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Viewpoint

Pseudo green players and their greenwashing
practices: a differentiating strategy for real
green firms of personal care category
Deepti Jog and Divya Singhal

S
hweta has gone to a supermarket to buy soaps and shampoos for her newly born

baby and she has lot of brands available. She wants to pick products that are

chemical free and have only natural ingredients.

This is not only Shweta’s story, many consumers are now choosing the products that are

environment friendly, natural and chemical free.

In the consumer markets, corporations are feeling pressure to go green. A number of

companies have come up with green product alternatives for consumers. However, many of

such efforts are being discussed from the perspective of justifying whether they are real or

merely misleading advertisements to promote the image of the brand. Scholars have

termed these misleading advertisements as “greenwashing” which is also known as “eco-

washing”, “green makeup”, eco-bleaching’ etc (Parguel et al., 2011; Chen and Chang,

2013; Lyon and Montgomery, 2015). Greenwashing practices have infused new competitive

dynamics amongst the green product manufacturers. Real green players or the companies

that are genuinely investing in green practices and changing the way they operate and

manufacture their products are finding it difficult to cope up in the market. It has become

difficult for real green companies to differentiate themselves from the greenwashing

practices by so-called pseudo-green players. How can the real green players differentiate

themselves from pseudo green players remains a challenge.

Greening in personal care products

Increased preference for green products and enhanced environmental awareness among

consumers has resulted in increased number of new green brands in the market.

Particularly in the personal care category, the global market is expected to witness

substantial growth. Grand View Research (2009) has estimated that personal care industry

will reach USD 25.11 billion by 2025. The report suggested that the increasing demand for

cosmetics and skin and hair care coupled with rising need for environment- and animal-

friendly products is expected to drive the growth. Erceg (2018) expressed that the entire

“Natural” segment is growing strongly. This expression stemmed from the fact that the

sustainable growth with sustainable products can be driven more strongly in the personal

care category by making the right claims on the products.

Today, consumers have become more involved with skin care and personal care products.

It is a common belief among consumers that anything that is natural or herbal will have

fewer side effects compared to chemical-based products on skin. This has led many

companies to launch new brands or existing brands to launch new products in green
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category. FMCG company Unilever has targeted ethical and environmentally conscious

millennials with its newest personal care brand, Love Beauty and Planet (LBP), which was

launched in 2018 in UK. Forest Essentials, Kama Ayurveda, Tjori are some other examples

of personal care brands promoting their products as natural and green.

Reckitt Benckiser (RB), the consumer health and hygiene company that owns Dettol has

recently launched new range of soaps and hand washes infused with natural tulsi and

jasmine (Bansal, 2019). HUL has extended its soap brand Lux into the herbal and natural

segment with the Lux Botanicals range infused with honey, aloe vera and other natural

ingredients.

Some of the existing brands from the similar product categories also attempted to introduce

a new product channel simultaneous to their existing range. Almost all of the existing

brands in different categories responded to the consumers green needs by establishing

green marketing strategies such as green alliances, green innovating, greening the

organization (Duffett et al., 2018).

Pseudo-greens marketing gimmick or greenwashing

When a marketing strategy is combined with environmental concern, it is called “green

marketing”. Companies use a range of undertakings to satisfy the consumer demand for

environmentally friendly products (Laufer, 2003). Revamping advertising, product

adjustment, altering production operations, sustainable packaging and of course recycling

are some of the measures companies are choosing (Baker, 2002). Any communication that

misleads people in adopting overly positive beliefs about an organization’s environmental

performance, practices or products can be termed as pseudo-green’s marketing gimmick

or greenwashing. Today, possibly because of the growing demand for green and organic

products, greenwashing instances are increasing. The greenwashing practices (cheating

the consumer) are generally related to green packaging, which relates the product to the

environment or shows it as an organic product by way of including a picture of leaf, or green

fonts etc. Other greenwashing practices can be vague, irrelevant, and even false

information about the product being green or ecologically safe.

Seven sins of greenwashing

TerraChoice (2009) listed “7 sins of greenwashing” and stated that any firm that is into

green advertising does at least one of the 7 sins of greenwashing listed in the report. These

seven sins of greenwashing are:

1. Sin of hidden trade off: Companies label their product as eco-friendly but do not

mention their negative impacts on environment;

2. Sin of no proof: Many brands while advertising makes claims without any evidence e.g.

‘animal testing free’ but without any evidence;

3. Sin of vagueness: There are companies using terms that are poorly defined, broad or

misunderstood. For example, advertisements may say that ‘we have 100% natural

ingredients’. What are those natural ingredients is not specified;

4. Sin of irrelevance: Companies stating about an environmental claim that is technically

true but is unimportant or unhelpful for consumers seeking environmentally preferable

products. ‘CFC free’ is a common example and a frequent claim. Despite the fact that

CFCs are banned by law;

5. Sin of lesser of two evils: Companies may claim that their product is ‘natural’ or ‘organic’

than another product but in reality, the impact of the product is no good. For example,

advertising a cigarette brand as ‘organic’;
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6. Sin of fibbing: Advertising about something that has little or no truth; and

7. Sin of worshipping false labels: In this type, products through images or words create

an impression of third-party endorsement. However, in reality no such endorsements

exist.

TerraChoice research findings suggested that in most cases the companies are involved

into 2-3 sins while advertising for their green products. Pseudo green players use such form

of advertising where consumers are misguided regarding the environmental benefits of

product or service. This form of advertising, emphasizes elite power and propaganda in

influencing how people think of companies’ environmental performance.

Through one or more greenwashing practices, the pseudo green players are able to create

a green impression in front of consumers and thus give tough competition to the real green

brands.

What green organizations can do?

The companies need to visibly demonstrate how the green brands make a real difference to

peoplès lives through their environmental and quality of life benefits (Danciu, 2015). If the

companies are concerned for environment, they need to be ready to invest in a new green

manufacturing setup. Ethical sourcing or responsible sourcing is a way to establish the

sustainable product.

Pseudo green players through greenwashing behaviours, try to get a competitive

advantage with minimum green effort. An additional challenge for the firms lies in the

marketing of the product so as to differentiate themselves from other product ranges and

particularly from the pseudo green players.

The green organizations can bring in differentiation through:

Awareness regarding Greenwashing: It is important to make consumers realize that they

are being deceived because of greenwashing practices. And for this, real green

organization needs to create awareness regarding greenwashing and the ways pseudo

green companies use to cheat consumers.

Highlighting Environmental Issues: Green organizations need to take adequate measures

and raise awareness regarding the environmental issues through a new language.

Exposing the brands/products using Greenwashing: Real green companies need to

publicize the typical greenwashing behaviours and take steps to expose them. This may act

as a defensive advertising strategy and can provide a platform to green firms to publicize

their green efforts. For this reason, providing statistical evidences of the greenwashing

practices may help persuade the consumers. Exposing deliberately misleading information

will only work for the more obvious and active greenwash.

Demonstrating Green behaviour: Last but not the least, real green companies need to

demonstrate the commitment towards greening by implementing green human resource

practices, promote green supply chain and reducing, reusing and recycling all possible waste.
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Risk Perception and Tourist Types:
A Study Among International Tourists
Deepti Jog, Goa Institute of Management, Sattari, India

Nandakumar Mekoth, Department of Management Studies, Goa University, Taleigao Plateau, India

ABTRACT

Overtime,tourismhasbecomeanindustrythathasavisibleimpactontheoverall
development of the society. This study examines the impact of perceived risks on
different typesof tourists classifiedon thebasisof travelmotivesandwouldhelp
develop a variety of risk-reducing phenomena and paraphernalia to supply to the
traveller.Basedonasurveyconductedamongtouristsvisitingatouristdestination,
thestudyexploresthedifferencesinriskperceptionamongdifferenttouristtypes.The
studyusesaself-designedscaleontypeofrisksagainsttheITRscalethatclassifies
travellersintothreetypesbasedontheirtravelmotives.Findingssupportedtwotypes
of tourist classification against the three types in the existing ITR scale.Findings
furtherrevealedthatthereisasignificantdifferenceintheriskperceptionofthetwo
typesoftouristsbasedontheirtravelmotivesincaseofsatisfactionrisk,exhaustion
riskandpsychologicalrisk.

KeywoRDS
Exhaustion, Risk Perception, Risk Taking, Tourist Role, Travel Motives
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INTRoDUCTIoN

Intheworldeconomytoday,tourismstandsatthetopofthecrest.Tourismindustry
todayisoneofthetopmostandisthusresponsibleforprovidingemploymenttoavast
sumofthepopulation.Theindustryasawholeisaccountableforgeneratingimmense
revenueforthestateorthecountrythatdestinationbelongsto.

Formanytouristdestinationsallovertheworld,tourismplaysanimportantrole
inthelocaleconomy,providingemploymentopportunitiesandforeignexchangeand
enablingtransportandcommunicationconnectivity(Gossling,2003).Tourisminaway
alsoaidsinthecontinuousdevelopmentofthetouristdestination.Thisdevelopment
suchasurbanization,improvedtransportation,andinfrastructure,whichtakesplace
in order to attract the visitors to a destination, besides, pays a benefit even to the
localresidents.

TravelResearchershaveacknowledgedtheimageofadestinationasanimportant
factorthataffectsthetourists’traveldecisionstoaparticulardestination(Bigneet
al.,2001;Birgit,2001).Thereareseveralpaststudiesonperceivedriskmeasurement
andrevisit intentionsof travelers.PerceivedRisk isunderstood tohelppredict the
depthof potential effectiveness achieved fromadistinct travel experience and the
behavioral intentions torevisit thatspecific location(Chen&Chen,2010;Cole&
Illum,2006;Leeetal.,2007).

Leiper(1979)explainedinhisstudythattourismasasystemisaprocesswhich
encompasses visitors leaving their homeland and visiting unusual destinations,
travelingtoandstayingattouristdestinations,andreturningtotheirdestinationofstay.
WorldTourismOrganization(WTO),statesthattourism“comprisestheactivitiesof
personstravelingtoandstayinginplacesoutsidetheirusualenvironmentfornotmore
thanoneconsecutiveyearforleisure,businessandotherpurposes,distinctfromthe
exciseofanactivityremuneratedfromwithintheplacevisited”(OECD,1998,p.1).

