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Abstract 
Due to the globalization influence on fashion industry, which resulted in a growing interest 

of sustainability matters not only by apparel industry, but also by consumers. Companies within 

the apparel industry started to focus on producing environmentally friendly garments to meet 

costumers concerns about environmental issues cause by its production. Thus, it is important to 

understand what factors foster young consumers to make decisions in favor for sustainable 

purchase.  

The research study purpose is aimed to investigate how young consumers, Aalborg 

University students, understand and apply sustainability concept in relation to clothing 

consumption. Also, to find out what impact, positive or negative, does such factors as knowledge, 

price, eco-label and trust, have on their decision to purchase clothing items in a sustainable manner. 

For this reason, a deductive approach was applied, which resulted in gaining relevant literature 

finding from which hypotheses to identified factors that influence consumers’ decision to purchase 

in a sustainable manner were created. Next, a quota sample was chosen by carefully selected 

measurement steps. While the framework for the research study consists of relevant literature 

review and theories, such as generational cohort theory, the Theory of Reasoned Action and the 

general decision-making model of sustainable consumption. Which in their turn helped to create 

this thesis own study model that further revealed a solid answer to the research question. 

Furthermore, a quantitative method was applied to gain data from the self-administered survey.  

 

Thus, the results from the survey showed that 52 respondents understand sustainability 

concept in general, though they lack knowledge in sustainable clothing consumption, which has a 

negative impact on environmental purchasing decision. Particularly, the results discovered that 

such factor as price has a positive impact on respondents’ decision to purchase sustainable 

clothing, compared to knowledge factor that has a negative impact on their decision toward 

sustainable clothing consumption. As to eco-label, it was negatively perceived by respondents, 

though a trust factor was positively perceived by them. However, neither eco-label nor trust, have 

an impact on AAU students, hence they are not significant in their decision to purchase sustainable 

clothing items. 

Key words: sustainability, young consumers, clothing consumption. 
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1. Introduction 

1.1 Background  

While studying a Creative Genius Semester, one of the assignments was to help Better 

World Fashion company increase the sales within their current framework of values. This is a 

Danish sustainable fashion company that makes leather jackets from the used leather and recycled 

material such as plastic and metal, also it addresses environmental issues by providing possibilities 

for their customers with the disposal options of the used garments for a fair price instead of 

throwing them away (Better World Fashion, 2017). To meet a company, which business is 98 % 

sustainable, touched me personally (Better World Fashion, 2017). Little did I know that clothing 

consumption is causing environmental problems due to “…the pollution and waste generated 

through consumption…”, also because of “…the amount of natural resources expended through 

consumption” (Connell & Kozar, 2014, p. 42).  Therefore, the alternatives presented by Better 

World Fashion company to deal with such a problem were an eye opening to me. Hence, it inspired 

me to investigate the problem concerned sustainability issues within the apparel industry. The fact 

that a human footprint is getting heavier due to the clothing consumption, which resulted in current 

globalized interest that is aimed toward sustainability issues within the clothing consumption 

(Maria Ciasullo, Gennaro Maione, Carlo Torre, & Orlando Troisi, 2017). Moreover, not only 

consumers started to notice product sustainable applications, but also to seek it, which means that 

individual knowledge of the sustainable issues within the apparel industry is of a significant 

importance (Gam & Banning, 2011; Maria Ciasullo et al., 2017 and Hill et al., 2012). Furthermore, 

“the primary responsibility of sustainable consumption is with the consumers…” because of their 

“…beliefs and values about sustainability …” that they supposed to convert into buying behavior 

(Maniatis, 2016, p. 2). Those individuals who recognize problems associated with the apparel 

industry “…try to decrease clothing waste…” by an active participation in sustainable practices, 

such as recycling, donating, reusing and discarding, which has a positive effect on environment 

(Connell & Kozar, 2014, p. 52). Not to mention that consumers are key participants in sustainable 

growth of the apparel consumption (Shibin et al., 2016). For this reason, consumers’ contribution 

in sustainability is vital. Thus, made me wonder what makes young consumers to choose 

sustainable clothing in comparison to unsustainable garments. Specifically, whether awareness of 
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the environmental problems or the sustainable information of an apparel product, provided by a 

manufacture company, influenced decision-making process of young consumers toward the 

purchase of environmentally friendly garment. These wonders of mine lead to gaining knowledge 

in sustainable clothing consumption, as well as to investigate this issue within the young 

consumer’s decision - making process toward the purchase of sustainable clothing. The detailed 

description of which follows below. 

 

1.2 The topic of interest 

Globalization has a significant impact on fashion industry which appears in a growing 

interest of sustainability matters both by the apparel industry and consumers (Molderez & Elst, 

2015; Gam & Banning, 2011). The apparel industry is considered as “… one of the most polluting 

industries and consumers…” (Wagner et al., 2017, p. 1). The fact that it has caused a large number 

of environmental issues, like countless “…quantities of harmful waste that generated at every stage 

of the apparel manufacturing process” (Gam & Banning, 2011, p.202), and a waste produced as a 

result of clothing consumption are subject to change (Connell & Kozar, 2014). Particularly, 

awareness of environmental problems has risen worldwide together with the grown “…consumer 

interest in the environmental implications of apparel production…” (Gam & Banning, 2011, p. 

203). Consequently, companies within the apparel industry started to incorporate sustainability 

practices to meet costumers demand for environmentally friendly garments (Gam & Banning, 

2011; Maria Ciasullo et al., 2017). For that reason, sustainability (see section 3.1.1) appear to 

represent “…a key issue in the fashion industry…”, which developed into a trend (Wagner et al., 

2017, p. 1; Molderez & Elst, 2015). While sustainable clothing consumption as a complex notion 

refers to consumers’ actions toward the purchase, use and recycle of garments, and includes such 

activities as re-using, donating and disposal, the detailed description of which is presented in 

sections 2.1.2.1 -2 (Ha-Brookshire & Hodges, 2009; Liu, Wang, Shishime, & Fujitsuka, 2012).  

 

However, individual clothing consumption and sustainable activities, in other words 

practices, differ by generational cohort (Parment, 2013). Generational cohort refers to “…events 

that produce a change in the values, attitudes, and predispositions in a society” and comprised of 

“…a consumer segment that consists of individuals who come of age in a particular time period…” 
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(Parment, 2013, p. 3; Jackson, Stoel, & Brantley, 2011, p. 1). Hence, they possess alike 

understanding of life by personal encountering of things that occur in the course of a specific 

period of time (Jackson et al., 2011). Young consumers in this thesis paper are individuals who 

were born in the period from “… 1980 to 1999…”, thus represent specific characteristics due to 

their belonging to Generation Y, the detailed description of which is presented in section 3.3.2 

(Crampton & Hodge, 2011, p.3). This generation is described as “…consumption oriented and 

sophisticated in terms of tastes and shopping preferences” (Jackson et al., 2011, p.2). And since 

this type of young consumers are not only eager to shop, but also are selective toward the purchase 

decisions, they represent quite a large consumer segment with a “…significant purchasing power” 

(Parment, 2013, p. 2). Therefore, this consumer segment was chosen due to its importance and 

relevance for the research investigation, such as to understand current situation in sustainable 

apparel consumption field, which might also reveal its future tendency. Moreover, marketers 

consider generational cohort as a significant instrument in retail because “… cohort members share 

similar values” (Parment, 2013, p.1). Consequently, the generational cohort theory (see section 

2.2.1) is connected with the chosen sample of young consumers due to the characteristics they 

possess because of their belonging to the Generation Y segment by the year of birth. Namely, a 

list of characteristics includes similar values, beliefs and behavior toward the sustainable purchase 

decision, thus represent one generational cohort excluding differences between nations (Parment, 

2013). While, their decision – making process toward the sustainable purchase behavior is 

explained with the help of the Theory of Reasoned Action (Ajzen & Fisbbein, 1980 in Madden et 

al., 1992, p. 3) together with the general decision-making model of sustainable consumption 

(Terlau and Hirsch, 2015), the detailed description of which are presented in sections 2.2.2-3. 

Subsequently, a framework for the research study was made based on the relevant literature review 

(see section 2.1) and suitable theories (see section 2.2) from which a specific model for this 

research study was created (see section 2.3) together with the right methodological perspectives 

(see section 3) in order to achieve the purpose of this study and to answer the research question 

appropriately. 

 

The purpose of the thesis is to investigate how young consumers understand and apply 

sustainability concept, as well as to test the identified factors that might influence their decision-
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making process toward the purchase of environmentally friendly garments. The gained knowledge 

will benefit marketers by providing a solid insight to the field of sustainable apparel consumption 

within the chosen sample (see section 3.3.2), which in its turn might help to aim their 

communication or marketing strategy for an organizational advantage. Hence, the research 

question is defined and presented in section 1.3. 

 
1.3 Research question 

This section presents the main research question and follows by the three sub questions, 

the detailed description of each of the sub-questions serve a purpose to guide the research paper, 

also to answer it properly.  

 

How young consumers, Aalborg University students, understand and apply sustainability 

concept during the clothing consumption and what impact, positive or negative, does such 

factors as knowledge, price, trust and eco-labels, have on their purchase decisions? 

 

1.3.1 Sub-question 1: How AAU students understand sustainability a) in general and b) in 

connection to clothing consumption, as well as to explore what type(s) of sustainable 

clothing practices do they participate in? 

 

The first sub-question is aimed to investigate Aalborg University (AAU) students, those 

young consumers who represent Generation Y cohort, the way how they understand sustainability 

concept in general and in relation to apparel consumption. Moreover, to gain insight into their 

perception of the sustainable apparel consumption in comparison to the established notion 

retrieved from the literature review (see section 2.1). The main point in this part of the research is 

to understand whether the established concept of sustainability in connection to apparel 

consumption is interpreted and applied in practice by the chosen sample in the intended way. Or 

whether their perception of that concept differs and if that is the case then to distinguish in what 

manner did the difference occur. Similarly, such scholars as Young, Hwang, McDonald, & Oates 

(2009), studied a possible presence of a gap between consumer behavior toward the sustainable 

action due to the clash of finding connections between buying apparel products and environmental 
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problems (p.20). Finally, according to Connell & Kozar (2014), consumers “…do not consider the 

associated environmental impacts of their clothing purchases…”, which has a tremendous negative 

aspect starting from the production of garments to throwing them away that “…contributes toward 

degradation of ecosystem…” (p.43). Furthermore, to learn what type(s) of sustainability practice, 

which were identified, like re-use, recycle and disposal for this research study (see sections 2.1.2.1-

2), does AAU students apply on daily bases, as a link to understand whether their perception of 

sustainability concept correspond actions toward sustainable clothing consumption. In fact, by 

including sustainable clothing practices the findings might reveal the way how young consumers 

within the Generation Y segment take actions toward sustainable clothing consumption. Also, 

whether there is any gap between their understanding and theoretically defined concepts of 

sustainable clothing consumption toward its practices. Consequently, the concept of sustainable 

apparel consumption is a subject of investigation to understand how target audience view it and 

apply toward the decision-making process during the purchase of garments. 

 

1.3.2 Sub-question 2: Does personal and demographic information such as age, gender, 

nationality, education and income has an impact on AAU student’s decision making 

process toward the purchase of sustainable clothing? 

 

Personal and demographic information such as age, gender, nationality, education and income, are 

categories which measurements might reveal different perception of sustainable consumption 

together with the sustainable practices. The choice to gain information addressed to the above-

mentioned categories is supported by Panni (2006), who stated that “…age, income level, 

education level and occupation” are significant aspects that have an impact on byers sustainable 

behavior (as cited in Kaufman et al., 2012, p. 60). To begin with, gender has been defined as a 

“…predictor of shopping…” since “males and females differ in many aspects of consumption…” 

(Jackson et al., 2011, p. 3, 2). For instance, females tend to search for information “…more actively 

before making purchases…” as well as they “… spend more time in stores than males do” (Fischer 

and Arnold, 1994 in Jackson et al., 2011, pp. 2-3). According to Oh et al. (2004) and Lehto et al. 

(2004) female gender like not only to shop, but they also “… spend more…”  compared to male 

gender (as cited in Jackson et al., 2011, p. 3). In addition, Webster (1975) claimed that female 
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gender is the most “…socially conscious consumers” (as cited in Kaufman et al., 2012, pp. 59-60). 

By the same token, Harris et al. (2000) declared that “…female, professional and younger” are 

buyers who possess sustainable behavior (as cited in Kaufman et al., 2012, p. 59). However, 

according to Jackson et al. (2011) “…men are shopping almost as much as women…” (p. 1). Thus, 

with such a contract view of females and males’ sustainable consumption behavior it can be 

suggested that a clear picture of gender influence on purchasing action is needed to explore within 

the investigated target audience (Hwang, Lee, & Diddi, 2015). In addition, Knauer (1971) added 

that a “…high income…” is the other influential characteristic in the search for the environmental 

conscious behavior (as cited in Kaufman et al., 2012, pp. 59-60). Furthermore, Chan (1999) 

claimed that buyers who concerned about environmental issues “…tend to be better educated, and 

higher in economic and income status” (as cited in Chan & Wong, 2012, p.201). Finally, 

differences between the age group of the AAU students are going to be defined by the generational 

cohort theory (Jackson et al., 2011, see section 2.2.1) in relation to Generation Y characteristics 

(see section 3.3.2). The reason is that according to the generational cohort theory the generational 

identity is determined by social, political and economic events that in their term have an impact 

on the specific generation behavior (Jackson et al., 2011; Parment, 2013). In this research study 

young consumers as a target audience consists of AAU students that represent Generation Y 

segment by birth year identified by Crampton & Hodge (2011) and since this generation is 

described through the happenings, which determine their lives, like “…globalization, rapid 

technological advancement…” (Pomarici & Vecchio, 2014, p. 539). They also represent strong 

segment of a market to whom technological advances are integral part of their daily life and who 

are exceptionally “…socially concerned and aware of many global issues…” (Hill & Lee, 2012, 

p. 478). Furthermore, young consumers within the Generation Y cohort insist on having 

information about environmentally friendly goods, which may influence “…their purchase and 

consumption choices” (Bhaduri & Ha-Brookshire, 2011, p. 136). Therefore, it is assumed that 

there might be found no differences between the age group of Danish and International students’ 

perception of the sustainable clothing consumption, since the chosen segment was exposed to 

similar technological advances and values connected to the year of their birth (see section 3.3.2). 

However, according to Shirley A., (2016) Denmark is the country among three others (Finland, 

Iceland and Sweden) that was reported as the world’s most environmentally friendly country. In 
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fact, the focus on environmental issues caused by apparel industry in Denmark elevated, which is 

why companies within the clothing production “…increased public focus…” on related issues by 

incorporating eco-label program (Jørgensen & Jensen, 2012, p.8). That fact suggests that AAU 

students within Danish nationality might possess more knowledge about sustainability issues, as 

well as be better informed about eco-labels and their meanings than International students. Hence, 

AAU students personal and demographic information such as age, gender, nationality, education 

and income is decided to be measured to compare whether the above statements are supported with 

the actual findings. 

 

1.3.3 Sub-question 3: Does the identified factors, such as knowledge, trust, eco-labels and 

price has a significant influence on AAU student’s decision making process toward the 

purchase of sustainable clothing? 

 

The third sub-question is addressed to hypotheses created from the literature review of the 

significant factors, such as knowledge, trust, eco-labels and price (see section 2.1.3). The purpose 

of which is to support or to deny the fact that the identified factors influence AAU student’s 

decision making process toward the sustainable purchase of environmentally friendly garments. 

 

1.4 Limitation 

This section presents limitations, which were created to keep the research study clean and 

relevant for a reader, also to avoid any kind of unanswered points. 

 

First, since attitude, beliefs and preferences of a chosen consumer segment within the 

specific characteristics of the Generation Y segment (see section 3.3.2) represent a unique 

generation cohort according to the Generational cohort theory (see section 2.2.1) and literature 

findings (see section 2.1), thus the comparison of this generational cohort with other types of 

generation cohorts is excluded (Crampton & Hodge, 2011; Jackson et al., 2011). The reason is that 

this research paper is not seeking in finding differences in understanding of sustainability matters 

and whether the identified factors influence other types of generational cohorts decision-making 



Nina Beck 
Master Thesis - Culture, Communication and Globalization 
Aalborg University 
 

10 

process toward sustainable garments purchase. Therefore, is limited to present a comparison of 

Generation Y to other generations. 

 

Second, the influence of subjective norms on purchase decision-making is excluded from 

the Theory of Reasoned Action (Ajzen & Fisbbein, 1980, in Madden et al., 1992, p. 3), due to the 

target audience characteristics (see section 3.3.2), which emphasis on the fact that “… Gen Y 

prefer to form their own opinions independently… “, instead of relying on other point of views 

(Hwang, Lee, & Diddi, 2015, p.95). Moreover, it is not supported the purpose of the research 

investigation, because the study is not looking at the way how young consumers influence each 

other intentions toward the sustainable purchase behavior, therefore the subjective norms were 

limited from it. The other limitation is that the “…theory predicts intention to perform a behavior 

by consumers’ attitude …”, though  not always attitudes lead to a purchase of sustainable clothing 

because intentions might be under the impact of other attributes or factors (Hansen, Møller Jensen, 

& Stubbe Solgaard, 2004, p.540). However, in this research paper the identified factors and 

attributes have significant impact on consumer sustainable purchase decision therefore have 

positive effect and are included in the study. 

 

Third,  the decision-model of sustainability (Terlau and Hirsch, 2015, see section 2.2.3) 

applied to support the fact that only the thesis identified attributes and factors within the individual, 

social and situation determinants where chosen to stress their significant impact on consumers 

sustainable purchase behavior. Therefore, other possible elements addressed toward the three 

section of the model, such as individual, social and situational determinants, are excluded due to 

their irrelevance toward the research study purpose (see section 1.2). 

