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ABSTRACT
This study examines how the Conscious Collection, a sub-brand of the fast fashion retail
giant H&M, has developed through its advertising efforts since its inception in 2011. Currently,
the Conscious Collection has had five different advertising campaigns for various seasons to date
of its sustainable fashion. This paper intends to find common patterns and themes that the brand
is portraying to its consumers through print advertisements over the past three years. Ultimately,
the research discovered and answered the question, “What is the Conscious Collection trying to
say to its green customers through its advertising campaigns?” Research was conducted on print
advertisements – reproduced online – from each campaign to unveil what common patterns the
sub-brand has used in its advertising. Furthermore, this paper identifies the importance of these
advertising patterns and how H&M creates an image for the Conscious Collection in relation to
its mission of producing and selling more sustainable fashion. The eco-fashion trend of
sustainable fashion has permeated the market, and many brands and retailers are beginning to
create green lines and let consumers know that they produce and sell environmentally safe
fashion. However, the Conscious Collection is one of the first retailers to create a line specific to
sustainable fashion as a separate identity from its parent company. Thus, H&M is a leader in
green fashion. In order to communicate its sustainable fashion to green consumers, the Conscious
Collection uses advertising platforms to relay this message through brand communication.
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Chapter 1
Introduction: The Conscious Collection
“With the introduction of its Origins line of cosmetics in 1968, the Estee Lauder Company was
the first major U.S. beauty company to bring natural, non-animal-tested products in recyclable
containers into department stores” (Solomon & Rabolt, 2004, 281).
Marketing often relies on strong visual identity. Products and services promoted via
images, corporate image commands and increasing attention and images of identity pulse
through marketing communication, consumer households and mass media. Many battles
of the brands take black in the visual domain. (Belk, 2006, 303)
My fascination with a brand’s ability to tell a story through its advertising efforts and
communicate with greater society inspired this project of examining the eco-fashion sub-brand of
H&M, the Conscious Collection. It led me to ask myself, “What is the Conscious Collection
trying to say to its green customers through five distinct yet integrated advertising campaigns?”
Even greater interest lies in how these print images are directly related to the cultural context of
purchasing habits and brand perception. Furthermore, these metaphors, symbols, and target
audience messages express cultural values and deeper insights according to the Conscious
Collection itself.
Eco-fashion and sustainable manufacturing practices within the clothing and accessories
industry has seen an increase in popularity in recent years. Retailers – large and small – as well as
consumers have voiced their opinions regarding the green trend, and audiences have expressed
their appreciation and support as well as confusion and frustration. George M. Zinkhan and Les
Carlson (1995) found that American consumers are either “suspicious about green advertisers and
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their overly-ambitious claims” or are “reluctant” to even purchase products (5). For example,
companies such as H&M, Almay, and Eileen Fisher have taken initiatives within its companies to
produce products free of chemicals or by using sustainable products. Also, the aforementioned
brands strive to simultaneously support third-party groups such as workers in garment factories in
Bangladesh; stop researchers from using animals to test makeup products; or collaborate with
non-profits that receive donations from corporate efforts and individual consumers. On the other
hand, consumers have shared and discussed these initiatives via social media, blogs, and through
written print materials. While some consumers have supported and championed these green
efforts of sustainable fashion, others have posed questions relating to the genuine ethical practices
of the brand.
One brand stands out for actively listening to all parties involved with eco-fashion by
creating a sub-brand that has a separate identity from its parent company. Retail giant H&M’s
Conscious Collection has become one of the most innovative fast fashion labels – also known as a
clothing brand that recreates trends directly from high fashion and makes it available to the mass
market at a affordable price – to re-brand its green efforts largely due in part to its various print
advertising campaigns. Furthermore, the brand has communicated with its green customers by
relaying specific messages, images, colors, and metaphors to them all the while leveraging its
brand and making it one of the strongest in the saturated market of fashion. In fact in 2013,
Interbrand placed H&M as number 42 on the list of the 50 “Best Global Green Brands” beating
out the only other fast fashion label on the list – Zara – at number 48. “With the magnifying glass
of social media hovering over apparel and retail brands, supply chain has graduated from a means
of creating efficiency and lowering cost to a real indication of what these brands stand for” (“Best
Global Green Brands 2013,” 2014).
H&M started its Conscious Collection in 2011 and has been publishing advertisements
for the collection ever since. In addition, the sub-brand has made a concerted effort to shift the
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fast fashion market from one of pure fashion to fashion and sustainability. To appreciate this
move, it is critical to understand the background of the company and how its thought leaders have
shaped its foundation.
H&M, also known as H&M Hennes & Mauritz AB, is a Swedish clothing company that
is worth an estimated $12 to $16 billion. With retail shops in 43 countries, the store has
developed an international presence since its inception in 1947 (“Our History,” 2013). Over the
past few decades, the brand has produced and sold clothing and accessories to men, women, and
children. According to the brand, its core business concept is to balance design, quality, and
sustainability with unbeatable value. Furthermore, the brand prides itself on being the “more
sustainable choice” for its consumers. As H&M puts it on its website, “We work to bring about
the long-term improvement for people and the environment – in the supply chain, the garment
lifecycle and the communities in which we are active” (“Our History,” 2013). The brand’s
mission is to create a more sustainable fashion for the future. Specifically, the line has outlined
seven commitments to both the company and consumers alike: “…provide fashion for conscious
customers; choose and reward responsible partners be ethical; be climate smart; reduce, reuse,
recycle; use natural resources responsibly; and strengthen communities” (“About H&M
Conscious,” 2013).
In 2007, on H&M’s 60th anniversary, the company created the H&M Conscious
Foundation, a non-profit global foundation that connects with communities throughout the world.
The three areas in which it focuses is clean water, empowering women, and education (“H&M
Conscious Foundation,” 2013). After the brand saw success in its 2009 Garden Collection, H&M
launched the Conscious Collection in 2011. Its one statement says, “We offer our customers a
continuously growing range of products with an added sustainability value” (“Provide Fashion for
Conscious Customers,” 2013).
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Attempting to be more transparent and honest with its customers, H&M debuted an
annual “Conscious Actions Highlights.” Through this detailed report, the brand expresses its
mission and goals to approach the Conscious Collection as a journey that will continually change.
The brand has created a foundation of seven commitments that it strives to incorporate in every
one of its products as well as business models. Provided is a diagram – recreated from the original
report shown in Appendix A – to outline each of the brand’s seven commitments, its mission, and
highlights that have made a significant impact within the 2012 calendar year:
Table 1. H&M Conscious Actions Highlights, 2012

Commitment
“Provide fashion for conscious
customers.”

Mission
“To us, quality is so much
more than the fabric you can
feel between your fingers. It’s
also about the environment
and the people around us. And
it’s about making our
customers the very best offer
we can. Fashion and
sustainability, not just one or
the other.”

2012 Brand Highlights
1. Number 1 user of organic
cotton in the world.
2.11.4% of cotton used is
more sustainable.
3. By 2020, desire to use
100% cotton.
4. Roughly 2,200 hours of
training and sustainability
were given to H&M designers
and buyers.
5. 27% of H&M leather shoes
were produce by the Leather
Working Group (LWG).

“Choose and reward
responsible partners.”

“We set high standards for our
suppliers and regularly
monitor how well they live up
to them. We also need to be a
good partner ourselves. We
strive for long-term
partnerships, providing
training and support. And we
reward good sustainability
performance with better
business.”

1. 2,646 factory audits
conducted, an average of 3.6
sustainability activities per
factory, including training and
support.
2. Support for higher wages
and regular wage adjustments
for garment workers.
3. 570,821 workers in
Bangladesh have been
educated about their rights
since 2008.
4. Additional training in fire
safety for more than 100,000
workers and middle managers
in Bangladesh.
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“Be ethical.”

“Whether you are a customer,
colleague or business partner,
we believe that mutual respect
is fundamental to our business.
Our ethical approach is based
on our commitment to human
rights and we take a clear
stand against corruption. This
is firmly rooted in our
corporate values.”

“Be climate smart.”

“We want to play our part in
tackling climate change. We
strive to be as energy-efficient
as possible and only use
renewable energy. Our goal is
to reduce our total emissions,
despite our continued growth.
We are promoting more and
more action on climate change
throughout our value chain.”

“Reduce, reuse, recycle.”

“We want to reduce, reuse or
recycle wherever possible.
Our vision? Send exactly zero
waste to landfills. We are also
helping our customers and
business partners to reduce
their waste.”

“Use natural resources
responsibly.”

“Using resources efficiently
makes business sense and will
increasingly provide
competitive advantages. More
than that though, we need to
consider future generations.
This is why we are committed
to conserving water, soil, air
and species throughout our
value chain.”

1. 74% of managers are
women.
2. 60% of colleagues are
covered by collective
bargaining agreements.
3. 3.5 years is the average
length of employment for fulltime employees.
4. Launch of group-wide
human rights policy based on
the UN Guiding Principles on
Business and Human Rights.
1. Co2 emissions reduced by
5% relative to sales.
2. 784,200 kwh of solar
energy generated through solar
photovoltaic panels – enough
to supply about 145 average
European households with
energy for one year.
3. 100% of H&M electricity to
ultimately be sourced from
renewables.
1. Customers can now return
old clothes to H&M stores
around the world and give
them a new life; instead of
letting them go to waste.
2. Use of recycled polyester is
equivalent to 7.9 million PET
bottles.
3. 95% of waste handled in
warehouses targeted to be
recycled by the end of 2013.
1. Unique global partnership
with WWF launched, a
pioneering step in water
stewardship
2. Perfluorinated compounds
(PFCs) banned from all
products.
3. Works towards zero
discharge of hazardous
chemicals continues with
several more fashion brands
now joining in the challenge.
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“Strengthen communities.”

“The way we do business, our
values and our growth impact
the community development
and affect millions of jobs.
This is why we invest in social
and environmental projects
that strengthen communities
throughout our value chain,
while addressing issues that
are important to our business.”

1. 7,402 additional jobs
created.
2. Approximately 6.3 million
USD invested in communities
by H&M and the H&M
Conscious Foundation.
3. More than 430,000 people
throughout value chain
empowered by education.
4. More than 6 million people
along value chain have been
helped to better health
conditions.
5. More than 3.2 million
garments donated to charitable
causes.
6. Around 150,000 cotton
farmers trained in better
farming techniques through
the Better Cotton Initiative.

(“H&M Conscious Actions Highlights 2012,” 2013)

