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Abstract 
 
 
This study aimed to understand the contradiction among consumers in Ireland, who stated they 
are willing to buy sustainable clothing, but few of them convert this intention into behavior, 
generating an intention-behavior gap. In parallel, it purposed to identify the barriers consumers 
have to change their behavior toward greener clothing consumption. It is a positivist research 
philosophy and to gather data from a convenience sample, it applied an online quantitative 
questionnaire survey, which worked on consumer purchase behavior, as the dependent 
variable, and environmental knowledge, consumer values, perceived products attributes, ethics 
and sustainability, the high price of sustainable clothing, subjective norms, and implementation 
intention, as the independent variables. The findings emphasized that consumers are price-
sensitive, as the high prices of sustainable garments in comparison to fast fashion undermine 
their ethical intention, which has not been converted into purchase behavior so often. 
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Chapter 1 - Introduction 
 

Governments have pressured companies to reduce the manufacturing of harmful 

products and by-products and encouraged consumers to modify their consumption and use of 

goods. They have adopted legislation to control industrial hazardous waste and created 

agencies to protect consumers against misleading claims (Roy 2012). However, all industrial 

changes must be done toward long-term social responsibility, to try to balance conservation 

and consumption (Miller 2009). Under this scenario, the fashion industry has been pressured 

to move to sustainable practices to preserve the environment (Berg et al. 2020; Hatef & 

Shaharuddin 2019) and adhere to a global pro-environmental movement. 

Scholars stated that consumers are concerned about environmental issues, and they are 

willing to buy sustainable products to minimize their carbon footprint. However, they have not 

translated this concern into their purchase behavior (Carrington, Neville, & Whitwell, 2010; 

Charter et al. 2002; Dembkowski & Lloyd 1994; Sheth & Parvatiyar 1997; Whellams & 

MacDonald 2012; White, Hardisty & Habib, 2019). To assess this phenomenon in Ireland, the 

researcher worked on the fashion industry segment to illustrate its environmental impact and 

understand if consumers are aware of them, aligned to understand how likely consumers are to 

purchase sustainable clothing rather than fast fashion.  

The first chapter of this study contextualizes the research project, highlighting the 

theoretical and applied contexts. Then, there are the aim, objectives, research questions, and 

hypotheses that this study generated and tried to solve. Finally, the last section presents the 

rationale of the research for undertaking this project and the contributions that this work aimed 

to achieve. 

  

1.1 Research Background 
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The increase of the concern in protecting the environment and the natural resources 

during the 1960s and early 1970s focused on environmental issues, such as air pollution, and 

to identify the main products or industrial segmentation caused more pollution, with few 

consumers and companies changing their production process (Peattie 2001). Nowadays, the 

concern of the human impact expanded and its consequences to nature and climate change have 

promoted a global debate among society, governments, and industries to reduce the emission 

of waste and pollution (Sheth & Parvatiyar 1997) because each actor has an essential role in 

the circular economy and all of them must work together toward the same goal, to deal with 

environmental issues (Ryan & Spash 2008). 

Nevertheless, most consumers are still ambivalent about conciliating personal values 

and consumption to reduce their environmental impacts (Ottman 1998). Green appeals attract 

consumers’ attention, but more because of personal benefits, such as saving money, rather than 

saving the planet (Ottman, Stafford & Hartman, 2006), being a challenge to engage people 

toward greener consumption to preserve the environment. 

The product is classified as green or sustainable when it is less harmful to the 

environment, from its development, including the extraction of raw materials, design, and 

manufacturing, until its disposal (Kotler et al. 2019). They are non-toxic, produced using 

energy efficiency or minimum packaging, manufactured from renewable resources, designed 

to last, be reusable or recyclable, not tested on animals, or used child or exploratory labor in 

manufacturing (Charter et al. 2002; Ottman 1998). When consumers buy this type of product, 

they reduce their carbon footprint and contribute to minimizing the greenhouse gases emissions 

(Ottman 1998). 

The fashion industry is one of the most polluted industrial segments (Berg et al. 2020; 

Hatef & Shaharuddin 2019; Magnin & Hedrich 2019; Rausch & Kopplin 2021; Remy, 

Speelman & Swartz, 2016), and the rise of the global debate around environmental issues has 
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stressed concern related to the consumerism of garments driven by fast fashion and the rapid 

discard of clothing. For every five apparel produced, three are incinerated or thrown in landfills 

a year, contributing to landfill saturation (Hatef & Shaharuddin 2019; Magnin & Hedrich 2019; 

Rausch & Kopplin 2021). 

In 2018, the fashion industry was responsible for the emission of 2.1 billion metric tons 

of greenhouse gases, which represented nearly 4% of the global emissions. This amount of 

pollutants emitted by the segment was similar to those emitted by France, Germany, and the 

United Kingdom combined (Berg et al. 2020). Only the clothing dye industry is responsible 

for 20% of global industrial water pollution (Johnsen 2020). These numbers express the huge 

negative impact of the fashion industry on the environment. 

From 2000 to 2014, clothing purchases increased by 60%, and the production doubled 

to attend to this demand (Remy, Speelman & Swartz, 2016). This is the reflex of the 

consumerism that increased among consumers, who are stimulated by the fast fashion industry, 

characterized by cheap prices, in which consumers buy more garments for less money (Monroe 

2021). The rise in consumerism contradicts the statement in which consumers affirmed to be 

concerned with the environment, and it expresses the complexity of understanding consumer 

behavior. 

Scholars have stated that consumers are willing to buy green products to reduce their 

environmental impact. However, they have not translated this ethical intention into purchase 

behavior (Carrington, Neville, & Whitwell, 2010; Charter et al. 2002; Dembkowski & Lloyd 

1994; Sheth & Parvatiyar 1997; Solomon et al. 2019; Whellams & MacDonald 2012; White, 

Hardisty & Habib, 2019). A survey made by BBMG and GlobeScan (2017) found that 65% of 

respondents are willing to purchase sustainable products, but only 26% of them do so (White, 

Hardisty & Habib, 2019), generating a contradiction called the intention-behavior gap 

(Carrington, Neville, & Whitwell, 2010). 



16 
 

These findings exposed the difficulty consumers have to change their lifestyles. Most 

of them have mixed feelings and contradictory ideas about how to conciliate their personal 

values, lifestyle, and green consumption. Only a small part of them addresses their efforts to 

preserve the environment, avoiding unnecessary purchases, and focuses on buying high-quality 

and durable products (Ottman 1998). 

In Ireland, the PricewaterhouseCoopers (PwC) survey made in 2019 revealed that 32% 

of respondents buy green products to support the environment, and 49% choose goods with 

environmentally friendly packaging. Moreover, the survey emphasized that consumers express 

a high knowledge about environmental issues and are concerned about them, and 41% of 

respondents are willing to pay more for sustainable products. According to the PwC (2019) 

findings, most consumers buy sustainable products because it is considered an exemplary 

behavior. It reflects that the desire for social approval is stronger than the concern to preserve 

the environment. 

Similar findings were observed by Behaviour & Attitudes (B&A) in the ‘Sign of the 

Times’ survey (2020). It identified an inconsistency between knowledge and behavior among 

consumers in Ireland. 68% of the respondents stated they are concerned about environmental 

issues, although they make little effort to change their lifestyle, such as reducing single use of 

plastic, eliminating straws, recycling, and composting (see Appendix A). Although the survey 

identified that consumers have difficulty in changing consumption habits, it did not explain the 

reasons that affect this difficulty toward sustainable consumption. 

To understand this behavioral contradiction, this study worked on the fashion industry 

to assess whether consumers are willing to buy sustainable clothing rather than fast fashion. As 

much as consumers say they are willing to contribute to reducing the environmental impact by 

purchasing sustainable products, many uncertainties surround their real behavior, which needs 
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to be better comprehended, and this is the purpose of this study, which is detailed in the next 

section. 

 

1.2 Research Aim and Objectives 
 

Previous researchers argued that consumers are willing to purchase sustainable 

products, although this statement has not been translated into behavior (Carrington, Neville, & 

Whitwell, 2010; Charter et al. 2002; Dembkowski & Lloyd 1994; Sheth & Parvatiyar 1997; 

Solomon et al. 2019; Whellams & MacDonald 2012; White, Hardisty & Habib, 2019). Under 

this contradiction, this study aimed to confirm and explore the existence of this inconsistent 

consumer behavior in Ireland, among men and women, aged from 18 years old, related to what 

they think and say with what they do, regarding buying sustainable garments rather than fast 

fashion, and understand the factors that influence their clothing purchase behavior. 

To understand the formulation of consumers’ initial intentions until the purchase, this 

study had as objective to (1) measure the level of consumers environmental knowledge to 

understand if it affects or not their purchase behavior, (2) assess the value perceived of 

sustainable clothing to understand if consumers know the social and environmental benefits of 

buying them, (3) identify which attributes drive consumers in their purchase decision-making 

process, (4) understand which aspects of situational contexts and actual behavioral control 

influence consumer implementation intention in buying ethically, and (5) how likely 

implementation intention can act to the translation of intentions into behavior, and as a result 

(6) identify the barriers consumers have to change their behavior toward a greener clothing 

consumption and answer the following research questions (1) ‘How likely are consumers to 

purchase sustainable clothing rather than fast fashion?’ and (2) ‘Have consumers done what 

they talk about?’. 

The hypotheses generated by this study were: 
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H1: There is no relationship between the level of environmental knowledge and consumer 

purchase behavior. 

Previous scholars stated that the level of environmental knowledge was incompatible 

with the change in consumers purchase behavior (Miller 2009; Peattie 2001) because they are 

likely to be aware of the environmental issues and their consequences, but they have difficulty 

changing ingrained habits, generating a conflict between knowledge and behavior 

(Dembkowski & Lloyd 1994). 

 

H2: There is a relationship between consumer values and consumer purchase behavior. 

Values vary in importance according to each individual. It guides principles in people’s 

lives, and it is an important factor to motivate environmentally friendly behavior (Laroche, 

Bergeron & Forleo, 2001), playing a key role in consumers’ purchase decisions, as many 

products and services are purchased because consumers believe they will help to achieve a goal 

(Solomon et al. 2019). 

 

H3: There is a relationship between perceived product attributes and consumer purchase 

behavior. 

The product perceived value happens in several stages of the purchase decision-making 

process, including the pre-purchased phase (Sweeney & Soutar 2001) when consumers 

evaluate the benefits of a product or service related to the perceived value of what is received 

or given. This encourages consumption behavior, and it is often predicted on the consumer 

values, which are enduring principles that drive purchase behavior (Lee et al. 2012). 

 

H4: There is no relationship between the benefits of sustainable clothing and consumer 

purchase behavior. 
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Industries have been challenged to convey the benefits of green products and prove that 

they were produced with less environmental impact, with natural ingredients or recycled 

materials, etc. They have experienced difficulties in proving eco-performance because 

sometimes it is not visible, such as in the case of reducing carbon emission by cars. It is easier 

for consumers to see which one is faster rather than more eco-friendly (Katrandjiev 2016). The 

same can be applied with sustainable clothing because consumers are unsure about the social 

and environmental benefits of buying this type of product (Gam 2011). 

 

H5: There is a relationship between the high price of sustainable clothing and consumer 

purchase behavior. 

Consumers are price sensitive (Kotler et al. 2019), and the high price of sustainable 

clothing in comparison to a fast fashion item is a factor that influences their purchase decision-

making, even price is considered a quality indicator (Gam 2011; Hatef & Shaharuddin 2019; 

Rausch & Kopplin 2021). ‘Many consumers simply cannot afford to pay extra for any type of 

products, green or not; today’s consumers are especially spoiled by everyday low-pricing 

strategies and mass-merchandiser discounting’ (Ottman 1998, p. 42), that influence their 

intention in buying a product. 

 

H6: There is a relationship between subjective norms and consumer purchase behavior. 

Subjective norm refers to the personal belief that most people, composed of friends, 

family members, etc., either approve or disapprove of a particular behavior that is performed. 

The individual perceives social pressure, through opinion, to engage in this specific behavior 

(Ajzen & Fishbein 2005). Thus, the subjective norm has a positive influence on the behavioral 

purchase intention of sustainable clothing, working on the decision-making purchase process 

(Hatef & Shaharuddin 2019). 
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H7: There is a relationship between consumer implementation intention and consumer 

purchase behavior. 

The Theory of Planned Behavior (TPB) developed by Ajzen, suggests that ‘intentions 

are assumed to capture the motivational factors that influence a behavior; they are indications 

of how hard people are willing to try, of how much of an effort they are planning to exert, in 

order to perform the behavior’ (Ajzen 1991, p. 181). A consumer builds an intention to buy 

only sustainable clothing, then, when it is necessary to buy it, they will purchase it because 

when consumers plan a specific behavior, they are more likely to change habits and create new 

ones. The implementation intention raises the probability to successfully translate consumers’ 

intentions into behavior because the individual keeps control over their behavior (Carrington, 

Neville & Whitwell, 2010). 

 

Carrington, Neville, and Whitwell (2010) affirmed that the discussion around the 

intention-behavior gap related to purchasing sustainable products is poorly understood, and 

Rausch and Kopplin (2021) stated that few researchers worked on clothing as a subject of the 

study of the intention-behavior gap, generating an opportunity to explore this field, which is 

better explained in the next section. 

 

1.3 Rationale for the Research and Contributions 
 

Companies usually apply polls to understand consumer behavior and from these 

findings they determine business strategies, such as the development and launch of new 

products, to meet consumer needs (Carrington, Neville, & Whitwell, 2010). However, people 

often respond to surveys to satisfy social norms, which are stronger than their actual opinion, 

habit, or desire (Carrigan & Attalla 2001; Carrington, Neville, & Whitwell, 2010; Follows & 

Jobber 2000; Peattie 2001; Solomon et al. 2019).  
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Applying market research to understand sustainable consumption generates conflict, as 

consumers tend to say one thing and act differently, causing misleading. However, this does 

not mean they do not care about the environment, it means they value more factors such as 

price and quality, for example, when buying a product (Carrigan & Attalla 2001). This 

contradiction has a negative effect because companies invest financial efforts to research and 

develop new products to meet a non-existent or low market demand. 

Marketers have the challenge to encourage consumers toward ethical consumption 

(Carrigan & Attalla 2001). However, understanding consumer behavior is much more complex 

than expected due to the volatility of their behavior (Peattie 2001; Roy 2012). Since the 1990s, 

scholars of green marketing and sustainability literature have pointed out that consumers are 

more concerned about the environmental issues and to cooperate with it, they are willing to 

buy green products, but this intention has not been translated into behavior (Carrington, 

Neville, & Whitwell, 2010; Charter et al. 2002; Dembkowski & Lloyd 1994; Sheth & 

Parvatiyar 1997; Whellams & MacDonald 2012; White, Hardisty, & Habib (2019).  

This study aimed to provide insights into this unexplored bivariate inconsistency 

between purchase intention and purchase behavior related to sustainable clothing in Ireland 

because this type of research had not been conducted in the country. In addition, it was an 

opportunity to investigate the barriers consumers have to modify their consumption patterns. 

The comprehension of the actual consumer behavior related to the fashion industry supports 

marketers and industries to develop strategies and tools to reach their target audience and 

implement or adjust business practices and portfolios toward competitive advantage. It also 

contributes to redirecting consumers’ needs and wants, to promote a consumer behavioral 

change toward a greener consumption (Ottman 1998; Sheth & Parvatiyar 1997). 

