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Abstract

Purpose: The purpose of this research is to uncover if there is a difference between
German and Danish consumers when it comes to the decision making process of
sustainable clothes as well as which factors are of most importance within the process. A
literature review is conducted in order to identify potential factors of direct importance on the
decision making process. Secondly, empirical research is conducted in order to confirm
these findings adapted to the Danish and German consumer. To support the research
questions, three hypotheses are introduced. Lastly, based on the findings an outlook and
implications are given.

Method: As the research method in this project is a quantitative approach of data
collection, an online questionnaire, is used. The questionnaire was distributed to both
Danish and German students. Overall 208 participants contributed to the research. Out of
those, 111 are from Germany and 97 are from Denmark. The findings of this research are
analyzed in SPSS where the comparison between the two countries in regards to the
chosen factors are the main focus. The analysis is conducted using various statistical
methods, such as an ANOVA test, cross tabs in combination with a chi-square test, as well
as correlations of factors and linear regression in order to determine the influence of factors.

Findings: The literature review revealed three main influential factors on the
sustainable decision making process: knowledge of sustainability issues, price variables and
self-image. Those three factors are shown to have no to little influence on the need
recognition phase of the decision making process. However, a significant relation between
the factors themselves are proven. Further, the study proves the findings of other scholars
and acknowledges the influence on the purchase intention of the three identified factors.
Additionally, there are other factors which seem to also have an importance on the decision
making process as the tested ones.



Table of Contents

Y o1 (= o PP I
IS e ) T U= TN Vv
IS o N =1 o = S PP \Y
LiSt Of ADDIEVIALIONS ......eueiiiiieeie ettt ettt ettt eeeteeeeeeeeeeeeseeeeneenneennnennnee VI
T INErOAUCTION . 1
1.1 Research BacCKgQrOUNG.........cociiiiiuiiiie et e et e e e e e e e e e e e e e e e nean e e e e e s 2
1.1.1 Fashion Consumption in the WOrld .............cccuueiiimiiieeieeeeeeeeesaeneeansaneennees 2

1.1.2 Environmental Perspective Towards Fashion ..........cccoeeviviiiiiiiiiieeveeiccccee e, 2

1.1.3 Consumer Perception of Fashion and Sustainability .............................l 4

1.1.4 EU Sustainability EffOrS ...........uuuuiiuiiiiiiiiieievessteassasssassassssassssssssssnnssnnnes 4

1.1.5 Problem Statement..... ..o s 5

1.1.6 Chosen Target Group for this STUAY ..........ueeveeiiiiiiiiiiieeeeeeee e eeeeeeees 7

1.1.7 Relevancy Of the TOPIC ...uuiiiiiii et e e e e e eeeas 8

1.2 Structure of the Project ... 9

P22 1Y, =71 T T (0] [ Yo V2 11
2.1 Methodological Understanding .........cooe i ieeieiiiiiiie e eerenre e e e e s 11
2.1.1 Theory of Science and Methodology ........c.ccevvvviieeiiiiieii e, 12
2.1.2 Ultimate Presumplions .......coo it e e e e e e e e e eeees 12

P2 TG BN == T | o o o S ESR 13

P2 IV 1= 1 g o T [o] [ o 1= | RNV AT RSP 13
2.1.5 Operative ParadigmsS...........uuuueuuueiiieiiieeiieeiieeeeeereeeeseeeeeeeseeeeeeseeeseeeeeeeeeeeeeeeeeeeeeeee: 15
2.1.6 Research Design and Methods ..........coeiiiiiiiiiiiicice e e 16

2.2 Literature Review MethodolOgy ........ueeiiiiiiiiiiiicccie et 17
2.2.1 Search Scope and Strategy ......coooevveeiiii i 17
2.2.2 Search Criteria and Selection ProCedure ..........cccuuuuiieeiiiieiiiiiiieeee e 18

PG B = = W @] | 1= 1 o) o [PPSR 21
2.3.1 Self-Completed QUESLIONNEAIE ..........eueiiiiiiiie e 21
2.3.2 Development of the QUESHIONNAINE .......cooiiiiiiiiiiiee e 23

P3G TRC TS - 0 ] o] 11T TPt 26
2.3.4 Method of Data ANalYSIS .euuuuieiiiiieeiiieeccee e e e e e 26
2.3.4.1 ANOVA TESt.ueieiiiieieeeeeiiie e eetee e e et e e s st e e s et e e e e ssae e e e s ssaeeeessnneeeseanseeenanns 26

2.3.4.2 Crosstabs and Chi-Square TeSt.........cccccuuuiuuiiieiiiieeeeeeneeeeevaeeanees 28

2.3.4.3 Correlation TESt......uuiiiiiii i 28

2.3.4.4 Multiple Linear REgreSSION......ccciiiiiieieiiiiee e e e eeeeeetcee e e e e e e e e e e e e e eeeanaas 28

2.4 Validity and Reliability.........cccueeeieiiiiie et e e e 29

3 LIterature REVIEW ......coviiiiiiiiiiiiiiiiieee ittt e et e et e e e e e e et e ee e e e e e e e e e e eeeeeeeeeeeees 31



3.1 Theoretical BaCKgroUNd ..........ccoiiiiiiiiiiiiiien et e s e e eeees 31

3.1.1 Sustainable Fashion ... 31
3.1.1.1 Defining Sustainable Fashion .................uuuuieuiiieiieiiieiiieeeeeeieeeeeeeeeeeeeeeeeeeenne. 31

G T I B2 1] o1 1= = To) u o o o TN I o 1= P 32

3.1.1.3 Fast Fashion vs SIow Fashion ... 33

3.1.2 Different Fashion ConNSUMEr TYPES....cccvviiiiiiiiiiiiieeeieeeeeee ettt a e e e e 34
3.1.2.1 Fashion Changers and Fashion FOIlOWErsS...........cceeeveiiiiiiiiiiiiiiieieeeeeeeeeeeee, 34

3.1.2.2 FasShion ThEOKIES. ... e 35

3.1.2.3 Individualism and ColleCiVISM.........cciiiiiiiiiieieee e 35

3.1.3 Consumers Decision Making Process.........cccccceeveieieiii e, 36
3.71.3.71 DECISIONS ..ceiiiiiiiiiiiiiiiiiieie ettt ettt e ettt et e et e et e e e e e e e et e e et e e e eeeeeaeeeeeeaeeaaaaaaaaaaaeaaaes 36

3.1.3.2 Levels of Consumer Decision MaKing ........cccccceerieeriiiiiiiiiiceaes 36

3.1.3.3 Decision MaKing ProCESS .....uuuuuiiiiiiiiiiiiiiiiciie e et e e e eea s eeeees 37

3.1.3.4 Influencing Factors of the Decision Making.........cccoevvvvevieeiieeiieeiieeceeeeeeeee, 40

3.1.3.5 Intention Behavior Gap .........ccceeeeveei e 43

3.2 ArICIE REVIEW....cceeiiiiiiiiiiiiiee ettt e e et e et e e et e e e et e e e e e et e e e e e aeaaaeaaeaaaeaaaeeas 45
3.2.1 Definitions Of CONCEPLS ..oviiiiiiiiiiiieeeeeeeeeeeeeeeee ettt a e 46

3.2.2 Findings of the Reviewed StUdI€S .......ccevvviiiiiiiiiiiieiieeeeeeeeeeeeeeeeeee e 48

4 ConCePtUAl FramEWOIK ... s annnannsnnnsnnssnnnnnnns 54
Lo A F= 1LY = PRSP 58
5.1 DeSCriptive StatiStiCS. .. s 58
B.2 VariADIES ... s 59
5.2.1 Need Recognition and External Stimuli............ccooeeoiiiiii e, 61
5.2.2 Differences Between the two Sample Groups ......cceeveeeeeieeieieeeeeieeeeeeeeeeeeeeeeeeeeeee 62

5.3 ANalysis Of HYPOTNESES........uuiiiiiiiiiiiiiiieeeeeeeeeee et e e e e e e e e e e e e e e e e e e eeeeeeeeees 65

B DISCUSSION ... as e sssssssssssssnssssssssssss s sns s snnesnnesnnnnnnnnnne 73
7 ConClusion and OUIOOK .........ueiiiiiiiiiiiii it e e e e e e s e e e e e e s e s ennrneeeas 79
4% B o] o1 (1T o] o P U PRSP 79
2 0 011 =1 Lo o = PP 80
7.3 FUher RESEArCN ... ... s 82
A T =Y (o] o PP PRSP 83
(7] o[ ToTe =1 0] 2 V28R 84
Y o) 01T o o | 3 R 95
Appendix 1: QUESHIONNAIIE........ioe et e e e e s e e e e e e eas 95
Appendix 2: Descriptive STatiStiCs ....uviiiiiiiiiiiieeeeeeeeeeeeeeee e 104
Appendix 3: Need ReCOgNITION ........cciiiiiiiiii e e e e aenaas 105
Appendix 4: External StmUIi.......ccoooooi e 106
Appendix 5: Purchase Intention by QUESHION.............uiiiiiiiiiiie e 107
Appendix 6: Knowledge by QUESTION.......coiiiiiiiiiieie e 108



Appendix 7: Price by QUESTION .....ooiiiiiiiiiee et 109

Appendix 8: Self-Image by QUESTION ......coiiiiiieiiiiee e 110
Appendix 9: Test Of NOIMAlity .........uu e eanseansnnnes 111
Appendix 10: Test of Homogeneity of Variances & ANOVA..........cccceeeeieeeeeee, 112
Appendix 11: Crosstab & Pearson Chi-Square - Need Recognition & Knowledge......... 113
Appendix 12: Crosstab & Pearson Chi-Square - Need Recognition & Price................... 114
Appendix 13: Crosstab & Pearson Chi-Square - Need Recognition & Self-Image......... 115
Appendix 14: Correlations.........cccc e 116
Appendix 15: Linear REGreSSION ....cciiiviiiiiiiiiie e ee s s e e aa e e aaeeeeees 117
Appendix 16: Crosstab & Pearson Chi-Square External Stimuli............cccccccvvevinniinnnnnns 118
Appendix 17: Reliability Statistics (Cronbach’s Alpha) .......cceeeeviieiiiiiiiieiiieeeeeeeeeeeeeeeeeeee 120
Appendix 18: Answers to open Question; Definition of Sustainability ..............ccccuveeeeee. 121
Appendix 19: Answers to Need Recognition Option "Others" .........cccccooviiiiiiiiiiiccnnnnes 138
Appendix 20: Answers to External Stimuli Option "Others" .............ooe e, 139
Appendix 271: Literature REVIEW ........occiiiiiiiiiie ettt eee e e eeees 140



List of Figures

Figure 1: Structure of the Project (author’s creation).........ccccccceuueeuieeiieeiieiieeeeeeeenannnns 9
Figure 2: Theory of Science and Methodology (author’s creation based on Arbnor & Bjerke,

P2 001 TR o T ) PRSPPI 11
Figure 3: RRIF Classification (Kuada, 2012, p.76, based on Burrell & Morgan, 1979) .......... 14
Figure 4: Main Issues in the Modern Fashion Industry (Strahle & Mdiller, 2017 p.8).............. 33
Figure 5: Model of Consumer Decision Making (Schiffman, Kanuk & Hansen, 2012, p.69)..37
Figure 6: Prospect Theory (Eades et al., 2010, P.225).......uuuuuumrrmmrrmnrrnnrnnniunnrnnnrennnensennnnnnnn. 41
Figure 7: Conceptual Framework (author’s creation).........ccccccccceceiiciiicciici s 55

List of Tables

Table 1: Excerpt of Review Table (author’s creation) ..........eeveeecceeeeeeee e 20
Table 2: Excerpt of Survey (Quthor’s Creation) ... 25
Table 3: Triple Bottom Line (author’s creation based on Strahle & Miller, 2017, p.10) ......... 32
Table 4: Definitions of Sustainability (author’s creation) ..o, a7
Table 5: Definitions of Fast Fashion (author’s creation) ..........ccceeeeeveiiieccciiieeeee e, 48
Table 6: Definitions of Green Fashion (author’s creation) ........cccccecevvveeiciieeiie e 48
Table 7: Description of the Participants (author’s creation based on SPSS).........cccccc......... 58
Table 8: Reliability (author’s creation based on SPSS)........coooccoiiiiiiiiicceee e 59
Table 9: Distritbution and Mean Calculations of the Variables (author’s creation)................. 60
Table 10: How do you recognize you are in the need to buy new fashion products? (author’s
creation based 0N SPSS) ... 61
Table 11: External Stimuli (author’s creation based on SPSS)........cccccooviiiiiciiiie e 62
Table 12: Mann-Whitney U Test Results (author’s creation based on SPSS).............c.uuue..... 63
Table 13: Welch F Test Results (author’s creation based on SPSS) .......cccccccceiiiiiicciieeeennnn. 64
Table 14: H1 Chi-square Test - Need Recognition (author’s creation based on SPSS) ........ 66
Table 15: H1 Crosstabs - Need Recognition (author’s creation based on SPSS) ................. 67
Table 16: Correlation Between Factors (author’s creation based on SPSS)............cccuuneeee. 69
Table 17: Correlation of Purchase Intention and Identified Factors by Nationality (author’s
creation based 0N SPSS) ... 70
Table 18: Chi-squared Test - Factors of Importance (self-created based on SPSS)............. 71
Table 19: H1 Crosstab - Important Factors and Purchase Intention (author’s creation based
(0T TS| ) SRR 72
Table 20: Rejection/Acceptance of Hypotheses (author’s creation) ........ccccceeeeieeeiciieeeennnn. 73



List of Abbreviations

ANOVA

AUB

EU

FISI

REACH

RRIF

SPSS

UN

Aalborg University

Analysis of Variance
Aalborg Universitetsbibliotek
European Union

Functionalist, Interpretivist, Structuralist, Interactionist

Registration, Evaluation, Authorization and Restriction of Chemicals
(European Union R egulation)

Radical Humanist, Radical Structuralist, Interpretivist, Functionalist
Statistical Package for the Social Sciences

United Nations

VI



1 Introduction

Environmental concerns and within this the term sustainability have gained attention
in the last years, in politics as well as in society. Several companies have introduced the
term into their daily business to become more environmental responsible. One of the
pioneers when it comes to sustainability is the United Nations (UN) with its UN Sustainable
Development Goals which aim is ending world poverty, protecting the planet as well as
ensuring the prosperity until 2030 (United Nations, 2015). Writing the year 2019 there are
eleven years left to fulfil these goals and the voices of environmental concerns seem to have
never been louder than recently.

Nevertheless, environmental concerns are not randomly raised by society. There are
numerous factors which have an influence on the environment. Talking about the textile
industry it is known that it is one of the industries which is having the highest negative impact
on the environment (Austgulen, 2015; Strahle & Muller, 2017). Consumers realize and
understand the results of their actions on the environment. Hence, the demand for more
environmentally friendly products is steadily increasing (Hancock, 2017). Moreover,
accidents as in the production plant in Bangladesh in April of 2013, where 1127 people are
killed (Kozlowski, Searcy & Bardecki, 2015; Strahle & Hauk, 2017) have raised awareness
and shifted focus of consumers towards the fashion industry and its behavior concerning the
environment and its employees. However, cost saving methods still have more impact on the
decision making in large corporations. The changing consumer perceptions regarding
socially responsible companies might lead to a change of mind and increase the production
of environmentally friendly textile products (Harris, Roby & Dibb, 2016). Looking especially
at millennials, these show a generally high interest in sustainable clothing, which accounts to
60% of this generation. However, only 30% actually state that they purchased sustainable
fashion products in the past (Koelblin, 2018). This disconnection of consumers intention and
the actual behavior indicates that various reasons must influence consumers and thus keep
these from translating intentions or wishes into actions. When looking at a consumers
decision making process it is indicated that a number of factors, external as well as internal,
ultimately influence an individuals purchase decision (Schiffman, Kanuk & Hansen, 2012). In
order to achieve the UNs sustainable development goals it is therefore inevitable that a
larger number of consumers need to switch to environmentally friendly products. Therefore,
it is crucial for lawmakers, scholars and corporations to understand how consumers are
influenced in regards to sustainable purchase decisions in order to take action.



1.1 Research Background

Starting this project the research background is introduced, while explaining why the
chosen topic is of importance. Therefore, the chapter starts with facts about the global
fashion consumption, followed by facts regarding the environmental impact the fashion
industry has on the planet. Furthermore the consumer perception of such problems is
described, along with the explanation of the European Union’s (EU) efforts to combat
environmental problems. Ultimately, the aim of this chapter is to lead to the problem
formulation of this thesis.

1.1.1 Fashion Consumption in the World

The fashion industry employs 60 - 75 million people (Solidarity Center, 2015) and
generated in 2018 a global turnover of $481B (Orendorff, 2018). On the one hand clothing is
something necessary for the human being but on the other hand it can be seen as a luxury
product and the process of purchasing might be an unique action for some consumers
(Allwood et al., 2006). The purchasing of fashion products is most likely done because of an
emotional rather than a rational need, especially in western societies, where there is almost
a pressure to purchase. It is about fitting into the society and to fulfil one's needs (Cao et al.,
2014). In the recent years the term “fast fashion” has been introduced. This term means that
fashion in stores is changing multiple times a year. Results out of that are that deals in
stores are found constantly. Within this an overconsumption of products is often generated
which are supported by the fast fashion retailers (Morgan & Birtwistle, 2009). The
consequences here are that a lot of clothes are never worn and are to be thrown away when
they are still in good and wearable conditions (Cao et al,. 2014).

With the introduction of the internet and digitalization, the retail market has also
changed (Stréhle, 2015). Especially the distribution channel has been marked by
transformation, due to the online ordering option (Bruce, 2012; Daurer, Molitor & Spann,
2012), but also the information search and opportunity a user can receive, as well as the
easier way to interact with a company (Scholl et al., 2013).

1.1.2 Environmental Perspective Towards Fashion

In terms of polluting the planet, the fashion industry is considered to be among the
most damaging industries (Austgulen, 2015; Strahle & Miller, 2017). The production of
clothing not only requires intense labor but vast natural resources, such as water or
chemicals as well as electricity, leaving behind waste and air pollution (Strahle, 2017;
Strahle & Mdller, 2017). Furthermore, due to sourcing resources from a number of



geographical locations, assembling products in most Asian countries and sales on a global
market, logistics and shipment causes higher transportation cost and drastically increase the
carbon footprint (Strahle & Mdiller, 2017).

Overall, a number of various factors play a role in the high environmental cost of
textile production whereas Allwood et al. (2006) state that:

“On average, to produce 1 kg of textile and clothing output, about 0.6 kg of oil
equivalent primary energy, [...] about two kilograms of CO2 equivalent [...] and 60 kg
of water is used [...] and 45 kg of waste water [...] and one kilogram of solid waste
arises” (Allwood et al., 2006, p. 16).

