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Abstract

Theimplementationof sustainalility within the fashion industr@a o6 dzaAy S&da LINR OSa:
is constantly increasintp establish favourablérandimages and adapb changing

customer needsLabelling strategiesuch as the utilization of e€abels are often

used to communicate ecological messages to potential target customers and

influence their purchase behaviouiThis thesis aims to investigate the exact

implications of various labelsd their diagnosticity levels on consumer perceptions

regarding el F Af SNAEQ ONBRAO AT A n&E empiNGdEpart oftheR GA&A G A
thesis an online experiment has been conductedest the theoretically developed

hypotheses¢ K S & dzNJI& idcudes 26l lvafid respondentsThe influence of

froStaQ RAFIy2aGA0AG8 2y ONBRAOGAfAGE LISNDSLIA
confirmed by the dataHowever, a general positive impact of eladels on credibility

perceptions has been detted. The results also state @ositiveinfluence ofretailer

credibilityon O2 y 4 dzY SNBE Q @A & A dof-noythi rBaykétingBesedrof R 4 2 NR

these findings, it is recommended th&shion brands should employ sustainable

practices with their business opdians and design their (eepabelling strategy
accordingly.Communicating credible ecological messages ustamersresults in

economic benefitsuch as higher consumer traction and wardmouth marketing.

Keywords: Fashion, Sustainabilitfgnvironment,Labelling,EcelLabel,Diagnosticity,

Credibility, Visit Intention/, 2 y & dZY SNA Q ¢ NXza U
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1 Introduction

Within the past two decades, the global economy has been experiencing a significant
shift towards sustainability an@cologicalbusiness operationgPicha & Navratil,

2019. Customers worldwide are becoming increasingly aware of the environmental
impacts not only caused bylarge organizationsbut their individual purchase
behavious as well (Moussa & Touzani, 2008Fonsequentlya rising number of
consumers igxpressinghe needand demandor ecofriendly products and services.

This increaseof potential buyers innovative marketsand new marketing strategies

has also taken place within thé&ashion industryand will significantly impact future
businessegBrach et al., 2017 Asone of the largesindustriesworldwide, the fashion

industry has beenthe centre of attentionin recent yearsddue to public backlashes

against unsustainablebusiness operations andvasteful production processes
(Niiniméki et al., 2020To counteract these developmentacrease market sharand

adapt to changingansumer trendsecclabels have become an incraagly popular

marketing tool fo fashion brands(Picha & Navratil, 20)9 EcelLabels include
ONBRSYyOS OflrAYa adzOK | a WOt AQahdirédate yoS dzii NI £ A G & ¢
different aspects of thecustonrS N&h@pping experiencéBougherara & Combris,

2009). Especially in the light of the fagrowing online fashion market, labels are one

of the most important cuesignificantlyaffecting customer@purchase intentions
(Atkinson & Rosenthal, 20)4Alreadyconducted research in the fields of labelling

and signaling theoryhave identifiedlabels as amajor influenceon O 2 y & dzY S N& Q
credibility perceptions towards retailer8guer et al., 2013 According to an article
publishedbyl G 1 Ay a2y | yR w2aSyidKI fanddhegualityoE f I 6 Sf aQ
label information are important aspects fo® 2 y & dz\CrediHitQ and trust

perceptions as well.

Academic research aboetolabelling within thefashion industry is scarcand the

NEa2dNOSa NBEIFNRAYy3I 0SSt Qa CuikehtBefaruied A OA (& AY
sources do not sufficiently cover tt@ T ¥FSOta 2F tlFoStftAy3a 2y 02y a
behaviour and the author identified a researchpgespecially within the fashion

industry. The aim of thithesis is to analyse ihouse ece and deliverylabeling in

more detail and evaluate the importance of specific arguments and tangible examples

on perceived credibility an® 2 y & dzY' S NE Qe-tdiletdFirthiermbrg, hditHeSs
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focuses on theextent to which different types of labels and their diagnosticity
Ay Tt dzSy O SvisiDinentiog andwaked® mouth marketing within the fashion

industry. Therefore, he following research questiomgve been formulated:

RQt To what extent do ectabels influence €¢i At SNEQ ONBRAOAfAGE | yR
52y adzYySNEQ OA & A-df-mauth in&rkéting \aitin the yaghiomsigdsiy?

RQ2:¢2 ¢gKIdG SEGSyd R2Sa (1 a8REaSNROI DRNERADHOX G &

perceved consumer trust within the fashion industry?

¢tKS GKSaAaQ dvidedbirdoliueiBoad3éctbns@dhcerned with the
environmental impacts of the fashion industry in general, theories and implications
about labelling and diagnosticity and tleenducted empiricahnalysis in form of an
online experiment.The indepth literature review provides the reader with the
necessary theory to gaimaoverviewabout sustainability issues within the fashion
industry. Furthermore, a detailed description aliahe theories behind labelling,
signalling cues and credibility perceptiohsive beenincluded in theliterature
analysis. The methodology section is concerned with the conducted online
experiment and a subsequent discussiand interpretation of the reglts. The
experiment is testing different label versions and their implications within a
hypothetical online storeThroughout the methodology chapter, the reader gains
specific insights abouhe variouseffects of two different labels (ecoand delivey
label) andheir changing diagnosticity levell®w and high diagnosticity)n perceived
credibility. The thesisanswers the research questions mentioned above prayides
significantdata about the impact ohigh trust levelon O 2 y & dzY S iNtBnflons@ A & A (
and wordof-mouth marketing Fashion brands and organizations might benefit from
the findings of the online experimemind set priorities within their labellingtrategy

accordingly.
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2 Literaturereview

[@=tN
A
"N

21 ¢KS ClFaKA2y LyRdz (rodBeta LYLI OG0 2y

The business with fashiaaone of the largest industries worldwide wiem expected
annualmarket growth rate of 6.2%or the year 2021 (Shéandeh, 2020). Mre than

80 billion new fashion items were purchased?018 alonewhich resulted in algbal

net revenue of approximately 1.2 trillion US dollars (Bick et al., 20h&se numbers
represent the vast dimension of the fashion industrgpperating within globally
scattered supply chainsvhich range from agricultural production over textile
manufacturing to complex logistics and various retailing chan(idlgkherjee, 2015
Niinim&ki et al., 2020Due to the complexity and corresponding intransparency of
many global textile supply chains, the fashion industry has been faced with several
environmernal backlashes and bad press over the past two decades (Caniato et al.,
2012). Inhumane working conditions in cheap lalvocountries, environmentally
harmful dying processesinsustainable water usagend wastefulshort product life
cycles have often been the main accusations against large fashion labels si&as
Zara,and Nike (Butler, 2015Caniato et al., 203Hodal 2018;Xu & Leibold, 2020
According to a recent article published by Niinimaki et al. (202@ global fashion
industry has beemnesponsible for amnnualenvironmental impact oproducing more

than 92 milliontonnes of waste anadonsumingapproximately 97 trillion litres of
waterthroughout the year 2020A research paper published McKinsg & Company

in 2020states that the global fashion industry has been responsible for at least 4% of

global greenhousgas emissions in 201Bérget al., 2020).

To gain a deeper understanding about the: & K A 2 Y speyifRidzdact NEtigea

environment,the author has identifiedhree main environmental issues correlating

with traditional fashion and garment supply chamsd wl ¢ al G SNAIFfa FyR wSa
[ 2yadzYLIiAz2yésr aGal ydzFlI OGdzZNAy3 | yR. ThigAy 3¢ YR
categorization is based on the conducted research of secondary sahroeshout

the literature review
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2.1.1 Raw Materials and Resource Consumption

¢KS FTANRG adSLI Ay GKS 3f 2thelpcurgmedtifradvy Ay Rdza (G NJ
materials needed for producingbricsand garmentgBick et al., 2008 According to

Claudio (2007), the most popular fésrin textile production are conventionallyayn

cotton and synthetically generated polyester, whicimiginly derived fromcrude oil

In 2018, an estimated 90% of total garment sales in the United States consisted of

cotton and/or polyester based textilgBick et al., 2018)The primaryand excesse

usage of these two fibres for fabric productiemtails a significant environmental

footprint because of their unsustainabpgoperties Claudio, 2007)

Naturally grown cottonis one of the most watedependent crog used in any

industry, requiring resourceconsumingirrigation in mainly waterscarce countries

(Mukherjee, 2015)A waterfootprint assessment conducted by the World Wildlife

Fund (2016) states thadbn averageone kilogram of cotton consumes more than

20.000 litres of waterAdditional to thesignificant water requirements, cotton also

depends onmany pesticides and insecticides making it one of the world most

chemically intensive crops (NWF, 2008xcording to Mukerjee (2015), 25% of
AyaSOGAOARSaQ | YR wmE: 2 WithinXbeépioseSsiobdoa Q It 20 £ 2
procurement Theenvironmentally harmful consequensef this intensive usage of

chemicals and largscale cotton monocultures are amongst oth&sd degradation,

loss of biodiversity and soil/groundwater pollutighWF, 2006).

