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Abstract

Purpose — The purpose of this paper is to find out the influences of sustainability labels on fashion buying behaviour.
Despite key information about Fair Trade is provided in all stores of the sample company, customers seem not to be
aware of the Fair Trade concept. Therefore this paper aims to give recommendations for a fashion retailer in terms of
elucidation about Fair Trade by answering the following research questions: Which influences do sustainability
labels wield on customer’s buying behaviour? Are consumers of textile products aware of the function and
backgrounds of the Fair Trade label?

Design/methodology/approach — A paper-based questionnaire was administered to 128 customers of a German
fashion retailer “Adler Modemirkte AG” in four city stores from which 127 were correctly completed. Additionally
an adjusted self-completion questionnaire administered to 50.000 customers online from which a total of 1.712 were
correctly completed. Descriptive analysis and cross-tabulations were applied to abstract the main research findings
and evaluate the hypotheses.

Findings — Key findings suggest that Adler should either enhance their communication strategy regarding Fair Trade
or remove Fair Trade products from the assortment, as the majority of respondents are not aware of Adlers’ Fair
Trade products. The Fair Trade label could neither be identified as consumer-barrier nor sales support. Further
findings revealed participants have more knowledge about Fair Trade than initially assumed.

Research limitations/implications — Majorly women aged between 56 and 75 participated in the survey. Findings
are limited to geography, the target group of the fashion retailer Adler, gender, age group and the research method
questionnaire.

Keywords: fair trade, sustainability labels, attitude-behaviour gap, social desirability bias, buying behaviour
1. Introduction

Germany is historically one of the biggest markets for organic products (predominantly food) in Europe (Wright and
McCrea, 2008). A steady growth in this segment can be recorded for the past ten years (Janssen and Hamm, 2014).
The majority of participants in a representative poll in Germany in 2006 showed their willingness to pay (WTP) for
organic and Fair Trade (FT) products with a premium compared to conventional products (Andorfer and Liebe,
2015). Based on this study, enhanced consumer awareness for FT products can be assumed in Germany. As a
consequence of the collapse of the apparel factory complex Rana Plaza 2013 in Savar, a city in Bangladesh (Saini,
2015), the German Federal Minister for Economic Cooperation and Development, Dr. Gerd Miiller, initiated the
so-called “Textilbiindnis” in 2014 (Hackenberg, 2015). This bound of fashion brands, associations and any
organisations related to social or textile aspects shall work out a distinctive action plan to strengthen sustainable
supply chains. The “Textilbiindnis” however is not unique insofar as currently three other countries (Note 1) are
involved in so-called action-plans to improve and spread knowledge about sustainability in textiles. All three
countries worked out a combined action plan together called “ECAP — European Clothing Action Plan” (“ECAP -
European clothing action plan,” 2015). Germany does not participate in this action plan. The German government’s
intention is further to motivate interested citizens to deepen their knowledge about the variety of textile labels. To
this regard, the Federal Ministry for Economic Cooperation and Development launched in February 2015
“Siegelklarheit” (Note 2), a website dedicated to visualize the differences of thirteen textile labels (Bender, 2015).
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The numerous textile labels used in Germany can be classified into four major groups: cotton, environment, health
and social (see Table 1). Several labels cannot be put into one particular classification group as they aim to fulfil
diverse certification requirements. This overview reflects the difficulty for the average textile customer to distinct
between the available labels, as the majority of them fulfil two or three requirements at the same time. Table 1
doesn’t include labels, which have been developed by fashion brands or retailers themselves. (Note 3)

Table 1. Source: own figure referring to BMZ (2015)

Cotton Environment Health Social
BCI Better Cotton Blauer Engel Blauer Engel Fair Wear Foundation
Initiative Blue Sign GOTS-Global Organic GOTS-Global Organic
Cotton Made in Africa EU Ecolabel — Textil Textile Standard Textile Standard
Fair Trade Cotton GOTS-Global Organic Textile Textiles Vertrauen - BCI Better Cotton
Standard Okotex Initiative
Naturtextil IVN zertifiziert Cotton Made in Africa
BEST Fair Trade Cotton
GRS Global Recycled Standard Fair Trade
Okotex - made in green BSCI

Fair Trade Cotton

The following part of introduction focuses predominantly on the sustainable textile label Fair Trade. The
FT-movement evolved from a niche phenomenon as an ethical aim of consumer groups to a serious mainstream
economical business, addressing different customer groups influenced by the change of attitudes towards organic and
FT products (Note 4) (Wright and McCrea, 2008). According to Rice, (2006), it can be considered as both, “an
activist and a consumerist movement“. The necessity of fair compensation and the creation of a prospering
economical environment in developing countries is and has been the goal for FT for more than 50 years by now
(Renard, 2003). The FT organization aims at setting fair and long-lasting business partnerships between producers
and traders, predominantly in developing countries. The producer can negotiate the prices for products directly and
skip intermediary. To achieve economical sustainability in this system, farmers and producers shall pay their workers
a minimum wage according to the ILO-standards. (Note 5) As part of the FT-concept, farmers should use sustainable,
environmental-friendly practices to grow their crop. As a characteristic for FT, supported production, small farmers
organize themselves democratically in groups to reach a bigger market influence (Mohan, 2009). FT offers a variety
of products covering groceries (e.g. coffee, chocolate or rice), cotton-textiles, spices, flowers, gold and soccer balls
(Fair Trade, 2014). Due to the current interest in fair products and sustainable produced goods, retailers are facing a
growing demand for FT products (Huet, 2013). In 2014, consumers in Germany bought FT-labelled products worth
827 million EUR, which makes up a total growth of 26% compared to the former year. The growing influence of FT
products is reflected in textiles, which realise a growth of 120% from 2013 to 2014, along with honey and mixed soft
drinks (Fair Trade, 2014). Eight million purchased textile FT pieces resulted in a FT bonus of about 500.000 EUR to
the farmers Fair Trade (2014) & Fair Trade (2015). The FT organization plans to introduce its own certification of
the whole textile supply chain. The launch of this FT textile standard will approximately be in the first quarter of
2016 (Fair Trade, 2015). FT products don’t necessarily have to be organic and organic products don’t aim to
classified as FT (Ruigrok, 2011). However, the percentage of organic related textile FT products rose from 9% in
2013 up to 26% in 2014 (Fair Trade, 2014).

The German fashion retailer Adler Modemirkte AG was chosen for this study because the company, one of the first
German fashion retailers, started to sell FT products in 2010 (Textilwirtschaft, 2010). The paramount goal of the
survey is to carve out the influences of the FT label on Adler customers and to understand customer’s knowledge
about FT and if this knowledge can be assessed as a major criterion for the example of an ethical consumer.
Therefore the following research questions have been developed: Which influences do sustainability labels wield on
customer’s buying behaviour? Are consumers of textile products aware of the function and backgrounds of the Fair
Trade label? Additional to these aims the survey is designed to gather information about general ethical buying
behaviour. Subsequently related questions are: Where do customers buy groceries and do they care about the origin
of everyday goods? Do they donate money to charity organizations on top of buying FT products? The research
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about the Adler customer is conducted both in-store and online. This article is structured as follows: The theoretical
basis of what has been examined in research before is being reviewed in part 2. Following to this the disposed
research techniques for this paper are being presented in part 3. The results of this methodology are presented and
discussed in part 4. A general conclusion of the results as well as a recommendation of action for Adler is presented
in chapter 5.This article is being closed with Chapter 6 by illustrating the research limitations and implementations of
this study.