The manufacturing of clothing but especially the production of the raw material cotton
is intensely dependent on vast amounts of water which are used during the process of
growing. For example, Strahle & Hauk (2017) state that in some cases ten tons of water are
needed to produce enough cotton which is used for one single pair of jeans. Therefore, the
production of cotton accumulates for the highest consumption of water in the process of
fashion production and is only exceeded by the water waste during the washing process of
the usage phase in the product life cycle. The usage phase which is often forgotten in
regards to sustainable clothing is also an important factor, due to too frequent laundering
under suboptimal conditions. It has the largest overall negative impact on the environment
(Fletcher, 2008; Harris, Roby & Dibb, 2016).

It is believed that mostly toxic chemicals are used in the process of cotton
production, since this requires a number of additives such as insecticides and growth
regulators (Muthu, 2014). Furthermore, these chemicals are mostly used in developing
countries by farmers who lack essential trainings or understandings regarding dangers of
such hazardous chemicals. Missing safety equipment only increases the risk of human and
environmental harm (Strahle & Hauk, 2017).

As Muthu (2014) indicates, in the UK alone the fashion industry accounts for a
combined waste of clothing and textiles of 2.35 million tons per year of which 74% or 1.8
million tons land in landfills and are therefore not reused in any sense. In comparison the
USA produced 15.1 million tons per year of textile waste of which 12.8 million tons were not
repurposed (Tan, 2016).

Due to the fashion industries global scale production of raw materials, assembly and
actual sales take place in various locations all over the globe. Hence, each material and final
product needs to be shipped to a number of locations before reaching its intended
consumer. This logistics process has a huge environmental impact since planes, trucks and
boats emit CO2 and pollute the air during their respective journeys (Fernie & Sparks, 2018).
Additionally, each element of this supply chain needs packaging whilst being shipped. Thus
a vast amount of packaging is required to handle the amounts of shipped goods. Materials



used for packing often include laminated foils, aluminum foil or polyethylene (Strahle &
Muller, 2017).

Increasing costs of /abor in industrialized nations has forced the fashion and textile
industry, to cut costs and to make use of the workforce in developing nations. However,
besides lower costs the labor standards in these countries do not reflect the high standards
in developed nations. Working conditions therefore pose a serious threat to employees, due
to for example hazardous chemical use during production. Furthermore various cases are
noted in which women are threatened or children are forced to work in factories (Strahle &
Hauk, 2017).

1.1.3 Consumer Perception of Fashion and Sustainability

People are claiming that they are concerned about the environment and that they are
interested in sustainable products, but their actual action when it comes to buying fashion
products is not congruent with their interest (Johansson, 2010). It seems like purchasing
sustainable food is more integrated in the daily life and also has an instant impact on their
health. However, as long as there is no direct impact on a human it seems like it is not
visible enough (Joergens, 2006).

Following this up, most of the consumers are aware that their constant
overconsumption is controversial and counterproductive towards their believes and that it is
creating an ongoing cycle which is harming the environment (Joy et al., 2012). Some studies
found out, that there are consumers who are willing to pay more for “green” or “sweat-free”
products (Gam et al., 2009; Kahn, 2009; Pookulangara, Shephard & Mestres, 2011). The
qguestion here is, why some consumers are willing to pay more, but their actions are not
necessarily according to their intentions. These circumstances indicate an intention behavior
gap or additional problems which are not known yet (Sheeran & Webb, 2016).

1.1.4 EU Sustainability Efforts

The problems mentioned above are of strong concern for member states of the EU
as well as the UN. Therefore, in order to eliminate such harmful practices, the EU acted as a
strong force when the UN developed its 2030 Agenda for Sustainable Development, which
include 17 sustainable development goals. These include amongst others: abolition of
poverty and hunger, guarantee of quality education and gender equality and actions towards
climate change. While these goals aim to create a better and fairer world they include
measures that specifically target concerns mentioned in this project, such as water usage,
pollution and working conditions (European Commission, n.d.a).



Regarding questionable labor practices the EU and the UN implemented policies that
intend to end modern slavery and child labor by 2025 (European Commission, n.d.c).
Furthermore it is aimed to "achieve the environmentally sound management of chemicals
and all wastes throughout their life cycle" (European Commission, n.d.b) which includes the
reduction of waste release into the air, water and soil.

In 2018, under an extension of the Registration, Evaluation, Authorisation and
Restriction of Chemicals (REACH) regulation, the EU banned the intentional use of
microplastics. At the same time the new legislation prohibits clothing manufacturers to use
certain hazardous chemicals which have been found to impose health threats and cause
diseases such as cancer in everyday clothing, textiles and footwear. These restrictions ban
the production as well as the sale in the European market (European Commission, 2018).
Since imported products are also included, this legislation limits the worldwide use of said
chemicals, given the EU's large market size and global influence.

With the EU being the largest economy in the world as well as the most important
trading partner for 80 countries worldwide (European Commission, 2019) its influence is
undeniably large. Most importantly, the EU takes the leading role in tackling sustainability
issues since other key players and developed nations, such as the USA, under its current
government, reverse legislation that are meant to tackle climate change and increase
sustainability efforts but rather focus on industrial development, migration and the domestic
economy (Friedman, 2017). Therefore, since the EU takes a leading role in the global strive
for a more sustainable economy, its regulations not only affect EU firms but also influences a
worldwide market. Hence, the EU can be seen as a role model or pioneer within this field.
Terms such as “fair labor” or “fair trade” are of high value within the European continent.
Current developments such as the “Fridays for Future” movement of high school students all
over Europe and the world are confirming that sustainability is gaining importance
(Sengupta, 2019). After the EU election in May 2019 the green parties became the 4th
strongest force in the EU parliament. The party gained 17 more seats in the parliament
which account for an increase of 32,7% (Financial Times, 2019). Hence, this is a clear
statement of the mood of the society that a change is asked for concerning green

movements.

1.1.5 Problem Statement

The 21st century is challenging the world to think about the impact one has on the
world and how to transform it into a better one for the current generation as well as for the
future ones. The European countries seem to be pioneers when it comes to sustainability
and environmental concerns. Those concerns are discussed on private levels, as well as on
political levels. The interest of the planet and its human beings is a topic in the daily news as



well as in the daily conversations of people. The EU, for example, passed a directive in
1999, which came into effect in 2007, called Industrial Pollution Prevention and Control
directive (European Parliament, 2010). The directives main goal is to prevent and control
pollution during the production process, in order to protect the environment. Regarding the
textile industry this means that the “factories where preliminary processes of fibres and
textile materials [such as washing, bleaching and mercerisation] together with dyeing are
carried out” (European Parliament, 2010) fall under this directive. This is to ensure that
environmental standards are kept within the EU and pollution of the environment is limited
(Atilgan, 2007). However, the directive only focuses on the production process within the EU
and does not include products which are sold in the common market but produced outside
the Union.

On the consumer side it is evident that European consumers are increasingly aware
of sustainability issues and thus show growing demand for ethically produced and
sustainable products. Regulations such as the aforementioned directive as well as growing
retailer involvement to promote sustainable practices only increases the attractiveness of the
European market in terms of environmentally friendly and sustainable clothing (CBI, 2019).

This project aims to help any company which wants to implement sustainability into
their daily business or which has already implemented sustainable practices. Here, this
thesis helps to understand the young academic generation, as what influences them when
they are purchasing sustainable fashion. The findings can be used to develop or to rework
the sustainable aspects a company is using.

The tool used consists of different relevant theories which are either supported or
denied through a quantitative study. The theory is mainly focusing on different consumer
types and their decision making process. Likewise, the literature identifies the most
important influential factors, which are tested through the quantitative study. The gathered
findings give information about consumers needs and problems regarding sustainable
fashion and help companies make improvements in order to satisfy needs.

This master thesis focuses to answer the following research question:

Which impact do the psychological factors have on Danish and German consumers when it
comes to their decision making process within the sustainable fashion sector?

In order to answer the main research question several sub-questions are raised.
Those questions create the guideline of what is investigated and analyzed in different
chapters of this thesis. This leads to final conclusions and hence to answer the main
research question.

RQ 1: What are the psychological factors that impact the consumer decision making
process?



RQ 2: What is the relationship between the identified psychological factors and

sustainability ?

These questions are raised widely in order to get a broad picture of aspects
influencing purchase behavior regarding sustainable fashion. The first research question is
answered based on the literature review. This is done in order to find out relevant aspects
which help to establish a conceptual framework. In the later course of this project the studied

research question focuses on German and Danish consumers.

RQ 3: Which of these factors influence the Danish and German students?

The third research question is to be answered by the empirical study of this thesis
where German as well as Danish students are asked about their sense and their perceived
influencing factors towards sustainable fashion. A difference may be raised between the
participants of the two countries, but this is to be investigated.

RQ 4: How can fashion retailers and producers benefit from this knowledge?

This last research question combines the last chapter of this thesis, where the
literature and the conducted analysis are compared and discussed. The aim is to point out
suggestions and managerial implications in order to answer the last research question.

1.1.6 Chosen Target Group for this Study

As a target group for this study, university students from Denmark and Germany are
chosen. The reason being that students generally show increased interest in sustainability
issues, as pointed out by a German study, which has been held across all over Europe,
found that students rate sustainability and environmental protection as more important than
fighting financial crises or unemployment (Stallone, 2011).

Moreover, universities increasingly introduce new study programs which explicitly
deal with sustainability issues or combine traditional programs with a sustainability aspect.
Research increasingly focuses on sustainability issues and the UN sustainable development
goals (Myklebust, 2019). Aalborg University, for example, offers several study programs
which include "sustainable" or "environmental" in their titles (Aalborg University, 2019a). With
universities focussing more on education in sustainability it is no wonder that students are
more concerned about the environment than generations before. Furthermore, the current
generation of students almost exclusively consists of people in the age of generation Y, also
known as millennials. Definitions of whom to include in the term millennial vary depending on
the author. In this project the definition of Jang et al. (2011), who define the group as
everybody born between the 80s and late 90s, is used, which roughly matches Bolton et al.
(2013) and other scholars such as Sheahan (2005), Hill and Lee (2012) or Abraham and



Harrington (2015). The millennial generation accounts as one of the largest generations in
the EU (Eurostat, 2017) representing an enormous potential on the market. Various studies
point out that this group shows interest in ecological friendly behavior (Hill & Lee, 2012) and
green products (Lu, Bock & Joseph, 2013; Kanchanapibul et al.,, 2014), as they expect
companies to appeal to their needs and have more profound missions such as being green
and combating climate change (Williams & Page, 2011).

1.1.7 Relevancy of the Topic

While researching the topic and looking for scientific articles that are reviewed in the
later part of this project it became evident that little to no research regarding sustainable
fashion has been conducted within the Danish or German market. Only few scholars have
investigated the ethical fashion industry in Germany (Joergens, 2006) or nordic/northern
European standpoints on the raised issues (Niinimaki, 2009; Armstrong et al., 2015).

Given the fact that both researchers writing this project are of German descent but
study in Denmark the interest is to include both nationalities in the current study.

Denmark, on one hand, is a nordic country with leading influence in the fashion
industry in pushing the industry towards more sustainable practices (D'Souza et al., 2015).
Whereas Germany is the most populous and largest economy inside the European market
(Bajpai, 2019). Therefore, in both countries firms and citizens are directly affected by
aforementioned EU regulations. Furthermore, Germany takes a leading role in the global
fight to combat climate change and reduce emissions, with the goal to cut emissions by 95%
until 2050 (Appunn & Wettengel, 2019). Denmark on the other hand is pushing climate
issues likewise and aims for Copenhagen to be the first truly carbon-neutral capital in the
world by 2025 (Taylor, 2018). Hence, for the sake of this study, both countries are chosen to
be researched and thus fill a gap in existing research.



1.2 Structure of the Project

Introduction

Methodology

Literature review

Conceptual
Framework

Data Analysis

Discussion

Conclusion

Figure 1: Structure of the Project (author’s creation)

The above mentioned figure 1 shows the structure of this master thesis, which shall
guide the researchers to understand and examine the perception of the generation Y
towards sustainable fashion. The outcome is suppose to uncover key findings that can be
adopted by the fashion industry.

There are seven main parts of this research, which starts with the just introduced
introduction chapter. In this chapter the topic is named and the relevance of this topic is



presented. Furthermore, the research question, with its sub questions is introduced and
explained.

The second part of this research is the methodology part in which the philosophy of
science, the literature search approach and the method analysis is explained in order to
argue for the chosen research approaches.

After this the literature review and its theoretical background is analyzed on how e.g.
the decision making process is defined in the literature. Following this up the theoretical
background is linked to the literature review which shows a broad picture of the current state
of research in this topic. Different authors and different studies are consulted for this, in order
to get an overall idea of the general perception of this topic.

Based on the gathered insights of the literature review a conceptual framework which
includes the main areas of interest of this research is developed. This framework acts as a
guideline for the following empirical research and each aspect is tested.

Afterwards, within the data analysis chapter the findings of the empirical research are
examined. The findings of this empirical research are being grounded and presented.

After analyzing the collected data it is discussed whether these offer relevant results
which either prove or disprove the aforementioned research questions. Relevant data is
used to give further insight into the researched subject.

The conclusion chapter argues about the answer of the research question, in which
the relevant outcomes are again presented and summarized. The chapter closes with the
description of limitations and further research. The limitation part focuses on aspects which
might have influence and affect on this research. Additionally recommendations for further
research are indicated which potentially eliminates the limitations faced in this project and
helps to further improve the research. To sum this paper up a reflection is drawn in which the
process of this master thesis is assessed by the researchers.
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2 Methodology

The following chapter clarifies which context, from a methodological perspective, and
how the research in this project is conducted. In order to do so, the methodological
viewpoint, including the chosen paradigm which sets the framework for the study, as well as
the research approach, research design and method, data collection and lastly the analysis
are discussed from a theoretical perspective.

2.1 Methodological Understanding

A research project, according to Arbnor and Bjerke (2009) consists of various factors
that influence its outcome and how it is conducted. The following figure 2 shows how these
factors are related to each other.

Theory of

science Methodology
Ultimate : Methodological Operative
Presumptions FLrion View Paradigm Study Area

Figure 2: Theory of Science and Methodology (author’s creation based on Arbnor & Bjerke, 2009, p.
15)

In principle, ultimate presumptions determine how knowledge is created due to its
view of the world. The way a problem is formulated or the way data is collected are all
indirectly influenced by these ultimate presumptions since the chosen methodological view
heavily relies on such views chosen. Therefore, the methodological view needs to combine
both the paradigm that results off the ultimate presumptions as well as a methodological
design which determines how research and thus the collection of knowledge is conducted
(Arbnor & Bjerke, 2009).
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2.1.1 Theory of Science and Methodology

The relation of ultimate presumptions and the methodological view is considered to
be part of theory of science, thus, the resulting paradigm defines this exact relation. Since
ultimate presumptions have a more philosophical character (after all, these define how a
researcher views the world and approaches to solve problems), and thus a more abstract
approach, theory of science tries to build a bridge between these presumptions and the
methodological view in the form of a paradigm (Arbnor & Bjerke, 2009).

2.1.2 Ultimate Presumptions

According to Arbnor and Bjerke (2009) the methodological viewpoint is influenced by
the ultimate presumptions a researcher makes. Ultimate presumptions present different
ways of seeing the world and, hence, offer different ways of explaining, understanding or
improving a given problem (Arbnor & Bjerke, 2009). As an example given in the book the
authors name a person's perception of the earth. Some people believe that the earth is a
globe, others believe it is flat. Ignoring the fact which of these views is scientifically proven,
this example makes clear that different views produce altered approaches on how to solve a
given problem, ultimately influencing the outcome of the conducted research. It is therefore
from utmost importance to define a researchers views and define the methodological
circumstances before the actual study is realized. In the context of the current project it is
chosen to differentiate between Ontology and Epistemology and thus define these in order
to clarify the researchers positions.

The term ontology, in general, defines the way a researcher assumes humans
interact with the world. It defines how humans are perceiving reality (Kuada, 2012; Bell,
Bryman & Harley, 2015) and it is defined as either objective or subjective. Burrell and
Morgan (1979) categorized these two approaches as realism (objective) and nominalism
(subjective). The objective approach, realism, sees the world as real and external to the
human and therefore objectively observable, whereas the subjective approach, nominalism,
argues that humans create their own version of the external world and thus view it
subjectively (Kuada, 2012).

Epistemology on the other hand "describes the nature of knowledge and the means
of knowing" (Kuada 2012, p. 59) and in such differentiates between an objective and
subjective approach, namely positivism (objective) and antipositivism (subjective), as it is
defined by Burrell and Morgan (1979) and agreed on by Kuada (2012). Positivism defines
that a problem is studied by external observations. Whereas antipositivism defines that a
problem, since the world is a construct of the individual itself rather than real and external to
the human, can "only be understood by occupying the frame of reference of the individual
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actor whom the researcher seeks to study” (Kuada 2012, p. 59) meaning that researchers
need to study the individuals themselves in order to create knowledge based on their
subjective construct of the world.

2.1.3 Paradigm

A paradigm, as described by Kuada (2012) based on the definition of Kuhn (1970) is
ultimately defined by the aforementioned presumptions, since it constitutes characteristics
that define how a researcher approaches to answer a question and how these results are
interpreted. Kuada (2012) discusses two paradigms, which depend on the way the world is
seen and are distinguished by an objective or subjective approach: the positivistic paradigm
and the interpretive paradigm. The positivistic approach assumes all problems can be
explained by observing the relationships of cause and effect of such. In contrast, the
interpretive paradigm observes and researches the actors within the studied field. It studies
a social world based on the people’s point of view, relying on their subjective opinions
(Kuada, 2012).

For the sake of this study it is decided to choose the objective approach, which
ultimately defines the chosen concepts of ontology and epistemology, based on Burrell and
Morgans (1979) categorization, namely realism and positivism (Kuada, 2012). The
researchers see themselves as external observers. In doing so the study "looks for
regularities and causal relationships" (Kuada, 2012, p. 73) in order to understand the social
world in which sustainable fashion takes place (Kuada, 2012). Hence, since the objective
view is chosen in the ultimate presumptions the resulting paradigm is the positivist paradigm.

2.1.4 Methodological View

As seen in figure 3 the methodological view acts as a common connection between
the theory of science and its ultimate presumptions, as well as the methodology and the
resulting operative paradigm (Arbnor & Bjerke, 2009). Hence, the before described ultimate
presumptions affect the choice of the operative paradigm which defines the methods and
research design used to conduct the study (Kuada, 2012).

