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Is	green	the	new	black?		

–	An	investigation	of	underlying	factors	that	may	influence	Generation	Y	

consumers’	purchase	behaviour	of	sustainably	produced	clothes 
 

Anton	Lindén	

	

The	 emergence	 and	 success	 of	 fast	 fashion	 companies	 have	 had	 a	 negative	 impact	 on	 the	

environment.	A	questionnaire	based	on	 the	Theory	of	 planned	behaviour	was	distributed	 to	122	

respondents	 (mean	 age	 26,16)	 through	 Facebook	 to	 investigate	 underlying	 factors	 that	 may	

influence	young	consumers’	purchase	behaviour	of	sustainably	produced	clothes.	The	results	show	

that	a	positive	attitude	toward	the	consequences	of	sustainable	consumption	is	the	best	predictor	of	

purchase	intention	(r	=.69),	which	in	turn	is	connected	to	purchase	behaviour	(r	=	.61).	The	younger	
consumers	are	valuing	price	and	design	higher	than	the	older	consumers,	while	the	older	are	valuing	

quality	and	sustainability	higher	than	the	younger	consumers	(X2	(1)	=	7,91,	p	<	.01).	

Fast	 fashion	 företagens	 uppkomst	 och	 framgångar	 har	 haft	 en	 negativ	 inverkan	 på	 miljön.	 Ett	

frågeformulär	 baserat	 på	 Theory	 of	 planned	 behaviour	 distribuerades	 till	 122	 respondenter	

(medelålder	26,16)	genom	Facebook	för	att	undersöka	vilka	underliggande	faktorer	som	kan	influera	

unga	konsumenters	köpbeteende	utav	hållbart	producerade	kläder.	Resultaten	visar	att	en	positiv	

attityd	 till	 konsekvenserna	 utav	 hållbar	 konsumtion	 är	 den	 starkast	 förutsägande	 faktorn	 för	 en	

intention	att	handla	hållbart	producerade	kläder	(r=.69)	vilket	i	sin	tur	är	kopplat	till	köpbeteende	
(r=.61).	De	yngre	konsumenterna	värderar	pris	och	design	högre	än	de	äldre	konsumenterna	medan	
de	äldre	värderar	kvalitet	och	hållbarhet	högre	än	de	yngre	konsumenterna	(X2	(1)	=	7,91,	p	<	.01).	
	

The	concept	of	 ’fast	 fashion’	emerged	 in	 the	 late	1990’s	and	 it	 is	a	contemporary	

term	used	to	describe	the	way	some	fashion	retailers	quickly	respond	to	the	rapidly	

changing	demand	of	fashionable	clothes	(Barry,	2004).	These	companies	need	to	be	

flexible	and	quick	to	respond	all	through	the	value	chain.	Trends	must	be	identified	

and	the	clothes	must	be	produced	and	shipped	to	the	customers	in	the	quickest	and	

cheapest	 way	 possible	 (Sheridan,	 Moore,	 &	 Nobbs,	 2006).	 Cachon	 and	 Swinney	

(2011)	 defined	 a	 fast	 fashion	 system	 as	 consisting	 of	 trendy	 design,	 and	 short	

production-	and	lead	times.	Two	of	the	most	successful	companies	in	the	industry	

are	Zara	(Inditex)	and	H&M	(H&M	Group)	with	sales	of	over	200	billion	SEK	each	in	

2015	 (H&M,	 2016;	 Inditex,	 2016).	 Traditionally,	 the	 word	 “fashion”	 is	 used	 to	

describe	trends	in	consumerism,	but	since	this	study	has	a	focus	on	the	consumption	

of	clothes,	the	word	as	used	here	is	synonymous	with	clothes-fashion.	

	

Fast	fashion	has	become	the	most	recognized	business	model	in	the	industry	due	to	

how	well	it	has	performed	on	the	global	market	(Kim,	Jung	Choo	&	Yoon,	2013).	The	

clothes	are	cheap	and	are	produced	in	limited	quantity,	and	the	stores	try	to	have	a	

two-week	stock	 turnaround	(Taplin,	2014).	This	dramatically	reduces	 the	cost	of	

inventory	and	the	number	of	clothes	that	are	put	on	sale	at	the	end	of	the	season,	

and	since	the	stores	are	constantly	filled	with	new	clothes,	the	customers	drop	by	

the	 stores	more	 often	 (Taplin,	 2014).	 	While	 some	 companies	 focus	 on	 product	

innovation,	 others	 have	 focused	 on	 innovating	 their	 organisational	 processes.	

Companies	such	as	H&M	and	Zara	have	adapted	to	the	changing	world,	and	played	

their	part	in	shaping	the	world	themselves.	Moving	production	abroad	to	countries	

with	cheaper	labour,	adapting	to	changing	legislation,	and	making	the	most	out	of	
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new	 technology	 have	 made	 it	 possible	 to	 produce	 clothes	 in	 inexpensive	 ways	

(Doyle,	 Moore	 &	 Morgan,	 2006).	 This	 together	 with	 customers	 that	 are	 more	

inclined	to	buy	on	impulse,	and	a	change	in	the	consumers’	attitudes,	have	led	to	a	

huge	 increase	 in	 sales	 for	 the	 companies	 working	 with	 fast	 fashion	 (Morgan	 &	

Birtwistle,	2009).		

	

The	evolution	of	technology	has	changed	the	world,	and	companies	such	as	H&M	

and	Zara	have	managed	to	adapt	to	these	changes	well.	Trends	are	spread	online,	

the	digitalisation	have	made	advanced	information	sharing	within	the	organisations	

possible,	and	globalisation	have	made	it	possible	to	transport	products	all	over	the	

world.	There	are	however	negative	aspects	 to	all	of	 this.	For	 instance,	producing	

cheap	clothes	for	customers	that	often	replaces	their	wardrobes	have	worked	well	

in	a	capitalistic	economy	driven	by	consumption,	the	clothes	are	however	often	of	

lower	quality.	This	has	been	criticized	due	to	the	negative	effect	the	production	has	

on	 the	 environment,	 and	 the	 low	 wages	 and	 bad	 working	 environments	 in	

production	 countries	 (Kim	 et	 al.,	 2013).	 The	 clothes	 are	 designed	 to	 be	 worn	 a	

maximum	of	ten	times	and	this	can	be	seen	in	the	amount	of	textiles	thrown	away	

(Morgan	&	Birtwistle,	2009).	Zara	have	estimated	that	their	clothes	are	worn	only	

around	seven	times	which	made	the	company	produce	two	new	lines	of	clothes	a	

week	in	2006	(Ghemawat	&	Nueno,	2006).	The	synthetic	materials	often	used	are	

also	harder	to	recycle	compared	to	cotton	(Morgan	&	Birtwistle,	2009).		

	
In	 2014,	 the	 Swedish	 consumers	 bought	 128.000	 tonnes	 of	 textiles,	 13.1	 kg	 per	

person,	and	8	kg	out	of	those	were	thrown	away.	The	textile	consumption	stands	for	

2-3	percent	of	the	greenhouse	gas	emission	in	Sweden.	By	consuming	sustainably	

produced	 clothes	 with	 higher	 quality,	 the	 individual	 consumer	 can	 make	 a	

difference,	minimizing	the	negative	effects	on	the	environment	(Naturvårdsverket,	

2016).	Due	to	the	environmental	impact	of	the	clothing	consumption	behaviour,	the	

concern	for	sustainability	issues	in	the	supply	chains	have	increased	(Chan	&	Wong,	

2012).	Increase	in	Gross	National	Product	(GNP),	often	meaning	increased	national	

income	due	to	increased	production,	is	usually	seen	as	the	indicator	for	economic	

success.	This	definition	of	production	growth	as	economic	growth	does	not	take	the	

scarce	environment	into	account.	Growth	in	GNP	and	safeguarding	the	environment	

are	two	conflicting	ends.	If	we	want	to	use	the	world’s	resources	in	a	sustainable	

way,	we	must	shift	focus	from	growth	in	GNP	to	saving	the	environment	(Hueting,	

1990).	The	world	commission	of	environment	and	development	have	acknowledged	

the	issue	and	defined	sustainable	development	as	the	“impetus	enabling	fulfilment	

of	 the	 requirements	 of	 present	 generation	 without	 compromising	 the	 ability	 of	

future	generations	to	meet	their	own	needs”	(Kumar,	2012,	p.	3).	Even	though	the	

customers	are	increasingly	interested	in	sustainable	clothes,	there	is	a	gap	between	

the	 intention	 to	purchase	 them	and	actual	purchase	behaviour	 (Niinimäki,	2010;	

Bray	et	al.,	2010;	Chan	&	Wong,	2012).		