2. Literature Review and Hypotheses Development

Numerous studies in psychology, ecology and economy deal with the role of FT. Superior research issues are
customer role, customer perspective and WTP so far (De Pelsmacker et al., 2005; Grankvist and Biel, 2007).
Customer’s interest in organic and FT products increased significantly within the past ten years. Correspondently
scientific interest focused on the average FT customer. However, in Germany only a modicum of research dealt with
the FT customer in particular. Due to this fact, purchasing behaviour is dependent on cultural backgrounds, to define
a profile for an ideally FT customer is not likely to happen. Because cultural backgrounds in Western Europe don’t
differ drastically, research about FT customers in neighbouring European markets are helpful to understand the
particular German FT customer.

Ethical consumption can be defined as “the conscious and deliberate decision to make certain consumption choices
due to personal moral beliefs and values” (Oh and Yoon, 2014). The market size for ethical consumption has tripled
during the last decade, though the financial crisis in 2008 decreased customer’s willingness to buy price-sensitive
products (Jdgel et al., 2012). Hence the question how to define today’s ethical consumer has become a subject of
interest. Several factors influence the ethical consumer: economic constraints, social status and class, attitude as well
as personal ethic values in FT-consumption (Andorfer, 2013). Considering ethical consumption in terms of economic
constraint, predominantly consumers with higher income are more likely to pay a premium for products labelled as
“ethical” (Note 6) and approve in general a higher WTP for ethical goods, compared with low income consumers
(Liebe and Preisendorfer, 2007). However, not only monetary capital but also cultural capital can have a huge impact
on the ethical consumption behaviour. The social status may lead to an ecosystem of people who expect their
participants to have a certain amount of knowledge about ethical products. (Andorfer, 2013) In addition to social
status and class, the social demeanour of consumers are to be considered prior, when describing an ethical consumer
(De Pelsmacker and Janssens, 2007). The more a consumer does appreciate a product, the more likely the buying
decision will turn out to be positive. Ajzen ("Theory of planned behaviour”, 1991) detailed the correlation between
the consumer’s acceptance of a product and a positive buying decision. According to this model, “the behavior of
interest is influenced by the individual's readiness to perform this behavior (i.e., intentions to buy FT products),
which in turn is influenced by the individual's positive or negative evaluation of a particular behavior (i.e., attitudes
towards buying FT products), a subjective norm (i.e., an individual's perception about buying FT products influenced
by the judgment of significant others such as parents, colleagues and close friends), and perceived behavioural
control (i.e., perceived difficulty or ease in buying FT products)” (Ladhari and Tchetgna, 2015). Several
determinants about FT-buying behaviour have been added in other studies (Ladhari and Tchetgna, 2015): Consumer
knowledge (De Pelsmacker and Janssens, 2007), Quantity and quality about FT (De Pelsmacker and Janssens, 2007),
Ethical obligations and self-identity (Shaw and Shiu, 2003), Moral motives (Varul, 2009), Socially responsible
attitudes (Long and Murray, 2013), and FT corporate evaluation (Kim et al., 2010).

A positive attitude towards ethical organisations and their work as a general concern about the environment,
influences the purchase decision (Andorfer, 2013). Public criticism in terms of unfavourable or wrong information
and negative experience due to a lack of transparency by a company producing ethical products will decrease
consumer’s trust in a product offer. Subsequently a lower expectation level causes negative assessment by
customer’s towards ethical products (De Pelsmacker and Janssens, 2007). Though the effect of religiousness seem
not strongly influence ethical buying behaviour, individual ethical values do have an impact (Doran and Natale,
2011). Ethical consumers individual values should also be considered as pointing “to general guidelines for
individual action and shed light on pertinent moral motives and beliefs underlying ethical consumption practices
beyond consumers’ economic constraints” (Andorfer, 2013). Oh and Yoon (2014) argue, “consumers are
transforming themselves from rational consumers valuing quality and price into ethical consumers whose priorities
for product choice centre around ethical values.” Ethical consumers look for opportunities to support initiatives and
companies, which do not harm the environment and any creature with their buying behaviour. Consequently they
“demand consumption ethics in daily life” (Oh and Yoon, 2014). Consumer decisions in favour of ethical products
have purchasing power to influence social behaviour and to challenge unethical production such as sweatshop labour.
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Consumers who support ethically produced goods distinguish themselves from those who do not care and thereby
“construct their own consumer identity as moral persons” (Varul, 2009).

Between the customer’s will to support initiatives to abolish poverty in developing countries and their decisions to
buy ethical a cap is to be noticed. Reasons, to name only two, may be social pressure on the one hand, and idealistic
plans on the other hand. Sales figures prove the market share of FT products to be quite small, whereas consumer’s
self-awareness reveals the importance of FT products for their self-esteem (Andorfer, 2013). Nicholls and Lee (2006)
described this phenomenon as “ethical purchase gap”. They refer to studies recognizing “significant differences
between consumers’ intentions to consume ethically, and their actual purchase behaviour” (Bray et al., 2011). The
“ethical purchase gap”, based on the attitude-behaviour gap, is characterized as a phenomenon in which consumers
show highly positive emotions and thoughts towards a specific product but don’t actually buy it (Carrington et al.,
2010). Numerous labels and certificates don’t support necessarily a correct and fair amount of information about the
ethical buying experience they promote. Subsequently, several labels are facing questions about their trustworthiness.
Additionally, consumer’s awareness about ethical buying is confused by the plenitude of eco and bio labels (Brécard,
2014). Though FT does not claim to be on top of ecology related labels, consumers associate FT along with eco and
bio-labels (Harbaugh et al., 2011). As a consequence, even ethical conscious consumers may mix up the meanings
behind the labels. Ruigrok (2011) concluded, mass consumers lacking the necessary knowledge of the average
consumer to distinct FT and organic labels. As described above, FT does not intent to label organic products, because
organic products cannot all be characterized as fairly produced. Organic farming happens in developed as well as
developing countries. A variety of different competing certification institutes entering the markets, increase
consumer’s confusion. Each label follows its own certification guidelines. Contents and approaches among labels
may overlap. However, consumers have to stay informed constantly to understand the distinctions between different
labels. To facilitate the use of labels for consumer’s benefit, Brécard (2014) claims, eco-labels should harmonize
their standards, to diminish consumer confusion. The vast amount of eco-labels minimizes consumer’s interest and
lessens the value of ethical labels. Andorfer and Liebe (2015) argue, customer’s lack information about production
prices and production backgrounds of goods lead to a loss of trust towards manufacturer and product. The seller (e.g.
supermarket) should provide the right amount of information to get the customer’s interest, though avoiding
alienating him with an information overload. Overloading information will decrease consumer’s interest in the
product. The credibility of a label or certificate is essentially linked to consumer’s comprehension (De Pelsmacker et
al., 2006). Media reports about failed FT-certification processes undermine the perception of FT-goods. Consumers
are easily influenced by negative information published and may stick to their state of knowledge (Ruigrok, 2011).
The average consumer’s trust in FT and comparable labels can be described as fragile. Repeatedly or randomly
perceived negative information could lead to the loss of interest in buying ethically labelled products (Mahé, 2010).

A “green-label” may have a huge impact on the sales figures as studies show (e.g. eco-friendly tuna) (Teisl et al.,
2002). Eco labels ignited change of production mechanism in the apparel industry after factories began to offer
organic fibres. Manufactures achieved premiums for sustainable produced goods (Nimon and Beghin, 1999). QR
codes and green smartphone apps could enhance the perception of green labels for the product itself (Atkinson,
2013). Eco-labels may trigger a so-called “halo-effect” on products (Sorqvist et al., 2015). The “halo-effect”
“consists of the circumstance, that several products with the FT logo are used to create the impression, that the whole
product range of the manufacturer or retailer, including also large corporations, is linked with the concept and its
values” (Stefanska and Nestorowicz, 2015). The “halo-effect” may increase positive perception of the product and
cause positive emotions on the part of the consumer “even there is no reasonable relation between the product label
and what is being evaluated about the product” (Sorqvist et al., 2015). This may also affect the buying behaviour of
customers as a consequence.

