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The clothing industry has witnessed a tremendous movement toward sustainability. It followed
the overall trend of the economy shifting from linearity to circularity as a response to the in-
creasing sustainability threats. At the same time, clothing businesses that adapt to the circular
economy model still need to run profitably. The customer experience plays a huge role in that
success. However, current literature in this field primarily looks at traditional linear economy
business models. There is a lack of understanding in the way customers experience the di-
mensions of interaction with the circular economy business models, specifically in reuse and
redistribute business model and recycle business model. Furthermore, it is not yet clear what
is the motivation behind their engagement with such novel sustainable businesses. Thus, there
is a need to investigate the customers’ values on an individual and societal level. To explore
these topics and develop theory in the field, this study aims to answer the following research
questions: How does each dimension of customer experience (sensory, affective, behavioral,
cognitive, and social) present itself in the sustainable clothing industry? How do the customer’s
values show when buying clothing products from the sustainable clothing industry? What are
the similarities and differences in customer experience and consumer’s values between reuse
business model and recycle business model in the clothing industry?

The research questions were addressed in this study through a qualitative interview study.
The data used in this study was primary data from 16 semi-structured interviews that were
recorded and transcribed. The data was then analyzed with coding framework based on the
literature review of customer experiences, customers’ values and the circular economy busi-
ness models.

From the study, empirical results were collected to further develop the experiential dimensions
in the context of sustainability in clothing industry. The expressions of the customers’ values
were also identified and analyzed for improved understanding of the customer’s motivation in
engagement with the companies. These findings were then compared between the businesses
in reuse and redistribute model versus businesses in recycle model.
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1.INTRODUCTION

1.1 Background

The linear model of take, make, and dispose resources and materials have struck a dev-
astating blow to the environment (Braungart et al., 2007). This led to an increased atten-
tion from the governments to incubate circular economies as both policies and business
concepts (EMF, 2012; Stahel, 2016). As a result, product and service offering from all
types of circular economy business models can be found in many shops. Similar to the
linear economy, the circular economy refers to the flow of production. Instead of dispos-
ing the product at the end of its lifecycle, circular economy recirculates it through either
reuse, recycle or reduce. While the business and organizational aspects of circular econ-
omy have been focused in academia (Bocken et al., 2016; Lideke-Freund et al., 2019;
Ranta, 2016; Ruggieri et al., 2016; Su et al., 2013), there is a gap in the literature about

the perspective and experience of the consumers of the circular economy.

The importance of customer experience is undeniable to companies in the linear econ-
omy around the world. Leading brands such as Dell, Starbucks, and Apple have cus-
tomer experience at the center of their managerial focus and have acknowledged the
successful results of their efforts. Customer experience is detrimental for building loyalty
to brands, channels and services (Badgett et al., 2007). Simultaneously, the literature in
circular economy recognizes the importance of the customers, yet their experience have
been largely understudied. Lieder et al. (2018) highlighted the importance of customer’s
acceptance of the circular economy concepts in establishing a successful business. The
influence of the customer’s voice in organizational green innovation has also been in-
vestigated by Huang et al. (2016). By turning the attention toward customer experience
in brands that operate in the circular economy, these businesses could increase their
customer loyalty and general success. Ultimately, the circular economy ecosystem can

grow further in size and popularity, which would benefit the environment and society.

When looking into the customer experience in the circular economy, the consumers’ val-
ues may be significant influence factors. In this context, the values are divided into ego-
istic values, which are individualistic needs, and biospheric values, which are concerns
over environmental and societal sustainability De Groot & Steg (2008). In linear econ-

omy, the biospheric values are often overlooked. However, the values the consumers



have toward individual and societal needs may have an impact on the customer experi-
ence as they engage with circular economy businesses. This potential linkage between

consumers’ values and experience will be explored in this thesis.

In the traditional linear economy, there is an abundant of customer experience literature
that come in different fields, such as service marketing (Mary Jo Bitner, 1990), consumer
research (Arnould & Price, 1993), service-dominant logic (Vargo & Lusch, 2008), service
design (Patricio et al., 2008), online marketing (Novak et al., 2000), branding (Brakus et
al., 2009), and experiential marketing (Schmitt, 1999). This plethora of studies in experi-
ence evolved along with the emergence of experience economy. One widely accepted
definition is the dimensional experiences. The dimensional view on experience is a
widely accepted definition, which identifies five types of experience: sensory, affective,
cognitive, behavioral, and social experiences (Brakus et al., 2009; Schmitt, 1999;
Verhoef et al., 2009).

In the current era of consumerism, the need to personalize value offerings has trans-
formed the economy of trading goods into the services and solution economy and more
recently experience economy (B.J. Pine & Gilmore, 2013). According to Pine & Gilmore
(2013), the experience economy is the personally customized and intriguing service ex-
periences and value arising from the evaluation of experiences. As a result, strategies
that improve the service experience could provide companies with ample of competitive
advantages that enable the organizations to thrive in the experience economy (Verhoef
et al., 2009). For that reason, the leading management objective is to create a strong

customer experience (Lemon & Verhoef, 2016).

Similar to the linear economy, customer experience is still highly relevant in the circular
economy. Regardless of whether a company manufactures and disposes its resources
linearly or circularly, one of its priorities remains to be profit. Focusing on the customer
experience directly contributes to this goal. Furthermore, it advances the idea that the
circular economy can be a financially viable alternative to the linear economy. This could
lead to the steady increase in both the emergence of circular economy business and
funding to such businesses. As a result, the diffusion of sustainable products and ser-
vices can be more rapid and longer when the circular economy company receives more
resources and revenue. It then becomes a positive upward spiral that benefits the circular

economy businesses, their customers and the environment.

Yet the number of studies that apply these theories in the context of the circular economy
is scarce. On the other hand, it would be inaccurate to state that no researcher has

investigated the consumer experience in different aspects within the circular economy.



Figure 1 illustrates the intersection between other literature streams and the circular

economy.

Circular Economy
Business Models
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Sharing S
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economy
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Figure 1. Intersection between circular economy and other literature fields.

The brands discussed in green consumerism are associated with specific circular econ-
omy business models that targets customers who have interest in eco-friendliness.
These business model typologies include recycling, organic feedstock extraction, and
cascading and repurposing. Green consumerism has gained significant momentum as
companies are going “green” (Parker et al., 2010). According to Hartmann et al. (2005),
the term “green” is used flexibly for brands that relate to the reduced environmental im-
pact and are perceived to be environmentally sound. The brand experience is applied
into green businesses, and thus, introduces the concept of green branding experience
(Hartmann et al., 2005; Wu et al., 2018). Similarly, several researchers have studied the
green and/or socially responsible consumerism phenomenon (Gupta & Ogden, 2009;
Matthes & Wonneberger, 2014; Moisander, 2007; Schuitema & De Groot, 2015; Shobeiri
et al., 2016; Tan et al., 2016).

Meanwhile, the circular economy also has another set of business model that is intended
for cost-conscious consumers. These business model typologies comprise of repair and
maintenance, reuse and redistribute, and refurbish and remanufacture. Similarly, there
is an emerging stream of literature that studies one of these areas of the circular econ-
omy, known as the sharing economy. The sharing economy is a social and economic
movement that shares unused idea resources with other consumers to reduce waste

(Belk, 2007). It can be argued that the sharing economy is synonymous with the reuse



and redistribute business model, as they share similar behaviors and environmental im-
pact (Barnes & Mattsson, 2016). Thus, researchers who study the customer experience
in the sharing economy are also contributing to the customer experience literature in the
circular economy. However, there exists little research on customer experience in the

sharing economy (He et al., 2019; Netsiporuk, 2016).

This study focuses more on the consumer level, instead of organizational or institutional.
It is understandable that the circular economy concepts may not be commonly used
amongst consumers. Instead, more “user-friendly” terms like sharing economy or green
consumerism are more popular in consumer-oriented research fields. Nonetheless, in
specific contexts, the concepts from one field can be applied directly to the other. In this

thesis, literature related to customer experience in green consumerism will be utilized.

As aresult, the importance of this study is highlighted due to three reasons. First, Finland
is striving to become the global leader of the circular economy movement by 2025 (Sitra,
2016). Thus, it is important to garner knowledge and know-how from all aspects of the
circular economy, from the macro ecosystem level all the way to the micro consumer
level. Findings on customer experience literature would satisfy the micro consumer level
of the big picture. Second, customer experience knowledge in circular economy will give
a competitive edge for firms that operate in the circular economy. Customer experience
is crucial in the current society, thus, firms can benefit significantly from forming strong
and lasting customer experience (Pine & Gilmore, 1998). There is a lack of papers in the
research field of customer experience in the circular economy. Therefore, it is pivotal that
knowledge in this field or research is developed. Third, this study contributes insights to
customer experience and values in specifically recycle business model and reuse and
redistribute business model. While the general knowledge would benefit circular econ-
omy in general, one step further into these two typologies of the business models would

provide more customized insights for the businesses that operate in these spaces.

1.2 Objective

The circular economy has gained increasing momentum due to the demand for more
sustainable ways of production. Numerous organizations of varying sizes are either
transforming themselves into more circular manufacturing or already practicing circular
economy business. There is an abundant of literature in the circular economy on a macro
level of network and ecosystem, and the firm’s perspective (Bocken et al., 2016; Martins,
2016; Masi et al., 2018; Ranta et al., 2018; Ruggieri et al., 2016). However, there is not

yet a comprehensive research on the consumers’ perspective in the circular economy.



The aim of this research is to understand how the dimensions of customer experience
manifest with respect to the customer’s egoistic values and biospheric values in the cir-
cular economy, specifically in the reused and recycle clothing industry. The experiential
dimensions included in this study are the sensory, affective, cognitive, behavioral, and
social dimensions. The experiential dimensions are also considered in connection with
the customer’s personal values. Through the combination of these elements, the cus-

tomer experience can be illustrated thoroughly.

The research is conducted by interviewing customers of two clothing brands that fall
under two different categories within the circular economy. The theoretical revision and
empirical data collected from the interviews should produce reasoning to answer the

following research questions:

RQ1: How does each dimension of customer experience (sensory, affective, behavioral,

cognitive, and social) present itself in the sustainable clothing industry?

RQ2: How do the customer’s values show when buying clothing products from the sus-

tainable clothing industry?

RQ3: What are the similarities and differences in customer experience and consumer’s

values between reuse business model and recycle business model in the clothing indus-

try?

The information gathered from the answers to the research questions will provide a better
understanding of what dimensions of experiences customers have toward the clothing
brand in each described business model and to what extend each dimension is felt. It
also aims to explain how the experiential dimensions are influenced by the individual

customer’s value system.

This research is conducted as a Master’s Thesis study at Tampere University, commis-
sioned by CICAT2025 project. CICAT2025, Circular Economy Catalysts: From Innova-
tion to Business Ecosystems, supports Finland’s transitions from linear economy to-
wards circular economy, thus becoming one of the leading countries in the field of circular
economy. The project’s primary objective is to contribute to companies and policymakers
by exploring and highlighting a variety of catalysts within different fields of industries. The
project is in co-operation between various Finnish universities and is funded by The Stra-
tegic Research Council at the Academy of Finland. (CICAT2025, 2019)



1.3 Scope of the Research

Numerous definitions of customer experience are studied. The dimensional view on ex-
perience is a widely accepted definition, which identifies five types of experience: sen-
sory, affective, cognitive, behavioral, and social experiences (Brakus et al., 2009;
Schmitt, 1999; Verhoef et al., 2009). This study focuses on the five dimensions of expe-

rience that are observed within the context of the circular economy.

While there are multiple different business models in the circular economy for numerous
industries, it is not possible to cover all within this study. The scope expands exponen-
tially when taking into account different countries as well. The circular economy is gaining
increasing popularity everywhere in the world, but each country has its own perception
and culture that may impact the consumer experience in various ways. This study only
concerns Finnish companies that operate within the country. Furthermore, the research
focuses specifically in the clothing industry, considering its rich circular economy activi-

ties.

The decision is made to focus on specifically the clothing industry, in which the compa-
nies under research would fall under the reuse and redistribute business model or recy-

cle business model.

1.4 Structure of the Thesis

This Master’s thesis contains two major theoretical fields of customer experience and the
circular economy. It continues with the empirical study that explores the experiential di-
mensions and the customer’s values in two clothing brands in the circular economy. Fig-

ure 2 illustrates the structure of the thesis.
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Figure 2. Structure of the thesis.

After the first chapter, the theoretical literature will be discussed in detail in Chapter 2
and 3. These chapters cover crucial information about the customer experience and the
circular economy. Section 2.1 explains the experiential dimensions approach to the cus-
tomer experience, which are sensory, affective, cognitive, behavioral, and social. Section
2.2 further positions these dimensions under a green lens, which takes into account en-
vironmental sustainability. Section 2.3 explores the green consumerism phenomenon,
where the product attributes and consumers’ values with respect to the sustainable as-
pect impact their purchasing decision. Chapter 3 starts by differentiating the circular
economy from the traditional linear economy, and then goes into relevant components
of the circular economy such as waste hierarchy, reverse cycles and business models.
The waste hierarchy serves as a guideline for the material utilization in the circular econ-
omy. The reverse cycles are based on the waste hierarchy to extend the life of material.
Finally, the business models demonstrate how monetization opportunities can arise in

the circular economy.

The empirical part is conducted in a qualitative manner, basing on the interviews with
customers of the circular economy companies. Chapter 4 outlines the research method-
ology that is used to obtain empirical results. Section 4.1 presents the framework as the
foundation for the interview questions and further analysis. Section 4.2 explains the re-
search design, whereas Section 4.3 clarifies the rationale for case selections and Section

4.4 details how the interview data is gathered.



Chapter 5 presents the results from the interviews. The first section presents the case
companies’ background. The subsequent sections detail the answers into each dimen-
sion of experience, such as sensory, affective, cognitive, behavioral, and social experi-

ence respectively.



2. CUSTOMER EXPERIENCE

The experiential aspect of consumerism was introduced in marketing literature by
Holbrook and Hirschman (1982). They recognized that consumer behavior did not just
involve rational buying choices, but also the inclusion of playful activities, sensory pleas-
ures, aesthetics appreciation and emotional responses (M. Holbrook & Hirschman,
1982). Pine and Gilmore (1998) also presented the concept of experience economy,
describing experiences to be personally engaged by an individual on an emotional, phys-

ical, intellectual and even spiritual level.

Customer experience has gotten tremendous traction from both marketing research and
practice (Becker and Jaakkola, 2020). Numerous approaches have been attempted by
researchers to discuss customer experience. According to Becker and Jaakkola (2020),
there are eight key fields of literature in customer experience. These various literature
fields are categorized based on their primary customer experience stimuli and the con-

text studied. They are summarized in Table 1.

Table 1. Customer experience literature fields and criteria for classification (Becker

and Jaakola, 2020)

Literature field

Primary customer experience stimuli studied

Context

Services
(Mary Jo Bitner, 1990)

marketing

Stimuli from service encounter(s) (e.g. service

personnel, service environment and core service)

Service encounter(s)

Consumer research

(Arnould & Price, 1993)

Stimuli from hedonic, experiential, symbolic and

social aspects of the consumption process

The whole consumption
process (need not be

market-related)

Service-dominant logic
(Vargo & Lusch, 2008)

Stimuli from the whole service ecosystem, not just

only one firm or offering

The service ecosystem

Service design (Patricio
et al., 2008)

Stimuli from the design of the customer journey

and its phases

The whole customer jour-

ney

Online marketing

(Novak et al., 2000)

Stimuli from online environment (e.g. website lay-

out, design and privacy)

The online environment

Branding (Brakus et al.,
2009)

Stimuli from the brand

Interactions with a brand
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Experiential marketing | Stimuli constructed by the firm (sense, feel, act, | Physical encounters dur-

(Schmitt, 1999) think and relate) ing the customer journey

Retailing (Verhoefetal., | Stimuli in retailing context (e.g. price and mer- | Interactions with a retailer
2009) chandise)

When creating customer experience, there are numerous antecedents and moderators
to consider. Verhoef et al. (2009) built a conceptual model of customer experience cre-
ation that examine these relevant elements. When it comes to the antecedents, the com-
pany should contemplate the social environment, the service interface, the retail atmos-
phere, the assortment, the price, the customer experience in alternative channels, the
previous customer experience and the brand (Verhoef et al., 2009). The social environ-
ment examines the customers’ behavior in group and how they influence each other
(Haytko & Baker, 2004; White & Dahl, 2006). The service interface explores the technol-
ogy-based interactions such as online shopping or self-service check-out counters
(Dolen et al., 2008; Weijters et al., 2007). The retail atmosphere includes physical attrib-
utes of a store like the design, the scent, the temperature and soundscape (Kaltcheva &
Weitz, 2006; Mittal & Lassar, 1996). Another factor that impacts the experience is the
product assortment, meaning variety, uniqueness and quality (Huffman & Kahn, 1998;
Janakiraman et al., 2006). The price of the offering has also shown to significantly affect

the customer experience (Gauri et al., 2008; Noble & Phillips, 2004).

Additionally, the conceptual model acknowledges the customer experience in alternative
channels influence each other (Patricio et al., 2008; Sousa & Voss, 2006). For example,
the online presence of a store can leave an impression on the customers that carries on
to its brick-and-mortar estates as well. The previous customer experience is meaningful
to the current experience as well (Doorn & Verhoef, 2008; Marketing, 1999). Finally, the
brand itself plays a tremendously important role in shaping the customer experience
through the stimuli that comes from a brand’s design, identity, community and environ-
ment (Brakus et al., 2009).

