in this campaign. 
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Because if we have, if we have to train Chinese people sitting and doing 3d fitting of this 
that there's that there's a limited amount of people that we can, that we can push through 
that keyhole.  
 
Interviewer: Yeah.  
 
Interviewee: And yes, which essentially limits our exposure. So, so, so, so that way of 
working is effective in terms of winning a creative prize but very less effective in terms of 
reaching a lot of people, and a way that they could have solved, that was that if they have 
had communicated this through influencers. So, if they had engaged with that say, I'm 
saying this thing up to 30 influences in five different countries and they had to do this, then 
that would be a way of really getting out to a lot of people, this statement in a very effective 
way because you would be using one of the target groups, they say, close friends they're 
their influencer. And so that's something that I would definitely have done. And then there's 
the whole retargeting machine. In terms of people who have seen this stuff, making sure 
that that's followed up by specific communication that pushes them into what we actually 
want them to do. Whether that is sign up to a petition that says, I will only do outfit of the 
month, instead of doing outfit of the today or whether that being I will make sure that I 
resell my clothes or blah blah blah, whatever. So so so but but making sure that most of 
happened, my critique of the Carlings campaign is that it's a stunt. Yeah, I think, I think, I 
think Carlings has seen the Wow, but it was really good stuff. So, I think they're going to do 
something, again, where they use the same mechanics, and they might do it way bigger, but 
this was just something that they, they kind of let their advertising agency go and do stuff. 
And then, and then they did this, and I think Carlings oh that's that's okay but they had no 
idea that it would that it was such a massive. Great idea that people would be looking in, in 
Cannes saying, Wow, this is amazing so and so. Another issue with the campaign. It's really 
hard to understand.  
 
Interviewer: Yeah.  
 
Interviewee: It just is if you see, even though you've. I bet you guys that when you saw the 
video the case we did the first time. You didn't actually get it.  
 
 
Interviewer 2: No, you had to see it two times at least.  
 
Interviewee: Yeah, exactly. And because it's like, it's so different, like why is he sitting there 
on the red square is getting this close on it's very shiny and they're saying that we can buy it 
online but it's just there's so much information it's so hard to understand. And that is a huge 
step or bump or whatever we want to call it in terms of going going brought with this.  
 
Interviewer: Yeah. 
 
Interviewee: To be honest, there is stuff that really needs to change about the campaign if 
you would do it really broad.  
 
Interviewer: Okay.  



 153 

 
Interviewee: But then, that again, I think that's, that's again, you could you could choose to 
do two ways you could choose to do it, we want to make. We want to make sure that as 
many people as possible. Buy one of our digital outfits. That could be one conversion, the 
conversion could be. We want to engage, 30 influencers in each country and make them do 
it. That's a, that's a, that's not a lot less hard or complex, and it gives you massive exposure 
then through these influencers. So that's probably the way I would have gone in the 
campaign and having influences pushing this out on, on Instagram. 
 
Interviewer: Well that was actually really good because you kind of confirm some of the 
thoughts that we have had ourselves so that's why we wanted to ask like and hear someone 
with a professional knowledge about this, but you definitely confirm some of the like 
thoughts that we have had and some of the critique that we have written down as well. So 
that was super good. 
 
Interviewer: Is that the one now. 
 
Interviewer 2: Yeah. Yeah, we'll just ask this even though we touch base on this. Have you 
personally like noticed this trend, like this, posting an outfit on, like, only ones posting an 
outfit, did you notice this yourself Have you noticed this in your work. 
 
Interviewer: You fill out a little bit but but you do asking about have I noticed that the 
opposite of the day trend.  
 
Interviewer 2: Yeah and kind of like the fact that you don't post the same outfit on twice 
that's like the whole, whole thing. Have you noticed that in your work or just personally 
that.  
 
Interviewee: Yeah yeah, I definitely that's that I think that's a outfit of the day in general is, 
it's a huge conversation clothes on Instagram, on influencers is a huge conversation. I think 
the question influencers get the most is. Where did you buy that. Where's that top from, 
where's those shoes from above. So, I think that is just a huge conversation, a huge 
conversation driver for influencers and a target. But I think what is brilliant about the 
Carling’s campaign is that it's taking that insight. The inside about outfit of the day, buying 
stuff that other people have on and counting. Kind of just blowing that into a different 
perspective saying that this is actually a bad thing guys, have you thought about this that 
that your wish to see new clothes from your favorite influencer, your wish to know where's 
this from where's that from that actually prime's the influencer to always post something 
new each day they can never, they can never wear something again that they've worn 
before because that ruins their brand their business, blah blah blah.  
 
Interviewer: Yeah.  
 
Interviewee: It also would when you're pushing them to do that. You're pushing a whole 
generation in terms of how they should dress and what they can put up on Instagram. So 
essentially, you're pushing the culture of disposure, or disposed clothes and you're pushing 
the culture of the that uniqueness, has something to do with what you're wearing instead of 
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who you are, blah blah blah. And I just think that was fantastic but the calling case because 
they, they took that insight that everybody else is thinking about that, but I have to move, 
move again, just a second. And so, so what they did is that they took away that we were 
using social media away that we all would think thing, and then they flipped it into an 
insight about, have you actually thought about this phenomenon that you know, in this way. 
And the way they flipped it is that they then flipped it into a general insight about the 
environment which is very popular right now, and the topic is very necessary to think about 
as human and so, so I think. 
 
Interviewee: Yeah, that that's that's the that's the brilliance of it, and I have no idea if that 
actually answered your questions but but but but yeah i think it's it's it's definitely a trend 
that we've seen but I don't necessarily think people thought about this trend in that way, 
not necessarily as a really negative thing.  
 
Interviewer: Okay, perfect. 
 
Interviewee: Sorry. 
 
Interviewer 2: No worries, um, then you're already talking about about like the, like, what is 
nice for Insta stories is that you kind of get to see more and it's maybe not that polished 
content. It's more like real. When we then think about the whole. Let's say like the digital 
collection to Carling's thing that would become like a filter, so people could use like filters to 
put new clothes on. Do you think there will be like this dilemma between like realness and 
fakeness because now everything is so real people don't use some people don't use at all 
like filters when they post Insta stories, would you then think that there would be a big 
dilemma and like a clash between the realness boom and being like, authentic girls not 
wearing makeup and then I would instead of wearing this shirt I would wear something like 
a digital piece of clothing 
 
Interviewee: The connects connection is a bit bad I'm afraid, can you just just repeat just 
one more time.  
 
Interviewer 2: No, I'm just like asking about the, like, the whole discussion between like 
authentic. And then, if you would combine the digital collection with that, like obviously 
having digital clothing is not real. It's just, I mean it's not physical clothing, so we do see that 
there would be an issue between that, like, people's desire for real and authentic content 
like me without makeup on Insta story but then I would have a duty fitted clothing. Like do 
you think that could be like let's say going further and issue with Carlings. 
 
Interviewee: I think, I think the, I think I get, I understand your question and I think so. The 
problem with it. What Carling’s says, they are trying to do is that they are. They are saying, 
you can buy a digital piece of clothes, and then you can still have your option of the day but 
it's just environmental friendly. But it's, it is essentially not doing anything in terms of taking 
a stand against outfit of the day, and the trend that that is pushing. Yeah, the Carling’s case 
pushing on a trend, around the environment, instead of pushing in the opposite direction in 
terms of helping us being more authentic. 
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Interviewee: So, so I think that that's also, if we go into if we go with a couple of layers deep 
I'm not sure a consumer would ever go that deep and because they are taking the decisions 
in a split second, but but but but it is an issue yeah I'd say that they are.Is it is it, pushing a 
very authentic agenda to make us able to have a new outfit of the day, every day, through 
digital clothing. My guess would be no or my answer would be no, that's not necessarily 
pushing an authentic agenda.It might be pushing an environmental agenda but but the 
problem is that it's only pushing that when it's the digital connection, you're still pushing a 
general behavior about having only a lot of different clothes.  
 
Interviewer 2: Yeah, yeah. 
 
Interviewee: Whether that be that being digital whether that being physical. 
 
Interviewer: Yeah, so used to like feeding this newness.  
 
Interviewee: Yeah, exactly you're still feeding that newness monster and or feeding the 
feeding that understanding of you having to to to be something in the world, you need to 
have the right clothes at the right time in the right season. 
 
Interviewer: Yeah, yeah. Okay, very good. 
 
Interviewee: Sorry guys. 
 
Interviewer: We all need to settle. These days, you know, with the family and everything.  
 
Interviewee: Yeah. So that's just how it is. Yeah, it's also, it's also nice, but it's. 
 
Interviewer: Yeah, I can imagine, but then you need to escape to some rooms so it's not like 
all the time. 
 
Interviewee: We're in a we're in a summer cottage. So it's really hard for them with a child 
just not living on the fourth floor in the middle of Copenhagen, having to go up and down 
the stairs on the playground says yeah, we just opened the door and let them out.  
 
Interviewer: I actually thought that because, I saw so on your poster, like it says Odsheered 
your poster.You have a poster behind you saying as Odsherred.  
 
Interviewee: Yeah, Yeah, that's where it is.  
 
Interviewer: Yeah, yeah, we have some house there as well.  
 
Interviewee: Okay, nice.  
 
Interviewer 2: So basically neighbors? 
 
Interviewer: Yah, basically neighbors. It is a quite big area but but I just knew the name.  
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Interviewee: So, the biggest the biggest I was just told today by someone that it's the 
biggest summer house area in the hole in Denmark because it goes all the way from Rørvig 
and all the way out to Sjællands Odde, stuff like.  
 
Interviewer: Yeah it's a quite big area, but it's, it's nice. Thank God you have it these days, so 
you can go there.  
 
Interviewee: Yeah, that's nice.  
 
Intervieweer: Well, I actually just think that we have one question left. Yeah. And that is this 
like super basic like so these features like on Instagram, provides like that Instagram 
provides do you feel like there is some that generates more sales than others. Like you have 
like the the call to action like a swipe up in a story or you have like for purchasing you can 
click on the photo and then there is like a little basket or something. Do you know that there 
is something that works better than something else. Or does it depend on the target group 
as well. 
 
Interviewee: Yeah, but it also depends on the campaign and how, how well you 
communicate it. If you're just shouting at people saying that this is our stuff, and you're 
tagging just a product tag in an ad, and that doesn't say that much. That doesn't necessarily 
work. But if you were Carling’s since you had communicated this huge campaign and then 
retarget them with ads that were that were the content was product text, then probably 
attacks would be way more effective so it's it's it's a tough one to answer but but obviously 
the most effective ones are often those that are closer to the sale. So that would be. How 
do you say, that would be, for example product tags or, especially ads, where the swipe up 
is called buy now. Yeah, or ads on Facebook, or in the Instagram feed where there is a 
button that says, buy now. Okay. It's when we're talking about usage, I think, when, when 
we as consumers are doing stuff, whether that being digital in the real world. We have a 
very very short attention span and we're taking decisions. Intuitively, really fast. And you 
can you can you can compare it to when you're standing at the grocery store and you're 
deciding deciding which type of butter, do I want. Is it going to be this one in this pack or 
this one in the brown pack on what's the pricing it's just there's a lot of different taxes that 
you take into consideration and then you make a split second decision. 
 
Interviewee: And, and it can just mean everything, sometimes that that on the app, there is 
a button where it says Buy Now, instead of saying See More, or instead of they're not. It's 
that just, that means a lot tactically in terms of getting people to convert. So, the most 
effective ads on Instagram, in terms of getting people to convert to a sale or an activity of 
some sort, that is, when you have a button that that kind of tells them what to do. People 
sometimes ask what to do, even though it's appetizing.  
 
Interviewer: Perfect. Do you have anything. 
We’re just looking if we have anything else because otherwise I actually think that we that 
we have reached the end so Linda is just going through our list to ensure that we are almost 
there. 
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Interviewee: Well I know I've been writing my own thesis so I know how it is. Yeah, on that 
side of the table, and it's, I really don't envy you guys. 
 
Interviewer 2: Well I can tell you that especially now with the whole Corona situation when 
people are canceling on us.  
 
Interviewer: Yeah, it's been a bit of a struggle. It's been a struggle. Yeah, yeah.  
 
Interviewee: Oh this, but But why they canceling they can still do it at home.  
 
Interviewer 2: Yeah, but people are like, you know what, like business is not going that well 
now so this is not priority number one. So okay, yeah. In that sense, or maybe that's just an 
excuse, maybe they just don't feel. Yeah. Do you like, 
 
Interviewee: Okay, but you are lucky guys to do it you're doing it together I did it alone. It 
took me one and a half year to write my thesis.   
 
Interviewer: Yeah okay  
 
Interviewee: It was excruciating. Like horrible it's definitely the most horrible thing I've ever 
done in university. But I guess I think that's fine. I was working at the same time writing it 
alone. Yeah, not in a good not in a good place.  
 
Interviewer: No, I mean we're also very happy that we have each other now in these days 
that we're not allowed to see other people. Yeah, so we definitely get to see each other, 
um, but it's I mean it's different. We just got told from CBS today that we have to defend 
this online so over Skype so that's also going to be super weird. So, but we have to go with 
the flow.  
 
Interviewee: And you guys you only have like, what is it, you have three months now or 
something like that. 
 
Interviewer: No, no, we have what we have what one and a half months left. 
 
Interviewee: What what happened and what what is that in total, how long, how long time 
have you had for it.  
 
Interviewer: I think we have three months, yeah in total. 
 
Interviewee: Oh my god. Yeah, I guess. Yeah. Nope. So I used one and a half years, so I had 
to turn it in at a specific date I didn't it took to long, and then I didn't again so when I, when 
I, when I turned it in I had to turn in my thesis. I, if I didn't pass. I wouldn't get my what's 
called my master. Yeah, that's because I had no more tries left So, where else I would only 
have my bachelor. 
 
Interviewer: Yeah okay, but that's the motivation you needed. I'm sure I'm sure that was 
like the final push. 
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Interviewee: I think that but the problem was that I didn't have any motivation because I 
was working at the same time I had a job so yeah i was gonna read my thesis I felt like a 
professor to other teachers and I'm using so much money that. Oh, I couldn't stand it.  
 
Interviewer: Well luckily we're there soon, so it's gonna be great.  
 
Interviewee: I'm sure it's gonna be a great process. 
 
Interviewer: So do you have something.  
 
Interviewer 2: I maybe have just the final, final final question. 
Where do you see the future of social media let's talk in Instagram where do you see that 
going. If you have to be very futuristic and think where are we going, what would you, what 
would your. 
 
Interviewee: I think if we touched a bit upon it at one point, but I think the future of social 
media is that it is it is the future platform for entertainment. So I think, I think we're going to 
see a phenomenon that we can call social TV or whatever we want to call it, but but things 
like what Melvin Kakooza is doing now on live TV. The whole Instagram TV. That is going to 
be huge, watch on Facebook is going to be way bigger than it is right now. I think we're 
going to see these platforms going into buying real content, football matches, rights for the 
Premier League and rights for specific movies like like Netflix is developing their own 
movies, Facebook and Instagram have been developing their own shows as well not 
necessarily movies, but but shows that are connecting to those conversations that people 
are having. So imagine why, if there were, let's say, a cooking show on Instagram that would 
be perfect, right, like, because that's that's the conversation happening there. And if it's 
served up served up in sport formats that are fitted to the platform, then it works, but this 
whole thing is just this is a big. It's a big role for for a lot of different industries because 
because entertainment today is created, especially if it's visual or video it's created in a very 
specific way you would ask a production agency or TV channel to do it, and they only think 
an episode of something can be 25 minutes or 55 minutes. They also if you just have to ask 
Netflix and HBO that that's kind of. That's what they're hardwired to think, but on social 
media, things it's just very different like why can't we have a series where you have episodes 
of three minutes, and then you just have. I don't know 60 episodes because that's how 
people are consuming things. So there is a whole, there's a whole new, but we need, there’s 
a revolution in front of us. Yes of rewiring a refiguring out content formats on these 
platforms before it's going to really take off in terms of in terms of TV being moved into 
social or larger entertainment being moved into social. Social isn't that social anymore it's 
not about necessarily connecting with your friends it's more about connecting with specific 
brands whether that being a, an influencer brand or a specific conversation that you want to 
tap into. But people are way less active than they were previously in terms of 
communicating to their friends, it's obviously always going to be a key part of the platform. 
But we are, but but but but it's way more inclined to just consuming content on Instagram, 
than we were before, when we were active on it. Yeah, so what has happened is that we are 
more. How do you say, I'm visibly active on Instagram because we're seeing things, we are 
looking at pictures we're scrolling through with flicking through stories, whereas before, 
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people would be visibly active in terms of, commenting, or putting things up themselves, 
etc. But the stories definitely rewired that because now we are very active again because 
we're putting things into story, because it's so easy. Yeah, and but I think we're going to see 
the same thing that stories are going to be hit by the fact that people are just going to be. 
And be let’s say handicapped or dumbstruck in terms of I don't know what to put up 
because it feels like if I put a picture up I need to think about, how do I look what's the 
background, where's the lighting, should it be should it be this GIF that I'm putting on it and 
suddenly you've been using an hour. Yeah, or making a story and it's like that's that's not 
the way I want to spend my life or the way I want to spend my time. So, so I think overall it's 
going to be pushing towards content consumption instead of necessarily social activity.  
 
Interviewer: Okay, perfect. I think that was, that was pretty much it.  
 
Interviewer 2: I think that was pretty much it.   
 
Interviewee: It was great guys but thank you so much and good luck with the thesis.  
 
Interviewer: Thank you so much for your time. Yeah, really appreciate it and have a very 
good time in the summer house.  
 
Interviewee: Thank you. Have a good time writing your thesis. Thank you. 
 
Interviewer 2: Thank you. Bye. 
 

Appendix 7 – Transcribed Interview 2 (Morten Grubak) 

Interviewer: Well Morten Thank you for taking your time to talk to us. As you know we are 
doing our master thesis, and our key concept is like combining technology social media 
sustainability and fashion. And we are using the digital collection from from callings as our 
like case. And we are looking into how social media is like the reason of this growth in the in 
the fashion industry but maybe also how, social media could maybe be a possible solution. 
So that is what we are investigating and trying to figure out how we could do that. So, how 
we're going to do it is that Linda gonna ask some of the main questions and then I'll try to 
follow up so we just together ensure that we will get everything from you that we need. So 
we hope that's okay. 
 
Interviewee: Sounds like a plan. 
 
Interviewer: Thank you very much. Do you have any questions to us just before we start, or 
should we just køre på. As we would say. 
 
Interviewee: Let's just køre på. 
 
Interviewer: So obviously, the first question that we would like to hear from you. The 
answer to is the, if you could explain us. Your like professional background just so we have it 
coming from you and we can use that in our thesis, when we refer to you. 
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Interviewee: Sure. So, going way way back, like I was, I came, I have a background as an art 
director, but growing up, I did a whole lot of graffity. Of course, then, is being that visual 
space I always imagined myself being an artist so actually starting out on art school after the 
after school, basically, I was supposed to start at a gymnasium, but then I I jumped off and 
jumped to an art school instead to kind of like pursue that. At one point I just realized like 
being an artist is like a, It's like really really bad. It's really hard to make a living out of being 
an artist. And I was, I spent a lot of years in my dad's advertising agency as a kid as well. So 
one point he said like if, son, if you want to be able to buy on beers probably you should to 
swap to advertising. So that was my way into that advertising and I just like start from there 
basically and ended up where I am today so my I'm self taught. I learned everything from 
just working. What is amazing about this creative industry is that if you pay attention, work 
hard, you can actually, you can actually make it. So that's my that's my background. Then 
I've been working everything from traditional advertising agencies to digital agencies to to 
now here at Vice, which is like a media and also a creative agency at the same time. 
 
Interviewer: Perfect. Right. And then from you. Moving on to virtue Nordic or vice. What is, 
what would you say is like the mission of you guys as an agency would you say it's like your 
most most like business driven or do you have like business goals or would you say it's more 
like obviously looking into your work is very like out there it's it's super like super extremely 
creative and in so many ways and I mean you guys have won so many awards and 
everything so is it more like business driven, is it more implementing and creating trends, or 
what would you, how would you describe you guys. 
 
Interviewee: I think it actually goes back a little bit to to where I come from, in terms of 
actually growing up with Vice as a kid, what really attracted me to Vice was when I was 
reading that magazine. They allowed themselves to have a point of view. Normally, when 
you read media they always unusual for people to make up their own minds of what they're 
reading. Right. But vice being a of sort of like a punk magazine, always, like, took the 
freedom and the liberty to actually say that, I think this is fucking cool, or this fucking sucks. 
So I think what I always loved about that, that company was like the ability to actually have 
a point of view and that's the same thing with virtue. Virtur is an agency born out of Vice. 
So, compared to other agencies we allow ourselves to actually embed our own point of 
views into the work that we do with our clients, and it is extremely important business 
objective that we actually get known for having a point of view, not only our clients point of 
view but our own point of view embedded into the work as well. And, again, also, you know 
like when you when when DDP, for instance, just another advertising agency shoot like 
network where they create a piece of work from VolksWagen and nobody really knows 
who's behind it, it's just like VolksWagen. When we do a piece of work, everybody knows 
that Virtue, as associate of Vice, means that we are way more out there, and that's also why 
we need to be way more true to ourselves and our own values when we actually do work. 
So I would say like Virtue being born out of Vice is extremely important to how we see 
creative work and also how we are positioning ourselves as creative agency. So yes, we try 
to put in our own opinions and that's also the case of the Carlings case that's totally, the the 
mix of a client's brief, and our own point of view. 
 
Interviewer: Yeah, okay. Then I'd like to move to the actual collaboration between you guys 
and Carlings. So, how did how did that like take place, which party initiated the 
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collaboration I mean we've seen, obviously, some of the videos where you talk about the 
collaboration and so forth but in your own words, who, who initiated and how did it 
happen. 
 
Interviewee: I think a great understanding of how our business model works is because we 
have the media, which is still out there producing a lot of content every day we have also 
the refinery 29, which is a huge media within, within women and all that stuff, a lot of 
clients come to us because they know that we are good with young, a younger audience, 
which means that the collaboration with Carlings was basically, Carlings never, is not used to 
work with the advertising agencies, but they then liked the attitude of Vice. So they 
understood that Vice has an agency so that's why they call us in the summer two years ago 
and say like Hey guys, would you like to work with us. So it was basically without a pitch, 
even without anything, it was just like, Can you can you tell us a little bit more about like 
this whole agency thing. At the same time being a media and all that stuff so we went to 
Stockholm and actually at the first meeting with them just immediately just kind of like see 
what is it that you actually need what is the what is it that we can help you guys with 
because you have your own internal department and Carlings is owned by something called 
Varner Group, which is a Norwegian corporation that holds a lot of different companies like 
BikBok, and Dressman. You know like you also have the franchise on Nike, and Levis and 
stuff like that, in the Scandinavia. So it's a it's a billion kronor industry where Carlings just 
sits underneath. So they of course have their own marketing department and are used to 
kind of like create all their own shoots, and, you know like, the lookbooks and all that stuff. 
So basically, the reason why they came to us was because they wanted to, even though they 
have good success, being physical. They never made it to the online space. So they were 
opening up their own e-commerce for the first time in that that summer and they just 
wanted to have awareness and a campaign to actually make sure that they got the attention 
in that landscape so that's why they contacted us. So so the the brief was pretty clear when 
we came there, that they asked us to create awareness around them opening up online. 
And because they're not used to working with agency people, it wasn't really clear, it wasn't 
like a proper brief, it was just like, basically like a conversation like we are guys are havinh 
now. And so when we went on from Stockholm, um, we were of course a little bit like okay, 
this feels like really weird to work with a, with a client that doesn't know how to work with 
an agency. To set up brief, have clear objectives, KPIs and all that shit, and make us 
accountable for a lot of stuff.  
 
Interviewer: Oh okay. 
 
Interviewee: At the same time, we were also pretty shocked about like the task with what it 
is to actually make awareness in such a crowded space as e-commerce is, right. And so 
that's why I think we had to kind of create our own grief, in a way, right.  
 
Interviewer: Okay, yeah, so basically there was no like there was no, the whole like we'll 
talk later also about the whole sustainability aspect but basically they contacted you to just 
like help with presence online. So the whole maybe the sustainability part was that's like 
your, then, your idea more right? 
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Interviewee: Yeah exactly. And that's the whole thing about embedding our own idea. So 
basically that it could have been anything we could have launched this website with, it could 
be free films, it could be an influencer campaign, whatever to, like, make sure that they cut 
through the clutter of a lot of people. But at the same time, we also knew like creating 
something that just created a minor buzz was not gonna make it because again, the e-
commerce space is so much like a, it's a war on field, also a war on price in like, if you take a 
pair of Dr Martens and you really want them. The first thing you do is just google them and 
you'll probably be lead towards Zalando, or like Asos, or whatnot, who can offer them and, 
and then being a midsize company that is kind of like always used to be able to sell products 
because of the physical presence and the experience and advice you get by entering their 
shops, is now not in a very good, like competing space with these kind of giants but it's more 
about like quantity and just like lower in price. So we need to kind of like figure out a way 
that we can get a lot of attention and actually drive traffic into that shop for something else. 
And again, because they didn't write us a brief, um, we had to kind of like created it 
ourselves. And the way we actually ended up, the idea actually was born pretty quickly. And 
I was, I guess it was because at that point of time, um, when, when we went home from 
that meeting, I was thinking about like this feels like a brief, given 10 years too late right it 
was something that we should have been doing like when e-commerce really entered the 
Intermet 10 years ago almost right and that's where you could have like done something 
innovative with the site and the way that you would show products and all that stuff. At the 
same time I was at that point of time, pretty much in two Lil Miquela, which is the virtual 
influencer on Instagram, which I was a bit you know like I was so... 
 