Although customer’s knowledge about textiles and food products are not necessarily comparable to each other, the
research results about FT food consumers can partly be conferred to FT cotton consumers. With one pivotal
limitation: textiles can never be distinguished from food products with the characteristic taste. Evaluating the
literature on FT so far, the research interest on FT and its influences focuses predominantly on food products. This
phenomenon is explicable because the history of FT began in the 1950’s for FT products whereas the first licences
for FT cotton were granted in 2005 worldwide, in Germany 2007 (Fair Trade, 2015). The FT label is unique insofar
as dealing with both, textile and food products, whereas all other labels are focussed on one or the other (see
label-overview in chapter 1).

The buying behaviour with regard to FT products is undoubtedly complex. Today’s FT consumers cannot as easily
be assessed as decades ago, when FT evolved from a niche phenomenon to mainstream label (Ingenbleek and
Reinders, 2013). Pivotal questions come up: Do FT products support a company’s efforts to build and influence
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brand loyalty? Are there comprehensible reasons for a consumer to pay a premium for FT products? The majority
research on FT consuming focuses on the WTP and behavioural intentions (De Pelsmacker et al., 2006; Koppel and
Schulze, 2013; Loureiro and Lotade, 2005; Rousseau, 2015). However, the motives which cause a consumer’s
decision to pay a premium can be enlightened with psychological research (Kim et al., 2010).

Fair Trade Buying Behaviour (FTBB) is strongly linked to individual ethical consumption values. Nevertheless,
several studies indicate, that global values appear to be outstanding motifs in influencing ethical decision-making
(Fraj and Martinez, 2006; Grankvist et al., 2007; Shaw et al., 2005). Kim et al., (2010) concluded ethical
consumption values to be a superior motif “in forming consumers’ evaluations of and directing subsequent
behaviours for Fair Trade Brands” compared with global values. Ethical consumption as value is perceived as the
main driver for the purchase of FT products, when FT values match with individual ethical values. Subsequently, FT
products are assumed to fulfil the consumer’s own aspirations to comply with ethical consumption (Kim et al.,
2010).

Product and corporate associations should be involved as well (Brown and Dacin, 1997). Consumer decisions refer
likely to former experiences with a FT product or a FT promoting company. If a T-Shirt didn’t match the quality and
design expectations, the consumer will probably neither recommend this product nor intend a repurchase. A
consumer, interested in repetitive purchases, will probably long for additional background information about the
producing company. A consumer, satisfied with the product as such, but getting information the producer is not
keeping up with moral standards, will presumably not buy products of this company in the future. As FT products in
general demand a premium compared with conventional products, consumers may lose the interest in keeping up
their buying behaviour for a specific product or company. Though a comprehensive outcome, the influence on FTBB
cannot be generalized, as consumer’s individual ethical approach may differ (Kim et al., 2010). FT is used for
marketing concepts to appeal consumers’ interest for the product, the points of sale (e.g. supermarket) and to support
a positive perception about the FT. Based on this marketing strategy, producer and seller are able to justify premiums
compared to conventional products and channel public’s awareness about FT (Koppel and Schulze, 2013).

What are the main motifs for customers to become a FT-consumer? If customers do link FT and certified products to
the attributes “right” and “correct” (Andorfer and Liebe, 2012), the probability to accept product and label is rising.
Second, if a customer has no concerns or scepticism towards FT as label distributing organisation, trusts in the
underlying concept, he is most likely purchasing FT products (De Pelsmacker and Janssens, 2007). Additionally, a
consumer can misuse his buying behaviour to let the morals of FT reflect on him as well. As a matter of fact, a
FT-consumer isn’t necessarily an overall organic-product consumer but may have an elevated awareness about the
environment and fairly traded products compared with consumers of conventional products. (Andorfer and Liebe,
2012) Brécard (2014) argue, if a green-labelled product will be sold at the same price like an unlabelled product,
more people would buy the labelled product as “good quality”, because these characteristics are associated with the
labelled product.

By considering existing literature the following Hypotheses are developed in order to answer the research questions
of the study at hand:

H I: Consumers have no well-grounded knowledge about Fair Trade.

H II: Active FT-consumers are convinced; their buying behaviour can change the circumstances in developing
countries.

H II: Green consumers also buy FT products.
H VI: Assimilated prices of labelled and un-labelled products increase awareness of labelled products.

H V: Additional product information (e.g. labels and stand-up displays close to the product) do not enhance
consumer's awareness of FT.

H VI: The FT-label influences the purchase decision.
3. Research Design and Methodology

This study is based on a survey accomplished in November and December 2015. Because of the quantified results,
this study will be classified as a quantitative research. The results will be collected with the statistic programme
SPSS and the data calculation programme Excel. The analysis of the results will be done with the descriptive
statistics and cross-tabulations to identify the main research findings as well as evaluating the hypotheses, which
have been developed in chapter two. The validity of the questionnaires used has been checked during prea-tests.
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3.1 Sample

Adler is a fashion retailer with a focus on a consumer target group of 45 years age and upward. The company is an
employer of more than 4,000 employees with 178 stores in four countries. The product assortment can be described
as middle-priced with a high standard of quality. In 2014, Adler sales revenue totalled 535 Mio. EUR. Adler is one
of the first German retailers, offering FT products with the beginning of 2010 (Adler, 2015). Therefore the
assumption is justified; Adler customers should have a minimum of knowledge about FT and its concepts. According
to internal data FT products make a total of less than one per cent of the assortment. The study “Top Shops 2015 of
Textilwirtschaft (Textilwirtschaft, 2015), the leading trade magazine, revealed that one per cent of the participants
(N=3.013) of the survey classified Adler as a retailer who is highly engaged in topics like sustainability,
eco-friendliness, energy-friendliness and the absence of harmful substances.

This study is based on a sample of customers from the German fashion retailer Adler Modemirkte AG. The
methodological medium survey was identified as the most appropriate and accessible technique to collect
information about the insight and background knowledge on FT, based on a comparable large number of customers.
To address as many customers as possible, the questionnaire was proposed to customers in four stores directly and to
customers who signed up for the Adler-newsletter via Email (50.000 people in total). One of the most cited
researchers in comparable market studies, Patrick de Pelsmaker, also used the medium survey as scientific method to
study consumer attitude and behaviour. He put the so-called “attitude-behaviour gap” in the centre of his research
about FT (De Pelsmacker et al., 2005). This phenomenon describes the gap between the consumer’s willingness to
buy ethical products but the not-resulting consumption choices for these products (Antonetti and Maklan, 2015). A
reason for the attitude-behaviour gap may be the “social desirability bias” (Cowe and Williams, 2000). Social
desirability bias accrues if respondents “do not provide fully accurate responses to questions, especially in reference
to topics of a sensitive nature. This most likely occurs when the characteristic, behaviour, or attitude being measured
conflicts with existing social norms and is perceived as being undesirable or even unacceptable by most of society”
(Gittelman et al., 2015). Bray et al. (2011) claim, social-desirability bias can be described as “over reporting of
ethical actions by research respondents seeking to give the “right” answer”. In order to reduce the social desirability
bias, specific questions have been arranged or removed from the in-store-questionnaire for the Email-questionnaire
(e.g. the question about their WTP for FT products, see the following paragraph). As equivalent, the in-store survey
was constructed as a dialogue and not self-completed as the respondents are mainly of high age and had difficulties
to read the questions.