In addition to the brand’s seven commitments to developing and sustaining a greener
brand, it has also partnered with organizations. Until 2015, the brand will be working with World
Wildlife Fund (WWF0 in a partnership “to implement a holistic water stewardship strategy aimed
at setting new standards for our industry and beyond” (“H&M Conscious Actions Highlights
2012,” 2013). H&M corporate leaders, NGOs, and water institutions will work together to
manage and improve river basins in China and Bangladesh; diminish the impact that the brand
has on using water; educate employees about current water issues affecting the globe; and
empower consumers with the knowledge to use and converse water appropriately (“H&M
Conscious Actions Highlights 2012,” 2013).
H&M also shows its commitment to sustainability with intra-corporate sustainability
programs. It has been recognized as the world’s leader in implementing organic cotton in its
clothing products. As reported by the Textile Exchange Global Sustainable Textiles Market
Report, H&M plans to increase its use of organic cotton. Currently, 11.4% of H&M cotton is
sustainable (“H&M Conscious Actions Highlights 2012,” 2013). Finally, a more recent step the
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company has taken to recycle clothing materials is allowing H&M customers to bring old
clothing back to selected H&M stores, even if the clothes are not from the brand. According to
the report, 95% of all clothing can be recycled, and for these reasons, it was inspired to collect
from consumers. “This reduces the amount of fashion that ends up in landfills and gives these
clothes a new future. In the long run, we want to make new clothes out of them and close the
textile loop” (“H&M Conscious Actions Highlights 2012,” 2013). As all of these changes and
initiatives have taken place both internally and externally, H&M and the Conscious Collection
have been recognized by the Dow Jones Sustainability Index, FTSE4Good, Global 100 List,
Oekom Prime, and was a Source Award finalist. In addition, Allanna McAspurn, CEO of not-forprofit organization Made By which focuses on improving environmental and social conditions in
the fashion industry, has said about the brand, “H&M plays a leadership role by showing other
brands in the same space that it is possible to create fashion collections that are more
environmentally responsible” (“H&M Conscious Actions Highlights 2012,” 2013). Thus, the
brand has made a concerted effort to make changes within the company to move towards a
greener society and company internally.
The brand has had to express these changes through its advertising efforts to consumers.
Precisely, in order to combine fast fashion with eco-fashion, the brand has used print
advertisements to create brand perception in the consumer’s mind. Although H&M may be one of
the first fashion brands to advertise green fashion practices, other industries have embraced ecobranding to sustainable trends. With this context in mind, the following research questions drive
the research and uncover what the brand’s advertising was attempting to say to green consumers.
RQ1 – What themes does the H&M Conscious Collection use to brand itself as
environmentally friendly?
RQ2 – How does the H&M Conscious Collection represent men, women, and children
with environmentally friendly messages?
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To answer these questions, I conducted a qualitative, eco-fashion semiotic study on the
advertising themes of the five different H&M Conscious Collection campaigns since 2011 in
chronological order. A semiotic study is the analysis of visuals such as images, which are
interpreted within the larger context of social and cultural arrangements to understand what a
visual means (Moisander & Valtonen 86). For this study, I observed colors, images, symbols, and
visuals within the advertisements. As Jane Stokes (2013) explains, “The study of media texts
necessitates an engagement with issues of representation…analyzing texts can allow you to
investigate a wide range of hypotheses about the nature of media and cultural artifacts” (119).
Thus, I conducted a semiotic analysis of Conscious Collection print advertisements to inquire
about the ideas that the brand is attempting to portray to its consumers through images,
metaphors, colors, and representations. I examined the print advertisements that were reproduced
online and shared via various media outlets and blog sites to understand what the brand is trying
to portray to its consumers. The purpose of this semiotic study, more specifically, is to understand
how the Conscious Collection has advertised and communicated its efforts through its print
advertisements to consumers, employees, and stakeholders. I identified common themes and
patterns from the different collections and share greater insights about what type of sustainable
fashion brand H&M aspires to be in the eco-fashion market. These specific Conscious Collection
advertisements and various collections consist of pictures, text, and imagery that contain ideas
about sustainable fashion.
For this semiotic study, five print advertisements from each of H&M’s Conscious
Collection’s five different advertising campaigns were used to observe two common questions
pertaining to environmentally friendly messages. I selected this sample set of advertisements to
ensure that each campaign in the history of the sub-brand was being studied. Because the
collection is three years old, examining each campaign collection would allow for a variety of
advertisements that have shown the line’s development and changes in brand communication and
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the themes that have persisted. By examining each of the campaigns, I demonstrate how the
H&M Conscious Collection brand is producing its message since the campaign’s 2011 debut.
The advertisements were analyzed for two different themes and patterns that were
relatable to each of the five campaigns. I attend to the type of personality the campaigns aimed to
create in the consumer’s mind. The reason for the chosen methodology of a semiotic study was
that it was an effective approach that enabled understanding the type of critical information the
Conscious Collection wants to reveal to its consumers. Marketers develop similar culture and
meanings through symbols. According to Moisander and Valtonen (2006), “As participants in
culture, consumers and marketers give meaning to people, objects and events by the different
ways in which they represent them in text, talk, images and signifying practices” (9). Visual
images elicit strong emotions, feelings, and opinions. Representation of objects or humans are
important elements of consumerism and we our inundated with images – specifically advertising
ones – on a daily basis. Consumers use images to justify social order, to create identities with
what they wear, or to govern their lives and decisions. Because of our relationship with images,
researchers have conducted studies to attempt to interpret these messages and how they are
understood in society. With regard to advertising, “Semiotic tools have been employed to develop
text-interpretive theories that address ways in which visual elements convey meanings and make
the ad” (Moisander & Valtonen 86). Advertisements are signs and meanings that help marketers
build brands, just as the Conscious Collection has attracted a new audience. However, Moisander
and Valtonen (2006) argue that ads cannot be solely interpreted based on its images; rather they
must be juxtaposed to other “cultural texts and images within particular discursive systems” (88).
In other words, images must be looked at in their entirety and meaning depends on other cultural
texts and objects.
In addition, the semiotic analysis allows me to highlight certain patterns that have
persisted throughout all five campaigns. “Marketers, for example, construct meanings by
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creating images and by weaving narratives and fantasies – with particular morals – around brands
and products, among other things” (Moisander & Valtonen, 2006, 9). By conducting the semiotic
study on brand messaging, this research intends to unveil what exactly the Conscious Collection
marketing is attempting to say to its green customers through its print advertisements.
First, however, it is important to give a definition of marketers, products and brands,
consumers, and the relevance of a semiotic study for marketers. Moisander and Valtonen provide
insights and definitions for each of these areas of study. The authors (2006) state:
A way of looking at marketers is to view them as ‘new cultural
intermediaries…producing and circulating symbolic forms, goods and services, producers
and marketing practitioners play a critical role in connecting production to
consumption…they shape products and services according to marketing expectations.
(10).
In addition to responding to consumers, marketers also have the ability to create culture and
develop new attitudes for consumers that they may have never realized before being exposed to
the marketing process. “…they also function as significant shapers of taste, inducing and giving
birth to new wants, needs and consumption-oriented lifestyles, exerting power and authority from
their position within important cultural institutions” (Moisander & Valtonen, 2006, 10). In other
words, marketers simultaneously service the expectations of their customers, but also create new
ones. This is completed through the use of symbols, messages, and words.
Products and brands are also an integral part of the relationship marketers have with
consumers. Moisander and Valtonen (2006) assert that products are “cultural artifacts, as
resources and carriers of meanings, produced and consumed in and through processes and
practices of representation…products and brands function as symbolic goods and signs that are
used to signify status, prestige and social standing” (10). One must be cautious when arguing that
products and brands are solely responsible for self-identity. Moisander and Valtonen (2006)
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found that there are abundant amounts of cultural complexities and social dynamics that play a
role in consumption and overall social interactions in society (11). Consumers are both active and
reactive members of society, continuously questioning and reasoning why they consume what
they do. While consumers are shaped and influenced by marketing efforts, they also actively
create their own meanings, “…producers try to commodify meaning, encoding images and
symbols into things that can be sold and bought, consumers more or less actively use their
creativity to try to give their own meanings to the products and services that they buy”
(Moisander & Valtonen, 2006, 12). To illustrate, consumers are not always passive in their
understandings of marketing and advertising efforts and attempt to implement the symbols and
messages that they are exposed to into their everyday lives to make meanings more relevant.
However, marketers and advertisers still appear to have the upper hand in producing messages.
Moisander & Valtonen (2006) found that, “Marketers (including advertisers, designers and retail
buyers) are powerful cultural gatekeepers. Together with editors, journalists, reviewers and
‘experts’ of any sorts they have a significance influence on what is eventually supplied and
offered to consumers in the market” (12). For example, consumers may think they have the
choice in determining which products they use and consumer. Consumers’ choices, however, are
largely predetermined and are influenced by gatekeepers who make options even scarcer.
Therefore, it is crucial to understand and recognize both the consumer and the marketer.
“Consumers and marketers should be studied together, in a dialogue or interaction, as participants
in cycles of commodification and as producers of culture” argue Moisander and Valtonen (12).
Finally, the importance of a semiotic study should be recognized for its practicality in the
marketplace. In addition to adding value to a brand and building a strong customer-brand
relationship, marketers can realize how to become part of a consumer’s everyday life. Moisander
and Valtonen (2006) found:
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To carry out a successful, innovative, socially responsible and customer-oriented
marketing strategies, marketers would seem to need to improve their ability to recognize
and understand the prevalent symbols, myths, images, values and cultural narratives of
the culture their target markets.
(14)
This analysis aims to shed light on how the Conscious Collection attempts to position itself as an
innovative, sustainable, and ethical fashion line within the green fashion industry. In addition to
understanding the brand’s advertising messages and its relation to the company’s mission of
green and sustainable fashion, this study gains insight into the world of original green marketing
from green brands and the types of messaging efforts they are utilizing to communicate with
consumers who desire smart, clean, and sustainable fashion products.
This chapter explained the history of the H&M brand and its efforts to create an
environmentally friendly sub-brand, the Conscious Collection. The second chapter conducts a
literature review to provide background information on analyses of green marketing efforts.
Chapter 3 compares and contrasts two themes including metaphors and imagery of nature and
gender representation across the five campaigns. Finally, Chapter 4 discusses the implications of
the campaigns by explaining how the brand has become an innovator for creating a green
movement in the fast fashion industry for women. In addition, the last chapter provides
limitations and additional research that could be conducted in an additional study.
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Chapter 2
Eco-Fashion Marketing in Context
In today’s competitive market, brands across all types of industries are adapting and
changing their business plans in order to connect with consumers. One area in which brands are
tackling is that of sustainability. The conversation about green purchases and buying behavior,
however, has been limited. Matthew Yeomans recently wrote a March 2014 article for AdAge
titled, “Greenwashing? Marketers Actually Undersell Their Sustainability Work.” In this report,
he discusses brands’ desires to create sustainable businesses yet they are struggling with getting
consumers to understand and appreciate helping save the environment. Therefore, the importance
of sustainable advertising messages becomes critical. Yeomans suggest making green talk part of
the mainstream conversation of a brand, not just another area where stakeholders and NGOs are
involved. He writes, “If other companies that care about sustainability want to stop preaching to
the choir they too will have to draw on the persuasive power of brands and bring sustainability
marketing into the mainstream,” (“Greenwashing? Marketers Actually Undersell Their
Sustainability Work,” 2014). The Conscious Collection has become part of mainstream fast
fashion, combining sustainability with style and affordability, all through the communication of
its advertising. The success of this sub-brand is contingent on its development of eco-marketing
as well as eco-fashion marketing, which will be discussed in this chapter.
Eco-Marketing
Since the late 20th century, brands have used advertisements to portray environmentally
friendly aspects to appeal to consumers. In fact, many consumers have voiced their concerns over
company’s corporate social responsibility efforts; therefore, certain companies have listened and
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shifted its business practices to adjust to society’s demands. In order to inform its customers of
this change, advertisements have been the main form of communication. For example, “…green
advertising is on the rise as more and more manufacturers are informing their consumers about
pro-environmental aspects of their products and services. For instance, the volume of green print
ads grew by 430% and that of green TV ads grew by 367% between 1989 and 1990” (Banerjee,
Gulas, & Iyer 21). Furthermore, brands have taken advantage of this green trend in attempt to
position themselves in the minds of the consumers.
Research on this idea dates back to one 1995 study conducted by Subhabrata Banerjee,
Charles S. Gulas, and Easwar Iyer (1995), which sets out to understand the three dimensions of
green advertising: sponsor type, ad focus, and depth of the ad. The study specifically focused on
whether advertisers in the sample attempted to portray a green corporate image. The findings of
the study demonstrated that, “promotion of a green corporate image was the most common theme
of the ads…advertisers in this sample preferred promoting a corporate green image” in both TV
and print media (Banerjee et al. 25).
Since then, marketers have embraced the green movement. Fashion companies, food
corporations as well as automobile brands began to re-position their brand platforms to
incorporate the ideas of “green living” and “sustainable practices.” Although many lifestyle
choices may affect a consumer’s reasons for purchasing a green brand, advertisers have the
ability to tap into these sensitive emotions with their messaging and images.
Advertisers can highlight the environmental benefits of their products and services to tap
into the green segment of consumers. Alternatively, advertisers can strive to portray an image of
corporate environmental responsibility as part of their overall company image enhancement. The
need to project a public image of environmental responsibility is an indication of the influence of
the environmental movement on corporate image advertising (Banerjee et al. 22).

15
Additional research dating back to 1995 also looked at the dilemma between the green
advertising trend and consumers’ reluctance to view these ads as being positive. Specifically,
George M. Zinkhan and Les Carlson (1995) examined how corporate America at the time was
attempting to speak and attract green segments of consumers. This research focused on the
question, “How do corporations respond to the environmental concerns of consumers and
regulators?” (Zinkhan & Carlson, 1995, 1). Although the green consumer segment is reported as
emerging in the 1960s, business development with regard to corporate and environmental
responsibility did not emerge to the public until a few years later. “Green marketing represents an
opportunity for business development…this situation could be interpreted as an opportunity to
raise consumers’ consciousness of green issues” (Zinkhan & Carlson, 1995, 2). From this
research, a prediction was made that economies of the Western world would in fact, pay more
attention to environmental efforts and create an elevated standard of living. “Advertisers have an
important role to play in scripting such a happy outcome, for they have the resources and the
skills to shape public opinion” (Zinkhan & Carlson, 1995, 5). This study again supports the
overall theme for this paper, “What is the H&M Conscious Collection attempting to say through
its green advertising efforts to fashion consumers?”
At its simplest form, green advertising or branding may be viewed as messaging that
portrays an idea about helping sustain the environment. However, William E. Kilbourne (1995)
has argued that there are various different forms of green advertising: environmentalism,
conservatism, human welfare ecology, preservationism, and ecologism. “It appears that green
advertising does exist and would be considered, even by the ecologist, necessary and useful in
promoting environmentally-oriented consumption behavior” (Kilbourne 17). Even with a green
advertisement being categorized into one of the aforementioned categories as suggested by the
researcher, it still poses the question as to what the company, product, or service is attempting to
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say to its consumers about its green efforts and the type of change they want to make for society
and culture.
Eco-marketing on the other hand has made consumers question its truth and morality. Not
only do consumers question the green advertising, but they also question a brand’s initiatives to
create smarter products or services. George M. Zinkhan and Les Carlson (1995) argued that
although green initiatives started in the 1960s, green marketing was in its early cycle during the
year the research was published (5). The authors found that American consumers are either
“suspicious about green advertisers and their overly-ambitious claims” or are “reluctant” to even
purchase products (5). These preconceived ideas ultimately affected green advertisers through
their research. Individuals in society create three specific problems: consumers will accurately
report of their green behaviors; individuals will also not be able to accurately report the
“frequency with which they engage in a particular behavior”; and there are the pressures of social
norms that consumers feel they must follow (5). Each of these challenges has required advertisers
to perform further research when it comes to preparing a green campaign. “Advertisers have an
important role to play…they have the resources and the skills to shape public
opinion…corporations and advertisers must be part of the solution to environmental problems”
(5).
Other research that has focused on the intention of green advertising comes from William
E. Kilbourne. The theme of his research centers on the question, “Can advertising truly be
considered green?” According to Kilbourne (1995) the first step in forming an eco-marketing
foundation understands what green means. In other words, the brand must identify what it is
doing and if this is smart, clean, and helpful to the environment (10). Kilbourne (1995) puts it,
“Marketers must start rebuilding trust by adhering to more rigid ethical and environmental
standards within their entire domain, not just advertising” (10). However, the author asserts that
green advertising is possible and necessary, but needs strong third-party and political support to