Interviewer: What was the name? 
 
Interviewee: Do you know Lil Miquela? 
 
Interviewer: Oh yeah, yeah, yeah, yeah, I just couldn't hear what you said. Thanks. Yeah, 
sorry. 
 
Interviewee: Should I turn off my camera, if the sound is too bad? 
 
Interviewer: No, it's actually okay. It's good. 
 
Interviewee: Okay cool. I was just pretty much into the whole thing around her because she 
was a virtual influencer, she was just crafted at a level where I feel like I could buy into her 
being a real person. And also captions was like extremely well done so there was this whole 
narrative of around her, that that really, like, made me wonder could this be the future? Do 
we actually need to have real influences at some point? So, I was just like, putting two and 
two together instead of like focusing on the brief, being 10, um 10 years too late. What 
happened if it was like a priest 10 years ahead? If we have to open up a web shop 10 years 
ahead what would be the inventory on that webshop, and that was just like when I think 
like, Okay, so there's virtual influencers there also needs to be virtual clothing, at that point 
of time. So just like okay, that's what we need to make, we need to make something that is 
10 years ahead instead of like building something that is today.  
 
Interviewer: Yeah.  
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Interviewee: So that was pretty quickly done and of course then all the other aspects of it 
was added to it afterwards. And the reason why this project was so, I guess the reason why 
it won so many awards and Carlings got so much recognized, is because it has multiple 
aspects to it. And it just like it just hit the right timing to kind of like start this conversation. 
Due to sustainability, due to social media, due to actually what is happening with e-
commerce in the future and all that stuff so I think that's, that's basically that one idea kind 
of like was so easy to embed into so many directions. 
 
Interviewer: And would you then say like, due to this sort of like, touching so many different 
aspects of this conversation was, was that what made you so sure about this idea because 
you mentioned in the video that you had to pitch this like twice? At first they were a bit like 
this guy is crazy basically but then you basically went in, and and pitch the exact same idea 
again. What made you so like so sure about this that that you just you had the confidence of 
like pitching him the same idea again? 
 
Interviewee: Yeah, of course I was, of course, I need to, of course also, I'm so into tech, so 
that's why I feel like, like these kind of things I, with my background and everything so I 
learn so many times when you're actually adding to people's behavior, it will work. When 
you try to change something just for the, for changing it it doesn't work it's like, it's make 
tools, not rules and I could instantly see also being I guess, present on social media myself 
like the insane pressure of the fashion game, which has swopped completely right like the 
runway is now on Instagram it's not in Paris, right, it's, it's moved from from being the 
runway to the street fashion street style, which is the whole hyped street culture to 
Instagram, that is now the place and the playground where people are actually pushing 
fashion even more. So I knew if I could. And also because like there's so much hate around 
influencers and fashion people on Instagram. But if you actually put yourself in the position 
of them, they are just basically being creative with the canvas which is Instagram. So, the 
fashion, the clothing, the combinations are their colors and every time they do a new 
picture, it's actually their way of actually adding something creative to that, to this world, 
and actually push fashion and make their own comments to where is fashion in this state of 
mind so I think what I realized is actually, that if I can create a tool where they can still be 
playful and have a lot of colors to play with but without harming the planet, this will work. 
So of course that's where the confidence of this actually came from. And again, we didn't 
went out and kind of like make any kind of like surveys or anything. I think basically alone 
for just like understanding the pattern of people on Instagram was enough for me to know 
that this actually would work , if this actually was embedded the right way. So, but again, I 
also knew that it, again, it was a retailer, and and not the most forward thinking retailer at 
the same time, which is basically just a fast fashion client, and used to sell in jeans and and 
whatever kind of thing. So I knew when I went up there first time to present the idea with 
the marketing team in Stockholm. They were just excited and they were just like yeah that's 
cool and everybody clapped and it was really nice and then they suggested me go into the 
broad meeting two days after to actually present the same idea. And it was actually at the 
board meeting everybody just went complete quiet and didn't understand the whole thing. 
And it was really really weird. We went home, like, and it was really disappointing because 
at one side we had the marketing team really cheering for the idea that like, this is so 
innovative and we can definitely see how this works. And then when we present it in front 
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of the board of old white men. It was just like literally people sleeping on the first row, not 
being really interested and stuff. So, so when they said, like when we left the meeting in 
Oslo, where the board is was a sample, they said like we're going to contact you in a few 
days and give you some feedback and then they called us and said, like, two things, it's, we 
don't really get the idea at all, because it seems weird that we can actually create a piece of 
digital garment or whatever and have people paying for it. That's one thing. The second 
thing is like every time we talk about sustainability, because we are a fashion brand, it 
always backlashes because people are really like the vibe around the fashion industry, and 
sustainability is not good at all.  
 
Interviewer: No.  
 
Interviewee: So, so they said like you need to come up with ideas that actually has the same 
power, and actually punch. But at the same time not talk about sustainability, because we 
are only going lose that conversation. And, again, something that we can understand. And 
that that was the foundation for, for the last meeting which I then said yes, of course, we'll 
do that and I'll invite them to a second round of ideas in Copenhagen, but it wasn't a second 
round of ideas, I just invited them into what they didn't know was a workshop where I just 
like fleshed out the whole insight, and like the whole thinking behind it. And, and I think we 
were only like halfway through the meeting before he, the CEO, kind of like said okay fuck it, 
let's fucking do it. I'm not done argumenting yet but uh but let's okay cool if you want to do 
it, you can do it. I had to say. They had no clue what they said yes to at all. I think they just 
felt the confidence in us, knowing that this was a great idea. 
 
Interviewer: Yeah, okay. So would you then say like in the beginning it was maybe like from 
your part, the idea was maybe that this could be a tool for influencers in the first place or 
was it right away that this could be something that consumers in a big picture could be using 
or was it more like okay let's give this tool for influencers, or what was your thought behind 
that? 
 
Interviewee: Yeah, I think multiple things I think what was really important for me as well 
was also like, um, the reason why sustainability is so hard to speak upon when with fashion 
and fast fashion especially, it's also because they don't know how to communicate it to the 
audience. A great example is always when you like see something being better produced 
like for instance a pair of jeans. Now use 10,000 liters less of water compared to the 
previous model and you're a little bit at as consumer you're pretty confused around what is 
it that you're actually, is it good, is it bad, can it maybe become better and everything, but I 
think instead of communicating that story because that isn't a story that's just the product 
fact, and it's on brands to just like refine their products to go towards a more sustainable 
solution, not to marketing, everything they do around it. When they need to be talking 
about sustainability is when they're adding solutions to this, the bigger problem. And the 
most important thing about fashion and sustainability is that there's no one solution that 
can kind of like be the one that can be implemented, and then everything's fixed. We need 
to have multiple solutions in various of ways that that makes it more like sustainable to 
actually be a fashion consumer. And I think like what we want to achieve with this would 
just be like a tiny idea, a tiny solution to that, the like consumer over consumption, you 
know like that, Instagram and social media also carries with it, right. So that was the that 
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was basically, again, it has so many angles to it, but there was also some of the things 
because again, as soon as you start looking into the, the insights of social media and 
general, just fashion facts in general, like it is pretty fucking nerve racking and I totally 
understand why why young kids today are so angry with the fashion industry. The paradox 
of that being that fashion is very emotional driven, like you don't connect the dots, when 
you actually take a piece of clothing, and you look at it, and you just, the thing that hits you 
is kind of like, Am I gonna look fucking great in this? Not thinking about how is this 
produced? That comes from way further down I think, and a younger generation might 
consider that. But I think for a lot of people, if it makes you feel comfortable or like, have a 
good feeling, or it expresses what you want to say, and underline your your your values or 
whatever I think we have a hard time to actually connect the dots between fashion, and or 
the piece of clothing and and the production, the way that it's been produced. So, again, I 
think there's a huge paradox in the fashion industry and also, again the paradox with social 
media being like, it's a canvas for people to play, and to be playful with, but at the same 
time, it's due to over consuming because outfit of the day and people want to do a lot of 
stuff. 
 
Interviewer: Yeah. So we just had this question about like if you could walk us through like 
the main points of creation so after they had said yes to doing this, what were like, just in, 
very generally speaking, what were the steps that you took like. Was there a different 
agency than creating this or? 
 
Interviewee: So, again, we hadn't done it before and we were like first of our kind of like, to 
like start to pursue it. So there wasn't like a clear roadmap, so we just basically sat down 
and kind of like, started thinking how can we actually make this happen. And the first thing 
we contacted was like a 3D designer to kind of like have his perspective on like how does 
the clothing for, for instance, the gaming industry function today. And luckily enough, and 
that's also I guess back to the point about why this was, I was so sure this was working 
because in like in the gaming industry we've been seeing a lot of like skinning, and I also 
know as soon as you can customize shit, somebody wants it from Gucci as well. Yeah. So the 
whole idea about like opening up for for brands into this industry was a no brainer. Maybe 
yes, like, and I think the reason why the fashion industry hasn't been successful within 
gaming yet, is because when, when we're talking about skinning. It's about skinning your 
gun, and it's no no brand wants to be Gucci Kalashnikov, or 701 what ever, right. So again 
it's not the traditional like "give me an outfit of like Gucci" it's always like something that is 
pretty much in the realm of war, and stuff like that. Right. But in, in general, like we still like 
create a lot of outfits for gaming. And that's actually because the game industry is so huge, 
they, there is actually a program actually developed for that stuff. And that's a program 
called Marvelous Designer. And it's, it's very intuitive. It's basically it functions the way that 
you, um, a regular piece of clothing is made from panels like this T shirt is made from four 
panels, right, you have the front, the back and the sleeves and of course the collar as well. 
And the way a normal piece of clothing is getting made, it's like somebody starts drawing 
the sketch of the T shirt, or maybe a shirt to like make it a little bit more difficult. Then, 
when the, all of the aesthetic of this drawing and shirt is is created, then you get this 
drawning to a person who is called a pattern maker, a pattern maker is the one who actually 
knows this the size guide from from the brand. So for instance, say, if we want to make a 
shirt from Acne, who is a little bit more gender neutral, a little bit more boxy. Then she 
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knows from the drawing that has been made, that the size of the shirt needs to be at least a 
little bit more wide on the back and other, and she turns these drawn into panels, meaning 
that she kind of like creates, a shirt is created from eight panels like which is also the 
cufflinks and this, and the collar and stuff like that. And these drawings are then then 
flattened onto a drawing. And normally what happens when you have to sample such a 
thing is, then, you then take this and cut it out in fabrics, and then you assamble the sample 
in physical, like you sew it together, right. But instead of like putting it to physical sampler, 
then you just take that drawing and put it into a 3D program. Just taking the same, the 
different panels into Marvelous Designer and just put them together. You don't have to sow 
them because it's in 3D, just like being put together just place them. And in Marvelous 
Designer you can add everything from gravity, to to fabrics and to to how the fabric should 
move in terms of like, should it be thick, should it be thin, should it be what texture and 
everything. So basically it's the same process as actually doing a regular clothing collection, 
instead of just like sampling them in reality, and mass produce them afterwards. You just 
like sample them once and then it's done, then you can produce them in multiple because 
it's like the only have to do them once, which is really amazing about, right. So the process 
being the same, just without the physical element of it. 
 
Interviewer: Yeah, um. 
 
Interviewee: So again, just to get back to, um, so what we did was kind of like we got all 
these insights from this 3D guy who was producing clothing for gaming. So we, we started 
out just pursuing the, the designs our selves. And I think the thinking behind the designs was 
like, it's extremely important that we add something to fashion not just try to replicate a 
nice shirt, to kind of like just fool people on the Internet, because we wanted to add to the 
to the to the colorful, the colors which can be used for Instagram so that's why it feels so, 
like, over, it's so extreme, right. It's like crocodile jackets, and shit like that because like it's, 
it needs to be something you couldn't really get in the real world, and also to make sure that 
we were actually showing that we were democratizing fashion at the same time because 
like once it's produced it has the same value so the value of what the piece of clothing 
should cost is basically, we could decide that. And we'll also make sure that that you can 
have like runway pieces for a small amount of money, right, so it's a way to make sure it's 
not about having deepest pockets, but also like can you combine this piece of clothing with 
something you have yourself that's that's the, the democratization that we have from our 
point of view on fashion at least. 
 
Interviewer: So the like the next question that we had here was that was very much around 
like the whole, the whole purpose of the digital collection. I mean, now you're already 
mentioned that it wasn't like one very specific thing and the whole idea I mean started with 
Carlings just wanted to have a presence but obviously now what you say was a lot about like 
you guys adding your DNA to it and that. But would you say like your idea, still at the end of 
the day, even though it was very technical because you love tech, you want to bring that to 
fashion and then it was also about like being able to still have that fashion and expressing 
yourself on social media. So would you still say that it was more like. Was it more like the 
sustainability aspect of the the idea that was like the main goal of it, or was it the whole 
general, um, we're just trying to get get to the bottom of the actual idea. 
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Interviewee: Okay, I guess, just be really egoistic, I think the main purpose, my purpose was 
to kind of like see is this a revenue model for the future. And that was what I was really 
interested in kind of like prototyping. Could this be a revenue, a new revenue stream for 
them. And I guess for the whole industry, and that's what I believe that I, I was, I really 
wanted to prove in that project. I knew it was like too high level for everybody to just rally 
behind it, just be like "oh where it is", and everybody would now wear, would have digital 
fashion. I knew it was like for the few. But I just wanted to prove, could this actually work, 
could it be, would people actually be willing to purchase a piece of digital garment, only for 
Instagram? And what is, what is the response and everything around that. So I thik there's 
multiple angles to it. Of course, like all the benefits of doing stuff digitally is, yes it's more 
sustainable. So again, it was like a multiple, it has a multiple function of like, of purpose in 
that sort of way. But I guess my, um, if, if I have to be completely honest and that's of 
course not the motivation from the client but my motivation was like, could this actually be 
a revenue stream for the entire industry? Could it could it be that small solution like we 
talked about adding to the bigger solution. That's what I think that we would love to try to 
prove. From a client's perspective, I think it's, and I know, one of the questions I remember, 
something I still remember like one of your question was like what was the promotion 
around that and everything. The whole idea was, of course, because we couldn't move 
people from the Internet into their web shop, no matter the products because they have 
the same products as everybody else. So the idea was to kind of like create another web 
shop that only contain digital fashion. And because there's so much media around it and 
people wanted to check it out, they also got aware that they now have like a physical shop 
as well. So there was like this kind of like Trojan horse into their physical web shop. And so 
it's like just a clever way to kind of like the lure people in, instead of just try to, to be 
competitive with the products because there was nothing unique in what they could kind of 
like give the consumer at that point of time. 
 
Interviewer: Yeah okay. And then, um, our main focus with the whole thesis is is obviously 
like generation Zed, which is, I would assume would have been also the target of of the 
digital collection? You know how they say the millennials are were tech savvy but the 
younger generation they're actually tech native. Was there anything when you were 
planning like the user experience of this that you really had to pay attention to? Because of 
these tech native kids now. What were the cornerstones in the user experience that you 
had to really like, Oh yeah, it has to be like this. 
 
Interviewee: Yeah, so I think, I think the user experience was pretty, was pretty basic, I 
think, again, what we also learned is kind of like, the reason why this hasn't been done yet, 
just to start from another point, is because it's technically not possible at the moment. 
Meaning that everybody has always, I guess a lot of people can imagine this being the 
future, but the phones, the equipment that we hold, it's not there yet. It cannot like, 
everything would be nice if you could take a picture and then it's automatically scanned. 
How am I standing, where is the light source coming from, and then again my size and 
where's my neck compared to my hands and everything. And that's not a technical 
possibility yet, so we knew, taking this first step, that there was a lot of manual labor on 
this. So the main flow was basically like you visited the web shop with a digital collection. 
You just did a regular checkout. And during that checkout you were just asked to upload a 
picture. We got that picture and then we manually placed the pieces of clothing on that, it 
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took around from, from an easy stand, from an easy point like with small adjustments and 
all that, it took like 15 minutes, and then it's flat, and then you could submit it again. And of 
course, that is that is a huge manual labor, and then the consumer got it in their mailbox 
and then they have to upload it into Instagram. I guess a lot of the steps was like still 
something that people are used to even though they're not tech savvy. I think it was more 
like a from, from an understanding perspective, if a millennial wanted to buy compared to a 
Gen Z, I think, again, because like we said earlier it was important for us to make sure it was 
on the, on the boarder of being, looking fake and looking real. So it actually made people 
stop in the Instagram feed because it kind of like triggers your eye, that it looks fake but it 
also looks real. What is it, right? If we made it look too real, then people just I scroll over. So 
I guess, and I think a lot of millennials are way more, I think, critical around if they do such a 
thing, they also wanted to look real, when Gen Z is more like used to fake filters and shit like 
that, and other aesthetics, and that's why they will embrace it way more than, than we 
were. I think in the future, this will be limited to a more like high-end solution thing to make 
sure that it's not about like having people stop at the picture but more like, okay, now it's 
actually for real, you can you can fool people to believe this is a shirt that you're wearing 
and you basically just bought it digitally right. But then what we learned from this whole 
experience and compared to our second project, which I'm not know I don't know if you 
familiar with that project, the Last Statement T-shirt? 
 
Interviewee: Yeah, that was born out of the thing that we needed to make it come closer to 
the consumer and actually use the opportunities which are already in the consumers 
pockets. And that's why we needed to bring it into the platform of Instagram. Because we 
could do all the stuff that we did manually, we could do automatically in an app. But what I 
also know from previous work is like, it's impossible to get people to download an app for 
one single purpose. You need to have multiple purpose to have like have people to 
download an app or something really specific, like plane tickets or whatnot. Right. So we 
knew we had to get into the platform of Instagram because that's where fashion is, and we 
needed to we needed to kind of like use the tool which is already available in there. And 
that's why, even though the first project was so much more ambitious in terms of fashion. 
The second one is like stepping maybe 10 steps back again. But at least it's, it's in people's 
pocket already and it's doable and it kinda gives the first glance of actually superimposing 
fashion within Instagram instantly. Instead of where the other one had to, you know like, 
acquired you to download an app and before it actually work. So again, that was a quick 
learning from, a huge learning for us that yes you can do things, that is, in the future, but if 
you really want to scale, then it needs to be at the level on which people can already engage 
with it through the platform, which they already are on, right. 
 
Interviewer: Yes. Yeah, exactly. 
 
Interviewee: But again, technology is happening so rapidly. So like, it would not take. I think 
one or two years before, it's actually evolved enough to actually being able to do what we 
did. One year ahead, in Instagram as well, it's all about cameras, multiple cameras, sensors 
and like computing power and all that stuff and that will probably happen pretty soon. 
 
Interviewer: Yeah. Talking about people already having that the technology and the know 
how to use something like the Last Statement T-shirt. That was actually something to do 
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with the next question that we had because so our like entire thesis is looking, it's a bit 
technical and we're trying to look into the whole, whole, the whole research question is 
whether or not technology could make fashion a bit more sustainable. So we're looking into 
like some, some theory about technology and innovation and technology acceptance, and 
one of the most important things in people accepting a new technology is the perceived 
usefulness and the perceived ease of use. So, again here we mentioned with the Last 
Statement T-shirt that's already, um, I'm sure people have seen it already useful because I 
mean, cool I can have a different thing on my shirt this time. And it's also easy to use 
because it's already there. So, I was out about to ask you about the, how did you try to ease 
that process before you went to the Last Statement T-shirt, what did you do with the Digital 
Collection, to make it seem easy to use for for consumers and, yeah, did you think about 
these things? 
 
Interviewee: I think one of the biggest learnings and one of the biggest question I had after 
we did the first one was kind of like, um, actually a digital product doesn't have the same 
emotional feeling as a physical product. And the thing about like the feeling that you get 
when you buy something nice for yourself, and then you take it on and that confidence that 
you actually get, that's something that you can really feel. And uploading a picture of 
something it's not the feeling of that specific piece of clothing, it's more like the feeling of 
like would people recognize it, would people like it, would people comment it, and like, it's 
more like in a, in a different way. And I feel like that's what we are struggling a little bit with 
with digital fashion I think is the emotional feeling of like, um, kind of like, it's the reality of 
like physical things, and that's why I was so keen on if we had to do something, again, it 
needs to have at least a physical product to cross it with, because the feeling of ownership is 
really important when you talk about fashion. It's really, it's really something you need to 
kind of like, you need to feel that you have it, and that you can wear it in the physical and 
the digital space so that's why, um, creating a T-shirt that allows you to superimpose like 
fashion on it, and still feel like it was something you can wear at work, as an everyday t-shirt 
was to kind of like trigger and look into the psychology behind mixed dimensions, to sort of 
say. And I feel like we came closer this time. I don't know how to like, and that's still one of 
the biggest questions that I'm struggling with, and I think that's also something that you 
should be really looking a lot into is kind of like, how can we cross the bridge from 
something digital and to something emotional, in the way intended. Because digital fashion 
is solving, of course, it could solve minor sustainability issues, it can also a make sure that 
you have like more creative freedom. But how do we solve the whole thing about like that 
emotional feeling that it is to actually purchase a piece of clothing, um, to make sure that 
this also becomes something that people take serious in terms of like imagine when Prada 
goes into this shit. The reason why a lot of people spend over their budget on a piece of 
Prada, is because it gives them a feeling of owning that shit and actually that that feeling of 
both "I like to design" but "I also like I own a piece of that business". But if it's just a digital 
piece of product. Then I'm not sure they can charge the same amount of money because the 
emotional attachment is not at the same level. 
 
Interviewer: Yeah. 
 
Interviewee: Because we are physically present in the world right, as humans, so think like, 
that's something that I think is really really important to kind of like, there's a lot of studies I 
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know that a lot of people are looking into that, how can you maintain the same value of 
products in the digital space compared to the physical space. The same thing it's just, it's a, 
it's an easy no brainer, every time somebody do something in a digital space, everybody's a 
little bit like "open source", like "give it away for free", everything right. And, when you do it 
in the physical space people ackowledge that there's like, there's, like, stuff that has been 
used to actually craft whatever, right. And at the same time when you do something in the 
digital space, there's still like somebody sitting and coding it, drawing it, and everything. And 
it's, it's not a free process, it's not the computer who created the collection, it was actually 
humans and if they need to kind of like be able to go down and pay or like shop groceries, 
then they at least need to get paid for the product that they produce, but in the digital 
space there's like this idea of like "everything should be free" because yeah yes it's scalable, 
it's free, it's already in there right. So there's a lot of paradox still in this area that's, that I 
think it's important for you to look into. 
 
Interviewer: Yeah, I actually I saw like this, um, there was like these three influencers, I saw 
this video and they were talking about that they had tried the Digital Collection, and there 
was actually funny enough, like you also mentioned, that it's kind of like the Digital 
Collection like enables people that will normally maybe not be able to afford certain type of 
clothing. Like this enables them to do that. But then there was this, um, so there was just 
one very pro-Digital Collection influencer, but then one of the influencers she was very 
much like saying that people that are really into fashion they love the physical feeling of it. 
So I mean, I definitely agree that there is there is that paradox for sure. 
 
Interviewee: Yeah, so that is that is like one of the biggest questions. How can we, how can 
we make sure that people are actually getting that feeling, or maybe that's just like the 
reality of it, as long as we are in the digital space, you cannot have the same, you cannot 
create the same feeling. And then again, cannot create the same amount of money on 
something. What again, again, not to compare but now I'll do it anyways, in the gaming 
industry you still see people paying a shitload of money for skins, and it's still, it's still but 
again it's because it's much more on like on a level of like a hierarchy like showing what 
you're worth what level you're on, and everything. And at the same time of course like 
brands do the same thing. That's a huge difference between owning like a bag from from 
the, from Zara and of course Prada. But I don't know if it's enough to kind of like, um, to 
actually make the price differentiate at the same level, I mean as in the real world. 
 
Interviewer: Yeah, I mean I guess there's also like now that you mentioned the gaming and 
all that. I mean, I know my brothers are playing, playing some video games and all that. I 
mean, they're willing to put a few euros in Finland here and there to, I don't know purchase 
some guns and really like you know and maybe some skins but I mean. Now mentioning the 
whole theory that we're focusing on, they get something out of it it's useful for them to 
actually put money into these guns or skins because then they're going to cool in there and 
then they can shoot more people or whatever. So there's definitely something that they sort 
of like, get out of it whereas it, of course, if I now purchase that yellow snakeskin jacket it's 
cool for one picture but that's as far as it goes. I might get a lot of likes but that is maybe all I 
can get out of it. So, for. In that sense, there's not the same maybe idea of usefulness of of 
digital clothing, yet. 
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Interviewee: Yeah, and you're totally right because like in the, I think maybe it's also 
because right now it the skills, and the difference between being in a game and actually 
have an interaction with the actual product that you purchase. It's way more emotionally 
attaching and also like what gaming is, it's always telling a story about a battle and like you 
are merging yourself into this and that's nice to be, it makes more sense to be cool in that, 
in that field, than it is to just like shoot one picture and then it's done right. And I feel like 
it's, it's become a technical solution where you can actually both perform, or like, act, or 
like, create videos with these kind of things. I think we will have a bigger sense of like a, like 
feeling of of this being something that you will actually have an emotional connection to 
rather than just like a flat still. Again, I think it's also gonna grow in the same pace as 
technology grows. 
 
Interviewer: Yeah. Then just a quick question about the, the way you guys promoted and 
advertised the Digital Collection, through what channels was that done, and how, and why. 
 