3.2 Questionnaire Development and Design

The structure and content of the questionnaire are based on the hypotheses, developed in chapter two. A
questionnaire was used to determine the influence and nature of values effecting consumer decision making in this
context (Shaw et al., 2005). The items addresses in the questionnaire are based on evaluation of different studies. An
important basis for the questionnaire design was the study “Top Shops 2015 made by Textilwirtschaft in 2015
(Textilwirtschaft, 2015) as a pivotal orientation to shape particular questions. A second inspiration for the
questionnaire derived from a research on FT and its influences in buying behaviour from Patrick de Pelsmaker (De
Pelsmacker et al., 2006). In a first part of the questionnaire, the respondents were asked to name labels, which they
pay attention to when they go shopping. (Note 7) A variety of labels was presented to them including textile and food
labels (e.g. Bio-Label), all aiming to certify ecology, sustainability or FT. The interviewees were asked if, how often
and what kind of FT products they purchase. For the questionnaire, FT products were selected predominantly of the
food-sector, but customers could choose FT-textile-products as well. Consecutively customers were asked to name
the characteristics, they associate with FT products and furthermore if they know Adler FT labelled products. The
following question addressed the knowledge of customers about criteria, which products have to meet to be labelled
with the FT seal. Additionally customers were asked about the points of sale where they buy their groceries (e.g.
supermarket, discounter or local market). These questions are designed to confirm or falsify hypotheses one (I) three
(IIT) and five (V). In a second part of the questionnaire, respondents were asked to give additional information to
gather insights in their buying behaviour. Customers were asked if they could influence or change the living
conditions in developing countries with their buying behaviour. A pivotal question of the survey, based on the study
“Top Shops 2015 of Textilwirtschaft (Textilwirtschaft, 2015), addressed the question how customers assess their
WTP for FT products. The question addresses an assumed social-desirability bias. Respondents could assert to be
willing to pay a premium for a FT product because of detailed information about the aims of FT. In the stationary
survey respondents were asked to particularize an exact estimation in EUR. The online survey focused instead of
attributes, which FT products should have, to pay a premium, based on a Likert-type rating scale. The followed
questions dealt with the individual donation behaviour. Respondents were asked to specify the amount of money they
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donate every year to charitable organisations and if they prefer to donate money to FT directly (only in the stationary
survey) instead of buying FT products and if they know about former or current FT-projects. These questions are
designed to confirm or falsify hypotheses two (II), four (IV) and six (VI). The final part of the questionnaire
addresses statistical information about gender, age and profession.

3.2.1 Stationary Survey: Content and Implementation

The paper-based in-store survey was accomplished in four German cities: Bad Kreuznach, Wiesbaden, Saarbriicken,
Worms. These four stores are clustered as “city-stores” according to Adler. A city store is defined as a store, which is
located in city-centres and not in a shopping centre. With the exception of Worms, the other three cities are
dominated “FT cities” (Fair Trade Deutschland, 2015a). According to FT Deutschland, FT cities prescribe to support
FT and its products in the commune (Fair Trade Deutschland, 2015b). The survey took place in the four cities on
12.11.2015 and 13.11.2015. Store managers and some of the sales personnel were informed beforehand. Customers
were not informed in advance, to avoid pre-information about FT. The participants received chocolate as give away.
All in all, 128 people participated in the in-store survey. One person aborted the survey, which results in 127
validatable interviews.

3.2.2 Online Survey: Content and Implementation

The online survey was sent to all clients who receive the Adler newsletter. The questions differed slightly from those
of the in-store survey. The online-survey started two weeks after the in-store survey. It was compiled with the
online-tool www.webropolsurveys.com. The participants received 20% discount on their next online purchase as
give away. The questionnaire was sent to 50.000 people, included in the Newsletter, and 1.712 took part in the
survey (respond rate of 3.4%).

3.3 Hypotheses Indicators

In order to confirm or falsify the hypotheses developed in chapter two, the answers given to specific questions will
show the relationship between the questions asked in the survey and the hypotheses. Consequently, the answers of
the respondents directly support or abnegate the corresponding hypothesis (Table 2).

Table 2. Indicators for hypotheses (own figure)

Hypothesis Indicators

I. Consumers have no
knowledge about Fair Trade.

well-grounded

1. Frequency of label-recognition
2. Knowledge about FT-certification criteria
3. Knowledge about FT-projects

II. Active FT-consumers are convinced; their
buying  behaviour can change the
circumstances in developing countries.

1. Affirmation of buying FT products

2. Affirmation conviction to change circumstances with buying
behaviour

3.Affirmation of buying FT products to help other people

III. Green consumers also buy FT products.

1. Location for grocery shopping: wholefood shop,
bio-supermarket, market

2. Affirmation of buying FT products

IV. Assimilated prices of labelled and
un-labelled increase awareness of labelled
products.

1. Affirmation: respondent will acknowledge price increase of FT
products

2. Affirmation: Knows and buys at least two labels

V. Additional product information (e.g. labels
and stand-up displays close to the product) do
not enhance consumer's awareness of FT.

1. Knowledge if ADLER offers FT products
2. Knowledge of FT-assortment at ADLER
3. Frequency of buying clothes

VI. The FT-label influences the purchase
decision.

1. Affirmation of buying FT products.

2. Affirmation: growing interest in FT and similar organizations
since starting buying FT products

3. Affirmation: respondent feels good when buying FT products
4. Affirmation: personal environment emphasizes FT
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4. Findings and Discussion

The data collected in the stationary and the online survey have been registered in Excel first and then imported to
SPSS for further analysis. The data have been checked in consideration of validity, completeness, missing data and
irregularities. As the quantity of online-respondents is more than ten times above the stationary survey, the focus of
the findings will be on the online survey. However, the findings of the two parallel researches will be related later on.

To start with demographic criteria, age and gender have been selected to define the online-respondent (Note 8).
According to Table 3 above the majority (58.5%) of the respondents are between 56 and 75 years old and correspond
perfectly to the target group of Adler. Notable 72.4% of the respondents are female customers.

Table 3. Overview age and gender of respondents online-survey (own figure based on research results)

Absolute frequency  Relative  frequency
(online sample) (online-sample)

Demographic criterion

Gender Male 431 25,2
Female 1.240 72,4
No response 3 0,2
Abstention 38 2,2

Age > 35 years 51 3
36 -55 568 33,2
56 -75 1.001 58,5
<75 66 3,9
No response 4 0,2
Abstention 22 1,3
N 1.712 100

Findings H I: Consumers have no well-grounded knowledge about Fair Trade

The first indicator for H I Frequency of label-recognition (Table 4; multiple answers possible) reveals the three most
recognised labels are Bio-Siegel (93.7%), Textiles Vertrauen (90.6%) and Fair Trade (74.8%). As multiple criteria
could be chosen, the sum of respondents is higher than 1.712. Only about 30% of the respondents recognised the
other two labels GEPA and GOTS. FT claims, 8 out of 10 customers know the FT label (Fair Trade, 2015), which
can be verified insofar almost 75% of the polled customers aftirmed to know the FT label. All figures considered
every respondent identified 3.24 labels.

Table 4. Frequency label recognition online-survey (own figure based on research results)

Overview answers question Do you know the following labels?

Responses Percent of cases

Labels N Per cent

Knows Bio Label 1.604 29,1 93,7

Knows GEPA Label 571 10,4 33,4

Knows GOTS Label 510 9,2 29,8

Knows Textiles Vertrauen Label 1.551 28,1 90,6

Knows Fair Trade Label 1.280 23,2 74,8

Total 5.516 100,0 324,1

Table 4 is to be read as follows: N = number of times the respondents identified a label; Per cent = percentage given
is related to N of the label and total N = 5.516; Per cent of cases = percentage given is related to N = 1.702 (1.702
valid answers from total 1.712)
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The results for the second indicator Knowledge about FT-certification-criteria can be seen on Table 5. The
appropriate answers about the certification criteria are: Farmers receive a bonus, Farmers receive fair wages, No
forced labour, Freedom of association and No child labour. Table 5 displays the replies for the question about the
knowledge on FT certification criteria. As multiple criteria could be chosen, the sum of respondents is higher than
1.712. The three most selected answers turned out to be (see Table 5): “Farmers receive fair wages” (69.7%), “No
forced labour” (65.9%) and “No child labour” (75.2%). Just 20.5% of the respondents didn’t show any knowledge
about the FT certification criteria at all. Because the respondents had chosen mostly three out of five possible correct
answers, this indicator doesn’t support H 1. The respondents identified 3.19 criteria at an average.