The synthetic fibrepolyester, whose demand has doubled over the last decade, is
based on the nomenewable resource crude oil and generated througheoergy
intensive praluction processemvolving various environmental implicatio(tSaniato

et al, 2012).As stated by Claudio (2007), the fabrication of synthetic fibres such as
polyester omylon often includesuntreatedemissions of hazardous {products such

as monomerssolvents andcarcinogens into air and watem contrast to natural
fibres, the majority of used polyester is not recyclablee to its plastic components
and consequently needs to be incinerated or processed like reguldatic waste
products (Wicker, @1) Furthermore,polyester and nylon are not biodegradable
either andare one of the main contributors for micqalastic pollution according to a

recent research article by Gavigan et al. (20Z@gy concluded that on a global scale,
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approximately 176.500 metric tons of synthetic fibres are discharged every year,

mainly deiving from polyester and nylon-basedproducts(Gavigan et al., 2020)

Within the last two decadesyarious sustainable alternative fibres have been
developed and already implemented across the fashion industigk(et al., 2018
According to Claudio (®7), sustainably grown fibre crops such as hemp, bamboo
cellulose and kapok are currently harvestedin more than 12 countries and
significantly reduce potential negative effects of common cotton productiok et

al. (2018) claim that a mainstream impientation of sustainable fibres woultk the

most important step for creating aenvironmentallyfriendly textile production.

2.1.2 Manufacturing and Dying

The second major supply chastep within the fashion industrnjis manufacturing
including processs suctasmilling, weaving, cutting, sewing, dyeing, washing, drying
and finishing (Caniatet al,, 2012).According toMacchion et al(2018), particularly
textile manufacturingis heavily depended on numerous external companies along
cost efficient globally sdtered supply chains within the fashion industfjne majority

of these companiedss currently located in China, a€hinesemanufacturingis
responsible for approximately 30% of global garment expd@taudio, 2007)
Resulting from theinternationality and scattered supply chain desigrone
environmental impact factor of the fashion industrytige increasingCQ pollution

due to global transportation routes (Cania& al, 2012).Berg et al.(2020) have
identified Wansportation of @pareXi 2 | 002dzy & F2NJ or 2F Fl aKA2Y
greenhousegas emissionsf 2106 million tonnes of G@n 2018. More than a third of
these environmentally harmfulemissionshave occurredduring energyintensive

manufacturing process.

Apart from the harmful emissions generated through raw material transportation

routes, the actual manufacturing processes of apparel acctumne of the main

contributorsof 1 KS T aKA 2y AYRdza i NE Qa&(Canigtaetal, Sy A NRY Y
2012) The manufacturingf syntheticfibressuch as polyester and nylgior instance,

consumes large amounts of energy, accompanied by multiple toxic emissions into the

atmosphere and the constant usage wbn-renewable resources throughout the

entire production process (Mukhjge, 2015).According toNiiniméki et al. (2020),

10
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atmospheric pollution due to many unregulated textile production plants in LM$Cs
GKS FlFraKA2y AYyRdzaiNEQa &SO2yR fIFNBHBSai
pollution. Throughout themanufacturing processes of textile iteptsgh volumes of
water are consumed, pollutedand releasedback into the oceans,soil, and
groundwater(Mukherjee, 2015)As stated in the UN environment program (2020),
approximately 20% of global wastewater supptesults directly from textile
manufacturing, treatment and dying process&eportedly, the average production
and manufacturing of one kilogram of textile requires betwd®® and 150 litresf
water (Common Objective, 2018)he high volumes of generd wastewater which
contain toxic chemicals and 4{products need to be treated in purpogwuilt
wastewater management plants which in turn are responsible for additional CO

emissiongBick et al., 2018)

In particular, the process of textile dying invedvvarious environmentally harmful
consequences related to wastewater and chemical pollution @@ni2012).
According to Niinimaki et al. (2020host chemicals used within textile dyeing and
finishing processes ha severe negative impacts on the enviroent if released
untreated. One of the major issues of fabric dying is that about 20% of the synthetic
coloursare not absorbed by the fabric and therefore integrate with the wastewater
(Mukherjee, 2015). Due to intransparent, underfunded andunregulated
manufacturing plants mostly in LMICs, significant amounts of untreated and highly

toxic wastewater are discharged into local water sources every year (Bick et al., 2018).

SY @A N

¢CKS adzadlrAylrotS FlLakKAzy LIXFTGF2NY a{dadl Ay, K 2dz

numbers, stating that around 200.000 tons of untreated dyes are released every year

YR HHdnnn ftAGNBA 2F G2EAO 61 &aidsS | NB SEKLF dza i

daily basis.The released synthetics, toxicants and wagieoducts result in
destructionsof ecosystems, loss @iodiversityand a severe decline of clean water

supply in waterscarce countries.

According to an article about sustainable dyipdnting, and processing by Patel and
Kanade (2019)there is currently a lot of research conducted in the field of natural
dyesand more sustainable paddimgnd printingtechniques. The authors highlight the
importance of using natural materials for dying and claim that their energy and

wastewater output is significantly less compared to synthetic dy€ke different

11
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techniques presented in their research are relatively new and have not been

implementedby large fashion companigget.

2.1.3 Textile Waste Generation

Concluding from the previous two chaptersésghapter 2.1.1 & Chapter 2.1.2), the

FIFraKA2y AYyRddzaGONRBQa yS3aAFGABS SYy@ANRYYSyillf AYl
within the textile production and manufacturing countries (Niinimékial., 2020).

Textile waste, on the other hand, happens on aeiinational scale including energy

intensive maintenance of clothes and textile disposal on landfills or incineration

facilities. As stated by Claudio (2007), 60% of total energy consumed within the

product life cycle of a fashion item results from pgstrchase maintaining such as

washingwith high heatand dryingThe average household in the US consumes around

60.000 litres of water every year for washing and maintaining fashion items and

apparel (SustainYourStyle.org, 2020).

In addition to the energyntensive maintenance of sold apparel, another major
accumulation of waste occuggl KS Sy R 2F (GKS Tl aKA2Yy LINBRdAzO( & ¢
2018). Large volume disposal of clothing and textiles represents a significant
environmental liability of the fashioindustry, especially considering the rise of fast
fashion and its short product life cycleAccording to a study conducted by the
Environmental Protection Agency (2020), annual textile wastikarSamounted to

17 million tons irR018, whereobnly 2.5 million tons have been recyclethe average
fashion consumer in the US disposes more than 35 kg of textile products every year,
accounting tomore than5% of total solid wasteAs a direct result from insufficient
waste management systems in the US, enthian 65% of textile waste ends up on
landfills ands often described aan environmental contaminatio(Bick et al., 2018)

A recent infographicpublished by the European Parliament (20Zkntes that less

than 1% of globally disposed garments andanebget recycled or reuseth contrast

to the USand EU LMICs often experience a much more severe lack of appropriate
waste managemenand solid textile waste is responsible for direct environmental
pollution of waterways, oceans, grespace,and sensitive ecosystemili{nimaki et

al., 2020.

12
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According to an article published by Brydges (2021), shifting the mainstream fashion
industry fom a linear to a circular economy could be a potential sustainable solution
for its severe textile waste generation. This business cycle change includisle
recycling and reusingctivities forused fashion products and promotirtgem to
consumergNiiniméki, 2017)Popular and already implemented examples would be
take-back programs, clothing swaps, secdmhd product portfolios and offering

repair service$or damaged goodéBrydges, 2021).

The three main environmental issues discussed througltioist chapterare mainly
referring tothe traditional fashionindustry but involve significant overlaps with the
constantly and rapidly increasing markatfashion etailing (Grant & Fernie, 2019)
Online purchases of fashion items have significantly asad over the past decade
and, consequently, a lot of resulting impacts on externalities have arisen (Li et al.,
2019). Therefore, this thesigaot only analyses the physical retail of apparel but also

fashion etailing and its environmental implications.

13
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2.2 Fashion Hailing

This thesis defines-wiling in the fashion industry as thexclusiveusage ofdigital

tools and technologysuch aswebsitesand online storedo enable consumes to
purchasefashion itemson the Internet(Bertram & Chi, 2018.i & Gery, 2000)n
2020, soldapparel, accessoriebandbagsand footwearamounted to the largest e
commerce sector worldwid€Orendorff, 2021)¢ KS 2yt Ay S Tl aKA2Yy Ay Rdz
value is currently experiencing an expanding growth rate of 7.18%saxdimated to
reach one trillion US dollars by 2025 fashion case study by Balasyan and Casais
(2018) states that ailing is not only more coafficient concerning the sale
processes of products and services, but also expands the target audienae to a
international scaleCharacteristics of onlineommunication and distributionhannels
such as convenience, accessibility, adaptivieging, and product varietyare the
reasons for 02 Y'Y S ND S Q awithinBhe aghioryitiGstry (Balasyan@asais,
2018).

Especially in the light of the Covl® pandemic emerging globally in 2020, the fashion

industry is expected to annually expand its digital channels by more than 20% starting

in 2021 (Amed et al2021).! OO2NRAyY 3 (2 ( KReportt208byS 2F ClI aK.
McKinsey & Companf2021) fashion etailers & dzO K ARFETGWCI YR W®l f | yR2Q
which exclusively sell online experienced an increase of 35% in sales over the period

of 2020.