When choosing a paradigm there are multiple options. According to Kuada (2012)
three main approaches have manifested in the social sciences: the FISI (functionalist,
interpretivist structionalist, interactionist) classification, the RRIF (radical humanist, radical
structuralist, interpretivist, functionalist) classification as well as Arbnor and Bjerke’s six
paradigms and three research approaches. In order to get an understanding of the
methodological view of the researchers the RRIF classification is explained. Afterwards,
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since this work relies on the work of Arbnor and Bjerke (2009), the identified paradigm based
on the RRIF method is adapted to the methodological view presented by Arbnor and Bjerke.

The RRIF classification by Burrell and Morgan (figure 3) is displayed as a two
dimensional matrix. The first, vertical dimension represents the objective vs. subjective
research approach (Kuada, 2012). As mentioned before, this project aims to conduct
objective research based on the epistemology and ontology of realism and positivism. Thus,
the objective dimension is chosen within the RRIF classification.

THE SOCIOLOGY OF RADICAL CHANGE
£ )

Radical Humanist Radical Structuralist

SUBJECTIVE « » OBJECTIVE

Interpretive Functionalist

v
THE SOCIOLOGY OF REGULATION

Figure 3: RRIF Classification (Kuada, 2012, p.76, based on Burrell & Morgan, 1979)

Discussing the aforementioned viewpoints gives the authors the possibilities to
define the scientific research design (Kuada, 2012). The vertical dimension, the nature of
social science is referring to the research and its purpose of socio-scientist. Researchers
have a choice between the radical change or regulatory view of the society. Radical change
is referring to a world that is constantly in a process of conflict and changes (Burrell &
Morgan, 1979). In this dimension researchers are concerned with the effect of changes or
conflicts, whereas researchers in the dimension of regulation tend to explain the nature of
social order and rationally understand these social constructs (Burrell & Morgan, 1979;
Kuada, 2012). The main difference in both approaches is the following: Regulation aims to
understand the “how” and “why”, whereas radical change is more interested in “what is
possible” (Burrell & Morgan, 1979). This classification results in four defined paradigms (see
figure 3): radical humanist, radical structuralist, interpretive and functionalist. According to
Burrell & Morgan, those paradigms should be seen together but differentiated because they
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share some attributes which are connecting them, but have separate perspectives (Burrell &
Morgan, 1979).

Based on this definition this research is identified as functionalist. As explained
above, this research aims to be objective. The researchers are external observers and
therefore take an objective approach. In regards to the nature of social science the sociology
of regulation is chosen because this research is seeking to see the current state of this field
and its structure. It is not the aim to change anything or do judgments.

Thus, the researches aim is to uncover factors which are influential on the decision
making process in regards to sustainability, as well as to objectively research those
phenomena and gain knowledge about the influential attributes (Kuada, 2012; Burrell &
Morgan, 1979).

Finally, the functionalist classification is adapted to the methodological views
presented by Arbnor and Bjerke (2009). According to the authors, the chosen objective
approach is based in the context of explanatory knowledge (Arbnor & Bjerke, 2009). Hence,
only the analytical view as well as the systems view are possible choices.

The analytical approach defines reality, or the whole, as the sum of its parts.
Researchers can therefore analyze each part that is of importance of a phenomenon and
describe each part on its own. Brought together these individual parts allow to create a full
picture of a phenomenon. Knowledge is solely based on facts and distant from the scholar,
so that it is researched independently. In contrast the systems view looks at relations
between these parts of reality, trying to explain such relations instead of the individual parts
itself (Arbnor & Bjerke, 2009; Kuada, 2012). Since the aim of this study is to determine
factors which ultimately influence consumer behavior, parts of the reality are looked at
individually, in order to explain the full picture, thus, resulting in the choice of the analytical
view according to Arbnor and Bjerke.

2.1.5 Operative Paradigms

Arbnor and Bjerke define the operative paradigm as the link between the
methodological view and the study area in which context the study is placed. Hence, the
operative paradigm strongly depends on the chosen view, since these methodological views
differ vastly in objectivity/subjectivity or the concept of how knowledge is gained and
explained. An objective view, such as the analytical view in this study, can therefore not use
the same methodological procedures as the subjective actors view (Arbnor & Bjerke, 2009).
Additionally, the context of the study area further defines possible methods.
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2.1.6 Research Design and Methods

While looking at the research design one is looking at the different frameworks which
are used in order to collect and then analyze the data and are seen as a roadmap of the
research (Bryman & Bell, 2011). The research design is affirming that the logical integration
of elements which are connected to the research problem or question is made (De Vaus,
2001; Yin, 2009). Additionally, it includes the quality of a study, thus referring to quality
criteria, such as: reliability, validity and replicant. Although there are more quality criteria, the
mentioned ones are the most common in business research and are explained later on
(Bryman & Bell, 2011).

It is important to distinguish this from the research methods, which are techniques
that are used to collect data. It is closely related to the research designs from which the
researcher is choosing its method (Bryman & Bell, 2011). Starting here, first of all, the
researcher needs to be aware if one wants to do a qualitative or a quantitative research, or
even a mixture of both (Creswell, 2014).

According to Strauss and Corbin (1998), the qualitative research can be any kind of
research where the findings are not coming from statistical procedures or other ways of
quantifications (Strauss & Corbin, 1998). This also means that the research is designed to
gain a firsthand look of what the to be studied subject and its participants of the research are
describing. Sometimes, topics and feelings which are not considered by the researcher are
raised by the participants of the study and they have the possibility to express themselves in
their own words. This research approach is suggested when new insights in the researched
topics are to be found and not only a confirmation of the already existing theory needs to be
agreed on or neglected (Kuada, 2012). Examples of chosen research methods here are:
participants observations, in-depth or conversational interviews interviews or ethnography
(Bryman & Bell, 2011).

Quantitative research on the other hand is a good method to choose when specific
hypotheses or numerical answers are to be found out, in order to help answering the
deductive approach. This type of study is usually an investigation of relationships between
different variables. Generally speaking, it can be said that this approach is less flexible than
the qualitative research approach because this approach is leaning the researcher more
likely towards a positive assumption where the social reality is existing independent from an
individual (Bryman & Bell, 2011; Kuada, 2012; Creswell, 2014). The most common way to
find this out is through a questionnaire based surveys or interviews (Kuada, 2012).

Moreover there are also the mixed methods, where the research is pointed in the
middle of a qualitative and quantitative research and is combining those (Creswell, 2014).

The variables which are connected in this process are to be investigated and
therefore a quantitative research approach, a questionnaire based survey has been chosen,
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which aligns with the methodological view according to Arbnor and Bjerke (2009) and the
resulting operative paradigm.

2.2 Literature Review Methodology

The first step in doing research for this project is to conduct an extensive literature
review. The review is needed in order to identify factors which influence sustainable fashion
consumerism, which are identified by various scholars in the past. The results of these
studies create the knowledge needed to further pursue the purpose of the current project
and apply these findings to the German and Danish market.

2.2.1 Search Scope and Strategy

Several guidelines are considered while doing the literature review. These guidelines
are meant to help in finding relevant information that are later needed to develop the
research basis for the present study:

e Which type of data collection method is primarily used by scholars?
e What is the focus of the research: primarily on the purchase intention as a

result of sustainability awareness or the actual factors influencing the actual
purchase?

e What results do the findings of these studies suggest?

These guidelines are chosen to develop a main framework which intends to narrow
the reviewed literature down to relevant articles. Furthermore, based on the findings
gathered during the literature review, the present research intends to add additional insights
of Danish and German fashion consumers. Since the trend of fast fashion, and consequently
the rising demand for slow fashion, only first occurred in the 1990’s (Rauturier, 2018) and
has gained further attention around the change of the millennium, the articles chosen for the
review only originate from this specific timeframe, mainly from 2000 to 2018.

There are two main differences on how a literature search is approached. There is
the narrative and the systematic review approach. For this research the systematic review
approach is chosen. The reason for this is, that this approach is most likely used for primary
research. Here, the aim is to have specific as well as reproducible strategies which are
relevant for the chosen topic (Carney et al., 2002; Cipriani & Geddes, 2003). The narrative
approach is mainly subjective, which also does not suit the research methodology of this
paper (Murlow, 1987; Cipriani & Geddes, 2003).
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2.2.2 Search Criteria and Selection Procedure

For the purpose of this project the chosen approach to review is based on Petticrew
and Roberts (2008) guidelines. The authors, in their book "Systematic reviews in the social
sciences: A practical guide"” define the fundamentals of a systematic literature with a special
focus on social sciences. Hence, for the purpose of this project, this approach is fitting. The
purpose of the approach by Petticrew and Roberts is to implement scientific principles while
conducting the review in order to prevent any possible biased conclusions. It ensures that
the author of a literature review gives a "comprehensive, objective, and reliable
overview" (Petticrew & Roberts, 2008, p. 6).

To ensure that the literature review is conducted as objective and unbiased as
possible several rules are defined. At first the researchers are to define the research
question which shall partly be answered by the conducted literature review. This is done in
the first chapter of this project which explains the purpose of this study. Hence, the articles
which are to be reviewed need to answer a similar or comparable research question in order
to get the desired insights. Secondly, Petticrew and Roberts (2008) suggest to locate studies
with such research questions. In order to do so, for this project both the libraries of Google
Scholar as well as the online library of Aalborg University (AUB) have been searched with
various search terms. The main terms used to narrow down the search terms are split in two
parts. The first part is suppose to determine the overall context in which the research shall
be conducted, in this case the sustainable fashion industry. A first research which is
conducted while writing the introduction to this project makes clear that terms which are
often used are i.e.: "green fashion", "eco fashion", "sustainable fashion", "green fashion
industry (or textile industry)", "sustainability fashion (textile) industry". The second part of the
search is focusing on the decision making process of consumers. Hence, keywords such as
"consumer perception”, "consumer behavior" or "(consumer) decision making process" are
used. These terms have been used in various combinations and written form in both libraries
and offered a broad number of results. Often the same articles are found for various search
terms. For example, the article by Pookulangara and Shephard (2013) is mentioned in all of
the following searches: "green fashion decision making", "sustainable fashion consumer
perception" and "green textile industry consumer behavior".

All of these searches offer a large number of results. The search term "green fashion
consumer decision making", is narrowed down to the timeframe from 1990 to 2018,
presenting 35,900 results on Google Scholar and 33,397 on the AUB library exclusively
scientific articles. With the same adjustments the term "eco fashion consumer behavior"
offered 72,700 results on Google Scholar and 11,446 results in the AUB library. This number
shows that a large extent of research has already been done in the desired field. However,
not all of these results are fitting for the intended purpose of this project. Therefore, the

scholars follow the next step established by Petticrew and Roberts (2008) and screen the
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results in order to decide which of these shall be included in this literature review. Since this
thesis has a limited timeframe the selection of articles have to be narrowed down, which
forces the scholars to restrict the chosen articles to a number that seem appropriate. Hence,
67 articles, mainly based on keywords, are chosen and further investigated. Out of these 25
have to be excluded since the researched field does not match the criteria for the research
conducted in this thesis or only scratched the surface of the chosen subject matter.
Therefore, after the scientific articles are chosen, 41 are left for further analysis.

The key findings of those 41 studies left, are searched through for the main
information, the chosen method of data collection and general information about the study
are gathered in a table in order to identify each article (see Appendix 21, p.140). A small
abstract out of this table, as an example is seen here in table 1.
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Table 1: Excerpt of Review Table (author’s creation)
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2.3 Data Collection

The following chapter describes the operative approach to collect data in the context
of this study. First the creation of the questionnaire including how the questions are selected
is presented, followed by an explanation about how the chosen sample are reached. Lastly,
the method of data analysis is described.

2.3.1 Self-Completed Questionnaire

The method of data collection differs between qualitative and quantitative
approaches (see 2.1.5.1). Since the scope of this research is to directly compare two
different populations, Danish and German students are chosen to use a quantitative
approach in order to be able to objectively and directly compare these two target groups
(Bryman & Bell, 2011). The compiled data of this research is collected through a self-
completed questionnaire. The reason for choosing an self-completed questionnaire is, that
this data collection method has many positive attributes. It is a tool with which data can be
upraised fast and inexpensive (Bryman & Bell, 2011). Likewise, since this project collects
data from two different countries, data collection is much more convenient when it is done
via an online questionnaire. In doing so it can be sent out to the sample needed and gives
respondents the chance to fill out the survey when it is most convenient, since the
environment and preferred device can be chosen individually and does not alter the
responses. Since the survey is sent out via email or directly through various online services
it is assumed that everybody that is reached has access to the internet and is therefore able
to complete the survey. Several large corporations offer solutions and programs that allow
the creation of questionnaires and subsequent data analysis. However, due to the fact that
Aalborg University (AAU) entered an agreement and offered students access to the online
survey provider SurveyXact, the program is chosen to collect the needed data.

Several authors of the reviewed articles published the questions which are then put
together on a spreadsheet in order to create a questionnaire. To guarantee reliability most of
the questions used in this project are chosen based on the studies reviewed, which are then
later transferred into SurveyXact. For the evaluation of the gathered results SurveyXact
offers some internal analysis which enables the researcher to view charts and diagrams of
chosen questions. However, due to the complexity of the questions and the fact that various
questions need to be analyzed in relation to each other the researchers have decided to
export the data provided by SurveyXact and export these in CSV format, so that it can be
used for further analysis in external programs such as Excel and SPSS, which offer more
statistical functions.

21



When conducting research with questionnaires several key concepts need to be kept
in mind. According to Arbnor and Bjerke (2009) these include standardization and the
interviewer effect. Standardization for example means that each respondent gets the same
questions. Open questions, which give the chance to answer a question without any fixed
answers as well as closed questions, which offer fixed choices. Furthermore the interviewer
effect needs to be taken into account, since the presence of an interviewer might influences
the responses collected (Arbnor & Bjerke, 2009). Therefore, the answers are likely to be
more truthful, due to the anonymity of this method (Bryman & Bell, 2011; Saunders et al.,
2009; Saunders et al., 2016). However, even though this method offers various positive
attributes some downfalls naturally occur. Due to the fact that the researchers are not
physically present there is no possibility to clarify any misconceptions about any questions
that might not be fully understood by the respondent. The questions rely on the participant to
understand them as they are based on the information that is given within the survey itself.
Further explanations are not possible and sometimes lead to some misconceptions
(Saunders et al., 2016). To bypass this problem as good as possible, the researches have
given out their email address for any kind of further question.

Furthermore, due to anonymity and no direct, personal contact to the researchers a
risk of respondents not completing the questionnaire is always given and can hardly be
avoided. This non-respondents rate needs to be taken into account when planning a survey.
The self-completed questionnaire is making it easier for the approached respondents not to
answer the questionnaire or leave the questionnaire at any point (Arbnor & Bjerke, 2009).

Several measurements have been conducted in order to try and keep the non-
respondents rate as low as possible. After the development of the questionnaire is
completed in English, it is also translated into German and Danish by native speakers, giving
the approached participants the choice between three languages. This measure is intended
to create a survey that is more attractive to participants, since the countries researched only
teach English as a second language, thus native English speakers are unlikely to answer the
guestionnaire. By asking questions in their native language the researchers are trying to
increase the appeal of the questionnaire to Danish and German students who might
otherwise be reluctant to answer questions in a foreign language (English). Furthermore, it is
believed by the researchers that it is easier for participants to express their opinions in their
native language. Other than that, the questions are not raised too scientific and complicated
with an easy language profile. This measure is important since the researchers can not
assume that each individual has knowledge of the researched topic, hence, the questions
needed to be asked in a manner that they can be understood by everybody independently of
their prior knowledge. Lastly, most questions are asked with the intention of participants to
express their agreement with certain statements. In order to give participants a balanced
choice to rate these statements a likert-scale, a method to measure a participants personal
attitude regarding the acceptance of given statements from a multi-level scale, is used.
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Participants are given the option to indicate their agreement/disagreement towards a
statement on a scale which is chosen to be from one to five (Bryman & Bell, 2011; Saunders
et al., 2009). At the end, through survey data which is provided by SurveyXact, it is seen that
the questionnaire is distributed to 528 people, out of which 291 are currently enrolled in a
university program. Unfortunately it is not possible to say how many student are reached in
total, since not all secretaries gave feedback about the status of distribution or the number of
students potentially reachable.

2.3.2 Development of the Questionnaire

Developing the questionnaire, starts with the general structure of the questionnaire
and is followed by the specific questions. After asking a number of demographic questions it
is chosen to start the questionnaire with asking the respondents for their own personal
definition, which only needs to include some aspects that are considered to be of
importance, of sustainability in general. This question is the only open question that is used
throughout the survey with the purpose to give the respondents the freedom to answer the
question due to their own standards and, consequently offer the opportunity to raise
awareness on factors that might not have been taken into consideration throughout the rest
of the survey. Afterwards, the definition that is used throughout this project is presented and
the respondents are asked to express their opinions throughout the questionnaire based on
this definition of sustainability. The reason the definition is given at the beginning is, as it is
seen in the literature review, that each individual has their own opinion and definition of
sustainability. With that in mind it is impossible for the researchers to compare responses
without giving a definition, since each response would otherwise be based on a number of
different, not distinguishable, sustainability concepts.

Following the definition it is chosen to ask respondents about their general reasons
to buy clothing items as well as factors that are of importance when making a purchase
decision regarding fashion products. These questions intended to target the need
recognition phase of the decision making process.

Since the researchers completed a literature review of the works of scholars that
have conducted similar research, large information about the techniques used by these
scholars are already compiled. Furthermore, a large number of the analyzed researchers
published the used questionnaire that has been used in the respective surveys. Since these
researchers tested the questions for validity and accuracy it is decided to choose various
questions from these studies, as seen in table 2. Thus, in the following pages of the survey
the questions became more specific with the intention to gather as many information as
possible about the importance of each factor that influences sustainable fashion
consumption. These factors are identified through the literature review. It is started with
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various questions regarding the purchase intention of sustainable fashion, followed by the

knowledge, price and lastly the self-image, all of which are factors that have been identified

as important during the decision making process when purchasing sustainable clothing

through the literature review. All of these questions are asked in the form of statements.

Participants are then asked to rate their agreement with these using a likert-scale which

ranged from one to five where one always means very unlikely/no agreement and five

means very likely/high agreement.