Astouristsusuallytravelwithpeopleknownorunknowntoexperienceplacesand
culturesthroughinteractingwiththefamiliarandtheunfamiliar(Pearceetal.,2011),
travelrisksgetassociatedwiththetraveldecisionsateverystep.Tourismplanners
needtobeconsciousabouttherisksthatmightcauseanxietyamongvisitors.This
conscienceshouldalsoapprisepromotionstrategies.Thisisofparticularimportance
in the developing world where tourism is being promoted as an important market
sector(Burns,1999).

Previous research in the field of tourism risk perception has shown that the
perceptionofriskassociatedwithtraveldecisionshasastrongimpactontravelplanning
anddestinationchoice.Manyresearchershavelookedintotheimpactoftourismrisk
perceptionondifferent typesofrisksassociatedwithtravel.Researchersalsohave
lookedintotheeffectofriskperceptionontourists(e.g.SonmezandGraefe,1998a;
Fischhoffetal.,2004),theaffiliationbetweenriskperceptionandchoiceofdestination
(e.g.LeppandGibson,2008),and theeffectof the typeofholidaychosenonrisk
perception(e.g.Reicheletal.,2007),aswellastheinfluenceoftouristpersonality
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(e.g.RoehlandFesenmaier,1992;Carr,2001).TheoverallTraveldecision-making
processisacomplicatedonethatisriskyanduncertain(Sirakaya&Woodside,2005).

PositionedonthesouthWestShorelineofIndia,Goaisappraisedamongst the
finesttwentytraveldestinationsworldwide,andthestateeconomicsystemdepends
largelyonvacationindustryanditsconcomitantactivities.Owingtotheexistenceof
astonishinglyfavorablesurroundingsfortourism(Goa’simmaculatecoastline,Gothic
churches,temples,andculturalcentenaries,cuisine,tropicalweather,hospitableand
companionablepublicandmulti-culturallyhabituated),Goaisonthetopmostgrade
ofpreferencefornearly12%offoreignvisitorsthatvacationinIndia(GoaTourism).

Understanding the risks associated with travel decisions as perceived by the
differenttourists,helptoimprovetheoveralldestinationimage.Thisstudyexpects
to answer three research questions. RQ1: What kinds of risks are perceived in
InternationalTourism?RQ2:WhatarethetypesofInternationalTourists,RQ3:Do
riskperceptionsofInternationaltouristsvaryaccordingtotouristtypes?

LITeRATURe ReVIew AND HyPoTHeSeS

International tourismemerges longagoas a significant anddistinct fieldof study
withvisitors’travelingabroadonlyforleisureorotherformsoftravelactivity.The
termtourismhasbeendefineddifferently,andsomeauthorschoosetodefinetheterm
withsomewhatsimilarities.Itisseriousandyetdifficultforanalystsinthetourism
industrytocometoacompromiseaboutauniversaldefinitionoftourism.Theissue
ofperceivedriskraisesakeyquestionasriskandsafetyisperceiveddifferentlyby
differenttourists’typesininternationaltourismscenarioalongwiththefactorsthat
influencethisperception(LeppandGibson,2003).

Tourisminanyformisacknowledgedtohavenoteworthypositiveandnegative
commercial,ecological,andsocietalinfluencesuponatouristdestination.Onapositive
front,itactsasapullfactorfortheCrimehasamostundesirablesocialimpactonthe
destinationimage.Overpastmanyyears,therehasbeenagrowingbodyofliterature
investigating the impact of risks on the destination image. ‘Risk and tourism are
interwovenasthepurchaseoftheleisuretripareinherentlyattachedtorisk’(March
&Woodside,2005).‘Similarly,tourismisserviceinnatureandthereuponitinherits
theintangibility,heterogeneity,perishability,andinseparabilitycharacteristicsfrom
services’(Mitchell&Greatorex,1993;Williams&Baláž,2013).

Advancedresearchonrisksassociatedwithtourismhavedistinguishedfourrisk
factors:Terrorism(Sonmezetal.,1999);warandpolitical instability(Gartnerand
Shen1992;Hollier1991);healthconcerns(Carter,1998;CossensandGin,1994);
andcrime(Bruntetal.,2000;DimancheandLeptic,1999;Ellis,1995;Pizam,1999).

GibsonandYiannakis(2002)analyzedthechoiceofatouristroleoveralifetime
periodandacknowledgedthattheinclinationforrisk-relatedtravelhasapropensityto
declinewithage.Influenceofgenderontheperceptionofriskasperliteratureisnot
consistent.George(2003)andBarkeretal.(2003)researchontourist’ssafetyrevealed
thatalterationinthelengthofstayatthetouristdestinationimpactstheexposureto
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risk,andthishastobedeliberatedinanydescriptionofcomparablelevelsofcrime-
riskfacedbythevisitors.Also,muchresearchfurtheronriskperceptionfactorsand
traveldecisionsof individuals isconducted,whichstates that,perceivedriskamid
diversevacationersperhapswillbedifferentaccordingtoindividual’spersonalitytype,
agegroup,culture, tourist role,nationality,gender, travelarrangement,motivating
factors,etc.(Lepp&Gibson,2003;Reisinger&Mavondo,2005,2006)Tourismand
Riskresearchersovertimehavesoughttoestablishwhetherthetourismindustryin
distinctivetouristlocationsgeneratesdistinctriskpossibilities.Inessence,anincrease
in tourist activitiesmaywell result in an escalationofvarious typesof risks.The
researchisconductedatmultiplelevelsinordertounderstandthedifferenceinthe
types of risks in terms of factors such as socio-demographics, travel motives, the
purposeofavisitandsoon.

Types of Risks
Thesignificanceofperceivedriskhasbeenemphasizedintheprevailingliterature.
RoehlandFesenmaier(1992)identifiedrisksassociatedwithtravelersandunderlined
sevenrisksalliedwith traveldecisions.Theserisks includedequipment, financial,
physical,psychological,satisfaction,social,andtimerisk.Thedefinitionsoftherisk
typesareprovidedinTable1.

Itisunderstoodfromtheliteraturethatindividualsperceivesalientdimensions
ofriskwhencontemplatinggloballeisuretravel.Anexploratorystudyondestination
riskperceptionsandriskreductionstrategiesoffirsttimeversusrepeatvisitorstoa
highlyvolatiledestination(Fuchs&Reichel,2011)providedevidencethatfinancial
riskisperceivedbyinternationaltravelers.Thecurrentstudyproposesthatfinancial
riskwouldbesignificantamongtouristsvisitinginternationaltouristdestination.

A study on extension and validation of food-safety risk in international travel
destinations(Yeung&Yee,2013)hasconcludedthattimeriskandsatisfactionrisk
issignificantamongtravelers.CurrentstudyconceptualizesthesignificanceofTime
andSatisfactionriskamonginternationaltravelers.

A Study on Drug and risk-taking in tourism (Urily & Belhassen, 2006) have
analyzedtouristsintermsofsocialrisknotbeingsignificant,specificallyinregard
to voluntary risk-taking behavior. This study proposes that social risk will not be
significantaspertheabove-statedstudyelucidationsondrugandrisk-taking.

AsperRoehlandFesenmaier(1992)studyfindingsontourismrisk,equipment
riskishighlyperceivedbytourists.Thecurrentstudyproposesthat theequipment
riskwillbesignificantamongthetourists.

Roehl and Fesenmaier (1992) defined Psychological Risk as “the possibility
that the trip to a particular destination will not reflect an individual’s personality
orself-image.”Asperthestudythatcomparedtheriskperceptionbetweennational
andnon-nationalconsumers in theU.K., regardingpurchasing fourdifferent types
ofproducts (Mitchell&Greatorex,1990), thepsychological losswassignificantly
moreimportantforforeignconsumers.Thisstudythusproposesthatpsychological
riskwouldbesignificantamonginternationaltravelers.
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Astudyonmarketingtravelservicestoseniorconsumers(LeSerre,&Chevalier,
2012)hasconcludedthatphysicalriskandmentalriskaresignificantamongsenior
travelersinthestudyconductedbythem.Thus,inthisstudy,wewouldproposeto
generalizethefindingofthestudyconductedamongseniorconsumersaboutPhysical
riskperceptionamonginternationaltravelers.

Fromanoveralltravelriskperceptive,thisstudyisbasedonthefactthatthereis
cleardifferentiationamongthetourists’basistheirtravelmotives.Thus,thisstudy
acceptssixriskdimensionstobesignificantamongthesevenriskdimensionsidentified
byRoehl andFesenmaier and social risk tobenot significant.Enlightenedby the
abovetheoreticalperspectives,thisstudyhypothesizedthefollowing:

H1:Thesixsalientdimensionsofperceivedrisk in international leisure travelare
Physical,Time,Financial,Psychological,Equipment,Satisfaction.

Types of Tourists
Whilemotivationisonlyoneofmanyvariablesinelucidatingtouristbehavior,itis,
nevertheless,averycrucialone.ThisstudyisbasedontheInternationalTouristsRole
(ITR)scaleasdesignedbyHowardandHavitz,whohaveclassifiedtourists’basistheir
travelmotives.Motivationconstitutesthedrivingforcebehindallbehaviors(Fodness,

Table 1. Types of risks-definitions

Sr. 
No. Risk Types Definition References

1 TimeRisk TimeRiskexplainsthepotentialformissingbenefitsdueto
anerrorintimingorwastageorlossoftime.

YeungandYee
(2013);Roehland
Fesenmaier(1992)

2 PhysicalRisk
Physicalriskconcernsinthetourists’mindthattheservice
oractivitiesbeingconsideredforpurchasewillbeharmful,
unhealthyorcauseinjury

LeSerreand
Chevalier,(2012);
RoehlandFesenmaier
(1992)

3 EquipmentRisk EquipmentRiskconcerns’riskassociatedwiththeuseof
non-standardornon-servicedequipment.

RoehlandFesenmaier
(1992)

4 FinancialRisk Financialriskisacollectivephraseforseveralkindsofrisk
coupledwiththelossofmoney

FuchsandReichel
(2011);Roehland
Fesenmaier(1992)

5 Psychological
Risk

psychologicalriskfactorisdefinedaswhethertheparticular
touristactivityorattractionisconsistentwiththeprospect’s
senseofself-identity

RoehlandFesenmaier
(1992);Mitchelland
Greatorex(1990)

6 Satisfaction
Risk

Satisfactionisthevisitors’expressivestateaftertheyhave
experiencedthedestination

YeungandYee
(2013);Roehland
Fesenmaier(1992)

7 SocialRisk

SocialRiskisassociatedwithwhethertouristswillearnthe
approvalordisapprovaloftheirsocialgroupbytheirvisit
toaparticularattractionorexperiencingspecificactivities.
SocialRiskincludesvisitingaplacewhichisculturally
unfamiliarandforbiddingorunintentionallygettinginvolved
insomeactivities,whichwouldhamperones’socialstatus.

