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ABSTRACT 

 

Ever since it has been recognized that while humankind has flourished, the environment has been facing 

significant concerns. As a result, consumers have become increasingly prone to ethical consumerism, de-

manding that their clothes do not harm the environment or the workers who created them. WOOD WOOD 

is trying to establish a business case for its resale initiative ARTEFACT in this volatile environment. Within 

this context, we investigate how WOOD WOOD and its belonging ARTEFACT initiative can benefit from 

the sustainability wave in the secondhand clothing industry regarding consumers’ shopping behaviors and 

motivation. To do this, we apply themes of branding, circular economy, consumer psychology, and consumer 

behavior. 

 The methodology is based on the pragmatic approach and incorporates answers from 4 focus groups, 

3 elite interviews, and a survey with 311 responses. The collected data is analyzed through methods of ab-

duction, correlation coefficients, and frequency analyses. 

 Our findings show that a significant barrier for WOOD WOOD’s and ARTEFACT’s success is 

WOOD WOOD’s perceived relevance and the perceived disorderliness of secondhand clothes consumption. 

Further, sustainability along with price, are the main factors driving secondhand clothes consumption. More-

over, we find that consumer motivation takes many forms in fashion and secondhand consumption and that 

the current ARTEFACT initiative has many weaknesses, most prominently regarding the take-back system 

and adoption factors. 

 

Consequently, we present 8 action points for WOOD WOOD that have the overall purpose of closing atti-

tude-behavior gaps, enhancing ARTEFACTS brand identity, and establishing WOOD WOOD as a relevant 

brand for its target group. 
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1.INTRODUCTION 

THE SUSTAINABLE AWAKENING 

 

The industrial revolution has led to economic growth and living standards otherwise impossible to imagine. 

Never have we had more options or opportunities to get the best possible out of life than we do now. How-

ever, darkness is lurking in the corner as it is becoming apparent that while humankind has flourished, the 

environment is facing significant concerns. (Ellen MacArthur Foundation, 2015)  

In the following introduction, we will present the current sustainable awakening generally and in 

relation to the fashion industry. Hereunder, the opposing trends of fast fashion and slow fashion will be 

highlighted. Lastly, the case of WOOD WOOD and its resell initiative ARTEFACT will be presented as it 

tries to navigate sustainably in a highly polluting industry. 

 

In 1896 a Swedish scientist named Svante Arrhenius was the first to claim that fossil fuel combustion could 

lead to global warming (Crawford, 2021). While the theory back then did not receive any further attention, 

it has now established great importance. It was not until 1940’ that it was possible to prove that carbon 

dioxide emissions caused warming effects, and first, by 1980’ the global temperature was noticeable. Today, 

scientists widely acknowledge that the use of fossil fuels and increased pollution of the atmosphere have 

harmful, severe, and long-term consequences for the environment. (Sillanpää & Ncibi, 2019) 

The term sustainability has established great importance in today’s society, however, it is similarly 

subject to discussion. Therefore, in order to establish a common ground, the definition by the United Nations 

Brundtland report (1987) describing sustainability will be utilized in this thesis: “[...] development that meets 

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

(United Nations, 1987: 15). Sustainability is, hereunder, defined as a threefold concept consisting of eco-

nomic, environmental, and social pillars, also informally referred to as people, planet, and profit. 

1.1. THE UNSUSTAINABLE FASHION INDUSTRY  

The clothing and fashion industry is particularly relevant to pay attention to when addressing the non-sus-

tainable world, for numerous reasons. Firstly, the industry is the second most polluting worldwide, respon-

sible for significant environmental impacts. Secondly, the line of business is attracting increased attention 

amongst policymakers, making future restrictive legislation a very potential reality. In fact, the Danish Min-

istry of Environment has already selected clothing and textiles as one of its five key focus areas. Lastly, the 

industry is experiencing a growing demand amongst consumers for more sustainable goods, but with notable 

variations in their willingness to pay. (Guldmann, 2016) 

  

Since the millennium, the clothing sales have doubled from 50 billion units to the current 100 billion units, 

with an estimated increase to 160 billion units in 2050. In the corresponding period, clothing utilization 

dropped by 36%. With the massive overconsumption only increasing, it is even more important to recognize 
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that less than 1% of the material used to produce clothing is recycled, resulting in a loss of more than USD 

100 billion worth of materials every year. (EMF, 2017) 

The textile industry’s current linear approach relies heavily on non-renewable resources (including 

oil, fertilizers, dye, etc.), extensive water use, and a low utilization rate, resulting in massive pressure on 

resources. Besides the massive footprint from raw materials, the textile industry emitted 1.2 billion tonnes 

of CO2 in 2015 alone, equivalent to more than all maritime shipping and international flights combined. 

Finally, the use of chemicals in production has resulted in local impacts on workers’ health and a 20% of 

industrial water pollution globally attributed to textiles’ dyeing. With the consequences of the current fashion 

industry being virtually infinite, the question of “how did we get here?”  becomes central. (EMF, 2017) 

 

1.1.1.Fast fashion 

With the industrial revolution and the invention of the sewing machine in the 1800s, clothing experienced a 

rapid decrease in prices and a massive manufacturing increase. By the 1960s, especially the young generation 

was embracing the cheaply made clothing to follow new trends, and by the 1990 the large chain stores speed 

the driving force, resulting in New York Times using the term fast fashion for the first time to describe these 

new types of stores. (Idacavage, 2018) 

Today the term fast fashion describes just-in-time production that makes everchanging trends ac-

cessible at a cheap cost. The introduction of fast fashion consumers has fostered insatiable demands and is 

increasingly expecting to buy more for less, resulting in overconsumption worldwide. On average, fast fash-

ion items are only expected to be worn ten times or less, with over half of the clothing being disposed of in 

under a year. (Pookulangara & Shephard, 2013; EMF, 2017) 

While fast fashion has enabled a vast consumer group easy access to fashion trends, the consumers 

have grown accustomed to the high competitiveness and low prices, pushing the industry towards a danger-

ous threshold. Numerous fashion companies are thus struggling to generate profits. (McKinsey, 2020; EMF, 

2017) 

  

Despite increasing clothing sales, especially in the fast fashion category, the overall trend of sustainability 

is also creating momentum in the fashion industry. Consumers are increasingly becoming more prone to 

“ethical consumerism”, demanding that their clothes do not harm the environment or the workers who cre-

ated them (Pookulangara & Shephard, 2013). The current COVID-19 situation has left people at home think-

ing about why they have so many items in their closets, and combined with the general decrease in income, 

the pandemic has swiftly accelerated a wave of “less is more” attitudes towards clothing (McKinsey, 2020).  

The retail industry is similarly slowly starting to adapt to its consumers’ new requirements, espe-

cially after numerous high-profile incidents of shitstorms regarding unsustainable practices caused by digi-

tally-empowered consumers. However, it is challenging for retailers to become sustainable, maintain low 

costs, and guarantee superior quality, particularly in the fast fashion dominated industry. Thus, resulting in 
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“[...] the growth of a new movement that counteracts the increasing demand for fast fashion—the “Slow 

Fashion” movement.” (Pookulangara & Shephard, 2013: 200). 

1.1.2. Slow fashion 

Slow fashion is heavily inspired by the slow food movement. Despite the name, slow fashion is not neces-

sarily concerned with slowing down the textile and apparel supply chain but instead takes a holistic approach 

to create a sustainable process. It proposes a paradigm shift towards sustainable and ethical ways of being 

fashionable that have implications for design, production, consumption, and use. (Pookulangara & Shephard, 

2013) 

Central for the transition towards slow fashion is the movement from current linear practices towards 

a circular approach. However, the reuse of fibers in clothing is currently challenging, and since clothing in 

mature markets is hugely underused, an increase in the number of times clothes are worn proposes the most 

direct way to decrease waste in the textile system. (EMF, 2017) 

In light of the COVID-19 pandemic, the resale industry has experienced a vast growth of 414% and 

is expected to grow more prominent than the fast fashion category by 2029 (McKinsey, 2020; ThredUp, 

2020). The trend is similarly echoed in the Danish consumers’ behaviors, where 42% are already engaging 

in secondhand clothing shopping (Passport, 2020). While the resale industry offers great potential, it also 

inhabits challenges. Firstly, resale requires high-quality and durable clothing. Secondly, it demands a com-

plex web of logistics to wash, photograph, describe, package, and send the non-bulk items. Lastly, used 

clothing is still prone to stigma and connotations amongst many consumer groups (McKinsey, 2020). 

 

In the current fashion environment, only a few brands are engaging in resale initiatives making the industry 

dominated by third-party websites and shops selling clothing from a broad range of different brands. Com-

bined with the projections for the resale industry, this puts brands in a vulnerable position where they have 

little or no control of the quality of the resold items and how the brands are being presented. Further, the 

fashion brands are losing out on potential revenue streams, as they are prevented from selling their items 

again and again. However, while the third-party websites and stores have proven strong business cases, there 

are still, due to the lack of brands involved, no proven business model, or financial system known for fashion 

brands working with in-house resale initiatives. (EMF, 2017). In this volatile environment, WOOD WOOD 

is trying to establish a business case for its resale initiative ARTEFACT. 

1.2. CASE DESCRIPTION | WOOD WOOD & ARTEFACT 

WOOD WOOD is a contemporary fashion and lifestyle brand founded in 2002 in Copenhagen. Since the 

launch, the brand has gained popularity worldwide with its own lines being sold online and expanded flag-

ship stores in Berlin, London, and Aarhus. The brand trades well-renowned brands, niche brands, and carries 

its own clothing line. The brand’s concept revolves around graffiti and 90s street culture, and as the founders, 

Karl-Oskar Olsen and Brian SS Jensen, articulates it, “WOOD WOOD is much more than a brand. It is about 
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style and attitude.” (WW, 2021: 1). The WOOD WOOD brand has further made more than 50 collaborations 

with brands such as Lego, Nike, Disney, and many more throughout the years. 

As aforementioned, becoming sustainable is at many corporations’ agendas, and WOOD WOOD is 

no exception. The ultimate goal of the brand is to become a certified B-corporation, balancing its purpose 

and profits. In 2019 WOOD WOOD took its first steps to become more sustainable by joining a SDG accel-

erator program provided by the Danish Industry Foundation. SDG stands for the Sustainable Development 

Goals, and is a collection of 17 interlinked global goals designed by the UN to provide a direction for a better 

and more sustainable future (UN, 2021). After the program, the brand realized that “Up until now, WOOD 

WOOD has identified itself as a forward-thinking and creative brand. Now, we strive towards implementing 

that same creativity in a series of initiatives, all for the better.” (WW 1, 2021: 1). In 2020 the brand took its 

next step by securing 44% of its collection becoming GOTS certified, and it introduced its ARTEFACT 

initiative. (WW 1, 2021). GOTS, or the Global Organic Textile Standard, is a certificate that ensures cus-

tomers that a product is environmentally and socially responsible from harvesting raw materials to the point 

of sales (GOTS, 2021).  

 

ARTEFACT is a take-back program centered around the concept of circularity, where customers can return 

their WOOD WOOD items and, in return, get a 15% discount code to the store. WOOD WOOD then selects 

the suitable items for resell in its Museum store or on its online platform (WW 1, 2021). ARTEFACT was 

launched to embrace the longevity of WOOD WOOD items and to create a public dialogue about the sus-

tainable future of the brand: “We know, however, that at some point, consumers like to update their ward-

robes, despite the fact that their clothes are not worn out” (Deloitte, 2021: 1). However, WOOD WOOD 

acknowledges that ARTEFACT is at its early stages, and that it is seeking to continuously work on evolving 

the use of circularity in its business model (WW 1, 2021). 

 After a dialogue with WOOD WOOD’s current PR manager, he identified the biggest problem with 

ARTEFACT is: that it is not yet profitable. He explains that this is arguably due to the logistics not being 

fully developed and that the marketing efforts are yet to be initiated. (Appendix A) 

We, however, believe that the problem goes deeper within the fundamentals of the take-back sys-

tem’s premises, the decline in WOOD WOOD’s popularity, and lack of availability, which does not accom-

modate the bounded rationality of the consumer. (Kahneman, 2011) 
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2. RESEARCH QUESTION 

Throughout this thesis, we seek to investigate the current state of WOOD WOOD and the secondhand fash-

ion landscape through the eyes of the consumers. As suggested by WOOD WOOD, we have demarcated the 

research regarding the brand to young Danish females in the age bracket of 15-40 years old (Appendix A).  

Based on the societal need for sustainable clothing, the infant state of brands’ take-back and resell initiatives, 

and WOOD WOOD’s current unsuccessful efforts, we seek to explore the following research question:  

 

 

How can WOOD WOOD and its belonging ARTEFACT initiative benefit from the sustainability wave in 

the secondhand clothing industry in regards to consumers’ shopping behaviors and motivation? 

 

 

However, the research question above is quite broad why sub-questions are provided to elaborate and make 

the research tangible. Hence, we first need to explore the WOOD WOOD brand’s current situation through 

the sub-question: 

 

How do Danish female consumers perceive WOOD WOOD, and what are the current challenges 

that should be accommodated? 

 

Then, we need to explore the secondhand clothes industry’s potential by examining the consumer’s general 

opinions and actions towards sustainable consumption, their current fashion shopping behaviors & motiva-

tions, and their perception and participation in secondhand business models. These themes will be elaborated 

through answering the following sub-questions:  

 

How does the current increased sustainability awareness affect WOOD WOOD’s target group’s 

fashion consumption patterns? 

 

How does consumer motivation unfold in their fashion and secondhand consumption practices? 

 

Finally, to present actionable implications for WOOD WOOD’s ARTEFACT concept, we need to explore 

its current efforts towards circularity. These insights will be combined with an exploration of literature re-

garding consumer’s bounded rationality. This is to ensure a realistic, profitable, and easily accessible concept 

that benefits both WOOD WOOD and the Danish consumers. We hence ask the question:  

 

 Which actions are needed for WOOD WOOD to successfully execute its ARTEFACT concept? 



TOWARDS A SUSTAINABLE BRAND - A CASE STUDY ON THE ROLE AND FUTURE OF ARTEFACT   8 8 



TOWARDS A SUSTAINABLE BRAND - A CASE STUDY ON THE ROLE AND FUTURE OF ARTEFACT   9 

3. LITERATURE REVIEW 

9 
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3.1. PART ONE - BRAND EQUITY - A VITAL COMPONENT 

Following the conceptualization of Riezeboz (2003), a brand can be defined as “[...] every sign that is capa-

ble of distinguishing the goods or services of a company that can have a certain meaning for consumers both 

in material and immaterial terms.” (Riezebos, 2003: 22). Thus, a brand is a vital part of sustaining compet-

itive advantages, as the brand can act as the key differentiator for an organization. Furthermore, possessing 

a strong brand can, among others, create long-term customer loyalty, less price-sensitive consumers, and 

increased effectiveness of marketing communication (Keller, 2001). Particularly in the fashion industry, 

obtaining a strong brand is at the forefront. Hereunder McKinsey suggests that “[...] 25% of fashion execu-

tives said that they are investing in brand building to increase full-price sell-through as one of their top five 

focus areas for sales and growth” (McKinsey, 2018: 67). 

The notion of strong brands is often associated with holding a positive brand equity (Keller, 2001; 

Kotler, Philip, Armstrong, Gary, Harris, Lloyd, 2016; Aaker, 1991). Various definitions of brand equity 

prevail in current literature and is, among other things, defined as; 1) an intangible asset in the mind of the 

consumer, 2) a strong and positive brand personality, brand associations resulting in an additional willing-

ness to pay, 3) and the sum of all current and future customer’s value (Ambler, 2000; Freling & Forbes, 

2005; Kapferer, 2012; Rust, Ambler, Carpenter, Kumar, & Srivastava, 2004). Brand equity can thus be 

bounded in consumer perceptions as well as financial value. Nevertheless, two theoretical frameworks pre-

vail in relation to building strong brand equity, namely Aaker (1991) and Keller (1993). 

The subsequent literature review will, however, be concerned with Keller’s (1993) definition of 

customer-based brand equity (CBBE) and the accompanying brand resonance model. Keller’s terminology 

is chosen due to an inarguable inseparability between the consumer and the value of a brand. Further, Keller 

(2001, 2016) conceptualizes a theoretically bound and practical model for measuring and managing CBBE, 

making his framework both descriptive and normative. Keller’s conceptualization will later be applied to the 

case of WOOD WOOD and investigate whether the brand possesses a preferable CBBE, and if not, how to 

alter it towards a desirable direction. Applying the terminology of Keller can provide an overview of the 

current CBBE of WOOD WOOD by identifying the brand’s potential pitfalls and aiding a restoration hereof. 

Moreover, the framework by Keller (2001) provides a guideline for specific themes and questions to be 

investigated, which in our case will be executed through qualitative interviews and a quantitative survey. 

3.2. CONSUMERS AS A TOOL FOR BRAND EQUITY 

CBBE can be defined as “[...] the differential effect of brand knowledge on consumer response to the mar-

keting of the brand.” (Keller, 1993: 1). Following the terminology of Keller (2001) one can build a strong 

brand, and thus CBBE, by following a sequence of four steps, where the execution of the next step relies on 

the success of the previous.  

 The subsequent section will examine the four steps; brand identity, brand meaning, brand re-

sponses, and brand relationships, with associated six brand-building blocks and sub-dimensions; brand sa-

lience, brand performance, brand imagery, brand feelings, brand judgments, and brand resonance (Figure 
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1). In each step, an elaboration on its application and relevance to the case of WOOD WOOD will be pre-

sented. 

 

3.2.1 Brand identity 

When looking at the concept of creating a strong CBBE, one must first and foremost focus on the brand 

identity, as this provides the fundament of the brand itself. Keller’s (2001) framework, describes brand iden-

tity as to whether the consumer can identify the brand as a means of satisfying a need. Keller (2001) is further 

concerned with creating a strong brand identity by creating the building block brand salience and associated 

brand awareness. 

Brand salience relates to awareness and involves how easily the brand is recalled by the consumer, 

that is, whether it is top-of-mind. Such awareness can be measured in both depth and breadth. The depth of 

brand awareness involves how effortlessly and well the consumer recalls the brand, and the breadth refers 

to “[...] the range of purchase and consumption situations in which the brand comes to mind” (Keller, 2001: 

9). 

The depth and breadth of WOOD WOOD will be investigated to analyze whether its brand salience 

is an advantage or a constraint to reaching its full potential of CBBE. For example, a scenario could be that 

WOOD WOOD has a high depth but a low breadth, which could lead to managerial implications of expand-

ing its presence to online webshops that provide multiple platforms, to be visible in more purchase situations, 

or to reconsider how they can accommodate the needs of its target group. 
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Possessing a strong brand salience provides the brand with three vital advantages; 1) it aids the meaning of 

the brand through strengthening and forming brand associations, 2) it eases the consumers’ product catego-

rization, and thus help the consumer satisfy needs, which in turn help the brand becoming part of the con-

sumer’s consideration set, and 3) if the consumer faces a low involvement decision, that is, a situation where 

the consumer has either low purchase motivation or low purchase ability, the consumer is more likely to 

make a decision based on brand salience alone. (Keller, 2001) 

3.2.1.1. Implications of brand identity 

Keller (2001) argues that a problematic tendency is for brands to solely consider the depth in brand aware-

ness while neglecting the breadth. This means that the brand might have achieved a top-of-mind for the 

consumer, but not necessarily a mind-share. Meaning that if the consumer is asked to mention brands in the 

product category, they would be able to, but the brand would not come to mind in the purchase decision. 

Hence, disabling the brand from reaching its full potential and advantages of brand salience. (Keller, 2001) 

 A way to enhance both breadth and depth of brand awareness is through the use of interactive 

marketing. Interactive marketing can be defined as “[...] online activities and programs designed to engage 

customers or prospects and directly or indirectly raise awareness, improve image or elicit sales of products 

and services” (Keller, 2009: 141). Interactive marketing has the advantage of its customizable entities where 

even the narrowest consumer groups can be targeted (Ehrlich & Fanelli, 2012). An interactive marketing 

initiative could be a display ad on Facebook with wedding dresses targeted 30 to 35-year-old female con-

sumers who recently changed their status to engaged. An additional example is to use search engine optimi-

zation (SEO) to reach a higher organic placement on search engines by accommodating the consumers’ 

search behaviors and particular use of keywords. Thus enhancing both the depth due to higher levels of top-

of-mind awareness and the breadth as the brand becomes part of the initial consideration set. (Keller, 2009) 
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3.2.1.2. Investigating WOOD WOOD’s brand identity 

To explore both the depth and breadth of WOOD WOOD, hereunder ARTEFACT, respondents in the focus 

groups and the survey will be questioned in various ways, as shown below. 

 

3.2.2. Brand meaning 

As aforementioned, the success of each step in the brand resonance model depends on the completion of the 

previous. Therefore, one cannot create brand meaning without first establishing a brand identity, as one 

cannot have an opinion on a brand without knowing the brand in the first place. (Keller, 2001) 

Brand meaning is created through establishing a brand image, that is, the “[...] consumer percep-

tions of and preferences for a brand, as reflected by the various types of brand associations held in consum-

ers’ memory.” (Keller, 2009: 143) and consists of two brand-building blocks of brand associations, namely, 

brand performance and brand imagery. 

 

It is vital to determine the brand meaning of WOOD WOOD and ARTEFACT as this indicates how relevant 

the target group perceives the brand to be for them. Furthermore, an analysis of the brand meaning would 

suggest whether there is a match between the desired target group’s self-image and the image of WOOD 

WOOD. A dissonance hereof could, for example, indicate that the brand associations were not favorable. 

Such insights can aid the communication strategy in terms of which direction, personality, or associations 

WOOD WOOD should steer towards in each touchpoint with the consumer. (Keller, 2001; Iglesias & Bonet, 

2012; Islam, Zillur & Hollebeek, 2018). Nevertheless, such a strategy should keep the consistency and au-

thenticity of the brand in mind and not deviate too much from the initial personality of WOOD WOOD. 

WHAT IS EXPLORED? HOW WILL IT BE EXPLORED WITH WHICH METHOD?

DEPTH OF WOOD WOOD'S & 

ARTEFACT'S AWARENESS

Firstly, interviewees in the focus groups will be asked to list all fashion 

brands they can think of in the middle-upper price category, to find out 

whether WOOD WOOD is top-of-mind in an unaided setting. Secondly, an 

aided awareness will be trialled, as we outlay several fashion brands 

similar to WOOD WOOD, to see if they then point out WOOD WOOD as a 

known brand to them and to further explore the depth of their awareness. 

Lastly, the depth is tested in a higher quantity of respondents through a 

survey, where respondents are presented with the brand name of WOOD 

WOOD and ARTEFACT and asked if they are familiar with the brands. 

FOCUS GROUP & SURVEY

participatory method

BREADTH OF WOOD WOOD'S & 

ARTEFACT'S AWARENESS

The breadth of awareness will be investigated as we question which of the 

outlaid brands they use in which situations, where the focus will be on 

their evaluation of WOOD WOOD compared to similar brands. Secondly, the 

interviewees will be made aware that this investigation is focused on WOOD 

WOOD, and they will be asked how often they think of WOOD WOOD. 

However, it is noteworthy that such investigation of breadth is slightly 

biased and that there would be higher ecological validity if the respondents 

were instead asked in a purchase situation. 

FOCUS GROUP

participatory method

Table 1 - (Keller, 2001; Kvale & Brinkmann, 2009; Appendix 1; Appendix 2; Appendix 3)
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Since straying too far away, can make consumers doubt the brand and cause brand dilution whereby the 

CBBE decreases. (Stagis, 2011; Keller, 2016)  

 

3.2.2.1. Brand performance 

Brand performance is vital for creating brand equity, as this incorporates how the product/service accom-

modates the consumers’ functional needs. Hereunder, Keller (2001) outlays five types of benefits and asso-

ciations of brand performance. (Figure 3) 

First is the product’s primary characteristics and secondary features compared to similar products 

in that category. A primary characteristic could, e.g., be the effectiveness of a vacuum cleaner, which can be 

categorized as low, medium, or high, whereas the secondary features could be the ease of use, or whether 

the vacuum cleaner has a patented feature such as portable properties. 

Secondly is the reliability, durability, and serviceability of the product or service. The reliability of 

the brand refers to the consistency of the product and service experience over time, and durability concerns 

the lifespan of the product. Serviceability incorporates the perceived service level if the product needs repair, 

that is, the speed and quality of repair. 

The three properties are highly related to the third association of brand performance: service effec-

tiveness, efficiency, and empathy. These refer to the service situations that the consumer experiences with 

the brand and involves the responsiveness of the service, if the brand is associated with trust, and most 

importantly, whether the consumer’s service demands are satisfied. (Keller, 2001) 

The fourth brand association regards the style and design of the brand and hence the sensory aspects 

of the brand such as size, material, color, smell, and shape (Keller, 2001). Here, it is noteworthy that Krisna 

(2009) highlights the importance of having a strong sensory brand as the style & design appeal to the basic 

senses. Such appeal engages the consumer in the brand and triggers consumer perception and associations. 
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Lastly is the price. This highly comparable factor enables consumers to categorize the brand from 

inexpensive to premium and entails the perceived flexibility of the price, e.g., if the brand is often discounted. 

Conclusively, the brand performance serves as the “[...] ingredients that make up the product” 

(Keller, 2001: 11). Each of the five types of benefits and associations contributes to differentiating the brand. 

Therefore, it is noteworthy that if a brand falls short in any of the components, this can have considerable 

consequences for the brand equity. 

3.2.2.2. Brand imagery 

The second brand-building block of brand meaning is the brand imagery. Contrary to brand performance, 

the brand imagery includes the intangible extrinsic properties of the service/product and is concerned with 

meeting psychological and sociological needs rather than functional. However, similar to brand performance 

is that brand imagery contains several subcategories of associations, them being; user profiles, purchase & 

usage situations, personality & values, and history, heritage, & experiences. (Keller, 2001). These associa-

tions arise through consumers’ experiences with the brand; both direct and indirect (Keller, 1993). 

 User profiles are the associations that one has regarding the type of person or group who purchases.. 

The profiles can be based on psychographic and demographic factors and affect the associations that con-

sumers have of the brand. Where, the purchase and usage situations entails “[...] where and in what types 

of situations the product or service is used” (Keller, 1993: 4). (Keller, 2001) 

The subcategory, personality & values, borrows from the terminology of Aaker (1997), by which 

the brand is described through its humanlike personality traits and incorporates the five dimensions of her 

model; sincerity, excitement, competence, sophistication, and ruggedness. It is noteworthy that Keller (2001) 

argues that personality & values relates to user profiles. Such argumentation is in line with Islam et al. 

(2018), who posit that the consumers’ personality and values should match that of the brand to create self-

brand congruity and increase engagement and loyalty with the brand. 

 Finally, is the history, heritage & experiences, which refers to the associations of noteworthy past 

events in the brand. Such associations can be both distinct individual experiences as well as public memories 

that transcend to generalizations and “[...] make up the usage imagery “(Keller, 2001: 12). 

3.2.2.3. Implications of brand meaning 

Keller (2001) argues that three dimensions have to be evident for the brand to accomplish brand meaning; 

strength, favorability, and uniqueness - in that particular order. Strength is hence the most important and is 

defined as the extent to which an association is linked to the brand and how easily retrieved the brand is in 

the memory without strong cues (Keller, 1993). This can, for example, be thinking of Disney, when asked 

to mention a brand that is “fun” or “magical”, or Volvo in the case of a “safe” brand. The favorability is 

whether these associations are perceived positively in the eyes of the consumer, and uniqueness refers to 

how distinct these associations are compared to associations of other brands. 

To enhance these three dimensions, and thus brand equity, brands should aim to provide consistency 

across all touchpoints with consumers to strengthen unique and favorable associations (Keller, 2001). Such 
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line of argumentation is coherent to Iglesias and Bonet (2012), as they argue that the brand meaning will be 

reconsidered at each touchpoint by the consumer. Such touchpoints not only include the experiences pro-

vided by the brand, but likewise those dispensed by external stakeholders. The possibility of brand hijacking 

is thus treacherous to achieving a desired brand meaning, as this diminishes the brand’s power in its touch-

points with the consumer. (Iglesias & Bonet, 2012). It can hence be argued that the rise of secondhand clothes 

consumption, can possit a threat to WOOD WOOD, if it is not in control of the resell itself. 

Taking the case of Disney, this could be to always incorporate an aspect of “fun” in its communi-

cations, e.g., having a playful tone of voice on social media and in e-mail correspondence, hiring cheerful 

employees to service customers in Disneyworld, or always adding a playful graphical element to its cam-

paigns. The associations should further be perceived as relevant to the consumer, why it is crucial to find a 

suitable target group whose needs the brand can accommodate. (Keller, 2009) 

3.2.2.4. Investigating WOOD WOOD’s brand meaning 

The investigation of brand meaning is initiated as respondents are questioned in both focus groups and a 

survey regarding WOOD WOOD’s, and hereunder ARTEFACT’s, brand performance and brand imagery. 

3.2.3. Brand responses  

Brand responses are defined as “[...] how customers respond to the brand, its marketing activity, and other 

sources of information, that is, what customers think or feel about the brand.“ (Keller, 2001: 13) and can be 

divided into brand judgments and brand feelings. 

This step will determine what consumers think and feel about WOOD WOOD and the underlying 

ARTEFACT initiative. The brand judgments can indicate whether its services are perceived as superior, of 

good quality, and whether consumers actually consider buying the brand in a clothing purchase situation. If 

WOOD WOOD, for example, is deficient in the perceived quality, it could reconsider its acquisition of 

WHAT IS EXPLORED? HOW WILL IT BE EXPLORED WITH WHICH METHOD?

WOOD WOOD'S & ARTEFACT'S 

BRAND PERFORMANCE

In the quantitative survey, respondents will be asked how relevant they 

perceive WOOD WOOD to be for them on a Likert scale, and later to 

elaborate why with a multiple-choice question. Furthermore, interviewees 

will in the focus groups be asked to compare WOOD WOOD’s items 

concerning similar brands, how their experiences with WOOD WOOD 

employees in stores have been, if they think that the style and design of 

WOOD WOOD are fashionable, and their perception of the prices.

FOCUS GROUP & SURVEY

WOOD WOOD'S & ARTEFACT'S 

BRAND IMAGERY

To explore the brand imagery, the interviewees are asked to describe the 

typical person who wears WOOD WOOD,  whether they like this type of 

person, if they have any memories associated with WOOD WOOD, and in 

which situations they buy and use WOOD WOOD. Further participatory 

techniques in the shape of an association game with cutouts of personality 

traits that a brand might have is presented. Here participants are asked to 

point out the traits that they perceive WOOD WOOD to have to get an idea 

of the perceived personality and values of WOOD WOOD. 

