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encouraging consumers to keep, care and repair for their apparel over time. Educative communication with 

customers regarding the environmental issues deriving from apparel consumption is seen where some brands go 

as far as to engaging in environmental activism. Regarding retailers within the outdoor industry, the use of 

educational communication needs to incorporate many different brands and thus communicating about 

environmentally preferable apparel is more complex. This study investigates the Swedish retailer 

Naturkompaniet’s approach to educational communication in order to identify what possibilities there are to 

encourage consumers to purchase environmentally preferable apparel and to care for it over time. The study find 

that Naturkompaniet does use educational communication to encourage consumers to purchase environmentally 

preferable apparel to some extent. It also identifies room for improvement and give suggestions on how the 

communication can be developed further.  
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industry. This use of communication has acted as a way for brands to steer apparel consumption within the outdoor 
industry towards a more environmentally sound direction. For an outdoor brand selling apparel, mapping the 
environmental issues deriving from produced products is more feasible than for a retailer selling many different 
brands. This study therefore explores the possibilities of a retailer within the outdoor industry to use the same type of 
educational communication as many brands do. This study investigates the Swedish retailer Naturkompaniet’s 
external communication, being one of the largest retailers within this industry in Sweden. The study show that 
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1 Introduction 
 
We live in a time where our consumption patterns need to change in order to decrease our negative impact 
on the environment (WWF, 2020), at the same time continuous economic growth seem to be a necessary 
factor for companies to survive. In 2015 the world agreed upon a common plan towards reaching a 
sustainable development where poverty is ended, health and education is improved, inequalities are 
recued, economic growth is spurred – all at the same time as climate change is being tackled and our 
oceans and forests are being preserved (United Nations, 2020). According to the United Nations Agenda 
2030 and the 17 Sustainable Development Goals (SDGs) agreed upon by 193 countries, much will need to 
happen in order to meet a more sustainable development in the coming 10 years. The Agenda 2030 stress 
the need of both politicians, organizations and individuals to contribute to the goals in order to achieve 
them in time.   
 
One of the SDGs, namely goal 12: Ensure sustainable consumption and production patterns, address the 
issue of the ever-rising amount of resources being extracted from the earth to satisfy a growing 
population. In 1990, 8.1 tons of natural resources was extracted per capita per year globally. In 2015 the 
amount of natural resources needed to fulfil one person’s need had increase to 12 tons and the trend is still 
pointing in the wrong direction. In order to secure natural resources and to decrease current rate of loss of 
important eco system services, rapid change in both consumption and production patterns are needed. The 
way to move towards responsible consumption and production is by using fewer natural resources, 
decreasing pollution and to “do more with less”. There needs to be a significant focus on the 
supply chain and everyone involved in it, from producer to end consumer (United Nations 2020).  
 
The apparel industry is recognized as one of the industries with the highest negative impact on the 
environment, through its entire distribution chain (White, Nielsen & Valentini, 2017). In Sweden alone, 
consumers purchase on average 13kg of textiles per person a year of which almost one third is never even 
being used (Naturskyddsföreningen, 2020, Faktablad: Våra kläder). In order for companies to meet 
various stakeholder groups concerns regarding the environmental impact that production of apparel has, 
many producers have implemented processes and strategies to take control over- and decrease the 
company’s negative impact on the environment and communicates these efforts to consumers (Jones, 
Comfort & Hillier, 2012).  

There is consensus within research that communication with customers regarding the environmental 
benefits of choosing products with less negative environmental impact is important in order to make sure 
that consumers understand why they should choose these products (Fuentes, 2015). What types of 
communication that is currently used by different companies within the apparel- and fashion industry, in 
order to accomplish this, is according to Fuentes (2015) a research field in need of more attention.  

The literature study on Corporate Social Responsibility (CSR), within the apparel industry, that White et 
al., (2017) carried out pin point that companies’ communication of environmental efforts within the 
apparel industry, as research field, have been given limited attention. White et al., (2017) states that the 
studies that have been done in this filed have focused on companies’ strategies for being perceived as 
sustainable and also about how the companies work in a reactive way to meet customer concerns. White et 
al., (2017) further argue that more research is needed in order to answer the question of how companies in 
this industry can approach the dilemma of both encouraging consumers to (over)consume at the same time 
as earning credibility for their environmental efforts.  

Some producers of outdoor apparel have in their communication focused on educating their customers in 
environmental issues (in, for example, the effects of micro plastics and environmental degradation) in 
relation to the products that the they sell (Patagonia, 2020; Houdinisportswear, 2020). When consumers 
are being educated in environmental issues, the incentives become clear of why they should purchase 
products with higher quality, at a higher price with lower environmental impacts. This type of 
communication will, according to Mendleson & Polonsky (1995) increase the customers trust for the 
specific company.  
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In order to be successful in selling products with a lower environmental impact, companies furthermore 
need to convince their customers that the product create more value than the conventional product (for 
example show that the product has a greater durability) (Ottman, Stafford & Hartman 2006). Motivating 
the customers to pay a higher price for a product with a lower environmental impact is something that 
producers such as Houdini and Patagonia have succeeded with, probably partly due to the right 
communication used.  
 
It is interesting to investigate how companies that sell outdoor apparel communicate around the dilemma 
of increased sales and lowered environmental impacts since the products that these companies’ sell are to 
be used when experiencing nature. For an apparel producer such as Patagonia or Houdini, it is possible to 
get an insight in what environmental impacts the production process of a specific product has. It is in this 
sense also quite feasible to educate the consumer and communicate the businesses environmental impact 
from the production of the apparel. An example of this can be seen at Houdini’s web page on the page 
“Environmental work” (Houdini, 2020). On this page Houdini describe what fabrics they use, why they 
use them and discuss their environmental impacts respectively. They list all suppliers of both fabric and 
garments with links to each company own web page. They furthermore describe their “fight with 
microplastic waste” and use of natural materials.  
 
For a retail company, however, that carry a wide selection of brands with origins in many different 
countries, the insight in the different product’s environmental impacts is more complex to comprehend. If 
selling dozens of brands that each have numerus different suppliers with different environmental standards 
and origins, the question of what the environmental impacts are from different apparel become highly 
complex. From this point of view, Houdini’s way of educating consumers seem quite straight forward and 
easy compared to a retailer selling many different brands. The question is therefore, if a retailer can apply 
the same type of educative communication as the above-mentioned producers. In order to further 
investigate this field, one of Sweden’s largest retailer selling outdoor apparel, namely Naturkompaniet, 
will be the focus in the form of a case study.  
 
The aim of the study is to evaluate how Naturkompaniet uses educational communication regarding 
environmentally preferable apparel and to identify areas in which Naturkompaniet can develop their ways 
of communicating with consumers to further motivate purchase of environmental preferably apparel and 
inspire customers to care for purchased products over time. Doing this, Naturkompaniet can in turn 
contribute to a lower environmental impact linked to the business itself. Learning from the case of 
Naturkompaniet, the study will contribute with general knowledge and ideas of how retailers selling 
outdoor apparel can use communication with its customers in order to decrease environmental impact 
caused by the apparel industry.  
 
The research questions that will be the focus of the study are: 
 

1. How does Naturkompaniet use external communication to convince consumers to buy 
environmentally preferable apparel? 
 

2. How can this type of communication be improved? 
 

3. How can the communication be used to educate consumers in how to care for the apparel, in 
order to decrease the apparels environmental impact during its lifetime? 

 
The environmental aspect of the sustainability concept will be the focus of the study in order to generate 
more in-depth knowledge about how a retailer can use external communication to decrease their 
environmental footprint. Social and economic sustainability will not be included in this research.   
 
The report hereafter starts with the chapter “Background and theoretical framework”, presenting the 
general problem background with the environmental issues deriving from the apparel industry. It 
investigates what can be considered as environmentally preferable apparel and who consumes it. Previous 
studies and theory from the field are furthermore presented. The next chapter, “Methods”, explain why 
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Naturkompaniet was chosen to be the case company for the study. It also presents the different types of 
methods used to gather empirical data and what analytical tools were used in order to analyze the data. 
Here, six themes are formulated that are used in order to give a comprehensive framework to the study. 
The empirical findings are presented in the chapter with the same name. The findings from the different 
sources are presented from the six different themes and the results from the data analysis is furthermore 
presented. In the chapter “Discussion”, the empirical findings are analyzed and interpreted, drawing on the 
theory and previous studies. Here, suggestions for development of Naturkompaniet’s communication are 
to be found. Lastly, in the “Conclusion”-chapter, a summary of the study is made where the main 
conclusions of the research are presented.  
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2 Background and Theoretical Framework 
 
2.1 Environmental Issues Derived from the Apparel Industry  
 
Finding sustainable solutions within the apparel industry is one of today’s many challenges to 
move towards a more sustainable future. According to The Global Fashion Agenda and The Boston 
Consulting Group (2017) p.16, future consumption of apparel is forecasted to increase with 63 
percent by 2030 (compared to 2015 levels) if following current trends. This in turn means that 
water consumption caused by the fashion industry will increase with 50 percent, energy emissions 
with 63 percent and waste creation with 62 percent during the same period of time (Consulting 
Group, 2017, p.10). 
 
The environment is negatively affected in different ways during every part of the production and 
consumption process of apparel, from sourcing of materials, production of textiles, consumption of 
clothes and disposal of the garment (Norum, 2018). The apparel industry is, at present, the second 
largest industrial contributor of pollution and it is often criticized for its vast negative 
contributions to the environment by the use of harmful chemicals and large contributions to landfill 
waste (Copeland & Bhaduri 2019).  
 
Norum (2018) gives an overview of the environmental effects caused by the different stages of the 
supply chain starting with the fiber producers and ending with the discard of the garment. In the 
production of fibers and textiles, large amounts of water and chemicals are used. In the 
manufacturing of apparel, waste due to inefficient use of material is one negative contributor to the 
environment. Next, the garment is transported across the world by different means of 
transportation consuming natural resources and contributing with CO2-emissions. The apparel then 
reaches the retailers, who are often criticized for encouraging fast fashion and a “throw away” 
culture where new trends are constantly being introduced. The following consumption process 
consists of three stages starting with acquisition where (most commonly) new clothes are 
purchased. The second stage is use, storage and maintenance, where a decrease in knowledge and 
skills needed to care for the products in the best way is seen. In the end, clothes are typically 
discarded instead of reused, repurposed or recycled.  
 
Throughout the entire apparel production process, much needs to be done in order to decrease 
negative environmental impact. Norum (2018) give different examples of environmental 
improvements in the different stages of the apparel supply chain. Suggested improvements are for 
example closed-loop processes in the fiber and textile production stage, efforts to reduce waste in 
the garment production stage, shifting to more durable and long-lasting products in the retail stage 
as well as learning the skills for taking better care of the clothes in the consumption stage.  
 
 
2.2 Who Is Responsible for Change?  
 
In order to implement change and decrease environmental harm caused by the apparel industry, 
many different stakeholders will most likely have to be involved in the process. Boström and 
Micheletti (2016) discuss the level of responsibility for change that can be placed on different actors 
involved. They point out that not only the supply and demand chains have gone global but so has the 
responsibility chains. In line with this idea, responsibility for environmental harm caused by the apparel 
industry can hardly be directed to one specific actor but both producers, retailers, governments and end 
consumers will need to contribute to the development of a more sustainable industry. 
 
In regards to placing responsibility, Morisander (2007) argue that much responsibility, for example 
contribution to climate change and actions needed to care for the environment is often placed on 
the individual consumer. Morisander (2007) furthermore conclude that the amount of responsibility 
placed on the individual consumer might be perceived as too high and unjust. Morisander (2017) 
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discuss political campaigns that have been encouraging consumers to take action and responsibility 
for climate change by for example reducing their consumption of energy in their homes. These 
campaigns have been motivated with the argument that households stand for 20 percent of EU’s 
greenhouse gas emissions, leaving the individual wondering who is responsible for the remaining 
80 percent and what is being done to reduce those emissions.  
 
Consumers are also expected to start consuming more sustainably and should be aware of how all 
products they purchase can be repaired, reused and recycled. The expected level of engagement 
and knowledge amongst consumers might be too high and the amount of responsibility put on the 
individual consumer might partially need redirection to policy makers, companies, and to groups of 
consumers instead of individuals (Morisander 2007). With this in mind, companies might thus need 
to take on a larger part of the responsibility and make it easier for the consumer to purchase 
environmentally preferable products. Providing the right knowledge of how to care for the apparel 
purchased would seemingly also be an important contribution as one solution to the problem.  
 
One apparel producer who is often referred to as a good example company to incorporate sustainability 
into their business model in a productive and transparent way is Patagonia (Norum, 2018; Michel, Feori, 
Damhorst, Lee & Niehm 2019). Patagonia state that “One of the most responsible things we can do as a 
company is to make high-quality stuff that lasts for years and can be repaired, so you don’t have to buy 
more of it” (Patagonia, 2020). 
 
Patagonia put great emphasis on being transparent and in explaining what is being done in regards to 
improve environmental standards even when they do not fully succeed (Chouinard & Stanley, 2012). In 
some situations, they choose to describe their negative environmental impacts in detail. For example, 
presenting the exact amount of chemicals, water and CO2 -emissions needed to produce a single polo shirt. 
They also elaborate on what they have done so far to create a less harmful production process, by for 
example switching to organic cotton (Chouinard & Stanley, 2012). The message about being transparent, 
taking responsibility, improving step by step and sharing successful initiatives with other companies seem 
to be key.  
 
 

2.3 What Is Environmentally Sound Apparel Consumption and 
Who Is the Consumer? 
 
According to Nielson (2015) there is a positive trend and a rising demand amongst consumers who 
wants to purchase products from companies providing pro-environmental products. A majority of 
the respondents in Nielsons (2015) global study from 2015 state that they are willing to pay a 
higher price for products sold by companies engaging in environmental and social issues. There is 
furthermore an expectation on companies to publicly present their pro-environmental initiatives. 
The most important driver for a consumer to purchase a product perceived as pro-environmental is 
the level of trust that the consumer has for the company (Nielson, 2015).    
 
There seem to be no general definition of who can be considered as a “green consumer”. 
Morisander (2007), however, discuss two different views of green consumerism, one being the 
radical green consumer “who refuses to buy anything that is not absolutely necessary” and the 
more liberal view of green consumerism as those who “carefully choose products and services that 
are the least destructive to the environment”. With the more liberal view it is thus possible to “have 
a positive impact on the environment without significantly compromising one’s way of live”. 
Morisander (2007) furthermore conclude a complexity of what makes up a consumer’s 
environmental concern and that there is little consensus on what is to be considered as 
environmentally sound behavior in regards to consumption.   
 
Connell (2010) defines eco-conscious apparel consumption as “behaviors of apparel acquisition, 
storage, use, maintenance and discard that are environmentally preferable to mainstream apparel 
consumption behaviors because the intent of engaging in the behaviors is to create less waste 
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and/or consume fewer recourses”. Connell (2010) furthermore describe the concept of “eco-
preferable apparel” as apparel that is, either made from less environmentally harmful fibers or 
manufactured with less environmentally harmful processes than mainstream apparel.  
 
According to Hill and Lee’s (2012) study on generation Y’s idea of what constitutes 
environmentally sound apparel, they find that durability and that the product will last for a long 
period of time to be two important aspects. Timeless apparel is, in line with long-lasting products, 
one aspect that is being argued as important when talking about environmentally sound apparel. 
Respondents in the study state that apparel should be insensitive to fashion trends and the purchase 
of such apparel can thus counteract fast fashion.  
 
With presented research in mind, the green apparel consumer could be described as someone who 
has concern for the environment and therefore intend to buy products that are less destructive to 
the environment than mainstream products. Since there are many different definitions of what 
environmentally sound apparel is, this study chose to elaborate on Connells (2010) definition of 
environmentally preferable apparel (EPA), meaning apparel that is, in some way, less harmful to 
the environment than mainstream apparel. The aspect of durability and apparel insensitive to trends 
will also be included in this study’s definition of EPA.   
 