Table 5. Frequencies multiple responses: FT-certification criteria (own figure based on research results)

Case Summary

Cases

Valid Missing Total

N Percent N Percent N Per cent
$FTa) 1280  74,80% 432 25,20% 1712 100,00%

a) Dichotomy group tabulated at value 1.

$FT certification criteria Frequencies

Responses Per cent of Cases
N Per cent
$FTCCa) FT certification criteria Renunciation of fertilizer 276 6,70% 21,60%
FT certification criteria Farmers receive a bonus 523 12,80% 40,90%
FT certification criteria Farmers receive fair wages 892 21,80% 69,70%
FT certification criteria No forced labour 844 20,60% 65,90%
FT certification criteria Freedom of association 225 5,50% 17,60%
FT certification criteria No child labour 963 23,50% 75,20%
FT certification criteria Manual crop 109 2,70% 8,50%
FT certification criteria No knowledge 262 6,40% 20,50%
Total 4.094 100,00%  319,80%

a) Dichotomy group tabulated at value 1.

Cases in this context mean respondent. Table 5 is to be read as follows: N = number of times the respondents
identified this criterion as a valid one; Per cent = percentage given is related to N of the criterion and total N = 4.094;
Per cent of cases = percentage given is related to N = 1.280 (as 1.280 marked criteria with “yes”)

Considering the last indicator Knowledge about FT projects, the results suggest the respondents don’t have any
knowledge about FT-projects. Only one person was able to name two FT-projects (“COMSA Honduras for fair
coffee” and “Canaan Fair Trade Trees for life”). Many respondents didn’t understand the question correctly and
replied with “chocolate” or “I don’t like Fair Trade”.

Taking the results of all indicators together it can be summarised, the first hypothesis is falsified as two out of three
indicators result in positive FT knowledge.

Findings H II: Active FT-consumers are convinced; their buying behaviour can change the circumstances in
developing countries

To verify this hypothesis, the variable “Affirmation of buying FT products” is chosen as the dependent variable. All
in all, 624 people affirmed, they buy FT products, which make 36.4% of the total sample. 6.25% of these
FT-consumers indicate, they buy FT products very often (daily to weekly), 41.9% frequently (weekly to monthly)
and 51.2% irregular to seldom (Note 9) These numbers imply, affirmed FT-consumers can be classified as active
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FT-consumers as only four of all customers, who ever bought a FT-product have stopped purchasing products with
the FT label.

Table 6 shows a cross-tabulation of the two parameters “Buys FT products” and “Change of circumstances with
buying behaviour”. Although predominantly active FT consumers among the respondents consider to be able to
influence circumstances such as living conditions in developing countries (answers 1-3) should be taken into account
while evaluating H I, a view on non-active FT consumers should give interesting insights. A view at the tabulation
reveals active FT consumers are more sceptical about the effects of their buying behaviour. Non-active FT
consumers are comparably more convinced their product choice will make a difference to circumstances in
developing countries. 59.46% active FT consumers consider their buying behaviour won’t make a significant
difference in developing countries but that every kind of support may lead to positive developments. 4.7% of the
active FT-consumers consider they cannot change anything with their buying behaviour. This provokes the question
why do they buy FT products then, if they don’t think it will lead to any changes? To find an answer to this
contradiction, a second cross-tabulation using a different parameter will be examined in the subsequent Table 7.

Table 6. Cross-tabulation Buys FT products * Change of circumstances (own figure based on research results)

Buys FT products * Change of circumstances with buying behaviour Cross-tabulation

Change of circumstances with buying behaviour Total
Yes, Maybe not a Only if we No, I cannot
totally. lot, but every all pull the change anything
kind of support string with my buying
may do good.  together. behaviour.
Buys FT No  Count 106 519 321 142 1088
products % within Change of
circumstances with BB 56,10% 58,30% 69,50% 83,00% 63,60%
Yes Count 83 371 141 29 624
% within Change of
circumstances with BB 43,90% 41,70% 30,50% 17,00% 36,40%
Total Count 189 890 462 171 1712
% within Change of
circumstances with BB 100% 100% 100% 100% 100%

N=1.712

Consumers have a positive perception about the impact of their buying behaviour. The result of the first three
answers combined, indicate a total number of 95.4% (N = 595) of active FT-customers, who believe in the impact of
their buying behaviour. Table 7 reflects customers’ responses about buying FT products in general, as well as their
self-perception about their buying behaviour of FT products in order to support other people (e.g. the producers).
Active FT-customers buy FT products at least to support other people “a little bit” (32.7%) and mostly to act
supportive (46.7%). According to this tabulation 39.8% of non-active consumers didn’t answer question, whereas all
of the active FT-consumers gave at least one reply. Referring to the question above an isolated question about the
impact of one’s buying behaviour doesn’t reveal an indication consumer’s motifs to buy FT products. Motifs can be
beyond the willingness to change circumstances in developing countries. In this case it is the “simple” support of
other people, not specifically from developing countries.
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Table 7. Cross-tabulation Buys FT products * Customer’s self-perception: supportive (own figure based on research
results)

Buys FT products * Customer's self perception: supportive Cross-tabulation

Customer's self perception: supportive Total
No response No, not atall. A little bit. ~ Yes, Abstention
given. totally.
Buys FT No Count 432 83 206 211 156 1.088
products % within
Customer's self 1) 160, 55.70% 50,20% 42,00% 71,20% 63,60%
perception:
supportive
Yes Count 0 66 204 291 63 624
% within
Customer's self , 44,30% 49,80% 58,00%  28,80% 36,40%
perception:
supportive
Total Count 432 149 410 502 219 1.712
% within
Customer's self 5, 100% 100% 100%  100% 100%
perception:
supportive

The analysis of the two indicators for H II concludes this hypothesis to be confirmed, as both indicators lead to a
positive self-perception of the active FT-consumer.

Findings H III: Green consumers also buy FT products

Table 8 shows the frequencies of responses for the question of where the respondents buy their groceries. As
displayed on Table 8, an average of 2.5 locations have been selected for grocery shopping. The three most mentioned
destinations are supermarket (88.9%), discounter (73.2%) and local market (50.4%). To evaluate the third hypothesis,
the location for grocery shopping and the affirmation of buying FT products will be related to each other. Hereby
green consumers are defined as consumers, buying their groceries at either bio-supermarkets, wholefood shops or at
local markets. It is not feasible to distinguish conventional consumers from green consumers with regard to the
destination supermarket or discounter, as in general many biological and FT products are available for both groups.

Table 8. Frequencies multiple response: Locations for grocery shopping (own figure based on research results)

Case Summary

Cases

Valid Missing Total

N Percent N Percent N Per cent
$Groceries a) 1706  99,60% 6 0,40% 1712 100,00%

a) Dichotomy group tabulated at value 1.
$Groceries Frequencies

Responses Per cent of
Cases
N Per cent
$Groceries a) Supermarket 1.516 35,50% 88,90%
Discounter 1.248 29,20% 73,20%
Bio-supermarket 318 7,50% 18,60%
Wholefood-shop 268 6,30% 15,70%
Local market 860 20,10% 50,40%
Online 58 1,40% 3,40%
Total 4.268 100,00%  250,20%

a) Dichotomy group tabulated at value 1.
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Table 8 is to be read as follows: N = number of times the respondents identified this answer option with “yes”, Per
cent = percentage given is related to N of the grocery shopping location and total N = 4.268, Per cent of cases =
percentage given is related to N = 1.706 (as 1.706 marked location with “yes”)

Table 9 shows a majority of the active FT-consumers buys their groceries at local markets. The answers to the
multiple choice question indicate, for those respondents who marked “market” with yes, this destination is not the
main location for their grocery shopping. However, about 58% of the active FT-consumers buy groceries at local
markets, indicating they care about local and high quality products. The other two location options, bio-supermarkets
and wholefood shops, are less frequented than local markets. This may be due to the fact, bio-supermarkets are not
available in every city yet and wholefood shops cannot offer a big assortment like supermarkets. Nevertheless 25%
of the active FT-consumers declared to buy their groceries at bio-supermarkets and wholefood-shops. These results
confirm H IIL.