	

Although	the	target	markets	for	fast	fashion	are	men,	women,	and	children,	the	core	

customers	 are	 18-35-year-old	women	 (Christopher,	 2005).	 This	 group	 of	 people	

constitutes	the Generation	Y,	born	between	1981	and	1999,	as	defined	by	Park	and	
Gursoy	(2012).	Generation	Y	is	the	first	global	generation,	and	the	youth	in	different	
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western	 countries	 are	 exposed	 to	 the	 same	 trends,	 events,	 and	 development	

(McCrindle	&	Wolfinger,	2009).	Generation	Y	have	been	formed	by	new	technology	

that	have	made	it	easier	to	communicate	via	social	media,	as	well	as	an	increasingly	

globalised	world	(Smola	&	Sutton,	2002;	Cennamo	&	Gardner,	2008;	Twenge,	2010)	

where	 trends	 are	 spread	 in	 a	 short	 time.	 Even	 though	 the	 young	 consumers	 are	

brand-conscious	(Loroz	&	Helgeson,	2013),	previous	social	stigma	of	wearing	cheap	

clothes	 have	 disappeared	 (Morgan	 &	 Birtwistle,	 2009).	 Cheap	 copies	 of	 luxury	

brands	are	usually	seen	as	low	prestige,	but	instead	of	selling	the	clothes	outside	the	

city	in	outlet	stores,	Zara	and	H&M	have	well	decorated	stores	in	the	most	attractive	

locations	 right	 next	 to	 luxury	 brands	 (The	 Atlantic,	 2012).	 This	 makes	 the	 fast	

fashion	clothes	a	viable	option	to	stay	fashionable	at	a	low	price.	

	

Generation	 Y	 also	 expect	 that	 the	 corporations	 will	 take	 responsibility	 for	

environmental	production	and	good	working	 conditions,	 but	 still	 do	not	want	 to	

change	 their	own	consumption	behaviour	 (Parment,	2008).	A	 large	part	of	 these	

consumers	 are	 young,	 and	 based	 on	 current	 knowledge	 about	 the	 brains’	

development	over	age	(Giedd,	2012;	Squire,	2013)	related	to	consequential	thinking	

or	concerns	about	future	consequences	of	present	actions	(Blair	&	Cipolotti,	2000),	

it	 could	 be	 worth	 to	 consider	 age	 as	 a	 factor	 when	 investigating	 purchase	

behaviours.	 The	 dilemma	 related	 to	 choosing	 between	 price	 and	 quality,	 and	

sustainably	 produced	 clothes,	 is	 however	 true	 for	 most	 of	 the	 consumers	 in	 all	

generations	(Chan	&	Wong,	2012).	These	consumers	are	affected	by	trends	that	are	

quickly	spread	online	(Kim	et	al.	2013),	and	many	of	 them	want	 to	express	 their	

personalities	with	fashion	goods,	but	at	the	same	time	they	have	a	limited	budget	to	

spend	on	clothes	(Yip,	Chan	&	Poon,	2012).	This,	together	with	the	fact	that	they	will	

consume	clothes	for	decades	to	come,	makes	it	an	interesting	target	group	for	this	

study.	

	

While	 fashion	and	clothing	have	historically	 signalled	 social	 class,	 it	has	 recently	

started	 to	 signal	 other	 aspects	 of	 social	 identity,	 such	 as	 age	 and	 gender	 (Crane,	

2000).	According	to	Parment	(2008),	the	individual	shapes	his	or	her	identity	upon	

how	he	or	she	consumes.	Choosing	not	to	consume	is	itself	also	a	standpoint,	since	

it	involves	taking	a	stance	on	the	norms	of	consuming	or	not	consuming	(Parment,	

2008).	The	consumers	are	using	fashion	to	express	their	personalities	(Sirgy,	1982)	

and	 clothes	 represent	 a	 small	 part	 of	 the	 life	 that	 the	 consumers	 want	 to	 live	

(McCracken,	1988).	Sirgy	(1982)	explored	the	idea	of	self-concepts	and	how	they	

affect	the	way	the	consumers	make	decisions	about	products	and	brands.	According	

to	 his	 self-congruity	 theory,	 consumers	 prefer	 the	 brands	 and	 products	 that	 are	

consistent	with	 their	 self-image.	This	means	purposefully	choosing	products	 that	

expresses	 their	 self-image	 to	 the	 public,	 and	 enhances	 their	 self-esteem	 through	

positive	 reflection	 of	 themselves.	 The	 consumer	 can	 make	 decisions	 concerning	

consumption	and	make	an	effort	to	represent	themselves	in	ways	that	are	accepted	

by	their	chosen	peer	group	(Lovetoknow,	n.d.).	McCracken	(1988)	calls	clothes	“high	

involvement”	goods,	meaning	that	they	represent	a	small	part	of	the	lifestyle	that	

the	consumer	desires.	The	consumption	of	one	garment	cannot	 fulfil	 the	need	 to	

achieve	 the	 desired	 lifestyle,	 and	 the	 consumer	 thus	 places	 anticipation	 on	 new	

items	as	bridges	to	reduce	the	dissonance	between	the	real	self	and	the	ideal	self.	
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The	consumer	is	left	emotionally	unsatisfied	and	the	low	prices	on	clothes	provided	

in	the	fast	fashion	industry	helps	the	young	to	consume	more	as	a	way	to	express	

their	identities,	even	though	they	usually	do	not	have	a	lot	of	money.	Simmel	(1904)	

used	 the	 “trickle-down”	 theory	 on	 fashion	 and	 argued	 that	 the	 higher	 classes	 of	

society	 introduces	 fashion,	 and	 the	 lower	 social	 classes	 imitates	 these	 fashions.	

When	this	happens,	the	higher	social	classes	change	the	fashion	to	reinforce	their	

social	 status.	This	 could	 arguably	 still	 be	 true,	with	high	prestige	 fashion	houses	

designing	 the	 next	 fashion	 garments.	 These	 trends	 are	 then	 imitated	 by	 the	 fast	

fashion	companies	and	sold	cheap	to	the	broad	market.	

	

One	 major	 difference	 between	 the	 likes	 of	 H&M,	 and	 luxury	 brands	 with	 high	

prestige	is	the	way	they	work	with	designs.	A	leading	fashion	company	can	design	

clothes,	anticipate	the	demand,	manufacture,	and	fill	up	the	stores	at	their	own	pace.	