Aside from the mentioned antecedents, consumer moderators and situational modera-
tors exist, which contribute to the total customer experience. The customers’ diverse
goals when purchasing products influence their shopping experience. Such goals are
formed by personality traits, socio-demographics, location and circumstances (Puccinelli
et al., 2009). On the other hand, there are meaningful situational moderators such as the
type of store, the distribution channel, the location, the culture, the season, the economic

climate and the competitive intensity (Verhoef et al., 2009).
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This study focuses on the dimensions in the customer experience that occur when the
consumers interact with a brand and its stimuli. These experiential dimensions have the-
oretical roots in multiple literature fields, such as services marketing, consumer research,
branding, experiential marketing, and retailing. (Arnould & Price, 1993; Brakus et al.,
2009; Patricio et al., 2008; Schmitt, 1999; Verhoef et al., 2009). From the perspective of
services marketing, the experiential dimensions can be extracted through the con-
sumer’s encounters with the service personnel, the service environment and the core
service. Consumer research offers the multi-aspects of the consumption process that
overlaps the dimensions in customer experience. The field of branding and experiential
marketing contributes significantly to the experiential dimensions since they actively ap-
ply the dimensional framework in their studies. Retailing literature provides a context-

specific environment where the experiential dimensions can be studied.

Simultaneously, the consumer’s values in green consumerism are also elaborated in this
chapter. This is an important component of the customer experience because the con-
sumers’ values have influences on what their purchase intention. Purchase intention can
be categorized as the pre-purchase phase of the customer experience. Therefore, un-
derstanding consumers’ values adds knowledge to understanding the customer experi-
ence. For example, when a consumer values eco-friendliness of a product, he or she will
consciously seek for brands that share the same priority and more likely make a pur-

chase there.

2.1 Experiential Dimensions

According to Brakus et al. (2009), brand experience is the subjective customer re-
sponses induced by stimuli from a brand’s design, identity, community and environment.
In this study, the brand experience will be referred to as experiential dimensions, due to

its multi-dimensional nature. The idea is illustrated in Figure 3.
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Figure 3. Experiential dimensions.

The experiential dimensions that the customer go through can be categorized as sen-

sory, affective, intellectual, and behavioral (Brakus et al., 2009).

Sensory experience

The sensory experience focuses on the five human senses which are sight, sound,
touch, taste and smell (Ackerman, 1991; M.J. Bitner, 1992; Casey, 1996; Heide &
Gr@nhaug, 2006; Howes, 1991; Porteous, 1985; Rodaway, 1994; Tuan, 1977). When a
company promote sensory experience, it is adding value to its products, services or
brands through visual aesthetics or other sensory stimulations. It played such a pivotal
role in retailing that it created its own category of marketing, known as sense marketing
(Schmitt, 1999). Schmitt (1999) conceptualized sense marketing as the act of appealing
to the five senses to create sensory experiences, thus adding value to the product and
encouraging customers to make purchase decisions. Hulten (2009) highlights the im-
portance of incorporating multiple senses into building the brand. This can help the brand
to position and differentiate itself in the consumer’s mind as an image (Hulten, 2009).
Marketing and social media, for example, take advantage of the aesthetics and visuality

to deliver a concise and memorable message through attractive images and videos.

The retailing atmosphere also plays an important role in sense marketing, as consumers
perceive it with their senses during the shopping process. Douce & Janssens (2011)
revealed that the pleasant fragrance positively impacts consumers’ affective reactions,
evaluations, and intentions to revisit the store in fashion retailing. Additionally, music,
color, lighting, and crowd also influence the consumer’s shopping behavior (Areni & Kim,
1994; Crowley, 1993; Michon et al., 2005; Sweeney & Wyber, 2002).

Affective experience

The affective experience refers to the customer’s feelings and emotions toward a brand

(Schmitt, 1999). Affect is a synonymous term with emotion (Schwarz & Clore, 1996).
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Depending on the brand’s stimuli and the customer’s perspective, various emotions are
evoked, ranging from negative to positive. As the customer goes through the pre-pur-
chase, purchase and after-purchase phases, it is crucial for the brand to create and man-

age a position emotional brand experience (Morrison & Crane, 2007).

Affective experience is often considered a response to sensory experience (Dennis et
al., 2014; Douce & Janssens, 2011). The term aesthetics is positively connotated with
the pleasure that arises from sensory experience, primarily visual (Hekkert, 2006).
Therefore, Dennis et al. (2014) deduced that aesthetics experience is a pleasurable af-
fective-based experience. Similarly, Peck & Wiggins (2006) researched extensively
about the impact of touch on customer’s affective experience. A positive affective expe-
rience has been widely researched and proved to influence attitudes. Advertisement
watch time, viewer’s attitude toward the ad and brand are increased when a positive
mood was generated (Burke & Edell, 1989; Morris Holbrook & Batra, 1987; Olney et al.,
1991).

Cognitive experience

Up until the introduction of the experience economy, cognitive experience was consid-
ered the primary predictor for customers’ outcomes (Oliver, 1980; Zeithaml, 1988). It
showed the apparent significance of the customer’s focus on utilitarian quality of the

products and services.

A brand can also create cognitive experience through creative engagement with the cus-
tomer’s thinking or conscious mental processes (Gentile et al., 2007). Thus, the experi-
ence manifests through surprising, intriguing and provoking the customer’s cognitive
ability. According to Blackwell et al. (2001), the customer’s cognition are formed through
direct interaction with the offerings (services, products, retail environment), processing
secondary source of information (word-of-mouth, online information like ads, blogs, re-

views), and comparing information against previous memories.

According to Holbrook and Hirschman (1982), the experiential perspective that focus on
the human cognitive process are also subconscious and personal in nature. This entails
fantasies, imagery, memories, subconscious thoughts and unconscious processes that
happen during the shopping experience. Other researches classified cognitive experi-
ence as outcome focus, learning, think/intellectual experience, involvement, efficiency,
product quality experience, and security (Chang & Horng, 2010; Chen, 2015; Klaus &
Maklan, 2013; Ren et al., 2016; Stein & Ramaseshan, 2016).

Behavioral experience
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Behavior experience aims to present the customers with a refreshing way to view life-
style, interaction and objects. These suggestions are often coated in motivational mes-
sages demonstrated by influencers such as celebrities and athletes (Schmitt, 1999). As
a result, the behavior experience occurs when the customer’s system of values and be-
liefs resonate with which the brand embodies (Gentile et al., 2007). When it comes to
clothing brand experience, the behavioral experience are best characterized by the con-
sumer’s behavioral loyalty, attitudinal attachment, consideration set, and premium price
(Kim, 2012).

Behaviors can be evoked through positive affective experience. Numerous studies indi-
cated that people are more likely to donate to charity after having a pleasurable experi-
ence (Cunningham, 1979; Isen & Levin, 1972; Strahilevitz & Myers, 1998). Other re-
searches showed that positive affective experience contributes to more hedonic-oriented
behavior, such as experiential shopping, further consumption and variety-seeking be-
havior (Cohen & Areni, 1991; Kahn & Isen, 1993).

Schmitt (1999) also implied that the cognitive experience affects the behavioral experi-
ence. In the research conducted by Lucia-Palacios et al. (2016), the behavioral outcomes
included buying intentions, repatronage intentions and time spent at the shopping mall.
When studying the consumer’s choice on hotels, Kim & Perdue (2013) found that the
cognitive experience (price, service, food quality, brand) affected the decision, aside from

affective and sensory experiences.

Social experience

The fifth dimension, social experience, stems from customers relating to themselves to
a reference group or culture. However, Brakus et al. (2009) excluded this dimension from
the customer responses, despite initially including it. Regardless, this experience dimen-
sion is included in others’ theory framework under various terms aside from social, such
as relate, relational, symbolic and social world (Gentile et al., 2007; M. Holbrook &
Hirschman, 1982; Holt, 1995; Mascarenhas et al., 2006; Schmitt, 1999; Verhoef et al.,
2009). In their article, Nysveen et al. (2013) argued for the necessity of the social dimen-
sion by showing its uniqueness in the construct and by providing empirical evidence of

its contribution to customer satisfaction and loyalty.

The social experience elicits what theorists and practitioners would call social emotions
(Chakrabarti & Berthon, 2012). The social emotions comprise of shame, compassion,
pride, admiration, embarrassment and so on (Barbalet, 1996; Bennett & Gillingham,
1991; Hareli & Eisikovits, 2006; Hareli & Weiner, 2002; Leary, 2000). differ from the basic
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emotions (happy, sad, fear) that otherwise stem from the affective experience. The rea-
son is because the prior are emotions that involve others (Williams & Happé, 2010).
Williams & Happé (2010) illustrated this point through their study of autistic children, who

can readily experience fear and happiness but not shame or compassion.

The social dimension of consumption also is a way for consumers to produce and
reproduce their identity and self (Firat & Venkatesh, 1993). In other words, customers
are able to convey their personal values through the visiting of certain stores or the
purchase of particular products and services (Chandon et al., 2000; Erdem et al., 1999;
Sheth et al., 1991; Sirgy et al., 2000). Rintamaki et al. (2006) observed that consumers
have purchased products that exceed their budget in order to elevate their status and/or
self-esteem. Status enhancement communicates ones social position or membership to
others, while self-esteem enhancement is the transferance of identity from the brand,
store, products, and other customers to the buyer (Rintamaki et al., 2006). Therefore,

they contribute to the social dimension.

2.2 Green Experiential Dimensions

In parallel with the experiential dimensions described by Brakus et al. (2009), Wu et al.
(2018) introduce the concept of green brand experience, which is also interpreted as
subjective and internal customer responses from environmental brand-related stimuli
that belong to a brand’s design and identity. Green brand experience will be referred to
as green experiential dimensions. In other words, the five dimensions of sensory, affec-
tion, cognitive, behavior and social are viewed through an environmental-conscious lens,

as illustrated in Figure 4.
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Figure 4. Green experiential dimensions.

When it comes to sensory experience, it can be hard to concretely observe the differen-
tial effect of environmental lens. For example, if one were to compare the looks between
the two identically designed shirts, it would be unlikely to tell whether one is made of
virgin material or recycled material. Visuality can also help companies in the reuse and
redistribute business model to differentiate themselves from the identity of a small local
flea market activity (Pohls, 2020). However, it is still possible to incorporate certain sus-
tainability elements into the sensory experience through the retailing atmosphere. For
example, the brand can put visual information about its ethical manufacturing process
on the wall in its retail store for shoppers. Sense marketing with environmental-friendly

intent is a novel concept that has little current research.

On the other hand, the affective experience may encounter changes in the environmental
context. Association with green product can bring an altruistic feeling for contributing to
the betterment of the “common good” environment (Ritov & Kahnemann, 1997). Another
kind of satisfaction may arise from the exhibition of the consumer’s environmental con-
sciousness to others, known as auto-expression benefits (Hartmann et al., 2005). Addi-
tionally, Hartmann et al. (2005) also includes the feeling of being one with nature as an
affective experience. When arising from sensory experience, the affective experience
can take its form as an appreciation of the environmental information being aesthetically
displayed.

Environmental products and brands stimulate the consumer’s cognitive experience re-
garding environmental knowledge and environmental consciousness (Ham et al., 2008;
Hartmann et al., 2005). The stimulants can come from directly the nature of the offerings,

if they have clear sustainability characteristics. For example, a reusable metal straw is
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more eco-friendly because of its apparent material. The customers’ cognitive experience
can also be created through a secondary information source, such as blogs and reviews
about how the product is made in a sustainable manner. The stimulants can also be
made from the customer's own mental comparison between the current and previous
information. Going back to the straw example, the customer will understand that a metal
straw that can be used countless times will be better for the environment than using a

new plastic straw every time.

The eco-friendly message that is embedded in the green brands and products can affect
the consumer’s subconscious cognitive process. By interacting with such a message,
the consumers could become more curious and more receptive to the environmental
aspect of consumption. However, the brand’s stimuli can also lead the consumers to
green brand cognitive dissonance, a novel construct proposed by Wu et al. (2018). This
is a state of psychological conflict due to contradictions between one’s held beliefs or
attitude toward environmental brands (Matthes & Wonneberger, 2014; Wu et al., 2018).
Tan et al. (2016) found evidences of consumers reservations and stigmas about the so-

called sustainability brands and products.

Environmentally related behaviors of the consumers can be under significant influence
as well. Satisfying experience from green brands and products can result in switching
behavior toward similarly green purchases (Wu et al., 2018). There may also be an indi-
rect impact to other environmentally conscious behaviors, like purchasing green prod-
ucts but simultaneously practicing reduction in energy consumption (Schuitema & De
Groot, 2015). On the other hand, negative effects from the brand experience can also
influence the customer behavioral experience poorly. The aforementioned green brand
cognitive dissonance can decrease the customer’s likelihood of shifting toward green
brands (Sharifi & Esfidani, 2014).

Social experience describes the consumers relationships with a reference group or cul-
ture, which can be distinct in the context of sustainability (Moisander, 2007). Gupta &
Ogden (2009) found evidence that consumers of sustainable products exhibit trust, in-
group identity, and perceived efficacy. First, the consumers believe in the cooperation of
others in green buying behavior. Second, they identify more strongly with representatives
of the sustainability consumer segments. Third, they have perceived efficacy, which is
the belief that their actions contribute to the common good. These three elements have
strong connections to the customer’s social emotions of how the customer produce and

reproduce their identity and self.
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Wu et al. (2018) used the green brand experience to explore the factors that motivate
consumer’s switching behavior in green brands. Meanwhile, the barriers to green con-
sumption behavior is also highlighted by Tan et al. (2016). The green branding’s effect

on the emotional dimension has been studied extensively (Hartmann et al., 2005).

2.3 Green Consumerism

As customer demands more pro-environmental products and eco-friendly regulations
might potentially pass, green consumerism emerges (Parker et al., 2010). The typical
green consumer understands his or her obligation to protect the environment by carefully
choosing green products and services (Mansvelt, 2010). Green consumers strive to bal-
ance a healthy and safe lifestyle without compromising the planet’s and society’s sus-
tainability. As a result, highly motivated green consumers are willing to pay between 10
to 30 percent premium to prevent environmental damage (Mansvelt, 2010). According to
Mansvelt (2010), the green consumers include not only careful consumers, but also em-
ployees with their personal values invested in their professions, and insurance agents,
bank personnel and stock market analysts who take company’s environmental perfor-

mance as an influential factor.

Aside from individual consumers, major organizations also partake in green consumer-
ism for various purposes (Mansvelt, 2010). First, there exist advocates for more green
products and services to reach the consumer market. Second, there are promoters of
green business, locally produced products and Fair Trade. Third, some third-party or-
ganizations handle the establishment of standards and promoting and/or certifying green
products. The fourth organizational types ensure validity claims made by companies and
identifying greenwashing. Fifth, companies put more effort into teaching consumers re-
garding sustainability. Six, advocating less consumption is also a function of several or-

ganizations.

Naturally, some niche markets are more oriented toward other green consumerism than
others. The niche markets that witnessed interests from the academic fields are green
cars, renewable energies, organic food and textile (Barbarossa et al., 2017; Blackburn,
2009; Nuttavuthisit & Thagersen, 2017; Thggersen & Noblet, 2012).

2.3.1 Product Attributes

When participating in green consumerism, there is often the presence of both the cus-

tomer’s individual interest and collective interest (Schuitema & De Groot, 2015). These
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two types of interests translate into two respective product attributes for which consum-

ers search. The idea is presented in Figure 5.

|
I Interest Collective | Individual
]
Product '
roduc ' -
Green ' Egoistic
attribute ! 9 I

Figure 5. Product attributes preference according to consumer’s interest (Schuitema & De
Groot, 2015).

The individual interests are satisfied when the consumer makes the purchases based on
selfish reasons, such as price, quality, or status. Schuitema & De Groot (2015) concep-
tualizes these attributes as egoistic product attributes, referring to how the purchased
product provides direct and visible positive effects for the consumers. On the other hand,
the collective interests refer to the purchases that indicate social responsibility, environ-
mental concern and animal cruelty (Magnusson et al., 2003; Moisander, 2007). In other

words, these purchases possess green attributes.

Consumers who focus on egoistic attributes tend to choose products with lower prices
based on rational decision-making theories (Ahmetoglu et al., 2014). In other cases,
higher prices can also positively influence these customer’s purchase decision, when the
premium price reflects better quality or status (Shih, 2012). Another instance of egoistic
product attributes is brand equity (Schuitema & De Groot, 2015). Brand equity is the
embodiment of the consumer’s preference for a brand (Yasin et al., 2007). Well-known
or familiar brands is believed to be more reliable and quality. Additionally, personal image
can be connected to a specific brand. Therefore, brand equity fulfills the customer’s in-

dividual interest.