UrilyandBelhassen
(2006);Roehland
Fesenmaier(1992)
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1994).Basicmotivationtheorysuggestsadynamicprocessofinternalpsychological
factors(needs,wants,andgoals),causinganuncomfortableleveloftensionwithin
individuals’mindsandbodies.Consequently,onlyiftouristsbecomemoreautonomous
andthusawareofintrinsicneedsandmotiveswhichtheyareabletoself-actualize.

The20-itemITRscalewasinitiallydesignedtocapturethenovelty-relatednuances
ofinternationalpleasuretravelasproposedbyCohen(1972).FurtherExploratoryand
confirmatoryfactoranalysisofthescaleitemswasperformed,anditwasidentifiedthat
ithadthreedistinctdimensions(Mo,Howard,andHavitz,1993).Thescaleidentifies
threetypesofatouristsnamelysocialcontact-orientedtourists,Destinationoriented
touristsandTravelservice-orientedtourists.

PreviouslyITRscalealongwiththeFoodActivityPreferencesscale(FAP)was
appliedincombinationwithvisualimagerytosimulatedifferentculturalfoodsettings
andrestaurantsituationsinordertoidentifyvariousdiningpreferenceswhenpeople
traveltoanunfamiliarcountry(Chang,2011).

Tourist Segmentation Basis Tourist Roles
ITR (International Tourists Role) scale is used in this study, which classifies
international tourists into three types’ Basis travel motives. ITR scale, which was
developedbyHowardandHavitz(1994)basisCohen’s(1972)touristroletypology,
classifies tourists intodestination-orientedtourists,socialcontact-orientedtourists
andtravelservice-orientedtourists.

Cohen(1972)ishisstudyproposedthatthedegreeofuniquenessfortouristsis
influencedbytheenvironmentofthetouristdestination(e.g.culture)andotherfactors
(contactwithlocalpeopleorothertourists).Thecurrentstudyraisesaproposition
thattherewouldbesignificantdifferenceintheriskperceptionsamongthetwobroad
classesoftouristsclassifiedtobedestinationoriented(whichrepresentsanindividual’s
preferencesfornoveltyandfamiliaritywhenchoosinginternationaldestinations)and
social contact-oriented (which measures the individual’s preferences to the extent
andvarietyofsocialcontactswithlocalpeoplewhentravelinginaforeigncountry).

H2:InternationaltouristscanbedefinitelyclassifiedbasistheirDestinationOrientation
andSocialContactOrientation.

Classification of International Tourists and Their Risk Perception
ExtractedfromCohen’stypologyandHowardandHavitzclassificationofinternational
touristsinthedifferenttourist’srole,thisstudyhasproposedtheprominentexistence
oftwotouristsclass,destination-orientedtouristsandsocialcontact-orientedtourists.
Thisstudythusproposesthatthedifferenceintravelserviceorientationamongtourists
willbeinsignificant.Destination-orientedtouristsaretheoncewhotravelparticularly
to the specificdestination,asa resultofhavingagreater lengthof stay. (Uysal&
Williams,2013).Furthermore,Crandall (1979)hasstated thatsocial interaction is
animportantleisureactivity.Socialinteractionasamotivatorforleisurecanfulfill
severalneedsofaffiliation,safetyneeds,orevenneedtoescape,whichareoftennot
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recognizedasbeingsocial.Thissocialinteractionisamotivationforsocialcontact-
orientedtouristsimpactingtheirlengthofstayataplaceofthevisit.

In a similar vein, past studies on international travel have shown a significant
influenceofperceivedrisk in traveldecisions.LeppandGibson(2003)foundthat
perceptionofriskassociatedwithinternationaltourismvariesdependingonthetourist
role and tourists’ preferences for familiarityor novelty.A studyonperceived risk
(Jalilvand&Samiei,2012)hasshownthatmainconcernsoftravelersincludedphysical
risk, financial risk, psychological risk, and time risk. This theoretical perspective
formsthebaseforthehypothesisproposedbelow.

International Tourists Physical Risk Perception
PhysicalRiskisunderstoodassomeformofriskforthetravelerattheplaceofavisit,
whichmaycausephysicalharmtohim.(RoehlandFesenmaier,1992).Physicalrisks
mayincludehealthadversitysuchasthespreadofdiseases,bodyinjury,andillness
duetounhygienicstrangefoodorotherrelatedrisks.

Studyontourismsatisfactionhasclearlyevidencedtheprimeroleofphysicaland
mentalsatisfactiontogetherwhentraveling.(Chuan&Hua,2014).Thehypothesison
perceivedphysicalriskcanbeproposedasbelow:

H3:InternationalTouristsperceivethepotentialthreatthatmightcausephysicalharm
toone’shealthorappearanceascomparedtootherrisktypes.

H4:There is a significant difference inperceptionof potential threats to person’s
healthorappearancebetweentwotourists’segments.

International Tourists Financial Risk Perception
Financial riskrefers to thepotentialnet financial lossofapurchase, including the
possibilitythataservice(product)mightneedtoberepaired,replacedortheprice
refunded(Larocheetal.,2004).Inservicescenario,thefinancialriskmayrepresent
servicethatisnotasexpectedforthevaluepaidforthesame.Astudyonperceived
risk(Jalilvand&Samiei,2012)hasshownthatmainconcernsoftravelersincluded
financialrisk,whichisconcernedwiththelossofmoneyinsomeform.

H5:InternationalTouristsperceivepurchaseriskcoupledwiththefinanciallossof
apurchasehigherincomparisontoothertravelrisks.

H6:Thereisasignificantdifferenceinperceptionofriskcoupledwiththefinancial
lossofapurchaseamongthetwotouristtypes.

International Tourists Psychological Risk Perception
RoehlandFesenmaier(1992)definedPsychologicalRiskas“thepossibilitythatthe
triptoaparticulardestinationwillnotreflectanindividual’spersonalityorself-image.”
Amongthetwo-touristclassification.Thehypothesisisframedasbelow:
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H7:Psychologicaldistresspredictedfrompost-purchaseemotionalretortsishighly
perceivedbyinternationaltouristsincomparisontotheothertravelrisktypes.

H8:Thereisasignificantdifferenceinperceptionofpsychologicaldistresspredicted
frompost-purchaseemotionalretortsbetweenthetwotouristtypes.

International Tourists Time Risk Perception
TimeRiskmayincludetheriskofwastingtimeinlongwaitingqueue,spendingtoo
muchtimetravelingbetweentwoattractions/destinations,feelingthatthetimeisnot
wellspentorotherrelatedhappenings.Researchontimeriskamongseniortravelers
supportsthefactthatvisitormayfeelthatthereismuchtimewastedwhileonvacation
(LeSerre&Chevalier,2012).Basistheabovestudyfinding,belowpropositions,are
formulated:

H9:InternationalTouristsperceivetheriskoflosingorwastinghisorhertimewhile
ontravelhigherascomparedtoothertravelrisks.

H10:Thereisasignificantdifferenceinperceivedtheriskofwastinghisorhertime
whileontravelamongstthetwotouristtypes.

International Tourists Satisfaction Risk Perception
Satisfaction risk includes the risk of not having an overall pleasing experience or
otherrelatedfactors.Perceptionofsatisfactionistheassessmentoftheexpectation
oftouristattheendofhisoveralltourexperience.

Inastudyonanextensionandvalidationoffood-safetyriskininternationaltravel
destinations(Yeung&Yee,2013),theperceptionofsatisfactionriskwasfoundtobe
significant.Basedonthis,belowhypothesishasbeenformulated:

H11:InternationalTouristsperceiveSatisfactionRiskarisingfromthevaluationof
the expectationof avisitor at the endofhisoverall visit experiencehigher as
comparedtoanyothertravelrisk.

H12:Thereisasignificantdifferenceinperceptionofriskarisingfromthevaluation
of theexpectationofavisitorat theendofoverallvisitexperienceamong the
twotouristtypes.

International Tourists Equipment Risk Perception
EquipmentRiskmayarisewhenequipmentinuseistoooldandnotinaptcondition,
notaccompaniedbytrainedstaffwhileusingequipment,someaccidenttookplace
duetouseofequipment,noappropriatesystemavailabletohandletheemergency.

RoehlandFesenmaier(1992)discoveredthatequipmentriskisoneoftheimportant
aspectsofperceivedriskintourism,whichwasfoundtobesignificantinhisresearch.
Thehypothesiscanbeframedas:
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H13:InternationalTouristsperceiveriskduetosomeaccidentcausedthatisassociated
withtheuseofcertainequipmenthigher,ascomparedtoothertravelrisks.

H14:Thereisasignificantdifferenceinperceivedriskduetosomeaccidentthatis
associatedwiththeuseofcertainequipmentbetweenthetwotouristtypes.

International Tourists Overall Risk Perception
Majorstudiesoninternationaltravelhaveconsiderablyconcludedthatpeoplechoose
toorientthemselvestosocialcontactdimensioninordertoreducetheriskinvolved
in international travelbyinteractingmoreandmorewithlocalsandspendingtime
with them. Furthermore, from the Destination’s perspective, perceived destination
qualityconsiderably influencedsatisfaction,which in turnsignificantly influenced
behavioralintentions(Rajaratnametal.,2015).

H15:Thereisasignificantdifferenceintheoverall travelriskperceptionbetween
thetwotouristtypes.

