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Abstract: This study highlights the dialectics between the emotional- and functional 
attributes of sustainable branding strategies and how these influence the consumption 
experience of sustainable clothing brands. The qualitative study found that emotional 
attributes have the most substantial influence on consumers’ consumption experience. 
Although, the findings suggest that it is necessary to consider consumers’ prior sustainable 
knowledge when planning a sustainable branding strategy, as prior environmental knowledge 
might be related to the need of having functional attributes as complement to the emotional 
ones. According to the findings, it is further suggested that sustainable brands need to 
incorporate hedonic and aesthetic aspects in order for the consumption experience to be as 
worthwhile as possible. Finally, this study indicates that emotional attributes are of vital 
importance for making a long-lasting and memorable impression among consumers, which in 
turn strengthens the bond between consumers and brands.  
 
INTRODUCTION 
 
The ever-increasing consumption rate is 
severely challenging the expectations of a 
more sustainable future. Contradictory, 
research suggests that an overall increased 
consumption barely bring about a sense of 
improved quality of life in already rich 
societies (Jackson, 2005), which illustrates 
the fact that the sacrifices involved in order 
to hamper the overall consumption growth 
are close to inconsequential. Nevertheless, 
the required alterations are more precarious 
and complicated than that, as consumers 
tend to embrace and put great emphasis on 
achieving individual or collective benefit 
by consuming (Moisander, 1991). This 
phenomenon is specifically explicated in 
the consumption of clothes, given that 
clothing interconnects strongly to a 
person’s self-image and identity 
(Niinimäki, 2010). The norm in our society 
is further encouraging consumers to 
demonstrate their identity through a 
continuous flow of new clothing, which 
clearly impedes a change of structure in the 
fashion industry (Solér et al., 2015). This is 
a difficult situation that raises serious 

environmental concerns, as the fashion 
industry accounts for major environmental 
degradation as well as generating waste. 
Further, the need for stressing these issues 
is vital as “fast fashion” is becoming a 
progressively usual element in our 
lifestyle, meaning that garments are made 
fast and sold cheap before being replaced 
by the next new thing, resulting in disposal 
after a season regardless of the quality. 
(Niinimäki, 2010) However, the 
recognition of sustainability issues has 
increasingly entered the domain of the 
fashion industry (Niinimäki, 2010) and 
businesses are increasingly incorporating 
these issues as an important component of 
practice (Cummins et al., 2014). Yet, the 
procedure is repeatedly lacking a coherent 
and coordinated plan for implementation as 
companies fail to develop principles that 
favour sustainability initiatives in a long-
term perspective (Sheth et al., 2011; 
Polonsky, 2011). Further, corporations 
frequently fall through in stressing all 
aspects of sustainability when eventually 
recognizing the importance of it. More 
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commonly, corporations tend to emphasise 
the environmental component of 
sustainability, rather than aspects related to 
social and economic elements (Sheth et al., 
2011), which is an occurring fact within 
the clothing industry as well (Niinimäki, 
2010). Thus, it seems vital to examine how 
sustainability is being portrayed and 
employed in the marketing of clothing 
brands, as such exploration would yield 
important insights regarding whether the 
absence of long-term incorporations 
regarding sustainability efforts at corporate 
level is being interpreted as vague or 
inadequate by consumers. 
 
The traditional definition of sustainable 
branding typically refers to the process of 
integrating and maintaining an identity of 
the social, environmental and financial 
dimensions of a business that reflects 
added value with regard to environmental 
and social benefits for the consumer. 
(Peattie, 2009) Furthermore, as Hartmann 
et al. (2006) point out, environmentally 
sound and sustainable products will not be 
commercially successful if the 
sustainability efforts are not successfully 
communicated to the consumer. Therefore, 
sustainable branding strategies have 
become an increasingly important element 
for companies to consider in order to 
obtain an effective and compelling 
perception of the brand. Sustainable 
branding indicates that the brand 
incorporates an active communication and 
differentiation of the brand from its 
competitors through its sustainable 
attributes. (Hartmann et al, 2006) 
Preceding literature arrives at the 
understanding that sustainable branding 
strategies could either emphasise 
functional- or emotional benefits - the 
former is pertinent to a strategy stressing 
the environmentally sound attributes 
whereas the latter touch upon attributes 
that somehow echoes with consumers’ 
inner personal desires and motivations 
(Hartmann et al., 2006; Bhat and Reddy, 
1998). Thus, the way in which clothing 

brands convey their sustainable production 
and branding is crucial for how the brand 
will be experienced by consumers. 
 
Today, consumers in developed countries 
are well aware and informed about the 
environmental impact and consequences 
that the present consumption behaviour 
causes. Yet, consumer choices are 
irrational and not attached to values at all 
times. (Jackson, 2008) This constitute a 
challenge for sustainable branding as it 
requires a brand to provide benefits to the 
consumers on two levels, namely both in 
terms of improved environmental quality 
and customer satisfaction. (Ottman et al., 
2010) As consumers fulfils its deep inner 
motivations and unconscious needs by 
consuming (Niinimäki, 2010), stressing the 
environmental qualities too hard would 
plausibly weaken the effect of the affective 
stimuli, which is a challenge for 
sustainable brands and they consequently 
have to provide a very specific balancing 
act between these to benefits. Specifically, 
this phenomenon becomes evident in the 
consumption of clothing, as clothing 
constitutes one of the categories that 
consumers purchase in order to express 
who you are for external appraisal. 
(Niinimäki, 2010) Thus, the desire to 
renew and display one’s outward form 
according to changing fashion trends is in 
conflict with what sustainable consumption 
involves and makes the process of acting 
sustainable much more difficult. 
 
For these reasons, the purpose of this study 
is to investigate how different sustainable 
branding strategies are reflected on the 
consumption experience of sustainable 
clothing brands. In order to unravel the 
given purpose, this study addresses the 
following research question: Which 
attribute of sustainable branding strategies 
(i.e. functional- or emotional attributes) has 
the strongest influence on consumers’ 
brand experience? 
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In order to answer the research question, 
two concepts will be theoretically outlined: 
sustainable branding strategies as well the 
concept of sustainable consumption 
experience. It is important to investigate 
this topic in order to gain insight into how 
the progress of unsustainable fashion 
brands can be impeded. By discerning how 
consumers experience sustainable branding 
strategies one can add knowledge to the 
discussion of sustainable branding and 
how it eventually can become a 
mainstream alternative. At present, there is 
little doubt about the strategic importance a 
well-defined brand identity provides. 
However, the relation between sustainable 
branding strategies and the consumption 
experience has hitherto received scarce 
attention within the field of sustainable 

clothing. Thus, an understanding of such 
issues would further be very useful to 
marketing managers in future planning 
strategies for their brands. For this study, 
phenomenological in-depth interviews will 
be employed in order to complement the 
theory and to evaluate the pre-set research 
question.  
 