While	these	companies	create	trends,	the	companies	working	with	fast	fashion	have	

more	of	an	imitation	strategy	where	they	identify	the	trends	at	the	major	fashion	

houses,	quickly	 imitates	them,	and	sells	the	clothes	a	 lot	cheaper.	This	makes	the	

speed	of	production	and	the	price	of	the	clothes	top	priority.	To	be	able	to	pull	this	

off,	these	companies	must	work	with	smart	marketing,	creating	a	demand	for	their	

products.	By	producing	small	quantities	of	clothes,	and	keeping	a	limited	number	in	

stores,	 this	 creates	 a	 feeling	 of	 urgency	 and/or	 scarcity	 for	 the	 customers.	 The	

principle	of	scarcity	means	that	a	limited	supply	of	a	product,	and	a	high	demand	for	

that	same	product,	results	in	a	mismatch	between	the	desired	supply	and	demand	

equilibrium	 (Investopedia,	 2017b).	 Van	 Herpen,	 Pieters,	 and	 Zeelenberg	 (2009)	

have	demonstrated	how	scarcity	 leads	to	a	positive	effect	on	product	preference,	

product	 valuation,	 and	 product	 desirability	 –	 which	 in	 turn	 lead	 to	 changed	

consumer	behaviour.	Commodity	theories	(e.g.	Van	Herpen	et	al.,	2009)	states	that	

anything	 that	 is	 useful	 and	 can	be	 conveyed	 to	 another	person	will	 be	 valued	 in	

relation	to	its	unavailability.	Uniqueness	theory,	which	is	a	perspective	within	the	

broader	class	of	commodity	theories,	states	that	scarcity	implies	exclusiveness,	and	

that	the	consumers	are	purchasing	products	to	demonstrate	their	uniqueness	(Van	

Herpen	et	al.,	2009).		

	

In	addition	to	theories	related	to	identity	and	scarcity,	social	psychology	theories	

related	to	norms	and	conformity	may	have	an	impact	on	purchase	behaviour.	For	

instance,	the	bandwagon	effect	(Van	Herpen	et	al.,	2009)	explains	how	consumers	

follow	 the	 behaviour	 of	 others	 for	 various	 reasons.	 This	 happens	 when	 the	

consumer	wants	to	fit	in,	or	because	they	believe	that	a	product	is	superior	because	

others	have	chosen	it.	This	effect	also	occurs	when	the	purchase	behaviour	of	others	

is	observed	indirectly,	for	instance	by	means	of	almost	empty	shelfs	(Van	Herpen	et	

al.,	2009).	Similarly,	the	herd	behaviour	(Banerjee,	1992)	show	how	people	make	

decisions	 based	 on	 what	 others	 have	 done	 before	 them.	 In	 his	 study,	 Banerjee	

(1992)	found	that	when	participants	did	not	have	sufficient	information,	their	best	

bet	was	that	those	before	them	may	have	had	some	information	before	making	their	

choices.	In	the	case	of	fashion,	clothes	are	visible	and	wearing	popular	clothes	is	a	

way	 to	 ‘fit	 in’	with	other	 social	 groups.	 People	 tend	 to	 conform	 their	 views	with	

others,	such	as	shown	in	Asch’s	(1955)	experiment	where	the	participants	conform	

their	answers	to	what	is	obviously	wrong.	At	the	same	time,	they	want	to	distinguish	
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themselves	 as	 advocated	 in	 the	 Uniqueness	 theory	 (Van	 Herpen	 et	 al.,	 2009).	

	

Characteristics	such	as	an	optimistic	view	on	the	future,	and	the	will	to	self-actualize	

is	linked	to	Generation	Y	(Parment,	2008).	This	makes	for	a	good	target	group	for	

the	 fashion	 industry	 since	 fashion	 is	 a	 way	 to	 express	 one’s	 personality.	 Self-

actualization	 have	 been	widely	 discussed	 based	 on	work	 by	Maslow	 (Maslow	&	

Frager,	1987)	and	his	theory	of	hierarchical	needs.	In	short,	the	theory	states	that	

the	individual	have	a	drive	to	satisfy	needs	in	a	hierarchical	order.	When	the	more	

basic	needs	of	 food	and	 safety	 are	met,	 the	 individual	 tries	 to	meet	 the	needs	of	

belongingness,	 self-esteem	 and	 lastly	 self-actualization.	 Among	 the	 young	

consumers,	fashion	can	help	them	meet	these	needs.	If	the	consumer	experiences	a	

dissonance	between	who	they	are,	and	who	they	want	to	be,	dressing	as	the	group	

you	want	to	be	a	part	of	could	be	a	step	toward	belongingness,	since	following	the	

consumption	of	others	could	be	a	way	to	fit	in	(Van	Herpen	et	al.,	2009).	Even	though	

they	 in	 general	 have	 a	 high	 degree	 of	 self-esteem,	 they	 are	 highly	 self-conscious	

about	 public	 opinions	 and	 they	 tend	 to	make	purchasing	decisions	based	on	 the	

influence	 and	 opinions	 of	 their	 peers	 (Fernandez,	 2009).	 While	 Generation	 Y	 is	

aware	 of	 the	 consequences	 of	 their	 consumption	 and	 have	 an	 interest	 in	 the	

sociological	 and	 ideological	 effects,	 Parment	 (2008)	 argues	 that	 it	 is	 an	 egoistic	

generation,	rather	than	a	collectivistic	one.			

	

	

Conceptual	framework	

	

The	 theory	 of	 planned	 behaviour	 (Ajzen,	 1991;	 figure	 1)	 states	 that	 human	

behaviour	can	be	predicted	with	high	accuracy	by	three	factors:	beliefs	about	the	

consequences	of	 the	behaviour	(behavioural	beliefs),	beliefs	about	 the	normative	

expectations	 of	 those	 around	 (normative	 beliefs),	 and	 beliefs	 about	 factors	 that	

impede	or	facilitate	the	performance	of	the	behaviour	(control	beliefs).		

	

	

	

	

	

	

	

	

	

	

Figure	 1.	 Theory	 of	 planned	 behaviour.	 Attitude	 towards	 the	 behaviour,	 the	
perceived	norm	of	those	around,	and	the	perceived	control	over	the	behaviour	leads	

to	an	intention	to	do	the	behaviour.	If	the	individual	intends	to	do	something	and	

gets	actual	control	over	the	behaviour,	it	should	lead	to	the	behaviour	(Ajzen,	1991).	
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The	behavioural	beliefs	produce	a	favourable	or	unfavourable	attitude	toward	the	

behaviour	(Ajzen,	1991).	In	the	case	of	sustainable	fashion,	a	belief	that	consuming	

these	types	of	clothes	would	have	a	positive	effect	on	e.g.	the	environment,	would	

lead	 to	 a	 positive	 attitude	 toward	 the	 behaviour.	 The	 normative	 beliefs	 lead	 to	

perceived	social	pressure,	which	could	mean	a	feeling	that	the	people	around	the	

consumer	expects	him/her	to	purchase	sustainably	produced	clothes.	Ajzen	(1991)	

defined	social	norms	as	the	perceived	social	force	to	carry	out	a	behaviour.	Cialdini	

and	Trost	(1998,	p.	152)	states	that:	“social	norms	are	rules	and	standards	that	are	

understood	 by	 members	 of	 a	 group,	 and	 that	 guide	 and/or	 constrain	 social	

behaviour	without	the	force	of	laws.”	Social	norms	have	evolved	to	regulate	social	

life,	 to	 restrict	 egoistic	 impulses,	 for	 a	 better	 collective	 outcome.	 Social	 norms	

become	internalised	and	violating	the	rules	are	met	by	sanctions,	such	as	feelings	of	

guilt	(Biel	&	Thøgersen,	2006).	

	

The	perceived	behavioural	 control	has	been	defined	as	 ”…	 the	perceived	ease	or	

difficulty	of	performing	the	behaviour	and	is	assumed	to	reflect	past	experience	as	

well	as	anticipated	impediments	and	obstacles”	(Doll	&	Ajzen,	1992,	p.	755).	If	the	

perceived	ease	or	difficulty	reflects	past	experiences,	perceived	behavioural	control	

should	have	a	relationship	with	previous	purchase	behaviour.	Factors	that	influence	

the	perceived	behavioural	control	could	be	affordable	prices	and	that	the	stores	sell	

the	sustainable	options.		