Concerning the environmental impact of fashictadling, several stidies suggest that

the averageraditional brickand-mortar retail store repors ahigher carbon footprint

and waste of resources than online/web shops (Bertram & Chi8)20Ihese
circumstances are mainly due to the custonfedistance to physical storeer
shoppingcentreswhich is often coveredby car. However, etailing of fashion items

has introduced new severe negative environmental impacts and challenges (Grant &

Fernie, 2019), which are further discussedivapter 23.

14



ODUL vienna
NIVERSITY

DR PRIVATE UNIVERSITY

2.3 Environmental Impacts of Fsion Delivery

Due to the rise ofashione-tailing (see Chapter 2.2internationaltransportationand

delivery havebecome essentiablementsof thisA Y R dza (i NB Q@AmetdDRBIOS 4 4 S &
2021). To analysethe specificenvironmental impacts ofashion deliverythe supply

chain literature discussed in thighapter relates to packaginghome deliveryand

returns. Applying these components of the fashion supply chain to the previously
discussed mia environmental impacts, packaging accounts to tilex waste

generation and home delivery and returns towards excessive resource consumption

(see Chapter 2.1).

According toMeena (2019), online purchases within the apparel industry have
increased by more than 60% by 2019 and this number is constanlg.righis is seen

as the main reason fanostglobal fashion retailers to invest and adopt into the online
market and expand their delivery systems to an international scale. As Bertram and
Chi (2018) stated in their research, the logistic departments sifiifan companies
concerned with the final delivery of the products and corresponding returns have a
significant impact on organizatiofisarbon footprint andthe global environment. £
tailing compared to irstore retail has introduced new negative environme
impacts such as the packaging of shipped goods, the consartated shipping
speed and delivery times and longer transportation routes due to retuBrar(t &
Fernie,2019. As discussed mjournal article byDe Brito and colleagues (2008)e
Odza G2 YSNARQ RSAANB F2NJ ljdzA O1 RSt AGSNE NBadz ia
frequency of necessary transports. Physical retail stores get their new apparel stock
in mass deliveries which require only one transport route in contrast to the high

number of individual home deliveries.

2.3.1 Packaging

Due tothe constant increase of home deliveries of fashion products, the need for
packaging material is rising significantly (Bertram & Chi, 2018). According to the
director of the nonprofit organizationFilre Box AssociatioBDennis Colley, the global
demand for cardboard boxes has quadruplicated in the past decade, solely because
of the significant rise in the-wiling industry (Colley, 2016)The importance of

packaging can be divided into protection ofettproducts physique as well as

15
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advertisement reasongWilliams et al., 2008)Most fashion companies ship their

items in irhouse designed packages mainly because of consumer preferences and

company image reasons. A study carried ouSkaled Aif2014) K 2 6 SR 669K I (i ¢

2T O2yadzYSNE 068t AS9S GKFG GKS dGeLis 2F LI O 3,
towards the customer, because the quality amdountof materials show how much

effort the company will put forth to protect theroduct,so it arrives s&f & G 2y SQa
doorsteg  87LJP

Regarding the environmental impact of packaging, the rising shipping of -sisgle

cardboard boxes results in increasingly more waste and usage of natural resources

(Williamset al., 2008). As research found out, the packggised for home deliveries

accountsfor 22% of total carbon emissions from an online ordEnvironmental

Protection Agency, 2020The packaging of online deliveries amounts to a third of the

''YAGSR {GFrdSaQ G2aGFf ¢ aid Sy awakeSedsiimogizy 6 SNE K|
fashion etailing companies such asZara and resulted in sustainable

countermeasures for instance recycling programs and reduced raw material

consumption (Zara, 2020).

2.3.2 Home Delivery

The definitionof home delivenyused in this thesigvolves the physical distribution of
fashion items from the retaghannelto the final point of sale (Hesse, 2002). Bertram
and Chi (2018) claim that the carbon emissions of transport routes involved in home
deliveries amount to 32% out of total emissiomgthin the fashion industry.
Comparing this number with the avera@&€) emissions of irstore shopping, a study
conducted by Wiese et al. in 2012 shows that the environmental impact of the average
in-store customer is higher by 286mpared to theonline aistomer. Song et al. (2009)
state that the highest environmental impact of fashion delivery is due tdakemile
problem, which is defineds the negative environmental impacts of failed fitiste
home deliveries and following delivery attempts to tbensumer. These additional
attempts result in a higher number of transportation routes and corresponding

increasing carbon emissiofiglacioszek, 2018

To reduce their negative impacts, many delivery services suEreassche Post DHL

have increased the number of vehicles with alternative fuels within their total

16
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inventory (Edenhofer, 2020PHLhas launched several sustainability projects and
implementeddelivery services by bike, electdars,ande-scooters. Further projects

to decrease the environmental impact of delivery services are still in development

such asAmazo a t NRA YS Amazdd, Z0S6IThigparticBlar delivery method

is a pilot poject of the international online marketplad&mazonand involves ishome

deliveries by droneWithin recent years, these attemptmong online retailerso

design delivery processes as sustainable and environmentally friendly as possible have
mergedtoarh Y ONB I aAy 3t & dzASR G4SNY IyR tF6St OFff SR

2.3.3 Climate Neutral Delivery

Within the process of researching secondary sources for the literature revhev
author identified a lack of academic articles about climate/carbon neutraleisii
CKAE (KS&aAa AYa (2 FAtt GKAA 3L G2 &a2YS SEI

the main label in the conducted experiment (see Chapter 3).

The noALINE FA G SY@ANRBYYSyidlf | yR C(kyfssiizy SNI LINR G S
Umwelthilfeé R S T AtgfrS @imatie&utrality as the condition when a product or

service has absolutely no impact on the environment (Deutddimevelthilfe, 2018).

A more exact description found on their homepage states that a product or service is

climateneutral whenit doesnot increase or decrease the amount of &&mission in

the atmosphere. According to ClimatePartner (2021), companies can achieve climate

neutrality through three different strategies, which are implemented by various

international businesses today. Thesfiapproach is described as most effective from

an environmental perspective as it includes completely avoidinge@@ssions within

SOSNE aidSLI 2F I 02 YLl ymwalthilfe A22048)Jh& wa® &f Ay 05 S dzi
achieving climate neutrality is the leastmmon, due to significantly higher costs and

unfeasibility within many industries. A widely used alternative to achieve carbon

neutrality is to offset accrued G@missions through investing into sustainability

projects (ClimateNeutral, 2021). Total canbemissions within the entire supply chain

are measured and consolidated into £dograms, which need to be neutralized to

become climate neutral (DHL, 2 @ L F | T a KemigonsfaideiN&ya y S / h
are forexample 30kgGD (G KS O2YLJI ye& Qa 7FdzymRgtrgsdltih yi2 Of AYlL
at least 30 kg Cneutralized.

17



ODUL vienna
NIVERSITY

DR PRIVATE UNIVERSITY

The nonprofit organization ClimateNeutral (2021), which awards brands with official
climate neutral certificatesclaims that most companies would be able to offset their
CQ impact with an average of 0,4% of their revenun increasing number of
organizations in various industries is currently implementing this offsetting strategy
to justify their climate neutralabelling Avocadostore, 2021DHL, 2021 Farfetch,
2021;Kickstarter, 2021Mjam, 202).

Regardinghe fashion industry, a company example implementing climate natyral

within their delivery process would be the largest online retaibéduxury fashio
GCIFENFSGHIOKDPO2Y¢é OCIFNFSGOKE HAHMO D ! ddzo ASOGA2
kilogram of C® produced through home deliveries and returns is offsea

investments into sustainable projects fodnugon reforestation in the US and Brazil

andfundingrenewable energy soursén China.

2.3.4 Returns

Bertram and Chi (2018) state that returns of unwanted deliveries are a significant
impact factor on the environment. Out of the total online deliveries of fashion, 30%
are returned and sent back to the retailefhese processes of retung and re
sending packagesause an exponential increase in the number and length of
transportation routes. Apeagyei (2010) claims in her research about Ewdynning
technologieghat more than half of these 30% return their gaoblecause of sizing
reasons. These developments result not only in higher costs for the retailer to develop
a functional and customeiriendly return structure, but also in a significant increase
of carbon emissions. According to Edwards et al. (20&@)rning fashion items as an
individual via postal services has much lowep &@issions than by taking goods to a
physical store and letting them handle the resending procé&ssseffect occurring
within the context of omni channel retailingg explained  the average route
customers needo take to get to physical retail storgfor further information see

Adivar et al., 2019

Counteracting the high percentage of returfashion retailers such a$ugo Bosand
Zaraare investing into new technologie® nsure correct sizing and fit of online
orders @peagyei, 2010 These technological tools inclu88-BodyScanningvirtual

avatars,and sizing profilefor instance.
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2.4 Labels as Signals

¢t2 AYyTFtdzSyOS Odza i 2 Sindatkeir gddekdD petcéptons @S K| G A 2
particular products and services, the most important and effective tool for marketers

is the usage okignals(Atkinson & Rosenthal, 2014)\ccording to Bloom and Reve

(1990), a signal is defined & marketercontrolled easyto-acquire informational

cue, extrinsic to the product itself, that consumers use to form inferences about the

quality or value of thaproducg p. 69).