The structure of the questionnaire, only shows the questions targeting the factors

which are to be analyzed and therefore is seen here:

Scale
Construct | Question Scale meaning Based on
Purchase How likely are you to buy a 1- very unlikely Han &
intention sustainable fashion product? 1-5  5- very likely Chung, 2014
When | find an apparel product that
fits my clothing needs, the possibility
of me purchasing it will increase if | 1- very unlikely  Kang, Liu &
then find it is made of organic cotton. 1-5 5-very likely Kim, 2013
Shen, Wang,
| buy clothing from socially responsible 1- very unlikely Lo & Shum,
fashion retailers. 1-5  5-very likely 2012
De Angelis,
Adiglzel &
My purchase habits are affected by 1- very unlikely Amatulli,
my concern for our environment. 1-5 5-very likely 2017
Knowledge || am well informed about 1- strongly Shen, Wang,
environmental issues in the fashion disagree Lo & Shum,
apparel manufacturing business. 1-5 | 5- strongly agree | 2012
1- strongly Shen, Wang,
| am knowledgeable about what disagree Lo & Shum,
sustainable fashion is. 1-5 5-strongly agree 2012
1- strongly Shen, Wang,
| am knowledgeable about retailers disagree Lo & Shum,
that sell eco fashion. 1-6 5- strongly agree = 2012
1- strongly Lee, Choi,
| check whether products have an disagree Youn & Lee,
eco-label. 1-5 | 5- strongly agree | 2012
I look for information about a products 1- strongly
sustainability when comparing two disagree author’s
similar products. 1-5 | 5- strongly agree | creation
It is difficult to obtain information 1- strongly
regarding what products are organic disagree Kang, Liu &
cotton apparel. 1-6 5-strongly agree = Kim, 2013
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Price

Self-image

| am actively looking for
information regarding the
sustainability of a certain product.

My knowledge about sustainability
issues affects my decisions when
purchasing clothing.

| am willing to pay a premium price for
clothing that is produced in
accordance with the sustainable
garment production standard.

It is worthwhile to support eco-friendly
apparel even if | have to forgo some
clothing options.

| would still buy a sustainable fashion
product, even if the price the is higher
than non-sustainable clothing.

| would purchase more sustainable
fashion products if the price would be
the same as non-sustainable
products.

It is important to me that the products |
use do not harm the environment.

| would describe myself as
environmentally responsible.

The purchase and use of
environmentally friendly products help
me to attain the type of life | strive for.

The purchase and use of
environmentally friendly products is of
personal importance to me.

The purchase and use of
environmentally friendly products
helps me to express who | am.

| think it is important that clothing
represents my personal values and
beliefs.

1-5

1-5

1-5

1-5

1-5

1-5

1-5

1-5

1-5

1-5

1-5

1- strongly
disagree
5- strongly agree

1- strongly
disagree
5- strongly agree

1- strongly
disagree
5- strongly agree

1- strongly
disagree
5- strongly agree

1- strongly
disagree
5- strongly agree

1- strongly
disagree
5- strongly agree

1- strongly
disagree
5- strongly agree

1- strongly
disagree
5- strongly agree

1- strongly
disagree
5- strongly agree

1- strongly
disagree
5- strongly agree

1- strongly
disagree
5- strongly agree

1- strongly
disagree
5- strongly agree

Table 2: Excerpt of Survey (author’s creation)

author’s
creation

author’s
creation

Shen, Wang,
Lo & Shum,
2012

Shen, Wang,
Lo & Shum,
2012

author’s
creation

author’s
creation

De Angelis,
Adiguzel &
Amatulli,
2017

De Angelis,
Adiglzel &
Amatulli,
2017

Kang, Liu &
Kim, 2013

Kang, Liu &
Kim, 2013

Kang, Liu &
Kim, 2013

author’s
creation
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2.3.3 Sampling

To be able to have a non-probability sample, one has to choose a part of the
population that represents the overall opinion of the whole (Saunders et al., 2009). Since
students are, in the given context of the study, easier to access and are likely to be
concerned and aware about sustainability, they are chosen as the target group. Contributing
to the fact that this research is done by two students of AAU all secretaries of the offered
study programs at AAU are asked to share the survey with their students in order to reach as
many Danish students of the AAU as possible. This account a potential reach of 16.993
Danish students (AAU, 2019b; 2019c) However, since the two researchers are no members
of German universities anymore a similar solution is not found for Germany. Even though
universities are contacted these are unwilling to share the survey with their students. It is
therefore decided not to specify the German sample on a single university but rather share
the survey more broadly via social networks and services that offer students the possibility to
exchange their surveys in order to get respondents, such as Poll Pool. On this platform
students are encouraged to answer each others questionnaires, since the number of
questionnaires that are answered increases the number of students that answer one’s own
survey (Poll Pool, 2017). Using this method it is possible to directly target students from all
over Germany and get responses from a broad variety of students. After all, due to the
limited timeframe and abilities the sample used in this project is defined as rather a
convenience sample, meaning respondents were chosen randomly (Saunders et al., 2009).

2.3.4 Method of Data Analysis

As a method of data analysis Statistical Package for the Social Sciences (SPSS) is
chosen. First of all, a reliability test is conducted to see if the collected data is reliable, based
on the Cronbach Alpha test, which is one of the most common reliability tests in statistics
and used to verify reliability. Generally, in social sciences, a reliability of at least 0.7 is aimed
for. Each question or group of questions with a value of 0.7 or higher is considered reliable
and will further be used for analysis (Foster, 2001; Sarstedt & Mooi, 2014). Furthermore the
next step is to review the descriptive statistical outcomes. First the general data is looked at,
followed by the comparison of Germany and Denmark.

2.3.4.1 ANOVA Test

In order to test a dataset for differences between defined groups the various tests
such as the analysis of variance (ANOVA) or Mann-Whitney-U test can be used (Van Peer,
Hakemulder & Zyngier, 2012; Sarstedt & Mooi, 2014). When doing an ANOVA analysis
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certain assumptions need to be given in order to undergo the test. The data is normally
distributed, equality of variances need to be tested and independence of the two groups
need to be given (Sarstedt & Mooi, 2014). The independence of groups is guaranteed since
participants can only choose one nationality. The equality of variances however has to be
tested prior to the ANOVA (Sarstedt & Mooi, 2014). In order to do so certain pre-tests need
to be conducted, in order to determine if the assumptions required for an ANOVA test are
given. Fortunately, several scholars show that the ANOVA analysis is robust against
violations of its assumptions (such as the normality), hence the resulting outcome is not
strongly affected by violations, especially for larger sample sizes per group. Thus an ANOVA
test can still be conducted and shows reliable results, even if assumptions such as normally
distributed data are not necessarily given. (Salkind, 2010; Schminder et al,. 2010; Blanca et
al., 2017).

This test, called test of homogeneity of variances in SPSS, tells the analyst whether
variances in a given dataset differ from each other. A p-value (indicated as Sig. in SPSS)
needs to be larger than 0.05 for the variable to be further considered in the ANOVA (Sarstedt
& Mooi, 2014). In order to prove if the data is normally distributed one can choose to
calculate the Shapiro-Wilk test using SPSS. The resulting table (appendix 9, p.111)
indicates, through a significance level, whether the data is distributed normally. If the p-value
is below 0.05 a normal distribution can not be proven, resulting in a violation of the
assumption needed for ANOVA (Sarstedt & Mooi, 2014).

If one of the assumptions have been violated, such as the homogeneity of variances,
a correction needs to be calculated and looked at. One of such tests is the Welch correction,
which SPSS includes in the ANOVA analysis and thus automatically gives the results after
correcting the calculation (Sarstedt & Mooi, 2014; Goos & Meintrup, 2016).

The ANOVA test automatically determines the two needed degrees of freedom
variables df1 and df2. The first one is formed based on the number of groups, which is then
subtracted by one. The second degree of freedom value is calculated by the number of
participants subtracted by the number of groups (Goos & Meintrup, 2016).

After determining the two freedom variables one needs to look up the resulting
critical F, which is found in a critical F table (Goos & Meintrup, 2016). The table indicates the
needed critical F value. Following this, every F value given by SPSS for each researched
category needs to be compared to the critical F. If the value for each tested factor is higher
than the critical F a difference between groups is discovered (Goos & Meintrup, 2016). Of
importance are mostly the p-values, shown as sig. in the last column of the ANOVA table.
This value needs to be below 0.05, which indicates that there is a significant difference on
the means of the dependent variables (Sarstedt & Mooi, 2014; Goos & Meintrup, 2016).

The Mann-Whitney U test on the contrary does not require data to be distributed
normally. Thus, it can be used for data that can not be explained by the ANOVA. In general,
the test researches the same outcome as an ANOVA test and its null-hypothesis assumes
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that means in researched groups are the same. Therefore, the level of significance needs to
be below 0.05 in order to reject the null-hypothesis and prove differences in means and thus
differences between the two groups (Sarstedt & Mooi, 2014; Goos & Meintrup, 2016).

Hence, both a parametric ANOVA test is calculated additionally to the non-parametric
Mann-Whitney U test in order to compare results later on and validate the findings from both
tests for the hypotheses one.

2.3.4.2 Crosstabs and Chi-Square Test

Additionally, needed calculations to determine associations between variables and
comparability of such the crosstabs feature and accompanying the chi-square test (x2-test)
is used. This test first compares if the looked at variables are independent or dependent.
Afterwards the crosstabs table shows the values for the compared factors, so that the actual
difference that occurs based on the choice of different variables are seen and interpreted. In
order to determine an association the p-value of the chi-square test needs to be equal or
below 0,05, indicating that a significant association between the tested variables exists
(Foster, 2001; Sarstedt & Mooi, 2014).

2.3.4.3 Correlation Test

In order to investigate the relationship of the identified factors with each other a
pearson correlation is calculated. The pearson coefficient is used to measure a linear
correlation between two variables. The coefficient ranges from -1 to 1, where -1 corresponds
to a total negative correlation. On the other hand, 0 means that no correlation is measured. A
value of 1 corresponds to a total positive correlation (Norris et al., 2014; Pyrczak, 2016). As
for the interpretation of these results scholars disagree about the needed strength for a
correlation to be considered strong. In social sciences, it is more likely that correlations
below 0.3 are considered irrelevant, whereas 0.3 indicates a relatively weak correlation, and
from 0.5 indicates a medium strong correlation and 0.7 or above represents a strong
correlation. These guidelines apply to both negative as well as positive correlations
(Saunders, 2011).

2.3.4.4 Multiple Linear Regression

The aim of this project is to find out which factors directly influence this purchase
intention and to what extent. In order to complement the correlation a linear regression is
conducted, to test the extent of the relationship. Multiple linear regression is used in
statistics to predict a dependent variable based on a number of independent variables. If a
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correlation of factors is proven it is intended to afterwards calculate how the analyzed factors
influence the outcome (Foster, 2001; Salkind, 2010; Sarstedt & Mooi, 2014). Which is in the
case of this project the purchase intention of sustainable fashion. The independent variables
used in this project are therefore the factors that are identified in the literature review.
Calculating a linear regression with SPSS gives an output which lets the researchers
interpret the extent to which a variable affects the dependent variable (Montgomery, Peck &
Vining, 2012). Important are the Beta values, the regression coefficient (Forster, 2001),
which are displayed as B. Of significance are also the p-values that are provided for each
independent factor. Only if these are below 0.05 it is concluded that the variable has a
significant effect on the dependent variable. Hence, even if a factor shows a high Beta value,
if the significance is not given, this Beta value does not have any effect and the variable and
shall therefore be rejected (Sarstedt & Mooi, 2014). After the calculation an equation is be
deployed based on the calculated values. Such equation is likely look as follows:

dependent value = (constant) + B1*X1 + B2*X2 + By*Xn

The constant value determines a starting value which is expected to always being
reached by the dependent value. B represents the regression coefficients and thus the effect
a change of X (the independent factors) has on the dependent value. If X increases by 1,
then the dependent value increases by B. If significance of the B values is given, it is
assumed that the higher the B value, the higher the influence of the factor, since a change in
that factor has a larger effect on the dependent value. However, the actual interpretation of
the effect of the change always needs to be considered in context of the underlying variable
and therefore needs to be interpreted carefully (Sarstedt & Mooi, 2014).

2.4 Validity and Reliability

While conducting quantitative research it is of importance to bare the quality criteria
in mind and to control how well the chosen instrument is researching the to be measured
topic (Bryman & Bell, 2011; Hair et al., 2015). Other than that it is of importance to be able to
measure the reliability, and whether or not the same results occur when the same study is
conducted another time, with the same method (Bryman & Bell, 2011). It is important to be
aware that reliability and validity are closely related. This means something is only reliable
when it is also viable and the other way around. To ensure this, there are three criteria that
need to be questioned. When the measurement of the research is not able to be stable over
time, it is not possible that it is providing a valid measure. Also, when there is a lack of
internal reliability which means that there are several things tested, the measurement is not
valid. And lastly, when the consistency of intern-observer is lacking, meaning that the
observes disagree on what they are observing, no valid operation can be presented as well
(Bryman & Bell, 2011). Within this the quality is always the to be checked attribute here.
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The term reliability is referring to the consistency when it comes to the measurement
of a concept. Now, there are three well known factors explained which need to be
considered when measuring the reliability. Stability is referring to whether the measured data
is stable over time or not. This means, whether that data is the same if it is conducted
elsewhere. The internal reliability is looking into the consistency of the indicators and
whether or not these are measured. The intern-observer consistency can cause a problem
when there is more than one person involved into the activities and these persons need to
translate data into different categories or when decisions need to be done, when open-
ended questions need to be categorized etc. (Bryman & Bell, 2011). The test of the reliability
is also known as the Cronbach’s alpha test, where the internal reliability of a study is tested.
It is looking in the relationship of items within a study (Bryman & Bell, 2011). Other than that,
most of the questions in the questionnaire are taken out of other studies, where the reliability
is already tested. For the self created questions the Cronbach’s alpha test is applied and is
reported in chapter 5.

Validity is looking into the issue of whether the to be researched topic is really
researched or not and it has an affect on the relationship between theory and data. It also
checks if the measured data is is appropriate and true. Therefore, the closer the results are
to reality, the higher its validity. It is to mention that validity can only be measured indirectly,
whereas reliability can directly be measured through mathematical tests, as explained
above. Likewise, the measurement of validity is only possible, if there is reliability. There are
different techniques to measure the validity. For this project, internal validity is chosen. The
internal validity is also called relevance and verifies if there is a logical relationship between
the theory and the study. This also means, that the developed hypotheses should be
coherent with the literature as well and the to be measured dimension should be compatible
(Bryman & Bell, 2011; Arbnor & Bjerke, 2009). Since, the literature factors that are measured
are directly taken out of the literature review and are applied on the decision making
process, one can argue that the internal validity in this thesis is given.
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3 Literature Review

This chapter aim is to give an overview on what is already present in the literature
about the topics decision making and sustainable fashion. Hence, there is a separation
between the theoretical background, which is more theory oriented whereas the review of
articles is scanning what is already researched and known about the topic.

3.1 Theoretical Background

The following chapter serves as an overview chapter, which points out the relevant
literature. First the term sustainability with regards to fashion is further explained followed by
the triple bottom line and the terms slow- and fast fashion. Furthermore, the different
consumer types are explained, including fashion changers and followers, fashion theories
and an outlook on individualism and collectivism of societies is given. Afterwards, the
decision making process, containing decisions, level of consumer making, intention behavior
gap, the process itself and influencing factors on the process are shown and explained.
Factors having an influence on this decision process are outlined. Then, this chapter
explains the terms individualism and collectivism. Lastly, the chapter ends with the literature
review, where articles with empirical studies are scanned.

3.1.1 Sustainable Fashion

Within this subchapter the term sustainable fashion is defined, the concept of the
triple bottom line is outlined and differences between individualist and collectivist societies
are explained.

3.1.1.1 Defining Sustainable Fashion

The most frequently used definition of sustainability is the one from the Brundtland
report, which states that sustainability means to suit ‘the needs of the present without
compromising the ability of future generations to meet their own needs” (Hariembrundtland,
1985). To expand this definition to a definition of sustainable fashion, the following is chosen.

“More sustainable fashion can be defined as clothing, shoes and accessories that

are manufactured, marketed and used in the most sustainable manner possible,

taking into account both environmental and socio-economic aspects. In practice, this
implies continuous work to improve all stages of the product’s life cycle, from design,

raw material production, manufacturing, transport, storage, marketing and final sale,
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to use, reuse, repair, remake and recycling of the product and its
components.” (Green Strategy, 2014).

3.1.1.2 Triple Bottom Line

A term that is mainly used in this context and which is connected to the fashion
industry is the triple bottom line which is also called the 3 P’s. Here, the three attributes that
are considered, are the people, the planet and the profit. This means that a company is not
supposed to measure its success only on the profit, but also on the impact it has on the
planet and the people (Elkington, 2002). This is because the term sustainability is not only
referring to minimize a problem, but also to maximize a positive impact on the world
(Williams et al., 2008). This is why the triple bottom line is seen as an intermediary here
(Savitz & Weber, 2006). Table 3 shows an example of a sustainable approach for the textile
industry, which is an adopted concept by Strahle and Mdller (2017) from Savitz and Weber
(2006).

Economic Environmental Social

Typical measures | Sales, Profit, ROI Pollutants emitted Health & Safety record
Taxes paid Carbon footprint Community impacts
Monetary flows Recycling & Reuse Human rights, Privacy
Job created Water & Energy use Product responsibility
Supplier relations Product impacts Employee relations

Table 3: Triple Bottom Line (author’s creation based on Stréhle & Miiller, 2017, p.10)

For example, regarding a product's responsibilities as a social factor consumers
often do not know the social impact and are disoriented. Taking the suppliers as an example,
western companies have up to 500 suppliers as a first tier, whereas the second tier, the sub-
suppliers have other numerous suppliers. In the end the consumer has no overview about
the different parties involved, so a trust issue is likely to occur (Kogg, 2009).

Taking a look on the supply chain, difficulties can be identified in every step. In table
3, which is created by Strahle & Miller (2017), adopted from Gwilt (2014) the problems to
each step are displayed. The production process of sustainable clothing consists of various
steps and factors that are of concern, which are the following: materials, fabric and garment
production, distribution and retail, use and the disposal. The material step includes the
reduction of the waste of water that occurs when growing cotton as well as the used
pesticides, genetic modifications, which are used for the growth of materials. Furthermore it
includes fair conditions for farmers. The fabric and garment production includes the cautious
use of water, energy and chemicals as well as all the resources which are wasted during the
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production process. Additionally, working conditions in factories are of concern. The
distribution and retail step includes the treatment of the suppliers, the energy that is used in
this process, as well as the packaging and its resources and the waste of it. While using the
fabrics, the use of water and energy are a high factor in relation to sustainability, especially
the use of detergents during washing are of concern. The last step is the disposal, is the
early litter process, as well as the amount of total disposal, which is ending in landfills is

meant.