FOCUS GROUP

participatory method

Table 2 - (Keller, 2001; Kvale & Brinkmann, 2009; Appendix 1; Appendix 2; Appendix 3)
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materials, change the prices, or accentuate its product’s quality in communication efforts. In addition, col-

lecting consumer feelings can determine whether WOOD WOOD’s current marketing and services evoke 

desired emotions. WOOD WOOD can then evaluate which emotions to emphasize in its touchpoints, such 

as its stores, social media platforms, and website. (Keller, 2001) 

 

3.2.3.1 Brand judgments 

Brand judgments refer to the consumer’s compiled opinions of the brand based on the perceived brand per-

formance and brand imagery. Several brand judgments prevail, as the human brain involuntarily produces 

judgments both constantly and quickly (Milosavljevic, Koch, & Rangel, 2011). Nevertheless, Keller (2001) 

highlights four types of vital judgments to keep in mind when creating a strong brand. These include brand 

quality, credibility, consideration, and superiority. 

Brand quality refers to the perceived quality of the brand and includes attitudes of satisfaction and 

value. If the consumer transcends his/her quality concerns to a broader perspective of the organization behind 

the brand, he/she makes judgments of the brand’s credibility. Such judgments can be based on three dimen-

sions: 1) brands expertise, which is, whether the brand is the market leader or is perceived as innovative, 2) 

brand trustworthiness, which indicates if the brand is dependable and accommodates consumer interests, 3) 

and lastly the brand likability includes how fun and worthwhile the brand is perceived to be. (Keller, 2001) 

 

The brand considerations dig deeper within the concept of brand salience and concern whether the brand is 

actually considered by the consumer and how likely it is that the consumer will purchase the brand. This 

dimension is particularly relevant, as the consumer might have an awareness of a brand with positive asso-

ciations while never actually including the brand in the consideration set. Thus always keeping the brand at 

a distance. It is noteworthy that the brand considerations are highly dependable on how strong and favorable 

the brand associations are in the consumer’s mind. (Keller, 2001) 
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The last dimension to brand judgments is the brand superiority, which relates to whether the brand 

has perceived advantages compared to other brands. This dimension is conditional to the perceived unique-

ness of the brand image and is critical in terms of building an active and intense relationship between the 

consumer and the brand. (Keller, 2001) 

Comparing brand considerations and brand superiority, the work by He, Chen, Tam, & Lee (2016) 

is worth mentioning, as they investigated the correlation between affect and the size of the consideration set. 

They found that larger consideration sets correlated negatively with sub-attitudes. This means that if the 

number of brands considered increases, then each brand is perceived less positively. Hence, one could argue 

that the brand superiority depends on the total amount of brand considerations, where a smaller considera-

tion set indicates higher positive evaluations, and thus brand superiority. (He et al., 2016; Keller 2001) 

3.2.3.2.Brand feelings 

Brand feelings are defined as “[...] customers’ emotional responses and reactions with respect to the brand.” 

(Keller, 2001: 14). Moreover, the term refers to the social currency that the brand induces, making it internal 

and external. This brand-building block consists of six underlying feelings, namely warmth, fun, excitement, 

security, social approval, and self-respect. (Keller, 2001) 

The former three are characterized by their experiential and immediate entities that can increase in intensity. 

The warmth of the brand refers to whether the brand is perceived as soothing or if it evokes calmness. Op-

posite to this is the fun and excitement, which is the associated upbeatness and arousal of the brand. (Keller, 

2001) 

 The latter three feelings entail increasing significance and are more continuous and private. Security 

refers to whether the consumer feels safe when using the brand. This can, e.g., be experiencing nostalgic 

feelings of comfort with a brand that was also used during one’s childhood. Feelings of social approval 

regard when consumers feel that the brand evokes positive evaluations from others, while self-respect instead 

concerns whether the brand makes the consumer feel better about himself/herself. (Keller, 2001) 

3.2.3.3. Implications of brand responses 

The main objective of brand responses is to achieve positive and accessible reactions from the consumers 

(Keller, 2016). Keller (2001) reasons that brand judgments and feelings are highly individual to each con-

sumer. However, these brand responses are arguably likewise discursive, where the societal opinion of the 

brand influences the individual consumer (McCracken, 1986). Nevertheless, due to the inherent individuality 

and the causality between the previous step and brand responses, the implications are limited. The critical 

implications are more in terms of providing marketing communications that appeal both to the head and the 

heart of the consumers. This could, e.g., be to provide an emotionally triggering campaign to appeal to as-

pects of brand feelings or to enhance the perceived superiority by articulating the brand’s particular point of 

difference compared to similar brands. (Keller, 2009) 
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3.2.3.4. Investigating brand responses to WOOD WOOD 

The brand responses are explored as we ask interviewees about their judgments and feelings toward WOOD 

WOOD, and hereunder ARTEFACT. 

 

3.2.4. Brand relationships  

The final and most vital building block is the brand resonance. This stage incorporates the nature of the 

relationship between the consumer and the brand. Further, it includes how “in sync” the consumer feels, 

which can be measured “[...] in terms of intensity or the depth of the psychological bond that customers have 

with the brand as well as the level of activity engendered by this loyalty” (Keller, 2001: 15). The brand-

building block hence has the objective of creating intense and active loyalty. The brand resonance can be 

divided into four components: behavioral loyalty, attitudinal attachment, sense of community, and active 

engagement. (Keller, 2016) 

 An investigation of the brand relationships with WOOD WOOD will indicate the degree of loyalty 

and intensity of the bonds between the consumers and the brand. In addition, the findings will provide clear 

indications of the competitive advantages of WOOD WOOD. 

 

Behavioral loyalty refers to the measurable actions of purchases, hereunder amount and frequency of repeat 

purchases, and the purchase volume. (Keller, 2001). This component is crucial as most brands cannot survive 

without repeat purchases. A common perception within marketing terminology is grounded in the Pareto 

Principle, which states that 80% of the sales are driven by 20% of the customers, stressing the importance 

of behavioral loyalty. However, it is noteworthy that the Pareto Principle should be regarded more as a static 

principle or an incentive to enhance loyalty rather than a law of nature. (Sanders, 1987) 

Attitudinal attachment goes a level deeper than the behavioral loyalty, as some consumers might 

purchase a brand out of pure necessity or habit and thus inherent a spurious loyalty. In such instances, the 

consumer’s relative attitude towards the brand is neutral or low. The attitudinal attachment investigates the 

consumer’s personal attachment. If the consumer, for example, loves the brand, then the loyalty is more 

WHAT IS EXPLORED? HOW WILL IT BE EXPLORED WITH WHICH METHOD?

BRAND JUDGMENTS OF WOOD 

WOOD & ARTEFACT

Interviewees will be asked questions regarding quality-price-tradeoff, its 

trustworthiness, degree of consideration, innovativeness, relevance, worth 

of recommendation and respect, the level of uniqueness, and whether it 

accommodates the wishes of its customers. To steer the conversation in 

the direction of our research area, respondents in the focus group will also 

be asked if they perceive WOOD WOOD as sustainable to further investigate 

if WOOD WOOD has achieved awareness, meaning, and responses in terms 

of their sustainability initiatives. Lastly, the perceived sustainability of 

WOOD WOOD will be questioned in the survey, where respondents will be 

asked to rate the brand on a Likert scale. 

FOCUS GROUP & SURVEY

BRAND FEELINGS TOWARDS 

WOOD WOOD & ARTEFACT

To investigate the brand feelings of WOOD WOOD, an association game 

similar to the one regarding WOOD WOOD’s personality, will be presented. 

However, the cutouts will instead provide an overview of the different 

feelings one can associate with WOOD WOOD. 

FOCUS GROUP

participatory method

Table 3 - (Keller, 2001; Kvale & Brinkmann, 2009; Appendix 1; Appendix 2; Appendix 3)
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favorable, and there are higher chances of sustaining a profitable long-term relationship. (Dick & Basu, 1994; 

Keller, 2001). 

 

 

A sense of community is evoked if the brand takes on a broader meaning for the consumer and he/she 

feels a “[...] a kinship or affiliation with other people associated with the brand.” (Keller, 2001: 15). It can 

thus occur when the consumer identifies oneself with the user profiles of the brand or if one feels connected 

to employees of the company. 

Lastly, the strongest and most vital component of brand resonance is the active engagement. This 

refers to all the actions that consumers can take that indicate loyalty, including investing “[...] time, energy, 

money, or other resources into the brand beyond those expended during purchase or consumption of the 

brand” (Keller, 2016: 5). A great example hereof can be if the consumer joins a brand community where 

feelings and experiences are shared among the brands’ customers. Such communities can provide increased 

free brand exposure and credibility, resulting in higher customer retention and engagement (Muniz & 

O’guinn, 2001; Islam et al., 2018). 

3.2.4.1. Implications of brand resonance 

Brand resonance is not necessarily a state that can be achieved with every customer, and it is likewise highly 

dependent on the nature of the brand. For example, if the brand provides a low involvement product such as 

tissues, then brand resonance can be nearly impossible to reach, as factors of personal attachment and active 

engagement will not be evoked. (Keller, 2013). However, the fashion indsústry and underlying brands are 

generally associated with high levels of involvement, and thus brand resonance, as consumers attach great 

meaning to their clothes. This is mainly due to fashion brands providing consumers with a visible cue to 
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express their values, identity, and social status, which can generate emotional responses from other consum-

ers. (Kim, 2012). However, such behaviors of signaling and the underlying motivation will be explored in-

depth later on in the literature review. 

The brand resonance is ultimately conditional to the consumer’s conceptions of the brand. The 

implications hereof are therefore limited and rely on the brand’s actions in the previous stages. (Keller, 

2013). This is arguably criticizable, as Keller hereby indicates that the managers of the brands should just 

cross their fingers and hope that the consumers will react favorably by engaging in active loyalty behaviors 

with the brand after following the implications of the first three stages. 

3.2.4.2. Investigating WOOD WOOD’s brand resonance 

We can use Keller’s framework to determine the brand resonance between the consumers and WOOD 

WOOD. Ways of investigating this vital component for WOOD WOOD, is presented in Table 4 below. 

3.2.5. Impacts of building WOOD WOOD’s customer-based brand equity 

Following the terminology of Keller (2001), the strongest and most viable brands excel at all four steps of 

the CBBE pyramid. Even strong brands should always aim to maintain and improve their brand equity, why 

the CBBE model can be considered relevant regardless of the current strength of the brand. 

After the most cumbersome stage is accomplished, namely the brand identity, the brand meaning 

can form. Appealing to emotional and rational concerns can supply the consumer with different access points 

that satisfy either utilitarian or emotional needs. Further, this intensifies the awareness, as the breadth is 

improved when the number of situations where the brand can satisfy the need increases. Moreover, the depth 

is improved as having both emotional and rational perceptions of a brand, nuances and enriches the aware-

ness. (Keller, 2001) 

 Brands that excel in the first two steps often have the advantages of enhancing the perceived rele-

vance for the consumer and potentially evoking a personal attachment. With the most well-built brands, 

consumers become so attached and passionate about the brand that they act as evangelists who promote the 

WHAT IS EXPLORED? HOW WILL IT BE EXPLORED WITH WHICH METHOD?

BEHAVIORAL LOYALTY TO 

WOOD WOOD & ARTEFACT

 Behavioral loyalty can be explored in WOOD WOOD's sales reports, through 

measurements of retention rates, average purchase amount, and category 

volume of the purchases..

ANALYSIS OF SALES REPORTS

ATTITUDINAL ATTACHMENT TO 

WOOD WOOD & ARTEFACT

Further, we will investigate attitudinal attachment to WOOD WOOD through 

questioning the target group of their relationship with WOOD WOOD.
FOCUS GROUP

SENSE OF COMMUNITY 

TOWARDS WOOD WOOD & 

ARTEFACT

A sense of community will be explored as we ask them if they identify with 

others who use the brand.

FOCUS GROUPS

ACTIONS OF ACTIVE 

ENGAGEMENT WITH WOOD 

WOOD & ARTEFACT

 Lastly, active engagement will be studied as the focus group is asked if 

they follow WOOD WOOD on social media, if they ever visit WOOD WOOD’s 

website or stores, and if they prefer the WOOD WOOD brands over similar 

brands or merchandise. Further, we will investigate the current amount of 

social media followers that WOOD WOOD, and its competitors has.	

FOCUS GROUP, GOOGLE ADS, & SOCIAL 

MEDIA INVESTIGATION

Table 4 - (Appendix 4; Kvale & Brinkmann, 2009; Keller, 2001; Keller, 2016)
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brand to others. Further, marketing communications should seek to promote the four components of brand 

resonance, namely behavioral loyalty, attitudinal attachment, sense of community, and active engagement. 

It is, however, worth mentioning that such marketing programs will not be relevant if there have not been 

previous communications to promote the remaining brand-building blocks. It should likewise be acknowl-

edged that consumers cannot have an active and intense relationship with every brand and that brand reso-

nance is not achievable in each product category or for every brand. (Keller, 2001)   

3.3. PART TWO - CIRCULAR ECONOMY AS A TOOL FOR WOOD WOOD 

In the succeeding section, we will explore the concept of circular economy, its inherent components, chal-

lenges, implementation, and business strategies. Understanding the circular economy concept and its impli-

cations are central to working with WOOD WOOD’s own newly introduced circular initiative ARTEFACT, 

and hereunder to comprehend and innovate its current efforts. The circular economy will primarily be ex-

plored through the studies of The Ellen McArthur Foundation (EMF, 2013, 2015, & 2021), while implemen-

tation strategies & circular business models will be investigated through the terminology of Accenture 

(2014), de Angelis (2018), Lewandowski (2016) and Hvass & Pedersen (2019). Lastly, we will provide 

examples of how other brands are currently working with circular initiatives within the fashion and textile 

industry. 

3.3.1. The rise of circularity in a linear landscape 

The current consumption and production practices have been under much scrutiny with the increasing focus 

on environmental changes. When exploring the current criticized consumption and production practices, a 

clear linkage can be drawn to the concept of linear business models. A linear economy is characterized by a 

take, make, and dispose approach, which relies heavily on large quantities of inexpensive readily available 

materials and energy. (EMF, 2015) 

The concept of a linear economy is referred to as a cradle to grave approach by McDonough and 

Braungart (2002), who aims to illustrate the inadequacy of the current production patterns and practices. 

Circular economy is on the other hand described as cradle to cradle, whereby materials are ‘reborn’. An 

illustration of the linear model is available in Figure 6, showcasing the current dominating business system. 

When looking historically at the linear economy, the notion of uneven distributions of wealth by geographic 

regions has been central. The uneven relationship has led to a combination of highly resourceful consumers 

on the one hand and an abundance of materials and cheap labor on the other hand. Such actions have resulted 

in business models accustomed to extensive material use, large quantities, short product lifespans, and insa-

tiable consumer needs (EMF, 2013). In the linear business model landscape, the notions of reuse and recy-

cling are by no means part of the model (Furkan, 2017). The linear approach is also what currently dominates 

the clothing industry and WOOD WOOD’s business model, with production being outsourced to less 

wealthy countries such as China, Macedonia, Turkey, and Romania (WW, 2019). 
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However, in recent times the linear business model is experiencing “[...] increased price volatility, supply 

chain risks, and growing pressures on resources which have alerted business leaders and policymakers to 

the necessity of rethinking materials and energy use “(EMF, 2015: 3). Combined with the disruptive con-

sumer demands towards sustainable practices, the time has come to embrace the circular economy (Passport, 

2020). 

3.3.2. Defining circular economy 

In the circular economy field, the Ellen MacArthur Foundation works to develop, promote, and accelerate 

the transition towards a circular economy (EMF, 2015). While many definitions of circular economy exist, 

the foundation has cited the most common definition: 

 

 “A circular economy is a systemic approach to economic development designed to benefit busi-

nesses, society, and the environment. In contrast to the ‘take-make-waste’ linear model, a circular economy 

is regenerative by design and aims to gradually decouple growth from the consumption of finite resources”. 

(EMF, 2021: 1). 

  

As outlined above, circular economy presents a framework for an economy regenerative and restorative by 

design (EMF, 2015). In the perfect circular economy, waste does not exist. Instead, products are designed 

for eternal disassembly and reuse cycles. Circular manufacturers and retailers are selling the use of a product 

rather than one-way consumption, as known from the linear system. The circular economy concept works 

effectively at every scale, making all organizations open to become sustainable. Further, the circular econ-

omy model makes strict differentiations between consumable and durable components of a product, also 

referred to as biological and technological nutrients. (EMF, 2013) 

The butterfly model illustrated in Figure 7, illuminates the different cycles, where the biological 

cycle “[...] encompasses the flows of renewable materials.” (EMF, 2015: 7) and the technical cycle” […] 

involves the management of stocks of finite materials.” (EMF, 2015: 7). A critical distinction between the 

two cycles is that ‘consumption’ occurs solely in the biological cycle, where in the technical cycle ’use’ 

replaces ‘consumption’. 
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3.3.3. Five fundamental principles of circular economy  

Besides the distinction between the two nutrient cycles, the circular economy rests on five fundamental 

principles: 1) waste is "designed out," 2) diversity builds strength, 3) renewable energy sources power the 

economy, 4) think in systems, and 5) prices or other feedback mechanisms should reflect real costs (EMF, 

2015). 

  Waste is "designed out" refers to the fact that in the circular economy, waste is nonexistent as it is 

intentionally designed out. Biological materials are, by definition, non-toxic, this means they are returned to 

the soil through composting or anaerobic digestion. On the other hand, technical materials are designed to 

be recovered, refreshed, and upgraded to minimize the required energy input and maximize the preservation 

of value. In the technical cycle WOOD WOOD predominantly has opportunities to design out waste by 

prolonging the life of its garments and think in alternative use of worn-out clothing objects. (EMF, 2015) 

  Diversity builds strength suggests a causality between diversity and strength. The reasoning is in-

spired by how biodiversity is indispensable in order to survive environmental changes. With the same ra-

tionale, societal economies should balance various scales of businesses in order to thrive long term. An 

example is how large corporations can contribute to volume and efficiency, whereas small organizations 

offer opportunities for alternative models in challenging times. (EMF, 2015) 

  Renewable energy sources power the economy refers to the circular economy's focus on decreasing 

resource dependence and increasing system resilience. In a system powered by sources renewable by nature, 

power, and energy become less vulnerable in scarcity situations such as oil shocks. (EMF, 2013) 

Think in systems is one of the most dominant parts of the circular economy and advocates that sys-

tem-thinking should be applied broadly. To transition towards a circular economy successfully, all links and 

consequences of different systems are considered and evaluated at all times (EMF, 2015 & 2013). An exam-
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ple of a system thinking approach inspired by nature is the concept of biomimicry, where systems and strat-

egies found in nature are observed and mimicked to solve complex human challenges (Benyus, 2002). A 

clear example of biomimicry is the study of spider silk and how to potentially create a superior and sustain-

able silk by mimicking the spider's ability to produce silk from protein (Biomimicry Institute, 2013). For 

WOOD WOOD, it makes sense to ask how an efficient system and business model to promote circularity 

should be designed. 

  Prices or other feedback mechanisms should reflect real costs. This entails that prices act as mes-

sages in the circular economy and should thus reflect full costs to be efficient. Full costs refer to incorporat-

ing environmental costs for products that, in their production and use systems, cause negative externalities. 

The lack of transparency regarding negative externalities in current societies acts as the main barrier to a 

circular economy transition. (EMF, 2015). For the clothing industry, in which WOOD WOOD operates, the 

lack of transparency makes the transition towards circularity more challenging. This is due to a significantly 

higher pricing for clothing sustainably produced, than those unsustainably produced. However, in recent 

times the textile industry is experiencing increased attention amongst policymakers, making future restrictive 

legislation a likely reality that could potentially create demand for real cost with externalities included. 

(Guldmann, 2016) 

3.3.4. The value of circular economy  

Going back to the circular economy's butterfly model, presented in Figure 8, the different circles will be 

described briefly in terms of their opportunities and in relation to where the most value can be obtained. 

Even though the presented principles offer a hierarchy, the economics and relative attractiveness of different 

circular formats can vary greatly depending on "[...] different products, components, or types of material, 

whether in a specific geography or segment of the (global) supply chain" (EMF, 2013: 30). 
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3.3.5. Opportunities of circular economy 

As the section above illustrates, a significant difference exists between the dominating linear system and the 

emergent circular economy. 

By adopting the circular ways, abundances of potential awaits; McKinsey (2016) identified that by 

adopting the circular principles, Europe alone could harvest a net benefit of €1.8 trillion by 2030, which is 

€0.9 trillion more than if it continued its linear ways. Besides the economic advantages, a circular economy 

also has significant environmental benefits in limiting carbon dioxide emissions and primary material con-

sumption. Further, a circular economy provides an exceptional potential for both companies and citizens. 

For companies, it offers excellent profit opportunities through both new cash streams and cheaper input 

costs. Moreover, the circular model offers companies reduced volatility and greater supply security, ulti-

mately resulting in increased resilience. Lastly, the circular model most significantly offers more excellent 

utility and increased disposable income for the consumers through the reduction of cost and transition to-

wards a sharing economy. (EMF, 2015) 

3.3.6. Squaring the circle 

Given the ample opportunities connected to adopting the circular approach, one might ask why isn't it already 

the norm? However, looking into significant challenges in the current economy, one finds the answer to be 

the challenges of geographic dispersion, complex materials, ingrained habits, and the notion of rebound 

effects. 

  

The first critical and probably the most tangible challenge concerns geographic dispersion. Companies have 

created extensive manufacturing and supply footprints splitting each product's components into atoms of 

different origins to thrive in the linear economy. The English company B&Q could serve as an example as 

it, in its cordless drills, use up to 80 components produced in 7 different countries, consisting of no less than 
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14 different raw materials. Such examples clearly illustrate how closing product and component loops can 

seem unmanageable for corporate decision-makers and thus hinder the otherwise attractiveness of the circu-

lar economy's arbitrage opportunities. The reverse-logistic skills needed to transition towards circularity can 

further be challenged by the lack of global standards for reusable materials. (Nguyen, Stuchtey, & Zils, 2014) 

The second challenge of complex materials likewise has its raison d’être as a main challenge. Be-

sides using an infinite amount of components, today's products also involve highly complex product formu-

lations that are rarely labeled and often concealed due to companies' defensive efforts. (Nguyen et al., 2014). 

Especially in the plastic industry, companies are increasingly experimenting with complex material combi-

nations to make the plastic more heat resistant, change pigments, etc. Unfortunately, while the complex 

formulas might contribute positively to the user experience, they make recycling nearly impossible. 

(Vollmer, et al., 2020) 

An additional barrier against the transition towards the circular economy is the ever-occurring chal-

lenge of changing people's ingrained habits. It is essential to recognize that current ways of doing business 

reflect decisions taken long ago, and since it has worked so far, companies might not have the willingness 

to enter costly unknown territory. Further, companies struggle to comprehend the potential of moving from 

selling products to lending them, especially regarding the potential cannibalization of current economically 

viable products. On the other hand, consumers might also find it hard to move focus away from the current 

price evaluation to assessing the economic gain of long-lasting, more expensive clothing pieces. (Nguyen et 

al., 2014) 

  

A final challenge towards the circular economy lies within the model itself and concerns the notion of re-

bound effects. Rebound effects refer to how efficiency improvements and the like may lead to increased 

consumption and production, which counteracts the environmental savings. A common example is how 

green energy’s lower costs and positive effect on the environment can work as justifications for consumers 

to increase their energy consumption. (Herring & Sorrell, 2009) 

3.4. CIRCULAR BUSINESS MODELS AND IMPLEMENTATION STRATEGIES  

In the following section, we illustrate different approaches to circular economy by exploring current imple-

mentation strategies and circular business models. We will further zoom in on the fashion and textile industry 

and its belonging take-back systems. The objective is to explore actionable points in the work with circular 

models that can be applied to WOOD WOOD and its ARTEFACT concept. 

3.4.1 Circular implementation strategies  

Working with a circular economy can take many forms, and the implementation strategies can diverge 

greatly. It is first and foremost essential to acknowledge that implementation of the circular economy can be 

done at a macro, meso, or micro-level. On the macro-level, activities are taking place at a global and national 

level, including overall industry structures. The meso-levels’ implementations are demarcated to regional 

levels such as municipalities. Lastly, the micro-levels of implementation are at the individual enterprise as 
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well as consumer level. This thesis solely takes its offset at the micro-level, and the following sections sim-

ilarly reflect this focus. (Lewandowski, 2016) 

 

An approach to accessing the opportunities and transition towards the circular economy is the ReSOLVE 

framework presented by the Ellen MacArthur Foundation (2015). The framework results from multiple case 

studies and elite interviews and consists of six actions for businesses and governments. The actions consist 

of: Regenerate, Share, Optimise, Loop, Virtualise, and Exchange together, making up the ReSOLVE frame-

work. Each action serves as a tool for generating growth initiatives in line with circular strategies. It is further 

important to underline that “Each action reinforces and accelerates the performance of the other actions, 

creating a strong compounding effect” (EMF 1, 2015: 26). The different action points, all in diverse ways, 

seek to increase physical asset utilization, prolong product life, and shift from finite resources to renewable 

sources. Examples and descriptions of the different ReSOLVE actions are presented in Figure 9. (EMF, 2015; 

EMF 1, 2015) 
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In the case of WOOD WOOD, we will investigate what kind of action points in the ReSOLVE 

framework it is engaged with and if it could benefit from other implementation strategies. Further, we will 

seek to optimize ARTEFACT current state by exploring the best possible way of working with the appro-

priate implementation strategies. 

The ReSolve framework by the Ellen MacArthur Foundation (2015) is indeed valuable for suggest-

ing how to align a business model with the circular economy concept. However, the literature can be criti-

cized for not actually proposing how a business model should look like or how to implement its framework. 

Therefore, the concepts of circular business models will be elaborated in the subsequent review. 

3.4.2. From linear to circular business models 

The term business model is generally used to describe the central elements of how a company operates. 

Business models are both essential for new as well as established businesses, as they provide direction and 

an overview of key challenges (Guldmann, 2016). While there exist abundances of different definitions of 

linear business models the one presented by Osterwalder and Pigneur (2010) is by far the most widely 

adopted and outlines that "A business model describes the rationale of how an organization creates, delivers, 

and captures value." (Osterwalder & Pigneur, 2010: 14). 

The business model presented by Osterwalder and Pigneur (2010), Figure 10, consists of 9 basic 

elements. The 9 building blocks consist of: customer segments, value propositions, channels, customer re-

lationships, revenue streams, key resources, key activities, key partnerships, and cost structure. It is im-

portant to recognize that the building blocks can be combined in numerous ways, opening up for the creation 

of multiple unique business models. Figure 10 also illustrates how the different components are intertwined 

(Osterwalder & Pigneur 2010). 
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A central notion regarding business models is that a company can operate with multiple business models for 

diverse products and various customer segments. An example is how a company might offer 24/7 customer 

support for high-volume professional customers while not providing the same service for smaller private 

customers. To sum up, diverse and unique combinations of the building blocks make up each of the business 

models within the organization. (Guldmann, 2016) 

Compared to the classic business model, the circular business models are very distinct as they seek 

to create value in places that traditionally have received next to no attention in the traditional linear produc-

tion paradigm. It can thus be highlighted that for businesses to transition towards circularity, they must adapt 

their business models in new innovative ways. (Guldmann, 2016) 

3.4.2.1. Accenture’s generic circular business models 

An approach to working with circular business models is the generic business model presented by Accenture 

(2014). The model is based on more than a hundred case studies across industries and has identified 5 distinct 

business models: circular supplies, resource recovery, product life extension, sharing platforms, and product 

as a service (Accenture, 2014). The framework by Accenture is simple in nature and is especially good for 

communicating opportunities for companies looking into working with circular business models. 

The circular supplies business model deals with phasing out scarce resources favoring fully renew-

able, recyclable, or biodegradable resources. This specific business model is especially relevant for compa-

nies dealing with scarce resources or companies with high environmental footprints. (Accenture, 2014) 

The second business model of resource recovery, is concerned with capturing embedded value at 

the end of a product’s life cycle to transform it into another by establishing innovative recycling and upcy-

cling services (Accenture, 2014). The business model stresses next-generation recycling through new tech-

nologies. Here industrial symbiosis and closed-loop recycling, in the shape of e.g. cradle to cradle concept, 

fits into this business model. An example of industrial symbiosis is the Kalundborg Symbiosis, where mul-

tiple companies share energy and utilize each other’s excess water and waste (Kalundborg Symbiosis, 2021). 

This business model is especially relevant for companies with large volumes of by-products or with waste 

products that can be easily collected (Accenture, 2014).  

The third business model presented is product life extension. The model prolongs the life cycle of 

products and assets by repairing, upgrading, remanufacturing, or remarketing products. The model is equally 

appropriate for capital-intensive B2B companies as well as B2C businesses where new products only bring 

a little extra performance over the preceding. (Accenture, 2014) 

The fourth business model of sharing platforms is concerned with encouraging collaboration be-

tween product users. The platforms facilitate sharing of overcapacity or underutilization by increasing 

productivity. Currently, the model is most often exploited by companies that do not manufacture the products 

themselves. “However, the model could also be relevant to manufacturing companies, whose products and 

assets have a low utilization or ownership rate” (Accenture, 2014: 14).  

Lastly, the fifth business model of products as a service concerns how products should be provided 

as a lease or a pay-for-use format. In this business model, the company’s responsibility is to ensure durability 
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and upgradability. Today’s service business models can turn these factors into revenue streams with reduced 

cost, while “Traditionally, factors such as product longevity, reusability and sharing have been considered 

a cannibalization risk” (Guldmann, 2016: 17). 

The relation between the generic business models presented by Accenture (2014) and the four value 

basis by the Ellen MacArthur Foundation (2015) is summarized in Table 5 below. Here, e.g., it is highlighted 

how the product life extension is concerned with both the inner circle and circling longer.  

 

 

The generic business model presented by Accenture (2014) highlights the different ways in which WOOD 

WOOD could work with its resale initiative. In addition, it raises questions for WOOD WOOD of whether 

the resell concept should be conducted as a product life extension, as a sharing platform, or in generally 

embracing the business model of resource recovery.  

3.4.2.2. The value-based circular business model 

The framework presented by Richardson (2008) follows the definition that a business model is “[...] con-

ceptual framework that helps to link the firm’s strategy, or theory of how to compete, to its activities, or 

execution of the strategy” (Richardson, 2008: 135). He proposes a simple and logical structure to a business 

model centered around the concept of value. The framework consists of three components: value proposition, 

value creation & delivery system, and value capture. (Richardson, 2008) 

The value proposition describes what the firm offers its consumers, provides reasoning for why they 

are willing to pay for it, and generally deals with the company’s approach to competitive advantage. The 

value creation & delivery system takes the step further and focuses on how the company will create and 

deliver the promised value to the consumers and provides the source of its competitive advantage. Lastly, 

value capture is concerned with generating revenue and profit. (Richardson, 2008) 

 

The circular business model by de Angelis (2018), however, suggests a merge between the ReSOLVE frame-

work by the Ellen MacArthur Foundation (2015) and the value centered concept by Richardson (2008). She 

proposes that working with the simpler business model by Richardson (2008) is more effective compared to 

the model presented by Osterwalder and Pigneur (2010), since the all-inclusive business models tend to make 

it difficult to see how it differs from the entire organization. 