Hill and Lee (2012) explore generation Y consumers’ knowledge level and perception of 
environmental issues in the apparel industry. They conclude that the knowledge level amongst the 
participants in the study is relatively low and that there is a need for educational marketing and 
campaigns. The participants expressed concern for the environment and a willingness to consume 
more sustainably but had little knowledge about how the apparel industry is affecting the 
environment. They also acknowledged their hesitation to make consumption decision based on 
their perceived environmental concern, lacking environmental facts. The study also find skepticism 
towards companies’ environmental claims among the participants, pointing towards the importance 
of companies’ ability to communicate their environmental efforts in a clear, transparent and 
truthful way.  
 
 

2.4 What Makes Consumers Purchase Environmentally 
Preferable Apparel? 
 
We have now explored some of the research on definitions on green consumerism, eco-conscious 
apparel consumption and eco-preferable apparel (EPA). The question is, from a corporate and 
marketing perspective, what forms positive attitudes, among consumers, towards EPA which in 
turn can lead to actual purchase behavior of EPA? As previously stated, the apparel industry 
contributes with substantial negative environmental effects, however selling EPA instead of 
mainstream manufactured apparel is one way of decreasing those negative environmental effects. It 
is therefore important for brands within the apparel industry to convince consumers of why they 
should choose EPA before mainstream apparel.  
 
According to Copeland and Bhaduri (2019) there is a positive trend, within the apparel industry, of 
different actors engaging in environmental issues and marketing efforts to decrease the negative 
environmental impact that the apparel industry has. However, there is still a prominent lack of 
understanding and knowledge amongst consumers of how their purchases actually impact the 
environment. Copeland and Bhaduris (2019) research show that one important motivational driver 
of green consumerism is the level of environmental knowledge that the individual consumer has. A 
high level of environmental knowledge negatively impacts a consumer’s skepticism towards a 
brand. It is therefore argued that brands should educate consumers in what environmental impacts 
their apparel has in order to increase consumer knowledge and reduce skepticism. They 
furthermore argue that brands pro-environmental campaigns and ads should educate the consumer 
in the direct environmental impact of their pro-environmental offerings. These ads should also 
present personal benefits that comes with EPA in order to gain positive brand attitudes. Copeland 
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and Bhaduri (2019) furthermore point out the importance of creating trust, implying the need for 
pro-environmental ads to be perceived as honest and transparent in order for the consumer to gain 
trust for the brand. The concept of educating consumers in environmental issues, as a marketing 
strategy, is still considered to be a quite new phenomenon in the apparel industry where Patagonia 
and Adidas are mentioned as two of the pioneers in the field (Copeland & Bhaduri, 2019).  
 
Bhaduri and Ha-Brookshire (2011) also add to the importance of the communication being 
transparent in order for consumers to create a positive attitude and purchase intentions towards the 
company and the EPA that they sell. According to Bhaduri and Ha-Brookshire, companies selling 
apparel can gain consumer trust by being transparent about their business practices and about the 
environmental effects deriving from their supply chains.   
 
The theory of planned behavior, developed by Ajzen (1991), is a well-recognized theory for 
explaining consumer behavior. The theory is built on the idea that intentions towards a certain 
behavior is a predictor of behavior. The intentions in turn are according to Ajzen (1991) the sum of 
three different predictors. The first, attitude towards behavior, can be explained as if the person has 
a positive or negative opinion of a certain behavior. The second predictor is called subjective norm 
and deals with the level of social pressure there is for a person to perform a certain behavior or not. 
The third predictor is called perceived behavioral control, that is, the consumers’ perception of 
how easy or difficult a certain behavior is.  
 
Kang, Liu and Kim (2013) extend Ajzens (1991) theory of planned behavior to better describe how 
positive attitudes form within the green consumer in the apparel industry. Kang et.al. (2013) 
research on environmentally sustainable textile and apparel consumption expand the theory of 
planned behavior with three determinants of green consumer behavior. The first of these three are 
consumer knowledge which in this case focus on consumers’ familiarity with a product and 
product specific knowledge. The second determinant is perceived consumer effectiveness 
indicating the level of how certain the consumer is that their choice of product actually makes a 
difference for the environment. The third determinant added is perceived personal relevance, 
explained as the phenomenon of when a consumer considers a specific issue as relevant to them, 
they tend to be more involved in that issue. In order for a certain behavior to be perceived as 
relevant, it needs to be in line with the persons values, self-image and lifestyle. Kang et.al. (2013) 
argue that all these three determinants are important factors affecting the consumer’s purchase 
intention of EPA. They furthermore suggest that retailers should consider these factors when 
targeting and communicating with their customers. In the case of the retailer it could, according to 
Kang et.al. (2013), be argued that when promoting EPA the communication should be educative, 
showing the effectiveness of the consumers choice when purchasing EPA (e.g. how much less 
water and chemicals is being used compared to conventional apparel) and making sure that the 
issue is relevant to the consumer.  
 
Cowan and Kinley (2014) also use the theory of planned behavior to identify factors influencing green 
consumption of apparel. In this research, the attitude component includes environmental knowledge, 
environmental concern and attitudes towards environmentally friendly apparel purchase behavior. Cowan 
and Kinley (2014) furthermore add environmental guilt to the component of subjective norm. The study 
find support for all three components constituting attitude and also find connections between these three 
components and the intent to purchase. However, there is a significantly stronger relationship between 
attitudes towards purchasing environmentally friendly apparel and intentions than the ones of 
environmental knowledge and environmental concern.  
 
The results furthermore show that the reason for environmental knowledge and environmental concern 
having a vaguer connection with purchase intentions is because consumers do not perceive their apparel 
consumption to have an effect on the environment. Much of the negative environmental impacts from 
apparel production happen in the early stages of the production, which are difficult for the consumers to 
grasp. Cowan and Kinley (2014) thus argue that there is a need for apparel companies to increase their 
educational marketing and transparency in order for consumers to understand how the apparel industry is 
affecting the environment. If consumer gain greater knowledge of environmental issues connected to the 
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apparel industry, they will associate their actions with environmental benefits which will in turn increase 
their attitudes towards purchasing EPA. Finally, the study showed that environmental guilt only had a 
moderate connection to intentions to purchase EPA and that both environmental concern and social 
pressure were stronger indicators of intentions to buy EPA.   
 
 
2.5 What Makes a Consumer Keep, Care and Repair a Piece of 
Apparel? 
 
Looking past research on the theoretical framework of theory of planned behavior there are other 
interesting ideas and findings on what companies can do in order to successfully promote and 
communicate the benefits with EPA. Michel et al., (2019) carry out a case study on Patagonia’s 
campaign “The stories we wear”, a campaign where Patagonia’s customers upload their personal 
stories about their experiences with their (old and repaired) Patagonia apparel as blog posts 
(Patagonia, 2020). In the study of this campaign Michel et al., (2019) find that consumers express 
great attachment to their Patagonia apparel. It is also found that the emphasis that Patagonia has 
put on product quality has evidently contributed to strong brand love amongst their customers. The 
idea of consumer-product attachment in regards to environmental benefits is that when a consumer 
has a strong attachment to a product, it will be kept and used for a longer period of time, 
decreasing the number of products consumed (Schifferstein & Zwartkruis-Pelgrim, 2008). The 
research on consumer-product attachment show that memories and enjoyment contribute positively 
to the level of attachment. The degree of consumer-product attachment is defined as “the strength 
of the emotional bond a consumer experiences with a durable product” (Schifferstein & Zwartkruis-
Pelgrim, 2008). It can in line with the concept of consumer-product attachment be argued that 
companies through its marketing should push for their customers to create an attachment to the 
purchased apparel in order to counteract fast fashion.  
 
Michel et al., (2019) furthermore explore the Worn Wear campaign from a brand love point of 
view. In order to create brand love it is, according to Albert and Merunka (2013), important to 
build on consumer trust and identification, both with the brand and with other consumers of the 
brand. The study of Patagonia concludes that the blog-post contributors’ brand love and attachment 
to Patagonias’s apparel were important means to explain their willingness to keep the apparel over 
a long period of time and to engage in repairing them (Michel et al., 2019). Looking at a retailer, 
the concept of brand love is somewhat difficult to apply since the number of brands sold are not 
just one but many. It could thus be argued that the retailer can add to brand love for the specific 
brands they sell.  
 
In regards to the idea of educating consumers in the importance of caring for their apparel in order 
to decrease the apparels environmental impact over its entire lifetime, Hill and Lee (2012) make a 
couple of interesting finds. In their study, consumers show little knowledge of the importance of 
caring for products in the right way and consider care, such as following laundry advice, as 
relatively unimportant in regards to decreasing the products negative environmental impact. Hill 
and Lee (2012) argue that educating consumers on the topic is one important factor to decrease 
negative environmental impact from apparel.  
 
In line with Hill and Lee (2012), Norum (2018) also argue that the repair and maintenance skills 
amongst (especially young consumers) have decreased significantly during the last decades. In 
order to decrease the environmental impact from apparel consumed, caring for the products is 
important. Norum (2018) therefore suggest that consumers need to learn maintenance skills, such 
as how to wash and dry apparel carefully and how to saw to repair damages in the fabric. Norum 
(2018) argues that maintenance skills need to be spread and that this could be done using social 
media such as Pinterest and other online forums. Educating consumers in how to care for their 
purchased apparel could thus be argued as one important aspect of an apparel company’s efforts to 
decrease negative environmental impact caused by apparel consumption.  
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3 Methods 
 
In order to answer the research questions and to investigate how an outdoor apparel retailer can use the 
presented concepts in order to educate their customers in why they should choose EPA and how they 
should care for it, a qualitative case study was carried out. When investigating how or why a certain 
phenomenon is functioning, performing a case study can be a useful method to explore and deepen the 
knowledge about the investigated phenomenon. Choosing a case study as research method is furthermore 
preferable when examining contemporary events. An advantage of case studies as research method is the 
possibility to include more than one source of evidence, such as documents, interviews and observations 
(Yin 2014). In this study, data gathering was done both through analyzing Naturkompaniet’s marketing 
material in the form of their customer magazines, Naturkompaniet’s web page and Instagram account. 
Semi-structured interviews where furthermore conducted in order to create an understanding of how the 
marketing department develop communication regarding EPA. 
 
 

3.1 Case Selection  
 
To answer the research questions of how a retailer, selling outdoor apparel, can use educative 
communication, in a similar way as for example Patagonia, a number of criteria had to be met in the 
choice of the case company. The case company needed to be representative for the population “retailers 
selling outdoor apparel” in order for the study to be able to draw any conclusions on how such retailers 
could develop their educational communication. Single-case research designs is sometimes criticized for 
looking at a too narrow part of the total population, leading to in-correct general assumptions about that 
population (George & Bennett 2015). However, when looking at the population of retailers selling outdoor 
apparel in Sweden, the population is quite small. This study chose the largest outdoor apparel retailer in 
Sweden in order to investigate a large part of the market share.  
 
The case chosen, furthermore, had to meet a number of criteria in order for presented findings from 
studies on educational marketing to be applicable. The case company had to be selling outdoor apparel of 
high quality, focusing on timeless designs. They needed to express environmental concern and a 
willingness to continuously improve their efforts towards better environmental standards. They also had to 
be selling durable products, intended to last over a certain amount of time and they needed, in some way, 
to express the aim of encouraging consumers to take care of their products. Assuming that the efforts put 
into educational communication might come with an initial economical cost, choosing a retailer with a 
decent amount of market share furthermore seemed to be reasonable.  
 
The list of criteria for the selected retailer could thus be summarized as a company:  

• Selling outdoor apparel of high quality with timeless designs 
• Expressing environmental concern and willingness to improve their environmental standards 
• Selling durable products, intended to last  
• Expressing the goal of encouraging consumers to take care of their products 
• Hold a significant share of the market 

 
With these criteria in mind, the Swedish retailer Naturkompaniet AB (hereafter Naturkompaniet) was 
chosen as the case to be studied since Naturkompaniet matched the above criteria. Previous contacts with 
employees at the headquarters had been made previous to the research. These established contacts ensured 
availability of needed information for the study and guarantied the opportunity of interviewing 
respondents from the marketing department.  
 
Naturkompaniet is a store chain with 34 stores (and one online store) spread out across the country, from 
Haparanda in the north to Malmö in the south. Two of the 34 stores are franchise holders and the 
remaining stores are fully owned and controlled by Naturkompaniet (Naturkompaniet, 2020). 
Naturkompaniet is in turn owned by Fenix Outdoor AB. Naturkompaniet is market leading in selling 
outdoor products for outdoor life and travel in Sweden (Fenix Outdoor, 2020).  
 



 
 

10 

Naturkompaniet’s business idea and goal is: “to promote outdoor life and good health by providing 
equipment that facilitates and enriches outdoor life”. They state that quality is of great importance in the 
choice of what products they offer. The products that they sell should be durable and are meant to last 
over time. They furthermore state that: “Our main weapon in the fight for a better environment is that we 
only sell products of high quality in an often timeless design. In our opinion, a quality product should last 
a long time and should not create a buy-use-throw away behavior among our customers”. Naturkompaniet 
furthermore express their concern for the environment in saying that they love and care for nature and 
always strive to improve their environmental work (Naturkompaniet, 2020).  
 
Naturkompaniet won the Sustainable Brand Index award in 2019 as Sweden’s most sustainable shoe- and 
apparel company. The award is given to the company considered to be most sustainable among consumers 
(Naturkompaniet, 2020). This implies that many consumers consider Naturkompaniet as a company taking 
responsibility for the environment and doing business in a responsible way. Naturkompaniet also won the 
Retail Awards in the category of the most sustainable retailer in 2019 with the motivation saying that the 
company offer sustainable products, in a timeless design, offer rental products, product care, repair and 
recycling (Naturkompaniet, 2020).  
 
The steps taken towards better environmental standards are highlighted by Naturkompaniet (2020) as: the 
focus put on quality and durability, product care and repair, recycling, yearly donations to environmental 
projects and their own label “a Greener Choice”. A Greener Choice is an internally constructed label 
where products earn a number of credits depending on the efforts taken by the producer to make active 
choices on for example reducing/excluding hazardous chemicals, using recycled or organically grown 
fibers or making energy saving efforts in the production. It could be argued that the products labeled with 
“a Greener Choice” are the EPA-products in the case of Naturkompaniet.  
 
 

3.2 Data Collection  
 
3.2.1 Qualitative Content Analysis   
 
In order to get a comprehensive picture of what Naturkompaniet is communicating externally, their 
customer magazine 365, web page and Instagram account served as data sources where information was 
collected with the use of qualitative content analysis as the method, wherein pattern matching was 
performed.   
 
The method of qualitative content analysis can be used to systematically analyze texts of many different 
kinds, addressing themes and core ideas found in the texts. Qualitative content analysis is also a useful 
method to clarify key points in different texts (Drisko & Maschi, 2015). Marvasti (2019) give different 
explanations and interpretations of how other researchers have defined the method of qualitative content 
analysis. One of the definitions given is: “a research method for the subjective interpretation of the content 
of text data through the systematic classification process of coding and identifying themes or patterns”. 
This definition set the ground for the qualitative content analysis made in this study.  
 
The idea of using qualitative content analysis in this case study was to identify how concepts in 
educational marketing are used in practice and to identify opportunities to further develop the use of these 
concepts more frequently. The analyze of all three data sources followed the same general structure of 
searching for communication adding to themes for the pattern matching.  
 
The customer magazine is published five times a year and it is distributed directly to customers who 
joined Naturkompaniet’s customer club, also called 365. The magazine is also available to anyone who 
visit one of Naturkompaniet’s physical stores (Naturkompaniet, 2020). In order to gather data regarding 
how Naturkompaniet currently uses educational themes on environmental issues in their marketing, a total 
of ten magazines were studied. These magazines were published during the last two years and were thus 
considered to be representative in regards to how Naturkompaniet use educational communication at 
present. The magazines were available at an online site, provided by a representative from 
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Naturkompaniet’s marketing department. The 10, 365-magazines consisted of between 92-124 pages per 
issue and the total amount of pages added up to 1034 pages.  
 