From an economical perspective, signals might take form of prices, brand names,
warranties, and advertising for instance (Boulding & Kirmani, 1993)/ithin the
fashion industry, signals can also extend to different labels highlighting characteristics
such as durability, fabric quality and sustainabi{ffptopoulos & Krystallis, 2003n
generalsignals are only described as effective for the purchasing decision if they are
perceived as usefukredible,and trustworthy (Atkinson & Rosenthal, 2014f).a
particular signal is faced with doubt and a lack of consumer titiststantly loses its
function and might evemneduceoverall perceived credibility of the product or brand.

As discussed by Bloom and Reve (19@@tomels research necessary information
about products or services as long as the cost, effort and time do not exceed the
perceivedvalue of the purchase. Thereforadvertisingis the most common signal
used becausé provides quick information and reduces customer research effort

a minimum(Atkinson & Rosenthal, 2014)

Based on thelefinition of a signal by Bloom and Reve (1990), this thdsistifies

every kind of label attached to a particular product or service as a shfithlin the

context of the fashion industry, the author does not equalize the term label with

fashion brang but discusses labels more as additional extraordirmgduct titles

4dzOK a aFNBSWRI ¢ 650 a dza+ S Mzl NéefChapter2 NJ a Of A Y'I
2.3.3). As discussed by Bauer et al. (2013), labels function as suggestions for the

consumerto evaluateOS NI F Ay LINRRdzOGaQ dzyhe &AW 6t S OKL
importance of labelling is highlighted irsaudy conducted by Parkinson (197&hich

concluded thatin general, customers perceive products with seals and lassiore

favourablecompared tonon-labelledproducts.
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2.4.1 SignalingTheory

This thesis utilizesignalingheoryby arguing thatecd I 6 St a &dzOK & aOf AYl
RSt AOSNE¢ IINB dzaSR la aAadaylfa F2N Odzad2YSNE
shopping cart abandonmer{tAtkinson &Rosenthal, 2014)Signalingheory implies

that consumers are experiencing a significant information defibiénanalysingand

SOIFftdzk GAYy3a O2YLI yeé Qa sorfided atasek e ald20)2 LINR RdzO (i a
According to Janssen and Hamm (2012), therettanee types of attributes assessed

by customers when buying a certain product or service. Within the fashion industry,

search attributes include obvious characteristics (e.g.: item type, priceuadod

experience attributes relatefor instanceto the f o NA O0Qa FSStAy3a YR R«
(Jegethesan et al., 201Both attribute types are directly assessed by the customer

prior and after the purchase, in contrast to credence attributes such as sustainability

claims and climate neutral delivery (Janssen & Hai2012). Credence attributes or

claims cannot be directly evaluated by the customers because of a lack of knowledge,

information or/and involvemen{Srinivasan & Till, 200ZJherefore, ecdabels for

example, which can be identified as credence claimglicate a high level of

uncertainty for the customerg¢see Chapter 2.4.2)This uncertainty iboth a reason
forandanSTFFSOG 2F RSONBI aAy-At IONBRAo0SGX RKRY 2F K S IND
industry Bonini et al.2008).

Especially, when it comes tenvironmental claimsconsumersmust rely on the
information stated by the marketers which can be incompletésleadingand wrong
(Rex & Baumann, 20Q7herefore, customers depend on certain signals such as labels
or certificates to assess the truthfides of specific claims concerned with

sustainability or climate neutrgdrocessingfor instance(see Chapter 2.5)
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2.4.2 Ecolabels

Ecol F 6 Sfa 2NJ WAINBSY FTROSNIAaAaAYy3IQ Ay 3IASYSNI& |
which include sustainable aneénvironmentally friendly aspects about certain

products or services as a sales argunm(&dtrna et al., 2001 This marketing technique

is increasingly used by companies in the fashion industry because, accoréifap#o

and Navratil (2019, a rising numbeof consumers are stating a higher willingness to

buy eceofriendly products.The increasing relevance of sustainability claims is also

discussed in study conducted by Moussa and Touzani (268&jngthat the average

consumer has become increasinglyare of the environmental and ethical aspeaif

his/her purchase behaviar. Especially within the fashion industry, an increasing

public sensitivity concerning corporate social responsybitias been observed

resulting fromvarious public backlashes agsii large fashion labels (see Chapter 2.1).

This thesis definescolabelsaccording to Bougherara and Combris (20893ignaling

tools F2NJ AYF2N¥YAYy3I Odzad2YSNR | o02dzi | LINRRdzOU
environmentally friendly aspectparallel to guaanteeing the truthfulness of these

claims Products are provided with eeabels to allow customers to volve

environmental and sustainable considerations as well as other attribsteh as fair

and humane working conditions into their purchase decisions (Case, 28@d3en

andKull (1993ktatethat, depending on the source and content of an environmental

claim, signals such as elabels are an effective tool for increasing cus®mA Q

perceived credibility and general trust in the brafdom the consumer perspective,

ecolabels function as signals and indicators for including environmesniatainable,

and social concerns within the shopping experience (Rex & Baumann, E6ffvan

economic standpoint, ecd 6 St 4 Q YIAYy FdzyOdAaAzy Aa G2 AYyONEB
consequently sales through highlighting green and-gimmdly attributes of certain

products(Castka & Corbett, 2015).

As stated in thesignalingtheorychapter (see Chapr 24.1), sustainability claims and

ecolabels such as climate neutral delivery or environmpraserving characteristics

are credence claims and therefore increasingly circumstantial for customer to

evaluate (Brach et al., 201 According to Atkinsonral Rosenthal (2014¢ustomers

FNB dzylo6ftS (2 RANBOGEEe OSNAFe AF | LINRRdzO(

therefore depend on different signals such as -eop climate neutral labelsLarge
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fashion companies which have already implemented-kab@s are for instanc&ara

gAGK (KSANI aWadGyiccid A FIS £ KOS MNI & Bope(Guc® |j dzA £ A 6 NA d.
Equilibrium 2021; Zara, 2021d W2 A Y [ A FSé ZadQ 30 2R/ YOI NS/ SRy BIAGIAKZ Y ;
NEO& Of SR LRf&SaisSNI gAlKAY aStSOGSR | LILI NBf
Gucala O2 N1J2 NI & S ma@aininggrghdparent &nd Sustaingble supply

chainswithin climate neutral processes

25 [ | o Bighdticityand Crediblity

When consumers assess products and services, they rely on a given set tdiloeies

related to the product or service which have an influence on their bugéettaviour

and purchase intentiofZou & Liu, 2019Vithin the fashion industry, these cuean

take form of(eca)labels, price, siag, colour, quality, brand,delivery feesand return

policies for instance(Yu et al., 2018 Consequently,lte term diagnosticityefersto

the value ofinformation used fordifferentiatingbetweenthesevariouscues(Liviatan

& Trope, 200Y. The so-called cue diagnosticity framework implies that consumers

asses every given cue/label within a categorization process (Zou & Liu, 2019). The
OdzSaQ OF 6S32NXSa NI-godlity infokiation @d imgortalicedort A (& (2 f 2
each consumer individuallyAccording to a research conducted Burohit and
Srivastava(2001), labels with higher diagnosticity are of higher importance for
consumers than labels with low diagnosticiyithin the same study, the resedrers

also differentiated between highcope cues, which are accumulated over a longer

period of time and lowcope cues, which are relatively new and might change
frequently. Researchsuggeststhat highscope cuesexperience a higheperceived

credibility than lowsscope cuesnd aretherefore alsomore important forO dza G 2 Y S N&A Q

buyingbehaviourand purchase intentior{Zou & Liu, 2019)

Transferring diagnosticity theory to the context of dabelling,a study conducted by

Manrai et al. (1997), concludes th&ta LISOA I f £ & F22R LINBRdzOGa sAlGK
friendly attributes benefit from more specific and detailed claims on their packaging

2N 6AGKAY GKSANI FROSNIA&AAY3Id a2NB SEFOG | yR
ddzaldlr Ayl ot S | aLlS o leieptioy bfJthE Brénd ahdzstrérgtiedsNAE Q  LJ

their perceived credibility. The same findings have been reportedtkinson and

Rosenthal (2014), that consumers perceive-tdmels (without any industry context)

more trustworthy,truthful, and positive when theinclude specific and more tangible
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sustainability arguments and attributeAn eco-label with high diagnosticity can be
observed on the onlinéashionplatform & C I NJF S {j 43 khéyOnameéand include
descriptions of funded environmental projects farchieving climate neutrality
(Farfetch, 2021).

The term credibility is listed in the Oxford dictionary as the quality that something or

someone has that makes people believe or trust them (Oxford Dictionary, 2021).