 

Finally, since such measurement type as age is linked to a specific category of generation, 

which is Generation Y, it might be perceived as too general or broad, therefore considered as a 

limitation. In addition, the fact that with the use of the quantitative methodology the research study 

cannot answer the question ‘why’ and explain the results, thus it is also considered as limitation of 

this thesis study. 
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1.5 List of terminologies 
This section provides with the list of terminologies used in this thesis study to avoid ambiguity. 

 

AAU students / segment / sample / young consumers / Generation Y / target audience / 

participants / respondents –is used interchangeably referring to the specific group of individuals 

this research investigates. 

 

Thesis / research / study / paper -  is used interchangeably to refer to this work. 

 

1.6 Structure of the research study 

This section briefly outlines the content of this master thesis, which comprised of eight sections. 

 

Section 1 includes introduction, which consists of a background information of the topic of 

interest, the chosen topic itself, also limitations and a list of terminologies are presented for the 

better understanding of the overall research.  

 

Section 2 provides with the literature review and theories together with the study own model 

created for the research, which were used as guidance for overall thesis. 

 

Section 3 presents the research design where philosophical and methodological considerations, 

as well as the research approaches and data collection are detailed discussed. 

 

Section 4 explains the survey gained data results in accordance to the research sub-questions. 

 

Section 5 offers a discussion of findings that reveal a solid answer to the research question. 

 

Section 6 sums up the overall research, it’s findings and contribution, as well as presents 

perspective for a new research. 

 

Section 7 consists of References and Section 8 presents Appendix. 
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2. Theoretical perspectives 
 This section presents the theoretical framework for the thesis paper, which consists of 

the literature review part and the theory part that represent foundation for the established research 

questions and hypotheses. First, the research view of the sustainable apparel consumption and its’ 

notions are presented (see section 2.1). Second, the chosen factors, which influence consumers 

sustainable purchase decision are described and followed by hypotheses creation (see section 

2.1.3). Third, the Generational cohort theory (Jackson et al., 2011; Parment, 2013) is detailed 

presented in section 2.2.1 in relation to the point of view this research study has toward the chosen 

young consumer segment (see section 3.3.2). Fourth, the consumer’s decision making process 

toward the sustainable actions is explained with the use of the Theory of Reasoned Action (Ajzen 

& Fisbbein (1980, in Madden et al., 1992) and Akpoymare et al., (2012) purchase decision notion 

(see section 2.2.2), together with the decision-model of sustainable consumption (Terlau & Hirsch, 

2015, see section 2.2.3). Finally, a summary of the theoretical perspectives section and a visual 

presentation of the research study own model with its description are presented in section 2.3.  

 

2.1 Literature review 

 2.1.1 Sustainability 

According to World Commission on Environment and Development (WCED) 

sustainability is a “…development that meets the needs of the present without compromising the 

ability of future generations…” (United Nations General Assembly, 1987, p.41). In other words, 

the term sustainability used to express a fair play between “…social, ecological, and environmental 

goals and their consequences on societies and our planet” (Elkington, 1998 in Maniatis, 2016, p. 

2).  Nowadays, “…sustainability represents one of the most effective levers for attracting fashion 

customers” (Maria Ciasullo et al., 2017, p.1). Fashion customers in this research paper represent 

all types of clothing consumers, for instance those who are engaged in “…environmental 

protection …” movement, as well as those who express interest in goods that are made in a 

sustainable matter or involved in sustainable practices (Maria Ciasullo et al., 2017, p. 1). In fact, 

companies that tend to stress their sustainability practices are likely to attract consumers (Maria 

Ciasullo et al., 2017). For instance, such company as Patagonia uses recycled textiles, such as 
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nylon, biodegradable and compostable materials for their products line (Patagonia, 2017). Other 

companies, such as Noir uses organic cotton (Black & Anderson, 2010), and Nike boost organic 

cotton in the production of goods together with the “…recycling used trainers for playground 

surfaces…” (DeLong, 2009, p.109). The reason for sustainability in apparel consumption to thrive 

in its development is based on consumers concern “…in the environmental implications of apparel 

producton…” together with such ethical issues as child labor, sweatshops and poor working 

conditions  that has grown rapidly in the last past years (Gam & Banning, 2011, p. 203; Khan et 

al., 2017). Moreover, a great number of individuals “…make their consumption decisions on basis 

of ethical values…”, such as sustainability matter applied to the products manufacture, labour code 

as well as “… human rights” (Khan et al., 2017, p.89). Consequently, the increased interest in 

sustainability issues addressed to clothing consumption has turned into a trend (Molderez & Elst, 

2015). Recent view of sustainable consumption can be expressed as “…the current generations 

should fulfill their needs without compromising the ability of future generations in fulfilling their 

needs” (Schaefer and Crane, 2005; as cited in Maniatis, 2016, p. 2).  

 

 2.1.2 Sustainable consumption 

Since the research paper is investigating apparel sustainable consumption in relation to 

consumer purchase intentions, this term is defined as “… the way of consuming in a different and 

efficient way to have improved quality of life …” (Shibin et al., 2016, p. 449). According to 

Meulenberg (2003), “sustainable consumption is based on decision-making process that takes the 

consumer’s social responsibility into account…” together with consumers wishes and desires (as 

cited in Vermeir & Verbeke, 2006, p.170). Henceforth, apparel consumption represents a broad 

scope of diverse processes of use, which may be described as “... “acquiring, storing, using, 

maintaining, and discarding” for each garment part” (Winakor, 1962, p. 629 in Ha-Brookshire & 

Hodges, 2009, p.179). For this reason, sustainable consumption should include a study of purchase, 

use and recycle. To stress the fact that a purchase of garments is no longer the only essential 

attribute influencing environment during consumption (Joshi & Rahman, 2015), therefore 

sustainable apparel consumption may no longer be applied to sustainable purchase only. 
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While, clothing consumption “…refers to an individual’s clothing acquisition decisions 

and the use of clothing by the individual” (Connell & Kozar, 2014, p. 43), which consists of such 

phases as “…information search, acquisition, usage, storage, and disposal…” (Ha-Brookshire & 

Hodges, 2009, p. 181). Therefore, individual’s sustainable consumption, may be placed in three 

stages. The first stage is pre-purchase, which occur when consumers search for information about 

a garment (Birtwistle & Moore, 2007). The second stage is purchase itself, and is completed when 

consumers acquire and use a chosen garment (Birtwistle & Moore, 2007). Finally, the third stage 

is post-purchase, which is happen when consumers store or disposal their purchased clothes 

(Birtwistle & Moore, 2007). Thus, the following section presents a study of sustainable 

consumption that includes a study of purchase, use and recycle as an intertwined part of this 

research, which follows by a list of concrete practices, such as re-use, recycle and disposal that are 

part of sustainable consumption (Ha-Brookshire & Hodges, 2009). The detailed description of 

which is presented below. 

 

2.1.2.1 Re-use and recycle 

Systainable use of apparel products includes such practicies like to maintain goods to pro-

long their lifespan, for instance to repair garments and to do laundry with low temperature or to 

reduce it to minimum (Wagner et al., 2017; Connell & Kozar, 2014). Also, “…reconstructing 

clothing to update the style of garments” is part of the sustainable clothing consumption (Connell 

& Kozar, 2014, p. 50). Furthermore, to donate to charity or to give away to second hand stores 

(Tilikidou & Delistavrou, 2004), as well as to participate in a garage sales and give clothes away 

either to family members or to acquaintances are part of sustainable consumption practicies as well 

(Connell & Kozar, 2014). Likewise, such options as to “… rent, share, lease, or switch” garments 

are availabale for consumers as a substitude for buying new items with an aim to use those just 

few times or to throw away because they no longer needed  (Wagner et al., 2017, p.4).  

 

Furthermore, sustainable consumption practicies include the purchase of environmentally 

friendly items made of organic fibres such as cotton, and natural raw materials as “… organic wool 

and peace silk…” (Wagner et al., 2017, p.3). Unfortunately, the above mentioned eco-friendly 

items involve unsustainable production, for instance for “…one kilogram of cotton, a high amount 
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of water is needed…”, and even though ethical procedures are used for getting eco-wool and eco-

silk, neither of that practices will be acceptable by those consumers who are vegetarian or possess 

extreme moral code toward goods made with animal parts (Wagner et al., 2017, p.3). Therefore, 

such practices as to reduce water and energy, as well as to give garments for reuse or recycle, and 

to use recycled materials are the best in sustainable consumption, which may help to reduce waste 

caused by apparel consumption. In addition, recycled materials like bottles, plastic and tyres 

applied for the apparel products “…offers unique designs and creates a lifestyle product with more 

value” (Wagner et al., 2017, p. 3) 

 

2.1.2.2 Disposal 

Disposal of clothing is another sustainable consumption practice, which happens when 

garments are used, broken, spoiled, unfit and even never worn or only few times (Ha-Brookshire 

& Hodges, 2009). It is crucial to mention this practice in the research of the consumer decision-

making process toward the sustainable purchase because “…without disposal …, new clothing 

items could not be purchased, and …the consumption cycle could not continue” (Ha-Brookshire 

& Hodges, 2009, p. 193). In fact, disposal of garments increased and became a “trend of 

throwaway…”, due to the fast fashion manufacturers, like H&M, because of its availability and 

affordable price that encourage consumers to purchase variety of garments often and use those 

only few times (Birtwistle & Moore, 2007, p. 211). In other words, such phenomenon as to buy 

garments often and to wear them several times only to throw away afterwards can be described by 

the term over-consumption, which is “… one of the reasons for environmental degradation” 

(Tilikidou & Delistavrou, 2004, p. 1). 

 

Thus, sustainable apparel consumption includes a study of purchase, use and recycle, with 

concrete practices like the use and re-use, recycle or donation, and disposal (Ha-Brookshire & 

Hodges, 2009). While the choice of apparel pieces for the purchase depends on consumers’ 

decision, which often stops on those garments that might meet their “…needs and beliefs, 

especially in terms of sustainability” (Maria Ciasullo et al., 2017, p. 2). Due to the fact that the 

consumers’ purchase attitude involves itself searching for information about product manufacture 

and distribution in ways that are “…environmentally responsible…” for the reason to gratify their 
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“…needs and expectations” (Chan & Wong, 2012, p. 195). Hence, sustainable purchase behavior 

is the right way to reduce damages occurred due to the apparel consumption, as it “…creates 

unmanageable quantities of solid waste and emits dangerous substances into the air, water, and 

land”, the result of which can be witnessed by the heavier human footprint (Connell & Kozar, 

2014, p. 41). In this case, sustainable purchase behavior was used to describe consumption 

activities because it presented an example of positively charged attitudes, which are on its way to 

change apparel consumption toward buying environmentally friendly products or at least partialy 

reduce damage caused by clothing consumption. 

 

2.1.3 Factors  

 The following section consists of the literature review of the identified and detailed 

described factors, such as knowledge, price, eco-labels and trust, which have influenced 

consumer’s sustainable purchase intention with further hypotheses creation. 

 

 2.1.3.1 Knowledge 

 According to Joshi & Rahman (2015) environmental knowledge is “…the most studied 

variable…” that affected individual intention toward sustainable purchase (p. 133). In fact, 

environmental knowledge represents “…factual information that individuals have about the 

environment, the ecology of the planet, and the influence of human actions on the environment” 

(Arcury and Johnson, 1987, in Connell & Kozar, 2014, p.45). Similarly, Connell & Kozar (2014) 

stated that knowledge has a great impact on numerous aspects of an individual manner toward the 

action. For instance, a limited knowledge in what way apparel products were created and the 

environmental consequences followed that process represent an obstacle, as it causes a wrong 

perception “…of how clothing consumption behavior affects the environment” (Connell & Kozar, 

2014, p. 55). For this reason, individual’s unfamiliarity of the possible scope of the types of 

sustainable garments, as well as limited access to valuable information that can enlighten them 

about sustainable issues in clothing area, made their consumption decisions being incompetent 

toward the environmentally friendly behavior (Connell & Kozar, 2014). In other words, consumers 

possess low level of knowledge when it comes to environmental consequences caused by apparel 

industry (Connell & Kozar, 2014). In like manner, Thøgersen, et al., (2012) pointed out that a lack 
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of environmental knowledge results in unsustainable decision making, which supports the idea 

that a solid knowledge about environmental issues influence consumer to act in sustainable 

manner. Thus, a lack of consumers’ knowledge “…regarding how clothing production and 

consumption affect the environment” carry out a great significance in terms of predicting 

“…environmentally sustainable behavior” (Connell & Kozar, 2014, p.47). Therefore, knowledge 

is a significant factor. The hypothesis addressed to this factor follows below:  

 H1: Consumers profound knowledge about environmental issues has a positive impact  

 on their decision to purchase sustainable clothing. 

 

 2.1.3.2 Price 

 Connell & Kozar (2014) stated that individuals “…are willing to pay more for 

environmentally sustainable clothing”, though due to “…a lack of economic resources” a high 

price is perceived as a barrier toward the decision to purchase environmentally friendly garments 

(Connell & Kozar, 2014, pp.50, 53, 55). Moreover, individuals express interest in buying 

sustainable clothing, still “…they are not willing to sacrifice personally, such as paying a higher 

price” (Chan & Wong, 2012, p. 194). Likewise, Connell & Kozar (2014) claimed that a high price 

of sustainable garments is negatively perceived by consumers in comparison to a low price 

unsustainable garments (p. 55). Therefore, it may be concluded that a friendly or a lower price of 

sustainable clothing might attract consumers and thus positively influence their purchase decision, 

otherwise it is perceived as a negative factor (Connell & Kozar, 2014). Consequently, price is a 

significant factor, the hypothesis for it is presented below: 

 H2: A high price of a sustainable clothing item has a negative impact on consumer  

 decision making process during the purchase. 

 

2.1.3.3 Eco-labels and trust 

 Eco-labels or green labels inform individuals about environmental characteristics of 

goods and present themselves as stimuli for the further purchase decision (Thøgersen, Haugaard, 

& Olesen, 2010). It is believed that eco-labels represent a vital factor to improve “…consumer 

trust…” in sustainability allegations, as well as decrease their time in finding environmentally 

friendly products with no pressure to individuals “…freedom of choice…” (Thøgersen et al., 2010, 
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p. 1787). Likewise, Chatterjee (2009) stated that consumer’s choice to pursue sustainable 

characteristics in goods for the purchase decision will be the priority in contrast with those that 

possess “…low level of environmental impact” (Rahbar & Abdul Wahid, 2011, p. 75). Conversely, 

it has been found (Thøgersen et al., 2010; Rahbar & Abdul Wahid, 2011) that consumers have 

doubts about information provided by eco-labels, because of their “…fear being cheated…” by 

manufacturers claims (Thøgersen et al., 2010, p. 1790). Nevertheless, eco-labels have a positive 

impact on consumer purchase decision, though with no trust of the sustainable claims provided on 

a product label, it might fail to result in buying action (Rahbar & Abdul Wahid, 2011). The lack 

of a trust factor and consumer confidence in goods that labeled as environmentally friendly, 

signified negative impact towards purchase decision, therefore represent a barrier in sustainable 

apparel consumption (Tung, Shih, Wei, & Chen, 2012). Hence, eco-labels and trust are significant 

factors to which a hypothesis is created and presented below: 

 H3: Eco-labels have a positive impact on consumer purchase decision only when an  

 individual trust the sustainable claims made by a product manufacturer. 

 

2.2 Theories  
2.2.1 Generational cohort theory 

According to Egri and Ralsston (2004) generational cohort is  a “…type of national 

subculture that reflects the value priorities emphasized during a country’s particular historical 

period” (Jackson et al., 2011, p.2). Specifically, generational cohort is determined “…by 

cataclysmic events that produce a change in the values, attitudes, and predispositions in a society” 

(Parment, 2013, p.3). In other words, the outcome of social, political or economic developments 

happening at the time of “... pre-adult years of a cohort result in a generational identity comprising 

a distinctive set of values, beliefs, expectations and behaviors”, which are permanent and therefore 

stay unchangeable during the whole period of their life (Jackson et al., 2011, p.2). In like manner, 

Parment (2013) stated that the above-mentioned developments significantly influence generational 

cohort “…values, preferences, attitudes, and buying behavior… for their entire lifetime” (p. 3). 

This theory is a relevant and a significant choice for the research paper because it emphasis the 

fact that historical events, whether it is social, political or other, are the significant factors that 

influence individuals prior to adulthood period of life effecting their values, believes and behavior 
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(Parment, 2013; Jackson et al., 2011). Thus, according to the above presented theoretical statement 

it might be assumed that young consumers for this research study who represent Generation Y 

cohort and identified by the year of birth, which in this case is “…from the 1980 to 1999…” 

(Crampton & Hodge, 2011, p.3) possess similar values and beliefs toward the sustainable clothing 

consumption (see section 2.1.2). The reason is that individuals within the Generation Y cohort are 

“…defined through the events that define their lives…”(Pomarici & Vecchio, 2014, p. 539). For 

instance, the Internet, by the year of its creation is a member of this generation, therefore its’ 

members are called “…’digital natives’…”  because “… digital immersion has, quite literally, 

caused this age group to be wired differently…” (Don Tapscott, 2009, as cited in Hershatter & 

Epstein, 2010, p.212). Young consumers who represent Generation Y are not only “… the most 

educated, well travelled and technologically sophisticated…” (Crampton & Hodge, 2011, p. 3), 

but also are consumption-oriented (Jackson et al., 2011), and are described as the most conscious 

generation who are aware of ethical and environmental problems (Hwang et al., 2015). Members 

of this generation “…have grown up in an age of instant global communication, media saturation 

and material excess” (Barbagallo, 2003, as cited in B. Valentine & L. Powers, 2013, p. 598). 