Table 9. Cross-tabulation Location of grocery shopping * Buys FT products yes (own figure based on research
results)

Location of grocery shopping * Buys FT products YES cross-tabulation

Buys FT products YES o/ \ithin Buys FT products yes
(from total N=1.712) (from total N=624)
Bio-supermarket 178 28,50
Wholefood-shop 162 25,90
Local market 360 57,69

Findings H IV: Assimilated prices of labelled and un-labelled products increase awareness of labelled
products

Adler is the first German retailer, who started to sell products made of FT-cotton in 2010. However, in 2011 the
management board decided to assimilate price and design of the products due to unsatisfying the sales figures (Note
10). It could therefore be presumed, that Adler-customers showed a higher awareness of the FT-assortment
afterwards. Given the data of this study, this hypothesis can neither be confirmed nor falsified. Yet according to
Adler the sales didn’t increase after the assimilation. However, the sales volume with FT products is not a satisfying
result for the company (Note 11). The elaborated variables for this hypothesis will not contribute to come to an
unambiguous result, because data from 2010 until 2015 are missing, as this is the first time a study like this is being
accomplished. Taking this research approach into account it should be examined more detailed in additional
research.

Findings H V: Additional product information (e.g. labels and stand-up displays close to the product) do not
enhance consumer's awareness of FT

Adler stores offering FT products, supply a variety of information about FT. For example special displays on top of
product carriers inform with a picture about FT cotton crop in Africa and advise three main details concerning FT
(e.g. that farmers receive fair wages). In addition to that there are special hangtags on the products informing about
the origin of the cotton and show the FT label. Some stores put posters, which inform about FT, close to the product.
The customers can additionally inform themselves on the website of Adler about the FT product range and collect
background information about FT. To verify the hypothesis first respondents have to be scrutinised, who are aware
of Adler offers FT products (Table 10). Only 37.1% of all respondents know, that Adler supplies FT products in the
assortment. More than half of the sample (62.9%) didn’t know this at all. To evaluate this hypothesis the focus will
be on informed respondents (those, who know the FT label). In a first step, the number of informed respondents with
knowledge about Adler offering FT products will be audited.
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Table 10. Cross-tabulation Knows FT-label * Does Adler offer FT products? (own figure based on research results)
Knows FT label * Does Adler offer FT products? Cross-tabulation
Does Adler offer FT products?

Total
Abstention  Yes No
Knows FT Label  No  Count 432 0 0 432
% within knows FT label  100,00% 0,00%  0,00% 100,00%
Yes Count 0 475 805 1.280
% within knows FT label  0,00% 37,10% 62,90% 100,00%
Count 432 475 805 1.712

Total

% within knows FT label = 25,20% 27,710%  47,00% 100,00%

To review this hypothesis data should be regularly updated (intervals of five to ten years). For further, deeper
analysis, respondents’ knowledge is related to their frequency of buying clothes (Table 11).

Table 11. Cross-tabulation Does Adler offer FT products * Frequency of buying clothes (own figure based on
research results)

Does ADLER offer FT products? * Frequency of buying clothes Cross-tabulation

Frequency of buying clothes (only yes-replies taken)

weekly monthly half-yearly yearly less than yearly

Does ADLER offer Abstention 13 201 198 26 11
FT products? Yes 17 238 208 20 6

No 28 376 343 58 22
Total 58 815 749 104 39
N=1.765

Because several respondents were not able to arrange their frequency they marked two options (Table 12) and the
absolute figures of responses reached 1.765. According to table 12, the majority of respondents (N = 1.712) buy
clothes monthly (46.2%) and half-yearly (42.4%), which means the average Adler customer buys clothes regularly.
Table 11 shows, 13.5% of the monthly-buyers and 11.8% of the half-yearly-buyers know, that Adler offers FT
products (N = 1.765). The multiple response analysis shows likewise, that the majority of the respondents buy their
clothes on a regular basis. Considering all results hypothesis five is appropriate insofar Adler already supplies a
variety of additional product information, whereas customer-awareness is still low.

Table 12. Frequency multiple response: frequency of buying clothes (own figure based on research results)

$Frequency of buying clothes Frequencies

Responses Per cent of Cases
N Per Cent
$Frequency a) weekly 58 3,30% 3,40%
monthly 815 46,20% 48,10%
half-yearly 749 42,40% 44,20%
yearly 104 5,90% 6,10%
less than yearly 39 2,20% 2,30%
Total 1.765 100,00%  104,10%

a) Dichotomy group tabulated at value 1.
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Findings H VI: The FT-label influences the purchase decision

The final hypothesis is linked to the paramount research question, which influence sustainability labels do wield on
customers. The focus, while considering the indicators for the hypothesis, will be on the emotions of the respondents,
whereas the respondents’ awareness is precondition for the evaluation. A cross-tabulation displaying customers’
knowledge of the FT-label completed with an estimation about rising consumers’ interests in FT since buying FT
products enables an indication about the sway of FT to increase customer retention.

Table 13. Cross-tabulation Knows FT Label * Rising interest in FT since buying products (own figure based on
research results)

Knows FT Label * Rising interest in FT since buying products Cross-tabulation

Rising interest in FT since buying products

No Yes, very A  little No, not at
answer  much. more. all. Abstention. Total
Knows No  Count 432 0 0 0 0 432
FT % within
Label Knows FT 100,0%  0,0% 0,0% 0,0% 0,0% 100,0%
Label
Yes Count 51 148 555 421 105 1280
% within
Knows FT 4,0% 11,6% 43,4% 32,9% 8.2% 100,0%
Label
Total Count 483 148 555 421 105 1712
% within
Knows FT 282%  8,6% 32,4% 24,6% 6,1% 100,0%
Label
N=1.712

Table 13 indicates 11.6% of the informed respondents (who know the FT-label) declare their interest in FT and
comparable organizations increased significantly since they started buying FT products. This figure appears to be
small compared to the most popular reply, the interest in FT products rose just “a little more” (43.4%). 32.9% of the
informed respondents revealed their interest in FT products didn’t change at all after they first bought them. Based
on this result, the conclusion, the label itself wields influence on the consumer retention appears to be justified and
the likelihood of a re-purchase can be assumed as significantly high.

The second validation according this hypothesis deals with the self-perception of the respondents. The sample had to
rate six statements on a Likert-type rating scale. The first two statements (“I buy FT products to support other people”
and “I symphasize with people from developing countries”) have already been validated for previous hypotheses; the
remaining four are significant for the validation of H VI. The purpose of the statements is to find out the feelings and
opinions consumers may have towards a FT product. The descriptive statistics results are displayed in Table 14.