Within an economical contextyedibility is defined as thextent to whichcustomers

perceivea certain product or service agrustworthy based onexpertise (Erdem &

Swait, 2004)Based on thse definitions, credibility is nothing that resides directly

from a service or product itself, hence @ways a subjective perception of the

customers (Moussa & Touzani, 2008)Therefore, when discussing e€ol 6 Sf & Q
ONBRAOGATAGE GAUKAY (GKS FlLAKA2Y AYRdAdzZAUGONEZ GKA
perceived credibilityof such labelsAccording toToufily et al. (2A.3), the most

AYLRNIFYyG StSYSyld 27F Sadl oanalysikdosfc@ived 2 y & dzY S NE Q
credibility.

I 02y adzYSN) adzNBSe O2yRdzOGSR o6& [ NOSySdze oHn
highly dependent on the organization or comp&ngt O NXeRpbrtsiblé forihed

froSte® 1 Aa aGdRRASE 6SNBE fAYAGSR G2 WwOdzZ G dzNT
generallyconcludedthat a label is only perceived as credible when coming from an

independent thirdparty organization, whichis perceived as competent and

absolutely unbiased within the certification procgésrceneux, 2001Yhis claim is

also supported by a more recentusly within the food industry reporting thatin

general, customers perceive thighrty certifications as more credible and

trustworthy than company owned thouse labels (Albemeier et al, 2010).Two

independent studies by Pancer et al. (ZpAnd Roeand Sheldon (2007) concluded

that the utilization of thirdparty certifications hadeen established as the most

effective way to increase perceived credibility of green claims.

Relatingcredibility theoryto ecolabelling perceived redibility playsan essential rée

for environmental marketing because green claims are more critically evaluated by
customers (Atkinson & Rosenthal, 2014). According to De Chiar6201 Odza G 2 Y S NA Q
perceived value o$ustainable and ectriendly productsor services highly depends

on the perceived credibility of their sustainaldelling argumentsAs shown in an
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experiment conducted by Brach et al. (2017),-¢admels only result in higher purchase
intentions if customers perceive them as credible andstrthe brand.Labels
Fdzy OlA2yAy3a +a aiGNHzG FGGNAROdziSaé | NB

(p))
QX
QX
(p))
<
[

reduce information asymmetry for consumers and engage customers to choose eco

and green over conventional products @hersen et al., 2010).

Accordng to Bonini et al. (20083ustomers report uncertainty and scepticism about

ecof F 6Sta yR O2YLJ} yASyand érvilodmértallydrgzndly. OG  adza G| A
Consumers perceive such sales arguments more as marketing strategy rather than as
anactualgréy LINPYAaSod /2yaSldSyidtes O2YLIyASa I NB
because of their perceived lack in credibility (Brach et al., 2017). Looking at an USA

consumer survey conducted by the Nielsen Company in 2011, more than half of US

customers perceiv®@ 2 N1LJ2 NI GA2yaQ SYGANBYYSyidlt OflFAYa I
not trustworthy or credible. If consumer perceive a lack of credibility and suspect

YFEN] SGAy3a aOKSYSa & dzOK -ldoelstheyRINEIdp W etaiivk A Y 3 Q 0 SKA
attitude towards the canpany and therefore are not willing to buy their product or

service (Atkinson & Rosenthal, 2014). However, a different survey conducted by Aprile

et al. (2012) claims that despite many consumers tend to be distracted by the overload

of labels and are pacdularly critical towards sustainability labels and their

truthfulness,most of theresearch within this field suggests that elabels in general

increase demand for sustainablpoods and serviceand diminish purchases of

conventional norabelled producs.
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3 Methodology

The methodology applied in this thesis divided intoseveraldifferent sections

discussed throughout this chapter (see ChapteilBg first section ia brief overview

and explanatiorof the (i K S #vd ras@archquestionsandthe correspondingierived

hypotheses(see Chapter 3.1 Subsequently, the author introducéss quantitative

approachwithin the constructedresearch desigiisee Chapter 3.2dnd provides a

deeper insight into theonline experiment(see Chapter ®). This is éllowed by an

explanation and discussion of theeasuremens applied within the online survegde

Chapter 34). At the endof this chapter, the author present§ KS G KS&AA&aQ al YLIX A
methods characteristicsand thed dzNJJ S & Qsee GhBpied2)5Tihé thesisloses

with an interpretation of the findings (see Chapter 3a8)d acriticalevaluationof the

applied methodologysee Chapter 3).

3.1 Research Questions and Hypotheses

The followingchapteris concerned with the presentath and derivation of tali KS & A & Q

two main research questianand their corresponding hypothese#\s already

mentioned inChapter 2.4.2, products and services labelled as sustainable and eco

friendly are experiencing a significant increase in customer deinf@icha & Navraltil,

2019).The average customer is described as very aware of environmental and ethical

controversies within the fashion industry and an increasing number of consumers is

stating a higher willingness to buy efriendly products (Moussa &ouzani, 2008).

Based on theséndings from secondary sourcehe first main research question has

been formulated to observeecolabels influence onO2 Yy adzYSNEQ ONBRAOAT

perceptions, visit intentions and worof-mouth marketing

RQ1:To what extent @ ecclabels influence el A f SNEQ ONBRAOGATAGE | yR
52y adzYSNEQ GAA&RA G -ofimguthSryaiketiagy withinyitie faghiolR

industry?

The corresponding hypothesis H1 is built on a researtible conductedoy Hansen
and Kull (1993), claiming that etabels have proven to be effective for increasing
Odza2YSNEQ LISNOSAYPSR ONBRAOGATAGE kYR 3ISYSNI ¢
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H1: EcolLabels have a positive influence aonsumen st in e-tailers within the

fashion industry.

Two additional hypotheses concerned with the influence of trust on visit intention and

word-of-mouth marketing have been constructed. The author assumes ligh

levels of trust do not only increase the demand for édendly products as discussed

by TB®BSNESY SG Ff® O6wnmnoOx odzi |faz2z KIFI@S | LR

intention and wordof-mouth marketing:

H2: Highlevels of trust infashion etailers harel L2 &AGA BS Ay Ff dzSyO0S 2y

visit intention.

H3: Highlevels of trust infashion etailers have a positive influence or0 2 y' & dzY S N& Q

word-of-mouth marketing.

tKS aSO2yR YIFIAYy NBaSINOK [dSaitrazy 2F (KAa
diagnostid G & FyR AGa AYLI OGO 2y O2yadzySNEQ ( Nbzid
Chapter 2.5). A research conducted by Zou and Liu (2019) concludes that labels

including higherquality informationt N3 Y2 NB NBf SOy i FyR AYLR2NIL
purchase behaviourAnother study by Atkinson and Rosenthal (2014) claims that

consumers perceive edabels as more trustworthy and credible when they include

more tangible arguments and information. Based on these findings, the thesis poses

its second research questi@s fdlowing:

RQ2: To what extent doe§ | 0 Bidgaosticity influence i I A f SN&E QandO NS RA G AT A {

perceivedconsumer trustwithin the fashion industry?

As previoushydiscussed in Chaptet.5, academic research suggests that more and
higherlj dz t AG & AYTFT2NXIFGA2Y KFa | LR2aAGAdS AYLI Oi
about retailers (Atkinson & Rosenthal, 2017 herefore, this thesis assumes the

subsequent hypotheses H4:

H4: High diagnostity of labels hasapositive influenceonail  Af SNEQ ONBRAOAT AG @

the fashion industry

Toufaily et al. (2013) state in their research that credibility perceptayesthe most
AYLRNIFYyG StSYSyid T2 N Adadditiandistudykohdided O2 v & dzY S NE |
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by Brach et al. (2017) analyséise negative implications of low credibility on
02 y a dzY S idEafsrétaldiziBased on these resourcabe author assumes the
following Hypothesis5 concerned with the potential positive relationship between

high credibility and consumer trust:

w»

H5: Highcredibility of labels has a positive influence d@ 2 Yy & dzY' S NR-Rile$ NHzA G A Y

within the fashion industry.

3.2 Research Design

For this thesis, guantitative research approach has been selecteddtiect causal
relationships between ectabels, their diagnostity and consumer responsesithin
the fashion industryMore specifically, e author aims to collect information about
the potential impacts of ecdabels on consumerust and infurther consequence
how trust influences visit intention and wowf-mouth marketing.The chosen tool
for data collection has been an onliegperiment,employing atwo-factor (label: ece
label vs. fast delivery labgldiagrosticity: high vs. lowbetween subjects desigmith
additional control group (no labelParticipants were randomly allocated to one of
these five experimental conditiongreviously applied measurement scales from
secondary academic literature have betre basis forthe applied Likert scales and

answer options utilized in the online survesgé Chapter 3.3).

5dz2S G2 GKS { Kalidgh theQsizablgé Grggl safple a®l the currently
ongoing Covid9 pandemic, the survey has been conducted solely onkoe.this
matter,i KS 2yt Ay S adzaNBSe LI I G7F2 Ndgradgdringh® | ¢ 2 NJ S NIPR ¢

sampleof the crosssectional study{Clickworker, 2021).