Consequently, can be assumed to represent one generational cohort with minor differences among 

various nations toward the sustainable clothing consumption. In fact, the Generation Y cohort 

serve “… stability that age segmentation offers…”, also presents “…the insights into consumer 

motivations that value segmentation offers…” (Jackson et al., 2011, p.2). Therefore, the 

generational cohort theory is the right choice to apply in connection with the description of the 

chosen young consumer segment for this research study, to strengthen the investigation in the 

search for the answer of the research question in the most sufficient manner. 

 
2.2.2 Theory of Reasoned Action. 

The Theory of Reasoned Action (TRA) by Ajzen & Fisbbein (1980, in Madden et al., 1992, 

p. 3), was chosen due to its relevance in connection to the main purpose of this research paper, 

such as to understand how AAU students perceive and apply sustainability concept, also to 

investigate how the identified factors influence their intentions toward the purchase behavior. 

Moreover, this theory was used in many studies (Thøgersen et al., 2010; Bhaduri & Ha-Brookshire, 

2011; Ha-Brookshire & Hodges, 2009) to explain consumer attitude and behavior toward 
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sustainable purchase behavior, which is why it suits the choice of the theoretical approach for this 

research paper. 

 

The Theory of Reasoned Action (Ajzen & Fisbbein, 1980) points out that “…behavior 

intentions…, are function of salient information or beliefs…”, which lead to the consequences 

(Madden et al., 1992, p. 3). Intentions “…refers to willingness or readiness to engage in behavior 

under consideration…” (Paul, Modi, & Patel, 2016, p.124), and are determined by attitudes and 

subjective norms. Attitudes come from a source of personal beliefs (positive or negative) about 

the action toward subject matter, while subjective norms are individuals’ perception of the social 

pressure occurred to carry out their behavior whether to act upon it or to reject (Ajzen & Madden, 

1985). In other words, individual intentions to make something done might be presented as a 

function of own “…attitudes and/or through subjective norms” (Madden et al., 1992, p. 3). In 

addition, according to the theory the motivational elements that influence a behavior are 

“…included in the intention construct…” (Leone, Perugini & Ercolani, 1999, p.162).  

 

 

 

 

 

 

 
Figure 1. The TRA (Ajzen & Fisbbein, 1980) image was borrowed from Ajzen & Madden (1985, p. 454). 

 

 In fact, “attitude toward a behavior…” is believed to be private in nature, which is why 

apparel consumers “…positive or negative evaluation of performing the behavior” predicts 

intention toward the action (Bhaduri & Ha-Brookshire, 2011, p.2). To put it another way, since 

intentions predict behavior, they also indicate toward the effort an individual put into the actual 

behavior, which means the stronger the intention is to engage in any kind of a sustainable behavior, 

the likely outcome might be in favor. For instance, apparel consumers who believe that to purchase 

environmentally friendly garments have a positive effect on the environment, are likely to make 

the action in comparison to those who does not possess the same believes. In this research study 



Nina Beck 
Master Thesis - Culture, Communication and Globalization 
Aalborg University 
 

21 

the intention toward the behavior variable is determined by the way how young consumers 

understand the sustainability concept and whether they participate in any of its activities (see 

sections 2.1.1-2). Likewise, Nowlis (1995) stated that individuals “…decision process occurs as a 

result of consumers seeking and evaluating available information to make purchase decision” 

(Akpoymare et al., 2012, p.198). While, purchase decision in its term combines series of actions 

to achieve a result “… in which consumers evaluate alternative products on the strength of various 

attributes” (Mowen, 1993, in Akpoymare et al., 2012, p.200). Attributes for this thesis are 

described as identified factors (see sections 2.1.3) that influence young consumers sustainable 

apparel consumption and represent a significant variable that determines their purchase decision.  

 

2.2.3 Decision-Model of Sustainable Consumption 

According to Terlau and Hirsch (2015) to seek to “…explain or change behavior towards 

a more sustainable consumption...” requires to begin with various “…interdependent influence 

quantities of sustainable consumption” (p. 160). To put it another way, a solid list of influential 

attributes and factors that have a significant impact on consumer sustainable purchase decisions 

shall be presented at first. In fact, Terlau and Hirsch (2015) have created “… a general decision-

making model of sustainable consumption…”, which suggests that “…beliefs lead to attitudes, 

which in their turn derive intentions” (pp. 160-161). While the intentions cause the “…actual 

buying behaviour” and influenced by a large number of individual, social and situational factors 

(Terlau & Hirsch, 2015, p.161). The individual factors are comprised by “…socio-economic 

characteristics such as age, sex, education and income; … motivation…”, while social factors 

consist of “…societal norms, embedding into cultural context… mass media with its agenda-

setting” (Terlau & Hirsch, 2015, p.161). Finally, the situational factors connected with the “…act 

of purchase…”, for instance availability of environmentally friendly goods and the price (Terlau 

& Hirsch, 2015, p.161). Hence, this model represents a framework for the thesis paper due to its 

relevance toward the purpose of the study. Though, only relevant and applicable attributes and 

factors are going to be presented within the individual, social and situation determinants as part of 

a decision - model of sustainable consumption  (Terlau and Hirsch, 2015), excluding other possible 

elements due to their irrelevance to answer the purpose of the thesis paper. Also, due to the time 
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pressure and logic only the identified factors are included to this thesis to create a solid research 

study, which will lead to a decent answer to the research question.  

2.3 Summary 

This section presents a summary of the chosen literature review and theories, which were 

used as the basis for the research study with the aim to gain a proper answer to the main research 

question. A visual presentation of the research study model was based on the decision- model of 

sustainable consumption created by Terlau and Hirsch (2015), the detailed description follows 

below: 

 

 

  

 

 

 

 

 

 

Figure 2. The research study model. 

 

The theory of Reasoned Action was created by Ajzen & Fisbbein (1980, in Madden et al., 

1992) and suggests that individuals’ intentions are formed by their own attitudes, such as positive 

or negative, toward the subject matter, which in this case is the purchase decision of sustainable 

clothing consumption, that in its term outcomes in behavior (Bhaduri & Ha-Brookshire, 2011). In 

like manner, Terlau and Hirsch (2015) created “… a general decision-making model of sustainable 

consumption…”, which implies that individual attitudes move toward intentions that results in 

definite purchasing behavior (p. 160). However, they have stressed that for such chain to work as 

it is intended the attributes and factors, which influence consumer intentions toward the sustainable 

purchase decisions within the apparel consumption, shall be identified and presented  (Terlau and 

Hirsch, 2015). In addition, Terlau and Hirsch (2015) stated three groups of influential 

determinants, such as individual, social and situational that are followed by the variety of factors 
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influencing purchase decision (p. 161, see sections 1.3.2, 2.1.2-3). Therefore, individual, social 

and situational determinants that influence consumer intentions toward the sustainable clothing 

consumption in relation to this research study are described next.  

 

First, the individual determinant group for this thesis paper consists of such factors as 

“…age, income level, education level and occupation” (Panni, 2006, in Kaufman et al., 2012, p. 

60), which were supported by other researchers, such as Chan & Wong (2012) the detailed 

description is presented in section 1.3.2. While, the age attribute stays as a separate mesurement 

factor, it is narrowed down to a specific period of time, such as from “… 1980 to 1999…” due to 

the purpose of the thesis (see section 1.2) and the reason to investigate young consumers (see 

section 3.3.2) within a specific period of their birth date toward the subject under the investigation 

(Crampton & Hodge, 2011, p.3). Furthermore, sustainability practicies, such as use, re-use and 

disposal are part of this group, because they are determined by individuals consumer understanding 

of sustainability concept within the apparel consumption matter (see sections 2.1.2.1-2). That is 

why the research study is testing the defined sustainable practicies to broaden the knowledge about 

young consumers understanding of sustainability issues and actions applied toward the sustainable 

clothing consumption. In adition, with the help of Maniatis (2016), Gam et al., (2011) and Khan 

et al., (2017) descriptions of the sustainability definition (see section 2.1.1) and its practicies within 

the clothing consumption (section 2.1.2) are defined to state the point of view this thesis has toward 

the matter under the investigation.  

 

Second, the social determinant group includes young consumers who represent the 

Generation Y segment, which implies that individuals born in that generation possess alike 

characteristics, therefore represent a unique cohort (see section 3.3.2). The above presented 

statement is supported by Generetional cohort theory (see section 2.2.1) that claims the results of 

social, political or economic developments taking place at the time of “... pre-adult years of a 

cohort result in a generational identity…” (Jackson et al., 2011, p.2). Meaning that consumers 

divergent “…amount and type of effort … put into shopping…” has an issue for years (Parment, 

2012, p.2), that is why it was narrowed down to the chosen young consumer segment. That allows 

to investigate their perception of sustainability issues and its practices toward the clothing 
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consumption for the further support or denial of the literature findings that representatives of this 

segment possess alike characteristics across cultures when it comes to the clothing consumption 

(Jackson et al., 2011; Hwang et al., 2015). 

 

Finally, situational determinant group involves a number of important factors, such as 

knowledge (Connell et al., 2014 and Thøgersen, et al., 2012), price (Connell et al., 2014 and Chan 

& Wong, 2012), eco-labels and trust (Thøgersen et al., 2010; Rahbar et al., 2011and Tung, Shih, 

Wei, & Chen, 2012), that play a vital part in this thesis paper due to the fact that they have a 

significant impact on consumer sustainable purchase decision ( see section 2.1.3). Consequently, 

the presented identified factors possess a strong power in relation to the intentions, which in its 

term have a significant influence on the consumer behavior toward the sustainable apparel 

purchase. Thus, with the help of the relevant literature review and appropriate theories the purpose 

of the research study shall be achieved. 

 

3. Methodology 
This section provides with the research design, where the ‘Research Onion’ model by 

Saunders et al., (2009) is used as a bone structure for this thesis. The philosophical and 

methodological considerations along with the research approaches and data collection are 

discussed in relation to the purpose of the study and are presented below. 

 

3.1 Philosophical Considerations 

Philosophical considerations are essential for the research study as they underpin the point 

of view and methods a researcher put into the investigation to achieve an appropriate answer to 

the research question and a purpose (see sections 1.2-3). The ‘Research Onion’ model by Saunders 

et al., (2009) presents a descriptive overview of the possible philosophical and practical 

considerations, which are aimed to solve a matter of an individual focus (p. 108). Therefore, a 

specific philosophical choice shall be made by a researcher in relation and best interest to the 

research purpose, which is why Saunders et al., (2009) model structure (Figure 3 in Appendix 8.1) 

was used as an inspiration to present this thesis philosophical and practical considerations in the 

way that it is understandable and easy to follow by a reader (see below).  
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Figure 4. The research study philosophical and practical considerations. 

 

The first outer layer consists of the two philosophical considerations, in other words 

paradigms, such as ontology and epistemology. Ontological considerations relate to the “… nature 

of reality” (Saunders et al., 2009, p. 110), while epistemological considerations relate to what “... 

regarded as acceptable knowledge...” (Bryman et al., 2011, p.15). Paradigm is an approach to 

explore “…social phenomena from which particular understandings of these phenomena can be 

gained…” as well as clarifications achieved (Saunders et al., 2009, p. 597). Hence, the ontological 

perspective of this research study holds the view of objectivism because the research question is 

aimed to reveal whether the identified factors (see section 2.1.3) have an impact on a specifically 

chosen target audiences’ decisions to purchase sustainable clothing items. As “… social 

phenomena and their meaning have an existence that is independent of social actors” (Bryman, 

2012, p.33). Meaning, that according to generational cohort theory (see section 2.2.1) young 

consumers, who represent Generation Y segment, share similar values and beliefs due to the time 

period they were born and matured (Parment, 2013; Jackson, et al., 2011, see section 3.3.2). Hence, 

their perception of the nature of reality is alike due to the independent factors that have an impact 
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to their understanding of life and perception of things that occur in the course of a specific period 

of time, which in this case is “…from the 1980 to 1999…” (Jackson et al., 2011, Crampton & 

Hodge, 2011, p.3).  

Whereas, the epistemological perspective of this research study holds the view of a 

postpositivism, which implies that a researcher with this type of worldview is in “…need to 

identify and assess the causes that influence outcomes…” (Creswell, 2009, p.7). For this reason, a 

set of measurements was carefully chosen (see section 1.3.1-2). As well as the generational cohort 

theory was applied to support the choice of a specific generation, such as Generation Y, for its’ 

relevance due to the description of its’ members being a consumption oriented consumers (see 

section 3.3.2), that is applicabile to the research investigation of the issues addressed to sustainable 

clothing consumption. Next, with the help of the literature review, significant factors that have an 

influence on consumer’s sustainable purchase decision were found, which in their turn were used 

for the hypotheses creation (see section 2.1.3). The aim for hypothesis creation is to test the 

identified factors to a selected sample for their verification or rejection to gain an answer to the 

thesis study research question. Moreover, a carefully selected measurement retrieved from the 

literature review was applied (see section 1.3.2), that assures its reliability, which was used to find 

information about the chosen samples’ sustainable purchase behavior for the reason to either verify 

it or to clarify their tendencies toward the topic under the investigation for the better understanding 

of their worldview. In fact, “being objective is an essential aspect of competent inquiry…” 

(Creswell, 2009, p.8), which points out that the method for gaining necessary data for the further 

analysis shall be chosen in favor to exclude biased answered. Hence, the answer to the research 

question shall be defined by the valid data analysis based on the reliable selection of the 

measurements, that help to understand the chosen samples behavior toward the matter at focus. 

Consequently, carefully selected measurements (see section 1.3.2) were applied to a chosen target 

audience to reveal whether their decision toward the purchase of sustainable clothing items are 

influenced by the identified significant factors (see section 2.1.3). 

 

3.2 Approach 

The second layer of the thesis model presents the applied research approach. There are two 

possible approaches, such as deductive where a researcher “…develop a theory and hypothesis 
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(hypotheses) and design a research strategy to test the hypothesis…” and inductive where a 

researcher “…collect data and develop theory as a result of … data analysis” (Saunders et al., 

2009, p.124). Since the research study gathered information to the topic of interest first, as well as 

selected relevant theories and created hypotheses based on the appropriate literature review (see 

section 2.1) for their further verification or rejection (Saunders et al., 2009, p. 125) in order to 

answer the research question (see section 1.3). Consequently, the deductive approach was used, 

which is also described as the “…view of the nature of relationship between theory and social 

research” (Bryman, 2012, p. 24). In fact, the knowledge about the concepts in focus together with 

the relevant theoretical perspectives shall be developed to create a solid research for the further 

its’ investigation, data collection and analysis. Meaning that knowledge about sustainability 

concept, its’ practices and identified factors that have a significant impact on consumers decision-

making process toward the purchase of environmentally friendly clothes are important to 

distinguish as it provides with a profound insight to the area of investigation. Moreover, specific 

criteria of measurement are required for the deductive approach, for this reason this thesis used 

personal and demographic characteristics together with five point Likert scale (Bryman, 2012), as 

“… controls…”, which in their turn “… allow the testing of hypotheses” (Saunders et al., 2009, p. 

125). Likert Scale is a “…multiple-indicator or multiple-item measure of a set of attitudes relating 

to a particular area” (Bryman, 2012, p.166). The focal point of the Likert scale is to “…measure 

intensity ...”, which in this study is decision toward the sustainable purchase behavior (Bryman, 

2012, p.166). Color-coding design is applied for presenting data retrieved from two open-ended 

survey questions (see Appendix 8.2, Q.7-8, pp. 85-9), that helped to “…build visualizations which 

depict the desired information in a clear way…” (Bianco et al., 2015, p. 86). First, the research 

study aims to reveal AAU students’ attitudes toward the identified factors (see section 2.1.3) 

whether they have a significant impact on their decision-making process toward the purchase of 

environmentally friendly clothes. Second, to measure frequency of the sample participation in 

sustainable practices (see sections 2.1.2.1 -2). Third, the color coding method for the data from the 

open-ended survey questions is used to visualize the answers to themes for the further 

interpretation. Consequently, a deductive approach with the help of the measurements tools 

strengthen understanding of the research topic with assurance of its reliability (Saunders et al., 

2009, p. 125). 
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3.3 Research design 
This section consists of the other following layers of this thesis model, as all of them 

concentrated on the research study development, namely are oriented toward a detailed description 

of the way how to resolve a problem in the best manner. Research design in its term represent a 

structure of the way how to gain and critically examine the research data (Bryman, 2012, p. 46). 

In fact, a researcher shall choose a research design carefully because it “…reflects decisions about 

the priority being given to a range of dimensions of the research process”, which should be aligned 

with the study purpose and research question (Bryman, 2012, p. 46). 

 

3.3.1 Quantitative method 

To answer properly to a research question, it is crucial to make a right methodological 

decision, in order to follow a correct method and apply its’ guidelines accurately. As it was 

described earlier, the research design of this study is already influenced by the philosophical 

considerations and a chosen approach, therefore it goes without saying but the quantitative 

research method will be used for collecting data. Quantitative research method is “…a means for 

testing objective theories by examining the relationship among variables” (Creswell, 2009, p.4). 

For instance, this research study is testing the gained information by literature review and created 

hypothesis to support or to deny their statements that identified sustainable practices and factors 

have an impact on target audience decision-making process toward a purchase of environmentally 

friendly clothing. In addition, quantitative method requires gathering data where numbers are 

central point, however “… theory acts loosely as a set of concerns in relation to which … collects 

data”, which implies that a researcher shall interpret the results of a data analysis where 

generalization is allowed (Bryman, 2012, p. 161, 163). Thus, this method suits the research 

purpose where the focus lays on testing the theories and hypothesis, also on analyzing the data 

findings in connection to the maim concept. 