Interviewee: So we, because it's, we are, u, I usually phrase it as a PR driven campaign, 
which makes it initially like pretty stupid that, um, when you have a PR campaign you don't 
spend money on PR. It's like it's, it's you create something that has like, um, remember back 
in school when you get these five news criterias like it needs to be, it needs to be impactful, 
it needs have sensation, it needs to be like start a conversation and all that stuff right that's 
the that's the stuff you create a campaign around when you need to make a theatrical 
campaign. And so basically when you have such an idea you know that this is something 
that can be a new story something that will travel in media. So what we did was basically 
just leaked it on social media, we created a video, created a dropbox folder with pictures of 
people who had already tried it, and then we just let it loose on the Internet. And then what 
happens is kind of like some of the major media picks it up pretty fast and as soon as some 
bigger media picks it up, it just spread like wildfire in that sense so all you need to kind of 
like, get into is like one of the major news outlets and then it's just like spread from there. 
So it was the intention just to make sure a lot of people were just like reading about it. And 
because the media always link to where, they did, of course this, in this case it was like the 
digital shop or like the e-commerce, that we kind of like created, but only digital inventory 
in it, so they're always linked to that one. So every time there was an article, there would be 
a link to it, so people who read it, went into there, and then they also saw that Carlings had 
also a physical shop at the same time. So that way, we were driving traffic from people 
reading about this into the to the digital shop that then kind of like extended their 
knowledge of the physical shop as well. So, again, a PR driven campaign is all about like 
getting into a certain media, and then it just like goes from there and I think we've been 
with this campaign we've been, I guess, on 400 or 500, different articles. It's changing the 
perception from them being a Norwegian retailer to being a digital fashion house. Which is 
weird. Fast Company just released their annual report on like, innovation, innovative 
companies, and within VR and AR, they were listed on that top 10. So again, these kind of 
things like as soon as people start noticing this idea, it just spreads, and I think like we've 
seen that with, with different campaigns, but this was just like within a certain kind of a 
territory. I guess um, going back to the Carlings core consumer, I guess they're not like tech 
savvy. They're not fashion interested, they are interested in sustainability, so maybe that's 
also where we hit them in the right direction. But at the same time we also knew this was a 
piece of business that hasn't got any internal pride. And I guess, all of you probably 
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remember them for being in some kind of like local mall somewhere. I remember them 
being in Denmark they're not in Denmark anymore. They closed down I think five-six years 
ago. And I remember what happened when we actually did this and really took off, the CEO 
one day said like, it's the first time I actually while being in thr company dare to walk down 
the street with a Carlings bag because normally it's so shameful because it's a little bit 
looked down on if you're cool. But like this was actually something to be proud of and you 
can really feel like the internal pride of the company, it was so hyped around it. Again, giving 
them a position to be proud of, a conversation they could have with their with their friends. 
They started an initiative internally called Address the Future, which is focusing on how to 
communicate better around sustainability. They hired a 3D artist to make sure that they can 
sample more sustainable. So all these things kind of like dropped out of, of taking this 
initiative, so it has been something bigger than just like a campaign to, to kind of like, create 
awareness around their webshop. It started like an internal movement, and an 
understanding of them that you can actually be innovative, even though you're not known 
for being innovative. It's all it takes, creativity, to be innovative so so I think the promotion 
part, pretty much was handled by media and the rest of it was just like driving traffic from 
there on. And I think one of the biggest achievement was like I said earlier, they didn't have 
any KPIs, or anything, but one thing they did, they told us, when I said like okay this is going 
to be a PR driven campaign, that's how we're going to tackle and make sure that we get 
people into the webshop, they said like, yeah, we love that idea and we at one point of time 
was really really close to get into HYPEBEAST. But then they called it off. And the thing was 
like when you have this fast fashion brand, which is not like cool, or not the frontier of 
fashion, you cannot get into these sort of medias because all they want to write about is 
Supreme, Nike, new drops of shit, and they are basically serving that that audience at the 
same time just with their products right. But I guess it was the first or second day when we 
launched HYPEBEAST picked it up. So it was just like "oh shit, we're in HYPEBEAST". And it 
was just like, like, we could have just close the whole thing, and said yes we're done, we're 
out. So I guess that was enough for them.  
 
Interviewer: Yeah. Wow. 
 
Interviewee: Even the same CEO that didn't understand the whole idea to begin with, is 
now like traveling around the world, and just having the one keynote after the other, telling 
about this innovative company, that's just fucked up right.  
 
Interviewer: Well, that's good.  
 
Interviewee: It's sure that he's on like a, like friendly chat with David Fischer from 
Highsnobiety and everything, all the people who didn't want to talk with him before, is now 
his friends right. Like, they have got so much out of that campaign. 
 
Interviewer: Yeah. Wow. So now we know who to contact if we want to become famous. 
That will be you. 
 
Interviewee: Yes. 
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Interviewer: Okay. Um, so, what was the actual response that the collection got like from 
consumers? Have you heard? How much did you guys then talk about that? 
 
Interviewee: Yeah, so the response itself was of course like, the people who purchase it was 
tech people, people who are interested in in you know like, the future of fashion and stuff 
like that. There is a huge, huge community within that, because of the sustainability 
conversation being so huge and of course a lot of people are looking into technical 
solutions, and stuff like that. So it's basically a lot of people who either are into it, who are 
bloggers, who are talking about this topic, but also people who are like having conversation 
around sustainability. I guess the biggest eye opener was like, every time people post it, 
everybody's just like, that's so fucking cool, and, um, like we had huge influencers posting it 
as well and, you know, like, you're just sitting and waiting for them to be sagged by you 
know like whoever says like, this is Carlings, this sucks and how low can you get at actually 
doing a collaboration with them, right. But because it was so easy to understand that this 
was something that round a sustainable solution to being fashionable online, that people 
just like, That's so cool. Again, we had it limited, because we had to do everything by hand.  
 
Interviewer: Yeah. 
 
Interviewee: So how many pieces of clothing we could do by day. So that of course set the 
limit in terms of like being able to produce, and that's also why at one point we need to say 
like we are sold out. And it's a little bit weird, because like if it's a digital product you're 
supposed to be, you know like, copying it as many times as you want. But, but at the same 
time, we have of course a physical limit of like how many pieces we do per day. But the 
response was pretty positive, again, I think we were too, like futuristic in our approach, so 
it's pretty much people who are curious, it was not like adopted by you know like your 
average Kardashian clone, who just want to do something cool, that that's not yet that's 
that's in the future, I guess. 
 
Interviewer: Okay. Yeah, so we had, I just had some more questions about like, like the ease 
of use and all that so but now that you mentioned that it was more like tech people looking 
into it I guess there was not really feedback on whether it was easy to use or not easy to 
use.  
 
Interviewee: It was really easy to use. It was really intuitive, if you know how to shop online 
you know how to get it. So that's, um, it was pretty easy. 
 
Interviewer: Was, I mean, were people commenting on the whole, like you mentioned 
yourself that it was like kind of long road from finding and going online, picking the piece, 
uploading the photo. The photo gets like the clothes, clothing items, getting it attached to 
the photo then you get the mail, I mean did people comment on that whole, um, the 
journey. That like the process that that was a bit long, or were the tech people just like very 
surprised and amazed by this concept that they didn't even like think about this. 
 
Interviewee: Well there was no, basically feedback on the user journey because like people 
are so trained to shop online now so like, it was the same checkout flow as on a regular 
website where you purchase something. The only, the only different quality was like, like, 



 174 

because you're already signing up with your email, just to  like shop somewhere, we had 
that contact point, right. But the only thing was like when you when you were checking out 
you just had a big button saying like "upload photo here". I guess we had the biggest issues 
actually with that user journey because like, we tried to guide people to kind of like make 
sure to give us the best possible starting point for dress them up, which means like: don't 
have too much hair in front of your, in front of your chest, don't be standing half in the 
shadow half in the sunlight, don't be like standing inside a plan (?), or something like that, 
which makes it extremely difficult to place things. So that was really like, don't don't make a 
crazy pose as well, because like we had to figure out, not only like the position, but also like 
a is, how's that even possible right, because when people are like making crazy poses that 
you can really see the different shapes of people's bodies like some have like a long upper 
body, long legs, whatever. It's kind of like, so it was pretty much like we made a guide for 
people to, to make sure that they understand like, what is the best scenario for us to get, to 
make sure that we actually can return this as fast as possible, so we don't have that waiting 
time, so to say. So because of course speed, this was also like something that is like really 
crucial to some people, right. The funny thing about e-commerce is that everybody's so 
used to actually ordering something and then it takes a few days before it arrives. So 
actually being able to, to, to make something a purchase online and then just like we 
literally sent it to them 15 minutes later, was actually "okay that's cool". So, I think this user 
journey was pretty easy, pretty intuitive. I think it was mostly us who had difficult difficulties 
with the, with the, with the pictures as well. And I also think that, I don't know if you know 
what meta data is, meter data? 
 
Interviewer: Yeah, we've had it in a course, but you can, you can elaborate a bit further. 
 
Interviewee: It's not It's not that, It's not that technical at all. It's just like when, when you 
take a photo, then it also come with a set of data in the file, the photo file, not when you 
look at the photo you just see the picture, but when you analyze the file. It comes with a set 
of metadata, and that meta data, when it's shot on an iPhone for instance, the file tells you 
the size of the pictures, the resolution, the light, it tells a lot of stuff that can be used when 
implementing that into the 3D program. And, and again if if the file that the people wanted 
to have for instance like dressed has been saved multiple times, or been cropped and then 
saved and everything, you kind of like lose all of that media data. So it's pretty important, 
and that's also why it's, it's so crucial to get stuff on your phone and in apps that you can 
actually work from, because then you can use most of the meta data. As long as like it's a 
picture that you downloaded from an email sent from another person from a vacation when 
like the file can be opened and saved so many times there's no more data left, but actually 
with, with the metadata from a phone you can also see locations where it's shot and all that 
sort of stuff, which makes it way more easier and in the future, that amount of meta data 
makes it way easier to kind of like, for the program to scan the picture and see why that's 
happening, right. It can take the human out of the loop. 
 
Interviewer: So would you I mean you already said like a bit before that it's it's it was a very 
futuristic idea and sort of like the Last Statement T-shirts, that's kind of like you know, 
taking 10 steps back, as you've said like that's meeting in the middle. But do you think like 
something like this when the technology will be there do you think like in your own personal 
opinion that digital clothing could be something in the future? Because for example us now 
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doing a bit of research you know on social media and fashtech and all that we're like 
thinking, okay if technology one day, hopefully soon, makes it, could digital clothing be 
something that, let's say fast fashion brands like H&M could have like their own little 
catalog, where I could while I film my Insta story I could have a different t-shirt on. Do you 
think, do you see that happening, or what is your take on the, the whole future? 
 
Interviewee: I think now, because we're in the futuristic life, right, so it's, it's always about 
predicting. And of course when you start predicting you're also going to sound like an idiot. 
Right. But I think, for Instagram. Instagram and phones and apps is pretty only it's only 
gonna be here for. This is like really like being positive like five years, maybe going ahead. I 
think what we're going to see way more is of course AR embedded into our vision already 
like in terms of glasses and stuff like that. So I guess digital fashion would not have the big 
impact on social media as such, but it will, I guess it would have a huge impact when as soon 
as we can be able to add AR on what we see in real time. So, everybody knows that the 
Apple is working on their Apple glasses. And the reason why they want to do that is of 
course to use all the data that is going to be produced of this mirrored world, which is 
already happening, and being able to serve that to people when they need them. And in this 
kind of like time and era. It also understands what is a human being, because it has a sensor 
who can actually track how people are moving, and then we can either ourselves, choose 
what to be superimposed on our own body, and we can also like as a viewer, make sure that 
we want to choose what people have to be superimposed in. And I think like that that's 
when when augmented reality meets like a more, um, a bigger kind of revenue, and also 
something that is the way I could see it being more in use, I guess again what we talked 
about earlier, the physical and the emotion of digital products is not there yet to be to be as 
impactful as it is when you actually could be standing and talking to each other and not 
being able to tell if this was real or fake. Yeah. So again, I guess like we will, we will continue 
augmented reality through our phones the next couple of years, augmented reality is a huge 
thing like people use it for so many things today, everything from Wayfinding to like gaming 
to placing furnitures in your living room to everything. And a lot of people don't even know 
that they actually are working with augmented reality. Again, but everything that's in 
Snapchat or TikTok, or like Instagram is augmented reality. And it's it's a way better version 
than VR, for instance, is where you are totally disconnected from the world, and you don't 
know shit, right, and adding something on top of the real world is so much more useful. And 
because this vision of like this mirrored world, and that's, that's huge philosophy in terms of, 
like, the future is basically pretty disappointing because like what you imagine the future 
being was something different, something that we didn't have in the real world. But what 
we are actually just creating is a mirrored version of what we have here. And within that 
mirrored world, we can we can change and we can be and we can we can we can live 
however we want it to be it's not gonna be different, it's just going to be us dictating how 
that is and all of that data is, we are in the process now of like like collecting all that data. If 
you're familiar with stuff like 6D.AI, which is a way to scan a room just by your phone and 
that technology actually allows your phone even though it doesn't have a 3D sensor to 
actually make a 3D model of your own living room, based from the recognition of like 
shadow and light and surfaces and movement in your room so and all that information is 
uploaded to the cloud and then all of this is going to be collected in some kind of way to be 
used for future of like Where am I now, How does this room look, and what do I want to 
superimpose in that room. All these things are happening slowly, but it's, it's definitely 
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preparing ourselves for the future where we have like another dimension, a mirrored world 
of what we have now that's also where digital fashion, among others, will play a huge role. 
But i guess for now, another thing which is important to say about digital fashion is looking 
at the industry, and how they're actually producing stuff, again sampling, is important, I 
think, also, like speed to market is also going to be better at using digital fashion. For 
instance, I know you've probably been reading about Tommy Hilfiger. Right. And their 
commitment to actually create a digital collection in, I guess it's 2022 or -25, or something 
like that. Right. And of course like that from a consumer perspective, could seem like okay 
that's because they want us to wear digital fashion, but basically what it also is is kind of like 
to make sure that their sales team doesn't need a full collection physically, before going out 
to actually sell it into to stores and all that stuff. So everything can be happening digitally 
and you can be dressed digitally and actually see it in a more high resolution version than 
just like a, here's a picture and then you need to kind of like work with that, right. 
 
Interviewer: Yeah, exactly. 
 
Interviewee: So I think that is that is one thing that's also important. The industry, what 
they can use the sampling process of 3D, and also selling in 3D is also another thing which 
was pretty funny that we also discovered during the the the lead from the first collection to 
the second collection. My initial idea was like Okay, so the first collection we did, totally 
anonymous there was no brand name so it was just like, by Carlings, so to say. So it was just 
like, okay, just make sure that we get the fashion people, we need to add the brand love, 
the brand value. So we started interviewing a lot of brands, and actually reaching out to a 
lot of brands to ask would you consider being a collaborator on this project. And that was 
everything from like Vetement to Marines to Han Kjobenhavn, and stuff like that. Um, every 
brand, even though it was Carlings, they were supposed to do it with was extremely positive 
and just like yes fuck this dude. But what I realize was not only because they could see it as 
a way of redoing some of their iconic pieces in a new version, a digital limited edition kind of 
thing, it was also to get rid of the whole influencer begging of goods. When you're Han 
Kjobenhavn, for instance, um, you cannot ignore the fashion and the influencers on 
Instagram. But at the same time they are a small company and that goods are still worth 
value for them. So when some weird chick kind of like texts them saying hey I have 150,000 
followers, please send me stuff, and I'll post it, and then probably sell it afterwards, it's still, 
I think that hurts them, because they know, they just want to say like fuck you go and buy if 
you want it. At the same time, they know they have a huge power. So being able to create a 
platform that you can let this shit out to everyone, and also before a launch of the product. 
And without actually have to give away so many things was something really tangible for 
them something that they really was excited around like. And that, that comes from every 
major brand, um like smaller brand, you know like their goods are still of a value. So, you 
can actually make sure that every influencer that you've picked, is actually, or have access to 
your whole collection just digitally. That would be amazing.  
 
Interviewer: That was good. Um, one question that I forgot to ask: did Carlings at any point 
during this like digital collection creation of it and all that, like, was there any at any point, 
any concern from their side like what is going to happen to the sales of our physical clothes? 
Was there any, any at any point like any concern about that? 
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Interviewee: Of course they they ask us in terms of like how can we make sure to, because 
like. It wasn't a KPI in the first collection, because there was, again I guess there were a little 
bit confused about the whole thing and I advise them not to start like pairing physical or 
digital clothing together in terms of the webshop and all that stuff. We created a separate 
version of it to make sure it was a digital only and to kind of like make the concept pretty 
clear. Um, but of course, the second round they were a little bit like, okay, cool guys you've 
created a shit ton of traffic to our website, but like this sale, kind of like didn't happen. And 
of course, the elephant in the room was just like basically like maybe your products is not 
what people are looking for. You're not price, like, you know at the price point where you 
can compare yourself to other players, and it's so easy to just google shit, so it's, but they 
were of course like saying like okay, how can we create sales, and that's why a physical 
piece of clothing was also a great idea to kind of like make sure that it was implemented 
into their already existing inventory. And, make sure that that could be of course, promoted 
with with physical stuff and all that stuff so I guess I guess based on all the fame they got 
from it, it kind of was OK, that it didn't drive sales as much, and it didn't have any effect on 
their sales at all. But I guess it kind of created something different for that was also very 
neede. 
 
Interviewer: Yeah. Yeah. Because, for example, I totally thought that they're gone. Like, I 
remember back in Finland you know having these Carlings stores and it was like okay there's 
jeans and now that I go back to my hometown there's one store and it's kind of like the 
skater people that go in there. So I totally thought that they're dead, but, thanks to all of 
this you know now I'm like oh yeah there's they're still here so I mean, it definitely has had 
value. 
 
Interviewee: I think the whole thing about Carlings is definitely that they, their DNA is in 
denim. And like this sweeter, the story behind them is that they were the first kind of like 
store in Oslo to to have like supply in Norway, with denim as a lifestyle product, back in the 
80s. Before that it was just like, um, people knew what denim work wear was, but it was 
more like labor wear, like you need to kind of like work and it was like really doable. But it 
wasn't like fashionable in that way. But what happened was like a Bruce Springsteen, he 
kind of like came out with the Born in the USA album. I don't really know if you remember 
that we, the cover and everything where he is in like in a, in a full blown Canadian tuxedo, 
meaning like, denim from top to toe. So he he of course also went on this world tour, and 
he had a concert in Oslo, where 40.000 people because he was so huge at that point of time 
and 40.000 gather at a concert in Oslo, back then it was like a huge thing. And again, he 
showed up in a, in all denim. And then from the next day, it just sold was sold out for like 
multiple years, because people got so much into this whole denim trend, though the 80s, 
the 90s and so, of course that died a little bit during the y2k period, because denim was 
something that was really really low jeans, and maybe a little bit ripped and stuff like that 
but it wasn't like the whole shebang and then you know like a few, um, a decade ago, when 
the whole thing with skinny jeans and rock and roll and cheap Monday and all that thing 
came back. They, they of course again had another success of their company, and they've 
just been sticking to that shit. And that's when you don't add a new inventory, and denim 
becomes out of style, it's, it's pretty hard to keep the momentum 
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Interviewer: And then I actually have another question about the going back a bit jumping a 
bit here in the end. Hope you don't mind. It was about the whole kind of like combining the 
digital collection. And with the trend of, the outfit of the day trend and kind of like tackling 
the sustainability issues created by that trend. Was there at any point someone or several 
people who were like oh by the way this is not tackling the actual issue this is kind of like a 
little, you know, plaster, you can put on the thing. So it's not it's kind of like, it doesn't take 
away the outfit of the day trend, it doesn't take away sort of the issue that people have this 
trend that they feel in their head that I can't post a picture with the same t-shirt on twice. 
Was there anyone who was like by the way that's actually not that sustainable or? 
 
Interviewee: I think, no, um what I think what we were really afraid of was of course like 
when you could do something digitally, you also use electricity, and that, you know, we 
were really afraid that somebody was going to say like yeah it's not 100% sustainable 
because you've used a lot of computer power so when we actually created the collection we 
purchased green energy for the entire company for three months to make sure that we 
could actually claim that it was carbon neutral and all that stuff, to make sure that we didn't 
have that against us. Um, nobody really pointed that out, which was ridiculous. And I think, 
again, what we talked about earlier. Being honest about this is not a solution to, to, to solve 
everything. This is a solution, a small solution to a minor problem. Yeah, so I think like this is 
not gonna, and I think nobody really actually entering that space to say like this is not really 
a solution for everything I think people could see there was a solution for a very specific 
audience. And that's just nice. I think something that I've been really inspired by lately 
within the fashion industry and different solutions are the company called Caastle, you 
know them? It's C-A-A-S-T-L-E. They arae a company, who are, they are selling a solution, 
which is actually to, a way to rent, clothing, so meaning that they have a system for for 
brands, to, to, to, a renting model instead of actually purchasing. 
 
Interviewer: Ah, yes, yes I've read about them. Yeah. 
 
Interviewee: Yeah. So I think that's again, that's another solution to to kind of like be 
sustainable within fashion, without you know like saying, claiming that this is taking all 
people away from retailing and buying stuff. This is just, again, another way to lower the 
consumption of like you know like the amount of stuff we have in our wardrobes, yeah if 
you, if you look at the numbers of like there's a study in terms of like the, the amount of 
items, an American woman has in her wardrobe. That is going down, and that is going 
down, I think. Two years ago, it was like 180 pieces of clothing the average American 
woman owned, now it's down to 150, and it's not to say, That's because of people renting, 
it's because of people being more aware of consuming and all that stuff. And I think what is 
really really nice about their solution is actually that it enables people to, first of all, is 
extremely loyalty creating because like when you have a subscription service, when 
somebody you visit them. People watch Netflix, of course, because there's stuff in there 
that you like but also because you're paying for actually the subscription. When you get 
access to actually pick three pieces of clothing each week, from a website, you fucking come 
back every week. Right. And that's to make sure that you constantly keeping people in a, in 
a loyal connection and actually make sure they're spending their money there. So, on the 
long run, maybe it's not like, as great as a business model straight ahead as it is selling 
pieces of clothing. But in the end if you can sell a piece of clothing five times before it has, it 
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will, it will be worn out, it's better for the environment because you only need to produce it 
one time to sell it five times and and not like, um, again like when people use it, purchased 
one piece and then use it seven times. That's way more harming the environment because 
then you need to sell five pieces that is getting used at the same time. 
 
Interviewer: Whereas some people do like just order stuff and then post a picture and then 
return it like there's we've been reading like some research done on that too, like in the UK 
that's like, apparently super popular to just like order, like order clothing and post a picture 
and return and that's obviously not that, because then the production because the demand 
is high because people buy the production goes up and then people return everything and 
then all of a sudden we have a pile of clothing, and we don't know what to do with that and 
that's not very environmentally friendly. 
 
Interviewee: Exactly. Yeah. 
 
Interviewer: But then, on our list we have a final question, unless we have some other stuff 
but it was more like. Obviously you guys work with, with many different type of businesses. 
Have you seen any similar type of development in other industries when it comes to 
implementing technical features, and then implementing sustainable aspects? 
 
Interviewee: We see of course technology being embedded in a lot of the stuff that we do, 
and sustainability as well. I think we work a lot on what is a great story in terms of 
sustainability, with our clients to make sure they understand what I've seen matters to the 
consumer. Sometimes it's, it's just about like finding that story and make that into an action, 
compared to, to actually use it for something that takes..um... I think one example of that as 
we work with the shoe company Ecco, the Danish shoe company. Again, they do, they are 
pretty innovative within sustainability, but they have a really really hard time 
communicating and especially communicating to younger audiences. And again like they are 
all about walking. And again like they really want people to use their shoes because they're 
so comfortable. I don't know anybody have ever owned a pair of Eccos, but if you have you 
would you would know that is actually a. It is, it is a different kind of type of shoe, and this is 
not just to drink our own Kool Aid, but it is something that is really pleasant to walk in. And 
again, we wanted to shift the conversation around them, not just saying like we produce 
really eco friendly shoes. We wanted to kind of like that be the byproduct of what they do 
right so when you. For instance, talk about like vegan leather, instead of like saying, like, this 
is really sustainable shoes, then people are putting the dots together, sort of say. They 
understand that something like this is like in a more environmentally friendly way. We also 
produced. Again, actually, PR driven idea for them, which is what like we create the first 
travel agency by foot, meaning that you now have a calculator that will like, they were like 
trying to consider, or only sold like journeys that was like something that you could do on 
foot. So you you kind of like answered how much time you have, let's say two weeks, and 
then that you want to go to Barcelona, then it kind of like figure out like what is the best 
way to walk there, and how to get back again in the most carbon neutral way. Again, to kind 
of like makes sure that they have some credential within walking, some credential within 
like sustainability and could tell a lot of stories in the end that's that's the type of ideas and 
story you to kind of like to have like to point out when you're talking about sustainability. 
Within technology we also work a lot with education because technology's really really good 
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to educate people. As we've seen now everybody's on their machines and you know like 
having Skype meetings all days, and all that stuff for, like, homeschooling and all that shit. 
We are working now on a project with Minecraft Earth. I don't know if you're familiar with 
the, with the game Minecraft. It's like this, um. 
 
Interviewer: We're not really into gaming, unfortunately. 
 
Interviewee: Minecraft is a game where you kind of like it's pretty naive built, it's a game, 
it's a world where it's just like go around building stuff and then tear it down again. It's 
really naive. 
 
Interviewer: Okay. 
 
Interviewee: It's like a game for like everybody from like 4 years and up. It's like Nico for the 
digital generation. 
 