This paper opens with a review of 
literature concerning sustainable branding 
strategies as well as the concept 
sustainable consumption experience. Next, 
I describe the research methodology. Then, 
the findings from in-depth interviews with 
consumers are presented. Finally, a 
description of the theoretical and practical 
applications of the findings is stated, and 
conclusions are drawn. 

 
 
LITERATURE REVIEW  
 
In this part, important and relevant theories 
that pertain to the relationship between 
sustainable branding strategies and the 
consumption experience will be cited. The 
section will start of by defining sustainable 
branding and will further delve deeper into 
the two dimensions of sustainable branding 
strategies. Lastly, a thorough description of 
the sustainable consumption experience 
within the field of clothing will be 
unravelled.  
 
Sustainable branding 
 
The general definition of sustainable 
branding commonly refers to the process 
of integrating and maintaining an identity 
of the social, environmental and financial 
dimensions of a business that reflects 
added value with regard to environmental 
and social benefits for the consumer. (Belz 
and Peattie, 2009) However, branding of 
sustainable products is complicated given 
that businesses must deliver benefits on 
three levels that include utilitarian benefits 
such as quality, value and convenience,  
 

 
environmental and societal benefits as well 
as benefits that permit consumers to feel 
that they collectively are contributing to a 
community that shares their beliefs and 
values. (Martin and Schouten, 2012)  In a 
similar vein, Ottman et al. (2010) 
emphasise that sustainable branding must 
satisfy two needs: improved environmental 
quality and customer satisfaction. By 
exaggerating either at the expense of the 
other can unequivocally result in an 
undesirable state that is a consequence of 
businesses’ tunnel vision. Thus, a common 
pitfall for companies is to stress a 
product’s features and functions too hard 
instead of adapting to consumers’ needs 
and expectations of the product. This 
phenomenon is typically termed “green 
marketing myopia”, meaning that a 
“myopic” focus is doomed to failure since 
consumers select products that offer 
benefits they desire rather than 
emphasising the sustainable attributes of 
the product. Instead, research indicates that 
successful sustainable branding incorporate 
proposed actions that are able to offer 
mainstream appeal by competing on the 
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same consumer value as any other non-
sustainable products. (ibid.) In addition, 
scholars have determined that sustainable 
branding must maintain an authentic brand 
story as unconfirmed social and 
environmental claims are plausible to be 
exposed and could consequently harm the 
established brand image.  (Martin and 
Schouten, 2012; Ottman et al., 2010)   
 
Sustainable branding strategies 
 
In the matter of sustainable branding 
strategies, the emphasis is placed on an 
active communication and differentiation 
of the brand through its environmentally 
sound attributes (Hartmann et al., 2006), as 
sustainable products will not be 
distinguished or commercially successful if 
the green attributes fail to be effectively 
communicated (Coddington, 1993). 
However, in order to tap into the domain 
of sustainable branding strategies one 
cannot overlook some traditional principles 
regarding branding that today’s sustainable 
branding strategies stems from. 
 
 A wide variety of scholars have long 
acknowledged that the way in which 
consumers respond to a branding strategy 
should be regarded from two perspectives, 
as it seems that consumers’ needs and 
motives are triggered by different factors 
(e.g. Bhat and Reddy, 1998; Park et al., 
1986). These factors derive from the 
traditional assumption that consumers 
respond to either rational- or emotional 
motives when considering a purchase or a 
brand (Katz, 1960; Mittal, 1983) 
According to Bhat and Reddy (1998) the 
rational approach presupposes that 
consumers act in a rational manner, 
indicating that they do a thorough scanning 
and evaluation of each attribute in a 
product category and competing brands in 
order to finally arrive at a judgment to 
decide on the optimal brand - the rational 
approach does consequently not capture 
the more hedonic or emotional elements 
that could be attached to some products.  

Thus, in contrast to the rational approach, 
the emotional approach captures that 
consumers’ motives are emotional in 
nature. In this regard, consumers are likely 
to be persuaded to consider a brand if it 
resonates with their personal desire for 
expressing themselves (Bhat and Reddy, 
1998). Similarly, Park et al., (1986) stress 
that these two differences in consumer 
motivations can be categorized as being 
either functional or symbolic in nature and 
they start out from the assumption that 
functional motivations pertains to specific 
and practical consumption whereas 
symbolic motivations are related to self-
image and social identification. 
Consequently, brands could be positioned 
to satisfy consumers’ motivations for being 
either functional or symbolic in nature.  
 
Drawing from the dialogue above, the 
given assumption about functional- and 
symbolic attributes has further gained 
increased attention in the concept of 
sustainable branding strategies (e.g. 
Hartmann et al., 2006; Cummins et al., 
2014). Similar to Park et al. (1986), 
Hartmann et al. (2006) stress how a 
sustainable branding strategy can serve 
from emphasising functional and/or 
emotional benefits. Sustainable brand 
strategies are thus classified as either 
functional or emotional where the 
functional strategy aims to build brand 
associations by delivering information on 
environmentally sound attributes. More 
specifically, a sustainable branding 
strategy that put an emphasis on functional 
attributes are characterised by providing 
relevant environmental advantages of the 
product compared to competing 
conventional products and may refer to 
production processes, product use and 
product elimination. (Hartmann et al., 
2006) A sustainable branding strategy that 
stresses emotional branding benefits might, 
on the other hand, effect consumers’ more 
affective stimuli and facilitate the process 
of associating the brand with emotional 
contents. Following the structure outlined 
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by Hartmann et al. (2006), they further 
capture different dimensions of emotional 
benefits by stressing three different types 
of emotional brand attributes that a 
sustainable branding strategy can be based 
on. The first type include a feeling of well-
being or “warm glow”, which implies that 
the consumers perceive a feeling of 
contentment when acting in an altruistic 
manner, which further has been stressed by 
Ritov and Kahnemann (1997). 
Specifically, the feeling is stimulated when 
environmentally conscious consumers 
experience personal satisfaction by 
contributing to a better environment by 
participating in the collective effort. The 
second type pertains more to an external 
satisfaction as expressive benefits will 
materialize through the socially visible 
consumption of sustainable brands, i.e., 
environmentally conscious consumers 
experience personal satisfaction by 
displaying their environmental 
consciousness to their peers. (Hartmann et 
al., 2006; Belz and Dyllik, 1996) Finally, 
the third type of emotional benefits is by 
both Hartmann et al. (2006) and Kals et al. 
(1999) argued to be of importance 
concerning feelings of harmonization and 
to feel in touch with nature. These nature-
related benefits are normally evoked 
through a portrayal of the brand as “nature-
loving” and emphasises the feeling of 
being one with nature. Notably, brands 
aiming to capture consumers through this 
manner, benefits from embedding the 
brand in green imaginary, aiming to evoke 
vicarious nature experiences as emotional 
brand benefits. According to Hartmann et 
al. (2006), the nature-related emotional 
benefits serves the purpose of convincing 
consumers of sustainable attributes in an 
efficient manner, as consumers in general 
experience feelings of wellbeing and joy 
when they are in contact with natural 
environments.  
 