This study focuses on green product attributes that promotes environmental
consciousness, such as recyclability, durability, biodegradability, renewability, low
emission, local production, and energy efficiency (Sharma & Foropon, 2019). When a
product has one, several or all of these attributes, it shows concern toward the ecology,
which positively impact the collective interests. Eco-friendly product attributes influence
purchasing intentions more when product attributes can already accomplish self-serving
motives like price, quality, status and familiar or well-known brand (Schuitema & De
Groot, 2015).
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2.3.2 Consumer Values’ Influence on Product Attributes

Parallel to the product attributes, there are two sets of influences on green consumer
behavior, one being personal factors (norms, beliefs, capabilities, customs, and habits),
the other being contextual factor (interpersonal influences, community expectations, and
cultural influences) (Mansvelt, 2010). Similarly, De Groot & Steg (2008) categorizes ego-
istic values and altruistic values to represent internal guiding principles in the consumers’
life that influence their choices in green consumerism. Consumers endorsing egoistic
values highly prioritize costs and benefits for personal gains. People who possess strong
altruistic values is considerate to the collective, not just themselves (Stern, 2000). As a
result, altruistic consumers view the perceived costs and benefits of the product with
respect to other people, their community, or the ecosystem before themselves. Bio-
spheric value is a subtype of altruistic values, in which the perceived costs and benefits

for the ecology and ecosystem are balanced (De Groot & Steg, 2008).

Both egoistic values and biospheric values exist in the same individual, but in varying
degree. A consumer can have either low or high regards for both or different preference
for each. The same is true for the product attributes discussed in the prior subsection.
Consequently, the combination of each variation of consumer values and product attrib-

utes can result in a certain buying behavior. This idea is illustrated in Figure 6.

Consumer values

High biospheric

High biospheric

Low biospheric

High egoistic Low eguoistic High egoistic
High green Likely to buy Likely to buy Likely to buy
High egoistic
Product High green Unlikely to buy | Likely to buy | Unlikely to buy
attributes | Low eqgoistic
Low green . . :
High egoistic Unlikely to buy | Unlikely to buy | Likely to buy

Figure 6. Impact of product attributes and consumer values on purchase decision (adapted
from Schuitema & De Groot, 2015).

Egoistic consumers will base their purchase decision on whether the product’s perceived
individual benefits exceed its perceived individual cost and vice versa (Schuitema & De
Groot, 2015). Thus, when the product attributes are highly egoistic, they will be more
likely to buy, regardless of the product’s implication on the ecology. When it comes to
biospheric consumers, the reverse is true. Highly green products will be more likely to

get their attention, despite having high or low egoistic attributes. However, if a consumer
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highly values both themselves and the collective, they would not settle for products that
fall short in either one of the attributes. Finally, if a product possesses excellent attributes
both in green and in egoistic, customers with all the varying degree of values will be more

likely to buy.
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3.CIRCULAR ECONOMY

3.1 Circular Economy versus Linear Economy

Linear economy refers to the directness of a product’s lifecycle, that is, produce-con-
sume-dispose (Ruggieri et al., 2016). The impact on the environment of linear economy
is dramatic due to its excessive exploitation of natural resources and lack of sustainable
way to treat wastages (Su et al., 2013). Furthermore, linear economy’s unsustainable
nature also poses a threat to the stability of the economy (Ranta, 2016). As a result, the
concept of circular economy has garnered increasing interest after first being introduced
by Pearce and Turner (1990). The motivation of circular economy is continue contributing

the economy without harming the environment or depleting resources (Boulding, 1966).

In circular economy, the flow of production recirculates through either being reused, re-
cycled or at least reduced. The material flow loops in biological cycles and technical
cycles. The biological cycles include the bio-based materials going back to living systems
and provide renewable, consumable resources. The technical cycles are the recovery

and restoration of products and finite materials through various processes.

There are three core principles in the circular economy model (EMF, 2012). First, waste
and pollution are to be avoided through careful system design. Second, the products and
materials ought to be kept in use for as long as possible. Third, natural systems must be
regenerated. However, economic activities are also crucial to sustainability. Thus, the
circular economy acknowledges that environmental and societal benefits must be cou-

pled with the generation of economic opportunities as well.

As a result, the circular economy follows the waste hierarchy as a framework for mini-
mizing waste. According to Van Ewijk & Stegemann (2014), the waste hierarchy origi-
nated as a prioritization of reduction, recycling and reuse of hazardous waste over treat-
ment or disposal roughly from about 1980. In Europe, the Commission of European Com-
munities presented a community strategy for waste management (EC, 1989). The waste

hierarchy is illustrated in Figure 7.
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Figure 7. Waste hierarchy (Van Ewijk & Stegemann, 2014).

It presented that prevention of waste is the first priority, whereas waste that could not be
prevented is best recycled or reused, and waste not recyclable or reusable must be dis-
posed. The 2008 Waste Framework was introduced in EU legislation, clearly making a
distinction between prevention, preparing for reuse, recycling, recovery and landfill on a

priority scale (European Parliament and Council, 2008).

The best choice in the waste hierarchy is prevention of waste, which means avoiding
and reducing waste. All activities that encourage and promote the extension of a product
or material’s lifespan and reduction of waste is considered prevention of waste. On an
individual level, this could mean to use a worn-out piece of garment as rag. It could also
be the careful selection of purchase that is based on needs rather than impulse. On an
industrial scale, prevention of waste is done through thorough planning and production
management. When production is well in sync with demand, delivery, modularity, and
smart packing, a product’s lifetime can be prolonged and waste decreased. (EPA, 2017;
Waste Act 646/2011, 2011)

The runner-up option is to reuse the waste. In other words, the product is reutilized for
the same original purpose without being modified. It is important to understand that the
re-use of the same product or component is not by the first holder, but to another holder.
Nonetheless, in practice, there is usually the preparation for re-use, which can also be
interpreted as maintenance. In order to be re-used in industrials, the product or compo-
nent is inspected, cleaned, and slightly repaired to guarantee same functionality as a
new product or component would. In the consumer basis, re-selling or donating unused
products for the next holder fits the criteria of re-using the waste. (EPA, 2017; Waste Act
646/2011, 2011)
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The third choice is to recycle the waste. Contrary to popular misbelief, recycling does not
mean passing a material or a product for someone else to use. Recycling consists of all
the processes needed through which the waste is reformed into a new product or mate-
rial, which can then be utilized for its original or another purpose. This is the last method
in the waste hierarchy that keeps the product in the material flow circulation. There are
numerous different methods to recycle the resource, such as mechanical ways of grind-
ing or shredding, chemical, thermal, biological or a combination of these. (EPA, 2017;
Waste Act 646/2011, 2011)

When it is no longer possible to recover the waste into its material form to serve some
function, energy recovery is the next option in the waste hierarchy. The recovery of en-
ergy is performed using thermo-chemical, chemical and bio-chemical processes. These
processes produce electricity, heat or fuel. As a result, even though the waste no longer
serves material function, it still generates valuable energy sources and replaces other
resources that would otherwise be used for energy production. (EPA, 2017; Waste Act
646/2011, 2011)

Finally, disposal of the waste is the last action in the end of the material’s lifecycle. This
occurs when all the options above have been exhausted and deemed unsuitable. Waste
disposal is carried out most commonly through either landfilling or incineration without
energy recovery. For the wastes that are too hazardous, a waste treatment process is
performed prior to the final disposal. The waste disposal must be done in the most envi-
ronmentally secure way and without threatening the human health. (EPA, 2017; Waste
Act 646/2011, 2011)

3.2 Reverse Cycles for the Circular Economy

Reverse cycles are the flow of material going from its current stage in the supply chain
back up the previous stage. This allows the material’s lifecycle to be extended, instead

of going forward down the waste hierarchy. The idea is illustrated in Figure 8.
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Figure 8. Reverse cycles for the circular economy (EMF, 2012).

The figure about separates the source of material composed of biological nutrients and
technical nutrients, as their reverse cycles differ. Repair and maintenance prolong the
life span of a product for usage through inspection and servicing that maintain or recover
its functionalities (Bocken et al., 2016). Repair and maintenance activities can be per-
formed by manufacturers, service providers, workshops or by consumers themselves
(Lideke-Freund et al., 2019). Reuse and redistribution happen when the product is used
again in the same fashion for which it was initially meant, with little to no changes. When
reuse and redistribution operations occur, the ownership of the product is often trans-

ferred from the original user to the secondhand user (Lideke-Freund et al., 2019).

Refurbishment and remanufacturing of products would replace failing parts to restore
their functionalities (Souza, 2013). These products meet the specifications of the original
manufactured products through the combined use of reused, repaired and new parts.
However, the quality of refurbished products is perceived as lower than that of newly
manufactured products, thus decreasing consumer’s willingness to pay (Harms &
Linton., 2016). Recycling products becomes an alternative when they are no longer eli-
gible for refurbishment and remanufacture (Lideke-Freund et al., 2019). The product’s
materials is divided, gathered, processed and included in the production process of a

new product (King et al., 2006).

Cascading is the exploitations of biological material for energy recovery, after they have
finished being utilized for their main functionality (EMF, 2012). Similarly, repurposing is

the assignment of new usage purpose for also technical material, such as battery reuse
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from electric cars to backup electricity supply (Lideke-Freund et al., 2019). Biochemical
feedstock extraction is the conversion of raw biochemical material into chemical prod-
ucts, food, fertilizer and energy forms such as fuel, power and heat (EMF, 2012; Venkata
Mohan et al., 2016).

This study conducts extensive empirical research and analysis of two reverse cycles,
which are reuse and distribute cycle and the recycle cycle. In the next section, the circular
economy business models built on top of these reverse cycles is discussed, with the two

aforementioned cycles as a priority.

3.3 Sustainability in Clothing Industry

While there is not an industry standard on the concept of sustainable clothing, it often
includes terms like organic, green, eco-friendly, fair trade, slow fashion, and sustainable
(Cervellon & Wernerfelt, 2012). Fair trade is the practice of providing fair price and work-
ing condition for the suppliers and wage workers with fair trading agreements (Shaw et
al., 2006). Slow fashion encourages the adoption of ethical production, reduction in cloth-
ing production and the purchasing of quality clothing instead of quantity clothing (Ertekin
& Atik, 2014; Fletcher, 2010). These various concepts are tackling different wrongdoings
in the clothing industry, such as cruelty towards animals, exploitation of workers and
damaging the environment (Allwood et al., 2008; Bianchi & Birtwistle, 2010; Blanchard,
2013; Bray, 2009; Laitala et al., 2012).

Studies showed that consumers of the clothing industry had concerns about the sustain-
ability in the industry (Dickson, 2001; Freestone & McGoldrick, 2008; Ha-Brookshire &
Hodges, 2009; Niinimaki, 2010; Tomolillo & Shaw, 2004). However, the results of these
studies had limitations in its sample selection. Most of the researchers conducted the
research on a general population sample, which potentially include many who never
made a proactive decision toward sustainable consumption. Other studies have sug-
gested that consumers prioritize the product features such as price, quality, and appear-
ance of the clothing over the ethics when making the purchase decision (Beard, 2008;
Belz & Peattie, 2009). Simultaneously, contemporary literature has consensus that the
motivation for clothing consumption is the individuals needs for belonging, self-esteem,
social status and acceptance from others (Belk, 1988; Easey, 2002; Gabriel & Lang,
1995; Richins, 1994). It was not enough that the clothes are just sustainable without
satisfying the customers’ individual needs. As a result, sustainable clothing that does not
satisfy the aesthetics, need for variety and suitability will not be favored (Joergens, 2006).
From the conclusions of these studies, it can be said that customers of the clothing in-

dustry have a natural inclination toward egoistic values.
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On the other hand, there are a handful of researches that study a subset of customers
who are driven by ethical values such as equality, and social and environmental justice
(Bly et al., 2015; Jagel et al., 2012). These customers had either recycled, buy eco-
friendly or fair trade clothing, or prefer the reuse of existing clothing. In other words, they
demonstrated more biospheric values. At the same time, sustainable consumers are still
driven by egoistic values, such as the need for self-expression, self-esteem, sense of

accomplishment (Lundblad & Davies, 2016).

While these previous studies have researched the values that drive consumers in the
clothing industry to consume sustainably, they did not address the associated experi-
ences that the consumers encounter based on their respective egoistic and biospheric
values. This paper, on the other hand, aims for the dimensional experience that consum-

ers of the sustainable clothing industry have, depending on their values.

3.4 Circular Economy Business Model

3.4.1 Business Model

According to Richardson (2008), a company uses a business model to outline how the
company delivers its products and services to the customers and how it makes a return.
While scholars define the structure of the business model differently, there are three
common components, value proposition, value creation and delivery, and value capture.

The structure is further illustrated in Figure 9.

‘ Business Model Components ‘

‘ Value Proposition Value Creation & Delivery ‘ ‘ Value Capture ‘
‘ Products & Services ‘ Resources ‘ ‘ Revenues ‘
‘ Target Customers ‘ Processes ‘ ‘ Costs ‘

Figure 9. Business model structure.

Value proposition is the crucial component that appears in business model literature. A
value proposition is a company’s offering to their customers, which could be either in the

form of products or services or both. This component is argued as the core reason why
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an organization exists (Johnson et al., 2008; Linder & Cantrell, 2000; Morris et al., 2005;
Osterwalder et al., 2005). A good value proposition is one that targets the correct cus-
tomer segment (Richardson, 2008). Furthermore, an organization needs to have a value
proposition that is unique so that it can win the customers and gain competitive ad-
vantage (Richardson, 2008).

While the term value creation and delivery not as explicitly mentioned as much as value
proposition, its role is almost always present in the business model. Value creation and
delivery refers how value is created and delivered to which customers through key pro-
cesses and key resources (Johnson et al., 2008). Therefore, the best concepts that re-
flect this component are value chain and value network (Chesbrough & Rosenbloom,
2002). Value chain describes the important resources and processes in-firm that create
the offering such as people, technology, information, IT systems, and hiring and training.
At the same time, the value network mentions the resources and processes in the com-

pany’s industry such as partnerships, channels, sourcing and manufacturing.

Value capture is the financial component in the business model, which discusses the
revenues and costs. There are multiple revenue models for a business to focus on spe-
cific ways to generate revenue (Amit & Zott, 2001). Bonnemeier et al. (2010) detail a
comprehensive list of both traditional and innovative models, such as product sales, rent-
ing, leasing, licensing, fixed fee, cost plus, usage based, performance based, and value
based. Meanwhile, the cost structure accounts for the money spent on sustaining the
business, such as costs of key assets, direct costs and economies of scale (Johnson et
al., 2008).

3.4.2 Typologies of Circular Economy Business Model

The business models in the circular economy can by categorized based on the six major

reverse cycles (Ludeke-Freund et al., 2019). They are divided as shown in Figure 10.
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Circular Economy Business Models

Repair & Maintenance Recycle
Reuse & Redistribution Gascade & Repurpose
Refurbish & Remanufacture Organic Feedstock

Figure 10. Business model typologies in the circular economy.

Repair and maintenance business models’ main value proposition is to provide services
in maintaining and repairing for the life extension of the consumer’s product. Such ser-
vices can be provided by either the original equipment providers (OEMs) or external third
parties. Refurbishment and remanufacturing business models combine aspects of both
the repair and maintenance business model and reuse and redistribution model (Lideke-
Freund et al., 2019). For a refurbishment and remanufacturing firm, the used products
first ought to be collected through a take-back system, such as buy-backs or donations.
Then, the company applies its competence to get the used products to be close to new

or even better than new.

Cascading and repurposing business models create value through the utilization of used
product components, materials and waste (Pauli, 2010). Cascading refers to the bio nu-
trients, such as the use of forest trees in multiple stages of its lifetime, from solid wood
to veneer wood and so on. Meanwhile, repurposing refers to the technical nutrients, like
turning an empty wine bottle to a flower vase. Organic feedstock business models pro-
cess the organic residuals from all used technically and economically feasible cascades
through biomass conversion (liquid biofuels or chemicals), composting (bacterial or fun-

gal), or anaerobic digestion (EMF, 2012).

Reuse and redistribution business models reintroduce used products, components, ma-
terials or wastes as production inputs. Regarding services, companies can also offer
take-back management systems to collect the used products (Lldeke-Freund et al.,
2019). These used products’ market value is reassessed, after which they are offered
to the customers. As an example, Hvass (2014) described manufacturers in the clothing
industry that use their own platforms and channels both online and offline to provide
reuse for existing and new customers. Additionally, reuse and redistribute activities can

also be performed without a need for a provider like the aforementioned manufacturers.
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End consumers can exchange used items directly between one another, either through
physical exchanges or online platforms like Ebay and Facebook Marketplace. Internet-
based brokering services as such are commonly used for the facilitation of trading used
goods between individual customers (Dreyer et al., 2017). The business models can also
work in the B2B space. Netlet is a Finnish company that operates in such space. Noticing
that millions of tons of unused building material is discarded on construction sites and
factories and has to be processed with a fee, Netlet purchased this surplus material and

then sell it to other businesses.

The primary value proposition for the customers of the reuse and redistribute business
model is cheaper price and access to familiar products. As a result, one of the main
target audience is cost-conscious customers (Lideke-Freund et al., 2019). The service
provider or supplier creates value through the logistics of collecting and distributing the
used goods, and the slight enhancement of cleaning and repairing small defects. Con-
sequently, the seller will have a substitution for a new product and new material. The
value delivery process could be from a retailer offering used products to consumers at a
discounted price or directly from one consumer providing to another. Similar to repair
and maintenance businesses, there is no cost in manufacturing new products, but labor
and possible repair costs instead. However, there might be some indirect costs to pay
for commissions to the original owner or platform. Additionally, logistics cost exists since

the take-back system is needed to collect and recirculate the used products.