	

The	combination	of	the	consumer’s	attitude	toward	the	behaviour,	subjective	norm	

and	 behavioural	 control	 leads	 to	 behavioural	 intention.	 The	 more	 positive	 the	

attitude	is,	the	stronger	the	perceived	norm	is,	and	the	greater	the	perceived	control	

is,	and	as	a	consequence	the	stronger	the	intention	to	perform	the	behaviour	should	

be.	When	given	actual	control	of	the	behaviour,	the	individual	is	expected	to	carry	

out	the	intention	when	given	the	opportunity	(Ajzen,	1991).	The	individual	is	not	

always	in	complete	control	over	behaviours,	but	the	perceived	control	should	still	

strengthen	the	 intention	 to	perform	the	behaviour,	as	well	as	 increase	effort	and	

perseverance	(Ajzen,	2002).	The	theory	has	been	widely	used	and	the	validity	of	the	

theory	 is	 supported	 in	 a	meta-analysis	 on	 185	 independent	 studies	 (Armitage	&	

Conner,	2001).		

 
Research	purpose	and	research	questions	
The	general	aim	of	the	present	study	is	to	investigate	underlying	factors	that	may	

influence	 Generation	 Y	 consumers’	 purchase	 behaviour	 of	 sustainably	 produced	

clothes.	More	specifically,	the	first	research	question	is:	from	a	Theory	of	planned	

behaviour	 perspective,	 how	 does	 previous	 purchase	 behaviour,	 attitude,	 social	

norm,	perceived	behavioural	control	and	intention	predict	generation	Y	consumers’	

purchase	behaviour?	The	second	research	question	is:	what	are	the	most	important	

factors	 for	 Generation	 Y	 consumers	 when	 consuming	 clothes?	 Here	 it	 is	

hypothesized	that	younger	individuals	perceive	price	and	design	as	more	important	

factors	 compared	 to	 the	 older	 individuals,	 and	 that	 older	 individuals	 perceive	

quality	and	sustainable	production	of	the	clothes	as	more	important	compared	to	

the	younger	 individuals.	Lastly,	 the	 third	 research	question	 is:	previous	 research	

(e.g.	Niinimäki,	2010)	have	indicated	that	there	is	a	gap	between	purchase	intention	
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and	purchase	behaviour	of	sustainably	produced	clothes.	What	could	be	the	reason	

for	 this	 gap?	 The	 association	 between	 intention	 and	 purchase	 behaviour	will	 be	

investigated.	Here	it	is	hypothesized	that	the	younger	individuals	have	a	bigger	gap	

between	intention	and	purchase	behaviour,	compared	to	the	older	individuals.		

	

	

Methods	

	

Participants	
Out	of	 the	122	questionnaires	 collected,	105	were	 the	Swedish	version	while	17	

were	the	English	version.	Out	of	these	122	questionnaires,	114	were	in	the	range	of	

the	 target	 group	 of	 18-35	 year	 olds.	 The	 personal	 characteristics	 of	 these	

respondents	are	presented	in	table	1.	

	

	

Table	1.	Personal	characteristics	of	the	respondents	
	 	 	

													 	 		N	(%)	 	 	 	

Gender	

			Man	 	 61	(53,5%)	 					

			Woman	 	 49	(43,0%)								

			Other	 	 4				(		3,5%)	 					

Age	

			18-24	 	 50	(43,9%)								

			25-35	 	 64	(56,1%)								

Occupation	

Studying	 	 46	(40,4%)		 					

Working	 	 35	(30,7%)	 					

Both	 	 26	(22,8%)	 					

			Other	 	 7				(		6,1%)							

Total	 																						114		(100%)		

	

	

The	questionnaire	
Ajzen’s	(2010)	guide	for	making	a	theory	of	planned	behaviour	questionnaire	was	

used,	 and	 the	 final	 version	 consisted	 of	 22	 questions	 covering	 the	 five	 major	

constructs	of	the	theory	of	planned	behaviour:	Attitude	(AT),	Subjective	norm	(SN),	

Perceived	behavioural	control	(PBC),	Intention	(INT),	and	Purchase	behaviour	(PB), 
as	well	as	an	additional	measure	of	previous	purchase	behaviour.		The	respondents	

were	 requested	 to	 estimate	 to	 what	 extent	 they	 agreed	 with	 the	 presented	

statements	on	a	5-point	scale.	A	higher	score	implies	a	more	positive	relation	to	the	
construct,	e.g.	a	high	score	 in	attitude	means	a	more	positive	attitude	toward	the	

behaviour	in	question,	while	a	high	score	in	perceived	behavioural	control	implies	

that	the	respondent	believes	that	they	themselves	can	control	the	behaviour.	A	high	

score	in	subjective	norm	implies	a	perceived	high	pressure	from	important	people	

around	the	respondent	to	behave	in	the	specific	way,	and	so	on.	Three	question	were	

included	 to	 assess	 personal	 characteristics,	 and	 five	 questions	 identified	 the	
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perceived	look,	comfort,	and	price	of	sustainably	produced	clothes,	as	well	as	what	

factors	 that	 are	 of	 importance	 when	 consuming	 them	 (see	 Appendix	 1).	 The	

questionnaire	was	later	translated	to	English	and	distributed	in	the	U.S.A	(Appendix	

2).		

	

The	Attitude	scale	consisted	of	four	questions	and	had	a	Cronbach’s	alpha	value	of	

0,76.	 The	 subjective	norm	 scale	 consisted	of	 three	questions,	 	with	 a	 Cronbach’s	

alpha	 value	 of	 0,64.	 The	 three	 questions	 included	 in	 the	 perceived	 behavioural	

control	 scale	 had	 a	 Cronbach’s	 alpha	 value	 of	 0,62.	 The	 five	 questions	meant	 to	

measure	purchase	 intention	had	a	Cronbach’s	alpha	value	of	0,81,	while	 the	 four	

questions	meant	to	measure	purchase	behaviour	had	a	Cronbach’s	alpha	value	of	

0,67.	Lastly,	the	three	questions	meant	to	measure	previous	purchase	behaviour	had	

a	Cronbach’s	alpha	value	of	0,75.	The	alpha	value	measures	the	average	correlation	

between	 the	 items	 in	 a	 survey	 instrument	 and	 according	 to	 Santos	 (1999),	 a	

Cronbach’s	alpha	value	of	0.7	is	acceptable.	

	

Procedures	
The	questionnaire	was	made	with	an	online	tool	for	web	surveys,	Texttalk	(2017), 
and	the	link	to	the	questionnaires	was	distributed	by	the	share	function	on	Facebook	

to	 a	 convenience	 sample.	 The	 participants	 were	 informed	 about	 the	 voluntary	

nature	 of	 the	 study	 and	 reassured	 of	 the	 confidentiality	 and	 anonymity	 of	 their	

responses,	and	provided	their	informed	consent	by	submitting	their	responses.	

	

Data	analysis	
SPSS	 Statistics	 23	 were	 used	 to	 analyse	 the	 data.	 Basic	 descriptive	 statistics	

including	means	(M),	standard	deviations	(SD)	and	alpha	reliability	coefficients	(α)	
were	calculated	for	the	main	study	variables.	Pearson	correlation	coefficients	were	

then	conducted	to	examine	the	relationships	of	the	main	variables	within	the	study.	

Additionally,	 inferential	 statistics	 were	 performed	 using	 multiple	 regression	

analysis	 to	 examine	 research	 question	 1	 and	 2,	 and	 chi-square	 calculations	 for	

hypothesis	3.	

	

Results	

	

The	mean	scores	on	the	different	questions	were	calculated	for	a	mean	value,	and	

standard	deviation,	and	added	to	six	indexes	which	were	then	used	in	a	bivariate	

correlation.	These	indexes	and	their	correlations	are	presented	in	Table	2	together	

with	the	perceived	importance	of	price,	design,	quality	and	sustainability.	The	mean	

values	and	standard	deviations	are	based	on	the	1-5	Likert	scale	that	made	up	the	

questionnaire.	The	alpha	values	represent	the	internal	validity	(Cronbach’s	alpha)	

of	the	indexes.	
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Table	2.	Correlations	between	the	different	 indexes	measuring	the	constructs	of	the	theory	of	planned	behaviour,	previous	purchase	
behaviour,	and	perceived	importance	of	price,	design,	quality	and	sustainability.	