Furthermore, research within the marketing 
field has recently stressed the alternative of 
incorporating more elements into the 

mission of unravelling sustainable 
branding strategies, as it appears that the 
traditional emotional- and functional 
branding strategies could be inadequate in 
delivering sufficient value and benefit for 
the consumer. Instead, Martin and Väistö 
(2016) have in their research studied 
whether two other factors could be of 
importance and determinant for consumers 
when considering sustainable brands and 
products, namely hedonic and aesthetic 
factors. Similar to the emotional branding 
strategies considered earlier, both hedonic 
and aesthetics factors aim to embrace the 
more affective aspects of the consumers’ 
mind. Although, as Martin and Väistö 
(2016) point out, the common view of 
emotional branding strategies typically fail 
to incorporate the importance of catering 
consumers’ need for the pleasurable 
aspects of consumption as well. By 
providing a pleasurable consumption 
experience along with sustainable benefits, 
Martin and Väistö (2016) indicate that it 
will ultimately bring about the joy of 
purchasing and owning into focus, which 
could be pivotal in providing an 
understanding for why consumers do not 
walk their talk when consuming 
sustainably. Although, the aspects of 
hedonic and aesthetic elements are 
nonetheless well connected to the 
definition of an emotional branding 
strategy provided by Hartmann et al. 
(2006). Thus, it can be suggested that the 
recently added aspects of aesthetics and 
hedonics function as a subcategory of the 
traditional definition of an emotional 
branding strategy and consequently 
provide a more nuanced apprehension of 
what the emotional aspect of it might 
entail. 
 
However, the difference between hedonic 
and aesthetic factors is nuanced. Yet, the 
hedonic factors assume that the experience 
of consuming a product is pleasurable and 
it could either derive from the product and 
its qualities or the consumer’s personal 
understanding of the product. The aesthetic 
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factors pertain to the external attributes to 
which the consumer regard as compelling 
and beautiful. Although, both hedonic and 
aesthetic factors are substantially 
connected and one could argue that an 
aesthetic experience eventually leads to a 
hedonic response. Common for both 
appeals is that they embrace the 
importance of fun, excitement and pleasure 
in the consumption experience.  (Martin 
and Väistö, 2016) 
 
The issue about whether functional- or 
emotional (or symbolic) brand attributes 
should be stressed has been an important 
topic of discussion but has hitherto not 
reached a general agreement. A large body 
research emphasise the use of rational 
persuasion strategies in sustainable 
marketing, assuming that the consumer’s 
high involvement regarding environmental 
issues is a consequence of a growing 
environmental consciousness and 
consumers would ultimately respond to 
functional branding strategies that provide 
detailed information on environmental 
product benefits, capable of satisfying the 
consumer’s informational need. (Peattie, 
1995; Cope and Winward, 1991; Kinnear 
et al., 1974) However, there is no general 
agreement in this question. Several studies 
show only a limited influence of rational 
factors, such as environmental knowledge, 
while demonstrating a significant influence 
of affective factors when it comes to 
consumers’ ability to engage in a brand 
(e.g. Smith et al., 1995; Davis, 1993; 
Martin and Väisto, 2016). Consequently, 
these authors recommend sustainable 
branding strategies that include affective 
components. As Coddington (1993) points 
out, sustainable branding also implies 
satisfying emotional need and building an 
affective relationship with the customer. 
However, the proposition that brand can 
either be functional or emotional in their 
appeal to consumers has also been 
questioned, as these notions do not have to 
be approached as two distinct concepts. 
Rather, functionality and emotionality 

could complement one another, as pointed 
out by Hartmann et al. (2006). It is further 
stressed by Hartmann et al. (2006) that an 
exclusively functional sustainable branding 
strategy would be inadequate in providing 
individual benefits to customers, and limit 
the brand’s possibilities for brand 
differentiation. Similarly, a purely 
emotional sustainable branding strategy 
could possibly lead to vague 
interpretations of the sustainable efforts a 
business undertakes. For these reasons, 
Hartmann et al. (2006) suggest that a 
sustainable branding strategy benefits from 
incorporating both functional and 
emotional strategies.  
 
 
The sustainable consumption experience 
– a new focus 
 
A wide variety of scholars have 
approached the difficulties that sustainable 
consumption comprises by stressing the 
way in which sustainable beliefs do not 
necessarily correspond or transfer into 
acting sustainably at all time. For instance, 
Holt (2012) argues that political 
regulations on macro-level are required in 
order to construct a change in the current 
consumption behaviour. In a similar vein, 
Sanne (2002) stresses that consumers are 
willing to engage in sustainable 
consumption but are rather locked-in by 
external circumstances. These external 
factors are materialized in a society that 
favours a work-and-spend lifestyle, which 
impedes the likelihood of considering 
sustainable alternatives. The level of 
knowledge has also been set to be of 
relevance in predicting sustainable 
consumption, as Coddington et al. (2010) 
stress that sustainable decisions are 
affected by which degree of knowledge 
and access to information the consumer 
possesses. Naturally, all of these findings 
are of importance and contribute to 
understanding consumers and assist 
companies in the formation of sustainable 
branding strategies. Although, prior  
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research is still lacking a valid rationale for 
describing why consumers do not walk 
their talk and recent research suggests that 
it necessitates a change of focus. Instead, 
the focus should lie in providing fun, 
beauty and a positive consumption 
experience alongside with providing 
sustainable benefits, which in turn could 
facilitate the process of bringing out the 
pleasure of purchasing sustainable 
products. (Martin and Väisto, 2016)  
 