Recycling business models convert wastes into products in two directions, upcycling or
downcycling. Upcycling produces higher-quality materials and improves functionality
from the waste input. For example, Rens Original is a footwear brand that upcycles cof-
fee ground and plastic bottles into sneakers. Downcycling converts the waste into mate-
rial of lower value. For example, unusable clothing can be downcycled to rags or stuffing.
Recycling has a tremendously diverse range as it could work at the molecular level of
the material (Fraunhofer, 2014). Similarly, its variety in business model is also wide, de-
pending on the geographic location and associated actors. For example, different areas
have their own ways to stimulate the recycling process, such as having deposit on plastic
bottles to incentivize returning the empty bottles. Finland, Germany and Netherlands are
some of the countries that sell glasses and plastic bottles with a deposit so that custom-
ers are motivated to recycle. These empty bottles are returned at the stores or shopping
centers and then brought back up the supply chain. In Finland, Palpa is the company
that handles the take-back of beverage packages. In other countries, the consumers are

expected to separate waste themselves. In the B2B model, Bakker et al. (2014) noticed
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that there are gaps in which a company’s wastes can be turned into new products for

another company.

The primary value propositions in recycling business models are either recycling of green
inputs offered by waste collectors/processors or products from manufacturers of recycled
inputs (LUdeke-Freund et al., 2019). In the B2B space, the value proposition could be
the services of collecting discarded products and materials residues. Similarly, postcon-
sumer wastes can flow back to the manufacturers to become partly, or wholly, new prod-
ucts. To create value, the recycling business needs specific knowledge in product design
and material science. Thus, the business can process the precise physical and chemical
properties of the various materials during the upcycling or downcycling procedure. Since
recycling involves the materials traveling upstream and downstream in the supply chain,
the value delivery requires good logistics management between customers, raw material
suppliers and parts manufacturers. This could be challenging task as there are many
actors involved in the network, such as waste generators, collectors, processors, institu-
tions and entrepreneurs. The value capture in recycling business model lies in the sales
of the recycled materials and products. The effects of recycling could influence the re-
duction in costs. In some cases, upcycling enables businesses to charge a premium

price as well (Kraaijenhagen et al., 2016).
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4. RESEARCH METHODOLOGY

4.1 Framework for Analysis

When the customers engage with businesses in the circular economy business models,
they experience a multitude of dimensions. In combination with their value systems, var-
ious manifestations of experiences are produced. As the research is conducted, the the-

ory framework in Figure 11 will be applied.

#5 Green
Consumers Experiential
1 N r v g g Dimensions
Reuse & Redistribution Sensory
/' Business Model -
Egoistic Biospheric - S Affective
values values 1 N, '
\. Recycle Business ; Behavioral
Madel Cognitive
A / A S
Social

Figure 11.Theory framework.

In Chapter 2, it was outlined that consumers have two sets of values, egoistic and bio-
spheric values. The degree of each set of values may vary from person to person. Some
could have very high or low concerns for both values, or high egoistic values but low
biospheric values and vice versa. Depending on their value metrics, when interacting
with the brand of either recycle business model or reuse and redistribute business model,
they could produce unique or similar green experiential dimensions (sensory, affective,

behavioural, cognitive or social).

According to Lideke-Freund et al. (2019), different business models in the circular econ-
omy have different target customers. Repair and maintenance, reuse and redistribute,
and refurbish and remanufacturing business models target cost-conscious customers.
Meanwhile, recycle, cascading and repurposing, and biochemical feedstock business
models appeal more to green customers. For the purpose of this research, two business
models are used, which are reuse and redistribute business model and recycle business

model.

As the offering of each business model typology differs, the contents of experiential di-

mensions may vary accordingly. For example, the sensory experience often depends on
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whether the aesthetics of the offering matters. In textile, it might be important, whereas
in recycled water bottle, it might not. Similarly, affective experience is often associated
with the consumer’s emotional attachment to the product. If the product is already used
and discarded by the previous owner, would it evoke the same level of affection from its
new owner, or would it just be used as a means to an end? Thus, it can be expected that
there will be a comparison of similarities and differences between the two targeted busi-

ness models in this study.

4.2 Research Design

Case study approach is appropriate for researches that is conducted with a focus on
exploration (Salkind, 2010). This approach helps explain different behaviors by context-
specific examination of the case. Both qualitative and quantitative data can be used for
a case study. For the exploration of a certain phenomenon, qualitative case studies are
more frequent. For example, to study the extent of customer experience in luxury hotels,
Walls et al. (2011) interviewed 15 guests for data gathering. Other studies in the field of
customer experience employed qualitative methods as well (Cetin & Walls, 2016;
Machado et al., 2014; Stein & Ramaseshan, 2016). Interviews, observations and docu-
ments (online and offline) are common methods for collecting data. However, in this
study, the only methods of data collection applied were primarily interviews and some
documents from the case company’s website. Therefore, it is more suitable to classify

this research as an interview study.

This study takes the perspective of an individual as it looks at the multi-dimensional ex-
perience of each customer. As there are several typologies of business models in the
circular economy, each customer can be categorized accordingly. Thus, the researcher
conducts the study using the multi-case study approach. There are six types of circular
economy business models, two of which will be examined in this study. The boundaries
of the case studies are limited to the circulation of textile materials. Additionally, the com-
panies must have a B2C model to be part of the study, as the researched customer

experience belongs to market consumers.

The case companies are contacted for permission to access their customers. The re-
search then obtained sixteen customers for interviews. Since the goal is to explore the
various dimensions of customer experience, direct interview of the customers would be
a suitable way to collect the relevant qualitative data. The data is then analyzed using
the procedure of qualitative content analysis (Mayring, 2000; Schilling, 2006). Qualitative
content analysis creates a system of categories that reflect the interview answers rele-

vant elements. A hierarchy structure can be built to categorize the elements. In this case,
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each element refers to the customer experience and values. The hierarchy categorizes
these elements into the correct dimension of experience or value type. This is done both
deductively through theoretical derivation from literature and inductively through textual

material without any theoretical assumptions.

As the case companies are presented, the sampling method for the interviewees are
purposive, meaning that they are chosen with something specific in mind and the inter-
viewees would fit the purpose of this study (Etikan et al., 2016). In this study, the inter-
viewees must be customers of the chosen companies. They also were selected with the
intention that the age range would be between 20 to 43 and the gender count would be
divided somewhat equally between male and female. The emphasis of the results is on
saturation, which is the continuation of sampling until no new substantive information is
collected (Miles & Huberman, 1994). The empirical results in this research reached sat-

uration toward the end of the interviews.

This study was carried out for the span of ten months, from February 2020 to the end of
the same year. The research began with the construction of the theoretical background
regarding experiential dimensions and the circular economy. This was used as a source
of background information. It also provided guidance for the interviewee selection and
further data analysis. The interviewees were contacted and interviewed during May and
June of 2020. Further analysis and discussion were done throughout the remaining of
the year 2020.

4.3 Case Selection

The goal of this thesis is to find similarities and distinctions in the customer green expe-
riential dimensions in two specific business models in the circular economy, the reuse
and redistribution model and the recycle model. Two case companies were chosen to
represent the two circular economy business models, along with two other criteria. First,
they both need to have a dedicated segment toward the consumer market. The customer
experience literature in this thesis primarily focuses on consumers, not business custom-
ers. Second, they should be in the same industry with the same type of products, such
as only the apparel industry, or the car industry. As the customer experience varies sig-
nificantly amongst different products and services types, having the same type of product

would help eliminate irrelevant data and noises.

With such criteria in consideration, a preliminary search for suitable cases was con-
ducted. This involved an online search for fitting companies, and discussions with CITER

researchers in the circular economy literature field. As a result, multiple potential case
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companies for both business model typologies were identified. Ultimately, two case com-
panies were selected. UFF represents the reuse and redistribution business model, while

Pure Waste is selected as the recycle business model.

UFF is a private-owned non-profit non-governmental retail organization in the re-use and
re-sale sector of consumer textiles. UFF resells textile donations of private citizens
across the whole Finland. Thus, it matches the type of offering that a reuse and redistri-
bution business model has. UFF stores can be found in most cities in Finland. UFF stores
only contain used garments that are donated by the people. The garments are sorted in
UFF’s sorting center to determine whether the piece of clothing is re-usable for the next
customers or should be utilized as raw material via recycling. UFF then select the reus-
able garments and textiles for its retail stores to sell to customers at a discounted price.
The rest of the textile are wholesaled to UFF’s partner organizations. UFF donates its

profit to climate work and global development projects.

Although UFF is a non-profit organization, it still follows the business model structure of
value proposition, value creation and delivery, and value capture. For its value proposi-
tion, UFF offers used clothes that are still re-wearable to customers in the largest cities
in Finland (UFF, 2020). The value creation lies in its processes of collecting and sort old
clothes. The resources for these old clothes come from the people of Finland who want
to donate the clothes that they no longer wear. The delivery of value is through the offline
distribution channel, which is the 21 stores in several cities in Finland. Regarding the
value capture, UFF’s primary source of revenue comes from selling second-hand clothes
to retail and wholesale customers. The revenue also comes from private and partner

organizations donations and grants from the institutional financiers (UFF, 2020).

Pure Waste is a company that specializes in mechanical textile recycling. As a manufac-
turer, Pure Waste caters to business customers, but also has a dedicated channel for
market consumers. Pure Waste is committed to only take materials that would otherwise
go to waste. Therefore, it fits the profile of a company with recycle business model that
this thesis requires. Pure Waste plays a versatile role in its supply chain as it handles
both its production and distribution to both business customers and market consumers.
Pure Waste is committed to only take materials that would otherwise go to waste. Fur-
thermore, the company pays a great deal of attention to social responsibility through
transparency in its manufacturing process and workers treatment. For example, its factor

energy comes from wind power, and its employees are paid above average wage.

Pure Waste’s core value proposition is its fully recycled garments, which are available

both to individual consumers and business customers (Waste, 2020). Pure Waste also
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has a very strong dedication toward social and environmental sustainability, which is
highlighted through its information displayed on the company’s website. The value crea-
tion of Pure Waste lies in its manufacturing processes that make products while using
no dye and no new cotton and saving water. Pure Waste’s offerings are then delivered
worldwide primarily through online channels, although it has one store location in Hel-
sinki, Finland. Pure Waste also prides itself for the safe, legal and ethical production and
fair wages for its workers. Therefore, it likely focuses the costs on manufacturing to en-
sure the fair trade continues. The revenue comes from individual consumers that pur-
chases Pure Waste branded products online and through the store. Pure Waste also has
a B2B revenue stream, in which it offers its partners private labeling, wholesaling of Pure

Waste branded clothes and its custom fabrics.

4.4 Data Gathering

The interviews were semi-structured, with a set of questions for every interviewee. The
list of questions allowed interviewees room to elaborate their points further, which en-
couraged exploration. The questions cover the five experiential dimensions (sensory,
affective, cognitive, behavioural, and social) and the interviewee’s values regarding
clothing purchase. The question set starts with one question probing the biospheric and
egoistic values. The consecutive eight questions ask about the five dimensions of expe-
rience. The question set is presented in Appendix A. The overview of the interviewees’

data is presented in Table 2.

Table 2. Overview of interviewee’s data.

Brand Inter- Interviewee’s Inter- Inter- Date
viewee ID age viewee’s | viewee’s na-
gender tionality

UFF U1 25 Female Indian 29.05.2020
U2 27 Female Finnish 29.05.2020
u3 20 Female Finnish 03.06.2020
u4 36 Male Finnish 03.06.2020
us 36 Male Moroccan 03.06.2020
U6 27 Female Finnish 03.06.2020
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u7 28 Male Finnish 03.06.2020
us 36 Male Finnish 04.06.2020
Pure P1 40 Male Finnish 26.06.2020
Waste
P2 21 Female Finnish 26.06.2020
P3 43 Male Unknown 26.06.2020
P4 24 Female Finnish 26.06.2020
P5 28 Male Finnish 26.06.2020
P6 26 Male Finnish 26.06.2020
P7 32 Female Finnish 26.06.2020
P8 28 Male Finnish 26.06.2020

Since the customers were approached nearby the stores without appointment, they did
not receive a buffer time to prepare for the questions. Therefore, the nature of the inter-
views was informal face-to-face interviews. Sixteen interviewees were interviewed, eight
from UFF store and eight from Pure Waste store. There was a time constraint issue,
which lead to the interviewer not being able to ask all the questions from a few interviews.
In these cases, the interviewer selectively asked enough questions so that all the cate-
gories of research were still covered. In other words, the interviewees still gave their

answers to cover all the dimensional experiences and their values.

The interviews were recorded and transcribed for analysis. The transcription consisted
of the interviewee’s answers from the question set. A thematic analysis was conducted
to the interview data. The interviews were reviewed individually, and then afterwards

analysed together to highlight the common themes.

4.5 Qualitative Analysis

As the interviewees’ answers were collected and transcribed, the next natural step was

to analyze the results. In each interview, the researcher sought to learn about the follow-

ing:
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o What are the interviewee’s levels of egoistic values and biospheric values?

o What is the interviewee’s sensory experience with the corresponding brand?

o What is the interviewee’s affective experience with the corresponding brand?

o What is the interviewee’s cognitive experience with the corresponding brand?
o What is the interviewee’s behavioral experience with the corresponding brand?

¢ What is the interviewee’s social experience with the corresponding brand?

These questions provided a guideline for the analysis. A comprehensive coding category
system was developed to summarize the answers from the interviews. First, the parts of
the interviews containing interviewees’ values and customer experiences were selected
for analysis. The transcription of the interviews was put as sixteen (16) unique docu-

ments into Atlas.ti, a qualitative data analysis and research software,

Second, these parts were then segmented into coding units using Atlas.ti. The coding
framework was then developed based on thorough review of the transcription. Over time,
twenty-one (21) unique codes were created. Each coding unit is one piece of information
or idea that was understandable by itself, such as aesthetics, colors, basic, sustainable,
water, etc... These coding units were assigned to sentences from the transcription that
indicate the codes meaning. For example, if a sentence talks about how the interviewee
found the clothes beautiful, then it would be labelled under the code “aesthetics”. Some
of the codes were predetermined, such as sensory, affective, cognitive behavioral, so-
cial, egoistic and biospheric. These were derived from theory. These predetermined
codes served as superior codes that would include the codes that labelled the sentences.

L 13

For example, the superior code “sensory” would include “aesthetics”, “colors’,...

Initially, some coding unit was categorized using just one word, but it did not illustrate
well enough a noteworthy concept. For example, the word “think” might be a cue for a
cognitive experience unit code, but some people use the word habitually in the sentence
without necessarily indicating a cognitive process occurrence. As a result, all coding units

in this study were a sentence long.

Third, the coding units were grouped into two primary categories, one for consumers’
values, the other for customer experience dimensions. As the analysis process contin-
ued, the codes began to be categorized. The two categories were then broken down into
secondary subcategories of codes. The consumers’ values had two subcategories, ego-
istic values and biospheric values. Each dimension of customer experiences had a sub-
category for its own. In these subcategories, the appropriate coding units were then

placed using induction. For example, the sensory dimension includes the five human
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senses. The visual sense can experience colors and beauty, while the touch can expe-
rience softness and comfort of the textile. Thus, the codes for “colors”, “aesthetics”, “soft-

s s

ness”, and “comfort” will be under the “sensory” subcategory.

Overall, the data produced sufficient results. Triangulation was reached by analysing
from the perspectives of literature sources and from the interviews. This is known as
method triangulation, which is the use of multiple data collection methods (Patton, 1999).
Data triangulation is a tool to produce more precise findings (Yin, 2009). Furthermore,
the researcher concluded saturation was reached as the results of the interview analysis
began to repeat themselves.
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5.RESULTS ON CUSTOMER EXPERIENCES AND
VALUES AMONG CLOTHING INDUSTRY CON-
SUMERS

5.1 Circular Economy Experiential Dimensions

5.1.1 Sensory Experience

In the cases of clothing brands, the sensory experience is divided into three categories.

The details are outlined in Table 3.

Table 3. Sensory experience of UFF and Pure Waste interviewees.
Sensory Experience remarks Citation Examples
experience | from UFF interviewees
Sight Fit the interviewee’s style. | “It needs to look good on me.” (U2)
“l check that [...] it fits my style.” (U6)
“As long as it fits and suits my style, it doesn’t have
fo cost too much.” (U7)
Aesthetics aspects of the | “Sometimes I find really cool clothes because | like
products in the store. beautiful clothes.” (U3)
“I look whether it looks good and aesthetics.” (U1)
The products are in good | “The condition, no damages, that’s number one.”
condition, no damage. (U5)
“As long as the clothes you buy are in decent con-
dition, not too used, too old.” (U7)
Smell None had issues with the | “The smell isn’t an issue because you can always
smell. wash it later at home.” (U7)
Touch The clothes should be soft | “Material needs to be soft otherwise it will be un-
and comfortable to wear. comfortable to wear.” (U2)
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“Trying the clothes on is very important, to see how
they feel. I'm moving my arms and legs to see if
they are comfortable.” (U8)

Sensory | Experience remarks Citation examples
experience | from Pure Waste inter-
viewees
Sight The simple color scheme. | “Ilike the color scheme. They are not too bright, but
casual everyday clothes.” (P2)
“At the moment | like to buy these basic colors,
white, black and blue, because it’s really easy to
match the outfit with every situation.” (P4)
“They sell only basic colors and no prints mostly.”
(P6)
“Very simple things like white t-shirts, black pants.”
(P7)
“I like it because it has mostly plain simple colors
with the twist or randomness which comes from
there being so many materials. (P8)
Basic look, no big logo. “Nothing too much. No big logo or anything.” (P1)
“I like that they are simple and sort of timeless.”
(P5)
“Pure Waste’s T-shirts are very basic.” (P6)
Aesthetics. “Obviously | do want it to be good material that will
last, and it’s nice if it looks good and feels good.”
(P5)
Smell No particular issues with | “Regarding the smell, they don’t have a particular
the smell. smell to it.” (P7)
Had no strong chemical | “I just smelled these, and they don’t have such
smell that new clothes | strong smells of chemicals as other new products
would usually have. have.” (P5)
Touch The clothes were soft and | “It feels soft.” (P1) (P5)

comfortable.