17
create a clear, honest, and reliable message for green consumers (11). Finally, other researchers
who questioned the perceptions of eco-marketing are Banerjee et al. (1995). The team conducted
a content analysis of 173 print green ads and 95 TV green commercials. Through their research,
they constructed a category for each of the advertisements: “sponsor type (for-profit or nonprofit),
ad focus (whether the ad focuses on the advertiser or the consumer), and depth of the ad (shallow,
moderate, or deep)” (1). The authors defined green advertising as one of three ways through their
research: the ad clearly shows a relationship between the brand and the environment; the ad
promotes a greener lifestyle without placing the brand at the forefront of the image; or the ad
displays the brand participating in “environmental responsibility” (2). The authors concluded that
through their research, brands advertise the green image of their company rather than advertising
actions to help save the environment (40% for TV with 31.2% for print ads) with no brands
advertising in both types of media at once. Finally, the researchers discovered that emotional
appeals were used (27.4% for TV and 16.7% for print) in order to create a connection with the
consumer. As the researchers put it, “Very few ads clearly articulated the environmental benefits
of a product or discussed the specific environmental actions of a company” (10). This may be the
brand’s intention, as it wants to increase positive perception of its green brand. Or on the other
hand, communicate a green message without explicitly placing this message in the consumer’s
face.
The green trend of marketing sustainable products has affected both businesses and
consumers. Jacquelyn A. Ottman is the author of Green Marketing: Opportunity for Innovation.
In her novel, she focuses on the extremely competitive business climate in America and the need
for brands to let consumers know that there are environmental benefits available upon purchase or
use. As Ottman (1998) puts it, “The marketplace is greener now than ever before – and will
become even more responsive to products and services promising environmental responsibility
well into the 21st century” (1). The reasons for the green trend are varied: people are concerned,
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“environmentalism is a core societal value”; society is responding to green trends; green product
sales are rising; and trading partners are becoming green (Ottman 12). Because of these external
forces, brands have more green marketing opportunities. “A growing number of CEOs now
appreciate the link between environmental responsibility and more efficient – and profitable –
business practices” (Ottman 12). Furthermore, brands have the opportunity for increased profits, a
competitive advantage, and increased marketing share. This is all underscored by the personal
rewards both at the individual and company level, according to Ottman (1998). “Creating
products that are more in sync with nature allows us to personally contribute to environmental
cleanup and helps ensure a more secure future for our children” (17).
Just as the other authors previously discussed, consumers in today’s world are more
conscious when it comes to the products and services they use. There are however, many levels of
green consumers that the author points out as importance for advertisers. Ottman (1998) states,
“Research has corroborated that the most accurate predictor of an individual’s willingness to pay
a premium for renewable energy is not education or income, but membership in – or prior
contributions to – environmental groups” (20). These various demographics and niche target
audiences have various levels of empowerment that may predict the type of green choices that
they make. Empowered consumers are known to be smarter consumers; therefore, conventional
marketing will not work in order to communicate green messages. Environmental marketing
entails more strategic tactics that include two integral parts: “environmental compatibility” and
“environmental sensitivity” (Ottman 45). “Environmental compatibility” includes the immersion
of consumer needs with affordability, quality, and convenience while “environmental sensitivity”
is conveying a message of high quality services or products that still use resources wisely
(Ottman 45). Marketers can no longer see consumers as materialistic purchasers but rather as
individuals that are concerned with the impact that they may have on the environment.
Sustainability also plays a large role in this process. Ottman (1998) defines sustainability as
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“meeting the needs of the present without compromising the ability of the future generations to
meet their own needs” (87). In addition, she defines green as “products that are typically durable,
nontoxic, made from recycled materials, or minimally packaged” (Ottman 89). However, one
should understand that green is a relative term as no products are completely green, but rather
they are products that have a significantly lesser impact on the environment than their
alternatives.
On the topic of green marketing, animals have been used in images to help portray ideas
of sustainability to consumers. Spears and Germain (2007) conducted a content analysis on 1,223
print advertisements from general interest magazines that featured animals. The goal of the
research was to understand consumer’s reactions to green advertising and specifically, when
animals were used without explicitly stating or showing green appeals, as researchers found in
previous studies dating back to 1995 (7). The authors concluded that through their content
analysis, green print advertisements within the 20th century used more animals compared to
humans, tapping into consumer values. In addition, the research indicates that more “self-focused
values were found in ads having animals” (7).
Another author that delves into eco-marketing is John Grant. He has authored both
scholarly articles and a novel discussing eco-marketing and the implications for both advertisers
and consumers. In his 2008 research, Grant defines a green brand as “one that offers a significant
eco-advantage over the incumbents in which hence appeals to those who are willing to making
green a high priority” (24). Also, he states that there are countless definitions for green brands;
however, there is a segment of consumers who are looking to adjust their lifestyles and make
greener choices. Through his research, he found that the largest segment of the population (60 to
80%) are willing to make small changes such as turning lights off more often while the 20 to 40%
of the population is willing to make “light green changes” such as purchasing a smaller car.
According to Grant (2008), the most successful green brands are the ones that present a new
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technology or leverage green principles. “Green is not an image value like ‘cool’ or ‘classic’, it is
a factual evaluation…an evaluation made by an increasingly skeptical audience” (25). Therefore,
he recommends that advertisers be more transparent with their practices and create advertising
that is conversational. Grant (2008) calls this “co-operating” with green consumers (26).
In Grant’s novel The Green Marketing Manifesto, he discusses both the consumer’s and
advertiser’s adjustments to the movement of a smarter and more sustainable society. From the
consumer perspective, they have the choice to either completely stop consuming and start sharing
harmful products or adjust their behavior by swapping products for more greener, friendlier
options. Marketers now have the opportunity to communicate alternatives for the everyday
product through messaging and strategic advertising tactics. As Grant (2007) states, “From the
green side, marketing offers a creative way to engage people, to promote greener lifestyles. From
the business side, marketing offers a way to engage people for the firms and brands that are doing
more than most with corporate responsibility” (21). In addition, there challenges that affect both
the consumers and marketers which include: the fact that individuals must change their lifestyles
in the developed world; each person in the United States should strive to reduce their harmful use
of resources and products by 85%; and society’s habits and choices need to be changed “beyond
recognition” (29). What does this exactly mean? Individuals need to make a concerted effort to
choose greener, smarter products and options while marketers can make internal changes within
the company and then communicate these options to consumers through advertising platforms.
However, in order for consumers to make these decisions, they must become educated
about cleaner products or at least recognize that options are available. Education can take the
form as expanding the footprint of green consumers in the country; extend resources beyond the
upper and middle classes to the working class; and practice “acculturation” or in Grant’s terms,
“make outlandish choices attractive in cultural terms, and making damaging current practices
(like excessive flying) unattractive and ostracized” (2007, 33). The biggest challenge however is
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the question of greenwashing and the ethics behind advertising green products. Consumers have
expressed their doubts with brands profiting from corporate social responsibility efforts, as
mentioned at the beginning of this chapter. Grant (2007) however dismisses this idea: “Green
marketing has to be separated from ‘marketing green,’ which is the work of charities,
governments and NGOs…businesses that have made an impact on both specific green issues and
cultural context…they tend to be super successful in business terms” (49). This movement has
swept the globe, affecting consumerism and advertising.
Recent research has analyzed the role that corporate social responsibility and social
consciousness has played in the corporate-consumer relationship, which may yield insights into
the value of increased green products and marketing. Matthew Walker and Aubrey Kent (2013)
explicitly analyzed the role that philanthropy has played in professional sports organizations such
as the National Hockey League (NHL), the National Football League (NFL), and the National
Basketball Association (NBA). In the past these, three sports organizations have used various
marketing campaigns to advertise their philanthropic efforts such as the NBA’s “Caring”
campaign, the NFL’s “Hometown Huddle,” and finally the NHL’s “Hockey Fights Cancer”
(Walker & Kent, 2013, 341). With these efforts, each of the brands has attempted to tap into
consumers’ minds by establishing an emotional connection and more positive perception of
corporate social responsibility (CSR).
What is observable is that enhanced knowledge of consumer reactions to philanthropy
could prove useful for sport marketers and sport academicians. The closer that scholars move
toward understanding what influences sport consumers to react favorably to philanthropy; to pay
more for products and services based on their perception of giving; and to advocate for firms
deemed ‘responsible’ and ‘altruistic;’ the more likely sport marketers will be able to develop
strategies for specific consumers or fans (Walker & Kent, 2013, 341). The researchers
hypothesized that awareness of philanthropic efforts from a brand will then influence how
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consumers organized information about a company; how this information is then used in
decision-making; and finally how consumers make product and service evaluations (Walker &
Kent, 2013, 342). Specifically, the researchers held the following hypothesis: Awareness of
philanthropy will positively influence the perceived credibility of the PGA Tour (Walker & Kent,
2013, 343). In their conclusion, the authors suggest that consumers of the PGA Tour who were
only slightly aware of the philanthropic activities were still likely to financially support the brand
even thought they did not know the full extent of the company’s CSR credibility (Walker & Kent,
2013, 349). As this research mentions, consumers who are aware of a specific brand’s do-good
efforts are more likely to support and perceive the company in a more positive manner. As
various corporations and brands have adjusted their business practices and supporting marketing
efforts for greener and “do-good” standards, the fashion industry has turned into one of ethical
concentration.
Eco-Fashion Marketing
Green marketing is being used in all type of industries. One in specific that has used its
tactics is that of the fashion industry and specifically for its consumers – women. Environmental
issues have been a topic of discussion in the fashion industry in recent years. Precisely, the
balance of fashionability and sustainability comes into question for consumers. Michael R.
Solomon and Nancy J. Rabolt (2004) in Consumer Behavior in Fashion discuss the impact green
fashion has had in the marketplace. Green consumers with regard to fashion “are considered those
who exhibit environmental concerns through purchase behavior” (481). Of the consumers the
authors surveyed, there was an association between the concern for responsible apparel
consumption and positive responses to green apparel advertising (481). While being trendy and
simultaneously fighting for a cleaner environment are at odds with one another, women were
found to make smarter purchases than men – even when they knew this conflict. “Fashion
leadership implies a desire to maintain newness and practice a form of fashion obsolescence, the
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opposite of an environmentalist value” (482). In the context of eco-fashion marketing, advertisers
have realized this trend and continue to target their messages towards women who are also known
to make purchase decisions within the home.
Alexandra Nutter Smith (2010) focuses her research on green consumerism in women’s
magazines and how exactly these messages of smarter living are portrayed to females. Although
research on green marketing through a feminist lense is fairly new, Smith (2010) attempts to
understand what specific messages are being communicated through original content and
advertising. Women have been targeted by green messages due to their “traditional feminine roles
as mothers and nurturers” (66). According to Smith (2010), magazines in general that produce
green messages support advertising interests that “encourage ‘appropriate’ behavior based on a
particular conception of women’s roles and feminine domesticity” (69). Smith (2010) examined
four different issues of female’s magazines for analysis. Specifically, she chose Glamour, Marie
Claire, Self, and Vanity Fair whose issues were all from the same month. After analysis, Smith
found various insights. First, both health concerns and environmental activism were discussed in
the aforementioned issues; however, “the most prevalent theme was green consumerism, which
appeared in all four issues” (73). With regard to eco-fashion and sustainable fashion, Smith found
that female consumers are more likely to support green fashion due to the bandwagon effect: “a
statement that simultaneously assures the consumer that environmental problems are being
addressed by elites and that shopping for ecofriendly fashion is a legitimate way to pitch in” (77).
Furthermore, from her analysis, Smith (2010) concludes that the green marketing
approach for women that influences future green purchases is successful as it offers “instant
gratification, but such behavior can also be highly visible, while remaining politically
inconspicuous” (79). Furthermore, the simple act of buying green products is part of a green
culture, labeling women as concerned with the environment. “The environmental context of a
‘green’ product therefore ceases to matter – it has been ecofetishized” (79). From the
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environmental messages she analyzed, Smith also found the following patterns: the messages
were at times sexist; focused on self-interests of women; and encouraged conspicuous
consumption. Instead of focusing on the impact that the product had on the environment, theses
messages influenced women readers to make green purchases that would help achieve a greater
feeling of self-acceptance with one’s role in society (80). While there has been limited research in
feminist views on eco-fashion and green marketing messages, Smith concludes her research by
stressing the need for future insights on this green marketing phenomenon that affects both brands
and female consumers.
Nathaniel Beard (2008) examines the trend of eco-fashion and questions if it is made for
a niche target audience or if this is the future of the fashion industry. In addition, the author
examines the marketing of eco-fashion and a brand’s goal to balance sustainability with trendy
pieces to sell. As of current, there is no government-regulated organization that monitors the
fashion industry and how their products are made. However, “words such as ‘ethical,’ ‘fair trade,’
‘organic,’ ‘natural,’ and ‘recycled’ have seen an increase in their usage in the fashion industry”
(450). The biggest challenge according to Beard (2008) is finding the balance between sustaining
a healthy, trendy business while communicating message of eco-fashion without explicitly stating
that the clothes are green. Beard (2008) states, “…nobody likes to be dictated to, or feel they must
make a decision purely because it appears to be the ‘right’ action” (452). Furthermore, the
question of improving standard of living through eco-fashion purchases or simply regulating our
actions come into play. In the Western world, Beard (2008) found that consumerism drives
society and consumers shift their focus “towards how to become more ‘rounded’ as individuals,
as we question our contribution, and impact, on society at large” (455). Consumers can reduce
this eco-fashion dissonance by “gaining a new, stylish and unique item, at the same time reducing
the consumption of a ‘new’ clothing item” (457).
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How exactly do fashion brands communicate their eco-messages to consumers? They do
it through transparent and credible methods. Beard (2008) puts it, “fashion brands need to ensure
their practices and procedures go beyond mere aesthetics in terms of marketing and
branding…these practices need to be integrated and demonstrated to all involved in the firm”
(458). Each eco-fashion marketing challenge is relative to all brands; however, these various
trends and implications apply to the fashion industry as a whole as consumers are becoming more
involved with and aware of where their fashion pieces are coming from and the type of impact
they have on the environment.
The first fashion brand to be part of the eco-fashion movement was the November 1991
launch of the Esprit Ecollection according to Sue Thomas (2008). Since then, consumers have
become even more aware of their fashion purchases. As mentioned in earlier research, ecofashion has debated various buzzwords that have caused controversy and confusion. Thomas
(2008) refers to this as a fashion “green blur” (527). Therefore, Thomas (2008) has attempted to
define these words to better help advertisers understand what they are saying themselves in the
messages that they produce. Eco-fashion – used predominantly in the marketing, merchandising,
and journalism sectors – means the study of people interacting with their environment or in this
sense, fashion (531). Green refers to “a product or service identified positively with the
environment” (532). Also called a marketing ploy, greenwash is a term that describes the coverup of “unpleasant environmental facts or actions” (533). More recent to the fashion industry is
that of ethics. Being ethical as Thomas (2008) puts it, “ is referred to as philosophically guided
actions and behaviors as determined by their impact on others” and for fashion it means, “the
positive impact of a designer, a consumer choice, or method of production as experienced by
workers, consumers, animals, society and the environment” (533). A garment that is used in a
second life as a vintage piece or turned into another piece of clothing is referred to as recycled
(534). Finally, organic is a heavily used word in the fashion industry relating to textiles, threads,
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and fibers (534). These terms according to the author should help fashion brands understand the
green movement and adjust messages to consumers, ensuring that they are credible.
One set of research that specifically relates to fast fashion and cites the category leaders
such as H&M and Zara was conducted by a group of researchers. Jang, Ko, Chun, and Lee (2012)
explain that since 2010, fast fashion brands have become the fastest-growing category in the
global fashion market. In fact, H&M and Zara “have shown a 15% annual sales growth rate for
the past 5 years…a 10% profit rate is being achieved, comparable to global IT enterprises” (62).
In addition, H&M was named the 62nd “Most Valuable Global Brands 2011” by BrandZ;
however, while these fast fashion brands are growing, questions of ethical practices and
sustainability are questioned due to the fast and heavy production rate; the use of dyes and
chemicals; and the overall impact on the environment due to factory pollution. “Ill-considered
spending and selection of clothes, issues with unconscious imitation, and low-cost shopping
addiction have degenerated the image of fast fashion” (Jang et al. 62). H&M has recognized its
detrimental environmental impacts and has adjusted its business strategy by including the
community and consumers in helping sustain the environment. Furthermore, improvements have
been made in the following areas, according to the authors: “discriminative treatment, industrial
safety, the working environment, working hours, minimum wage, restrictions on child workers,
and minimum wage issues” (62).
Through qualitative and quantitative methods, the authors conducted eight in-depth
interviews with fast fashion industry leaders and administered a survey to 200 participants to
discover relevant sustainable issues in fast fashion. In their conclusion, the authors state that both
research methods stressed the need for brands to create a eco-friendly identity within the
marketplace as well as an appreciation for “eco-friendly design sourcing” and “storytelling” (69).
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Chapter 3
The Conscious Collection Campaigns
The Conscious Collection has positioned itself as an environmentally friendly fast
fashion brand for women that has created a separate identity from its parent company, H&M.
How exactly the brand has done this is vital to analyze within the context of fashion culture and
gender representation. Each of the five print campaigns was analyzed chronologically and
holistically for symbols, images, visuals, colors, and representations of gender. From here, the
following two themes were constructed that are directly related to common characteristics found
within the five different campaigns as it has developed and progressed since 2011. Messaging
through these patterns and representations has successfully allowed the sub-brand to create a
platform and leverage its message of smart clothing that is beneficial for the environment.
Metaphors and Imagery of Nature
Each of the reproduced print advertisements has strong representations of nature and
environmentally friendly ideas and insights attached to them. For example, the use of plants,
animals, and naturalistic settings such as the atmosphere or in foliage have been used.
Furthermore, the color white – generally associated with clouds, a clean atmosphere, or freshness
– has been used frequently in addition to the color green – most likely to be compared to plants,
healthy living, and the green movement. More specifically, white is viewed as being pure, simple,
clean, and a base for all colors. The color green tends to be viewed as a neutral yet relaxing color
that again, is used to represent nature and sustainability. Many brands have been known to use the
color to appeal to the eye as well as the mind. Colors as well as images associated with nature
have the ability to evoke strong emotional responses that are important to brands due to the
significance it has on consumers.
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Gender Representations and Dynamics
When examining gender in the context of these campaigns, men and women were
represented and used as models in various settings; however, women were used more than men.
For both groups, primarily Caucasian individuals were used; however, this is different for the
Kids’ Collection, which used an array of ethnic mixes. Women in these advertisements were
presented as young adults and fashionable and were either standing alone or were within a group
of women. On the other hand, when men were used, they were standing alone. The only celebrity
endorsement used as a marketing strategy within the campaign was actress Vanessa Paradis. For
her campaign, she was the sole model throughout all of the print ads. Finally, as previously
mentioned, the Kids’ Collection used both young females and males. Generally, the children were
portrayed in larger groups and were rarely placed by themselves. Each of the advertising
campaigns was fairly simple, sticking to one theme throughout the print advertisements within the
context of the campaign itself. The models stood strongly, with their body structures portraying
an idea of independence and strength. While they did display the clothes and products
themselves, the ads did not have any headlines, taglines, copy, or even the logo printed on the ad,
contributing to the theme of being simple. The fact that women were standing in a group rather
than as a single person, this may say something about the idea of Conscious Collection consumers
and brand marketers working together as a community to make a difference and create a cleaner
environment through eco-friendly fast fashion. The models were generally placed in the middle of
the ad and were the focal point of the ad itself with natural settings serving as the background of
all ads. This was the natural environment or man-made representations of the environment
recreated. Following is each campaign in chronological order with messages, symbols, colors,
and themes noted:
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The Original Conscious Collection “White Theme” 2011
Figure 1. H&M Conscious Collection, 2011

