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Abstract 

This study focuses on sustainability information and consumers’ attitude and perception of 
sustainability information in the footwear industry. Sustainability has become increasingly 
important in the fashion industry; thus, the footwear industry has not reached the same level of 
interest and attention. In addition, companies do not know how to communicate sustainability 
and sustainability information and therefore, green marketing has evolved as an opportunity for 
companies to communicate sustainability. However, the downside of green marketing is that it 
can be perceived as untrustworthy and mistaken for greenwashing. Therefore, the purpose of this 
paper is to understand consumers’ attitude and perception of sustainability and sustainability 
information in the footwear industry.  
 
To reach a suitable customer segment, a collaboration with Vagabond Shoemakers was initiated. 
This enabled the data collection to be held in the Vagabond Store in Gothenburg via a self-
completion questionnaire. The data was analysed quantitatively via regression analysis in IBM 
SPSS Statistics. The regression analysis shows several significant correlations between 
dependent and independent variables such as the consumers’ attitude towards sustainability in 
general and their attitude towards sustainability information in the footwear industry.   
 
The result proves that the consumers are interested in receiving sustainability information when 
purchasing footwear. However, the consumers do not believe they receive enough sustainability 
information in either brick-and-mortar retail stores or online. Despite that the consumers of this 
study tend to believe that sustainability information in general is trustworthy, they do not believe 
that sustainability information in the footwear industry is trustworthy. This is unfortunate as the 
consumers of this study show interest in and value sustainability information and believe it is an 
important aspect when purchasing footwear. The result of this study contributes to an 
understanding of consumers’ perception and attitude towards sustainability information in the 
footwear industry. This can be a foundation for developing green marketing strategies that 
companies can utilise so as to educate and inform consumers about sustainability and sustainable 
development. By utilising green marketing as a communication tool, companies have the 
possibility to affect consumers’ attitude, intention and behaviour towards sustainable 
consumption.  
 
Keywords: Sustainability  information, consumer behaviour, sustainable consumer 
behaviour, green marketing, greenwashing, footwear.  
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1 Introduction 

The introduction chapter provides a comprehensive background of the fashion industry and how 
sustainability has become increasingly important in the fashion industry. In addition, the 
background briefly introduces current research on consumer attitudes and consumer behaviour 
in relation to the new sustainable consumer attitudes and behaviour. This leads into the problem 
discussion, which presents the difficulty of communicating sustainability information in relation 
to the consumer perception of the information. Lastly, the chapter presents the purpose of this 
study and its research questions.  
 
1.1 Background  
Fashion has historically been a way for humans to sense and attribute a social belonging 
(Kawamura 2005, p. 3). Fashion as synonymously used and interchanged for clothes is not only a 
way to fit into a certain context but also a way to be unique and express oneself. There has been 
a development over the past decades that has changed peoples’ relationship to clothes from being 
an essential to something we consume for pleasure to wear, tear and often change. In comparison 
of today and the late 19th century and early 20th century, the availability of fashion has 
increased tremendously by the development of fast fashion (Kawamura 2005, p. 3). Fast fashion 
has given people in every social class the possibility to fit into societal expectations, but 
unfortunately it has become an unsustainable situation of our planet. Fashion United (2016) 
reports that the fashion industry accounts for two per cent of the world’s Gross Domestic Product 
(GDP) and with a steady growth, which in other words makes the fashion industry one of the 
largest industries in the world.  
 
At the same time as the fashion industry is continually growing, the online market for the apparel 
and footwear industry is steadily increasing (Park, Kim, Funches & Foxx 2012; Park & Stoel 
2005; Ha & Stoel 2004). Ha and Stoel (2004) state that even though consumers traditionally 
want to physically examine factors of products such as fit and design in brick-and-mortar retail 
stores, Internet is a channel that is rapidly expanding through online shopping. World Footwear 
(2015), an online platform that provides with global reports and news about the footwear 
industry, reports that the global e-commerce sales will continually increase the upcoming years, 
and that this is a great opportunity for companies to use this movement for both sales and 
marketing. Also, the report states that there is a new consumer purchasing behaviour that is 
pointing towards multi-channel retailing. This means new sales channels such as social media 
will be more important to keep existing consumers and to get new ones (World Footwear 2015). 
Previous research has also shown that online consumers generally are more impulsive when it 
comes to their purchasing decision-making since it is easier to respond to changing mood at the 
moment (Madhavaram & Laverie 2004). Therefore, companies have increasing opportunities to 
capture consumers that are interested in online fashion shopping as well as to increase their 
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overall sales through online sales channels. In other words, the online market is an increasing 
sales and marketing opportunity for businesses to reach consumers interested in fashion. 
 