**=p<0.01	*=p<0.05.	M	=	Mean	value,	SD	=	Standard	deviation,	Alpha	=	Internal	reliability,	AT	=	Attitude	index,	SN	=	Subjective	norm	
index,	PBC	=	Perceived	behavioural	control	index,	INT	=	Intention	index,	PB	=	Purchase	behaviour	index,	PrevPB	=	Previous	purchase	
behaviour	index.	
	

	 	M	 	SD	 Alpha	 			2	 		3	 			4	 		5	 		6	 7	 			8		 			9															10	 	

1.	AT	 3.96	 0.86	 		.76										.16	 .05	 	.69**	 .37**	 .33**										-.03	 	.18	 -.02	 		.00	

2.	SN	 1.87	 0.79	 		.64	 	-	 .42**	 	.33**	 .36**	 .34**										-.01	 	.01	 	.03	 		.20*	

3.	PBC	 2.38	 0.85	 		.62	 -	 -	 	.20*	 .27**	 .41**	 				-.17
	 		

	.16	 	.13	 		.13	

4.	INT	 3.56	 0.90	 		.81	 -	 -	 -	 .61**	 .57**	 				.00	 	.14	 	.09	 		.23*	

5.	PB	 2.97	 0.83	 		.67	 -	 -	 -	 			-	 .50**										-.14	 -.01	 	.25**	 		.44**	

6.	PrevPB	 2.51	 0.99	 		.75	 -	 -	 -	 			-	 		-																	-.13	 -.09	 	.14	 		.20*	

7.	Price		 3.93	 1.03	 				-	 -	 -	 -	 			-	 		-																				-	 -.12	 -.25**	 	-.09	

8.	Design		 2.29	 0.92	 				-	 -	 -	 -	 			-	 		-																				-	 -	 	.20*	 		.02	

9.	Quality	 4.11	 0.92	 				-	 -	 -	 -	 			-	 		-																				-	 -	 -	 		.38**	

10.	Sustainability	 3.54	 1.11	 				-	 -	 -	 -	 			-	 		-																				-	 -	 -	 -	
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The	 main	 aim	 of	 the	 present	 study	 was	 to	 investigate	 how	 previous	 purchase	
behaviour,	and	the	various	constructs	of	the	Theory	of	planned	behaviour	(Ajzen,	
1991)	may	predict	Generation	Y	consumers’	purchase	behaviour.	The	theory	states	
that	 a	 positive	 attitude,	 social	 norm	 and	 perceived	 behavioural	 control	 leads	 to	
intention	which	in	turn	leads	to	the	behaviour.	A	linear	regression	was	calculated	to	
predict	 intention	based	on	the	three	constructs.	A	significant	regression	equation	
was	found	(F	(3,	110)	=	42,61,	p	<	.000),	with	an	R2	value	of	.53.	The	attitude	and	
subjective	norm	variables	had	a	statistically	significant	effect	on	intention,	and	the	
three	independent	variables	combined	explained	52,5%	of	the	variance	in	intention	
(Table	3).		
	
	

Table	3.	Multiple	regression	analysis.	Dependent	variable:	Intention.	

	
AT	

	 		B	
.69**	

	 Beta	
.66**	

	 p	
.00	

	 Lower	
.56	

	 Upper	
.83	

SN	 	 .22**	 	 .19**	 	 .01	 	 .05	 	 .38	
PBC	 	 .09	 	 .09	 	 .23	 	 -.06	 	 .24	

	
**=p<0.1	 AT	 =	 Attitude	 index,	 SN	 =	 Subjective	 norm	 index,	 PBC	 =	 Perceived	
behavioural	control	index,	B	=	unstandardized	beta	coefficient,	Beta	=	standardized	
beta	coefficient,	p	=	probability,	Lower	and	upper	=	95%	confidence	interval	
	
	
The	 intention	 in	 turn	 should	 lead	 to	 the	 behaviour.	 A	 linear	 regression	 was	
calculated	 to	 predict	 purchase	 behaviour	 based	 on	 intention	 and	 the	 added	
construct	 of	 previous	 purchase	 behaviour.	 A	 significant	 regression	 equation	was	
found	 (F	 (2,11)	=	37,52,	p	 <	 .00),	with	an	R2	value	of	 .39.	 Intention	and	previous	
purchase	behaviour	had	a	statistically	significant	effect	on	purchase	behaviour,	and	
the	independent	variables	explained	39,3%	of	the	variance	in	purchase	behaviour	
(Table	4).	
	
	

Table	4.	Multiple	regression	analysis.	Dependent	variable:	Purchase	behaviour.	
	

INT	

	 B	

.44**	

	 Beta	

.48**	

	 p	

.00	

	 Lower	

.28	

	 Upper	

.60	
PrevPB	 	 .19*	 	 .22*	 	 .01	 	 .04	 	 .33	

	
**=p<0.1	 *p<0.05	 INT	 =	 Intention	 index,	 PrevPB	 =	 Previous	 purchase	 behaviour	
index,	B	=	unstandardized	beta	coefficient,	Beta	=	standardized	beta	coefficient,	p	=	
probability,	Lower	and	upper	=	95%	confidence	interval	
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The	second	research	question	considered	what	factors	that	are	most	important	for	
the	Generation	Y	consumers	when	purchasing	clothes.	The	alternatives	were	price,	
design,	quality,	sustainability,	and	other.	Out	of	the	114	questionnaires	used	in	the	
present	 study,	 3	 respondents	 chose	 the	 ‘other’	 alternative,	 meaning	 111	
respondents	chose	the	remaining	four	alternatives.	To	test	the	hypotheses	that	the	
younger	individuals	perceive	price	and	design	as	more	important	factors	compared	
to	the	older	individuals,	and	that	older	individuals	perceive	quality	and	sustainable	
production	of	the	clothes	as	more	important	compared	to	the	younger	individuals,	
those	choosing	the	price	and	design	options	were	grouped	together,	while	those	that	
chose	 quality	 and	 sustainability	 were	 also	 grouped	 together.	 The	 sample	 was	
divided	into	two	groups	of	18-24	year	olds,	and	25-35	year	olds	(Table	6).		
	
	
Table	 6.	Age	 and	 the	 most	 important	 factor	 when	 purchasing	 clothes.	 Number	 of	
respondents.			

	 	 	
											18-24	 																							25-35	 													Total																				

																	Price/Design	

Quality/Sustainability	

								Total

	 										

A	 Chi2	 test	 of	 independence	 was	 calculated	 comparing	 the	 frequency	 of	 the	
price/design	and	quality/sustainability	groups	in	younger	and	older	respondents.	A	
significant	interaction	was	found	(X2	(1)	=	7,91,	p	<	.01).	The	results	show	that	the	
younger	respondents	do	differ	from	the	older	respondents,	and	are	more	likely	to	
perceive	 price/design	 as	 more	 important.	 The	 older	 respondents	 perceive	
quality/sustainability	as	more	important	compared	to	the	younger.	
	
The	 third	 research	 question	 set	 out	 to	 investigate	 the	 previously	 reported	 gap	
between	 purchase	 intention	 and	 purchase	 behaviour	 of	 sustainably	 produced	
clothes	(e.g.	Niinimäki,	2010).	It	was	hypothesized	that	younger	individuals	have	a	
bigger	 gap	 between	 intention	 and	 purchase	 behaviour,	 compared	 to	 the	 older	
individuals.	 To	 investigate	 the	 gap,	 the	 mean	 values	 of	 purchase	 intention	 was	
compared	to	the	mean	values	of	purchase	behaviour.	The	difference	between	the	
two	values	were	perceived	as	 the	gap.	The	 sample	was	again	 split	up	 in	 the	 two	
groups	of	18-24	year	olds	and	25-35	year	olds.	An	independent-samples	t-test	was	
conducted	to	compare	the	gap	between	intention	and	purchase	behaviour	in	the	two	
age	groups.	There	was	a	significant	difference	in	the	gap	between	the	18-24	(M	=	
.77,	SD	=	.82)	and	the	25-35	(M	=	.46,	SD	=	.71)	groups;	t(112)=2.17,	p	=	.03.		
	