H&M Conscious Collection, Chicncheapliving.com, February 2011
Figure 2. H&M Conscious Collection, 2011

H&M Conscious Collection, Chicncheapliving.com, February 2011
Figure 3. H&M Conscious Collection, 2011

H&M Conscious Collection, Chicncheapliving.com, February 2011
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Figure 4. H&M Conscious Collection, 2011

H&M Conscious Collection, Chicncheapliving.com, February 2011
Figure 5. H&M Conscious Collection, 2011

H&M Conscious Collection, Chicncheapliving.com, February 2011
Figure 6. H&M Conscious Collection, 2011
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H&M Conscious Collection, Hotbeautyhealth.com, February 2011
Figure 7. H&M Conscious Collection, 2011

H&M Conscious Collection, Hotbeautyhealth.com, February 2011
Figure 8. H&M Conscious Collection, 2011

H&M Conscious Collection, Hotbeautyhealth.com, February 2011
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Figure 9. H&M Conscious Collection, 2011

H&M Conscious Collection, Fashionablygreen.com, April 2011

This collection primarily used the colors of white and blue. As seen in the background of
the advertisements, it appears to be the atmosphere or blue sky with scattered clouds. Both men
and women were used in this collection and were all placed at the center of the ad. When women
were used, they were either in a group of three or were the sole model in the context of the ad.
When men were used, only one male was used compared to the group of females. All of the
clothing products advertised was white, which correlates directly to its line of cotton products. In
addition, each of these advertisements showed the full body of the model, not just the face or
portion of the body, attempting to display the clothing products that are available to purchase.
Finally, the only advertisement in Figure 9 that had the words “Conscious Collection” as well as
text had copy that highlights the importance of the line. It reads, “The Conscious Collection is
part of H&M’s actions for a more sustainable fashion future.”
Metaphors and Imagery of Nature
The use of the atmosphere and the colors of blue and white attribute to the idea of being
fresh, clean, and pure. The fact that it is using the sky as the backdrop for this campaign shows
the brand’s desire to provide a healthy atmosphere through its production and selling of the
Conscious Collection. The use of white clothing not only highlights the idea of using recycled
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and organic cotton, but it also is associated with the idea of starting a clean, fresh slate with its
company’s efforts.
Gender Representations and Dynamics
Women were used more frequently in this campaign than men. This may symbolize the
idea that Conscious Collection consumers are women. This is due to the fact that they are more
aware about their purchasing habits and the effect on the environment; have higher interest in fast
fashion and the latest fashion trends and fads; they tend to be the “purchasers” of the household;
or they pay more attention to blogs and online platforms that discuss and post these ads with an
emphasis on green fashion and marketing. Whether the men and women were standing alone or in
a group, their entire body structure was displayed in the center of the ad. This may be an idea that
the consumer has the choice to stand alone and make a difference; they are the center part of this
green movement, and part of this green movement is to start with themselves and buy ecofriendly clothing. Or, they have the support of an entire group to do so. When examining these
ads on a simplistic level, only the models were being used to display the clothing. The backdrops
of the ads were extremely simple with only two colors and no additional objects or themes
occurring.
H&M Fall/Winter “Conscious Collection” 2011-2012
Figure 10. H&M Conscious Collection, 2011-2012

H&M Conscious Collection, Footluxe.com, October 2011
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Figure 11. H&M Conscious Collection, 2011-2012

H&M Conscious Collection, Footluxe.com, October 2011
Figure 12. H&M Conscious Collection, 2011-2012

H&M Conscious Collection, Footluxe.com, October 2011
Figure 13. H&M Conscious Collection, 2011-2012

H&M Conscious Collection, Footluxe.com, October 2011
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Figure 14. H&M Conscious Collection, 2011-2012

H&M Conscious Collection, Footluxe.com, October 2011
Figure 15. H&M Conscious Collection, 2011-2012

H&M Conscious Collection, Footluxe.com, October 2011
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Figure 16. H&M Conscious Collection, 2011-2012

H&M Conscious Collection, Footluxe.com, October 2011
Figure 17. H&M Conscious Collection, 2011-2012