MeTHoDoLoGy
Scale Development and Validation
Riskperceptionscalewasdesignedbasedon thesevenrisk types thatarecoupled
withtraveldecisionsidentifiedbyRoehlandFesenmaier(1992).Scalevalidityand
reliabilityweremeasuredusingcontentvalidityindexandInterraterreliability.

Sampling and Data Collection
ThesurveywasbasedontheriskperceptionofinternationaltouristsconsideringGoa
asatouristdestination.Thesurveywasconductedontheyear2016-17duringthestart
of the tourist season (November,Decemberand January).Therefore, the sampling
framecomprisedoftheinternationaltouristswhohavejustarrivedinthestate.The
questionnairewasadministeredtotherespondentspriortotheirexploringdifferent
attractions/activities.Snowballsamplingmethodwasusedduetotimeconstraintand
predictableresponserates.

130questionnairesweredistributed.Thedatacollectionwasdoneinthesecond
weekofOctober,andtheresponseratewas72%.

Data Analysis
SPSSversion21wasusedforthepurposeofdataanalysis.FactorAnalysismethod
wasusedtoanalyzethetypeofrisks,andthevariablesloadedintothespecificrisk
criteria.Reversecodingwasdoneforthepositivevariablethusconvertingtheminto
thenegativeriskvariables.Meanscoreswereaccordinglycalculatedtounderstand
thehighandlow-riskperceptionbytherespondents.

Clusteranalysismethodwasemployedforclassifyingthevisitorsintoclusters.
Clustercentervalueswerecalculatedtomeasurethebestclusterfitandthenumber
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ofcasesineachcluster.Similaritieswereidentifiedbetweentwoclusteringmethods
throughcross-tabulation.

PearsonChi-Square testwasconducted tomeasure theclassificationofall the
socio-demographic variables in each of the clusters. Descriptive statistics were
calculatedtoidentifythehighestandlowestriskperceivedbytherespondents.‘Ttest’
wasusedinordertoidentifythedifferencesbetweeneachtypeoftheriskperception
betweenthetwoclusters.

ReSULTS AND DISCUSSIoN
Scale Reliability and Validity
The self-administered scalecomprisingof seven riskdimensionsand twenty-three
itemswasevaluatedforinter-raterreliability.FleissKappa(Themulti-item,multi-rater
reliability)ofthescaleis0.34,indicatingfairagreement.TheInter-raterreliability
basisFleissKappavaluerevealedtheclassificationoffactorsintheconstructs.This
classificationwasacceptedforthefurtheranalysis.

ContentValidityIndexwascalculatedforthe23factors.Theindividualcontent
validity index(I-CVI)forall the itemswas in therangeof0.70 to1.00.Thescale
contentvalidityindexforrelevance(S-CVI=.81),forclarity(S-CVI=.87)andfor
simplicity(S-CVI=.87revealedhighcontentvalidity.ThevalueforCVIabove.78
isacceptable.Thus,theindividualvariablesscoringbelow.78onCVIratingswere
omittedfromthescale.

Thus, the final scale comprised of 21 items was used for data collection and
analysis.

Analysis of the Types of Risk
Thedatacomprisedof21factors.Factoranalysiswasconductedthroughprincipalaxis
factoring,whichisacommonfactoranalysismethod.Thefactorsscoringcommunality
valuelowerthan0.5areunacceptableandthusthosefactorsscoringlessthan0.5on
communalityweredeleted.

Cronbach’s Alpha to Measure Internal Consistency
Table2providestheCronbach’sAlphavaluefortheriskdimensions.

The Financial Risk (0.815) and Equipment Risk (0.844) dimension is seen to
depict therelativelyhigh levelof internalconsistency.SatisfactionRisk(0.728) is
seentodepictahighlevelofinternalconsistencyandTimerisk(0.581),Lowerlevel
ofinternalconsistency.Totalrisk(0.650)depictsthelowlevelofinternalconsistency.

Reliabilitiesofallthevariablesareacceptablebecausetheyareallabove0.55.
Thus,itcanbeassumedthattheaveragecorrelationofasetofitemsisanaccurate
estimateoftheaveragecorrelationofalltheitems.
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Factor Analysis of the Types of Risk
Factoranalysiswascalculatedthroughprincipalaxisfactoring,ofthe21factors.The
factors scoringcommunalityvalue lower than0.5areunacceptableand thus those
factorsscoringlessthan0.5oncommunalitieswereremoved.

Eight factorswereextracted,whichexplained51.75%variance.After rotation,
eightfactorscumulativevariancewas61.57%.

After the omission of the variables scoring low in the initial factor loading
usingprincipalaxis factoring,dimension reductionwasdone.PromaxwithKaiser
Normalization method was performed. Table 3 shows communality values for the
final10variables.

extraction Method: Principal Component Analysis
Table4calculatestherotatedcomponentmatrixofthefinal10variables.Asobserved
inthebelowtablerotatedcomponentmatrixrevealedtheriskdimensionsforthe10
variables.

Table 2. Cronbach’s alpha types of risks

Sr. No. Risk Dimension Cronbach’s Alpha Variance Ratio Internal 
Consistency

1 FinancialRisk 0.815 9.141 RelativelyHigh

2 EquipmentRisk 0.844 10.150 RelativelyHigh

3 SatisfactionRisk 0.728 3.512 High

4 ExhaustionRisk NA - -

5 TimeRisk 0.581 2.426 Low

6 PsychologicalRisk NA - -

7 TotalRisk 0.650 45.917 Low

Table 3. Communalities

Variables Initial Extraction

Ithinkthetimewillbewellspent 1.000 .799

Relaxedandnotworriedabouttimeandappointments 1.000 .806

Imightbeovercharged 1.000 .885

Ifearpick-pocketing 1.000 .902

IthinkonthewholeIwillhaveagoodexperience 1.000 .859

Perceivetofeelcontentaftervisitingtheplace 1.000 .853

Ifearofgettingstressedwhileonvacation 1.000 .969

Ifearthatthehotelreservationandtrainticketsmaycontainamistake 1.000 .971

Ifearequipmentmaynotbeofstandardquality 1.000 .882

Ifearofnotgettingpropertrainingandguidanceforusingequipment 1.000 .884



International Journal of Tourism and Hospitality Management in the Digital Age
Volume 3 • Issue 2 • July-December 2019

33

Therotatedcomponentmatrix(table4)explainedfactorloadingofthe10factors
thatwereapartofthefinalscale.Thehighestvaluewas.975(Ifearofgettingstressed
whileonvacation)and the lowestbeing .874(I think the timewillbewellspent).
ThetwofactorsIfearpick-pocketing(.931)andImightbeovercharged(.908)loaded
togetheras financial riskcomponents.The factors I fear equipmentmaynotbeof
standardquality(.918)&Ifearofnotgettingpropertrainingandguidanceforusing
equipment (.916) accounted for equipment risk at the destination. Further, I think
onthewholeIwillhaveagoodexperience(.905)&Iperceivetofeelcontentafter
visiting the place (.888) together form satisfaction risk. Further, I am relaxed and
notworriedabouttimeandappointments(.880)&Ithinkthetimewillbewellspent
(.874)togethercomprisetimerisk.Finally,thefactorIfearofgettingstressedwhile
onvacation(.975)andfactorI fear that thehotelreservationandtrain ticketsmay
containmistake(.968)accountforexhaustionandpsychologicalriskrespectively.

Patternmatrixrevealedfactorloadingof14factors.Thisplotrevealeddistinguished
riskdimensionsandthefactorsfeaturedintherespectiveriskdimensions.Theresults
weresimilartothe7typesofriskscalereferredinitiallyexceptforphysicalandsocial
risk.Thus,socialriskandphysicalriskwasnotsignificantasperfactorcorrelation
andwereomitted.

Intheprocessofinitialfactorloadingbelow2variablesloadedtogether:

1. Ifearofbeingchallengedphysically;
2. Ifearofgettingstressedwhileonvacation.

Table 4. Rotated component matrix

Variables
Component

1 2 3 4 5 6

1 Ifearpick-pocketing .931

2 Imightbeovercharged .908

3 Ifearequipmentmaynotbeofstandardquality .918

4 Ifearofnotgettingpropertrainingandguidancefor
usingequipment .916

5 IthinkonthewholeIwillhaveagoodexperience .905

6 Perceivetofeelcontentaftervisitingtheplace .888

7 Relaxedandnotworriedabouttimeandappointments .880

8 Ithinkthetimewillbewellspent .874

9 Ifearofgettingstressedwhileonvacation .975

10 Ifearthatthehotelreservationandtrainticketsmay
containamistake .968

Extraction Method: Principal Component Analysis
Rotation Method: Varimax with Kaiser Normalization
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Unfortunately, in the current study, physical stress did not load in the further
proceedings(ReferTable4).Accordingly,thefactor(Ifearofgettingstressedwhileon
vacation)whichisloadedindependentlyisretitledasExhaustionRisk(ExhaustionRisk
isdefinedasariskcharacterizedbyextremephysicalormentaltirednessorfatigue).

IncludingExhaustionRiskComponent,Hypothesis1issupportedbythisfinding,
whichprovidedsixsalientriskdimensions.

Thus,thevariablesandtheirriskdimensionsidentifiedareshowninTable5.
Sixdimensionsrevealed88.102%ofthevariance.
InTable5,fewofthevariableswereidentifiedtobepositive.Sincethepositive

variablescannotbemeasuredasperceived risk, theywereconverted intonegative
andfurtheranalyzed.

Thefinaldescriptivestatisticsofallthefactorsafterusingtherecodedvariables
revealedthemeanscoresasbelow(ReferTable7).Aspermeanvalues,thefactors
‘Imight beovercharged’ (MeanValue: 4.6742) and ‘I fear pick-pocketing’ (Mean
Value:4.4494)(BothpertainingtoFinancialriskcategory)arehighlyperceivedby
internationaltourists.ThisfindingsupportHypothesis4withthefactthatInternational
Touristsperceivepurchaseriskcoupledwiththefinanciallossofapurchase.

Further, the factor ‘I fear of getting stressed while on vacation’ (Mean Value:
2.9663) (Pertaining to Exhaustion Risk Category) are seen to be perceived higher
latertofinancialrisk.

