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CLOSING THE LOOP      
 
 
DAY 3  TEXTILE DAY      
MASTERCLASS:  CREATING  CONSUMER AWARENESS  
 
 
PROBLEM INVESTIGATION 
 
Why is the consumer awareness about Sustainability, Recycling and Social Responsible Production 
not tipping over into a large scale adoption of environmental conscious behavior? 
 
Motivaction has studied consumer behavior for over 30 years and came to some conclusions that 
are not very well shared by the leaders of the sustainability movements. As long as these 
conclusions are not taken seriously the sustainability movement will stay very successful in its own 
niche, but will never manage to break through towards larger consumer markets. 
 
We all know that people are different, and that these differences can be explained from different 
perspectives. A key factor in reaching different consumer segments is the thorough knowledge 
about the different drivers that motivate towards a certain behavior. 
 
The group of people that is in favor of sustainability has many features in common. These people 
score relatively high on idealism, equal rights, tolerance, are more critical towards consumption 
and pollution. They are primarily content driven and prefer to focus on knowledge and insights. 
They are heavy users of arts and culture and prefer to be inspired rather than entertained. They 
feel best among people that share the same values, so they gather among peers and this selective 
perception and selective decisions make them believe that their group is growing in numbers and 
more influential by the day. They even believe, because of the same bias in observation that 
youngsters are generally in favor of sustainability and will soon adept their behavior into a most 
positive way to create a better world together. This concept is 40 years old and the sustainability 
affectionados never seem to realize that they are their own enemy to growth and a mass market 
development. 
 
Very few people openly reject Social Responsible Behavior, because it is not socially desirable to 
be so blunt as to support dirt, child labor and abuse, bad working conditions and other ways of 
exploitation. So no rejection, but that does not mean a positive and active support of sustainable 
behavior in its consequences. But why do they not behave, talk, think, buy and promote in a social 
responsible way? If we do not ask them, if we do not observe them we will never find out. 
 
The majority of people are not like the sustainability affectionados. The top 10 of favorite subjects 
they talk, think and write about are more connected to sex, violence, mysticism, gadgets and a 
self-centered kind of materialism. Status is extremely important, and if you have not acquired the 
desired level of status by yourself, you borrow it from others or you buy the brands you can show 
off with. Status makes life pleasant and listening and responding to impulses of hedonism and 
quick wins becomes a life style of itself. And if one prefers to be entertained more than inspired 
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the whole subject and network of sustainability and social responsible behavior is rather dull and 
boring. It is not exciting enough, not an experience to win the admiration of your friends. So the 
world stays rather polarized in positives and negatives, but there are bridges to be found, 
crossroads to be explored. 
 
How to turn this theory into practice? 
A fine example produced itself at the Conference. A beautiful lady showed on the catwalk a dress, 
well designed, very attractive ……………manufactured from recycled military uniforms. No one 
could tell the origin of this tissue. We were told it was made from pre consumption uniforms, so 
uniforms that were never worn. What a pity, because here a story could get started to arouse the 
interest of people that are triggered by the military, by tension and violence. Specific groups of 
people find everything around soldiers or sportsman sexy and it arouses their fantasy and 
imagination. Sustainability affectionados mostly reject military glorification and would not even 
think of using this as a sales argument. But then they have forgotten or do not want to think about 
the very popular fashion of the military look not so long ago. It was probably not their preference, 
but sales and marketing is all about the preferences of the people we want to convince not about 
our own ideas, however precious and important they are to us. 
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