Table 14. Descriptive statistics self-perception of respondents (own figure based on research results)

Descriptive statistics respondent's self-perception (Note 12)

Statements Mean Std. Deviation Variance Skewness  Kurtosis
Good feeling due to FTBB 1,943 1,4085 1,984 -0,086 -1,244
FT products are good for health 1,921  1,4393 2,072 0,018 1,4532
Trusts FT products 1,932 11,3821 1,910 -0,110 -1,184
Environment pays attention to FT 1,842  1,4532 2,112 0,185 -1,276
N=1.712

Standard error of skewness: 0,059; Standard error of kurtosis: 0,118
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Table 14 reveals the mean to be around 2, which implies the research values for all four statements are spread around
the evaluation possibility “a little bit”. The standard deviations of the two statements “Good feeling due to FTBB”
and “FT products are good for health” are closest to the mean of the set. Higher standard deviations are assessed for
the remaining two statements “Trusts FT products” and “Environment pays attention to FT”. This means for H VI,
“the data points are spread out over a wider range of values” (Bland and Altman, 1996). Like the standard deviation,
the variance is a dispersion measurement. The lower the values of the variance, the closer they are to the mean. The
given variance-values (mean squared deviation) are not far from the mean (see Table 14) (Gravetter and Wallnau,
2007). The variance-values are also close to the mean. Only the values for the two statements “FT products are good
for health” and “Environment pays attention to FT” are much more far away than the values of the other two
statements, but still close to the mean. The skewness of the two statements “Environment pays attention to FT” and
“FT products are good for health” (see Table 14) almost looks alike. The numbers shown on Table 14 also reflects
this, as the values are close. The skewness values for the other two statements are negative. As all skewness-values
are between -1/2 and +1/2 it can be stated, that the skew is approximately symmetric. Positive skewness-values mean,
the data are skewed right and the right tail is long relative to the left tail (Jondeau and Rockinger, 2003). The
standard error of the skeweness is close to 0 and shows therefore an almost symmetric distribution (Brownmath,
2015). The kurtosis values are all lower than 3 (compared to a normal distribution, its central peak is lower and
broader, and its tails are shorter and thinner) (Brownmath, 2015). The standard error of the kurtosis is higher than the
one from the skewness but still close to 0 and has therefore an almost symmetric distribution as well. A closer look
to Table 14 reveal the FT-label seems to generate emotions in the respondents. If a FT product evokes a “good
feeling” reaction or enhances trust in the product it is obvious, the label itself does influence the respondent. Though
FT is not necessarily associated with the supply of healthy products, the respondents seem to have “health” in mind
considering purchasing FT related products. The statement “Environment pays attention to FT” is important
concerning the social-desirability-bias and halo-effect of the product. Factors to assess the hypothesis are curiosity
(rising interest), good feeling, trust, health and social environment.

H VI is assessed as confirmed, based on the data according to which all respondents stated somewhat positive
feelings towards the FT label. The overview about all hypotheses reveals four out of six hypotheses to be confirmed,
one falsified and one without a reliable result (Table 15).

Table 15. Overview hypotheses results (own figure based on research results)

Hypotheses Confirmed Falsified
HI  Consumers have no well-grounded knowledge about Fair Trade. X
HII Active FT-copsumers are convipced; their buying behaviour can change the X
circumstances in developing countries.
HIII Green consumers also buy FT products. X

HIV Assimilated prices of labelled and un-labelled increase awareness of labelled products. - -

Additional product information (e.g. labels and stand-up displays close to the product) x

HV
do not enhance consumer's awareness of FT.

H VI The FT-label influences the purchase decision. X

Online survey vs. stationary survey: Similarities and Discrepancies

As the online sample (N=1.712) delivered ten times more data than the stationary sample (N=127) only the main
differences of the two surveys will be illustrated. However, basic statistical data is still specified beforehand. The
average age of the stationary respondent is likewise between 56 and 75 years old (52.8%), female (85.8%) and a
retiree (48.8%).

H I: The significant difference between the frequency results for H I is explained by the fact 50.8% of the
respondents of the stationary survey couldn’t name one FT-certification criterion (online: 20.5%). All other
frequencies coincide.

H II: The percentage of active stationary FT-customers (52.0%) is just slightly higher compared to the non-active
FT-customers (48.0%), whereas the gap is much higher at the online-respondents (active: 36.4%; non-active: 63.6%).
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This could be due to the social desirability bias as the questionnaire was asked as a dialogue in-store. The active
stationary-customers are more positive about the reach and influence of their buying behaviour. Almost half of the
active FT-customers (43.9%) are convinced their buying behaviour can totally make a difference to the
circumstances in developing countries and 28.8% stated, every kind of support may have a positive impact. About
one third (31.1%) of the non-active FT-customers indicate they do have an impact with their buying behaviour as
well. This result is similar to the online-respondents.

H IV: The amount of stationary respondents knowing about Adler FT products turns out to be significantly lower
than the amount of online-respondents (stationary: 16.5%, online: 37.1%).

Neither significant similarities nor discrepancies between online and stationary survey have been found for H III, H
Vand H VL.

5. Conclusions and Recommendations

Numerous influences of sustainability labels (Note 13) on consumers buying behaviour as a summarising conclusion
are to be concluded as a summarising answer to the basic research question of this survey. Concerning the customers’
interest in both the issue and the survey, a surprisingly large number of Adler customers, stationary and online,
participated in the interviews. Either the up-to-datedness of the topic sustainability or the incentives (chocolate and a
20% voucher for their next purchase) advanced the attractiveness of this survey.

The unexpected customers’ knowledge about FT certification criteria reflects the common interest in the issue.
However, special product characteristics were associated with FT products, which are not promoted by the
FT-organization, because the product certification cannot promise them (e.g. eudermic). Customer’s overestimation
of the influence and reach of FT signals consumer’s confusion about the vast variety of labels on the market. The
overall knowledge about Adler as reseller of FT certified products turned out to be moderate. Four out of six labels
possible have been recognised by more than 50% of the respondents, which is to be evaluated as a huge score. The
reach of the respondent’s buying behaviour indicated a significant gap between the active and the non-active
FT-consumers. Peculiarly the non-active FT-consumers express an elevated positive appraisal about their power as a
consumer. Active FT consumers are not as much convinced of the FT-concept and rather focus on other
organizations. The passive FT customers seem to have a better perception about themselves than their actual buying
behaviour can reflect (attitude-behaviour-gap). The percentage of respondents, who are aware that Adler offers FT
products, turns out to be surprisingly low. Several consecutions are to be drawn from this study. The main
recommendations for Adler are presented as follows.

Considering the key findings of this study Adler in specific could consider two options:
(1) Enhanced promotion for FT products.
(2) Remove FT products out of the assortment.

5.1 Option 1: Enhanced Promotion for FT Products

If the management board decides to keep FT labelled products in the assortment for Adler’s image as social
responsible company, additional advertising and promotion activities for FT labelled products and the FT
organisation as such are necessary to reach an economically reward for the costly efforts. Improving the customers’
knowledge and awareness may lead to an increase in customer purchases as it is “a large factor in purchase intentions”
(Kelley, 2013). However, overloading the customer with too many information may result in the opposite, reducing
purchases (De Pelsmacker et al., 2006). Based on the findings of the study and the insights the author recommends a
target-group related marketing campaign. Adler spreads significantly advertising with the means of newspaper
supplements, which reach a large number of customers. A special series about the existing FT products will refresh
the customer’s knowledge (if existing) and draw the attention to the variety of products offered. Special visual
merchandising campaigns could support this series. This will lead to increased sales of FT labelled products on the
one hand and enrich consumer’s awareness about Adler’s activities for the favour of sustainability in textiles on the
other hand. Special employee trainings about FT and FT assortment in the stores could further enrich the dialogue
between sales forces and customers. Furthermore a special joint campaign with the FT organisation could be prolific
for Adler. Adler should, however, still decide about the amount of information to provide from their side and define
what should be supported by FT. Another kind of joint venture could be cooperation with stores in FT-cities and the
local municipality. As the municipalities are obliged to push FT it could be possible that they can offer new ways of
communication for potential and existing FT-customers.
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5.2 Option 2: Remove FT Products Out of the Assortment

Considering the key findings and the customer’s comparable low knowledge about Adler reseller of FT products, the
question about the status quo of the assortment is justified. Customers yet can choose between various labels and so
can Adler as well. Adler already offers GOTS-certified products and could enhance marketing activities in favour of
promoting this label. 17.8% of all respondents (N=1.839) recognised the GOTS-label already, which signals a
modicum of awareness. Additional labels, which Adler is making use of are BCI and Okotex — made in green. Sales
figures are a pivotal indicator for the decision making about keeping or forsaking the FT label. Since prices of FT
labelled products have been equalized to unlabelled products, the sales figures are less than satisfying for Adler.
Consumer’s increasing interest to be well informed about every step in the supply chain as a matter of trust in the
label and the reseller Adler, can lead to additional critical assessment. Textile FT products currently only consist of
FT-labelled cotton with the consequence, the trims as well as the garment production and logistics are not FT
labelled. Although FT develops an overall label for textiles, it is disputable if the FT label is strong enough to
compete with other already existing sustainable textile labels (e.g. Okotex — made in green) and if the consumer will
acknowledge and accept this enhanced label.