* Use of pesticides & water in cotton growing
* Genetic modifications
Materials |« Faijr conditions & prices for growers

* Use of chemicals in textile treatments
rabics | ¢ Water & energy use in the textile process

Garment |« Fgbric & resource waste
Production

* Treatment of suppliers
N\ * Energy use in retail
Distribution & .
retail | * Packaging

* Treatment of suppliers
* Energy use in retalil
Use » Packaging

» Chemical detergents

Disposal | * VVater & energy use: washing, dying & ironing

Figure 4: Main Issues in the Modern Fashion Industry (Stréhle & Miiller, 2017 p.8)

3.1.1.3 Fast Fashion vs Slow Fashion

The term fast fashion occurred first in the beginning of the 1990s and has since
increasingly gathered more attention, alerting experts in the fashion industry and consumers
alike (Rauturier, 2018). Fast fashion is described as an optimized business strategy in the
fashion industry. Due to creating a supply chain that works as effectively as possible it allows
businesses to produce and market fashion products in short periods of time, reacting to
demands on short notice (Levy et al., 2012; Zarley Watson & Yan, 2013). Hence, fast
fashion seems to be considered as mass-produced and standardized. Goods are designed
to be cheap and fast produced. In order to achieve these goals costs have to be cut down as
much as possible, often leading to the use of cheap materials and questionable working
conditions (Fletcher, 2010).
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Fast fashion has been criticized since its short periods and thus constantly new, often
low-priced, product arrivals in stores create a consumers mindset that leads to repeating
purchases of goods, ultimately leading to the creation of larger amounts of waste (Zarley
Watson & Yan, 2013).

Slow fashion, on the other hand, is often considered to be the opposite to fast
fashion (Pookulangara & Shephard, 2013), creating long-lasting products (Zarley Watson &
Yan, 2013). However, the term does not necessarily describe a timeframe but rather
describes concerns that come with the production and consumption of fast fashion goods
(Kim, Choo & Yoon, 2013). Values such as protection of the environment, sustainability, anti-
consumption and fair labor practices are the main focus of slow fashion manufacturers and
consumers (Fletcher, 2010, Kim et al., 2013).

Although gaining traction in recent years, mostly as a response to the occurring trend
of fast fashion, consumers intentions and actual behavior do not necessarily match. Even
though many consumers state ethical concerns, their buying behavior does not reflect their
intentions since fast fashion products are still largely purchased (Kim, Choo & Yoon, 2013).

3.1.2 Different Fashion Consumer Types

New collections are presented by the fashion industry and need to be spread to be
accepted by the consumers. Fashion products, as most other products, follow a life cycle
which starts at the introduction phase, followed by a social visibility phase in which a trend is
getting picked up by opinion leaders, continues into being broadly socially acceptable
towards market saturation and lastly a decline in a particular fashion trend (Sproles, 1974).

3.1.2.1 Fashion Changers and Fashion Followers

There are two kinds of consumers that are of high importance for the fashion
industry, the fashion changers and the fashion followers (Workman & Kidd, 2000). The
fashion change agents try fashion first and pass their experiences to their fellow people,
which is why they are also called the fashion opinion leader (Sproles, 1974). Their
involvement into fashion is high, because they are the ones that are keeping up with fashion
and are willing to try out new trends, due to the fact that they have a high knowledge and
expertise. Their behavioral patterns differ from these of fashion followers. Fashion followers
are informing themselves about fashion first by observing the change agents and decide if
they are approving or disapproving a new style (McFatter, 2005). As a result, circling back to
the topic of sustainable fashion, fashion innovators need to pick up the idea of sustainable
conscious clothing in order to make it acceptable for the broader masses.
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3.1.2.2 Fashion Theories

In a scientific context various fashion theories are presented. As an example, the
upper-class leadership theory is saying, that when a fashion cycle starts, the upper class is
the one who is adopting it first, which will in turn be adopted by the next class. This process
is going on until the upper class stops using that style and adopts a new trend, starting the
cycle again (Sproles, 1974).

On the contrary the horizontal flow concept, or mass-market theory, is presented,
which states that, due to mass production and marketing, fashion is simultaneously available
in all price levels, which in turn argues that fashion trends spread evenly in all social classes
(Sproles, 1974). Furthermore it is stating that every class has a leader, which is guiding and
influential on the social class. The leader acts like a intermediator for the communication of
the mass production. The sub cultural innovation is about the ability of a culture to spread
new fashion and trends among other people (Summers, 1970; Reynolds & Darden, 1972).
The Innovation Collective Theory is stating that people who are creative and who are
innovators are seen as leaders within the fashion branche. This is because their style is
seen as social acceptable (Sproles, 1979).

3.1.2.3 Individualism and Collectivism

Generally, societies that are predominantly defined by collectivism are described as
consisting of people that are closely interdependent of their respective social groups (family,
friends, nations). Hence, the maintenance of such relationships is from utmost priority.
Decisions made are therefore mostly based on the overall in-group norms. In individualistic
cultures people act mostly independent and autonomous. Decisions are mostly made to
achieve personal benefits or goals and are based on personal attitudes. However, these
implications can never be generalized and people from either individualistic or collectivistic
cultures can show traits of both (Kim et al., 1994).

Regarding decision making these traits have some implications. Robertson and Fadil
(1999) argue that people from collectivistic cultures are more likely to make decisions which
benefit the greater good of a society, hence, are more likely to make ethically or sustainable
conscious decisions in the context of benefitting the immediate relations that person holds.
People from individualistic cultures in contrast show a correlation of the strive for personal
benefit and unethical behavior. This implies that people, in order to achieve personal wealth,
are more likely to behave unethical.

However, Husted and Allen (2008) note that people from individualistic cultures tend
to be more consistent in the relationship of attitude and behavior, whereas people in
collectivistic cultures show a greater discrepancy since personal attitudes do not affect the

actual behavior as much.
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These theories have some major implications on the proposed theory of planned
behavior by Ajzen (1991). Since individualistic people are more consistent in the relation of
intention and behavior it is expected that these will more likely act in a behavior that is
according to their own personal beliefs and attitudes, hence, the gap between intention and
behavior will more likely be smaller than in collectivistic cultures. Since collectivistic cultures
act more on behalf of social norms personal attitudes and therefore personal desires /
intentions not necessarily reflect actual behavior which in turn leads to a larger intention
behavior gap.

3.1.3 Consumers Decision Making Process

In the following the decision making process is explained. First of all the term
decision is defined, followed by the level of consumer decision making and lastly the
consumer-decision making process. Various authors offer different interpretations of the
decision making process, which mostly differs in the author's attention to detail. The general
structure of the various decision making process models show overall similarities across
authors. Hence, since a decision towards one model has to be done, it is decided to use the
process which is presented by Schiffman, Kanuk and Hansen (2012), followed by factors
which are influential on this process.

3.1.3.1 Decisions

On a daily basis decisions are made for different aspects. Usually those decisions
are made without thinking about what is involved in the decision making process. Generally
speaking it can be said that a decision is a selection of different options and alternatives one
can choose from, as e.g. for doing a purchase or not, or choosing between different brands.
Sometimes, the consumer is forced to make a particular decision because there are no

alternatives. This can be the case for e.g. medication (Schiffman, Kanuk & Hansen, 2012).

3.1.3.2 Levels of Consumer Decision Making

Due to the fact that different consequences and outcomes, which are attributed to the
decision making process, exist, different levels of consumer decisions are observed. This
also means that there is a different importance in the outcome of the process (e.g. the
importance of the purchase), which also concludes that the information scan is different for

different decisions. Generally speaking, there are three categories of decisions: the
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extensive problem-solving, the limited problem solving and the routinised response behavior.
Talking about the extensive problem-solving category, one can say that in this stage the
consumer is in need of a lot of information about a product in order to come to a decision.
This is usually the case when there is a purchase of an expensive product or a purchase of
a product which is of high importance and/or cost, as e.g. cars (Schiffman, Kanuk & Hansen,
2012).

In the category limited problem-solving consumers most likely already have
knowledge about a company or a product and only need to fine tune their knowledge by
additional research. This is usually the case, when there is an update purchase of a product.
Lastly, the routinised response behavior includes consumers who most likely purchase the
same products and do not need additional knowledge about it. It can be compared with a

routine purchase (Schiffman, Kanuk & Hansen, 2012).

3.1.3.3 Decision Making Process

In figure 5 a basic model of a decision making process is drawn according to
Schiffman, Kanuk and Hansen (2012).

External Influences

Input

Consumer Decision Making I

Process

Postdecision Behaviour I

Figure 5: Model of Consumer Decision Making (Schiffman, Kanuk & Hansen, 2012, p.69)
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The model consists of three phases: the input, the process and the output phase.
The intention behind this division is to reflect each factor of importance while making a
decision. It takes into account external as well as internal and psychological factors which
affect a person’s decision making.

Starting with the input, which is influenced by external factors and serves as an
information source. This source gives knowledge about certain products as well as
influencing the consumers values, attitudes and behavior toward a product. This first item is
separated into marketing inputs and socio cultural inputs. The marketing inputs are what a
company is offering the consumer as its marketing mix. Those activities are done to reach as
well as to inform the consumer about the offers of a company in order to cause a purchase
behavior. The sociocultural inputs are the inputs which come from a non-commercial source.
This source can have a huge impact on the consumer and is considered as an unwritten
code of conduct from where a certain behavior is considered as right or wrong. It has an
impact on how a consumer is evaluating and adopting or rejecting a product (Schiffman,
Kanuk & Hansen, 2012).

In the second part of the decision making process, the focus is on how consumers
are making decisions, rather than on external influence factors. Here, on the contrary to the
first field, internal influences, such as motivation, perception, learning, personality and
attitudes are represented by the psychological field. These factors are having an affecting
influence on the decision making process of what a consumer wants or needs as well as
about the information-gathering and the evaluation of alternatives. These are, divided into
three steps: the recognition of need, the pre-purchase search as well as the evaluation of
alternatives (Schiffman, Kanuk & Hansen, 2012). To explain those terms a little bit further,
one can say that the need recognition is most likely occurring when there is a recognition of
a “problem”. This means that the consumer recognizes the need for a product in a certain
way as e.g. a sustainable pair of jeans, which is still fashionable and hip (Schiffman, Kanuk
& Hansen, 2012; Eades et al., 2010; Solomon et al., 2010). The pre-purchase search is
starting when the consumer recognizes that a certain need can be satisfied by the
consumption or the purchase of a certain product or service. While making the pre-search,
previous decisions can help to unsheathe reasonable arguments for or against a product or
service. When there has been no purchase in this area before, the consumer is constrained
to find the information elsewhere. Usually the inner psychological search is done before the
external search. It is believed that a consumer is more likely to search in its memory first,
relying on past experiences. The greater they are the less likely it is that a consumer is
searching for more information from external sources. Generally, most decisions are based

on previous decisions as well as marketing efforts and non-commercial information, which
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are external sources of information sourcing. To expand this, as mentioned above, one can
speak about high and low risk situations. When a low risk situation is occurring the
consumer is more likely not to research about it, which is the opposite in a high risk situation.
Lastly, the evaluation of alternatives between which a consumer can choose is shown. This
alternative evaluation is also heavily influenced by past experiences (Schiffman, Kanuk &
Hansen, 2012; Solomon et al., 2010).

Lastly, there is the output item about the post-decision behavior. One of the attributes
in this column is the purchase behavior. Three types which are important at this stage. First
of all the trial, which means that if e.g. a consumer is purchasing a certain product for the
first time, one is most likely tending to purchase less in order to try the product first.
Furthermore the repeated purchase includes purchases that have been done before and are
repeated, often out of loyalty, where the consumer is purchasing the product of a brand
several times. Lastly, there is the long-term commitment, in which a consumer is committing
oneself to a certain brand (Schiffman, Kanuk & Hansen, 2012). Most likely, during the trial
phase, a consumer is making a post-purchase evaluation in which different outcomes can
occur. First of all, the product is achieving ones purchase expectations, which leads to
neutral feelings for the consumer. Secondly, a satisfaction is achieved by which a
performance of a company excelled the expectations. Lastly, there is also chance that a
company is not matching the expectations by which negative feelings toward a brand can be
established (Schiffman, Kanuk & Hansen, 2012; Eades et al., 2010).

Conventional marketing has largely focused most of its powers on the actual
purchasing phase, since this is where the transaction takes place and ownership of a
product switches over to the consumer. However, from a social and ecological context, other
steps in the decision making process are of importance as well. Increasing concern for the
environment and social issues influence attitudes of buyers and, hence, affect behavior
within each stage (Belz & Peattie, 2011). Consequently, it is of huge importance for
marketers to understand consumer needs throughout the consumption and decision making
process in order to develop a strategy that effectively targets these raised needs (Belz &
Peattie, 2011).

This decision making model is chosen as a represented decision making model.
There are different factors which may have an influence on the decision making, which are
not drawn in this example. This model is to be considered in the following chapters of the
paper when talking about the decision making process, whereas only the process part is

viewed at closer.
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3.1.3.4 Influencing Factors of the Decision Making

As mentioned above there are different factors, which have an influence on the
decision making process. The question regarding this paper is however, if they can also be
applied to the purchase of sustainable fashion. It is to say that the following named factors
potentially influence each other. But for the purpose of this paper they are looked at
individually. Likewise, in the title of this research it is mentioned that psychological factors
are analyzed. These are factors which are important for the psychology of an individual
(Schiffman, Kanuk & Hansen, 2012).

One factor is the self<image. Seeing individuals as consumers it is likely to think of
people with multiple selves (Markus & Nurius, 1986). This is because it is very likely that a
person acts differently in different environments. In general, there are different self images of
an individual, which include the actual self image on how the individuals is seeing themself
or the ideal self image which is an indication on how the individual wants to see itself.
Likewise, two social images are explained. The social image describes how the individual
thinks that other people see them and the social self image which describes how individuals
want others to see them. These self images influence the individual and thereby result in
different purchasing behaviors. It is observed that an individual is often taking on different
roles in different situations (Schiffman, Kanuk & Hansen, 2012). Furthermore, scholars state
that an individual is selecting between products which are suiting themselves and their own
picture within the image and personality of themselves (Sirgy, 1992; Claiborne & Sirgy,
1990). It can be said that people choose products which are helping them to define the
person they want to be. Likewise, research shows that brands towards which an individual
has a particular connection are seen as brands which are representing themselves and their
believes (Fournier, 1998; Dodson, 1996).

Furthermore the price is defined as being an important factor. In the context of
consumer perception it is most likely the perceived price which is of importance. The price is
named as being influential on the intention one has to purchase a product or service and on
the satisfaction of this purchase. The term price is often connected to a reference price,
whereas the consumer is using a price as a basis in order to compare or judge (Bolton,
Warlop & Alba, 2003). Also, some literature is dividing the price into two types. The
acquisition utility and the transaction utility. The acquisition utility is describing the economic
gain or loss one perceives when purchasing. Similarly, the transaction utility is referring to
the pleasure or displeasure one experiences with financial aspect when it comes to
purchase a product or service (Grewal et al., 1998). To further explain this term, it can be
connected to the prospect theory which is sometimes also called the s-shape theory. The
overall assumption is that an individual is evaluating its purchases as either a gain or a loss.
There are two different ways in evaluating the purchase. Either it is by the subjective value
of gains or losses, in which the first purchase of a certain product developed a happiness,
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whereas the second purchase is not maintaining the same level of happiness, it is a little bit
less. The second part of the theory outlines how consumers deal with losses. These are
more tremendous for a person than the gain. An example here is that a consumer is happier
about a discount than about a price which is the same but not shown with a discount (Eades
et al., 2010).

Subjective Value

©

Subjective
value of
xmore §

Subjective
value of
gaining x $

Losses Gains

-Xx$

Reference

Subjective ;
point

value of
losing x $

®
Figure 6: Prospect Theory (Eades et al., 2010, p.225)

Just as with the price, researchers distinguish quality from a consumers perspective
as perceived quality. The individual is most likely judging the product or service on an
association they have towards this product or service. These are based on information cues
which is either intrinsic or extrinsic. Intrinsic cues are physical characteristics, just as size,
color or taste. This is also the preferred option of an individual because this makes them feel
like they do their decision on a rational basis. The more likely, however, is the extrinsic way,
because the differentiation of what is behind the product is judgmental and can not be
proven by the individual, e.g. country of origin. If, for example, a label says a product is
made in Germany, consumers presume that the product must be of good quality (Schiffman,
Kanuk & Hansen, 2012).

Another influencing factor is the level of involvement. Here the difference is, if the
consumer has a high or low involvement towards a product. This means that the personal
relevance toward a product is distinguished by the level of involvement. Within this, a high-
involvement product is a product which is important to the consumer. On the other hand low
involvement products are the ones, where the importance of the product or service and the
information need is not very high as well as the risk that comes with the product, as for
example a chocolate bar compared to a car. Other than categorizing the products, the
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consumer can also be categorized. Here, a consumer who is highly involved, is accepting
fewer brands, because they are narrow categorizers. On the other hand, the uninvolved
consumer, also called brand categorizer is more likely to receive a wider spectrum of e.g.
advertisement in regards to their purchase and also have a higher consideration of those
(Schiffman, Kanuk & Hansen, 2012).

Another influential factor is the attitude which can be formed from having no attitude
towards having an attitude. This shift is a result of a learning process which is influenced by
factors as family, friends or media by experiencing a product or service and then evaluating
it (Bagozzi, Baumgartner & Y1,1991; Schiffman, Kanuk & Hansen, 2012). Additionally, the
personality of an individual has a crucial role in the attitude forming process. This is due to
the fact that individuals are reacting differently towards input that is given by the
environment. Most of this is also applying on the attitude change which is further explained
later (Schiffman, Kanuk & Hansen, 2012).

Additionally the culture is considered as being an influential factor. It is defined in
many different ways and is influenced by the society and different influencing factors just as
religion, laws, language etc. In the connection to consumer behavior culture is a way to suit
into the society one is living in while having beliefs which are learned as well as having
values (Schiffman, Kanuk & Hansen, 2012). Whereas the social norm describes the acting
instruction towards a certain social behavior which is differentiating as the culture depending
on society. They are always in connection to the social change and the behavior (Ajzen,
1991).

Values are defined as beliefs which are evaluated by an individual in order to define
the criteria needed to judge. Here the needs are transformed into values out of cognitive
representations (Rokeach, 1973). Those values are in charge of the direction an individual is
aiming for as well as to regulate one's manner. However, according to Rokeach (1973), it
seems like the amount of values an individual has are not too many. Individuals are sharing
the same values, but to a different degree. An individual's values can be connected to
culture and the society one is interacting in.

Furthermore shop images, are shown to be influencing the perception of the quality.
These are influences, from the design to the price category of the store. E.g. a consumer
who wants to purchase a dress and who is going to a shop which is perceived luxury or
higher situated as a fast fashion chain, one thinks that the quality of the product is also
higher and the other way around. On the other hand if a consumer is perceiving one brand
as a lower priced/quality brand and this shop is carrying higher priced segments, this store
will most likely be perceiving an improvement of that shop image (Schiffman, Kanuk &
Hansen, 2012).