Naturkompaniet’s web page gave information about Naturkompaniet as s company, product descriptions 
and instructional videos. The web page furthermore holds Naturkompaniet’s web-shop (Naturkompaniet, 
2020). The web page offers quite rigorous amounts of information and every page was investigated in a 
detailed manner in order to secure that no important information was missed.  
 
Naturkompaniet’s Instagram account has 48 000 followers and it is updated quite frequently. The updates 
seem to be made to inspire people to go outside, using the products that Naturkompaniet sell (Instagram, 
Naturkompaniet, 2020). The data gathering made from the Instagram account included posts from 
two years back, from march 2018 to march 2020 in order to cover the same period of time as the 
365 magazines studied. The posts often held many comments from customers that were answered 
by Naturkompaniet and these comments were included in the data gathering as well. Instastories 
were excluded since these disappear after 24 hours and could thus not be collected from the same 
period of time.  
 
 
3.2.2 Semi-structured Interviews  
 
An important source for finding evidence when conducting a qualitative case study is the one of 
interviews (Yin, 2014). In this study, semi-structured interviews were conducted with Naturkompaniet’s 
two employees responsible for marketing strategies and campaigns for the company, titled Marketing 
Manager and Marketing Coordinator. The reason for choosing the Marketing Manager and Marketing 
Coordinator as interviewees was that these two were the recommended employees to talk to about the 
subjects when contacting Naturkompaniet’s head quarter. The Marketing Manager and the Marketing 
Coordinator was described as the ones in charge of the Naturkompaniet’s marketing messages in all 
channels of communication. Since the interviews were semi-structured, the stream of questions was of a 
more fluid rather than rigid character. This type of interview required that the interview guide, with its line 
of inquiries, was followed closely, at the same time as the questions were constructed as open-ended and 
in a conversational and unbiased manner. The reason for choosing open-ended, conversational questions 
for the interviews was since the study is qualitative and that the aim was to gather explanatory answers on 
how Naturkompaniet construct its environmental communication with customers. 
 
As Cassell and Symon (2011) describe it, the goal of qualitative research interviews is to explore the topic 
from the interviewee perspective and to understand how and why they have the particular perspective. In 
the case of Naturkompaniet, the goal was to gather data explaining how the marketing department uses 
educational communication regarding environmental effects from the products they sell. In order to gather 
the right type of data the interview guide consisted of a list of topics that were covered during the 
interviews. The interview guide should, according to Cassell and Symon (2011), consist of topics from 
three different sources: the research literature, the interviewer’s own personal knowledge and experience 
of the area, and informal preliminary work (such as discussions with people who have personal experience 
of the research area).  
 
Kallio, Pietilä, Johnson and Kangasniemi (2016) argue that there are five stages a researcher needs to go 
through when formulating a semi-structured interview guide. The first of these is to identify the basis for 
using semi-structured interviews. The second stage is retrieving and using previous knowledge. The third 
stage is to formulate the preliminary semi-structured interview guide. After this, the preliminary guide 
should be pilot tested and then eventually the complete semi-structured interview guide can be presented. 
In this case study, the basis for using semi-structured interviews was to understand how Naturkompaniet 
use educational marketing. To do this, it was important to understand how the marketers’ reason and work 
to develop their marketing messages. As of the second stage, the above presented literature on the field 
served as the background and previous knowledge that the interview guide was based on. The formulated 
preliminary semi-structured interview guide was, before used in practice tested on an objective person 
outside of the study in order to secure the right understanding of the questions in the guide. After having 
tested the guide, additional changes were made to finalize the semi-structured interview guide.  
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The interviews were expected to last for around one to two hours, with each of the representatives. This 
amount of time was appreciated as enough in order to ask all questions prepared and for the interviewees 
to provide their answers. The interviews were held over the phone, since there was a geographical distance 
between the interviewees and the facilitator.  
 
According to Yin (2014) the question of recording interviews or not is a matter of personal preference. 
The interviews conducted in this study was, however, recorded in order to make sure that no important 
information was lost. Furthermore, this enabled the facilitator to give full attention to the interviewee and 
to listen closely to the interviewee’s answers provided. The interviews were also transcribed in order to 
secure a high quality of the gathered material.  
 
To ensure informed consent and with GDPR in mind, the interviewees were contacted beforehand about 
what the interview would be about. They got to see the interview questions and gave their consent via e-
mail about participating in the study. The interviews also approved of the interviews being recorded and 
transcribed. Furthermore, no personal information or sensitive data was collected or stored.  
  
 
3.3 Analyzing Empirical Data	
 
To answer the research questions and to give suggestions on how Naturkompaniet (and other 
retailers) can develop their environmental communication further, the case study investigated how 
Naturkompaniet use educational marketing at present since this is considered as a tool to decrease 
negative environmental impact caused by the apparel industry (Copeland & Bhaduri, 2019; Nielson 
2015; Cowan & Kinleys, 2014; Hill & Lee’s, 2012). It investigated how Naturkompaniet use 
communication to inform consumers of the environmental issues of the apparel industry and 
specific apparel. It furthermore investigated if the communication could be seen as using Kang 
et.al.’s (2013) extended theory of planned behavior where the theme of perceived consumer 
effectiveness and perceived personal relevance were included. The study also investigated if 
Naturkompaniet use promotion of personal benefits with EPA in their external communication in order to 
create a more positive attitude towards EPA (Copeland & Bhaduri 2019).  
 
The study also looked into if the environmental statements communicated could be seen as adding 
to perceived transparency, since this is an important aspect for consumers to gain trust for a 
company selling EPA (Hill & Lee, 2012; Copeland & Bhaduri, 2019). The study also focused on, in 
the theme of transparency, to what extent Naturkompaniet’s communication mentioned negative 
environmental effects of the apparel industry, despite the fact that this can be seen as negative in regards 
to inspiring consumers to purchase their apparel.  
 
In order to explore how Naturkompaniet contributes to the environmental benefits of customers keeping 
their apparel for a long time, caring for- and repairing it, Naturkompaniet’s communication was analyzed 
from this point of view. The case study investigated how Naturkompaniet’s communication adds to 
consumer-product attachment and brand love since these two concepts are important factors for 
consumers engaging in care and repair for their products (Michel et al., 2019) 
 
The caste study, finally, investigated how Naturkompaniet are educating their customers in the 
environmental benefits that comes from care and repair and if the customers are given tips on how  
to care for the apparel in the right way.  
 
In summary, the caste study looked into Naturkompaniet’s communication with its customers from the 
following themes:  
 

1. How the communication contributed to increasing consumer’s knowledge level regarding the 
apparel industry’s environmental effects and environmental effects from specific apparel. 
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2. How the communication added to perceived consumer effectiveness and perceived personal 
relevance. 
 

3. How the communication was promoting personal benefits with EPA. 
 

4. To what extent the communication could be perceived as transparent. 
 

5. If the communication seemed to be adding to consumer-product attachment and brand love. 
 

6. In what way the communication was educating customers about the environmental benefits of 
care and repair.  
 

To answer the research questions, the above listed themes were investigated by the analyze of data 
gathered from past marketing communication in Naturkompaniet’s customer magazine 365, web 
page, Instagram and from interviews with representatives from Naturkompaniet’s marketing 
department.  
 
When analyzing empirical data gathered from multiple sources and with the use of different methods, the 
use of pattern matching is according to Yin (2014) a useful technique. Pattern matching can be described 
as the comparison between the pattern found in the empirical data with the predicted pattern made 
previous to the data gathering (Yin, 2014). In this case study, the six themes derived from the literature 
served as the predicted pattern during the analyze of the empirical data gathered from the different 
sources. The same pattern was applied separately on the data gathered from each individual source of data. 
To ensure a structured approach, the different themes were color-coded and listed in a document. When 
going through the data collected from the different sources, information adding to the listed themes were 
identified, copied and inserted under the color it belonged to. A structured compilation of the data could 
then be made from every theme and source of data. 
 
 
3.4 Validity and Reliability  
 
To ensure validity of the research process and the empirical data gathered, triangulation with the use of 
multiple sources of evidence was used. When conducting case study research, it is according to Yin 
(2014) desirable to use multiple sources of evidence to strengthen the quality of the research. Using 
multiple sources of evidence provide a wider insight in the case and give greater possibilities to draw 
accurate conclusions from the empirical findings (Yin, 2014). In this study, four different empirical 
sources were used, namely; customer magazines, Instagram posts, the company web page and semi 
structured interviews. The reason for choosing the customer magazines, Instagram and web page as data 
sources was to attain a comprehensive picture of Naturkompaniet’s external communication. The reason 
for also including interviews as a data source was to get a better understanding of the thoughts behind 
Naturkompaniet’s communication, how it is formulated and why. My expectations were that the different 
external means of communication probably would give the same red thread but could differ in depth, form 
and detail of the messages. Using interviews gave the opportunity to validate this expectation and get a 
greater understanding of how the different means of communications were used. The analysis of the 
interview responses was made with much care and attention to detail which enabled a thorough 
triangulation with the other data sources. In order to further ensure validity, the use of a theoretical 
framework plays a critical role in order for the findings from the case study to be generalizable and add to 
the research field (Yin, 2014).  
 
In order to ensure reliability, the theory was framed in the form of six different themes used as the pattern 
to be matched during the data gathering and the analyze of the data. This gave structure to the data 
gathering and ensured that the same patterns were analyzed regarding empirical finds from all four 
sources. To ensure that the same approach was made to every source, the use of color-codes served as a 
tool for reliability. This way of gathering data meant detailed documentation. The interviews were 
recorded and transcribed and the analysis of the data was made with the same color-codes as for the other 
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data sources. This work process served as a tool to ad to a reliable research process. With this thorough 
documentation of what pattern was searched for and all findings being documented, the study should thus 
be considered as possible to conduct a second time with similar results. Since case study research has 
typically been criticized for not being reliable because of lacking documentation, ensuring accurate and 
rigorous documentation of the research process is thus of high importance to increase reliability (Yin, 
2014). 
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4 Empirical Findings   
 
Empirical findings from the data sources is in this chapter presented in the same order as the data was 
collected, namely; the customer magazine 365, Naturkompaniet’s web page, Instagram account and lastly 
the interviews. Findings from themes one to six are presented separately for each source. The findings are 
primarily presented as findings supporting each theme. A more in-depth analyze with future 
recommendations for Naturkompaniet are to be found in the next chapter, discussion.  
 
 

4.1 Qualitative Content Analysis of the Customer Magazine 365 
 
In order to investigate what themes there are in Naturkompaniet’s communication regarding EPA and 
how this contributes to promoting consumers to purchase EPA and to care for it in the right way, ten 365 
magazines were analyzed according to above mentioned themes.   
 
 
4.1.1 Environmental Effects from the Apparel Industry and from Specific 
Apparel 
 
There were a number of ads and articles about brands wanting to decrease their environmental impact. For 
example, in 2020’s winter magazine, Mountain Equipment, said that they do not necessarily want to grow 
bigger but instead want focus at reducing their environmental footprint. They mentioned different 
standards, such as the Down Codex, ensuring traceable down. Another example was an article about 
Smartwool and their ZQ-standard, taking different environmental aspects into account, presented in the 
2020’s Christmas magazine. In 2019’s fall magazine, Icebug, a Swedish shoemaker, furthermore claimed 
they were climate positive since they had reduced their emissions, chosen better materials and were 
compensating for their remaining emissions.  
 
In 2019’s winter magazine, Aklima stated their “entire developing process being certified and non-toxic” 
and described, in short, what their value chain looked like. In the same magazine, Houdini was given 
attention for their experiments with compostable materials, free from chemicals. Other examples found on 
communication adding to consumer knowledge about what the different brands within the industry are 
doing to decrease their environmental impacts were found in the fall and Christmas magazines of 2018. In 
these magazines articles about Bola producing their socks in Sweden, Houdini examining their 
organization according to the planetary boundaries and Norröna looking for “environmentally friendly” 
materials were furthermore found on the theme. These were, however, not necessarily revealing a lot 
about the actual environmental impacts from the outdoor industry, but rather focusing on what was being 
eliminated or avoided. 
 
Other finds, drawing on the theme of educating consumers about the apparel industry’s environmental 
effects were articles found in the section called “the Outdoor School”. Here, educative information 
touching upon environmental issues in the apparel industry was sometimes presented, such as, “the travel 
of the wool”, describing the 12 steps from merino wool cheap to end product, published in the 2019 
Christmas magazine. Another article, found in the fall magazine 2019, promoted the environmental 
benefits of using leftover wool for insulating apparel which could be argued as an educative article. The 
article mentioned the issues of left-over wool being thrown away and the initiative of using it as insulation 
as an environmentally preferable thing for the industry to do. Another article from “the Outdoor School”, 
found in the 2018’s Christmas magazine, educated the reader in how pet-bottles can be recycled and 
repurposed into, for example, shell jackets, avoiding negative environmental impacts compared to the use 
of virgin materials. In the same magazine, there was an article summarizing the discussions from a 
seminar regarding microplastic waste from the apparel industry, being much in line with the concept of 
educating consumers in the environmental effects of the apparel industry.  
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In 2018’s fall magazine, Naturkompaniet’s sustainability work at large was mentioned, partly describing 
the Greener Choice-label. “The Outdoor School” furthermore explained the HIGG-index as an important 
manual for a sustainable industry in 2018’s summer magazine, and discussed the use of fluorocarbons’ in 
waterproof materials, also contributing to environmental knowledge linked to the apparel industry.  
 
Regarding the theme of the magazines adding to educating consumers about the environmental effects 
from specific apparel, the description of apparel being fluorocarbon-free, made out of recycled materials, 
natural fibers such as wool, ecological cotton and bio-based fibers were mentioned frequently when 
promoting specific products in all ten papers. In 2019’s Christmas magazine, there was one ad from 
Marmot stating that their material labelled “Eco CoolMax” is easy on the environment. Other brands also 
stated their products as not contributing to a specific environmental issue, such as Aklima’s wool-fleece, 
not contributing to micro plastic particles being released into nature, in the same magazine, or one of 
Tierra’s jackets being fluorocarbon free, found in 2019’s spring magazine. In the same magazine 
Naturkompaniet promoted their collection of shell jackets without fluorocarbons, saying these are better 
from an environmental perspective. They furthermore promoted “Christmas gifts for nature”, presenting 
products with some environmentally less harmful traits in 2018’s Christmas magazine. In 2018’s fall 
magazine, there was an article promoting environmentally friendly impregnation, explaining why this is 
better for the environment than mainstream impregnation.  
 
On the theme of promoting apparel that is better for the environment than conventional ones, Tretorn’s 
“Bio Project Jacket” was given attention as fully biodegradable in 2018’s summer magazine, and Marmot 
promoted their “xThread” tees made from upcycled plastic and reclaimed cotton. This was one of few ads 
found where specific numbers of what environmental effects saved were presented, such as 115 gallons of 
water less per garment. Other than this article, the general appreciation was that the information was 
mostly informing the customer about what environmentally preferable features the products had. In this 
sense, the articles did not specifically educate the reader in what environmental issues there are within the 
apparel industry or with a specific piece of apparel.   
 
 
4.1.2 Perceived Consumer Effectiveness and Perceived Personal 
Relevance  
 
In some of the magazines Naturkompaniet’s own environmental label “a Greener Choice” was promoted. 
The requirements for achieving the Greener Choice-label was described in detail in the 2020’s winter 
magazine and the consumer was encouraged to “become an environmental pioneer” by choosing products 
with the label. The communication regarding the Greener Choice-label could be considered as adding to 
perceived consumer effectiveness since the ad is explaining that by choosing products with the label, the 
consumer is pushing the outdoor industry in a more “environmentally friendly direction”.  
 