Interviewer: Is it the one with square people? And you can buy clothes and stuff for them as 
well. Yes, okay yeah I've heard some stories about that with their kids like spending 40,000 
or something on outfits for their Minecraft person. Yes. Yeah. 
 
Interviewee: But Minecraft also released a version called Minecraft Earth, which is actually, 
remember pokemon go?  
 
Interviewer: Yeah.  
 
Interviewee: Yeah, so, mix that with Minecraft meaning an AR world solution for your 
phone where you can build in augmented reality. So meaning when you're sitting, looking at 
a table, then you can start using your building blocks to kind of like build up whatever you 
wanted to do. So it's an augmented version of like, and it's something you can invite your 
friends to so you can collab at the same time and kind of like, trash it at the same time, build 
a wall and like that. And we, we saw that there's an opportunity to actually use it for an 
educational tool. In, when we saw of course the Berlin Wall had its anniversary, like in 
November last year. And we knew that generation that play Minecraft doesn't really 
understand the, the history behind the Berlin Wall because they wasn't born at that point of 
time. But we knew if we could kind of like, build the Berlin Wall, in Minecraft and actually 
have been tear it down in augmented reality, at the, um, in Berlin, that is a really really nice 
way of actually getting that feeling of ew-telling a historical moment. But through 
technology which is extremely positive when you have to teach kids things. So that's that 
that's also a solution where we are using technology to kind of like, tell a story in a way. 
 
Interviewer: That's such a good idea. Yeah. 
 
Interviewee: Yeah. They never would have worked with it, but we're working on it now to 
make sure that we have the whole educational tools to support it. So, when people are 
taking their school to Berlin or when they are visiting some place at the wall, then they can 
be able to kind of like, put up the whole wall, and then have people tear it down. 
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Interviewer: Okay. That's nice. That's good. So I don't have any further questions, this has 
been so fruitful for us. 
 

Appendix – Transcribed Interview 3 (Josefine Silke Ekelund) 

Interviewer: Hej Josefine velkommen til.  
 
Interviewee: Hej, tak.  
 
Interviewer: Og tak fordi du har lyst til at tale med os. 
 
Interviewee: Det var da så lidt.  
 
Interviewer: Ja. Hvad hedder det – jeg kommer til at stille alle spørgsmålene, som du har 
modtaget og så tager vi samtalen på Dansk og så fylder Linda ind på engelsk, hvis der er 
noget vi mangler. Du har fået spørgsmålene på forhånd, og vi tænker at tage dem top-down, 
så får vi det hele med. Så vil du ikke til at starte med, fortælle om din professionelle 
background, hvad du laver, og hvordan er du kommet dertil? 
 
Interviewee: Jo, alstå jeg har også læst på CBS og jeg har også læst på ITU. Og jeg arbejder, 
ja jeg skal faktisk starte nyt job i morgen 
 
Interviewer: Tillykke! Spændende.  
 
Interviewee: Tak, ja i de her tider. Så skal jeg skal være SEO udvikler hos COOP.  
 
Interviewer: Okay.  
 
Interviewee: Ja, så det er lidt noget andet. Men jeg har før i tiden arbejdet i modebranchen 
en del år med luksus mode. Så har jeg også været eller er stadig skribent hos Elektronista. 
Hvor jeg laver mange forskellige ting hos hende, primært mode. 
 
Interviewer: Ja, spændende og det var faktisk også derfor, vi kom i kontakt med dig det var 
jo derigennem, fordi hun videresendte os til dig. Hvad hedder det, Josefine noget af det, 
som vi gerne vil tale med dig om det er FashTech, altså Fashion Teknologi. Lige kort igen så 
skriver vi jo vores Kandidat, hvor ligesom prøver at ramme 4 kerne koncepter omkring 
sociale medier, bæredygtighed, og teknologi. Og vi har ligesom talt med eksperter inden for 
hvert område. Hvad hedder det, for ligesom at afdække, hvad der sker her? Det er derfor, vi 
gerne vil primært tale med dig om mode og teknologi. Så vil du igen starte med at fortælle, 
hvad du mener, og hvordan du ser, at det er fashion teknologi bruges i modefirmaer i dag. 
Altså hvordan har den udviklet sig, og hvordan ser det ud lige nu? 
 
Interviewee: Jo. Ja, jeg begyndt at læse om det for en sådan seks år siden, og så var det 
mere kunstnerisk, der er en sådan en Fransk designer som hedder Claret Degang, tror jeg 
man siger det, som implementerer lys i sine design, hun er både sådan tech-nørd og så er 
hun også skrædder, den slags. Og så er der Gucci feks de havde deres show i 18, hvor de 
havde 3D printet alle modellernes ansigter eller øjnene, så de havde tre øjne og sådan nogle 
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effekter. Dolce Gabbana, der sidste havde droner på catwalken, sådan kunstnerisk. Her er 
de seneste år er begyndt med meget mere fokus på, at det er, det skal have en funktion, og 
det skal være bæredygtigt, der er målet i en eller anden grad. Og jeg ser i hvert fald i mindre 
grad det andet, så er det måske sådan noget, feks så har jeg skrevet om en taske, som kan 
oplade en mobil, som også er noget funktionelt og ikke som sådan bæredygtigt. Men det 
som jeg begynder at se er, at der er mere og mere fokus på, hvordan man udvikler tekstiler, 
det er i hvert fald det som er mest brugt på den ene eller den anden måde. Noget, som har 
en funktion, gør noget bedre eller udnytter nogle ressourcer, der alligevel går til spilde. Og 
implementere dem eller et eller andet. Det er i hvert fald det jeg kan se nu der sker.  
 
Interviewer: Okay, så bare loge for at følge op. Udviklingen er gået fra at være kunstnerisk 
til ligesom nu til have en lidt større funktion og have et større fokus på bæredygtighed, det 
er sådan du ser den?  
 
Interviewee: Ja, det er også blevet mere demokratisk. Det er blevet mere tilgængeligt for 
mange virksomheder at købe noget stof feks. Udvundet af majs,  
som så har været igennem en proces som jo teknologisk og så bliver det til stof. Det er 
blevet mere sådan, det er jo de færreste virksomheder, som kan implementere lys i deres 
tøj.  
 
Interviewer: Hvor hurtig mener du, at den her udvikling har været inden for Fashion 
Teknologi? Har det været en langsom udvikling, eller er den gået hurtigt? Er det noget, der 
ligesom er kommet inden for de sidste par år, eller er det noget, der har været lang tid 
undervejs? Eller hvad tænker du om det? 
 
Interviewee: Altså, udviklingen indenfor at vi i højere grad ser FashTech?  
 
Interviewer: Ja, lige præcis.  
 
Interviewee: Jeg har, så vidt jeg husker, er det ikke mere seks år siden. At jeg begyndte at se 
den her kunstneriske tilgang til det i hvert fald. Jeg sidder lige og tænker, hmm. Der er jo 
også den her rapport, som kommer hvert år State of Fashion og jeg tror først det var i 2018 
også, at de begyndte at skrive om det. Det har faktisk ikke været så mange år undervejs.  
 
Interviewer: Okay, så du ser det, som et meget nyt koncept stadig?  
 
Interviewee: Ja, bestemt.  
 
Interviewer: Hvad hedder det, er det noget altså ud fra din erfaring, er det så noget der er 
startet i fashion industrien eller er det noget hvor, at designer og så videre har taget denne 
teknologi udefra og implementeret det ind eller nogle af de kunstneriske? Er det noget, som 
der ligesom er er blevet established i modeindustrien? Eller er det noget, hvor man har fået 
inspiration udefra? 
 
Interviewee: Jeg tror helt klart, at det er noget udefra. Det her med at implementere det 
kunstneriske det tror jeg har været noget med, at man på en anden måde har prøvet at 
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klippe i tiden og været med på en eller anden trend, og vise man er internet baseret eller et 
eller andet.  
 
Interviewer: Jo.  
 
Interviewee: Men et godt eksempel er Jess Fleischer, som stiftet Son of a Tailor, som jo er 
nogle der er, det er jo algoritmebaseret t-shirts til mænd. Han har feks før arbejdet i 
Alibaba, så jeg kan se, at nogle af dem som er begyndt at implementere det i moden er dem, 
som har en teknologisk baggrund, som kan se at man kan optimere den her dybt 
forstokkede branche med nogle måder, hvor man kan gøre tingene smartere. Jeg kan ikke 
lige huske flere, men jeg er i hvert fald stødt på det tidligere, at det er noget med at folk der 
begynder at tænke lidt mere teknologisk, har en baggrund indenfor den branche.  
 
Interviewer: Næste spørgsmål lyder, hvor populært er fashion teknologi altså til brug hos 
modevirksomhederne? Er det det kun de meget store modehuse eller dem som er lidt mere 
high-end – hvor populært føler du, det er lige nu? 
 
Interviewee: Det er stadig meget småt, der er altid nogle store mastodonter, som Nike feks. 
som får udviklet noget, det har I sikkert også fundet frem til, som de her Flyknit sko, som de 
har 3D printet og nu er de så begyndt at lave dem på brugte fiskenet og sådan. Men den 
teknologi, som er sådan, der kræver rigtig mange ressourcer måske i forskning, den er kun 
forbeholdt de største mastodonter. Og det vi ser, også herhjemme er mere sådan noget 
igen det her med, at stoffet er udvundet af et eller andet. Jeg tror, at det er de steder, hvor 
det er implementeret, det er både nogle virksomheder, som sådan er innovative, måske er 
født innovative, som også ved at de skal have en eller anden bæredygtig profil og så er det 
så de meget meget store, som har pengene, øh de har måske en masse penge, som de kan 
lægge bag for at implementere det. Men ellers synes jeg, at det er en ret lille grad der har 
gjort det.  
 
Interviewer: Så hvad vil du sige, hvis du har en eller anden fornemmelse, sådan procentvise, 
er det sådan 10% på verdensplan, som har implementeret FashTech eller er vi nede på 5%?  
 
Interviewee: Uha, jeg ved det faktisk ikke. FashTech, det er jo også at implementere hele 
kundeservice-modulet og gøre det mere teknologisk det er jo også FashTech. Og der er der 
mange, som er længere fremme. Feks. kundeinvolvering, som Danske Roccamore, hver gang 
de skal lancere en ny sko, så involvere hele deres community på nettet det er også 
FashTech. Det er også FashTech, SuitSupply feks. som har åbnet butik i Grønnegade, som 
har hele deres setup omkring rådgivning af kunder – det er alt sammen internetbaseret. Den 
slags er også FashTech og det er meget mere udbredt, så det er svært at sige føler jeg.  
 
Interviewer: Ja okay.  
 
Interviewee: Men det der med, at decideret have teknologi på det niveau som Nike har, det 
tror jeg er ganske få, som har det og Adidas.  
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Interviewer: Ja, vi har nemlig også siddet og researchet for at danne os et overblik over, 
hvad folk gør, prøvet at se nogle videoer af, at de nemlig udvikler de her sko med 3D print 
og dt er jo meget fascinerede at følge med i, hvordan de faktisk gør det.  
 
Interviewee: Jo.  
 
Interviewer: Okay, så for lige at opsummere og få nogle termer på, så vil du også mene, at 
teknologien i større grad er AI, VR og AR, som er den primære teknologi brugt, som 
forbrugerne og benytter sig af og så er der en teknologi brugt inde bag i, som bare af 
systemerne?  
 
Interviewee: Ja, det tror jeg. Det der sådan rigtig SciFi-agtige det er meget lidt. Feks. lavede 
Sally Hansen for nogle år siden, hvor man kunne se neglelakken på en app. Jeg tror, at der 
fremtidsmæssigt kommer til at ske en masse, men det er meget lidt som der sker lige nu.  
 
Interviewer: Perfekt, tak. Så det var lidt igen de mest populære teknologier, som 
modevirksomhederne bruger vi lige kort berørte. Hvor nemt ud fra din viden, hvor nemt er 
det at implementere de her teknologier og ligesom gøre dem brugbare for kunderne, så vi 
kan bruge dem. Hvor nemt er det at bruge i hverdagen og sådan nogle ting?  
 
Interviewee: Hmm, altså hvis man igen ser på det sådan, den teknologi som de store 
konkurrenter har, den tror jeg er meget meget svær at implementere og ligeledes med alle 
de her teknoliger, som Augmented Reality og VR og sådan nogle ting, det tror jeg også de 
billige mærker kan droppe. Men der findes et meget meget stort marked for alle de her 
forskellige materialer, som man kan implementere og det her med at tage sit community i 
brug feks. eller bruge Sociale Medier mere, som I også har fokus på. Det kan alle jo gøre, alle 
kan jo involvere og finde ud af, hvad er det vores kunder vil have og gøre det mere et 
teknologisk baserede. Og jeg tror også, at dem der ikke gør det, de kommer til og på det 
tidspunkt blive hægtet af. 
 
Interviewer: Ja okay.  
 
Interviewee: Det er i hvert fald det jeg kan se i modebranchen, som jeg jo har arbejdet i i en 
del år. Jeg vil kalde den forstokket, det er virkelig sådan nogle gamle systemer, som trænger 
til at blive ændret på. Og jeg tror virkelig der er nogle af dem, som ligesom viser nogle af de 
her måder. Jeg er feks meget imponeret over Roccamore, jeg synes det er fantastisk, at man 
kan få, at man har noget at sige som kunde. Den slags ting er jeg faktisk overrasket over, at 
der ikke er flere der bruger. I hvert fald ikke hvad man kan se, det kan selvfølgelig godt 
være, at de laver fokusgrupper.  
 
Interviewer: Hvordan føler du, når du har skrevet de artikler, at forbrugeren helt enkelt 
modtager denne teknologi? Altså når det bliver implementeret. Føler du, at de consumers, 
som der er lige nu, at de er modtagelige over for denne teknologi, accepterer den eller er 
det stadig meget nyt, så folk synes det er lidt svært, eller hvad er sådan dit take på det?  
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Interviewee: Altså jeg tror ikke, at de fleste, i hvert fald dem, som ikke interesserer sig 
særligt megte for mode, egentlig lægger så meget mærke til.  
 
Interviewer: Okay.  
 
Interviewee: Jeg tror det er, for eksempel har det firma, som er Dansk Holland, der hedder 
LABfresh som laver skjorter og T-shirts til mænd med noglet silver teknologi. Jeg har lige 
købt en bluse til min kæreste, som han går med og tester af og ikke vasker i rigtig mange 
dage og det er sådan noget som han forstår. Han er sådan en mand, som skal være flot på 
arbejdet hver dag, den slags ting det tror jeg, det er i hvert fald mit indtryk, at det er det 
kunderne interessere sig for. Og så er der en lille gruppe som nogle som jer og mig, som er 
en del af alle de mange kvinder, som interesserer sig for mode, som synes det her er 
spændende og så er der selvfølgelig alt det sådan kunstneriske og Iris Van Herpen, som laver 
de her meget futuristiske kjoler, som også er 3D udskåret. Men men, for almindelige 
forbrugere, at de ville et eller andet, der gør det nemt for dem.  
 
Interviewee: Jeg tror egentlig ikke, det er noget, de tænker så meget over. Jeg tror bare, af 
feks med SonOfaTailor, som har en tilbageleveringsrate på under 5% modsat Bootz feks. 
som har på 40%. Og jeg, at de får flere og flere kunder, fordi at folk vender tilbage og kan se, 
at det her det er bare nemt for mig, det passer, den her algoritme den har ret og de ikke 
over, at der er en algoritme bagved. Det er i hvert fald mit indtryk, vi har jo ikke kun tracke 
hvem der læser de her tekster, men jeg er ret overbevist om, at det er sådan nogle som jer 
og mig, som synes det er spændende. Som har en vis form for interesse i det her.  
 
Interviewer: Nu talte vi med en bæredygtig designer fra Danmark, hvad hedder det, og så 
sad vi og talte om hele teknologien i forhold til sådan nogle Virtual Fitting rooms og at man 
som forbruger har sådan en 3D avatar, som man kan klæde på og sådan nogle ting. Hvad 
føler du i forhold til den type teknologi, fordi personligt er det ikke noget Linda og eller jeg 
er stødt på endnu. Men føler du, at det er noget folk, er meget åbne overfor, at simpelthen 
bruge teknologi til at shoppe og til at klæde sig på.  
 
Interviewee: Ja, altså det er faktisk meget sjovt, det har jeg undersøgt det her for for mange 
år tilbage. Jeg tror vi snakker måske 12, 13 år tilbage, der lavede H&M en slags virtuel altså 
på computeren, hvor man kunne taste mål ind og der var mange der ikke brugte den af 
kvinder, fordi mange kvinder har det rigtig svært med at skulle skrive deres vægt ind eller 
måle deres hofte. Og det samme var med en Dansk app, som blev lanceret, jeg tror egentlig 
også, at det er 6 år siden, som var sådan en body double app, hvor man kan finde en, som 
har samme figur som en selv og så kan man tippe hinanden om feks mig, som er ret høj, så 
kan man via appen finde ud af, hvor man kan få bukser der er lange nok og sådan nogle ting. 
Og de havde kæmpe problemer med at få et community, for det er bare rigtig svært at få 
kvinder til at skrive sådan nogle ting og lige som lægge data op og sådan nogle ting det er 
svært. Til gengæld så jeg i 2014 på modemessen af Freja Dalhsø havde lavet sådan en 
virtuelt show, hvor man sad med briller på og den slags, det tror jeg virkelig på. At man kan 
lave nogle oplevelser, som er langt mindre ressourcekrævende end de her enorme shows 
er, som jo ikke rigtigt giver mening, som ikke rigtig giver mening i forhold til 
klimaproblematikker, det tror jeg kan rigtig meget på, det skal nok komme. Noget andet er, 
at der er nogle, som på et tidspunkt fik udviklet en app, som kunne lave den perfekte jeans 
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ved hjælp af en legging. Den var så opbygget med nogle forskellige elektroder man kunne 
tage på, og så kunne den legging sige, hvilke busker og alle pasformer der passer dig. Det 
giver måske mere mening for forbrugeren, fordi man har noget fysisk man skal iføre sig og 
såfremt man havde alt den data, det har man jo ikke, så kan man finde ud af hvad der 
passer til en. Men det der med, at man skal lægge sin  
 
Interviewee: Det giver måske også mere mening. Har man noget fysisk man skal iføre sig. 
Og så kan, såfremt man havde glemt det, har man jo ikke altid kunnet mærke, hvad det til 
det der næsten decideret at skulle lægge sin krop. Og det tror jeg bliver en kæmpe 
udfordring for kvinder i Danmark, for det vil kvinder ikke.  
 
Interviewer: Fedt, tak. Det er faktisk meget brugbart, at du siger det. Fordi det er noget af 
det, vi også sidder og skal finde ud af, hvordan teknologi på en anden måde kan hjælpe med 
hele det her sustainability issue. Så det er meget, meget relevant. 
 
Interviewee: Jeg har lige to ting mere, to pointer. Det ene er, at du må sige hvis I allerede 
har undersøgt det. Der er en forsker VIA University Horsens, jeg kan ikke huske hvad hun 
hedder. Men, der er jo sådan i dag, at der er en standard krop, man laver tøj til som der er 
under 10% der kan passe og det har tidligere været sådan, at man har haft mange andre 
systemer, som lavede sådan noget, ligesom Masai feks der laver til lidt større kvinder og 
anderledes kropsformer. Det er de færreste, der som sådan er bygget helt op og ned og hun 
er så i gang med at kortægge et nyt system, der skal lave, der ligesom skal lave en anden 
målestok for kvinder og som er mere nøjagtig. Hun har haft en masse kvinder inde og har 3D 
scannet deres kroppe. Og hun ved en hel masse ting omkring, hvordan man finder tøj til 
kvinder og hvordan man kunne gøre fremtidsmæssigt og sådan noget. Hun sagde, jeg tror 
det var i London, at der var 12 forskellige systemer, for år tilbage og det har man jo gjort i 
tidligere tider og det vil hun gerne tilbage til. Ja, det tror jeg virkelig også på den løsning – 
den slags.  
 
Interviewer: Okay fedt, så hun er på det der VIA i Kolding, så kan man lige prøve at finde 
hende.  
 
Interviewee: Ja, jeg kan godt prøve at finde hende til jer. Hun var taler på dansk mode og 
tekstil. De har sådan en messe hvert år, der var hun taler. Jeg kan godt finde hendes navn og 
sende det til jer. Hun var sindssyg dygtig og har et helt fantastisk take på, hvordan man kan 
finde tøj der passer.  
 
Interviewer: Det er præcis en af de ting, som vi har med omkring, hvordan man ligesom kan 
tage og inkorporerer teknologi på en helt anden måde. Nå, hvis vi nu kører videre til næste 
spørgsmål, hvilke formål er der for de her modevirksomheder lige som at implementere og 
bruge fashion teknologi og til hvilke parter af værdikæden er det, at man implementerer 
det? Vi har været lidt inde på det, men hvis du lige vil prøve at uddybe lidt mere.  
 
Interviewee: Jeg tror helt klart, at vi ser mere og mere af det, fordi folk vil gerne have en 
gørn profil, så det er et eller andet, og der er selvfølgelig også en del Greenwashing. Men 
mange af de firmaer, som jeg beskæftiger mig med. Jeg har jo startet en blog, hvor jeg har 
undersøgt rigtig mange firmaer med en bæredygtig profil, og det er simpelthen fordi det er 
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så håndgribeligt. Det er både noget, vi kan kommunikere meget nemt, og så er det også 
noget, hvor på en lillebitte virksomhed, som starter grøn eller som har et øget grønt fokus, 
kan gøre et eller andet konkret. Ved feks. at købe nogle stoffer, som har en eller anden 
funktionalitet eller som måske er udvundet af noget, der i forvejen har været brugt. Så det 
er også i den del af værdikæden, at det oftes forekommer.  
 
Interviewer: Okay, så meget sådan i produktion eller er vi helt ud ved kunderne med et 
større foksus på sådan brugbarheden og usefulness.  
 
Interviewee: Ja, helt bestemt.  
 
Interviewer: Perfekt. Hvor effektivt er at implementere fashion teknologi? Er det noget, der 
tager mere tid, altså det er selvfølgelig noget der nok koster lidt flere penge, men hele 
effektiviteten på den lange bane? Hvordan ser den ud? Er det en investering hver, hvis man 
kan sige det sådan?  
 
Interviewee: Ja, jeg tror at fashion teknologi i forhold til, at det skal have en værdi i et 
bæredygtighedsperspektiv, er lidt mere besværgeligt. Det er altid mere besværligt at gøre 
tingene grønnere, det er altid mere besværligt at skulle finde nogle, som har en eller anden 
procentdel af noget genanvendt stof eller sådan noget.  
Prøv lige at sig spørgsmålet igen.  
 
Interviewer: Hvad er formålet for virksomhederne, hvorfor er det at de implementerer det?  
Og altså hvor i værdikæden bliver det implementeret, når man ser på effektiviteten af at 
implementere det. 
 
Interviewee: Jeg tror også, at hvis de gør det i høj grad fordi de gerne vil, de gerne vil gøre 
verden bedre. Og det har det altid været ressourcekrævende, også i forhold til at skulle 
finde nye steder, der producerer måske. Det går hånd i hånd, det her med at have en 
højteknologisk produktion og så have en mere grøn produktion. Og det er altid 
omkostningsfult af skulle finde det, der et firma, som er meget hemmelighedsfuld i 
Danmark, som hedder Rodinia Generation, som hævder at kunne producere næsten uden 
vand og også at kunne producere, det er sådan når man syer noget, så skærer man jo noget 
ud på stoffet og så er der sådan et rest produkt og hun hævder så, at hun kan skære det 
meget tættere og kun farve de steder på stoffet, i en eller anden given farve, som så skæres 
ud og det er jo sådan en teknologisk proces, som hun så har opfundet. Hun er meget 
hemmelighedsful, men hun producerer bla for Underprotection, som laver undertøj og den 
slags ting, bliver med tiden også noget, som tror jeg, bliver en selvfølge og ikke nødvendigvis 
dyrere men lige nu er det virkelig besværligt at finde de der parter og stole på, at de kan 
gøre det på lige så højt niveau som vaneligt. Og det er også det her med de stoffer. Og det 
er også det der med de stoffer, der har været mange i lang tid været stoffer, som har været 
dårlig kvalitet som er udviklet og udvundet af majs. Så det tager tid at udvikle alting. 
 
Interviewer: Okay, hvad hedder det, så igen, bæredygtighed er jo et meget bredt diskuteret 
emne og vi har lige været lidt inde på det. I hvilken sammenhæng er det, at 
virksomhederne, som implementerer det for at gøre ting mere bæredygtigt? Vi har snakket 
lidt mere om det i forhold til produktionen. Også i forhold til, i forhold til de her shows, men 
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kan du måske bare lige kommentere på det med det igen. Vi skal nemlig lige have svarene 
på alle spørgsmålene, så vi ligesom har det i rækkefølge, men også i forhold til din holdning 
og ligesom sige, hvor stor grad det faktisk er greenwashing. Måske at designer osv vælger at 
holde et show med denne teknologi, om det egentlig er sustainable for the purpose eller om 
det bare er fordi, at det er det consumers gerne vil have.   
 
Interviewee: Det er lidt svært at svare på, det er jo mange forskellige ikke også. Men jeg tror 
altså, jeg tror de fleste kunder som mere beviste er ligeglade med om der er en drone på 
scenen, eller om der er 3D printet – altså det er bare ikke det samme segment. Min erfaring 
er klart, at de mennesker, som går op i mode de vil gerne have, at der er en anden konkret. 
Altså at der er noget, de skal bruge, eller noget tøj, der bliver lavet bedre eller i hvert fald. 
Der er lavet forskellige undersøgelser, der viser at folk køber først og fremmest tøj, fordi de 
synes det smukt og dernæst er der sådan et stigende segment. Men de synes, det er meget 
fedt, at det på den måde har noget ekstra at udvundet på en bedre måde, den slags ting. 
Men jeg tror altså, de der fænomener, som man ser som mere kunstnerisk relateret, det kan 
selvfølgelig godt være, at der kommer mere af det fremadrettet, men det er et meget lille 
segment, som synes at det er interessant, det er jeg i hvert fald ret sikker på.  
 