  

TABLE 5

(Guldmann, 2016)

CIRCULAR 

SUPPLIES

RESOURCE 

RECOVERY
PRODUCT LIFE EXTENSION

SHARING 

PLATFORMS

PRODUCT AS A 

SERVICE

INNER CIRCLE

CIRCLING LONGER

CASCADED USE

PURE CIRCLES



TOWARDS A SUSTAINABLE BRAND - A CASE STUDY ON THE ROLE AND FUTURE OF ARTEFACT   32 

The proposed model by de Angelis (2018) is illustrated in Figure 11 and exemplifies how the implementation 

strategies from the ReSOLVE framework should interplay with the business model by Rihardson (2008) 

(EMF, 2015). A key challenge in the work of the new circular business models is to successfully move the 

main component of most value propositions from a product to the offering of a service. In the case of WOOD 

WOOD and ARTEFACT the challenge is how a clothing item should be communicated and accepted as a 

temporary possession that at some point has to return to the brand.  

  

 

  

Exploring the different business model approaches can deliver different insights for WOOD WOOD. For 

example, Accenture’s simpler proposed circular business model helps to identify the area in which ARTE-

FACT should operate. Where the model by de Angelis (2018) offers an excellent opportunity for really deep-

diving into what value WOOD WOOD’s circular initiative ARTEFACT should create. Here exploring the 

value proposition of ARTEFACT will be central, especially to investigate if it highlights and delivers ap-

propriate value for its target segment.  

3.4.2.3. Lewandowski’s circular business model  

Lewandowski (2016) has discovered and classified circular economy characteristics according to a business 

model structure. Based on extensive literature reviews, he utilizes the business model canvas presented by 

Osterwalder and Pigneur (2010) as the foundation, but adds on additional new components of take-back 

system and adoption factors. The extended conceptualization of the business model can be explored in Figure 

12.  
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Since material loops are at the core in circular economy, the model stresses the importance of either cascad-

ing biological nutrients or reusing, redistributing, remanufacturing, refurbishing, or recycling technical nu-

trients. However, for businesses to work with looping the materials and collecting them back from consum-

ers, reverse logistics are inevitable. This point leads to the addition of take-back systems to the business 

model canvas.  

While one could argue that take-back systems belong under the same section as material flow in a 

supply chain, reverse logistics often require significantly different partners, channels, and customer relations, 

which should have its own component in the model to differentiate between forward and reverse logistics. 

(Lewandowski, 2016). Take-back systems in the fashion industry will be explored more in-depth later on, 

following the terminology of Hvass & Pedersen (2019).  

While the transition towards the circular economy is often stressed, it is likewise subject to signifi-

cant resistance. With reference to the many potential pitfalls in the adoption of the circular economy, com-

panies must seek to anticipate and counteract the potential reasons for rejecting circular business models. 

Therefore, the adoption factor component is added to the business model canvas in order for companies to 

be able to cope with internal and external factors affecting circular adoption. The internal factors “[...] 

concern organizational capabilities to shift towards the circular economy business model.” (Lewandowski, 

2016: 20). On the other hand, external factors refer to “[...] technological, political, sociocultural, and eco-

nomic issues” (Lewandowski, 2016: 20). 

  

While the general assumption is that all building blocks in the business model should complement and fit 

each other, the value proposition design in the circular economy implies that some fits are more critical than 

others and should thus be considered central for a successful circular business model. Lewandowski (2016) 
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specifically identified 3 main challenges companies must overcome in order to transition from the linear to 

the circular business model (Figure 13). 

The first fit is between “[...] the value proposition, including the take-back system, and customers 

segments'' (Lewandowski, 2016: 22), emphasizing the importance of ensuring that the customer segments 

are recognizing the value suggested and are willing to participate in the take-back initiatives. The second fit 

is between the cost structure and revenue streams. It is vital that the companies have the potential for profits 

for all of their channels, including the other selling cycles such as reuse and recycling. Lastly is the fit be-

tween the changes the company takes towards a circular transition and the adoption factors that might 

encumber the process. (Lewandowski, 2016) 

 

 

 

The extended circular business model canvas by Lewandowski (2016) offers increasingly tangible action 

points for WOOD WOOD to categorize its current circular business model of ARTEFACT and identify 

weaknesses within the model. The framework by Lewandowski (2016) thus contributes to Accenture's 

(2014) and de Angelis (2018) models by breaking their overall strategies and values into smaller components 

in an extended business model canvas adapted to the circular economy. However, it is noteworthy that no 

business model or implementation strategy can be described as superior to another, why we will seek to 

combine them effectively. 

3.4.3. Circular examples in the fashion and textile industry 

While the different implementation strategies and business models are presented as general frameworks for 

the transition towards the circular economy, this section zooms in specifically on the fashion and textile 

industry. The section provides examples of current circular initiatives in the industry to nuance and exem-

plify how different approaches can be put into action. 

  

The Ministry of Environment & Food of Denmark has collected best case examples of companies working 

with all the different cycles within the fashion and textile industry (Guldmann, 2016). Some of the presented 
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best cases are somewhat experimental in nature, while others are well-proven setups. An overview of the 

best cases is presented in Figure 14. 

 

  

Since most of the examples naturally are in the technical nutrient part of the butterfly diagram, the examples 

will predominantly be demarcated to that side. While many of the companies work in multiple circles, only 

a few examples will be provided. (Guldmann, 2016) 

 

TABLE 6 - EXAMPLES OF BRANDS WITHIN THE CLOTHING & TEXTILE INDUSTRY

  	In the  recycle circle , mostly the large volume recycle companies operate such as the Danish Red Cross or 

the big I:CO collection firm, that are known for their collaborations with, e.g., H&M. In this cycle the 

clothing not suitable for reuse are distributed are taken care of by these companies to partners that reuse 

the fibers for, e.g., insulation, cushioning, or flooring. (Guldmann, 2016).

                  	In the  refurbish & manufacturing circle , the companies are involved in upcycling discarded 

clothing. In this field, the companies such as SortSlipsHvidtSlips and Globe Hope operate. SortSlipsHvidtSlips 

is a Copenhagen-based company that makes high-end niche clothing from discarded linens, serving aprons, 

hospital gowns, etc., Globe Hope does the same thing but creates their clothing from a wider range of 

discarded textiles. (Guldmann, 2016).

                  	In the reuse/redistribute circles , multiple setups exist. The concept for this circle is to 

increase the utilization of products in their original state. Many different setups exist within this circle but 

commonly is that most players that operate within are typically not the manufacturer of the 

clothing/textiles themselves. Some of the most well-known examples are those of Trendsales and Rent My 

Rack. While Trendsales offers a platform that connects private users that want to sell, buy, or swap 

clothes, Rent My Rack works in the rental space fostering collaborative use through the rental of designer 

clothing. (Guldmann, 2016).
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3.5. TAKE-BACK SYSTEMS IN THE FASHION INDUSTRY 

Concerning all the best case examples presented in the section above, they all share a common need to work, 

namely an effective take-back system. 

In today's environment, the collection of post-consumer clothes and textiles is highly fragmented 

and consists of diverse actors such as charities, municipal recycling centers, social enterprises, and for-profit 

businesses. 

 

In this space, Hvass and Pedersen (2019) followed a Swedish fashion brand for several years to explore the 

work and struggle with implementing an in-store product take-back initiative. In recent years "Used garment 

take-back schemes by brands is an activity that is increasingly being introduced by fashion retailers in order 

to facilitate value creation from secondhand clothes which have brought fashion brands into the landscape 

of used garment collectors" (Hvass & Pedersen, 2019: 347). Their research highlighted that fashion retailers' 

take-back initiatives usually get implemented by 3 different setups: independent in-store collection, partner-

ship with a charity, or partnership with a professional collector/service provider (Hvass & Pedersen, 2019: 

347). The different take-back initiatives are presented along with end-of-life strategies in Figure 15. 

 

As a result of their research Hvass and Pedersen (2019) concluded that it is vital for take-back systems’ 

success that brands view the customers as suppliers and thus adapt their customer relationship management. 

In this process, customer engagement and commitment are key as the circular initiatives are dependent on 

customers to return their products. This is also one of the reasons that it was deemed essential to explore 

WOOD WOOD’s CBBE, as the success of its circular business model depends highly on the equity and, 

ultimately, the brand resonance of WOOD WOOD. (Keller, 2001) 

Since the field of brands working with take-back initiatives is still at an infancy level, companies 

need to put significant focus into getting closer to their customers in order to “[...] understand, influence and 

satisfy their purchase, consumption and disposal needs.” (Hvass & Pedersen, 2019: 360). This is especially 

important as in-store take-back might not be sufficient in terms of volume needed, why brands should look 

TABLE 6 - EXAMPLES OF BRANDS WITHIN THE CLOTHING & TEXTILE INDUSTRY

In the last technical cycle  of maintenance, clothing is repaired for further use. In this field, only a few 

companies operate, here, for example, the pop-up event by GANNI. In the pop-up event, the Danish clothing 

brand GANNI offered all their customers to come by with their defective or used GANNI clothing, to which 

they offered free repairs. (Guldmann, 2016).

 

Moving to the biological nutrient side of the butterfly diagram, clothing and textiles are returned to the soil 

after use. In this circle, the workwear by Freitag serves as an example. Freitag has developed its own 

biodegradable fabric, thread, and buttons that can safely be returned to the soil and thus safely return to 

the biosphere (Guldmann, 2016).
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into multi-channel collection possibilities to acquire a higher degree of customer convenience and increased 

rates of returns. (Hvass & Pedersen, 2019) 

 

In the current take-back landscape, many different options are available. In terms of the resell platforms, 

companies such as ASOS are providing sharing platforms similar to Trendsales for their consumers to con-

nect with sellers and buyers of secondhand ASOS products (Asos Marketplace, 2021). Other companies such 

as Patagonia, The North Face, and Tommy Hilfiger are instead choosing to team up with large-scale resale 

marketplace providers such as The Renewal Workshop and Trove to take care of their take-back resell initi-

atives (Trove, 2021; The Renewal Workshop, 2021). Very few companies decide to implement their take-

back and resell platforms themselves. Further, incentives for take-back programs exist varying from static 

store discount, valuation of every item, charity donations, store credits, competition, and exchange options. 

  

For WOOD WOOD, this section raises multiple considerations regarding which implementation setup fits 

the brand the most, what collection channels should be available for its customers, and what incentives 

should be implemented to attract returns. Further, the section also proposes questions for the Danish con-

sumers in relation to how they prefer a take-back system to look like and what may be some of the main 

barriers.  

3.5.1. Investigating WOOD WOOD’s circular business model  

Below we have provided an overview of how the circular economy framework will be applied and explored  
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3.6. PART THREE - UNDERSTANDING MOTIVATIONS & BEHAVIORS OF WOOD WOOD’S 

CONSUMERS 

Consumer behavior can be defined as “[...] the study of the processes involved when individuals or groups 

select, purchase, use, or dispose of products, services, ideas, or experiences to satisfy needs and desires” 

(Solomon, Bamossy, Askegaard & Hogg, 2013: 6). In the following section, we will touch upon the research 

area of consumer behavior through themes of need, motivation, signaling, and bounded rationality.  

Firstly, we will explore literature on consumer needs and motivations through the terminologies of 

Maslow (1943) and Griskevicius & Kenrick (2013), while narrowing the focus to the motivations related to 

the consumption of clothes and sustainability.  

Secondly, literature on attitude-behavior gaps and bounded rationality will be explored to find ways 

of closing the gap between wanting to purchase sustainable clothes and actually doing so. Such exploration 

can aid the formation of the managerial implications that we will provide for WOOD WOOD.  

3.6.1. Maslow’s hierarchy of needs  

Maslow is perceived as one of the founders of humanistic psychology and his framework is still widely used 

despite the age and criticism of the theory. The critique is mainly concerned with the static hierarchy of 

needs. This is due to Maslow’s argumentation of the order, where one cannot fulfill, e.g.,  social needs if the 

basic needs are not satisfied. An example counteracting this order is how the people confined in concentra-

tion camps who were deprived of food and safety could still make connections and thus fulfill an exceeding 

need. Maslow himself did, however, mention pitfalls to this rigid taxonomy: “There are other apparently 

innately creative people in whom the drive to creativeness seems to be more important than any other coun-

ter-determinant. Their creativeness might appear not as self-actualization released by basic satisfaction, but 

in spite as lack of basic satisfaction” (Maslow, 1954: 52). Nevertheless, the hierarchy of needs will be ap-

plied to our case to investigate which of the target group’s needs WOOD WOOD should aim to accommodate 

through an optimal circular business model to enhance its CBBE towards a desirable direction. 

WHAT IS EXPLORED? HOW WILL IT BE EXPLORED WITH WHICH METHOD?

ACCENTURE'S GENERIC 

CIRCULAR BUSINESS 

MODELS

DE ANGELIS' CIRCULAR 

BUSINESS MODEL

LEWANDOWSKI'S CIRCULAR 

BUSINESS MODEL WITH 
HVASS & PEDERSEN

Lewandoski's (2016) circular business model canvas will be explored 

similarly as above but adds insights from focus groups and the survey. 

From the focus groups, we will use participatory methods to explore 
what kind of resell and take-back system, hereunder incentive, that 

they prefer. The survey will be used to increase the validity of such 

answers.  

WEBSITE, ELITE INTERVIEW, FOCUS 

GROUP AND SURVEY

Table 7 - (Appendix 1, 2 & 3; Kvale & Brinkmann, 2009; Accenture, 2014; De Angelis, 2018; Lewandoski,  2016; Hvass & Pedersen, 2019)

The different generic circular business models WOOD WOOD utilizes will 

be explored both on their website's CSR section and throughout the 

interviews with our contact person Mikkel. 

WEBSITE AND ELITE INTERVIEW
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 Griskevicious and Kenrick (2013) argued that most existing literature on consumer behavior is con-

cerned with the proximate motives for one’s behaviors, meaning the motives readily at hand. They were 

instead concerned with the ultimate motive for behaviors, meaning those that originate from our ancestors, 

which “[...] helped solve the critical evolutionary challenge of survival.” (Griskevicius & Kenrick, 2013: 

373). These include: self-protection, avoiding disease, affiliation, status, mate acquisition, mate retention, 

and kin care, and will be put in relation to Maslow’s needs and correlating motives for purchasing clothes, 

as shown in Figure 16. (Griskevicius & Kenrick, 2013) 

 

3.6.1.1. The basic needs  

Maslow’s (1943) hierarchy starts with the basic needs, which includes physiological needs and safety needs. 

The physiological needs consist of the biological requirements for human survival such as food, water, sleep, 

air, sex, warmth, and shelter. Once those needs are fulfilled, safety needs can arise; this includes factors of 

control, stability, and predictability. Such needs can be fulfilled through emotional & financial security, 

family, and society. (Maslow, 1943, 1954). The basic needs highly correlate to the fundamental motives of 

self-protection and avoiding diseases, which likewise include how one wants to stay alive. (Griskevicius & 

Kenrick, 2013) 

 Applying the basic and evolutionary needs to the act of consuming clothes, physiological needs, 

and avoiding diseases can be satisfied through the warmth that clothes provide. In terms of safety needs/self-

protection, clothes are not perceived as a common means of fulfillment, as they can only satisfy safety needs 

in societies where armor is required. Nevertheless, in contemporary society, clothes do fulfill safety needs, 

particularly disease avoidance, as consumers use face masks and gloves to protect themselves from the coro-

navirus. (Maslow, 1943; Griskevicius & Kenrick, 2013) 



TOWARDS A SUSTAINABLE BRAND - A CASE STUDY ON THE ROLE AND FUTURE OF ARTEFACT   40 

3.6.1.2. The psychological needs  

The second tier in the hierarchy includes the psychological needs of love and esteem. Maslow argued that 

the love needs cannot emerge until the basic needs are fulfilled, whereafter “[...] the person will feel keenly, 

as never before, the absence of friends, or a sweetheart, or a wife, or children.” (Maslow, 1943: 381). This 

need is social and includes the human desire to belong, to have close friendships, and be part of a group e.g. 

friends, family, clubs, or work. The love need is almost a one-to-one relation to the affiliation motive, where 

one seeks to be part of a group with close relationships as a “[...] natural insurance policy insurance against 

starvation, enabling people to pool their risk to make it through tough times.” (Griskevicius & Kenrick, 

2013: 377).  

The esteem needs are both internal and external and include the esteem for oneself and esteem from 

others. The esteem for oneself encompasses factors such as self-respect, achievements, and a sense of inde-

pendence, whereas esteem from others entails factors of reputation, attention, and appreciation. (Maslow, 

1943). One can argue that esteem needs relate to the status motive, where one aims to gain dominance to 

increase the likelihood of survival. The reason why status can increase chances of survival can be found in 

the behaviors of baboons where the dominant gets “[...] first crack at food and the best spot at the watering 

hole, and dominant male chimps get to mate with the most desirable females” (Griskevicius & Kenrick, 

2013: 378). Similarities apply to the modern-day human, where people with higher status have increased 

health, personal influence, self-esteem, and material resources. (Sapolsky, 2005) 

 

Combining the love and esteem needs, one can find the fundamental motive of mate acquisition, where one 

seeks a romantic kinship to spread one’s genes to the next generation. The behavior of this motive often 

outplays in ways of driving attention to oneself. (Griskevicius & Kenrick, 2013) 

 

One can argue that psychological needs relate highly to the consumption of clothes. For example, a motive 

for shopping clothes can be to belong to a group, thus trying to fulfill love and affiliation needs. A behavior 

hereof could be to purchase particular items that are accepted by the group or society e.g. wearing a suit at 

work. (Griskevicius & Kenrick, 2013; Maslow, 1943) 

To accommodate esteem, status, and mating needs, means of conspicuous consumption can be used, 

meaning the act of “[...] attaining and exhibiting costly items to impress upon others that one possesses 

wealth or status“ (Sundie et al., 2011: 664). If conspicuous consumption has the underlying motive of mating 

acquisition, then women would be more likely to do so in order to enhance their appearance, where men do 

it to exhibit a provider status. (Griskevicius & Kenrick, 2013). Consumers can further use conscious con-

sumption through signaling particular values, which can aid the fulfillment of esteem and status needs. An 

example of the effectiveness of conspicuous consumption can be found in the article by Nelissen & Meijers 

(2011), who found that the likelihood of getting hired for a job is higher if you wear a high-status branded 

shirt than if you wear an unlabelled one to the interview. Further, consumers can gain esteem for themselves 

and others through sustainable consumption, where one feels that they are doing something good for society. 

(Yoon, Chastagner, & Joo, 2020) 
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3.6.1.3. Self-actualization 

The final need is self-actualization. Here one tries to “[...] become everything that one is capable of becom-

ing.” (Maslow, 1943: 382). The need here is to reach one’s potential, seek fulfillment, and achieve personal 

growth. A way of achieving self-actualization can be to follow one’s inner goals and desires; this can, e.g., 

drive one to become an artist or musician. One could argue that there is no ultimate motive behind self-

actualization, as our ancestors did not reach this stage in the hierarchy of needs. Nevertheless, the missing 

match in conceptualizations could also be due to lacking information about these ancestors. The people who 

drew in prehistoric caves might have experienced self-actualization as they reach an inner artistic potential. 

Another explanation can, however, be found as self-actualization is not required for survival, why it might 

not have an ultimate motive. (Griskevicius & Kenrick, 2013; Maslow 1943) 

 Self-actualization arguably counteracts the consumption of clothes, as people concerned with reach-

ing their full potential might have their minds on something else. This might be to wear the same outfit each 

day, like the famous Steve Jobs, to limit the time used on picking out and buying new clothes (Ganjoo, 2018). 

Nevertheless, it could likewise be argued that clothes function as an artistic expression of oneself or help 

people feel complete.  

3.6.1.4. Application to our research question 

To explore the consumer motivations behind clothes consumption, we will include questions in our focus 

groups and the survey.  

 

3.7. ATTITUDE BEHAVIOR GAPS 

In the following section, we will explore the concept of attitude-behavior gaps. This concept has been chosen 

due to the presumed barrier that an attitude-behavior gap can cost initiatives like ARTEFACT. Here, con-

sumers might have good intentions and wish to become more sustainable but do not necessarily put the 

thoughts into action. Therefore, the attitude-behavior gap concept will be explored primarily through the 

WHAT IS EXPLORED? HOW WILL IT BE EXPLORED WITH WHICH METHOD?

MOTIVATION OF CONSUMER 

FASHION PRACTISES

The focus groups and survey will both contain questions of 

whether clothes are important for the individuals, why 

they wear clothes, and what they think of others who care 

or don't care about the clothes they are wearing. In the 

focus groups, the answers will be open-ended. In 

comparison, the survey will have multiple choices between 

variables that somewhat match those of Maslow (1943). 

Further consumers will be asked both in the focus groups 

and the survey on what actions they take to become more 

sustainable, where our focus will be in relation to potential 

secondhand or sustainable fashion practices. It is 

noteworthy that the terminologies of Griskevicius & 

Kenrick (2013) will not be explored, as this is arguably 

unconscious. 

FOCUS GROUP & SURVEY

Table 8 - (Maslow, 1943; Appendix 1; Appendix 2)
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terminology of Park & Lin (2020), where the focus will be on the potential explanation of gaps between 

intentions of sustainable clothes consumption and actual purchases of secondhand clothes. 

3.7.1. Intentions and behaviors of sustainable clothes 

According to a study made by Passport 1 (2020), 58% of the Danish population has answered, “[...] I try to 

have a positive impact on the environment through my everyday actions” (Passport 1, 2020: 36). Hereunder, 

42% of the respondents wish to have a positive impact through purchasing secondhand or previously owned 

clothes. However, the actual percentage of secondhand clothes purchases suggests a much lower willingness 

(Passport, 2020). According to Røde Kors (2020), only 3% of the total clothes consumption in Denmark is 

reused or upcycled. This suggests a significant gap between the consumers’ intentions and behaviors within 

the secondhand and upcycled clothing industry.  

This phenomenon was studied by Park & Lin (2020), who argue that such discrepancy between 

attitude and behavior can be explained by concerns about the utilitarian benefits and perceived functional 

risk of the clothes. Therefore, they provided the managerial implications that marketers should enhance the 

quality of the clothes and deliver information hereof.  

Nevertheless, various research has been done on environmental attitude-behavior gaps. The re-

search by Thøgersen (2010) suggests that attitude-behavior gaps can be due to consumers not feeling that 

their actions have a real environmental impact. Atkinson & Rosenthal (2014) argue that it can instead be 

appointed to consumers lacking trust towards environmental claims. While Shen, Wang, Lo, & Shum (2012) 

believe that it is the lack of information about the environmental impact of purchasing linear fashion.  

3.7.1.1. Application of attitude-behavior gaps 

In our research attitude-behavior gaps can be found between consumers wanting to be more sustainable in 

their clothes consumption and actually purchasing secondhand or upcycled clothes. 

 

Within this research, we expect a discrepancy between the level of concern towards the environment and the 

level of sustainable clothes consumption. Which, in our case, can have the consequences of consumers liking 

and supporting ARTEFACT, however, not actually buying or giving back their clothes. This research is 

therefore relevant to uncover potential areas in efforts to close gaps. 

A pitfall in our findings and the findings from the literature above might be that they all investigated 

the consumer’s conscious and logical justifications through qualitative interviews and quantitative surveys. 

WHAT IS EXPLORED? HOW WILL IT BE EXPLORED WITH WHICH METHOD?

POTENTIAL ATTITUDE BEHAVIOR 

GAPS

In both the survey and focus groups, we will ask the 

respondents how concerned they are about the 

environment and which actions they take to have a 

positive environmental impact. Afterward, we will question 

them regarding their monthly clothes budget, whether 

they buy secondhand clothes, and if they do, what is their 

monthly budget on this as well. 

FOCUS GROUP & SURVEY

Table 9 - (Park & Lin, 2020; Appendix 1; Appendix 2)
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This might leave the gap of the potential unconscious reasons. Therefore, we will also attain knowledge 

regarding the consumers’ unconscious or irrational processes below to potentially accommodate these.  

3.8. PART FOUR - THE IRRATIONAL CONSUMERS OF WOOD WOOD 

In this final part of the literature review, we will combine the branding and consumer perspective. Here, we 

explore how brands can take advantage of consumer’s bounded rationality through the concepts of dual 

process theory, prospect theory, framing, the endowment effect, and nudging. In the following section, we 

will hence review literature with the primary focus on literature by Kahneman (2011) and Thaler & Sunstein 

(2008), which will be supplemented by Münster (2020). This part will later be used to provide actionable 

insights for WOOD WOOD to enhance its CBBE, close potential attitude-behavior gaps, and strengthen its 

circular initiative ARTEFACT. 

 

Studies on bounded rationality have been widely accepted in recent years, which criticizes the traditional 

homo oeconomicus. These have shown that consumers’ actual behaviors and thoughts are, in fact, far from 

rational. Among others, studies have shown that we buy a significantly higher amount of stocks on sunny 

days, that about 80% believe that they are more skillful drivers than the average, and that we make entirely 

different decisions depending on how it is framed. (Hirshleifer & Shumway, 2003; Swenson 1981; Thaler, 

1985) 

3.8.1. Dual process theory 

In his book, “Thinking, Fast and Slow” (2011), Kahneman describes two modes of thinking, one rational 

and slow, and the other intuitive and fast. These are called system 1 and system 2. System 1 is automatic and 

quick, where one can make decisions “[...] with little or no effort and no sense of voluntary control.” (Kahne-

man, 2011: 20). System 2 is instead slow and requires more mental effort as it solves more complex chal-

lenges. This system is “[...] often associated with the subjective experience of agency, choice, and concen-

tration” (Kahneman, 2011: 21).  

The central observation with the dual processes theory is that we want to associate ourselves with 

the rational system 2, nevertheless, system 1 is used about 98% of the time (Evans, 2008). The dominant use 

of system 1 is due to the limited capacity of attention and the additional efforts that system 2 acquires. Just 

like how our bodies would not be able to run everywhere without breaks, our brains cannot use system 2 at 

all times. We, therefore, tend to use system 1 when making decisions way more often than we might think. 

In the following sections, we will unfold some of the everyday cognitive system 1 processes that marketers, 

hence WOOD WOOD, can use to its advantage. (Kahneman, 2011) 

3.8.1.1. Prospect theory & framing 

An example of human’s irrational system 1 properties is that we asset losses and gains unequally. Prospect 

theory posits that the psychological value of losses is 1.5-2.5 times higher than gains. Kahneman (2011) 
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outlays an example: one gets to choose between $900 for sure or a 90% chance of winning $1000. Statisti-

cally speaking, these values are equal (900*1=1000*0.90), however, the majority chooses the $900 for sure. 

Nevertheless, if the same respondents were put in front of a nearly identical choice, instead framed as a loss, 

it shifts. This means that if respondents are asked to choose between a loss of $900 for sure and a 90% chance 

of losing $1000, then they are more inclined to gamble and select the 90% chance of losing $1000. Such 

inconsistency shows the human’s tendency of loss aversion, where one becomes risk-averse when put in 

front of a gain, and risk-loving when it is in the case of a loss. Kahneman (2011) argues that prospect theory 

includes three system 1 qualities: 

The first is the reference point, which is the point where you start the evaluation. The reference 

point can influence how one evaluates choices and surroundings. For example, if one emerges the right hand 

in cold water and the left hand in warm, then the right hand will find the room temperature warmer than the 

left, as the reference point is different. This is also true in terms of prices. If a consumer expects a shirt to 

cost DKK 500 and the real price is DKK 700, then the consumer will perceive the price as a loss of DKK 

200 from the reference point. However, if it is discounted to DKK 300, then the consumer will perceive it 

as a gain of DKK 200. Such system 1 processes explain the effectiveness of showing a previous price 

‘scratched out’, with a discounted price beside it. Framing can hence make the consumer feel that they “gain” 

monetary rewards, even though the purchase of the item still incorporates a financial loss. (Kahneman, 2011) 

 Secondly is the “[...] principle of diminishing sensitivity” (Kahneman, 2011: 282), which applies 

both to losses and gains. This is shown in the slopes of the Figure 17 below, where the psychological value 

between +/- 100 and +/-200 is not proportional. This non-linear relationship suggests that if one, e.g., adds 

an extra item to the shopping basket, then the marginal psychological value would not have the same amount 

of impact as the previous. 
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Loss aversion provides the final principle and is likewise visible in Figure 17, as the slope is steeper 

in the third quadrant. The reason hereof might be found in evolutionary motives, where one has to treat life 

threats more urgently than potential opportunities of gains. (Kahneman, 2011; Griskevicious & Kenrick, 

2013) 

 

Marketers can use these 3 system 1 qualities to their advantage and aim to motivate their recipients by fram-

ing the campaign as means of avoiding a loss instead of presenting a gain. Loss aversion can also aid mar-

keters in closing a potential attitude-behavior gap. An excellent example hereof is how the English govern-

ment limited the massive death rate of people waiting for an organ. It found that 90% of the population 

claimed that they wished to be an organ donor, however, only ⅓ was registered to donate. It was estimated 

that about three patients died a day in England alone due to this problematic attitude-behavior gap. To solve 

this, the Behavioural Insights Team sent out seven different messages to the English population to find the 

most effective, namely, the one that led to actions.  