3.3 OnlineExperiment

The online experimerfor statisticaldata collection anénalysishas been created via

GKS 2yftAyS (22t a{2{ OA { dzNI Spaform(Sb8ci t I dzy OKSR
Survey, 2021)The survey can be broadly divided into thra@in sections, including

a stimulusat first, followedby the actual questionnaireompiled ofvarious Likert

scalesassessing the different constructs of interestd closed by a demographics

segment
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The firstsectionpresenteda hypothetical onlinestore with four different labelling
options. The photographs, graphics and fonts used for domsistentonline store
layout have all been derived online and are fteeuse and creativecommons
licensed. To test the effect of different labelling and varying diagnosticity on consumer
perceptions, four distinctive versions of two labels have been cretigdther with

one control version without any labdbarticipantsarerandomly assigned to either an
ecof 0 St OJIbfSIdEIRNI &/ 5 St APSNEE GA &G WKIREXK], 2N f 20
5 St A @eINGE high or low diagnosticity or an online store withoutysadditional
labelattached.The exacdesign of the experimentwording of the labels and their
diagnosticity parameters can be seen in the appendixlo ensure sufficient
observation of the created online stoemndits correlating labela timer has been set
forcing participants to look at the stimulus for at leasd seconds in the first part of

the experiment.

In the beginning of the actual questionnaire part of tBgperiment an attention
checkquestion is posedasking which label the individual participaritave been
confronted with In the case of a wrong answer, the participaatsno longer eligible

for answering the remaining questions of the surv@ypart from the demographics
segment in the endevery remaining question is posed via a Likert scale from one

(very negativecompletely disagreeto seven (very positiveompletely agrep

3.4 Measurement

¢2 YSIadaNBE Odzai2YSNEQ ONBRAOGAT AGRefiratISNIOSLIGIA 2 y ¢
setof itemsis based on Go et al. (201@npdl a1 & F2NJ I N} dAy3I 2F GKS
labelling as fairreliable or clear.Thisquestionhas been removed from the sungy

including the experimeral online storewithout any label attachedsince these

specific label lsaracteristics cannot be assessed without any stimulus labed

j dzSa G A2y y | setofierEh 38 SORWARS NY SR g A (K -@iRryadzy SNEQ
to apply sustainable supply chains or environmentally friendly deli(®uogn et al.,

2018) It is evaliated through eight different statementsbout truthful and honest

implementation of sustainable processekich were ranked along a Likert scalen

one (not agree) to seven (completely agree)X S | dzi K2 ND& FAY-g6+Fa G2 YS
labels with high ord g RAF3Iy2a0A0AG8 Ay Tt diFMOSNBAY & dzY &

environmentally friendlyclaims. Following thisconstruct, the next two questions
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basedonKimetal. 2007)NBE NBf I G SR (2 Odzad 26Ot OGAAAG AY
marketingregarding thegenemted online store Sevenbroad statementsindicating

the likelihood of revisiting or recommending the online store are again rated on a

a0tS FTNRBY Wy2i I INBXKSES WYSEWOAYILIAYS (B3 &0 a IINKBN
SO2t23A0Ft O2yOSNYy o0& GKS YSIya 2F NIGAy3a ai

the natural environmentadopted fromCruz and Manata (202@cological Concern is

YSIEyd Fa | 2yS 2F (GKS adaNBSe Qa,dbdgpiigi N2t G NR |

orientation. The shopping orientation scale developed by Hansen and Jensen (2008)

has been transfrmed into a Likert scale and aims to test any potential correlations

between efficient or emotional shoppers with variables suctDady & dzY SNRE Q ( NHza 4 A
the e-tailer or credibility perceptionsBefore the survey closes with the demographic

section, the paticipants are confronted with four final scales measuring their state of

knowledge and familiarity with the fashion industrhese scales are adopted from

Kelting et al(2007) and have been reformulated to aakoutsupply chairkknowledge

andawareness bdelivery processes as wellhislast itemhas been implemented to

test a potentiaimpact ofcustomer®) | y 2 éritr8sRidSailersecolabek.

The final setion of the survey consists of demographic questions about age,
nationality,gender and highestcompletededucation.Thegenderitemis designed as

optional to answer and thdhree categoriesavailable are $haleQ YemaleQand

WiverseQ Nationality is also an optional scale amdbes not include predefined

categories neither doeghe age item. The final question asking for highest completed

SRdzOF GA2y A& olFl&ASR 2y (GUKS DSNXIY SRdzOF GA2Yy &aé&
SRdzOI (A 2y Q /advance® dalfeg@MBeNdxdctiivording of the questions,

scales and statements can beufal in theappendix
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3.5 Results

¢KA& OKIFLIWGSNI LINBaSyida FyR lylfeasSa GKS adz2NB
secton RSGFAft SR oNBF{R2gy 2F (KS al yYLX SQa a20
given, followed by @ectionS E LI | A YAy 3 {iifeS(sed OHayitetsBD & NBf A | 0 A f
3.5.2). Before discussing the main results and answeringhyygothesesn Chapter

3.5.4 the author presents and analyses the manipulation checks (see Chap®&r 3.

3.5.1 Sample Description

¢tKS OK2aSy al YLX S ¥F2N onK pasorsinie&iaghitieQ & dzNIDS @
predefined specifications and requirements necessary to enter the surveyzeThe

were: being within the age range 18 to 65, possessing the ability to understand the

German languagand having access to online services. Due to the utilization of the

DSNXIFY 2yftAyS &adNBSe LIEFGTF2NY WwOf A0 62 N] SN
experiment has been conducted in the German language. The availabiligysafrirey

has been limited to a theeday access frori8" May 2021 to s May 2021and was

az2fSte NBUNRSQGlIofS 2yEAYyS @Al + WwW{2{ O0OA { dzNBS
There were no further restrictions for participating and in total 214 respondents took

part in the survey. Outf the entire sample, 13 participants were not able to complete

the survey due to exclusion criteria such as not correctly identifying the presented

label. Therefore, the final number of collected surveys amounts to 201 valid

completions.

Regarding the dferent gender frequencies observed in the sample, out of the total

20101 f AR LI NLAOALI GA2yAaA>S mMHn NBaLRyRSyida asStsSo
02 cHPE>d ¢KS 3ISYRSNI OFGS3I2NR WFSYIESQ KIFa o
results in a total of 3.7% of the sample. No respondsrittending the online survey

identified themselves a#livereQ> @¢gKAOK Kl & Ffaz2 oSSy I LRGSY
2LIiA2yFf 3ASYRSNI ljdSatiAz2yd [/ 2yOSNYyAy3a GKS g
minimum age selected is 19 atite oldest respondent is 65, which is the maximum

38 +tft26SR F2NJ LI NIAOALI GAYy3I Ay GKS 2ytAyS
composition is 40.28 with eespectivestandarddeviation of 11.% years. Regarding

the highest completed education leveltoof 199 valid completions, 95 respondents

A X 2z oA = oA

48t SOYISASNBAGRET | YA DS NHEdchtdgorgamountedid 48 BR { OA Sy OS
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0KS Kighi SI2NE W

Fda KAIKSAG O2YLX SGSR SRdzOF A2y G6KA

totalling to 30.2% of the sample. The composition of the other categories in
descending academic 2 NRSNJ | NB OlpfizA 2 Y ¢ aABRHS {OK22f .

Wpprenticeshif

|y Romptilsory®chool ®

3.5.2 Sale Reliability

/ N2 y 6|l HakbBeh calculatefbr every scaléo assesits reliability, which needs

to be above 0.7 to be considered reliabidl. constructs exceeded the threshold of 0.7

and hence can be considered as reliapfable 1) To furtherS @  dzl G S

iKS AdSya

reliabilities the item discriminationhas been conducted as well. A correlation value

above 0.3 is usually portrayed asfficiendd ¢ KS & dzNJS @& Qstatelay RA OA Rdzl f

minimum correlation value of 0.32t 2 y 3

maximum correlation value amounting to 0.9 can be fowithin the samescale and

both items have been concerned with the authenticity of thé é A f S NE&E Q

0 KS WlLieNaikmsgaeRhe i NHza G Ay

Adza il Ayl o

actions.For further analysis, composite scorémeans)of all constructs have been

calculated

Tablel: Cronbach's of Constructs

Constructs

Items

Cronbach's a

Consumers' Trust in the
E-Tailer

The retailer seems to be competent in implementing sustainable supply chain practices.

The retailer seems knowledgeable with respect to implementing sustainable shipping practices.

The retailer seems truthful in its disclosure of sustainable shipping practices.

The retailer seems sincere in implementing sustainable shipping practices.

The retailer’s involvement in sustainability seems altruistic.

The retailer seems genuine in implementing sustainable shipping practices.

The retailer’s involvement in sustainability seems to be guided by self-interest.

The retailer seems to be effective in implementing sustainable supply chain practices.

0.94

Credibility Perceptions

Fair

Accurate

The presented label seems: [Balanced

Comprehensive

Reliable

0.87

Visit Intention

| would visit this online shop.

In the future, | would very probably shop at this online shop.

| would visit this online shop regularly.

| would consider this online shop for my purchases.

0.93

Word-of-Mouth Marketing

| would speak positively about this online shop.

| would recommend this online shop to my friends.

If my friends were looking for apparel products, | would recommend them to try this online shop.

0.94

Perceived Diagnosticity

The online shop includes detailed information about the delivery process.