It is a fact that a lot of the people feel the need to be unique. A lot of times
uniqueness is judged by other people and studies which show that more people would love
to act more unique than others but are afraid to do so, because of potential judgment
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(Nowlis & Simonson, 2000). This is why individuals are trying to be the same as others
because this is not causing an dispute and therefore is emotionally more satisfying for the
individual than other things (Workman & Kidd, 2000). The theory of uniqueness by Snyder &
Fromkin (1980) is also stating that there is a difference in the need of uniqueness and that
the reactions of an individual is also depending on this need. When it comes to fashion it is
most likely about reflecting oneself as unique. However, the individuals can be divided in
different fashion consumer groups as mentioned above: fashion opinion leader, fashion
innovators, innovative communicators and the fashion followers. Their need of uniqueness
may vary due to their different level of involvement (Snyder & Fromkin, 1980).

Trust is another factor which is having an influence on consumers decision making
process. Statements that can have different meanings as well as statements that are
contradictory are often made by fashion companies. This confuses the consumer especially
about the environmental impacts of the purchase which is leading to a distrust of the
consumers (Young et al.,, 2010). If trust is not given or absent potential consumers are
prevented from purchasing sustainable or pro-environmental products (Blake, 1999; Joy et
al., 2012; Niinimaki, 2010). When it comes to logos and labelling, the terms “organic” and/or
“pbetter cotton” are used repeatedly. Consumers are often not educated enough about what
these words mean. Furthermore, the absence of standard due to the lack of transparency
regarding information can also lead to uncertainty and a lack of trust within this field (Vermeir
& Verbeke, 2006). This is leading to the fact that only a few consumers totally trust the
labelling as well as the product information (Hobson, 2004).

Other than trust, knowledge and availability of information are also factors which
according to some authors are of importance and influential. An increased knowledge of
sustainability problems of the fashion industry can in turn lead to a changed behavior. This
does not necessarily mean that a positive outcome is contributed. Moreover, it is stated that
consumers face difficulties in understanding due to a lack of communication from retailers
(Muthu, 2016).

3.1.3.5 Intention Behavior Gap

Even though consumers express concerns for environmental or social issues, the
actual behavior, the willingness to act accordingly, often does not match the raised issue,
leading to an inconsistency between expressed concerns and actual behavior (Belz &
Peattie, 2011).

In 1975 Ajzen and Fishbein introduced the theory of reasoned action which focuses
on the relationship between behavior and intentions (Ajzen & Fishbein, 1975). The general
belief of Ajzen and Fishbein’s theory is that if there are positive intentions, these lead to an
according behavior. Social norms that affect the person in charge of making a decision have
a significant effect on and how a resulting action is undertaken. However, due to certain
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limitations this theory got further extended and improved by Ajzen (1991) with the theory of
planned behavior which eradicated some of these limitations of the theory of reasoned
actions. The theory of planned behavior adds predictability of a certain behavior to this
general belief (Ajzen, 1991; Orbell, 1996). Therefore attributes which have an impact on the
intention are the attitude towards the behavior, subjective norms as well as perceived
behavioral control. The attitude towards certain behavior, which is an evaluation of the
behavior, no matter if it is positive or negative, directly influences a person's intention on
pursuing the behavior. The next attribute, the subjective norm, is the individual's perception
of certain behaviors which is, in turn, influenced by people in that person's surroundings,
such as family and friends. The last attribute is the perceived behavior control which
influences not only the intention but also indirectly affects the behavior. It defines the degree
to which it is difficult to perform a certain behavior. If a person has favorable attitudes and
norms towards a certain behavior, thus positively influencing the behavioral intention, but
lacks control or resources over actually performing the behavior, the actual behavior will be
low and even not undertaken (Ajzen, 1991; Ajzen, Madden & Ellen, 1992).

Several other authors engaged themselves into the aforementioned theories.
Perugini and Bagozzi (2001) expanded the theory of planned behavior while introducing two
other attributes which are having an influence on the intentions: desire and emotions. In the
proposed model anticipated emotions (positive and negative) are added to include more
emotionally driven decision making which extends the model based on a person’s emotional
goals when acting in a certain behavior. Furthermore desire is introduced as a mediator
between the influencing factors (attitude, emotions, subjective norms and perceived
behavioral control) (Perugini & Bagozzi, 2001).

Another pioneer when it comes to this topic is Sheeran. This author has conducted
several meta-analysis towards this topic in which he states that there is a strong correlation
between intentions and behavior (Sheeran, 2002). However, this does not necessarily mean
that in every situation one's intentions lead to an according behavior (Sheeran & Webb,
2016). Sheeran also explains, that an intention behavior gap can be caused if certain
intentions are not followed by a behavior or the other way around, where a certain behavior
is done without an intention behind it (Sheeran, 2002). However, it can be said that the
individual is performing a behavior out of a habit or because a certain situation caused a
trigger. It is researched that while reaching long term goals it is necessary to develop
intentions (Barth, 2006; Sheeran & Webb, 2016). The reason for this is that every intention
has a link to a specific goal. This is also why the goal dimension is a factor which is
important because it is building up the base for intentions, if the goal formulation is very
specific (Sheeran & Webb, 2016).

As Belz & Peattie (2011) describe, the intention behavior gap can occur even for
consumers that otherwise act according to their sustainability attitudes and concerns.
Sometimes these consumers make small exceptions for certain behaviors, such as flying,
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and “effectively negate the sustainability benefits of their other behaviours” (Belz & Peattie,
2011, p. 78). These type of consumers are called Exceptors.

3.2 Article Review

Following the theoretical background of this master thesis an article review is added.
First an overview of the identified articles is given which shows some additional information
about the origin of the reviewed articles. Furthermore, various definitions that are used by
the authors of central phrases such as “sustainability”, “fast fashion” and “slow fashion” are
presented. Lastly, the findings and a conclusion of central research aspects of the reviewed
articles are explained in further detail.

In all of the 41 articles reviewed a total of 84 different authors are involved. Several of
these authors are engaged in multiple studies, most notably Niinimaki with an involvement in
three articles, of which only one article lists additional authors.

The reviewed articles originate from twelve different countries, which show some kind
of diversity in the overall sample of studies. However, all of the studies originate from either
Asia, North America, Australia or Western Europe. The most prominently represented
country of origin is the USA with 18 articles, followed by South Korea with six articles and
Hong Kong with four articles. Further countries from which multiple studies originate are the
UK (3), Finnland (3), however, it has to be mentioned that Niinimaki is involved in all of these
articles), Australia (3), Spain (2), Monaco (2) and Italy (2). A number of countries only
account for a single article reviewed: Greece, Germany and Canada.

The methods used for data collection include all the main methods available to
researchers. Some of the studies have used more than one single technique and conducted
various experiments with different data collection methods. The most preferred practice
however is a survey, including online and pen and paper questionnaires, with a use of 27
times. This method seems to be, based on the conducted review, the most effective way of
gathering a large number of participants. Furthermore, seven studies conducted in-depth
personal interviews with participants and six studies use focus groups to collect data. Three
of the reviewed articles are literature reviews itself. Additionally, two studies use secondary
data, both of which use entries in online forums, for the analysis. None of the reviewed
studies use existing brands but rather focussed on sustainable fashion in general. Only few
researched a more specific field of goods such as luxury fashion, denim jeans or specific
materials such as artificial leather, and sportswear.

Most studies, when approaching participants for data collection, focus on a
randomized sample of consumers. Eight studies chose a more direct and targeted path and
approached shoppers directly in shopping malls or eco (fashion) stores, whereas six studies
solely chose a sample of students. Three studies gathered data through interviews with
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experts from the fashion industry which come from various parts of the supply chain — from
reseller, to designers and factory owners.

Generally, most studies show a slight focus on female consumers, arguing that
females are more invested in fashion purchases, especially green fashion. Hence, these
circumstances indicate that a slight bias of the results is present. Findings therefore might
not represent the population as a whole.

3.2.1 Definitions of Concepts

A major problem of this review is the inconsistency of definitions of sustainability.
Depending on the researcher the definitions differ widely. Furthermore, some articles do not
even define the term sustainability at all. Often, depending on the goal of the study, other
relatable terms, such as fast or slow fashion are used and explored, without necessarily
defining sustainability. Furthermore, some terms are used interchangeably without further
distinguishing the differences. Most studies use broad descriptions and keep definitions
open to imagination, only mentioning social and environmental factors as problematic areas
— a full definition is often up to the participants.

Hence, in this study a small overview of some definitions of sustainability (especially
sustainable fashion), as well as fast fashion (the main driver for a more eco-conscious
approach to fashion and therefore a main problem discussed in most studies) and green
fashion, used by a number of the reviewed authors, is given:
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Definitions of sustainability:

Author

Definition

Main problem
areas

Definition based on

Shen et al. (2012)

Kang, Liu & Kim
(2013), p.443;
Kang & Kim (2013),
p.267

Maniatis (2016), p.1

Harris, Roby & Dibb
(2016), p.1

Hill & Lee (2012), p.
477

sustainable consciousness should go with both environmental
and social sides.

“the term environmentally sustainable textiles and apparel
(ESTA) refers to items produced and consumed through
processes in which resources are not depleted or
permanently damaged.”

“The processes for producing ESAPs rely on sustainable raw
materials, reduce the use of and emissions from chemicals
and fossil fuels, and limit waste and water usage”

“sustainable manufacturing and supply chain management,
which involves environment friendly, planet friendly, and
people friendly standards, technologies and practices
(Palevich, 2012). The concept of green is extended to almost
every process step of procuring raw materials, producing,
storing, packaging, shipping, and distribution”

“Sustainable clothing has been described as ‘clothing which
incorporates one or more aspects of social and environmental
sustainability, such as Fair Trade manufacturing or fabric
containing organically-grown raw material™”

“social, environmental, and economic concerns with the goal
of preservation”

Environment,
working conditions

Waste, water use,
chemical use and
fossil fuels

Environment,
people (working
conditions); raw
materials, every
step of the supply
chain

Social and
environmental
impact,
manufacturing
conditions, raw
material

Very broad,
definition:
social,
environmental
and economic

Table 4: Definitions of Sustainability (author’s creation)

Definitions of fast fashion:

Author

Definition

Main problem
areas

United Nations
Agenda 21 in 2002
(United Nations
1992)

Walter (2009)

Palevich (2011)

Goworek et al.
(2012)

World Commission
on Environment and
Development
(WCED) (1987)

Definition based on

Clark (2008), p.428

Kim, Choo, & Yoon
(2013), p.244

“Technology has facilitated “just in time” manufacturing and
has enabled faster retail turnover. Styles, and more-over
clothes themselves are being produced with shorter lifespans
than ever before. Cheap fabrics, low salaries, and worker
exploitation continue to be both the products and also the
casualties of the fashion industry.”

“fast fashion products are generally only durable

enough to last one or two seasons;

the short lives of these products means that they end up as
waste, which is harmful to the environment.”

Low quality,
working conditions

Low quality,
durability, creation
of waste

Clark (2008)

Kim, Choo & Yoon N.
(2013)
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Zarley Watson & Yan | “Fast fashion is most commonly referenced as a business Quick adoption of | Levy & Weitz A.

(2013), p.141 strategy that creates an efficient supply chain in order to consumer (2012)
produce fashionable merchandise rapidly while quickly demands
responding to consumer demand”
Table 5: Definitions of Fast Fashion (author’s creation)
Definitions of green fashion:

Author Definition Main criteria Definition based on
Niinimaki (2009), p. “Eco-design includes product life-cycle thinking. In designing production, Charter & Tischner,
125 for the environment the designer must consider not only logistics, use, (2008)

aesthetical, trend and fashion issues, but also the production maintenance,

process, logistics, the use and maintenance of textile items recycling, disposal

and finally the recycling or disposal of the product.”
Joergens (2006), p. “Ethical fashion is not only hard to define, as there is no one Working Mirza (2004)
361 industry standard. Moreover, it often has common conditions, use of

characteristics with other movements such as fair trade and organic material,

ecology or green fashion. [...] minimal impact on

The principle is to source garments ethically while providing environment

good working standards and conditions to workers and to

provide a sustainable business model in the clothes’ country

of origin. Furthermore, organic material is used to minimally

impact the environment”
Lee et al. (2012), p.70 | “a green product as a product devised to minimize Environmental Albino, Balice &

environmental damage throughout its lifecycle.” impact Dangelico (2009)
Kim & Hall (2015), p. Fashion brands can be considered “green” based on the production, Dickson et al. (2009)
32 intrinsic characteristics of the apparel product, the process by | environmental

which the product is made, and/or their environmental impact

contributory business practices

Table 6: Definitions of Green Fashion (author’s creation)

3.2.2 Findings of the Reviewed Studies

Harris, Roby and Dibb (2016) examine some of the challenges that consumers face,
preventing them from buying sustainable clothing which need to be addressed by influential
factors. As a result the authors state that consumers likely downplay their own consumption
behavior, perceiving their own behavior not as harmful as it might be. Second, purchasing
behavior is highly influenced by personal considerations as well as economic factors. This
implies that consumers are more likely to evaluate the benefit of a product based on the
effect it has on the personal life of a consumer rather than the effect it has on a larger scale,
such as the environment. Furthermore, since behavior is driven by economic factors rather
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than ecological, the price of a clothing product is still regarded as more relevant while
purchasing.

Phau and Ong (2007) focus their study mostly on how consumers react to
promotional messages and advertising environmental claims. More specifically, the study
intends to find the factors that affect consumers attitudes towards these messages the most.
Findings suggest that a consumer's attitude is a good predictor of a purchasing decision,
hence, a positive attitude increases the probability of a purchase. Furthermore, if a brand is
considered green, consumers are more likely to trust promotional messages advertising
environmental claims.

In addition to these findings Yan, Hyllegard and Blaesi (2012) find that more explicit
and direct messages in advertisements have a better effect on the attitude that consumers
form towards a brand, since these more explicit messages shape a better understanding of
the problem and resulting solution a brand offers. Implicit messages, such as including
generic words like "eco" into a brand however, do not increase attitude since consumers
seem to be more skeptical towards the use of such words.

In addition to these findings Lee et al. (2012) find out that promotional messages
from brands have a positive influence on the consumers green behavior, suggesting that a
company with green retailing activities can directly influence a consumer’s green behavior
and guide the consumer towards a more sustainable behavior (Lee, 2012; Kim & Hall,
2015). However, Peirson-Smith and Evans (2017) additionally note that consumers are
largely confused with the variety of words that are interchangeably used by companies in
advertising.

Chan and Wong (2012) suggest that fashion companies shall not only focus on
producing a environmentally friendly product but also need to increase store-related
attributes, such as the consumers service, store design, ethical practices and convenience
influence since these have a higher impact on the buying decision in store than only product
features.

Even though acknowledging the increasing efforts and sustainable behavior Harris,
Roby & Dibb (2016) argue that it is not enough to target consumers at a personal level but a
change needs to happen in larger areas such as the social and cultural context of
consumers lives. Hence, especially policymakers are needed in order to reach a widespread
change.

Two studies investigated why consumers tend to prefer slow fashion over fast
fashion and which factors make them avoid fast fashion retailers. The reasons mostly
include the perceived lack of quality and performance of fast fashion products. Slow fashion
is rather seen as an investment in a durable, long-lasting wardrobe (Kim, Choo & Yoon,
2013; Zarley Watson & Yan, 2013).

Shen et al. (2012) choose to examine the relationship of ethical fashion and the
resulting consumer purchase behavior, with a special focus on the beliefs and knowledge of
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ethical fashion. Their findings show that a consumers belief of the environmental
sustainability of a given company influences the support of the concerned company.
However, it is noted that education is an important indicator of a consumers perception of
the modern throwaway culture and awareness of ethical issues. It is therefore recommended
to educate consumers and be increasingly transparent.

Lundblad and Davies (2016) focus on the values and motivation that drive a
consumer when purchasing ecological fashion. Most importantly a consumer’s intention to
buy sustainable clothing is to reduce waste and support the environment. However, various
other factors are considered important while buying eco fashion, such as comfort,
individuality and design. Further, quality, durability and wearability, since products are not
manufactured to follow a certain trend and use rather timeless cuts and designs, are
perceived better than fast fashion competitors.

Kang, Liu and Kim (2013) focus their study on the attitudes and perceptions as well
as intentions towards environmental sustainable clothing. Several key findings came up
during the course of this study: increased knowledge of ecological issues helps overcome
social norms regarding sustainable textiles. If consumers feel as if their behavior has a
positive influence on the environment the attitude towards sustainable consumption
increases. These results show that increasing knowledge and the perceived impact
encourages more sustainable behavior. These findings have been confirmed by various
other scholars. Awareness of the ecological impact of fashion is growing and consumers are
increasingly behaving in an ethical manner (Pookulangara & Shephard, 2013). Similarly,
Park, Oh and Na (2013) argue that increasing environmental consciousness predominantly
influences the attitude consumers form towards environmentally-friendly products, a finding
that is also shared by other scholars such as Maniatis (2016) and Kozar and Hiller Connell
(2013).

In addition to this the study conducted by Hill and Lee (2012) suggests that
consumers have a general understanding that steps towards sustainability need to be taken
but lack clear knowledge of the principle of sustainability. The scholars therefore suggest
that education via marketing campaigns might increase the understanding of the problem. A
concept that was already encouraged by Kim and Damhorst (1998) in the 90’s. The scholars
argue that education of environmental benefits is a key aspect, since environmental benefits
potentially motivate consumers to choose green alternatives over high-street fashion. An
increased knowledge and therefore concern about issues in relation to the fashion industry,
as well as perceived effectiveness of undertaken measures are related to increasing support
for sustainable companies and products (Dickson, 2000).

In contrast to the findings regarding knowledge stand the findings of Joergens
(2006). In this study it is found that consumers, despite having knowledge about the working
conditions in factories, do not try to behave more sustainable since consumers feel they do
not have a choice when it comes to choose fashion products. Also, it is found that
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participants feel they are not in a position where western norms can be applied to the culture
of developing, mostly Asian countries. Issues that directly affect the person itself, such as
chemicals in clothing, are regarded as more important. This behavior shows a very self-
centered worldview which neglects people in other parts of the world that are part of the
supply-chain and confirm some aspects of individualistic societies which are discussed
before.