Thevariable‘Ifearthattheequipmentmaynotbeofstandardquality’(MeanValue:
2.7865)and‘Ifearofnotgettingpropertrainingandguidanceforusingequipment’
(MeanValue:2.6292)(bothpertainingtoEquipmentrisk)areperceivedatamedium
level.Thissupports thefact that InternationalTouristsperceiveharmdue tosome
accidentcaused,whichisassociatedwiththeuseofcertainequipment,Hypothesis8.

Thevariable‘Ifearthatthehotelreservationandtrainticketsmaycontainmistakes’
(MeanValue:2.5730)(PertainingtoPsychologicalRisk),‘Iamnotrelaxedandnot
worried about time and appointments’ (Mean Value: 2.5506) (Pertaining to Time

Table 5. Risk-wise classification of variables

Sr. No. Variables Risk Types

1 Ifearpick-pocketing
Financial

2 Imightbeovercharged

3 Ifearofnotgettingpropertrainingandguidanceforusingequipment
Equipment

4 Ifearequipmentmaynotbeofstandardquality

5 Perceivetofeelcontentaftervisitingtheplace
Satisfaction

6 IthinkonthewholeIwillhaveagoodexperience

7 Ifearofgettingstressedwhileonvacation Exhaustion

8 Relaxedandnotworriedabouttimeandappointments
Time

9 Ithinkthetimewillbewellspent

10 Ifearthatthehotelreservationandtrainticketsmaycontainamistake Psychological
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Risk),and‘Iperceivenottofeelcontentaftervisitingtheplace’(MeanValue:2.0674)
(PertainingtoSatisfactionrisk)areperceivedlowbythetourists.

Finally,thevariable‘Ithinkmytimewillnotbewellspent’(MeanValue:2.0112)
(TimeRisk)and‘IthinkonthewholeIwillnothavegoodexperience’(MeanValue:
1.9213)(PertainingtoSatisfactionRisk)areperceivedtheleast.

Analysis of Type of Tourists
Cluster analysis using average linkage between groups was performed and
Agglomeration schedule was plotted. It was observed that difference between
coefficientsforatwo-clustersolutionis40andthedifferencebetweencoefficients
forathree-clustersolutionis13.

Aspertheobservedresults,twoclustersolutionwasbestfittingthedataandhence
the typesof touristswere changed to two typesof tourists from the existing three
typesoftourists’classificationasreferredincaseofITRscale(Havitz,&Howard,
1994).Thus,2-clusterclassificationwasaccepted.

K-meansclusteranalysiswascalculated,andclustercenterswere identified to
understandtheclassificationoftwoclustertypes.Thisrevealedthatcluster1wasseen
tobehighonSocialContactDimension,moderateonTravelServiceDimensionand
lowonDestinationOrientation.Cluster2isseentobehighonDestinationOriented
Dimension, moderate on the Travel service dimension and low on Social Contact
Dimension.

Hypothesis2wassupportedwiththeabovefindingwhichstatedthatInternational
tourists can be definitely classified basis their Destination Orientation and Social
ContactOrientation.Thisisbecausetherewasnocleardistinctionbetweenthetwo
clustersonthetravelservicedimension(Table6).

Average Linkages Between Groups
The cross-tabulation between the two clustering method results revealed a total
misclassification of 13.7% between the two clusters. The low percentage of
misclassification corroborates and establishes the robustness of the two-cluster
solution.

Risk Perception Based on the Type of Tourists
Meanscoresofthetypeofriskvariableswerecalculated.RefertoTable7.

Consequently,FinancialRisk(MeanScore:4.5618)isgreatlyperceivedbythe
internationaltourists,followedbyExhaustionRisk(MeanScore:2.9663).Thethird
considerablyperceivedriskis theEquipmentRisk(MeanScore:2.7079),followed
by Psychological Risk (Mean Score: 2.5730), Time Risk (Mean Score: 2.2809).
SatisfactionRisk(MeanScore:1.9944).

BasisthefindingsshowninTable8withtheresultsofthehypothesistests(Table9)
canbedetermined.Hypothesis5issignificantsincefinancialriskishighlyperceived
byinternationaltouristsincomparisonwiththeothertravelrisks.SincePhysicalrisk
isnotsignificant,inparticular,itcanbeconcludedthatHypothesis3isinsignificant.
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Table 6. Number of cases in each cluster

Cluster
1 32.000

2 57.000

Valid 89.000

Missing 1.000

Table 7. Descriptive statistics

N 
Statistic

Minimum 
Statistic

Maximum 
Statistic

Mean Std. Deviation 
StatisticStatistic Std. Error

FinancialRisk 89 1.00 7.00 4.5618 .18443 1.73994

EquipmentRisk 89 1.00 6.00 2.7079 .13389 1.26313

SatisfactionRisk 89 1.00 6.50 1.9944 .11257 1.06198

TimeRisk 89 1.00 6.00 2.2809 .10718 1.01117

ExhaustionRisk 89 1.00 7.00 2.9663 .16641 1.56996

PsychologicalRisk 89 1.00 6.00 2.5730 .10706 1.01004

ValidN(listwise) 89

Table 8. Group statistics

Risk Criteria
Cluster 

Number of 
Case

N t Sig. Mean Std. 
Deviation

Std. Error 
Mean

FinancialRisk
1 32

-.439 .661
8.9063 2.96604 .52433

2 57 9.2456 3.75728 .49766

Equipment
Risk

1 32
1.742 .085*

6.0313 2.75311 .48669

2 57 5.0702 2.34414 .31049

Satisfaction
Risk

1 32
2.307 .025**

4.7188 2.43939 .43123

2 57 3.5789 1.82196 .24132

Exhaustion
Risk

1 32
-.974 .333

2.7500 1.62640 .28751

2 57 3.0877 1.53856 .20379

TimeRisk
1 32

-2.659 .009**
3.9375 1.13415 .20049

2 57 4.9123 2.31671 .30686

Psychological
Risk

1 32
1.930 .060*

2.8750 1.23784 .21882

2 57 2.4035 .82071 .10871

TOTALRISK
1 32

.704 .483
29.2188 5.79619 1.02463

2 57 28.2982 5.98201 .79234

* Risk perception among the two clusters significant at 10% level; ** Risk perception among the two clusters significant at 5% level
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Equipment risk is perceived higher by international tourists in comparison to
psychological,timeandsatisfactionrisk,thusHypothesis13issignificant.

Hypothesis7issignificantasPsychologicalriskisperceivedbytouristshigher
thantimeandsatisfactionrisk.Similarly,Hypothesis9issignificantsinceinternational
touristsperceivetimeriskoversatisfactionrisk.Hypothesis11isinsignificantsince
satisfactionriskisperceivedtheleastbyinternationaltourists.

Resultshave shown that there isno significantdifferencebetween theaverage
scoresofFinancialRisk,ExhaustionRiskandTotalRiskofCluster1andCluster2.In
caseofSatisfactionRiskandTimeRisk,thedifferencebetweentheRiskPerceptionof
Cluster1and2is5%significant.Thus,itcanbeconcludedthatincaseofPsychological
Risk&EquipmentRisk,thedifferencebetweentheRiskPerceptionofCluster1and
2issignificantat10%level.

DISCUSSIoN

The discussions are emanating from the data analysis and the conclusions drawn
basedonthefindings.

Cluster analyses of the ITR scale items revealed the existence of two tourist
segments.Thefirstclusterwashighonsocialcontactdimensionandthesecondon
destination orientated dimension. This contrasts with the three-segment solution
obtainedinpreviousstudies(HowardandHavitz,1993).

Thesocio-demographicprofileofthetouristsdidnotdifferacrossthetwotourist
segments.Thisindicatesthevalidityofsegmentationbasedpurelyonpsychographics.

Asaresultofthescaledevelopmentprocedure,aten-itemscalewasdesignedto
quantifythetouristperceptionsofriskrelatedtothedestination.Thescalehadsix
dimensionsrepresentingfinancial risk,equipmentrisk,satisfactionrisk, timerisk,
exhaustionriskandpsychologicalrisk.Thiscontrastswiththeseven-dimensionrisk
propoundedbyRoehlandFesenmaier.Thestudyrevealedthatphysicalrisksandsocial
riskshadnosignificantinfluence,thuswereomittedfromthestudy.However,anew
riskdimensionnamedexhaustionriskwasidentified.Exhaustionriskisdefinedasa
riskcharacterizedbyastateofextremephysicalormentaltiredness.

FinancialRiskisthehighestperceivedbytheinternationaltourists,followedby
ExhaustionRiskandEquipmentRisk.SatisfactionRiskisleastperceivedbytourists
forinternationaltraveltoGoa.Thisimpliesthatinternationaltouristsaremoreworried
about the financial loss (financial risk)andfollowedbygetting tiredmentallyand
physically(exhaustionrisk).

Amongthetwotypeoftouristdimensionsidentified,itwasobservedthatthere
isnosignificantdifferencebetweentheriskperceptionsoffinancialrisk,equipment
risk, and time risk. In case of satisfaction risk and exhaustion risk, the difference
betweentheriskperceptionamongthetwotouristtypeswassignificantat5%level.
Incaseofpsychologicalrisk,thedifferencebetweentheriskperceptionofthetwo
touristdimensionswassignificantat10%level.

Itcanalsobeconcludedthattheinternationaltouristsperceivetohaveanoverall
pleasingandsatisfactoryexperienceattheendoftheirtrip.
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CoNTRIBUTIoNS AND IMPLICATIoNS

Theresultsofthestudyhavebothacademicandpracticalimplications.Fortheexisting
bodyofknowledge,thisstudyfurtherprovidessupporttotheexistingpropositionthat
riskshaveastronginfluenceonthetraveldecisions,particularlyfortheinternational
tourists.Thismaybemainlybecauseofthetravelchoicestoterrainsthatarequite
unknowntothetravelersandthatfuturestudiesshouldadoptamultivariateapproach
toincreasetheirabilitytobothexplainandpredict.Oneofthedelimitationsofthis
studyaswithmanyoftheotherstudiesthathaveaddressedtourismriskbasisalimited
size of the sample. Further, the socio-demographic profile of the tourists did not

Table 9. Hypotheses summary table

Sr. 
No.