The given information has been sufficient for assessing this online shop.

The delivery process' characteristics are clearly explained.

0.91
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3.5.3 Manipulation Checks

This subchaptesinalyseghe manipulation checks which have been conducted to test

whetherthe participants were able to differentiate beeen thethree labels and their

corresponding diagnosticity levels. The first manipulation checkelates to the
NBEaLR2YRSY(iaQ RATT ShkBpfescntedildbevgisionsd tenS &y G KS
GKS 2yfAyS aK2LIQa LINRLI 3L GAZY 2frie®iP2f 23410+
processeqTable2). The respondents indicated their agreement along a Likert scale

ranging from 1 (completely disagree) to 7 (completely agree).

Table2: Manipulation Check Label

Descriptive Statistics

Group Mean Std. Deviation N
No Label 2.19 1.37 37
Deliver Label 3.09 1.60 81
Eco Label 5.33 1.38 83

Dependent Variableh y f A yS { K 2 LJQ &cologht® Bainedits (i A 2

Highly significant differences between the three meanslable 2can be observed

(F(2,198=76.Z, p<.001). The respondentsexposed tothe ecclabel showeda

significantly highet©2 y a Sy & NB 3 NR A ypibpagatos of 2oplogical S a4 K2 LIQ &
benefitscomparelR (12 GKS ab2 [0St ¢ (TabfeB. d5St A GSNE [ | 6

The second manipulation checknalyse the participantfability to distinguish
between the two different diagnosticity levelBhreeitems, asking respondents about

the details communicated by the lahalssessed differences in diagnosticity between
the two experimental conditions (high vs. low diagnosticifycomposite score was
calculated which served as dependent variable in the ANOVA, while the group

represented the factor variable.

Table3: Manipulation Checkiagnosticity

Descriptive Statistics

Group Mean Std. Deviation N
Low Diagnosticity 2.84 1.42 118
High Diagnosticity 4.53 1.49 83

Dependent VariablePerceivediagnosticity
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The two meansn Table 3are significanty different from another(F(1,199)86.01,

p<.001). The averagerespondent LINB a Sy i SR gA (K (Kl@bel WKAIK RAL
indicated a significantly higher agreemeNtS 3 NRAYy 3 (G KS 2y fAyS &K2LIQ
guality and sufficiencycompared to theéV f &iagnosticit? 3 NRedzkddt phrasing

of the items used for the manipulation ebks can be found in the appendix.

3.5.4 Data Analysis and Results

The following sectioprovidesa brief presentation of the statistical methods used for
data collection and analysis CdzNII KSNX2NB>X AlG Ff&az2 LINBaSyda |
results regarding the research questions and their corresponding hypotheses

introduced inChapter 3.1

Absolut frequencies and percentages have been used for the descriptive analysis of

the sample and its demographic characteristics. The entire process of data collection

and analysis is based ametric scale levelsis composite scosof published reliable

scales, which also proved reliable in the current data set (see Chaptg). 3&.test

all variables on their reliability, a reliability analysis has been conducted and their

I N2yol OKQa !'fLKI @FfdzSa KIGS 0SSy NBODASESROD
testing, composite scores in form of means have been calculated for every construct.

The main analysis has been conducted via testing the predefined hypotheses derived

from the research questions (see Chapter 3.1). H1 and H4 have been tested using an
ANOVAanalysisto evaluate ifeeb I 0 St & KIF @S | LRaAAGADBS Ay Tt dzSyC
in the etailer and to what extent diagnosticity levels are impacting credibility

perceptions. The remaining hypotheses H2, HB8d H5 concerned with the

interrelationships b8 6 SSy  O2 y & dzY S Ndi-ifouthli INaikatings. visid 2 NR

intention and credibility perceptions have been subjects of various regression

analyses.

Thevariousfindings of the conducted survey aseimmarized irseveraltablesand

visualized by statistical golas such as bar charts and scatterplots. The first part of the

NBadzZ 6aQ Fylfteara Aa RDVIOSHticgR whateitdit NBE & S| NDOK
ecolabels influence €l  Af SNAQ ONBRAOAfAGE YR O2yaSljdsSyid
and wordof-mouth marketing within the fashion industrisee Chapter 3.10ne of

the hypothesegienerated for this research questidii states a positive influence of
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ecof  6Sfa 2y 02y adxlerNEE: 4Eddaridzes the/ relaiidgaship S

between the presented 6 St Yy R 02y adzY S NEtaller (8IS A S R (i NHza
For testing this hypothesis an ANOVA has been conducted, includipgi@vise

comparisonin form of a Scéffé test As seen in Table 4, the distinction between the

froStaQ NBa Lgdyisigeitant (FEP8)Y=88.1Ap&.001). The Scheffé

0SadGQa cohdugeRhamtytiaresults for all three label groups camiso be

distinguished from each other highly significantly (all p<.001).

Table4: Consumers' Trust in theTRilerbased on Label

Descriptive Statistics

Group Mean Std. Deviation N
No Label 2.73 1.26 37
Delivery Label 3.73 1.26 81
Eco Label 4.66 0.95 83

Dependent VariableConsumers' Trust in the Railer

¢ KS & dzNIS e QstatedIbeir lalfreeReditgviél @n various items assessing
trust in the etailer from 1 (completely disagree) to 7 (completely agrelile eco
label group has received the highest mean value @f(#able 4)Within this label
group a standard deviation obaut 0.95can be observedSetting thedelivery label

in relation to consumer® (i NHza-tailety aymednfR.7 Bas been detected with a
corresponding standard deviation of 1.ZBhe lowest average agreement has been
measuredamong the participants who were not presented with any labesulting

in a mean value of about 2.7 and a standard deviation of 1.26.

The significant relationship betwedhe type off 6 St | yR O2y adzYSNAEQ { NHz
tailer has beerilustratedin a bar chartis well(Figure 1). Due to the significant results

indicating a positive influence of edabels on perceived consumer trust in the e

tailer, H1 can be accepteButting this information in the context of the experiment,

respondents who were presented with an elael(high and low diagnosticitgtated

higher trustperceptionstowards the onlineshop and etailer compared to the other

two labels
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Consumers' Trust in theiler

Mean
N
a1

No Label Delivery Label Eco Label
Groups

Figurel: Consumers' Trust in theTRilerfor Different Label Conditions

The second hgothesisformulated for research question RQ1 assumes that high levels
of trust in the etailer result in a positive influence dd 2 y & dz2xsi Nkn@on (see
Chapter 3.1)Totest this potential relationship, a linear regressianalysishas been
conducted.As visualizedby the scatterplot inFigure 2 the model predicting visit
intention by means o€onsumea tust in the etailer results in a highlgignificant R
(R=0.19, R44=0.18, F(1,199)=45.56, p<.0qE)gure 2) According to the regression
analysis, ensumer®) (i NHza (tailer yanhe ségn & a positivpredictor for
O2y adzYySNEQ A0S, [1=.432y ik BON)Thetefpre, iypothesis H2is
supportedstatingthat high levels of trust ifashion etailers have a positive influence
2y O2y adzySNAE Q The mard tiustwohy Paytidigams/ of the survey
perceived the online shop and retailer, the higher theish has beento visit the

online shop again.
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Figure2: Visit Intention based on Consumers' Tinghe ETailer

HypothesidH3, derived fromthe firstresearch question, states thhtgh levels of trust

in the etailer have a positive influence dd 2 y a dzY S MEn@uthararkdRng(see
Chapter 3.1)The author has tested this hypothesigth alinearregression analysis
resulting in a highly significanf fr predicting wordof-mouth marketing based on
02y adzy SNA Q -téilet1=eai2o, Ryf=0.88KF$1,9$)=80.@, p<.00). Due to

the resulting positive valuebeinggreater than 0.5, high levebf consumer trustare
astrongpositive predictorf 2 NJ O 2 y & dof-@duih MarkethdNgR0.2,1 =54,
p<.001).This positiveelationship between the two variables has also been visualized

in a scatterplotcreatedin SPS$Figure 3)Based on these findings and calculations

H3, describingthe positive influence2 ¥ KA 3K GNHzaG S@g&ta 2y 0O2y3

mouth marketing can beconfirmed Survey respondents who perceived the online
shop and retailer as trustworthy are also more likelyptsitivelytalk about itwith

their friends and family.
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Figure3: Wordof-Mouth Marketing based o@onsumers' Trust in theTailer

The second part of KS NXB & dzfisidédiRatet 6 lthehgpathedes H4and H5,

both derived from the research question R@2e Chapter 3.1Jo what extent does

£ 08faQ RAL Iy 2aHGMIOANERQ  HOMNEEREGAEEIERtrust v

within the fashion industry@he firsthypotheses Héssumes that a label with high

diagnosticity has a positive influence oniid A £ S NE Q FoO NRikgAther £ A G & ®
implications oH4, an ANOVA analysis has been conducikd.two calculated means

inTable SNBf F GAy3 (2 GKS RAFFSNBYyG doinbtay2a0GA OA G L
significantly differ from each other (F(1,168.034, p=.848) The mean scoreesulting

from participants who were presented with the low diagnostidaipel amountsto

5.16 with a corresponding standard deviation of 0.§%able 5) C2 NJ G KS WKA 3IK
RAIFIIy2aGA0AGE8Q 3INRAzZLIZ B andddbBdard deYakidnloNJ YSIFy @I

about 1.13 hae been measured

Table5: Perceived € | At SNAQ / NBRAOGAfAGE o0FaSR 2y S5Al3Iy2aGA0AGEe

Descriptive Statistics

Group Mean Std. Deviation N
Low Diagnosticity 5.16 0.84 81
High Diagnosticity 5.19 1.13 83