Clothing is a product that changes intensely, due to the combination of fashion trends 

and seasonal changes (Gam 2011). However, the negative impacts caused on ecology by the 
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fashion industry have received attention from international entities, such as the United Nations 

(UN). The organization created the UN Alliance for Sustainable Fashion along with other 

entities, such as International Labour Organization (ILO), and Ethical Fashion Initiative (EFI), 

aiming to promote policies and projects around the fashion segment’s value chain, which 

ranges from the use of raw materials, manufacturing, distribution, consumption, and disposal.  

In parallel, its purpose is to contribute to the Sustainable Development Goals (SDGs), 

composed of 17 objectives (see Appendix B), focus on deal with environmental, political, and 

economic challenges that affect humankind (United Nations Development Programme - 

UNDP, n.d.), such as to ensure improvements in working conditions and remuneration, and a 

reduction in soil, water, and air pollution emitted by industries, to reduce negative social and 

environmental impacts (UN Alliance for Sustainable Fashion, n.d.). 

According to the UN Alliance for Sustainable Fashion (n.d.), the apparel and textile 

industry is responsible for between 2% and 8% of global greenhouse gases emission, consume 

around 215 trillion liters of water per year, and the strand of natural or synthetic fiber used in 

the manufacture of clothing are responsible for nearly 9% of the annual losses of microplastics 

to the oceans, stressing the scale and global reach of unsustainable practices in the fashion 

industry. The entity warns that there must be significant changes in the manufacturing 

procedures and fashion consumption patterns, otherwise, the social and environmental impacts 

of the segment will continue to increase. 

In addition, governments worldwide have discussed and addressed environmental 

issues in their agenda to reduce the emission of pollution and greenhouse gases to minimize 

the impacts caused by global warming and promote a better human life for current and future 

generations and reduce environmental degradation (Sheth & Parvatiyar, 1997). As part of the 

European Union’s plan, which requires a transformation in the economy and society for long-

term sustainable growth to reduce the impacts on climate change, Ireland aims to achieve net-
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zero carbon emission gradually by 2050 (The Department of Communications, Climate Action 

and Environment – DCCAE 2019). 

While governments have primary responsibility for implementing actions toward 

sustainable development, they need the adhesion and support from industries to achieve the 

established goals, but mainly from the society, which is at the heart of all these processes of 

changing based on ‘the priorities they adopt and the choices they make’ (DCCAE 2019, p. 12-

13). Although there is a current debate around the government and industry practices, the 

consumer side has been slightly investigated to understand the ethical consumer behavior and 

their contribution to minimizing environmental impacts (Carrigan & Attalla 2001; Peattie 

2001). 

The next chapter presents the literature review providing more information about the 

beginning of the pro-environmental movement, its issues, and the negative environmental 

impact of the fashion industry to illustrate the importance of consumers to act according to 

their ethical intention. 
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Chapter 2 - Literature Review 
 

This chapter provides an overview of the rise and evolution of the pro-environmental 

movement and highlights the environmental impacts of the fashion industry. Another point 

discussed is the consumer behavior regarding fashion and the cognitive variables that affect 

their purchase decision-making to buy sustainable products. 

 

2.1 Environmental Issues 
  

The debate around the environmental issues started at the beginning of the Industrial 

Revolution, but for many decades the pollution, resource shortage, and waste were not seen as 

severe problems (Miller 2009). In 1962, this discussion got traction when Rachel Carson, 

biologist, and conservationist, published the book ‘Silent Spring’. Carson warned about the risk 

of using chemicals, such as pesticides, which have a significant invisible long-term 

environmental damage (Peattie 2001), because they accumulate in the food chain, ‘reaching 

toxic levels, killing birds and mammals’ (Miller 2009, p. 144). 

In the late 1980s, the vulnerability of the environment, and human life within it, was 

emphasized by the discovery of the Antarctic hole in the ozone layer in 1985, the tragedies of 

the nuclear incident in Chernobyl in 1986, and the Exxon Valdez oil spill in 1989. These factors 

boosted the emergence of international cooperation among governments, which resulted in 

global pacts, such as the Montreal Protocol, a multilateral environment agreement firmed in 

1987, to eliminate the use of chlorofluorocarbons (CFCs), and the Kyoto Protocol, signed in 

1997, to reduce greenhouse gases emission which affects the climate change (Miller 2009; 

Peattie 2001). 

From then on, governments have created regulations to protect the environment by 

controlling the emission of pollution and waste (Miller, 2009). Companies have adjusted their 
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business into these new legislations, toward more technological and greener practices (Roy 

2012), integrating strategies of increasing resource recovery, preventing pollution and waste, 

and reusing materials in their manufacturing process, to minimize the environmental impact 

and attend to new consumer demand for green products (Miller 2009). 

Consumers have been more concerned about their carbon footprint (Solomon et al. 

2019) and environmental issues, such as pollution, land degradation, chemical contamination, 

and the impact caused by daily consumption items, like food, clothing, and transport (Sheth & 

Parvatiyar 1997). This behavioral change also was triggered by the increase in consumerism, 

which has a long-term effect on the environment caused by rejects that take a long time to 

deteriorate. In addition, the extraction of natural resources has occurred faster and in larger 

volumes, than nature can replace, being a concern to the future generations that are likely to 

suffer the consequences of the shortage of resources (Miller 2009; Peattie 2001). 

The change in consumption patterns is based on ethics, which is used as criteria for 

those who desire to invest their efforts in buying not only products or brands but also 

companies’ philosophy and their commitment to the environment (Charter et al. 2002). 

Furthermore, consumers have been more proactive, readjusting and realigning their 

consumption toward green consumerism (Lozada & Mintu-Wimsatt 1997), in which the desire 

to preserve nature drives their purchase decision-making, by including the attributes of a 

product to satisfy their needs, and how it affects the environment (Carlson, Grove & Kangun, 

1993). 

The global debate surrounding environmental issues has pressured the fashion industry 

and its suppliers to readjust their practices (Berg et al. 2020; Hatef & Shaharuddin 2019). It 

resulted in the rise to Zero Discharge of Hazardous Chemicals (ZDHC), a coalition formed by 

22 companies in the textile segment, such as ASOS, Hugo Boss, Primark, and Puma, which 

aims to address new environmental and social challenges, to reduce the chemical footprint by 
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the implementation of sustainable practices across the value chain. Another alliance, Better 

Cotton Initiative, has more than 50 retailers, such as Gap, Fat Face, H&M, Next, and Diesel, 

and about 700 suppliers that have established standards of environmental, social, and economic 

responsibility in cotton production (Better Cotton Initiative n.d.; Remy, Speelman & Swartz, 

2016; ZDHC n.d.). 

However, as much as the fashion industry is acting to make its activities more 

sustainable, the negative impacts on the environment continue to stand out, and the next section 

provides an overview of this scenario. 

  

2.2 Environmental Impact of the Fashion Industry 
  

Clothing satisfies a basic human need, and it is a social component that generates 

identity (Gam 2011) because people can express themselves through them (Monroe 2021), 

reflecting the individual’s personalities, values, and feelings. When they wear a particular 

garment, people convey messages through social interactions, reflecting how they would like 

to be seen by society. In addition, consumers tend to buy clothes to raise their self-esteem or 

join certain social groups (Pereira et al. 2021). 

The increase in the frequency of launching new fashion trends has emerged a concern 

about its environmental impact in landfills, which has been reaching the exhaustion (Hatef & 

Shaharuddin 2019; Magnin & Hedrich 2019; Rausch & Kopplin 2021). Annually, Zara makes 

available 24 new clothing collections and H&M, between 12 and 16. The number of new 

collections among all European clothing industries had an average of two collections a year in 

2000, and this quantity increased to five in 2011 (Remy, Speelman & Swartz, 2016). According 

to the Ellen MacArthur Foundation, in 2000, 50 billion new apparel were made globally, and 

in 2020 this number doubled. People have bought more and discarded more consequently 

(World Bank 2019). 
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The current textile technology cannot transform discarded clothes in fiber to produce 

new clothing or be reused in other industrial sectors. Moreover, it does not have enough market 

to absorb all materials that would result from recycling. In Germany, three-quarters of 

discarded clothing is collected, but it can reuse half and recycle only a quarter. In the United 

States, the collected clothing percentage reaches only 15%, in Japan, 12%, while in China, it 

reaches 10% (Remy, Speelman & Swartz, 2016). Globally, less than 1% of discarded clothing 

is recycled and transformed into new garments (World Bank 2019), then the apparel that cannot 

be recycled is incinerated or disposed of as general waste, overloading the landfills (Hatef & 

Shaharuddin 2019; Magnin & Hedrich 2019; Rausch & Kopplin 2021). 

Fast fashion is a business model characterized by the rapid change in fashion trends and 

has been driven by the rising of wealth and consumption in emerging countries, such as Brazil, 

India, and China (Remy, Speelman & Swartz, 2016). It started in the 1990s, when retail stores, 

such as H&M, Topshop, and Primark offered hundreds of new items weekly (Monroe 2021), 

creating a culture of impulse purchase (Pereira et al. 2021). The segment offers low-priced 

products, which are made using inferior quality materials, such as synthetic fibers, which 

accelerate the disposal (Rausch & Kopplin 2021). 

The outsourcing of manufacturing is usually centralized in Asian countries, such as 

Vietnam and Pakistan, where the workforce is cheaper (Peters, Li & Lenzen 2020), and 

normally human rights are violated because of the situation of the workers in sweatshop 

conditions (Pereira et al. 2021; Remy, Speelman & Swartz, 2016), that reflect in the final price 

of the garment that is more affordable in comparison to the sustainable version (Gam 2011). 

Moreover, these factories normally have a low-tech production system and they waste more 

water, energy, and raw materials during the confection, and most of them generate energy from 

fossil fuels. Thus, it is estimated that each kilo of garment produces an average of 23 kilos of 

greenhouse gases (Remy, Speelman & Swartz, 2016), which negatively affects climate change. 
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Technological innovation in design and manufacturing in the clothing industry led to 

the development of new types of fabric, such as with more durability and water repellent. 

However, several chemical products used in these new procedures have raised new 

environmental concerns, because of potential adverse effects from production to disposal. 

These substances make the fibers lighter, easier to maintain, but their production emits more 

pollution (Magnin & Hedrich 2019). 

The clothing laundry process made by consumers releases 500,000 tons of microfiber 

into the ocean per year, equivalent to 50 billion plastic bottles. Most of these fibers are 

polyester, a plastic used to make around 60% of clothing. Polyester manufacturing releases 

between two and three times more greenhouse gases than cotton, and the material is non-

biodegradable, in other words, it does not decompose in the ocean. According to the 

International Union for the Conservation of Nature (IUCN) report, in 2017, about 35% of all 

microplastics present in the ocean were derivative from washing synthetic fabrics, such as 

polyester. This material represents about 31% of plastic pollution in the ocean (Johnsen 2020), 

affecting the marine ecosystem. 

The fashion industry is the second-largest global consumer of water. About 700 liters 

of water are used to produce a cotton shirt, and 2,000 liters to make a pair of jeans (Johnsen 

2020) because both clothes are made with cotton, a plant with high consumption of water, 

fertilizers, and pesticides (Remy, Speelman & Swartz, 2016). An alternative for mitigating this 

issue is the eco-friendly clothing, manufactured using organic cotton, recycled or sustainably 

sourced materials (Hatef & Shaharuddin 2019; Magnin & Hedrich 2019). 

The fashion industry and its suppliers produce clothes from ‘recycled plastics or plastics 

made from biomass sources including crops, algae, or waste materials, such as old vegetable 

oil. Other natural resources could include fast-growing plants that need low amounts of 

treatment and water, combined with processes that need fewer resources’ (Magnin & Hedrich 
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2019, para. 14). This alternative could reduce the environmental impact of the fashion industry. 

However, the negative perception of the attributes linked to sustainable clothing undermines 

the consumer’s intention to buy it (Hatef & Shaharuddin 2019), and this subject is discussed in 

the next section to understand the barriers consumers have to purchase sustainable clothing. 

  

2.3 Consumer Behavior 
  

2.3.1 Fashion-Oriented Consumers 
  

Recent surveys have found different findings of how likely consumers are to buy 

sustainable clothing and the attributes they search to choose an item. According to McKinsey 

(2020), consumers are more aware of their carbon footprint and how clothing is produced after 

the Covid-19 outbreak. The survey demonstrated that 67% of consumers affirmed that apparel 

manufactured with sustainable materials is a factor that influences their purchase, while others 

65% were planning to buy more durable garments and 71% had intentions to keep their current 

clothing longer because it is better for the environment (Granskog et al. 2020). 

On the other hand, ‘The Pulse of the Fashion Industry’ study (2019) made by Boston 

Consulting Group (BCG), Global Fashion Agenda (GFA), and Sustainable Apparel Coalition 

(SAC) reported different findings. Only 7% of the respondents said that sustainability 

considerations are key purchasing criteria, and 23% affirmed that high quality drives their 

buying behavior. However, any survey inquired if the respondents have bought sustainable 

clothing, they measured only the willingness and acceptance of consumers buying it.  

These inconsistent results demonstrated how difficult is to understand consumer 

behavior, as the perception of the value of sustainable products varies among consumers, and 

also affects luxury brands. Solomon et al. (2019) affirmed that many consumers buy luxurious 

products because of their status, but luxury goods have been associated with unsustainability 
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or unhealthy manufacturing conditions, and its consumption is usually seen as a social and 

moral transgression, denoting values of hedonism, expense, and wealth.  

In an experiment, participants evaluated sustainable luxury bags as less luxurious 

compared to those that were not labeled as sustainable. The survey found that sustainable 

luxury products do not have the same perceived value in providing a status-enhancing effect as 

regular luxury products. The only consumers who responded positively were those who valued 

sustainability as an important decision criterion when buying a bag. This experiment 

demonstrated the low-value perception of sustainable products (Solomon et al. 2019), and the 

difficulty in conveying values around social and ecological benefits is a challenge for all 

brands. 

Moreover, the limited knowledge about the environmental impacts of manufacturing 

clothing, and the lack of consumers’ environmental concerns are considered barriers for 

consumers to engage in sustainable consumption of garments (Rausch & Kopplin 2021). 

Consumers’ environmental knowledge is more likely to influence purchasing products, such as 

food, because of health concerns rather than ethical and sustainable clothing. Furthermore, the 

uncertainty about the real benefit to the environment is questioned by consumers and it hides 

the perceived value of sustainable apparel (Gam 2011). 

There is a gap in comprehension between price and quality. Price is usually associated 

as an indicator of the quality of sustainable products, which are usually more expensive than 

conventional ones. However, as sustainable garments are sometimes produced with recyclable 

materials, consumers do not believe in the quality of the apparel (Hatef & Shaharuddin 2019; 

Gam 2011). Therefore, consumers are only willing to buy sustainable clothing when the price 

is equal to or lower than the conventional clothing made with virgin materials (Hatef & 

Shaharuddin 2019).  
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Moreover, consumers consider that sustainable clothing has less variety, is unattractive, 

and has functional disadvantages (Gam 2011) that do not meet their needs related to their 

fashion style (Hatef & Shaharuddin 2019), and this is the most important criterion that drives 

consumers in their purchase decision-making process in buying clothing, according to a 

McKinsey survey, as presented in Figure 1, following by comfort and quality of materials 

(Granskog et al. 2020). 