Hypothesis Supported/ Not-
Supported

H1 Thesixsalientdimensionsofperceivedriskininternationalleisuretravelare
Physical,Time,Financial,Psychological,Equipment,Satisfaction.

Supported

H2 InternationaltouristscanbedefinitelyclassifiedbasistheirDestination
OrientationandSocialContactOrientation.

Supported

H3 InternationalTouristsperceivethepotentialthreatthatmightcausephysicalharm
toone’shealthorappearanceascomparedtootherrisktypes

Not-Supported

H4 Thereisasignificantdifferenceinperceptionofpotentialthreatstoperson’s
healthorappearancebetweentwotourists’segments

Supported

H5 InternationalTouristsperceivepurchaseriskcoupledwiththefinanciallossofa
purchasehigherincomparisontoothertravelrisks.

Supported

H6 Thereisasignificantdifferenceinperceptionofriskcoupledwiththefinancial
lossofapurchaseamongthetwotouristtypes

Not-Supported

H7 Psychologicaldistresspredictedfrompost-purchaseemotionalretortsishighly
perceivedbyinternationaltouristsincomparisontotheothertravelrisktypes

Supported

H8 Thereisasignificantdifferenceinperceptionofpsychologicaldistresspredicted
frompost-purchaseemotionalretortsbetweenthetwotouristtypes

Supported

H9 InternationalTouristsperceivetheriskoflosingorwastinghisorhertimewhile
ontravelhigherascomparedtoothertravelrisks

Supported

H10 Thereisasignificantdifferenceinperceivedtheriskofwastinghisorhertime
whileontravelamongstthetwotouristtypes

Not-Supported

H11 InternationalTouristsperceiveSatisfactionRiskarisingfromthevaluationof
theexpectationofavisitorattheendofhisoverallvisitexperiencehigheras
comparedtoanyothertravelrisk

Not-Supported

H12 Thereisasignificantdifferenceinperceptionofriskarisingfromthevaluation
oftheexpectationofavisitorattheendofoverallvisitexperienceamongthetwo
touristtypes

Not-Supported

H13 InternationalTouristsperceiveriskduetosomeaccidentcausedthatisassociated
withtheuseofcertainequipmenthigher,ascomparedtoothertravelrisks

Supported

H14 Thereisasignificantdifferenceinperceivedriskduetosomeaccidentthatis
associatedwiththeuseofcertainequipmentbetweenthetwotouristtypes

Not-Supported

H15 Thereisasignificantdifferenceintheoveralltravelriskperceptionbetweenthe
twotouristtypes

Not-Supported
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differacrossthetwotouristsegmentsandthevalidityofsegmentationbasedpurely
onpsychographics.

Basis the summeryof the current study, the study canbe imitated todifferent
destinationtypesamongsttravelersindiverselocations.Fromtheactualpointofview,
thisclassificationofthefactorsisexpectedtoprovideanimprovedunderstandingof
destinationimageintermsofriskandsafety.

Oneavenueforfutureresearchwouldbetorepeatthisstudywithpeopleatdifferent
stages in the life-stage and from different nationalities. This may aid destination
managersandmarketersinplanningthetraveloptionsbetteramongdifferenttourist
types.Inadditiontothis,infuture,thestudycouldberepeatedduringthepeakseason,
toascertainifseasonalcomponentchangestoriskandsafetyperceptions.Additionally,
workiscalledtodeterminethelevelofawarenessofcurrentriskandsafetyinitiatives
anditsimpactinalteringvisitors’perceptionsofsafetyandsecurity.Anotherstudy
couldbecarriedouttofurtherindetailsassess‘exhaustionriskperception’onvisitor
decisionmakingandbehavior,forthis,isanewformofriskthatisidentifiedasapart
ofthisstudy.Differencesincrime-safetyperceptionsinothersectorsofthetourism
industry(i.e.accommodation,transportation,etc.)couldalsobeexaminedtobuilda
morecomprehensivepictureofthedifferencesamongthesesectorsasperceivedby
touristsofdifferentnationalities.

Insummary,tourismplannersandmanagersshouldbeawareofthetypesofrisks
thatmightcausestressamongtourists,anawarenessthatshouldalsoinformmarketing
strategies.Thisisofparticularimportanceinthedevelopingworldwheretourismis
beingpromotedasanimportantmarketsector(Burns1999).
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Abstract: The UK Modern Slavery Act aims to reduce and eradicate various forms of 
exploitation and is in this respect in line with the Sustainability Development Goal 
(SDG) 8.7. Section 54 of the act focusses on modern slavery in the international 
 supply chain of organisations and obligates organisations to report on the actions 
they have taken to identify and address exploitation vulnerabilities. In order to under-
stand how effective the current provisions in the act are, we analyse how businesses in 
the fashion and textile industry engage with the reporting requirements of Section 54. 
While we find increasing compliance with the act, a significant share of fashion and 
textile businesses have not reported on their actions or have only filed a statement 
once.

Keywords: Fashion, modern slavery, Section 54, SDG 8.7, supply chains.

INTRODUCTION

The UN Sustainable Development Goals (SDGs) were established in 2015 with the 
objective of addressing key development challenges by 2030 that have not been 
 adequately addressed through the UN’s Millennium Development Goals (MDGs) 
(Sachs 2012, UN 2015). The seventeen SDGs expand significantly upon the eight 
MDGs and range from eliminating poverty and hunger, to providing affordable and 
sustainable infrastructures, and greater equity in the workplace (UN 2000a, 2015). 
They are broadly enough defined to encompass global operations of businesses, 
including their own operations and those of their supply chains (Kolk et al. 2017).

The potential reach of the SDGs across the global business operations of one 
company and its supply network is well illustrated by Goal 8. This Goal aims to 
achieve ‘decent work for all’, including the call for action in SDG 8.7 to take ‘imme-
diate and effective measures to eradicate forced labor, end modern slavery and human 
trafficking and secure the prohibition and elimination of the worst forms of child 
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labour’ (UN 2015). The explicit mentioning of modern slavery is new to the SDGs 
and therefore requires some clarification. 

No commonly agreed upon definition of modern slavery exists and the term is not 
defined in any international instrument. The term modern slavery, however, increas-
ingly circulates in policy, legislative, and civil society arenas and is used as an umbrella 
term to capture different forms of exploitation. These forms of exploitation include, 
but are not limited to, various forms of labour exploitation, such as forced labour. But 
they can also include human trafficking, forced marriage, and the removal of organs. 
In line with this broad approach is the modern slavery definition proposed by Kara 
(2017: 8), who argues that it is a ‘system of dishonoring and degrading people through 
violent coercion of their labor activity in conditions that dehumanize them’ and that 
this occurs ‘regardless of compensation, … because of the absence of a reasonable 
alternative’ (Kara 2012: 31). Despite the lack of a common definition and thus agreed 
approach on how to collect data on modern slavery, the Walk Free Foundation (2018) 
has tried to estimate the extent of modern slavery and stated that in 2017 approxi-
mately 40 million people were in modern slavery, of whom 25 million people were in 
forced labour. 

Exploitative labour conditions are, according to the US Department of Labor 
(2016), particular prevalent in the fashion and textile supply chain. The department 
lists workers in the cotton and cottonseeds, silk cocoons, textiles and embellished 
 textiles, footwear, and garments sectors as being particularly vulnerable. The risks of 
modern slavery and labour exploitation in the fashion and textile sectors arise from 
the fragmented nature of their supply chains. The global supply chain is organised 
across multiple tiers of contract manufacturers and has a wide geographic spread, 
both across and within nations (Tokatli 2008). Brand owners tend to work closely 
with their domestic and global suppliers, with whom they have a contractual relation-
ship. These suppliers are typically their first-tier suppliers. Suppliers beyond the first 
tier are often not known to brands and exist outside their immediate scope of  influence. 
The opaque structure of the supply chain enables suppliers to outsource production 
to other businesses without an awareness of the ultimate source of their product and 
without assuming responsibility for due diligence along the entirety of the supply 
network. These characteristics of the fashion supply chain make monitoring for 
human rights abuses challenging (Gold et al. 2015, White et al. 2017) and contribute 
to the complex cultural, political, and business conditions that enable or facilitate the 
exploitation of individuals (Crane 2013).

Considering these complexities, achieving SDG 8.7 and reducing vulnerabilities 
require the concerted joint efforts of governments, businesses, and civil societies. One 
such effort is the UK Modern Slavery Act 2015. It provides a legislative framework for 
various forms of exploitation and explicitly obligates businesses to report annually on 
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the efforts they have undertaken to identify, prevent, and address modern slavery in 
their supply chain (Section 54 of the act). These annual statements are the foundation 
for our research. Understanding how fashion and textile businesses engage and align 
with the reporting requirements in both letter and spirit provides some insights into 
the effectiveness of Section 54 of the act and how it could be developed further. 

CONTEXTUALISING THE MODERN SLAVERY ACT

As previously explained, the term ‘modern slavery’ has been very broadly defined and 
this is also true within the act, covering forms of exploitation that are imminently rele-
vant for global supply chains (e.g., forced labour, human trafficking, debt- bondage, 
bonded labour, and slavery (Kara 2017)) The bases for these terms are the ILO Forced 
Labour Convention (1930), the UN Supplementary Convention on the Abolition of 
Slavery, the Slave Trade, and Institutions and Practices Similar to Slavery (1956), and 
the ‘Palermo Protocol’ (UN 2000b). These conventions are global in force and jointly 
establish that any form of slavery be abolished and condemned. Yet, practices of slave-
like exploitation persist, which has led to the specification of SDG 8.7 and the recent 
development of national legislation in various different countries (Dodds et al. 2017). 

The California Transparency in Supply Chain Act (CTSCA) was the first domestic 
legislation requiring businesses to publish how they engage with modern slavery in 
their supply chain. The reporting requirements in the CTSCA are limited, however, 
and do not require businesses to regularly update the public on their efforts to address 
modern slavery. The transparency achieved is thus limited (Greer & Purvis 2016, 
Koekkoek et al. 2017). The United Kingdom’s Modern Slavery Act (MSA) addresses 
the transparency shortcoming by requiring businesses with an annual global turnover 
of £36 million or more and operations in the United Kingdom to release a statement 
on how they are trying to identify, prevent, and address modern slavery within their 
supply chain (Gadd & Broad 2018). 