Interviewer: Nu har vi talt lidt om AI i forhold til produktion og sådan noget 3D print og VR 
og AR. Er der andre af sådan nogle teknologier, som vi ikke lige har nævnt, sådan som du 
kender, som virksomheder også bruger i forhold til måske at være mere bæredygtige eller 
resten af produktionen i sig selv? 
 
Interviewee: Jeg har oplistet dem her, som jeg har kendskab til, der var Augmented Reality, 
som det her med app’en og Freja Dahlsø og virtuelt show. Og så er der det her med 
algoritmebaseret forslag feks. SonsOfATailor eller Stitsfix, som udvælger tøj ved hjælp af en 
virtuel stylist. Ja, så er der kundeservice, alt det her med at være bedre til at rådgive og 
hjælpe folk altså online feks også Nordic Tailor, som er en skræddervirksomhed, som er 
100% online hvor man bare kommer og henter tøjet og man kan uploade billeder af, 
hvordan man gerne vil have at tøje skal se ud og hvordan man gerne vil have det ændret. Nu 
skal jeg lige se, hvad jeg mere har på listen.  
Ja, specialdesignet tekstiler, jo og det der med stoffet og det der med personificering bliver 
også mere udbredt, at man har mulighed for at vælge vasken på sin buks, der er et engelsk 
firma, som hedder Un-made, hvor man kan gå ind, de har nogle butikker i London og så kan 
man via en iPad  selv vælge, hvordan en rigtig lækker bluse i noget Cashmere uld skal være, 
hvis man selv vil designe den og man gerne vil have ekstra lange ærmer. Og den slags 
teknologi, som hjælper på dette, det tror jeg også vi kommer til at se rigtig meget af.  
 
Interviewer: Lige for at opsummere, så man som forbruger kan personificere sine køb og 
designs mere og mere.  
 
Interviewee: Ja, jeg var på en festival, som hedder Bread & Butter, som Zalando afholder 
hvert år. Jeg var på den for 2 år siden og de havde sådan nogle forskellige ting med. Altså 
den er lavet for helt almindelige mennesker, og ikke som sædvanligvis for branchefolk, som 
modemesser normalt kun er, så var det for almindelige mennesker. Og de havde så, så man 
fik sådan et armbånd med en chip, hvor man kunne scanne og gå ind og se nogle forskellige 
ting og de havde kæmpe fokus på personificering og de havde alle mulige mærker fra Nike, 



 189 

som havde forskellige maskiner med ind, hvor man kunne få lavet ting. Man kunne få 
printet ting af sig selv, eller man kunne få tegnet noget.  
Hele the setup var, at man kunne få lov til selv at være med helt inde i designprocessen og 
lave noget personligt. Det var super vildt.  
 
Interviewer: Ja, det er jo virkelig at tage det til next step. Altså du har en forretning, som 
giver forbrugeren et udvalg, som forretningen har valgt til, at du så selv kan bestemme 
hvordan det hele skal se ud.  
 
Interviewer: I forhold til den her implementering, man laver af fashion teknologi i hele value 
chain, altså hvis man ligesom fokuserer på kunde delen, hvor stort et fokus føler du, der er 
på sociale medier, at det ligesom skal passe til de sociale medier, at der lige som er et 
purpose, hvis vi nu igen snakker om et modeshow? Altså har man lige som noget hvor du 
har, hvor du får content til de sociale medier. Hvor stor fokus føler du, at der er på sociale 
medier i den her branche med fashion teknologi? 
 
Interviewee: Det er ikke særlig stort, det er det stort i forhold til Nike igen, og Adidas, som 
har forskellige samarbejder med feks. en maratonløber og så har de en masse content ud 
fra det, hvor de viser, at den her sko som er 3D printet den vejer altså 11gram mindre  
Etc. og på den måde så spinder de jo en masse content, men det er. Altså jeg ser det 
udelukkende i forbindelse med en bæredygtig sammen, hvis det bliver sådan på de sociale 
medier. Der findes forskellige profiler, som har sådan nogle opsamlingsprofiler på 
Instagram, som viser alle de nye FashTech ideer i verden inden for mode, men ifht. enkelte 
firmaer så skal der være et eller andet higher purpose og som reglen noget der er 
bæredygtigt og så synes jeg også det bliver, det bliver sådan tit nedtonet, for det kræver 
som reglen, ofte en specialviden at forstå den her teknologi og også formidle den så folk 
synes det er interessant, så ofte så kommer det bare til udtryk, som at det her er udvundet 
af græsstrå og så med en eller anden teknologi, eller et eller andet. Det er sjældent bare et 
fokus i sig selv.  
 
Interviewer: Ja okay, tak. Men hvis man nu skulle tage en kanal, nu nævnte du før selv 
Instagram, føler du så det er den kanal, hvis man har et budskab eller skal finde noget, at 
det så er på Instagram, at man ligesom kan finde det?  
 
Interviewee: Ja, altså jeg tror, hvis man gerne vil læse noget, som er mere dybt så finder jeg 
det på Business of Fashion, der har de nogle meget lange artikler, men også tit ekstremt 
lange artikler. Så man skal virkelig sådan have lyst til at læse om det, for at sige det. Så det 
er ikke noget, som sådan er udbredt, den teknologi som ligger bag.  
 
Interviewer: Nej okay, så det er lidt, hvis man nu skal snakke om målgruppen, så er det nok 
lidt mere folk, altså som du sagde tidligere som er os, som ligesom har en interesse. Så det 
er også dem, som I snakker til måske, folk der er lidt mere interesseret i teknologi? Altså, 
holder man kommunikationen inden for den målgruppe? Især hvis man også beholder alle 
artikler til online magasiner osv. kun til en målgruppe. Det virker som om det bliver lidt 
snævert måske, at man ikke spreder det mere ud og henvender sig lidt bredere eller er det 
bare mig, der forstår de forkert? 
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Interviewee: Altså vi skriver, i hvertfald på Elektronista, der skriver vi til folk, som ikke har 
en specialviden inden for teknologi og det er helt almindelige mennesker, som har en 
interesse men som man ikke må tabe. Så den gruppe jeg skriver til er jo kvinder, som er 
mode interesseret og som også teknologi interesseret og det er meget sjovt, det er ikke en 
stor gruppe. Men jeg skriver selvfølgelig også om mange andre ting, men det som jeg sådan 
mest er stødt på det er sådan brancherelateret, så det er lange artikler, som forklarer for 
eksempel brugen af kunstig læder, som er ved at blive udviklet i et laboratorium i London, 
og måske så nogle interessenter kan alle kan forstå det og købe ind på den præmis, at 
begynde at bruge det i deres produktion. Men det er sådan, man skal sådan lidt lede efter 
det selv for at finde det synes jeg.  
 
Interviewer: Det er jo meget interessant, at touch base med. Så hvad, hvad føler du, når du 
sidder og skriver disse artikler? Hvordan føler du så, at dine læsere reagerer på hele denne 
her implementering af fashion teknologi? Altså hvad deres respons været til det og til 
brugen af det. 
 
Interviewee: Hmm, altså det er ikke altid at folk kommenterer så meget, synes jeg. Men vi 
har helt udmærket læsertalt, så det må sige sig selv, så det må betyde at folk i en eller 
anden form synes det er spændende. Men jeg kan også mærke, at det må jo ikke sådan 
blive for sci-fi agtigt. Det skal ske enten være noget folk kan bruge eller noget, som er sådan 
lidt sjovt som feks de her droner, som er ret fede at tage billeder af. Men, det må ikke være 
for højtravende, og det er også mange. Der er mange, der føler, at lige så snart man taler 
om mode, så er der mange der får nogle parader op, måske fordi de føler at det ikke rigtigt 
er noget, som de er gode nok til at mene noget om eller sådan. Det oplever jeg mange 
kvinder der har, sådan, at de synes, om man er nok modeagtig til at kunne udtale sig om et 
eller andet. Men altså, det er altid noget, som jeg oplever folk synes er spændende. Hvis 
man snakker om det, som vi gør nu, men igen på en måde hvorpå de kan relatere. Og så 
oplever jeg også, når jeg selv har snakket med folk om det her, så er det ikke, de tænker ikke 
over alle de her ting, altså implementeringen af teknologi i mode. Det er ikke noget de 
tænker over, pludselig er vi begyndt at købe alt vores tøj online eller vi køber kun vores tøj 
via Instagram og sådan nogle ting. Det er sådan en udvikling, som man ikke forbinder med 
teknologi, fordi det er sådan en implementeret del af vores hverdag.  
 
Interviewer: Okay, så hvis teknologi skal implementeres og forbrugerne skal optage det, så 
skal det gøres lidt mere smooth? Hvor det bare bliver en langsom del af vores hverdag.  
 
Interviewee: Ja, bestemt. Og jeg er også sikker på, at det er derfor, at det kommer til at 
vinde inpas mere og mere fremafrettet. Men det kommer også til at vinde inpas på den 
måde, at folk ikke lægger mærke til det men ligesom bare søger, herhenne kan jeg få en 
rigtig god kundeservice og jeg ved bare, at hvis jeg skriver til dem her at noget går i stykker, 
så sender de bare en ny eller sådan. Så man selv gør tingene, det er ligesom meget rart.  
Og jeg tror, det kommer an på denne mærkelige måde. Før alt det her med at gå ned i en 
butik og 3D printe sit eget tøj og sådan nogle ting, det ligger lidt sådan, længere fremme i 
tiden.  
 
Interviewer: Okay. Hvor stor en del af de her kvinder, som er de primære, som du skriver 
til? Hvor stor en del af dem som bruger, har faktisk købt sådan et tørklæde med lys i, som 
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du har skrevet en artikel om og en taske, der kan oplade mobiltelefonen. Altså hvor mange 
bruger det egentlig fordi man kan jo godt synes, det er interessant, men det der med, at 
man faktisk køber det og bruger det i sin hverdag. 
 
Interviewee: Det har jeg ikke indtryk af, at der er særligt mange der gør. Igen, det er sådan 
noget, som altid er sjovt at læse om og på Elektronista er det jo også noget om at skrive 
nogle artikler, som folk begejstres over eller som underholdendee. Og den her taske med lys 
i, den var jo absurd dyrt, at den var bare virkelig dyr og fra et bæredygtighedsperspektiv, så 
vil jeg heller ikke anbefale nogle at købe det her tørklæde med ledninger på, så fordi jeg 
synes, det er alt for specifikt. Jeg tror man bliver træt af det om nogle år. Jeg vil hellere købe 
et i en klassisk farve og god kvalitet. Det var også god kvalitet dog, så så, jeg skal selv til at 
skrive noget om FashTech på min egen blog, som så kun skal have en bæredygtig fokus og 
det er meget sværere. Men jeg tror også, at jeg på sigt vil kunne nå ud til nogle kvinder, som 
rent faktisk kan bruge det til noget.  
 
Interviewee: Hvor er det Elektronista, det er mere oplysning og se hvad der sker, og er 
modeverdenen ikke vanvittig eller den slags. Og jeg er ved at lægge en plan for det, kva at 
jeg skal starte job i morgen og får mindre tid, men jeg tænker meget sådan at fortælle 
kvinderne om, hvordan de selv kan bruge det og feks så vil jeg helt vildt gerne lave et 
samarbejde med SonsOfATailor, som en perfekt gave til sin kæreste, sådan den slags ting, 
hvor man kan få en konkret hjælp til – her får du bare en t-shirt der bare passer og som du 
så bliver ved med at købe år efter år. Den koster godt nok 600 kroner, men til gengæld så 
bliver den ikke skæv i syningerne og den slags ting. Men jeg ved det ikke konkret, for der er 
ikke nogen, der skriver om den slags. De kvinder og modebloggere, som skriver om 
bæredygtighed, de har slet ikke det fokus, så det er et helt nyt område og dem på 
Elektronista, det er nok først og fremmest nogle, som interesserer sig for teknologi. Men ja, 
jeg håber det er, jeg har en god fornemmelse af, at, at der er nogen som synes, at det er 
spændende, men igen kun hvis det er noget konkret der kan hjælpe dem.  
 
Interviewer: Okay, jeg får lidt sådan et billede i hovedet af det du siger, for ligesom at 
forestille mig det. Altså du har ligesom dele af teknologien, som der bliver implementeret og 
den er nem at bruge, og det bliver nemmere for folk at forholde sig til dem. Og så har vi det 
her som sådan, som vi har snakket om, som måske er lidt vildere, hvor folk bliver imponeret 
og tænker wow, det bliver meget futuristic. Så derfor tager folk måske i starten afstand, så 
det er derfor væsentligt, at der skal være en glat overgang i implementereingen før 
forbrugeren tager et aktivt valg i at implementere det i deres dagligdag. Er det rigtigt 
forstået?  
 
Interviewee: Ja, præcis.  
 
Interviewer: Når vi så snakker om de her forbrugere, er det noget som folk efterspørger, nu 
er der jo selvfølgelig folk, der har en interesse for det. Men er der også folk, der efterspørger 
fashion teknologi fra modevirksomhederne, at de skal implementere noget 3D for at være 
mere bæredygtige eller er det modevirksomhederne, der implementerer det først? Eller er 
det forbrugerne, der har et behov for det, som efterspørger det? 
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Interviewee: Jeg tror ikke at der er mange forbrugere der efterspørger teknologi på den 
måde. Det tror jeg ikke. Jeg tror, at det er. Jeg tror, de fleste mennesker de shopper efter 
sådan deres desire efter hvad man lige har lyst til, og hvad der lige er mest sådan convinient.  
Og det er ligesom, hvor man kan man få den bedste service, som så er teknologibaseret, 
eller at man kan få noget, som kan blive lavet lidt længere på ærmerne, fordi det altid er for 
kort til mine lange arme. Så jeg har ikke, så jeg har fulgt rigtig meget med, os i forskellige 
bæredygtighedsgrupper, på Facebook og hos de forskellige bloggere, der findes. Og der er 
ikke en, der nævner den slags. Altså det er  ikke det, de tænker på, når de efterspørger 
bedre tekstiler hos virksomheder for eksempel, som er sådan noget lavet af et eller andet 
gammelt feks fiskenetstof, så er det ligesom altid med det bæredygtige fokus for øje. Nej, 
jeg har ikke hørt fra nogle omkring det, det er mere gode ting som silvertec undertøj, hvor 
det er virkelig smart at du kan få en trusse, til når du har din menstruation, som så kan holde 
i stedet for et bind, det er mere den slags ting, som er smarte. Jeg tror ikke, at det i sig selv 
er så eftersprugt, men jeg enten at det har, enten er det fordi folk ønsker mere 
bæredygtighed, eller også er det fordi de selv ubevidst går efter en service, som er mere 
involverende og mere kundepleje, når man er kundeminded. 
 
Interviewer: Nå, vi har jo sendt lidt til dig også omkring denne her Carlings Digital Collection, 
det er ligesom den case, som vi tager udgangspunkt i. Og helt overordnet hvad tænker du 
om det, når du, når du ser det, da du så det første gang? 
 
Interviewee: Jeg har faktisk kendt Carlings Collection siden den kom ud, fordi min kæreste 
er bedste venner med ham, som indtil for nylig har været chef på Vice, så det er ikke nyt for 
mig. Jeg har godt stiftet bekendtskab med det før og første gang jeg så det, synes jeg det var 
interessant, men igen i forhold til en Elektronista artikel. For mig er det er rent sci-fi. Og hvis 
man tænker på, hvad modens problem er, så er det overproduktionen. Og så er det, at vi 
har tøj i meget dårlig kvalitet, som vi bruger, tendens baseret tøj, som vi bruger meget kort 
og så smider væk. Og den kære Elske Skjold hun siger selv, at ”brugsfasen, folk der har en 
kommerciel interesse i brugsfasen, den findes der meget lidt af” og det her det er, det 
springer ligesom alle de her ting over. Og så er det også henvendt til et meget, meget lille 
segment, tænker jeg, som rent faktisk fordi har det her meget specielle tøj, og så fordi det er 
forbeholdt nogle, som er meget aktive på Instagram eller i hvert fald helt op to date med at 
kunne iklæde sig noget tøj, som er virtuelt baseret. Så jeg synes, der er så meget andet, som 
er langt, langt væsentligere end det her. Derfor ville jeg for nogle år siden skrive en artikel 
om det, men jeg ville aldrig tale det op. Jeg synes også, at det var interessant i den video I 
sendte, så er der en gruppe af 6 mænd, som ligesom rygklapper hinanden fordi de får en 
pris og sådan, og jeg tænker bare, de her mænd har de forholdt sig til det, jeg kan godt 
forstå at de siger det her med, modens ressourcer og man kunne ligesom komme bag 
problemet ved at have det her tøj på og sådan noget, men de her mennesker, som bruger 
det her tøj, de har jo rigtigt tøj på selvom det er virtuelt baseret, hvad med det? Og hvad 
med alle dem, som er trætte af deres tøj og ikke kan finde noget de kan være glade for, det 
er sådan hele præmissen for de problemer, der er i modebranchen, den forholder sig ikke 
rigtigt til.  
Så det ja, men det er et sjovt gimik.  
 
Interviewer: Meget, meget, meget interessant, og også bare sådan i forhold til hele vores, 
altså hvor realistisk det jo netop er. Fordi når du sidder og fortæller os omkring, hvor 
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smooth implementeringen af teknologi skal være for at forbrugerne vil benytte det, og så 
tager man noget her, som er sådan meget, altså vil vi sige far out i forhold til, at du skal ind 
og så får du virtually fittet et outift og så videre. Der er lidt lang vej derhen måske. Men 
tænker du, at det ville være noget som, som forbrugeren på nogen måde ville synes ville 
være interessant at kigge på og bruge? Hvad tænker du om det?  
 
Interviewee: Jeg kan forestille mig, at denne teknologi vil være rigtig god at kunne bruge 
online i noget tøj, som man ønsker sig, som et virtuelt showroom eller et virtuelt 
omklædningsrum. Jeg ville ønske, at man satte noget konkret bag det, og så 
implementerede det på en eller anden måde, så folk kunne købe noget tøj, som de virkelig 
kommer til at bruge i mange år. Og på den måde, så håber jeg lidt at teknologi vinder frem, 
men som det er nu. Måske er jeg for gammel til at være i det segment, men jeg kan ikke 
komme i tanke om et menneske i min omgangskreds, som ville synes at det der var fedt at 
have på sin Instagram, jeg kan simpelthen ikke forestille mig det. Altså, det kan jeg ikke.  
 
Interviewer: Okay, jeg ved ikke om din kæreste har fortalt dig det i sammenhæng med at de 
launchede The Digital Collection, men hele ideen også bag det, var at prøve og møde den 
her trend, som er på sociale medier. Med at brugerne føler at de skal skifte tøj og garderobe 
hele tiden og de her influcencers, som lever enormt højt på at man skal skifte ud, og det skal 
bare være nyt. Så der er jo et enormt stort forbrug, altså takket være Instagram er 
modeindustrien nærmest vokset næsten 60 procent på grund af sociale medier, fordi der 
bare er en vild tøjtrend på Instagram og det var jo lidt fra den trend, at man fik en ide til The 
Digital Collection. Det var at se, hvorvidt man kan prøve at imødekomme det her ekstreme 
behov for at have nyt på hver dag og så minimere den efterspørgsel, som man har på fysisk 
tøj. Så man kunne vise noget lidt mere kunstnerisk på Instagram og man så faktisk har de 
samme joggingbukser på hver dag i en uge. Hvad tænker du om hele den ide med det, hvor 
man prøver at imødekomme med teknologi, den her overproduktion der er af tøj lige nu.  
 
Interviewee: For mig set er det ren symptombehandling. Vi har et problem online på sociale 
medier, hvor man fx mange influencers som du selv siger, som viser tøjet, meget ofte er 
enormt forbrug. Jeg synes, at det er et problem med meget hurtigt skiftende tendenser af 
rigtigt tøj, og så laver man noget virtuel, som man hurtigt skiftende tendenser af virtuelt tøj. 
Og så kan man ligesom bruge det, fordi det ikke er rigtigt. Jeg synes, at hele problemet med 
branchen, det er netop vores opfattelse af tøj, som en ubegrænset ressource, som hele 
tiden skal give noget nyt, og det holder i kort tid og så smider vi det væk. Det er det som er 
forkert, og det er det som skal ændres og det tager man overhovedet ikke med, med denne 
teknologi. Jeg synes i stedet, man meget hellere skulle fokusere på, og det er de her 
influencers nok de sidste der gør, men fokusere på at skabe noget tøj, som folk virkelig 
holder af. Hele det her med, at få garderoben, glæden tilbage. At finde et eller andet, som 
man virkelig holder af eller få repareret noget, som man har arvet eller et eller andet. At få 
noget holdbart tøj, som man kan være glad for og bruge mange år. Det er det, som er det 
væsentlige. 
 
Interviewer: Vi er jo meget enige. Vi har jo bare taget det her ind, fordi vi synes det var en 
super fed case og fordi det var noget helt andet.  
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Men for lige at gå lidt tilbage igen, i forhold til alt det her med produktion, og at vi køber 
rigtig, rigtig meget og sådan nogle forskellige ting. Du kom lidt ind på det tidligere i 
forbindelse med den virksomhed, hvor deres return er enormt lav, SonOfATailor.  
Altså tænker du, hvis vi snakker om alt det her produktion og sådan noget, tænker du så at 
et virtual fitting room, hvis man nu tog nogle step tilbage dertil. Kan det så være være med 
til at minimere alt den her return og folks overbestillinger. Fordi der er jo rigtig mange af 
vores bekendte, som bestiller 14 ting fra ASOS og så sender de 13 ting tilbage, hvor man jo 
forbruger så meget transport og plastik på den vane. Så hvis man nu ikke har prøvet det 
først eller havde sin digitale kollektion, men man måske havde et digitalt fitting room i 
stedet, kunne det måske være en måde at imødekomme det på en eller anden måde?  
 
Interviewee: Ja, i høj grad. Ja, jeg tror stadig, der er langt til at det kommer til at fungere. Og 
jeg vil stadig ønske, at der var en efterspørgsel på, at man i en eller anden grad kunne prøve 
noget tøj og så måske kunne købe det i andre farver online, made to order. Det ser bare ikke 
sådan ud. Der er meget få, der efterspørger de rigtigt i de fysiske forretninger. Men det er et 
kæmpe problem og en del af problemet, det er også markedsføringen tror jeg. Feks  Boozt 
de havde her sidste jul en meget stor busreklame, hvor der stod u-bøvlet  tilbagelevering, så 
deres key point var ligesom, du kan godt få leveret alt dit tøj tilbage meget nemt  og det er 
jo rimelig sindssygt, kan man sige. Og den slags ting det kunne jeg godt tænke mig blev 
minimeret, det ville jeg synes var helt fantastisk. Og så har jeg set en tendens, som jeg tror 
f.eks. den her bluse, den kommer fra noget der hedder  
September Salon, det er et Århusiansk firma, der er startet op af to kvinder, som har været i 
modebranchen i mange år og de er igen, når vi skal tale om fremtid lige om lidt, de er gået 
tilbage til gammeldags salonvisning. Så de hyrer sig ind, på feks. Stay da jeg var der, og låner 
en suite og så har de hele kollektionen syet op og så i forskellige størrelser og de har også 
størrelse 42. Og det er tit noget man ikke har, for når man syer kollektioner op i 
modebranchen så er det altid størrelse 34 eller 36, og så inviterer de nogle kvinder, man kan 
sådan komme ind og man får nogle treats, og så får man et ark, og så kan man se den her 
bluse, den kan du også få i de her farver og så forklarer de alt om tøjet. Hvor det er lavet 
henne, hvem har lavet det, under hvilke forhold, hvad for nogle farver du også kan få det i 
og så videre.  
 
Interviewee: Og den her, som jeg bestilte den kom efter 6 uger og er lavet til mig, for jeg 
kunne prøve den i min størrelse, men kunne så bestille i min egen farve, så jeg valgte rød og 
helt fantastisk, for den er produceret til mig. De har et meget lille lager, så de laver kun hvad 
der er bestilt og det er det, der hedder Made to Order. Jeg prøvede den sammen med de 2 
designere, som vejledte mig med størrelse og farve, så det var så tæt på skræddersyet, som 
man kan komme og jeg er så glad for den, jeg går ellers aldrig i så kraftige farver, men den 
slags. Igen tilbage til den lidt gammeldagsmåde at gøre det på,  
der var i fantastisk stemning i dette rum af kvinder i alle størrelser der prøvede tøj og var 
sådan helt excited over at få hjælp og nogle der interesserer sig for og de tilretter tøjet. Den 
slags tøj tror jeg vi kommer til at se rigtig meget af.  
 
Interviewer: Okay, så det er jo faktisk lidt en kontrast til at gøre det hele teknisk. At man 
faktisk på den anden side af det online univers, kommer til at savne den her omsorg lidt, 
som man faktisk får i forretningerne, fordi det hele bliver online. Og det er nok også derfor, 
kan man så sidde og lave hypoteser omkring, at der kommer enormt mange fejlbestillinger 
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og så videre, fordi folk de bestiller bare, og der er ikke noget, du kan ikke røre ved, du kan 
ikke mærke det. Så du kan ikke få fornemmelsen af, hvor tøjet kommer fra versus at man 
går ned i en forretning og står og har en dialog med en salgsassistent og så sådan nogle ting, 
så der kommer måske lidt et skel der faktisk.  
 