 

 

Figure 1: Product Attributes that Drive Consumer Decision-Making Purchase. 
Source: McKinsey 2020, ‘Survey: consumer sentiment on sustainability in fashion.’ 

 

The next section brings the consumer intention-behavior theory, to understand how the 

intentions are likely to influence consumers in their purchase behavior. This theory is important 

to explain why consumers often behave contrary to what they state in polls. 

 

2.3.2 Consumer Intention-Behavior 
 

Environmental awareness has increased among consumers, but a behavioral change in 

their shopping habits is not significant (Carrigan & Attalla 2001; Dembkowski & Lloyd 1994; 

Follows & Jobber 2000). The study carried out by Futerra (2005) indicated that 30% of 
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consumers are willing to buy ethically. However, only 3% of them do, generating an intention-

behavior gap which ‘remains poorly understood, especially within the ethical consumerism 

context’ (Carrington, Neville, & Whitwell, 2010, p.141).  

An explanation for this contradiction is because consumers tend to respond according 

to social norms, not because they are concerned with the environment (Ajzen & Fishbein 2005; 

Follows & Jobber 2000; Peattie 2001). They usually state they have an attitude, but it is not 

translated into behavior (Carrigan & Attalla 2001; Carrington, Neville, & Whitwell, 2010). 

Solomon et al. (2019) highlighted that social desirability overrides individual preferences. 

Moreover, scholars have used the Theory of Reasoned Action (TRA) and Theory of 

Planned Behavior (TPB) to explore consumers’ behavior, to understand the intention purchase 

formulation process and how it is converted into purchase behavior (Carrington, Neville & 

Whitwell, 2010; Hassan, Shiu & Shaw, 2014; Hatef & Shaharuddin 2019; Rausch & Kopplin 

2021). The TRA was developed by Ajzen and Fishbein in the 1970s, and it proposes that the 

intention mediates the relationship between attitude and behavior (Hassan, Shiu & Shaw, 

2014). It considers behavioral intentions function as a necessary motivation to perform a 

particular behavior. The importance of this concept is due to the difficulty in observing and 

measuring consumer behavior effectively (Ajzen & Fishbein 2005). As Ajzen stated, a person 

who has a positive attitude toward a certain behavior has a greater intention of engaging in this 

behavior (Nekmahmud & Farkas 2020). 

In 1985, the reach of TRA was extended, generating the Theory of Planned Behavior 

(TPB), including perceived behavioral control (PBC), which considers behavior beyond the 

volitional control of individuals, such as the perceived ease or difficulty of performing a 

behavior, based on an imagined situation that is likely to occur (Ajzen 1991; Carrington, 

Neville & Whitwell, 2010). TPB suggests that the intention to buy an ethical product is ‘based 

on the consumer’s internal evaluation and weighing various salient and sometimes competing 
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beliefs (e.g., value for money versus ethical concerns)’ (Carrington, Neville & Whitwell, 2010, 

p.149). 

According to the TPB theory, an individual mentally develops their purchase intention 

before performing the corresponding purchase behavior. In this model, the formation of 

purchase intention is based on several factors, including attitudes, subjective norm (SN), which 

‘refers to the perceived social pressure to perform or not to perform the behavior’ (Ajzen 1991, 

p. 188), and PBC (Carrington, Neville & Whitwell, 2010; Hatef & Shaharuddin 2019). 

In addition, Carrington, Neville, and Whitwell (2010) defended that many consumers 

intend to adhere to sustainable and ethical consumption more often than they have done. 

However, even if the consumer’s intentions are sincere, several factors can interfere with it, 

such as an impulse purchase (Solomon et al. 2019) an element derivative from the actual 

behavioral control (ABC) construct, which is the cognitive component, used to explain that an 

individual exerts control in the execution of an intention in a particular situation, as opposed to 

PBC, which represents an imagined situation (Carrington, Neville & Whitwell, 2010). 

External factors have been neglected by scholars that focus on cognitive aspects of 

consumer behavior. The interaction with the physical and social environment, called situational 

context (SC), also must be considered to reproduce a real-life purchase experience, because 

they can block or facilitate purchase intentions. The product may be out of stock or more 

expensive than expected, or the consumer meets an acquaintance at the store, and he/she is 

influenced by them to buy or not an ethical product (Carrington, Neville & Whitwell, 2010), 

because consumers tend to be influenced by other people. This social influence is an effective 

way to promote pro-environmental behavioral change in consumption (Laroche, Bergeron & 

Forleo, 2001; White, Hardisty & Habib, 2019). 

Planning to change habits contributes to transforming a purchase intention into 

purchase behavior. In other words, implementation intention helps to minimize the influence 
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of ABC and SC, which form barriers to the translation of intentions into behavior because it 

actives a ‘mental representation of a specified situation and make it chronically accessible’ 

(Ajzen & Fishbein 2005, p. 191). In contrast, the absence of an implementation intention 

exposes the individual to the effect of unwanted distractions on their ethical intentions 

(Carrington, Neville & Whitwell, 2010).  

In parallel to the TRA and TPB constructs, there are additional cognitive factors that 

can influence consumers’ intention in their purchase decision-making process, and these 

influences are explained in the next section. 

 

2.3.3 Influential Variables of Consumer Behavior 
 

Sometimes, consumers buy sustainable products not necessarily for environmental 

reasons (Carrigan & Attalla 2001). Attributes positively affect the purchase of green products, 

but functional features stand out from ethical characteristics (Bielawska & Krawczyk 2021). 

For instance, most consumers choose energy-saving appliances to save money, not the 

environment. Because of this, companies must connect the eco-friendly attributes with the 

personal consumer-desired value (Ottman 1998; Ottman, Stafford & Hartman, 2006).  

Each individual has their interpretation of what value means, which is influenced by 

socio-cultural factors, and the variations in the value orientation modify preferences for 

products and brands (Dembkowski & Lloyd 1994). Then, personal values influence consumers 

in their purchase decision-making process. Materialistic consumers experience pleasure before 

purchase because they believe it will transform their lives, but after buying the product, they 

often find that it resulted in negative feelings, such as frustration. In addition, two people may 

believe in and exhibit the same behavior, but their underlying belief systems can be quite 

different (Solomon et al. 2019).  
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Values work as socially acceptable terms. Even consumers are willing to buy 

sustainable products, this fact cannot be associated with other ecologically favorable behavior. 

For instance, those consumers who recycle materials may not be the same who buy products 

composed of recycled materials, such as paper or clothing (Laroche, Bergeron & Forleo, 2001). 

Due to the increasing concern and sensitivity toward environmental issues, the necessity to be 

part of a group generated a ‘social over-reporting of environmental concern among consumers’ 

(Peattie 2001, p. 137), and the social desire to look good to attend to social norms distort the 

intentions of green consumers (Carrigan & Attalla 2001; Hassan, Shiu & Shaw, 2014). 

Another issue is associated with environmental knowledge among consumers. 

According to D’Souza, Taghian, and Khosla (2007, p. 71), ‘knowledge advocates beliefs and 

values. (...) Environmental knowledge involves what people know about the environment and 

the beliefs that they hold about key environmental aspects or impacts.’ Therefore, consumers 

who are knowledgeable about environmental issues are more likely to be motivated to buy a 

sustainable product because it helps to distinguish the environmental impact of green products 

compared to conventional ones (D’Souza, Taghian, & Khosla 2007). It supports consumers’ 

decision to purchase sustainable products because they perceive their responsibility in 

protecting the environment, and they are more likely to convert an intention into behavior 

(Rausch & Kopplin 2021). 

However, there is still no consensus about the influence of environmental knowledge 

on the intention or decision to purchase a green product (Nekmahmud & Farkas 2020). Other 

scholars mentioned that the level of environmental knowledge was incompatible with the 

change in consumers’ purchase behavior (Carrigan & Attalla 2001; Miller 2009; Peattie 2001). 

Although consumers are aware of environmental issues and their consequences, behavioral 

change occurs slowly because consumers still have the same old habits, generating a conflict 

between knowledge and behavior (Dembkowski & Lloyd 1994). Human behavior is based on 
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habits, then consumers must review their daily routine to break ingrained habits, eliminate 

those that are negative, and build positive ones (White, Hardisty & Habib, 2019).  

Advertising contributes to raising environmental awareness, strengthening the attitude, 

and enhancing its influence on behavior, stimulating consumers to think about the reason to 

buy an eco-friendly product (Smith & Haugtvedt 1997). On the other hand, Roy (2012) stated 

that advertising has a slight effect or no impact on consumers’ decision-making, evidencing 

the challenge to deliver value and change consumers’ perceptions and attitudes. Under this 

scenario, the practice of greenwashing should be considered because it negatively affects the 

image of eco-friendly products and their benefits, discouraging consumers to buy them 

(Whellams & MacDonald 2012). 

The term greenwashing is used to describe environmental efforts made by companies 

that retract themselves as environmentally responsible but disguise environmental irregularities 

(Whellams & MacDonald 2012). Some industries changed their products while others simply 

pretended to produce green offerings or overemphasized their attributes and qualities, exposing 

consumers to a diversity of environmental advertising claims (Carlson, Grove & Kangun, 

1993). 

Consumers usually forgive the brand, mainly a renowned one, even though it has a low 

sustainable record, and do not claim business change because, for them, the most important 

criteria adopted in their purchase decision are price, quality, and brand, and they are guided by 

personal reasons rather than ethical ones (Carrigan & Attalla 2001), being the opposite as stated 

by previous scholars that consumers are changing their consumption patterns toward greener 

ones (Carlson, Grove & Kangun, 1993; Charter et al. 2002; Lozada & Mintu-Wimsatt 1997; 

Miller 2009; Sheth & Parvatiyar 1997; Solomon et al. 2019). 

Furthermore, perceived quality positively affects intention behavior, and the price was 

recognized as a barrier that prevents consumers from buying green products (Nekmahmud & 
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Farkas 2020). Peattie (2001) underlined that the focus on the price distorts the benefits of eco-

friendly products, which may be more expensive but are more economical and durable. 

This is a contradiction because some researchers affirmed that consumers are willing 

to pay a premium price for sustainable products (Charter et al 2002; Laroche, Bergeron & 

Forleo, 2001; Ottman 1998). However, none of them expressed how much more they are 

willing to pay (Katrandjiev 2016; Kotler 2011), generating a question mark about consumers’ 

real intentions in spending more money on an eco-friendly product. Blythe and Martin (2019) 

defended that in general, consumers are likely to pay more for any product when it meets their 

needs. They highlighted that ‘value is what the product is worth to the customer. The value is 

always higher than the price. (...) If the product is poor value, the customer will try to find 

alternatives; if the product is good value, the customer will remain loyal’ (Blythe & Martin 

2019, p. 14). 

Consumers who are willing to pay more for green products perceive environmental 

issues as severe. They consider the impact on the ecology in their purchase and think that 

companies are not environmentally responsible. On the other hand, those who are unwilling to 

pay more for eco-friendly products consider that organizations have acted properly regarding 

environmental preservation, and they do not believe that environmental issues are serious and 

that it is not important to be ecologically friendly. Therefore, they do not include the 

environmental impact in their purchase (Laroche, Bergeron & Forleo, 2001). 

The consumer perception of value is hard to measure because the value is an abstract 

concept correlated with other concepts, such as quality and price. For instance, price affects 

perceived quality. Whether it is cheap or expensive, the perception of price varies with each 

consumer, product, and purchase situation. Usually, consumers have a set of prices that are 

acceptable to pay for each type of product. When they believe the price is too high, they switch 
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to alternative brands. However, when the price is too low, they doubt the quality (Dodds, 

Monroe & Grewal 1991). 

 

2.4 Conclusion 
 

Understanding the mechanism that drives consumer buying behavior is surrounded by 

several ambiguities, as each individual responds differently to the same product attribute and 

purchase situation. Several different variables, such as price and quality, have a positive and 

negative effect to transform purchase intention into purchase behavior. When you add the 

variable environment, there is a conflict between personal values and environmental values and 

people often do not know how to reconcile both. Therefore, this study aimed to analyze some 

of the factors cited by previous scholars to understand the formulation of sustainable purchase 

intention and the factors that influence it to turn into sustainable purchase behavior. The next 

chapter aims to better understand how this study was conducted, with the explanation of the 

methods applied. 
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Chapter 3 - Research Method 
 

The research method is the ‘technique or procedure used to obtain and analyze data’ 

(Saunders, Lewis & Thornhill, 2019, p. 4). This chapter presents the process adopted to conduct 

an online questionnaire survey answered by 126 participants who live in different counties in 

Ireland, based on the quantitative methodological approach. The data gathered was converted 

into charts and statistics using Microsoft Excel and the Statistical Packages for the Social 

Sciences (SPSS) software, aligned with tables created in Microsoft Word. SPSS converted the 

quantitative data into cross-tabulated data to assess the correlation between the variables 

presented in Table 2, section 3.4.2.1 Dependent and Independent Variables and tested the 

hypotheses using Spearman’s Rank Order Correlation coefficient. It also has the ethical issues 

highlighted by the researcher regarding the commitment and importance to respect the rights 

of the respondents of this study. 

 

3.1 Participants 
 

The sampling technique is a process to select part of people that represents the whole 

target population in a survey, and it can be divided into two types: (1) probability, when the 

chance of an individual being selected is equal among all of them, and (2) non-probability, the 

probability of an individual being selected is unknown (Kumar 2019; Saunders, Lewis & 

Thornhill, 2019). This study applied a non-probability sampling technique to gather data from 

a percentage of target respondents who are representative of consumers in Ireland, using a 

convenience sample. 

The target respondents of this study were general adults aged over 18 years old, with 

no limited age, because people over 65 years old also need to buy garments. In 2021, the World 

Population Review estimated that there are 3,763,440 adults in Ireland. The formula presented 
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in Figure 2 was used to calculate the sample size for this study based on the number of people 

who are likely to participate. 

 

 

Figure 2: Sample Size of Consumers in Ireland. 
Source: SurveyMonkey 2021, ‘Sample Size Calculator.’ 

 

Where: 

 N = population size: 3,763,440 adults in Ireland. 

 e = Margin of error (95%): this percentage indicates how closely the survey results will 

represent the views of the general public. At a particular confidence level, the lower the 

margin of error, the closer the survey is to get the exact answer (SurveyMonkey n.d.). 

 z = z-score (0.05): number of standard deviations from the mean of an information point 

(SurveyMonkey n.d.). 

 

However, some factors, such as the time and budget constraints, did not allow the 

researcher to survey the entire population or large sample size. Therefore, this study collected 

data from a sample of 126 participants, between men and women, who live in different Irish 

counties, from different socio-economic levels and nationalities. Ireland is a multicultural 

country, and it occupies the 28th position in the global ranking of countries that receive 

immigrants (World Population Review 2021). Altogether, the country has immigrants from 

200 countries, such as the United States, Poland, and Brazil. In 2016, when the last census was 

made, only 12 countries represented 73.6% of all non-Irish citizens, and each of these countries 

had more than 10,000 residents living in Ireland (Central Statistics Office - CSO 2016). 
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To participate of this study, the respondent needed to have access to the internet, have 

an active email, or be a Facebook, Telegram, or WhatsApp user, as the researcher introduced 

the subject of this study in these social media platforms, inviting people to take part voluntarily 

in this survey. In parallel, the researcher shared the questionnaire link among existing contacts 

inviting them to contribute to this study, which aimed to understand consumer purchase 

behavior regarding sustainable clothing and answer the research questions ‘How likely are 

consumers to purchase sustainable clothing rather than fast fashion?’ and ‘Have consumers 

done what they talk about?’. 