Dependent VariableConsumers' Perceived Credibility eT &lers
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DuetotheAy 2A3IYAFAOL Y NBadA Ga YSHAdNAY3 + LRGSY
RAFIy2adA0OAlGe ' yR 02y a dalcGNpahesidbddd@iedS R ONB RA G
confirmed The data does not support the assumptiorK & f 1 6 Sf aQ RAIF3Iy2aii
anyinfluen§ 2y 02y adzYSNEQ LISaNSBESA OSR ONBRAOAT AGE 217

Thefinal hypothesidH5 relates to the research question RQ2 as well and states that

high credibilityof labelsK | & | L2 AAGA GBS Ay Ff dzSyO0S -2y O2yadzyS
tailer (see Chapter 3.1J0 test this hypothesjsinother linear regression analysis has

been carried out. The model predicty 3 O2 y & dzY SNA Q ( NHfalio $Ra Y Sl ya
credibility resuls in a highly significant ?2RR? =0.22, R.q=0.2, F(1,162)=46.73,

p<.001) The calculate#l -valueof 0.47 suggests perceivédl 0 Sddihilldy being a

medium positivepredictor forQ 2 y & d2vuSt MEhQetailer 8=0.57] =.47, p<.001).

To visualizehe two variable®positive linear relationshipa scatterplothas been

created(Figure 4).
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Figure4: Consumers' Trust in theTiler based on Perceivgd: 6 Sredibity

According to the statistical analysis, higbelcredibility perceived by the consumers
has apositiveinfluenceon trust towards the dailer andtherefore Hypothesisb can
be supported In the context of the conducted experimentespondents who
perceived thelabel presented in thenline store as crediblerere more likely toalso

state high trust towards the-gailer.
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3.6 Discussiorof Resultsand Recommendations

The aim of the following discussion isriate the analysed literaturéo the findings

of the experimentln this chapter, the author carries out a detailed comparison of all
the results from secondary as well as primary sources and concludes with answering
the two main research questionBased on thaliscussbn and interpraation of the

major outcomes and their implications, the author also provides a few careful

recommendations for organizations within tlalysedndustry.

Regarding the conducteelxperiment the findings have been partly identical to the

results derived from extant literature. According toHansen and Kull (1993), an
STTSOGUADS (22f T2NI AYONBlaiy3da O2yadzySNEQ
is the implementation of ectabels. his exactrelationshipbetween ecelabels and

credibility perceptions has also been observed indbkected dataConsumerseem

to perceivee-tailersin generalas more credible and trustworthywhen confronted

with an ecelabel. Elaborating on thisncrease in trust and credibilitythe surve® a

results as well as previous academic reseaahcluded that these two variablese

a strong predictor fohigher visit intention and worebf-mouth marketing Thegersen

et al., 2010) (Figure & 3). Based orthese findingsjt may be assumed thatnline

shopsYAIKG 6S FofS G2 AYyONBI &sS, wirékddrhdhth Odza (1 2 YS NA

marketing and in the longerm sales and profits by establishirggedible and
trustworthy ecolabelling for their products Therefore, the author suggest®
organizations within the fashion industry #mploy sustainablestrategiessuch as
climate neutral delivery processes as differentiation strategy among competitors and

to potentially increaseustomertraction ard demand.

The second research question RQ2 has been mainly concerned with the potential

STFSOGE 2F t108f4Q RAI Irggrdiigkrédiviitganciyist 02 y & dzY § NJ

(see Chapter 3.1Contradicting to the findings of the secondary sources withe
literature review and consequently unexpect for the author has been the
AYyaAr3ayATAOl yOS m@rEonfumdr Sefcéptndwb éxtdryiad raséakcd A (i &
articlesanalysed in Chapter 2&oncludedfrom their findings that labels including

more, and higherquality information are more relevantrustworthy, and credible for
consumers (Atkinson & Rosenthal, 2014; Zou & Liu, 20h&stands in starkontrast

to the presentresults, in which additional information for ecand deliveryabelshad
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y2 aAIYAFAOFIY G AYLI Ol 2y towsddgtiedAdi®rNER® ONBRAOAT A
current researchcustomersdo actually differentiatdoetweenlabels withlow or high

diagnosticity however, this differentiation did not result in any influencepmrceived

credibility(Table 5)[ I 6 St & & dzOKS dziENIGIOt RSTIRISSNBSENE ¥ RK i@ 6 a
led to the same increase in perceived credibilitygardless oincluded additional

and/or more tangible informationThS S E LIS NdsufsSuyggeStiEat mostonline

fashion customersnight not critically asseseco- or delivery labeldased on their

actual inplications. Consequently,dshion etailers could benefit from the positive

effects of utilizing ecdabels, withoutthe need ofclearly statingl K S fekastSt Qa

sustainable impacts or positive environmental effecdspotential reason for the

described contradiction between previous acadesicrcesandthe presentresults

could be tle different industries the research has beeonductedin. Qustomers

might be less criticawhen assessing environmentally friendly claims of fashion

products compared to foodhealthcare or transportation for instance.

Anotherpoint of connection between the findings of the conducted literature review
YR GKS adz2NBPSeé NBadzZ Ga KFra 0SSy (GKS AYLRNII Y
02y adzy SNE Q -tailétJrautaily &t\al., ZOKFgur& 4)As seen in the testing

of Hb, the exent to which consumers perceive a presented label as credibiated

to the overall perceived trust towards thetailer (Brach et al., 2017Based on the
similar findings from secondary and primary sources, it may be assumed that credible
labelling § essential for establishing sustainable consumer trust.potential
explanationfor this relationshipmay be found in signaling theory, éabels are
increasingly importantcues especially for online customefsee Chapter2.4.1).
Therefore, the author reommends fashiore-tailers to sufficiently invest money,
time, andeffort into transparent sustainable practicés supportstrong and credible
ecolabelling strategiesHigh levels of consumer trusand their beneficial and
profitable outcomes couldbe achieved through focusing on welitesigned and

appealingabek regardless of their diagnosticityd actuaimplications
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3.7 Limitations and Further Prospects

The most significantmitation has been the relatively small sam@zeof 199 valid

survey completion# relation to a randomized experiment with five differagroups

Furthermore, it may be assumed that the collected data might underly a certain bias,

due to the utilization of the2 Yt Ay S & dzZNIIS e (tadgeting al@ermanO | ¢ 2 NJ S NJ>
sample ! RRAGA2Y I € 02 0KAa LR GSYyGAlf OAl az 0K
characteristics indicate a majorityf respondents being male (62%) ardlecting

university as their highest completed edueati(47.7%) The questionnaire should

have been sent out in a more diverse foisn, that the sample would presumably also

be more diverseln general, representativity of the sample cannot be claimed, neither

for a population nor for a specific target poptibn.

A positive characteristic has beehetimplementation oftwo manipulation checks

within the online surveyincreasing the vality of the interpretationsThe experiment

alsoreceived positivgparticipant feedbackon its design and realistic layouf the

online shop and its generalppealing labelsAs discussed in ChapteB3the survey

did notdelivera significanNBS f | G A2y aKAL) 0SG6SSy f10StaQ RALl3
perceptions, which strongly contradicthe findings of secondary sourcesThis

condition might be due to the inevitable differences between observing customer

behaviour within an experiment and relifle observationslt can be assumed that

fashion consumers might perceive the importance aff 8 Q RALF I3y 2a 0 A O0OAG& RA
when shopping familiar brands or in physical retail sto@se to the limiting survey

been an unconsidered impact factar¥ G KS dings@ar fudh& inforingtion

see Shaw et al., 26). One of the most important and relevaaspecs for the fashion

industry observed in the survey would be thmissing necessity fohigh label

diagnosticity.

The author strongly suggestsrther researt in the field of greenwashing, regarding

the beneficial implications @fco-labels, regardless difieir verifiabilityfor consumers

Additional research mayalso be conductedfor different types of fashion labels,

various diagnosticity levels and theirlidf A O G A2y a 2y Odzali2YSNARQ 0 dz
The authorrecommendsa fieldstudy in a physical fashion store, to overcome the

previously discussed limitations of an online survey.
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5 Appendix

5.1 Online Shop Layout

EcoLabelg High Diagnosticity
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cO < Wir unterstiitzen nachhaltige Projekte in Europa, die eine
N ut2ra | Wir liefern Klima-Neutrall Wiederbepflanzung und den Schutz heimischer Walder férdern.
e o .

% Weiters investieren wir in erneuerbare Energiequellen in China
und Indien, um eine kohlenstoffarmere Wirtschaft zu erméglichen.
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