“The fabric feels good.” (P2)
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“If it fits and it’'s comfy then everything is fine.” (P3)

When it comes to sensory experience in clothing, the two senses, sound and taste, are
not mentioned by any interviewees. This makes sense because clothing and textile have
no significant description with regards to these two senses. As a result, the majority of

the remarks are related to sight, smell and touch.

Regarding the sense of sight, three main characteristics of the products are identified,
namely color, style and aesthetics. In fact, interviewees cited color as one of the most
important factors when they consider buying a shirt. As the garments are used for a
longer period of time, the owners appreciate when the color of the garments is retained.
The majority of Pure Waste interviewees involve color into their sensory experience.
Several customers of UFF also mentioned color as an influence to purchase decision,
but none described it as a sensory experience. The next aspect of sight is the style of
the garments. Similarly, having the style to fit the customer was mentioned as a crucial
factor in purchase decision as well. Interviewees from Pure Waste prefer the basic style
with simple color, which is characteristic of the brand. On the other hand, UFF customers
gravitate toward stylish and “cool’-looking clothes. A few interviewees from both brands
pay attention to the aesthetics of the products. They explicitly mentioned that the gar-
ments should look good on them. UFF interviewees paid attention to the condition of the

products as well, since the products would not be brand new.

Smell was frequently mentioned by most of the interviewees, but unanimously agree that
there was nothing particularly negative. Due to the nature of UFF’s business model, its
products are used products. Still, its customers did not have any problems regarding the
smell of its clothes. Furthermore, they gave smell less significance, as they explained
that they can always wash the clothes to get rid of the smell. Meanwhile, one interviewee
observed that new products might have strong smells of chemical, yet according to her,
Pure Waste’s did not. Other Pure Waste customers also had no significant impression

of the products.

The sense of touch was strongly commented on by interviewees from Pure Waste. The
comfort and softness of Pure Waste’s garments received praise multiple times. The
brand won one interviewee’s loyalty to its hoodies because of how comfortable they
were. For some of UFF’s customers, comfort and softness were critical factors to pur-
chase decision. The clothes needed to feel comfortable when moving one’s arms and

legs.
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5.1.2 Affective Experience

The affective experience for customers of both companies were largely positive. The

feelings are further elaborated in Table 4.

Table 4. Affective experience of UFF and Pure Waste interviewees.

Affective Experience remarks from Citation examples

experience UFF interviewees

Felt positive about the sen- | “Sometimes I find really cool clothes because |

sory experience. like beautiful clothes.” (U3)

“I feel they are visually pleasing. The smell isn’t
too strong or unpleasant. | like them very much.
I find it great.” (U4)

Felt positive about buying | “/ feel like it’s a good thing to buy stuff from sec-

used clothes. ond-hand shops.” (U1)

“It makes me feel a lot better than what it does
if I buy new clothes. It's just something that
speaks to me more. Something | want to do. It
feels more natural. If you don’t wear something
then give it away to someone who uses it. It
feels nice.” (U2)

“I feel it's a great thing to buy used clothes.”
(U4)

Felt good for sustainability | “/ feel good, because | know that the material
reasons. already exists, and no more natural resources
need to be made.” (U3)

“It makes me feel good because the ecological
things are important to me. | feel it's a great
thing to buy used clothes.” (U4)

Considered the items as only | “I just look at it as what it is. That's why | care
utilities. about the condition and price. It's used clothes.”
(U5)

“I don’t think about it too much. If it’s good qual-
ity, it’s the same as any products [...] Regarding
how | feel, it doesn't differ.” (U7)
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Felt good for paying cheap

prices.

“'m also happy because I'm spending less

money.” (U5)

“It's nice to find good clothes with low price. It

gives me good feeling.” (U8)

Felt good talking to social cir-

cle about UFF purchases.

“It's kind of funny because of course they are
good quality even if they are second-hand.”
(U2)

“Feels nice to change their perception.” (U3)

Appreciation for the brand

“Mostly jus that | appreciate what they are do-
ing. Even if there are not a lot of clothes that
sells, they give it to people that need them any-
ways. For example, these one-euro days [...]”
(U2)

Experience remarks from

Pure Waste interviewees

Citation examples

Felt positive buying recycled

clothes.

“I feel a little bit better using something sus-
tainable and recycled, than something like fast-
fashion.” (P2)

“I feel much better of course buying recycled
clothes.” (P3)

“The one thing I love about Pure Waste is that
it is 100% recycled material.” (P7)

Felt positive about the brand’s

recycling process.

“I feel good that | know where my money is go-
ing. I know the materials are good. Everything
is ethically made.” (P7)

Felt positive about the sen-

sory experience.

“I like that they look simple.” (P1)

“The reason why | bought stuff from this shop
is because they actually have super nice qual-
ity.” (P3)

“Everything is basic and that’s something I like

to wear myself.” (P7)
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“And after its been made it still has a nice feel-

ing on you.” (P8)

Also liked used clothes. “l like second-hand shops as well.” (P4)

“Apart from those of course | also buy from

second-hand stores.” (P5)

Felt good to represent a sus- | “/ don't think they know. | might have to start

tainable brand advertising more.” (P3)

“Because | know it has a positive impact.” (P4)

Interviewees shared their positive feeling toward the brands for multiple reasons. When
talking about affective experience toward UFF, a couple of interviewees found positive
emotions in the pleasantness of the visual of the clothes. Additionally, the interviewees
felt positive for buying used clothes rather than new clothes. Several interviewees ap-
preciated the fact that the material already existed, and that no further natural resources
needed to be used. This appreciation stem from their shared belief in ecological values.
Furthermore, the positive feeling occurred when beautiful clothes are found. An inter-
viewee also felt trust in the brand’s ability to carefully pick its products and maintain cer-
tain quality. One interviewee expressed a positive experience every time she purchased
from UFF. Another source of positive feeling arose from purchasing clothes for a cheaper

price.

On the other hand, there are several interviewees that conveyed a lack of emotional
attachment to UFF products. They only treated clothes as a utility, basing the clothes’
value only on their quality. Their concern was primarily about the condition and the price
of the products. One interviewee did not perceive products sold in the UFF store as UFF

products, but rather the brand from which the products first came.

For Pure Waste customers, the affective experience lies in knowing the money was spent
for an ethical brand. One interviewee even explained that wearing unethically made
clothes her feel conscious. She also felt the pressure of other people judging if she was
not wearing ethical clothes. By owning ethical clothes, she could get rid of the guilt and
the perceived social pressure. Other Pure Waste interviewees felt good just from the fact
that the clothes are recycled. It created a better feeling using “something sustainable and
recycled, rather than something like fast-fashion”. The interviewees also enjoyed the

sensory attributes of the clothes, such as simplicity, basic style, color and comfort. As a
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result, one interviewee stated that his feelings toward Pure Waste clothes were “warm-

ish”, which has more feelings than he would usually have for clothes.

Upon interviewing Pure Waste customers, several expressed their interest in second-
hand shops. Purchasing in second-hand shops was in alignment with their sustainability
values, even though it might be harder to know the origin of these garments. Nonethe-

less, it was still better than buying new garment, in their opinion.

5.1.3 Cognitive Experience

Both Pure Waste and UFF interviewees witnessed several cognitive experiences. These

experiences are detailed in Table 5.

Table 5. Cognitive experience of UFF and Pure Waste interviewees.

Cognitive Experience remarks from Citation examples

experience UFF interviewees

Did not think of UFF clothes as | “I find UFF clothes of good quality, so it
second-hand. doesn’t feel like | own used clothes, or | don’t
think about them as used clothes because |

think they are very good.” (U4)

Changed opinion about the us- | “I'm from India [...] In India we cannot think
ing second-hand clothes. of buying second-hand clothes [...] They
don’t like something that’s already used by
someone [...] | feel like it’s a good thing to

buy stuff from second-hand shops.” (U1)

Realized that it was not neces- | “When you buy from UFF you just search for

sary to consume a lot. what you need, not what you want.” (U2)

“I want to minimize my everyday life as much
as possible and it also makes me think that |

don’t need as much as | think | need.” (U2)

Understood that buying used | “So if you are using this kind of shops, it is
clothes is also good for the en- | quite enviromentally sustainable.” (U1)

vironment. “It shows that it is important to recycle be-

cause it doesn’t waste as much as it does if
you buy new ones. You don’t consume so
much from the planet [...]” (U2)
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“[...] | know that the material already exists
and no more natural resources need to be
made.” (U3)

“I think it’s better using used clothes than

buying new clothes. It is more ethical.” (U6)

Realized how cheap the prices

were in second-hand stores.

i

“I didn’t know you get swimsuits that cheap.’
(U7)

Made distinction between the

brands.

“l don’t see these are UFF products. | think
the brands are more important than the
place | bought them.” (U8)

Were skeptical of the brand.

“UFF is a bit shady company, but | don't
mind.” (U6)

Experience remarks from

Pure Waste interviewees

Citation examples

Learned how to prolong the

lifecycle of clothing.

“I'd say I learn more about how to take good

care of the clothing so they will last.” (P7)

Learned about manufacturing

process.

“I have learnt a lot about the recycling and

clothing manufacturing and everything.” (P2)

“The first time | heard about it | went to their
website and read about all their processes

and everything.” (P3)

“Of course, | can do more research on how
everything works, but it seems like here
there are multiple different signs telling how
things work. [...] | think it’s interesting to hear
how the process of producing the garment
from waste materials, how it works and how
basically the material is first torn down, and

then spun into yarn again.” (P5)

“l think it's companies like Pure Waste that
make me think about the environmental is-

sues. That’s important.” (P6)

“I got to learn more about the material and

the process of making the clothes. So that
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kind of open my eyes to sustainable clothing

in general.” (P7)

Connected personal values
and other factors with purchas-

ing decision.

“When | was younger, | didn’t know anything
about how clothes were produced, how
much water you need to waste to produce
one shirt and so on. Nowadays, | know about
these things so | can’t make those decision
without thinking of those things.” (P4)

“[...] if | wear clothes that might be unethical,
I'm always quite conscious about that be-
cause | am thinking like is this wrong, espe-
cially before when | wasn't as careful buying
new products. And | also wonder if people
around me watch me and be like oh she’s

not being the good person there.” (P5)

Transferred knowledge from

themselves to others.

“My colleagues are learning.” (P4)

Compared Pure Waste with

other brands.

“[...] | think it’s always good when someone
is trying to make an effort to do things better

than in a fast-fashion store.” (P5)

“Perhaps it makes me think when | buy
clothes because I realize that it is also an en-
vironmental problem when people buy short-
term fast fashion clothes and they throw

them away or keep them in the closet.” (P6)

Were skeptical of the brand.

“Of course the information that this is good
is coming from the folks who are selling
them. | haven’t done my research on if | ac-

tually make a difference.” (P8)

Regarding Pure Waste interviewees, they learnt more about the process of how Pure

Waste makes its fully recycled garments. The brand’s name sparked curiosity to one

interviewee and led him to visit its website, where he learned about their processes.

Another Pure Waste interviewee was educated about how to extend the lifecycle of the

clothes.
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The cognitive experience was significant for one Pure Waste interviewee as she con-
sciously tied her values into her clothing purchase decision. If she wore clothes that were

not made sustainably, she would feel conscious about it.

The cognitive experience was present in conjunction with social experience in the event
of the interviewees educating their colleagues and friends about Pure Waste’s recycling
concept. Knowledge and information about ethical textile manufacturing processes were

transferred from one Pure Waste interviewee to his colleagues.

The cognitive experience occurred as the customers made their purchase decisions. In
the case of physical products such as textile products, the cognitive experience was
connected with sensory experience. The sight and touch, in particular, along with smell,
served as inputs for the customers to process their rationale for buying from the brands.
For one Pure Waste interviewee, the comfort of Pure Waste hoodies persuaded him to

commit to the purchase.

One UFF interviewee did not think of the UFF products as used clothes. The quality of
these clothes exceeded her expectations, making her feel like they were not second-
hand clothes. Another UFF interviewee had a mindset shift about buying used clothes.
She originally came from India, where wearing used clothes is unusual. Now she is com-
fortable buying second-hand clothes because this practice is normalized here in Finland
and it is good for the environment. Another UFF interviewee also was inspired by the
purchases of used clothes and started thinking of new ways to use less in other aspects
of everyday life. She wanted to minimize her daily output, as she realized that she did
not need as much as she thought. She also understood the positive environmental im-
pact that came out of buying from UFF and other second-hand shops. Two other inter-
viewees also agreed with the sustainability that came with purchasing second-hand

clothes.

One UFF interviewee was surprised by how cheap certain items were in second-hand
stores. The cognitive experience showed also in another UFF customer’s shifted percep-
tion of used clothes, as the quality of the purchased products often surpassed her ex-
pectation. This gave the interviewee the impression that UFF were careful in choosing
products to sell. Another learnt that he should immediately buy products that he found

nice because it would not be there the next day.

One UFF interviewee made a logical disconnection between the brand UFF and the
products in the store, as they originally came from somewhere else. Additionally, one
interviewee does not like the brand for personal reasons, yet still shops there for specific

items.
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Interviewees developed a comparison between Pure Waste products and industry fast-
fashion industry based on the environmental impact and the quality of the garment. As
Pure Waste uses only recycled material, the interviewees deemed it better for the ecol-
ogy than fast-fashion brands. Furthermore, Pure Waste products also stood out com-

pared to cheap fast-fashion clothes that did not retain their form after washing.

Several interviewees claimed that no new learning was made during the contact with the
brands. A Pure Waste interviewee stated that all his knowledge and information about
the ecology was accumulated prior to his interaction with Pure Waste via documentaries
and media. Similarly, a UFF interviewee had his values changed about the climate prior

to shopping at UFF stores.

One interviewee from Pure Waste had certain level of skepticism toward the brand’s
sustainable PR because he felt that most of the positivity came from Pure Waste itself.
Similarly, an UFF interviewee thought that UFF was “shady”, although it did not bother

her.

5.1.4 Behavioral Experience

The behavioral experience that the interviewees reported revolves around the changes
in the way they approach sustainable consumption. These changes are described in
Table 6.

Table 6. Behavioral experience of UFF and Pure Waste interviewees.

Behavioral Experience remarks from UFF Citation examples
experience interviewees
Bought less new clothes. “I've been buying used clothes for so

many years | rarely buy anything new an-

ymore.” (U2)

“It's very difficult to go back to the time
when | bought jeans from prices like
100euros or 200euros because | found

really good jeans for 20euros.” (U8)

Went to other second-hand stores. | “Sometimes | go there and to other sec-
ond-hand stores.” (U3)

“Usually I go to many flea markets, not
just this UFF.” (U5)
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Bought used items for others.

“If | take something from here and bring
to Morocco, people are happy. [...] | can
get really cheap shoes from here for kids
in Morocco to play football and bring it

back there and make them very happy.’
(U3)

Went to UFF for specific items.

“I come here almost every day, so | see
what is new. Mostly | wait for discounts.
It’s not just the clothes but also used toys.

Like Lego is expensive.” (U5)

“When | need to find something specific,
| usually check here.” (U6)

“It’s just a rare occasion that | was looking

4

for something specific, but | didn’t find it.”
(U7)

Experience remarks from Pure

Waste interviewees

Citation examples

Bought only clothes that were sus-

tainable and ethical.

“[...] It’s all about that everything needs
to be recycled and sustainable. So when

I'm buying it’s pretty similar things.” (P4)

“I tend to buy from stores that | know are
quite ethical.” (P5)

Became more loyal to the brand.

“It started as a company thing but then
now if | want to get a hoodie I'm not going
to think too much about it because this is

where I'm going to go.” (P3)

Taught others about the brand and

sustainability.

“Maybe encourage others to buy the

goods as well.” (P1)

“When | told people that these cost this

much and so on, they first told me that
can we buy cheaper ones from China. |
was like it doesn’t work anymore like that.
That was a 20t century thing.” (P4)
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“I'd say maybe in a situation where I'm
wearing a Pure Waste t-shirt and some-
body ask where did you get that, | can ex-
plain the whole concept of Pure Waste.”
(P7)

Bought used items for others. “l also bought some clothes from second-
hand shops so | can give them to my
friends, so it makes me feel like pretty

much giving it to charity.” (P4)

Conducted research about the | “When I first saw Pure Waste [...] that it'’s
brand and sustainability person- | made of recycled textile, of course that is
ally. something that | immediately googled

and see what this is about.” (P1)

Purchased used clothes as well. “l like second-hand shops as well.” (P4)

“Apart from those of course | also buy

from second-hand stores.” (P5)

When asked about the impact of the products on a daily basis, the majority of the inter-
viewees said that there was no visible change in their behaviour. This is more common
in interviewees who do not shop regularly in the store. Nonetheless, the behavioural
experience did manifest, since traces of them were found in the interviewees’ answers

to the other questions.