Some of the Green Choice-ads only mentioned the label and encouraged the consumers to choose it, while 
a few of these ads gave a more detailed description of what criteria lies behind it. “The Outdoor School” 
furthermore went into detail in the 2018’s fall magazine about the criteria behind the label, contributing to 
a more comprehensive understanding of the label. This article and the more detailed ads could be argued 
as contributing to perceived consumer effectiveness since the consumer obtain a greater understanding of 
why the labeled products have lower environmental impacts than those without the label.  
 
There were in general few articles or ads found directly adding to perceived consumer effectiveness. In 
2018’s Christmas magazine, Tierra promoted their parkas as “a conscious environmental choice” since 
they are made from recycled materials, with a partly bio-based insulation and fluorocarbon-free 
impregnation. It did not however, describe how much better these materials are than the conventional.  
 
In regards to adding to perceived personal relevance of EPA, there were few articles matching the theme. 
The only article directly related to apparel adding to this theme was a guide on how to care for your shell-
jacket, using “environmentally friendly” washing detergents and impregnation, argued as “good for both 
you and the environment”, found in 2018’s fall magazine. “The Outdoor School” furthermore described 
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fluorocarbons and their potentially negative health effects in 2018’s spring magazine, adding to personal 
relevance since it had a direct health impact.  
 
There were other articles adding to personal relevance, but not in regards to purchasing EPA. These were 
for example articles about how mediation is good for your health in 2019’s spring magazine and the 
promotion of a book with tips on how to reduce your environmental footprint in 2020’s winter magazine. 
 
 
4.1.3 Personal Benefits with Environmentally Preferable Apparel  
 
In every magazine, there were a long section called “The Stuff Guide” where different apparel and 
products were presented with short descriptions underneath them. In this section, features as durable, 
comfortable, multipurposed, timeless design, functional and qualitative were mentioned. These were not 
always coupled with EPA but presented personal benefits of the apparel promoted.  
 
Regarding personal benefits with EPA, the pattern searched for in the analysis was how EPA was being 
promoted as beneficial, not only for the environment but for the consumer itself. In regards to this point of 
view a few ads and articles were found, matching the pattern. One example was an article in 2019’s spring 
magazine about the brand Royal Robbins, aiming at becoming the largest and most sustainable brand 
selling apparel used for travel. The next pages went on to promote the benefits inherited in the apparel 
such as the fabric being stretchy, comfortable and cool. This way of first promoting the apparel as 
“sustainable” while also adding to the personal benefits of the product could be argued as one way of 
promoting personal benefits with EPA.  
 
One example, found in 2019’s winter magazine, that managed to incorporate personal benefits with EPA 
while also adding that the product performed better than a conventional equivalent was an article about a 
jacket produced by Houdini. The jacket was made out of merino wool (natural material), woven with a 
special technique, making it water- and windproof. The jacket was promoted as creating a better 
microclimate for the user with better breathability than a classic shell jacket made of polyester or nylon. 
Here, the message of personal benefits with EPA is clearly identified and promoted. Later in the same 
magazine, wool was called “nature’s own super material” and a campaign about wool products was 
presented. This statement also added to personal benefits with purchasing EPA.  
 
In 2018’s Christmas magazine one of Fjällräven’s jackets were promoted with EPA-features directly 
connected with personal benefits of that feature, such as “fluorocarbon free to keep you dry”, “recycled 
wool to keep you comfortable” and “traceable down to keep you warm”. In 2018’s fall magazine 
fluorocarbon-free shell jackets were promoted as the way to “stay dry right”, saying EPA is preferable, 
both for the consumer and the environment.  
 
 
4.1.4 Perceived Transparency 
 
There was an article series in a few of the magazines called “The Story About”, presenting a company 
behind a brand that Naturkompaniet sell. Many of these articles partly described the environmental efforts 
made by the company and its aim to do better. One example, found in 2019’s winter magazine, was 
Aklima describing their environmental efforts in the production of apparel, such as getting as much as 
possible out of the fabrics, reducing their use of plastic packaging and avoiding hazardous chemicals. 
Another example was Norröna focusing on durability and environmentally preferable materials presented 
in 2018’s fall magazine. 
 
Regarding Naturkompaniet’s environmental work, this was described, in 2019’s summer magazine, as 
being part of the business DNA also saying that transparency and knowledge is key in order to be viewed 
as trustworthy. The description of The Greener Choice-label, found in 2018’s fall magazine gave insight 
in how Naturkompaniet values environmental aspects and what can be expected from the products with 
this label. In 2018’s summer magazine, Naturkompaniet’s CEO furthermore mentioned that the company 
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was awarded as the third most sustainable company in their category in the Sustainable Brand Index, an 
index measuring consumers’ opinions on which companies that can be considered to be sustainable.   
 
In 2019’s Christmas magazine there were a few articles adding, in some way, to transparency by for 
example describing how a product is developed, giving insight into the production chain and how better 
materials are chosen among different steps of the supply chain. In 2019’s fall magazine, the brand 
Icebreaker was mentioned as award-winning because of their transparent sustainability work.  
	
	
4.1.5 Consumer-product Attachment and Brand Love 
 
In the five most recent published magazines there was an article series called “The Faithful 
Servant” where different people were interviewed about products that they had used for a long 
period of time, expressing a certain attachment to the product. To name a few examples, in 2019’s 
Christmas magazine, Naturkompaniet’s CEO tell the story about his favorite sweater that has 
followed him around for over 20 years. He mentions different adventures made in the sweater and 
memories created with it. He also stated that although it is now quite torn and dirty, he will never 
be able to throw it away. Another story, found in 2019’s spring magazine, on this theme was a 
person talking about what different adventures he had used his 10 years old pair of Fjällräven pants 
on and how it was “love at first sight” the day he bought them.  
 
On the theme of brand love, many articles were found promoting Naturkompaniet itself rather than 
specific brands. Although this type of communication could be argued as falling within the theme 
of customer loyalty, brand love is somewhat a similar theme. Communication promoting 
Naturkompaniet was thus included within the theme of brand love throughout the analyze. On the 
theme of brand love, some re occurring articles could be identified as adding to brand love for 
Naturkompaniet. These were the “Word from the CEO” where Naturkompaniet’s standpoint and 
take on different issues often was presented, creating trust for Naturkompaniet as a company. 
Another series of articles were the “the Expert” interviewing employees from Naturkompaniet 
stores about their take on outdoor life and their favorite products, giving the reader a bit of 
knowledge about the people working at Naturkompaniet.  
 
Other articles furthermore pushed for brand love in the sense of that the reader got to know who 
Naturkompaniet are and what they stand for. An example of this was an article found in the 
Christmas magazine of 2019, expressing Naturkompaniet’s standpoint of boycotting Black Friday 
and the type of consumerism that Black Friday encourages.  
 
 
4.1.6 Environmental Benefits from Care and Repair 
 
In 2019’s Christmas magazine, the CEO mentioned a repair kit or a leather balm as a good 
Christmas gift. He also mentioned Naturkompaniet’s instructional care and repair videos published 
on their web page as tips on how to care for purchased products. In the same magazine, “The 
Outdoor School” gave tips on how to wash and care for wool products. The magazine furthermore 
gave the tip of washing fleece products in a special washing bag to stop micro plastics from ending 
up in the oceans. This tip gave a clear connection to what environmental benefits there are by 
caring for, in this case washing, the product in the right way.  
 
There was one article in the same magazine about Naturkompaniet’s recycling system in which it 
was mentioned that Naturkompaniet wants to encourage their customers to use, care and repair their 
products in order to decrease the environmental footprint of the product. The negative 
environmental impact from apparel discarded, ending up in landfills every year, was furthermore 
highlighted, encouraging consumers to leave their worn-out apparel in Naturkompaniet’s recycling 
bins.  
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In regards to educating consumers in how to practically repair their broken products, one article 
from the “Outdoor School” was found in 2019’s spring magazine with tips on how to repair 
different products, such as down jackets with a whole in the fabric or a leaking rubber boot. These 
practical tips, added to increasing consumer knowledge about how to repair a product, 
counteracting todays loss of maintenance skills. One article on the theme was found in 2019’s 
winter magazine, stating that the most environmentally friendly thing you can do in regards to 
apparel consumption is to use the purchased apparel until it is no longer repairable. This article 
could be argued as directly adding to the concept of educating consumers in the environmental 
benefits from care and repair. In 2018’s spring magazine there were furthermore two different 
articles promoting product care, such as impregnation, in order to extend the lifetime of the apparel 
and to make it last, indirectly adding to the knowledge of the environmental benefits of using the 
product for as long as possible.   
 
 

4.2 Qualitative Content Analysis of Naturkompaniet’s Web page 
 
In order to get a more comprehensive understanding of how Naturkompaniet are communicating in 
regards to the themes presented, the content of their web page was analyzed. The same pattern-
matching was used as in the previous analysis of the customer magazine 365.  
 
 
4.2.1 Environmental Effects from the Apparel Industry and from Specific 
Apparel  
 
When clicking on the button “Greener Choice” the visitor got to a page where first, Naturkompaniet’s 
“locally produced”- concept was explained and further down, the Greener Choice-label. The initial text 
describing locally produced products was explained as a coalition between Naturkompaniet and different 
producers around the country. Consumers were encouraged to buy these products in order to support the 
Swedish craftsmanship. There were, however, no connection to saving resources from shorter transports 
promoted in the text, adding little to increasing knowledge about environmental effects from the apparel 
industry or specific apparel.  
 
On the page “Nature and Environment” there was a text explaining Naturkompaniet’s take on charging for 
plastic bags. Here they referred to Naturvårdsverket saying that Swedes use, on average, 200 plastic bags 
per person per year. This statement added, somewhat, to consumer knowledge about environmental effects 
from (not only) the apparel industry.  
 
 
4.2.2 Perceived Consumer Effectiveness and Perceived Personal 
Relevance 
 
The text about the Greener Choice-label was described as to make it easier for the customer to find 
Naturkompaniet’s most environmentally friendly products, likely adding to perceived consumer 
effectiveness. The criteria for a product to attain the standards for the label was explained in general 
terms. There was, however, no detailed explanations on how much better these products are for the 
environment, compared to other products making it difficult to know how just how effective the EPA is. 
On the page “Nature and Environment”, there was a text explaining Naturkompaniet’s initiative of giving 
the equivalent of 1% of the customer club’s member’s total bonus to an organization or project that works 
to restore or protect Swedish nature. This could be argued as adding to consumer effectiveness since it has 
a direct link to how much the member spend at Naturkompaniet.   
 
On the theme of perceived personal relevance, a few texts could be interpreted as relating to the theme. 
One example of this were certain product category texts presenting the benefits of EPA for the 
environment but also adding somewhat to the specific customer. Such as wool being preferable for the 
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environment since it is naturally anti-bacterial and therefore does not require to be washed very often. 
This could in turn be argued as personally relevant since it is easy for the individual to keep the product 
clean without the use of detergents.  
 
 
4.2.3 Personal Benefits with Environmentally Preferable Apparel 
 
Under the button “Clothes” the visitor was directed to different pages depending on what type of 
clothes they wanted to see. When clicking on a few of them, such as “T-shirts”, there was a short 
introduction text to the page. Here, for example, ecological t-shirts were described as comfortable 
and that they dry quickly, adding personal benefits to the EPA. Also, under the category “Jackets”, 
these were mentioned as durable, with classic design and from sustainable producers, also adding to 
personal benefits with EPA. Under the category “Base layers”, the beneficial properties with wool 
were described. They were promoted as both environmentally preferable traits as well as beneficial 
for the consumer. Under the category care and repair, the use of these products adds to personal 
benefits since being both economical and environmentally preferable to impregnate a jacket. 
Regarding Fjällräven’s material and the wax used for impregnating it, the benefit of that the 
product will look better if cared for was stated. Regarding the other 13 categories of apparel, no 
personal benefits with EPA were to be found. 
 
On the web page, there were short texts about every brand sold at Naturkompaniet. Many of these 
texts included arguments about the brands working with environmental issues while also saying 
that their products are durable, easy to repair and/or will last over time. Many of these texts could 
be seen as adding to the theme of promoting personal benefits with the EPA.   
	
 
4.2.4 Perceived Transparency	
 
The text about the “Greener Choice” gave an insight in to what Naturkompaniet does to decrease their 
environmental impact. It did not, however, give a very detailed understanding of how they label their 
products or decide that a certain product is greener than the other. There were also no negative 
environmental aspects of their business mentioned. 
 
In order to find the page “Nature and Environment” where Naturkompaniet describe their environmental 
work, the visitor needed to scroll down to the very bottom of any page and find the button with the same 
name as the page. The text on this page gave a general description of Naturkompaniet’s values and 
thoughts about their responsibility as a company. It mentioned Naturkompaniet being awarded with the 
Sustainable Brand Index and the Retail Awards. The page furthermore described, in general, the Greener 
Choice-label, their collaboration with I:CO, thoughts on ethics and moral, animal rights and their travel 
policy. The information given was not perceived as very comprehensive or detailed, arguably adding little 
to the theme of perceived transparency.   
 
 
4.2.5 Consumer-product Attachment and Brand Love 
 
The first page of the web page gave the message “Old News – too good to be exchanged”, 
promoting old classics, adding to the idea of Naturkompaniet selling timeless designs, hence, 
promoting EPA. When clicking the button “See All Classics” the visitor got to the headline “The 
Faithful Servant” and a text describing products that will serve you during a long period of time (or 
already did) also stating that these products always will be available at Naturkompaniet since they 
never go out of style. The text furthermore encouraged customers to post their adventures with their 
faithful servants on Instagram with the hashtag #trotjänare. 
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On the theme of brand love, the “Old News”- campaign could be seen as adding to the theme. Here, 
Naturkompaniet was promoted as selling old classics and hence caring for the environment. The 
consumer is encouraged to care for already purchased (old classics) and so Naturkompaniet is 
promoted as an environmentally friendly company and not just promoting their different brands.  
There was furthermore the page “about Naturkompaniet” giving information about how many stores 
there are, what Naturkompaniet’s business idea is, their environmental policy and a brief history 
about the company, adding somewhat to the theme of brand love since the visitor got to know more 
about the Naturkompaniet.   
 
 
4.2.6 Environmental Benefits from Care and Repair 
 
There were many different short videos and texts about how to care for different type of apparel, 
shoes and other equipment on Naturkompaniet’s web page. The videos and the descriptions in text 
gave detailed information on how to impregnate a jacket, wash a wool product or repair a zipper. 
To find the different guides and tips for how to care and repair, the reader needed to scroll down on 
the first page and go to “Guides”. On this page there were a few guides on how to care for different 
products, but also guides about how to, for example, choose the right tent or backpack. To get more 
tips on care and repair, the reader needed to scroll down on this page and click on the picture 
saying “Care and Repair”. On this page, more tips were presented in detail, and different care and 
repair products were promoted. In some of the videos, after having showed how to repair a product, 
the consumer was encouraged to go and use the product for many more times (or even years) 
instead of discarding it.  
 
On the same page, at the very end, Naturkompaniet’s coalition with the recycling company I:CO 
was presented, encouraging the consumer to leave their worn-out apparel for recycling in the stores.  
The description of how different materials are reused or recycled was informative and detailed. 
Here, arguments and explanations of the environmental gains with recycling of apparel was 
presented encouraging the customer to recycle the product when it can no longer be repaired. It was 
mentioned that “we need to move towards a circular model where materials are reused instead of 
discarded”. The arguments presented, saying recycling of apparel is better for the environment than 
producing new products were, however, not supported by actual numbers on what the gains are, 
thus adding little to actually educating the consumer about the environmental benefits from care 
and repair.  
 
 

4.3 Qualitative Content Analysis of Naturkompaniet’s Instagram 
 
To further add to an understanding of Naturkompaniet’s external communication regarding the six 
themes, Naturkompaniet’s Instagram account was analyzed in the same way as the web page and 
customer magazine.  
 
 
4.3.1 Environmental Effects from the Apparel Industry and from Specific 
Apparel  
 
In October, 2019, a detailed post about repurposed wool was describing the environmental benefits 
with the use of wool that would otherwise be discarded as waste. It is the brand Tierra’s products 
that use the insulation in their apparel, adding somewhat to the knowledge level of both the 
environmental effects of the apparel industry and specific apparel.  
 