By shedding light on the pleasurable 
aspects of consuming, Soper (2007) further 
means that consumers will latently 
contemplate sustainable commitments as 
well. More specifically, Soper (2007) 
claims that when consuming in an affluent 
manner, consumer would subsequently aim 
for an improved quality of life, which 
further includes reduction of unpleasant 
by-products of unsustainable consumption 
(e.g. pollution, health risks, excessive 
waste and aesthetic impact on the 
environment).  This apprehension 
consequently implies that the main focus 
should lie on the consumer experience 
itself when reflecting on sustainable 
consumption. Consumption as experience 
does traditionally emphasise the 
characteristics of consumer behaviour that 
refer to the affective, multisensory and 
fantasy-triggering aspects of one’s 
experiences with brands or products 
(Holbrook and Hirschman, 1982). 
Similarly, Carù and Cova (2005) stress that 
one cannot overlook the importance of the 
emotional experience of buying and 
owning as consumers certainly are feelers 
as well as thinkers. The importance of 
capturing consumers’ emotional appeals 
has also proved efficient in terms of 
creating long-lasting bonds between 
consumers and brands, resulting in 
increased commitment and repurchase  
 
 

 
intention. (Thomson et al., 2005; 
Grisgraffe and Nguyen, 2016) 
 
As part of the theoretically outlined 
concept of consumption experience the 
notion of pleasure is embedded.  In a wide 
definition, pleasurable consumption refers 
to whether the consumption of a product or 
experience is pleasurable. As might be 
expected, the criteria upon which the level 
of pleasure can be set is based on the 
qualities inherent from the product or event 
itself as well as the consumer’s personal 
interpretation and experience of it. (Alba 
and Williams, 2013) In addition, aesthetic 
and hedonic aspects are according to 
Martin and Väisto (2016) of significant 
relevance in understanding the 
consumption experience and the concept of 
pleasure, where the aesthetic aspects refer 
to how consumers find brands or products 
appealing in an artistic manner and 
hedonic aspects simply refer to how 
enjoyable the interaction with a brand or 
product is. The aesthetic appeals become 
particularly evident in the consumption of 
clothes, given that clothing constitute ‘high 
involvement’ goods that consumer 
purchase to serve the purpose of 
expressing whom you are. (McCracken, 
1988) From a sustainable perspective, 
Beard (2008) maintains that clothes do not 
only have to be produced ethically but they 
also have to fit the consumer’s aesthetic 
needs. Thus, clothing brands face a 
difficult task in satisfying consumer’s 
aesthetics, expressive and psychological 
needs as well as simultaneously provide 
sustainable benefits for the consumer. 
Given that consumers mainly understand 
brands from an aesthetic and symbolic 
point of view (Alba and Williams, 2013; 
Moisander and Personen, 2002), brands 
would benefit from incorporating 
sustainability in similar manner, which will 
be aimed to be unravelled more in detail in 
this study.  
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METHOD 
 
Given consumers’ ambivalent and 
indecisive behaviour when consuming 
sustainably, a qualitative approach was 
adopted based on phenomenological 
interviews in order to thoroughly capture 
how sustainable branding strategies affect 
consumers’ brand experience. Eriksson and 
Kovalainen (2008) are among those who 
argue that phenomenology is most 
appropriate when research is involved in 
examining the meaning of a phenomenon. 
Seeing that phenomenological interviews 
would provide valuable insights into the 
experiences and feelings of consumers 
with regard to sustainable branding 
strategies, the method was consequently 
chosen as relevant and appropriate for 
investigating the matter more in detail.  
 
A series of interviews were conducted with 
eight volunteer self-declared sustainable 
consumers - the participants were selected 
based on the requisite that they qualify 
themselves as sustainable minded 
consumers in order to facilitate the 
dialogue regarding the given purpose of 
this research. However, the participants 
were identified based on the snowballing 
technique and the procedure followed the 
directions stated by Eriksson and 
Kovalainen (2008), who indicate that the 
researcher will interview one person who 
in turn will suggest others that seem 
suitable to be included in the study. 
Consequently, the first person participating 
in this study was asked to name others that 
could be included in the study and so it 
continued. Prior to the interviews, the 
participants were asked to consider a 
couple of sustainable clothing brands that 
they particularly cherish and care for.  This 
process facilitated the dialogue during the 
interview due to the fact that the 
participants benefited from being directed 
by their own agenda rather than my own.  
The fact that the participants already had  
 

 
 
contemplated some brands made it 
possible to achieve a flowing conversation 
and in an open-ended approach I 
encouraged the participants to describe 
actual experiences related to their general 
experiences of their favoured brands. The 
questions treated the subject of sustainable 
clothing consumption. Specifically, the 
participants were asked to describe how a 
brand should act and communicate in order 
to capture them as consumers. As the 
interviews were characterised by 
conversational quality rather than by a 
predetermined standard procedure, 
questions were raised from the course of 
the conversation. Although, a loose set of 
questions were determined on beforehand 
in order to achieve equal conditions for all 
participants (McCracken, 1988). However, 
as Eriksson and Kovalainen (2008) stress, 
it is worth remembering that the narratives 
and the experiences the participants are 
sharing during the phenomenological 
interviews are often not simply made up 
impulsively but may have been told, retold 
and refined on a number of occasions, in a 
number of different contexts and with a 
number of different audiences. Therefore, 
instead of interpreting the participants’ 
answers word for word, questions were 
asked to encourage their elaboration that 
could facilitate the process of interpreting 
the answers in a more creditable manner. 
In accordance with the recommendations 
of Thompson et al. (1989), the conducted 
interviews were held in settings where the 
participants felt at ease and comfortable in 
discussing their experiences. Thus, the 
interviews were conducted in the homes of 
the participants or in a calm and 
undisturbed environment familiar to the 
participants. The interviews lasted for 
approximately 40 minutes with the longest 
being 80 minutes. The participants 
consisted of five women and three men and 
varied in age by a factor of approximately 
20 years. All interviews were audio-
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recorded and transcribed and all 
participants were further assured of 
anonymity. Table 1 provides a summary of 
the participants.  
 