Section 54 of the Modern Slavery Act requires companies to report how they are 
engaged in eradicating modern slavery from activities that pertain to their business 
operations. It further specifies that every company that ‘carries on a business or part 
of a business in the UK’ (Home Office 2017: 5) must produce such a statement and 
publish a copy on the homepage, or a similarly prominent position on its website, that 
has been signed off  by a director or the closest equivalent. This statement has to cover 
the core business operations and its supply chain. The supply chain of a business is for 
this purpose defined as ‘its everyday meaning’ (Home Office 2017: 5). The business 
coverage and the inclusion of the global supply chain give the act an international 
reach to wherever businesses are sourcing from. 
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Through this level of transparency and the possibility of public scrutiny of 
 business conduct, the UK government has aimed to undermine the ‘governance gap’ 
of Western multinational enterprises and to ‘create a race to the top’ (Home Office 
2017: 5) of appropriate business conduct and standards, as each business strives to 
become the most transparent, open, and forthright. This notion of transparency legis-
lation surrounding modern slavery in supply chains rests on the argument that 
non-compliance may lead to increased scrutiny from the media and other civil society 
organisations. Public scrutiny and the finding of being non-compliant in letter or 
spirit and thus being labelled as a laggard in the move the address modern slavery can 
be severely damaging to the business’s reputation and lead to revenue loss (Koekkoek 
et al. 2017). There is, however, much concern as to whether this happens in reality, and 
at a broader level whether corporate accountability legislative tools (such as Section 
54) manage to meaningfully improve labour standards in business operations rather 
than acting to protect industry’s commercial interests (LeBaron & Ruhmkorf 2017). 

METHODS

Sample and data collection procedure

Our research explores how fashion and textiles companies with an annual turnover 
over £36 million (US$47.5 million) and operations in the United Kingdom respond to 
Section 54 of the act. We investigate their compliance with the legal reporting require-
ments by analysing their annual modern slavery statement and how they engage with 
the spirit of Section 54. 

We assembled our sample of international fashion and textiles companies by, first, 
identifying companies on the Modern Slavery Registry (modernslaveryregistry.org) 
that were categorised as ‘consumer durables & apparel’, ‘retailing’, or ‘food & staples 
retailing’ businesses. The registry is an independent, non-governmental organisation 
(NGO) run open-access resource that is the de facto central depository to which busi-
nesses voluntarily submit their modern slavery statements (Business and Human 
Rights Resource Centre (BHRRC) 2017). Second, we used Fashion United’s Top 100 
fashion companies (fashionunited.com) and the FAME database compiled by Bureau 
van Dijk to identify businesses that operate in the United Kingdom and have a global 
turnover above the threshold of £36 million but which have not submitted their modern 
slavery statement to the registry. The led to an initial list of 365 companies. We removed 
 companies that are in administration or liquidated, not involved in our focal industry 
(for example, textile production for the health or aerospace sectors), could not be 
clearly identified, or do not have a website. The act specified that, if a company has no 
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website, it must provide a copy of the statement to anyone who requests it in writing. 
This left us with a sample of 332 businesses. We used the URLs provided within the 
registry and searched the company’s website to locate and download the modern 
 slavery statements for the years 2016 to 2018. When we searched the homepage of 
businesses, our starting point was the customer-facing homepage to determine whether 
or not the business is publishing a statement on its homepage rather than corporate or 
investor-facing websites. This choice has been made on the basis that Section 54 relies 
on the wider public to scrutinise company behaviour. The statements should therefore 
be available on websites that are frequently visited by the wider public, not by special 
interest groups. 

Businesses operate different financial years, but the modern slavery statement is 
typically aligned with the financial year. The businesses in our sample have provided 
statements that cover a calendar year or a twelve-month period until April or June. In 
order to obtain comparable data, we collected statements that stretched over two 
years to the preceding year. 

We analysed the extent to which companies comply with Section 54, by  determining 
whether a company has a statement, where it publishes the statement on the website, 
and whether it is signed by a board member or not. This was followed by an analysis 
of how businesses report their activities around identifying and reducing modern 
 slavery in their supply chains. Using the UK government guidance on how to interpret 
and work with the MSA, we report on the content of modern slavery statements. The 
content analysis provides further indications of the effectiveness of the Section 54 
within the MSA.

KEY FINDINGS

We present first the findings from our compliance analysis of the modern slavery 
statements with the MSA, followed by a content analysis of the statements.

Compliance with legal reporting requirements

Section 54 of the Modern Slavery Act requires businesses to: (1) publish a modern 
slavery statement; (2) make it visible on the website; and (3) have a board member sign 
it. The business reporting on modern slavery has increased considerably over the last 
three years (see Table 1). While only 19 per cent of our sample had a statement in the 
first year of reporting, this share increased to nearly 40 per cent for 2017 and 2018. It 
should be noted that the number for 2018 is, however, an under-representation of the 
modern slavery reporting because companies often retrospectively report on their 
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actions and achievements—consequently some companies may not have finalised 
their statement for 2018 at the time our analysis was completed. Plus there is the issue 
of possible time delays between their actions and reporting. Available modern slavery 
statements indicate that businesses often publish their statement more than half  a year 
after the financial year has finished. The data reported here are therefore indicative of 
a further increase in modern slavery reporting.

In our analysis period of 2016–18, about two thirds of the fashion and textile 
businesses in our sample linked their statement on their homepage. Companies that 
do not provide a link have filed their statements under terminologies that are indica-
tive of the content but do not mention modern slavery directly; such as an ethical 
statement or human rights report. This positioning of the modern slavery statement 
relates it to the broader corporate social responsibility of the company and suggests 
that the activities towards modern slavery are intertwined with other activities within 
a corporate social responsibility portfolio. Other firms have filed the modern slavery 
statement under terminologies that make it difficult to locate their statement (such as 
‘certificates’, ‘legal terms’, ‘legal & cookies’, or ‘legal area, compliance, corporate 
 policies and policy documents’, ‘statements and media statements’, ‘governance’, 
‘about us’, ‘other company information’, ‘help’). The reasons for filing the modern 
slavery statements under labels that make them difficult to locate are not clear and not 
discernible from the available data. A possible explanation is that businesses are con-
cerned about the reputational risk when they prominently refer to modern slavery on 
their homepage. A cursory reader may misinterpret and misconstrue any visible 
 reference to modern slavery. The possible negative influence of making the modern 
slavery statement easily available is contrasted to many large, consumer-facing 
 businesses in the public eye that transparently present their modern slavery statements. 
Businesses that have not published their statement on the homepage typically include 
suppliers and smaller businesses. 

Our data suggest that the share of businesses fully complying with the act 
 (producing, signing, locating statement on homepage) has remained stable within our 
sample over the years. While the release of modern slavery statements has increased, 
the share of firms that do not visibly publicise their statements has hardly changed. 

Table 1. Fashion and textile business compliance with Section 54 of the Modern Slavery Act (N = 332).

  2016  2017  2018

Business provides statement 63 (19%) 117 (35%) 118 (36%)
 located on the homepage 42 (67%)  80 (68%)  81 (69%)
 signed 59 (97%) 100 (94%)  95 (87%)
 located on the homepage and signed 39 (64%)  72 (62%)  70 (60%)

Source: authors.



 International supply chains 67

Despite the increasing compliance with the requirement to publish a statement in 
absolute terms, the analysis of the modern slavery statements has brought to light that 
businesses do not update their statements annually, update them with significant delay 
to their financial year, and do not clearly indicate the year of publication or time 
period covered. These constraints limit the transparency and undermine public 
 assessment of corporate conduct. 

Content analysis of modern slavery statements

Beyond the compliance measure specified in Section 54, the act outlines six further 
points that companies are advised (‘may’) to cover in their statements (Modern Slavery 
Act 2015):

(a)  the organisation’s structure, its business and its supply chains (business 
structure);

(b)  its policies in relation to slavery and human trafficking (modern slavery policies);
(c)  its due diligence processes in relation to slavery and human trafficking in its 

 business and supply chains (due diligence process);
(d)  the parts of its business and supply chains where there is a risk of slavery and 

human trafficking taking place, and the steps it has taken to assess and manage 
that risk (risk assessment);

(e)  its effectiveness in ensuring that slavery and human trafficking is not taking place 
in its business or supply chains, measured against such performance indicators as 
it considers appropriate (key performance indicators);

(f)  the training about slavery and human trafficking available to its staff  (training).

Corporate approaches to these statements range from minimal disclosure, through to 
proactive discussion regarding procedures, and practices in place, together with 
acknowledging risks identified within the business operations.

Motivation for publishing a modern slavery statement
Our analysis shows that the majority of businesses commonly provide two reasons 
why they produce a modern slavery statement. The most often given reason is it being 
part of the company’s values to trade ethically; the second most frequent reason is the 
fact that it is a legal duty. Companies that give further justification include Asda, 
ASOS, Kering, Pentland, H&M, and Tesco. Swedish global mid-market brand H&M 
is unusual in drawing attention to the relative responsibility that it carries to act on 
issues such as modern slavery, due to its size and influence in the industry. In contrast, 
German luxury brand Hugo Boss gives only one reason for creating a statement, 
which is that it is a legal duty. 
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The language and explanation regarding motivation suggest that few companies 
appear to have considered who the audience of their statements may be, beyond the 
parties they collaborate with. It is noteworthy that only Camira, FatFace, John Lewis, 
Kering, Marks & Spencer, Primark, Sainsburys, Ted Baker, and Tesco indicate the 
possible beneficiaries, which are, primarily, customers, in the sense that these  companies 
‘know that [their] customers share [their] concern’ (Marks & Spencer 2017), and ‘want 
[their] customers to be confident’ (Camira 2015) that the products they buy are 
 produced ethically. 