A post from November, 2019, about “Green Friday” was about using what is already in the 
wardrobe, an action promoted as the best way of saving the environment, adding to the knowledge 
level of environmental effects from the apparel industry. In august 2019, there was a film posted 
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that described the issues with microplastic waste ending up in the oceans. The film gave specific 
numbers on how many microplastic particles that are released from a single wash. The message was 
then to instead choose natural fibers, such as wool, from the brand Icebreaker. This post increased 
the follower’s knowledge level of the environmental effects from a material commonly used in 
fleece apparel. Another post from June, 2018, was found about one of Naturkompaniet’s stores 
showing a movie about plastic waste and the ocean, increasing awareness of environmental issues, 
however not in relation to EPA. A few days later, a post was made about Naturkompaniet’s 
collaboration with the organization “Håll Sverige rent”. Naturkompaniet encouraged people to visit 
a store to get a free garbage bag that could be used to pick up garbage found when spending time 
outdoors. There were, however, no connections made to the apparel industry or specific apparel in 
the post. 
 
Naturkompaniet promoted the biobased rain jacket produced together with the brand Tretorn as a 
jacket that was fully degradable and made out of biobased materials, adding to consumer 
knowledge about what specific EPA can look like. Another post on the theme from May, 2019, was 
about Naturkompaniet collaborating with the brand Houdini to produce a sweater with the aim of 
no materials being wasted during the production. The add communicated some environmental 
savings from a specific piece of apparel.  
 
 
4.3.2 Perceived Consumer Effectiveness and Perceived Personal 
Relevance  
 
On the theme of perceived consumer effectiveness, a post from May 2019 talked about 
Naturkompaniet winning the prize of being “this year’s sustainable retail company” by Retail 
Awards. The post could be argued as communicating consumer effectiveness since purchasing 
apparel from Naturkompaniet is according to the prize the most sustainable retailer. Another post 
was found from September, 2018, about Houdini composting their customer’s worn out apparel to 
grow vegetables in the fertile soil. This experiment also add to perceived consumer effectiveness 
since the EPA is considered to have little impact on the environment. In a post from September, 
2018, fluorocarbon free shell jackets were promoted. In the post, Naturkompaniet said that they 
work hard to find the best products both for their customers and the environment, adding to the 
theme of perceived consumer effectiveness. Naturkompaniet’s “Nature bonus” was furthermore 
promoted in a post from the same month, also adding to the theme since money spent at 
Naturkompaniet automatically generate a bonus for organizations’ working with projects protecting 
Swedish nature.  
 
On the theme of perceived personal relevance, the podcast Husky was promoted, where one episode 
was about the health effects seen with hiking. There was also a post saying studies show hiking 
increase fat loss, oxygen uptake and lower blood pressure. Both posts adding to the theme of 
perceived personal relevance, although not in relation to EPA. In June 2018, there was a post about 
Naturkompaniet’s new tent rental service. It was promoted as good for both the consumers 
economy and the environment to own fewer products, adding somewhat to perceived personal 
relevance since promoting the individuals lower spending with rental.   
 
 
4.3.3 Personal Benefits with Environmentally Preferable Apparel 
 
On the theme of personal benefits with EPA, one post from October, 2019 was found. In the post, 
Fjällräven’s wool insulated winter jacket was promoted with benefits such as “keeping you warm 
and dry”, adding to personal benefits with environmentally preferable apparel. In another post from 
April 2019, the brand Royal Robbins were first promoted as a brand being concerned about 
sustainability. In the post next to it, products from the brand were presented as tips on apparel for 
travel. These ads together promoted EPA as beneficial for the traveler.  
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Other posts adding to the theme were for example a post from January, 2019, that promoted a shell 
jacket of the highest quality, produced with recycled materials. In November, 2018, locally 
produced socks were promoted in as post as also being perfect for skiing and everyday use. Both 
these ads promoted personal benefits deriving from the use of EPA. One post from October, 2018, 
presented a backpack produced in Sweden with materials sourced locally. It was promoted as both 
sustainable and practical, also adding to the theme of personal benefits with EPA. Another post 
from the same month was a commercial for fluorocarbon free impregnation, produced in Sweden, 
making the apparel waterproof.  
 
In a film posted in March 2018, a sweater from Houdini was promoted as highly durable, giving 
this as an argument both for the consumer, not having to buy new products very often, and at the 
same time beneficial for the environment since counteracting wear and tear. Personal benefits with 
EPA was furthermore promoted in a post from March 2018. In this case a shell jacket from 
Haglöfs, called “ECO-Proof” was promoted as both waterproof, easy to repair and designed with as 
little impact on the environment as possible, offering both positive features for the consumer as 
well as for the environment. It could generally be said that the posts presented EPA both as 
environmentally preferable and with beneficial features. However, it was hard to find posts saying 
that the beneficial features existed because the apparel was environmentally preferable.   
 
 
4.3.4 Perceived Transparency 
 
On the theme of perceived transparency, few posts were found directly adding to the theme. A 
couple were however found such as one post from October, 2019, about the brand Devold and the 
wool they use in their products. The post described how Devold work to ensure the standards and 
quality throughout the entire supply chain, adding insight in their business practice. In the 
previously mentioned film by Houdini, the environmental effects from washing polyester, releasing 
microplastic particles, somewhat also added to the theme of transparency since negative effects of 
apparel consumption were mentioned. Lastly, a post from May 2018 was found communicating 
Naturkompaniet’s 3rd placement in the category “clothes and beauty” in Sustainable Brand index. In 
the post, Naturkompaniet stated that they were proud about the placement but that they will never 
be entirely satisfied with their sustainability work since this is an ongoing process. They 
furthermore asked what the followers thought Naturkompaniet could do in order to decrease their 
negative environmental impact. This post gave an idea about Naturkompaniet being a company 
caring for sustainability but added little detailed insight in how. 
 
 
4.3.5 Consumer-product Attachment and Brand Love  
 
In March 2020, the campaign “The Faithful Servant” was the theme of many posts. One example is 
a post with a guide saying that a durable shell jacket is a must for her in her job. Another post on 
the theme was a repost made from a customer talking about the adventures made with his Fjällräven 
tent from the 1960’s, adding to the theme of consumer-product attachment. Another post on the 
theme from August, 2019, about how to choose the right pair of pants. In the video posted, the 
message was what to think about when buying a new pair of trousers, replacing the ones worn out. 
The video encouraged consumer-product attachment in saying that the trousers could be used 
during a long period of time. In a post from May 2019, ideas on different products as student gifts 
were promoted as sustainable and with the potential of becoming faithful servants through life. 
 
The campaign called “me and my trousers” from April 2019 was posted on Instagram with the text 
saying that “the wear and repair is a diary, telling the story of you and your adventures”. On many 
of the posts on this campaign, followers left comments on which trousers were their favorites, how 
long they had used them for and how satisfied they were with it.  
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On the theme of brand love, Naturkompaniet’s post about “Green Friday” encouraged their 
followers to use what they already have and to care for the products. The comments on the post 
were all very positive, expressing a lot of positive feelings about Naturkompaniet as a company.  
On the same theme, reposts from customers describing their adventures with products from 
Naturkompaniet were reoccurring during the past year’s Instagram posts. Another example of a 
post adding to the same theme was one with a picture of a customer using Naturkompaniet’s 
products and a text thanking the customer for the picture, showing the customer’s love for 
Naturkompaniet. There were furthermore a couple of posts promoting inspirational events in 
different stores, promoting Naturkompaniet as inspiring its customers to different adventures. Many 
of the posts where furthermore pictures of products from different brands on different themes, 
promoting Naturkompaniet as the company selling the products instead of the specific brands being 
promoted.   
 
 
4.3.6 Environmental Benefits from Care and Repair  
 
In June 2019, there was a post reminding the followers to take care of their boots with a link to the 
web page and the film showing how to wax a pair of hiking boots. Another post on the same theme 
was from November, 2018, where Naturkompaniet encouraged their followers to boycott Black 
Friday and visit one of Naturkompaniet’s stores to get their boots re-waxed for free. Another post 
was a found from April, 2018, where the followers were educated in how to care for leather boots. 
It was not, however, giving any information about the environmental benefits from care and repair.  
 
 

4.4 Semi-structured Interviews  
 
Naturkompaniet’s marketing department consist of five employees, working in the form of an “in 
house” marketing agency which produce all of Naturkompaniet’s marketing communication, with 
the exception of campaigns made by their apparel suppliers. The team is led by a marketing 
manager who is over all responsible for Naturkompaniet’s marketing activities. The team 
furthermore consist of a marketing coordinator responsible for developing Naturkompaniet’s 
marketing campaigns and the general quality assurance of these. The marketing coordinator also 
has the responsibility of ensuring that ideas put forward regarding the content of the campaigns are 
in line with Naturkompaniet’s strategies and business values. The marketing coordinator report to 
the marketing manager who in turn report to the CEO.  
 
The team furthermore has three additional employees, these being; one art director/graphic 
designer, one employee writing newsletters, also responsible for social media and lastly one web 
editor. Both the art director and the one in charge of social media work closely together with the 
marketing coordinator, contributing to the creative process. According to the marketing manager, 
Naturkompaniet work to spread the same messages, regardless of what communicational channel 
used. If looking at Naturkompaniet’s campaigns in their display windows, Instagram, web page and 
365 magazines, the same information should in general be seen. The difference, according to the 
marketing manager is the depth of the messages. In social media, the messages have to be short, 
while in the 365 magazines, there is greater possibilities to educate the consumer and to dig deeper 
into a subject.  
 
Although there is no written marketing strategy behind Naturkompaniet’s external communication, 
the marketing manager described it as “to spread knowledge about outdoor life and inspire people to go 
outside”. The products are usually not the center of attention regarding the marketing but rather the 
concept of being outdoors she said. The marketing coordinator furthermore added that their former 
marketing manager was the one redirecting all marketing away from price and product promotion and 
today, little communication has to do with specific product promotion.  
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The marketing manager and the marketing coordinator were chosen for interviews since they are 
the ones with the overall responsibility of Naturkompaniet’s external communication. The 
interviews where held on the 13th of March 2020 at 9am respectively 1pm, over the phone. Both 
interviews lasted for a bit more than one hour each.  
 
 
4.4.1 Environmental Effects from the Apparel Industry and from Specific 
Apparel  
 
The marketing manager described the role of educating consumers in Naturkompaniet’s communication as 
the very core of their strategy. According to her, what Naturkompaniet are supposed to do is to get people 
to go outdoors and to make sure they have the right equipment in order for them to keep wanting to go 
outdoors. In order to inspire and help people to enjoy the outdoors, a lot of education and information in 
the form of knowledge-based communication is used in Naturkompaniet’s marketing. She also stated that 
it has always been important for Naturkompaniet to care for nature since it is the foundation of their 
business. She also mentioned that everyone working at the headquarters, as well as in the stores, thinks 
and acts in line with this. All business decisions are always grounded in sustainability and care for nature, 
she argued.   
 
Regarding the issue of educating consumers in the environmental effects from the apparel industry, the 
marketing manager stated that Naturkompaniet does this on a regular basis. It is done with the use of 
different campaigns, for example with one campaign that communicated around the issue of 
fluorocarbons. This campaign raised an issue that Naturkompaniet saw as an unnecessary problem in the 
industry and they wanted to challenge the industry to do better. This led to Naturkompaniet’s purchasing 
department starting to purchase shell jackets without fluorocarbons and then the marketing department 
wanted to make communication out of it. This type of inside- out communication is sometimes used in the 
external communication, according to the her. The marketing coordinator also mentioned, on the theme 
of fluorocarbons, that Naturkompaniet used the Outdoor school in the 365 magazine to raise awareness 
about this issue. She furthermore expressed the thought of Naturkompaniet being brave, informing and 
educating consumers about an issue that is still present (Naturkompaniet still offer apparel containing 
fluorocarbons).  
 
According to the marketing coordinator, the “Outdoor School”- articles and the 365 magazines are in 
general, a great place for Naturkompaniet to educate their customers. The marketing manager also added 
that Naturkompaniet continuously educate their sales people in the stores about environmental aspects of 
new materials and the production of clothes and that this is part of Naturkompaniet’s marketing- and sales 
strategy.  
 
The current campaign “Old News” is a statement that Naturkompaniet does not follow many other apparel 
companies’ ways of doing business, with new trends set every season. Instead, Naturkompaniet encourage 
the customer to keep using their already purchased apparel and add that Naturkompaniet’s assortment hold 
classic designs that are durable, does not go out of style and are simply too good to be exchanged. The 
campaign also gives the signal that Naturkompaniet does not encourage unnecessary consumption 
according to both the marketing manager and the marketing coordinator. Naturkompaniet’s “Green 
Friday” campaign is a recurring campaign where the customer is encouraged to care for what they already 
have and to repair it when needed according to the marketing manager. She explained that during the 
upcoming spring and summer, the focus of the campaigns will be sustainability, which is going to be seen 
in all campaigns. Even the window-campaigns sold to suppliers will have to contain a message about 
sustainability and can only present products that are sustainable.  
 
Regarding the education about environmental effects from specific apparel, the marketing manager came 
back to the 365 magazine’s “Outdoor School”. One example was the article about the wool’s journey from 
cheap to sweater, a case where Naturkompaniet showed the entire process of a how a specific product was 
being produced. The article explained that even if the wool comes from Gotland, it still needs to be 
transported somewhere in Europe to be spun into yarn and Naturkompaniet tries to be as transparent as 
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possible about these types of issues. The marketing manager argued that the processes are complex and 
that you cannot say that one product or material is always better than another. It is a constant process and 
that is why Naturkompaniet’s educational marketing does not give dos’ and don’ts. The strategy is rather 
to be transparent. Describing the seemingly contrary of communicating that some products are greener 
than others with the use of “a Greener Choice” labels, the marketing manager state that this is foremost 
about pushing the development of the industry in the right direction. 
 
 
4.4.2 Perceived Consumer Effectiveness and Perceived Personal 
Relevance    
 
The marketing manager describe the reoccurring articles about the “Faithful servant” as adding to the 
concept of consumer effectiveness. The idea with these articles is to have customers start thinking about 
these issues and to spread the word to others. She goes on to discussing the second-hand event held during 
“Green Friday” in one of the stores in Malmö. This was, according to her, an appreciated event, but 
Naturkompaniet needs to find business logic in the concept. The event required a lot of time but did not 
generate profit. Regarding the concept of consumer-effectiveness, this is according to the marketing 
manager not specifically expressed. Naturkompaniet does work with it in social media for example and 
the concept of care and repair is all about this theme, she said. 
 
The marketing coordinator added to the theme of consumer-effectiveness, by saying that 
Naturkompaniet in general avoid comparing different products, presenting some as good and some as bad. 
At the same time as wanting to promote EPA and the perceived consumer effectiveness of these, they do 
not want to market their conventional products as bad. She furthermore argued that even though some 
products might not be directly considered as EPA (for example shell products containing fluorocarbons), 
these can still be very durable and environmentally sound since they will function well over time. On the 
other hand, when communicating around a certain material, such as wool, this can be described as better 
than synthetical fibers in connection to certain activities. These comparisons can in this way be made but 
then the focus is the connection to the specific activity instead of saying that a certain material is bad.  
 
The promotion of products being durable and functional over time is an aspect of consumer-effectiveness 
that the marketing coordinator mentioned. She thinks Naturkompaniet are good at not just saying “buy 
quality and it will last” but to educate the consumer in how they should care for the product in order to 
make it functional over time. Communicating how to care and repair purchased products is a way for 
Naturkompaniet to talk about the product life-span according to her.  
 