Interviewee: Ja, lige netop. Men man skal også huske på, at de her virksomheder, de er jo.  
Den virksomhed er ikke særlig gammel, den er måske sådan en 3 år eller sådan noget. De er 
jo internetbaseret i en langt højere grad end Elise Gug, som jeg har været i, som er sådan en 
Dansk-Italiensk virksomhed, som har eksisteret i en del år. De er jo, alt deres 
kommunikation er online via den her platform, som de har, altså deres hjemmeside og så på 
Instagram. Alle deres invitationer, som de sender ud til de her events de foregår online, alt 
deres bestilling og den slags ting, hvor man kan gå ind og ændre som kunde, alt det er jo 
online baseret. De tager jo sådan, de bedste ting fra de verdener og gør det fuldstændig u 
bøvlet for kunderne samtidig med, at de har et grønt fokus og samtidig med, at de giver den 
omsorg, som du siger, som er fuldstændig rigtigt hvad du siger. Det er jo i høj grad internet 
baseret, det er jo bare på en anden måde. Jeg tror, jeg håber så inderligt, at det er den vej vi 
går. Det håber jeg det er, i hvert fald for dem, som gerne vil have noget ordenligt. Den her 
trøje var også virkelig dyr, men jeg synes også, at det var rart at vide, at den var lavet til mig 
og der ikke nogle, som har lidt i Bangladesh for at lave den.  
 
 
Interviewer: Nej det er rigtigt, men hvad nu hvis vi lige går lidt tilbage til hele det her 
Carlings, og den Digital Collection, så efterfølgende så implementerede de den her ”The 
Statement T-shirt”, hvor de ligesom lige gik et par skridt tilbage. Hvor man så kunne have en 
hvid t-shirt på og så med brugen af AR teknologi, så kan man tilføje nogle forskellige print 
på, for igen lidt at møde den her efterspørgsel der er på noget unikt og noget specielt. Hvad 
tænker du om den måde at bruge teknologi? 
 
Interviewee: Altså, den del af det har jeg ikke selv set, men det lyder meget sjovt. Der er 
noget med noget personificering, hvor man kan få noget i stil med det, man selv har lyst til, 
og man kan måske forestille sig i højere grad at få brugt tøjet, når man selv har valgt, hvad 
der skal stå på den. Det synes jeg er fint den slags, så længe det er så er en t-shirt der sidder 
ordenligt på folk, som er i god kvalitet og den slags. Det hele skal ligesom hænge sammen. 
Men jeg synes, den der måde med, at man kan. Altså, var det noget der sådan rigtigt fysik 
stod på t-shirten eller var det et filter online?  
 
Interviewer: Nej, det er et filter på Instagram, så det er ligesom igen noget, der supporter 
det her behov der er på Instagram. Som de talte om, så kunne man eksempelvis købe et 
Gucci logo eller et andet logo, da det lige nu er en meget stor trend på Instagram, at alt skal 
være labels. Så det var lidt mere den ide, at man bare havde en hvid t-shirt og så kan man 
bare tage filtre på, for ligesom at kombinere teknologi og så gør det personligt. 
 
Interviewee: Jo okay, jeg var af den opfattelse, at det var noget der var der fysisk. Det er 
selvfølgelig lidt det samme, det er ligesom med til at skabe en kultur omkring den her 
hurtighed og den forandring, hvor det måske skal være nogle labels man har råd til, så kan 
man måske få tilgang til dem på den måde. Det synes jeg måske er lidt ærgerligt.  
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Men jeg kan godt forestille mig, at det kan blive brugt i en anden sammenhæng, altså 
statement trøjer kan være enormt kraftfulde og har været en stor del af moden siden 
70’erne og har skabt subkulturer. Og selve ideen synes jeg er fin, men at man kan vise sit 
statement. Der har også været en stor kampagne på Instagram, hvor man skal finde ud af, 
hvem der har lavet ens tøj, hvor man har sådan nogle skilte, som siger ”Who Made My 
Clothes” og den slags tiltag, har man jo mulighed for at lave i endnu højere grad fordi det 
sådan er internet baseret og Instagram baseret. Selve ideen synes jeg er fantastisk, jeg synes 
bare den skal bruges på den rigtige måde.  
 
Interviewer: Ja, vi er helt enige.  
 
Interviewee: Men vi er faktisk nu ved at være ved sidste spørgsmål. Jeg har lige sådan en 
indskudt kommentar, som jeg lige kom til at tænke på. Fordi nu sad du lige og fortalte om 
den her trøje du har på, den koster jo lidt og hvordan er den målgruppe, som I skriver til på 
Elektronista, hvor gamle er de? For lige nu ser vi en generation af unge mennesker, som er 
meget tech native, med en meget bred gruppe af unge mennesker, hvor alt skal foregå 
online, men som måske ikke har midlerne til at købe en så lækker sweater, som er så 
personlificeret. Så hvem er det I henvender jer til? Er det sådan lidt ligesom os, eller lidt 
ældre eller hvordan?  
 
Interviewee: Det er to forskellige segmenter, som rammer med bloggen og så med 
Elektronista. Med Elektronista er det både mænd og kvinder, men der er en overvægt af 
kvinder ca. 60/40. Og det er nok i alderen fra 25 – 65, som det nok rummer, så det er jo en 
kæmpe stor gruppe. Og dem som jeg skriver til, det er kvinder, som er lige som mig selv, jeg 
er selv 33, så omkring min alder. Så fra 27 – 50 år vil jeg tro. Jeg har også inde på min blog 
skrevet en FAQ og der nogle links til nogle artikler, som også berører området, hvor at 
bæredygtig mode er 15 – 40 % dyrere og det er selvfølgelig et aktivt valg at købe nogle af de 
her ting, som er udvundet bæredygtigt. Det koster mange penge at implementere teknologi, 
som er bæredygtigt og det er bestemt segment. Der er også lavet en undersøgelse for nylig, 
som jeg også har linket til, som viser at Danskerne i høj grad er interesserede og villige til at 
betale lidt mere for tøjet, hvis det ligesom er lavet ordenligt. Så det er lidt 2 forskellige 
segmenter vi skriver til.  
 
Interviewer: Men føler du, at der måske kunne være fordi, at det jo er den lidt ældre eller 
den modne kan man nok mere kalde dem, som I henvender jer til, som også er 
interesserede i det. Tror du, at der sådan et skel med, at man ligesom har den her unge 
generation, som jo som jo er enormt interesseret i teknologi og opvokset med det, men som 
måske slet ikke har midlerne til at tage de her bæredygtige initiativer og ligesom følge med 
og så bare fortsætter med bare at købe og købe, fordi de slet ikke kan følge med i det lidt 
dyrere segment. 
 
Interviewee: Jamen, det er der da selvfølgelig, det er klart. Selvfølgelig. Og det er, dem som 
også vil gøre brug af Carling’s, med det her virtuelle tøj det er nok også den generation, som 
er meget hurtige og som er meget på nettet. Men jeg har også læst, i de her Greta Thunberg 
tider, at det er en generation, om er meget bevidste omkring miljøet og det kan jeg også 
godt forestille mig, kommer til at spille en stor impact på moden. Der har været nogle 
forskellige artikler og på Business of Fashion, omkring det her med den unge generation og 
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et eksempel med nogle, som valgte at blive gift i noget second hand, fordi det var en 
fuldstændig vanvittig tanke, hvilket det også er, at købe en kjole til x antal kroner kun til et 
bryllup, så jeg tror også, at vi kommer til at se en meget større bevægelse af de her 
mennesker, som er helt fremme teknologisk, men som også har den her bæredygtige 
tankegang med. Jeg havde lige en pointe mere, men nu kan jeg ikke huske den.  
 
Interviewer: Det er så fint, så stiller jeg bare det sidste spørgsmål. Hvad ser du i fremtiden 
når vi taler fashion og teknologi? Hvor bevæger vi os hen og hvad kommer vi til at se mere 
af og hvad er det næste, som vi som forbrugere kommer til at bruge og benytte os af?  
 
Interviewee: Jeg kan huske, at der begynder at være flere og flere, der har fokus på 
FastFashion. Butikker eller mærker, som har en eller anden form for bæredygtighed som 
consious for eksempel hos H&M. Hvor man kan sige, er det bæredygtigt? For eksempel hos 
H&M er det jo bæredygtige tekstiler, men det stadig udvundet på deres fabrikker, som har 
en ikke bæredygtig produktion, det er måske farvet på en ikke bæredygtig måde, men det er 
stadigvæk bedre og der har man mulighed for at købe noget, der i hvert fald er bedre. Så 
det hylder jeg også, altså den slags for her kan den unge generation være med og hvad 
sagde du så, med fremtiden ikke?  
 
Interviewer: Ja, det var bare sådan, så sidder vi her og hvad tror du er det næste, som der 
kommer til at ske og vi kommer til at benytte os af? Hvad for en vej går Fashion Teknologi.  
 
Interviewee: Jeg tror og det er faktisk med udgangspunkt i mange af de podcasts, som jeg 
har hørt med Else Skjold, at der kommer til at blive implementeret sy-robotter, der er 
allerede nogle i Danmark og det gør selvfølgelig at rigtig mange kommer til at blive 
arbejdsløse og så Else Skjold, hun tror så, at der kommer et meget større fokus på at 
reparere tøj og det tror jeg også. Der sidder en masse mennesker, som kan en masse 
teknikker. I vores del af verden, hvor vi sidder der har vi jo ikke nogen tekstil produktion, og 
vi har sådan et helt erhverv, som vi har glemt altså det her med at sy og udvinde stoffer og 
sådan nogle ting. Og det tror jeg hun har ret i på sigt, at der kommer det og så tror jeg og 
det er også det jeg ser med bæredygtighed, jeg tror der kommer meget mere fokus på at 
komme tilbage til de her dyder, sådan som er lidt gammeldags og vi kan hjælpe med. Og i 
gamle dage, hvis du tænker på feks. Matador, så ude på Bakken har de en rekonstruktion af 
Skjerns magasin og det satte i hvert fald tanker i gang hos mig, at man gik ind sådan et sted 
der og så kunne man få noget, som passer til en ligesom med SonofaTailor og September 
Salon. Det er en gammel måde at anskue tingene på, som kommer igen, men hvor vi bruger 
teknologiske virkemidler for at få det til at ske og også det her med at genbruge ressourcer 
og få så meget ud af knappe resourcer som muligt. Det er også en gammel tankegang og så 
det her med det skræddersyet og få det tilrettet og det her med at bruge det i lang tid. Det 
tror jeg, at teknologien hjælper os med at komme tilbage til. Det er i hvert fald det jeg sådan 
ser mest og så håber jeg også, at alle de andre ting med virtuelle showrooms og sådan 
kommer, så det kan hjælpe os med at blive bedre til at vælge ting. Jo, og så også en anden 
ting, så stødte jeg på en app der hedder, CatWell, det er en app, hvor du kan få 
systematiseret hele din garderobe og så kan den hjælpe en til at vælge ud, hvad for noget 
tøj man skal have på, sådan en stylist i lommeformat og det er skide smart, for så kan man 
blive bedre til at bruge det tøj man allerede har. Den slags ting, det tror jeg også vi kommer 
til at se meget af, en slags hjælp til både kvinden eller manden. Så man kan få hjælp til at 
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gøre brug af nogle af de ting man har eller hvad mangler man og hvad der passer bedst til 
en. Så det tror jeg også vi kommer til at se mere af, hvad passer til en og sådan.  
 
Interviewer: Fedt. Tak! Linda har du noget? Well, if I can just take it in English. It is just in 
regard to the comments you made about the future of fashion. I feel like, they are all 
initiatives that indirectly is hopefully gonna lead the Fashion Industry towards a more 
sustainable way, because now that you talk about repairing clothing and custom fitting, it’s 
all like things will most likely make people buy less and that’s gonna make the big 
companies produce less. I as an example, sometimes as a student with the budget that I 
have go to H&M I admit it and buy a pair of jeans for like 250 kr. and that’s a good price, 
they fit well and a few weeks later they get to big or they get out of fit and that’s when I 
would normally go back and buy a new pair and that’s where the over consumption and the 
need to for me to like buy all the time, not that good quality clothing comes in, but I feel like 
these kind of things, like custom fitting and fixing clothing, it’s not necessarily for the 
sustainability fixing thing, but it is actually, at least I feel with a custom fitting and virtual 
show rooms are actually in between the lines and in-directly, hopefully make the fashion 
industry a bit more sustainable. 
 
Interviewee: Yes, hopefully. Må jeg lige tilføje noget på Dansk?  
 
Interviewer: Ja, selvfølgelig.  
 
Interviewee: Jeg tror også en anden pointe, som kommer til at se, det er, at være på SU og 
ikke have råd til særlig meget og så være nødsaget til at købe et par Cheap Monday jeans, 
som sidder dårligt og sådan noget, jeg tror der kommer et andet parameter ind, som er det 
her med luxury, som vi ser det i dag. Jeg tror det kommer til at være i højere grad, det her 
luxury der er bæredygtigt, det er at vide at den her er syet på en familieejet fabrik, som er 
bliver drevet lokalt og har en god løn og kan brødføde deres familie. At det parameter, tror 
jeg kommer til at spille en kæmpe rolle fremadrettet.  
 
Interviewer: Okay.  
 
Interviewee: Det at vide, at det sådan er lavet ordenligt. Det tror jeg kommer til at 
overskygge alle de andre ting, vi vælger tøj ud fra, det ser jeg i hvert fald rigtig meget af.  
 
Interviewer: Enig. Vi tror faktisk, at det var det Josefine! Tusinde tak, det var virkelig nogle 
helt vildt fantastiske punkter du kom ind på, virkelig brugbart for vores opgave. Så det var 
helt vildt fedt at tale med dig.  
 
Interviewee: Jamen så lidt og selv tak! Held og lykke med det hele – håber ikke at Corona 
har ødelagt for meget for jer.  
 
Interviewer: Vi har været lidt udfordret, men det er så fint nu og vi er på rette spor. Så 
tusinde tak Josefine. Hav det godt og held og lykke med det nye job i morgen.  
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Appendix 7 – Transcribed Interview 4 (Kim Felecia) 

Interviewer: Well just, just like very briefly as we have, as we have like talked about in our 
previous like mail correspondence, we are writing this thesis about like four key concepts 
like social media, technology, fashion and sustainability. We are talking to different experts 
within thesis fields to get as much and as broad knowledge, as, as possible. So, so that's why 
we wanted to talk to you within the field of fashion and sustainability, because we haven't 
been able to actually find anyone else, so we are very happy that that you're able to talk to 
us. And that you have put like such a big effort into like replying to our emails and 
everything so thank you so much for that. But otherwise, I think that we should just get 
started, actually. As you know, we have like 12 questions, and we will ask the main question 
and then we have a bit of like follow up, just to get like the conversation going and just so 
we ensure that we get all the answers that we need. So we hope that was okay.  
 
Interviewer: So just maybe to highlight a teeny tiny bit more about like the, the whole topic 
as Caroline mentioned the four different like key concepts, um, the whole idea what we are 
doing here is, is kind of like, trying to figure out if technology could be a way of tackling 
sustainability issues in fashion so that was kind of like the starting point just for you to 
understand like where we come from. Yeah. But um, if you don't have any questions about 
the topic or so then we can just go through the questions.  
 
Interviewee: Yeah, let's proceed to the questions 
 
Interviewer: Great, so if we just start by you, if you could just present yourself and explain 
us your like, your professional background. 
 
Interviewee: Mm hmm. So, I work as an independent fashion designer right now, and I'm 
the founder of the slow fashion movement Denmark by Kim Felecia. Then I do guest 
lecturing within sustainable fashion. Previously, I've been working at Denmark for three and 
a half year after my graduation as a designer and team coordinator for a Danish brand. And, 
yeah, I've graduated from VIA University College in Herning, it's the former TEAKEL I have no 
idea if you heard about it. But it's placed in Herning, and that's a like an international PBA 
degree, which they have there. So that's that was very short. I don't know if you if you need 
anything else, or. I've been doing a lot of internships in my younger days but I don't know if 
it has any relevance to this, 
 
Interviewer: Actually we were wondering if we may ask, how old are you, because we are 
trying to like find some information and we just wanted to like see like compared to some of 
the other experts and stuff like that. 
 
Interviewee: I'm 32 almost, yeah. 
 
Interviewer: Okay. Perfect. Thank you. Yeah, we just need to have all the demographics with 
our interviewees. Um, okay well then if we just move on, like, then we would of course love 
to hear about the like your project or the slow fashion movement. So if you could explain 
that. 
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Interviewee: Yeah, so first, I've been working on the idea for, for some years, and I started, 
or just like launched it last year. During Copenhagen Fashion Week. It's a brand initiative of 
like responsible, sustainable fashion. In order to encourage like a slow fashion movement in 
the in our industry and our societies. So the brand presents only one collection a year which 
is like the minimum of what you can, what you can present as a fashion designer, and as a 
brand. It focused on mainly women's wear clothing, but there is like additional size for 
unisex wear. Each garment is created from deadstock textiles, you heard about that? Dead 
stocks. 
 
Interviewer: Yeah, it's textiles that are over from like let's say a couch or, right? 
 
Interviewee: Yeah, that was about to get burned kind of, so just like on the end of the stock, 
basically. So, so that's like the main material that I'm using in order to reduce waste and 
further carbon footprints. Then, for this Fashion Week previously in January 2020. I 
established a cooperation with Red Cross Denmark, which happened last year but like I 
presented at this Fashion Week. So that's about creating from recycled clothing, creating 
upcycle clothing. Is that also something you've like researched those terms? It's also kind of 
new. So the upcycling is, yeah, as you probably know, it's when you create from an old 
product and you recreate it into something completely new. So that's like a starter project 
with them, and we're talking about building this project bigger next time. So what, else what 
else. Um, then what else can I say about the brand. Everything is created in my own atelier, 
all the pieces both fashion and culture, and the future plan is to like keep having the 
production here, but like expanded into like a sewing lab, you know like an actual sewing 
lab. So I can also have more focus on my core responsibilities. So I want to keep the 
production in the house of the brand which is really important for me also due to social 
responsibility and sustainability and. Yeah. Yeah, and also to to like invite the consumer, 
invite the target into the company so you can like easily follow how are the clothing made, 
and what are the made from and where. So, yeah. So that's very short, about, about the 
brand, basically. 
 
Interviewer: Yeah, I would just have a question about the, um, when did you, at what point 
did you get interested more about like the whole sustainability part because we saw a clip, 
that was an old clip from I think 2015, where they were interviewing you and it was like this. 
I don't know if it was one of your first collections but it had like a bit of like fur in the sleeves 
and everything. So at what point were you like, Okay, I'm going to go from this couture or 
like when did you start having more of the sustainability part in, and why? 
 
Interviewee: I always been interested in sustainability, sustainable fashion, I think, even I 
think it started actually in 2007 or nine, when you might start to research it further. But 
during your, as you probably know yourself during your like time of studying, you are 
experimenting a lot with different, for me with different materials, different looks in order 
to find yourself in this jungle of fashion, and as an artist, as well. And then I was really 
interested in materials which I'm still, and I experimented with fur, which I haven't touched 
for years like since 2017 now. So I got since I made this collection where there was included 
fur with nit which was really brand new when I did it. I got the job at Oh! by Kopenhagen Fur 
which is the largest fur auction house in Denmark. And of course you take that as a newly 
graduated designer. So, so that's where I started or not studied but worked for three and a 
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half year. And, yeah, as the designer and team coordinator. And then I realized that I 
couldn't, I couldn't create, just sit and mass produce things like it was not within my spirit, 
and I kind of fulfilled this this need of getting experienced things. And then I wanted to jump 
out to like to try something new. And that's where it happened. So, yeah, so that clip is very 
old. 
 
Interviewer: Yeah. I think it was, I think, was actually even older like 2005 or six or 
something. Yeah, it was a very very old one. Yeah. Cool. Then we just had a question about 
like the, the value chain of your brand we're asking this because we actually had like this 
CSR course in the previous period where we, it was this course called what's behind the 
label. In this course we went like behind the label literally of especially like fast fashion 
companies like looking at it we had an H&M lady coming there and talking about their value 
chain so we would love to hear about like what is the value chain behind your brand? 
 
Interviewee: So as an independent fashion designer and my brand is only around me, I 
don't know how can I say like, I create everything within the house, so I haven't like 
exported anything. I also as I told you, like, I have the production here. I just don't want to 
keep it like intend to keep it here when my company starts to grow, and I can like hire 
employees. So all departments are within my house. Yeah. So it's I think like what you're 
searching is more for a quite like it's, it's more question for well established companies. 
Right, where they have this whole, this whole buildup of offer of hierarchy in the company 
with, with the chain and everything. 
 
Interviewer: Would you then say like, if we talk about like let's say, because you are focused 
like in one place and there's not the whole discussion about okay you get some products 
from far away and so forth and with all the labor questions. Where do you mainly get the, 
like the raw material to your products like would you say that, of course it's very sustainable 
that you take the leftover pieces that would otherwise be burned but, do you do you then 
get on top of these like leftover like pieces of textile, do you then think a lot about the other 
textiles that you may be combined this leftover textile with? Like do you is sustainability 
also incorporate like do you..? 
 
Interviewee: Well. Okay so, so, so everything is like is the deadstock textiles so they are 
already like these dead stock leftover textile it's already like completed textiles, it's not a 
fiber, so i'm not combining it with anything else as it is like a dead stock textile. So, it's just a 
lot of dead stock textiles which I'm combining in like one like dress or jacket or whatever. So 
it's not like raw materials like that, it is a finished product as a textile which is about being 
thrown out. So so and I'm also doing that research myself like sourcing my own materials 
within dead stocks. But like I have future goals where if it's only interested for you and your 
your your assignment, to like, to try to work with what like with role fibers like for example 
hemp is like one of the most sustainable of, like, fibers, because it doesn't require that much 
water and it can basically grow like everywhere, and a lot of it. And also it's a very strong 
textile so, but I'm not there yet. It's still, my brand is too young and I'm not, I'm not there 
yet where I start on that because I haven't created enough within the deadstock shit and I 
also keep onto the dead stock textiles, it's just like a thought that it could be interesting to 
research, like more in in the area when it starts to get too limited with the dead stocks. Like 
how to resource. And there's like many, it also comes when I think it's already the next 
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questions right, what else to be sustainable in fashion. Yeah, so I just jumped to that a bit 
now. Within the materials, there's also this whole, I don't have you heard about the milk 
fibers? They started to, or they have done that for years actually but it's not like, um, one of 
the new thing it's like to take to create textiles from milk fibers. And there's also a 
discussion I don't know how far they are, or if they dropped it but once I read that they also 
trying to make silk from spiders.  
 
Interviewer: Yeah that I have actually read.  
 
Interviewee: It's really really innovative, like methods. And, of course, it's an opportunity 
but as my brand is so young, I don't combine it, I only focus on dead stocks, also because I 
think it's the most sustainable right now due to climate change, that it's the most 
sustainable thing to like clean up. And use what we have already before starting producing 
new, as everyone else do. Right. 
 
Interviewer: Yes. Yeah, well then we can move to that next question which was more like 
there's like this slow fashion when we talk about sustainability and fashion but in your own 
words what other ways is there to be sustainable in fashion, of course we've done research 
on this but to sort of like, hear your opinion on this. 
 
Interviewee: Yes, so there's like there's of course, many ways, um, you have seen like all the 
world goals and and how companies they try to adapt or take some of the goals into their 
companies. I'm pretty sure you're aware of, like those goals. Otherwise, there is like of 
course like the materials which is not just the dead stocks or not just recycling/upcycling as 
I'm working with. But you probably know it, but I'm just going to say it any way, you heard 
about the hemp now, and the spider and the milk. There's of course ecological cotton but 
it's like really old, I think it's been existing since 1989. And then you can also ask yourself 
questions that how sustainable it is when for example Best Seller, they announced 2018 in 
the December, that they want to, like, change their cotton like to 30% ecological cotton in 
their whole collections. And which is of course it's better than nothing, but since it's been 
possible to produce ecological cotton and since 1989, for me it doesn't, it's not like such a 
big thing anymore. Of course, ecological wool, everything ecological is of course better to 
our earth and to our animals and to our people who works with it, rather than non 
ecological but we don't have the space for it, either so it doesn't, it's not enough anymore 
it's not enough when we only have 10 years to get the co2 emission down like it's, it's not 
enough to say "okay we tripled cotton" or whatever. Then a lot of brands are starting to talk 
about recycled polyester. It's also been possible for many years, not as much as ecological 
cotton. The thing is that not that many customers they are aware of what it takes to create 
recycled polyester. And I'm afraid that there's a lot of greenwashing in our industry, in the 
fashion industry, talking about all these materials in terms of how to be sustainable. And the 
thing with recycled polyester is that you need, you can only right now, as it's scientifically 
possible with one fragment, which is like only like clean polyester 100% polyester, it's 
possible to recycle that from like a shirt or whatever. Then, when you have recycled it, 
before that it comes under a loop the clothes, to see how damaged the clothes are, and if 
it's too damage, they toss it anyway. So there's like this whole background which I don't 
think is really out there in our, in our society like to the end consumer. So when, H&M, and I 
think it's Designers Remix, who build up these like containers in their, some of their shops, 
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you heard about those sorts in containers, and they say recycle your cloth here. There's like, 
it's not that much that can be recycled. Because if you put like, as we know, like especially 
cheap brands, they have like 50% polyester, 50% wool, right, it's cheaper. And then  we 
cannot like recycle that because it's two fragments and scientists that I'm in close contact 
with, they say that it will take five to 10 years before they maybe have found a solution to 
divide two or three or more fragments within the polyester. So everything mixed with 
polyester is not possible. So, that's another side of the recycling and polyester which I think 
is really interesting to get more out for people to be aware that this is just mostly a lot of 
talk. Yeah, what else, um then there's peasilk which is of course, as I said almost, it's about 
letting the butterfly live the whole, or all their levels or what to call them. So, so instead of 
like boiling them before they become a butterfly. So that's the pea silk, and I also bet that 
not that many are doing it yet because as we know all this is all these things actually not 
that new but maybe it seems new but because not that many are working with it. But the 
fact is that everything in the beginning is always so expensive to try to achieve, and if the 
market is not there and if, then it will keep being expensive and then people as Bestseller 
they wait until I don't know how many years later, from 1989 until 2018 to say okay we 
work with ecological cotton, and you just think okay yeah no because the prices are so 
fucking low so it's a profit for them, rather than like being actually sustainable. So 
sustainability is also, which I don't know because, I don't know if it's usable for your 
assignment, but it is important because sustainability is also like a soft, soft subject, right. It 
will cannot just be measured in profit. It is not about profit, it is about that you want to do a 
change, no matter what it takes. So that's also, I think that's the main thing within being 
sustainable.  
 