 

3.3.2 Sample 

Sample is an essential element for the research study development as it represents “…the 

segment of the population…” that is chosen for the examination (Bryman, 2012, p. 187). To decide 
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what type of a sample is appropriate and relevant according to the purpose of the research study 

can be made with the help of a probability or a non-probability approaches. A probability approach 

involves random collection of “…each unit in the population…” that will have an equal right to 

be chosen (Bryman, 2012, p. 187). Whereas non-probability approach chooses individuals non-

randomly, specifically by a selection of some individuals from the others by a criteria or 

characteristics a research study aims to investigate a topic at focus for the benefits to achieve an 

appropriate result (Bryman, 2012, p. 187).  In fact, non-random approach, namely quota sample 

that “… reflects a population in terms of the relative proportions of people in different categories, 

such as gender, ethnicity, age groups, socio-economic groups, and region of residence, and in 

combination of these categories” (Bryman, 2012, p. 203). This type of a sample helps not only to 

answer to the purpose of the thesis, also it specifies a segment under the investigation and 

strengthens reliability and validity issues by providing measurements upon which this study will 

draw a conclusion. The decision to use a quota sample was made due to a great influence of the 

chosen topic under the investigation (see section 1.2), and a literature review which strengthened 

the chosen personal and demographic categories as separate quota groups that were supported by 

multiple researchers, such as Kaufman et al., (2012), Hwang et al., (2015), Chan & Wong (2012) 

and Jackson et al., (2011) (see sections 1.3.2). Specifically, several deliberate steps were taken for 

the target audience construction. First, young consumers shall be enrolled students at Aalborg 

University, thus belong to AAU community where the level of their degree shall vary from 

Bachelor to Master degree, while a field of their study education has no restrictions. In fact, 

according to Chan (1999) education, especially on a higher level tend to have a positive impact on 

consumer decision toward the sustainable behavior (in Chan & Wong, 2012). Therefore, the 

education category was chosen to be tested. Second, the sample of AAU students should consist 

of both female and male respondents. Third, equal number of Danish and International respondents 

shall be gathered. This category was chosen due to the possibilities that Aalborg University 

provides with, such as international environment and a large number of individuals that are 

enrolled to variety of study fields (n.d). Fourth, the income category was chosen according to the 

literature findings that pointed out the fact of a high income being an influential aspect for 

consumers’ decision toward the purchase of sustainable clothing items (Knauer, 1971, see section 

1.3.2). Finally, the age category was thoughtfully chosen to represent characteristics of young 
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consumers who were born from “… 1980 to 1999…” (Crampton & Hodge, 2011, p.3). Meaning 

that those individuals who were born in a period before the 1980 year and after the 1999 year does 

not represent the target audience of this research study, therefore excluded from it. However, those 

young consumers who were born from “… 1980 to 1999…” year are part of this target audience 

(Crampton & Hodge, 2011, p.3). The reason is that young consumers in that specific period of 

birth time represent Generation Y population, which has “…a large and powerful consumer 

segment with a long future of potential consumer decisions…” (Hwang et al., 2015, p. 97). 

According to such researchers as Crampton et al., (2011), Hershatter et al., (2010), Jackson, et al., 

(2011) and Hwang et al., (2015), members of this generation grew up in a technologically advanced 

time, who are aware of environmental, ethical and social issues, as well as highly consumption 

oriented and represent a large “…powerful market segment…” (Hill et al., 2012, p.478). In 

addition, the age category is not only targeted young consumers within the Generation Y segment, 

it also thoughtfully strengthened this choice with the generational cohort theory, which distinctly 

states that those “… consumer segment that consists of individuals who come of age in a particular 

time period…” share similar beliefs (Parment, 2013; Jackson, et al., 2011, p. 1). Hence, the age 

category was chosen in accordance to Crampton & Hodge (2011) characteristics of the year of 

birth, to narrow the sample to those individuals who represent Generation Y segment, which also 

was supported by the generation cohort theory for the study reliability assurance and to avoid 

inaccurate judgement toward the age criteria (Bryman, 2012, p. 204).  

 

Consequently, the target audience for this research study consists of AAU students, who 

represent a group of young consumers that matured during the identified by Crampton et al., (2011) 

period of time. Thus, they represent Generation Y population, which is the most conscious 

generation, that was specifically selected to keep the research discussion relevant and appropriate 

to the purpose of the study. Moreover, individuals of this sample consist of those who participate 

and care about environmental movement, as well as those who do not care about sustainability 

issues in connection to the clothing consumption. The advantage of this sample consists of gaining 

large number of answers, and allows to make a generalized conclusion out of findings. However, 

it is applicable only to the selected young consumers age, as a generation population, and to 

Aalborg University, as an institution of those respondents of the research study survey who belong 
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to it (Bryman, 2012). The choice to select AAU students as a target audience, was guided by a 

quota sample, where age, gender, nationality, education and income, are categories which 

measurements might help to reveal similarities between Danish and International students’ 

perception of sustainability concept and its practices, as well as to verify or deny created hypothesis 

(see section 2.1) in connection to their decision-making process toward the topic under the 

investigation. 

 

While, the size of the sample group is influenced by the time, as the data collection should 

be gathered within maximum of few weeks to be able to analyze it and reflect on findings in a 

proper manner for meeting a deadline of the research study submission. However, Bryman (2012) 

stated that “…increasing the size of a sample increases the likely precision of a sample” (p. 198), 

which suggests that errors, such as non-response or decline to participate in this study can be of a 

minor importance if a large number of a sample size would be reached. Hence, members from two 

groups on Facebook page were selected to reach the quota sample, precisely a researcher 

classmates from the AAU study field via CCG-Culture, MA. AAU 2016-2018 group (source 1), 

which consists of 123 members, and via Aalborg Universitet group that has 32,411 followers 

(source 2). The members of the above presented groups were invited to contribute to the research 

study through the web-survey link with a short description of the main topic and its lengths, such 

as: Dear fellow students. I would really appreciate if you could spend 2-3 minutes of your time and 

fill in my MA thesis Survey. It is about the sustainable clothing consumption, check it out! ☺ Thank 

you in advance. Nina. 

 

3.3.3 Survey  

Survey or in other words a self-administered questionnaire was created for the target 

audience to answer questions by themselves (Bryman, 2012). This method for collecting data was 

chosen due to several advantages, namely it is easy to invite large number of individuals to 

participate in it, simply by posting a survey link on the suitable web page or by sending it via e - 

mail. That allows potential participants to answer to the survey at their convenient time and place. 

Which brings to the next advantage for this method selection, such as easier to administer the 

survey, because it can be send through the web pages or mail addresses “…in very large quantities 
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at the same time” (Bryman, 2012, p. 233). However, those participants who decide to take part in 

the survey are left by themselves, which points to the fact that if any difficulties occur with the 

questions understanding, a survey creator cannot help them by providing an interpretation of the 

questions they found hard to comprehend. Therefore, all survey questions shall be constructed as 

explicit and clear as possible to avoid misunderstanding that might lead to irrelevant data collection 

or even discarded response (Bryman, 2012). Next, a web survey should not be made of many 

questions because respondents tend to get tired and bored very fast (Bryman, 2012). Unfortunately, 

this research study could not avoid that issue and perceive it as a disadvantage. Namely, thirty 

carefully constructed questions were included to the survey to gain a relevant data and to avoid 

having unanswered points that might prevent from achieving a solid answer to the research 

question. The detailed description of the thesis survey construction is presented below. 

 

3.3.4 Construction of the survey 

An online survey was developed in February 2018, which was built with the use of the 

SurveyMonkey (2018). This tool allows to build a web survey where questions are separated from 

each other so that respondents can focus on one question at a time, as well as to divide survey to 

several pages and control the order of questions appearance. Furthermore, to ensure that the survey 

is understood in the intended manner, simple and easy to comprehend words were chosen. Also, a 

short description about its purpose was provided to avoid AAU students’ confusion, which might 

result in having a misleading information. The survey consists of open and closed types of 

questions format. Open type of questions format requires participants to write their individual 

opinion with the use of own words, whereas closed type of questions format composed of “…a set 

of fixed alternatives…” that respondents should select to pick an answer (Bryman, 2012, p. 246).  

Advantages of open ended questions consists of giving freedom to respondents to answer to 

questions the way they wish to, also to gain valid information about their “…levels of knowledge 

and understanding…” of the concepts under the focus (Bryman, 2012, p. 247). However, this type 

of questions involves a great deal of time that is perceived as a disadvantage because respondents 

tend to skip or refuse to answer to open ended questions, which results in small amount of 

responses (Bryman, 2012). As for the closed ended questions, they are fast and easy to complete, 

though tend to “…loss spontaneity...” and limited in choosing category especially if a respondent 
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has a certain opinion which is missing from the given list of possible answers (Bryman, 2012, pp. 

250, 252). Therefore, such option as “…’Other’…” added to the closed ended questions helped to 

“… provide a wide range of answers” (Bryman, 2012, p.252). The survey for this research study 

is composed of three parts, the detailed description is presented below.  

 

3.3.4.1. First part  

The first part of the survey starts from the short welcome text and serve the purpose to 

introduce the main idea for the survey creation to participants, which follows as: 

Welcome to the survey “Sustainable clothing consumption”. This survey aims to explore 

the sustainability concept among Aalborg University students, the way how it is understood and 

applied in practice, as well as to test attributes that might have an influence on the final decision 

to buy environmentally friendly clothing. All answers are treated strictly anonymously. Please 

enjoy this survey journey. 

You can fill out the questionnaire in just 4 minutes. But please don’t rush. 

Thanks in advance for your contribution. 

 

The complete survey is presented in Appendix 8.2, whereas the detailed description of its’ 

questions creation follows next. Questions 1-2 are security questions, which were purposefully 

created to ensure that the right sample has provided with the answers. In fact, Question 1 is a 

Yes/NO - closed question, that was created in a manner that a negative answer to that question will 

automatically disqualify a participant and end the survey. Question 2 is an open question where 

participants were asked to write a year of their birth, which was created in relation to the 

Generation Y characteristics (Crampton & Hodge, 2011). While Questions 3-6 are factual 

questions that were created with the closed type of question format and are aimed to collect AAU 

students personal and demographic information such as age, gender, nationality, education and 

income. The choice to ask questions with the use of those characteristics are detailed described in 

section 1.3. Furthermore, Questions 7-8 were intentionally made with the open type of question 

format, because they supposed to reveal an individual understanding of the significant concepts, 

such as sustainability and sustainable consumption from the participants point of view. Also, to 
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understand whether their perception of those concepts constructed similar to the way this research 

study describes them (see sections 2.1.1-2). 

 

3.3.4.2. Second part  

This part of the survey consists of questions related to income attribute (see section 1.3.2) 

and sustainability concept in relation to the identified practices (see section 2.1.2). 

 

Questions 9-11 made with the closed type of question format and relate to income attribute 

(see section 1.3). While Question 12 is concerned on finding where the survey participants shop 

in relation to their sustainability concept perception. Furthermore, Question 13 is aimed to see if 

participants are interested in buying sustainable clothes. However, Question 14 reveals if 

participants are aware of environmentally friendly materials and thus consider that knowledge 

when purchasing garments. For instance, polyester and nylon are causing serious consequences on 

environment (Patton, 2015). While hemp, which is like cotton material and soy silk, “…cruelty-

free alternative to silk and cashmere…” are truly environmentally friendly materials (Patton, 2015, 

n.p.). Likewise, during linen production a minimum of such resources as energy and water is used, 

therefore it is eco-friendly material to apply for garments (Patton, 2015, n.p.). Next, Question 15 

is aimed to gather information of those participants who are truly environmentally conscious 

during the clothing purchase, thus might have preferred organizations to consume from due to the 

previous experience. Finally, Questions 16 - 18 are created based on theoretical reflections in 

sections 2.1.1-2. The Likert Frequency scale (never, rarely, sometimes, often, always) (Scribd, 

2018), was used to reveal participant’s frequency of participating in sustainable practices (see 

sections 2.1.2.1-2). The point Likert- scale was chosen because of its core purpose to measure 

attitudes (McLeod, 2008).  

 

3.3.4.3. Third part  

This part consists of questions related to factors that have positive or negative impact on 

the participants’ decision to buy environmentally sustainable clothing. 

 

Questions 19- 20 are created based on theoretical reflections of the first identified factor, 
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such as knowledge (see section 2.1.3.1.). The Likert Importance scale (very important, important, 

moderately important, of little importance, unimportant) (Scribd, 2018), was used for Question 20 

to reveal participant’s attitudes toward subject matter (McLeod, 2008). While Yes or No choice of 

the question answer was used for Question 19 (Scribd, 2018). Furthermore, Questions 21-22 are 

created based on theoretical reflections of the second identified factor, such as price (see section 

2.1.3.2). The Likert Importance Scale (very important, important, moderately important, of little 

importance, unimportant) (Scribd, 2018), was used for Question 21 to reveal participant’s attitudes 

toward subject matter (McLeod, 2008). Whereas Likert Agreement Scale (strongly agree, agree, 

undecided, disagree, strongly disagree), was used for Question 22 (Scribd, 2018). Moreover, 

Questions 23- 26 are created based on theoretical reflections of the third identified factor, such as 

Eco – labels (see section 2.1.3.3). For the Questions 23-24 the Likert Agreement Scale (Yes or 

No), was used (Scribd, 2018). While for Questions 25-26 the Likert Importance Scale (very 

important, important, moderately important, of little importance, unimportant) (Scribd, 2018), was 

applied to reveal participant’s attitudes toward subject matter (McLeod, 2008). In addition, 

Questions 27-29 used EU Ecolabel as an example for the assumed recognized label between 

Danish and international participants, since it is a well-known label in Europe, which represent 

“…environmental excellence that is awarded to products and services meeting high environmental 

standards throughout their life-cycle…” (European Commission, 2017). The features for the EU 

Ecolabel description in Question 28 were borrowed from European Commission (2018). Question 

29 is created with the Likert Importance Scale (very important, important, moderately important, 

of little Importance, unimportant) (Scribd, 2018), to reveal participant’s attitudes toward subject 

matter (McLeod, 2008). Finally, Question 30 is created based on theoretical reflections described 

in section 2.1.3.3. with the Likert Agreement Scale (Yes or No) (Scribd, 2018), to reveal whether 

such factor as trust has influence on target audience perception for the further purchase action. 

 

3.4 Reliability and validity 
Reliability and validity are interrelated because “…validity presumes reliability” (Bryman, 

2012, p. 173). This research study follows quantitative method, which points to measurements 

validity where the focus lays on “…the concept that is supposed to be denoting” (Bryman, 2012, 

p. 47). For instance, measurements validity for this thesis are presented by personal and 
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demographic criteria (see section 1.3.2) that are aimed toward the main concepts, such as 

sustainability and sustainable consumption. Moreover, the identified sustainable practices (see 

section 2.1.2.1-2) and significant factors that have an impact on consumer’s sustainable purchase 

intention (see section 2.1.3), are the essential measures that represent the main concept of the 

research study focus. The above presented measurements were retrieved from the literature review 

and supported by quota sample, therefore present a reliable information, consequently are valid 

(Bryman, 2012, p. 173). To put it differently, the evaluation of the data gained from the survey, 

which has applied the above described measurements “… presupposes that a measure is reliable” 

(Bryman, 2012, p. 47).  

 

4. Results 
This section presents survey results in accordance to the research sub-questions. The first 

part consists of results gained to sub-question 2 (see section 1.3.2), where personal and 

demographic information were specifically chosen as categories which measurements help to 

compare young consumers’ perception of sustainable consumption. The second part consists of 

results collected to sub-question 1 (see section 1.3.1), which describes the survey participants 

understanding of such concepts as sustainability and sustainable consumption in relation to apparel 

industry and its’ practices. Finally, the third part of this section describes results to sub-question 3 

(see section 1.3.3), specifically presents data gained from young consumers about their purchasing 

behavior in terms of supporting or denying the fact that the identified factors, for this research 

study, have a significant influence on their decision-making process toward the sustainable 

purchase of apparel items. 

 

4.1 Individual factors influencing sustainable consumption 
In total, 66 AAU students took the survey, though the thesis analysis is based on 52 answers 

(see Appendix 8.2, Q.1, p.76), because 7 of the respondents’ answers were rejected from the survey 

as they did not belong to the Aalborg University community, thus are not a target audience. While 

the other 7 respondents positively answered to the Question 1, however they have failed to answer 

to the other 29 questions, hence did not complete the survey and therefore excluded from the data 

analysis (see Appendix 8.2, Q.1, p.76). Since, most of the incomplete survey answers were made 
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within the first day of its’ launch, the researcher decided to make a minor change in its’ technical 

design. The first version of the survey design was composed only on two pages. The first page 

presented a welcome and a survey description text with a security Question 1. The negative answer 

to which is automatically throwing participants out from the survey with a thanking note. While, 

the positive answer to that question is giving access to the rest of the survey questions. Survey 

questions were constructed in a numerical order of their appearance for the further answer. 

Meaning that the question to which a participant shall give an answer is situated right in front of 

that individuals’ eyes, while the rest of the questions are blurred, but visible. It also allowed to 

scroll down and up if a participant wishes to see the rest of the survey or the previous answer. 

However, it is not allowed to skip any of the questions, because the survey was build the way that 

it prohibit moving forward to the next page if a participant left a single un answered question. The 

reason behind it was to protect the researcher from incomplete survey answers, which data would 

not be accepted for the analysis. This issue has never revealed by the participants of the pilot study, 

as the constructed survey was proof read and pretested by two individuals, one female and one 

male, within the age group of the topic investigation and the level of education, which was 

Bachelor and Master degree students. Based on their feedback small adjustments were made. 

Precisely, they had no comments to the structure or visual presentation of the survey questions, 

only to the quantity of them, which I have already admitted being a disadvantage (see section 

3.3.3). Yet, I have deleted one question that addressed to the sustainable practices, such as: How 

often do you recycle plastic bottles? The removal of this question has no influence on getting the 

intended information concerned the sustainable clothing practices because Questions 16-18 were 

aimed to get it otherwise.  