This study is intended to examine how 
sustainable-minded consumers experience 
sustainable branding strategies. In 
exploring the application of existing 
theoretical constructs concerning 
sustainable branding strategies and 
consumers’ brand experience, there is a 
deductive aspect to the analysis if the data. 
However, the adopted phenomenological 
approach allows participants to describe 
stories, examples and scenarios that 
illustrate the nature of their understandings 
(Thompson et al., 1989), which fully 
informed the process of the analysis. 
Through this approach, the collected data 
was analysed through framing of codes, 
reflecting the theoretical constructs of 
sustainable branding strategies outlined 
earlier. More specifically, the analysis 
process followed the recommendations 
provided by Eriksson and Kovalainen 
(2008). Thus, the transcribed data was 
coded and categorized into themes in order 
to develop an analysis. Eriksson and 
Kovalainen (2008) further suggest that in 
order to acquire a better understanding of 
the concepts and validity, the coded data is 
matched with relevant theory, which was 
followed this accordingly. Although, 
throughout the analysis process, some 
aspects settled by Thompson et al. (1989) 

were also taken into consideration. For 
instance, particular attention was paid to 
stress an emic approach, meaning that the 
interpretations of the data rely on the 
participants’ own terms rather than the 
researcher’s. Thus, throughout the analysis, 
one tried to eliminate as many own 
interpretations as possible and keeping to 
the participant’s own description. 
However, this procedure further implicates 
some difficulties, as the participants’ 
version or understanding of a given 
phenomenon does not have to be true 
(Thompson et al., 1989), which in turn can 
affect the credibility of this study. 
Furthermore, due to the time and extent of 
this study, the conducted research was 
limited to investigate consumers in the 
Swedish market. Therefore, one must keep 
in mind that the data obtained in this study 
only give an indication of how a larger 
study in a different market would turn out.  
 
 
Alias Age Occupation 
Maria 23 Student 
Sara 26 Student 
Ida 27 Entrepreneur 
Peter 28 Marketer 
Anna 31 Journalist 
Carl 35 Engineer 
Ellen 40 Project leader 
David 42 Physician 
Table 1: The participants 

 
 
FINDINGS 
 
In order to explore and approach the given 
purpose on how sustainable branding 
strategies influences consumers’ brand 
experience, three themes were outlined 
from the phenomenological interviews that 
draw an analogy between the theoretical 
framework. 
 
 
 

 
 
The dialectics between the emotional 
and functional attributes of sustainable 
branding strategies  
 
Among the answers from the respondents, 
one could distinguish a certain 
inconsistency in the way they respond to 
the different dimensions of sustainable 
branding strategies, which confirms the 
divergent notions emerged from previous 



MSc in Marketing and Consumption                                                                   Isackson (2017) 
	  

	   10 

researchers (e.g. Bhat and Reddy, 1998; 
Hartmann et al., 2006). Although, the 
answers could determine a modest 
preference for the more emotional benefits 
of a sustainable branding strategy, which 
will be illustrated below: 
 
“The sensation of vicinity and closeness is for 
me really important. You always get positive 
vibes and associations to nature and that makes  
me feel good and even smart in a way. So I 
think that Nudie Jeans for instance really 
benefits from having their photo shoots shot 
here in the proximity of Gothenburg as they 
want to convey that they have the nature in the 
immediate area and that it is here that is has 
been established, which is a consequent theme 
for those brands who are sustainable and that I 
experience as authentic and ‘here and now’.” - 
Peter, 28 
  
“I think that the image that Filippa K conveys 
is very appealing. It feels Scandinavian and 
they have clean lines. They also have like these 
subtle elements of clear water, which compels 
to me. It feels very crispy and I get the 
impression of that it is overall very thought-
through.” - Ellen, 40 
 
“For me it is more about a feeling I get, I mean 
I would like a brand to be kind of modest and 
humble in their image, as I feel that that goes 
hand in hand with what sustainability means to 
me. If a brand would have had a very like 
garish and hortatory approach when it comes 
to promoting sustainability I would not feel as 
harmonious with the brand and I would most 
likely not feel satisfied carrying it.” - Anna, 31 
 
Above, Peter, Ellen and Anna all touched 
upon the more emotional aspects of a 
sustainable branding strategy, suggesting 
that they are more concerned with the 
image of a brand embedded in pleasant 
imaginary of natural environments, in 
accordance with the description provided 
by Hartmann et al. (2006). Peter meant that 
the sense of proximity and the feeling of 
being in touch with nature is an important 
element for his likeliness to engage with a 
brand. It could further be assumed that it 
brings about a feeling of satisfaction, as he 
stated that a sustainable brand that portrays 

itself with a concept that pertain to nature 
environments provides him with positive 
associations, which is in line with how 
both Hartmann et al. (2006) and Kals et al. 
(1996) define one of the dimensions of an 
emotional branding strategy. Specifically, 
Hartmann et al. (2006) stress how 
emotional benefits come about by 
emphasising feelings of harmonization and 
to feel one with nature, which further 
coheres with Peter’s experience.  
 
Ellen also points to the notion that she 
embraces brands’ that emphasises the more 
natural aspects of their sustainable 
branding strategy, or at least that she 
approves of the idea of brands’ stressing 
natural attributes such as water in order to 
convey their sustainable approach. Telling 
from the excerpt above, however, it further 
seems like she obtains the impression of 
the brand to be more thought-through 
when emphasising attributes such as water 
elements, which is similar to how Peter 
preferably desires a brand to have a 
consequent theme. As mentioned 
previously, Park et al. (1986) maintains 
how a brand benefits from being consistent 
over time, i.e., brands should hold on to 
one approach in a long-time perspective in 
order to strengthen and reinforce the brand 
concept over time. They further stress how 
this in turn can facilitate the process of 
getting consumers to understand what the 
brand can do for them. Most likely, both 
Ellen and Peter experience that a brand 
becomes easier to grasp when portraying a 
clear and consistent image, which surely 
could come out in terms such as 
“consequent theme” and “thought-
through”, as found in the excerpts above  
 
Anna also approached the feelings of Ellen 
and Peter in terms of being attracted to a 
more subtle and modest portrayal of 
sustainability. Although, the statement of 
Anna is more of a disclaim, meaning that 
she asserts what she does not wish from a 
brand, namely an approach that shows off 
their sustainable approach in an explicit 
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manner. To clarify, this implies that Anna 
does not adopt the functional attributes of a 
sustainable branding strategy that typically 
would circle around stressing information 
about production processes or product 
elimination (Hartmann et al., 2006; 
Cummins et al., 2014). However, Anna 
further conveys an impression of feeling 
disharmonic or at unease when dealing 
with brands whom she does not take 
pleasure in or who’s sustainable approach 
she does not approve of. This implies that 
the importance of consuming right clothes 
might be of big importance for Anna, as 
the contrary would entail feelings of 
unease. Thus, Anna’s approach to 
sustainable branding strategies is by no 
doubt triggered by emotional attributes, but 
more specifically, she is triggered by 
dimensions of the emotional attributes that 
pertains to a kind of external satisfaction. 
This external satisfaction is stressed by 
both Hartmann et al. (2006) and Belz and 
Dyllik (1996) who claim that expressive 
benefits will materialize through the 
socially visible consumption of sustainable 
brands, i.e., sustainable consumers 
experience personal satisfaction by 
displaying their environmental 
consciousness to their peers. Similarly, 
Anna would not feel comfortable carrying 
a garment from a brand from who she does 
not stand behind. Moreover, the feelings 
that Anna experiences can presumably be 
related to what Ottman et al. (2010) stress 
regarding the “green marketing myopia” – 
i.e., by stressing the environmental focus 
too hard companies often fail in delivering 
sufficient value for the consumer in terms 
of other desirable benefits. According to 
Martin and Väisto (2016), sustainable 
consumption further ought to be 
pleasurable in order for consumers to 
assimilate the sustainable benefits the 
brand where the aesthetic experience is set 
to be vital. It is further the consumer’s 
personal understanding of consuming a 
product that determines the pleasurable 
experience. Thus, Anna’s clear disclaim of 
brands who state the sustainable efforts a 

bit too obvious, displays that she is not 
approving of this branding strategy in 
order for her to enjoy consuming the 
brand’s products. 
 