Several UFF interviewees had a shift in their purchase behavior after buying used
clothes. They rarely bought new clothes and tried to consume less. This translated to
consumption in other areas as well, such as furniture and toys. They also went to other

second-hand shops, or flea markets, aside from UFF.

One Pure Waste interviewee’s purchase behaviour was influenced by her values toward
sustainability. The pressure came from herself to search for the best thing to buy. Since
she worked in the Finnish environment institute, she often made sure that her outfit are
sustainably produced. Similarly, another Pure Waste interviewee also stated that buying
ethical clothes was “the new normal’ for him. Purchasing clothes that are neither second-

hand nor recycled was no longer an option.
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Pure Waste’s impressive hoodies production had persuaded one interviewee to be a
loyal customer. Of all the hoodies that he had tried, Pure Waste exceeded every other

brands’, thus leading this interviewee to only turn to Pure Waste.

The behavioral experience also exhibited itself in the social dimension. For UFF inter-
viewees, they often shared interesting items that they purchased in the store for a cheap
price. This was done with the intention of surprising the interviewees’ parents and friends.
One Moroccan interviewee said he would buy cheap used items from UFF and give it
away to people back in Morocco. On the other hand, Pure Waste interviewees would
forward the information they learnt about Pure Waste’s recycling concept and sustaina-
bility issues to their social network. They also conducted personal research on the brand
upon knowing about its presence. In other words, their behavioral experience manifested

in the act of educating themselves and others.

5.1.5 Social Experience

The social experience in this research is centered around the relationship between the
interviewees and their referenced social group. The main points are summarized in Table
7.

Table 7. Social experience of UFF and Pure Waste interviewees.

Social expe- | Experience remarks from UFF in- Citation examples

rience terviewees

Positive feedback from family & | “If we tell someone about us buying in
friends in Finland. second-hand shops, our friends in this

country will tell that it is good.” (U1)

“They are always amazed how amaz-
ing clothes | can find.” (U2)

“Plus | buy them and everybody sees
how cool the things I found are. They
can find them too and realize second-
hand is actually cool and not dirty.”
(U3)

“‘But my friends care about ecology
stuff too, so they are very happy and

we sometimes talk about it.” (U4)
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“But they would say good for you for
using second-hand.” (U6)

Questionings from relatives of differ-

ent culture.

“But our relatives back in India will ask
why you are buying such products?”
(U1)

Wanted to prove the quality and

cheapness of used clothes.

“[...] You can find pretty amazing
things from second-hand because |
want to show people that they can just
doit.” (U2)

Believed they are making positive im-

pact.

Upon being asked if they were making
a positive impact, their replied posi-

tively.

“Yes of course.” (U1)
“I hope.” (U2)

“Yes | feel good.” (U3)
“Yes | do.” (U4, U8)

“Yea, | am recycling.” (U5)

Experience remarks from Pure

Waste interviewees

Citation examples

Friends and family do not often notice,
but those who do, express curiosity

and interest.

“People don't always know it, be-
cause the brand is lowkey and every-
thing. [...] But if we talk about it then
my friends and family become really
curious about how the clothes are
made and they are interested about

the company.” (P2)

“They don’t necessarily notice it if they
don’t know it. [...] | think at home, my

family is positive toward it.” (P5)

“I think they dont even know that
there is this kind of company that re-
cycles fabric. | haven’t talked to them
about it.” (P6)
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“I guess they, first of all, like that I'm
representing a brand that is ethical
and sustainable.” (P7)

“I don’t think my immediate family

pays that much attention.” (P8)

Supported ethical brands. “I guess the fact that maybe a small-
scale shop makes them able to con-
trol the process a bit better and they
get to do things a bit better. People
that work in the textile industry hope-
fully get rewarded a bit more for their
work.” (P3)

“I do think that’s it's good to support
different clothing brand that are actu-
ally trying to make a difference and be
different. | think it’s important that we
have this type of store that are fore-
runners of this hopefully transition to-
ward more sustainable clothing indus-
try.” (P5)

“If more and more people and com-
pany start recycling fabrics, it saves a

lot of water and that’s important.” (P6)

Hoped that they are bringing positive | “I think I'm bringing a neutral impact to
impact society. | don’t want to be one of those

who just wastes everything.” (P4)

“I think the best thing would be to not
buy anything. [...] So in that sense |
do feel like contributing toward a more

positive impact to the world.” (P5)

“I hope so.” (P8)

For UFF interviewees, they all experienced positive feedback from their social circle
when discussing their purchases from UFF. The only exception was one interviewee who

originated from India. As the culture in India is not familiar with wearing other people’s
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clothes, the interviewee’s Indian relatives responded differently. They questioned the in-

terviewee’s choice of buying second-hand clothes.

Pure Waste interviewees’ loved ones and friends, on the other hand, were not as in-
formed about the brand’s products. For those who disclosed to their friends and families
about the nature of Pure Waste, they received curiosity and positivity from others. A few
interviewees also discussed the brand and sustainability with their colleagues at work.
There was one couple who interviewed as Pure Waste interviewees. They both shared
a significant degree of concern and knowledge about sustainable and ethical textile man-

ufacturing.

When it comes to societal impact through the act of purchasing products from either UFF
or Pure Waste, the majority of the interviewees believed that they contributed positively.
UFF interviewees felt good about buying reused goods from the store for several rea-
sons. Several wanted to prove to their friends and family that quality garments could
come cheap. Some were able to buy more products to gift others in need. For Pure
Waste, customers were aware that the impact of buying recycled material is better for
the environment than virgin material. It was also better to support ethical brands like Pure
Waste because they bring fair wages to the workers. A few interviewees were uncertain
about their impact to society when buying products from Pure Waste. One said that at
least he was bringing a neutral impact society. One argued that the best contribution
would be not to buy anything at all, but she agreed that it was good to support stores that
are trying to make a difference. One was skeptical because he did not do enough re-
search on the brand. Even though Pure Waste was said to be a brand for sustainability,

the maijority of the claim came from the company itself.

5.2 Consumers’ Egoistic Values vs. Biospheric Values

The values of the consumers in Pure Waste and UFF are examined in two aspects,

egoistic and biospheric. The evidences of the values are shown in Table 8.

Table 8. Consumer’s values of UFF and Pure Waste interviewees.

Values UFF interviewees Citation examples

Had a tendency to be more egois- | “The color, what it feels, how it looks.
tic. How much it costs. Maybe nothing else.”
(U3)

“Quality and the model of the shirt. It

needs to look good on me. In the flea
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market, the quality is the most important,

and the prices too.” (U4)

“The condition, no damages, that’s num-
ber one. Second is the price. Third is the
quality of fabric. | mostly go for cotton,
wool.” (U5)

“It fits, that’s the most important. | don’t

usually buy too expensive shirts.” (U7)

“It's cozy. It fits. These are the most im-
portant things. Third maybe is color.
Then the brand.” (U8)

Biospheric values shown as well.

“So if you are using this kind of shops, it

is quite enviormentally sustainable.” (U1)

“Even if it's used, | still need to know
where it comes from. If it's H&M | don't
buy it even if it's used, because | know
they are not very ethical. They are not
really good company anyway. | want to
be very ecofriendly. | want the company
that produces the clothes to have human
rights for the worker. | want it to be very

down-to-earth, very ethical.” (U2)

“[...] | know that the material already ex-
ists and no more natural resources need
to be made.” (U3)

“I think it’s better using used clothes than
buying new clothes. It is more ethical.”
(U6)

(Egoistic) Quality meant natural

material.

“No mixed material. | mostly like clothes
that are cotton or wool or silk, so natural

and organic.” (U2)

“Third is the quality of fabric. | mostly go

for cotton, wool.” (U5)

“I don’t buy used polyester.” (U6)

(Egoistic) Low price was a priority.

“I compare the cost.” (U1)
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“How much it costs.” (U3, U4, U5, U6, U7,
us)

(Egoistic) Clothes’ original brand

also mattered.

“First of all, | check the brand.” (U8)

Pure Waste interviewees

Citation examples

Biospheric values demonstrated

by every interviewee.

“And of course | would like it to be organic
cotton. It’s something that is good for the

environment.” (P1)

“Then the origin of course [...] | feel much

”

better of course buying recycled clothes.
(P3)

Majority still prioritized egoistic at-

tributes.

“The most important thing for me is that it
lasts long, so | don’t have to buy a new
one the next day.” (P1)

“Nowadays, quality, because if you buy a
shirt from H&M or somewhere similar,

they don't keep their shape.” (P2)

“Fit and quality. The texture, how it feels.
[...] Then color. Then the origin of course,
but mainly the others.” (P3)

“I think the quality of the fabric is really
important [...] And of course, price is one
factor.” (P6)

(Biospheric) Sustainable & ethical
manufacturing were most im-

portant.

“I can’t buy anything at the moment that
isn’t second-hand or sustainably recy-
cled. [...] For me it wasn't about the
price.” (P4)

“It’s not just t-shirts but whatever clothes
| buy, | think for me it’s really important
that it's made in as ethical manner as
possible.” (P5)

(Biospheric) Water consumption

mattered.

“The water usage of course.” (P3)

“When | was younger | didn’t know any-

thing about how clothes was produced,
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how much water you need to waste to
produce one shirt and so on. [...] | don’t
want to waste money or waste water.”
(P4)

“If more and more people and company
start recycling fabrics, it saves a lot of wa-
ter and that’s important.” (P6)

(Egoistic) Quality meant natural

and recyclable material.

“And the material of course. Natural, long
lasting and recyclable. So there’s not that

many mixed material.” (P2)

“I think the quality of the fabric is really
important. And nowadays, Pure Waste is

like organic fabric.” (P6)

(Egoistic) All felt good to represent
a sustainable brand.

“I don’t think they know. | might have to
start advertising more.” (P3)

“Because | know it has a positive impact.”
(P4)

The first question in the interview is meant to determined what values were more im-

portant to the interviewees. This was done by directly asking what factors the interview-

ees deemed as most important when purchasing a shirt. Figure 12 is an interpretive

illustration of the relative values of the interviewees based on their answer.
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Figure 12. Interviewee’s biospheric and egoistic values

The maijority of the UFF interviewees listed egoistic product attributes such as quality,
price, and brand. Quality of the garment was the most mentioned element for UFF cus-
tomers when it comes to determinants of purchase. Quality was cited by multiple inter-
viewees as the most important factor. The material of the garment was also grouped into
quality, as some interviewees perceived natural material as cotton or wool as higher
quality clothing. The second most mentioned egoistic product attribute was price. UFF
customers paid a great deal of attention to cheap purchases in second-hand stores, pro-
vided that the condition and quality of the products were preserved. One interviewee
signified the importance of brand. In the case of UFF, it was not so much the store brand
UFF, but rather the original brand that made the clothes that UFF was then reselling.
Regarding biospheric values amongst UFF interviewees, one talked extensively about
the green attributes like ethical manufacturing and sustainability when answering the first
interview question. Another interviewee also mentioned the environment once. However,
while answering other interview questions, the biospheric attributes were mentioned by

several interviewees.

It is worth noticing that the majority of Pure Waste interviewees mentioned egoistic at-
tributes such as quality and price before biospheric attributes when asked about the most
important purchasing factors. Conversely, most of Pure Waste interviewees gave an an-
swer that includes biospheric values. Several interviewees listed sustainability as the

most detrimental factor when buying a shirt. One stated that his company created its own
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branded clothes, which must be completely recycled and sustainable. Another inter-
viewee started her answer also with emphasizing that the purchases needed to be pro-
duced as ethically as possible. Similar to UFF interviewees, Pure Waste interviewees
also included quality as an important deciding factor for purchasing clothes. They also
coined quality with the type of fabric material that is natural, but additionally recyclable
as well. Two interviewees wanted the clothes to last long, so that it would not be neces-
sary to buy a new piece often and the environment would thereby benefit from the de-

crease in consumption.

The egoistic values and biospheric values were shown in the rest of the interviews, as
they intertwined in the dimensions of experience. The egoistic values revealed them-
selves throughout the interview. When rationalizing the purchases of used products in
UFF, one interviewee highlighted that price mattered more to him than the fact that the
clothes were second-hand. After the experience with UFF low price, his purchase be-
havior changed. He found it difficult to revert to buying new expensive jeans that would
cost him five to ten times more. Many other UFF interviewees also had affective experi-
ence in finding good clothes with a low price. The quality aspect was associated with the
sensory experience of the interviewees. The type of fabric and the fit were considered
criteria for quality of the products. The consideration for quality was also expressed in
the cognitive experience in the case of UFF. Even though the customers were aware of
the clothes being used, the expectation for the quality still remained. Regarding the social
experiential dimension, some interviewees felt a certain level of status when they would

wear used clothes or recycled clothes.

Biospheric values tied in tremendously with the affective experience. UFF interviewees’
affectionate feeling toward UFF products came from the ecological impact that was
made. They recognized that second-hand shops like UFF would be good for the envi-
ronment. Comparisons were made to contrast fast-fashion brands regarding how the

interviewee felt better when buying used or sustainable clothing.

Biospheric values were even gained in the interviewee’s cognitive experience, as Pure
Waste educated them on sustainable clothing and made them think about environmental
issues. Several Pure Waste interviewees mentioned the water usage in textile manufac-
turing. Their appreciation on the brand was due to Pure Waste’s efficient process that
saves a lot of water. One Pure Waste interviewee shared his learning curve about the
water consumption of one shirt and how it became a constant thought when it came to

purchasing clothes.
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On a behavioral dimension level, UFF interviewees were aware of the positive environ-
mental impact of giving away used clothes so others could reuse them. Water consump-
tion reduction, climate changes, and ethical manufacturing became drivers for several
interviewees to purchase more consciously. When one Pure Waste interviewees under-
stood the environmental cost of clothes, he found that buying clothes at Pure Waste gave

him an opportunity to not think about his impact on the ecology.

The biospheric values were emphasized with the social dimension in the case of Pure
Waste. Customers wearing Pure Waste brand felt that they were representing an ethical
and sustainable brand. Another Pure Waste interviewee’s biospheric values were so
strong that she even felt pressure from herself to sustain these values. Interviewees ex-
pressed positive feelings toward Pure Waste as a forerunner toward a more sustainable
clothing industry. Similarly, for UFF interviewees’ social experience, the ownership and
usage of used clothes sparked conversations amongst their friend group who also care

about the ecology.
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6. DISCUSSION AND LESSONS LEARNT

6.1 Dimensional Experience in Sustainable Clothing Industry

The contents of experience dimensions were presented in Chapter 5 in order to answer
the first research question regarding customer experience factors in the sustainable

clothing industry. In each dimension, there were numerous experiences observed.

It is arguable that the phenomena in sensory experience were somewhat expected.
When it comes to shopping for clothes, the visual sense is typically the most involved.
Typically, clothing buyers look for aesthetics and style that fits personal tastes. For ex-
ample, the recycle business has a minimalistic approach with simple color scheme and
basic look, which resonates with many of the interviewees. Additionally, the clothes

should meet some basic requirements, such as comfort and lack of unpleasant smell.

Regarding sensory marketing, the recycle business has decorated the walls in the retail
store so that the information about its manufacturing processes and sustainability re-
sponsibilities are visible to customers. As interviewee P5 remarked, “Of course | can do
more research on how everything works, but it seems like here, there are multiple differ-
ent signs telling how things work”. Nonetheless, when discussing sensory experience,
the answers focused primarily on the products, rather than the brand or the retailing
atmosphere. As a result, only one interviewee of the reuse business (U7) mentioned an
experience relating to the store atmosphere: “From customer experience perspective, |
prefer buying clothes alone without any help from salesperson. | don’t know if it’s just a
Finnish cultural thing.” Additionally, U5 made a complain about how mirrors in the store

might be tricking him into looking slimmer than he actually was.

The affective experience was overall ranging from neutral to positive, with no account for
a bad experience in both groups of interviewees. This is a good feedback to the brands
as positive emotional brand experience is important (Morrison & Crane, 2007). These
affective experiences happened primarily during the purchase and after-purchase
phases. During the purchase, their emotions were evoked because of the positive sen-
sory experience, such as visually pleasing or stylish clothes. After the purchase, the pos-
itive emotions are related to sustainable and ethical reasons. Like Ritov & Kahnemann
(1997) suggested, the association with the purchased items created an altruistic feeling

for contribution to the “common good” environment.
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The cognitive experience is the dimension that withesses numerous insights. For a sec-
ond-hand business selling reuse clothes, the evident cognitive understanding is that the
price for items would be cheap. This might be obvious enough that not many mentioned
it directly as a cognitive discovery, except for one (U7) who did not realize it was so
cheap. Interestingly, the quality of some products was so satisfactory that one interviewer
would no longer consider the clothes as used. The change in UFF interviewees’ opinions
on second-hand clothes was formed through direct interaction with the offerings, which
is consistent with the literature by Blackwell et al. (2001). As the customers see the qual-
ity of the clothes and use them in their daily lives, their cognition realizes the utility and

environmental benefits.