In the context of consumer knowledge Cervellon and Wernerfelt (2012) investigate
how the focus of discussions of green fashion has shifted over time. Coming from a concern
for only "green" issues, such as energy consumption, waste, pollution and animal cruelty,
shifting towards a more broad sense of the topic of fashion, such as design, fabrics and
consumption issues. These concerns imply that ecological fashion companies should shift
their focus from being sustainable to primarily being a fashion company. The shift in
perception shows that "consumers are interested in understanding how fashion can be more
sustainable rather than how sustainable clothing can be more fashion" (Cervellon &
Wernerfelt, 2012, p.188).

Similarly, Kang and Kim (2013) investigated the risks consumers face when
considering sustainable fashion purchases. The researchers show that mostly financial risks,
due to the higher price of green fashion at the point of purchase as well as for maintenance
while using, and a psychological risk, concerning the self-image, shaped the attitude towards
purchasing such products the most. Especially the financial risk is hamed a major factor
while purchasing sustainable clothing, hence, higher prices make consumers more reluctant
about potentially buying organic apparel (Pookulangara & Shephard, 2013; Han & Chung,
2014). Additionally, the performance risk, i.e. a products function or potential lack thereof,
has a negative impact on purchasing behavior (Han & Chung, 2014).

Valor (2007) argues that, regarding sustainable clothing, not every issue relates to
the problems are regarded as equally important to consumers.

Austgulen (2015) studies consumers from five different countries, Germany, England,
France, Norway and Sweden. Findings suggest that about one thirds of participants consider
themselves as politically conscious consumers regarding textiles. However, there are
significant differences within the countries. Norway and England report the lowest
involvement in political consumption. It is found that sustainable behavior correlates with a
person's own perception of responsibility and availability. Hence, these findings suggest that
"economic conditions, political institutions, civic traditions, consumers’ assessment of
responsibility, and specific aspects of a political consumer infrastructure are important
factors influencing political consumption” (Austgulen, 2015, p.457). However, other findings
oppose these of similar studies: Austgulen (2015) mentions that education is not found to be
a significant factor affecting consumerism.

D’Souza et al. (2015) approach their study differently and focus solely on male
purchase intentions. It is found that factors such as product quality are not of increased
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importance for the test subjects. However, results show that men are conscious about
environmental concerns and accept higher prices for eco-friendly products, whereas the
image of a brand does not affect purchasing behavior.

Jegethesan, Sneddon and Soutar (2012) are some of the few researchers that not
only investigate the purchase intention of green fashion but also look at factors that are of
influence during the actual process of buying, in this case for denim jeans. The study shows
that ethical attributes as well as the country of origin is ranked last during considerations.
First and foremost style is important to participants, followed by price and brand. These
findings have some suggestions for ethical brands and indicate that marketing shall not
solely focus on ethical attributes but also need to consider style as well as the price when
advertising.

Hiller Connell (2011) goes into further detail about the process of buying and which
considerations participants do while purchasing, understanding the behavior as a whole and
not only certain aspects. First it is found that eco conscious consumers tend to set personal
limits of quantities that are going to be bought, secondly, purchased products are required to
offer certain ecological aspects that are of importance for the consumers, often the used
materials are of interest. Lastly, the source of a product is regarded as important. Second
hand stores, locally owned shops and conscious companies are preferred.

Gam (2011) explores various factors which directly influence purchase intention.
First, being well-dressed seems to be the most important concern regarding ecological
friendly fashion. Furthermore, environmental concerns need to be considered by the
consumer too in order to increase a positive attitude towards environmentally friendly
clothing. Consumers that show higher interests in being well-dressed seem to show a higher
intention of buying eco-fashion. Buying green fashion is therefore a mix of the need for self-
expression and environmental concerns. However, the study notes that, although these
factors show importance while buying eco-fashion, price still plays a crucial role during the
buying process. If a product is considered as too expensive, no matter if other factors seem
to encourage purchasing behavior, it is not bought. In a similar manner Laroche, Bergeron
and Barbaro-Forleo (2001) note that consumers who are willing to pay a premium price for
sustainable fashion do not perceive environmental conscious behavior to be inconvenient
and believe it is important to behave sustainable, whereas respondents unwilling to pay a
premium price are found to perceive it differently. These results show, as mentioned before,
that ecological behavior — the willingness as well as the ability — are often strongly influenced
by the financial conditions a consumer is facing.

Nam, Dong and Lee (2017) confirm elements discussed in the theory of planned
behavior which have significant influence on the attitude and, consequently, on buying
behavior towards green sportswear, which are defined as expectation, perception and
subjective norm. Furthermore, findings show that significant differences between green
product users and non-green product users are shown. Whereas non-green product users
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are mostly concerned with the high prices of ecological friendly products, green product
users seem to care more about available information about a product, hence, a lack thereof
is the main reason for green users not to purchase a product.

Niinimaki, in both studies (2009; 2010), argues that consumers ethical commitment
and values are the main drivers for sustainable behavior, which is also affirmed by Kim and
Hall (2015). Niinimaki notes that, regardless of values and commitment, quality and
aesthetics are highly influential in purchasing decisions, since clothes are means of self-
expression. He also notes that, due to low prices, consumers are still largely drawn to
cheaper, fashionable products and behave unsustainable which is in contrast with their
beliefs (Niinimaki, 2009; Niinimaki, 2010).

Rahman and Gong (2016) and Clark (2008) show that consumers are increasingly
interested in being involved in the process of producing textile products. Designers are
urged to consider creating products that actually fit consumer needs and create affordable
eco-clothing. Additionally, the process of involving consumers increases the willingness to
pay higher prices (Rahman & Gong, 2016). Furthermore, Clark (2008) identifies working
conditions to be a factor that significantly increased in consumers considerations.

Lastly, Armstrong, Niinimaki, Kujala, Karell and Lang (2015), while exploring the
possibilities of alternative distribution methods such as rental, mention several concerns
consumers have with such systems. Most often the potential recurring price of such systems
is named, alongside hygiene and product abuse, thus, such systems seem to be challenging
to adopt in the fashion industry. These results show that, in the overall supply chain, the
distribution of clothing (excluding second hand shops) with new methods to the consumer
seems to be the most challenging to change and focus shall therefore be on the production
and material aspects of the process.

In summary, many researchers, although some exceptions occurred, found that two
main factors play a crucial role in the process of purchasing sustainable fashion and
influence behavior the most: knowledge (Kim & Damhorst, 1998; Dickson, 2000; Cervellon
& Wernerfelt, 2012; Shen et al., 2012; Kang, Liu & Kim, 2013; Kozar & Hiller Connell, 2013;
Park, Oh & Na, 2013; Pookulangara & Shephard, 2013; Maniatis, 2016) price (Laroche,
Bergeron & Barbaro-Forleo, 2001; Niinimaki, 2009; Niinimaki, 2010; Gam, 2011;
Jegethesan, Sneddon & Soutar, 2012; Kang & Kim, 2013; Pookulangara & Shephard, 2013;
Han & Chung, 2014; Armstrong, Niinimaki, Kujala, Karell & Lang, 2015; Austgulen, 2015:
Harris, Roby & Dibb, 2016; Nam, Dong & Lee, 2017) and, although to a lesser degree, self-
image and self-expression (Niinimaki, 2009; Niinimaki, 2010; Gam, 2011; Kang & Kim,
2013; Manchiraju & Sadachar, 2014).
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4 Conceptual Framework

The following chapter describes the creation of the conceptual framework which is
used in order to test the research questions. The framework is mostly based on the literature
review which is presented in the chapter before, as well as the identified parts of the
decision making process. During the process of reviewing articles, a vast number of
frameworks have been reviewed as well. It is evident that no single framework fits the
research question and goal of this project perfectly. Thus, it is decided not to use an existing
framework in order to conduct a similar study with a different sample but rather to create a
new framework which is loosely based on elements of various different frameworks.

The whole concept is constructed to test factors influencing Danish and German
students as well as the differences between the two nationalities as seen in figure 7 below.
Then the elements of the decision making process which are of importance during this
project are illustrated. First, the need recognition stage is shown, followed by the pre-
purchase search and evaluation of alternatives phase. The search and evaluation phase are
represented by the factors knowledge, price and self-image which play an important role
during these steps, hence the encircling of said factors. Lastly, the purchase decision is
shown as the last step of the process, right before a purchase.

The conceptual frameworks assumes that there is an interaction with the factors and
the need recognition, as well as an interaction within the factors itself. Since the factors are
of importance during the decision making process it is assumed that these directly influence
the purchase intention when it comes to sustainable fashion. Other than that, even though,
they are not found to be the main influential factors, the researchers aim to identify other
stimuli which might not have been discovered to be as influential as the aforementioned
ones by the literature review.

Therefore, this framework is used as a basis for the following research and helps to
answer the research question.
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Figure 7: Conceptual Framework (author’s creation)

Following this up various hypotheses that correspond with the elements of the
framework are formulated and answered during the data analysis process. After assessing
the correctness of each hypothesis the fit of the overall framework is defined. The
hypotheses are the following:

Hypothesis 1: Depending on the need recognition, the level of knowledge, price and
self-image differs.
a) The need recognition has an impact on the level of knowledge.
b) The need recognition has an impact on the level of price.

c) The need recognition has an impact on the level of self-image.

The first hypothesis means to evaluate whether knowledge of sustainability issues as
well as self-image factors and the price are influenced by the reasons people recognize their
need to purchase new fashion products. It is assumed that knowledge, self-image and price
are factors which are leading people to be more involved in recognizing that they are having
a need to purchase. As stated above, need recognition is when the consumers realize that
they have a “problem” (Schiffman, Kanuk & Hansen, 2012; Eades et al., 2010; Solomon et
al., 2010). This need recognition is then directly tied to factors as knowledge, price and self-
image, which show different levels of involvement due to the recognition of need. Taking the
price as an example, the financial risk is a major factor which is named, when purchasing
sustainable clothes. It is said, that a higher price makes the consumer more reluctant to
purchase organic apparel (Pookulangara & Shephard, 2013; Han & Chung, 2014).
Therefore, this could mean that depending on the need recognition this price level is still a
sensitive factor. The self-image on the other hand is representing how oneself wants to see

itself and chooses products depending on this (Markus & Nurius, 1986; Sirgy, 1992;
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Claiborne & Sirgy, 1990). Various need recognitions can therefore influence the different
levels of self-image. In addition to that, knowledge is leading to a higher and better attitude
towards sustainable fashion (Kang, Liu and Kim, 2013; Park, Oh and Na, 2013;
Pookulangara & Shephard, 2013). If the attitude differs then different need recognition
factors are of importance. Hence, the chosen factors of recognition are reluctant with the

level of knowledge.

Hypothesis 2: The relationship between the named influential factors:
a) There is a positive correlation between the factors price and knowledge.
b) There is a positive correlation between the factors price and self-image.

c) There is a positive correlation between the factors knowledge and self-image.

Furthermore, the second hypothesis and its sub-hypotheses aim to understand the
relationships and influences the various identified factors have on each other. As Kang and
Kim (2013) e.g. state it is, that a higher price has also an influence on the self-image
shaping. Bergeron & Barbaro-Forleo (2001) stated that a consumers belief whether it is
important to purchase sustainably might be connected to the knowledge one has. Since the
literature is stating that there are correlations between the just named factors, it is on hand

to also investigate if there is a correlation between knowledge and self-image.

Hypothesis 3: The relationship between influential factors and purchase intention:
a) The level of knowledge directly influences the outcome of the purchase
intention.

b) The level of price factors directly influences the outcome of the purchase
intention.

c) The level of self-image factors directly influences the outcome of the
purchase intention.

d) Further external stimuli affect the purchase intention and, in the context of
sustainable clothing, product features of comfort/qualities are of more importance
than looks/visual characteristics.

Lastly, the third hypothesis and its sub-hypotheses intend to analyze the influence
these identified factors have on the purchase intention of participants. As Gam (2011)
revealed is that being well dressed is a very important factor when it comes to sustainable
fashion and therefore self-image is important as an influential factor when it comes to the
purchase intention (Kang & Kim, 2013; Manchiraju & Sadachar, 2014). Likewise, if a product

is too expensive the product is not bought even if the intention is there. Thus, a person's
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willingness to pay higher prices for sustainable clothing has a crucial effect on the actual
intention to purchase such products (Laroche, Bergeron & Barbaro-Forleo, 2001; Nam,
Dong & Lee, 2017). Shen et al (2013) on the other hand have found that the higher one’s
education and knowledge about sustainability is, the more likely one is to purchase
sustainable clothes (Kozar & Hiller Connell, 2013; Pookulangara & Shephard, 2013). As
seen in the literature review before, a number of influencing factors on the purchase
intention of sustainable clothing are presented and gathered through the analysis of various
authors. These three factors emerged as the most important and influential ones and thus
are the main focus of this study and hypotheses. Other than that the literature revealed
several other influential factors, which can also have a high influence on the purchase
intention (Niinimaki, 2009; Lundblad & Davies, 2016).
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5 Analysis

This chapter serves as an analysis chapter of the conducted data. First of all the data
is described within the descriptive statistic, followed by the analysis of the above raised
hypotheses.

5.1 Descriptive Statistics

The descriptive statistic describes the overall findings of the data set. A short
overview about the participants demographics is presented.

Descriptives

German Danish

Percent Percent
of Cases | of Cases

Gender Female 73.0% 55.7%
Male 26.1% 43.3%
Prefer not to say 0.9% 1.0%
Age Below 25 74.8% 74.2%
Above 25 25.2% 25.8%

(N = 111 German; 97 Danish)

Table 7: Description of the Participants (author’s creation based on SPSS)

First of all, to specify the participants from Germany and Denmark, it is to say, that in
total 111 German students responded to the survey, whereas in Denmark 97 students
participated. So, there is only a small differences within these groups. The apportionment
between the gender in Denmark is relatively well-balanced. In total 54 (55,7%) of the
participants are females and 42 (43,3%) are males. One person (1%) prefers to not state its
gender. Within the German students the division is imbalanced. Out of the German students
81 (73 %) are females, whereas only 29 (26,1%) of the participants are males. Also one
person (0,9%) does not prefer to state its gender within the Germans as well (table 7).

There is also a small difference within the age which is not very severe. It can be
seen that roughly three quarters of participants in each sample group are below or 25 years
old. This has no major impact on the findings since it is relatively balanced.
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5.2 Variables

As mentioned in the methodology part of this chapter, reliability is about the
consistency of the asked questions. The mostly known test for measuring this is the
cronbach’s alpha which is explained in the Methodology section, chapter two.

Reliability Statistics by category

Cronbach's | N of Items
Alpha
Purchase Intention 0.783 4
Knowledge 0.851 8
Price 0.752 4
Self-lmage 0.857 6

Table 8: Reliability (author’s creation based on SPSS)

Within the relevant answers of the survey an alpha of 0.935 is calculated, showing
that the overall reliability of the survey is given. A table with the value of cronbach’s alpha for
each individual question can be found in the appendix (appendix 17, p.120).

The questions of the survey are chosen to represent a similar set of topics and
common goals and thus are grouped together. Additionally the cronbach's alpha test
confirms the reliability within the groups, as seen in table 8. It is therefore decided to create
new variables based on this categorization. The newly created variables purchase intention,
knowledge, price and self-image are defined by calculating the common mean out of all the
results of questions categorized into each group. Thus, the combined mean of each
categories questions is used for further calculations.

What needs to be taken into consideration while looking at the following chart is that
the researchers are differentiating between low and high involvement. Within the groups,
participants are considered to show low involvement if the mean within a category is 2.5 or
below. Whereas with the answers from 2.5 on, the researchers assume that there is already
an involvement in the topic of the answered question and therefore the high involvement
category includes all the participants which are rated from 2.5 on in the choosing scala.
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Variables

German Danish

Variable N % Mean N % Mean
Purchase Low level 20 18.0% 47 48.5%
intention High level 91 82.0% 50 51.5%

Mean 3.322 2.745
Knowledge  Low level 50 45.0% 58 59.8%

High level 61 55.0% 39 40.2%

Mean 2.693 2419
Price Low level 15 13.5% 25 25.8%

High level 96 86.5% 72 74.2%

Mean 3.590 3.119
Self-image Low level 35 31.5% 54 55.7%

High level 76 68.5% 43 44.3%

Mean 2.947 2.524

Table 9: Distritbution and Mean Calculations of the Variables (author’s creation)

Table 9 provides an overview of the percentage distribution and mean calculation of
the variables: purchase intention, knowledge, price and self-image. The German consumer
show a relatively high level of involvement (82%) when it comes to the purchase intention,
whereas the Danes are more balanced within their answers and are equally be assigned to
either low (48,5%) or high (51,5%) level of involvement.

While looking at the knowledge, the German participants are relatively balanced,
saying that they have a high (55,0%) or low (45,0%) knowledge about sustainable fashion,
whereas the tendency is leaning towards them stating they have knowledge about
sustainability. Comparing this to the Danes, they are more likely stating that they have a low
level of knowledge (59,8%) of sustainable fashion.

Furthermore, comparing the level of price for both sample groups, the two show a
larger group of high level, meaning that a larger portion of the sample is generally more
willing to pay higher prices for sustainable clothing. However, Germans show a slightly larger
group of high level regarding the price variable (86.5%) compared to the Danish sample
(74.2%).

Comparing the level of self-image, which includes the personal assessment of the
participants own sustainable behavior, as well as the extent to which fashion represents a
participants own values, different distributions are observed. Likewise, in this variable the
German sample shows a larger group that is categorized as a high level of self-image
(68.5%), whereas the Danish participants (44,3%) are categorized as indicating a high level
of the self-image variable.
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5.2.1 Need Recognition and External Stimuli

When it comes to the need recognition there are some severe differences between
German respondents and the Danish ones, as seen in table 10. The main differences are
that German consumers (60,4%) are more focused on the fact that old pieces do not look
good anymore, other than the Danish ones (43,3%). Likewise, Germans (73%) are tending
to purchase new products for special or new occasions compared to Danish participants
(51,5%). Some minor but still explainable differences are within the temptation to purchase
new products due to a discount. Danish participants (37,1%) are more influenced by this
than German students (28,7 %). Other than that, the Germans (34,2%) are more tempted to
go shopping because they are in the mood for it, compared to the Danish consumers
(24,7%). Furthermore, German participants (60,4%) are tempted to purchase new fashion
products due to the fact that old pieces do not fit anymore, whereas Danish participants
(39,2%) are not so tempted about this fact.