Among the majority of the respondents, a 
preference for emotional branding 
strategies when portraying sustainability 
prevailed. Although, some respondents 
initially indicated a favourable attitude 
towards emotional attributes but later 
concluded that they are inclined to be 
positive towards more concrete directions 
as well.  
 
“ I guess that you somewhere buy much of the 
image – I think that you do that so much more 
than you are even aware about. And that does 
not necessarily have to be about images but 
also about how texts are formulated. At the 
same time, in these days when one tries to be 
very critical of sources, it is so much easier to 
assimilate a number on something that says 
like ‘we use 50 per cent less water in our 
production’ or ‘we offer this hourly wage’ and 
so on.” - Maria, 23 
 
“In a way, I think that brands benefits from not 
being to obvious about stating it 
[sustainability] because you think that it is just 
something they say. But on the other hand, if 
they do not tell you about it, it is only the 
persons who scopes for it that will find it” - 
Sara, 26 
 
The two excerpts above illustrate how 
some of the respondents assimilate a 
combination of emotional and functional 
attributes of a sustainable branding 
strategy. As Hartmann et al. (2006) point 
out, a combined strategy using emotional 
and functional attributes is the most 
efficient one for conveying sustainability.  
Interestingly, the two excerpts above 
derive from the respondents Maria and 
Sara who represent the most devoted 
sustainable consumer and the least devoted 
respectively. The prerequisite for all 
respondents to participate in the study was 
that they were engaged in sustainable 
clothing consumption. Although, to which 
extent the level of knowledge or 
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engagement arrive at can naturally differ 
widely and Maria does represent the 
ethical hardliner of this study, whereas 
Sara represents the least conscious one. 
Thus, it is possible to postulate that 
functional attributes are welcomed both for 
conscious consumers who wishes to see 
statements black on white and also for less 
conscious consumers who are in need of 
some guidance in order to facilitate the 
process of buying sustainable clothing.  
 
Among all of the respondents, none 
showed any signs of assimilating solely 
functional attributes. Rather, solely 
functional attributes seemed to awake 
questions about trustworthiness and 
authenticity. According to some 
respondents, they even declared that a 
brand would lose their sense of style if 
stressing the sustainability claims too hard, 
implying that the stylish and aesthetic 
elements to a brand are important. In a 
similar vein, Hartmann et al. (2006) stress 
that an exclusively functional sustainable 
branding strategy would be inadequate in 
providing individual benefits to the 
consumer, and limit the brand’s 
possibilities for brand differentiation.  
 
Sensations and desires discerning from 
experiences with sustainable clothing 
brand 
 
The findings recognized in this section are 
initially illustrated with responses from 
two of the participants:  
 
“I want the design to be simple and attractive 
and not too complicated. And I mean, it got to 
say ‘click’. But well yeah, simple, clean. Not 
too much doodles and stuff.” - Sara, 26 
 
“But I also think it is important the way the 
clothes look. I would never buy any ugly 
clothes just because it would be sustainable, 
but maybe one should do that too. But you 
don’t feel at ease when wearing ugly clothes in 
a way and I do not actually believe that 
sustainable clothing has to be ugly at all. “  - 
Ellen, 40 

In line with how Moisander and Personen 
(2002) express that there is more to the 
purchase than simply the need, both Ellen 
and Sara indicate that they would not carry 
garments that they do not find appealing, 
which further implies that they do not 
consume solely for the functional need. 
Similarly, Beard (2008) suggests that 
sustainable clothing also have to suit 
consumers’ aesthetic needs, which clearly 
seem to be a decisive factor among the 
respondents. As Ellen points out, it is not a 
question of one or the other, which further 
is stressed by Solomon and Rabolt (2004). 
Discerning from the quote of Sara, the 
phrase that ‘it got to say click’ illustrate 
that she in some way feel that the brands 
she consumes need to respond to her own 
image in order to feel comfortable. 
Moisander and Personen (2002) mean that 
when consuming sustainable clothing it 
entails deeper reasons such as constructing 
identity and by consuming sustainably one 
does vicariously exude a certain mode of 
expression, which explain why the 
respondent in this study conveyed a 
concern for carrying brands that felt right 
to them. Furthermore, as clothing 
constitute a ‘high involvement’ good, the 
consumer purchase in order to take 
possession of the style of life they aspire 
(McCracken, 1998), which further explains 
why the respondents state that clothing 
constitute a vital factor for expressing who 
you are. According to Martin and Väisto 
(2016), aesthetic attributes constitute an 
important element for consumer to fully 
enjoy the experience of a brand or 
products. This claim resonates well with 
the apprehensions of both Sara and Ellen, 
as their consumption experience would not 
be as satisfactory if they were to engage in 
products they do not find attractive or 
compelling.  
 
Enactment of sustainable branding 
strategies and consumption experiences  
 
The foregoing sections highlighted a focus 
on how sustainable clothing brand can act 
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as a mediator of expressing identity and 
external recognition.  The following 
excerpts illustrate how sustainable 
branding strategies can bring about and 
facilitate the consumption experience of a 
brand. 
 