H&M Conscious Collection, Footluxe.com, October 2011

The Conscious Collection Fall and Winter campaign for 2011 and 2012 only used women
in groups of three as compared to the previous collection, which used both men and women either
standing alone or in a small group. Another difference is that this campaign used the H&M red
logo in the bottom right hand corner, which the previous campaign did not do. This may be a
symbol that the brand wanted to connect this sub-brand in the mind of consumers as affiliated
with the fast fashion giant. The overall tone for this campaign – including the background and
clothes – was a range of neutral and dark colors. In addition, the full bodies of the female models
were used and yet again, they were placed at the center of the print advertisements.
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Metaphors and Imagery of Nature
While examining the backdrop of these print advertisements a tan, neutral color is used
throughout every single one. The clothes on the models were tan, white, black, and green with
hints of red and pink, which are depicted through the floral pattern. With regard to flower
patterns, they were used in various forms in more than one depiction. Shadows were strategically
placed behind the three models perhaps representing the sun or trees. Overall, the theme for this
second campaign was simplistic and organic again associating the Conscious Collection line with
that of natural and clean products with its use of colors and imagery.
Gender Representations and Dynamics
Not one male was used during this campaign. Each ad used three white females with
brown hair perhaps representing the target demographic the Conscious Collection understands
and attempts to market its products to through its branding efforts. The idea of simplicity was
represented through the format and style of the ads themselves. When taking a closer look at the
models, the middle female was always the one wearing the only outfit that was different
compared to the models that were to the left and right of her, who were wearing the same exact
pieces of clothing or accessories. Additionally, there was not an explicit background with various
objects or scenery; instead, the background was a single color. Finally, this specific collection
wanted to portray the idea that the Conscious Collection can be viewed as “smart” and
fashionable clothing as these ads were extremely relatable to high fashion campaigns; however,
this sub-brand is part of the fast fashion category. No headline or body copy was used to
specifically speak of the Conscious Collection. On the other hand, when analyzing the notion of
strength, these models appeared to be standing together and making a statement. Through the
brand’s message, thought leaders are attempting to communicate the idea that eco-fashion and
sustainability are part of a collective effort and movement within the fashion industry.
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The model’s body structures, movements, and positioning are the foundation for the argument of
strength: hands on the hip; contact with one another; and having strong postures.
Conscious Collection Spring/Summer “Jungle Theme” 2012
Figure 18. H&M Conscious Collection, 2012

H&M Conscious Collection, StyleBlog.com, April 2012
Figure 19. H&M Conscious Collection, 2012

H&M Conscious Collection, StyleBlog.com, April 2012
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Figure 20. H&M Conscious Collection, 2012

H&M Conscious Collection, StyleBlog.com, April 2012
Figure 21. H&M Conscious Collection, 2012

H&M Conscious Collection, StyleBlog.com, April 2012
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Figure 22. H&M Conscious Collection, 2012

H&M Conscious Collection, StyleBlog.com, April 2012
Figure 23. H&M Conscious Collection, 2012

H&M Conscious Collection, Designerdenimjeansfashion.com, April 2011

41
Figure 24. H&M Conscious Collection, 2012

H&M Conscious Collection, Designerdenimjeansfashion.com, April 2012
Figure 25. H&M Conscious Collection, 2012

H&M Conscious Collection, Designerdenimjeansfashion.com, April 2012
Figure 26. H&M Conscious Collection, 2012

H&M Conscious Collection, Designerdenimjeansfashion.com, April 2012
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Figure 27. H&M Conscious Collection, 2012

H&M Conscious Collection, Designerdenimjeansfashion.com, April 2012
Figure 28. H&M Conscious Collection, 2012

H&M Conscious Collection, Designerdenimjeansfashion.com, April 2012

The third collection was an extremely different depiction of the Conscious Collection
compared to the two previous illustrations and design concepts. While the advertisements were
still rather simple and stuck to a foliage-heavy theme; more models, props, colors and clothing
representations were used. As shown, no headlines or body copy wre used, and the recognizable
red H&M logo was only used for some of the advertisements, as seen in Figures 18-23. As the
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Conscious Collection developed and gained recognition and traction within the fast fashion
market segment, it appears as if its advertisements reflected this progression.
Metaphors and Imagery of Nature
The color green dominated this campaign. As seen in the background of all the print
images, the models were placed in a jungle, forest, or plant environment. If the ground was
shown, it appeared as though the women and men were standing on a stone or rock path beside a
small pond or body of water. The patterns and colors of the clothing are also associated with
nature. The bright colors such as white, purple, pink, and lime green are relatable to flowers or
animals found in nature. Flowers and foliage again are used on the clothing as either patterns or
lace. Compared to the previous campaign, this creative concept occurred in an outside
environment. Furthermore, the models, which are rather tall and thin, can be compared to that of
animals that call their natural environment their home.
Gender Representations and Dynamics
Primarily, women were used again in this campaign. They were depicted as either
standing alone or in a group of three to four women. The only man used was by himself. Both
males and females were white as no diversity was used. Clothing for the campaign appeared to be
more colorful and versatile. This included dresses, shirts, pants, skirts, and shorts, perhaps
identifying that the brand has more options for females who are seeking fashion with options that
are still clean and helpful to the environment. In the aforementioned section, the ads were rather
simplistic with again, no headline or mention of the Conscious Collection. The red H&M logo
was used, but not in all of the ads. The brand may have wanted to continue to associate the subbrand with its parent company to ensure that the consumers know they are buying quality
products from a well-respected and received line of fashion. For the majority, the entire bodies of
the models were shown instead of focusing on one specific body part. While there was more
activity and imagery being used in this campaign in comparison to older ones, the props were
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simple and did not take up ample space from the models. These props included a pink couch,
balloons – symbolizing a celebration of the combination of fast fashion and eco-fashion or a new
line – some additional flowers and a swing. Again, the models were still the focal point of the
advertisements attempting to show off the clothes in their entirety. Finally, the body portrayals of
the models denote strength and unity for change of the green movement. This is illustrated as they
posed in groups or through their body movement – strong stances, hands on the hips, and rather
serious faces.
Vanessa Paradis/Conscious Collection 2013
Figure 29. H&M Conscious Collection, 2013

H&M Conscious Collection, Nitrolicious.com, March 2013
Figure 30. H&M Conscious Collection, 2013

H&M Conscious Collection, Nitrolicious.com, March 2013
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Figure 31. H&M Conscious Collection, 2013

H&M Conscious Collection, Nitrolicious.com, March 2013
Figure 32. H&M Conscious Collection, 2013

H&M Conscious Collection, Nitrolicious.com, March 2013
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Figure 33. H&M Conscious Collection, 2013

H&M Conscious Collection, Nitrolicious.com, March 2013
Figure 34. H&M Conscious Collection, 2013

H&M Conscious Collection, Nitrolicious.com, March 2013
Figure 35. H&M Conscious Collection, 2013

H&M Conscious Collection, Designscene.net, February 2013
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Figure 36. H&M Conscious Collection, 2013

H&M Conscious Collection, Designscene.net, February 2013
Figure 37. H&M Conscious Collection, 2013

H&M Conscious Collection, Designscene.net, February 2013
Figure 38. H&M Conscious Collection, 2013

H&M Conscious Collection, Designscene.net, February 2013
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Figure 39. H&M Conscious Collection, 2013

H&M Conscious Collection, Designscene.net, February 2013

The fourth campaign – featuring actress Vanessa Paradis – was the first ever to use a
celebrity. While many celebrities and popular culture individuals have worn the Conscious
Collection to public events or expressed its appreciation and dedication to the green fashion line,
they never officially endorsed the product. She was the only model used in this campaign and was
never paired with another individual. As the earlier campaigns displayed, representations of
nature were the focal point of the ads and drive the story behind them.
Metaphors and Imagery of Nature
As one can see, flowers and plants dominated this collection. Immense amounts of
foliage and the colors of green, white, pink, and red were a crucial part. It is also evident that this
portrayal took place in the home with flowers growing up the walls and grass serving as the
ground of the home. Yet again, the clothing had patterns of nature and flowers. The immersion of
home and nature was certainly the foundation of this campaign. Both were extremely passionate,
vulnerable and dynamic environments that tie into one another.
Gender Representations and Dynamics
The only female used in this campaign is white. The use of a female celebrity
endorsement – who she herself is a mother – may be attractive to other celebrities or consumers
who use celebrities as a heuristic when choosing the most trendy or on-point fashion lines,
especially one that is implementing green initiatives. Nature and the home was the backdrop for
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this impression. This creative depiction may come from insights of the brand attempting to
associate choices that are made in the home or choices that are thought provoking and hold great
strength and value to them, such as buying sustainable clothing. Fashion is a part of culture and
life, just as the home is the center of someone’s world or daily activities and interactions. The
idea of a strong female figure and influencer – a mother who in this scenario doubles as a
celebrity – figuratively takes on the idea of “mother nature.” When examining the model, her
entire body was used although it was placed in different positions throughout the home
environment, either sitting on chairs or standing. The letter “C” was actually depicted on one of
the pieces of clothing, seen on Figure 32, establishing the idea of the Conscious Collection and its
efforts in the mind of the consumer. The different props used such as chairs or the fireplace may
be attempting to communicate different messages to the consumers.
H&M Kids “Conscious Collection” 2013
Figure 40. H&M Kids Conscious Collection, 2013

H&M Conscious Collection, Stylisheve.com, July 2013
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Figure 41. H&M Kids Conscious Collection, 2013

H&M Conscious Collection, Stylisheve.com, July 2013
Figure 42. H&M Kids Conscious Collection, 2013

H&M Conscious Collection, Stylisheve.com, July 2013
Figure 43. H&M Kids Conscious Collection, 2013

H&M Conscious Collection, Stylisheve.com, July 2013
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Figure 44. H&M Kids Conscious Collection, 2013

H&M Conscious Collection, Stylisheve.com, July 2013
Figure 45. H&M Kids Conscious Collection, 2013

H&M Conscious Collection, Stylisheve.com, July 2013
Figure 46. H&M Kids Conscious Collection, 2013

H&M Conscious Collection, Stylisheve.com, July 2013
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Figure 47. H&M Kids Conscious Collection, 2013

H&M Conscious Collection, Stylisheve.com, July 2013
Figure 48. H&M Kids Conscious Collection, 2013

H&M Conscious Collection, Stylisheve.com, July 2013
Figure 49. H&M Kids Conscious Collection, 2013

H&M Conscious Collection, Stylisheve.com, July 2013
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Figure 50. H&M Kids Conscious Collection, 2013