 

Talking about the changed design of the survey, the researcher has simply divided 

questions to the topics, which appeared in adding two more pages. The first page was left as it was 

mentioned earlier, whereas the second page consisted of questions addressed to collect AAU 

students personal and demographic information together with questions aimed to reveal 

participants understanding of the sustainability and sustainable consumption concepts (see section 

3.3.4.1). The third page consist of questions which meanings are detailed described in sections 

3.3.4.2, while the fourth page consist of questions presented in section 3.3.4.3. Those changes 
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helped to gain half of the survey answers, which made a researcher to think of the other means to 

get a necessary amount of AAU students responses. The researcher decided to write private 

messages to her classmates from the Aalborg University via messenger. It took some guts to 

proceed with such a decision, which was worth trying because it paid off in gaining a necessary 

amount of answers. A standard message was constructed and sent to Culture, Communication and 

Globalization AAU students with a survey link attached. Also, to make sure that the message is 

attractive it was decided to make it as personal and persuasive as possible, which is why each of 

the invited participants first names were included, for example: Hi Nina! The example of the 

message sent is depicted in Figure 5. However, in respect to a participants’ anonymity and privacy 

issues, the name to whom this message was sent is omitted. 

 
Figure 5. An example of the private message sent to target audience via messenger. 

 

The age of the respondents varies from 1980 to 1999 year (see Appendix 8.2, Q.2 p.77-9), 

because of the specific characteristics of the age period that was chosen for this study research (see 

sections 1.2, 3.3.2, 3.3.4.1).  The largest part of the respondents is female 27 (51,92%), while 25 

(48,08%) of them are male participants (see Appendix 8.2, Q.3 p. 80). Furthermore, an equal 

number of Danish – 26 (50%) and International – 26 (50%) students was collected, which allows 

to compare the findings within the investigated nationality perspective (see Appendix 8.2, Q.4, 

p.81). Next, many respondents are within the Master degree program (34 - 65,38%), whereas 16 
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(30,77%) are from Bachelor degree program and only 2 (3.85%) respondents of the survey stated 

other title of their education (see Appendix 8.2, Q.5 p.82). According to the survey Question 5, a 

large number of Danish male participants (18) possess a Master degree program, which is higher 

than international female participants (16) (see Appendix 8.3-4, pp. 116, 151). Whereas the 

number of female international participants (9) within a Bachelor degree program is higher than 

male Danish participants (7) (see Appendix 8.3-4, pp. 116, 151). However, only female (1- Danish 

and 1- International) participants were reported to possess other type of education (see Appendix 

8.3-4, pp. 116, 151). 

Gender Nationality Education 

Female Male Danish International Master 
Degree 

Bachelor 
Degree Other 

27 25 26 26 34 16 2 

Total: 52 Total: 52 Total: 52 

Table 1: Total number of respondents’ factual data, such as gender, nationality and education. 

 

Questions 6, 9, 10, 11 and 12 give results to the investigated income category. The data 

from Question 6 shows that AAU students either receive SU (17) or have a student (12), part-time 

(6) or full-time (11) jobs, compared to a low number of participants who have a paid internship (1) 

and are on parents (2) or spouse (1) support, as well as are unemployed (2) (see Appendix 8.2, 

Q.6, p.83).  

About 50 % (13) of Danish students receive SU, while 30,77% (8) are having student job 

and 15,38 % (4) full time job (see Appendix 8.4, Q,6, p.152). Whereas only 15,38% (4) of 

International students are getting SU and the same number of students have a student job. About 

23,08% (6) of International students have a part-time job and 26,92% (7) have full-time job, which 

is higher compared to Danish participants (see Appendix 8.4, p.152). Surprisingly, that only 

international participants have declared to be on parents (2) and spouses’ (1) support compared to 

no answers stated by Danish respondents (see Appendix 8.4, p.152). Nevertheless, an equal 

number of Danish (1) and international (1) students have stated to be unemployed (see Appendix 

8.4, p.152). 
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About 9 (36,00%) male participants receive SU and have a student job, which is higher 

than 8 (29,63%) female participants on SU and only 3 (11,11%) have a student job (see Appendix 

8.3, p.117). However, the number of female participants who have a full-time job and paid 

internship is higher than male participants (see Appendix 8.3, p.117). Moreover, only female 

participants have reported to be on spouse (1) and parents (2) support compared to male (0) 

participants (see Appendix 8.3, p. 117). Although, an equal number of female (1) and male (1) 

participants stated to be unemployed (see Appendix 8.3, p.117). 

 

 Question 9 revealed that all participants (52) buy clothes by themselves, however some 

of them are getting textile garments as a gift (5) or by their spouse, girlfriend or boyfriend (6), and 

only one respondent gets clothes from parents (see Appendix 8.2, p. 90).  

 An equal number of Danish (26) and International (26) respondents getting clothes by 

themselves (see Appendix 8.4, p. 156). However, international respondents are getting clothes 

from parents (1), spouse, girlfriend or boyfriend (4), as well as a gift (3) compared to Danish 

respondents (parents (0), spouse, girlfriend or boyfriend (2), and as a gift (2)) (see Appendix 8.4, 

p. 156).  

 An equal percentage of female (100%) and male (100%) respondents getting clothes by 

themselves (see Appendix 8.3, p.121). Although, a significantly higher percentage of male 

respondents getting clothes by their parents (4%), spouse, girlfriend or boyfriend (20%) as well as 

a gift (16%), compared to a low percentage of female respondents (parents (0%), spouse, girlfriend 

or boyfriend (3,70%), and as a gift (3,70%) (see Appendix 8.3, p. 121). 

 

 Question 10 shows that 31 participants declared to buy from 1 to 2 pieces of clothes, 

and only 4 of the survey participants stated to buy from 3 to 5 items within a month, whereas 16 

of them are not buying clothing items in a month (see Appendix 8.2, p. 91). Moreover, a large 

number of female respondents (17) buy from 1 to 2 clothing items in a month compared to male 

respondents (14) (see Appendix 8.3, p.122). Similarly, a slightly large number of female 

respondents buy apparel items in two other categories, such as from 3-5 and 9+, compared to male 

respondents. However, male respondents (10) stated not to purchase apparel items each month, 

compared to female respondents (6) (see Appendix 8.3, p.122). Next, Danish respondents (18) buy 
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from 1 to 2 clothing items in a month compared to international respondents (13) (see Appendix 

8.4, p. 157). Although, an equal number of Danish (2) and international (2) respondents shop from 

3 to 5 clothing items in a month (see Appendix 8.4, p. 157). Though only 6 Danish respondents 

stated that they are not buying clothes each month, in comparison to 10 international respondents 

(see Appendix8.4, p. 157). While 1 international respondent declared to buy 9+ items of clothes 

in a month (see Appendix 8.4, p. 157). 

 

 Question 11 showed that 25 participants are spending from 50 to 200 dkk on clothes in 

a month, while 10 of them spent from 300 to 500 dkk monthly (see Appendix 8.2, p.92). Only 3 

survey participants declared to spent around 600-900 dkk for clothing items, compared to 1 

participant who spent 1000+ dkk in a month on clothes (see Appendix 8.2, p.92). Whereas, 13 

survey participants stated that they are not buying clothes each month (see Appendix 8.2, p. 92).  

 A high percentage of female participants spent more money on clothes in three 

categories: first, 50-200 dkk (55,56%); second, 300-500 dkk (22,22%); third, 1000+dkk (3,70%), 

than male participants (50-200 dkk (40%); second, 300-500 dkk (16%); third, 1000+dkk (0%), 

(see Appendix 8.3, p. 123). Nevertheless, male participants (2) spent from 600 – 900 dkk on clothes 

in a month, compared to female participants (1) (see Appendix 8.3, p. 123). As well as, there are 

more male (9) participants who do not spent money on clothes in a typical month, compared to 

female participants (4) (see Appendix 8.3, p. 123).   

  The percentage of Danish participants who buy clothes in two categories, such as for 

50-200 dkk (53,85%) and 600-900 dkk (11,54%) is higher than international participants (50-200 

dkk (42,31%) and 600-900 dkk (0%) (see Appendix 8.4, p. 158). However, the percentage of 

international participants who buy clothes for 300-500 dkk (26,92%) and 1000+ dkk (3,85%) is 

higher compared to Danish participants (300-500 dkk (11,54%) and 1000+ dkk (0%) (see 

Appendix 8.4, p. 158). Moreover, 7 international respondents stated that they are not buying 

clothes each month, compared to 6 Danish respondents (see Appendix 8.4, p. 158). 

 

 Question 12 revealed that participants shop more often either from fast fashion (H&M, 

Zara, etc.,) or through online retailers (Asos, Zalando, etc.,) (see Appendix 8.2, p. 93). As to 

gender, a large number of female respondents buy clothes in second hand shops (37,04%) or in 
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flea markets (22,22%), as well as in local online/offline shops (29,63%), compared to male 

respondents (see Appendix 8.3, p. 124). However, twice as many male respondents (21) buy 

clothes through online retailers (Asos, Zalando, etc.,) as against to female respondents (9) (see 

Appendix 8.3, p. 124). A slightly higher percentage of female respondents shop via fast- fashion 

(H&M, Zara, etc.) compared to male respondents (see Appendix 8.3, p. 124). Also, only female 

respondents shop via online swapping (see Appendix 8.3, p. 124). 

 A slightly higher percentage of Danish respondents shop via fast- fashion (H&M, Zara, 

etc.) (84,62%), high-end stores (boutiques) (11,54%), second hand shops (23,08%) and online 

retailers (Asos, Zalando, etc.,) (69,23%), compared to International respondents (fast- fashion 

(80,77%), high-end stores (3, 85%), second hand shops (19,23%), and online retailers (46,15%), 

(see Appendix 8.4, p. 159). While, large number of International participants (7) buy clothes in 

local online/offline shops, compared to only five Danish respondents (see Appendix 8.4, p. 159). 

An equal number of Danish (3) and International (3) respondents shop via flea markets (see 

Appendix 8.4, p. 159). Surprisingly, only International respondents stated to shop via online 

swapping (see Appendix 8.4, p.159). 

 

4.2 Understanding and practicing Sustainability within the clothing consumption 

Questions 7, 8, 16, 17 and 18 give answer to the research sub-question 1. The survey 

participants were asked to write how they defined sustainability concept in general. Their 

responses emerged into several themes, which are color coded and presented in Appendix 8.2 (Q.7, 

p. 85): first, concern about the environment theme is color coded in yellow; second, environmental 

practices theme, such as reuse, recycle and disposal, are color coded in blue; and third, safe 

production of goods theme is color coded in green.  One of the survey answers is marked in purple 

color, because the researcher has interpreted it as being not related to the actual meaning of 

sustainability concept. Thus, the answer to the Question 7 revealed that one of the survey 

participants is not aware of sustainability concept in general.  

 

The first theme was notified in 28 participants’ answers, because their understanding of 

sustainability concept was addressed toward the protection of environmental resources for the 
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greater future, which goes in line with the research study chosen definition of that notion (see 

section 2.1.1). For instance, some participants (see Appendix 8.2, line 1-3, p. 85) described it as: 

Is to use natural resources with no harm to it. 

Sustainability is thinking about future without making harm to it. 

It can be described as human actions and thoughts in favor for the environment of the 

future. 

    The second identified theme was spotted in 7 participants’ answers, which revealed that 

their associations of sustainability issues are mainly connected with the word organic and eco- 

friendly activities. While one of the survey participants suggested to reduce waste and 

consumption habit, while the other pointed to such activities as saving natural resources like water, 

and suggested to purchase goods that were made of used material (see Appendix 8.2, p. 86, line 

42). 

The third theme emerged from the 15 participants answers and was mainly addressed to 

the quality of products, specifically their lifetime as a measure of sustainability. Also, concerns 

about a safe and healthy business, which can incorporate friendly production of goods and at the 

same time cherish environmental resources. For instance, one of the participants stated, “a concept 

of products and productions that are not harmful to the earth” (see Appendix 8.2, p.86, line 36). 

 

 To sum up, overall participants understanding of the sustainability definition was 

similar to the concept this thesis has retrieved from the literature review (see section 2.1.1). That 

fact allows to make a conclusion that the survey participants possess knowledge about 

sustainability concept in general and in connection to the investigated topic. 

 

The aim of the Question 8 was to reveal survey respondents’ perception of the term 

“sustainable consumption” in general. The emerged themes retrieved from that question answers 

were divided to the same theme established for the Q.7, which is why the same color code principle 

was applied (see Appendix 8.2, p.88-9). Overall participants’ answers were in line with the 

research study chosen definitions of sustainable consumption and activities addressed to its’ 

implementation (see section 2.1.2). In contrast to the survey participants’ general understanding 

of the sustainability concept, such notion as consumption was mainly related to practices toward 



Nina Beck 
Master Thesis - Culture, Communication and Globalization 
Aalborg University 
 

44 

services and products for the better future. For example, some of the participants’ responses 

described it as (see Appendix 8.2, p.88-9, line 9, 24, 31): 

Consume services/goods for a need in limited way. 

The “thinking-in” in all processes, -produce, -buy –use –reuse. 

Buying second hand clothes or buying sustainable textiles. 

 

 In fact, survey participants not only expressed concerns about consumption in relation 

to environment, which comes from their general understanding of the sustainability concept. They 

also presented solutions in terms of the suggested actions, like to minimize consumption by buying 

or throwing or to produce items in an environmentally friendly way so that the waste of the used 

goods will have no effect to environment. As well as, few of the respondents’ answers were 

focused on the clothing production as means to reduce water or energy resources for the 

environmental cause (see section 2.1.2). While the other participants stated rather skeptical opinion 

toward the sustainable clothing consumption, like “smart way of selling” (see Appendix 8.2, p.88, 

line 19). Moreover, some of the survey answers were mixed with participants understanding of the 

term consumption in relation to food rather than clothes items, or limited to quantity of buying 

clothing items. That is why it was assumed that participants’ knowledge concerned toward the 

apparel consumption is either new or is in need for further clarification. 

 

 Question 16 was aimed to reveal whether the survey participants apply their knowledge 

of the sustainability issues in practice. The data findings presented in Figure 7, suggests that 

respondents care about the environment because of the actions they claimed to take part in. For 

instance, saving natural resources and consuming goods wisely by practicing minimalism or 

recycling clothes (see Appendix 8.2, p. 97). 
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Figure 7. The participants’ involvement in sustainable practices. 

 The percentage of male respondents who participate in such activities as saving water 

(80%) and energy (84%), also buying eco-friendly clothes (44%) is higher than the percentage of 

female participants to the same categories (saving water (66,67%) and energy (66,67%), also 

buying eco-friendly clothes (25,93%) (see Appendix 8.3, p. 129). Whereas the percentage of 

female participants who buy clothes in second-hand shop (29,63%) and those who practicing 

minimalism (40,74%) is much higher compared to male percentage (second-hand shop (12%) and 

practicing minimalism (36%) (see Appendix 8.3, p. 129). In fact, 2 female respondents chose such 

an option as, all of the above, compared male respondents (0) (see Appendix 8.3, p. 129). 

Moreover, both female and male participants have an equal number of responses to such option 

as, recycling clothes (17) (see Appendix 8.3, p. 129). 

 A percentage of Danish respondents who participate in such sustainable activities as 

recycling (69,23%), buying eco-friendly clothes (46,15%) and shop in second-hand stores (23,08) 

is higher compared to international participants (recycling (61,54%), buying eco-friendly clothes 

(23,08%) and shop in second-hand stores (19,23%) (see Appendix 8.4, p. 164). While, a percentage 

of international participants who take part in such sustainable activities as saving water (76,92%) 

and energy (76,92%), as well as practicing minimalism (53,85%) is higher than a percentage of 

Danish participants (saving water (69,23%), energy (73,08%), practicing minimalism (23,08%) 

(see Appendi 8.4, p. 166). However, an equal number of Danish (1) and International (1) 

participants chose an option – all of the above (see Appendix 8.4, p.164). 

 



Nina Beck 
Master Thesis - Culture, Communication and Globalization 
Aalborg University 
 

46 

 Question 17 reveals how often do participants donate clothes, for instance always 

(32,69%), often (28,85%) or sometimes (30,77%), which goes in line with such activity as give 

away that the survey participants stated to take part in more sometimes (39,22%) than often 

(33,33%) or always (21,57%) (see Appendix 8.2, p.98). Whereas, a high percentage of respondents 

claimed to never (52,94%) redesign a new piece of their clothes for the further use (see Appendix 

8.2, p.98). Finally, such sustainable activity as to throwaway has a high percentage of the survey 

respondents who rarely (38%), never (36%) or sometimes (24%) use that option when it comes to 

a new piece of their clothes, even if they no longer want it (see Appendix 8.2, p.98). 

 
Figure 8. The respondents’ participation in sustainable activities when they no longer want a new 

piece of clothes. 

 According to the survey findings, female respondents more often or always take part in 

such sustainable activities, as donating, giving away and redesigning their new piece of garment 

than male participants do (see Appendix 8.3, p. 130-1). Whereas, male participants are leading in 

such sustainable activity as to throwaway a new piece of clothes (see Appendix 8.3, p. 130-1). 

 It turned out that international respondents more often or always participate in such 

sustainable activities as to donate, to give away, to throwaway and to redesign a new piece of 

garment compared to Danish participants (see Appendix 8.4, p. 165).  
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 Question 18 revealed that respondents participate in throwaway activity often (23,53%), 

rarely (33,33%) or sometimes (29,53%), as well as in such activity as to reuse (often (19,61%), 

sometimes (33,33%) or rarely (29,41%)) (see Appendix 8.2, p.99). Next, the recycle activity has a 

high percentage of participants answers to such options as always (20%), often (44%) and 

sometimes (24%), whereas the redesign activity has a high percentage to other options, such as 

rarely (27,45%) and never (45,10) (see Appendix 8.2, p.99). A high percentage of participants 

sometimes (44,23%) or often (26,92%) give away an old piece of their clothes (see Appendix 8.2, 

p.99). 