Business structure
Brands often provide some information about their business and the structure of their 
supply chains, although the level of detail varies considerably. For example, American 
brand Urban Outfitters produces a very limited overview of its business, focussing 
primarily on its organisational structure in the sense of which parts of the company 
are covered by their modern slavery statement. Similarly, US luxury brand Michael 
Kors, German luxury brand Hugo Boss, and French luxury brand Louis Vuitton 
 similarly give limited information about their suppliers. UK luxury brand Burberry 
acknowledges that it has different supply chains for resale products and services 
 contracted to facilitate its business operations, but again the information given about 
each type of supply chain is minimal. 

ASOS, on the other hand, produces a detailed example of a supply-chain map, 
and differentiates between supply chains for goods that are, and those that are not, for 
resale. The latter of these also includes also all contracted services. M&S does not 
produce a detailed supply-chain map in its modern slavery statement, but instead 
 redirects readers to an interactive website that shows the supply-chain map, and to 
which content appears to be added as M&S further maps the supply chain for their 
wide range of products. New Look offers a graphic representation of its model supply 
chain. These examples stand out as instances of going beyond the brief  overviews 
provided by the majority of the sample.

In contrast, Michael Kors limits itself  to a brief  paragraph on the structure of the 
supply chain, and Hugo Boss gives it a sentence. Louis Vuitton similarly gives limited 
information about its suppliers. Burberry acknowledges that it has different supply 
chains for resale products and services contracted to facilitate its business operations, 
but again the information given about each supply chain is minimal. 

Modern slavery policies
Our analysis shows that all companies in our sample often refer to a code of conduct 
and/or an anti-slavery policy that their suppliers should adhere to. Companies such as 
ASOS, Debenhams, H&M, John Lewis, Kustom Kit, M&S, Mothercare, New Look, 
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Next, Pentland, Primark, Sainsburys, Shop Direct, Ted Baker, and Tesco regulate 
eight or more aspects of work. Surprisingly, two smaller organisations, Dr Martens 
and Michael Kors, also provide higher levels of detail regarding their supplier codes 
of conduct. Sports Direct’s description is extremely minimal. Other minimalists 
include B&M, FatFace, Hugo Boss, Louis Vuitton, and Superdry, with Louis Vuitton 
noting that its code of conduct is ‘available upon request’ (Louis Vuitton 2017).

Analysis against our thematic framework, derived from a range of MSA statement 
advice documents and policies, demonstrates that companies based their code of 
 conduct on at least one source of information beyond the statutory guidance. Primary 
sources of information include the ETI Base Code (2017), the UN Global Compact, 
and ILO guidance. A select few, including Burberry, Kering, Mizuno, Net a Porter, 
Primark, and Sainsbury, indicate consulting three or more sources. 

Due diligence processes
Only H&M and ASOS indicate specific incentives for suppliers to comply with their 
code of conduct, but even these make only cursory reference to rewarding ‘good busi-
ness partner performance’ (H&M 2016). Perhaps many of these companies consider 
their custom sufficient incentive for suppliers to consider complying, despite the 
reported difficulty of having sufficient leverage over suppliers to actually create 
change. 

Few companies provide much detail regarding how they work with their suppliers. 
Whilst many note that they have worked with certain suppliers for a long time, and/or 
that they have a good-quality relationship with these suppliers, only Pentland focusses 
on when it, in general, pays its suppliers whilst M&S and Tesco state that they 
 specifically invite supplier feedback. 

One topic highlighted in previous assessments of modern slavery statements is the 
lack of information on companies’ risk assessment strategies (CORE 2017, ERGON 
Associates 2016, Sancroft & Tussell 2018). This result is also replicated in our study of 
the fashion and textile sector. Whilst the majority of statements make reference to risk 
assessments, little in-depth information is given about the methods of risk assessment 
and the external sources and reports consulted. That said, some companies do go 
above and beyond in their description of the assessment process: H&M, John Lewis, 
Marks & Spencer, Pentland, Primark, Sainsburys, and Tesco are especially thorough 
compared to other companies. 

The majority of companies in the data set are quite detailed in their description of 
the auditing process, noting, at the very least, who carries out the audits, which 
 suppliers are audited, and the auditing approach. Further items that are covered by 
some businesses include the number of audits performed, and whether these audits 
were announced, semi-announced, or unannounced. A noteworthy exception here is 
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Sports Direct, which does not refer at all to auditing suppliers to ensure no slavery is 
taking place. 

Remediation
All companies make at least some reference to remediation, even if  in a very generic 
sense. Especially detailed reports are made by John Lewis, Marks & Spencer, Next, 
Primark, Sainsburys, and Tesco, whilst both H&M and Hugo Boss could be  considered 
mid-level. The main steps taken by companies in this data set include working with 
suppliers to remediate the risks and issues found during audits, with recourse to  simply 
terminating contracts if  the supplier is unable or unwilling to make the necessary 
changes. This also includes training suppliers. Information on the training methods 
and frequencies tends to be limited. The topics on which suppliers are trained include 
recognising modern slavery, implementing the supplier code of conduct, and, more 
specifically, training on the needs of migrant workers, on recruitment, on child labour, 
and on health and safety. Debenhams, John Lewis, M&S, New Look, Primark, 
Sainsburys, and Tesco are particularly detailed in their description of supplier  training. 
A small proportion of companies also indicate that they do work around raising 
awareness and ‘embedding respect for human and labour rights’, although few 
 companies point out their methods for raising awareness. 

The companies that provide the most detail about the steps they take to remediate 
 modern slavery are also the companies that collaborate with a greater number of other 
companies, civil society organisations, governmental agencies, and other stakeholders 
to achieve leverage and create lasting change. Those citing high levels of external 
 collaboration include Asda, ASOS, and H&M. Those highly active companies also 
tend to be the ones explaining why they take their remediating steps, and why they 
collaborate (generally, to enhance their leverage and impact). It appears that there is 
at least some link between formulating the reasons for doing remediation work and 
being relatively detailed in describing this work. 

Key performance indicators
Our analysis shows that there was little transparency regarding review processes 
amongst our sample. Furthermore, there was very limited identification of progress 
indicators, with a few exceptions, for companies to track the effectiveness of their 
remediation work.

M&S, Mothercare, Primark, Ruia, Sainsburys, Shopdirect, and Tesco either 
actively sought out external advice on improving their remediation work, or were 
commended for the work that they were already doing. Other companies, when 
describing their process for achieving and measuring progress, simply refer to key 
performance indicators (KPIs) general review processes, and make high-level 
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 references to progressing over the coming year. Companies that provide actual data, 
include John Lewis, M&S, Sainsburys, and Tesco. Although transparency regarding 
actual performance may be limited, many other brands do map the steps they have 
taken towards commitments and risks, thereby demonstrating progress.

Training
Most companies give some detail about staff  training. Marks & Spencer, Morrisons, 
Mothercare, New Look, Pentland, Primark, Ruia, Sainsburys, and Superdry offer 
relatively detailed reports, for example. Almost no companies, with the exception of 
Marks & Spencer, New Look, and Morrisons, provide relevant detail about the 
 methods and frequencies of staff  training. The topics covered in training are ‘identi-
fying and responding to modern slavery’, and the various policies and codes of 
 conduct the company may have. ASOS, John Lewis, and M&S specifically note that 
they train their buyers in responsible purchasing, and most other brands note  
that they specifically target the buying teams in their staff  training. 

Governance and challenges
ASOS, Burberry, John Lewis, N Brown, Primark, Superdry, and Tesco point out that 
they have employees working on sustainability and corporate responsibility issues in 
sourcing countries, or generally overseas. Others, such as M&S, actually provide a 
schematic governance structure, but little narrative information. 

Finally, there is limited acknowledgment of the challenges these companies face in 
tackling modern slavery issues. Those that do acknowledge limitations are Arcadia, 
ASOS, B&M, H&M, IC Group, Kering, M&S, N Brown, Next, and Pentland; the most 
often mentioned challenge is that of balancing the need to trade ethically with other 
commercial pressures, with the challenge of resourcing the tracing of the supply chain 
(primarily in terms of time) the second most cited reason. The latter concern is brought 
up by H&M and M&S, which both have relatively extensive experience in mapping  supply 
chains. There are other concerns around the fear of unintended consequences and the 
difficulty in identifying modern slavery and having real, lasting impact. In other words, 
those that indicate that they go to great lengths to identify slavery in their supply chains 
and remediate it, are those most willing to admit that their task is a very difficult one. 

DISCUSSION AND CONCLUSION

The analyses of the first tranche of modern slavery statements (2016–18) within the 
fashion and textile sector indicate that companies have increased their modern slavery 
reporting and that the content of those statements varies significantly in topics 
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addressed and depth provided. The MSA is a relatively recent act and the analysis 
suggests that it has limitations in its implementation and lacks meaningful enforce-
ment. Over time, businesses and policy makers come to understand how best to 
 interpret the objectives of the act and to operationalise these. To this end, the  
Home Office (2017) has updated the statutory guidance with stronger and clearer 
language. Businesses for their part are advancing their reporting, which is often 
becoming more detailed. But whilst large, consumer-facing businesses have relatively 
detailed reports, even these firms could be more detailed in how they engage with their 
global supply chain in an effective manner to support suppliers in complying with 
their often very detailed codes of practice. Our findings suggest that Section 54 of the 
MSA is currently not as effective as intended. Section 54 has required businesses to be 
more transparent with their approaches towards modern slavery within their global 
supply chains. But the lack of enforceable reporting standards on modern slavery 
engagement coupled with the absence of any meaningful penalties mean that the 
modern slavery statements vary significantly in quality and depth. Consequently, a 
large number of businesses have not yet engaged visibly with the act by releasing  
a statement. These initial observations (part of a larger research project) reinforce the 
recent calls by parliamentarians, civic society groups, and businesses themselves, for 
Section 54 to be strengthened to provide a level playing field for those businesses 
actively engaging in, and reporting on, the reduction of risk of labour exploitation in 
their supply chains. Such action requires much greater scrutiny, sanction, and enforce-
ment against those companies neglecting their responsibilities in this space and 
 reassurance to those firms which do report honestly (with the potential negative per-
ceptions that identifying and sharing information about the exploitation found within 
one’s own supply chain may bring).
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