“When considering a new brand I would 
naturally check what kind of sustainable 
compliances they have.. But then it is perhaps 
more that I store that information, and then the 
next time, I have that information in my mind 
when I am going to buy something. I already 
know then what’s good and what’s not good 
about the brand.” - David, 42 
 
“It is Nudie Jeans’ idea that I like. I really like 
that they incorporate a circular thinking into 
their whole business and that they provide the 
opportunity of mending your jeans once they 
break.  They have really succeeded in that and 
I think it makes me even more inclined to buy 
from Nudie Jeans.” - Carl, 35 
 
“Fjällräven feels like a brand that is very 
focused on that it should be practical and 
sustainable from a time perspective. I’m 
wearing this jacket that belonged to my mum 
during the seventies. And it looks completely 
new, it’s unbelievable! So I think it is much 
about the services, I guess it is not about 
Fjällräven itself, but you can turn the jackets in 
and get them rewaxed and that do a lot for the 
garments to make them last a long time. But 
actually, I do not actually know that much 
about how their essential production looks like 
but my experience from the brand is that they 
have a very long time perspective incorporated 
to their products” - Maria, 23 
 
David and Maria clearly articulate a lack in 
scrutinizing a brand once the brand has 
acquired their trust and confidence. 
Consequently, it means that they refrain 
from consistently challenge and question a 
brand and that they at some point instead 
consign to the brand. Throughout all the 
interviews, emotional aspects were 
embraced and preferred by all participants. 
As in the excerpt from Maria above, she 
clearly state that she is not really aware 
about how the production processes look 
like, but she’s still willing to engage in the 

brand given the previous experiences of 
her mum, implying that the emotional 
aspects play a large part in an eventual 
purchase consideration, as she is 
undeniably confident in the brand even 
though she is lacking more tangible 
evidence of the sustainable claims. Further, 
she gets the impression of that Fjällräven 
emphasises long-sightedness as a core 
attribute, which most likely is not 
something that the brand states specifically 
but something that Maria has formulated 
herself from subtle notes discharged from 
the brand. Similarly, throughout the 
interview with David, one could unravel 
that he assimilated the emotional aspects 
much more than the functional, which 
implies that the feelings and information 
gathered when considering a purchase are 
centred around emotional attributes. Thus, 
it become interesting to draw the 
interference that emotional attributes are 
more likely to make a lasting impression 
on consumers and eventually make them 
more engages in the consumption 
experience, as positive feelings and 
experiences associated to a brand are 
stored intellectually in the consumer 
(Thomson et al., 2005; Grisgraffe and 
Nguyen, 2016). 
 
Given the excerpts of both Carl and Maria, 
they mention how they appreciate the 
services of both Fjällräven and Nudie 
Jeans, namely the possibility for having the 
garments treated and mended also after 
purchase, which Carl explains as 
satisfactory as it closes the loop. As 
Holbrook and Hirschman (1982) point out, 
the consumption experience is about 
affective, multisensory and fantasy-
triggering aspects of one’s experience with 
brands. Similarly, Martin and Väistö 
(2016) point to the notion that one cannot 
overlook the importance of including some 
elements of fun in order for consumers to 
fully benefit from a sustainable 
consumption experience. Thus, the 
services that Nudie Jeans provides can 
presumably constitute an element that goes 
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beyond the ordinary offerings of a 
sustainable brand and consequently leaves 
Carl with a more fulfilling consumption 
experience. One can further argue that Carl 
benefits from assimilating hedonic 
attributes when engaging with Nudie 
Jeans, as he asserts that he really approves 

of the fact that the brand has gone that 
extra mile in order to provide the service 
for its customers. Further, by stressing 
hedonic attributes of a product, it is 
according to Martin and Väisto (2016) set 
to make consumers more inclined to enjoy 
sustainable products.  

 
 
DISCUSSION  
 
As noted earlier, despite sustainability 
having achieved recognition from business 
as a topic worthy of consideration, this 
acceptance has not necessarily been 
manifested in business planning or in 
business strategies (Shet et al., 2011). 
Consequently, one of the objectives of this 
study is to investigate brands’ portrayal 
from a sustainable perspective. 
Specifically, the purpose was to investigate 
how different sustainable branding 
strategies influence the consumption 
experience within the field of sustainable 
clothing. To that end, I ascertained both 
consumer judges’ ability to assimilate 
different sustainable branding strategies as 
well as whether and how such strategies 
would affect the consumption experience, 
utilizing the answers accumulated from 
phenomenological interviews.  
 
The first important notion the findings 
revealed was the respondents’ clear favour 
towards the emotional attributes of 
sustainable branding strategies. The 
preference for emotional attributes was 
conveyed in terms of emphasising 
attributes that rhyme with associations of 
nature. Further, these attributes could be 
very subtly performed too, as unravelled in 
the findings. A brand could for instance 
portray itself by using images of water 
elements that according to my findings 
immediately got associated with 
sustainability. Therefore, this finding 
becomes interesting as consumers’ seem to 
be willing to give credit to brands who 
appear to be trying incorporate elements of 
sustainability into their messages even  

 
 
though the message per se might not have 
appeared to be main subject for them. 
Nonetheless, this approach is consistent 
with what previous research states about 
how consumers do not respond to 
sustainability claims in the first place but 
the offered product must predominately 
capture elements of style and aesthetics 
(Solomon and Rabolt, 2004; Beard, 2008). 
Previous research has further 
recommended that brands should treat 
emotional- and functional attributes at a 
continuum, i.e., they should be treated 
separately as they may accordingly be 
interfering and eliminate the benefits of 
each other (Bhat and Reddy, 1998; Park et 
al., 1986). As distinguished by the findings 
in this study, the conclusion can be drawn 
that consumers’ favour the emotional 
attributes more than functional in a 
sustainable branding strategy. However, 
that these two attributes would be treated 
separately is not coherent with the findings 
in this study. Instead, I propose that brands 
should emphasise emotional attributes to 
the largest extent but further complement 
this approach with incorporating some 
functional attributes. Correspondingly, 
Hartmann et al. (2006) stress that 
emotional and functional attributes can 
complement each other. They further point 
out that an emotional branding strategy in 
sustainable branding had a stronger 
influence but at the same time they 
conclude that an exclusively emotional 
branding strategy will not be the most 
efficient branding strategy, as both 
dimensions had positive effect on 
consumer’s overall judgement about the 
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brand (although the emotional strategy was 
stronger). Instead, they proposed that a 
combined functional and emotional 
strategy lead to the strongest responses on 
consumers’’ ability to formulate an 
opinion about sustainability. (ibid) The 
findings in this study indicate similar 
outcomes. However, I would like to add to 
the discussion that one would have to 
consider that one cannot capture all 
conscious consumers similarly. This idea is 
supported by one interesting outcome of 
this study’s result, namely that it was 
among the most conscious consumer - the 
ethical hardliner, and the least conscious 
consumer that the need for combining 
emotional attributes with functional 
attributes appeared. Among the other 
respondents (i.e. the intermediate layer), no 
need for a combined emotional and 
functional strategy emerged, but solely for 
an emotional strategy. Thus, could this 
result be an indication of that a combined 
emotional and functional sustainable 
strategy is most appropriate when 
addressing consumers who either are 
extremely environmentally conscious and 
demand from brands that they state what 
they do and that consumers who are less 
conscious and could need some guidance 
in their purchase decisions? These 
speculations are beyond the scope of this 
study but are still an important factor to 
consider. Nonetheless, drawing from this 
study, one can conclude that it is important 
for brands to consider that they cannot 
generalise consumers on the assumption 
that everyone will respond likely but 
would have to consider the role that prior 
environmental knowledge might play in 
determining whether consumers are willing 
to give brands the benefit of a doubt of 
sustainability claims. From a marketing 
perspective, this would signify that when 
forming a sustainable branding strategy 
one would have to consider that by 
employing a sustainable branding strategy, 
whether it is a functional-, emotional-, or 
combined strategy one cannot expect to 
capture all consumers as it is likely that the 

ability to assimilate different attributes 
partly depends on personal judgements and 
partly on prior environmental knowledge.  
 