Regarding perceived personal relevance, the marketing manager explained that Naturkompaniet’s 
communication has not been of the tonality of talking about a specific product in relation to the specific 
consumer but rather to hold a more general “better for the environment” message. She went on to saying 
that some exceptions are made, such as with a campaign from last summer called “hike for your health” 
which was all about direct positive health effects for the individual with being outdoors. This was a very 
personal campaign even though it did not have anything to do with the actual products she explained.  
According to the marketing coordinator Naturkompaniet’s communication does not add a lot to 
perceived personal relevance. She does mention the current campaign for “Old News” as to some extent 
adding to the theme since the customer is told that if they find a product that they like at Naturkompaniet, 
they will most likely be able to buy it again when it is worn out.  
 
 
4.4.3 Personal Benefits with Environmentally Preferable Apparel 
 
Promoting personal benefits with environmentally preferable apparel is, according to the marketing 
manager done a lot with product texts. It is also done, to some extent, in the 365 magazines. She explained 
that Naturkompaniet always work to highlight the functionality of the product. One part of the function is 
what the product performs and the other part is the environmental aspect of it. Naturkompaniet is probably 
better at promoting the performing aspect of the functionality than the environmental aspect, she stated. 
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The marketing coordinator mentioned that on Naturkompaniet’s web page, there is one short and one 
extended product description for every product. In the extended description, environmental benefits of the 
EPA are often explained, such as wool being naturally odorless or that the wool is produced in Sweden. 
This is, according to her, something that Naturkompaniet work a lot with and they try to present products 
from a sustainability perspective rather than presenting how technical it is. The marketing coordinator 
furthermore described the article series called “The Thing” in the 365 magazines as an arena for 
Naturkompaniet to educate their customers in sustainability. In these articles, specific products are 
presented and environmental aspects of these are sometimes mentioned.  
 
The” Old News”- campaign was mentioned again and the project manager said that the origin of this 
campaign was Naturkompaniet’s carry-over strategy and that they try to push for “Greener Choice”-
products in the campaign. She also mentioned that in line with last summer’s campaign, the products will 
not be the focus during the coming summer. The focus will rather be to encourage people to go outside 
and to educate them in how to care for nature and how to behave in it, such as brining a garbage bag to 
help collect litter and keep nature clean.   
 
 
4.4.4 Perceived Transparency  
 
Transparency is, according to the marketing manager, a matter of finding the right balance of how much 
information to share and at the same time not making it too complicated or heavy for the receiver. The 
“Greener Choice”-label gives a great signal but there is a need to work on making the aspect of the label 
more informative and clearer than what it is at this point. She also mentioned the communication 
regarding sustainability on Naturkompaniet’s web page as unstructured and something in need of 
improvement. On the subject of how far to go regarding transparency, the marketing manager mentioned 
the Christmas campaign two years ago called “locally produced Christmas gifts”. The rhetoric was 
mimicked from grocery stores, making the concept of “locally produced” sticking out as an unusual 
concept to talk about within the apparel industry. The communication was that the products where partly 
or entirely produced in Sweden, but there the communication stopped, making the receiver itself conclude 
the environmental gains such as shorter transports. The question, according to the marketing manager is 
how far to go with the communication and at the same time consider what information is of interest to the 
customers.  
 
Regarding the question of sharing information about the negative environmental aspects of the industry 
and from the production of certain products, the marketing manager concluded that Naturkompaniet are 
not very good at talking about the negative aspects. She is at the moment involved in a project aimed at 
increasing transparency, showing that Naturkompaniet are in the forefront regarding sustainability within 
the industry. The marketing manager furthermore mention that much is done on the theme of 
sustainability internally, but that it is poorly communicated internally. For example, she mentioned that 
she just recently found out that Naturkompaniet has been climate neutral since 2015 and that there are 
goals to decrease the organization’s contribution to climate change with a certain amount before 2025. 
This type of information needs to be communicated better internally and to the stores, in order for 
everyone to know what is being done internally. This is an important job to do if wanting to be able to be 
transparent externally and communicating this to the customers, according to her.  
 
According to the marketing manager, when communicating transparency, this is generally not related to 
Naturkompaniet’s products. Although there are brands communicating through Naturkompaniet’s 
channels about certain products, these are a rather sub-categories to impacting people to think in the right 
way.   
 
What Naturkompaniet has yet to do to become more environmentally friendly is something that the 
marketing manager said was important to communicate. She went on to discuss the communicational 
issue deriving from the fact that Naturkompaniet does not produce the products that they sell. This fact 
makes it difficult for Naturkompaniet to talk about what needs to be done in regards to a certain product. 
Communication regarding a product’s specific environmental impact has to come from the brands. 
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Naturkompaniet, however, make the effort of purchasing as good products as possible and the purchasing 
division put high demands on the suppliers, the marketing manager explained. 
 
The marketing coordinator added to the theme by explaining that Naturkompaniet are “allergic” towards 
Greenwashing and stated that this is something that the marketing department always keep in mind when 
producing communication. It is important that Naturkompaniet does not give any promises or 
communicate something that in the end was just partly true. She furthermore discussed the issue of 
defining something as environmentally friendly or sustainable and that many companies mention concepts 
such as “water-reducing production” but does not explain what this really means. The marketing 
coordinator furthermore conclude that marketers will need to acquire more product specific knowledge 
and become better at explaining what “sustainability” or “environmentally preferable” means since she 
predicts the requirements for using these types of statements to increase in the near future. 
 
 
4.4.5 Consumer-product Attachment and Brand Love  
 
On the theme of consumer-product attachment, the marketing coordinator argued that this concept makes 
up the bottom line for how Naturkompaniet market products. Giving the consumer the information needed 
to choose the most suitable product for their needs and to educate the customer in how to care for their 
product (all counteracting wear and tear) are important aspects of Naturkompaniet’s marketing.  
 
The marketing manager mentioned “the Faithful Servant”-articles that have been part of every magazine 
during the previous year. These articles have presented personal stories about products that customers 
have used for many years. On the same theme, she mentioned the campaign, “Me and my trousers”, 
launched during spring 2019. In the campaign, different models promoted their own favorite pair of 
trousers. They told stories about what adventures they had been on with the trousers and why they loved 
that pair. The campaign was in itself a way of showing the consumers what a relationship to a product can 
be like, she explained.  
 
The marketing manager also mentioned” Green Friday” on the theme, pushing for the importance of 
caring for- and repairing products. This is, according to her, something that Naturkompaniet works with 
continuously, also mentioning the “knowhow” instructional videos on the web page. How to choose the 
right product to begin with and then encouraging consumers to care for the products and to repair them 
when broken is something that Naturkompaniet continue to spread in their communication channels and 
on the web page, she stated. Adding to this, the marketing coordinator mentioned their “Green Friday” 
video inspiring the customers to not only care for their products but to really use them and create a bond 
and then to care for them after the adventure. The marketing manager argued that consumer-product 
attachment is about creating a bond to the product and in turn counteracting wear and tear. If the product 
despite this, does not fit the consumer, the second hand- event worked as a pilot test for helping the 
customer to sell the product to someone else. An entirely different aspect, since Naturkompaniet also offer 
tent rentals, is that this service should promote the opposite effect to consumer-product attachment. In this 
case, she argued, the customer is instead creating an attachment with Naturkompaniet as a company 
contributing to a circular economy.  
 
Regarding the concept of brand-love, the marketing manager stated that this is something that 
Naturkompaniet have not been working actively with in the past but does put a lot of attention on now. 
This is done by brand-building campaigns. Instead of selling all window campaigns to other brands, 
Naturkompaniet now keep the best window to themselves in order to create the right feeling around 
Naturkompaniet. She argued that it is more difficult for a retailer to create a deep brand-love compared to 
a company, for example Patagonia, only selling their own brand. She drew the parable to the warehouse 
Åhléns, saying that they always solved her needs but never get to her on a deeper emotional level. The 
feeling of being able to do anything for a certain brand might never be achieved in the same way for a 
company like Åhléns compared to a brand like Patagonia. Despite this, the marketing manager considered 
Naturkompaniet to have good possibilities to create brand-love, mentioning great engagement and positive 
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feedback from customers with comments in social media saying that they love Naturkompaniet and the 
great assortment.  
 
The marketing coordinator described the “Old News”-campaign as adding to brand love for 
Naturkompaniet. The campaign show how Naturkompaniet work with their assortment and prove that they 
do not buy new products and sell these just to have “news” to sell. She furthermore mentioned “The 
Faithful Servant” as a campaign adding to “Old News” and the customers understanding of that 
Naturkompaniet promote classic apparel over time, not just news. According to her, the campaign has 
resulted in very positive response and she is proud of the fact that the influencers they use present their 
own old “faithful servants” and are not given products by Naturkompaniet to promote. She furthermore 
argued that the campaign also add to the concept of brand-love since the campaign does not focus on 
specific products. It instead focuses on Naturkompaniet as a company promoting classic designs and 
durable products.   
 
For a company to create a campaign where the aim is to have customers talking about what they already 
own and where the focus on the web page is actively switched away from news and products on sale, is 
very rare, according to the marketing coordinator. The response in social media has been very positive 
where other companies have been talking about the campaign she said.  
 
 
4.4.6 Environmental Benefits from Care and Repair 
 
During both interviews, the different ways of educating consumers about how to care and repair products 
is frequently discussed. Instructional videos on their web page and campaigns and events, such as “Green 
Friday” all add to this theme. Regarding the question of educating consumers about the environmental 
benefits coming from care and repair, however, both the marketing manager and the marketing 
coordinator said that this is something Naturkompaniet does not do. The reason for this, the marketing 
manager argued, is that it is difficult to gather information on what the exact negative environmental 
effects are from a certain product. Some lifecycle assessments are done to some extent in the parent 
company but since Naturkompaniet have around 300 different brands with numerous of products for every 
brand, the work is complex. On the other hand, educating consumers in how to care for the products and 
how to repair it is something that Naturkompaniet works frequently with, she said.  
 
To, for example, communicate that the environmental effects from a product decreases with the number of 
times it is being used is something that the marketing manager reflect on as unnecessary. She explained 
that Naturkompaniet’s customers have a high knowledge level regarding these issues. In this sense, they 
are capable of seeing the environmental benefits of care and repair on their own. If communicating with a 
target group that is not as educated and interested in environmental issues, pushing for the environmental 
benefits of using a product multiple times would make more sense she argued. Naturkompaniet’s 
customers however, score very high in surveys on level of education, wanting to live a sustainable 
lifestyle and to choose sustainable products she added.  
 
Even though Naturkompaniet does not communicate the environmental benefits from care and repair, they 
do contribute to creating the platform for discussing these issues. There are, for example, breakfast 
seminars where different experts are invited to talk about environmental themes, such as “what happens 
when we continue to overconsume” or “what are the environmental effects from garbage thrown in to 
nature”, the marketing coordinator described.  
 
 
4.5 Summary of Empirical Findings  
 
The general findings from the different empirical sources are here presented categorized by theme and 
source in order to give a more comprehensive overview over the findings. The main findings regarding 
every theme is presented in illustration 1 (Summary of findings) below.   
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Illustration 1: Summary of finding 
 
 
  

Theme 1: Environmental Effects from the Apparel Industry and from Specific Apparel 
365 
magazines 

Many brands are describing what they do to improve and decrease their environmental 
footprints. Naturkompaniet are sometimes educating the reader about environmental 
aspects. Rather than presenting specific environmental issues, the avoidance of chemicals 
or certain material is promoted. Efforts made to improve environmental standards was 
found as a reoccurring theme and not so much the environmental issues remaining.   
 

Web page Little information adding to the theme of both environmental effects from the apparel 
industry and specific apparel was found.  
 

Instagram Few posts were found adding to the theme. The communication was generally 
positive, describing environmental savings but not the negative aspects. 
 

Interviews Naturkompaniet use a lot of educative communication in general and sometimes educate 
consumers about what environmental efforts they contribute with. A lot of the education 
mentioned is thus not specifically about the environmental effects from the apparel 
industry but rather what Naturkompaniet have done to decrease their negative 
environmental impact. Regarding specific apparel, the approach is to increase 
transparency and to encourage consumption of EPA. 
 

  
Theme 2: Perceived Consumer Effectiveness and Perceived Personal Relevance    

365 
magazines 

Generally, few articles adding to the theme of perceived consumer effectiveness and 
perceived personal relevance. Some articles were touching upon the subject but did not 
frequently go all the way as to saying how the EPA is adding to consumer effectiveness or 
personal relevance. 
 

Web page The descriptions of the “Greener Choice”-label and the “Nature Bonus” added somewhat 
to consumer effectiveness. Some of the product category presentations were found to ad to 
perceived personal relevance by describing how the EPA made it easier or better for the 
consumer. 
 

Instagram Generally, few connections to the theme of consumer effectiveness and perceived 
personal relevance where found in relation to EPA. Post were found on the theme of 
health but not relating to EPA. 
 

Interviews Communication building on the theme seem to be difficult. The issue is that 
Naturkompaniet wants to promote EPA but not as better than the other products sold. The 
theme is not internally expressed but the interviewees think they do promote it to some 
extent. Regarding activities, certain materials can be promoted as better that also are EPA 
but, in these cases, it is not about the specific product but the performance of the material 
during certain activities. The theme of perceived personal relevance is not added to a lot. 
Rather than promoting EPA as good for the consumer it is promoted as better for the 
environment. 
 

  
Theme 3: Personal Benefits with Environmentally Preferable Apparel 

365 
Magazines 

Articles and ads were found adding to the theme of personal benefits with EPA although 
not very frequently. The ads mostly adding to the theme were those stating that the EPA 
was “better than” the conventional in some way. 
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Web page Some of the apparel categories were promoted with personal benefits but most of 
them where not. Many products were promoted as EPA and with personal benefits 
but not because of it being EPA. 

Instagram Generally, the posts presented EPA both as environmentally preferable and with 
beneficial features. However, few posts communicated that the beneficial features 
existed because the apparel was environmentally preferable.    
 

Interviews The interviewees stated that the product texts are used to promote this theme. It was, 
however, also concluded that Naturkompaniet are probably better at promoting the 
functionality than the environmental features although they do try doing both. 
  

  
Theme 4: Perceived Transparency 

365 
Magazines 

Some articles where found adding somewhat to perceived transparency regarding different 
brands and Naturkompaniet. The general appreciation was that the information gave 
limited insight or information about negative aspect and hence did not create a deep 
understanding about how transparent or trustworthy the different companies are. 
 

Web page The information given was not perceived as very comprehensive or detailed, arguably 
adding little to the theme of perceived transparency.   
 

Instagram Some posts added to the feeling of Naturkompaniet being a company who care about 
the environment. Few posts were, however, found on the theme of transparency and 
the depth of the information was limited. No specific details on how they are 
environmentally friendly were given. A few posts were found regarding brands 
adding to perceived transparency. 
 

Interviews The interviewees stated that Naturkompaniet need to communicate transparency better 
both regarding internal and external communication on the theme. There is also an issue 
with the lack of knowledge of what all the brands do in regards to the theme – this 
information needs to come from the different brands.   
 

  
Theme 5: Consumer-product Attachment and Brand Love 

365 
Magazines 

Product attachment is frequently promoted with personal stories about people’s 
relationships to their products. Brand love or, rather customer loyalty, towards 
Naturkompaniet is not found directly communicated very often but does appear in 
some articles. 
 

Web page The “Old News”-campaign was found to be adding a lot to consumer-product 
attachment. More indirectly, parts of the web page also added to brand love since the 
consumer got to know what values Naturkompaniet stand for.  
 

Instagram The promotion of consumer-product attachment was quite frequently used during the 
last couple of years. Whole campaigns were built on the subject and the response 
seemed to be positive. Love for Naturkompaniet and the brands they sell was 
furthermore encouraged frequently, telling customers about who Naturkompaniet are 
and what they stand for. 
 

Interviews Consumer-product attachment is the bottom line for all Naturkompaniet’s marketing 
according to the marketing manager. Counteracting wear and tear is the goal by 
encouraging consumers to bond with their products through campaigns and instructional 
videos about care and repair. Brand-love is the focus where Naturkompaniet is the center 
of attention and is promoted to be loved for their great assortment and for their values. 
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Theme 6: Environmental Benefits from Care and Repair 

365 
Magazines 

Naturkompaniet are frequently found to be encouraging customers to care for their 
products, giving detailed descriptions on how to. They did not, however, specifically 
describe why this is important as for saving resources and reducing the 
environmental footprint of the product. 
 