 Female respondents turned out to be more active in such sustainable activities as recycle, 

reuse and redesign than male respondents (see Appendix 8.3, p. 132-3). While the percentage of 

male participants who sometimes throwaway (33,33%) or give away (68%) an old piece of their 

clothes is higher compared to female participants whose percentage of the same activities is lower 

(throwaway (25,93%) and give away (22,22%)) (see Appendix 8.3, p. 132-3). 

 Danish respondents are more often participating in such sustainable activities as to 

recycle, give away and throwaway than international respondents (see Appendix 8.4, p. 167-8). 

However, international participants are more active in such sustainable activities, as to reuse and 

redesign an old piece of a garment compared to Danish participants (see Appendix 8.4, p. 167-8). 

 

4.3 Factors influencing sustainable consumption 

 

Question 13 revealed that 43 respondents are interested in buying 

environmentally friendly clothes, whereas 9 or them gave a 

negative response, as depicted in Figure 6. (see Appendix 8.2, p. 

94).  

 
 

 
Figure 6. Respondents’ interest in buying sustainable clothes. 
 
 More female respondents (26) are interested in buying environmentally friendly clothes 

than male respondents (17) (see Appendix 8.3, p. 125). While a high percentage of male 
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participants (32,00%) claimed to have no interest in buying environmentally friendly clothes as 

against of female participants (3,70%) (see Appendix 8.2, p. 125).  

 A high number of International participants (25) declared to be interested in buying 

environmentally friendly clothes, compared to Danish participants (18) (see Appendix 8.4, p. 160). 

Although, a high percentage of Danish participants (30,77%) stated to have no interest in buying 

environmentally friendly clothes, as against to international participants (3,85%) (see Appendix 

8.4, p. 160). 

 Question 14 aimed to reveal whether the participants are aware of environmentally 

friendly materials in terms of applying that knowledge when purchasing garments. A large number 

of participants have chosen previously used garments (15), organic cotton (31), linen (12) and 

wool (24) the most, compared to such types of sustainable material as hemp (10), soy silk (7), 

polyester (9) and nylon (4) (see Appendix 8.2, p.95). Nevertheless, 4 of the survey participants did 

not consider the suggested types of the sustainable material when they buy clothes, compared to 

20 respondents who chose all of the above category as an answer (see Appendix 8.2, p.95).    

 As to gender, 17 male respondents consider organic cotton (17) and polyester (5) when 

buying clothes, compared to 14 female respondents for organic cotton and 4 for polyester (see 

Appendix 8.3, p.126). While a large number of female respondents consider such types of a 

sustainable material as previously used garments (9), hemp (6), soy silk (6) and linen (10) when 

purchasing apparel items, compared to male respondents (used garments (6), hemp (4), soy silk 

(1) and linen (2) (see Appendix 8.3, p. 126). Nevertheless, both gender types have an equal number 

of respondents who consider buying clothes made of nylon (2) and wool (12) (see Appendix 8.3, 

p. 126). A high percentage of female participants have chosen such option as, all of the above 

(55,56%), as against to male participants (20%) (see Appendix 8.3, p. 126). Though, a high 

percentage of male participants has chosen such option as, none of the above (12%), in comparison 

with female participants (3,70%) (see Appendix 8.3, p. 126).  

 A slightly large number of Danish respondents consider previously used garments (9), 

organic cotton (16) and wool (14) when buying clothing items, compared to International 

respondents (previously used garments (6), organic cotton (15) and wool (10) (see Appendix 8.4, 

p. 161-2). Whereas, International participants have a slightly higher percentage in such types of 

sustainable material as hemp (23,08%), soy silk (23,08%), linen (34,62%), nylon (11,54%) and 
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polyester (19,23%), than Danish respondents (hemp (15,38%), soy silk (3,85%), linen (11,54%), 

nylon (3,85%) and polyester (15,38%) (see Appendix 8.4, p. 161-2). As well as 12 international 

participants has chosen such option as, all of the above, as against to 8 Danish participants (see 

Appendix 8.4, p. 161-2). Next, both Danish (7,69%) and International (7,69%) participants have 

an equal percentage to such option as, none of the above (see Appendix 8.4, p. 161-2).  

 

 Question 15 revealed that 29 survey respondents do not know clothing companies that 

produce environmentally friendly garments, while 23 respondents are aware of companies that 

produce environmentally friendly garments (see Appendix 8.2, p.96).  

 As to gender, a high percentage of female respondents (70,37%) do not know clothing 

companies that produce environmentally friendly garments in comparison to male respondents 

(40%). And reverse, 60 % of male respondents are aware of companies that produce sustainable 

clothes, compared to female respondents (29,63%) (see Appendix 8.3, p. 128).  

 International participants have a low percentage of respondents (30,77%) who know 

clothing companies that produce sustainable garments, compared to a high percentage of Danish 

respondents (57,69%) who know companies that produce clothing in a sustainable way (see 

Appendix 8.4, p. 163). 

 

 Question 19 revealed that 31 participants declared to be concerned about the 

environmental issues caused by clothing consumption, whereas the rest (21) of the participants are 

not (see Appendix 8.2, p. 100). Whereas, more female participants are concerned about the 

environmental issues caused by clothing consumption, than male participants (see Appendix 8.3, 

p. 134). As for the International participants, they are more concerned about the environmental 

issues caused by clothing consumption than it does Danish participants (see Appendix 8.4, p. 169). 

 

 Question 20 revealed that 21 of survey participants it is of a little importance to think 

about environmental issues when they purchase clothes, while 14 of the survey participants 

consider them as important (see Appendix 8.2, p. 101). Also, it is important for female respondents 

to think about environmental issues when buying clothes, however it is of little importance for 

male respondents (see Appendix 8.3, p. 135). While, a high percentage of Danish respondents 
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declared that it is of little importance (50%) to think about environmental issues when buying 

clothes, whereas it is important (30,77%) to think about those issues for international respondents 

(see Appendix 8.4, p.170). 

 

  Question 21 revealed that survey respondents take such factor as price either very 

important, important or moderately important when they make decision toward a purchase of 

clothing item (s) (see Appendix 8.2-4, pp. 102, 136, 171). 

 
Figure 9. The respondents’ attitude toward the PRICE factor. 

 

 Question 22 aimed to reveal whether the survey participants are willing to pay more for 

environmentally friendly clothes. It turned out that 24 respondents agreed and 5 strongly agreed to 

that question, while 9 respondents stated that they disagree and 1 respondent is strongly disagreed 

to pay more for sustainable garments (see Appendix 8.2, p.103). Surprisingly, 13 survey 

participants were undecided whether they consider or not to pay more for environmentally friendly 

clothes (see Appendix 8.2, p. 103). 
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Figure 10. The respondents’ willingness to pay a premium price for environmentally friendly 

clothes. 

 A large number of female (13) and male (11) participants are willing to pay more for 

environmentally friendly clothes, compared to a low number of female (4) and male (5) 

respondents who disagree to pay premium price for sustainable clothing (see Appendix 8.3, p.137). 

While, 13 of international participants agreed to pay more for environmentally friendly clothes 

compared to 11 Danish participants (see Appendix 8.4, p. 172).  

 

  Question 23 revealed that 32 survey respondents are not looking at washing label inside 

the clothes before they purchase them, whereas 20 respondents are looking at washing label inside 

the clothing item (see Appendix 8.2, p. 104). As to male participants, 20 of them are not looking 

at washing label inside the clothes before the purchase, while 12 female participants are looking 

at washing label inside the clothes before the purchase (see Appendix 8.3, p.138). In addition, 

international respondents (12) look more at the washing label inside the clothes before the purchase 

than it does Danish respondents (8) (see Appendix 8.4, p. 173). 

 

 Question 24 revealed that 34 survey respondents stated that the information stored on a 

washing label does not affect their purchasing decision, while the 18 participants stated that the 

information stored on a label would affect their decision to buy a piece of clothes (see Appendix 
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8.2, p. 105). As to gender, 14 of female participants would reject a piece of clothing based on the 

information stored on a washing label, compared to 12 male participants who would not consider 

information on the washing label to be the reason to reject clothes from buying (see Appendix 8.3, 

p.139). 

 More Danish participants (18) claimed that they would not consider information on a 

washing label to be the reason to reject clothes from buying, than international participants (16) 

(see Appendix 8.4, p. 174). Consequently, more international participants (10) would consider 

information on a washing label to be the reason to reject clothes from buying, compared to Danish 

participants (8) (see Appendix 8.4, p. 174). 

 

 Question 25 revealed that to 15 survey respondents’ environmental labels are of little 

importance when they buy clothing items (see Appendix 8.2, p.106). However, an equal number 

of respondents stated that environmental labels are either important (12) or moderately important 

(12) when they buy clothes (see Appendix 8.2, p. 106). Moreover, 7 respondents declared that 

labels are unimportant when they buy clothes, while 6 of survey respondents consider 

environmental labels as very important aspect when they buy clothes (see Appendix 8.2, p.106). 

 
Figure 11. The respondents’ attitude toward the importance of a label factor during the decision 

to purchase environmentally friendly clothing. 
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 A high percentage of female participants stated that environmental labels are either 

important (33,33%) or moderately important (29,63%), as well as are very important (18,52%) 

when they purchase clothes, compared to male respondents (important (12%), moderately 

important (16%), and very important (4%)) (see Appendix 8.3, p. 140). While a high percentage 

of male participants claimed that environmental labels are of little importance (48%) or 

unimportant (20%) compared to female respondents (of little importance (11,11%) and 

unimportant (7,41%)) (see Appendix 8.3, p. 140). 

 More Danish (12) than international (3) respondents answered that environmental labels 

are of little importance when they buy clothes (see Appendix 8.4, p. 175). Whereas, a high 

percentage of international respondents claimed that environmental labels are very important 

(15,38%), important (30,77%) or moderately important (26,92%) when they purchase garments, 

compared to Danish respondents (very important (7,69%), important (15,38%) and moderately 

important (19,23%) (see Appendix 8.4, p. 177). As well as, a high percentage of international 

(15,38%) than Danish (11,54%) respondents claimed that environmental labels are unimportant 

(see Appendix 8.4, p. 175). 

 

 Question 26 revealed that the identified by the research study features (chemicals 

(38,46%), child labor (36,54%), sweatshops (44,23%) and poor working conditions (42, 31%)) in 

relation to eco-labels seems to be of high importance by the survey participants. However, the 

percentage for child labor gained the highest percentage (46,15%) in a very important option of 

measurement among the other features, such as chemicals (32,69%), sweatshops (26,92%) and 

poor working conditions (32,69%) (see Appendix 8.2, p.107). 

 As to gender, female participants consider such features as chemicals (48,15%), child 

labor (74,07%), sweatshops (44,44%) and poor working conditions (48,15%) being very important 

as against to a low percentage of male respondents to the same features (chemicals (16%), child 

labor (16%), sweatshops (8%) and poor working conditions (16%)) (see Appendix 8.3, p. 141-2). 

However, male participants consider such features as chemicals (52%), child labor (56%), 

sweatshops (52%) and poor working conditions (48%) compared to female participants (chemicals 

(25,93%), child labor (18,52%), sweatshops (37,04%) and poor working conditions (37.04%)) (see 

Appendix 8.3, p. 141-2). 
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 A slightly higher percentage of Danish respondents consider such features as chemicals 

(46,15%), child labor (42,31%), sweatshops (50%) and poor working conditions (50%) as 

important compared to international respondents (chemicals (30,77%)%), child labor (30,77%), 

sweatshops (38,46%) and poor working conditions (34,62%)) (see Appendix 8.4, p. 176-7). 

Whereas, a slightly higher percentage of international respondents stated that such feature as 

chemicals (34,62%), child labor (61,54%), sweatshops (38,46%) and poor working conditions 

(50%) are very important compared with Danish respondents (chemicals (30,77%), child labor 

(30,77%), sweatshops (15,38%) and poor working conditions (15,38%)) (see Appendix 8.4, p. 

176-7). 

 

 Question 27 revealed that 32 respondents did not recognize the research study presented 

EU Ecolabel, whereas 20 respondents stated that they have identified it (see Appendix 8.2, p.108). 

As to gender, more male (11) participants could recognize the EU Ecolabel compared to female 

(9) participants (see Appendix 8.3, p.143). Consequently, more female respondents (18) did not 

recognize the EU Ecolabel, compared to male respondents (14) (see Appendix 8.3, p. 143). 

 More Danish participants (15) recognized the EU Ecolabel compared to international 

participants (5) (see Appendix 8.4, p. 178). Therefore, more international participants (21) could 

not recognize the label as against to Danish respondents (11) (see Appendix 8.4, p. 178). 

 

 Question 28 revealed that 24 respondents do no remember which feature(s) of the EU 

Ecolabel would describe its’ main purpose (see Appendix 8.2, p. 109). However, a high percentage 

of such features as environment protection (38,46%) and no harm substances (21,15%) were 

selected by the survey participants the most (see Appendix 8.2, p. 109). 

 A high percentage of female respondents selected environment protection (48,15%) 

feature compared to male respondents (28%) (see Appendix 8.3, p. 144). While a high percentage 

of male respondents (64%) chose such options as no harm substances (24%) and do not remember 

the exact meaning of the presented EU Ecolabel as against to female respondents (no harm 

substances (18,52%) and do not remember the exact meaning (29,63%)) (see Appendix 8.3, p. 

144). Surprisingly, only female respondents (9) chose an option – all of the above, as a feature to 

describe the main purpose of the EU Ecolabel (see Appendix 8.3, p. 144). Moreover, a slightly 
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higher percentage of female respondents selected such optional answers as reduced water (11,11%) 

and energy (11,11%) usage, compared to male respondents (reduced water (8%) and energy (8%) 

usage) (see Appendix 8.3, p. 144). 

  An equal number of Danish (10) and International (10) respondents chose such EU 

Ecolabel feature as environment protection as well as stated that they do not remember what that 

label means exactly (see Appendix 8.4, p. 179). A high percentage of international respondents 

selected reduced water (11,54%) and energy (19,23%) usage features, also chose all of the above 

option (23,08%) more than Danish respondents (reduced water (7,62%) and energy (0%) usage 

features, an option - all of the above (11,54%)) (see Appendix 8.4, p. 179). While Danish 

participants have a slightly higher percentage of no harmful substances (23,08%) feature, 

compared to international participants (19,23%) (see Appendix 8.4, p. 179). 

 

 Question 29 revealed that 16 respondents consider the EU Ecolabel as of little 

importance, while 13 respondents consider it as unimportant when they shop (see Appendix 8.2, 

p. 110). Moreover, 12 respondents declared that the presented EU Ecolabel is moderately 

important, while 11 respondents stated that it is an important label to consider when they shop (see 

Appendix 8.2, p. 110). 

 EU Ecolabel is important for female participants (10) compared to male participants (1), 

to whom it is of little importance (9), as against to female participants (7) (see Appendix 8.3, 

p.145). However, a large number of female respondents (7) stated that EU Ecolabel is moderately 

important, compared to a small number of male participants (5) (see Appendix 8.3, p. 145). 

Nevertheless, a large number of male respondents (10) declared that this label is unimportant in 

their considerations to purchase garments, while only three female respondents supported that 

option (see Appendix 8.3, p. 145). 

 It is important for international participants (9) to consider EU Ecolabel when they shop 

compared to Danish participants (2) (see Appendix 8.4, p. 180). While a high percentage of Danish 

respondents stated that it is of little importance (42,31%), compared to only 19,23% of 

international respondents to the same option (see Appendix 8.4, p. 180). A high percentage of 

Danish respondents (30,77%) think that EU Ecolabel is unimportant, compared to international 

respondents (19,23%) (see Appendix 8.4, p. 180). 
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 Question 30 revealed that a high percentage of respondents (63,46%) trust information 

stored behind any eco-label image presented on clothing items, while 32,69 percent distrust 

information stored behind an eco-label (see Appendix 8.2, p. 111). And 2 respondents left 

comments to that question, specifically their individual point of view in connection to the trust 

factor and information stored behind any eco-label, which is presented in Figure 12. 

 
Figure 12. The respondents’ attitude toward the TRUST factor. 

 A slightly high percentage of male respondents (64%) than female respondents 

(62,96%) trust information stored behind of any eco-label factor (see Appendix 8.3, p. 146). While 

a percentage of Danish participants (73,08) is higher than percentage of international participants 
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(53,85%) who trust information stored behind any eco-label image on clothing items (see 

Appendix 8.4, p. 181). 

 

5. Discussion 
This section is divided to three parts. Each of the section parts provide with the discussion 

of findings to the research sub-questions, thus present a solid answer to the study problem 

formulation.  

 

5.1 Findings of the Sub-question 1 
5.1.1 Understanding sustainable consumption 

The findings of the first sub-question (see section 1.3) revealed that AAU students 

understanding of the sustainability concept is constructed similar if not the same to the research 

study presented notion of sustainability made by WCED (1987) and Maniatis (2016) (see sections 

2.1.1). Meaning that the target audiences’ general understanding of sustainability concept is 

addressed to environmental issues, like preservation of natural resources, reducing waste, acting 

in accordance to minimize harm to the environment during the production of goods for the 

prosperous future of the next generation (see Appendix 8.2, Q.7, pp. 85-6). Hence, their 

understanding of that notion matches the research study description. In fact, the concept of 

sustainability has a great impact on the samples’ perception of the term consumption in relation to 

apparel industry. For instance, some of the sample respondents addressed environmental concerns 

to clothing consumption by addressing a general idea of the sustainability notion. While, a large 

part of their understanding of the term sustainable consumption goes in line with the research study 

chosen definition in relation to its concrete practices, like re-use, recycle and disposal (see section 

2.1.2). However, some of the other respondents’ answers were not related to the topic of 

investigation, but addressed to the food issues. Interestingly, the survey participants understand 

sustainable clothing consumption in terms of buying quantities of items, which were suggested to 

minimize in production line, or to buy less of clothing products. Consequently, such concept as 

sustainable consumption in relation to consumer purchase decision is partially understood by the 

target audience, therefore shall be explained in greater details for the benefit of its future successful 

implementation. 
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5.1.2 Sustainable Practices 

Among the research study identified practices (see section 2.1.2.1-2) addressed to the 

clothing consumption, two of the sustainable activities, such as saving water and energy gained 

the most responses, thus are used the most by target audience (see section 4.2, Q.16). In addition, 

such sustainable clothing practice as recycling is quite actively practiced by AAU students as well. 