As established by Martin and Väistö 
(2016), the hedonic and aesthetic attributes 
of a sustainable branding strategy is set to 
be of vital importance in order for 
consumers to engage in sustainable brands. 
The hedonic and aesthetic attributes are 
further set to be elements included in the 
traditional emotional branding strategies 
and the results of this study indicate that 
consumers approves more of the emotional 
attributes of a sustainable branding 
strategy. Although, the results further 
indicated that by incorporating hedonic 
elements to the overall brand concept, the 
consumer is more inclined to benefit from 
a pleasant consumption experience of the 
brand. As determined from the findings of 
this study, consumers are more likely to 
engage in a brand that provides that 
additional service. For instance, the 
participants explicated a clear appraisal for 
Fjällräven and Nudie jeans due to the fact 
that they are able to offer services that take 
care of the consumer’s clothing after use. 
Thus, one can conclude that this offering 
constitute an unexpected and fun element 
to the brand that makes the experience of 
the brand more worthwhile. According to 
Holbrook and Hirschman (1982), the 
consumption experience is enhanced by the 
affective, multisensory and fantasy-
triggering aspects of a brand. In a similar 
vein, Martin and Väistö (2016) suggest 
that the focus of sustainable branding 
strategies should lie in providing fun, 
beauty and a positive consumption 
experience alongside with providing 
sustainable benefits. The findings in this 
study align with the reasoning of both 
Holbrook and Hirschman (1982) and 
Martin and Väistö (2016). It is clear that in 
order for a brand to successfully reach out 
with their sustainable efforts one would 
have to do that in a manner that comprises 
elements of fun and innovative thinking in 
order for the consumer to appreciate the 
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consumption of the brand. Simply, the 
main focus should consequently lie on a 
positive consumption experience itself 
when addressing sustainable claims, which 
in turn could facilitate the process of 
bringing out the pleasure of purchasing 
sustainable products. 
 
Furthermore, one key finding drawn from 
and based upon from what was learnt from 
the compilation of the interviews, was that 
emotional attributes in a sustainable 
branding strategy seems to be of vital 
importance for providing consumers with a 
long-lasting impression of the brand, 
which in turn will have a positive influence 
on the consumption experience. The 
respondents clearly describe how the 
emotional attributes facilitate the process 
of engaging with a brand, which further 
can be applied to how Carù and Cova 
(2005) stress that one cannot overlook the 
importance of the emotional experience of 
buying and owning as consumers certainly 
are feelers as well as thinkers. Thus, this 
suggest that compared to functional 
attributes, emotional attributes will be 
stored longer in the consumer’s mind and 

will aid the consumer in becoming more 
apt to engage with the brand again. 
According to Thomson et al. (2005) and 
Grisgraffe and Nguyen (2016), emotional 
attributes bring about more positive 
associations when reminded about the 
brand than what functional attributes 
would do, which could be one explanation 
to the superior effect that emotional 
attributes bring about when it comes to 
long-lasting impressions. Consequently, it 
is important for sustainable brands to take 
the emotional attributes into account when 
aiming for a long-lasting bond between 
them and their customers.  
 
Lastly, the findings of this study suggest 
that brands benefit from incorporating a 
consistent and clear portrayal over time, 
i.e., they should hold on to one approach. 
Whether this might be an emotional- 
functional or combined strategy is of less 
importance. More important is that a brand 
portrays a consistent and stable approach 
over time as this helps consumer to 
understand what the brand can do for them, 
which is in line with what Park et al., 
(1986) further suggest. 

 
 
CONCLUSION  
 
This study highlights the dialectics 
between emotional and functional branding 
strategies and their influence on the 
consumption experience of sustainable 
clothing brands.  In summary, the 
qualitative study found that emotional 
attributes are superior when employing a 
sustainable branding strategy, as emotional 
attributes have the most significant impact 
on the overall consumption experience. 
Although, this study indicates that one 
would have to acknowledge the consumers 
prior knowledge to sustainability claims 
when targeting consumers as this study 
provides signs of that both high and 
relatively low knowledge about 
sustainability necessitate functional 
attributes as complement to the emotional  

 
 
attributes in order to make these consumers 
assimilate the brand.  
 
The importance of incorporating hedonic 
and aesthetic attributes to a sustainable 
branding strategy that focuses on 
emotional attributes was further stressed in 
this study and the findings prove that the 
hedonic and aesthetic aspects are vital in 
providing an enjoyable consumption 
experience. Importantly, the findings 
underline the belief that consumers 
assimilates sustainability better when the 
focus lies in providing a fun and 
innovative consumption experience 
alongside with sustainable benefits, which 
in turn brings out a pleasurable 
consumption experience of sustainable 
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products. Furthermore, this study yielded 
the important insight that emotional 
attributes are superior when it comes to 
providing the consumer with a long-lasting 
impression of the brand as emotional 
attributes can be assimilated easier and 
provides a sense of familiarity to a larger 
extent than functional ones. Thus, the fact 
that emotional attributes are stored longer 
in the consumers mind, it further facilitates 
and strengthens the bond between brands 
and customers, as consumers already 
posses a clear and strong image of what the 
brand means to them and are therefore not 
required to contemplate the same process 
over again.  
 

Given the definition of sustainable 
branding provided by Ottman et al. (2006), 
who emphasise that sustainable branding 
must satisfy the need of improved 
environmental quality as well as customer 
satisfaction, this study contributes to an 
alternative or extended way of defining 
sustainable branding. The findings of this 
study suggest that the definition of a 
sustainable brand should incorporate the 
importance of satisfying the need for the 
more pleasurable aspects of consumption. 
To incorporate elements of fun has 
according to this study shown that it 
facilitates the process of assimilating   
sustainable information and efforts. 
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