Web page Many promotional videos were found on how to care and repair different products. It 
was however difficult to find information on environmental benefits from care and 
repair. The tips were furthermore not very easy to find on the web page. 
 

Instagram Tips on how to care and repair was frequently posted but not the environmental 
benefits of them. 
 

Interviews Naturkompaniet frequently educate their customers about how to care and repair. The 
interviewees stated, however, that it is too complex to know the details of a certain 
products environmental impact to communicate the benefits. They furthermore argued that 
their customers already know the environmental benefits from care and repair and thus 
this type of information would be unnecessary to communicate. 
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5 Discussion  
 
The empirical findings made from the qualitative content analysis of Naturkompaniet’s customer 
magazine 365, their web page and Instagram account will, together with the findings from the interviews, 
be discussed in relation to previous studies and the six different themes of educational communication.  
 
 
5.1 Environmental Effects from the Apparel Industry and from 
Specific Apparel 
 
Copeland and Bhaduri (2019) argue that in order to motivate consumers to purchase EPA, the marketing 
should contribute to increasing consumer knowledge about the environmental effects from both the 
apparel industry as a whole as well as from specific apparel. The increased knowledge level will lead to 
lowered skepticism towards the company and a greater understanding of why the consumer should 
purchase EPA. Greater consumer knowledge about the environmental issues with the apparel industry is, 
according to Cowan and Kinley (2014), an important motivational driver for consumers to understand the 
environmental effects from consumption and to choose EPA. The phenomenon of educating the consumer 
in environmental issues is still quite new according to Copeland and Bhaduri (2019) and it is therefore 
interesting to see to what extent this concept is used by Naturkompaniet. 
 
Starting with the contribution to education regarding the apparel industry, some empirical finds were 
made from the different sources. In the 365 magazines, a few articles were found where efforts were made 
to describe a certain production, either regarding a certain fabric used in the industry or in regards to how 
a specific brand worked with their environmental efforts in their production. The articles were in general 
found to be educative although the vast environmental impacts from the apparel industry was not 
described very often.  
 
In both the 365 magazines and on the web page, the “locally produced” and the “greener choice” concepts 
where presented. These concepts were presented in a way that explained what positive gains there are with 
EPA in quite general terms, such as, shorter transports, less chemicals and fluorocarbon free.   
On the web page, it was in general difficult to find texts adding to increased knowledge levels of the 
environmental effects from the apparel industry. There were descriptions of product categories, for 
example jackets, saying that Naturkompaniet is happy to be working with suppliers that work with 
sustainability and that they therefore can offer durable jackets from recycled materials of high quality, so 
that the jacket can be used for a long time. The communication gave, however, little added knowledge of 
what environmental effects there are from the apparel industry or from specific products.  
 
Fluorocarbons and microplastic waste were two issues mentioned in regards to the apparel industry, found 
on Naturkompaniet’s Instagram account. These posts gave added knowledge about the environmental 
effects from both the apparel industry and from the use of specific apparel.  
  
The tone in the messages, regardless of what channel of communication analyzed, was in general found to 
be quite positive, focusing on what progress had already been made, talking about what environmental 
savings that had already been done. Little was said about what the actual environmental effects from the 
apparel industry and the specific apparel was. In this sense, the communication was not very educative or 
informative in describing the actual environmental impacts from the outdoor industry.  
 
As both the marketing manager and the marketing coordinator described in their interviews, 
Naturkompaniet does use educative communication quite frequently, specifically in the 365 magazines. It 
is easy to recognize the use of educative communication in the magazines regarding various subjects 
affecting nature. There were for example, many articles describing the environmental impact from food 
production, encouraging consumers to eat more plant based, inspiring readers to travel more 
environmentally friendly by for example taking the train. There were furthermore overarching campaigns 
stating that Naturkompaniet does stand for sound consumption and does not encourage new trends, 
excessive sales or wear and tear. It is thus indicated that Naturkompaniet want to promote a more 
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environmentally sound consumption than the mainstream consumptions trends present. This information 
in itself is telling the consumer that Naturkompaniet might be more environmentally friendly than other 
companies selling apparel.  
 
Even though a lot of Naturkompaniet’s communication has a clearly educative aim, the negative 
environmental effects from the apparel industry are not very easy to comprehend drawing on the 
communication as it is today. There are numerous positive actions made and communicated by 
Naturkompaniet but there also seem to be a certain lack of communication describing the environmental 
effects from the apparel industry in more concrete terms. According to Norum (2018) the apparel industry 
put high pressure on the environment and in every stage of the production process, there are 
improvements to make, such as closed-loop processes in the fiber production or waste reduction. In order 
to add to an increased knowledge level of the apparel industry’s environmental effects, the environmental 
effects could be described more frequently and in detail. Brining up a certain environmental issue from the 
production process, describing how and why this is an issue and what could be done to improve it could 
be one way to increase consumer’s knowledge levels.  
 
 

5.2 Perceived Consumer Effectiveness and Perceived Personal 
Relevance 
 
The theme of perceived consumer effectiveness is according to Kang et.al. (2013) about consumers 
creating more positive attitudes towards EPA when they can be certain that their choice of product 
actually makes a difference for the environment. When analyzing the empirical finds regarding 
communication adding to perceived consumer effectiveness, there was a certain lack of concrete facts 
saying that the EPA sold is an effective way of decreasing the environmental effects from apparel 
consumption. In order to communicate perceived consumer effectiveness there could be clearer 
connections between the statements of the benefits of the EPA and the actual effects on the environment. 
Instead of describing a piece of apparel as “environment friendly” or “ecological cotton” the actual 
amount of pesticides saved or resources used could be described. This would increase the knowledge of 
how big the environmental impact is from a certain EPA, namely how effective it would be to choose the 
EPA. The lack of hard numbers could be argued as reducing the effect of perceived consumer 
effectiveness since it is difficult for the consumer to know if and how much better these products actually 
are for the environment. If for example describing how much chemicals are used in a specific apparel 
production and how much was reduced by a certain change made, it could be easier for the consumer to 
see the effectiveness with EPA in the right context.  
 
The “Greener Choice” is a good example of a specific guidance for the consumer to find EPA, however, it 
is difficult to comprehend how much better these EPAs actually are for the environment. The size of the 
reductions or improvements with this apparel is not clearly stated. It could thus be argued as difficult for 
the consumer to know in what way the “Greener Choice” labeled products are actually better and more 
effective for the environment than the non-labeled products.  
 
In the 365 magazines, many articles were found communicating the negative effects from the climate 
changing and CO2 -emissions from consumption, for example, a note saying that producing one 
smartphone equals the same CO2-emissions as driving a car for 460 km (in the Christmas magazine of 
2019). It was, however, more difficult to find articles giving hard numbers on what the environmental 
effects with apparel consumption are, which potentially could add to the readers perceived effectiveness in 
regards to purchasing EPA. 
 
According to the marketing manager, the “Faithful Servant” campaign is adding to consumer effectiveness 
since Naturkompaniet are promoting products that will last for a very long time. On the theme of 
consumer effectiveness, the marketing coordinator described the issue of not wanting to promote some 
products as “good” and some as “bad” for the environment. As long as Naturkompaniet for example sell 
jackets both with and without fluorocarbons, it will be difficult for them to communicate that products 
with fluorocarbons are bad and that the consumer should not buy these. It is in other words difficult for 
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Naturkompaniet to promote the effectiveness of EPA and comparing it to non-EPA since they offer 
apparel that can be considered to belong to both categories.   
 
Another determinant of creating a positive attitude towards EPA is the one of perceived personal 
relevance meaning that when a consumer think that a certain environmental issue is relevant to them, they 
tend to be more engaged in the issue (Kang et.al. 2013). Knowing what is perceived as relevant to a 
certain consumer can of course be difficult, although arguing that personal matters such as a products 
effect on a person’s health or how to personally being able to reduce an environmental footprint could be 
argued as adding to perceived personal relevance. There were both Instagram posts and articles found in 
the 365-magazine promoting the outdoors as good for your health although few related to EPA and 
personal relevance. The issue of fluorocarbons was an issue found directly related to EPA, also describing 
a certain personal relevance, in this case of potentially negative health effects from these chemicals.  
 
The promotion of Naturkompaniet’s “Nature Bonus”, where customers can vote for what project 
Naturkompaniet should support could furthermore be seen as adding to personal relevance for those 
customers who vote for a certain project to be supported. It can, however, in general be said that there is 
an issue of promoting some apparel as the more effective or personally relevant choice and at the same 
time not disparage the apparel that is less effective or relevant in relation to the consumer and the 
environment. In order to be able to promote both perceived consumer effectiveness and relevance of EPA, 
an assortment only including apparel considered as EPA would be desirable. As long as there are apparel 
still containing harmful chemicals, there will be a contradiction that is hard to avoid in the communication 
of EPA.  
 
 

5.3 Personal Benefits with Environmentally Preferable Apparel  
 
There were generally many ads in the 365 magazines that promoted EPA as eco-friendly, ecological, 
fluorocarbon-free, biodegradable and natural. There were also many ads promoting features as durable, 
comfortable and timeless. However, few of the articles went all the way as to connecting EPA with 
personal benefits, such as promoting EPA as also being durable or timeless in its designs. According to 
Copeland and Bhaduri (2019), promoting personal benefits with EPA is important in order to create 
positive brand attitudes. This is an area where the ads and articles could elaborate on what personal 
benefits there are for the consumer with purchasing EPA, in order to promote the apparel as not 
just better for the environment but as also performing better for the customer. 
 
There was a lot of technical information about different apparel and to connect this information 
with the promotion of the environmental arguments could thus be argued as quite feasible for 
Naturkompaniet. This way of communicating personal benefits with EPA was, for some product 
categories already incorporated on the web page, for example, base layers in merino wool also 
promoted as being naturally anti-bacterial. This type of promotion could be considered as desirable 
regarding most apparel-categories on the web page. On Naturkompaniet’s Instagram, posts adding 
to the theme of promoting personal benefits with EPA were found on quite a regular basis although 
it could be suggested to be done more frequently to add more to the theme.  
 
It could in general be said that the promotion of personal benefits with EPA could be done more 
frequently, something that also the marketing manager considered as a possibility. The marketing 
coordinator on the other hand, argued that Naturkompaniet does already promote the environmental 
benefits with EPA before the promotion of the technical aspects. According to the qualitative 
content analysis made, there is still more potential for these types of promotions to take place, in all 
means of communication.  
 
 
 
 



 
 

36 

5.4 Perceived Transparency 
 
In line with presented research (Hill & Lee, 2012; Copeland & Bhaduri, 2019), transparency is one 
important aspect in communication adding to creating a positive attitude towards purchasing EPA. 
In relation to this, the pattern of whether Naturkompaniet’s communication could be perceived as 
transparent was analyzed.  
 
In summary, there were many articles talking about what environmental efforts there are among different 
actors, but it was not formulated in a way that gave the reader an idea of if this is good enough or if the 
work has just started. If adding to transparency, negative aspects about the different companies and the 
industry should arguably be present. One effort of this was found in the article about fluorocarbons and 
their negative effects on the environment, in the spring magazine of 2018. What Naturkompaniet has done 
in order to phase these out was however expressed somewhat vaguely, not necessarily adding to 
transparency. In general, little was said about the negative effects deriving from the apparel industry. In 
order be increase the chances of being perceived as transparent, negative environmental aspects could thus 
be communicated and explained.    
 
Although many articles about different companies’ brands sold at Naturkompaniet and 
Naturkompaniet itself talking about sustainability and environmental efforts, few of them put the 
information in context. The level of transparency could thus be argued as being perceived as low 
since it is difficult for the reader to determine whether they are given the whole story or just the 
positive parts of it.  
 
It is according to Bhaduri and Ha-Brookshire (2011) furthermore important to give the consumer 
information about the supply chain in order for consumers to perceive the company as transparent. 
A few articles in the 365 magazines and post on Instagram were found on this theme. These articles 
did give some insight in a certain brand’s supply chain but since Naturkompaniet has a large 
number of brands it could be argued as problematic to get enough information out. Communication 
that according to Bhaduri and Ha-Brookshire (2011) was adding to transparency were when the “Greener 
Choice”-label was described and when third party actors, such as Sustainable Brand index awarded 
Naturkompaniet for their sustainability work. This type of communication could be argued as creating 
more credibility since a certain standard is followed and because an actor outside the company gives credit 
to the organization.  
 
Drawing on the interviews, there is a certain issue with adding to perceived transparency since 
Naturkompaniet sell many different brands. Keeping track of all the brands different environmental 
efforts and supply chains is considered to be complex. Some brands are invited to communicate 
through Naturkompaniet’s channels with communication adding to transparency regarding these 
brands, but this is not Naturkompaniet’s main focus in creating perceived transparency among its 
customers. The marketing manager also described Naturkompaniet’s internal work towards higher 
environmental standards as not communicated externally. Here she mentioned a lack of 
communication on their web page which needs improvement. She also stated that Naturkompaniet 
are better at describing what positive efforts have been made than communicating what is yet to be 
done.   
 
In order for Naturkompaniet to add more to the consumer’s perceived transparency, it could be 
preferable to more clearly state what Naturkompaniet does in order to decrease their environmental 
impacts. The measures taken regarding what products they decide to include in their assortment 
could furthermore be communicated in order to add to perceived transparency. Naturkompaniet 
could also communicate what environmental goals they have and how far they have come in order 
to achieve these. This would give the consumer a more balanced and transparent picture of 
Naturkompaniet’s environmental efforts.  
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5.5 Consumer-product Attachment and Brand Love 
 
Creating consumer-product attachment is argued as positive in order to increase the willingness of 
the consumer to keep the purchased product for a long time, to care for it in the right way and to 
repair it when needed (Michel et al., 2019; Schifferstein & Zwartkruis-Pelgrim, 2008).   
 
The article series from the 365-magazine called “The Faithful Servant” is a good example of how 
Naturkompaniet contribute to consumer-product attachment, inspiring the reader to keep and care 
for their products over time. In order to further push for this theme, more articles like these could 
be included in the 365 magazines. Turning the focus from what technical features that a product has 
to what memories or experiences it can allow the user to have with it.  
 
Naturkompaniet’s current campaign “Old News” with the sub category campaign of “The Faithful 
Servant” were present both on Naturkompaniet’s web page and on their Instagram account. These 
campaigns were much in line with Patagonia’s campaign “The Stories We Wear” (Patagonia, 
2020), focusing on the memories created with the apparel and the attachment made to the specific 
product. The previous campaign called “Me and My Trousers”, were furthermore a good example 
of promoting consumer-product attachment. The theme of adding to consumer-product attachment 
seem like a natural theme for Naturkompaniet to work with. Regarding the “Old News” campaign, 
the marketing coordinator mentioned the initiative of having customers talking about what they 
already have instead of encouraging them to purchase new products as a bold move. The response 
regarding the campaign seemed as highly positive and the campaign could thus be considered as a 
successful on the theme of consumer-product attachment.  
 
Other than these campaigns, “Green Friday” and Naturkompaniet’s advice on how to care for 
purchased products does also add to the concept of consumer-product attachment. It is quite clear 
that Naturkompaniet see the promotion of consumer-product attachment as an important way of 
counteracting wear and tear and to avoid over consumption. Although Naturkompaniet does 
promote consumer-product attachment and encourage their customer to continue to care for their 
already purchased products for as long as possible, there is still the obvious want to increase sales 
by selling more products. This paradox is probably difficult to work around entirely, although the 
new rental services and temporary second hand – section during “Green Friday” could be ways of 
doing this in the future. If product rentals and second hand are services that Naturkompaniet will 
incorporate in their business model in the future, they will have to promote consumer-product 
attachment at the same time as promoting the complete opposite, since the consumer should not 
create a bond with a rented product. This might be a challenge for Naturkompaniet’s future 
marketing.  
 