 Here the pure act of asking people to become a donor: “Please join the NHS Organ Donor Register” 

(Behavioural Insights Team, 2013: 6) had a completion rate of 2.3%. Framing organ donation as a gain: 

“You can save or transform up to 9 lives as a donor. Please join the NHS Organ Donor Register” (BIT, 

2013: 6) resulted in 2.9% of the recipients registering. While the one framed as a loss: “Three people die 

everyday because there are not enough organ donors. Please join the NHS Organ Donor Register” (BIT, 

2013: 6) had a rate of 3.1%. The framings led to a change of about 35%, corresponding to 85,000 new organ 

donors each year with the loss framing compared to the neutral. When comparing the loss and gain framing, 

there was a 7% change, corresponding to about 21,000 new organ donor registration. Hence, it can be argued 

that loss framing might be used in WOOD WOOD’s marketing communications to foster behaviors of buy-

ing and selling secondhand clothes. (Münster, 2020) 

3.8.1.2. The endowment effect 

The endowment effect is further a system 1 process that can be relevant to our case. The effect was first 

discovered by Thaler (1980), who observed his teacher, “Professor R”, who “[...] was a firm believer in 

standard economic theory as well as a sophisticated wine lover” (Kahneman, 2011: 292). He saw that Pro-

fessor R would be very reluctant to sell a bottle of wine from his collection at below $100. However, at wine 

auctions, bidding at bottles of identical quality, he would never spend more than $35. Such observation 

showed a gap between rational thoughts and actual behavior, as the professor should have accepted anything 

above $35. (Kahneman, 2011; Thaler, 1980) 

Thaler (1980) called this the endowment effect, where the pure ownership of something causes an 

emotional bias. Here one evaluates the owned item as more than the market value. These processes can 

likewise be explained by prospect theory and reference points. First, the prospect theory is activated when 

one purchases something. Then one is more inclined to focus on the gain that the item will provide. The 

reference point changes as this item is now part of one’s accumulated possessions. If one wants to sell it 
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afterward, the item will be taken out of one’s accumulated possessions, and it will instead be perceived as a 

loss. Since losses have a more significant psychological impact than gains the evaluated price will be dis-

torted. This is arguably applicable to our case, as ARTEFACT seeks to engage consumers in handing in their 

possessions. (Kahneman, 2011) 

3.8.1.3. Nudging 

The term nudging was born after Thaler and Sunstein’s publisher advised the duo to develop a more catchy 

name for their book than “libertarian paternalism”. The original title’s paternalism concept describes actions 

that limit choices for people’s own good. A classic example is when parents do not allow their children candy 

before dinner. While paternalism takes away the candy, libertarian paternalism just makes it harder to reach 

by presenting it in small wrapped portions, making it unconsciously harder to eat a lot of it. (Thaler & Sun-

stein, 2008) 

A nudge is hence a technique that seeks to change people’s behavior easily and cost-efficiently, 

without reducing the number of choices available. Another way to describe the concept is as non-enforced 

compliance. Choice architects and policymakers predominantly utilize nudges to alter people’s behavior 

more effectively than relying on direct enforcements or legislations. 

A nudge can thus be defined as “[...] any aspect of the choice architecture that alters people’s behavior in 

a predictable way without forbidding any options or significantly changing their economic incentives. [...] 

Putting the fruit at eye level counts as a nudge. Banning junk food does not.” (Thaler & Sunstein, 2008: 6). 

  

Generally, nudges are used to improve people’s life and well-being and are increasingly creating momentum 

in private industries and the marketing landscape. However, some situations can be argued to be more ap-

propriate for nudges as they might be more rare and difficult for consumers to understand. An example of 

situations in need of nudging is when cost occurs first, and benefits take longer to appear. This can, for 

example, be translated into the clothing industry, where high-quality clothing’s durability and sustainable 

textile do not offer instant benefits for the consumers, which can make it difficult for them to make the right 

choices. Another situation that offers great potential for nudging is when a certain task embeds a higher 

degree of difficulty. An example hereof is how engaging in the secondhand option in the current fashion 

landscape often requires more time and surplus energy from the consumers than regular shopping experi-

ences. (Thaler & Sunstein, 2008) 

 

To sum up, nudging seeks to provide small pushes towards specific actions in situations where “[...] busy 

people [are] trying to cope in a complex world in which they cannot afford to think deeply about every choice 

they have to make” (Thaler & Sunstein, 2008: 40). Similarly to the consumer behavior section, we will not 

be able to study nudging phenomenons by asking the respondents directly due to its unconscious properties. 

The findings by Thaler & Sunstein (2008) will instead be considered valid, and nudges will later be applied 

in the managerial implications.  
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3.8.1.4. Applications of consumer behavior literature 

The insights on consumer behavior will aid our analysis and later the optimization of the customer journey 

design of WOOD WOOD and its initiative ARTEFACT. We, however, argue that we cannot fully explore 

the phenomena due to its unconscious properties. (Kahneman, 2011) 

 

WHAT IS EXPLORED? HOW WILL IT BE EXPLORED WITH WHICH METHOD?

CONSUMER BEHAVIOR INSIGHTS

Since these processes are mainly unconscious, we will not 

be able to question our respondents regarding the 

theories directly. However, we will ask respondents about 

the current design of the circular initiative ARTEFACT, e.g., 

how the consumers receive a 15% discount for handing in 

their old WOOD WOOD clothes and see if this might evoke 

responses that relate to the prospect theory and the 

endowment effect.

FOCUS GROUP & LITERATURE 

APPLICATION

Table 10 - (Kahneman, 2011; Appendix 1)
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4. METHODOLOGY 

48 
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4.1 THE PRAGMATIC PHILOSOPHY OF SCIENCE 

In the following section, we will outline our philosophical standpoint, which provides the ground for the 

selected methodological approach and associated means of data collection. Our philosophy of science is 

bounded in the pragmatic perspective. Hence, we seek “[...] to explore how specific individuals act in tan-

gible situations.” (Egholm, 2014: 168). This approach is chosen due to the practical and useful implications 

needed for promoting and optimizing WOOD WOOD’s ARTEFACT initiative. 

 Pragmatism is a philosophical tradition that was explored and defended by Charles Sanders Peirce 

in the 1870s. However, it was first later that his close friend and colleague William James managed to pop-

ularize it. The key notion of pragmatism is that one can not know the world, without being in it yourself. In 

other words, it is through actions that humans acquire knowledge. 

4.1.1. Ontology 

Ontology refers to the science of being and asks the question of “On what basic assumptions about the 

(social) nature of the world is the individual perspective based?” (Egholm, 2014: 228). Ontology often 

makes a clear distinction between realism and constructivism. In realism, the assumption is that objects, 

relationships, and characteristics exist independently of our comprehension of them. A classic example 

hereof is how a tree falling in the woods would make a sound, even if nobody heard it. On the other hand, 

the constructivist approach highlights that it is only possible to study one’s own understanding of objects, 

relationships, and characteristics. When put to the extreme, this approach suggests that the tree would not 

make a sound unless someone were there to hear it, as phenomena do not exist outside of our comprehension 

of them. (Egholm, 2014) 

 In the pragmatic field, however, the ontology is neither realistic nor constructivistic. Instead, prag-

matism merges the two, and phenomenons are studied processually with meaning determined by their im-

pact. In other words, phenomena occur in real situations. However, the individuals involved in the situations 

also simultaneously interpret them. Further, pragmatism defies Descartes’ distinction between body and soul 

and instead advocates that they are inseparable in line with Mead’s I and Me concepts. (Egholm, 2014) 

4.1.2. Epistemology 

Epistemology can be described as how one acquires knowledge and is based on ontology: “Epistemology is 

about the nature of knowledge, how we can know, and how knowledge can and should be produced.” (Eg-

holm, 2014: 219). Pragmatism is radically different from other philosophies of science and proposes “[...] 

that all knowledge arises out of physical sensations in specific situations.” (Egholm, 2014: 168). The epis-

temology is based on abduction, where one combines deduction and induction to make the best-qualified 

guess. We know this method from the famous Sherlock Holmes, who observes all signs and cues, even the 

little ones, to identify the perpetrator. Like Sherlock, the researcher uses previous experiences and 

knowledge, which are then combined with observable actions to make hypotheses or probable theories. 

These are then tested in real life to ensure a step towards a useful truth. (Egholm, 2014) 
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 Abduction is further ideographic, meaning that the explored phenomenon is studied within its con-

text, as the surroundings influence it. Hence, pragmatism does not seek value-freedom, as both the surround-

ings’ influences and the researcher’s interpretations must be applied to make the best-qualified guess. (Eg-

holm, 2014) 

 

An ongoing discussion is whether pragmatism’s epistemology is a priori or a posteriori, hence, before or 

after the sensory experience with the researched object. Egholm (2014) argues that abduction includes a 

priori, as it seeks to understand unknown phenomena. However, we debate that it is likewise a posteriori, 

as the knowledge is also acquired through experiences with the same phenomena. This is argued since a 

priori is applied through deduction, and a posteriori uses induction. As abduction combines both, knowledge 

acquisition is arguably also before and after the sensory experience. 

4.1.3. Humanity and agency 

The view of human nature in pragmatism is especially divergent from other philosophies of science, as the 

focus is typically on human actions, their consequences, and the meaning hereof. Due to its ideographic 

properties, pragmatism argues that one cannot predict human actions, as all these depend on the human’s 

past experiences and the specific situation. An example hereof is a consumer in a purchase situation, where 

he/she needs to buy apples for a pie recipe. The consumer then draws on his/her reservoir of previous apple 

shopping experiences or habits. However, suppose the situation changes and the routines are not helpful, 

e.g., that the apples previously bought are sold out, the consumer then makes a “[...] qualified assessment of 

the relationship between the observation of context, similar past experiences and other knowledge.” (Eg-

holm, 2014: 177). This means that the consumer uses abduction to decide which sort of apples to purchase 

instead.  

 As previously mentioned, pragmatism considers the body and soul as inseparable and is hence 

aligned with Mead’s theory of me and I. In the terminology, the me refers to the social self, while the I is a 

response to the me. In that sense, the me is the reflective self that only exists retrospectively, while the I is 

the actions that are directly affected by what is taking place and are thus unpredictable. As a result, the 

identity and self emerges from relational links to others, where me and I play crucial roles. (Egholm, 2014)  

 The human intention is, therefore, “[...] processual, relational, and social at the same time” (Eg-

holm, 2014: 170).  

4.1.4. Concept of truth  

The pragmatic theory of truth is centered around people’s, institutions’, and statement’s relationships. In this 

regard, something is considered true at the end of an inquiry, where the results are deemed useful and helpful 

in explaining phenomena and events. To rephrase, the objective truth is not a requirement for the obtained 

knowledge in pragmatism as long as it serves to help understand the truth of the concrete situation. This 

means that we will consider the research as truthful, in our case, once this thesis is completed and useful for 

WOOD WOOD. (Egholm, 2014) 



TOWARDS A SUSTAINABLE BRAND - A CASE STUDY ON THE ROLE AND FUTURE OF ARTEFACT   51 

4.2. METHOD 

In the following section, we will move from the philosophical to the concrete, to map the actions and methods 

used to collect data for this thesis. In accordance with the pragmatic perspective, the qualitative studies first 

began to explore our initial curiosity that culminated into the research question. Assumptions and hypotheses 

were made based on the provided literature review and conceptions from the collected empirical data. Cor-

responding to the abductive method, these were then tested and reevaluated through a quantitative survey, 

expert interviews, and dialog with WOOD WOOD. (Appendix A; Appendix 1, 2, 4; Egholm, 2014) 

4.2.1. Working with case studies  

This thesis can be defined as a single case study as it is bounded in just one case organization, namely WOOD 

WOOD. An advantage of a case study is that it can enlighten a contemporary phenomenon within the frames 

of reality. More specifically, the benefits of choosing a single case study instead of a multiple case study are 

its critical entities. In our case, WOOD WOOD’s situation can be defined as critical due to the current 

turbulence in the COVID-influenced fashion industry, the unprofitability of the ARTEFACT initiative, and 

WOOD WOOD’s overall decline in popularity.  

 Here the case functions as a test for applying existing literature on brand equity, circular business 

models, motivation and attitude-behavior gaps, and bounded rationality. The idea is that if these are appli-

cable and helpful to the case of WOOD WOOD, chances are that they are useful for other fashion brands. 

(Andersen, 2013; Kvale & Brinkmann, 2009) 

4.2.2. Gaining in-depth insights through qualitative methods 

The choice of qualitative methods was bounded in a need for deep insights on WOOD WOOD’s Danish 

female target group and their attitudes towards secondhand clothes, fashion consumption patterns, and the 

brand. We conducted 4 focus groups, with 15 interviewees and 3 individual elite interviews to explore this. 

The focus group participants were Danish females in the age brackets of 17-29, as this is currently the main 

focus for WOOD WOOD, to gain as long-term target group. The two qualitative methods will be analyzed 

and discussed below, through Kvale’s and Brinkmann’s (2009) seven-phase structure, 1) Thematization, 2) 

Design, 3) Interview, 4) Transcription, 5) Analysis, 6) Verification, 7) and Reporting. This seven-phased 

structure is chosen due to its practical entities and accessible structural overview to an otherwise intangible 

method. (Kvale & Brinkmann, 2009) 

4.2.2.1. Phase 1 & 2 - Thematization & Design 

Before the data collection, the thematization and design take place which regards: the research question, 

theoretical overview, and chosen interview methods to design the study. The thematization includes the pur-

pose of the study and how the studied phenomenon is perceived. (Kvale & Brinkmann, 2009) 

 The primary purpose of this study is to outlay the optimal circular business model that accommo-

dates consumer motivations and limitations in the context of brands providing their own resell and take-back 
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initiative. The specific context of our research is the brand WOOD WOOD and its circular initiative ARTE-

FACT, with the underlying research question: “How can WOOD WOOD and its belonging ARTEFACT 

initiative benefit from the sustainability wave in the secondhand clothing industry in regards to consumers’ 

shopping behaviors and motivation?”. 

 

In the thematization phase, we further had to decide on the most appropriate methods for data collection. 

Here Kvale & Brinkmann (2009) argue that if the research question regards human experiences and starts 

with a “how”, then there are good chances that a qualitative interview would provide the right insights.  

 Furthermore, our study depended on the overall discourses on sustainability and the brand WOOD 

WOOD. We thus decided that the qualitative interview with the target group should be in the shape of focus 

groups. Moreover, as the study also regards consumer behavior, it would have made sense to investigate the 

actual behaviors of WOOD WOOD’s customers in the store. We, therefore, planned to execute an ethno-

graphic study in WOOD WOOD’s MUSEUM store, where it currently has its ARTEFACT initiative on 

display. However, due to the COVID-19 restrictions during the data-collection period, we could not make 

such a study.  

 We further found it relevant to conduct elite interviews to get key insights on the optimal circular 

economy initiative. Here we had an e-mail correspondence with the co-founder of Trendsales, a Zoom inter-

view with the Brand Partnership Coordinator of The Renewal Workshop, and interviews with the PR Man-

ager of WOOD WOOD.  

Our focus groups were both inductive and deductive, depending on the themes in question. The 

semi-structured interview guide was designed first to ask questions regarding WOOD WOOD to determine 

its CBBE. This part of the interview had a high degree of structure to ensure that all characteristics of the 

CBBE-framework could be analyzed, hence using deductive methods. This was further to ensure that we 

could get tangible and useful information on WOOD WOOD’s current situation and further enable points of 

development for ARTEFACT and WOOD WOOD. However, the remaining questions on the respondent’s 

consumption patterns and motivation regarding clothes were designed to be more open-ended and similar to 

an inductive method. After the execution of these interviews, we conducted our best-qualified guesses or 

hypotheses, thus using the abductive approach. These assumptions were then tested in the elite interviews 

and through our quantitative survey. (Kvale & Brinkmann, 2009; Appendix 1, 2, 4) 

 

The elite interviews likewise followed the pragmatic means of gathering information, as they were primarily 

abductive. Here we asked questions to explore potential barriers for secondhand clothing business models 

from an, to us, unknown perspective, hence encompassing an inductive approach. However, we also tested 

the preconceptions that we had gained from our focus groups, why these interviews also included deductive 

methods. These will be further explained in the interview phase (Kvale & Brinkmann, 2009; Appendix 4). 

 

In the design phase, all 7 phases are further planned. The overall timeline and planning schedule can be 

found below in Figure 18. It was further planned that all qualitative interviews should last for 45 minutes up 
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to about an hour to gain as much possible insight without being too long and boring the interviewees. (Kvale 

& Brinkmann, 2009) 
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4.2.2.2. Phase 3 - The interview 

It is important to recognize that the academic interview is an interpersonal situation between two or more 

parties and unfolds through a shared field of interest. In the interviews, knowledge is created between the 

interviewer’s and the interviewee’s point of views, why these conversations often act as the most engaging 

phase of the qualitative setup. With reference to the pragmatic approach, the interview’s core purpose is to 

generate useful knowledge that can help answer the proposed research question. To create the best possible 

environment for nuanced responses, all interviews were held in the native language of the interviewees. The 

interviews were thus executed in both Danish and English. For each interview, one of us acted as an inter-

viewer and the other as an observer, taking physical notes about the social dynamics. The social dynamics 

describe voices, faces, and bodily expressions, providing more nuanced details to the transcribed interviews. 

(Kvale & Brinkmann, 2009; Egholm, 2014; Appendix 5) 

  

The interview execution is rooted in the three phases described by Justesen & Mik-Meyer (2010). The first 

phase is centered around communicating the study’s purpose, procedure, and length to the interviewees. The 

first few minutes in a qualitative interview are vital for the interview’s atmosphere and perception in the eyes 

of the interviewees. We sought to accommodate a safe and calm atmosphere by listening attentively and 

showcasing sincere interest in the interviewees. Further, the interview started with a briefing where we 

started out thanking the interviewees for their participation, asking for acceptance to recording the session, 

and informed the interviewees about the anonymity of the study (Appendix 1). Lastly, in the briefing phase, 

only the general theme of clothing was revealed to the participants, ensuring that the notion of secondhand 

clothing, WOOD WOOD, and its sustainable initiatives did not affect their responses. In that sense, the 

interview can be categorized as funnel-shaped, starting as openly as possible. (Kvale & Brinkmann, 2009) 

  

In the second phase of the interviews, the semi-structured interview guide was succeeded with follow-up 

questions utilized to continually adapt and expand the interviewees’ statements (Justesen & Mik- Meyer, 

2010). Further, we followed the flow of the conversation and adapted the questions asked to fit with the 

responses given. Throughout the interviews, short and simple questions were utilized to make sure no con-

fusion could occur. We used the different interview questions consisting of preliminary, follow-up, explor-

atory, specifying, direct, indirect, structuring questions, and silence. (Kvale & Brinkmann, 2009) 

During the interviews, we asked preliminary questions to provoke spontaneous and rich answers 

from the interviewees as they were allowed to bring their own experiences to the table. As an example, to 

get in-depth insights regarding personal experiences with the brand, we asked the questions of “Do you have 

any experiences with WOOD WOOD, in its store, online, etc., and can you describe the experience” (Ap-

pendix 1; Kvale & Brinkmann, 2009). In order to expand on the answers given, we made use of follow-up 

and exploratory questions. While the follow-up questions can be in the shape of non-verbal nods or merely 

a “hmm” they can also consist of more thorough questions to the answer given. We employed both non-

verbal and sought to elaborate their answers in all the interviews by asking them “why” questions (Appendix 
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1). Further, the exploratory questions were used in conjunction to make the interviewees reassess their state-

ments and elaborate on their full statement. (Kvale & Brinkmann, 2009) 

Specifying questions were used in most interviews to get very specific answers from the interviewees’ re-

sponses. The participants were, e.g., first asked about their general opinion about the importance of sustain-

ability, followed up by specifying questions about what exactly they do to be more sustainable. (Kvale & 

Brinkmann, 2009) 

 To get both explicit and more underlying opinions, we applied direct and indirect questions. In the 

focus group interviews, we sought to obtain information about how the interviewees perceive WOOD 

WOOD by asking directly, “What is your overall opinion to WOOD WOOD?” and indirectly, “Describe 

the typical person who wears WOOD WOOD?” (Appendix 1). Especially the indirect questions opened up 

for more critical answers as it made the question less personal for the respondents. (Kvale & Brinkmann, 

2009) 

Structuring questions were solely used in the largest focus group. Due to the many interviewees and 

the very informal atmosphere of the interview, the focus group often drifted in multiple directions, with small 

conversations breaking out simultaneously. Consequently, we constantly had to bring the interview back on 

track through structuring questions such as “We are now switching the subject from clothing to sustainabil-

ity” (Appendix A: 10). Lastly, silence was a very powerful tool used for both elite interviews and the focus 

groups. Especially in the elite interviews, the silence allowed the interviewees to pause for thought and come 

up with more relevant information. (Kvale & Brinkmann, 2009) 

 

During the different interviews, diverse interviewing techniques were utilized. In the elite interviews, exten-

sive research on the interviewees’ organization, field, and previous work was needed. Since elite interviewers 

often encompass power asymmetry between interviewee and interviewer, we sought to limit this by being 

thoroughly prepared on the interview subject. In the focus group, on the other hand, the goal was to create a 

non-controlling interviewing style, making room for as many opinions as possible. We, as the interviewers, 

hence functioned more as a moderator that suggested fields of discussion. The task in these interviews was 

to make an open environment, where the lively discussions still followed some degree of structure. (Kvale 

& Brinkmann, 2009) 

 While half of the interviews occurred offline, the other half were conducted through online medi-

ums. It is safe to say that communications are experienced very differently in the online environment than 

in the physical setting. Simply put, the technology limits access to body languages, which often causes slight 

delays and triggers larger physical and psychological distance between interviewer and interviewee. Further, 

many respondents got distracted by their own image showcased in the interviews, which were conducted on 

Zoom. To limit additional uneasiness of the recording, we choose to record on a separate phone instead of 

enabling the red recording button on Zoom. A repeating issue experienced with the interviews was how the 

online medium caused many interruptions and less fluidity. However, the online interviews offered easy 

access to interviewees located out of the offline reach. This also enabled us to have an elite interview with 

an American expert. (Salmons, 2012) 
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In the third phase of the interview, the discussion comes to an end, here we ensured that all questions had 

been answered and concluded the interview by thanking the participants. (Justesen & Mik-Meyer, 2010) 

(Appendix 1). Often when ending the interview, participants can feel anxiety and tension after opening up. 

To overcome these potential feelings, the interviewees got further debriefed after the recording has ended. 

In several interviews, this led to further discussions about the subject, which due to ethical reasons, are not 

included. One of the women from the focus interviews also expressed relief after the debrief. She had been 

anxious during the interview as she had never participated in one before and expressed concerns about giving 

the right answer. (Kvale & Brinkmann, 2009) 

 

To accommodate a high degree of interview quality, we tried to limit the use of leading questions and leading 

body language to make sure the interviewees, especially the focus groups, could answer free of any preju-

dices from us as interviewers. Further, we had a wide variety of interviewees of both introverted and extro-

verted nature that all were allowed to equally share the opinion as no interviewee personally trait is preferred 

over others. (Kvale & Brinkmann, 2009) 

4.2.2.3. Phase 4 - Transcription 

In the transcription phase, we transformed the recorded data into words. For the transcription, we delegated 

the interviews and decided on transcription conventions, as shown below, to ensure reliability between the 

written data (Table 11). Further, this enabled a more in-depth description of the interviews as factors of our 

interpretation, the tone of voices, interruptions, actions, etc., were then part of our written material too. 

(Kvale & Brinkmann, 2009) 

To transcribe means to transform from one shape to an-

other. In our case, this was not only from sound to writing 

but also incorporated translating most of the interviews 

from Danish to English. Doing so can have the pitfall of 

missing nuances, idioms, ways of speaking, and further 

missing potential meanings. Moreover, this can have lim-

ited the reliability of the transcribed, as we might have 

translated the spoken words differently if, e.g., we both were to transcribe the same paragraph. Nevertheless, 

as aforementioned, we evaluated that the cost of diminishing reliability in the transcribed was outweighed 

by the interviewees feeling more comfortable in the interview situation. The pitfalls are further assessed as 

less relevant due to the pragmatic viewpoint of this thesis, where we seek to find relevant and useful 

knowledge instead of going in-depth with the interviewees’ lifeworlds. (Kvale & Brinkmann, 2009; Egholm, 

2014) 

 The validity is more complex to determine in the transcription phase, as there is no correct answer 

when transforming from speech to written form. In line with the pragmatic viewpoint, the focus should 

TYPE OF SPEAKING CONVENTIONS

RAISED VOICE ABC

ACTIONS [abc]

INTERPRETATION *abcØ

EAGERNESS abc

INAUDIBLE SPEAKING //

INTERRUPTED (abc)

Table 11 - (Kvale & Brinkman, 2009)
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instead be on whether the transcription is useful in relation to answering the research question. (Kvale & 

Brinkmann, 2009) 

 

Despite the time-consuming entities of transcription, we decided to do it ourselves and not have, e.g., soft-

ware do the job for us. This enabled an early ongoing analysis and possibilities of remembering situations 

that the observer did not catch. Further, it was decided that filler words such as “uhm” and “hmmn” were 

excluded as such expressions are not useful in our scientific paradigm. Hereunder, it is noteworthy that Kvale 

and Brinkmann (2009) mention that literal transcriptions are only useful if the focus is on linguistic analyzes 

or psychological interpretations.  

 Lastly are the ethical concerns regarding transcription. The overall interviews were not per se deli-

cate. However, some questions did stir some uneasiness in the focus groups, namely the monthly clothes 

budget and why they cared about the clothes they wear. As aforementioned, the interviews, therefore, started 

with us stating that their answers will be anonymous. Thus enhancing the ethicality of the study by making 

the interviewees more comfortable. (Kvale & Brinkmann, 2009). Hagerman (2017) goes deeper into inter-

view ethics as she argues that the interviewees should also “get something” out of the process. Her study 

was mainly targeted to the process of interviewing children but can arguably also be applied to adults. To 

ensure that our interviewees possibly gained something from the interview, we thanked them for their par-

ticipation and ensured that there were both drinks and snacks for the participants. Further, in the interviews, 

we sought to make them feel empowered and let the interviewees have autonomy of the direction taken. 

Examples of this are the semi-structured entities of the interview guide and the aforementioned inductive 

and open-ended nature of some of the interview questions. (Hagerman, 2017; Kvale & Brinkmann, 2009) 

4.2.2.4. Phase 5 - Analysis 

In the analysis phase, we executed the coding based on the paradigmatic perspective’s epistemology. As we 

use the pragmatic approach, the focus is not on the interviewees’ life world, meaning, or language, but 

instead a general analysis, searching for useful information through the abductive method. Our abductive 

reasoning can be explained as followed:  

1. We observed that people increasingly care about the environment.  

2. Despite this, actions were not changed, which broke with our presumptions. 

3. We assumed that it was due to the human’s bounded rationality and the lack of a current accom-

modating way to buy and sell used clothes. 

4. We tested this deductively through an application of theories, and we tested it inductively through 

asking open-ended questions and letting the data speak  

5. If the presumptions were supported, we would temporarily conclude that these were truthful.  

6. If the presumptions are not supported, a new abductive presumption or idea must be made. De-

duction, induction, and abduction can thus not be separated in the pragmatic field. (Kvale & Brink-

mann, 2009) 
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Our specific coding was eclectic and incorporated bricolage. In essence, bricolage means to adopt various 

methods and techniques of interpretation. Our process was very similar to Gibbs’ (2007) two approaches to 

coding, as we have first used data-driven coding where we let the data “speak” and establish new possible 

codes as we go. In this type of coding, one tries to put aside one’s preconceptions, hence using inductive 

coding. Even though abduction does not per say prescribe “tabula rasa”, we argue that this can be valuable, 

as this can provide new ideas and qualified guesses. Nevertheless, we do accept that a complete tabula rasa 

is not possible. 

 Afterward, we have used the more deductive concept-driven coding where “[...] the researcher is 

encouraged to build up a list of key thematic ideas.” (Gibbs, 2007: 10). Specifically, we have focused on 

statements that support or reject the presumptions that were outlaid in the literature review. Further, we have 

searched for themes that match our literature review’s overall themes. Finally, we have compared the quali-

tative data with the findings and correlations from the quantitative survey to ensure the best-qualified guess 

on our behalf. (Appendix 6)  

4.2.2.5 Phase 6 - Verification  

In the verification phase, we will evaluate the reliability and validity of our qualitative research. These terms 

are usually associated with the positivistic paradigm but are arguably applicable to the more “soft” perspec-

tives such as pragmatism. (Kvale & Brinkmann, 2009) 

 Reliability refers to the consistency and credibility of the results. This can, for example, be that if 

someone else were to copy our research methods, and the results were the same, then the research would be 

considered reliable. Reliability was also discussed in the interview phase, where we tried to avoid asking 

leading questions, as this could possibly affect the interviewees’ answers. It was further touched upon in the 

transcription phase, where transcription convention aided higher reliability while the translation lowered it. 

(Kvale & Brinkmann, 2009) 

 Validity is defined as the truthfulness and correctness of the research. Validity is likewise often 

concerned with whether one has researched what was intended. Due to our philosophical standpoint, we are 

mainly concerned with validity in its literal sense, where we try to make our conclusions true. Our perception 

of validity is highly correlated with pragmatism’s truth theory which means that “Something is true when 

the results of a study help to explain phenomena and events.” (Egholm, 2014: 229). We aim to accommodate 

the theory of truth through our research and sub-questions. 

 Nevertheless, pragmatic validation is likewise dependent on observations, often expressed through 

the known saying that ‘actions speak louder than words'. In our research, they do as well, as we also explore 

attitude-behavior gaps, where one says one thing and does another. However, as we were prevented from 

doing an ethnographic study due to the pandemic and associated store restrictions. Our research can thus be 

criticized for lacking observation, which can limit the pragmatic validity. However, we have aimed to ac-

commodate this through the literature review on consumer behavior and bounded rationality. Focus is thus 

on explanations of behaviors, unconscious processes, and actions, however, these should function as general 

guidelines with respect to contextual differences. (Kvale and Brinkmann, 2009) 
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4.2.2.6. Phase 7 - Reporting 

In the reporting phase, we focus on ethical considerations, the final delivery style, and objectivity of the 

qualitative findings. In terms of ethical considerations, we considered mainly the three components of con-

sent, confidentiality, and consequences. In terms of consent, we assured verbal permission to record and use 

the findings from all of our interviewees before the interview had started. Confidentiality was also promised 

to all respondents except in the elite interviews since they had no issue going public. To uphold anonymity, 

we changed participants’ names in the interview transcripts. The reporting focuses on providing scientific 

knowledge that can contribute positively to WOOD WOOD and society. However, we recognize that all 

reports have the potential to lead to negative consequences as well. For example, the potential negative 

impact of publicly criticizing its ARTEFACT concept. (Kvale & Brinkmann, 2009) 

 The final reporting takes two forms in this research: one academic thesis and one PowerPoint 

presentation for WOOD WOOD. The choice of creating a different reporting style for WOOD WOOD was 

bounded in respect for its employees’ busy every day and need for clear, straight, and to the point conclu-

sions, which opened up the ability for them to ask questions along the way. Reporting the interviews in the 

analysis consist mainly of quotations. Lastly, we recognize that our reporting is colored by our interest and 

intention as researchers even though we have sought objectiveness. (Kvale & Brinkmann, 2009) 

4.2.3. Quantitative methods 

In this section of the methodology, we will present how we went about the quantitative survey and the anal-

ysis hereof. Inspired by the data-collection structure by Andersen (2013), we will outlay the purpose, design 

& procedure, analysis, verification, and reporting & ethical concerns of the survey.  

4.2.3.1. Purpose of quantitative methods 

We decided to execute a quantitative survey after the focus groups and elite interviews had been carried out. 