H&M Conscious Collection, Stylisheve.com, July 2013

The most recent campaign of the Conscious Collection targets children; however, it also
targets the parents – specifically mothers – who may be purchasing the clothing for their children.
A stark difference is apparent between this campaign and the previous impressions. The colors
were more vibrant; more models were used; ethnicity was varied; prices and text were used more
frequently; and gender representation was more equally distributed.
Metaphors and Imagery of Nature
While nature does not dominate the ads, the theme still plays a vital role through visual
depictions and representations. First, this campaign appeared to take place at a beach or outside in
a tropical environment. Animals were used such as various types of fish, butterflies, and
flamingos. Some of the ads even displayed a pool in the background, which can be associated
with aquatic life. Also, this campaign was extremely colorful implementing colors of blues,
pinks, whites, and greens, which are all, found in nature.
Gender Representations and Dynamics
The representation of males and females was more equally distributed throughout this
campaign. They were primarily placed in groups; however, some of the advertisements displayed
a young female or male standing alone. When placed in small groups of three, the boys were
together and the females were united. Lastly, many ethnicities and types of children were used
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more heavily. This may be the brand attempting to appeal and communicate with a multicultural
generation that is currently permeating the world, also known as millennials or Generation Y.
Simplicity was still the theme for this campaign. Prices were placed on the advertisements, but no
logos were used. The Conscious Collection was only used on one ad with the tagline: “More
sustainable fashion,” on Figure 40. The clothing had more prints and graphics, which appeals to
children and gives them more choices. The children themselves appeared to be happy, healthy
and strong. Simple yet fun props were used such as buckets, chairs, couches, and flippers. While
this may target a younger demographic, the brand is attempting to communicate to its consumers
that even children can be a part of the green fashion movement, and the options are affordable.
Children have the power and ability to become part of the strong advantage to create a more
sustainable environment. Mothers and fathers who opt to shop for more sustainable fashion now
have the ability to make the same green choices for their children and pass along the mindset of
shopping smart and seeking out brands that consider the environment in their entire production to
selling process.
Each of these campaigns used various messages, symbols, colors, and images to portray a
different idea about eco-fashion and the Conscious Collection; however all of these
aforementioned elements either expressed environmentally friendly messages or gender
representations and its relation to the brand. The following Chapter discusses these implications
and what this means for the Conscious Collection. In addition, these themes are applied to the
five campaigns across the entire collection, not each campaign separately. Therefore, a cohesive
brand has been created which has been telling a story of green fast fashion for women since 2011.
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Chapter 4
Discussion and Conclusion
H&M, as a major fashion brand, is an innovator in the environmentally friendly sector of
fashion due to its efforts to produce more sustainable fashion and support those who actually
make the clothing, which is expressed in its marketing and advertising campaign efforts for the
Conscious Collection by continually using environmentally friendly metaphors of nature
appealing to women. Specifically, the brand has been able to support the power of and. To
illustrate, not only does this brand dominate the fast fashion niche, but it is also environmentally
friendly, affordable, available, and has options for all ages and both genders. It has set the stage
for other mass retailers to make a concerted effort to focus on the environment and the impact
that its products or services may have on it. The Conscious Collection is the first major fast
fashion label that has specifically created a sub-brand of sustainable fashion and truly brought to
light the essence of its intentions by symbolizing images of nature in its five campaigns, all
pertaining to women. Research that has been conducted specifically relating to fast fashion and
H&M proves that the “direct benefit to the consumer in comparison with environmental
consciousness helps consumers’ participation in programs…fast fashion brands can establish an
intimate relationship with the customer contributing to the sustainable growth of a brand” (Jang et
al., 69). The Conscious Collection has done this by making its business practices transparent as
well as opening its green foundation to consumers. Although many brands currently may have
green brands or practices, no brands with such strong market share power – as noted by
Interbrand – has successfully created a sub-brand niche in consumers’ minds by directly speaking
to them through its nature-themed and metaphorically charged advertisements. It is very powerful
and truly started a conversation not only in the fast fashion industry, but also within the ecofashion advertising industry and made consumers question, “What is the Conscious Collection
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really trying to say to us as consumers?” And, it has ignited a shift in people asking and
wondering if maybe fashion can be both environmentally friendly and trendy at the same time.
Advertising has had a huge role in the Conscious Collection’s success and it has ultimately
affected the culture that we live in as individuals and consumers. H&M is an innovator because it
has successfully launched a sub-brand, and its message and success is largely due in part to its
advertising efforts.
Generally, consumers see boutique stores or unique lines that are eco-friendly and were
started specifically for that reason; however, H&M has made an internal change already having
an established brand and realized the impact its production and selling efforts have made on the
environment. Additionally, the brand noticed the types of desires and needs that its target
consumers were demanding. In order to highlight this change and let its consumers know that its
business model had changed, it created advertising messages through the Conscious Collection
campaigns as shown in print advertisements. A conversation has been started about green fashion,
and the Conscious Collection has been a trailblazer in the affordable and equally fashionable line
of clothing. The Conscious Collection has one of the best eco-initiatives in the fast fashion sector
and continues to send messages to consumers about its efforts and desires to make the
environment a cleaner place. Marketing, green marketing, and eco-fashion marketing each has
played a vital role in the strategy of creating the Conscious Collection’s print advertisements.
Instead of simply producing ads to show and sell its products, the Conscious Collection has
created a brand personality due in part to its positioning. This section breaks down the various
forms of marketing and how these tactics were used through the Conscious Collection’s themes
of environmentally friendly messages and gender representation. In addition, the implications of
the use of these symbols, messages, visuals, and colors are discussed.
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Marketing Communications
The Conscious Collection’s advertising campaigns are certainly telling a story for the
eco-conscious consumer. In order to connect to purchasers through a narrative, a strategy is
rooted in its marketing communication objectives and overall strategy. Also called a brand
narrative, a product’s or service’s ability to tell a concise and unique story that connects with a
specific target demographic is what allows brand equity to develop overtime. “A brand narrative
encourages the consumer to engage with the story arc of the brand both cognitively and
affectively” (Dahlé, Lange, and Smith 2010, 13). More importantly, the emotional connections
and relationship that consumers hold with particular brands are due largely in part to a brand’s
positioning or conceptual space that it holds in the consumer’s mind. In this case, the Conscious
Collection has become the eco-friendly fast fashion brand that not only sells green garments, but
also at an affordable price. Dahlé et al. (2010) state, “Marketing communications is concerned
with engagement; the planned, integrated and controlled interactive dialogues with key target
audiences to help achieve mutually beneficial objectives” (3). Consumers who are connected with
a brand will enter a relationship where “symbolic meaning” will be formed and a specific image
will be created for the brand (Dahlé et al., 2010, 3). Instead of perceiving marketing as a one-way
communication model, brands now understand and realize the important of equal and
participatory demographics that know that meaningful benefits will be accessible intangibly. In
the case of the Conscious Collection, the brand has realized the need to both help sustain a
cleaner and safer environment through its production and selling processes while simultaneously
listening and connecting to consumers who desire green yet fashionable clothes. Moreover, the
brand has successfully created a consistent and unique campaign that has leveraged itself in the
saturated category of fashion and green marketing. The authors (2010) also discuss the
importance of a brand relating directly to a consumer’s self-concept: “Narrative-driven marketing
communications triggers memory by personalizing company products; consumer feel that these
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products are integral to the expression of their individuality, their lifestyle, their notion to self”
(13). How exactly the Conscious Collection has successfully helped consumers self-discover and
in turn express their desire for green fashion has been the brand’s ability to understand that
consumers want to know the origins of products. Also referred to as zeitgeist, Dahlé, Lange, and
Smith (2010) have written about consumer’s desire to know how the product is made, where it
comes from, and how the brand can be used physically as well as symbolically (14). Through the
uses of semiotics, the Conscious Collection has explicitly and metaphorically communicated its
practice of smart fashion. Through its use of imagery of nature and colors, the settings in which
the advertisements take place each uniquely tell a different story pertaining to nature. Or in other
words, each campaign depicts a different setting in nature that highlights some of the brand’s
social do-good efforts. Instead of telling consumers how to act or think about a certain product or
service and therefore sell the product to them, brands have now created communities where
discussion and content is shared. Additionally, due to the relevance and convenience of
technology, brands understand now that they have a platform to share its content and generate
consumer responses and reactions immediately. In this scenario, the Conscious Collection’s
campaigns have been reproduced online and shared through various fashion and green blogs
where consumers have debated its message. “The purpose of marketing communications is to
develop a continuing dialogue with target audiences to build brand equity – brand associations
(awareness and image) brand dominance and brand prospects” (Dahlé et al., 2010, 25). The
Conscious Collection has chosen to competitively position itself as the fast fashion brand that is
environmentally friendly. “The triad of competitive positioning” diagram from Dahlé, Lange, and
Smith (2010, 129) explicitly describes how the company, customer, and competitor are all
assessed before a brand makes its mark:
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Figure 51. The Triad of Competitive Positioning

Customer Assessment:
Customer characteristics and
needs profile

Company Assessment:
Brand equity, history and
reputation in segment and/or
category need

Competitor Assessment:
Positioning of Competition
value propositions and
reputations in segment and/or
category need

(Dahlé et al., 2010, 129)

The success of the Conscious Collection campaign relies heavily on positioning itself as
the first brand in the fast fashion market to have a sub-brand of eco-friendly fashion that stands
apart from the other clothing and accessories that are sold in stores. Marketers and brands know
that consumers are bombarded with messages, especially those pertaining to green marketing.
Therefore, the Conscious Collection has been able to leverage its eco-fashion offerings against
some of its biggest competitors.
Overall, the Conscious Collection’s brand communication purposes has successfully told
a story to environmentally friendly individuals who not only appreciate chic yet affordable
fashion, but also appreciate how the products are made and where they come from with regard to
the impact on the world. The brand has implicitly symbolic meanings that build the fundamentals
of the brand essence, which are described more thoroughly through two different themes as
previously analyzed: green and eco-fashion marketing and gender representation.
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Green Marketing and Environmentally Friendly Messages
Environmentally friendly and fashionable fashion appears to be a combination that
cannot be attained. While some brands have created sustainable clothing, consumers have
claimed that they are unattractive or simply just “functional clothing.” On the other hand, when
consumers seek out the most attractive and trendy pieces, the articles are not always made from
the safest and most ethical practices. However, the Conscious Collection has successfully
combined both elements of sustainability and fashion into one line. To be able to communicate
this message, the brand has strategically relayed this message through its green marketing tactics
through its print advertisements. Due to the fact that the eco-fashion sector is a fairly new and
developing market, the Conscious Collection has had to find its green position. The Conscious
Collection has become one of the first brands to advertise eco-fashion to a mass market.
“Research shows that the first entrant in a category usually outrivals the later entrants and is a
pioneer in a new or emerging market sector” (Dahlé et al., 2010, 143). This means that the
Conscious Collection has started the conversation about sustainable fashion. However, the
brand’s efforts to be more responsible and market its green clothing products are deeply rooted in
the concerns and values of the consumers.
Authors Pringle and Thompson (1999) discuss the notion that brands are tapping into
consumers’ deepest needs to create an emotional connection such as the Conscious Collection has
through its messaging and images.
The implications of the apparent realization of Maslow’s theory of the Hierarchy of
Needs is that marketers now have a new arena of human preoccupation to consider when
developing their brand propositions to the consumer. It must be possible for brands,
which have always had a powerfully anthropomorphic aspect, to incorporate in their
‘human’ personification the growing consumer need for ‘self-realization’.
(Pringle & Thompson 29)
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This means that instead of consumers solely worrying about their basic physiological needs, they
are moving towards the top of the pyramid seeking to develop their self. Furthermore, “Social and
sustainability audits are becoming part of the corporate reporting landscape” (Pringle &
Thompson xxii). The Conscious Collection has promised to release annual Conscious Actions
Highlights, which was started in 2012.
Maslow’s Hierarchy of Needs starts with basic physiological needs such as hunger and
thirst; safety needs (security, protection); social needs (sense of belonging, love); esteem needs
(self-esteem, recognition, status); and finally self-actualization (self-development and
realization). The Conscious Collection embodies all of the aforementioned information that
consumers are seeking, which the brand is explicitly providing. First, the Conscious Collection
has released an annual highlight report that describes its green accomplishments for the year as
well as goals for the upcoming fiscal year. Furthermore, there is transparency of how its clothing
products are made, which is communicated through its images and information on its
corporate website. What are even more powerful though are the green messages that Conscious
Collection provides through each of its five campaigns.
One collective type of way green brands relay its messages of eco-friendly products and
services is through the use of their colors, images, text, and overall message. Of the Conscious
Collection advertisements, the color green, white, and blue were used predominantly as well as
images such as plants, animals, and natural settings such as the jungle or the sky and atmosphere.
The use of nature places the process of purchasing green clothes as “natural” in a consumer’s
mind. In other words, consumers will not feel as though they are making an odd or strange
change just to purchase smarter clothing. One author – Grant (2007) – argues that marketers have
the responsibility to make green products and services seem normal and second nature to society.
This perception is created through advertising efforts. In order to make this simple, Grant (2007)
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created “Green Marketing’s Five I’s” that help advertisers develop a message that works for
them. Here is a table reproduced with the strategies:
Table 2. Green Marketing's Five I's

Type of Strategy

Description

Intuitive – Making Better Alternatives

Make green stuff seem normal; Provide

Accessible and Easy to Grasp

examples and simple steps

Integrative – Combining Commerce,

Combine economic development with social

Technology, Social Effects and Ecology

and environmental development

Innovative – Creating New Products and New

E-commerce will become “g-commerce” or

Lifestyles

referred to as green online shopping

Inviting – A Positive Choice Not a Hair Shirt

Make products efficient, fun, durable, healthy
and affordable

Informed – Lack of Knowledge is What Most

Focus on education and participation; Focus on

Distorts People’s Behaviour

creating a green culture and society
(Grant, 2007, 51)

The Conscious Collection has used each of these green marketing tactics, which have
been represented in its “Conscious Actions Highlights, 2012” report as reproduced in Table 1 and
available in Appendix A. The immersion of both of these tables has been successfully symbolized
through the images of the print advertisements. First, intuitive relates directly to “providing
fashion for conscious customers.” Making better alternatives that are of high quality and
considered fashionable is one of the Conscious Collection’s missions. As represented in the
campaigns, the clothing that is represented in each of the campaigns is the forefront of the ads.
And, the cotton used and represented in the ads is part of the reason they are the number one user
of organic cotton in the world. “It is reported that 80 percent of all garbage generated in the
United States is buried in landfills, and approximately 5 percent of waste materials (more than 8