Though Danish students practice this activity more often, as well as they buy much more eco-

friendly clothing items than International students. These is rather expected findings, since 

Denmark considered to be one of the most environmentally friendly country, thus it can be 

explained that consumers tend to be more exposed to the information addressed toward sustainable 

clothing consumption and its’ activities compared to International consumers (Shirley A., 2016, 

see section 1.3.2). As to gender, male students declared to buy more eco-friendly clothes than 

female students, and since more AAU male students revealed to have higher level of education 

than female AAU students (see section 4.1 Q.5), this finding is supported by literature discovery 

presented in section 1.3.2 that those consumers who have higher education tend to be concerned 

about environmental issue. While more female students prefer to shop in second-hand stores 

compared to male students (see section 4.2, Q.16), this discovery can be explained by the literature 

finding presented in section 1.2.3, that female gender is the most “…socially conscious 

consumers” (Webster, 1975, as cited in Kaufman et al., 2012, pp. 59-60). Consequently, instead 

of buying new clothing items female shop in second-hand stores, which revealed their decision to 

consume in a sustainable way, as well as supports the above presented point made by Webster 

(1975, as cited in Kaufman et al., 2012). 

 

Next, such sustainable practice as minimalism, is actively used by female students and 

International students than by male students or Danish students (see section 4.2, Q.16). While, the 

other sustainable practice as to redesign is the most rarely used practice by International students 

and female students compared to Danish students and male students who would never even 

consider applying it in practice (see section 4.2, Q.16, 17,18). 
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Furthermore, donation as a sustainable clothing practice has a minor difference in use 

among AAU students, meaning it is used quite often. Talking about such sustainable clothing 

practice as to throwaway, it is used more by male students and International students than by 

female students or Danish students. This finding does not resonate literature discovery that due to 

the great number of garments that were dumped, it became a “trend of throwaway…” (Birtwistle 

& Moore, 2007, p. 211, see section 2.1.2.2). However, AAU students indeed shop more via fast 

fashion manufacturers, like H&M (see section 4.1, Q.12), due to the clothing items availability 

and affordable price that encourage consumers to purchase variety of garments often and use those 

only few times (Birtwistle & Moore, 2007). Yet the finding from the survey data revealed that 

AAU students shopping tendencies to buy garments via fast fashion manufacturers did not result 

in increasing throwaway practice.  In addition, Danish students and female students are often 

participating in such sustainable activity as to reuse an old piece of garment compared to 

International students and male students who rarely consider that option. Finally, more female 

students and International students are participating in such sustainable activity as to give away 

clothing items than it does Danish students and male students. 

 

5.2 Findings of the Sub-question 2 

The findings of the second sub-question present AAU students personal and demographic 

information (see section 1.3.2).  

 

5.2.1 Personal and Demographic information 

The statistical results revealed that the age category was positively associated with the 

overall intention to purchase environmentally friendly clothes. As most of the survey participants 

are interested in buying environmentally friendly clothes, as well as they are concerned about the 

environmental issues caused by clothing consumption (see section 4.3, Q.13, Q.19). These findings 

are supported by Generation Y characteristics and generational cohort theory (Jackson et al., 2011, 

see sections 3.3.2, 2.2.1), which pointed out that this segment is not only consumption oriented, 

but also is environmentally conscious (Hwang et al., 2015; Parment, 2013; Jackson, et al., 2011; 

Hill et al., 2012). However, international students concerned more about the environmental issues 

caused by clothing consumption and expressed more interest in buying environmentally friendly 
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items compared to Danish students. This finding is rather unexpected since Denmark considered 

to be the world’s most environmentally friendly country, therefore unforeseen findings from the 

survey results were completely different from the expected (Shirley A., 2016, see section 1.3.2).  

 

As to income category, the results showed that female students are better financially 

equipped than male students (see section 4.1, Q.6). Also, with a higher income female students are 

more interested to purchase environmentally friendly items and spend more money for clothes than 

male students. These findings resonate with the literature presented in section 1.3.2, which explains 

that female consumers like to shop more often and spend much more money compared to male 

consumers (Oh et al., 2004 and Lehto et al., 2004, as cited in Jackson et al., 2011, p. 3). Moreover, 

they support Webster (1975) and Knauer (1971) statements that those individuals who are better 

financially equipped also concern about the environmental issues (Kaufman et al., 2012, see 

section 1.3.2). 

 

Next, the education category of the survey revealed that more male students possess higher 

degree of education who think that environmental issues are unimportant during the purchase of 

clothing items compared to female students with lower degree of education who think it is 

important to consider environmental issues when buying clothing items (see section 4.1, Q.5). 

Hence, these findings revealed that male students with higher level of education are not concerned 

about the environmental issues during a purchase of clothing items compared to female students 

with lower level of education who concerned about environmental issues when they buy clothing 

items. Which is why these results are not supporting Chan’s (1999) point of view that consumers 

who has higher level of education are more concerned about environmental issues than those who 

have lower level of education (in Chan & Wong, 2012, see section 1.3.2).  

 

The results regarding gender category revealed that both female and male students buy 

clothes by themselves, however female students tend to buy more quantities of clothing items in a 

month, as well as spent more money compared to male students (see section 4.1, Q.10, Q.11). 

Thus, this finding revealed that female shop more than male, which does not support literature 

findings stating that “…men are shopping almost as much as women…” (Jackson’s et al., 2011. 
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p. 1). In addition, more female students stated that they are interested in buying environmentally 

friendly items compared to male students (see section 4.3, Q.13). This finding support Webster’s 

(1975) claimed that female gender is the most “…socially conscious consumers” (as cited in 

Kaufman et al., 2012, pp. 59-60). 

 

Finally, nationality as a category has revealed that even though Danish students possess 

higher degree of education, they are less interested in buying environmentally friendly clothes 

compared to international students, who express more interest in sustainable garments, though 

have a lower degree of education. In addition, Danish students are better financially equipped, they 

tend to buy cheaper clothing items but in larger quantities compared to international students, who 

are lower on income, though they buy more expensive garments, however in less quantities. These 

findings reject literature findings presented in section 1.3.2 which stated that those individuals who 

have a high income and high level of education are more concerned about sustainable issues and 

thus possess environmental conscious behavior toward the clothing consumption (Kaufman et al., 

2012; Chan & Wong, 2012). 

 

5.3 Findings of the Sub-question 3 

Finally, findings of the third sub-question (see section 1.3.3) revealed whether AAU 

student’s decision making process toward the purchase of sustainable clothing was influenced by 

the impact of identified significant factors, such as knowledge, price, eco-label and trust (see 

section 2.1.3). 

 

5.3.1 Knowledge 

Most of AAU students declared to be concerned about the environmental issues caused by 

clothing consumption. However, it is of little importance for them to apply that concern in practice 

when they purchase clothing items. These findings point out that AAU students lack environmental 

knowledge, thus fail to purchase in a sustainable manner (see section 2.1.3.1). 

 

Danish vs. international 
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As for Danish students, they claimed to have less concern toward environmental issues 

cause by clothing consumption, therefore are not thinking about it when buying garments. By 

contrast, International students stated to be concerned about environmental issues cause by 

clothing consumption, yet it is important only to half of them to think about those issues during 

the purchase of clothing items. These findings revealed that even though AAU students might 

correctly identify what sustainability concept stands for and in relation to clothing consumption 

(see section 4.2), however they fail to apply it in practice due to a lack of knowledge concerned 

environmental consequences caused by the apparel production, which in its term results in 

unsustainable clothing consumption (see section 2.1.3.1). 

 

Gender 

Female students expressed not only their concern about the environmental issues caused 

by clothing consumption, but they also think about those issues during the purchase of clothing 

items. In contrast, male students neither concern nor think about environmental issues caused by 

clothing consumption when they buy clothes. However, both gender types have a low response 

rate to the scope of sustainable material from which environmental clothing can be made (see 

section 4.3, Q.14). This finding revealed that respondents have lack of knowledge of the possible 

scope of sustainable garments, which in its term negatively influence their decision-making 

process toward the purchase of environmentally friendly garments (see section 2.1.3.1). 

 

 Consequently, the findings of the knowledge factor revealed that AAU students lack 

knowledge about the environmental consequences caused by apparel industry, as well as are 

unfamiliar with the scope of possible types of sustainable material, which resulted in unsustainable 

purchase behavior. Hence, the above presented findings confirm Hypothesis 1: Consumers 

profound knowledge about environmental issues has a positive impact on their decision to 

purchase sustainable clothing (see section 2.1.3.1) 

 

5.3.2 Price 

A high percentage of AAU students, by both gender: female and male, and nationality: 

Danish and international, stated that price is either very important or important for them when it 
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comes to make a purchase decision toward clothing items. Also, they are willing to pay more for 

environmentally friendly clothes. This discovery contradicts literature findings that a high price 

for sustainable clothing items is perceived as a barrier and therefore has a negative impact on 

consumers purchase decision (see section 2.1.3.2). In fact, AAU students perceive a high price of 

sustainable clothing item positively because they are willing to buy an expensive piece of garment 

made in environmentally friendly way. Thus, the above presented findings deny Hypothesis #2 

(see section 2.1.3.2). 

 

5.3.3 Eco-label and Trust 

Many AAU students are not paying attention to a washing label inside the clothing items, 

therefore information stored on it has no influence on their purchasing decision. This finding point 

out to the fact that AAU students’ knowledge of sustainable characteristics of goods is limited, 

thus fails to have an impact toward sustainable purchase decision (see sections 2.1.3.1 and 5.3.1). 

Also, the findings disclosed that eco-labels are of little importance to AAU students when it comes 

to purchasing clothing items. However, such features as chemicals, child labor, sweatshops and 

poor working conditions are important for AAU students, when they are present on eco-labels as 

an information guide for consumers as a proof that a garment was made in a sustainable way. 

These findings revealed that AAU students are concerned about environmental issues and working 

conditions as a general knowledge of sustainability matter (see sections 2.1.1 -2.1.2 and 5.1.1-

5.1.2). Though, since they lack knowledge of sustainable clothing consumption, it results in 

unsustainable consumption choices, like not paying attention to the information presented on eco-

labels (see section 2.1.3.1). Consequently, an example of a well-known EU Ecolabel in Europe 

was not recognized by AAU students, which is why they could not describe what it stands for, also 

considered it as of little importance (European Commission, 2017, Henninger, 2015). 

 

Danish vs. international 

Neither Danish nor International students look at the washing label inside the clothing 

items, which is why information stored on the label has no influence toward their purchase 

decision. Nevertheless, it is important for International students when environmental labels present 

on clothing items when they buy them. These findings made the researcher wonder how would 
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they know if any eco-label is present on a clothing item when AAU students are not looking at 

eco-labels presented on garments in general. This is something that came out of blue, but it can be 

explained by generation cohort theory because target audience was specifically selected within the 

Generation Y segment, which suggests that the survey respondents are environmentally conscious, 

thus are “…socially concerned and aware of many global issues…” (Hill & Lee, 2012, p. 478, see 

section 1.3.2). The other unexpected finding is that environmental label is of little importance for 

Danish respondents. Which is rather odd since Denmark has a high focus on environmental issues 

caused by apparel industry, the example is that clothing companies incorporate eco-label program 

for the reason to raise awareness about such an important aspect as sustainability in clothing 

consumption and production (Jørgensen & Jensen, 2012, see section 1.3.2). Thus, the fact that 

Danish students could recognized EU Ecolabel does not surprise at all, however they lack 

knowledge of what it stands for and consider it of little importance when they shop. While 

International students could neither recognize nor describe an EU Ecolabel, though declared it to 

be important issue when they shop. These findings revealed that even though AAU students are 

concerned about environment issues, they have trouble finding connection to the way how to 

consume in a sustainable manner (see section 2.1.3.1). For instance, their interest in eco-labels 

features has no influence on purchasing decision because none of the sample individuals are 

looking at the information presented on a label inside clothing items, as well as they lack 

knowledge about characteristics a sustainable label stand for or types of the sustainable material 

used for constructing a piece of garment (see section 2.1.3.1).  

 

Gender 

Female students look at the washing label inside the clothing items and the provided 

information on it has an influence toward their purchase decision. Compared to male students who 

neither look nor they consider information on it to be the reason to reject a piece of clothing item 

from buying. Thus, environmental labels are important for female students and are of little 

importance for male students. The EU Ecolabel presented as an example in this research study 

unfortunately was not recognized by many female and male respondents. However, this label is 

important for female students when they shop compared to male students for whom it is 

unimportant. 
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Trust 

The findings revealed that many AAU students, by both gender: female and male, as well 

as within the Danish and International category, stated that they trust information stored behind 

any eco-label image presented on clothing items. At the same time, eco-label has a little of 

influence on their decision to purchase clothing items, since the findings revealed that neither 

Danish nor International students pay attention to information provided by eco-label and their 

concern about environment issues does not make a difference in their sustainable purchase 

decision. The reason is that students does not possess knowledge (see section 2.1.3.1) of the 

purpose a sustainable label stands for, as well as they cannot differentiate types of environmentally 

friendly material from non-environmental material used for manufacturing a piece of clothing. 

Thus, AAU students’ judgments to purchase sustainable products are not in favor to buy 

environmentally friendly garments and the fact that many of them trust eco-labels image presented 

on clothing items does not influence their decision to purchase those items. Consequently, the 

findings presented above deny H3: Eco-labels have a positive impact on consumer purchase 

decision only when an individual trust the sustainable claims made by a product manufacturer. 

 

6. Conclusion 
 

The results of the research study provide with theoretical and practical contribution to 

understanding AAU students sustainable purchase decisions toward the clothing consumption. 

This study shows that young consumers understand sustainability concept in general, though they 

lack knowledge in relation to environmental aspects caused by apparel industry, therefore fail to 

consume in a sustainable manner. Particularly, AAU students’ perception of the sustainable 

consumption concept is incomplete in understanding of its value due to a lack of knowledge toward 

its meaning and further actions, hence they fail to apply it during the decision to purchase in a 

sustainable manner. For instance, they are concerned about environmental problems caused by 

apparel industry, however are not considering environmental concerns while buying clothing 

items. Therefore, this research study findings support Young, Hwang, McDonald, & Oates (2009) 

statement that it is problematic for students to find connections between buying apparel products 
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and environmental problems, because their general knowledge of the sustainable consumption 

issues is not valuable unless it is accompanied by a solid understanding of its intended meaning.  

 

Nevertheless, AAU students participate in sustainable clothing practices that are aimed to 

help to restore the damage caused by apparel industry and consumption. For instance, their pro-

environmental behavior is revealed in participating in such practices as saving water and energy, 

donation and recycle clothing items. However, such sustainable practice as to redesign clothing 

item for its further use is the least favorable, thus is rarely used by only some of the study 

participants.  As to gender, male students purchase more eco-friendly garments, though they also 

throwaway more clothing items compared to female students who would rather reuse old garments 

and choose to purchase clothes in second-hand stores. In addition, Danish students purchase eco-

friendly clothing items, as well as consider reusing an old garment for its’ further use instead of 

throwing it away. However, International students participate more in giving away garments or 

throwing them away. 

 

As to demographic information, it was found that age category is positively associated with 

the overall AAU students’ decision to purchase environmentally friendly clothes. Since, the target 

audience represent characteristics of the Generation Y segment (see section 3.3.2) and is supported 

by generational cohort theory (Jackson et al., 2011), which suggests that they have similar 

purchasing behavior. As an example, AAU students shop often and buy many clothing items. 

However, unforeseen differences were spotted in AAU students nationality category. Particularly 

the findings from the survey revealed that Danish students are less interested in buying sustainable 

clothing items than International students, which is unexpected since sustainability issues within 

the apparel production and consumption are in the center of attraction in Denmark (see section 

1.3.2). Yet, Danish students purchase more environmentally friendly clothing items compared to 

International students, which supports literature findings (see section 1.3.2). This rather 

contradicting discovery can be explained by the generational cohort theory (see section 2.2), 

specifically in relation to the chosen Generation Y segment (see section 3.3.2), which suggests that 

Danish students were more exposed to environmental information and sustainable tendencies 
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within clothing consumption, therefore they act in a sustainable manner subconsciously compared 

to International students. 

 

The research study analysis revealed that such factor as price has a significant influence on 

AAU students’ decision to purchase sustainable clothing items, which is why it has a positive  

impact on their purchase decision. Whereas, knowledge as a factor has a negative influence on 

AAU students’ decision toward sustainable purchase of clothing items due to a lack of knowledge 

about sustainable clothing consumption, therefore has a significant impact on their purchasing 

behavior. As well as, such factor as eco-label was negatively perceived by AAU students, though 

a trust factor was positively perceived by them. However, neither of those two factors, eco-label 

and trust, have an impact on AAU students, hence they are not significant in their decision to 

purchase sustainable clothing items. 

 

Overall, this research study sought to provide AAU students current understanding of the 

sustainability and sustainable consumption concepts toward the purchase of environmentally 

friendly clothing items. As well as it provides with a further insight to the literature on young 

consumer segment within the Generation Y cohort, because their understanding of sustainability 

issues is vital due to the size and characteristics of that segment. Moreover, considering the 

findings of the sustainable aspects and the clothing consumption, as well as a choice of the target 

audience, this research could be useful for both scholars and managers. The research could further 

explore sustainability issues by focusing on one nationality within the same generation to 

investigate the way how to educate young consumers in a way that their understanding of a 

sustainability issues would correspond actions in relation to clothing consumption behavior.  