We did this to answer the hypotheses that the qualitative study had led to and to attain a degree of triangu-

lation, whereby one uses multiple methods to explore the same phenomena, which in turn increases the 

reliability and validity of the study. (Andersen, 2013) 

 

A hypothesis occurred as we executed the focus groups to answer the sub-question: “How do Danish female 

consumers perceive WOOD WOOD, and what are the current challenges that should be accommodated?”. 

In line with the pragmatic perspective, the interviews suggested that, in lines with our pre assumptions in the 

introduction, that a barrier for WOOD WOOD was the decreasing popularity, which had us make the quali-

fied guess or hypotheses that:  

H1: A big barrier for WOOD WOOD is its perceived relevance  

 

Further, when the sub-question of “How does the current increased sustainability awareness affect WOOD 

WOOD’s target group’s fashion consumption patterns?” was explored, two hypotheses emerged:  
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H2: There is little correlation between actions of secondhand clothes consumption and high perceived im-

portance of sustainability.  

H2A: A great barrier to purchasing secondhand clothes is its perceived disorderliness. 

 

In the focus groups, we further saw a causality between the monthly spending budget and behaviors of 

secondhand consumption, leading to the following hypothesis: 

H2B: Consumers with high interest in secondhand clothes consumption have higher monthly clothes spend-

ing budget than those with no interest.  

 

Finally, when researching the question of: “Which actions are needed for WOOD WOOD to successfully 

execute its ARTEFACT concept?” the following hypothesis were made: 

H3:15% discount vouchers to WOOD WOOD is an insufficient incentive for its take-back system. 

4.2.3.2. Design & Procedure 

A survey is a quantitative research method for collecting data. Here one gains information through a ques-

tionnaire, where only a few topics are brought up. The survey has the advantage of its standardized proce-

dure, which limits biased opinions of the researcher. Further, advantages of surveys are their higher reach, 

quantity, ease, cost-effectiveness, accessibility, tangibility, comparison, and lastly, corona friendliness. We 

executed an online survey through Qualtrics XM, which we posted on our Facebook pages and encouraged 

others to share it. We received 311 responses, whereby 298 of them completed the entire survey. Since the 

survey was shared on Facebook, we could not control the reach or type of respondents, why the correlating 

sample type was closest to random. We do not consider it completely random because the reach was an-

chored/influenced by our personal network. However, we did receive 10 shares, why it spread to multiple 

networks. (Andersen, 2013) 

It could be argued that our research, however limited, provides a snapshot of the WOOD WOOD’s 

target group’s mindset and behaviors. Out of the 298 responses, 100 respondents fit the target group, namely, 

Danish females in the age group 15-40, and most of the analysis will be based on these.  

The survey was initiated with a text stating that the respondents would be anonymous, that their 

answers would be used for our thesis, that it would take up to 4 minutes, that they should answer the questions 

intuitively and truthfully, and a “thank you” for their participation (Appendix 2). We had multiple consider-

ations in attempts to increase the response rate: 

1. We had the time frame, which was under 5 minutes, to accommodate the fast-paced environment 

of social media platforms. 

2. We aimed to have the questions be as short and precise as possible. 

3. We provided multiple questioning techniques to avoid monotony, e.g., multiple-choice with single 

& multiple answers and Likert scales. It should be noted that since the multiple-answer category 

was implemented, some of the conclusions will include percentages that will sum up to more than 

100%. 
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4. Different funnels were created, all depending on their answers so that no respondent had to answer 

irrelevant questions. 

Here, we ensured the option of not choosing any of the preselected questions, as there was always an “other” 

category, where the respondent could type their own answer. This can have the advantage of not having the 

respondents feel restrained and can de-bias our pre-assumptions. (Andersen, 2013; Appendix 2) 

The survey firstly consisted of questions regarding demographics, namely gender, age, and nation-

ality. We felt that this would be a natural and straightforward start. However, following the terminology of 

Andersen (2013), such questions are dull and should instead be used at the end. Nevertheless, as our case is 

concerned with a specific target group, we decided that demographics were crucial elements, and we, there-

fore, valued having this information if the survey was not completed. 

 Then we asked questions regarding the respondent’s perceived importance and use of clothes. In the 

focus groups, we experienced that this topic, in particular, was surprisingly sensitive, and not all interviewees 

felt comfortable talking about this. Again, this stretches the importance of having a neutral start before get-

ting into the more emotional themes. 

 Subsequently, questions were asked regarding the importance of sustainability, concrete sustainable 

actions, attitudes and behaviors towards regular and secondhand clothes consumption, and their knowledge 

and perception of WOOD WOOD. (Appendix 2; Andersen, 2013) 

4.2.3.3. Analysis 

We used Qualtrics XM as our data collection tool, which had the advantage of providing data preparation, 

data analysis, and possibilities to extract the data in an Excel format. However, the individual answers in the 

“other” choice options were manually analyzed by us. Through Qualtrics XM, JMP, and Excel, we have 

executed multiple means of data analysis techniques to answer our hypotheses. First of all, we have summed 

up the answers, made average calculations, and frequency analyses. These are illustrated in bar charts and 

histograms. Furthermore, we executed fit Y by X analyses in JMP to investigate relationships between two 

variables, e.g., actions of secondhand clothes consumption and perceived importance of sustainability. The 

p-value is based on a Pearson evaluation, meaning that we measured the correlation coefficient between two 

variables, hence the p-value indicates whether there is a linear relationship. In this context, we have rejected 

null-hypothesis with a p-value of <0.05 whereby the probability of having a correlation coefficient at zero, 

is lower than 5%. (Andersen, 2013; Bland, 2000) 

4.2.3.4. Verification 

The former statistics lecturer Uffe Ellemann-Jensen once said, “Statistics is like a bikini, it shows a lot, but 

hinders us in seeing the most essential” (Andersen, trans, 2013: 209). This quote is fundamental when con-

sidering the quantitative studies’ pitfalls. The methods to analyzing quantitative data are far more formalized 

than qualitative, and factors such as significance can hinder one from making essential conclusions. Moreo-

ver, quantitative data can easily be manipulated, hence diminishing the validity and reliability.  
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 As aforementioned, validity is the truthfulness of the study. In this case, we consider validity as the 

coherence between the collected empirical data, the theoretical framework, and the presented sub-questions, 

with belonging hypotheses. Reliability is how accurately we measure what we intend to measure. In our 

survey’s test period, we encountered a reliability mistake as we suggested age brackets of 20-25 & 25-30, 

thus having overlapping categories, making people confused and causing inaccuracy. We, therefore, in-

creased reliability as we made sure that all categories had multiple options available, or if not, unambiguous 

answers, e.g., changing the age brackets to 20-24 & 25-29. (Andersen, 2013; Appendix 2) 

A way of achieving higher reliability would be to implement multiple variations of the same ques-

tion to limit response bias. However, we evaluated that the cost of time of adding additional questions out-

weighed the benefits of such test-retest reliability. Further is the argument that the pragmatic viewpoint does 

not wish to doubt the truthfulness of the responses; we instead focus on the usefulness of their answers. 

(Egholm, 2014; Andersen, 2013) 

 

Our study could be criticized for entailing a sampling bias due to the aforementioned anchor. Another pitfall 

could be that we considered WOOD WOOD’s future target group from 15-40 years old too greatly, which 

resulted in the oldest age bracket being 40+. This disables us from analyzing responses separate in the oldest 

age bracket. Nevertheless, as the focus is primarily on the Danish female youth, we do not perceive it as a 

major weakness. A vital argument for us choosing this segment, is the significant difference between the 

male and female engagement in secondhand clothes consumption. This was evident in our research where 

101 out of 141 secondhand shopping respondents were female, with a significant relationship between being 

female and purchasing secondhand clothes (Appendix 7). The demarcation is further relevant as our corre-

spondence with Mads Mathiesen, the CEO of the largest secondhand platform in Denmark Trendsales, high-

lighted that 90% of Trendsales customers are women, showcasing the current infancy of men engaging in 

secondhand consumption in Denmark (Appendix A).  

4.2.3.5. Reporting & ethical concerns 

To make this study as transparent as possible, our concrete survey can be found in Appendix 2, and screen-

shots of calculations will be provided throughout the analysis. Further, the findings will be compared to 

those of the qualitative study and presented in the analysis chapter.  

 As the study was anonymous, we have not considered too many ethical concerns. Nevertheless, 

considerations were made regarding including children under 18 in the research and as part of the target 

group. According to the marketing act, stricter rules apply for this age category, whereby the specific age 

and correlating cognitive development should be regarded when advertising to children. (Forbrugerombuds-

manden, 2021). However, as all respondents were above the age of 15, then they are both cognitively and 

legally able to give their acceptance in attending studies and distinct between commercials and reality (Børns 

Vilkår, 2021; John 1999).  
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5. ANALYSIS 

63 
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5.1. PART ONE - WOOD WOOD’S CUSTOMER-BASED BRAND EQUITY 

In the following section, we will outlay the customer-based brand equity of WOOD WOOD and ARTE-

FACT based on our primary data from the qualitative focus groups, elite interviews, and the quantitative 

survey. The focus of this section is to answer the sub-question: “How do Danish female consumers perceive 

WOOD WOOD, and what are the current challenges that should be accommodated?”. Regarding the sub-

question, we seek to further investigate H1: “A big barrier for WOOD WOOD is its perceived relevance”. 

The analysis will follow the terminology of Keller (2001, 2016), why we will follow the order of the building 

blocks in the CBBE pyramid as illustrated below in Figure 1. 

 

5.1.1. Brand identity 

In the brand identity step, the focus is on the brand-building block of brand salience, specifically the depth 

and breadth of the awareness. Our research focused mainly on determining the depth of awareness, as the 

breadth is more contextualized and thus less attainable for an interview/survey setting. (Keller, 2001) 

 When investigating the depth of WOOD WOOD in the qualitative interviews, unaided awareness 

was first explored. Here 2 out of 4 focus groups mentioned WOOD WOOD unaided when asked to recall 

fashion brands in the upper-middle price category. Such recallings suggest that the brand is somehow rec-

ognized in the category by the target segment. As we investigated the aided awareness of WOOD WOOD, 

the focus groups showed full recognition, as all interviewees could identify the brand. This was further sup-

ported by the quantitative data that showcased a 90% recognition of the brand within the demarcated target 

segment of females aged 15-40 years (Appendix 8). However, only 64% agreed to knowing WOOD WOOD 

when exploring the total survey respondents (Appendix 9). What is particularly interesting is the relationship 

between age and aided awareness of WOOD WOOD. In fact, we found a significance between age and 

aided awareness of the brand, with a p-value at <0,00001, suggesting a negative relationship between age 
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and awareness, whereby an increase in age above 39 years will decrease the likelihood of awareness (Ap-

pendix 10). However, this is not necessarily a bad thing, as this suggests that WOOD WOOD has managed 

to target its primary segment effectively. 

 Regarding WOOD WOOD’s ARTEFACT concept, none in the focus group had any knowledge of 

it, even when aided. In the survey, only those who answered yes to knowing WOOD WOOD were asked 

about their knowledge of ARTEFACT. The survey reported 9%, corresponding to 8 respondents, answering 

yes to knowing ARTEFACT within the target group (Appendix 11). However noteworthy, the 8 could stem 

from the focus groups as they were very likely to have also answered the survey, and worst case, account for 

the amount of ARTEFACT aware respondents. 

The breadth was solely explored in the qualitative study. We here asked the interviewees about how 

often they thought of WOOD WOOD, which led to almost unanimous opinions of “Not ever really [...] very 

few times [...] Not that often actually [...] I don’t really think about it. “,” I mostly encounter it if I am 

shopping in stores.”, “Maybe it was on my wishlist a couple of years ago [...] I don’t think it is top-of-mind 

for me”, & “I would probably think of other stores before Wood Wood” (Appendix A: 42, 61, 64). However, 

the breadth is likewise categorized as the “[...] proper linkage of the brand to various categories and cues 

in the minds of customers.” (Keller, 2001: 9). In relation to this, the respondents were easily able to identify 

WOOD WOOD as a fashion brand, suggesting high brand salience in identifying the category and the need 

WOOD WOOD satisfies.  

 

In summation, WOOD WOOD seems to have sufficiently accomplished a brand identity. However, this is 

not the case for its ARTEFACT initiative, that had little to no salience. Therefore, the analysis of ARTE-

FACT will end here, as one can not have an opinion regarding a phenomenon that one does not know.  

 The findings regarding WOOD WOOD’s brand identity are illustrated in Figure 19, based on the 

assessment of WOOD WOOD as a fashion brand that satisfies a clothes need. However, the brand seems to 

encounter challenges regarding the breadth of awareness, whereby WOOD WOOD is not able to enter the 
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minds of the consumers unaided. Nevertheless, it is noteworthy that our investigation of breadth can lack 

ecological validity as we did not ask the consumers in the moments of a purchase decision. The underlying 

explanation of the lacking breadth remains to be found in the following brand-building blocks. (Keller, 

2001) 

5.1.2. Brand meaning 

In the brand meaning step, we will turn the focus towards the perceptions and associations of WOOD 

WOOD. These components will be explored through the concepts of brand performance and brand imagery. 

(Keller, 2001) 

 The brand performance and brand imagery are assessed solely through the focus groups, as these 

brand-building blocks demand more in-depth information. Hence, these building blocks were excluded from 

the survey, as this would have resulted in a longer survey leading to decreased response rate. (Andersen, 

2013; Keller, 2001) 

5.1.2.1. Brand performance 

In the brand performance, we seek to determine the benefits and association of WOOD WOOD, with regards 

to the five inherent components: 1) primary characteristics and secondary features, 2) reliability, durability, 

& serviceability, 3) service effectiveness, efficiency, & empathy, 4) style & design, & 5) price (Keller, 2001). 

 

The primary characteristics, meaning the characteristic that received the most consensus in the focus groups, 

were that WOOD WOOD equals streetwear or upper everyday wear. Examples thereof are descriptions of 

the brand as “[...] sporty everyday [...]”, “[...] classic pretty every day. I also want to say like a sporty vibe”, 

& “I would say sporty but not in like a super I’m going running type of way” (Appendix A: 1, 27, 28). These 

statements were further supported by our elite interview with the WOOD WOODS’s PR & Communications 

Manager Mikkel Kristensen, who agreed that “A lot of people associate us with streetwear. But I think we 

would rather be like sophisticated sportswear, so we take a lot of the classic cuts and silhouettes and put our 

twist onto it” (Appendix A: 85). These statements indicate both discrepancies and consistencies between the 

desired and actual image of WOOD WOOD. The secondary features were also predominantly characterized 

by consensus, as almost all the interviewees at some point mentioned recognizing WOOD WOOD by its 

patented logo. (Keller, 2001) 

 

When exploring the reliability, durability, & serviceability of WOOD WOOD’s products, the focus was on 

the purchase experiences, the lifespan of the product, and the customer service. In relation to reliability, the 

interviewees in the focus groups had predominantly no experience with purchasing WOOD WOOD. The 

only mentioned episodes with WOOD WOOD were one-off experiences, why no consistency patterns can 

be argued from the interviews. Hence, the component of serviceability was not evident either. The lack could 

nevertheless indicate high durability, as no item required repairs. This is likewise suggested in the largest 

focus group, where there were a couple of examples. A particularly positive mention of durability was “I’ve 
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had a pair of WOOD WOOD jeans for 7 years, and it looks like I bought them yesterday.” (Appendix A: 3). 

Two other interviewees similarly mentioned that WOOD WOOD sweaters lasted for years and had even 

survived multiple festivals (Appendix A). (Keller, 2001) 

 

To investigate the third component, namely service effectiveness, efficiency, & empathy, we asked the focus 

groups about the service of WOOD WOOD and if trust was associated with the brand. The service effective-

ness and empathy elements were only mentioned in regards to customer service in the stores, where one of 

the few interviewees that had experienced the WOOD WOOD stores described that “[...] I remember that 

they were friendly, the staff...” (Appendix A: 24). In general, when the interviewees were asked if they trust 

the WOOD WOOD brand, almost everyone agreed that they did indeed. (Keller, 2001) 

 

The brand associations of style & design were further very clear and agreed upon in the focus groups. 

WOOD WOOD’s style was described as “basic”, “every day”, “streetwear”. This is similar to the argumen-

tation in the primary characteristics, nevertheless, such is arguably inevitable as the analyzed brand is within 

the fashion industry, where the style is also the main function. Within this particular component, several 

interviewees mentioned that WOOD WOOD’s style was stable: “WOOD WOOD just has more items that 

are persistent, it always has the same style and always has the same basic items and so on.” & “Because it 

is kind of constant in its style. (Appendix A: 3, 45). This consistent style has, however, brought some negative 

associations as well. Here the interviewees explained that keeping the same style also had the consequence 

of WOOD WOOD becoming more outdated: “[...] it has kept the same style, and that style was in trend a 

few years back” & “[...] it definitely was more THE TREND back then” (Appendix A, 61 & 24). WOOD 

WOOD’s persistence strategy arguably carries both negative and positive consequences. On the one hand, 

the persistence makes the brand more trustworthy, thus enhancing the third group of associations. It can be 

argued that trust is a critical driver for consumer acceptance when brands start engaging in sustainable initi-

atives, why the label of trust could later enhance the success of ARTEFACT (Atkinson & Rosenthal, 2014). 

Moreover, WOOD WOOD was praised for not launching endless new collections, thus, not encouraging 

overconsumption (Appendix A). On the other hand, the persistent strategy also had interviewees stating 

WOOD WOOD as outdated or something they have outgrown. The survey findings supported such argu-

mentation as 30% of the target segment who knew WOOD WOOD categorized it as “Not my style”. Further, 

17% thought that WOOD WOOD lacked relevance due to the brand not suiting their perceived image, and 

lastly, 8% categorized the brand as for a younger age category. (Appendix 12). (Keller, 2001) 

 The PR & Communications Manager of WOOD WOOD Mikkel Kristensen agreed and highlighted 

the issue himself, but argued that instead of changing the path, the brand is: “[...] trying the style we started 

off with, because that was really what started the success of the brand.” (Appendix A: 86). It can be discussed 

that the interviewees’ perception is not necessarily a bad thing, as WOOD WOOD does not “[...] want to be 

associated with the fast fashion industry where the styles change all the time. (Appendix A, 86) 
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“WOOD WOOD, as far as I know, is just a little logo on some basic stuff. In that sense, I feel you pay a lot 

for only the logo” (Appendix A, 62). This statement exemplifies not only the perceived style & design of the 

brand but also the perceived price. The interviewees dominantly perceived WOOD WOOD as premium 

within its product category of middle-upper fashion brands (Keller, 2001). Several mentioned that the trade-

off was not favorable, e.g., “[...] I just don’t feel like paying extra for a t-shirt where there is a tiny logo” 

(Appendix A, 61). While the one heavy user of WOOD WOOD actually categorized the prices as low, com-

pared to the quality. (Appendix A)  

5.1.2.2. Brand imagery 

The brand imagery building block contains: 1) user profiles, 2) purchase & usage situations, 3) personality 

& values, and 4) history, heritage, & experiences (Keller, 2001). This block inherits the associations that 

can meet psychological and social needs.  

There were strong perceptions of the user profiles associated with WOOD WOOD. Among others, 

people who wear WOOD WOOD were psychographically described as “[...] like hipsters [...] who wear 

beanies indoors”, “fashionable hipster”, & “So kind of hipster, but still with a fashion focus, like fashion 

within streetwear.” (Appendix A: 3, 25, 44). There was much mention of a ‘Copenhagen’ styled person, 

typically in the younger age/teenage category when exploring the demographic user profiles. In fact, when 

we sought to explore the target segment suggested by WOOD WOOD, we first interviewed females aged 

26+. They then told us that WOOD WOOD was for a slightly younger segment. Then we executed two 

interviews with Danish women at about 21+, who likewise said that we should instead reach out to younger 

people in high school. Lastly, we held a focus group with high schoolers at the age of 17-18 that directed us 

towards 8-9th graders. (Appendix A). Here we stopped investigating younger age brackets, as one can argue 

that the notion of WOOD WOOD being most relevant for a younger age group might be appointed to other 

factors than the user profiles. It could simply be due to the interviewees remembering a time when they 

perceived WOOD WOOD as ‘in style’, indicating that the brand is getting out of fashion. (Keller, 2001) 

 

The analysis of purchase and usage situations is naturally limited, as the interviewees had little to no expe-

rience with the brand. In terms of purchase situations, one focus group highlighted that they thought WOOD 

WOOD was missing in the shopping channels they usually used, namely: ASOS and Zalando. However, it 

turns out that WOOD WOOD actually is on Zalando but might not rank high enough in general product 

categories, hence lacking availability (Zalando, 2021). In terms of usage situations, is the aforementioned 

perception of WOOD WOOD as an everyday casual brand. (Keller, 2001) 

 

For the personality & values, the interviewees were provided with cue cards with humanlike personality 

traits that they could identify in relation to WOOD WOOD (Appendix 3). Words that were mainly used were 

‘contemporary’, ‘confident’, ‘cool’, ‘young’, ‘sincerity’, & ‘original’. Here the traits ’Western’, and ‘out-

doorsy’ were also mentioned multiple times, however, these two traits were object to contradictions. This 

might be due to different perceptions of the words’ meaning. ‘Outdoorsy’ was, e.g., both paired with street 
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styles and hiking/scout types, which are two very different concepts. ‘Western’ was likewise subject to am-

biguity as some thought of cowboy movies and others modern western culture. The main traits are aligned 

with what WOOD WOOD wishes to be associated with and thus reflect the user profiles as well. (Appendix 

A; Keller, 2001) 

 

Lastly, the analysis of the history, heritage & experiences in relation to WOOD WOOD is, similarly to the 

sections above, limited due to few interactions between the brand and the focus group participants. Most 

participants reminisced about times where WOOD WOOD was a popular brand which was evident in their 

reference groups, e.g., “I think I’m also a bit nostalgic about high school when I think of WOOD WOOD, 

you know when it was actually new and cool. (Appendix A: 28). Specifically the notion of a “high school” 

association was unaidedly mentioned in all focus groups with participants over the age of 21. However, it 

should be noted that since WOOD WOOD has only existed for 19 years, it does not inhibit an extensive 

history or heritage. (Keller, 2001; Appendix A; WW, 2021) 

 

To evaluate the overall brand meaning, it is relevant to analyze its 3 dimensions, namely the strength, fa-

vourability, & uniqueness of the associations. The strength can overall be categorized as high. As the inter-

viewees unaidedly mentioned almost identical associations, suggesting that these are easily retrieved as well 

as significant. Even though the associations were not exclusively positive, this implies a high recognition 

and salience of the brand. However, it is not the case in terms of favourability, as the focus groups predom-

inantly preferred other brands from the same category. Even when asked, “Let’s say you had all the money 

in the world, would you then ever buy Wood Wood?” (Appendix A: 65), the response was: “I think I would 

find other brands to use my money on. Not that I have anything against Wood Wood, there are just other 

brands that appeal more to me.” (Appendix A: 66) - suggesting a very low favourability, and hence rele-

vance, at least among our interviewees. Finally, is the uniqueness. This association is more ambiguous to 

determine, as WOOD WOOD was described as both ‘basic’ and ‘original’. However, when asked directly if 

they consider WOOD WOOD unique, the answer was a unanimous “no”. (Appendix A; Keller, 2001) 
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In conclusion, the lack of experience with the brand has major implications for our analysis of the brand 

meaning. However, the few experiences that the interviewees had with the brand were mainly positive. 

WOOD WOOD was especially analyzed to have high scores in terms of reliability and durability. Generally, 

the style & design and primary characteristics described by the interviewees overall matched pretty well 

with how WOOD WOOD perceive itself. However, the style & design were also considered a little outdated 

and for the younger generation. In terms of the price, WOOD WOOD was categorized as too expensive for 

basic fashion items with a logo. Nevertheless, a positive notion is that the brand imagery matches the desired 

brand image of WOOD WOOD. Such descriptions include ‘young’, ‘cool’, ‘sporty’, and ‘Copenhagen’ taps 

into the objective of the brand’s communication efforts. (Appendix A; Keller, 2001) 

5.1.3. Brand responses 

The brand responses involve how consumers respond to the brand in terms of their head and heart, also 

referred to as brand judgments and brand feelings. The analysis will investigate the four brand judgments, 

namely brand quality, credibility, consideration, and superiority. This is followed by an analysis of our 

interviewees' underlying feelings towards WOOD WOOD, and hereunder whether the brand is associated 

with feelings of warmth, fun, excitement, security, social approval, and self-respect. (Keller, 2001) 

5.1.3.1. Brand judgments 

Firstly, the brand quality was investigated in relation to WOOD WOOD throughout the focus groups. Here 

most interviewees agreed that the product quality of the clothing is considered very high. The interviewees 

expressed that: "I would associate it with something that is like good quality" & "I think that WOOD WOOD 

is, quality-wise its quality is above the prices" (Appendix A: 24, 2). The notion of brand quality is also 

evident in the communicated satisfaction from the interviewees who owned WOOD WOOD items. E.g., the 
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interviewee who had had her jeans for seven years, which were described as still looking just like new. 

(Keller, 2001) 

 

The three dimensions of brand expertise, brand trustworthiness, and brand likeability were explored in terms 

of brand credibility. The unaided brand expertise of WOOD WOOD was nonexistent. However, when we 

described WOOD WOOD’s new ARTEFACT initiative, all interviewees praised the brand for its concept 

and innovativeness. It can thus be argued that WOOD WOOD in itself does not possess a high degree of 

brand expertise. Nevertheless, the ARTEFACT reactions could indicate that a successful implementation 

thereof could lead to increased perceived brand expertise for WOOD WOOD in general.  

As aforementioned in section 5.1.2.1., WOOD WOOD is associated with levels of trust due to its 

durability and reliability. The other facet in the brand trustworthiness dimension regards whether the brand 

listens to its target group's needs and interests. Here one active WOOD WOOD consumer stated, "I haven't 

seen it interact with its customers, it never ask its customers. I am a customer of WOOD WOOD and I have 

never been asked "did you like this product" I haven't received any emails or anything like that.". (Appendix 

A: 5). Lastly, brand likeability was assessed as low, as no interviewee recalled WOOD WOOD as fun and 

only one as relevant. Furthermore, one compared WOOD WOOD to its competitor Stine Goya and men-

tioned how happy and colorful she perceived Stine Goya. Here WOOD WOOD was described in a more 

boring matter as "[...] black and white." (Appendix A: 4). Nevertheless, it is worth discussing whether brand 

likeability is an objective for WOOD WOOD, as it frames itself as classical silhouettes with a twist, hence, 

seeking a level of 'sophistication' rather than fun (Appendix A). (Keller, 2001) 

 

When exploring the deeper level of brand salience, namely brand considerations, WOOD WOOD was rarely 

in any of the interviewees' consideration sets. As aforementioned in section 5.1.2.1., regarding the price 

component of brand performance, the interviewees uttered that even if they had all the money in the world, 

they would never choose WOOD WOOD but rather pick another brand (Appendix A). In general, when 

asked about purchase situations, it was described that WOOD WOOD was not part of the consideration set: 

"I don't think it is top-of-mind for me" (Appendix A: 42). This also fits well with the analysis of the brand 

associations, which were deemed strong but not favorable. (Keller, 2016). Such lack in favourability, sug-

gests a low perceived relevance, which is in lines with the assumptions of H1. 

 

Strongly associated with the brand considerations and brand favourability is the brand superiority. As 

WOOD WOOD was not considered by many, it makes sense that they also identified other similar brands to 

be superior to WOOD WOOD. Specific brands mentioned as superior, which can thus be considered direct 

competitors, were ACNE, Stine Goya, Ganni, and Baum und Pferdgarten. We will hence make a comparison 

to these brands in the later analysis. (Appendix A; Keller, 2001) 
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5.1.3.2. Brand feelings 

When investigating the brand feelings, we introduced the participants to que cards containing the feelings 

that Keller (2001) provided within his article, along with a variety of feelings we added (Appendix 3). The 

experimental feelings of, warmth, fun, and excitement were not mentioned in relation to WOOD WOOD. 

This is congruent with the findings concerning the brand likeability, and the selected words were instead 

quite the opposite as WOOD WOOD was described as ‘cold’ and ‘dull’. However, WOOD WOOD was also 

described as ‘easy-going’ and ‘calm’, suggesting that the brand might not be fun but instead evoking pleasant 

feelings. (Keller, 2001) 

 The private brand feelings of security, social approval, and self-respect were more evident in the 

participant's description of WOOD WOOD. Here especially, security and self-respect were mentioned mul-

tiple times. Hereunder, one highlighted, “I would rather say security because you know it's a safe choice.” 

& “I feel like it's also a lot of self-respect. Because it has what it has and it's very basic, and like it has some 

self-respect for not just following every little trend.” (Appendix A: 6). (Keller, 2001) 

 

In conclusion, to WOOD WOOD brand responses, we identified strengths and pitfalls. While there was a 

high level of trust, perceived quality, self-respect, and security associated with WOOD WOOD, the brand’s 

favourability dimension likewise affected the brand responses. Here especially, the likeability, considera-

tion, and superiority were deemed negative influencers in the brand judgments. These directly influence the 

last steps of the decision-making process, which can significantly affect WOOD WOOD’s performance. 

This is also evident in WOOD WOOD’s annual report for 2019, where the year looks significantly worse 

than in 2018 (WW, 2020). It was discussed whether the lack of warmth, fun, and excitement was a critical 

issue, as the purpose of WOOD WOOD’s branding efforts is not to evoke any of these emotions (Appendix 

A).  
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5.1.4. Brand relationships 

The final and most crucial stage of the CBBE model is the brand relationship. This stage has only one 

building block, namely the brand resonance. To investigate this building block, we queried the participants 

on the 4 components: behavioral loyalty, attitudinal attachment, sense of community, and active engagement. 

5.1.4.1.Brand resonance 

In relation to brand resonance, we first and foremost queried the interviewees about their behavioral loyalty 

towards WOOD WOOD. Since the participants in the focus groups had little to no experience with purchas-

ing WOOD WOOD items, this step is limited. Only 1 out of the 14 interviewees purchased WOOD WOOD 

products. It is, however, noteworthy that the 1 active WOOD WOOD consumer expressed high satisfaction 

and high loyalty to the brand by stating, “Almost all my jeans are from WOOD WOOD.” (Appendix A: 2). 

This example might be a one-off. However, we got the impression from both her and the PR & Communi-

cations Manager that its retention rate is very high for its customers, suggesting a high behavioral loyalty. 