Meanwhile, Pure Waste creatively engage with its customers through its platforms, thus
actively creating cognitive experiences for the interviewees. This leads to a greater un-
derstanding of Pure Waste’s manufacturing process and how it benefits ecologically and
ethically. This finding is similar to what Gentile et al. (2007) theorized. Furthermore, the
comparison the interviewees made between Pure Waste and fast-fashion brands is an
instance of the cognitive comparing information against previous memories and

knowledge.

In the cognitive dimension on both sides, there were skepticism about the brand’s image,
but it did not affect the interviewee’s purchasing intention. As UFF interviewee U6 put it,
“UFF is a bit shady company, but | don’t mind.” This is similar to what Wu et al. (2018)
discovered in their study about the factors that influence the green brand switching be-
havior. According to Wu et al. (2018), the negative impact of skepticism is insignificant

on the experiential satisfaction.

In the behavioural dimension, the interviewees exhibit switching behaviors, as they have
a declining interest on unsustainable clothes and increasing interest on used and recy-
cled clothes. The interviewees would frequently visit UFF and other second-hand stores.
Further evidence of this switching behavior is also documented in the research con-
ducted by Wu et al. (2018). Additionally, indication of philanthropy behaviors were found
when the interviewees not only purchased used items for themselves but also for other

people.

The social dimension shows how customers are conveying their personal values to them-
selves and to a reference group, which can be observed in the interviews. As Gupta &
Ogden (2009) found evidence of trust, in-group identity, and perceived efficacy in sus-
tainable customers, this study of Pure Waste and UFF interviewees also exhibited similar

evidences. While there were not many direct proofs of trust in cooperation of others in
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green buying behaviour in the interviews, this did not seem to be affecting the inter-
viewee’s personally. Meanwhile, the in-group identity, or one’s identification with sustain-
able consumption, was present, specifically in interviewee P4 and P5, who showed
strong value alignment between themselves and sustainability. There was a mutual
agreement across the interviewees about the perceived efficacy. Many interviewees be-

lieved they were bringing a positive impact to the common good.

The social experience produces a wide range of social emotions, which is the type of
emotions that involves others. Social emotions include shame, pride, compassion, jeal-
ousy, admiration, confidence, trust, and so on. Generally, the majority of UFF interview-
ees believed that they were making a positive impact by purchasing used clothes from
UFF. This can be translated to a sense of pride. Additionally, the positive feedback from
friends and family of the interviewees also fuelled their positive social emotions. One
UFF interviewee also felt the urge to prove the quality and affordability of used clothes
to others, which can be considered as confidence in oneself and the brand. Pure Waste
interviewees exhibited compassion through their support for the brand. They hoped that
the efforts of these brands will contribute to the greater good such as the transformation
of the textile and clothing industry. Furthermore, the compassion is shown through the
ethical concerns for the workers and the sustainable issues like the environment and

water consumption.

Aside from the separate findings in each of the dimension, there are many that arose
from a combination of more than one experiential dimensions. In other words, one can
observe from the results that the experience dimensions were dynamic. When conduct-
ing the interviews, the instances of one experience dimension would appear alongside
or as a result of that of another experience dimension. This relationship is illustrated in

Figure 13.
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Figure 13. The dynamics between the experiential dimensions.

This connection is particularly strongly between the affective experience and sensory
experience. For example, the interviewees felt positive emotions toward the Pure Waste
brand because of the sensorial features such as quality, simplicity, basicity and comfort
that appealed to them. In addition, UFF interviewees also expressed positive feelings
about the visual and aesthetics of the use clothes. Interestingly, the result also showed
instances of the affective experience coming from behaviour experience. When inter-
viewees buy recycled clothes and used clothes, they reportedly felt better. Especially
when some interviewees purchased used items to give others, they derived positive

emotions from the philanthropy acts.

There is an instance of where sensory experience influenced cognitive experience as
well. As Pure Waste put up signs in its retail store to educate visiting customers, they are
learning about the recycling manufacturing processes and other sustainability-related
information in a visual way. As a result, the customer’s cognitive experience was en-

hanced through sensory marketing.

Another strong correlation between the dimensions is how the behavioural experience
can be evoked from the affective experience and cognitive experience. The positive af-
fective experience that was produced from the sensorial experience led the interviewee
to become more loyal to the brand. Furthermore, when the interviewees felt good about
representing the brand and its products, they felt the need to advertise and inform others.
Amongst the Pure Waste interviewees, several changed their purchasing behaviors from

buying unsustainable clothes to sustainable, ethical and reused clothes. Similarly, UFF
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interviewees increased their purchasing activities in second-hand shops. This shift in
behavior was partly induced by the positive emotions. Additionally, this shift was caused
by their realization of the environmental problems that arose from people buying short-
term fast-fashion clothes. This also led to the interviewees being more ready to educate

others about the brand and sustainability.

The interviewees experience on the social dimension also shows connection to the cog-
nitive dimension. The support did not come solely from the loyalty to the Pure Waste
brand specifically, but it was more in relation to other elements. Pure Waste interviewees’
support for ethical brands stem from the understanding that it would make a bigger im-

pact to the clothing industry and society.

6.2 Customer’s Values in Sustainable Clothing Industry

In both cases of recycling business model and reuse and redistribute business model,
all the interviewees clearly demonstrate high egoistic values. Before the empirical re-
search, it was thought that the interviewees from Pure Waste place biospheric values
more importantly than egoistic values. However, analysis of the empirical research
showed that most of Pure Waste interviewees also prioritize egoistic values over bio-
spheric values. When asked about the most important factors when buying a shirt, all
interviewees listed factors that benefit themselves first. By grouping the clusters in Figure
12, we are able to see three distinctive groups with specific values levels. This indicates
a pattern of consumers in this researched context. As the data collection reached satu-
ration, it is likely that most consumers would fall into one of these three categories of

values distributions. The grouping is illustrated in Figure 14.
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Figure 14. Interviewee’s biospheric and egoistic values in groups.

Overall, Figure 14 showed that within each interviewees group, one or fewer interview-
ees exhibited a low level of egoistic values, i.e. displaying a low interest for price, quality

and status. This leads to the categorization of three groups of customers.

First, Group 1 contains individuals with very high biospheric values. Even for these inter-
viewees who have high biospheric attributes, they still have a moderate degree of ego-
istic values. The quality of the material and the aesthetics have some significance to
these interviewees. The only instance of a low egoistic individual is P4, an interviewee
from Pure Waste. For him, price is only “a secondary thing when purchasing”. He also
did not mention any preference regarding clothing purchases that indicate high egoistic
values, “I...] If | had bought those 10 years ago, then it’s fine. But | can’t buy anything at

the moment that isn’t second hand or sustainably recycled.”

On the other hand, P4’s values are primarily dedicated to sustainability, so much so that
every purchase that he makes needs to have similar product attributes. Furthermore, the
biospheric values also become embedded in his communication with friends and col-

leagues.

With a slightly higher indication of egoistic values, Pure Waste interviewee P5 still

demonstrated a great degree of biospheric values. While comfort and quality of the cloth-
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ing material still matters to P5, her primary concerns are placed in the social and envi-
ronmental sustainability aspect of the brand. As a result, she would only make purchases
from stores that she knew was ethical. P5 consciously makes effort to only support
places that guarantee the rights of the employees and workers. Additionally, P5 is also
a patron to second-hand stores because she understood that it is better to buy second-
hand rather than buying new garments. This interviewee possesses a deep understand-
ing of sustainability, thus resulting in very intentional behaviors that resonate with her
biospheric values. Simultaneously, her sustainability purchasing behaviors also seem to
come from egoistic values as well. As an employee in the Finnish environment institute,
P5 felt the need to make sure that she was wearing sustainably made clothes. She would
feel conscious about wearing clothes that are not “as ethical as possible”. Therefore, the
motivation behind the purchase and usage of environmental and social sustainable
clothes also come from egoistic needs to maintain one’s own status with respect to her
colleagues and others, “And | also wonder if people around me watch me and be like oh

she’s not being the good person there. So there is this kind of social pressure.”

Out of all the interviewees from UFF, interviewee U2 showed a strong level of biospheric
values. The values are determined by her dislike for fast-fashion clothes. If the clothes
would come from a certain fast-fashion brand, she would not buy them even if it was
used clothes. Similar to P4 and PS5, interviewee U2 required that the clothing company
has human rights for workers. At the same time, the act of buying used clothes makes
U2 feel like she did something good. This means that there are also underlying egoistic

incentives such as to feel good about oneself.

When examining the linkage between the group’s values and its customer experience, a
few common experiences emerged as a pattern. First, they frequently visited used
clothes stores as a behavioral experience activity, even if they were originally interview-
ers of the recycle business. Second, they all derived positive affective experience from
buying used clothes. Third, they appreciate and support sustainable brands for their of-

ferings. Fourth, they are conscious about minimizing waste.

Second, Group 2 contains the interviewees who have a moderately high inclination to-
ward both biospheric values and egoistic values. These interviewees have similar prior-
ities for egoistic product attributes such as quality and price, yet still display signs of
interest toward sustainability. They typically exhibited general concerns for sustainability
and place it at a relatively high priority. They also demonstrated an understanding of the
environmental situation in the context of the clothing industry, “Perhaps it makes me think
when | buy clothes because | realize that it is also an environment problem when people

buy short-term fast-fashion clothes and they throw them away or keep them in the
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closet.” (P6) Furthermore, they derived positive emotions from purchasing more eco-
friendly products, “/ feel much better of course buying recycled clothes.” (P3) However,
these interviewees did not show enough sense of responsibility toward sustainability to

be placed at a higher biospheric level.

Third, Group 3 consist of interviewees on the other end of the spectrum, who showed
little to no concern or mentioned regarding sustainability. For example, interviewee U3
and U7 from UFF discussed mainly about the price and quality aspects of the clothing,
but no mention of sustainability. U3 mostly talked about how “cool” the used products
from UFF were, while U7’s main connection to used clothes and UFF was that it was
surprisingly cheap for a decent quality. Similarly, interviewee U1 mostly sought for qual-
ity, aesthetic and cost. While she mentioned that giving away clothes for reusing would
be very environmentally friendly, she also followed up immediately that she had not done
so yet despite having lots of out-of-use old clothes. U8 had a few mentions of the envi-
ronment, but also stated that his priority was in the price, “Honestly, the price matters

more.”

Through the discussion of the customer’s egoistic and biospheric values, three groups
of customer’s values configuration were presented and elaborated. Group 1, with high
level of biospheric values and average egoistic values, had sustainability at the top pri-
ority, following with quality of the material and aesthetics. Group 2 had lower biospheric
values and slightly higher egoistic values, thereby showing similar level of concerns for
both the biospheric and egoistic attributes. Group 3 were representative of those who
prioritize egoistic values and not biospheric values. Their focus was mainly on individual
needs such as price, quality and status. Afterwards, the customer experiences that were

characteristic of the group were also discussed.

6.3 Recycle Business Model vs. Reuse and Redistribute Busi-
ness Model In Clothing Industry

In Chapter 5, the results also highlight the similarities and differences in customer’s val-
ues between recycled business model and reuse and redistribute business model. Fig-
ure 12 indicated that the interviewees from Pure Waste has a higher level of biospheric
values compared to interviewees from UFF. From the perspective of the researcher, UFF
interviewees exhibit more egoistic values, but the difference was not significant. This can
be partly explained through the concept of business model and its components. Table 9
showcases the similarities and differences in each dimension and consumers’ value be-

tween the two business models in the clothing industry.
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Table 9. Similarities and differences in customer experience and values between re-
use and redistribute business model and recycle business model.
Elements Customers of reuse & | Customers of recycle Rationale
redistribute business business model
model
Sensory Good condition with no | Already expect best con- | The recycled products
experience | damage dition are sold as new, so the
expectation for the con-
dition is higher.
Affective Positive emotions from sensory experience Sensory aspects, partic-
EXPErNeNce | positive emotions from contribution to sustainability ularly - visual, matter in
clothing industry
Interviewees intuitively
understand the more
positive impact on sus-
tainability in circular
economy business mod-
els.
Positive emotions from Egoistic  and  utility
buying cheap clothes needs.
Lack of attachment to
items
Cognitive Realize second-hand | Learn about clothing
experience | clothes are good for the | lifecycle and manufac-
environment and cheap | turing process.
Behavioral | Declining interest on unsustainable clothes Switching behaviors to
experience Buy used items for others purchases that better
meet their needs.
Increasing interest on | Increasing interest on re-
used clothes cycled clothes and used
clothes
Teach others about the
brand and sustainability
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Social Positive feedback and interest from family and | Sustainability is a topic
experience | friends in Finland of interest and concern

Believe or hope that they are making a positive im- in Finland.

pact by purchasing clothes from the brand

Want to prove the benefits of the products

Questioned by relatives | Support ethical brands Wearing used clothes
of different culture might carry a different

connotation in other cul-

tures.
Egoistic Focus on quality & aesthetics To be expected in cloth-
values ing industry,
Cost-driven Status-driven Status-driven because of

the validation for buying

eco-friendly products.

Biospheric | Secondary priority Higher priority While customers of recy-
values cled business models
may be more sustaina-
bility oriented, egoistic

values are still higher.

Many of the similarities and differences in customer experience can also be attributed to
the difference in business models. Regarding sensory experience with UFF interview-
ees, they make sure that the products are in good condition with no damage. This extra
emphasis on the condition of the clothes comes from the fact that they are used and
maybe subjected to wear and tear. This is different from Pure Waste interviewees who
already expect the products to be in their best condition. Even though Pure Waste prod-
ucts are completely made from recycled material, there was no sensorial feedback on
the condition and quality of the clothes. This could mean that the interviewees had ex-
pectation in the brand that the recycled products have as good quality as virgin material

new products.

Regarding affective experience, both groups of interviewees felt positive emotions for
various reasons. Interviewees from both sides enjoyed the sensory experience. They
also felt good because of the contribution to sustainability through their interaction with

their respective brands. This is because the interviewees intuitively understood that both
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business models have a better impact on the environment than linear economy business
models. Additionally, for some of UFF interviewees, acquiring clothes at low prices
brought out positive emotions, which is an experience that did not occur in the Pure
Waste interview group. Similarly, there was also a lack of emotional attachment to UFF
products from several UFF interviewees, as they claimed that the items only served as
utilities and therefore price, condition and quality were prioritized. This makes sense con-

sidering of UFF’s offering targets cost-conscious customers.

Regarding the cognitive experience, interviewees from UFF made many realizations,
while those from Pure Waste received a lot of learning from the brand. As UFF customers
buy more used clothes, they realized that second-hand clothes were good for the envi-
ronment and economical at the same time. In the waste hierarchy, reusing is the second
most preferred method of waste treatment. By interacting with a brand whose business
model is based on reuse, the interviewees understood the societal impact created
through their purchasing behaviors. On the other hand, Pure Waste actively educates its
customers through both online and offline platforms, leading to the interviewees’ under-
standing of the clothing lifecycle and the manufacturing process. As the sustainable re-
cycling process and ethical manufacturing are parts of Pure Waste competitive ad-
vantage, it makes sense for the company to proactively stimulate the cognitive experi-

ence in the customers.

When it comes to the behavioral experience, both brands affected the interviewees de-
clining interest on unsustainable clothes and increasing interest on clothes of the same
business models. Some UFF interviewees would buy less new clothes, more used
clothes. Some Pure Waste interviewees would mainly buy recycled and sustainable
clothes. This change in purchase pattern could be driven by the desire for sustainability
and reduction in costs. Additionally, some interviewees on both sides would go to other
second-hand stores to shop and would buy used items for others. This induce a positive
feeling about themselves for the act of philanthropy, which may have resulted in the
behaviour in the first place. Specifically in the case of Pure Waste, the interviewees are
driven to teach others about the brand and sustainability as well. This drive could stem

from Pure Waste’s own strategy of educating its customers.

The social experience dimension shares several similarities from both groups of inter-
viewees. They both received positive feedback and interest from family and friends that
reside in Finland. This could be because the people in Finland generally understand the
societal benefits of buying clothes from stores of these business models. As a result,

they commend the interviewees for making such an altruistic decision. This is more ap-
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parent in UFF interviewees, where the environmental impact is more apparent. Further-
more, the friends of some UFF interviewees also indicated surprise in the quality and
aesthetics of used clothes, thus implying that they previously had a low expectation of
used clothes in these regards. Meanwhile, it is not immediately apparent for the people
in Pure Waste interviewee’s social circle. It appears that textile companies that operate
with a recycling business model is not as common knowledge as used clothes. This

sparks interest and curiosity in them, which is then addressed by the interviewees.

Having a reuse and redistribute business model means that an inherent value proposi-
tion of UFF is the cheap price. Therefore, when engaging in consumerism activities, the
customers would anticipate purchasing costs to be reduced. This would lead to the at-
traction of more high-egoistic customers who prioritize low price as the target customers.
On the other hand, being a recycle business model itself, Pure Waste targets customers
who pay more attention to the positive sustainability effects of recycled clothes. None-
theless, at their core, both business models position themselves in the clothing industry,
which is egoistic in nature. Thus, the similarity in effect on egoistic values of each inter-

viewee is understandable.