63
billion pounds annually) is contributed by postconsumer textiles” (Solomon & Rabolt, 2004,
481). In addition, each of the campaign tells a different story about the environment yet one can
see the progression of fashionable pieces over the past five years. Next, integrative is associated
with “choose and reward responsible partners.” Combining technology with ecology and
commerce is part of the brand’s goal to setting high standards not only for themselves, but also
with its partners, suppliers, and consumers. This is illustrated through the ads due to the sheer fact
that the Conscious Collection continues to challenge itself and re-invent its products for each of
the campaigns. As mentioned earlier, each of the campaigns is a different story compared to the
previous one through the use of visuals. However, these visuals are different. For example, the
Vanessa Paradis Collection is a very different story compared to that of the Kids Collection. This
progression shows the brands desire to challenge and continually use its resources to provide
great pieces for its green consumers. “When it comes to environmental performance, it is not
enough for a company to simply assert a strong commitment to environmental cleanup and
preservation. The company must be publicly accountable and viewed as continuously improving
its environmental performance” (Ottman 191).
Thirdly, inviting ties in with the Conscious Collection’s goal to “be ethical.” Practicing
ethical behaviors is open to and encouraged for all consumers, colleagues, and business partners.
According to the brand, 74% of all managers are women. In the campaigns, we see the
proliferation of women used to attract them to purchase the clothes or simply become involved
with the brand and its message. The Conscious Collection is attempting to connect with and
attract women to its line of clothing. Moving on, innovative encapsulates three of the brands
missions: “be climate smart; reduce, reuse, recycle; and use natural resources responsibly.”
Innovative is concerned with creating new lifestyles and cultures – exactly what the brand is
attempting to do with having its customers buy the products. For example, the Conscious
Collection desires to use renewable resources such as solar panels to generate more than 784,200
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kwh of solar energy. This idea is communicated through the first campaign as well as the Kids
Collection due to the use of bright colors and the sun. In addition, the brand has partnered with
World Wildlife Fund (WWF) to promote water stewardship. Again, this ideal is communicated
through the use of the symbols of water in the Jungle Theme Collection as well as the aquatic life
for the Kids Collection. The brand also allows customers to return old clothes in H&M stores
globally that will be used for recycling – not put to waste. “Leveraging this opportunity by
educating retailers on environmental issues, by helping them set-up in-store recycling and wastereduction programs, and by developing green consumer education and promotional programs”
(Ottman 158).
Finally, the brand also desires to be innovative by banning the release of hazardous
chemicals into the air. As represented again in the first collection, the clear atmosphere and blue
sky is a symbol of this ideal. Finally, the last “I” of Grant’s green marketing strategy is that of
informed. To put it simply, being informed is being educated and coming together as a
community to make a change. As mentioned in the Conscious Action Highlights for 2012,
approximately 7, 402 additional jobs were created; more than 430,000 individuals within the
Conscious Collection community have been empowered by green education; and 6 million people
– including garment workers – have been given better health conditions through factory changes
as well as training mechanisms. One can see this through the use of groups of models. Whether it
was women or children, they both symbolize the idea of coming together as a community to
create a greener society. The use of groups is used heavily in the H&M 2011-2012 Fall/Winter
Collection, the 2012 Spring/Summer Collection, and the 2013 Kids Collection.
Besides Grant, Ottman (1998) also supports the importance of positioning green products
and programs – as the H&M Conscious Collection does – as part of an overall corporate socially
responsibility effort of environmentalism excellence. To illustrate, she offers various strategies
that the Conscious Collection has successfully formed with the foundation of its new business
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practices: promote responsible consumption and use meaningful claims (133). In addition, thirdparty support such as WWF – helps communicate the brand’s efforts. “Third party support can
come in many forms: local regulators, environmental groups, private consulting organizations
that perform independent life cycle inventories, and non-governmental organizations and
government bodies that certify claims and award eco-seals of approval” (Ottman 138). The sheer
fact that the brand promises to release annual reports with its do-good efforts also has a level of
transparency and openness for “quelling consumer concern about the adverse environmental
impacts of a firm’s activities” (Ottman 192).
One of the major themes seen in these campaigns is the use of symbols and visual
representations of nature. Whether they are plants, flowers, patterns on the clothing, animals, or
the backdrops for the campaign – it is evident. “Many brands are trying to use cultural codes –
for instance, certain key words or visual images – to suggest their greenness without actually
saying it” (Grant 79). By placing natural objects such as these plants and animals into the
campaign, the consumers are recognizing the earth’s most precious objects, which are potentially
being destroyed. As Grant (2007) puts it, “Giving something a green image means claiming
virtue” (79). The Conscious Collection is attempting to tell consumers that the very things that
help them live are being destroyed. Therefore, the brand’s meaning is being made by the
consumers, which is prompted by the advertisements that are produced. Another note to make is
the Conscious Collection’s lack of headlines, copy, and buzzwords that are generally used on
advertisements. For example, seen on Figures 10-17, 18, and 20-23, the H&M red logo is used.
Additionally on Figure 9 and 39, copy is used. However, the rest of the ads do not have any text.
Usually, “green purchasing buzzwords that are used heavily in marketing include ethical,
informative, and cause-related” ideas (Ottman 33). Again, none of these are used in the
advertisements themselves. The Conscious Collection is attempting to blur lines the between ecofashion and trendy products by avoiding the use of the words in its ads. In addition, the brand is
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attempting to create a fashion-forward look by keeping the ads simple without cluttering the
image and the message that it is portraying. Instead, the brand relies on strong visuals and
imagery.
Besides examining the visuals and colors within the advertisements, it is also important to
examine the clothes themselves and how they are represented, as they are part of the
advertisement within the green marketing context. For example, when examining Figures 1
through 9, the clothes are white and evidently made out of the brand’s much talked about
recycled and organic cotton. Without explicitly mentioning the use of this material in its products,
the brand is again, sending the message of making this smarter choice as second nature. The
brand is sending the message that its clothes have been changed. As Ottman explains,
“Many green products on the market today represent small enhancements or “tweaks” to existing
ones” (87). For example, recycled products and materials may place original materials. In the
case of the Conscious Collection, this change was the first to be communicated to the market, as
this was the theme for the first-ever advertisement campaign for the sub-brand.
Retailers such as the Conscious Collection have the ability to educate consumers through
their green marketing efforts. The education comes through the use of visuals and images. As
Ottman (1998) puts it, “Retailers are another potential source of stakeholder support in educating
the general public. Besides being on the front line of consumer demand, retailers have their own
environmental issues to manage” (157). Furthermore, the importance of credibility comes into
play. The Conscious Collection through its use of symbolically charged green image and visuals
has successfully leveraged green marketing tactics to communicate environmentally friendly
messages to conscious consumers. The use of advertising has highlighted the brand’s benefits –
both to the environment and the consumer themselves through efforts that “target green
consumers in a cost-efficient way; it provides third-party credibility; and it reduces the potential
for backlash for what might appear to be a self-congratulatory message” (Ottman 124). In
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addition to green marketing, the brand has used eco-fashion marketing to express messages of
trendy and sustainable clothing.
The fast fashion market has become more competitive than ever. According to Jang, Ko,
Chun, and Lee (2012), since 2010 fast fashion brands have become the fastest-growing category
in the global fashion market (62). Even more, the green fashion trend has started to take its shape.
Today, consumers have countless options when purchasing clothing and accessories. However,
because of a completely saturated fashion market, brands have adjusted their methods in which
they produce and sell their clothing. The Conscious Collection has successfully marketed its
sustainable clothing to consumers and broken through the clutter by becoming a unique fast
fashion sub-brand of a retail giant that incorporates smart methods into its business foundation.
As Hines and Bruce (2001) put it, “Many retail brands are seeking to enhance their reputations by
espousing good causes” (84). The Conscious Collection has leveraged its environmentally good
messages through the symbolically charged images in order for consumers to associate its fashion
with green practices.
In addition, the brand has created a stronger connection with consumers due to its tailored
marketing message of environmentally friendly clothing for women. Women have voiced their
opinions of the need for fashionable and sustainable clothing, which ultimately has affected the
Conscious Collection’s business foundation. “The modern supply chain concept begins and ends
with the customer. Contemporary views draw on a wider literature base. The chain is viewed
from a marketing perspective as being demand driven by customers” (Hines & Bruce 28). Also,
the Conscious Collection understands the “two management skills in particular marked-out
winners in today’s fashion retail marketplace: managing product cost and speed to market…speed
and flexibility are required to satisfy customers who expect increasingly good value and more
fashion content” (Hines & Bruce 30). In other words, the brand produces fast fashion – items that
are inspired by high-end retailers – that consumers actually want to buy. These clothing pieces are
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represented in each of the advertising campaigns while maintaining the product costs. For
example, Figures 41, 42, 44, 46, 47, and 48 show the prices of the clothing, which are all
affordable for the trend-seeking consumers on a budget.
Furthermore, the H&M brand has adjusted its production and use of textiles such as
reducing the use of harmful dyes and synthetic fabrics. However, this poses a problem for the
average fashion consumer. “Some apparel manufacturers are giving up on this concept, as
consumers do not want to sacrifice vibrant colors and styles that can be achieved in more
conventional apparel products” (Solomon & Rabolt, 2004, 101). The Conscious Collection has
justified this and proved this notion wrong by producing bright, eclectic, and fashionable items of
clothing. Beard (2008) also asserts, “niche eco-fashion firms need to inject a greater stylishness
into their collections in order to meet their customers’ needs, not only casual wear… but also
formal work wear, or perhaps a slinky cocktail dress for a Saturday night” (464). Each of the
distinct five collections shows a progression in the type of styles and trends that the brand is
producing.
When it comes to speaking to its consumers about its green fashion and social
responsibility efforts, the Conscious Collection practices transparency and clarity. As mentioned
earlier, the Conscious Collection produces an annual “Conscious Actions Highlights” guide
where its goals and mission for the current and following year are laid out for the consumer. This
adds an extra element to the campaign that justifies why it is creating the sustainable pieces that it
does. Beard (2008) says, “The need for clarity and social responsibility is less a short-lived fad,
than an economic reality” (463). The information that the brand provides through its marketing
efforts supports its mission of being an ethical fashion brand.
All fashion brands need to remember however is the need for clarity and transparency in
all areas of their business. This is especially important in terms of their marketing and
branding initiatives, as this is the main interface a firm has between itself and its
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customers, which can take the form of shops, websites, advertising, and public relations.
(Beard 464)
The Conscious Collection message is simple, exiting, engaging, and tangible for its green
consumers. The fact that the print campaigns do not use any green or environmental jargon to
promote its clothing within any of the advertising campaigns – except Figures 9 and 39 – supports
a subtler message of green shopping. The symbols, images, pictures, colors, and messages within
each of the print campaigns has created a strong association between green fashion and the
Conscious Collection.
Gender Representation Messages
When brands decide to create, produce, and measure a campaign, the question of target
segmentation and gender come into play. Deciding who should be targeted – men or women –
and the types of messages and images that want to be shown take a great deal of research and
insight to properly identify and execute. In this case, the Conscious Collection is directed at
women due to its use of female models, clothing articles, and other cultural symbols. In recent
green marketing research, “buyers of green products and empirical evidence suggests that the
consumers most receptive to environmentally oriented marketing appeals are educated women,
30-44 with $30,000 plus household incomes” (Ottman 19). The Conscious Collection has
strategically found the intersection of smart shopping and sustainable fashion that appeal to the
female demographic. Abel, deBruin, and Nowak (2010) are the authors of Women, Advertising
and Representation: Beyond Familiar Paradigms which focuses on cultural and media studies
pertaining to women’s roles and representations in advertising. In the text, the authors argue that
mass media serves as a tool for gender socialization and for “teaching and influencing the
attitudes, behaviors, worldviews, values, and self- image” of women, especially young adults
(11). Additionally, cultural studies and societal and gender implications are portrayed throughout
advertisements which “problematizes the portrayal of women within the context of ideology,
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hegemony, power, patriarchy, and class structures” (Abel et al. 3). One very common theme seen
in these campaigns is the overwhelming use and focus on female representation. When examining
the advertisements, it is apparent that the majority of models were females while males were
rarely seen. When males were used, they were generally represented alone. Specifically, males
were only used in Figures 4, 5, and 28. Young boys were used in Figures 39, 41, 42, 45, 46, 47,
and 49; however, they were grouped with other females and were never represented alone.
Women are generally known as the purchasers within the home or are more likely to make better
choices that concern the environment, which may directly relate to these young boys used in the
Kids Collection. Also known as autocratic decisions, men and women have been shown to make
decisions that are particular to one gender. For women, they are known to choose the clothing and
decoration pieces for the home (Solomon & Rabolt, 2004, 376). Furthermore, there are sex-role
stereotypes present within the home. “Couples who believe in traditional sex-role stereotypes
tend to make individual decisions for sex-typed products – those considered to be masculine or
feminine (Solomon & Rabolt, 2004, 376). The authors specifically state, “Many products are sex
typed; they take on masculine or feminine attributes, and consumers often associate them with
one sex or another…The sex typing of products is often created or perpetuated by
marketers…Even brand names appear to be sex-typed (153). In the past, men were regarded as
part of a patriarchal society and structure making most of the executive decisions within the
home. However, women now have more opportunities to learn, educate themselves, and become
part of the community.
Social changes, such as the dramatic increase in the proportion of women working
outside of the home, and of course, the feminist movement, have led to an upheaval in the
way women are regarded by men, the way they regard themselves, and the products they
choose to buy. Modern women now play a greater role in decisions regarding
traditionally male purchases. (Solomon & Rabolt, 2004, 154)
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Again, this supports the notion of women making the buying decision for their children, which is
why the Conscious Collection is attempting to speak with mothers through its advertising
campaigns. “Many women have come to value greater independence and respond positively to
marketing campaigns that stress the freedom to make their own lifestyle decisions” (Solomon &
Rabolt, 2004, 155).
Smith (2010) also recognizes green marketers messages to women and how they
influence these females to make product decisions. Feminine roles are labeled as being mothers
or nurturers, who are known to have closer connections to the “natural, nonhuman world” (66).
Part of fulfilling this role as a caretaker is spearheading the shopping duties within the home.
Through her research, Smith (2010) asserts that green media messages that target females are
often crafted after the desire of men and masculine roles. However, the author questions the truth
behind a woman’s purchasing decision. When it comes to green purchasing, women can instantly
become part of the “green prestige cycle” (79). This cycle first starts with the media messages,
and then the women adopt the quick-fix solutions to environmental issues. Overall, this then
crafts an “environmentalist female identity” (79). As seen in the Conscious Collection campaigns,
images of prestigious, feminine women are displayed as they are dressed in fashionable clothing.
Furthermore, the researcher discusses the idea that women use advertising messages and
images as a way to guide their behavior and daily interactions. Interestingly enough, men have
been known to make executive decisions in marketing and advertising realms that govern a
woman’s actions and behaviors after viewing these advertisements. Therefore, “feminist scholars
argue that advertising is part of a system that consolidates gender inequality by being ‘the most
visible and most constant evidence of social and sexist mythologies [and] the clearest evidence of
patriarchal ideology’” (Abel et al. 12). While the representation of women in advertising through
images and text has been known to cause controversy due to stereotyping, heightened messages
of violence or rape, or objectifying women’s bodies, the Conscious Collection prefers to use
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women but in a more modest and eco-fashion light. One may argue that the models used are
extremely thin or represent an image of an “unattainable woman”; however, these campaigns
attempt to appeal to women by portraying a message of eco-fashion – not sex – that is affordable.
In addition, by using images of fashion-forward women, this helps appeal to the passionate fast
fashion consumers who desire high quality and trendy clothing. When consumers interact with
the Conscious Collection advertisements, they will have the ability to view themselves in the role
of supporting a do-good brand. “As advertisers project images, the more likely it becomes that
readers will see themselves in the advertisements, ‘creating a feedback loop in which readers
strive to produce a self-concept (identity) that confirms the images’” (Abel et al. 16).
The Conscious Collection is attempting to start a conversation with fashion-loving
women who are simultaneously concerned with how its products are made or how its profits will
be used to benefit non-profits or those who are affected by the brand. When women see
representations of themselves depicted through the five campaigns, they are motivated to find
themselves in this same scenario – being trendy while giving back to the environment. In fact,
these women can even make green choices for their children by purchasing items from the Kids
Collection. Abel et al. (2010) describe a brand’s main goal when producing a campaign that is
directed towards women: “Advertisers hope their message will be decoded accurately and
positively by the target market. Put simply, ‘an advertiser’s aim is to capture our attention and
favourably dispose us to a product or service’” (15).
Why exactly are women more susceptible to green marketing, especially for that of
sustainable fashion? According to Ottman, besides being “motivated by a desire to keep their
loved ones free from harm and to make sure their children’s future is secure” they also play a
vital role in their communities. This may take the form of local clubs, organizations, and
environments. “Their buying power and their potential to influence their peers make them a
highly desirable marketing target” (19). Because of these strong trends and research findings,
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women are in the forefront in the green marketing and fashion purchasing movement who should
not be overlooked. Ottman continues, “They do most of the shopping and although it sounds
sexist, they may naturally exhibit a maternal consideration for the health and welfare of the next
generation” (20). The author’s conclusion is supported by additional research that “shows that
women place a higher importance on environmental and social purchasing criteria than men. This
may reflect differences in feelings of vulnerability and control between the sexes, leading men to
feel relatively less threatened by environmental ills” (20).
When one looks at the entire fashion marketing and shopping in general, women are
continuing to change the ways in which they consume and purchase clothing. This is largely due
in part to the influence that advertising messages as well as social movements have had on them.
“Feminism forced marketers to develop convenient products and to portray women with a new
respect” (Ottman 46). Environmentalism is strongly supported by females and brands have
realized these insights, such as the Conscious Collection. A metaphor that is sparked this shift in
mindset is “mother nature.”
The most fertile source of inspiration for companies in search of innovative methods to
meet consumers’ needs in environmentally sound ways is “mother nature” herself. For
centuries, product and package designs have been inspired by her ingenious designs and
technologies. (Ottman 101)
When it comes to fast fashion – the category of clothing that the Conscious Collection falls within
– women are excited to be able to obtain trendy pieces that they may not be able to afford
otherwise. “The ‘trickle-across’ theory of fashion leadership states that a fashion style can be
become adopted by all classes almost instantaneously due to our rapid communications”
(Solomon & Rabolt, 2004, 233). The relation to this theory and the Conscious Collection is
explicitly represented in the types of clothing represented in the campaigns. For example, when
comparing Figures 10 through 17 or the H&M Fall/Winter Conscious Collection for 2011-2012,
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which includes neutral colors with strong patterns to that of the 2012 Spring/Summer campaign,
which includes bright colors and feminine and delicate fabrics, one can see a stark difference in
the types of clothing pieces being offered. However, the time in which these campaigns were
rolled out is very narrow as they were released in the same year – 2012. This proves that the
Conscious Collection is an inventive line of fast fashion for women; however, it produces these
trendy pieces quickly by respecting its suppliers and the overall production process.
Clothing acts as a powerful form of communication for women. In other words,
“Clothing serves as a nonverbal form of communication that becomes the basis of judgments
about people…clothing can convey a multitude of meanings” (Solomon & Rabolt, 2004, 293).
The Conscious Collection does this by combining sustainability, affordability, and fashionability
for women. The use of various textures, prints, colors, designs, and representations of the clothing
pieces for the campaigns may mean different things for different women; however, it still
connects with them on the emotional level when it comes to being environmentally responsible.
Solomon and Rabolt (2004) state, “Our clothing and accessories communicate personal and social
variables, such as gender, age, occupation, marital status, economic status, economic status, selfesteem, attitudes, and values” (293). When examining femininity, this pertains to delicate
materials, skirts, and dresses which the Conscious Collection uses.
As this research is a semiotic study and “provides and elaborates analytical vocabulary
and a set of tools for taking the image apart and tracing how it works” various feminine visual
representations and visuals were examined. In other words, visual images “function as signs…
the high heeled shoes, for example, might represent femininity” (Moisander & Valtonen 87). For
example, we see dresses and skirts in each of the campaigns – even for the young girls in the Kids
Collection. In addition, we see the use of the high-heel in the four campaigns even though
Conscious Collection is not exclusively selling that shoe. Each of these feminine symbols speaks
to women.
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It is also important to note the formation or grouping of women in some of the
campaigns. If one examines Figures 3, 10 through 17, 18, 21, 22, 40, 43, and 44, it is evident that
they have one thing in common: women or girls are placed in groups. This representation of a
group of women symbolizes the identity of community and support to make a difference. In this
scenario, the Conscious Collection is speaking to women to influence them to make a
commitment and support one another to create a greener world – even through fashion.
Marketing, and so now almost all mass media, offers pre-packaged identities as
consumable products, but it does more than this in the process: it tribalizes. Constructing
group identities allows mass marketing to negotiate the tension inherent in presenting a
message that purports to be about each individual consumer to mass anonymous
audiences. (Hetsroni, 2012, 15)
The Conscious Collection is creating a group identity for women who love fashion yet are
concerned with its impact.
When it comes to recycling, an apparel study conducted by Solomon and Rabolt (2004)
found that women are more likely to choose smart disposable and recycling options (457). “We
choose some products because we perceive them to be consistent with our actual self, while we
use other to help us reach the standard set by the ideal self” (Solomon & Rabolt, 2004, 144). One
of the Conscious Collection’s missions is to reduce, reuse, and recycle. Within the first campaign,
or Figures 1 through 9, the brand features its line of recycled cotton. This first campaign appealed
to women as it highlighted its mission of using organic and recycled cotton to produce its
clothing.
In addition to discussing female’s relation and appreciation for recycled clothing, it is
also important to discuss the visual representation of a female celebrity. In the third Conscious
Collection, Figures 29 through 38, actress and model Vanessa Paradis is used as the sole model
for the print advertisements. “Celebrities are constantly on the public’s fascination. They
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command attention, generate interest, and render meanings to the otherwise undistinguishable
brands in a crowded marketplace” (Hetsroni, 2012,165). While consumers tune out advertising,
they tune into celebrities, even if they are featured in an advertisement.
Celebrities are believed to exert special influence on the public via advertising due to
their distinctive qualities compared to average persons or anonymous models. Since their
images are created in a public stage and their meanings are derived from the culture,
celebrities are often viewed as symbols of culture. (Hetsroni, 2012,166)
Not only are celebrity endorsements used to leverage a product and increase positive perception
in a consumer’s mind, the fact that the Conscious Collection used a strong female who is also a
mother in real-life, also brings the idea of “mother nature” to the forefront of consumer’s minds.
“The use of celebrity as a promotional tool is highly relevant, yet also potentially encumbered,
within the eco-fashion context. The use of a famous named celebrity has the advantage that it is
easier for consumers to identify with a personality affiliated to a particular lifestyle” (Beard 461).
Paradis is known for her environmentally friendly actions and message within the fashion society.
Through the visual representation of Paradis, the Conscious Collection not only connects with the
fashion-savvy, but also mothers who care about their impact on the environment.
Another important part of this semiotic study is the analysis of colors and how they relate
to women. A brand uses specific colors in the execution of its print advertisements for a specific
reason. “Colors may influence our emotions more directly. Evidence suggests that some colors
(particularly red) create feelings of arousal, while cool colors (such as blue) are more relaxing,”
(Solomon & Rabolt, 2004, 294). Figures 1 through 9 are set against a bright blue background
creating sense of ease and calmness as one would desire for the environment. “Products presented
against a backdrop of blue in advertisements are better liked than when a red background is used”
(Solomon & Rabolt, 2004, 294). When examining Figures 10 through 17, the colors used
primarily are neutral such as tans, browns, and blacks. However, bright red flowers pop within