(Appendix A). This can be argued to have high similarity with the Pareto principle, where a small fraction 

of the customers constitutes a large portion of a company’s revenue (Sanders, 1987). (Keller, 2001) 

Regarding the attitudinal attachment, the focus groups clearly showed that this particular compo-

nent of brand resonance was cumbersome to apply to WOOD WOOD. In general, it can be argued that the 

sort of attitudinal attachment, where consumers purchase a brand out of pure necessity or habit, does not 

apply to clothing brands as they often are considered high involvement purchases. It can further be argued 

that especially brands in the middle to high price category are increasingly high involvement decisions, as 

the average consumer rarely purchases such expensive options out of pure habit. (Niinimäki et al., 2010) 

Regarding the attitudes towards WOOD WOOD, the survey showed that 74% of the target group 

entered a neutral to low relevance when asked to rank WOOD WOOD on a Likert scale, after replying yes 

to knowing the brand (Appendix 13).  

The low categorized relevance indicates that a significant barrier for WOOD WOOD lies within this 

brand building block. We hence accept H1: “A big barrier for WOOD WOOD is its perceived relevance”.  

The most popular answers to why WOOD WOOD was not deemed relevant was “Not my style” 

(30%), “Too expensive” (29%), and “I don’t know” (21%). Since the style and cost related answers are out 

of the scope of this thesis, they will not provide basis for new suggestions. Here it is especially interesting 

to focus on the “I don’t know” as this indicates that people might not have too much of an opinion about the 

brand and might just be indifferent. Further, it is the category with the most potential for change, e.g., chang-

ing the overall price category would have severe consequences. However, the “Too expensive” category 

could indicate that 29% of the respondents either do not perceive WOOD WOOD as good enough quality 

for the price or that the brand is simply for another consumer segment, willing to pay a price premium for 

clothing. It can be argued that perceptions of price may change with the further implementation and aware-

ness of ARTEFACT, as this initiative belongs to a lower price category, and hence potentially appeals to a 

larger segment. (Keller, 2001; Appendix 12, Table 12) 
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In terms of a sense of community, all empirical data tells the same story as in the behavioral loyalty dimen-

sion. Those who buy WOOD WOOD do it a lot, and they likewise feel a great kinship with the brand. The 

one interviewee we had, who expressed affiliation towards WOOD WOOD, did it in a very implicit way as 

if the brand’s employees were more likely a part of her friend group: “Well I know the people from WOOD 

WOOD, so I have many great experiences there. But I also talk a lot with them, so I’m a little biased.” 

(Appendix A: 3). This statement is congruent to the argumentation of the PR & Communications Manager´s 

“[...] we are very much a community brand in many ways, so that’s a big part of it. To be engaged in the 

local areas. That’s of course a challenge right now *referring to the Covid-19 situation* [...] So it has been 

difficult to be present.” (Appendix A: 85). In that sense, one could argue that the consumer is either all-in or 

not a customer at all. This is likewise reflected in the communication regarding WOOD WOOD from the 

non-users, who described a specific exclusive user profile with consumers who had their own little club, 

where everyone is not necessarily included. (Keller, 2001) 

 

Finally is the active engagement, which is all actions that consumers can take that indicate loyalty. In our 

focus groups, the number of engagers in the WOOD WOOD brand was underwhelming. We hence investi-

gated active engagements as acts of direct Google searches to the brand name WOOD WOOD and its closest 

competitors, as this has higher ecological validity than simply asking respondents. Google searches are fur-

ther deemed relevant in the investigation of active engagement as it gives access to precisely what brands 

consumers unaidedly search for and illustrates it relatively to WOOD WOOD’s competitors. Especially in 

these COVID-19 times, Google searches are arguably the strongest indicator of active engagement as stores, 

have experienced many lockdowns, forcing the consumers to purchase online. The search of the brand names 

of “WOOD WOOD” and its main competitors “Acne Studios”, “Ganni”, & “Stine Goya” in Denmark gives 

a clear indication that the competitors have a lot more traction and, thus, are better at entering the danish 

consumers’ consideration set (Table, 13, Google Ads, 2021). 
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Concretely, when investigating the active engagement actions of making a brand name Google search, it is 

evident that, among its nearest competitors, WOOD WOOD is in the lower category. Ganni takes the lead 

with 40500 searches, which is more than double the WOOD WOOD searches. However, WOOD WOOD 

contributed with higher search volume than its close competitor Acne Studios. Narrowing the investigation 

to WOOD WOOD alone, the specific average amount of brand searches has endured a fall from 26500 in 

2017 to 18199 in 2021 (Table 14). However, it should be recognized that WOOD WOOD, as aforemen-

tioned, is very much a brand focused on local community, why some sources of error can occur when only 

investigating online engagement.  

 

 

 

Concerning decreasing engagement with the WOOD WOOD brand, it would have been relevant also to 

include its annual report. However, as the revenue was not enclosed in the report and since WOOD WOOD 

also engages in retail activities with other brands, it is cumbersome to determine whether, e.g., a positive 

balance can be accounted to consumers purchasing the particular WOOD WOOD brand, or the other brands 
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in its stores. Furthermore, it was not possible to obtain numbers on WOOD WOOD’s revenue stream, as it 

did not enclose this with us. (Keller, 2001) 

 

Another relevant factor to active engagement is the number of followers on social media, particularly Insta-

gram, as this is the preferred platform among WOOD WOOD’s target group. Where 9 out of 10 Instagram 

users follow a business account, indicating a platform where personal relations and businesses live in a 

shared ecosystem. (Sehl, 2021) 

Here WOOD WOOD withholds an audience of 195,000 followers. This is, of course, a great 

amount. However, if one puts this in relation to its nearby competitors, it is not competitive. Even though 

Acne Studios had a low search rate amongst its Danish consumers, it has a higher engagement internation-

ally, with 3 million followers. Acne Studios is followed in popularity by Ganni, with 926,000 followers, and 

Stine Goya with 268,000. (Keller, 2001; Instagram, 2021; Table 15) 

 

 

 

It is essential to look at the number of followers as these consumers have not only chosen to do the active 

engagement act of clicking on the following button but are likewise exposed to the communications and ads 

on a weekly basis. In addition, the Instagram followers can similarly be categorized as a sort of brand com-

munity, which can increase the consumer's affiliation to other WOOD WOOD users and enhance the sense 

of community. These factors are important in terms of increased free brand exposure and credibility, which 

can, in turn, provide more acts of behavioral loyalty, namely, purchases of the brand. (Keller, 2016; Muniz 

& O'guinn, 2001; Islam et al., 2018) 
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In summation, it is first and foremost essential to recognize that only 1 interviewee out of 14 had enough 

experiences with WOOD WOOD to enlighten us about their brand relationship resulting in few nuances. 

However, the survey data and 3rd party sources such as Google Ads helped strengthen the analysis by con-

tributing with broader insights on the matter. The brand relationship analysis showed findings similar to The 

Pareto Principle, where a small number of consumers make up for a large percentage of the sales. This 

principle can also be applied to the remaining factors, as there might not be many who have a sense of 

community, attitudinal attachment, or acts of active engagement. However, those who do, do it a lot. (Keller, 

2001) 

5.1.5. Concluding on WOOD WOOD’s CBBE  

In this section, our objective was to answer the sub-question “How do Danish female consumers perceive 

WOOD WOOD, and what are the current challenges that should be accommodated?. We analyzed that the 

perception of WOOD WOOD in the minds of Danish female consumers was a ‘cool’ brand, however, slightly 

outdated and associated with a style that was in fashion years ago. Multiple of the interviewees, therefore, 

had the perception of WOOD WOOD as irrelevant for them. Similar patterns were reflected in the survey, 

where Danish females in the age group 15-40 years evaluated the relevance of WOOD WOOD to be an 

average of 3.7 out of 10 (Appendix 13). Concerning ARTEFACT, little to no salience was found, why the 

identification of brand equity was prevented.  
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The challenges were outlined in the CBBE stages, where both advantages and weaknesses were identified. 

We found that WOOD WOOD has a sufficient depth of awareness in the brand salience stage but might lack 

breadth. This suggests that while WOOD WOOD is known by many, it is rarely considered in purchase 

decisions. In the brand meaning section, the lack of breadth was investigated to be appointed to a deficiency 

of favourability and uniqueness accompanied by a perception of the WOOD WOOD user as belonging to a 

specific group of consumers that not everyone felt associated with. (Keller, 2001) 

 The brand responses were also influenced by a lack in favourability, where the corresponding brand 

judgments likeability, consideration, and superiority were evaluated as considerably low in the eyes of the 

consumers. Lastly, the user profile associations of a closed community of WOOD WOOD consumers af-

fected the brand relationships, as many felt that they did not have a relationship with WOOD WOOD, and 

hence, not engage in brand resonance behaviors. (Keller, 2001) 

Concluding on H1, we suggested that “A big barrier for WOOD WOOD is its perceived relevance”, 

which can be accepted. The reason hereof is the high awareness in the target audience of WOOD WOOD 

with little consideration and a low score on perceived relevance at 3.7 out of 10 (Appendix 13). The perceived 

relevance was further explained by answers such as “I don’t know”, “It is not my style”, and “too expensive” 

(Appendix 12; Table 12).  

 

However, the real question remains how ARTEFACT can be used as a means of bridging the gap between 

desired and actual CBBE. This will be explored in the implication chapter, where this section of the analysis 

provides the basis for the action points regarding an enhancement of WOOD WOOD’s and ARTEFACT’s 

CBBE.  
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5.2. PART TWO - CONSUMERS RELATIONSHIP WITH SECONDHAND FASHION CONSUMP-

TION 

In the following section, we will explore the consumption patterns regarding shopping secondhand fashion 

as a result of the sustainability awareness and trend. Hereunder, the associated hypotheses regard a potential 

attitude-behavior gap, where consumers might perceive sustainable consumption as meaningful with a lack 

of actual corresponding actions of secondhand clothes. The following section will hence evolve around the 

sub-question “How does the current increased sustainability awareness affect WOOD WOOD’s target 

group’s fashion consumption patterns?” and corresponding hypotheses H2: “There is little correlation be-

tween actions of secondhand clothes consumption and high perceived importance of sustainability.”, H2A: 

“A great barrier to purchasing secondhand clothes is its perceived disorderliness”, & H2B: “Consumers with 

high interest in secondhand clothes consumption have higher monthly clothes spending budget than those 

with no interest..”. In the analysis, we will use the reviewed literature regarding attitude-behavior gaps and 

collected empirical data from the focus groups, elite interviews, and the survey to answer these.  

5.2.1. Is sustainability the new black? 

As highlighted in the introduction, the sustainability agenda is becoming increasingly important in Danish 

society, both in the minds of policy makers in the ministries and the everyday consumer. The fashion industry 

constitutes the second biggest polluting industry, why an increasing number of consumers are starting to 

demand sustainable clothing options. It was found that 67% of the 15 to 40-year-olds say yes to “I worry 

about climate change” (Passport 2, 2020: 8), while 42% of the Danish population already claim to engage 

in secondhand consumption. (Passport, 2020)  

 

In terms of sustainability importance, the target segment rated sustainability importance on a Likert scale. 

(Appendix 2). Here 88% of the respondents within the target group answered that sustainability was moder-

ately to extremely important (Appendix 14; Table 16). We hence argue that WOOD WOOD seems to be 

targeting the right segment for ARTEFACT. 
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When exploring what actions are taken in order to become more sustainable within the target segment, the 

survey showed that “I sort my trash” by far was the most utilized sustainable action, followed by actions of 

buying organic, limiting clothes consumption, and biking frequently (Appendix 15). It is noteworthy that, as 

an action to become more sustainable, 34% of the target segment agreed to purchase secondhand clothing, 

while 70% agreed to buy secondhand clothing while asked directly: “Do you buy secondhand clothes?” 

(Appendix 16). It could be argued that this implies that on an everyday basis, the act of purchasing 

secondhand clothes as a means of becoming more sustainable is utilized by 34%, while 70% have partici-

pated in secondhand consumption at least once. However, the discrepancy between the two could also be 

argued that the act of secondhand clothes consumption is not necessarily equated with being sustainable but 

rather as a means of buying cheap clothing. Another reason for the discrepancy could be that the respondents 

were lying or clicked incorrectly, in fact, 7 respondents who answered yes to buying secondhand, later re-

plied “I don’t buy secondhand clothes'' (Appendix 17). 

5.2.1.1. Why secondhand clothes? 

The opinions towards secondhand consumption were explored in all of the focus groups and the conducted 

survey. In general, all interviewees in the focus groups thought of secondhand consumption as a great and 

sustainable option for purchasing clothing and thought highly of the concept. When digging further into how 

many of these females were actively engaged in the secondhand practices, there was a great divide as only 

half of them purchased secondhand clothes somewhat regularly. It was even mentioned multiple times that 

“I want to do it more than I do” (Appendix A: 11). This suggests an attitude-behavior gap between wanting 

to and actually partaking in secondhand consumption (Park & Lin, 2020). Hence, one could argue for greater 

potential in the secondhand clothes market, as opinions have matured and follow the sustainability trend, 

while actions are still lacking.  

 To answer the H2: “There is little correlation between actions of secondhand clothes consumption 

and high perceived importance of sustainability.”, we used the quantitative results. To do this, we investi-

gated the relationship between “How important is sustainability to you” and “Do you buy secondhand 

clothes?”. Here we executed a contingency analysis by performing a fit Y by X test. The p-value resulted in 

0.08, suggesting a weak significance. Hence, we can not accept nor reject the null-hypothesis based on the 

quantitative data, as the correlation coefficient did not show significant correlation, that is, a p-value below 

0.05, while simultaneously not indicating no relationship between the variables. We can hence accept H2, as 

this is, in fact, a little correlation. (Appendix 18) 

Even though we cannot confirm a clear relationship between actions of secondhand consumption 

and high perceived importance of sustainability, the data still predominantly suggest a relationship. When 

our respondents were asked why they purchase secondhand clothes, a popular answer was “it is good for the 

environment”. In the survey, 77% answered this, while in the focus groups, multiple interviewees expressed 

the same: “I feel bad when I buy new items. I kind of have a rule that I want to buy 10% new and 90% used. 

And then I get bad conscious when I buy more than 10% in a month. Then I feel like I’m not sustainable at 

ALL.” & “I like the idea that it has been used, not like I like to wear something that others have used, but 
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more in the sense that you don’t harm the environment like when you get a new package sent.” (Appendix 

A: 58, 68; Appendix 17). 

In our case, the notion of sustainability is a particularly important association to secondhand clothing 

since WOOD WOOD’s overall strategy is to become perceived as a sustainable brand. In relation to this, 

WOOD WOOD expresses on its page, “Our inevitable goal is to become a certified B-corporation, balanc-

ing purpose and profit.” (WOOD WOOD 1, 2021: 1). Therefore, the link between sustainability and 

secondhand clothes is vital, as WOOD WOOD wishes to obtain a sustainable image through the ARTEFACT 

concept. An interesting observation in this regard is that respondents that considered WOOD WOOD sus-

tainable also found the brand more relevant. In fact the relationship between perceived relevance and per-

ceived sustainability of WOOD WOOD was proved significant with a p-value of 0.036 (Appendix 19). This 

suggests that, the more sustainable perception that WOOD WOOD can achieve, e.g., through ARTEFACT, 

the higher perceived relevance. This hence indicates that ARTEFACT can prove very valuable to the brand.  

 

It could be argued that sustainability is not the only explanatory variable for engaging in secondhand con-

sumption practices. This is evident in the non-significant statistical research and the qualitative interviews. 

In the following subsections, we hence seek to explain other factors influencing secondhand clothes con-

sumption.  

5.2.1.2. It is cheaper 

Among the interviewees who did purchase secondhand clothing, one big reason to buy the pre-worn clothing 

was reflected in the focus groups and the quantitative interviews. This was that secondhand clothes is 

cheaper: “Another great thing about buying used items is that we young people who do not necessarily have 

the money for designer labels, get an opportunity to buy them used.” (Appendix A: 12). Correspondingly, 

in the survey, 75% listed “it is cheaper” as a reason why they purchase secondhand clothes (Appendix 17). 

5.2.1.3. It is unique 

Another key motivation for purchasing secondhand clothes is the potential of finding something unique. 

About 54% had the rationale of uniqueness as to why they buy secondhand clothes (Appendix 17). The same 

was evident in the focus groups were, e.g., one answered, “[...] it is more of unique pieces, and I know there 

is only that one, so I have to be the first to get it, else someone else gets it.” (Appendix A: 13). Uniqueness 

associations are similarly something that WOOD WOOD can benefit from as this was a missing part identi-

fied in relation to its brand meaning in the CBBE model (Keller, 2001). ARTEFACT can hence potentially 

aid uniqueness associations to WOOD WOOD. However, it is noteworthy that ARTEFACT probably will 

not accommodate the uniqueness association entirely, as the uniqueness critique was mostly bounded in 

WOOD WOOD’s design & style, which would not change.  
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5.2.1.4. Why not engage in secondhand? 

When exploring the consumers who expressed an attitude-behavior gap, that is, those who wanted to pur-

chase secondhand but never really got around to it. A vital hypothesis to investigate is H2A: “A great barrier 

to purchasing secondhand clothes is its perceived disorderliness”. As aforementioned in section 5.2.1.1., 

we found that all interviewees in the focus groups expressed an interest in secondhand clothes, but only half 

of them actively did so. It was hence deemed relevant to find barriers for acting in accordance with one’s 

beliefs. In fact, there were so many interviewees expressing that the abundance of choices was the main 

barrier for engaging in secondhand consumption that we had to put them in Figure 24 below.  

 

 

 

When exploring the statistical data within the target segment, 51% answered that the most significant reason 

not to engage in secondhand clothes consumption was the perceived difficulty of finding something. This 

was by far the most selected option, followed by 32% stating “It takes too much time”, 17% choosing “There 

is no right to complain or return” and 7% selecting “I just haven’t really thought of it”. However noteworthy, 

the answer “Nothing I buy it all of the time” was the third most selected option, indicating that those already 

engaging in secondhand consumption have grown accustomed to the landscape. (Appendix 20) 

 This research likewise suggests that the perceived disorderliness is one of the main barriers for 

secondhand consumption, why we accept H2A.  

 

For WOOD WOOD, these results indicate that while a consumer segment thrives in the current secondhand 

landscape, another consumer group possesses the willingness but lacks an option that is more simple and 
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potentially more similar to regular shopping experiences. Likewise, it gives a good indicator for which con-

sumer challenges WOOD WOOD’s communications efforts should accommodate while promoting ARTE-

FACT.  

5.2.1.5. In it for the money? 

As aforementioned in section 4.2.3.1., H2B was based on a pattern that we identified in the focus groups, 

where the interviewees who purchased secondhand clothes were also those who had the most significant 

monthly spending budget for clothes. Based on these findings, we hypothesized H2B: “Consumers with high 

interest in secondhand clothes consumption have higher monthly clothes spending budget than those with 

no interest.” 

The findings from the survey show that the relationship is not significant, with a p-value of 0.23, 

suggesting that the findings are random and have little correlation, why we reject hypothesis H2B (Appendix 

21). The findings from the quantitative and qualitative methods are hence different, where the focus group 

results might have happened by chance, rather than reflecting representativeness for the population. How-

ever, the findings might also be appointed to many different consumer types in relation to motivations for 

secondhand clothes shopping. It could be argued that those who are in it for the bargain might outweigh the 

spending budget of those whose motivation lies within finding unique items or being sustainable. Such ar-

gumentation corresponds to the findings on the motivations for secondhand shopping, where 75% stated that 

one reason for purchasing secondhand clothes is that “it is cheaper” (Appendix 17). Such indications make 

ground for analyzing specific secondhand customer personas, which will be investigated through the next 

sub-question. 

5.2.1.6. Conclusion 

In conclusion to the sub-question “How does the current increased sustainability awareness affect WOOD 

WOOD’s target group’s fashion consumption patterns?”, we found that 88% of the target group considered 

sustainability important and 70% had shopped secondhand clothes at least once (Appendix 14 & 16). The 

findings did not suggest a significant relationship between the high perceived importance of sustainability 

and secondhand clothes consumption, H2 was however supported due to a little correlation between the two 

variables. Hence, it was argued that multiple explanatory variables could have played a factor in why one 

consumes secondhand clothes. Here we found that the low prices and chances of finding something unique 

were also essential factors in the motivation to purchase secondhand clothes. Meanwhile, we also rejected 

H2B, as many were engaging in secondhand consumption to save money. 

  Further, the barriers for secondhand consumption were determined and H2A was accepted, meaning 

that disorderliness is one of the main barriers and possibly a factor contributing to attitude-behavior gaps. 

 



TOWARDS A SUSTAINABLE BRAND - A CASE STUDY ON THE ROLE AND FUTURE OF ARTEFACT   84 

5.3. PART THREE - MAPPING CONSUMER PERSONAS 

This section will surround the sub-question ”How does consumer motivation unfold in their fashion and 

secondhand consumption practices?”. When exploring the question, it became evident to us that there were 

multiple needs and motivations associated with consuming both linear and secondhand clothes. We saw clear 

patterns between consumption and needs, which enabled us to outline personas. Here motivations for clothes 

consumption and secondhand consumption will be combined with Maslow’s (1943) hierarchy of needs and 

Griskevicius & Kenrick’s (2013) motives. The analysis is hence based on the reviewed motivational literature 

as well as our primary collected data. To ease a categorization of the personas, we will further apply Rogers’ 

(1962) diffusions of innovations model, which can be found in Appendix 22. 

 The persona’s had their offset in the qualitative focus groups, where the different motivations and 

needs, later on, were validated in the quantitative survey. While the personas are presented separately, it is 

recognized that real-life consumers often possess traits from more than one persona, just as one can have 

multiple personality traits. It is further noteworthy that since the personas are need-based, there will not be 

any differentiation in terms of age or occupation.  

 To make the personas useful for WOOD WOOD, and particularly its initiative ARTEFACT, we 

have filtered the survey data to only include those among its target group who answered “yes” to buying 

secondhand clothes. This data includes 71 respondents in the quantitative survey. However, all interviewees 

in the focus groups are included due to the personal and in-depth quality of this data collection, and since all 

interviewees who did not consume secondhand clothes, wanted to do it more. Hence, the personas are based 

on both secondhand and linear fashion consumers. We argue that such personas can provide WOOD WOOD 

with guidelines for specific action points to target the right consumer groups, enhance customer journeys 

and communications strategies concerning ARTEFACT.  
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5.3.1. Conforming Connie 

 

Applying Connie to Rogers’ (1962) diffusions of innovations, she would be the late majority as she is skep-

tical of fashion trends and has no desire to be an opinion leader within fashion. Connie, therefore, primarily 

has classic silhouettes in her closet and rarely changes them. One of our interviewees, who was an obvious 

Connie, uttered, “I’m not the one who likes, you know, goes against the stream” (Appendix A, 31). For 

Connie, having warranties and being able to return clothes is very important as she is a responsible consumer 

who does not purchase items impulsively. Conforming Connie is based on 3 interviewees’ motivations from 

the focus groups and the respondents in the survey who answered that they use clothes: “To fit in – so that I 

won’t get noticed negatively” & “To signal a specific personality e.g. looking more professional” which 

together make up 77%. (Appendix 23).  

Applying Maslow’s (1993) hierarchy of needs and Griskevicius & Kenrick’s (2013) motives, Con-

nie suits mostly the affiliation motive and love need. Her purchase motive, to fit in, reflects a similar need to 

belong and be accepted in her reference groups. Connie responds positively to good quality that lasts and is 

not infatuated by trends unless her reference group is. Connie would in fact like many of WOOD WOOD’s 

styles but has the perception that WOOD WOOD is too loud in terms of its often showcased logo. Conform-

ing Connie is not a big spender and uses much time thinking about whether she should complete a purchase 

or not. She has a clothing spending budget of around 0-1000 DKK a month, making her a less lucrative target 

audience for WOOD WOOD (Appendix A).  
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5.3.2. Practical Patricia 

 

If you thought Connie was a late adopter, then you have not met Patricia. Patricia is categorized as a laggard, 

as she has no interest in following the fashion trends (Rogers, 1962). Patricia is not necessarily cheap, as she 

might choose to buy expensive and everlasting pieces when she finally decides to shop. Patricia is not in-

clined to buy secondhand clothes, as it can be cumbersome to find something. We had 3 interviewees who 

uttered motivations similar to Patricias’, however, she is also based on the 34 respondents who use clothes 

“for practical reasons” (Appendix 23). An interviewee with evident Patricia traits uttered, “[....] it’s gonna 

sound like huh *holy angel sound*, but I’m quite un-materialistic with clothes, Just generally everything 

including clothes. So I really respect it and it appeals to me when someone doesn’t care about brands and 

about yeah about clothes in general.” (Appendix A: 32).  

 In regards to motivations and needs, Patricia’s consumption patterns lean towards the physiological 

needs, where clothes are seen as a means of survival and keeping warm (Maslow, 1943). This need relates 

to the fundamental motive of avoiding diseases (Griskevicius & Kenrick, 2013).  

 Patricia’s low involvement standpoint to clothes consumptions makes her an unprofitable segment 

to target for ARTEFACT. She would think that ARTEFACT is too cumbersome and not worth her time. 

Furthermore, Patricia’s budget varies greatly, and she can spend DKK 0 one month and DKK 3000 another 

month (Appendix A).  
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5.3.3. Happy Helen 

 

Happy Helen is both easy and difficult to target, as she is exposed to so many clothes daily that she can be 

very particular about what she wants. However, she is also very receptive if the right item catches her atten-

tion. In this sense, Helen is more concerned about the style, while the price is insignificant. Due to this high 

exposure of clothes and associated prices, her reference point has shifted towards thinking that middle-upper 

clothes prices are the norm. (Kahneman, 2011) 

 Helen is between the innovators and early adopters of Rogers’ (1962) diffusion of innovations 

model. This means that she will start or adapt to new fashion trends very quickly and not necessarily be 

concerned about the environmental impacts of her consumption patterns. A few of the women in the focus 

groups expressed opinions in line with Helen traits such as “And in regards to clothes. I don’t really think 

that about it. Like I get a little guilty when I buy something from like Shein or some other shitty brand but I 

still do it.” (Appendix A: 33). In our research, 4 interviewees from the focus groups and 77% in the survey 

expressed that they used clothes with a motivation similar to Happy Helen by selecting “It makes me happy”. 

(Appendix 23) 

 When categorizing Happy Helen’s needs and motivations, the analysis depends on how one inter-

prets self-actualization. On the one hand, self-actualization is about becoming the best version of oneself, 

no matter the means. For Helen, clothes can be the desired tool of becoming the best version of herself and 

are similar to arts that provide aesthetic pleasure. On the other hand, it could equally be argued that Patrical 

Patricia fulfills the self-actualization need, as she is not bound by materialism and is instead focused on her 

mental state. As before argued in section 3.7.1.3., no ultimate motive stems from self-actualization, as this 

is not required for survival. (Maslow, 1943; Griskevicius & Kenrick, 2013) 

 WOOD WOOD can target Happy Helen by showcasing its products rather than its brand, as Helen 

is not necessarily very loyal to just one brand. Due to her bad conscience and packed wardrobe, she is an 

excellent target for the take-back part of ARTEFACT. However, due to her non-loyal features, she might 
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not be the perfect target. If she had been a part of the famous marshmallow experiment by Mischel & Mischel 

(1983), she would have eaten the marshmallow straight away. She hence needs immediate incentives to hand 

in her clothes, as she is not fond of delayed gratification. Helen is pretty lucrative as a target segment, as she 

spends DKK 1000-3000 a month on clothes. She does, however, spread the money to multiple brands (Ap-

pendix A). 

5.3.4. Unique Monique 

 

In the focus groups, 7 out of 14 of our interviewees could be categorized as having underlying motivations 

for clothes consumption that fits Unique Monique. They expressed Monique’s consumption motivation with 

statements like “For me It’s self-expression. I wear a lot of colors to be like, “ooh, I’m an expressive person” 

kind of... yeah. I like to match my personality with my clothes. “, “But generally, and that is why I don’t like 

black that much anymore, then I would rather want the pop of color that stands out from the crowd. Instead 

of black and blending in [...] But I would rather at any point be her “the pink lady” & ,” Yeah, and I like my 

more distinctive items the most” (Appendix A: 31, 20). Monique also shows similarity to Happy Helen as 

she is also in the innovator and early adopter categories, as she catches on to trends quickly (Roger, 1962). 

However, Monique will always choose the most distinctive version of what is in trend.  

 Monique is based on the various motivations of expressing one-self and gaining status, as these were 

often clustered in the respondents’ answers in the survey and as a need for our focus group interviews. The 

Unique Monique persona was identified in 61% of the survey respondents’ answers regarding their motiva-

tion to use clothing to gain status and show who they are (Appendix 23). Monique is one of the personas 

who engage in much signaling. (Griskevicius & Kenrick, 2013). She thinks of clothes as more of a means 

to tell if someone is in-group or out-group concerning trends: “I think both brands and clothes are very 

important to me. I care a lot about the brands I wear actually... which is... I don’t know. I feel like it sends a 

signal and just like you’re communicating with the other Baum und Pferdgarten persons who are also wear-

ing that brand.” (Appendix A: 30).   
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Unique Monique is one of the clearest in terms of her motivations and needs. She has high esteem needs 

with a fundamental motive of gaining status. She thinks that one can tell a lot about a person by the clothes 

they wear, and she likes to signal her specific personality to receive esteem for herself and from others. 

(Maslow, 1943; Griskevicius & Kenrick, 2013). In a way, Monique is the opposite of Connie, as her worst 

nightmare is being considered ordinary. This is also why Monique is very inclined to purchase secondhand 

clothes, as she can then find unique items that others do not have. In our survey, 61% of the target group 

chose uniqueness as a line of reasoning for purchasing secondhand clothes, why Monique has her raison 

d'etre (Appendix 23). Depending on discourse regarding WOOD WOOD in her network, she would either 

like or dislike WOOD WOOD. If she felt that the brand was not trending, she would not necessarily purchase 

anything. However, if aware, she would love the concept of ARTEFACT regardless, as she can then tap into 

the sustainability trend and would make sure to tell her peers if she bought anything. There is excellent 

potential in Unique Monique as a target group with her spending budget of DKK +2000. Further, she can be 

very loyal towards brands, as long as they are desirable and exclusive (Appendix A). 

5.3.5. Bargain Betty  

 

Betty is based on 4 interviewees in the focus groups who, among other things, uttered, “[...] it is always the 

same scenario where you find something you really want and then you go look for it to see if you can get it 

cheaper” & ” Yeah, I think the same but I think it’s just because I’m more cheap I buy the cheaper kind of 

clothes.” (Appendix A: 16, 27). While 75% would think a great reason to purchase secondhand is because 

it is cheaper, finding a good deal is the sole purpose for Bargain Betty (Appendix 23).   

Betty’s need to save money could stem from one of the basic needs and a sense of self-protection, where 

money is used to provide food, shelter, and clothes (Maslow, 1943; Griskevicius & Kenrick, 2013). The urge 

to find bargains hence provides her with a sense of security.  