Interviewer: Yeah.  
 
Interviewee: Yeah. What else then there's actually pineapple fibers, which is also 
interesting. It's not that new either. I think there's one brand in Denmark working with 
shoes, just write pineapple fiber shoes if you're interested. They're not that interesting 
those shoes, design wise, but it's a start of course. So, the fact is that it looks like leather. 
And I bet you heard about all this like vegan leather and people find out like "oh but vegan 
leather is actually PU" which is plastic, so now people are like, Oh, that's also like a thing it's 
like it's like this whole again greenwashing, let's have vegan leather no one knows what it is, 
and people just, oh yeah, vegan leather, you know they eat it raw, like, like all these things 
that brands and designers and magazines they talk about and no one has the time in today's 
world to actually research what is, what it means. So, the real vegan leather is pineapple 
fibers. So, yeah, as it looks like leather, um, yeah what else, um. Then that was like more like 
how to be sustainable in materials I kind of divided it in four categories from what just came 
to my mind yesterday when I looked at it. So within a designer perspective, of course being 
sustainable is like less fast going trends and more timeless style. So instead of you having all 
these changing colors and if you're really on the beat, really hardcore like fashion conscious 
consumer and you're like okay can definitely not wear this. This light purple thing because it 
was, it was in in 2000 and all the iPhones they suddenly like spacey like purple. And the 
clothes were too and now he cannot wear it. So instead of all this nonsense you could, or I 
don't know you, but what designers could start to think more timeless in the style. Then 
Zero Waste. Have you heard about that? Where they try to limit the leftover of how to like, 
how you're constructing your your garments, like how can you try to fit the patterns, and 
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shape the pattern so there's almost no leftovers. Or, as it says like zero leftovers. So that's 
also like a designer's perspective within that. Then size frames, like less sizes is of course 
also more sustainable and not saying that we should drop making sizes for smaller or larger 
whatever people. It's more about thinking how, like one size for example more one size 
clothing or more like, how with acessories can you shape a style on you, like we have a loose 
fit but maybe a belt, like a whatever could make it into a different shape. I'm also I'm both 
working with one sizes, not just, not only one sizes, it's impossible of course. But I'm 
working with one sizes, I'm working with, like, double triple sizes I call it, um, it's more 
where you, for example, have a skirt that you could actually button into three different 
waist sizes. So it's like this and then if you like as a design of think like that way, you also 
limit how many sizes you need to produce, and it's less of stock, and less production, which 
is good for the earth. Then of course quality awareness and finish is also instead of all the 
cheap on the market. Then I wrote as a third category in this subject like: collection 
structure. In order to minimizing carbon footprints. The amount of collections annually. 
Some brands as H&M, Zara, and a lot of others, they have up to like 12 collections a year 
presented, which is insane when you think how many boutiques they have around the 
world. Now, some of them shut down, luckily, due to the Corona, so we have less of all this 
mass production, which is basically ruining, yeah, our, the whole consumption like Earth day 
is moving closer and closer to January, as we know, so less collections a year presented, like, 
it's totally enough with two. So it's only about profit that they start to have like pre-summer, 
pre-winter, Valentine and whatever. Then also the volum per collection annually is of course 
like another sustainable action. Then there's also this rental fashion if you've heard about 
that, like, some start, I think Malene Birger, and H&M was talking about it now and you can 
of course think that, especially when H&M, they say okay now we want to do, like fashion 
rent, like we all know that one time you wash it, it's broken, right. It's like that rumour it has 
among people's lips. So, so I'm just wondering how will they fix this because then you rent it 
for what a week or something and then you wash it a couple of times maybe. I don't know, 
depending on what you're doing with it, and it cannot last like and also, if you as H&M say 
okay we have already hundred percent production within this and this and this, like, area. 
And then they say okay now we want to be more sustainable but instead of saying we take 
10% out of this. And, like, put 10% on rental, we say no we have hundred and plus 10% in. 
Again, that's not sustainable. That's just an add up, like okay, how can we make more 
money but we don't want to lose all the profit we have over here. We like just add 10% 
more, that's not sustainable. Then they should have taken something out and said okay we 
do rental instead. If that makes sense, in my opinion. Um, then the fourth one is production 
structures, of course nearby production places like close to them to the main company, to 
the design department, so we have less transportation in between. Also because I've heard 
that a lot of brands they are doing in order to avoid what you call it like toll? 
 
Interviewer: Yeah, um, customs. 
 
Interviewee: Yeah. So in order to avoid that they start to like fly like to other countries, until 
it get delivered where it needs to be actually. So they have extra flights around the world 
just to avoid it. I've heard. And that's just, um, that's also horrifying to think about that, that 
it can even, that it even makes sense to do it like that. So nearby production places are 
definitely better than like having these long shipments. And also some departments they 
have they have different, for example like for a bag, as I've been working as a bag designer, 
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they had for example all the hardware all the metal parts, that came from China, and all the 
leather and whatever that came that came from Turkey, and then all the fur came from 
Denmark. So you have like, like three different places and then you need to get back to 
Denmark because we need to check everything, you know. It's just insane to think about 
that you have all these flights just to make one bag, like all these different countries, right. 
So, of course to limit that is definitely more sustainable. What else been I've been writing? 
Um. Yeah, then of course responsible social sustainability, and packaging, less drastic, of 
course. That's what I could, there's, like, definitely a lot more but that's what I could come 
up with. 
 
Interviewer: Do you think like when we talk about like let's say fast fashion because that's 
obviously like what we'll be focusing the most on like the whole, the trend of outfit of the 
day on Instagram and like people having to have a new outfit every time they post 
something. Do you think, will it be more like the development towards more sustainable 
textiles that is going to take place first or more the fact that there will be less collections, if 
we talk about like fast fashion because there has been a lot of these better cotton or 
conscious collections from H&M for example, so there's a bit of that happening but it seems 
that the there  still hasn't been a decrease in the collections so there's like, as you said 
there's like Valentine's collection, a New Year's, so there's still this but then we have this 
add on of these conscious collections. So what is your like personal, professional opinion on 
which one are we going to go to first? 
 
Interviewee: Yeah, I know that all the big companies they think in profit, of course. Every 
year they need to say, Okay, last year we made like that many millions and now we want to 
like you know, we top it with 5 millions more. And, I know that's how they work, and that's 
how they also think then when they give the assignments to the design department. So 
unfortunately I do not think that they will start to think more with their heart and 
consciousness, they will continue thinking within profit, unfortunately, those companies 
because it's, it's business people you talk with it's it's not, it's not small artists, as many 
others who are trying to change the world. Their business people so everything within 
marketing, profit, everything within like like green numbers, you know, it's, they're doing it 
for the profit. So if H&M they wait that okay maybe we're not going to make, to make an 
income, like significant income within the conscious departments that they have, or like 
projects they're trying to establish, but they think okay right now it's the heat, it's the talk, 
we need to be in the game. Otherwise we'll lose it. And that's how they think I'm quite sure 
without having work there, but but that's how they are thinking so so if it has like a 
marketing profit and though it probably doesn't make much money for them due to their 
other collections, they do it anyway, just to be in the heat right now and to be in the 
spotlight. So, so yeah unfortunately, in order to stop this mass production, we as you can 
see now, we need a pandemic like that everything closes down and now Bestseller, they 
have said that we're not sure we are like re-opening all the shops that we've been closing 
down, and it's a bit like, it's scary to think about that we need to go through such a crisis 
before like all the fast fashion brands, all the like the heavy, heavy polluters they, um, 
they're stopping, you know. So yeah, so I think you also said something about, um, you 
mostly talked about the collection but the fact is also that that even though the 
responsibility could seem to be mostly on the brands' and the designers' shoulders, it's also 
on the on the customers' shoulders. Like if you go buy H&M tomorrow, then you're 
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supporting it. Like you're supporting them to survive, their business and to expand their 
business. So it's also within taking the responsibility, like yourself as a customer and say 
okay no I don't go and buy these things, I don't support it anymore. So because everything 
you buy you support basically. It's as simple as that. So, it for me, it seems, but that's maybe 
I should not jump right now in that question we take that later. Otherwise, we get confused, 
I'm afraid. Did I answer everything? 
 
Interviewer: Yeah, definitely, and more. Um, but yeah, maybe then we could just ask the 
next question, and that is about the target group. So we obviously when we talk about this 
whole phenomenon that is the focus of our thesis, so the whole social media abd outfit of 
the day, we talk a lot about the gen Zed, that's like the main focus group of our thesis. But 
what would you describe as your brand's target group? Like who are you trying to target 
with your designs? Do you have a specific target group? 
 
Interviewee: Yeah, so of course I have like a, I have an idea who the target is. As said, I've 
recently launched the brand. And I'm working on the webshop right now, which is going to 
hopefully in a few, like one or two months, it's going to be launched, then I can start to like 
also see more like who's my customers. But those I have have had until now is, is other 
artists, but on stage, like singers and musicians. Then also, on the other hand, I started to 
like teach more. So in that way of course that's not my brand, but it's still part of me it's, still 
part of my brand, because it's the interest from what they see that I can do with the brand 
and they want me to teach their students. So in that way it's also sort of a customer. But 
otherwise, I've, um, I was in Copenhagen Fashion Week, as I said, I was exhibiting at Sif this 
season. And I've talked with a bunch of people, a bunch of guests there, and they all said, 
especially those from Asia, they said like focus on Japan your things are like definitely like 
there for the Japanese market. But also, they were like, but also expand to Asia, but start 
focusing on Japan. Then the Corona came and there's not much to do. Um, so, so, I think the 
target, as all these different people have told me, will definitely be in Japan. What, I've, 
which I already guessed a bit myself, but it's always nice to hear it from other people. Um, 
other markets, like secondary markets, is of course other parts of Asia, eventually, Middle 
East, Russia and the US also. So that's like where I think like the focus will be Japan, and 
secondary will be those and of course it will be like probably somewhere else in the world. 
Otherwise I know, I don't like, um, you probably work with all these like where they're 
placed and age, right? So, I predict that the age could be like from from 18 to 60, plus minus 
of course. I could also see that some, who are like for example in US, they are much more 
like further, so they could probably already be 16, and could afford buying my stuff, and 
everything. And some older people they will, they'll all still look good, and still like have the 
flair for fashion, even though they're like, 70. So of course, there's always this gray area like 
plus minus, but I think mainly we will be 18 to 60, and they will probably live in larger cities 
and capitals. Though, many people they also start to move out from the cities and still like 
maintain their lifestyle, but also have this like more countryside lifestyle. So, you know 
everything is a bit fluid. I also studied all these like theories when I was younger, and I don't 
believe that we are working so squared with all these methods, you know what I mean? 
 
Interviewer: Yeah. 
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Interviewee: Things are much more fluid. Like back in the, like, when I don't know, I think 
was in 2007, when I work with all this like all these business terms, topics like the SWOT 
model, and all these things. And I think, they what it was written there back then, it was like, 
if you had like a target, and the target was like living in the capitals, having like a high 
position, this and that income a month, and they only went to eat in all the luxury places 
etc. But today, people are much more, and they have probably always been, we just never 
noticed, because now we have Instagram, you know. But people are much more like "okay, 
maybe I go to one of the best restaurants, the most expensive restaurants on a Saturday, 
and then Sunday, I still go to McDonald's". Like I don't,  but you know, people are not like 
that squares as all these like as these theories have told us. Yeah, so I think it's much more 
fluid these days. But otherwise, I could still imagine that they were, they, they're living in 
larger cities and capitals. And what I do with the, with the sustainability is that I mix this. So I 
don't compromise the high fashion exclusive look. So it's not this, as it's been predicted like 
years ago like which is like that sustainable fashion is a bit like, it's a bit like hippie and it's 
undyed clothing, or natural died is, we're not there anymore it's never only been that. But 
that was how the whole fashion industry saw sustainability and that's why they never 
touched it, because they didn't want to touch this "hippiness" and suddenly consumers they 
start to like demand it more, and then the fashion industry starts to like talk about it now, 
because they can see that there's a market who will actually, who want to listen. So what I 
do is that I don't compromise the high fashion look with the sustainable factor, that I'm 
working with the dead stocks, but it still looks exclusive. So that's why I also think that my 
target is divided in those who, unfortunately, do not think sustainable. But then I feed them 
anyway because it looks like, it could still look like, just like newspapers have been writing, it 
looks like Chanel, and for those who are already buying all the exclusive brands, they will, in 
their looks they will not compromise, but they will support without them maybe knowing, 
or caring, they will still support like sustainable fashion. And then of course there's the other 
branch of the target which, which are the, the strictly sustainable people who actually are 
like buying it because it's sustainable. So I think there are those two branches. If that makes 
sense. 
 
Interviewer: Yeah. What would you then say like, what would be your approach, like how 
would you approach this target group? Like you know there's a lot of different things 
fashion brands are doing especially via social media. What would be your approach to this? 
Is there anything special, you need to take into consideration, being like a real sustainable 
brand when you communicate to your target group? 
 
Interviewee: So, so I've also used Instagram for reaching out to the target. But there's also 
of course, as I mentioned before, there's also the other target which is like the shops, like 
the second yeah, before the end consumer. So, when I come to that, it will be, it will be 
another approach, than just reaching out to the end consumer of course. So, but I use 
Instagram a lot too, as anyone else because it's free marketing basically, and it's easy to 
reach out. So you get, you get to customers or at least to those who's interested, you get to 
them like really easily. So I think that's like it's one of the, it's definitely one of the best 
ways, as a startup. Then when you grow, you can afford having a marketing budget, of 
course. 
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Interviewer: Yeah. Yeah. Actually, then the next question was about the whole social media 
part. How would you describe, how do you see the relationship between fashion and  social 
media? I mean we've done some research and what we found is that, since the rise of social 
media, the sales and fashion have gone up with 60%. So it's kind of like the whole chicken 
egg question, which one came first and which one is, what is the cause of what. But how 
would you say, like how do you see social media and fashion? Is it a good thing, is it fruitful? 
I mean, as we just talked about, it's a great place to, you know, reach your customers and all 
that, I mean it's a good thing, but at the same time we have all this like outfit of the day 
trend and all that. So, what is your take on the whole social media? 
 
Interviewee: So as I said before, I think for up comers, and for artists, for designers, and for 
those who actually have, like, a concrete story that you want to get out and you want to 
change the world, or politics, or whatever within, for that social media is really great, 
because you can get out to the end consumer, or just the the interested person. Whether 
they're buying or whether they're just listening and talking further about whatever you 
preach about kind of. So I think, in that way it's a great tool for young, young artists and 
upcoming designers and brands. It's definitely great for that. And of course like. Of course 
it's also a good way to like to like sell your, your things. It's, it's definitely to like, you show it 
in an easy way. And people they are, as you know it, they almost don't have the time to 
watch one minute, right. I mean, like we all hear about like, if you need to create something, 
it cannot take more than one minute. It's the Instagram, like timeline. Right. And so 
everything needs to take one minute or less. So in that way, Instagram is really good just to 
like show things, like where people they don't need to spend more time because right now 
they're not where they, where they want to change that, unfortunately. So, so in that way 
so it's a good way to reach out but of course it also have a lot of negative effects, it's not just 
like positive like everything good also comes with bad, and vice versa. So as I also said to 
you but maybe that's more one of the other questions, but as I as I showed you earlier, 
there's also this hole, um, like you talk a lot about this outfit of the day. Like honestly, I don't 
know, I just want to hear like what you mean about, like I know what it is, but like you're 
very focused on this whole hashtag outfit of the day kind of thing, and I'm not sure I get it 
why it's kind of such a big focus? 
 
Interviewer: So the whole starting point for our thesis was the whole sustainability and 
fashion, and then we studied, we had this course about AR or like make this big project 
about AR, so the whole starting point was okay let's combine these three, can we do fashion 
in a more sustainable way with the help of AR? And while we were doing some research, we 
ran across this digital collection that Carlings had done together with this Virtue Nordic 
company. And so, that's kind of like where we were like, oh okay so they are actually the 
whole digital collection is trying to tackle the whole outfit of the day thing, or like, I don't 
know if it's. I guess we're using the outfit of the day to be like, you know, because 
everybody knows it, but I mean it's it's all about so the whole trend. Yeah, the whole trend 
of like you know just posting a picture once with one outfit so that's kind of like the whole, 
based on research, that whole thing that is happening on social media that you know, 
Caroline will only post a picture once with this T-shirt here, she won't post it twice. So that's 
the kind of like, something that is adding up to the sustainability issues of fashion. 
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Interviewee: Of course, it's just that, I don't know, in my point of view, outfit of the day, 
like, especially the hashtag, it's just a hashtag. You know like from my designer's point of 
view, it's just a hashtag if you want to like reach out because everyone uses it and everyone 
like, I was about to say google it, but they're just like searching this outfit of the day, and 
then you get like looks, or likes, or followers. I know, it's also it will come in another 
question, but I know that bloggers, models, like influences, they are all posting the same 
outfit more than once, so I'm really curious to like know, like, who is that target who like 
have this really really strict rule of only like, because for me it's a bit outdated this, this one 
outfit per time it's like this really old Hollywood like idea, right. The old like back in the days 
like all the fashion houses, like and the magazines and the celebrities you could definitely 
not wear the same outfit more than once, and oh my god if the rival had the same outfit on, 
it will be like it will be like drama. But now since everyone is like showing so much privacy 
on Instagram like nude bodies, personal issues, like, we are like with stripping ourselves like 
naked, or some are. It's like, there's no more left. Like people are doing exactly what they 
want to do, and they don't care, I think. Like from what I've seen, how I see it, like they don't 
care. Or like, what they care about is just to like get as much attention as possible.  
 
Interviewer: Yeah.  
 
Interviewee: But I just know that also models they are receiving, they're receiving designs 
from brands and they get like okay, you can post one or you can post three pictures where 
you're wearing this and this and that, and whatever you want we give this amount of money 
per picture on Instagram. That's the deal, that's how they do it. And it was really really hot, 
like, some years ago while I worked for Oh! By Kopenhagen Fur, that was like in that time, it 
was like the thing of how to do marketing. And it's still there, but it's not that hot anymore. 
So, I know, um, yeah I'm just really curious to hear like what what target is it that only posts 
one outfit per day or has these strict rules, because I haven't seen them. 
 
Interviewer: Yeah, I mean, obviously I don't think if we really self do it, but it was more like 
it came along with the whole case and it's also like in the context of you know the fast 
fashion. You know like when, when you follow the bloggers, they do all these like Ginatricot 
hauls, Zara, Nelly, what it's called um, Naked. So it's more like okay so all these influencers 
and bloggers are provoking people to purchase more and more. It's like whatever they have 
in the closet is not good enough, you need to keep buying and you need to, "I'm wearing 
this now, so you need this as well". Then, a super influencer girl with a lot of followers is 
doing a collab with this Swedish company, now you need to purchase this, so it's not like 
only like about the outfit of the day per se, it's more like this culture of provoking to just like 
keep buying. So you have this massive closet with so much stuff like from these fast fashion 
companies, because fashion is just, as you know, it's just like changing all the time, and then 
suddenly it's, um, then we need to where flannel, one day, and then it's like two months 
with flannel, and then the other day it's like patterns, and it's now it's all about the nude 
(colored) stuff, and it's just, it just changes so fast, and all the influencers or bloggers are like 
following along with this trend and just like pushing it towards all the followers. So, so it's 
more like where that phenomena comes from, as well. 
 
Interviewee: Okay, so it's not just like one outfit per day, no one outfit one time and never 
again, it's more what I can hear is, it's more about this blogger phenomenon that they are 
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like, exposing like fashion way too rapidly. Yes, and it's been worse I'm still there and it's a 
lot of, how could I say... It's because people they look up, like it's working better for the 
brands because if you have an actual human being, and now you really have an actual 
human being because you can fucking like, look at this person like every day and those like 
people they're posting like 10 things on their story, minimum, a day. I don't get how they 
get the time for it, anyway. Like, so for those fans who like following those types of people 
in the industry, those companies they definitely can take the advantage of this because, it's 
much more than it's more, it's a whole story of a real person instead of just a model that, 
okay either a high celebrity model that could also be, but interested but but if it's just a 
model who's just a face, you know, it doesn't have the same effect of showing your things 
necessarily. So in that way it is, of course, pushing people to buy even more because they're 
following those celebrities and you know, certain targets and especially young people that 
really want to look like these celebrities. So, well it really comes to, and as I also said before, 
it's not just the brands who should take the responsibility, it's like everyone. It's the 
magazines, it's the bloggers, is the influencers. Like how many real sustainable bloggers, like 
the really cool ones do we have here in Denmark? Zero. We almost don't have any, like, 
really. In my opinion, I know there are some, but it's like, I don't know. I haven't found one 
who, where they have the heart in the right place within sustainability and they could wear 
like they could wear this (points at her own styles behind her) because of their style,  
because of the exclusive of style. But then they're wearing tons of all these ridiculous 
brands, cheap, like fast fashion brands, not just cheap also expensive, but also you know 
H&M they pay good, so of course they are saying yes to that and wearing whatever shit 
from them because they get paid for it. So, so I could never reach out to a blogger and say 
hey you want to promote this? Because, then the next day they're wearing H&M, or they're 
wearing something else, they're wearing fur, they're wearing leather, you know, they don't 
have any conscious. Like, there are a few, but they're not like, it's not really there, in my 
opinion. I don't know if you have found any. 
 
Interviewer: Not really, no. And it's funny with the whole like the outfit of the day and all 
that as Caroline was mentioning, like they come up with these hauls all the time, and then 
every now and then there's like this post about a blazer, and here you can you can use it for 
this and this many outfits. So it's like, you can see that they're trying in some way, but then 
again, is it more like greenwashing just trying to like polish the image a bit and not being 
like, yeah, after a all the hauls... 
 
Interviewee: I think, it's also an old marketing trick like this "How to wear your blazer" or 
"how to wear your sweater" or whatever, like it's more about for the companies like you 
need to show how much you can wear it to. Because then people actually want to buy it. If 
they can only wear to like one purpose, they will lose like the, we call it "rugbrød" you know 
the heavy, the heavy target. So, so I don't think it's just about trying to be sustainable, 
actually. I think it's also pushed from the companies that they should show it in like, that 
okay this bag, you can wear it with jeans and just your, your lazy style whatever, and then 
the next day you can you can go out, and you can have fine dinners and a miniskirt on with 
the same bag, so like, it's definitely just to make a higher profit on it. Yeah, so. Yeah. 
 
Interviewer: Very good. Then we actually have a question about the, the digital collection. 
So, what is your take on the whole that, the whole digital fashion? I don't know if you've, if 
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you have checked out the whole digital collection that Carlings made, but what is your take 
on that? We're really curious to hear your professional opinion on digital clothing. 
 