77
the ad, grabbing a female’s attention. The final three collections primarily use green – directly
relating to that of the natural environment such as trees and foliage – as well as bright colors.
“Colors such as green, yellow, cyan, and orange are considered the best hues to capture
attention…” (Solomon & Rabolt, 2004, 294). According to research with advertisements,
“Women are drawn to brighter tones and are more sensitive to subtle shadings and patterns”
(Solomon & Rabolt, 2004, 295). The Conscious Collection is aware of the colors that it uses
within its campaigns and intended to send certain messages about the environment through its
use.
Overall, through the use of feminine messages, the Conscious Collection has successfully
created a relationship with women who desire trendy, affordable, and sustainable fashion. From
the feminine clothing, the use of a female celebrity, and colors, the brand has been able to tap into
the eco-fashion marketing trends that relate directly to women. Now more than ever, women are
empowered to make educated and personal fashion choices that have a strong impact on the
environment. The Conscious Collection has started a conversation with women about eco-fashion
through its print advertisement campaigns.
Conclusion and Further Research Opportunities
Visual representations within print advertisements help a brand tell its story and
communicate a message to consumers. Through the use of environmentally friendly symbols and
messages targeted to females, the Conscious Collection has successfully associated its trendy fast
fashion pieces with sustainability and affordability. The green fashion market is developing
quickly as brands, suppliers, designers, and consumers are realizing the impact that fashion has
on the environment. Marketers are tasked with the mission of communicating these eco-fashion
missions and products to consumers.
Since the Conscious Collection’s inception in 2011, the sub-brand has created five
distinct collections that show its variety of clothing pieces. More importantly, the message of the
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importance of the environment was incorporated throughout through the use of backdrops, colors,
plants, and animals. Women were also targeted through the use of feminine symbols, the clothing
itself, colors, and the use of a female celebrity who has championed the brand’s green efforts.
While some critique the brand’s true intentions of creating and advertising a sub-brand that solely
focuses on green clothing, the Conscious Collection has started a conversation with women about
smart clothing within the fashion industry, which will ultimately inspires other brands and
consumers to question its role in establishing a greener environment. The brand has positioned
itself as a fast fashion clothing line for women that balance trendy pieces with an even greener
foundation. The positioning has been supported by the use of its visual representations and
symbols.
For further research, it would be illuminating to also take the perspective of the consumer
and discover what they are saying about the Conscious Collection in greater detail. This could
take the form of analyzing consumer-generated blogs, social media platforms as well as
conversations that are held in the everyday life pertaining to fashion. On the other hand, it would
also be intriguing to examine the entire Conscious Collection experience beyond that of just its
print advertisements. “Marketers try to construct brand identity and to create ‘complete buyer
experience’ through purposefully designed servicescapes” (Moisander & Valtonen 91). For
example, any broadcast advertisement or even the store experience could be analyzed. Moisander
and Valtonen (2006) continue, “…visuals, such as advertising images and retail store layouts, as
texts or symbolic systems, which draw on specific cultural discourses and systems of
representation…provide people with a frame of interpretation for both making and reading the
images and visibilities” (86). Observing individuals in an ethnographic study within the H&M
store – interacting with the Conscious Collection products – may also provided additional insight
into what types of messages the brand is sending to consumers as well as what the consumers are
taking from the brand as they shop.
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For many fashion brands the shop is perhaps the most powerful marketing tool of
all…the brand itself has complete control over the environment in which their product is
sold, enabling the customer to become fully engaged in the brands ethos and product
range. (Beard 461)
Eco-fashion and advertising messages through visual representations are powerful tools when
communicating with consumers. “Marketers who take the time now to court the deepest-green
consumers with truly innovative solutions to environmental concerns will be the ones who reap
the biggest future opportunities” (Ottman 207). By becoming one of the first fashion brands to
create a sub-brand dedicated green clothing, the Conscious Collection has gained conceptual
space in the mind of the green consumer. When interacting or absorbing environmental and
gender-specific messages, Conscious Collection consumers feel as though the message is simple
and non-invasive. These advertisements and their visual representations target women who desire
green, trendy fashion in a saturated market of endless clothing, accessories, and opportunities to
buy. Now that women have the choice to purchase green fashion, they will be more likely to do
so due to the Conscious Collection’s strong, cohesive, and successful messaging of eco-fashion.
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Appendix A
H&M Conscious Actions Highlights, 2012
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