 

3.2 Design 
 

The research purpose can be classified into Basic or Applied. Basic research aims to 

expand the existing knowledge and Applied research solves a problem or provides value in a 

study field, and it aims to understand a phenomenon (Kumar 2019; Saunders, Lewis & 

Thornhill, 2019). Based on these definitions, this study is a hybrid between both approaches 

because it aimed to fill a knowledge gap and the results would generate insights for fashion 

brands and marketers to develop strategies and improve their communication to reach 

consumers more effectively. 

The nature of this research is explanatory because its aim was to understand if 

consumers act according to what they think and say, regarding buying sustainable clothing. 

Moreover, this study used variables, such as perceived product attributes and consumer values, 

to understand the process of formulation of consumer initial intention until the purchase. To 

explore this phenomenon, the researcher opted for the primary data source for being more 

precise to reach the objectives and answer the research questions proposed by this study 

mentioned in section 1.2 Research Aim and Objectives. The time horizon is cross-sectional 
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because the researcher collected data from the participants at a single point in time, from 

August 22nd to 30th 2021 (Saunders, Lewis & Thornhill 2019). 

The demographic and psychological characteristics were collected using an online 

quantitative questionnaire survey. This strategy was chosen because a survey allows the 

researcher to collect data with a low budget, and the results of how people think or behave 

about a specific issue can be easily compared. Within this tactic, the questionnaire was used to 

gather data from participants, because it is ‘one of the most widely used data collection methods 

within the survey strategy. Because each person (respondent) is asked to respond to the same 

set of questions, it provides an efficient way of collecting responses from a large sample’ 

(Saunders, Lewis & Thornhill 2019, p. 504), localized in a geographically diverse area (Kumar 

2019). 

It is a mono method quantitative study because it used a single data collection 

technique, and it has a deductive approach based on positivism research philosophy because 

the researcher collected quantifiable data and interpreted it to create a law-like generalization 

to explain consumer behavior (Saunders, Lewis & Thornhill 2019). In this present study, the 

researcher used an existing theory, which exposes the contradiction about what consumers state 

in polls with what they act, regarding buying eco-friendly products (Carrington, Neville, & 

Whitwell, 2010; Charter et al. 2002; Dembkowski & Lloyd 1994; Sheth & Parvatiyar 1997; 

Solomon et al. 2019; Whellams & MacDonald 2012; White, Hardisty & Habib, 2019), 

narrowing the object to sustainable clothing. Moreover, this project also developed hypotheses 

to be tested based on previous scholars’ findings, which suggested that barriers, such as price 

and pressure to attend to social norms, are likely to affect the initial intention to materialize a 

buying behavior (Carrigan & Attalla 2001; Hassan, Shiu & Shaw, 2014; Peattie 2001). 

This contradiction was identified in Ireland in a survey conducted by B&A in 2020, 

which expressed that consumers are concerned about environmental issues, but have made low 
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efforts to change their lifestyle to preserve the environment. However, it did not explain the 

barriers consumers have to change their consumption patterns toward greener behavior. 

According to Ottman (1998), it is hard for consumers to change their lifestyle when it requires 

a significant effort, no matter how much they say they have environmental concerns.  

Based on this finding, the researcher applied an online quantitative questionnaire survey 

with predetermined answers, to confirm the existence of this inconsistent behavior among 

consumers in Ireland, and understand the barriers consumers have to change their purchase 

behavior and how likely they are to buy sustainable clothing rather than fast fashion. This type 

of research has not been conducted in Ireland, being an opportunity to explore this 

phenomenon. 

The researcher analyzed the pros and cons of applying the qualitative and quantitative 

methodology. Qualitative method is richer in collecting data, derivative from a more dynamic 

and flexible approach, such as a focus group interview, and it leads to a deeper understanding 

of consumers’ behavior and their ‘individuals’ perceptions of the world’, by exploring human 

thoughts and feelings (Bell & Waters 2018, p. 24). However, this methodology may be affected 

by the researcher’s bias while the interview is conducted, influencing the results. Moreover, 

the process can be more complicated and prolonged, and the findings cannot be generalized to 

the entire population (Bell & Waters 2018; Kumar 2019). 

The researcher did not have any intention to influence the results, and due to the time 

constraint in conducting qualitative research in addition to a quantitative one, the quantitative 

method was considered more appropriate to apply in this project because the results can be 

generalized to the entire population to explain their behavior regarding buying sustainable 

clothing. Moreover, the results, derivative from numbers, can be interpreted, measured 

numerically, and analyzed using a range of statistical and graphical techniques. In addition, 

this approach is more objective, responses are automatic, and the researcher’s role is neutral, 
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not influencing the respondents, and consequently, the results. On the other hand, it does not 

provide any interpretation or explanation of the data result, because it cannot access the 

experiences, feelings, and thoughts of the participants (Bell & Waters 2018; Kumar 2019). 

 

3.3 Procedure 
 

The data was gathered using a questionnaire survey, which was converted to an online 

version using Microsoft Forms to generate a link that was distributed to the researcher’s 

existing contacts, such as friends, colleagues, co-workers, and neighbors who live in Dublin. 

To obtain information from those who live in other Irish counties, the researcher presented this 

project and shared the link of the online questionnaire on online communities organized around 

colleges, and those that discuss subjects around lifestyle, fashion, consumption, etc, on social 

media platforms, such as Facebook, WhatsApp, and Telegram. 

 

3.4 Survey Instrument 
 

The online questionnaire survey gathered data about the demographic and 

psychological characteristics of the participants, and it compiled validated instrument 

measurements developed by different authors, presented in Table 1. It used predefined 

responses applying multiple forced-choice questions, multiple free choices, and a 5-point 

Likert scale, to measure the level of agreement, importance, or frequency of the given 

statements. These types of questions were chosen for being easier to convert the data collected 

from a large sample into charts and statistics, test the hypotheses generated in this study, 

presented in Table 2, and compare the percentages of responses. 

The final instrument contains 14 questions, and 49 statements (see Appendix C), and 

the structure was divided as follows: 
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Table 1: Questionnaire Structure. 

 

 

3.4.1 Demographic Data 
 

The first section of the questionnaire focused on demographic data of the participants, 

who were submitted to multiple forced-choice questions about their age, gender, living status, 

education level, income, nationality, and county where they live. The nationalities were 

included according to the census of the population made in 2016 (CSO 2016), and it was 

organized in alphabetical order. In addition, this study also comprised the psychological data, 

presented in the following section. 
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3.4.2 Psychological Data 
 

The second section of the questionnaire gathered psychological data and it was divided 

into dependent and independent variables, as described further in section 3.4.2.1 Dependent 

and Independent Variables. Kumar (2019) defined a variable as a concept that can be measured 

through scales, which in turn can be a system to classify objects, responses, characteristics, 

etc., into categories, such as nominal and ordinal. 

Validated measurement instruments developed by different authors, as presented 

previously in Table 1, were used to assess the correlation between variables, and map the 

process of consumer purchase decision-making regarding buying sustainable clothing or fast 

fashion. Each instrument was adapted to work on the hypotheses, aim, and objectives of this 

study presented in section 1.2 Research Aim and Objectives, and the number of statements 

introduced to the participants was reduced, to decrease the time estimated to answer the survey. 

Some questions have been modified and others were included, to emphasize the central 

purchasing behavior of this study, which is sustainable clothing versus fast fashion. 

 

3.4.2.1 Dependent and Independent Variables 
 

The independent variables (IV) can be manipulated or changed to measure their impact 

in a phenomenon or situation of the dependent variable (DV), while the DV change in response 

to alterations in other variables, and they are observed effect or outcome from introduction or 

manipulation of an IV (Bell & Waters 2018; Kumar 2019; Saunders, Lewis & Thornhill 2019). 

In this study, the independent and dependent variables are multidimensional constructs, which 

are important to understand the factors that may influence consumers’ intention behavior 

purchase and test the hypotheses, such as if the environmental knowledge influences purchase 

behavior. 
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Table 2: Dependent and Independent Variables Related to Each Hypothesis. 

 

 

3.4.2.1.1 Environmental Knowledge 
 

The increase of the concern around environmental issues, such as deforestation and loss 

of biodiversity, raised the interest of scholars in understanding how people perceive these 

issues (Dunlap et al. 2000). In 1978, Dunlap and Van Liere developed the New Environmental 

Paradigm (NEP) Scale to measure the pro-environmental orientation of people, ‘focused on 

beliefs about humanity’s ability to upset the balance of nature, the existence of limits to growth 
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for human societies, and humanity’s right to rule over the rest of nature’ (Dunlap et al. 2000, 

p. 427). 

The questionnaire was revised in 2000 by the authors (Dunlap et al. 2000), and the new 

version is composed of the set of 15 statements, divided into five hypothesized angles of an 

ecological worldview: (1) the reality of limits to growth, (2) anti-anthropocentrism, (3) the 

fragility of nature’s balance, (4) rejection of exemptionalism, and (5) the possibility of an eco-

crisis. 

The agreement of eight items marked by odd numbers, such as ‘Humans are severely 

abusing the environment,’ and ‘We are approaching the limit of the number of people the earth 

can support,’ indicates a pro-ecological view. The seven even items are reversed items, and the 

disagreement of statements such as ‘Humans will eventually learn enough about how nature 

works to be able to control it’ and ‘The balance of nature is strong enough to cope with the 

impacts of modern industrial nations’, indicate a pro-ecological view (see Appendix D). 

The researcher included one sub-dimension, ‘clothing pollution’ and four items in this 

instrument, for instance ‘Synthetic materials, such as polyester, do not pollute water,’ and 

requested the participants to rate each of them from 1-strongly disagree to 5-strongly agree. 

Two statements to disagree and two to agree were created to balance the number of items where 

agreement or disagreement represent the pro-ecological view. The final instrument has 14 

items, in which the agreement of seven items expresses a pro-ecological view, and the same is 

applied when the respondents disagree with the other seven items. 

The results of this instrument address the first objective of this study, related to the 

measurement of environmental knowledge and understanding if it influences consumers 

purchasing behavior, and work on the hypothesis H1 that presumes that the level of 

environmental knowledge does not influence the consumer purchase behavior. 
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In addition to this analysis of environmental knowledge, the researcher included 

consumer values and perceived product attributes scale to assess the existence of a positive or 

negative relationship on consumer buying behavior, which is the subject addressed in the next 

section. 

 

3.4.2.1.2 Consumer Value-Perceived Product Attributes 
 

As stated by Charter et al. (2002) and Roy (2012), making consumers perceive the value 

of sustainable products and the benefits linked to the environment is an issue. Because of this, 

the researcher applied a measurement scale developed by Lee et. al. (2012), who proposed a 

multidimensional construct of the consumer values-perceived product attributes, the CV-PPA 

model, which analyzes the factors that motivate consumers in buying athletic team 

merchandise, and it is composed of ten sub-dimensions, divided into 36 items (see Appendix 

E). The instrument was adapted by changing words such as ‘things’ and ‘product’ to ‘clothing’, 

which is the subject of this study. 

Under the dimension CV, there are six elements: social approval, materialism, 

covetousness, prestige/status, escape, and tradition, that used statements such as ‘Buying things 

give me a lot of pleasure’ is associated with materialism, and ‘It would help me to feel 

accepted,’ is related to social approval. In addition, the dimension of PPA is divided into four 

elements: price/quality, craftsmanship, aesthetic beauty, and nostalgia, composed by 

statements like ‘It was a good product for the price,’ to express satisfaction with the price and 

quality, and ‘It was beautiful or attractive in appearance,’ associated with the aesthetic beauty 

sub-dimension. 

In the PPA dimension, the researcher included the item ‘It was more expensive but it 

helps to preserve the environment’ in the sub-dimension ‘price/quality’ to know if consumers 

are willing to pay a premium price for sustainable clothing. It was added the sub-dimension 
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‘ethics/sustainability’ and two items, such as ‘It was not manufactured in sweatshop conditions’ 

to measure if consumers perceive the value of sustainable clothing.  

In addition, the sub-dimensions ‘escape’ (CV), ‘tradition’ (CV), ‘nostalgia’ (PPA), and 

their respective items were excluded because of the lack of connection proposed by this study. 

Statements such as ‘It would provide me freedom or independence,’ ‘It would remind me of 

my family or group of people I belong to,’ and ‘It is a tradition’ are incompatible with the 

arguments that motivate apparel purchase behavior. 

The final instrument has 14 items, four from CV and 10 from PPA. The respondents 

rated CV items according to their level of agreement, using a 5-point Likert scale, from 1-

strongly disagree to 5-strongly agree. In the PPA scale, the participants rated according to their 

level of importance, from 1-not important to 5-very important. All the statements were arranged 

in random order to avoid that the participants rate them with the same level of agreement and 

importance. 

The CV-PPA instrument was adjusted in this study to test the hypotheses H2, H3, H4, 

and H5, which suggested that CV and PPA influence consumer purchase behavior; the benefits 

of sustainable clothing do not have any effect on consumer purchase behavior; and the price of 

sustainable clothing exerts a negative influence on consumers, respectively. It also supports 

achieving the second and third objectives of this study, about the perceived benefits of 

sustainable clothing and the factors that drive consumers’ purchase. 

In addition to the CV-PPA scale, the researcher applied an instrument to assess the 

relationship between intention and behavior regarding the purchase of sustainable clothing or 

fast fashion, to understand the contradiction about consumers’ statements related to their 

environmental concern and willingness in buying ethically, a subject covered in the next 

section. 
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3.4.2.1.3 Consumer Intention-Behavior Purchase (CIBP) 
 

Hassan, Shiu, and Shaw (2014) developed a questionnaire to measure the consumers’ 

intention-behavior in avoiding the purchase of sweatshop clothing (see Appendix F). It was 

built based on the TPB constructs and additional constructs of planning, such as intention, 

implementation intention, attitude, PBC, SN, ABC, and behavior, presented in section 2.3.2 

Consumer Intention-Behavior. 

The researcher adjusted the statements given by the scholars and included the SC, a 

construct derivative from consumer behavior and social psychology literature. The term fast 

fashion replaced sweatshop because its meaning encompasses social and environmental issues, 

and some statements were changed to sustainable clothing context. In total, there are 21 items, 

divided into three questions. This dimension and its sub-dimensions are likely to help to test 

hypotheses H6 and H7 about the influence of SN and implementation intention on consumer 

purchase behavior, respectively. 

Question 12 has four items, and the respondents rated the statements according to their 

level of agreement, from 1-strongly disagree to 5-strongly agree, and they were submitted to 

statements to assess intention, attitude, PBC, and SN. It contains statements such as ‘Avoiding 

purchasing fast fashion is difficult’, which represents PBC, and ‘People who are important to 

me would think I should avoid purchasing fast fashion,’ which reflects a SN. 

Question 13 has five items to assess implementation intention, and behavior, and the 

respondents were submitted to statements like ‘I am likely to purchase a sustainable garment 

the next time I shop for clothing,’ which represents an implementation intention, and they 

should rate them according to the frequency, from 1-never to 5-always. 