 The best way to attract Betty is to offer discounts, vouchers, outlets, etc. why she fits well to a target 

group of ARTEFACT since it incorporates price reductions. However, some Bargain Bettys might still feel 
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that the branded clothes are too expensive, e.g., one of our interviewees explained, “[...] I can remember 

times where you enter a secondhand store in Copenhagen and think that it is more expensive than if you buy 

in a regular store. Then i’ll just go back to H&M” (Appendix A: 55). Hence, it is unlikely that she would 

purchase WOOD WOOD regularly, with non-discounted prices, as she has a monthly clothes spending 

budget of DKK 0-500 (Appendix A). This offers both an advantage and disadvantage to WOOD WOOD as 

she will not be tempted to purchase the brand due to its middle-upper prices. However, if she is convinced 

to purchase ARTEFACT, it will not cannibalize WOOD WOOD’s regular revenue.      

   

5.3.6. Green Christine 

An example of opinions and rules that Christine has are: “I feel bad when I buy new items. I kind of have a 

rule that I want to buy 10% new and 90% used. And then I get bad conscious when I buy more than 10% in 

a month.” (Appendix A: 58). Due to the overall sustainability awareness in the Danish population, more 

and more consumers will arguably adapt to consumer motivations similar to Green Christine’s (Passport 

2020). In our focus groups, 3 interviewees expressed opinions similar to Christine’s, with 77% saying that 

they buy secondhand clothes due to its environmental properties (Appendix 23).  

In terms of Rogers’ (1962) diffusions of innovations model, Christine can fit into multiple consumer adop-

tion types. This is due to Christine’s inherent motivation of sustainable clothes consumption, which can take 

many shapes in the fashion trend adoption.  

 Christine’s fashion consumption motivations arguably match the esteem and safety needs as she, 

first of all, tries to take care of the world while also limiting negative feelings of being guilty both in the eyes 

of others and for her own sake. The ultimate motives behind such needs are hence self-protection and status. 

(Maslow, 1943; Griskevicius & Kenrick, 2013) 

 Concerning WOOD WOOD, Green Christine would only purchase the brand’s clothes if it lived up 

to her high sustainability demands. However, if aware she loves the concept of ARTEFACT and would be 
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a prominent target segment for such initiatives. As she can be multiple types in the diffusions of innovations 

model, her budget is similarly very dependent on which adoption type she is. 

5.3.7. The secondhand challenges in persona types 

Even though the personas above have different motives and are very distinctive, they experience the same 

challenges when consuming secondhand clothes, namely disorderliness. However, it can be argued that per-

sonas like Green Christine, Happy Helen, Bargain Betty, and Unique Monique are more inclined to purchase 

secondhand despite this. Nevertheless, it is always a good idea to accommodate human bounded rationality, 

which can still be considered a main challenge (Münster, 2020).  

 

5.3.7.1. Conclusion 

In this section, we aimed to provide an overview of consumer motivations in regards to fashion consumption, 

and hereunder secondhand behaviors. In the analysis, we provided 6 personas that all reflect motivations and 

needs for shopping. Conforming Connie, Practical Patricia, Happy Helen, Unique Monique, Bargain Betty, 

and Green Christine express the collected motivations from our collected data, and hence WOOD WOOD’s 

target group. The personas can be helpful in terms of finding and accommodating different segments for 

WOOD WOOD and its ARTEFACT initiative. It was further suggested that some segments are better suited 

for the ARTEFACT initiatives than others. These are Green Christine, Unique Monique, and Bargain Betty. 

Happy Helen was somewhere in between, while Practical Patricia and Conforming Connie were deemed the 

least lucrative target groups. 
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5.4 PART FOUR - ARTEFACT AS A CIRCULAR BUSINESS MODEL 

In this section, we will apply the circular economy frameworks from the literature review to the case of 

ARTEFACT. The reason hereof is to identify the advantages, implications, and challenges that the ap-

proaches inherent to later answer the sub-question “Which actions are needed for WOOD WOOD to suc-

cessfully execute its ARTEFACT concept?”. The hypothesis regarding the take-back system whereby we 

assumed that H3:“15% discount vouchers to WOOD WOOD is an insufficient incentive for its take-back 

system”, will further be investigated. Hence, we will first apply the ARTEFACT concept to Accenture’s 

(2014) generic- and de Angelis’ (2018) value-based circular business models. Then we analyze more in-

depth as we apply Lewandowski’s (2016) business model canvas to ARTEFACT, where the take-back com-

ponent will be elaborated through Hvass & Pedersen (2019).  

5.4.1. Accenture & ARTEFACT  

When identifying which circular direction the ARTEFACT concept has taken, the generic framework of 

Accenture (2014) is highly applicable. Here ARTEFACT can be categorized as operating predominantly 

with product life extension and partially with resource recovery. Product life extension is at the core of the 

initiative, as the WOOD WOOD clothes that are otherwise wasted, are given a chance of new life to new 

consumers. In terms of resource recovery, WOOD WOOD focuses on producing clothes where the fibers 

can be reused. When zooming in on ARTEFACT, the resource recovery strategy is also apparent as no item 

gets rejected, where instead of being resold, the item becomes upcycled or turned into fibers for new clothing. 

The PR and Communications Manager Mikkel from WOOD WOOD here expresses, “Currently we have 

mostly just resold it, but we want to upcycle more in the future” (Appendix A: 87). (Accenture, 2014)  

 The combination of using both resource recovery and product life extension is particularly smart. 

Product life extension is arguably, despite its prolonging properties in the world of clothing, predominately 

a short-term strategy with respect to clothes’ limited lifespan. Hence, it is vital to have established a strong 

resource recovery strategy for a brand like WOOD WOOD, as it does not wish to reject clothes from the 

customers nor aims to procrastinate the problem to its immediate future. However, as its previous collections 

are not 100% identical fibers, not all of the handed-in clothes are straightforward to recycle (Appendix A). 

This has the disadvantage of harming the ARTEFACT initiative’s profitability and, worst case, preventing 

it from reaching its sustainability goal of becoming a B-corporation (WW 1, 2021; Accenture, 2014). 

5.4.2. Is ARTEFACT ReSOLVED? 

To explore ARTEFACT more detailed in terms of value creation, we apply the circular framework by de 

Angelis (2018). As aforementioned in the literature review, the model merges the ReSOLVE framework by 

the Ellen MacArthur Foundation (2015) with Richardson’s (2008) value-centered business model frame-

work. In the case of ARTEFACT, the ReSOLVE implementation strategies of share and loop are utilized. 

These are almost identical to the product life extension and resource recovery strategies in the Accenture 

(2014) framework as they are concerned with circling materials and prolonging product life. Share refers to 

ARTEFACT’s reuse properties where the clothes’ lifespan is prolonged. Loop, on the other hand, is related 
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to the fabric recycle components of ARTEFACT. A degree of the component virtualize can also be argued 

as ARTEFACT takes both a physical and online format. (EMF, 2015; de Angelis, 2018) 

 When exploring the value creation of de Angelis’ (2018) framework, value proposition, value cre-

ation & delivery, and value capture are evaluated both in overall relation to WOOD WOOD and especially 

in regards to ARTEFACT. Applying the ReSOLVE components share and loop in the ARTEFACT initiative 

results in a direct value proposition that offers consumers a sustainable way to purchase previous and current 

WOOD WOOD collections at a reduced price. For WOOD WOOD in general, the ARTEFACT initiative 

adds to its overall value creation by adding more sustainable features to the brand and guaranteeing consum-

ers a way to sustainably discard their WOOD WOOD items after use while profiting on such actions. (de 

Angelis, 2018) 

It should be noted that ARTEFACT’s positive attribution to the value creation depends on the adoption of 

the concept and awareness of the benefits, which was identified as limited in WOOD WOOD’s CBBE. (Kel-

ler, 2016) 

 The value creation & delivery systems of ARTEFACT is as mentioned above through its online 

platform https://artefact.woodwood.com and in the MUSEUM store. Currently, customers get a 15% dis-

count voucher for their preloved items, which they can use on all WOOD WOOD items. Despite the partial 

virtualization of the ARTEFACT initiative, the hand-ins are only possible in WOOD WOOD’s physical 

stores .(de Angelis, 2018) 

 The final value capture component is concerned with how such circular initiatives can create profit 

and revenue. The PR & Communications Manager of WOOD WOOD mentioned that ARTEFACT was not 

yet profitable. However, the initiative is also launched to establish a greener profile while also gaining a 

closer relationship with its customers. A closer relationship is established as ARTEFACT engages consum-

ers through them both being the customer and the supplier. (Appendix A) 

5.4.3. ARTEFACT to Lewandowski 

In relation to Lewandowski’s business model canvas, we will predominantly focus on the components of 

adoption factors and take-back systems concerning ARTEFACT. These components set the model apart 

from regular linear business models. The business model is further demarcated to the concept of ARTE-

FACT, hence not including the entire brand of WOOD WOOD, and is presented in Table 17. 

5.4.3.1. Why not adopt? 
The adoption factors are the surroundings that the ARTEFACT concept engages with. Hence, both in terms 

of internal factors such as its mother brand WOOD WOOD and external factors of, e.g., societal megatrends. 

ARTEFACT’s specific external factors are outlined in the analysis above, as well as the introduction. The 

findings indicate a strong willingness to engage in sustainable consumption, however, with a slight lack of 

actions taken and perhaps opportunities. Internal factors include the organizational capabilities to invest 

energy towards a circular transition. Regarding this, we have had limited access to the internal culture, ca-

pabilities, and the like from WOOD WOOD. However, our contact person indicated that the resources in-
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vested in ARTEFACT are minimal, especially in terms of time, headcount, and monetary resources (Appen-

dix A). This arguably indicated that society might be more ready for the initiative than WOOD WOOD is. 

(Lewandowski, 2016)  

5.4.3.2. Take-back-insufficiencies 

The take-back system involves the channels of reverse logistics that ensure sufficient supply, and which can 

later prove valuable through arbitrage opportunities (Ngyen et al., 2014). Here the literature of Hvass & 

Pedersen (2019) is applied, as they highlight the particular take-back options in relation to the fashion in-

dustry. ARTEFACT follows the in-store collection strategy with a contracted partner. Our contact person 

highlighted that the take-back partner, Continued Fashion handled its collected items in washing, sorting, 

upcycling, website, KPIs, etc. WOOD WOOD is hence solely responsible for collecting and selling the fash-

ion items through its ARTEFACT initiative. In the lines with the previously investigated circular business 

models, they take both of the presented operational strategies of reselling and recycling the items (Hvass & 

Pedersen, 2019).  

 While the reverse logistics might have been established, a vital lack in the brand salience regarding 

ARTEFACT can propose a critical challenge. Whereby the lacking awareness of the concept could be con-

sidered its biggest problem. Hence, the canvas component that could enhance the take-back system would 

be to focus on the overall customer relations. Specific action points hereof will be elaborated in the impli-

cations section. (Lewandowski, 2016; Hvass & Pedersen, 2019) 

Concerning the take-back system component, it is noteworthy that the 15% incentive for consumers 

handing in their clothes was highly criticized in our focus groups as insufficient. Comments were among 

others: “[...] the 15% are WAAAY to little, if you e.g. spend 3000 on a bag, then you would not want a 15% 

certificate.” & ” Like you get a minimum 20% on Black Friday anyways” (Appendix A: 18). In relation to 

our hypothesis H3 “15% discount vouchers to WOOD WOOD is an insufficient incentive for its take-back 

system”, this was hence tested in the quantitative survey. In the survey we provided the respondents with 

options discussed both in the focus groups and accepted as viable options by WOOD WOOD. It was evident 

that the preferred incentive for handing in clothes within the target segment was the 25% cashback from the 

evaluated value of the item handed in, which 40% opted for. The second most popular take-back incentive 

was 40% store credits, which 34% of the respondent selected, which was also based on an individual evalu-

ation of the clothes brought in. Only 25% of the respondents would accept a 15% voucher for handing in 

their clothes, which was a value that one could gain regardless of the value of the brought-in clothes. (Ap-

pendix 24). We hence cautiously accept our hypothesis, as the 15% was the least selected option. Further-

more, the current incentive seems to backfire as many choose to bring something with less value to purchase 

something of a higher value. Our contact person from WOOD WOOD brought up this problem himself: 

“[...] right now we have the problem that people mostly hand in T-shirts, and they are a little harder to sell, 

as they might look more worn. And then they often buy a more expensive item, for example a jacket, which 

makes the whole concept less profitable for us” (Appendix A: 86). This indicates that the current take-back 
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system is insufficient and still in the early stages. We will hence seek to provide solutions for this issue in 

the implications section. (Lewandowski, 2016) 

 

5.4.3.3. Is ARTEFACT fit for fight? 

The first fit is between the value proposition, including the take-back system, and the customer segments of 

ARTEFACT. The fit can be categorized as a medium fit as ARTEFACT is considered highly relevant by the 

customer segment when aware of the concept. This was especially evident in our focus groups, where all 

interviewees provided positive feedback. However, the style and design from the CBBE analysis have low 

perceived relevance in the eyes of the consumers (Keller, 2016). Hence we argue that ARTEFACT’s success 

can be hindered from its full potential due to WOOD WOOD’s inherenteded challenge of relevance that 

prevents a strong fit. (Lewandowski, 2016) 

 The second fit is between the cost structure and revenue streams. First of all, the cost is cumbersome 

to determine, as it depends on which correlated value the 15% include when the consumer decides to make 

use of their voucher. Further, information regarding the various costs of the individual items from Continued 

Fashion remains unknown to us, whereby we do not have any information regarding diminishing marginal 

costs or if the prices are fixed per item. Thus, we cannot determine whether there is a fit between cost struc-

ture and revenue streams. However, we can conclude, based on the information from our contact person, 

that the fit is not yet fully established or profitable. (Lewandowski, 2016) 

 The final fit regards changes towards circular economy and adoption factors that can strengthen the 

process. WOOD WOOD’s changes include its establishment of ARTEFACT and belonging partnerships, 

take-back systems, etc. Where the adoption factors include the external and internal factors that can affect 

the success of the initiative. As previously concluded, it is primarily the internal factors that constitute a 

threat to the success of ARTEFACT. Hence, the fit is not optimal, as a clear focus on the ARTEFACT 
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initiative is lacking, where no apparent responsibility has been assigned to any specific employee in WOOD 

WOOD, why no one is dedicating the needed time. A clear example hereof was when we explored the online 

customer journey of ARTEFACT, where we found that it was not possible to complete a purchase. We 

brought this deficiency up in the interview with the PR & Communications Manager, who answered that it 

was difficult for them to change anything as they did not control the site, and since no one has the direct 

responsibility of ARTEFACT. This might also be a contributing factor to why the concept has not been 

advertised or communicated in any way besides in the footer on the official WOOD WOOD website and in 

one post on the MUSEUM Instagram. Further, the acceptance of H3 indicates that the changes, hereunder 

the incentives of ARTEFACT, are also not sufficient, hence weakening the fit. (Appendix A; Lewandowski, 

2016) 

5.4.3.4. Conclusion on the circular economy theme 

In this section, we investigated the current state of ARTEFACT in relation to different circular business 

models. Here we identified that ARTEFACT is concerned with product life extension and resource recovery. 

It was concluded that ARTEFACT successfully meets the criteria for a product life extension strategy while 

lacking in resource recovery strategies due to the infancy of the initiative, whereby old collections are not 

designed for recycling purposes. (Accenture, 2014) 

 Regarding the framework by de Angelis (2018), it was clear that ARTEFACT delivers excellent 

value, with the possibility of transferring such value to the overall brand WOOD WOOD, however it is 

currently prevented due to a low current awareness and established brand salience (Keller, 2001). This in-

sufficiency further had an impact on the fit between the value proposition and the customer segment. Further, 

the current ARTEFACT take-back system was deemed insufficient in regards to the incentive for handing 

back clothes why H3 was accepted. We first investigated the adoption factors through Lewandowski’s (2016) 

framework, where we found that ARTEFACT had great potential as it meets consumer needs in society, 

while the lack of prioritization and the insufficient ARTEFACT incentive pose a considerable challenge for 

its success. The fit was hence evaluated as low. Additionally, is the fit between cost and revenue, which we 

could not conclude clearly upon, due to limited information. However, it was indicated by our contact person 

that the fit is insufficient.  

Lastly, it is relevant to mention that the sub-question of “Which actions are needed for WOOD WOOD to 

successfully execute its ARTEFACT concept?” is yet to be answered entirely why this particular question 

will be further unfolded in the implication chapter below. 
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6. IMPLEMENTATION 

97 
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6.1. ACTION NO. 1 - ALIGN INTERNAL ADOPTION FACTORS IN WOOD WOOD 

As aforementioned in section 5.4.3.3., especially the fit between the execution of ARTEFACT and the adop-

tion factors of WOOD WOOD provided opportunities for suggesting improvement (Lewandowski, 2016). 

When investigating the adoption factors, it was clear that WOOD WOOD lacked in terms of internal adop-

tion factors, which is why we suggest to clearly outline responsibility for the ARTEFACT initiative and 

share information across the brand to create synergies. To be specific, at least one person should have AR-

TEFACT as their primary responsibility, with weekly meetings with members across work functions in 

WOOD WOOD to create input and continuously develop the initiative. We argue that the following sugges-

tions for ARTEFACT are highly dependable on the internal adoption factors, why this step should be ad-

dressed first. (Lewandowski, 2016) 

6.2. UTILIZING BOUNDED RATIONALITY 

In this section, we suggest practical changes to both ARTEFACT’s online as well as offline platforms. Along 

with action point no. 1, this section will enhance the fit between changes towards circular economy and 

adoption factors, as it seeks to optimize the changes (Lewandowski, 2016). The suggestions depart in the 

key findings from the focus groups and the survey, best practices in the secondhand fashion industry, and 

circular business models, which are all combined with bounded rationality literature (Kahneman, 2011; Tha-

ler & Sunstein, 2008; EMF, 2015). We hence seek to investigate how WOOD WOOD can engage consumers 

in its ARTEFACT initiative by accommodating the consumer’s dominating use of system 1 in the decision-

making process. We argue that this is possible since an attitude-behavior gap was identified between wanting 

to purchase more secondhand clothes and engaging in such actions. Such an attitude-behavior gap often 

results in some degree of cognitive dissonance, whereby the consumer feels a mental discomfort and a desire 

to change either one’s beliefs or actions. (Park & Lin, 2020) 

Based on this, and with reference to the pragmatic philosophy of science, our overall best-qualified 

assumption is that the more straightforward and easier the customer journey, the higher chance of engage-

ment (Egholm, 2014).  

6.3. ACTION NO. 2 - INCREASING ARTEFACT’S AVAILABILITY 

Since one of the greatest weaknesses identified with ARTEFACT was its lacking awareness, increasing the 

availability can contribute to more of the target audience recognizing its existence. Our action point can 

arguably likewise increase active engagement and behavioural loyalty actions of purchasing and browsing 

ARTEFACT.  

6.3.1. Online availability 

In terms of increasing the availability of ARTEFACT online, we suggest that WOOD WOOD should imple-

ment a re-directing strategy on its main page. This could offer its customers the opportunity to browse a used 

version of a similar clothing item. Concretely, WOOD WOOD could insert a button inspired by Patagonia 

(Patagonia, 2021). The reason that we find such an option particularly relevant is the highly positive feedback 
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that we received from this function which exceeded those for the other platforms. The responses were among 

others, “Fuck that is smart”,” I like that actually. That’s a very good idea. And I mean if it comes with a 

cheaper price, it’s a very good idea.”, & “I love the Patagonia one” (Appendix A: 16, 36-37). Further, the 

button provides a nudge for consumers purchasing regular items to switch to similar items in a used version 

easily and thus make use of system 1 processes. The idea is simple and is shown in Figure 26 below. (Thaler 

& Sunstein, 2008: Kahneman, 2011) 

 

The reasoning behind the button is that this can drive traffic to the ARTEFACT page from the main site, by 

nudging the consumers to more sustainable actions (Thaler & Sunstein, 2008). It utilizes WOOD WOOD’s 

strength in terms of brand awareness while indirectly affecting the perception of WOOD WOOD as sustain-

able by always offering a used option. As investigated in section 5.2.1.1. the sustainable perception, could 

lead to WOOD WOOD becoming a more relevant brand for its target audience, due to the significant rela-

tionship between perceiving WOOD WOOD as relevant and perceiving WOOD WOOD as sustainable. It is 

noteworthy that WOOD WOOD strength of trust in the brand judgments component, further could influence 

ARTEFACT’s ability to close the identified attitude-behavior gap (Keller, 2001). This follows the argumen-

tation of Atkinson & Rosenthal (2014), who argue that trust in brands increases the likelihood of people 

engaging in sustainable actions.  

 

 Further, the redirection can aid the SEO ranking, as this would connect ARTEFACT’s page to the 

higher ranking WOOD WOOD main page. This can further aid the availability and hence accommodate the 

system 1 processes, as “ARTEFACT” on direct search currently ranks at 77, meaning that the consumer has 

to scroll to page number 7, which is highly unlikely. (Drake, Turner & Athow, 2021). Another current cus-

tomer journey for landing on the ARTEFACT page, is to scroll down to the footer on WOOD WOOD’s 



TOWARDS A SUSTAINABLE BRAND - A CASE STUDY ON THE ROLE AND FUTURE OF ARTEFACT   100 

main page, and click on ARTEFACT. This would demand a high awareness, and use of system 2 processes. 

(WW 3, 2021) 

 

When the consumer clicks on the button, the pop-up will appear and allow the consumer to open the ARTE-

FACT page on another tab (Figure 27). The button, however, has some pitfalls that WOOD WOOD has to 

be aware of. Firstly, the redirect to another page could lead to a higher bounce rate on the main page while 

also having a perhaps cannibalizing effect on the current customers. Nevertheless, it could be argued that 

complete cannibalization would rarely happen, as the items will not be identical to, e.g., the new collection. 

Further, in our elite interview with the American specialist Taylor Hill from the Renewal workshop, it was 

expressed that cannibalism is not usually the problem: “I think typically there are some crossover, but what 

happens is you’re attracting new consumers as well. [...] So we haven’t had an experience where our brand 

has really experienced a dip or an issue with their mainline sales and adding our new program.” (Appendix 

A: 76). The renewal has provided secondhand platforms for major brands like Tommy Hilfiger, Carhartt, 

and North Face. Secondly, the button is dependent on a certain level of clothing stock available at ARTE-

FACT, so consumers are not sent to blank pages and get frustrated with the concept, hence decreasing the 

SEO effectiveness (Drake, Turner & Athow, 2021)). Nevertheless, such a problem can be categorized as a 

chicken or egg paradox, whereby ARTEFACT will not have any supply without awareness and no demand 

without supply.  

6.3.2. Offline availability 

In the elite interview with our contact person Mikkel Kristensen, it was evident that one can hand-in used 

clothes for ARTEFACT in all its stores. However, it can only be purchased in one, namely The MUSEUM 

Store. The lack of availability hence also decreases the visibility and awareness of the initiative. We suggest 

that the ARTEFACT initiative should not only be available in all stores but also highly visible in the store’s 

interior design. This will have similar synergies and pitfalls as the online action point, where WOOD 
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WOOD’s ability to attract customers will influence and possibly spread to that of ARTEFACT. The pitfall 

of cannibalism is identical to the previously discussed, whereby a browsing consumer might come out with 

an ARTEFACT item instead of WOOD WOOD clothes. (Appendix A; Krishna, 2009). In relation to this, is 

it noteworthy to mention the argument by McKinsey (2016) that adopting circular business principles can 

aid brands in harvesting revenue that exceeds those with solely linear ways. 

 

For example, the concept could be an abrupt change of color in the brand color blue on the walls and floor, 

which can aid ARTEFACT in gaining attention from the passing consumers (Figure 28). Such change of 

color can nudge the consumer, as this might trigger their interest and attention, through the salient stimuli. 

ARETEFACT’S salient visual identity color blue can hence attract consumer’s initial eye movements when 

entering the stores, making the ARTEFACT collection a more probable part of the consumer’s consideration 

set and increasing engagement. (Pieter & Wedel, 2007; Thaler & Sunstein, 2008; Krishna, 2009) 

6.4. ACTION NO. 3 - USE PRICE TAGS AS A REFERENCE POINT FOR ARTEFACT 

One of the strongest reasons for secondhand clothes consumption was identified as the lower price in the 

analysis. ARTEFACT should thus seek to benefit from such insights. 

6.4.1. Online & offline 

A very concrete and easy means of capitalizing on the consumer’s system 1 processes is to offer a reference 

point on the price tags both online and offline. Examples hereof are shown below, where the item’s original 

prices are scratched out, with the new ARTEFACT prices besides them (Figure 29 & 30). This offers the 

consumer a reference point, whereby the new price appears more attractive. The price tag is hence framed 

as a gain between the original price and the current. Whereby consumers are put in a position where they 
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feel that they are gaining something rather 

than only focusing on the financial loss of 

purchasing an item. (Kahneman, 2011; 

Thaler & Sunstein, 2008) 

In this particular example, the reference 

point will either start at DKK 1000 or 

DKK 500, hence including a gain of DKK 

500. Nevertheless, the discounted clothes 

from ARTEFACT will inevitably be com-

pared to the prices of WOOD WOOD’s 

full-priced collections. Purchasing the 

regular collection can arguably be af-

fected by a perceived loss if the con-

sumer’s reference point changes to the 

prices of ARTEFACT. However, one 

could argue that ARTEFACT and WOOD 

WOOD might not have the same audience 

or that consumers perceive used clothing 

in a different category than new clothing 

and thus accept different price-ranges. 

(Kahneman, 2011). It is noteworthy that 

the CEO of Trendsales explained that 

showcasing the cheaper prices of the prod-

ucts was its most effective campaign strat-

egy. (Appendix A) 

 

6.5. ACTION NO. 4 - PROVIDE ENVIRONMENTAL CUES AS A REWARD 

The final action point within the purchasing aspect of the ARTEFACT customer journey is to inform the 

consumers of the environmental benefits of purchasing an ARTEFACT item. As aforementioned in the 

analysis, section 5.2.1.1., a critical factor of purchasing secondhand clothes is the motive of decreasing 

one’s carbon footprint. WOOD WOOD should hence exploit this by providing cues of, e.g., the positive 

environmental impact of ARTEFACT clothing compared to new clothing. This could, e.g., be on the other 

side of the offline stores’ price tag, shown below in Figure 31, and as part of the redirect strategy where 

clicking on the button triggers an environmental cue, as shown above in Figure 27.  
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Such a reminder, as shown above, has multiple 

functions. First, it gives the consumer a reward, 

where it can close a potential attitude-behavior 

gap by diminishing the cognitive dissonance of 

linear shopping (Thøgersen, 2010). The mental 

discomfort of shopping was also evident in our 

focus groups’ interviewees, who expressed how 

they feel guilty about shopping: “[...] now I would 

honestly feel ashamed of walking down Strøget 

with a lot of shopping bags” (Appendix A: 11). Secondly, the cue on the tag indirectly tells how much more 

a linear fashion item costs the environment, hence, making the consumer more aware of the consequences 

of the fashion industry and framing linear shopping as a loss. Such cue informs the consumer of the envi-

ronmental impact of linear fashion, which according to Sheng et al. (2012), can aid diminish an attitude-

behavior gap.  

Furthermore, since losses and gains are evaluated unevenly in the consumer’s minds, avoiding a 

loss is more effective than offering a gain, why it is important also to have a loss aspect of the action point. 

(Münster, 2020; Kahneman, 2011). It is arguably more effective to choose the wording of “Buy me and 

avoid harming the environment with 7 kilo CO2” instead of a solely positive cue, not associated with a loss 

such as “Thank you for choosing sustainable”. Such cues are important, due to the lacking attention towards 

the polluting fashion industry, whereby consumers arguably live more in the dark (EMF, 2015). This is also 

evident in our survey, where sorting trash, taking the bike, and buying organic groceries were far more 

popular choices for the respondents regarding concrete actions to become more sustainable. (Appendix 15).  

 Nevertheless, it could be argued that the loss framing should not be too explicit, as WOOD WOOD 

still mainly wishes to sell its new collections, whereby such statements could hurt its primary source of 

income. We hence opt for the cue “Buy me and save the environment 7 kilo CO2” rather than the previously 

suggested loss framing. However, the original loss framing can be utilized later on as WOOD WOOD is 

looking into utilizing material fit for recycling, that can last long-term and can either be part of ARTEFACT 

or be used for collections to come. (Appendix A) 

6.6. ENHANCING THE TAKE-BACK JOURNEY OF ARTEFACT 

The limited to no awareness and experiences with ARTEFACT is also, if not more, evident in the act of 

handing in clothes. We, therefore, provide two overall action points based on cases in our elite interviews 

and explored optimal take-back journeys in the eyes of our focus groups and survey. 

6.7. ACTION NO. 5 - CHANGE THE ARTEFACT INCENTIVE 

As aforementioned in the analysis, section 5.4.3.2., the 15% were by no means evaluated as a sufficient 

incentive for the target group to hand-in their clothes in the focus groups. Furthermore, the static 15% has 

harmed the profitability for WOOD WOOD, as it has experienced problems with consumers handing in a 
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low-valued item and using the 15% to purchase a much more expensive item. This was also evident in the 

weak fit between cost structure and revenue streams (Lewandowski, 2016). For example, a customer might 

bring in a T-shirt, which is on average sold at DKK 150, and coming out with a WOOD WOOD jacket, that 

can cost up to DKK 6000, hence receive a discount that exceeds the value of the T-shirt, as the discount will 

enclose DKK 900. (Appendix A; ARTEFACT, 2021) 

 We hence suggest that the voucher should instead be based on the value of the clothes. Whereby the 

consumer can either get 25% of the current value back in cash or a voucher for 40% of the value in store 

credit. Such change could arguably decrease the negative consequences of the endowment effect, as consum-

ers might feel that they receive a higher value for their items. To make this more manageable for the staff, 

hence less costly, WOOD WOOD should provide them with a table to quickly evaluate the value of the 

brought-in item, as shown below in Table 18. Here, the overview is divided into good or bad conditions, e.g. 

where a bad condition would be an item that had holes in or had discoloration. The list should also be publicly 

available on the website to increase transparency and give consumers an idea of the worth of their hand-in. 

It is noteworthy that what is shown below is only a simplified example of categories and prices that ARTE-

FACT could classify.  

 

 

 

 

 

A change of incentive can encourage consumers to bring in more desirable clothes and ensure the value stays 

within the WOOD WOOD loop, whereby the hand-in is never a better business for the consumer than 

WOOD WOOD. It is important to note that the cost of cleaning, posting on the website, etc., should not 

exceed the revenue minus the incentive, as this would be an unprofitable business. However, as we do not 

have the concrete numbers on the costs, such calculations cannot be provided. Nevertheless, we assume that 

the costs of renewing the items is a fixed fee from Continued Fashion, as this was the incident with The 

Renewal Workshop (Appendix A). Further, it should be noted that the Danes on average, forget to collect 

the value of 20% of their gift cards (Forbruger. dk, 2021). Hence, making the 40% voucher an even better 

deal for WOOD WOOD. The exact calculations of profitability will be discussed later on. 