38	(76%)	 32	(50%)	 70	

11	(22%)	 30	(46,9%)	 41	

49	(98%)	 62	(96,9%)	 111(97,4%)	
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Discussion	
	

The	general	aim	of	the	present	study	was	to	investigate	underlying	factors	that	may	
influence	 generation	 Y	 consumers’	 purchase	 behaviour	 of	 sustainably	 produced	
clothes,	as	well	as	the	relative	strength	of	these	factors.	In	other	words,	why	do	these	
consumers	purchase	these	clothes?	Or	maybe	more	importantly,	why	don’t	they?	To	
investigate	 this,	 the	 Theory	 of	 planned	 behaviour	 (Ajzen,	 1991)	 was	 used	 as	 a	
conceptual	 framework.	The	theory	states	that	human	behaviour	can	be	predicted	
with	high	accuracy	by	three	factors:	beliefs	about	the	consequences	of	the	behaviour	
(behavioural	 beliefs),	 beliefs	 about	 the	 normative	 expectations	 of	 those	 around	
(normative	 beliefs),	 and	 beliefs	 about	 factors	 that	 impede	 or	 facilitate	 the	
performance	of	the	behaviour	(control	beliefs).	These	factors	lead	to	an	intention	to	
perform	the	behaviour	in	question,	and	when	the	individual	has	both	intention	and	
actual	behavioural	control,	this	is	supposed	to	lead	to	the	behaviour.	Although	the	
results	show	a	statistically	significant	association	between	purchase	intention	and	
purchase	behaviour	(r	=.61),	this	 is	by	far	a	 linear	relationship.	Thus,	why	does	a	
consumer,	with	the	intention	to	purchase	sustainably	produced	clothes,	seemingly	
not	do	it?		

The	 results	 indicate	 that	 attitude,	 subjective	 norm,	 and	 perceived	 behavioural	
control	does	indeed	have	a	relationship	with	intention.	Attitude	have	the	strongest	
relationship	 with	 intention	 (r=.69).	 The	 three	 constructs	 explained	 53%	 of	 the	
variance	 in	 the	 dependent	 variable.	 While	 attitude	 and	 subjective	 norm	 have	 a	
statistically	significant	effect	on	intention,	perceived	behavioural	control	does	not.	
These	 results,	with	 attitude	having	 the	 strongest	 relationship	with	 intention,	 are	
consistent	with	previous	research	where	a	similar	conceptual	framework	was	used	
to	 assess	 purchase	 behaviour	 of	 environmentally	 sustainable	 products	 (Kumar,	
2012).	 The	 definition	 of	 attitude	 used	 in	 the	 conceptual	 framework	 is	 a	 positive	
attitude	toward	the	likely	consequences	of	the	action	(Ajzen,	1991).	Ellen,	Weiner,	
and	Cobb-Walgren	(1991)	defined	perceived	consumer	effectiveness	(PCE)	as	the	
extent	to	which	the	individuals	believe	that	their	actions	make	a	difference	in	solving	
a	problem.	This	is	a	very	similar	definition	as	that	of	attitude	in	Ajzen’s	(1991)	work.	
Just	 like	 attitude,	 PCE	 have	 been	 linked	 to	 behaviour	 intention	 in	 purchasing	 of	
sustainable	products	(Vermeir	&	Verbeke,	2005).	Ellen	et	al.	(1991)	demonstrated	
that	 PCE	 is	 distinct	 from	 environmental	 concern.	 This	 means	 that	 an	 individual	
could	 have	 concern	 for	 the	 environment,	 but	 also	 believe	 that	 behaving	 in	
sustainable	ways	won’t	 help	 save	 the	 environment.	 In	 other	words,	 this	 is	 not	 a	
general	attitude	toward	sustainable	fashion	as	an	idea,	rather	the	consequences	of	
the	individual’s	behaviour.	A	low	score	on	attitude,	as	defined	here,	could	also	mean	
both	 an	 idea	 that	 sustainably	 produced	 clothes	 in	 general	 won’t	 help	 the	
environment,	 as	well	 as	 an	 idea	 that	 the	purchasing	behaviour	of	 that	 individual	
won’t	affect	the	environment.		

The	fashion	industry	has	been	criticized	due	to	the	negative	effect	the	production	
has	 on	 the	 environment,	 and	 the	 low	 wages	 and	 bad	 working	 environments	 in	
production	 countries	 (Kim	 et	 al.,	 2013).	 This	 has	 been	 acknowledged,	 and	 the	
companies	 have	 increased	 their	 interest	 in	 sustainable	 products	 and	 they	 are	
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increasingly	taking	corporate	social	responsibility	(CSR)	into	their	production.	They	
have	codes	of	conduct	to	guide	the	parts	of	the	supply	chain	to	work	in	sustainable	
ways,	and	they	are	increasingly	developing	and	marketing	eco-fashion	to	promote	
sustainable	production	(Chan	&	Wong,	2012).	Working	with	a	code	of	conduct,	and	
in	 other	 ways	 making	 sustainable	 choices	 through	 the	 value	 chain,	 is	 for	 many	
companies	a	marketing	tool	(Von	Tulder	&	Kolk,	2001).	As	a	reaction	to	the	high	
consumption,	H&M	and	Inditex	have	both	started	to	collect	old	garments	in	stores	
to	be	recycled	and	used	in	new	collections	(H&M,	2016;	Inditex,	2016).	H&M	have	
increased	 the	 use	 of	 sustainable	 cotton	with	 the	 aim	 of	 using	 100%	 sustainable	
cotton	in	2020	(H&M,	2016).	This	is	a	good	thing,	from	an	environmental	aspect,	but	
do	the	customers	really	trust	the	companies	on	this?	Chang	(2011)	have	explored	
the	 issues	 concerning	 “greenwashing”	 and	 the	 ambivalent	 attitudes	 toward	
sustainable	 choices	 that	 follows.	 Greenwashing	 is	 the	 techniques	 used	 by	 some	
companies	 where	 they	 mislead	 the	 consumer	 by	 marketing	 their	 products	 as	
“green”	with	no	real	fact	behind	it.	This	has	led	to	mistrust	among	the	consumers	
and	 conflicting	 feelings	 when	 faced	 with	 the	 choice	 of	 purchasing	 sustainable	
alternatives	or	not	(Chang,	2011).	Greenwashing	might	be	a	problem	in	the	fashion	
industry	 since	 it	 has	 a	 bad	 rumour	 due	 to	 the	 high	 consumption.	 Even	 though	
sustainable	materials	are	used,	this	does	not	take	away	the	fact	that	the	clothes	are	
consumed	in	great	amounts,	and	shipped	all	over	the	world.	Even	though	the	mean	
value	of	3.96	for	the	attitude	index	in	the	present	study	is	higher	than	the	rest	of	the	
constructs	 in	 the	 theory	of	planned	behaviour	 framework,	 this	 could	possibly	be	
higher	if	the	consumers	had	more	trust	for	the	fashion	companies.	Considering	the	
strong	 relationship	 between	 attitude	 and	 intention,	 this	 could	 lead	 to	 higher	
purchase	intention	of	the	sustainably	produced	clothes.	
	