5.3 Transferability for Other Fashion Retailers

Are these two recommendations applicable to a variety of fashion retailers, who offer FT products as well? The
average Adler-customer of an elevated age has a high purchasing power. It may not reflect the average of German
society, but can still give an indication as Germany’s society is ageing (Randler et al., 2014). Howbeit is it evident
for a fashion retailer to formulate an elaborated strategy for the usage of sustainability labels and to not sink into
activism.

6. Research Limitations and Implementations

The findings of this research are limited, adaptable to the industry; insofar as the buying behaviour of only one
customer’s fashion retailer have been subject of the survey. In addition, Adler is focussed on an ageing target group
and therefore the younger and middle-aged consumers have mainly been left out. The majority of the respondents
were female. This may be due to the fact, that women of higher age buy clothes for their husbands as well. Future
research should take more male consumers into account. To achieve this goal, the location of the survey location
should be more attractive for men. To reach better findings, additional research should be taken to other European
countries, which are considered as FT-loyal (e.g. the Netherlands). Additional research about buying behaviour with
field experiments and focus-group discussions will be helpful as well to reach better-founded findings. Cooperation
with psychology-focused researchers could give additional insights into the FT-consumer and push the research into
a more explanatory direction. For example will it be helpful for all FT-offering-institutions (e.g. fashion retailers or
food suppliers) to find out whether a FT-consumer needs a special shopping environment and if yes how this
environment should be created. Looking at the findings about H II, additional research could go deeper on the actual
motives of a consumer to buy FT products. Moreover should additional research work out a clearer profile of the FT
consumer. For example would it be helpful to identify the exact locations and frequency of their FTBB. As the FT
consumer cannot be profiled clearly it is recommendable to repeat such research every five to ten years to constantly
identify customer’s needs.
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Notes

Note 1. Denmark (The Danish Fashion Institute, 2009), Netherlands (Innretail et al., 2013), United Kingdom (Wrap
UK, 2007).

Note 2. Consumers can use “Siegelklarheit” to find out more about the credibility of environmental and social labels
used by the textiles industry. The webpage is located on the German government's siegelklarheit.de web portal.

Note 3. Some companies promote their own certification systems like the Otto group for example. In 2007 Otto
published, that 98% of the textile products were characterized with their own label ,hautfreundlich weil
schadstoffgepriift”. The certification criteria of the Otto label are based on ,, Textiles Vertrauen“ and can be classified
as health-oriented (Otto GmbH & Co. KG, 2007).

Note 4. Organic can be defined as ,,food or farming methods: produced or involving production without the use of
chemical fertilizers, pesticides, or other artificial chemicals® (Oxford University Press, 2015a) and Fair Trade can be
defined as: ,,between companies in developed countries and producers in developing countries in which fair prices
are paid to the producers* (Oxford University Press, 2015b).

Note 5. ILO is an acronym that stands for International Labour Organization. ,,The main aims of the ILO are to
promote rights at work, encourage decent employment opportunities, enhance social protection and strengthen
dialogue on work-related issues” (International Labour Organization, 2015).

Note 6. Ethically produced goods are created in the balance between the environment (ecology), the economy and
the social. Products shall be manufactured under principles relating to human rights and labour standards (Schiffers,
2011).

Note 7. The following labels were shown: Bio-Siegel, GEPA, GOTS, Textiles Vertrauen, Fair Trade.
Note 8. A detailed description of the average Adler FT customer is to be found in appendix 1.

Note 9. See crosstabulation at appendix II.

Note 10. Information given by Adler on 25th of November, 2015.

Note 11. Information given by Adler on 25th of November, 2015.

Note 12. Likert-type-rating-scale: 0= No response given, 1=No, not at all., 2=A little bit., 3=Yes, totally.,
4=Abstention

Note 13. This research predominantly concentrates on FT.

Note 14. The percentages shown here are cumulated values from the online and stationary survey (N=1.839).

Appendix
I. The average Adler customer in this survey (Note 14)
The average age of the Adler customer is between 56 and 75 years old (58.1%), female (73.4%) and a retiree

(42.8%). The Adler customer buys his groceries at the supermarket (88.2%), discounter (71.6%) and local market
(48.0%).

The most known sustainable labels for him are the Bio-Siegel (92.7%), Textiles Vertrauen (88.7%) and Fair Trade
(74.4%) and get his attention while going shopping (Bio-Siegel: 53.5%, Textiles Vertrauen: 62.7%, Fair Trade:
57.9%).

The average customer did not purchase yet a FT product (62.5%) but if he did, FT coffee (38.9%) and FT chocolate
(33.2%) are predominantly bought. If he purchases FT products then he does it irregularly to seldom (42.4%). If he
does buy FT products, his interest into FT and comparable organizations increased slightly (31.3%) since the first
purchase.

The average Adler FT customer associates the following characteristics with FT products: eco-friendly (43.4%) and
health-friendly (35.0%).

He doesn’t know, that Adler offers FT products (49.4%) and cannot name actual FT-projects (99.9%).

The average Adler customer expects the FT label to fulfil the following certification criteria: payment of minimum
wages (51.5%), prohibition of forced labour (48.1%) and abandonment of child labour (54.9%).
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To be willing to pay a premium, the average online customer expects high quality (37.2%), eudermic (44.4%) and
absence of hazardous substances (50.6%). The average stationary customer is willing to pay a premium of about 1,51
—2,00€ for a FT-product compared with an unlabelled product.

The motivation to buy FT products is to support other people (22.9%). Additionally FT customers trust in the FT
label (24.7%) and consider FT products to be healthy (24.7%).

The average Adler FT-customer buys clothes monthly (47.5%) to half-yearly (43.2%) and estimates the buying
behaviour does not change the circumstances in developing countries substantially, but every support may lead to
unspecified “something good” (50.0%). At an average this customers declare to donate up to 50,00€ per year for
charity organizations (36.1%).

I1. Cross-tabulation Buys FT products * Frequency of buying FT products

Buys FT products * Frequency of buying FT products Crosstabulation

Frequency of buying FT products Total
very often | frequently
(daily  to|(weekly to|irregular
abstention | weekly) monthly) to seldom | never
Buys FT |No Count 477 18 135 423 35 1088
products % within
Frequency — of 450 000, |31,60%  |34,00% 57,00% | 89,70% | 63,60%
buying FT
products
Yes |Count 0 39 262 319 4 624
% within
Frequency —— of 5 50, 68,40%  |66,00% 43,00% |10,30% |36,40%
buying FT
products
Total Count 477 57 397 742 39 1712
% within
Frequency — of 450 0005 |100,00% | 100,00% 100,00% | 100,00% | 100,00%
buying FT
products
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