6.8. ACTION NO. 6 -  EASE THE ARTEFACT HAND-IN PROCESS 

Just how purchasing ARTEFACT should be more available, the means of handing in clothes should likewise 

have multiple ways of entering the customer journey. Therefore, we suggest that ARTEFACT should include 

an online customer journey, where the consumers can fill out a form and send their WOOD WOOD clothes 

by mail. This is in line with the recommendations of Hvass & Pedersen (2019), as multiple take-back chan-

nels increases the likelihood of success. We further suggest that there should be a minimum value amount 

of DKK 320 for the consumer in order to get free shipping, corresponding to a selling price at about DKK 

Item type

Good condition

Bad condition

Good Bad Good Bad Good Bad Good Bad Good Bad Good Bad Good Bad

40% voucher 60 kr. 30 kr. 200 kr.   120 kr.    200 kr. 100 kr.  280 kr. 140 kr.   160 kr.  80 kr.    240 kr.   120 kr.   800 kr. 480 kr.  

25% cashback 38 kr. 19 kr. 125 kr.   75 kr.      125 kr. 63 kr.   175 kr. 88 kr.     100 kr.  50 kr.    150 kr.   75 kr.    500 kr. 300 kr.  

Table 18

Condition

T-shirt

150 kr.

75 kr.

Sweatshirt/Hoodie

500 kr.

300 kr.

Value

Denim jacket

600 kr.

300 kr.

Leather jacket

2.000 kr.

1.200 kr.

Pants

700 kr.

350 kr.

Dress

400 kr.

200 kr.

Skirt

500 kr.

250 kr.
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800 for WOOD WOOD, or otherwise the consumers should pay DKK 20 for shipping. We assume that this 

is manageable, as these are WOOD WOOD’s current shipping fees on its webpage. The price minimum is 

both to ensure the ARTEFACT does not get too high variable costs and not encourage consumers to send 

many small packages, and thus fulfilling the prophecy of the rebound effect, as this would conflict with the 

sustainable goals of the initiative (Herring & Sorell, 2009). We hence assume that WOOD WOOD already 

has a fixed discount on mail deliveries through its postal service partners DAO and GLS. (WW 3, 2021)  

It is essential to have a mailing service because consumers are increasingly getting used to only 

engaging with brands online. Especially in contemporary times, the current COVID-19 consumers are in-

creasingly adapting to the online environment and might not wish to engage in stores with many people. 

These behaviors are estimated to continue in post-COVID times. (Nets, 2021; UNCTAD, 2020). Including 

a postal service also has the advantage of embracing a more extensive customer segment of those living 

outside of urban areas, hence, enabling a higher supply for ARTEFACT. 

6.9. COMMUNICATION IMPLICATIONS  

The following section will explore implications and action points in relation to communication strategies 

regarding ARTEFACT. First, we will provide ideas for how to increase ARTEFACT’s online presence and 

general awareness through SEO and search engine marketing (SEM). Thereafter, we will provide guidelines 

for potential campaigns where the communication towards the consumers is framed as a loss to provoke 

action. (Münster, 2020; Drake, Turner & Athow, 2021) 

6.10. ACTION NO. 7 - SEO & SEM AS MEANS OF BRAND SALIENCE 

In the analysis, we accepted H1, whereby we identified that a big barrier for WOOD WOOD’s success was 

its perceived relevance, which was analyzed to stem from non-favorable and non-unique associations in the 

brand meaning stage of WOOD WOOD’s CBBE. This further affected the fit between WOOD WOOD and 

ARTEFACT’s value proposition and the customer segments, which was analyzed as medium (Lewan-

dowski, 2016). However, for ARTEFACT the problem was found below this stage, namely at the brand 

salience, as very few respondents had any awareness of this initiative. (Keller, 2016) 

As aforementioned in the literature review, section 3.2.1.1., interactive marketing methods such as 

SEO and SEM targeted ads can increase depth and breadth of awareness. On direct searches, “artefact” 

currently ranks at 77, due to multiple ranking competitors using this name, which makes it very unlikely that 

the consumers will come across the initiative this way. On other relevant searches like “used wood wood” 

or “secondhand wood wood”, ARTEFACT does do not even rank in the Google search engine. However, 

under the search phrase “sell wood wood clothes” ARTEFACT ranks as number five, which is sufficient. 

However, the number one ranking should still be easily obtained as it would be the page with the most 

relevance. Note that the searches were in Danish, as ARTEFACT currently only operates in Denmark. 

(Google.com, 2021; Drake, Turner & Athow, 2021) 

 These low rankings are particularly problematic as such searches indicate that otherwise active en-

gagement behaviors potentially gets lost as the consumers cannot find ARTEFACT. Furthermore, finding 
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ARTEFACT online arguably becomes a system 2 process as it is currently highly cumbersome. We, there-

fore, suggest three ways of enhancing WOOD WOOD’s SEO and SEM and, hence, its ranking position.  

 First of all, WOOD WOOD should include phrases that match its brand-related searches, such as 

“used wood wood”, “secondhand wood”, and the like. This can enhance brand-related searches and tap into 

the secondhand Google trend, which has experienced an increase of 190% during the last year (Google 

Trend, 2021). Secondly, it should invest in SEM for ARTEFACT to similarly catch consumers at the start 

of their customer journey to ensure they choose the platform as their preferred secondhand WOOD WOOD 

dealer. Thirdly, it should increase the overall user experience on its ARTEFACT platform. This would be a 

relevant choice in the Google algorithm, which is currently increasing its focus on user-friendliness over the 

use of keywords. (Drake, Turner & Athow, 2021). Moreover, the customer journey of purchasing ARTE-

FACT would also benefit from such changes. An example of how WOOD WOOD could make its ARTE-

FACT webpage more user-friendly is to include a navigation bar at the top of the page, where the consumers 

can easily find information on how the concept works (Figure 32). 
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6.11. ACTION NO. 8 - FRAME IT AS A LOSS  

A great pitfall in WOOD WOOD’s ARTEFACT implementation process so far is its lacking communication 

hereof. Almost no communication has been made regarding the new platform, which is also underlined by 

our contact person, when we asked him about the promotional actions so far: “Nothing. [...]. We have actu-

ally not done any marketing.” (Appendix A: 87). Concretely, WOOD WOOD has posted one Instagram post 

that received 29 likes on its MUSEUM Instagram account, which is the specific store with ARTEFACT, 

hence it is not WOOD WOOD’s main Instagram account. Its official WOOD WOOD store account has 

195,000 followers, significantly larger than MUSEUMS 4,131followers (Instagram WW: 2021). We, there-

fore, suggest that WOOD WOOD takes advantage of its extensive reach on its main account. Even though 

the reach of the page is international, the mention of ARTEFACT could drive green associations and provide 

a ‘teaser’ to other countries that ARTEFACT might be launched soon in their region.  

 The theme of the suggested communication should be centered around the concept of loss, as this 

fosters motivation far more than gains. Like with the price tags in action no. 4, there should always be a loss 

factor, either explicitly or implicitly, in the brand’s communications about ARTEFACT. (BIT, 2013; Mün-

ster, 2020) 

Such campaigns should be spread across multiple marketing channels, hereunder, social media plat-

forms, the WOOD WOOD newsletter, and its web page. Using multiple channels in a so-called cross-media 

communication strategy enables ARTEFACT to create synergies across its channels, both in terms of recog-

nition from its audience and the SEO algorithm. (Gulbrandsen & Just, 2016; Drake, Turner & Athow, 2021). 

Ultimately the goal is to further enhance the CBBE of both ARTEFACT and WOOD WOOD, which will be 

summarized below. 

6.12. CONCLUSION ON THE ACTION POINTS 

In this section, we have aimed to answer the sub-question: “Which actions are needed for WOOD WOOD to 

successfully execute its ARTEFACT concept?”. To do so, we have provided 8 tangible action points for 

WOOD WOOD to implement, which we argue, can limit potential attitude-behavior gaps (Park & Lin, 

2020). The additional possible effects of the 8 action points will be summarized in three different frameworks 

below. First, we will present the suggested changes to ARTEFACT in an updated circular business model 

canvas. Subsequently, the specific action points will be evaluated in relation to their match with our per-

sona’s motivations and needs. Finally, we will map how the action points might affect WOOD WOOD and 

ARTEFACT’s customer-based brand equity, specifically how they potentially accommodate the challenges 

found in the first part of the analysis. 

6.12.1. Summation through the circular business model canvas 

Based on the analysis and presented implications, we have updated the business model canvas from the 

circular economy analysis to fit with the new suggestions (Lewandowski, 2016). Below, the potential con-

sequences of the action points are highlighted with white in the new circular business model of ARTEFACT 

(Table 19). 



TOWARDS A SUSTAINABLE BRAND - A CASE STUDY ON THE ROLE AND FUTURE OF ARTEFACT   108 

 

We argue that this is an improved circular business model canvas, as the initiatives will strengthen first 

adoption factors through action point no 1. Then action point no 2. will aid the customer relations and chan-

nels through higher availability. The 3rd and 4th action points will provide environmental and price cues, 

which will enhance customer relations. Changing the incentive will alter the cost structure, revenue stream, 

and take-back system. The postal option from the 6th action point will change both the take-back system and 

ARTEFACT would have to make new arrangements with the postal service in the partners component. 

Action points 1 to 6 further enhance the fit between changes towards circularity and adoption factors, as the 

concept is strengthened through the accommodation of explored consumer needs. The 7th action point of 

enhancing the SEO & SEM is visible in the activities component, and the final action point providing com-

munication regarding ARTEFACT is part of both an enhancement of channels and customer relations. 

(Lewandowski, 2016) 

6.12.2. Summation through personas  

In the following section, we highlight how the action points above specifically target the provided personas 

from the analysis. Here we have provided four overall factors that apply to the different personas, namely, 

the popularity of ARTEFACT, cues of sustainability, reference points of price, and ease of handing in, sum-

marized in Table 20 below. 
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In Figure 33 below, we present how the specific action points target the different personas. The factors that 

are valued to the personas are marked with a darker color, e.g., Green Christine values cues of sustainability, 

hence making this factor a darker color. Again it is evident that Practical Patricia is not a relevant persona to 

target, as she values none of the action points due to the perceived disorderly entity of secondhand clothes 

stores. Even though Confirming Connie values 3 out of 4 of the overall factors, she is still perceived as a not 

yet relevant target group due to her late adopting entities. (Rogers, 1962) 
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Figure  

CUES  O F SUSTAINABIL ITY

The cue of sustainability on the price tags and overall
communicationsregardingARTEFACT will be a determiningfactor for
those who care about the environment and wish to do better
throughtheir everydayactions.

 O ULARITY  O F ARTEFACT

As the awareness and availability increase, changes are that
ARTEFACT will gain popularitywithin the segments due to its trendy
propertiesof accommodatingsustainabilityneeds and a lower price
range that embracesa larger segment. The popularityfactor speaks
especiallyto consumerswho care for followingtrends.

REFERENCE  O INTS  OF  RICE

As the price was deemed a highly relevant incentive to purchase secondhand
clothes, this factor is likewise a determinant for ARTEFACT s success,
especially among price sensitive consumer groups. The price as a reference
point gives the discount hunters a cue of a gain, whereby normal
consumption will be perceived as a loss, thus motivating them to purchase
ARTEFACT.   ahneman,      

EASE OF HANDING IN

The fast paced environment calls for easy and accessible solutions, be that
to purchase groceries online and receive it at their door, to swipe their
phone as a means of purchasing, leading to consumers demanding easier
solutions. It could be argued, due to the human s inclination to use system
 , that all consumer segments will benefit from an easier hand in customer
 ourney. Nevertheless , we argue that some consumer groups value this more
than others, as some are already used to the sometimes cumbersome
entities of secondhand consumption.   ahneman,      

Table   
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The overview of the personas above indicates what messages are important when targeting the different 

segments. Hence, if ARTEFACT wants to target as broad as possible, it should focus its campaigns on com-

munications regarding the inherent discount of ARTEFACT. Nevertheless, we suggest that there should 

always be an underlying theme of sustainability to enhance WOOD WOOD’s overall green image. Further, 

we argue that targeting specific segments for ARTEFACT can enhance the perceived relevance of the initi-

ative and thus the fit between the proposed value and the customer segments (Lewandowski, 2016).  

6.12.3. How our implications enhances WOOD WOOD’S CBBE 

In the following Figure 34, we will map how the changes can potentially be seen and improve the CBBE of 

WOOD WOOD. Here we will show the previously analyzed CBBE marked with dark green and how the 

suggested improvements of ARTEFACT might change this, which is highlighted with white color. As AR-

TEFACT has yet to establish any of the stages, the analysis is limited, why we will only provide the change 

to WOOD WOOD’s CBBE. It is noteworthy that as ARTEFACT develops in brand identity, it should con-

duct a new CBBE analysis to identify key challenges. (Keller, 2001) 

We argue that the brand salience will be enhanced as action points 7 and 8 are completed. Here we suggest 

that the SEO & SEM enhancements will improve the breadth of ARTEFACT, while the communications 

will raise the depth, hence, giving WOOD WOOD an identity as a brand that can meet a sustainable need. 

Hopefully, this will be evident in the performance and imagery, as WOOD WOOD might be perceived as a 

brand that accommodates consumer needs, has a lower price point, and inherent more uniqueness and favor-

ability/relevance. Incorporating a CSR project such as ARTEFACT can further enhance the brand feelings 

and judgments of social approval, credibility, and ultimately consideration and superiority. Finally, the ac-

tion points of SEO improvements of re-directions will aid a behavioral loyalty from WOOD WOOD’s page 

to ARTEFACT, and consumer’s attitudinal attachment might be magnified as they engage with ARTEFACT 

and learn about its environmental properties. (Keller, 2016, 2001) 
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7. DISCUSSION 
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7.1. IS THERE NO REAL HIERARCHY TO THE CBBE? 

In the chosen literature of Keller (2001, 2016), he describes how the stages are rigid, whereby one, for ex-

ample, cannot establish brand resonance without first achieving the previous steps. A discussion of this can 

be bound in the same criticism that Maslow has received from his hierarchy of needs, whereby the steps 

might be too rigid and not necessarily follow a particular order. One could argue that actions of behavioral- 

or active engagement can occur before establishing brand identity. As a result of this, a consumer might 

purchase an item from a brand before knowing what kind of brand it is, which image it has, or how the 

performance of the sold goods is. Hence, the CBBE could start from the top, as well as from the bottom of 

the brand-building pyramid. It could likewise be argued that some of our action points stem from such a 

perception, as we seek to redirect the consumer to ARTEFACT from the WOOD WOOD main page, 

whereby the consumer might purchase something before having heard of the concept. This line of argument 

matches that of Münster (2019), who claims that one should accommodate the dominating system 1 pro-

cesses, whereby one should change consumers’ actions before their opinions. Hence, system 1 actions, in 

this case behavioral loyalty, can later transform into system 2 opinions, regarding brand salience, meaning, 

and responses. On the other hand, we simultaneously follow the rationale of Keller’s framework, as we aim 

to provide means of establishing brand identity for ARTEFACT as one of the most important short-term 

goals. 

 An additional point of discussion in the CBBE model is its consumer-oriented viewpoint, whereby 

consumer perception is the only vital contributor to brand equity. Following terminology such as Kapferer’s 

(2012), a brand’s identity is instead established through a synergy between what the brand thinks of itself 

and its consumer perceptions. Nevertheless, in the case of WOOD WOOD, it could be argued that consumer 

associations and behaviors are increasingly vital to the success of the brand, as it is a B2C organization. 

WOOD WOOD’s survival hence depends on customer’s perceptions and actions towards the brand, why 

such approach is deemed relevant. 

7.2. HOW PRACTICAL IS THE CIRCULAR ECONOMY? 

Working with the chosen literature regarding circular implementation strategies from the Ellen MacArthur 

foundation (2015, 2017, 2021), Accenture (2014), de Angelis (2018), and Lewandowski (2016) can be ar-

gued to be restrained due to a rather descriptive format, with limited normative direction. Here the models 

are great in categorizing and identifying areas in need of attention but fail to give concrete action points on 

how to solve or work with these. The theory is restricted due to the newness of circular business models, 

why, e.g., the Ellen MacArthur Foundation describes its reports as a ‘vision for a system that works’ (EMF, 

2017: 3). The broadness and newness of the circular theory thus make it organizations’ responsibility to 

develop their take on how those models should be implemented, rather than giving practical advice to how 

exactly the companies should execute circular initiatives. Furthermore, due to the circular economy’s infancy 

and the need for time-consuming investigation in the clothing industry, companies currently working in the 

field are holding back on information to protect their competitive advantage. This was also evident in our 

research where The Renewal Workshop would not share information on its organization’s cost structure, 
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even when asked directly. (Appendix A). This lack of willingness to collaborate and share knowledge makes 

it very difficult for smaller brands such as WOOD WOOD to independently work with circular initiatives. 

Further, it restraints researchers from documenting normative direction, e.g., working with take-back initia-

tives. Our contact person from WOOD WOOD similarly described that “It has been very difficult as you 

cannot just look at what others have done, it is very new, where you learn by doing.” (Appendix A: 87). 

Nevertheless, as the knowledge on take-back systems is limited, new take-back consulting companies are 

emerging in the field, offering their expertise and system as a service for inexperienced brands. WOOD 

WOOD similarly expressed that it is working with such a partner, namely Continued Fashion, why the con-

straint of limited direction in the literature regarding circular implementation does not significantly affect 

the brand. However, such a partnership has economic implications we will discuss below. (Appendix A) 

7.3. METHODOLOGICAL DEBATE OF PITFALLS 

Regarding our methodological approaches, there are a few variables worth discussing and things that we 

might have done differently if we were to re-do our thesis. First and foremost, the quantitative survey 

would have contained a higher amount of numeric values on a Likert scale, as this could have enabled us to 

analyze correlations and multivariate correlation more in-depth. In addition, such Likert scales could, e.g., 

have been in a matrix, where the respondents would be able to compare the values more directly, as shown 

below in Table 21. 

 

Moreover, one could argue that our analysis might have been increasingly helpful if the respondents were to 

rank their opinions. Below in Table 22, is a question that could have benefited from being a ranking question 

instead of a multiple-choice question.  

Table      ualtrics    
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These alterations to our survey could have made the data less cumbersome to analyze. However, we argue 

that our quantitative data are still deemed relevant as we were able to answer our sub-question and research 

questions.  

Further, the qualitative approach could be criticized for its smaller sample size of 14 interviewees. 

Whereby it could be argued that the higher sample sizes would increase validity and reliability. However, in 

qualitative research, no formal requirements exist for the sample size, why it could be argued that the re-

search should instead focus on what the respondents say rather than how many say it. Following the termi-

nology of Kvale & Brinkmann (2009), our rationale was that the gathering of qualitative data would end as 

we found the same results again and again, whereby no new information would occur from more interviews. 

For example, we found that in relation to the perception of WOOD WOOD and ARTEFACT, the same 

opinions were repeated by our interviewees. However, in terms of the relationship with the WOOD WOOD 

brand, it would have been useful to interview a higher number of loyal consumers to gain more insights into 

the higher steps of the CBBE model. Nevertheless, such information might not be representative and give a 

perhaps too positive brand resonance of WOOD WOOD. It should be noted that we were likewise limited 

to the overall time constraint of the thesis, why more focus groups were not prioritized. (Keller, 2001) 

 Finally, with regards to the theory of truth in the pragmatic viewpoint, the findings’ most important 

entity should be that it is useful and provides the best-qualified guess. We hence argue that our thesis’ find-

ings are truthful as they are deemed useful and helpful regarding WOOD WOOD’s establishment of ARTE-

FACT. 

7.4 HOW PROFITABLE IS THE NEW ARTEFACT INCENTIVE? 

As mentioned, we do not have information on the underlying cost structure of ARTEFACT and its collabo-

ration with Continued Fashion. Hence, we seek to explore the optimal incentives to give an indication of 

profitability. It is noteworthy that the calculations are only concerning the clothes that are sellable for AR-

TEFACT. 

 With the cashback option, WOOD WOOD is certain of 25% cost, why this cost is 25%*100%. 

Regarding the 40% voucher, it is not as straightforward, as there are two unknown variables, namely the 

revenue from the gift card purchase and the redemption percentage. We assume that there is always a profit 

involved with the purchase of a WOOD WOOD item. Hereunder, the average gross margin is 44% in the 

retail apparel industry, which should be regarded when consumers are redeeming their vouchers (CSI Mar-

ket, 2021). Assuming that the margin applies to WOOD WOOD as well, the cost of the voucher is hence: 

Table      ualtrics    
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40%*(1-44%) = 22.4%. This means that the voucher is more profitable than the 25% on average. Further-

more, as mentioned above, the average redemption of gift cards is at 80%, why one could argue that the 

average cost of the 40% voucher is instead 40%*80%=32%, and the new cost is hence: 32%*(1-

44%)=17.92% (Forbruger.dk, 2021). Moreover, according to research by Beaver (2021), consumers tend to 

perceive gift cards as “free money”, and ⅔ consumers will therefore spend on average 38% more than the 

value of the voucher. This corresponds to an average value of: ⅔*38% =25.33%. The cost of giving the 40% 

voucher arguably ends up being: 17.92%*(1-25.33%) = 13.4%. Hence, we argue that the 40% voucher is far 

less costly for WOOD WOOD, as the actual costs are 13.4% compared to the cashback of 25%. It is note-

worthy, that the voucher would represent a percentage corresponding to: X*(1-44%)*(80%)*(1-

25.33%)=25%, X =74.4~74%, to make the two options equally viable. WOOD WOOD could hence offer 

take-back vouchers, with a value corresponding to up to 74%, of the item’s resale value. 

If we assume that the cost structure behind collecting, washing, evaluating, repairing, etc., from 

Continued Fashion is equated with a percentage of the profit rather than a fixed fee, we can calculate the 

overall profit margin. Such assumptions are arguably realistic, as our interview with The Renewal Workshop 

revealed that it usually take a fee of 30-40% of the retail reselling price, why we will apply 35% in the 

calculation (Appendix A). From this viewpoint, we can calculate the profitability of selling and buying AR-

TEFACT clothes. If we isolate the costs, then the clothes’ value for ARTEFACT in the case of the 40% 

voucher is: 100%-13.44%-35%=51.56% profit margin. In the 25% option, the value is: 100%-25%-

35%=40%. Both not including WOOD WOOD’s store expenses. Compared to the average gross margin at 

about 44% in the retail apparel industry, based on the assumptions, we can conclude that ARTEFACT is 

nearly as profitable in the voucher example (CSI market, 2021). 

 Hence, with our assumptions, the 40% voucher represents a better cost structure than the 25% cash-

back. Moreover, in the more intangible value, e.g., CBBE, the voucher also offers revisits possibilities and 

hence more brand resonance actions. (Keller, 2016) 

However, from a consumer perspective, the two options can provide reference points whereby the consumers 

might perceive that the 40% voucher is a more desirable outcome, with the 25% as an anchor (Kahneman, 

2011; Thaler & Sunstein, 2008). This is excellent for WOOD WOOD, as the 40% vouchers foster higher 

retention rates, where there 25% cashback carries a higher cost but offers a slightly more popular incentive, 

according to our research (Appendix 24). We thus argue that a mix of the two options is optimal for both 

consumers and ARTEFACT to attract as much supply as possible.  

7.5. USEFULNESS & APPLICATION TO OTHER CASES 

Discussions can, however, be made regarding the generalizability of our case study. As some would argue 

that one can not generalize to a broader group of cases based on one incident, as this can cause unprecise 

inferences. Flyvbjerg (2010), however, argues that there are 5 common misunderstandings regarding case 

studies and the notion that case studies cannot be used to generalize, is one of them. He argues that one might 

not be able to verify but instead falsify general assumptions through one case. A famous example is the 

inference that all swans are white. If one then has a single case with a black swan, this incident can reject 



TOWARDS A SUSTAINABLE BRAND - A CASE STUDY ON THE ROLE AND FUTURE OF ARTEFACT   116 

the accepted assumption. Here it is worth mentioning that Flyvbjerg (2010) argues that critical case studies, 

like ours, allows for a logical deduction, meaning that “If this is (not) valid for this case, then it applies to 

all (no) cases.” (Flyvbjerg, 2010: 230). Furthermore, is the misunderstanding that: “It is often difficult to 

summarize and develop general propositions and theories on the basis of specific case studies.” (Flyvbjerg, 

2010: 221). It is argued that qualitative studies with few participants often can constitute the beginning of 

new information or theories. We hence believe that our research to some extent can be generalizable and 

lead to inferences for other similar cases and possibly provide helpful and practical learnings for other brands 

that wish to initiate a circular business initiative. 

 Further, our thesis can provide a more normative and practical approach to implementing circular 

business initiatives to become more sustainable and enhance a brands’ CBBE towards a more green profile 
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8. CONCLUSION 

 

In this thesis, we have answered the research question: “How can WOOD WOOD and its belonging ARTE-

FACT initiative benefit from the sustainability wave in the secondhand clothing industry in regards to con-

sumers’ shopping behaviors and motivation?”. 

 

The first part of the analysis was concerned with investigating how 15 to 40-year-old Danish females per-

ceive WOOD WOOD and which challenges their perceptions and actions posit. This analysis was centered 

around the CBBE framework by Keller (2001), and it was found that WOOD WOOD had challenges in the 

brand meaning stage due to a lack of favourability and uniqueness of associations to the brand, which af-

fected the remaining stages negatively. We hence accepted H1, as a big barrier for WOOD WOOD was 

identified as a low perceived relevance. Further, ARTEFACT had little to no established brand identity, 

whereby the remaining stages were not applicable yet. 

 Secondly, we investigated the sustainability waves’ effect on the target groups’ fashion consumption 

patterns. Here we found that sustainability was a factor for purchasing secondhand clothes, hence accepting 

H2. However, sustainability was not the sole factor. Price was deemed the second most important factor to 

purchase secondhand clothes, why H2B was rejected. The hypothesis H2A regarding the barrier of disorderli-

ness for secondhand consumption was nevertheless accepted. Here we found that current secondhand clothes 

stores and platforms’ perceived disorderliness contributed to an attitude-behavior gap between having a 

positive attitude toward secondhand consumption and engaging in such behaviors. 

 The third part of the analysis concerned mapping consumer motivation in fashion practices, specif-

ically in relation to secondhand. Here we provided 6 personas that we identified throughout our qualitative 

and quantitative data. Out of the 6, we concluded that 4 personas were relevant target groups for ARTE-

FACT, namely Green Christine, Unique Monique, Bargain Betty and somewhat Happy Helen.  

 Fourthly, we analyzed ARTEFACT through multiple frameworks of circular business models to 

identify weaknesses and strengths. This analysis was executed to map the current ARTEFACT initiative and 

later answer the question of which actions are needed to successfully implement the ARTEFACT initiative. 

Overall, ARTEFACT seemed to operate within appropriate categories and lived up to most of the require-

ments for circular business models. However, weaknesses were identified with ARTEFACT in general, most 

prominently regarding the take-back systems and adoption factors. The insufficiencies of the 15% incentive 

led to H3 being accepted. Further, it was worth noting that the lacking brand identity, identified in the CBBE 

chapter, affected the supply and demand of ARTEFACT.  

 To finalize the answer to the sub-question regarding which actions are needed for ARTEFACT to 

be successfully implemented, we provided and discussed 8 implications. Here we updated the business 

model canvas from the current state to how it might look after implementing our action points. Then the 

action points were mapped in relation to how they match the personas. Lastly, we presented how these could 

possibly affect the CBBE of WOOD WOOD as well as ARTEFACT. 
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 Finally, we discussed the chosen literature, methods, and implications of the thesis. First, we criti-

cized Keller’s (2001) rigid taxonomy and the lack of normative directions in the circular economy literature. 

Then we discussed potential alterations of our methodology. Lastly, the profitability and economic rationale 

of changing the incentive for ARTEFACT were discussed, and it was concluded that both of the incentives 

were economically viable. However, the voucher was the most viable of the 2. 

 

We conclude that the sustainability wave affects consumers’ shopping patterns. However, the sustainable 

entity of such consumption is not the only contributing factor. We conclude that, among others, price was 

an especially relevant motivator that fostered secondhand clothes consumption. The sustainability wave was 

further concluded to have a strong presence in the minds of the consumers, however, actions hereof have not 

followed the same pace. Many different motivations to shop secondhand was identified, that WOOD WOOD 

has multiple ways of accommodating. 

The specific means for WOOD WOOD to welcome such shopping patterns and motivations was 

analyzed as: 1) Align internal adoption factors in WOOD WOOD, 2) Increase ARTEFACT’s availability, 

3) Use price tags as a reference point for ARTEFACT, 4) Provide environmental cues as a reward, 5) Change 

the ARTEFACT incentive, 6) Ease the ARTEFACT hand-in process, 7) SEO & SEM as means of brand 

salience, and 8) Frame it as a loss.  
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9. FUTURE RESEARCH 

In this thesis, we have demarcated the research to the provided target group of 15 to 40-year-old Danish 

females. However, an interesting approach would have been to investigate the secondhand clothes market 

for males. From our correspondance with the CEO of Trendsales, we found that only 10% of the secondhand 

clothes exchanged on the platform is among males. While, our interviewee from The Renewal Workshop, 

informed us that males constitute 40% of the American secondhand clothes market. (Appendix A). This 

could indicate potential in the Danish secondhand clothes market for the male audience. ARTEFACT could 

hence obtain first-mover advantages by entering the male secondhand market, of course with the limitations 

to the brand of WOOD WOOD. Here research could investigate the skewed distribution in the secondhand 

market, where females currently dominate significantly. 

Secondly, an ethnographic study in the MUSEUM store where ARTEFACT currently operates would have 

provided more ecological validity and could have given us a chance to provide hands-on implications for the 

in-store customer journey. Using such methods could further enable us to test our implications, for example, 

the additional attention to making ARTEFACT more available in the store, replacing the price tags with 

cues, and using prices as a reference point with a gain. (Kvale & Brinkmann, 2009) 

Finally, an area to investigate concerning the thesis is to dig deeper into how sustainable consumption pat-

terns are evolving in the apparel and fashion industry. For example, it could be interesting to investigate if 

consumers are more inclined to shop secondhand, sustainably produced items, or clothing from recycling 

initiatives. Moreover, it would also be fascinating to explore if attitude-behavior gaps are greater in the 

apparel industry and why or why not so. Such investigations could provide insights into what actions are 

needed for consumers or brands to close such gaps. 
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