Due to the importance of the influence that external factors exert on purchasing 

behavior, the SC was included, as proposed by Carrington, Neville, and Whitwell (2010) to 

understand the intention-behavior gap of ethical consumers. Question 14 presents 12 
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statements, divided into two neutral items, ‘other’ and ‘I do not buy sustainable clothing,’ the 

SC sub-dimension has six items, aligned to the ABC, with four items, using a multiple-free 

choice question category. Among the statements, there are ‘Influence of the salesperson’ (SC) 

and ‘Sustainable clothing has a lack of choice/variety’ (ABC), to reproduce a real-life shopping 

experience. The statements were formulated based on situations illustrated throughout the 

Carrington, Neville, and Whitwell (2010) work, and it aimed to understand the barriers 

consumers have to translate intention into behavior purchase regarding buying sustainable 

clothing. 

Question 14 is associated with the last statement presented in question 13, which 

affirms that people have bought at least one fast fashion item. It was included to assess whether 

the consumer implementation intentions purchase mentioned in the first statement ‘I am likely 

to purchase a sustainable garment the next time I shop for clothing’ has materialized or not. 

When people plan an intention, it is more likely to turn it into behavior, according to Ajzen and 

Fishbein (2005), which served as the basis for formulating hypothesis H7. In this case, the 

researcher wanted to analyze whether consumers created an ethical purchase intention and 

whether this is transformed into purchase behavior. If the intention has not turned into a 

purchase, the statements given in question 14 intended to understand the reasons. 

All statements given in this instrument were analyzed to understand the contradiction 

in consumer behavior in translating their purchase intention into purchase behavior and achieve 

the fourth, fifth, and sixth objectives proposed in this study, about the influence of SC and ABC 

and implementation intention on behavior, and identify the barriers consumers have to move 

toward a greener clothing consumption. The following section explains how the data gathered 

was analyzed to achieve all objectives proposed. 

 

3.5 Data Analysis 
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The researcher applied a descriptive statistical method to assess the data collected from 

the demographic and psychological characteristics of the respondents. The psychological 

questions were related to environmental knowledge, consumer value, perceived product 

attributes, and consumer intention-behavior purchase of clothing. The results were analyzed 

using tables created in Microsoft Word, aligned to Microsoft Excel and SPSS software, which 

converted the data into a clustered column chart, or pie chart, and statistics that were used to 

illustrate the comparison of percentages among the responses received from 126 participants. 

Moreover, SPSS software was used to calculate the mean and standard deviations of the 

psychological scale instruments and their sub-dimensions. 

In parallel, the SPSS software also was used in the inferential statistics to convert the 

quantitative data into variables and cross-tabulate the data to generate statistics from the sample 

data and make generalizations about the consumers in Ireland. Moreover, it tested the 

hypotheses of this study using Spearman’s Rank Order Correlation coefficient, a non-

parametric technique, applied to explore the relationship between variables illustrated in Table 

2, section 3.4.2.1 Dependent and Independent Variables (Pallant 2010). 

 

3.6 Ethical Issues 
 

Ethics is related to the ‘standards of behavior that guide (..) [the] conduct in relation to 

the rights of those who become the subject of (...) [the] work or are affected by it’ (Saunders, 

Lewis & Thornhill, 2019, p. 253-254). Moreover, it is a critical aspect of any research project, 

and its consideration is important when gathering data from participants in a survey (Saunders, 

Lewis & Thornhill, 2019). As the target population of this survey included people over 65 years 

old, the researcher believes that any question presented a sensitive issue that could affect or 

interfere with the respondent’s integrity, and it would not cause any psychological, physical, 

or social harm.  
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To prevent any misunderstanding, it had an Information Form (see Appendix G) at the 

beginning of the questionnaire that explained the nature of the research, how the data would be 

used and protected, and there was the researcher e-mail, in the case the participants need to 

contact for any issue or further information associated with this study. Moreover, there was a 

Consent Form (see Appendix H), where the respondent confirmed he/she fully understood the 

dynamic of the survey, and they had to consent to an agreement confirming they were taking 

part in it voluntarily. At any moment, the respondent could interrupt their participation and 

withdraw from the survey without any penalty. 

The survey was completely anonymous and confidential. It would provide neither risk 

nor benefits for the respondents. It was composed of closed-end questions, thus, the respondent 

should select an option from a given set of alternatives. At any moment, the respondent would 

be required to write an answer or provide personal information that could be associated with 

the respondent or identify them, such as name, telephone number, etc.  

The researcher safeguarded the confidentiality and anonymity of all information 

gathered from the participants, which was used strictly to support a theory developed in this 

present academic study and the information would not be disseminated or shared to any other 

researchers or be used for other purposes, such as commercial, to ensure the integrity of all 

respondents. The only exception was the Dublin Business School academic lecturers, who 

would assess this study and needed to access the data. Moreover, the data collected was 

converted into a Microsoft Excel spreadsheet file protected with a password, which remains 

stored in the researcher’s laptop by October 2021 when this study ends, and after that, the file 

will be deleted. 

 

3.7 Conclusion 
 



55 
 

This study applied an online questionnaire survey to gather quantitative data about the 

demographic and psychological characteristics of 126 respondents, who live in different Irish 

counties. It used validated instruments to measure the environmental knowledge of the 

respondents, the consumer value perceived of products attributes, and cognitive approaches 

based on social psychology and consumer behavior constructs to assess how these factors may 

affect positively or negatively consumers’ decision-making in buying sustainable clothing. The 

data collected were analyzed using descriptive and inferential statistical methods. 

 The researcher did not ask any direct question, such as ‘Are you willing to buy 

sustainable clothing?.’ The respondents were submitted to several statements to rate them 

according to their level of agreement, importance, or frequency, to measure their opinion rather 

than apply a simple question using ‘yes’, ‘no’ as an answer because as stated previously by 

scholars, consumers tend to answer polls based on social norms, that do not translate their real 

behavior (Carrigan & Attalla 2001; Carrington, Neville, & Whitwell, 2010; Follows & Jobber 

2000; Peattie 2001; Solomon et al. 2019). 

An example of this contradiction is the surveys that demonstrated consumers are 

concerned about environmental issues but do not act according to this statement or change their 

lifestyle to preserve the environment (Carrigan & Attalla 2001; Carrington, Neville, & 

Whitwell, 2010; Dembkowski & Lloyd 1994; Follows & Jobber 2000; White, Hardisty & 

Habib, 2019). Thus, the researcher applied statements aligned to the 5-point Likert scale as an 

alternative method to understand the consumer intentions in buying sustainable clothing rather 

than fast fashion and how this intention is likely to convert into purchase behavior. The 

respondents’ answers were compiled, and chapter 4 presents the results. 
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Chapter 4 - Results 
 

The online quantitative survey collected data from 126 respondents, who live in 

different Irish counties, between August 22nd and 30th, 2021. The questionnaire has 14 

questions and 49 statements, which the respondents rated according to their level of agreement, 

importance, or frequency that used a 5-point Likert scale, in which 1 was the minimum value 

and 5, the maximum value. The first question was the consent form, in which the respondents 

confirmed to be aware that their participation was voluntary. Questions from two to eight 

collected demographic characteristics of the participants, while questions from nine to 14, 

gathered psychological information. The last question is multiple free choices to understand 

the barriers people have to buy sustainable clothing. The data compilation was divided into two 

parts, Descriptive and Inferential Statistical Analysis. 

 

4.1 Descriptive Statistical Analysis 
 

The Descriptive Statistical Analysis is a visual and numerical technique for describing 

data collected in a survey, which allows identifying patterns, trends, bumps, quirks, and 

irregularities (Howitt & Cramer 2020). This method was applied to assess the data gathered 

from the online survey respondents about their demographic and psychological characteristics 

presented in a pie chart, or clustered column charts created on Microsoft Excel, and tables 

created on Microsoft Word, according to the type of information. In parallel, SPSS software 

was used to analyze statistically the information collected, calculating the mean and standard 

deviation of the central tendency and dispersion, respectively of psychological characteristics. 

 

4.1.1 Demographic Characteristics 
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The demographic characteristics collected from the participants were: age, gender, 

living status, education level, annual income, nationality, and the county where the respondent 

lives, to have a profile of the respondents. The results are presented in the sections below. 

 

4.1.1.1 Age 
 

As presented in Figure 3, the majority age range of the respondents (34.1%) is people 

aged between 31 and 40 years old, followed by those who are between 41 and 50, which 

represents 23%. 

 

 

Figure 3: Age of the Respondents. 
 

4.1.1.2 Gender 
 

Women were the most respondents who took part in the survey (76.2%), and men 

represent 23.8% of the sample. 
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Figure 4: Gender of the Respondents. 
 
 

4.1.1.3 Living Status 
 

The percentage of living status of the respondents who live with their spouse/partner or 

with their family was balanced, with around 36%. People who live with friends or alone got 

the same percentage, 11.9%. 

 

 

Figure 5: Living Status of the Respondents. 
 



59 
 

4.1.1.4 Education Level 
  

Most respondents have bachelor’s or postgraduate degrees, with 40.5% and 38.9%, 

respectively. Around 15.9% of them mentioned they have a high school degree or equivalent. 

 

 

Figure 6: Education Level of the Respondents. 
 

4.1.1.5 Annual Income 
  

The annual income of 27% of the respondents is between 30.000,01 and 45.000,00, and 

20.6%, between 13.000,01 to 20.000. In contrast, the fewest ones (9.5%) earn more than 

60,000,01 a year. 
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Figure 7: Annual Income of the Respondents. 
 

4.1.1.6 Nationality 
 

Most respondents were Irish people (56.3%), followed by Brazilians (23%) and people 

from other nationalities that were not mentioned in the list (7.9%). 

 

 

Figure 8: Nationality of the Respondents. 
 

4.1.1.7 County 
  



61 
 

Respondents who live in different Irish counties took part in this survey. Most of them 

live in Dublin (48.4%), Kildare (12.7%), Wexford (11.1%), and Galway (9.5%). 

 

 

Figure 9: County of the Respondents. 
 

In parallel, the survey gathered data about the psychological characteristics of the 

participants to understand what they think and how they behave regarding buying sustainable 

clothing, which is presented in the following sections. 

 

4.1.2 Psychological Characteristics 
 

The psychological characteristics worked on the following dimensions: environmental 

knowledge, consumer values, perceived product attributes, and consumer intention-behavior 

purchase. The results of each instrument aimed to provide information to test the hypotheses 

of this study, presented in section 4.2.1 Correlation Analysis. 

 

4.1.2.1 Environmental Knowledge 
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The respondents rated 14 statements using a 5-point Likert scale ranging from 1-

strongly disagree to 5-strongly agree, which analyzed different ecological worldviews. From 

the total of items, the agreement of seven statements or disagreement (reversed items) of the 

other seven items represented a pro-ecological orientation, as demonstrated in Table 3. Thus, 

the reversed items were recoded on SPSS software to create new items to generate a more 

accurate score calculation. The result of each sub-dimension is presented in the following 

sections. 

 
Table 3: Classification: Agreement and Disagreement of the Statements Given Represent a Pro-Ecological 
Orientation. 
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4.1.2.1.1 The Reality of Limits to Growth 
 

About the item ‘We are approaching the limit of the number of people the earth can 

support,’ 34.9% of the respondents agree, while 29.4% strongly agree. The sum of those who 

disagree/strongly disagree is around 16%. 

Most of the respondents (50%) agree with the statement ‘The earth has plenty of natural 

resources if we just learn how to develop them’, and 17.5% strongly agree, while the sum of 

the disagree/strongly disagree percentages are nearly 24%. 

The average of this sub-dimension resulted in a neutral response (M = 3.09, SD .88). 

However, as the second item is reversed, it was expected to have more disagreement than 

agreement, but the percentages show the opposite, given the idea of a null consensus among 

respondents about the finite natural resources issue. 

 
Table 4: Statements: The Reality of Limits to Growth. 

 

 

4.1.2.1.2 Anti-Anthropocentrism 
 

The ‘Humans have the right to modify the natural environment to suit their needs’ 

statement got 36.5% of disagreement, 22.2% of the respondents strongly disagree, and the sum 

among those who agree/strongly agree is around 25%. 
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Most respondents (57.9%) strongly agree with the item ‘Plants and animals have as 

much right as humans to exist’, and 31.7% agree, while neutral, disagree, and strongly disagree 

got few percentages, and together they represent around 10%. 

The average is nearly 4 (M = 3.95, SD = .88) which means that most respondents 

perceive the importance of preserving nature because our survival depends on it. 

 
Table 5: Anti-Anthropocentrism Statements. 

 

 

4.1.2.1.3 The Fragility of Nature’s Balance 
 

While around 85% of the respondents agree/strongly agree with the item ‘When 

humans interfere with nature it often produces disastrous consequences’, few of them 

disagree/strongly disagree (7.2%) or are neutral (7.9%). 

The sum of the disagree/strongly disagree of the statement ‘The balance of nature is 

strong enough to cope with the impacts of modern industrial nations’ is around 88%, and few 

respondents agree/strongly agree (4.6%) or are neutral (1.6%). 

The respondents have a positive feeling and agree that the environment must be 

protected (M = 4.22, SD = .74) because they understand that human interference affects the 

ecology. 
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Table 6: The Fragility of Nature’s Balance Statements. 

 

 

4.1.2.1.4 Rejection of Exemptionalism 
  

Around 88% of the participants agree/strongly agree with the statement ‘Despite our 

special abilities humans are still subject to the laws of nature,’ 4% disagree/strongly disagree, 

and 8.7% are neutral. 

The item, ‘Humans will eventually learn enough about how nature works to be able to 

control it’ got 42.1% of disagreement, and 25.4% of the respondents strongly disagree, while 

19.8% are neutral. 

This sub-dimension has an average of nearly 4 (M = 3.99, SD = .64). Most respondents 

agree that humans are not exempt from the environment’s strength and the relationship between 

humanity and the environment is important. 
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Table 7: Rejection of Exemptionalism Statements. 

 

 

4.1.2.1.5 The Possibility of an Eco-Crisis 
 

‘The so-called ‘ecological crisis’ facing humankind has been greatly exaggerated’ item 

got around 80% of disagreement, while 11.1% are neutral and nearly 9% agree/strongly agree 

with it.  

The statement ‘If things continue on their present course, we will soon experience a 

major ecological catastrophe’ received around 87% of agree/strongly agree, 7.9% neutral 

position, and the sum of disagree/strongly disagree got 4.8%. 

The average rate is slightly above 4 (M = 4.19, SD = .81) demonstrating an agreement 

about the seriousness of environmental issues. 

 
Table 8: The Possibility of an Eco-Crisis Statements. 
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4.1.2.1.6 Clothing Pollution 
 

Most respondents strongly disagree (48.4%) or disagree (37.3%) with the statement 

‘Synthetic materials, such as polyester, do not pollute water.’ Another 11.9% are neutral and 

2.4% agree with the statement. The second reversed item, ‘All clothing made with cotton is 

recyclable,’ had similar results in the scale of disagreement (38.1% strongly disagree and 

33.3% disagree), while 10.3% are neutral, and the sum of agreements is around 18%.  

In addition, 45.2% of the respondents agree that ‘Clothing is still confectioned under 

sweatshop work conditions,’ 33.3% strongly agree with this item, neutral got 17.5% and the 

sum of disagreement reached 4%. Moreover, 59.5% of the respondents agree that ‘Sustainable 

clothing is an alternative to reduce the carbon footprint’, while 27% strongly agree and 8.7% 

are neutral. The sum of disagree/strongly disagree got 4.8%. 