The value creation and delivery aspect of each company also plays a role in the custom-
ers’ values. The donated used clothes that UFF sells do not incur any direct manufactur-
ing costs and wages. Thus, UFF can cut cost and uses the lower price as a price differ-
entiation strategy. On the other hand, Pure Waste prides itself in taking social responsi-
bility seriously. Its compliance to local laws and international regulations and generous
salaries are tied to the company’s value creation and delivery. Consequently, the total
cost would increase, leading to the increase in the product pricing strategy. As a result,
it would not be a wise differentiation strategy if Pure Waste would target the same cost-

focus customers that UFF does.
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7.CONCLUSION

7.1 Academic Contribution

This research looks in detail and articulates the customer experiential dimensions and
values in the context of the reuse and redistribute business model and recycle business
model in the clothing industry. This study is original in its academic contributions. Aca-
demic literatures relating to customer experience dimensions in experience marketing,
consumer behaviors and values in green consumerism, and the circular economy busi-
ness models were combined and resulted in extensive insights about the consumers
dimensional experiences and values in the given context. These research implications

are presented in Table 10.

Table 10. Academic implications of this thesis.

Field of research

Example authors (year)

Implications for research

Experiential dimensions

Brakus et al. (2009), Chakra-
barti & Berthon (2012), Den-
nis et al. (2014), Douce &
Janssens (2011), Kim & Pur-
due (2013), Schmitt (1999),
Tan et al. (2016), Wi et al.
(2018)

Empirically studied and further
developed the experiential di-
mensions in the context of sus-

tainability.

Empirically studied the experien-
tial dimensions in the clothing in-

dustry.

Explored the dynamics between

the experiential dimensions.

Green consumerism

De Groot & Steg (2008),
Moisander (2007), Schuitema
& De Groot (2015)

Empirically studied consumers’
values in the sustainable clothing
industry and how they were ex-

pressed.

Explored the linkages between
the consumers’ values and their

experiential dimensions.

Circular economy busi-

ness models

Ludeke-Freund, Gold &

Bocken (2019).

Empirically studied the customer
experience, consumers’ values
similarities and their differences

between reuse and redistribute
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business model and recycle

business model.

This study answered the first research question: How does each dimension of customer
experience (sensory, affective, behavioral, cognitive, and social) present itself in the sus-
tainable clothing industry? It contributes to the field of customer experience, specifically
in the category of experiential dimensions, pioneered by Schmitt (1999) and Brakus et
al. (2009). The model for viewing the five dimensions of experience (sensory, affective,
cognitive, behavioral, and social) under the sustainability lens was developed and ration-
alized. This was done by combining the original literature about experiential dimensions

and other customer experience that investigated each dimension more extensively.

Sensory experience created by Schmitt (1999)’'s sense marketing was extended with
Hulten (2009)’s retailing atmosphere. Pure Waste’s use of information board in its retail
store is aligned with this theory. Similarly, the original affective experience linkage to
sensory experience that was examined by Dennis et al. (2014) and Douce & Janssens
(2011). Evidences supporting this linkage were also found in this study. In the environ-
mental context, Hartmann et al. (2005) theorized the occurrence of auto-expression ben-
efits, which were also found in this study as most interviewees felt good about their con-

tribution to the environment through sustainable purchases.

There were ample of cognitive experiences through customers’ interactions with the
stores’ offerings, secondary sources of information and previous memories, matching
the theory proposed in the literature (Blackwell et al., 2001). These cognitive experiences
formed learnings, intellects, and purchase outcomes (Chang & Horng, 2010; Chen, 2015;
Klaus & Maklan, 2013; Ren et al., 2016; Stein & Ramaseshan, 2016). Such learning
relates to the quality and utility of used clothing and the manufacturing process of recy-

cled clothes.

According to Schmitt (1999), the behavioral experience occurs when customers gain a
refreshing way to view lifestyle, interaction and objects. In this research, such behavioral
experience was found in the form of the interviewees’ switching behavior. However, the
experiences did not come externally from influencers as Schmitt (1999) theorized, but
rather through an internal cognitive process. The interviewees committed to the switch-
ing behavior in order to align their action with their values. Lastly, despite the exclusion
of the social experience by Brakus et al. (2009), the social experience dimension saw
several implications. The interviewees mostly experienced positive social feedback from

their friends and family. These lead to evidences of social emotions (Chakrabarti &
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Berthon, 2012). In other words, there was a sense of pride in the interviewees. Further-
more, buying eco-friendly products was also a way for some interviewees to communi-
cate their personal values to others (Chandon et al., 2000; Erdem et al., 1999; Sheth et
al., 1991; Sirgy et al., 2000). There was some connection found between the social di-
mension and customer satisfaction and loyalty, since the interviewees showed their sup-

port for ethical brands (Nysveen et al., 2013).

The proposed model was an extension of the dimensions of customer experience in
general. The sustainability view of the experiential dimensions was successfully applied
to the context of customers in the sustainable clothing industry. This model could also
be applied to other industries where circularity and sustainability are present. This study
also resulted in an emerging theme of the dynamics and relationships among the dimen-

sions for future research in this study’s context. It also provides

This thesis addressed the second research question: How do the customer’s values
show when buying clothing products from the sustainable clothing industry? By doing so,
it contributes to the literature field of consumers’ values in green consumerism, using the
egoistic and biospheric values concepts developed by Schuitema & De Groot (2015).
The empirical study and analysis of egoistic values and biospheric values provided
deeper insights into the consumer’s motivation when it comes to sustainable purchases.
The study revealed the degree of egoistic values and biospheric values within each in-
terviewee and how they were exhibited in the context of the sustainable clothing industry.
The study also explored the linkage between the consumers’ values and their experi-
ence. So far, some pattern of shared experiences has emerged in the one group (Group
1).

This study answered the third research question: What are the similarities and differ-
ences in customer experience and consumer’s values between reuse business model
and recycle business model in the clothing industry? Simultaneously, it contributes to the
literature body of circular economy business models. By interviewing customers of cloth-
ing companies with reuse and redistribute business model and recycle business model,
insights were made about the similarities and differences in the consumers’ values and
experiential dimensions. This provides a fresh view in the circular economy literature, as
the study takes the perspective of the customers, instead of the frequent organizational
and institutional perspectives. This study is a useful extension of the work of Lideke-
Freund et al. (2019), which did not weigh the influence of the customers in the circular
economy business models. By taking the customer’s perspective, this study helps
validating the receivers of the circular economy business models’ value proposition and

value delivery. Therefore, the business can better offer value to its customers. This study
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examined specifically two circular economy business model typologies listed by Lideke-
Freund et al. (2019). The consumers’ values and experiential dimensions of the

remaining typologies can be examined similarly, based on the work of this study.

Researchers of customer experience, green consumerism, and circular economy busi-
ness models benefit from this study as it generated valuable insights and expanded the

view on how to leverage the customer experience and consumer values.

7.2 Managerial Contribution

The findings of this thesis have several managerial implications. These managerial im-
plications are given in response to each of the relevant findings with respect to each

experiential dimension and values set. This idea is presented in Table 11.

Table 11. Managerial implications of this thesis.

Element

Finding

Managerial recommendation

Sensory experience

Interviewees of recycle busi-
ness learned from the store’s
visualized sustainability infor-

mation boards.

Sensory marketing should be
utilized more to educate and in-
trigue customer visiting the re-

tail atmosphere.

Affective experience

Customers feel good for sus-
tainable and ethical reasons

after purchase.

Despite targeting cost-focused
customer, reuse and redistrib-
ute business model companies
should also highlight the sus-
tainability benefits to customers

to target biospheric customers.

Cognitive experience

Customers change opinion
about used clothes, realizing

its quality and sustainability.

Focus on letting customers
know the benefits of the offer-
ing like quality and sustainabil-

ity, not just cheap price.

Skepticism about the brand

did not stop purchasing.

Continuous efforts to decrease
skepticism to enhance favora-

ble perception.

Behavioral experience

Switching behavior from un-
sustainable clothes to used

and recycled clothes.

Continue to maintain the bene-
fits that led to the switching be-

havior.
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Customers teach others
about the brand and sustain-

ability.

Continuously educate and en-
courage customers to spread

awareness.

Social experience

Belief that positive impact to

the common good was made.

Clearly highlight the societal
benefits from customer’s pur-

chase of the brand’s products.

Build community to celebrate

the positivity.

Pride in sharing the pur-

chases with friends and fam-

ily.

Emphasize the boost in status
of owning and using the

brand’s products.

Expressive concerns in ethi-

cal and sustainable issues.

Explicitly address the social re-
sponsibility of the company in

its processes.

Egoistic values

Interviewees buying reuse
care most about quality and

the garment material.

Emphasize and market the
products that are made of natu-
ral material such as cotton or

wool.

Interviewees buying reuse

care most about price.

Continue marketing the price

as the competitive advantage.

Interviewees buying recycled

clothes still expect high qual-

ity.

Make sure that quality is still
clearly highlighted, next to the

sustainability efforts.

Biospheric values

Interviewees with high bio-
spheric values care about

transparency.

Continue to share the efforts to-
ward sustainability openly to

customers.

First, the observations in the customer’s sensory experience showed that the sensory
marketing aspect helped in communicating information to the customers and also in-
trigue them. As a result, the stores should utilize better the retail space to improve the
experience of the consumers. This could be done not only in the visual sense but also
other human senses. For example, appropriate scents and sounds are used to influence
the consumer experience when coordinated with the retail design and product categories
(Helmefalk & Hultén, 2017).
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Second, the positive affective experience arises after the purchase is often for sustaina-
ble and ethical reasons, even though what initially brought them to the store might be
egoistic reasons such as price. Therefore, stores that sell reuse clothes should focus on
showing the sustainability impact. It is worth reminding that reuse is the most preferred
way of minimizing waste according to the waste hierarchy (Van Ewijk & Stegemann,
2014). This way, the customers will have another reason to buy, which is the positive

emotion that comes from sustainable purchases.

Third, the cognitive dimension witnessed a change in the interviewee’s perception of the
quality and sustainability of used clothes. Raising awareness about these aspects of
used clothes could help increase the traffic of potential customers, thus driving sales.
Additionally, the store brands should continuously show transparency to make sure that
any customer skepticism will be addressed. This could be done by sharing publicly infor-
mation about the companies processes on their media channels. Nonetheless, consid-
ering the way customers would still purchase regardless of their skepticism, the brand

might not need to prioritize this problem too high depending on its business strategy.

Fourth, one of the noticeable findings from the behavioral dimension is the switching
behavior from buying unsustainable to more sustainable clothes. The main reasons were
price, quality and sustainability. As such, the firms should maintain these benefits that
led to the switching behaviors. Next, there were observations about customers teaching
others about the brand and sustainability. This action should be encouraged so that the

awareness for both the brand and sustainability can be spread.

Fifth, the social dimension yields three managerial contributions. To begin with, there
was a shared belief among the interviewees that they made an impact to the common
good. Managers should encourage and highlight the societal benefits that the customers
make when they purchase the brand’s products. This can be done by creating a com-
munity where customers celebrate the positive contribution to sustainability. Next, the
customers were proud of their purchase of used clothes and recycled clothes that they
would share with friends and families. This is a suggestion for sustainable brands to
emphasize the perceived status reward of owning and using the products. This would
appeal to status-driven egoistic customers. Finally, the biospheric interviewees tend to
show concerns for ethical and sustainable issues. By explicitly addressing the social re-
sponsibilities that a company has in its processes, the firm can win the trust of the bio-

spheric customers.

Sixth, the ways that customers exhibit their egoistic values provide several insights for

managers as well. When customers bought used clothes, they cared the most about the
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quality and the material of the garment. They would look for natural material such as
cotton or wool. Thus, the stores should market the availability of these types of products
more. Additionally, price remains a top priority for them. Stores who have price as the
competitive advantage should continue in this manner. Finally, customers who pur-
chased recycled clothes still expect a high-quality piece. Therefore, aside from showing

sustainability efforts, quality of the clothing needs to be maintained and improved.

Seventh, interviewees with high biospheric values tend to be well-educated about sus-
tainability and thusly care about transparency of the company. As a result, the firm should

continue to share the efforts toward sustainability openly to its customers.

7.3 Limitations

While the study provided many academic and managerial insights in its journey to an-
swer the research questions, the methods and results may warrant some scrutiny. When
it comes to qualitative research, reliability and validity are known limitations (Bryman &
Bell, 2011).

The reliability of the research is dependent on two factors, the possibility of similar results
to be achieved by different researchers and the precision of the answers. As the data
collection in qualitative research are often unstructured and subjectively interpreted by
the researcher, unreliability is nearly impossible to overcome completely. Thus, there are
multiple reasons why the reliability of the study is lowered throughout the course of the

interview process.

First, there is the problem of language barrier between the interviewer and the interview-
ees. As the study is conducted in Finland, most of the interviewees were Finnish, thus
having varying level of proficiency in English. Meanwhile, the interviewer does not speak
Finnish. As a result, some interviews did not yield a thorough answer from the interview-
ees. Some words and sentences got lost in translation or omitted entirely. Terminologies
also might have gotten used inaccurately. For example, interviewees would say “recycle”

as a substitute for the word “reuse”.

Second, the interviewer bias through verbal or non-verbal communication during the in-
terviews can create errors. These intentional or unintentional actions were formed based
on his or her own beliefs to lead the answers toward the interviewer’s existing beliefs.
Bias can also present itself during the analysis of the results post-interview. For example,
when locating the interviewee’s values on the egoistic and biospheric matrix, the inter-

viewer had to rely on his best judgement, which is inherently subjective.
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Third, not only can bias come from the interviewer, but also the interviewees when dis-
closing their answers in the interview. They could choose to reveal some information on
certain themes, while withholding on others. Additionally, they could give partial answers
that would not paint the whole picture of the phenomenon. In this specific study, the
interviewee bias could occur in the form of the interviewee claiming to care about sus-
tainability when he or she actually has it fairly low in the priority. Furthermore, the narra-
tive of the answers from the interviewee also can be changed depending on the inter-
viewer’s characteristics, such as age, personality, gender and such. For example, if both
parties are in the same age group or gender, the interviewee might feel more comfortable

answering the questions.

When examining the validity of the research, there are two components, internal validity
and external validity. The internal validity considers the theoretical assumptions made
for the theoretical concepts that arise from the researcher’s data analysis. In other words,
the internal validity is measured by the compatibility between the theoretical ideas and
the empirical observations. As the results from the research were consistent with the

framework developed, the research can claim its internal validity.

The external validity, on the other hand, focuses on the generalizability of the findings of
the study across social settings. This poses as a problem in qualitative research, as the
sample size for qualitative research is often small. This study showcases specifically the
interviewees viewpoint on the phenomenon in the context of this study. Many variables
such as cultural background, industry type, and business model typology dictate the va-
lidity of this study. For example, people in Finland have a more progressive mindset
when it comes to sustainability, thus their response would be different compared to peo-
ple in other countries. Similarly, customers of other industries would also have a different

experience compared to clothing industry.

7.4 Future Research

This study opens several pathways to exploring relevant future research in the field of
customer experience and values in the circular economy. This research emphasizes the
identification and rationalization of the customer experiential dimensions and values in
the reuse and redistribute business model and the recycle business model in the clothing
industry. However, as there is only one case company representing each business
model, the collected data might not be fully representative of the whole spectrum of cus-
tomer experience in each business model. Thus, there is a need to investigate more
case studies to validate the current research and potentially broaden the empirical re-

sults.
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Furthermore, the management of these experiences and values in order to enhance the
circular economy ecosystem is largely unaddressed. There should be further studies for
the managerial perspective of this research. Each dimension of experience is an oppor-
tunity for other clothing stores in the circular economy to leverage in marketing and strat-
egy. They are also good opportunities for existing linear clothing companies that are
looking to transition in circular economy. This study serves as a blueprint of the consum-
ers of this industry context, which can be commercially beneficial for the aforementioned

parties.

The study was explorative in finding the evidences of how consumers’ values influence
their experience. In this research, some pattern emerged, but only for the group of very
high biospheric values. Therefore, more research efforts need to go into identifying the

impact of values in other groups on their dimensional experiences.

Alongside the extensive research possibilities in the specific industry context of this
study, there is a need for further studies from different context as well. Customer expe-
rience study in other industries in the circular economy is also lacking. For example,
instances of recycling products vary from the watchmaking, footwear, to the toy industry.
Furthermore, the circular economy business models are not limited to only the recycle
model and reuse and redistribute model, but the others should also be studied in the way

they create the customer experience dimensions.
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APPENDIX A: INTERVIEW QUESTIONS

This appendix contains the interview questions used in the data collection for this re-

search.

Interview question set

Customer’s values

1. What are the most important factors when you're choosing a t-shirt to buy?

Sensory experience

2. How do you perceive this brand’s product visually and with respect to other

senses (smell, touch, sound, taste)?

Affective experience

3. How do you feel about owning and using this brand’s product?
4. What kind of emotions do you have toward the brand’s product?

Cognitive experience

5. Did you learn anything new when owning/using this brand’s product?
6. Does this brand stimulate your curiosity and learning?

Behavioral experience

7. Does owning/using this product have any impact on your day-to-day activities?

Social experience

8. How do your friends and family feel when they see you owning/using this prod-

uct?

9. Do you feel like you are bringing a positive impact to society?
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