 

 
 
 
 
 
 
 



Nina Beck 
Master Thesis - Culture, Communication and Globalization 
Aalborg University 
 

68 

7. References 
 

Aalborg University. (n.d.). Aalborg University in figures in facts. Key Figures 2017. Students at  

AAU. Retrieved from http://www.en.aau.dk/about-aau/figures-facts/ 

Akpoyomare O.B., Adeosun P.K.L, and Ganiyu, R.A (2012), The Influence of Product  

Attributes on Consumer Purchase Decision in the Nigerian Food and Beverages 

Industry: A Study of Lagos Metropolis, American Journal of Business and Management 

Vol. 1, No. 4, 2012, 196-201. Retrieved from 

http://www.worldscholars.org/index.php/ajbm/article/viewFile/ajbm1237/121 

Ajzen, I., & Madden, T., J. (1985). Prediction of Goal-Directed behavior: Attitudes, Intentions,  

and Perceived Behavioral Control. Journal of Experimental Social psychology, 22, 453-

474. Retrieved from https://ac.els-cdn.com/0022103186900454/1-s2.0-

0022103186900454-main.pdf?_tid=aadf13e8-be92-4fb7-bef4-

2c5efed15896&acdnat=1522142333_55f7260acc3a5424015d39d251320f6f 

Ajzen, I., & Fisbbein, M. (1974). Factors Influencing Intentions and the Intention-Behavior 

Relation. Human Relations, 27(1), 1–15. https://doi.org/10.1177/001872677402700101 

Better World Fashion. (2017). Retrieved from http://www.betterworldfashion.com 

Bryman, Alan. (2012). Social research methods (4th ed). Oxford ; New York: Oxford University  

Press.  

B. Valentine, D., & L. Powers, T. (2013). Generation Y values and lifestyle segments. Journal of 

Consumer Marketing, 30(7), 597–606. https://doi.org/10.1108/JCM-07-2013-0650 

Bianco, S., Gasparini, F., &Schettini, R. (2015). Color Coding for Data Visualization. In  

Khosrow-Pour, Mehdi (Eds.), Encyclopedia of Information Science and technology (pp. 

85- 95). Third Edition. Location:USA. 

Bhaduri, G., & Ha-Brookshire, J. E. (2011). Do Transparent Business Practices Pay? Exploration 

of Transparency and Consumer Purchase Intention. Clothing and Textiles Research 

Journal, 29(2), 135–149. https://doi.org/10.1177/0887302X11407910 

Birtwistle, G., & Moore, C. M. (2007). Fashion clothing – where does it all end up? 

International Journal of Retail & Distribution Management, 35(3), 210–216. 

https://doi.org/10.1108/09590550710735068 



Nina Beck 
Master Thesis - Culture, Communication and Globalization 
Aalborg University 
 

69 

Black, S., & Anderson, S. (2010). Making Sustainability Fashionable: Profile of the Danish 

Fashion Company Noir. Fashion Practice, 2(1), 121–127. 

https://doi.org/10.2752/175693810X12640026716555 

Chan, T., & Wong, C. W. Y. (2012). The consumption side of sustainable fashion supply chain: 

Understanding fashion consumer eco‐fashion consumption decision. Journal of Fashion 

Marketing and Management: An International Journal, 16(2), 193–215. 

https://doi.org/10.1108/13612021211222824 

Connell, K. Y. H., & Kozar, J. M. (2014). Environmentally Sustainable Clothing Consumption: 

Knowledge, Attitudes, and Behavior. In S. S. Muthu (Ed.), Roadmap to Sustainable 

Textiles and Clothing (pp. 41–61). Singapore: Springer Singapore. 

https://doi.org/10.1007/978-981-287-110-7_2 

Crampton, S. M., & Hodge, J. W. (2011). Generation Y: Unchartered Territory. Journal of 

Business & Economics Research (JBER), 7(4). https://doi.org/10.19030/jber.v7i4.2272 

Creswell J. W., (2009), Research Design. Qualitative, Quantitative, and Mixed Methods  

Approaches” 3rd Edition. Sage Publication, Inc. Retrieved, from 

http://www.amazon.com/dp/1412965578/ref=rdr_ext_tmb  

DeLong, M. (2009). Innovation and Sustainability at Nike. Fashion Practice, 1(1), 109–113. 

https://doi.org/10.2752/175693809X418874 

EU Ecolabel image. Retrieved from  

https://www.google.dk/search?q=EU+Ecolabel&client=safari&rls=en&dcr=0&tbm=isch

&source=iu&ictx=1&fir=2yx-

EIMPfiFZEM%253A%252CZWlMX6NIL3KkDM%252C_&usg=__jceeGenZpu7lqMV

eBNzUBwWsMvk%3D&sa=X&ved=0ahUKEwja9emZncTZAhVhJcAKHcjRAZ0Q9Q

EIPjAH#imgrc=2yx-EIMPfiFZEM: 

European Commission, (2017). Environment. Ecolabel. Facts and Figures. Retrieved from  

http://ec.europa.eu/environment/ecolabel/facts-and-figures.html 

European Commission. (2018). The EU Ecolabel for Textiles. The official EU mark for greener  

Products. Retrieved from  

http://ec.europa.eu/environment/ecolabel/documents/factsheet_textiles.pdf 



Nina Beck 
Master Thesis - Culture, Communication and Globalization 
Aalborg University 
 

70 

Gam, H. J., & Banning, J. (2011). Addressing Sustainable Apparel Design Challenges With 

Problem-Based Learning. Clothing and Textiles Research Journal, 29(3), 202–215. 

https://doi.org/10.1177/0887302X11414874 

Ha-Brookshire, J. E., & Hodges, N. N. (2009). Socially Responsible Consumer Behavior?: 

Exploring Used Clothing Donation Behavior. Clothing and Textiles Research Journal, 

27(3), 179–196. https://doi.org/10.1177/0887302X08327199 

Hill, J., & Lee, H. (2012). Young Generation Y consumers’ perceptions of sustainability in the 

apparel industry. Journal of Fashion Marketing and Management: An International 

Journal, 16(4), 477–491. https://doi.org/10.1108/13612021211265863 

Hwang, C. G., Lee, Y.-A., & Diddi, S. (2015). Generation Y’s moral obligation and purchase 

intentions for organic, fair-trade, and recycled apparel products. International Journal of 

Fashion Design, Technology and Education, 8(2), 97–107. 

https://doi.org/10.1080/17543266.2014.996917 

Hansen, T., Møller Jensen, J., & Stubbe Solgaard, H. (2004). Predicting online grocery buying 

intention: a comparison of the theory of reasoned action and the theory of planned 

behavior. International Journal of Information Management, 24(6), 539–550. 

https://doi.org/10.1016/j.ijinfomgt.2004.08.004 

Henninger, C. (2015). Traceability the New Eco-Label in the Slow-Fashion Industry?—

Consumer Perceptions and Micro-Organisations Responses. Sustainability, 7(12), 6011–

6032. https://doi.org/10.3390/su7056011 

Hershatter, A., & Epstein, M. (2010). Millennials and the World of Work: An Organization and 

Management Perspective. Journal of Business and Psychology, 25(2), 211–223. 

https://doi.org/10.1007/s10869-010-9160-y 

Jackson, V., Stoel, L., & Brantley, A. (2011). Mall attributes and shopping value: Differences by 

gender and generational cohort. Journal of Retailing and Consumer Services, 18(1), 1–9. 

https://doi.org/10.1016/j.jretconser.2010.08.002 

Joshi, Y., & Rahman, Z. (2015). Factors Affecting Green Purchase Behaviour and Future 

Research Directions. International Strategic Management Review, 3(1–2), 128–143. 

https://doi.org/10.1016/j.ism.2015.04.001 



Nina Beck 
Master Thesis - Culture, Communication and Globalization 
Aalborg University 
 

71 

Jørgensen, M. S., & Jensen, C. L. (2012). The shaping of environmental impacts from Danish 

production and consumption of clothing. Ecological Economics, 83, 164–173. 

https://doi.org/10.1016/j.ecolecon.2012.04.002 

Kaufmann, Hans Ruediger; Panni, Mohammad Fateh Ali Khan; Orphanidou, Yianna (2012):  

Factors Affecting Consumers' Green Purchasing Behavior: An Integrated Conceptual 

Framework, Amfiteatru Economic Journal, ISSN 2247-9104, Vol. 14, Iss. 31, pp. 50-69. 

Retrieved from https://www.econstor.eu/bitstream/10419/168746/1/aej-v14-i31-p050.pdf  

Khan, Z. Reza., Rodrigues, G. & Balasubramanian, S. (2017). 'Ethical Consumerism and  

Apparel Industry - Towards a New Factor Model', World Journal of Social Sciences, vol.  

7, no. 1, pp. 89-104. Retrieved from  

http://ro.uow.edu.au/cgi/viewcontent.cgi?article=1906&amp=&context=dubaipapers&am 

p=&seiredir=1&referer=https%253A%252F%252Fscholar.google.dk%252Fscholar%253 

Fq%253DEthical%252BConsumerism%252Band%252BApparel%252BIndustry%253A 

%252BTowards%252BA%252BNew%252BFactor%252BModel%2526hl%253Den%25 

26as_sdt%253D0%2526as_vis%253D1%2526oi%253Dscholart%2526sa%253DX%252 

6ved%253D0ahUKEwjY2bGjvbbZAhVIJ8AKHSnECvsQgQMIJTAA#search=%22Ethi 

cal%20Consumerism%20Apparel%20Industry%3A%20Towards%20New%20Factor%2 

0Model%22 

Leone, L., Perugini, M., & Ercolani, A., P. (1999). A comparison of three models of attitude-  

behavior relationships in the studying behavior domain. Eur. J. Soc. Psychol. 29:161–89. 

Retrieved from 

http://webarchiv.ethz.ch/soms/sociology_course/Action_Material/ComparisionofModelso

fAttitudesBehavior.pdf 

Liu, X., Wang, C., Shishime, T., & Fujitsuka, T. (2012). Sustainable consumption: Green 

purchasing behaviours of urban residents in China. Sustainable Development, 20(4), 293–

308. https://doi.org/10.1002/sd.484 

Maniatis, P. (2016). Investigating factors influencing consumer decision-making while choosing 

green products. Journal of Cleaner Production, 132, 215–228. 

https://doi.org/10.1016/j.jclepro.2015.02.067 



Nina Beck 
Master Thesis - Culture, Communication and Globalization 
Aalborg University 
 

72 

Maria Ciasullo, Gennaro Maione, Carlo Torre, & Orlando Troisi. (2017). What about 

Sustainability? An Empirical Analysis of Consumers’ Purchasing Behavior in Fashion 

Context. Sustainability, 9(9), 1617. https://doi.org/10.3390/su9091617 

Madden, J., Thomas & Ellen, Pam & Ajzen, Icek. (1992). A Comparison of the Theory of  

Planned Behavior and the Theory of Reasoned Action. Personality and Social Psychology 

Bulletin. 18. 3-9. 10.1177/0146167292181001. Retrieved from 

https://www.researchgate.net/publication/248825016_A_Comparison_of_the_Theory_of

_Planned_Behavior_and_the_Theory_of_Reasoned_Action 

Molderez, I., & Elst, B. van. (2015). Barriers towards a systemic change in the clothing industry:  

How do sustainable fashion enterprises influence their sector? Journal of Corporate 

Citizenship, 2015(57), 99–114. https://doi.org/10.9774/GLEAF.4700.2015.ma.00008 

McLeod, S. (2008). Likert Scale. SImplyPsychology. Retrieved from 

https://www.simplypsychology.org/likert-scale.html 

Parment, A. (2013). Generation Y vs. Baby Boomers: Shopping behavior, buyer involvement 

and implications for retailing. Journal of Retailing and Consumer Services, 20(2), 189–

199. https://doi.org/10.1016/j.jretconser.2012.12.001 

Paul, J., Modi, A., & Patel, J. (2016). Predicting green product consumption using theory of 

planned behavior and reasoned action. Journal of Retailing and Consumer Services, 29, 

123–134. https://doi.org/10.1016/j.jretconser.2015.11.006 

Patton, L. (2015). What is the Most Animal and Eco-Friendly Material for Clothing. Retrieved  

from http://www.onegreenplanet.org/environment/what-is-the-most-animal-and-eco-

friendly-material-for-clothing/ 

Patagonia (2017). Environmental & Social Responsibility. Environmental Impact. Reference  

Library. Environmental Assessments of material. Retrieved from  

http://www.patagonia.com/reference-library.html 

Pomarici, E., & Vecchio, R. (2014). Millennial generation attitudes to sustainable wine: an 

exploratory study on Italian consumers. Journal of Cleaner Production, 66, 537–545. 

https://doi.org/10.1016/j.jclepro.2013.10.058 



Nina Beck 
Master Thesis - Culture, Communication and Globalization 
Aalborg University 
 

73 

Rahbar, E., & Abdul Wahid, N. (2011). Investigation of green marketing tools’ effect on 

consumers’ purchase behavior. Business Strategy Series, 12(2), 73–83. 

https://doi.org/10.1108/17515631111114877 

Scribd (2018). Likert Scale. Retrieved from  

https://www.scribd.com/document/195217123/Likert-Scale 

Shirley A., (2016). Which are the world’s most environmentally friendly countries? World  

Economic Forum. Retrieved from https://www.weforum.org/agenda/2016/05/which-are-t

 he-worlds-most-environmentally-friendly-countries/ 

Shibin, K.T., Gunasekaran, A., Papadopoulos, T., Dubey, R. and Mishra, D. (2016) ‘Sustainable  

consumption and production: need, challenges and further research directions’, Int. J. 

Process Management and Benchmarking, Vol. 6, No. 4, pp.447–468.  

Saunders, M. N. K., Lewis, P., & Thornhill, A. (2009). Research methods for business students  

(5th ed). New York: Prentice Hall. Retrieved from 

https://eclass.teicrete.gr/modules/document/file.php/DLH105/Research%20Methods%20f

or%20Business%20Students%2C%205th%20Edition.pdf 

Source 1 (2018). AAU study field via CCG-Culture, Communication and Globalization, MA.  

AAU 2016-2018. Available at https://www.facebook.com/groups/CCG.2016.2018/. Last 

accessed 08th of April 2018. 

Source 2 (2018). Aalborg Universitet. Available at  

https://www.facebook.com/AalborgUniversitet/. Last accessed 08th of April 2018. 

SurveyMonkey (2018). Retrieved from https://www.surveymonkey.com 

Terlau, W., & Hirsch, D. (2015). Sustainable Consumption and the Attitude-Behaviour-Gap  

Phenomenon - Causes and Measurements towards a Sustainable Development (p. ). 

CentMA. https://doi.org/10.18461/ijfsd.v6i3.634 

 Tilikidou, I. and Delistavrou, A. (2004). The Influence of the Materialistic Values on  

Consumers’ Pro-Envrionmental Post-Purchase Behavior. In: Cron, W.L. and Low, G.S. 

(Eds.) Marketing Theory and Applications, Proceedings of the 2004 American Marketing 

Association Winter Educators’ Conference, vol. 15, Chicago IL., A.M.A., pp. 42-49. 

Retrieved from http://www.mkt.teithe.gr/wp-

content/uploads/personnel/papers_tilikidou/4%20Tilikidou,%20I.%20and%20Delistavro

https://www.weforum.org/agenda/2016/05/which-are-t
https://www.weforum.org/agenda/2016/05/which-are-t
https://www.facebook.com/groups/CCG.2016.2018/
https://www.facebook.com/AalborgUniversitet/


Nina Beck 
Master Thesis - Culture, Communication and Globalization 
Aalborg University 
 

74 

u,%20A.%20(2004)..pdf 

Thøgersen, J., Haugaard, P., & Olesen, A. (2010). Consumer responses to ecolabels. European  

Journal of Marketing, 44(11/12), 1787–1810. 

https://doi.org/10.1108/03090561011079882 

Thøgersen, J., Jørgensen, A.-K., & Sandager, S. (2012). Consumer Decision Making Regarding a 

“Green” Everyday Product: THØGERSEN, JØRGENSEN, AND SANDAGER. 

Psychology and Marketing, 29(4), 187–197. https://doi.org/10.1002/mar.20514 

Tung, S., Shih, C., Wei, S., & Chen, Y. (2012). Attitudinal inconsistency toward organic food in 

relation to purchasing intention and behavior: An illustration of Taiwan consumers. 

British Food Journal, 114(7), 997–1015. https://doi.org/10.1108/00070701211241581 

Vermeir, I., & Verbeke, W. (2006). Sustainable Food Consumption: Exploring the Consumer 

“Attitude – Behavioral Intention” Gap. Journal of Agricultural and Environmental 

Ethics, 19(2), 169–194. https://doi.org/10.1007/s10806-005-5485-3 

Wagner, M., Chen, Y., Curteza, A., Thomassey, S., Perwuelz, A., & Zeng, X. (2017). Fashion 

design solutions for environmentally conscious consumers. IOP Conference Series: 

Materials Science and Engineering, 254, 192017. https://doi.org/10.1088/1757-

899X/254/19/192017 

Young, W., Hwang, K., McDonald, S., & Oates, C. J. (2009). Sustainable consumption: green 

consumer behaviour when purchasing products. Sustainable Development, n/a-n/a. 

https://doi.org/10.1002/sd.394 

United Nations General Assembly, (1987). Report of the World Commission on Environment and  

 Development: Our Common Future.  

 Retrieved from http://www.un-documents.net/our-common-future.pdf 

 

 
 
 
 



Nina Beck 
Master Thesis - Culture, Communication and Globalization 
Aalborg University 
 

75 

8. Appendix 
8.1 Research Onion image 

 

 

Figure 3: ‘Research Onion’ model by Saunders et al., (2009, p. 108). 
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8.2 Survey (general) 
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8.3 Survey (Male vs. Female) 
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8.4 Survey (Danish vs. International) 
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