The average score is slightly above 4 (M = 4.08, SD = .56), which expresses that the 

respondents are aware of the negative social and environmental impact caused by clothing. 

 
Table 9: Clothing Pollution Statements. 
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4.1.2.1.7 Conclusion 
 

The average of the environmental knowledge scale is nearly 4 (M = 3.94, SD = .47), 

which represents that most respondents agree with the given items. They are aware of 

environmental issues and their consequences, because the higher the score, the more probably 

the environmental issues are perceived as significant. This instrument was applied to measure 

environmental knowledge among the respondents and to understand if it influences consumers 

in their decision-making purchase and test hypothesis H1. 

 

4.1.2.2 Consumer Values-Perceived Product Attributes (CV-PPA) 
 

The dimension was divided into consumer values (CV) and perceived product attributes 

(PPA), and each one has sub-dimensions. The respondents were introduced to 14 items, four 

from CV, which used a 5-point Likert scale, from 1-strongly disagree to 5-strongly agree, while 

10 items from PPA were rated according to the level of importance, from 1-not important to 5-

very important. 

 

4.1.2.2.1 Consumer Values (CV) 
 

4.1.2.2.1.1 Social Approval 
 

35.70% of the respondents agree with the statement ‘It would make a good impression 

on other people,’ 31.7% of them were neutral, and 18.3% disagree. As the average is slightly 

above 3 (M = 3.08, SD = 1.05), it reveals that people are neutral regarding social approval and 

the relevance of how other people see them. 
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Table 10: Social Approval Statement. 

 

 
 
4.1.2.2.1.2 Materialism 

 

‘I sometimes buy clothing that I do not need’ got 48.4% of agreement, 27% of 

disagreement, and 14.3% of the respondents strongly disagree with this statement. The scores 

demonstrates that consumers have not been materialistic about buying clothing (M = 3.01, SD 

= 1.22). 

 

Table 11: Materialism Statement. 

 

 

4.1.2.2.1.3 Covetousness 
 

Most respondents (45.2%) disagree with the item ‘It would sometimes bother me quite 

a bit that I could not afford to buy all the clothing I would like,’ while 24.6% strongly disagree, 

and around 19% agree/strongly agree with this statement. It shows that they are not driven by 

the desire for possessing clothing (M = 2.27, SD = 1.08). 
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Table 12: Covetousness Statement. 

 

 

4.1.2.2.1.4 Prestige and Status 
 

The sum of the percentages of people who disagree (37.3%) and strongly disagree 

(13.5%) with the item ‘It would improve my status as perceived by others,’ is around 50%, 

while 31% of them agree/strongly agree with the statement. The average demonstrates that the 

respondents are not concerned to purchase clothing to improve their social status (M = 2.69, 

SD = 1.09). 

 
Table 13: Prestige and Status Statement. 

 

 
 
4.1.2.2.1.5 Conclusion 

 

The overall average of the CV scale is nearly 3 (M = 2.76, SD = .74), which expresses 

that most consumers are neutral related to the sub-dimensions assessed in this instrument. The 

respondents are slightly materialistic but not ambitious, they are a bit concerned to have social 

approval, but prestige and social status are not so important for them. The results of this 

instrument work on hypothesis H2, to identify if consumer values influence purchase behavior. 
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4.1.2.2.2 Perceived Product Attributes (PPA) 
 

4.1.2.2.1.1 Price and Quality 
 

61.1% of the respondents considered the statement ‘It was a good product for the price’ 

important, and 19.8% very important, while the sum of neutral, less important, and not 

important is nearly 20%. Similar percentages were obtained by the item ‘It was well made,’ in 

which 63.5% considered it important, 26.2% very important, and the sum of neutral, less 

important, and not important classification is around 10%. 

60.3% of the respondents classified as important the item ‘It had consistent quality,’ 

and for 31.7% it was very important, while neutral got 7.9%. The item ‘It was more expensive 

but it helps to preserve the environment,’ is considered important to 52.4%, 19% are neutral, 

and 13.5% think it is very important. This statement suggests that consumers are likely to pay 

a premium price for clothing that preserves the environment (M = 3.60, SD = .98). 

The overall average expresses that price and quality are important criteria for 

consumers in their decision-making purchase (M = 3.96, SD = .42). 

 
Table 14: Price and Quality Statements. 
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4.1.2.2.1.2 Craftsmanship 
 

Most respondents (48.8%) consider the statement ‘It would last a long time’ important, 

39.7% very important, and nearly 12% are neutral or rated it as less important. 

‘It was made by a well-known manufacturer’ got 38.9% of neutral responses, 21.4% 

classified it as less important, and 18.3% as important. 

Overall, the average is around 3 (M = 3.43, SD = .63) reinforcing the slight importance 

position related to the relevance of craftsmanship as a purchasing criterion. 

 
Table 15: Craftsmanship Statements. 

 

 

4.1.2.2.1.3 Aesthetic Beauty 
 

Most respondents (65.9%) rated the statement ‘It was beautiful or attractive in 

appearance,’ as important, 16.7% very important, and 11.9% are neutral. 

In addition, the item ‘It would improve my appearance or the way I look’ is important 

for 50.8% of the respondents, while 21.4% are neutral, and 12.7% think it is a very important 

criterion. 

As the average is nearly 4 (M = 3.74, SD = .75), it assumes that aesthetic beauty is an 

important factor to drive consumers in their purchases. 
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Table 16: Aesthetic Beauty Statements. 

 

 
 
4.1.2.2.1.4 Ethics and Sustainability 

 

Most respondents (38.9%) think the item ‘It was not manufactured in sweatshop 

conditions,’ is important, and 30.2% very important, while 19% are neutral. 

In the same line, most respondents (49.2%) consider the statement ‘It was made with 

recycled materials or organic cotton,’ important, 23.8% are neutral, and 18.3% stated that is 

very important. 

The average is nearly 4 (M = 3.78, SD = .87), demonstrating that the respondents know 

the benefits of buying sustainable clothing, and ethics and sustainability are important criteria 

to them when buying apparel. 

 
Table 17: Ethics and Sustainability Statements. 
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4.1.2.2.1.5 Conclusion 
 

Most consumers consider the sub-dimensions assessed in the PPA scale (price/quality, 

craftsmanship, aesthetic beauty, and ethics/sustainability) as important criteria to their 

decision-making purchase in buying clothing (M = 3.77, SD = .38). These findings were used 

to test hypotheses H3, H4, and H5 about the correlation between perceived product attributes, 

the high price of sustainable clothing, and ethics and sustainability, as factors that are likely to 

influence consumer purchase behavior. 

 

4.1.2.3 Consumer Intention-Behavior Purchase (CIBP) 
 

Nine statements were divided into two questions to analyze attitude, intention, SN, 

PBC, implementation intention, and behavior. The respondents rated the items according to the 

level of agreement, from 1-strongly disagree to 5-strongly agree, and frequency, from 1-never 

to 5-always, and the last question is multiple free choices, given alternatives derivative from 

ABC and SC constructs, which are associated with the barriers consumers have to buy 

sustainable clothing. 

  

4.1.2.3.1 Attitude 
 

The item ‘I consider the environmental impact when I purchase clothing’ got 38.1% of 

agreement, while 25.4% are neutral, and 19.8% disagree with this statement. As the average is 

slightly above 3 (M = 3.26, SD = 1.08), it demonstrates that most respondents are neutral about 

having an environmental attitude regarding buying sustainable clothing. 
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Table 18: Attitude Statement. 

 

 

4.1.2.3.2 Intention 
 

The statement ‘I am willing to purchase sustainable clothing,’ got 63.5% of agreement 

and 26.2% of the respondents strongly agree. The sum of the neutral, disagree, and strongly 

disagree is 6.8%. The average expresses that consumers have a strong intention in buying 

sustainable apparel. (M = 4.10, SD = .73). 

 
Table 19: Intention Statement. 

 

 

4.1.2.3.3 Subjective Norm 
 

‘People who are important to me would think I should avoid purchasing fast fashion’ 

got 34.9% of neutral responses, 26.2% of the respondents disagree, while 24.6% agree. The 

average is around 3 (M = 2.98, SD = 1.04), assuming that most respondents are neutral about 

the perception of social pressure to avoid purchasing fast fashion. 
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Table 20: Subjective Norm Statement. 

 

 

4.1.2.3.4 Perceived Behavioral Control 
 

46% of the participants agree with the statement ‘Avoiding purchasing fast fashion is 

difficult’, while 19.8% strongly agree, and 17.5% are neutral. The response average shows that 

changes in consumption habits are not easy for most people (M = 3.65, SD = 1.06). 

 
Table 21: Perceived Behavioral Control Statement. 

 

  

4.1.2.3.5 Implementation Intention 
 

46% stated they often are likely to purchase a sustainable garment the next time they 

shop for clothing, while 19.8% are likely to do it sometimes, and 16.7%, rarely. Moreover, 

45.2% of the respondents sometimes have made plans to avoid purchasing fast fashion the next 

time they shop for clothing,’ 36.5% stated that rarely they are likely to make this type of plan, 

and 10.3%, often. 

These two statements represent that the respondents sometimes have planned to buy 

sustainable clothing rather than fast fashion (M = 3.06, SD = .72). 
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Table 22: Implementation Intention Statements. 

 

 
4.1.2.3.6 Behavior 

 

47.6% stated they sometimes avoid buying fast fashion, but they often change their 

mind when they go shopping for clothing, 25.4% often do it, and 16.7% do it rarely. Moreover, 

32.5% of the respondents stated that they have bought sustainable clothing rarely, 26.2% 

sometimes, and 19.8% never bought it. On the other hand, 28.6% have bought at least one fast 

fashion item sometimes, 25.4% often, and 18.3% always. 

The average is around 3 (M = 2.97, SD = .91), expressing that sometimes the intention 

in buying sustainable clothing is transformed into purchase behavior. 

 
Table 23: Behavior Statements. 

 

  

4.1.2.3.7 Actual Behavioral Control and Situational Context 
  



78 
 

ABC and SC try to explain the reasons consumer intention was not translated into 

purchase behavior because the items are considered barriers for consumers. Then, the 

respondents could choose more than one option. 

‘Fast fashion brands have more affordable prices,’ (59.5%), ‘Sustainable clothing was 

more expensive than I expected,’ (35.7%) statements derivative from ABC, and ‘Fast fashion 

store was on sale,’ (32.5%) item from SC, assume that consumers are price-sensitive, and the 

percentages stand out from the most given items. Moreover, ‘Sustainable clothing has a lack 

of choice/variety’ (ABC) got 31% of responses, reinforcing the importance of aesthetic beauty 

in their purchase decision-making process. ‘Difficulties to obtain information about the 

manufacture clothing origin/source of materials’ (ABC) got 42.1%, which means that brands 

have not included enough information on the clothing tag to differentiate ethics and sustainable 

clothing from fast fashion. 

In comparison to the ABC statements, most SC items got lower scores. ‘I decided to 

buy a fast fashion brand to compare the quality’ had 4% of responses, and represents the 

consumers’ volatility in their purchase behavior. ‘The specific sustainable garment was out of 

stock,’ got 7.1%, reflecting a situation that is likely to happen. ‘Influence of the salesperson,’ 

and ‘Influence of an acquaintance who was in the place,’ got the same percentage, 4.8%, and 

they assume that consumers are not encouraged often by other people to buy a specific garment, 

while ‘I was excited to buy items from a collection launched by a fast fashion brand’ got 11.1%, 

which means that consumers are likely to buy influenced by fashion trends and make an 

impulse purchase. 

To complement the analysis of how likely consumers in Ireland are willing to buy 

sustainable apparel, the statement ‘I do not buy sustainable clothing’ was included. This option 

had 7.9% of responses, but it does not mean that the other 92.1% of the respondents buy this 
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type of garment. 11.9% chose the option ‘Other’, which means there are more factors beyond 

the barriers mentioned in this study. 

Table 24: Actual Behavioral Control, Situational Context, and Neutral Statements. 
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4.1.2.3.8 Conclusion 
  

Most consumers stated they are willing to buy sustainable clothing. Although this 

intention is strong it is not enough to change their consumption habits. They have difficulties 

avoiding purchasing fast fashion. The main barrier is the price. Fast fashion is more affordable 

than sustainable clothing, which, in turn, cannot captivate consumers due to a lack of 

information that proves how sustainable it is in relation to fast fashion. This instrument aimed 

to test the hypotheses H6 and H7, about the influence of SN on consumer purchase behavior, 

and if implementation intention is likely to translate intention into behavior, respectively. 

In parallel of this analysis, the psychological characteristics were also used to test the 

hypotheses generated in this study, and the method applied to do this is presented below. 

 

4.2 Inferential Statistical Analysis 
 

SPSS software provides several statistical techniques to explore the relationship 

between variables or differences between groups. An example is Pearson’s Correlation, a 

parametric technique used to assess the linear relationship between two continuous variables. 

A relationship is linear when a change in one variable is associated with a proportional change 

in another variable. Another one is Spearman’s Rank Order Correlation, used to assess the 

monotonic relationship between two continuous or ordinal variables. In this approach, variables 

tend to change together but not necessarily at a constant rate. This non-parametric technique is 

based on the ranked values of each variable rather than the raw data. To apply Pearson’s 

correlation, the variables must have a normal distribution, and linear relationship (Howitt & 

Cramer 2020; Sarstedt & Mooi 2018). 

Thus, to identify which of these two approaches would be more suitable for this study, 

the researcher examined the existence of a linear relationship between variables with 
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scattergram and applied tests of normality using the results given by Shapiro-Wilk statistic (N 

> 100). As the variables worked on this study did not meet any of these prerequisites, 

Spearman’s correlation coefficient was adopted to test the hypotheses, being an alternative to 

Pearson’s correlation. 

A correlation coefficient measures the degree to which two variables tend to change 

together, and it describes the strength and direction of the relationship. In this approach, if rs 

(correlation coefficient) is between +1 and 0, it indicates that there is a positive correlation 

between the variables, if it varies between -1 and 0, the correlation is negative. The larger the 

coefficient value, the closer the relationship between the two variables is. The value 0 indicates 

that there is no straight-line relationship between two variables (Howitt & Cramer 2020; Pallant 

2010; Sarstedt & Mooi 2018). 

The hypotheses of this study are non-directional test, also known as two-tailed tests, 

because it is a conservative approach, which allows getting significant results using a small 

sample size without directing any prediction about if the relationship between the variables is 

positive or negative. The one-tailed test needs to have a strong theoretical justification, which 

is difficult to find in previous research literature due to the inconsistent findings (Howitt & 

Cramer 2020). The hypotheses were classified into null hypothesis (H0), which states the 

absence of relationship, effect, or difference between DV and IV, and alternative hypothesis 

(Ha), which affirms the existence of the relationship, effect, or difference between the two 

variables (Murphy, Myors & Wolach, 2014). 

To determine whether the effect is true, the percentage of the significance level or 

acceptable probability, used in this study is 5% or 0.05, as this percentage is commonly used 

in market research. It determines whether the null hypothesis is acceptable or not. In this study, 

if p is equal or <0.05, the null hypothesis is rejected in favor of the alternative hypothesis. The 
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smaller the p-value, the stronger the evidence in favor of the alternative hypothesis (Howitt & 

Cramer 2020; Sarstedt & Mooi 2018). 

Table 25 has the compilation of the criteria applied in this analysis, and the next section 

presents the results of correlation analysis. 