Subjective	norm	had	a	statistically	significant	relationship	with	 intention	(r=.33),	
just	as	expected.	It	was	however	weaker	than	the	relationship	between	attitude	and	
intention.	The	subjective	norm	index	value	(M=1.87)	suggests	that	even	though	the	
subjective	 norm	 does	 affect	 the	 intention,	 there	 is	 not	 a	 public	 norm	 that	 the	
respondents	should	consume	sustainably	produced	clothes.	It	has	previously	been	
shown,	on	recycling	behaviour	in	Sweden	(Hage,	Söderholm,	&	Berglund,	2009),	that	
the	strength	of	 self-enforced	moral	norms	explained	a	 large	part	of	 the	variation	
across	 the	 households	 examined.	 Freestone	 and	 McGoldrick	 (2007)	 found	 that	
social	 motivators,	 such	 as	 approval	 or	 disapproval	 of	 significant	 others,	 were	 a	
stronger	lever	to	ethical	behaviour	than	personal	motivators,	such	as	self-approval.	
Personal	and	social	values	can	however	be	highly	intertwined	and	it	could	be	argued	
that	 other	 people’s	 approval	 could	 result	 in	 personal	 gain.	 As	 suggested	 by	 the	
results	 in	 this	 study,	 the	 subjective	norm	does	affect	 intention	but	 there	 is	not	 a	
public	norm	about	this	specific	behaviour.	
	
In	the	present	study	perceived	behavioural	control	also	had	a	statistically	significant	
relationship	with	intention	(r=.20).	Ajzen	(2002)	states	that	the	idea	of	perceived	
behavioural	control	is	similar	to	the	work	on	self-efficacy	of	Bandura	(1991).	Self-
efficacy	refers	to	“…	people’s	beliefs	about	their	capabilities	to	exercise	control	over	
their	 own	 level	 of	 functioning	 and	 over	 events	 that	 affect	 their	 lives”	 (Bandura,	
1991,	p.	257).	Ajzen	(2002,	p.	668)	mentions	that	the	choice	of	calling	it	”perceived	
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behavioural	control”	might	have	been	misleading,	and	that	 it	 is	only	control	over	
behaviour	and	not	the	outcome	of	the	behaviour.	Many	different	factors	may	impede	
or	facilitate	the	ability	to	perform	a	specific	behaviour.	Hage	et	al.,	(2009)	found	that	
recycling	 collection	 closer	 to	 the	 houses	 leads	 to	 higher	 collection	 rates.	 The	
strength	of	moral	obligations	 to	 recycle	explains	a	 lot	of	 the	variation	across	 the	
households,	but	the	importance	of	these	norms	partly	diminishes	if	the	collection	
infrastructure	makes	it	easier	for	households	to	recycle	(Hage	et	al.,	2009).	It	can	
thus	be	argued	that	convenience	is	important	and	that	by	increasing	the	chances	for	
the	consumer	to	consume	sustainably	produced	products,	the	intention	as	well	as	
actual	behaviour	increases.	
	
The	 intention,	 as	 expected,	 has	 a	 strong	 relationship	 with	 purchase	 behaviour	
(r=.61).	A	linear	regression	shows	that	intention,	together	with	the	added	previous	
purchase	behaviour	construct,	is	connected	to	a	change	in	purchase	behaviour	and	
that	the	two	variables	explains	39%	of	the	variance	in	purchase	behaviour.	So,	why	
is	there	a	gap	here?	Why	aren’t	the	consumers	doing	what	they	intend	to	do?	Chan	
and	Wong	(2012)	argues	that	the	consumer	does	not	want	to	compromise	design	
for	 environmental	 factors	 when	 it	 comes	 to	 fashion.	When	 consuming	 food,	 the	
customers	 are	 more	 likely	 to	 pay	 more	 for,	 and	 make	 decisions	 to	 purchase	
ecological	options,	since	it	directly	affects	their	health	and	well-being.	Even	though	
the	consumers	care	about	ethical	behaviours,	they	do	not	make	choices	that	favour	
the	ethical	companies	and	punish	the	unethical	ones.	They	are	not	ready	to	make	
ethical	choices	if	this	means	inconvenience	to	them,	instead	they	will	only	do	it	when	
it	comes	with	no	higher	cost	to	the	consumer	in	terms	of	higher	price,	loss	of	quality	
or	discomfort	in	shopping	(Carrigan	&	Attala,	2001).	When	it	comes	to	Generation	Y	
consumers,	many	of	them	are	still	in	school	and	have	not	reached	a	steady	economy	
yet.	This	could	invoke	a	feeling	that	high	quality	garments	are	too	expensive	and	that	
they	must	buy	the	cheap	fast	fashion	brands.	These	feelings	are	easy	to	rationalize.	
Consider	a	consumer	finding	a	garment	they	like	that	is	not	sustainably	produced.	It	
is	 easy	 to	 purchase	 this	 garment	 because	 “I	 can’t	 afford	 sustainably	 produced	
clothes”,	“It	won’t	make	a	difference	whether	I	purchase	one	shirt	or	not”,	or	“Next	
time	 I’m	 going	 to	 choose	 the	 sustainable	 option”.	 Generation	 Y	 consumers	 have	
expectations	 that	 the	 corporations	 will	 take	 responsibility	 for	 environmentally	
conscious	production	and	good	working	conditions,	but	they	do	not	want	to	change	
their	 own	 consuming	 behaviour	 (Parment,	 2008).	 This	 lack	 of	 a	 feeling	 of	
responsibility	 could	 possibly	 be	 connected	 to	 the	 relatively	 young	 age	 of	 this	
generation.	Considering	that	sustainability	 is	solely	a	problem	for	 the	 future,	 this	
could	arguably	be	largely	connected	to	the	ability	to	think	about	the	consequences	
of	 one’s	 actions.	 This	 issue	was	 investigated	 by	 comparing	 the	 18-24	 and	 25-35	
years	old	participants.	Considering	that	the	part	of	the	brain	that	is	responsible	for	
anticipating	future	consequences	(Squire,	2013)	isn’t	fully	developed	until	well	into	
the	20s	(Giedd,	2012),	it	was	hypothesized	that	the	younger	consumers	would	value	
price	and	design	higher	than	quality	and	sustainability.	This	hypothesis	was	backed	
up	by	the	fact	that	76%	of	the	younger	consumers	valued	price	and	design	as	the	
most	 important	 factors	when	 purchasing	 clothes,	 compared	 to	 50%	 in	 the	 older	
group.	Among	the	older	consumers,	46,9%	valued	quality	and	sustainability	as	the	
most	 important	factors,	while	only	22%	of	the	younger	did.	The	same	part	of	the	
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brain	 is	 responsible	 for	 coordinating	 thoughts	 toward	 a	 desired	 action	 (Squire,	
2013),	which	could	arguably	be	a	reason	for	why	the	consumers	have	behavioural	
intentions	but	fail	to	act	in	line	with	these	intentions.	Partly	based	on	this,	the	second	
hypothesis	 of	 the	 study,	 that	 younger	 individuals	 would	 display	 a	 bigger	 gap	
between	intention	and	purchase	behaviour,	compared	to	the	older	individuals,	was	
confirmed.	 Here,	 the	 results	 suggested	 that	 there	 was	 a	 significant	 difference	
between	the	age	groups	and	that	the	younger	respondents	had	a	bigger	gap	between	
intention	and	behaviour.	While	 these	 results	 could	explain	 some	part	of	 the	gap,	
there	is	more	to	it.	According	to	the	theory,	intention	and	actual	control	should	lead	
to	the	behaviour.	So,	what	is	actual	control	in	this	scenario?	
		
Joergens	 (2006)	 argued	 that	 the	 consumer	 does	 not	 have	 an	 actual	 option	 to	
purchase	sustainably	produced	clothes,	because	almost	all	 fashion	is	produced	in	
cheap	Asian	 countries,	 the	 prices	 for	 ethical	 clothing	 is	 not	 comparable,	 and	 the	
design	 and	 appearance	 of	 eco-fashion	 is	 unfashionable	 or	 does	 not	 fit	 the	 users	
wardrobe.	 Similarly,	 the	 perceived	 behavioural	 control	 assessed	 in	 the	 present	
study	(M=2.38)	indicate	that	the	consumers	perceive	that	it	is	not	entirely	in	their	
control	to	purchase	sustainably	produced	clothes.	As	earlier	suggested	by	Doll	and	
Ajzen	 (1992),	 perceived	 behavioural	 control	 should	 reflect	 past	 experience.	 This	
seems	to	be	the	case	in	the	present	study	as	well.	Previous	purchase	behaviour	could	
arguably	 party	 reflect	 actual	 control	 since	 it	 suggests	 that	 the	 consumer	 have	
managed	to	buy	sustainable	fashion	before	and	should	thus	be	able	to	do	it	again.	
This	 is	 backed	 up	 by	 the	 correlation	 (r=.50)	 between	 purchase	 behaviour	 and	
previous	purchase	behaviour	in	this	study.	The	Previous	purchase	behaviour	and	
Intention	factors	were	found	to	be	correlated	(r	=.57)	which	could	be	suggesting	that	
the	consumers	are	not	unsatisfied	by	the	previously	purchased	sustainable	fashion	
and	have	an	intention	to	purchase	them	again.	
	