In order to encourage customers to keep and care for their purchased products, adding to the concept of 
brand love is important. For a company to create brand love, Albert and Merunka (2013) describe the 
importance of creating trust and identification with both the brand and other consumers of the brand.  
 
In Naturkompaniet’s communication, it could be argued that the brand building campaigns such as “Old 
News”, “Me and My Trousers”, “The Faithful Servant” and “Green Friday” all create an image of what 
Naturkompaniet stand for and hence, give a profile for consumers to identify with. All articles in the 365 
magazines that in some way are describing Naturkompaniet’s identity and let the reader get to know who 
Naturkompaniet are, such as “Word from the CEO” and “the Expert”, also give the reader something to 
identify with. When Naturkompaniet have customers answering their Instagram posts with love for 
Naturkompaniet and Naturkompaniet personally answer these comments back, this furthermore give the 
customer reasons to trust and identify with Naturkompaniet. According to the marketing manager, 
working with brand love is quite new to Naturkompaniet. They are, however, trying to redirect focus 
from other brands to Naturkompaniet itself. This could be considered as important to make the customers 
feel comfortable with purchasing products from Naturkompaniet that they will be able to keep and care 
for over time, hence, decreasing negative environmental impact.  
 



 
 

38 

 

5.6 Environmental Benefits from Care and Repair 
 
In order to decrease the environmental impact from a product, the issue of how much and for how 
long time it is being used, before being disposed or recycled, is an important parameter (Hill & 
Lee, 2012). Pushing and inspiring the consumer to keep the products that they have purchased for a 
long time by caring for them in the right way, is an important step towards lowering the 
environmental impact from the product sold.  
 
Previous studies (Hill & Lee, 2012) have found that consumer knowledge is low regarding how 
much the right care for a product can reduce the product’s environmental impact. Communicating 
this to customers is important in order to create awareness and to create positive attitudes towards 
EPA. The other take on the subject is the decrease of knowledge of how to care for apparel and the 
importance of adding to this knowledge (Norum, 2018). In all of Naturkompaniet’s communication 
on the theme of care and repair, many tips on how to wash, or not wash, what detergent to use or 
how to re-wax clothes give lots of knowledge to the customer on how to care for their products. 
The knowhow is spread by Naturkompaniet through online forums which, according to Norum 
(2018), is a suggested way to go.  
 
Educating the consumers about why caring for products is important from an environmental 
perspective is not as frequently done by Naturkompaniet. If wanting to add to this theme, numbers 
on for example how much resources are being used to create a certain product could be 
communicated, arguing that extending the lifetime of a product saves resources. How much of the 
products environmental impact that derive from the use of the product could furthermore be 
important to communicate. If this would be done, the customer could get a greater understanding of 
why caring for the products is important from an environmental perspective and hence increase 
their motivation to do this.  
 
 

5.7 Advice for Communicational Development  
 
The vast environmental impact originating from the apparel industry needs solutions that create 
change. There is a need to redirect the focus of overconsumption and wear and tear to a sounder 
purchasing behavior where consumers purchase fewer items of higher quality and keep them for a 
longer period of time. In order to decrease the environmental footprint from the apparel industry, 
Mendelson and Polonsky (1995) state the importance of educative communication as one possible 
solution to encourage consumer to act differently. The previously presented themes are different 
ways of using educative communication in order to decrease the environmental impact from the 
apparel sold. 
 
When analyzing Naturkompaniet’s external communication, their care, love and concern for nature 
is obvious. It is, however, not always unproblematic to also be a growth driven business selling 
products with considerably large environmental impacts. Communication was found adding to all 
different themes, although some more frequently and apparent than others.  
 
According to Copeland and Bhaduri (2019) educating the consumers about the environmental 
impact from the apparel industry and specific products is important. In much of Naturkompaniet’s 
communication, the worth of nature and the importance of caring for it is frequently communicated. 
Specific apparel is furthermore communicated as ecological or from natural fibers for example. 
What is not communicated, however, is the vast environmental issues derived from the apparel 
industry. Diving in to these issues might reasonably be uncomfortable and difficult since 
Naturkompaniet is a company selling products that contribute to these issues. It would, however, 
give the consumer a better idea of why overconsumption and wear and tear are environmentally 
harmful trends and why the consumer should be prioritizing EPA when purchasing apparel. 
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Naturkompaniet is therefore suggested to incorporate this type of information in their external 
communication.  
 
The environmental impacts from a specific piece of apparel were not found to be communicated 
very frequently and could according to previous research be important to elaborate on. The 
representatives from the marketing department stated that Naturkompaniet should never say that 
one product is good and another one bad, making it problematic to reveal the exact environmental 
impacts from a certain product or to compare it with a similar product. If looking at how Patagonia 
have dealt with the question of revealing how large the environmental impact is from certain 
apparel, they sometimes go all the way as to describing how much water and chemicals is needed to 
produce one of their t-shirts. They furthermore describe what they have done in order to do less 
harm, such as replacing all cotton with organic cotton (Chouinard & Stanley, 2012). With the idea of 
Patagonia being perceived as a transparent company, Naturkompaniet might need to find a way 
around this problem to be able to communicate a more comprehensive picture of what 
environmental impact a certain piece of apparel has. The same trend was found on the theme of 
adding to perceived consumer effectiveness and perceived personal relevance. Without actual 
numbers and detailed arguments on why a certain product could be considered to be a more 
effective and relevant choice for the consumer, it can be difficult to add to these perceptions.  
 
From the perspective of promoting personal benefits with EPA, this theme should be easier for 
Naturkompaniet to add to. Much of the apparel considered to be EPA does already come with 
personal benefits, such as wool being anti-bacterial. According to Copeland and Bhaduri (2019) 
this is a theme worth pushing for in order to get consumers to choose these products. With the 
analyze made, it could be suggested that Naturkompaniet should use more of the already built in 
benefits with EPA and use this more frequently when describing specific products in their different 
channels of communication.  
 
During the analyze of the different themes, the issue of being a retailer, with a wide assortment, and 
not just selling one brand does add an extra level of complexity to the communication. According 
to Copeland and Bhaduri (2019) and Bhaduri and Ha-Brookshire (2011), increasing the consumers 
idea of the communication perceived as transparent is important in order for the consumer to 
purchase EPA. Adding to transparency is more difficult for a retailer than for a brand since only 
gathering the information from all different brands and their work with environmental issues is a 
comprehensive challenge. Here, Naturkompaniet could arguably be communicating this issue, 
explaining the complexity and describing how they act on this issue and what requirements they 
have on their suppliers. The 365 magazines could for example be used for this purpose, 
interviewing representatives from the purchasing department and describing the work that they do 
in order to decrease the environmental impact from the products they sell is one suggested 
approach.  
 
On the theme of product attachment and brand love as ways of giving the consumers incentives to 
keep and care for their products (Michel et al., 2019; Schifferstein & Zwartkruis-Pelgrim, 2008) 
campaigns such as “Me and My Trousers” and “The Faithful Servant” are good examples. The way 
of communicating product-attachment is much in line with Patagonia’s successful “Worn Wear-
campaign” (Patagonia, 2020). Continuing these types of campaigns will arguably encourage the 
consumer to keep the apparel for a longer period of time. Since Naturkompaniet only recently 
started working more actively with communication adding to brand love, this is an area where there 
is still potential for some development. Giving a clearer idea of what Naturkompaniet stand for and 
why Naturkompaniet can be considered as trustworthy and a company to identify with could be 
communicated through all channels of communication. Naturkompaniet’s web page offer little 
information about Naturkompaniet’s values and standpoints and could be a good place to start 
working with this type of communication.  
 
It could be argued that Naturkompaniet have come a long way with educating their customers in 
how to care for different products, with tutorial videos and descriptions. The reason for doing this 
is however not as well communicated. According to Hill and Lee (2012), consumers today lack an 
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understanding of how much of a products environmental impact that derive from the using stage. In 
this sense, Naturkompaniet could add more to this type of education in their communication in 
order to inspire consumers to decrease the environmental impact from products.  
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6 Conclusions  
 
This study evaluated how retailers within the outdoor industry can use external communication to 
encourage consumers to purchase EPA and to care for it over time. The study was a case study of 
Naturkompaniet, where a qualitative content study of Naturkompaniet’s external communication. It also 
included semi-structured interviews with representatives from Naturkompaniet’s marketing team. To 
answers the questions of how Naturkompaniet’s communication is used to encourage consumers to 
purchase EPA and how the communication could be improved, four communicational themes, were 
investigated. These themes were: how the communication added to educating the consumer about 
environmental effects from the apparel industry and from specific apparel, how the communication added 
to perceived consumer effectiveness and perceived personal relevance regarding EPA, how it added to 
personal benefits with EPA and lastly how it added to perceived transparency.  
 
The study found that Naturkompaniet does, to some extent, use external communication in line with the 
themes in order to encourage consumers to purchase EPA. Regarding the communication contributing to a 
greater knowledge level of environmental effects from the apparel industry and specific apparel were 
mostly found to be descriptive of what change that had already been implemented. Articles, Instagram 
posts and interview responses all pointed in the same direction of Naturkompaniet being good at 
promoting what environmental benefits that can be seen with the use of certain materials or the 
elimination of chemicals. It was, however difficult to find communication describing what environmental 
issues are still left to solve and to get a general understanding of the environmental issues deriving from 
the apparel industry and from specific apparel. Naturkompaniet could thus be suggested to use their 
different means of communication to further explain what environmental issues there are within the 
apparel industry and what could be done in order to better meet these issues in order to motivate the 
consumer to purchase EPA.  
 
Much communication was found that in general promoted more environmentally sound products made 
from natural fibers or with less chemicals. The lack of explanations of why or how much better these 
products are for the environment made it problematic to state that the information added to a greater 
knowledge level of the subject. It furthermore made the contribution of communication adding to 
perceived consumer effectiveness and perceived personal relevance somewhat weak. The study found that 
clearer communication of how effective a certain choice is and how it is relevant to the consumer could be 
promoted in greater detail in order to add to these themes.  
 
Regarding the theme of communication adding to personal benefits with EPA, the study found that 
Naturkompaniet could sharpen this communication in order to specifically point out why EPA is 
preferable. Connecting technical features of EPA with personal benefits was done to some extent but 
could be communicated more frequently to furthermore use this incentive to convince consumers to 
purchase EPA. Both this theme and the one of transparency were areas found where Naturkompaniet 
could use this type of communication. Naturkompaniet already seem to know what personal benefits there 
are with a lot of their EPA sold and could thus communicate this more frequently. On the theme of 
transparency, the interviews showed, that Naturkompaniet does work a lot internally to add to 
environmental sustainability and to decrease their environmental impact. These initiatives were, however, 
poorly communicated both internally and externally and could thus be further communicated on to 
increase consumer trust for Naturkompaniet and the products that they sell.  
 
In order to answer the question of how Naturkompaniet can use their external communication to educate 
consumers in how to care for purchased apparel, two themes derived from the literature and were used as 
the base for the analysis. These were first, the concept of consumer-product attachment and brand love 
and secondly communication educating the consumer in what environmental benefits there are with care 
and repair. The study found that Naturkompaniet promote the experiences and personal attachment that 
customers can develop with their products and successfully add to this theme. It also showed that 
Naturkompaniet recently shifted their focus towards promoting Naturkompaniet as the “brand” to fall in 
love with, instead of only the brands they sell. Numerous tips and inspirational videos on how to care for 
the purchased products were furthermore found, however little communication revealed the actual 
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environmental benefits with care and repair. Here, Naturkompaniet reason that their customers are already 
aware of why care and repair is important to decrease a products environmental impact. It could, however, 
be argued that this type of communication is still important if wanting to reach out to consumers that are 
not already recurring customers of Naturkompaniet. 
 
The study saw that retailers, such as Naturkompaniet, who sell many different brands face the challenge of 
complexity regarding their own knowledge of which products are preferable to the environment and which 
are not. This complexity seems to hinder the promotion of EPA regarding some of the themes researched 
in this study. The study also acknowledged that retailers, selling outdoor apparel, can and are using similar 
themes for promotion of EPA as brands within the industry does. The study furthermore contributed with 
insight into how a retailer can use external communication in order to encourage consumers to purchase 
EPA, to promote care and repair and in the end counteract wear and tear and decreasing a products 
environmental impact over time.  
 
 
6.1 Implications for Future Research 
 
This study focused on the retailer, Naturkompaniet, and how they communicate with their customers 
regarding the environmental impact from the apparel they sell. The study did not, however, include how 
this communication is received by the customers, what they learn and how (if) this knowledge eventually 
contributes to a certain purchase (and post purchase) behavior. It was not within the scope of this research 
to investigate the experience of the customer and how the communication is received. To further 
investigate the effectiveness of this type of communication, the customer’s appreciation and behavioral 
changes influenced by the communication would be an interesting field for future research. It would 
furthermore be of interest to apply the presented concepts on apparel retailers outside the outdoor industry. 
The possibilities of using the same type of communicational themes in an industry where a constant 
change of fashion trends work as a driver of consumption would arguably be very different.  
 
Looking at possibilities of decreasing a business environmental impact by transforming the business idea, 
exploring solutions such as circularity and rental of products instead of purchase is something that 
seemingly will get greater attention in the near future. Some brands within the outdoor industry has started 
to offer sections of second hand and rentals within their stores as a step towards a more circular business 
model. Naturkompaniet recently started to rent out tents and backpack and has tried one event of selling 
second hand during Black Friday. These possible solutions to a more sustainable outdoor industry was not 
in the scope of this study but would be an interesting field for future research within the field.  
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Appendix 
 
Intervjuguide 
 
Generellt: 

• Berätta om din roll och ditt team på Naturkompaniet? Vilka är dina huvudsakliga arbetsuppgifter? 
Hur arbetar ni i ert team? 

• Använder Naturkompaniet olika marknadsföringsstrategier för olika produktsegment (t.ex. kläder 
och hårdvara)? Om ja, hur skiljer de sig åt?  

 
Tema 1  

• På vilket sätt används Naturkompaniets externa kommunikation (kundtidningen 365, er hemsida 
och instagramkonto) för att utbilda konsumenter i miljöpåverkan från klädindustrin? 

 
Tema 2 

• Hur ämnar Naturkompaniets kommunikation förklara för kunden varför det är viktigt att välja mer 
miljövänliga produkter? (t.ex. hur mycket bättre dessa är för miljön än konventionella produkter.) 

• Förklarar konceptet consumer-effectiveness. Hur arbetar ni med detta i er marknadsföring?  
• På vilket sätt ämnar kommunikationen förklara nyttan för kunden med mer miljövänliga 

produkter? (t.ex. att undvika potentiellt negativa hälsoeffekter från florkarbon med genom att 
välja florkarbonfria produkter?)  

• Finns det någon tanke med att förklara den specifika nyttan för kunden med att man t.ex. inte 
använder fluorkarboner?  

 
Tema 3 

• Hur gör ni för att kommunicera kundnytta med miljövänligare produkter? (t.ex. påvisa att ull är 
miljövänligare och värmer bättre än syntet etc.) 
 

Tema 4 
• Hur arbetar ni för att er kommunikation kring miljöfrågor ska uppfattas som ärlig och transparent?  
• Vågar ni lyfta negativa miljöaspekter som uppstår i samband med tillverkningen av de produkter 

ni säljer? Och i så fall på vilket sätt? 
 
Tema 5 

• Förklarar konceptet consumer-product attachment och brand love.  
• På vilket sätt uppmuntrar Naturkompaniet sina kunder till consumer-product attachment?  
• På vilket sätt uppmuntrar Naturkompaniet sina kunder till brand love.  
• Är det svårare att skapa brand love som återförsäljare än som märke tror du? Om ja, berätta 

varför.  
 
Tema 6 

• På vilket sätt utbildar ni era konsumenter i miljöfördelarna som kommer av att ta hand om sina 
produkter på rätt sätt samt att reparera dem när de går sönder?  

• Hur arbetar ni för att utbilda era kunder i hur man tar hand om produkterna? 
 



 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 