Interviewee: Yes, so, um, like, personally like I would never, I would never support it. Like I 
will never be the target who goes in and say okay that's fun. Let's do it. Like, I will not, I 
think I'm just not that easy to trick. So, in that way, I think, um, I'm not really, I'm not a 
supporter within this. I think I'm trying to figure out like why Carlings are doing it. If it's just 
to be on the beat of the sustainable factor, like okay just to invent something which is as, 
which fits the same story as they're already telling. But they are trying to reach, or they 
know that maybe they don't have the sustainable customer at all, so they're saying okay we 
have these like styles and that, like to be really cool in a rush, you know. So if their target is 
those people, as I could imagine, then they also need to like, give them that drug, and that 
drug is like a fast drug, it needs to go fucking fast all the time and you need to invent new 
and new and new all the time. So for me it's not that sustainable. And I also believe, or I 
know like, like as I said, the same example with H&M, if you already have 100% and you add 
on the rental with 10% instead of taking anything else (out), so I see the same thing with 
Carlings. Like have they taken any percent out? And like said, okay, we exchanged it with 
this rental thing? Or have they just topped on, because again, topping on is not sustainable. 
It's just to add more sale, add more awareness, add more like talk about your brand. So 
they're not really taking a risk, you know. It's just like, they can easily like push the button 
and then it's out. And also, I've been thinking like a lot like, who's that costumer who's 
actually wanting to do it? Probably Japan. They're like, they have a crazy mentality there 
too. Like, what you can do in Japan, like I don't know if you've seen those documentaries, 
it's insane like how, whatever approach they have over there. And so there's also there's, 
it's a huge, it's a huge market. But I think, I could imagine that it's definitely Asia to like, and 
um. Who else could it be? I don't know probably some people in US too. I think that's the 
market for this. And again. Yeah, one thing I really thought about within this digital 
collection. I haven't done it, but I've read the steps about it, and I can see that, iIf I try to 
imagine me being that customer, which is really really far from my mentality, but if I really 
tried to put myself into that mind, I would be bored really fast as that person. Because, you 
know, you're like, okay you choose one of these 10 things or whatever they have, you 
choose this yellow jacket or what it was, and you send it, your picture of yourself or 
something, and then one in Asia somewhere is sitting and manipulating with all these things 
together and make a picture for you that you can post on Instagram. And I don't know how 
many days it takes, I don't remember if they wrote that, but let's just say that you sit and 
you, um, since there's only 10 garments you should be quite easily done with like choosing, 
right, sending, paying. Then you receive it like I don't know 24 hours, or three days later, 
and then you post it which, like those people are really fast, of course right, because they're 
like those influencer types. So, and then what, then that's it. You receive followers, you 
receive likes, you receive comments. That's it. Then what? Like, for me it's really easily done, 
and I'm afraid that that type of heavy consumer, they will get bored too fast because they 
need that drug, they need that ongoing drug, but this is like, the game is too short termed, 
it's not a long game. You don't have them in the, you know, you don't hold on to them, it's 
just like in and out. So, I don't think it will make them buy less clothes. I think it could be 
something for them to try, probably. Because they're not they're not conscious they're not 
sustainable consumers, that target. They are just like fucking, like suckers, they just like suck 
everything in that they can, and they just want to be in the beat, they want to be the cool 
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kids in the town right. They want to show that they're going to this in this party hanging 
with this with and this person, this and this celebrity blah blah blah. They want to show this 
brand Flash, Flash, Flash. It's that type, I could imagine, who's doing that. But they will still 
need clothes, because when they go out, they will still need to be dressed in those cool 
things, and I can also like imagine like, what is the background, even on that picture, I've 
been thinking? What background do you get? Can you choose your own background? 
 
Interviewer: It's your own picture. So if I stand up now and I pose here in the kitchen, I can 
stand like this, and then I sent that picture and then they will fit it to that. So it actually, it 
will just be my photo and then they will virtually add the clothes on me. The backgroud 
being where I am. 
 
Interviewee: Oh, okay, because like this whole like, they had these small moving features, 
right. This dude sitting in a yellow set, or something, so I was just thinking whether it was 
like another background that you selected or how it's in function. I also think like another 
issue to that concept is those influencer types, like those cool kids, you know they want, 
they also want to go out and do these things. They like to take pictures of themselves, and 
now they have okay, a picture of themselves but it's animated so it doesn't, it's a bit 
computer like, right and so I also think that for those bloggers they're very egocentric. They 
want to look at themselves and want people to look at them, they want, like the pictures 
thing, they have their crowd following them like taking pictures, they're like that. So, so I 
don't think it's enough for them. It's not satisfying enough, not in the long term. That's my 
take. Yeah, and then also as I wrote, this whole thing that those who are watching, those 
who like to follow all the celebrities and etc., the poor school kids, they will also maybe like 
have all these self-issues within this, I'm afraid. 
 
Interviewer: Yeah. Yeah. And there was actually, um, we already talked to one of the 
creators of the digital collection. That was actually the guy who was behind the entire idea. 
And so we talked about the digital collection, and then they actually have also done like this 
"Last Statement T-shirt", Carlings and Virtue Nordic together, so that's more like "meet in 
the middle" so there's like the physical garment, like the T-shirt, and then when you go to 
Instagram you can with this filter put a different statement thing on the T-shirts. So that's 
like their next step, which is a bit more, not too futuristic as maybe the digital collection 
way. But, um, actually, this interviewee from Virtue Nordic, he said to us when we were 
talking about the collection, when we asked him if there was anything you would have done 
differently with the digital collection? What were the issues and so forth, and actually he 
mentioned, kind of like, hinting towards what you've now been explaining, was the missing 
emotional connection. So, the feeling of you know owning something. Do you think digital 
clothing could reach a point where you would get the same feeling like "now I own this 
Prada bag". Now I'm just referring to what he was saying, like trying to give this example like 
purchasing a Prada bag digitally and just having it in a digital space will never be the same as 
having the real product. So do you think it will ever, digital will ever make that emotional 
connection? 
 
Interviewee: No, of course not, it will definitely not have any emotional connection, it will 
be like a fast rush. It's like fast food, it's like over and done, as I see it. Of course, one could 
think that it would limit the purchase of clothes, but I doubt it. I think it's like this yo-yo 
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effect, I call it. Like it's in and out, you know like, Magic cards were in when you were young 
and then it's out. You know it's this, then the yo-yo was in, and then it's out. It's like this 
really fast growing trend, and then came Pokemon you know, and now it's in again. And it's 
like, it's just all these things in our societies, it's coming in, it's going out. Of course it's like 
this milking cow thing, right. If you can really milk it fast, then now it's in, it's like really 
trendy and it's like the same with the fucking mask, the coronal mask, right, everyone is 
pushing it now like "oh yeah now we were making Corona masks", whatever. So people are 
milking this thing right now because it's hot, but it will go like, it will reach up to the "milking 
cows" and go fast out. Like, that's how that's what I think. I think what is more interesting 
when we talk about this digital world within a fashion, that's, you can try it, you probably 
know it already, but otherwise you can google it's digital changing rooms. So you kind of like 
have this. I think, maybe some are already working on that you could maybe send in your 
pictures, send in your sizes, so you actually kind of see yourself on the computer.  
 
Interviewer: Yeah.  
 
Interviewee: But it's really not out there that much, unfortunately, again, because it's 
expensive, so people are waiting, all the brands are waiting until it's cheaper to create those 
those new technologies. But I know that there are some working on it, and I know it's 
already existing in some parts, that you have these digital changing rooms. And that I think 
is a good idea because if we are going through several lockdowns because we don't know 
how to take care of our earth and we cannot live a balanced live, etc etc and people think 
it's a bat from China but it could also just be due to the heavy like load that we put on our 
Earth, in general, that we're going through all these diseases and catastrophic crisis. So if 
we're gonna if we're going to have like several lockdowns, and we're going to have like 
several like financial crisis then we definitely need to figure out like what can we do if shops 
are closing down and not starting up and ruining our whole economy, like vould it be digital 
changing rooms that we're going, we really need to like progress? And I think that could be 
something. Also because like, it's not everyone like for example I cannot just afford like 
starting up a shop here and there, you know, it's impossible, where I am right now, or for all 
other like small designers and artists it's impossible. Of course it's a dream. But it costs a lot 
and you also only reach the people who are there. So, maybe you will only reach them and 
then when you don't have Corona, then you reach all the Chinese people will come and like 
it. But otherwise, it's too limited. So, like, definitely digital changing rooms would be, like a 
great thing to push into the industry much more than what it is already. 
 
Interviewer: So, now that we're talking about this a bit, would there be anything like let's 
say, let's not talk about costs or whatnot, but would there be any sort of technology that 
you could see yourself using in your business to be more sustainable or to support your 
sustainable business? 
 
Interviewee: What do you think about? Because it's so broad that question. 
 
Interviewer: Well, well it more like would you self think that you could have or want to have 
like the virtual fitting rooms, or would you be willing to have like let's say, now that you're 
going to launch your webshop, would you like to, in there, maybe incorporate something 
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where people could upload a picture and try on your clothing on them. Is there anything like 
this and you could see like yourself using? 
 
Interviewee: In the future definitely with the digital changing room, like, that I would do 
definitely but I will, I will not start with it. Because I don't have the resources to go that far 
to begin with. So, but it's definitely on the list, it's one of the things that I think is going to be 
a hit. Like, eventually, like, even more than, than what's happening, so that within the 
technology like that's what I'm considering. I'm not considering digital collections at all, 
that's too far for my mentality. I'm too much an artist to go into those worlds of digital 
fashion, I need the materials in my hands. And, yeah, and then I also like as a sustainable 
person, I, it's just, it's more sane to, to actually create things and instead. And like not, like 
this whole digital world and like living through your phone and through the computer and 
social media is. It's, uh, it's not healthy in the long run. And that's the same thing with the, I 
don't think that despite the, oe of course the, the changing rooms which I think is, it's 
actually a good idea but all this other thing, like making this whole animated world, it's, I 
don't think it's healthy for humanity to go too much into these. We already, you already see 
like, also as I wrote in the email suicide attempts and everything is already rising, so yeah 
I'm not a big supporter otherwise in this whole virtual reality world. 
 
Interviewer: But do you think like the virtual fitting room, do you think that could be 
something that could tackle maybe some of the issues that the fast fashion brands, 
especially online stores like let's say ASOS and Zalando that are maybe facing people 
ordering a lot of stuff and returning it. Do you think that it could be in that sense technology 
could help these players? 
 
Interviewee: Definitely. One of my friends. She's like, "Oh, I just ordered a lot of..", like what 
you're saying there, "...just ordered a lot from this and this brand" and she's like, "I don't 
care they have free shipment back. If I don't like it", and I'm just sitting there like, it's this a 
sane person? Just thinking oh my god. But we are so different, right. People are so different, 
but if they are offering like cheap clothes, first of all, like, easy delivery, and "buy it over 
whatever and you get free delivery, and if you don't fit it just deliver it back again". You 
know for me it's like they support this like mass transportation, back and forth, and it's 
definitely way too heavy for our world as we already are like experiencing. So I think it 
would be easier if they, um, and the worst thing is they have that they have the money for 
it. Like, it's just about they are just waiting for all the small influencers, or like all the 
idealists, you know to like to push it, you know until they can start. Like now like since end 
of 2018, where things in the fashion industry got really hot with sustainability. And it's the 
same thing that, like all the heavy ones are just sitting in the waiting until it's really cheap, 
because that's how they make their profit. If they go now, and prove this now and prove 
that now, like, it's way too expensive, but they have the money still. That's how those big 
brands they work, they wait. So because they're not trendsetters, they're followers. That's 
also why they copy so much from all the big brands, the exclusive brands. Yeah, so, I think 
that will that will solve a lot. But not all. 
 
Interviewer: Um, then talking about like the young generation, we, after doing some 
research online, found that the young generation is very aware, actually of the whole 
situation, you know, because Greta Thundberg and you know everything going on right now 
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so we know that people are aware of the whole sustainability issues especially with fashion. 
But it seems that they have an issue acting upon it. And so how do you think it could be 
tackled and what do you think is the missing link between the youth and actually being 
sustainable? Is it because maybe it would be more expensive? Is it because of economic, 
things like let's say someone that is 15 can't afford an expensive jacket? Or what is it that is 
like the missing thing between sustainable consumption and the youth? 
 
Interviewee: Yeah, I think, like from my point of view, what I feel in India, in the societies 
that I like move within. I feel like in my crowd, a lot of people, they are aware of it, and they 
are also trying their best to like, choose right, and choose alternatives. What I could imagine 
is the problem, and what I can already see is the problem that is like this whole cycle, that if 
the magazine doesn't write about it, then it will never come out like it's not enough with 
Instagram and being like one artist trying to reach out to the whole world, you know. 
Finding the right minds to like be one of the members of your account or whatever you 
know like followers. So if the magazines don't like write about it, of course they do it now, 
but they always talk the same names, Stella McCartney, you know, owned by Nestle last 
time I checked, how sustainable is that? You know like, and then there's the whole thing 
about, like, also in Denmark talking about designers Remix, Ganni, all the same brands, 
always mentioned, those are the 10 brands who want to like save the whole world. Now, 
not before, but now. Try to ask them 10 years ago and they had no interest. They thought 
everything was like a sack of potatoes, you know. So, I think everything is like a cycle, okay 
you can have all the initiative takers, but if something stops in the cycle, if the medias don't 
like promote it further, like how many magazines in Denmark are really, or in general in the 
world, except the indie magazines, you know, they're like talking about all the upcomers, 
and all the artists around the world. There are great ones. Like I know other designers and 
they've been working on their brand for like four years, and it's so few magazines that are 
taking it in, even though they're designing the coolest stuff. But they cannot pay, they 
cannot pay the ads. They are not delivering like goodie bags for them, you know, it's this 
whole thing is like this cycle that, if you cannot give anything back you can come and have a 
great story but you're not going to be like necessarily written about unless you want to 
choose competition, or some people already like talking about you. It's like this whole thing, 
so due to the consumers, like, they also sit and they only get breastfed with like, okay, these 
are still the same brands who are like only mentioned in this and this and that magazine. So 
if nothing changes there, then the consumer will not get it either. Another example, like my 
brothers they came visit me at SIF and, and they were like "okay we need to see all the cool 
stuff now Kim, can you present us for some cool men's wear brand?" because they're really 
tired of wearing the fucking same Tommy Hilfiger or whatever they're wearing you know, 
it's just yuck. And then I took them to some of these brands and they've been, it's like their 
like fourth or sixth collections so, what they have been existing for like more than two years, 
and they were like "what is this new" like yeah okay it's one of the newest but it's been here 
for years still. And they were like "how can we not know about it?". So that's the thing, it's 
my younger brothers so they're like 19 and 25. You know, so they were like "Wow", and 
they really fell in love with all these cool cool menswear designers that I showed them, and. 
And they were like, they couldn't understand why they'd never seen it, why they never 
experienced it. It's because we hear the same thing over and over again, and fashion is 
about like, renew and to challenge. But it's not what we hear about, it's not what we read. 
Not that much. So I think much comes from from the media too. They also need to take like, 
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or to make a bigger effort of actually promoting everything which is happening in the world 
and not just the 10 same, otherwise it's the, otherwise the whole, the world on Instagram is 
too big for everyone to figure out all the brands and all the designers in the whole world 
who's actually doing sustainable effort. So, yeah, what else. Otherwise, in my crowd I know 
that they are aware, but I also know other crowds, where they are just, they're not there 
yet, at all. And and there are far away from it. So I also think that it's happening in some 
societies and then in some it takes longer time. But now that the the magazines have at 
least started to write about sustainability, although they mention it the same 10 brands 
every time, at least the word comes out now. It's not just like mouth to mouth, so in that 
way people get more aware. But it also started with Greta, right. Like, suddenly everyone 
talks about sustainability, after she really came on media so, yeah. 
 
Interviewer: Um, then actually we're starting to reach the end soon, um, the second last 
question was about this article that we read about slow fashion, and someone said in there 
that "it's one thing to understand what slow fashion is but another to actually act upon it". 
So, what are you in your personal life doing on the side of course of your own collection to 
be a sustainable fashion consumer? 
 
Interviewee: Yeah, so as a designer, I design my own clothes from dead stocks, so I'm not 
the consumer who goes out and buy like that because I can design my own, and which is, 
um, as I'm also the figure of my brand, it doesn't make sense for me to show other brands. 
So, but otherwise like, before I launched the brand, I was very much into vintage. Not all the 
colorful vintage, definitely not if you have seen my Instagram profile you will also see that. 
But, all the like really classic shapes and a lot of black. So, yeah, I was more like a vintage 
consumer before, but now I just, I only wear my own. 
 
Interviewer: Yeah, of course. 
 
Interviewee: Yeah, so, but of course sustainability is much more of, I think you're mostly 
asking within fashion but it's also, I think where you really reach like a person who, like 
when we talk about artists, designers, brands, companies, like you can really, I think you can 
easily figure out if it's just like, if it's just like a marketing speech, or if it's actually like an act. 
It's also about how do you live. You know. Are you drinking champagne every day, you 
know, or do you actually like as me wash my hair in eggs and lemon, you know. It's like this 
whole thing like trying to, trying all paths of alternative ways of living. Like, three years ago, I 
decided there must be another like thing than shampoo. There must be. And that was 
before I knew about this like "No poo" generation, they call it. And then I just tried that, and 
it works. That's the whole thing, it really works. And then I also really start to understand 
like that there are so much like, um, how to say there's so much, like as a consumer, we 
really easily get like brainwashed with products. And it's really, and especially for those who 
are not aware of it who are just like, who doesn't have time to think that far, it's just like the 
brands, the companies, the big like profit makers, they know it. So they can easily take the 
advantage of a consumer. So I think that as a sustainable designer, it also comes with like 
how do you actually live, and it's very much in cooperation with what you're doing, 
otherwise you're only doing a sustainable marketing speech. 
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Interviewer: Okay then we just have the last question that's about the future of fashion. So, 
in your opinion, where is fashion heading to? And how will the fashion industry look like in 
the future? 
 
Interviewee: So how far future are we talking about? 
 
Interviewer: Let's say, the next five years. 
 
Interviewee: Well then not much has happened, unfortunately. I think, as it's already been 
seen like, though fashion seems fast with all these collection, like the whole revolution is 
happening way too slow. And now we, of course, we have got these like these 10 years to 
make a change, but as we also see that our leader, it already takes them I don't know, like, 
six months every time they need to make a decision, they need it takes six months before 
it's out in the systems, at least, you know. And i think things are happening way too slow 
and we also need, um, I'm afraid that all the big companies, the profit makers they, they're 
not going to change that much except saying okay 30% will be cut ecological carbon and 
that's not a healthy enough. So, I think we need much more political action, in order to 
actually make a change in the future. But I also know by speaking, I got an invitation to to 
the parliament in Denmark last August, and I also asked a lot of provocative questions and 
figured out that, it ain't that easy. In the way that they, the different parties, they are afraid 
of loosing the votes. So if they start to be strict, they're afraid to lose the votes. So we can 
already see there, okay if we actually have those who could set the rules in our society and 
they already afraid, what will then happen? You know. Now I could imagine they will come 
out here in the spring right with with the new how to manage these goals and I could 
imagine it's going to be postponed due to the Corona. But I'm really curious to see like, 
because they've decided what was it 70% to get down the carbon emission. Um, but let's 
see. Otherwise I think, in five years of course initiatives are going to happen because things 
are in the top right now within sustainability. People are making action plans, but it's still 
just a talk, not much has happened from the big companies yet. And as you can also read 
from H&M, on their website it's not it's not even there this rental, right. It's like, it's on the 
try-out still. So they can easily take it out. So, if anything and it just as you could also 
probably know and or you could imagine for big companies, it takes a lot to change the 
supply chain. Yeah, takes really let's say okay, we change this and that department. It's not 
done overnight, because they have thousands of workers, involved in this company, while 
for all the smaller brands and upcomers, they could just like, they can push the button 
overnight, right, and do things and just wake up with a new idea, and say ok now I do this 
because you don't have much to lose. But that, and that's why all the heavy producers they 
have much more to lose. So they will take it will take much more time. But I think it's a 
matter of politics in order to actually change the future. And then also, it's a matter of the 
end consumer, very much now. It's very much, because, if the end consumers stop 
supporting all the like polluting brands, those who pollute the most, and if they start to 
support more like real sustainable action makers, things will change. But if they don't, then 
it's not enough that we have me and we have some others who are like during sustainable 
fashion, doing slow fashion. Because then yeah okay we can sit and we can preach and we 
can inspire but if the people we inspire in Instagram are still going to support H&M and 
Zara, what will change? Nothing. So, in five years, I think still a lot is going to happen, but I'm 
also afraid that everything is moving way too slow, as I can see. But like since end of 2018, it 
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has mostly been a marketing talk, and some action plans, right. Already imagine, in 2025 
30% will be ecological carbon. Then what? Like then you have five years to make a bigger 
change, like if it already takes that much time big companies to change, it's not enough. So, 
yeah. 
 
Interviewer: So it's definitely like a top down like, it should be pushed from somewhere 
above for big players to change but at the same time it's also like bottom up, so consumers 
also have a power. 
 
Interviewee: Yeah, exactly. It's those that are the main wheels in this whole thing, like it is a 
really good picture like you have the top of the leaders in the world, they need to make the 
change they need to like, they're there to actually, to make, to set those rules. And then you 
have the bottom, or you have consumers, the whole society who actually want to demand 
like more sustainability. More like Earth protection, whatever. And then, of course some 
would say like, um, for me, I feel it's a responsibility as a designer, it should be because we 
are the role models in fashion. Everyone within the fashion industry are role models, and a 
mirror to the outer world. So, of course, it also comes from the companies, but as we can 
see it moves way too slow, and they will always think in profit, the bigger brands, who 
create the most pollution. So I think it requires the consumer, and new politics. 
 
Interviewer: Great, I think we've covered all the questions, and more. Do you have anything 
you would like to add or ask or any comments? 
 
Interviewee: No, um, just when is your deadline for this? 
 
Interviewer: 15th of May. 
 
Interviewee: Oh, okay. So actually pretty soon I thought you'd have like, more, more time 
for that. 
 
Interviewer: No, it's a limited time span and obviously with the corona situation we got 
some bumps in the way. So there's definitely been a lot. We were supposed to do a lot more 
interviews, but people have said that you know what unfortunately now the focus is on 
business and they don't have time to help us so that's why we're very thankful for you 
taking that time. 
 
Interviewee: Yeah, of course. But actually, another thing now that you say that people need 
to focus due to the corona I've also read and thought myself that due to the sustainability in 
the fashion industry, all the initiative that's been promised, all the promises actually, some 
in the industry are already starting to talk about that they are afraid that all the companies, 
they will not go through with all the promises.  
 
Interviewer: Oh yeah, of course.  
 
Interviewee: They are now losing so much profit. Yeah, due to the lockdown, so they are 
afraid that they will forget it completely or postpone it, the initiatives within sustainable 
fashion. So that's also a thing, which is maybe like worth to add to your assignment that yes, 
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this actually also has an effect that the importance of sustainability is suddenly not that 
important anymore, because now people want to make money again, they don't put that on 
sustainable fashion. 
 
Interviewer: That was a good point. Thank you. Yeah. Well, I think that was it. That was it 
from us. Thank you so much, that was really good and very useful. So, again, thank you so 
much and then and have a good day and thank you for taking your time and good luck with 
the, with your business sounds so interesting. 
 
Interviewee: Yeah, of course. And all the best with the assignment. And, yeah, you can 
always email me. 
 
Interviewer: Thank you so much. Have a good evening. 
 

Appendix 8 – Online Observations 10 Influencers 

Name & Nationality Instagram Account Number of Followers 

Kenza Zouiten Subosic, 
Sweden 

@kenzas 1,8M 

Angelica Blick, Sweden @angelicablick 1,1M 

Janni Olsson Delér, Sweden @jannid 1,3M 

Victoria Törnegre, Sweden @victoriatornegren 718k 

Alexandra Bring, Sweden @alexandrabring 610k 
Mathilde Gøhler, Denmark @mathildegoehler 1M 

Josefine Hanning Jensen, 
Denmark 

@josefinehj 950k 

Pernille Theisbæk, Denmark @pernilleteisbaek 808k 

Emili Sindlev, Denmark @emilisindlev 418k 

Celine Aagard, Norway @celineaagaard_ 185k 

 


	Acknowledgments
	Abstract
	Structure of the Thesis
	1 Introduction
	1.1 Preface
	1.1.1 Research area
	1.1.1.1 Research question

	1.1.2 Phenomenon
	1.1.3 Delimitations

	1.2 Thesis Structure

	2 Literature review
	2.1 Social media
	2.1.1 From trend to issue
	2.1.2 Instagram
	2.1.3 TikTok

	2.2 Sustainability in the Fashion Industry
	2.3 FashTech
	2.4 Concept Clarification Summary

	3 Theory
	3.1 Understanding Technology Adoption
	3.1.1 Diffusion of Innovation
	3.1.2 Theory of Planned Behavior
	3.1.3 Technology Acceptance Model
	3.1.4 Selection of Theory

	3.2 TAM
	3.2.1 Perceived Usefulness
	3.2.2 Perceived Ease of Use
	3.2.3 Revised Models
	3.2.4 Related Studies


	4 Methodology
	4.1 Philosophy of Science
	4.2 Pragmatism
	4.2.1 Ontology
	4.2.2 Epistemology
	4.2.3 Axiology
	4.2.4 Relevance of Pragmatism

	4.3 Abduction
	4.4 Single Case Study
	4.5 Qualitative and Quantitative Methodology
	4.6 Quality Criteria
	4.6.1 Reliability
	4.6.2 Validity
	4.6.3 Generalizability


	5 Data Collection
	5.1 Secondary Data
	5.2 Primary Data
	5.3 Expert Interviews
	5.3.1 Expert Interview Planning
	5.3.2 Interview Process
	5.3.2.1 Thematizing
	5.3.2.2 Designing
	5.3.2.3 Selected Expert Interviewees
	5.3.2.4 Interview Preparation

	5.3.3 Transcribing
	5.3.4 Analyzing

	5.4 Online Observations
	5.4.1 Online Observation Planning
	5.4.2 Observation Process
	5.4.3 Analyzing


	6 Findings & Analysis of Expert Interviews
	6.1 Perceived Usefulness
	6.1.1 Embeddedness
	6.1.2 Newness
	6.1.3 Added value
	6.1.4 Analysis of PU and Found Factors

	6.2 Perceived Ease of Use
	6.2.1 Speed
	6.2.2 Platform
	6.2.3 Training
	6.2.4 Technology Suitability
	6.2.5 User Journey
	6.2.6 Analysis of PEU and Found Factors

	6.3 Communication
	6.4 Chapter Summary

	7 Findings & Analysis Related to Key Concepts
	7.1 Fashion Sustainability
	7.1.1 Consumer Point of View
	7.1.2 Business Point of View
	7.1.3 Alternative Ways of Being Sustainable
	7.1.4 Greenwashing

	7.2 FashTech
	7.3 Social Media
	7.4 Chapter Summary

	8 Findings & Analysis of Online Observations
	9 Discussion
	10 Research Implications
	10.1 Theory Implications
	10.2 Practical Implications

	11 Conclusion
	12 Reflections
	12.1 Evaluation of Theory and Research Methods
	12.2 Limitations
	12.3 Future Research and Recommendations

	References
	Appendices