Method	discussion	

The	research	strategy	 in	 this	study	 is	quantitative,	according	 to	Bryman	and	Bell	
(2011,	 p.	 27).	 This	 includes	 taking	 a	 deductive	 approach,	 with	 positivistic	
epistemological	orientation,	and	an	objectivistic	ontological	orientation.		
As	this	is	a	quantitative,	positivistic,	study,	a	survey	technique	was	used	to	gather	
data.	A	quantitative	survey	fits	the	positivistic	stand	point,	as	it	operationalizes	the	
attitudes	of	the	respondents	in	a	way	that	is	observable	and	measurable.	The	data	
was	gathered	with	a	self-completion	questionnaire	online.		
	
Due	 to	 the	 limited	 time	 available	 for	 this	 study,	 and	 since	 all	 answers	 were	
anonymous,	a	test-retest	was	not	possible	to	check	for	consistency	in	the	results.	
Cronbach’s	alpha	is	commonly	used	as	a	measure	of	internal	reliability	(Bryman	&	
Bell,	2011)	and	the	Cronbach’s	alpha	values	of	the	different	constructs	are	presented	
in	Table	2.	An	accepted	value	of	0.7	(Santos,	1999)	was	not	reached	on	every	index,	
but	none	of	them	was	far	from	it.	
	
The	theory	of	planned	behaviour	has	been	widely	used	and	the	validity	of	the	theory	
is	supported	in	a	meta-analysis	on	185	independent	studies	(Armitage	&	Conner,	
2001),	which	speaks	for	the	validity	of	the	theory.	The	fact	that	the	different	factors	
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had	 the	 expected	 correlation	 in	 this	 study	 further	 validates	 the	 theoretical	
framework	chosen	for	this	study.	The	sample	size	in	this	study	is	not	large	enough	
to	 reach	 any	 kind	 of	 broad	 generalization.	 The	 sampling	 method	 followed	 the	
Bryman	 and	 Bell	 (2011,	 p.190)	 non-probability	 sampling	 techniques.	 Since	 the	
questionnaire	was	spread	on	Facebook,	the	sample	was	not	random.	The	method	
used	 was	 similar	 to	 what	 Bryman	 and	 Bell	 (2011)	 calls	 ‘convenience	 sampling’	
meaning	that	 the	respondents	chosen	are	convenient	to	the	researcher,	since	the	
responses	are	easy	to	receive.		
	
This	study	followed	the	guidelines	for	ethical	research	by	Vetenskapsrådet	(n.d.).	
They	concretise	the	ethics	in	the	research	to	four	main	requirements:	information,	
consent,	confidentiality,	and	data	management.	The	online	questionnaire	included	
information	about	the	study,	as	well	as	information	on	consent.	The	questionnaire	
was	anonymous	and	thus	included	no	sensitive	personal	information.		
	
Future	research	

The	aim	of	this	study	was	not	to	test	the	validity	of	the	theory,	nor	to	try	to	generalize	
the	 findings	 to	 Generation	 Y	 consumers	 in	 general.	 More	 studies	 with	 a	 similar	
theoretical	framework	on	other	samples	could	however	prove	useful	to	generalize	
the	results	to	Generation	Y	consumers	in	general.	The	findings	in	this	study	suggests	
that	there	is	a	difference	between	the	younger	and	older	respondents,	but	not	the	
reason	 for	 these	 differences.	 Future	 research	 could	 investigate	 this	 by,	 e.g.	
controlling	 for	 income.	 The	 gap	 between	 intention	 and	 behaviour	 could	 also	
continue	to	be	investigated.		
		
The	fashion	companies	want	to	sell	clothes	while	a	high	consumption	has	possible	
negative	 effect	 on	 the	 environment.	 The	 demand	 for	 fast	 fashion	 exists	 and	 the	
whole	industry	is	thus	in	a	very	complicated	situation.	The	increasing	collection	and	
recycling	 of	 textiles	 could	 prove	 useful	 together	 with	 new	 recycling	 techniques.	
Sustainability	 in	the	fashion	industry	 is	an	 important	subject	and	future	research	
should	 look	 into	 the	 clothes	made	 from	 recycled	 fibres	 as	 a	way	 of	meeting	 the	
demands	 of	 the	 customers	while	 at	 the	 same	 time	 having	 a	 small	 impact	 on	 the	
environment.			
	
Conclusion	

The	 Theory	 of	 planned	 behaviour	 (Ajzen,	 1991)	 has	 been	 useful	 in	 finding	 the	
underlying	factors	for	the	purchase	behaviour	of	sustainably	produced	clothes.	Just	
as	suggested	by	Ajzen	(1991)	attitude,	subjective	norm	and	perceived	behavioural	
control	had	statistically	significant	relationships	with	intention,	which	in	turn	had	a	
statistically	 significant	 relationship	 with	 purchase	 behaviour.	 Previous	 purchase	
behaviour	was	added	to	the	model	and	had	a	significant	relationship	with	purchase	
behaviour.	 In	 the	 sample	 used	 in	 this	 study,	 and	 on	 the	 specific	 subject	 of	
consumption	 of	 sustainably	 produced	 clothes,	 attitude	 was	 found	 to	 have	 the	
strongest	relationship	with,	and	effect	on,	intention.	It	appeared	that	there	was	no	
strong	subjective	norm	to	consume	sustainable	fashion.		
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In	the	whole	sample,	the	quality	of	the	clothes	was	found	the	be	the	most	important	
factor	followed	by	price,	sustainability,	and	lastly	design.	It	was	hypothesized	that	
this	would	differ	between	the	younger	and	older	respondents	 in	 the	sample.	The	
hypothesis	was	backed	up	by	the	findings,	(X2	(1)	=	7,91,	p	<	.01),	showing	that	there	
was	 a	 difference	 between	 the	 age	 groups	 in	 how	 they	 perceived	 price,	 design,	
quality,	and	sustainability.		
	
It	 was	 earlier	 suggested	 that	 there	 was	 a	 gap	 between	 purchase	 intention	 and	
purchase	behaviour	of	sustainably	produced	clothes	(e.g.	Niinimäki,	2010).	This	gap	
was	also	 found	 in	 this	 study.	Moreover,	and	as	hypothesized,	 the	gap	was	bigger	
among	the	younger	respondents,	compared	to	the	older	respondents.		
	
The	 results	 in	 this	 study	 thus	 suggests	 that	 there	 could	 be	 a	 difference	 between	
consumers	 of	 different	 ages.	 If	 the	 companies	 want	 to	 increase	 the	 sales	 of	
sustainably	produced	clothes,	educating	the	consumers	in	the	effects	of	sustainable	
production/consumption	 could	 be	 the	 best	 way	 to	 go	 considering	 the	 strong	
relationship	between	attitude	and	intention.	To	reduce	the	gap	between	intention	
and	behaviour,	they	could	try	to	increase	the	actual	control	of	the	consumers.	This	
could	be	more	clear	labels	on	what	is	sustainably	produced	or	not,	and	increasing	
the	amount	of	sustainable	options	in	the	stores.			
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Appendix	1	
	

The	Swedish	questionnaire	
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Appendix	2	
The	English	questionnaire	
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