 
Table 25: Criteria Adopted to Assess the Correlation Between Variables and Hypothesis Validation. 

 

 

4.2.1 Correlation Analysis 
 

H1. Relationship between environmental knowledge and consumer purchase behavior. 

H10: There is no relationship between the level of environmental knowledge and consumer 

purchase behavior. 

H1a: There is a relationship between the level of environmental knowledge and consumer 

purchase behavior. 

Spearman’s Rank Order correlation demonstrated that there was a weak and positive 

correlation between environmental knowledge and consumer purchase behavior, which was 

statistically significant (rs (N = 126) = .352, p = .001). In this case, H10 is rejected. 
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H2. Relationship between consumer values and consumer purchase behavior. 

H20: There is no relationship between consumer values and consumer purchase behavior. 

H2a: There is a relationship between consumer values and consumer purchase behavior. 

It was found that consumer values were very weak and negatively related to consumer purchase 

behavior. The value of Spearman’s Rank Order correlation coefficient was -.101, and as the 

significance level is >0.05 (p = .260) with a sample size of 126, then H20 is accepted. 

 

H3. Relationship between perceived product attributes and consumer purchase behavior. 

H30: There is no relationship between perceived product attributes and consumer purchase 

behavior. 

H3a: There is a relationship between perceived product attributes and consumer purchase 

behavior. 

The Spearman’s Rank Order correlation was applied, and it indicated that perceived product 

attributes had a weak and positive correlation to consumer purchase behavior (rs (N = 126) = 

.393, p <0.05), and in this case, H30 is rejected. 

 

H4. Relationship between benefits of sustainable clothing and consumer purchase 

behavior. 

H40: There is no relationship between the attributes or benefits of sustainable clothing and 

consumer purchase behavior. 

H4a: There is a relationship between the attributes or benefits of sustainable clothing and 

consumer purchase behavior. 

The analysis of Spearman’s Rank Order correlation showed that ethics and sustainability were 

moderately and positively correlated with consumer purchase behavior (rs (N =126) = .518), 

and as the significance level was <0.05 (p = .001), H40 is rejected. 
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H5. Relationship between the high price of sustainable clothing and consumer purchase 

behavior. 

H50: There is no relationship between the high price of sustainable clothing and consumer 

purchase behavior. 

H5a: There is a relationship between the high price of sustainable clothing and consumer 

purchase behavior. 

Spearman’s Rank Order correlation was run and it determined that there was a moderate and 

positive correlation between the high price of sustainable clothing and consumer purchase 

behavior (rs (N = 126) = .441). As p = .001, H50 is rejected. 

 

H6. Relationship between subjective norms and consumer purchase behavior. 

H60: There is no relationship between subjective norms and consumer purchase behavior. 

H6a: There is a relationship between subjective norms and consumer purchase behavior. 

After running a Spearman’s Rank Order correlation analysis, it was found that subjective norms 

and consumer purchase behavior were weakly and positively correlated (rs (N = 126) = .314), 

and as the p-value <0.05 (p = .008), H60 is rejected. 

 

H7. Relationship between implementation intention and purchase behavior. 

H70: There is no relationship between implementation intention and consumer purchase 

behavior. 

H7a: There is a relationship between implementation intention and consumer purchase 

behavior. 
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Spearman's Rank Order correlation analysis resulted in rs (N = 126) = -.049, and it represents 

a weak and negative correlation between implementation intention and purchase behavior, and 

the H70 is accepted because the significance level was >0.05 (p = .583). 

 

4.2.1.1 Conclusion 
 

After the Spearman’s Rank Order correlation analysis, five null hypotheses were 

rejected, demonstrating that environmental knowledge, perceived product attributes, the high 

price of sustainable clothing, ethics and sustainability, and subjective norms are likely to 

influence consumer purchase behavior. On the other hand, consumer values and 

implementation intention do not affect the decision-making process in buying sustainable 

clothing. The findings of this study are discussed further in the next chapter. 
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Chapter 5 - Discussion, Conclusion, and Recommendations 
 

This section aims to highlight the relevance of the research findings linking them with 

what previous scholars stated in Chapter 2 Literature Review and answer the research questions 

mentioned in 1.2 Research Aim and Objectives. In parallel, the findings provide insights to the 

fashion industries in Ireland to understand the barriers consumers have to change their purchase 

behavior toward greener clothing consumption. The implications of the findings and the 

limitations identified during the application stages of this study are also underlined. In 

sequence, there are recommendations for further researchers who are interested in work on the 

intention-behavior gap related to sustainable clothing and the fashion industry. Finally, the 

conclusion stresses the main findings reached in this study from the discussion analysis, which 

starts in the next section. 

 

5.1 Discussion of Findings 
 

5.1.1 Research Aim 
 

Previous scholars stated that consumers are willing to buy sustainable products. 

However, this statement has not been translated into behavior (Carrington, Neville, & 

Whitwell, 2010; Charter et al. 2002; Dembkowski & Lloyd 1994; Sheth & Parvatiyar 1997; 

Solomon et al. 2019; Whellams & MacDonald 2012; White, Hardisty & Habib, 2019), 

generating an intention-behavior gap (Carrington, Neville, & Whitwell, 2010). In Ireland, B&A 

(2020) survey identified this contradictory behavior, but there was no explanation to understand 

the reasons. This study aimed to confirm the existence of this contradiction and explore the 

causes for this inconsistent consumer behavior related to what they think and say with what 

they do, about purchasing sustainable clothing rather than fast fashion, and answer the 
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following research questions: (1) ‘How likely are consumers to purchase sustainable clothing 

rather than fast fashion?’ and (2) ‘Have consumers done what they talk about?.’ 

The findings demonstrated that consumers have a positive intention in buying 

sustainable clothing and they are likely to pay a premium price for those garments that preserve 

the environment because they consider the social and environmental impact in their purchase 

decision-making process. However, this strength is not enough to translate an intention into 

behavior so often. Even when they plan to buy sustainable clothing, implementation intention 

does not influence behavior. The high price of this type of apparel is the main barrier for most 

consumers, discouraging them from concrete their ethical initial intention. 

Moreover, the Irish government has taken part in the European Union’s plan to reduce 

the impacts on climate change and achieve net-zero greenhouse gases emission by 2050 

(DCCAE 2019). The actions stimulate industries and society to be part of this movement 

toward the environment. In addition, fashion industries have already adhered to this global 

cooperation, and companies such as H&M, Primark, Next, etc., have implemented sustainable 

practices to reduce their carbon footprint (Better Cotton Initiative n.d.; Remy, Speelman & 

Swartz, 2016; ZDHC n.d.), and perhaps, these factors have pressured consumers to be pro-

environmental or at least state according to this principle. 

In parallel, to understand what influences consumers’ initial intentions until the 

purchase, six objectives and seven hypotheses were formulated, as presented in section 1.2 

Research Aim and Objectives, to support the aim of this study. The sections below present the 

main findings derivative from them. 

 

5.1.2 Environmental Knowledge 
 

The first objective of this study was to measure the level of environmental knowledge 

among consumers and understand if this factor affects or not consumer purchase behavior, and 
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in parallel, hypothesis H1 tested this correlation. The results revealed a weak but positive 

relationship between these two factors, but overall, environmental knowledge does not 

influence consumers in purchase behavior. Consumers have strong knowledge about the 

environmental issues and their consequences, including those, resulted from clothing 

production and disposal, being contrary to what was affirmed by Rausch and Kopplin (2021) 

that consumers have a lack of information about the environmental impact of the garment and 

this is the reason for not engaging in sustainable consumption. 

Moreover, previous scholars defended that the environmental awareness increased the 

feeling of responsibility in contributing to reduce their carbon footprint, and because of this, 

consumers would be more likely to transform an intention into behavior and purchase 

sustainable products (D’Souza, Taghian, & Khosla 2007; Rausch & Kopplin 2021). This study 

got similar findings related to consumers’ ethical intentions. They agreed that sustainable 

clothing is an alternative to reduce their carbon footprint, and they slightly consider the 

environmental impact in their purchase behavior, while expressing a strong intention in buying 

sustainable garments. However, it does not mean that this intention has been converted into 

behavior. At the same time that they manifested this concern, the frequency that most 

consumers buy sustainable clothing is low, only a few of them buy only sustainable apparel. 

As Miller (2009) and Peattie (2001) stated, the level of environmental awareness and 

behavioral change are incompatible. An explanation is associated with the increasing concern 

around environmental issues, which might cause an over-reporting concern among consumers 

(Peattie 2001). Dembkowski and Lloyd (1994) argued that change in consumer behavior moves 

at a slow pace. Consumers have difficulties in modifying consumption patterns, which was 

confirmed by the findings because most consumers agreed that avoiding buying fast fashion is 

difficult. 
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5.1.3 Perceived Product Attributes 
 

The third objective proposed by this project was to identify which attributes drive 

consumers in their purchase decision-making process, and the correlation between these two 

variables, perceived products attributes and consumer purchase behavior, were tested in 

hypothesis H3, that demonstrated a weak and positive relationship. The findings expressed 

consumers are driven by price and quality, aesthetic beauty, and craftsmanship attributes. 

As stated previously by scholars, price and quality are components linked to each other, 

and they are considered important criteria for consumers in their decision-making purchase 

(Carrigan & Attalla 2001; Dodds, Monroe & Grewal 1991; Nekmahmud & Farkas 2020; 

Peattie 2001), and this was reflected in the research findings, reinforcing that these two 

components are essential factors that drive clothing purchase. 

In addition, the apparel aesthetic, and its style are also relevant elements that influence 

consumers in their buying process (Gam 2011; Granskog et al. 2020; Hatef & Shaharuddin 

2019), who tend to buy clothing to raise their self-esteem (Pereira et al. 2021). In Ireland, this 

is the same. Consumers desire garments that improve their appearance and they are more likely 

to buy clothing they consider beautiful, aligned to those that last longer, and are made by well-

known manufacturers. As mentioned by Carrigan and Attalla (2001), consumers are likely to 

buy a product influenced by familiarity with the brand even if it does not have sustainable 

appeal. 

 

5.1.4 Perceived Value of Sustainable Clothing 
 

The second objective of this project aimed to assess the value perceived of sustainable 

clothing to understand if consumers know the social and environmental benefits of buying 

them. Hypothesis H4 tested the correlation between these two elements, benefits of sustainable 
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clothing and consumer purchase behavior, highlighting the existence of a moderate and positive 

relationship. Thus, according to the research findings, consumers are aware of the social and 

environmental impacts of clothing production and disposals, such as that garments have been 

produced under sweatshop conditions, and they value apparel confectioned with recycled 

materials or organic cotton, being the opposite as stated by previous researchers about the 

existence of a low-value perception of sustainable products and the real environmental benefits 

(Gam 2011; Peattie 2001; Solomon et al. 2019). 

On the other hand, consumers believe that it does not have variety (Gam 2011; Hatef 

& Shaharuddin 2019). It is likely to happen because most stores have only fast fashion and few 

of them offer sustainable garments. In addition, although most of them consider ethics and 

sustainability as important criteria to their clothing purchase decision-making, there is a 

moderate influence on purchase behavior, insufficient to convert an intention into behavior. A 

factor that might influence is the absence of information about the origin of its confection or 

source of materials used to manufacture the garment to improve the value of sustainable 

clothing. 

 

5.1.5 High Price of Sustainable Clothing 
 

The result of the hypothesis H5 correlation test underlined the existence of a moderate 

and positive influence of the high prices of sustainable garments on consumer purchase 

behavior. This is a complement of the third objective, to identify which attributes drive 

consumers in their purchase because the price is a component that usually affects the consumer 

decision-making process (Kotler et al. 2019). 

Researchers have reported that consumers are willing to pay a premium price for 

sustainable products (Charter et al 2002; Laroche, Bergeron & Forleo, 2001; Ottman 1998). 

This study identified the same position among consumers in Ireland, but while they state they 
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agree to pay more for those clothing that preserves the environment when they go to stores, 

they sometimes change their minds and buy fast fashion. The high price was identified as the 

main barrier that prevents the translation of purchase intention into purchase behavior, going 

in the same direction as mentioned by previous researchers (Gam 2011; Hatef & Shaharuddin 

2019; Monroe 2021; Rausch & Kopplin 2021). 

Therefore, the results supported the argument that consumers are price-sensitive, as 

stated by Kotler et al. (2019), and promotions trigger the volatility of consumers to change their 

minds, as mentioned by Ottman (1998). External factors, such as fast fashion stores on sales, 

act to create an obstacle for buying ethically (Carrington, Neville, & Whitwell, 2010). This 

factor was pointed out by consumers as one of the reasons for opting for fast fashion rather 

than sustainable apparel. 

 

5.1.6 Consumer Values 
 

The findings assume that personal values do not influence consumers in their purchase 

decision-making process, as demonstrated in the test of the hypothesis H2, being the opposite 

as stated by previous scholars (Carrigan & Attalla 2001; Dembkowski & Lloyd 1994; Ottman 

1998; Ottman, Stafford & Hartman, 2006; Solomon et al. 2019). They revealed that consumers 

are not materialistic or ambitious in possessing garments and they do not associate a clothing 

purchase with increasing status and social prestige. However, the launch of new collections of 

clothing is attractive for a small part of consumers, who are more likely to buy on impulse, 

denoting a slight tendency to be materialistic. 

Related to the environmental values, overall, consumers perceive environmental issues 

as significant, but this awareness has a slight effect on their purchase behavior, being the 

opposite of what previous researchers affirmed that consumers have rethought their 

consumption and are moving to a more ecological practice, demanding more eco-friendly 



92 
 

products to reduce their carbon footprint (Carlson, Grove & Kangun, 1993; Charter et al. 2002; 

Lozada & Mintu-Wimsatt 1997; Miller 2009; Sheth & Parvatiyar 1997; Solomon et al. 2019). 

The findings demonstrated they have difficulty reconciling their personal values, lifestyle, and 

ethical consumption, as stated by Ottman (1998). 

 

5.1.7 Subjective Norms 
 

People tend to behave according to what they believe is acceptable or not by society, 

as they feel pressure to adhere to these social norms (Ajzen & Fishbein 2005; Hatef & 

Shaharuddin 2019). The pressure to have a pro-environmental behavior might influence the 

purchase of sustainable clothing (Hatef & Shaharuddin 2019; White, Hardisty, & Habib, 2019). 

However, the findings supported partly these statements, as the hypothesis H6 correlation test 

demonstrated a weak and positive influence of subjective norms on consumers’ purchases. 

Moreover, consumers do not feel pressure to stop buying fast fashion or need social approval 

to buy particular apparel, as garments are considered an item that promotes social interaction 

and conveys messages of how people want to be seen by society (Monroe 2021; Pereira et al. 

2021). 

 

5.1.8 Implementation Intention 
 

The theory advocated by scholars is that when a person has a positive attitude toward a 

particular behavior, and when he or she plans to change habits, these factors increase the 

likelihood of converting an intention into behavior (Ajzen 1991; Carrington, Neville & 

Whitwell, 2010; Nekmahmud & Farkas 2020). They defended that implementation intention 

contributes to changing purchase habits and minimizing ABC and SC influences, which can 

form barriers to the conversion of intention into behavior. The absence of implementation 
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intention exposes the individual to distractions in the shopping environment and they are more 

likely to change their intention (Carrington, Neville & Whitwell, 2010) but when people plan 

what they are going to do, it is easier to behave according to their initial intention (Ajzen & 

Fishbein 2005).  