Need Recognition

German Danish

Responses Percent of | Responses Percent of

N Cases N Cases
Old pieces are worn out 80 72.1% 68 70.1%
There is a discount 33 28.7% 36 37.1%
Old pieces do not look good 67 60.4% 42 43.3%
anymore
I am in the mood for shopping 38 34.2% 24 24.7%
| need'clothes for special/new 81 73.0% 50 51.5%
occasions
I am in the store anyways 13 1.7% 8 8.2%
Old pieces do not fit anymore 67 60.4% 38 39.2%
Others 5 4.5% 5 5.2%
Valid N (listwise) 384 345.9% 271 279.4%

Table 10: How do you recognize you are in the need to buy new fashion products? (author’s creation
based on SPSS)

Other than the factors that are to be tested according to the conceptual framework,
there are also factors that are named within the theory, but are not necessarily tested within
the literature. To see if there are factors that need to be further researched this question is
added to the questionnaire. First of all it can be said that there is a high interest in the
quality, durability, style and price, as seen in table 10. Here, there is a small difference
between the German and Danish consumers within the factor quality. It is evident that

61



German students (86,5%) are having a higher interest in the quality than Danish students
(77,3%). Other than that it is evident that Danish students (12,4%) are more interested in the
brand name, compared to the Germans (3,6%) and that the uniqueness is more important
for German students (13,5%) than for Danish students (6,2%). Likewise, the German
consumers (36,9%) are having a higher interest in trust than the Danish ones (29,9%).

External Stimuli

German Danish

Responses Percent of | Responses Percent of

N Cases N Cases
Quality 96 86.5% 75 77.3%
Durability 67 60.4% 61 62.9%
Available Information 23 20.7% 17 17.5%
Style 68 61.3% 59 60.8%
Brand Name 4 3.6% 12 12.4%
Uniqueness 15 13.5% 6 6.2%
Price 80 72.1% 73 75.3%
Trust in the Brand a1 36.9% 29 29.9%
Personal Values 22 19.8% 15 15.5%
Others 2 1.8% 4 4.1%
Total 418 376.6% 351 361.9%

Table 11: External Stimuli (author’s creation based on SPSS)

5.2.2 Differences Between the two Sample Groups

Since the difference between nationalities is intended to be analyzed as an addition
to the influencing factors the question "what is your nationality" needs to be defined as the
factor or independent variable. Hence, the participants agreement on topics such as
purchase intention, knowledge, price and self-image need to be defined as the dependent
variable.

First it has to be analyzed if the data is distributed normally. A tests of normality is
therefore conducted, the Shapiro-Wilk test which is available in SPSS. A 100% clear result
can not be determined when the answers are grouped. However, if the data is ungrouped it
indicates that a normal distribution might not be given, hence tests like ANOVA or t-tests
technically can not be conducted, since these usually require a normally distributed dataset
(Van Peer, Hakemulder & Zyngier, 2012). However, as mentioned before, the ANOVA test is
proven to be robust against violations of its assumptions. Thus an ANOVA test can still be
conducted and shows reliable results, even if assumptions such as normally distributed data
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are not necessarily given (Salkind, 2010; Schminder et al., 2010; Blanca et al,. 2017).
Likewise, other nonparametric tests are available as an alternative. On the downside, these
tests show less power and results of such more likely result in error (Sarstedt & Mooi, 2014).
Because of that both tests are performed.

Hence, the Mann-Whitney U test, a nonparametric test, is first conducted. After
entering the data into SPSS the following results are shown:

Mann-Whitney U test

Null Hypothesis Sig. Decision Interpretation
The distribution of purchaseintention_mean is 0.000 Difference
the same across categories of "What is your between
nationality?" groups exists
The distribution of knowledge is the same 0.011 Difference
across categories of "What is your between
nationality?" groups exists
The distribution of price is the same across 0.000 Difference
categories of "What is your nationality?" between
groups exists
The distribution of selfimage is the same 0.000 Difference
across categories of "What is your between
nationality?" groups exists

Table 12: Mann-Whitney U Test Results (author’s creation based on SPSS)

The program shows a table (table 12) which states the null hypothesis, the calculated
p-value (Sig.) as well as the decision. The interpretation is added by the scholars. It is seen
that a difference between groups (and therefore between Danish and German participants)
exists for each variable, since the p-value is under 0.05. These findings indicate that in every
single category differences between the two groups are noticeable. In order to confirm these
results an ANOVA calculation is conducted.

As described above the homogeneity of the variances needs to be tested before
further calculations. The variables purchase intention and price shows a p-value of smaller
than 0.05 (0.006 and 0.048 respectively, see appendix 10, p.112) and therefore it needs to
be looked at with the Welch correction.

At first the two different degrees of freedom are calculated by the program, as
described before. Since only two groups are studied, the resulting value for the first degree
of freedom, df1, equals 1. The second degree of freedom value is calculated by the number
of participants (208) subtracted by the number of groups (2). Hence the second degree of
freedom, df2, equals 206.

After determining the two freedom variables (df1=1 & df2=206) the needed critical F
value is determined, which in this case (df1=1 and df2=206) is 3.886996. As mentioned
before, the F value for each category is calculated and compared to the critical F. If the
calculated values are higher a significant difference between groups regarding these
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categories is proven. Since there are only two groups in the current study this means that a
difference between Danish and German students is proven.

There is a statistically significant difference between groups as determined by one-
way ANOVA for the following factors (see appendix 10, p.112 for whole calculation):

Knowledge: F(1,206) = 5.989, p =.015)
Self-Image: F(1,206) = 13.420, p <.001)

Even though the test of homogeneity of variances is violated the following variables

show statistically significant differences between groups:
Purchase Intention: F(1,206) = 20.971, p < .001)
Price: F(1,206) = 15.995, p <.001)

Lastly, the robust test of equality of means, in this case the Welch F test is
automatically conducted. This test is used in an ANOVA and takes corrections into account
in order to give a clearer picture of the significance of the differentiations between groups in
an ANOVA. The table 13 below shows that all values show p-values of below 0.05.

Robust Test of Equality of Means

Statistica df1 df2 Sig.
purchaseintention_mean Welch 20.290 1 180.592 0.000
knowledge Welch 5.904 1 194.755 0.016
price Welch 15.565 1 185.355 0.000
selfimage Welch 13.093 1 187.409 0.000

Table 13: Welch F Test Results (author’s creation based on SPSS)

This means that all variables show statistically significant differences between the
two groups of Danish and German participants. As mentioned before, the ANOVA technically
should not be conducted if the assumption of homogeneity of variances is not given.
However, due to the test being robust against these violations it is decided to use the
ANOVA for the purpose of validating results made before by the Mann-Whitney U test.

In conclusion, both tests, the Mann-Whitney U test as well as the ANOVA calculation
show that a significant difference for Danish and German participants exists in all tested
variables. These findings overlap with the descriptive findings that are described earlier,
where differences in Danish and German participants responses are visible but not yet
statistically proven.
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5.3 Analysis of Hypotheses

To begin with, the hypotheses are constructed to reflect the conceptual model and
thus the direction of the decision making process. Therefore the relationship of need
recognition with the identified factors is firstly looked at, followed by the relationship of each
factor and its intercorrelation with each other. Lastly, with the analysis of the third and last
hypothesis the direct influence of each factor on the purchase intention is analyzed and
explained, in order to identify if and to what extent the factors have an influence on the
purchase intention of sustainable fashion.

Hypothesis 1: Depending on the need recognition, the level of knowledge, price and
self-image differs.
a) The need recognition has an impact on the level of knowledge
b) The need recognition has an impact on the level of price

c) The need recognition has an impact on the level of self-image

For the first hypothesis the crosstabs in combination with the chi-square test is
chosen, which is explained in the methodology section, chapter two, of this paper.

The chi-square test simply tells if a significant relationship between the independent
variable (in this case the various need recognition variables) and the dependent variable
(level of knowledge, price or self-image) exists. For that being the case the p-value
(significance) needs to be below 0.05, (Sarstedt & Mooi, 2014) meaning that, in the case of
this project, the choice of need recognition has a relationship with the level of knowledge,
price or self-image. Furthermore, the crosstabs table shows the various percentages of
distribution of the level of knowledge, price and self-image. Hence, a comparison of the level
of knowledge, price or self-image, based on the identified need is seen and explained in
table 15.

For knowledge this means that only the need recognition “there is a discount” shows
a p-value of < 0.05 in one case. Therefore the null hypothesis is rejected, which indicates a
relationship between the need recognition “there is a discount” and the level of knowledge.
This means that only for this need recognition the level of knowledge for Germans differs, as
shown in the following table 14, indicating that if Germans are likely to be influenced by
discounts the level of knowledge is lower than for people that do not see discounts as a
recognition of need.

When it comes to the level of price (high meaning the willingness to pay higher prices
is given) there are differences within the discount question by Germans and within the fact
that the consumers are in the stores anyways for Danish participants.

65



As seen in table 14, when it comes to self-image there are differences seen for the
German sample group for the need recognition “there is a discount” and for the Danish
participants within the need recognition “old pieces do not fit anymore”.

Therefore, the null hypothesis is rejected for the German sample. The statement
“there is a discount” indicates a relationship between this need recognition and level of self-
image. Danes on average show a lower level of self-image factors if the factor “old pieces do
not fit anymore” is chosen as a recognition of need.

Chi-square test need recognition

Knowledge Old pieces are worn out 1.667 1 0.197 0.564 1 0.453
There is a discount 11.529 1 0.001 0.041 1 0.839
Old pieces do not look good 1.209 1 0.271 0.002 1 0.962
anymore
I am in the mood for shopping 0.126 1 0.723 0.627 1 0.429
I need clothes for special/new 0.049 1 0.825 0.002 1 0.966
occasions
I am in the store anyways 0.007 1 0.932 0.027 1 0.871
Old pieces do not fit anymore 0.723 1 0.395 2.493 1 0.114
Others 0.054 1 0.817 0.000 1 0.992
Price Old pieces are worn out 0.014 1 0.907 1.640 1 0.200
There is a discount 7.607 1 0.006 0.120 1 0.729
Old pieces do not look good 0.358 1 0.550 0.149 1 0.699
anymore
I am in the mood for shopping 1.191 1 0.275 2.292 1 0.130
I need clothes for special/new 0.434 1 0.510 0.267 1 0.605
occasions
I am in the store anyways 1.152 1 0.283 6.148 1 0.013
Old pieces do not fit anymore 3.005 1 0.083 0.728 1 0.394
Others 0.818 1 0.366 3.228 1 0.072
Self-image Old pieces are worn out .011a 1 0.918 | 1.625¢ 1 0.202
There is a discount 8.687a 1 0.003 | .000c 1 0.986
Old pieces do not look good .003a 1 0.958 | .965¢ 1 0.326
anymore
I am in the mood for shopping .755a 1 0.385 | .603c 1 0.438
I need clothes for special/new .045a 1 0.833 | .784¢ 1 0.376
occasions
I am in the store anyways 1.458a 1 0.227 | 1.320¢ 1 0.251
Old pieces do not fit anymore 612a 1 0.434 | 4.658¢ 1 0.031
Others .322a 1 0.570 | 1.264c 1 0.261

Table 14: H1 Chi-square Test - Need Recognition (author’s creation based on SPSS)

As the null hypothesis is testing if there is no interrelation between need recognition
and the tested factors it is to say, that for the German consumers there is an interaction
between all the factors and “there is a discount” in regards to need recognition, as shown in
table 14.
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When it comes to knowledge, there is the tendency that the German participants are
more tempted to recognize their need when their knowledge is low (69,7%) and they
recognize a discount. The Danish consumers do not show an interaction between any of the
named choices when it comes to the need recognition and its relationship to knowledge. For
Danish consumers the need recognition factor “I am in the store anyways” implies that if
chosen “yes” the willingness to pay higher prices is not given for the majority of Danish
consumers (37,5%). On the contrary a higher willingness to pay higher prices is seen if the
need recognition factor is not chosen (77,5%).

H1: Crosstab - Need Recognition

German Danish

Variable Need Recognition Choice Low level  High level Total Low level  High level Total
Knowledge There is a discount No N 27 51 78 36 25 61
% 34.6% 65.4% 100.0% 59.0% 41.0% 100.0%
Yes N 23 10 33 22 14 36
% 69.7% 30.3% 100.0% 61.1% 38.9% 100.0%
Price There is a discount No N 6 72 78 15 46 61
% 7.7% 92.3% 100.0% 246% 75.4% 100.0%
Yes N 9 24 33 10 26 36
% 27.3% 72.7% 100.0% 27.8% 72.2% 100.0%
I am in the store anyways No N 12 86 98 20 69 89
% 12.2% 87.8% 100.0% 22.5% 77.5% 100.0%
Yes N 3 10 13 5 3 8
% 231% 76.9% 100.0% 62.5% 37.5% 100.0%
Self-lmage There is a discount No N 18 60 78 34 27 61
% 231% 76.9% 100.0% 55.7% 44.3% 100.0%
Yes N 17 16 33 20 16 36
% 51.5% 48.5% 100.0% 55.6% 44.4% 100.0%
Old pieces do not fit No N 12 32 44 38 21 59

anymore

% 27.3% 72.7% 100.0% 64.4% 35.6% 100.0%
Yes N 23 44 67 16 22 38
% 34.3% 65.7% 100.0% 421% 57.9% 100.0%

Table 15: H1 Crosstabs - Need Recognition (author’s creation based on SPSS)

For the factor price, it is controverse what the German participants state. On one
hand participants show a significantly higher level of the variable price if the need
recognition “there is a discount” is not chosen. Nonetheless, no matter if the need is chosen
or not, the level of the variable price is high in both cases. A clear interpretation of this factor
can therefore not be given.

At the factor self-image a lower self image is connected to the discount in the need
recognition phase, which can implicate that consumers who are more likely to purchase
clothing due to discounts generally do not show interest in expressing themselves through
clothing (51,5%), possibly due to the reason that this consumer type usually does not
purchase more expensive clothes like higher class brands. Hence, if the need is chosen the
level of self image is on average lower (48,5%) than if the need is not chosen.
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While the Danish group is not homogenous within their answers, the null hypothesis
is accepted in regards to the factor knowledge. This means that there is no interaction
between any factor of knowledge when it comes to the need recognition. Whereas at the
price factor there is one, which indicates, that the Danish consumers are more tempted to
recognize their need when there is a low price and they are in the stores anyways. Then the
self image implicises that there is more a need recognition in regards to self-image out of
practicality. Overall those are implications, but they are not very severe since there is most
likely only one factor chosen out of the named ones in the need recognition. Therefore, it
indicates that there is no or little connection between the need recognition and the tested
factors. This means that each hypothesis is rejected.

Hypothesis 2: The relationship between the named influential factors:
a) There is a positive correlation between the factors price and knowledge.

b) There is a positive correlation between the factors price and self-image.

c) There is a positive correlation between the factors knowledge and self-image.

A correlation shows if a relationship between two variables exists. But it only explains
to what degree these variables relate to each other, it does not explain if causalities between
these exist. Hence, it can not be said that because two variables are related, these directly
influence each other (Sarstedt & Mooi, 2014). As the significance for this test is lower than
0,01 it can be concluded that enough evidence is presented, in order to assume that the
observed correlation does exist in the population. As mentioned before, a correlation
between 0.5 and 1 is considered to be strong enough in order to be identified as significant
(Saunders, 2011). It can be seen that a strong relationship between all of the measured
factors exists. For both countries, the correlation between knowledge and self-image is the
highest, wheres for the Danish participants price and selfimage indicates a strong
relationship of > 0.7 as well.

It is to note that, generally, correlations in the Danish sample group are higher than
the compared German sample. The coefficient varies depending on the compared factors as
well as the nationality, with the lowest correlation being observed within the German
participants between price and knowledge with r = .515, p < .001. Whereas the highest
correlation is found within the Danish sample between the two variables knowledge and self-
image with r = .734, p < .001. Since the correlation coefficients of the factors knowledge and
price are above r = 0.5 medium strong correlation can be proven, hence hypothesis 3a can
be confirmed.

The correlations between the factors price and self-image show a medium strong
correlation for the German sample (r = .574, p < .001), whereas the Danish group shows a
higher, strong correlation (r = .723, p < .001). Therefore, hypothesis 3b can be confirmed, as
well.
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A comparable pattern can be seen between the factors knowledge and self-image,
which generally show the highest correlations between the two sample groups. A medium
strong correlation for the German sample (r = .634, p <.001) and a strong correlation for the
Danish sample (r = .734, p < .001) can be proven, hence hypothesis 3c can likewise be
confirmed.

Overall, the strength of these correlations varies from 0.515 to 0.746 and can
therefore be considered as fairly strong. As a conclusion of this it is shown that if the
knowledge about sustainability issues in the fashion industry of a person is higher, his
willingness to pay higher prices is higher as well. The same conclusion is reached for each
factor: the higher the knowledge, the higher the likelihood a person expresses his values
through clothing or personal values such as sustainability matter to that person. Similarly, an
increased self-image factor relates to a higher willingness to pay higher prices for
sustainable clothing. This finding tells the researchers that whenever one of the factor is
rated it can be expected that the other factors somewhat relate to that as well. As an
example, if a respondent rates each factor low, it can be expected that other factors are also
rated fairly low, whereas if another respondent rates a factor higher it can be expected that
other factors are rated higher as well.

H2: Correlation between factors

German Danish
knowledge price selfimage knowledge price selfimage
knowledge Pearson Correlation 1.000 515" 634" 1 642 734"
Sig. (2-tailed) 0.000 0.000 0.000 0.000
N 111 11 11 97 97 97
price Pearson Correlation 515" 1.000 574" .642* 1 723"
Sig. (2-tailed) 0.000 0.000 0.000 0.000
N 11 111 111 97 97 97
selfimage Pearson Correlation 6347 574" 1 734" 723" 1
Sig. (2-tailed) 0.000 0.000 0.000 0.000
N 111 1 11 97 97 97
** Correlation is significant at the 0.01 level (2-
tailed).

Table 16: Correlation Between Factors (author’s creation based on SPSS)

Hypothesis 3: The relationship between influential factors and purchase intention:

a) The level of knowledge directly influences the outcome of the purchase
intention.

b) The level of price factors directly influences the outcome of the purchase
intention.

c) The level of self-image factors directly influences the outcome of the
purchase intention.
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d) Further external stimuli affect the purchase intention and, in the context of
sustainable clothing, product features of comfort/qualities are of more importance
than looks/visual characteristics.

A similar result is identified for the correlation of each factor (knowledge, price and
self-image) and the purchase intention. All measured factors show a significance of below
0.01 as well as a high correlation. The correlation between knowledge and purchase
intention shows the highest values for both nationalities, as seen in table 17.

Correlation & linear regression

German Danish
Pearson Unstandardized | Pearson Unstandardized
Dependent variable: purchase intention Correlation Coefficient B Correlation Coefficient B
Correlation Knowledge 715** 746
Price .637** .700*
Self-image .648* 713"
Linear (constant) 0.368 -0.005
regression
Knowledge 0.450 0.496
Price 0.310 0.315
Self-lmage 0.214 0.225
** Correlation is significant at the 0.01 level (2-tailed).

Table 17: Correlation of Pur