Understanding how likely implementation intention can act to the translation of 

intentions into behavior was the fifth objective proposed in this study and the relationship 

between these two factors, implementation intention and consumer purchase behavior, was 

tested in the hypothesis H7, which resulted in a negative influence. In other words, 

implementation intention does not influence purchase behavior. Thus, the theory which was 

mentioned above was not supported by the research findings. 

In addition, the fourth objective proposed by this research was to understand which 

aspects of SC and ABC influence consumer implementation intention in buying ethically. ABC 

elements are more likely than SC components to create barriers and influence consumers in 

their purchase behavior. For instance, salesperson or acquaintance influence (SC) slightly 

interferes in the purchase, being the opposite as stated by previous researchers that assumed 

that other people influence consumers’ decision-making process (Laroche, Bergeron & Forleo 

2001; White, Hardisty, & Habib, 2019). On the other hand, even when consumers have a 

positive attitude and strong intention to move toward ethical consumption, they tend to change 

their minds, when they realize that sustainable apparel is more expensive than fast fashion 

(ABC). Therefore, financial issues overcome ethical intentions. 

 

5.1.9 Barriers to Change Consumer Behavior 
 

Identify the barriers consumers have to change their behavior toward a greener clothing 

consumption was the sixth objective of this study, which supported the answer of two research 
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questions: (1) ‘How likely are consumers to purchase sustainable clothing rather than fast 

fashion?’ and (2) ‘Have consumers done what they talk about?’.  

As identified in the survey carried out in Ireland by B&A (2020), the results of this 

study also evidenced the existence of an intention-behavior gap among consumers, who state 

they are willing to buy sustainable clothing, but this ethical intention has not been transformed 

into purchase behavior so often (Carrington, Neville, & Whitwell, 2010; Charter et al. 2002; 

Dembkowski & Lloyd 1994; Sheth & Parvatiyar 1997; Whellams & MacDonald 2012; White, 

Hardisty, & Habib, 2019).  

Consumers expressed an environmental attitude and a strong intention, agreeing they 

are willing to buy sustainable garments, and paying a premium price for them. Nevertheless, 

when they were submitted to statements to understand their behavior related to purchase 

ethically, they contradicted themselves with what was previously stated about their attitude and 

intention. 

Price is the main barrier to consumers choosing fast fashion rather than sustainable 

clothing, supporting findings of previous researchers (Gam 2011; Hatef & Shaharuddin 2019; 

Monroe 2021; Rausch & Kopplin 2021), because consumers are price-sensitive (Kotler et al. 

2019). Moreover, even consumers have perceived the social and environmental benefits of 

buying sustainable clothing, they do not agree that this type of garment meets their style and 

variety requirements, factors that influence their purchase decision-making (Gam 2011; Hatef 

& Shaharuddin 2019). 

Another key factor is the lack of information regarding the place where the garment 

was manufactured, and the natural resources used to produce it. The missing information 

undervalues sustainable clothing because it cannot stand out from fast fashion, and consumers 

doubt the real social and environmental benefits of buying them, as mentioned by Gam (2011). 

Sustainable clothing value chain must minimize their environmental impact, respecting labor 
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laws and cannot be produced under exploratory conditions, as the opposite of fast fashion, 

which is commonly associated with low-quality fabric, is manufactured under sweatshop 

conditions, and uses more natural resources in its confection process (Gam 2011; Pereira et al. 

2021; Peters, Li & Lenzen 2020; Rausch & Kopplin 2021; Remy, Speelman & Swartz, 2016). 

 

5.2 Implication of Research Findings 
 

Surveys carried out in different periods have pointed to the existence of an intention-

behavior gap among consumers about the purchase of sustainable products (BBMG & 

GlobeScan 2017; Behavior & Attitudes 2020; Futerra 2005). The application of research to 

understand the existence and potential causes of an intention-behavior gap had not been 

conducted in Ireland. The research findings confirmed that consumers state a pro-

environmental attitude, and they are willing to purchase sustainable clothing, but these 

statements have not been materialized so often into purchase behavior. The intention-behavior 

gap occurs only because consumers would like to buy sustainable clothing, but the unaffordable 

prices prevent them. 

The movement toward long-term sustainable business is a global trend due to the 

international cooperation among governments to minimize the emission of greenhouse gases 

that cause climate change, encouraging the effectiveness of the circular economy, in which 

consumers have a key role because of the decision they make in buying a product (Miller 2009; 

Peattie 2001; Roy 2012; Ryan & Spash 2008; Sheth & Parvatiyar 1997). It is useless for 

governments and industries to invest their efforts toward sustainability if consumers do not 

take part in this movement. 

Companies must rethink their strategies to reduce the price of sustainable garments to 

be more affordable for the mass population because the economic factor makes consumption 

change impossible, and only when it turns possible, brands will be able to redirect clothing 
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consumption patterns to be greener. Otherwise, the current purchase behavior will not change, 

companies will continue to invest in sustainable practices to comply with current legislation 

around greenhouse gases reduction, but the consumer who is at the end of this process does not 

respond according to expectations, creating a vicious cycle of the intention-behavior gap. 

 

5.3 Limitations 
 

Market research can identify that consumers are demanding sustainable products and 

companies start to invest in launching new items or improving their portfolio. However, this 

investment will be in vain if consumers do not act as reported in the polls. Previous scholars 

stated that consumers tend to respond to surveys according to social desirability (Carrigan & 

Attalla 2001; Carrington, Neville, & Whitwell, 2010; Follows & Jobber 2000). Thus, 

consumers’ responses are not reliable, and surveys have reported needs and wants, which are 

not reflected in consumer purchase behavior (Carrigan & Attalla 2001), and this makes it 

difficult to understand their consumption habits, and that is why researchers usually point to an 

intention-behavior gap. 

Therefore, it is not possible to conclude that the answers given in this study represent 

the consumer beliefs and values, or if they replicated what they should answer to fulfill social 

desirability. Peattie (2001) affirmed that the increasing debate related to environmental issues 

raised an over-reporting of ecological concern among consumers. To have a more assertive 

understanding and more credible results to understand purchase intention and purchase 

behavior, the best approach would be to apply mixed methods, using quantitative and 

qualitative approaches. However, due to time constraints, it cannot be done. 

The application of a single method caused failures in understanding consumer behavior. 

For instance, consumers have agreed that sustainable clothing has less variety, but there is no 

justification to explain the agreement with that statement. Since the beginning of this study, the 
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researcher was aware of the lack of a quantitative survey methodology, which is likely to result 

in a poor explanation and quality of information. However, it was selected due to the ease of 

applying a survey on a large scale of participants and the reach of the internet to access 

respondents in Irish counties outside Dublin. Moreover, as an academic project, there was no 

budget to support a different approach to reach consumers in the entire country. 

 

5.4 Recommendations 
 

Further researchers could divide the survey into two stages. The first would use a 

quantitative approach, applying a questionnaire to measure purchase intentions, and after some 

weeks, a qualitative one, such as a focus group, with part of the sample respondents from the 

first stage, to identify whether these intentions were maintained and externalized into behavior, 

and to explore and obtain a more accurate and deeper understanding of the complexity of 

consumer purchase behavior. In addition, it is an alternative to identify the barriers that 

prevented them from proceeding with their initial ethical intention and go beyond the items 

that were addressed in this study, considering that part of the respondents has other reasons for 

not buying sustainable apparel, which was not identified by the survey. 

However, when applying to a focus group or conducting another type of interview, it is 

recommended to mix the characteristics of the participants to ensure that there would be a 

balanced profile, covering diverse types of consumers, as explained below: 

 

 Age: consumers of varied ages may have different perspectives and perceptions regarding 

fashion appeals, environmental issues, reflecting on individual values. 

 Socioeconomic status: as sustainable clothing is more expensive than fast fashion, there is 

a great probability that people with stable and higher financial conditions are more likely 

to buy this type of garment. 
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 Gender: homogenize the number of men, women, and L.G.B.T.Q.I.A.+ participants to 

eliminate any potential bias by a specific gender over another one and be representative for 

people from all sexual orientations. 

 
This survey attracted the attention of more women respondents than men. However, 

any respondent selected the option ‘Other’ available in the gender question, which was 

included for those who identify themselves in the L.G.B.T.Q.I.A.+ group. This message was 

not delivered clearly to the participants, then the study failed to engage with this public because 

it seemed that it had gender segregation with the exclusion of this group from the survey. It 

would be better to replace ‘gender’ with the term ‘sexual orientation’ or ‘gender identity’ in 

the question, and rather than use ‘Other’ as an alternative to select, it would suit better to 

include the acronym L.G.B.T.Q.I.A.+. 

In addition, fashion brands could explore this field deeper to understand consumers and 

break down barriers, working on distorted perceptions, such as sustainable clothing has a lack 

of variety, to increase the positive perceptions and neutralize the negative ones. Another point 

of attention is regarding the absence of information about the origin of the garments, or the 

source of materials used, which can cause distrust among consumers. With the transition from 

the fashion industry toward sustainable practices, this value must be conveyed to consumers.  

Fashion brands could invest in marketing strategies to communicate more effectively 

the social and environmental benefits of sustainable clothing to the consumers and explain why 

it can be called sustainable. Even if the garments were made in a country that is related to a 

place of exploratory conditions, such as Vietnam and Pakistan (Peters, Li & Lenzen 2020), 

companies should highlight to consumers that they have produced in that place, investing in 

the quality of life and well-being of suppliers, encouraging the end of sweatshop conditions in 

that region. In addition, they should work more on information that they are part of a coalition, 

such as the ZDHC and Better Cotton Initiative, which are engaged to change production 
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patterns to be more sustainable (Better Cotton Initiative n.d.; Remy, Speelman & Swartz, 2016; 

ZDHC n.d.). These actions would deliver value and improve their reputation among 

consumers. 

 

5.5 Conclusion 
 

Consumers perceive the social and environmental benefits of sustainable clothing and 

are aware of environmental issues and their consequences. However, they have difficulty 

moving toward greener consumption because of the high price of sustainable clothing, which 

should be more affordable. Consumers are price-sensitive and as much as they intend to buy a 

sustainable garment to reduce their carbon footprint, the price outweighs the environmental 

concern, generating an intention-behavior gap. 
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APPENDICES 
 

Appendix A – Consumers have done low efforts to change their lifestyle. 
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Appendix B – 17 Sustainable Development Goals. 
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Appendix C – Questionnaire survey 
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Appendix D – New Ecological Paradigm (NEP) Scale 
 

New Ecological Paradigm Scale 

Ecological Worldview Items 

Reality of limits to 

growth 

(1) We are approaching the limit of the number of people the 
earth can support. 
(6) The earth has plenty of natural resources if we just learn how 
to develop them. 
(11) The earth is like a spaceship with very limited room and 
resources. 

Anti-anthropocentrism 
(2) Humans have the right to modify the natural environment to 
suit their needs. 
(7) Plants and animals have as much right as humans to exist. 
(12) Humans were meant to rule over the rest of nature. 

Fragility of nature’s 

balance 

(3) When humans interfere with nature it often produces 
disastrous consequences. 
(8) The balance of nature is strong enough to cope with the 
impacts of modern industrial nations. 
(13) The balance of nature is very delicate and easily upset. 

Rejection of 

exemptionalism 

(4) Human ingenuity will ensure that we do not make the earth 
unlivable. 
(9) Despite our special abilities humans are still subject to the 
laws of nature. 
(14) Humans will eventually learn enough about how nature 
works to be able to control it. 

Possibility of an eco-

crisis 

(5) Humans are severely abusing the environment. 
(10) The so-called ‘ecological crisis’ facing humankind has been 
greatly exaggerated. 
(15) If things continue on their present course, we will soon 
experience a major ecological catastrophe. 
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Appendix E – Consumer values-perceived product attributes (CVPPA). 
 

Consumer Values-Perceived Product Attributes 

Consumer Values (CV) 

Dimension Items 

Social Approval It would give me social approval from others. 
It would make a good impression on other people. 
It would help me feel accepted. 
It would improve the way I am perceived by others. 

Materialism 
I also enjoy spending money on things that are not practical. 
I sometimes buy things that I do not need. 
Buying things gives me a lot of pleasure. 
Possession of this type of product improves my self-image. 

Covetousness 
My life would be better if I owned certain things that I do not have. 
I would be happier if I could afford to buy more things. 
It would sometimes bother me quite a bit that I could not afford to buy 
all the things I would like. 

Prestige/Status 
It was valuable in terms of money. 
It required lot of effort to acquire or maintain, 
It would improve my status as perceived by others. 
I would positively influence my status by appearing successful. 

Escape 
It would provide me freedom or independence. 
It would allow me to spend time or share activities with other people. 
It would provide enjoyment, entertainment, or relaxation. 
It would provide comfort or emotional security. 

Tradition 
Many other people typically have it. 
I feel that it is a tradition to have an item like this. 
It is a tradition. 

Perceived Product Attributes (PPA) 

Dimension 
 

Items 

Price/Quality 
It was a good product for the price. 
It would perform consistently. 
It was reasonably priced. 
It was well made. 
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It had consistent quality. 

Nostalgia 
It was a record of my personal history. 
It would remind me of my skills, achievement, or goals. 
It would remind me of my family or group of people I belong to. 
It would remind me of particular events or places. 
It would remind me of my relationship with a particular person. 

Craftsmanship 
It had good workmanship. 
It would last a long time. 
It was made by a well-known manufacturer. 
I know that the company who handles this product is highly skilled in 
their craft.  

Aesthetic 
beauty 

It was beautiful or attractive in appearance. 
It would improve my appearance or the way I look. 
This product would make me look better. 
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Appendix F – Intention-behavior in Ethical Consumption. 
 

Behavioral intention 

How likely are you to avoid purchasing an item of sweatshop clothing the next time you shop 

for clothing? 

You will avoid purchasing an item of sweatshop clothing the next time you shop for clothing. 

How strong is your intention to avoid purchasing an item of sweatshop clothing the next time 

you shop for clothing? 

Planning 

You have made plans to avoid purchasing sweatshop clothing the next time you shop for 

clothing. 

You have taken steps to enable you to avoid purchasing sweatshop clothing the next time you 

shop for clothing. 

Attitude 

Bad-Good. 

Negative-Positive. 

Harmful-Beneficial. 

Unfavourable-Favourable. 

Subjective norm 

Most people I know 'do'/'do not' avoid purchasing sweatshop clothing. 

People who are important to you would think you should/should not avoid purchasing 

sweatshop clothing. 

People who are important to you would approve/disapprove of your avoiding purchasing 

sweatshop clothing. 

Perceived behavioral control 

If you wanted to you could easily avoid purchasing sweatshop clothing from now on. 
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There are likely to be little to no barriers for you in avoiding purchasing sweatshop clothing. 

Avoiding purchasing sweatshop clothing is easy/difficult. 

There are factors outside your control that could prevent you from avoiding purchasing 

sweatshop clothing (reversed item). 

How much control do you have over whether or not you avoid purchasing sweatshop clothing 

from now on. 

Actual behavioral control 

To what extent have you experienced significant difficulties when trying to avoid purchasing 

sweatshop clothing in the last 6 weeks. 

Behavior 

Percentage of all clothing items purchased in the last 6 weeks that were sweatshop-free. 
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Appendix G – Information Form 
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Appendix H – Consent Form 
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