Fast fashion with lower prices and constantly new garments in store has made shopping for 
fashion more of a pleasure than a necessity (Kawamura 2005, p. 3). Fletcher (2008) states that 
overconsumption has become a global problem, but for businesses looking to earn profit this is 
not really considered. Fortunately, there are an increasing number of brands emerging the global 
market that strive for making a sustainable change in the industry. Sustainability can be used as a 
competitive advantage to reach the environmentally and socially concerned consumers. Research 
that measures attitudinal and behavioural constructs usually targets large populations so as to be 
able to generalize the findings (Gam 2011; Meyer 2001; Kim & Damhorst 1998). In order to 
reach the consumers, previous research in the area usually is conducted through a questionnaire. 
Therefore, it can be concluded that consumers today generally are increasingly aware of their 
purchasing behaviour and green products are becoming more popular at the market (Gam 2011; 
Meyer 2001; Kim & Damhorst 1998). Consumers are also more aware of the material content of 
the products, and they are also interested about the value chain and production of the goods 
(Shen, Wang, Lo & Shum 2012). Brito, Carbone and Blaquard (2008) describe that there is a 
new existing demand for sustainable products from both consumers and other stakeholders that 
companies need to meet in order to stay within the market, increase the awareness and 
consciousness both environmentally and socially (Shen et. al. 2012). This new consumer 
awareness can be described as ethical consumerism (Carrington, Neville & Whitwell 2014), and 
is a social movement that is increasingly popular among consumers. Shen et. al. (2012) describe 
the term ‘ethical fashion’ as fashion products that is produced with good labour-conditions for 
the workers and fair-trade principles. Ethical fashion can be any fashion product that is 
sustainable both to the environment and the people who are working with them. It can also be 
fashion products that are made of recycled materials, organic materials or made fair trade (Shen 
et. al. 2012; Joergens 2006). The consumer motive for this new ethical shopping behaviour can 
be concerns about the environment, animals or society and how their behaviour choices make an 
impact. 
 
Previous research shows that consumers who are environmentally concerned and conscious are 
more willing to purchase green and ethical products. Consumers are also generally more positive 
to companies that have implemented strategies that are environmentally conscious (Gam 2011). 
Stisser (1994) reports that the environmental reputation of a brand has become an increasingly 
important factor for consumers purchase decisions. Stisser (1994) also claims that consumers 
respond to environmental promotions and that consumers to a greater extent are purchasing 
products from companies that are environmentally friendly. Despite this, the green purchase 
behaviour has not yet reached the apparel and footwear industry at the same level as for instance 
the food industry (Gam 2011). Even though consumers are increasingly aware and intend to 
purchase sustainable products, the actual behaviour is not always in line with the intention. 
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According to Meyer (2001) fashion consumers do not choose to purchase sustainable fashion 
products as they are generally more expensive, have fewer alternatives, their aesthetic values are 
lower and the consumers lack information about how they are better for the environment. This 
can also be supported by Shen et. al. (2012) that conclude that lack of information is the main 
reason for consumers to not purchase sustainably produced fashion products.  
 
The fashion industry, including the footwear industry, is facing challenges when it comes to 
sustainability and sustainable production. Modern footwear production has a long and complex 
value chain, where one of the most important environmental concerns within the footwear 
industry is related to the process and usage of raw materials and the end-of-life disposal (Cheah, 
Ciceri, Olivetti, Matsumura, Forterre, Roth & Kirchain 2013; Jacques, Guimarães & Agogino 
2010). Leather is a widely used material in the fashion and footwear industry as the range of 
products are diverging from footwear to clothes and accessories (Joseph & Nithya 2009). The 
leather products are made of hides that are transformed in a tanning process, which creates 
leather that is suitable for production. In order to extend longevity and enhance the properties of 
the product, highly toxic chemicals such as chromium are incorporated in the tanning process. A 
few examples of such properties are stability, appearance, elasticity, water resistance and 
permeability for perspiration. Many chemicals used in the tanning process are toxic, non-
recyclable and have a negative impact on the environment and to the people who are working 
with the chemicals. Furthermore, the tanning process requires large volumes of water and 
electricity and generates wastewater that contains toxic chemicals that often flows directly back 
to the nature (Jacques, Guimarães & Agogino 2010; Joseph & Nithya 2009). In the footwear 
industry, most of the carbon footprint are related to the material processing and manufacturing 
process (Cheah et. al. 2013). These emissions can be reduced by using recycled materials, to 
improve energy-efficiency within the sole production and to use cleaner heating alternatives 
(Cheah et. al. 2013).  
 
1.2 Problem Discussion 
Luckily, World Footwear (2015) foresight that the future footwear consumer is interested in the 
supply chain and how the production of the product is conducted, from how the cattle was 
treated to the treatment of the finished product. Consumers are becoming increasingly aware of 
what they are purchasing and are concerned about their impact on the environment and the 
society (Carrington, Neville & Whitwell 2014; Shen et. al. 2008). However, Hill and Lee (2012) 
state that there are still many consumers that have a low level of knowledge about the 
environmental impact of the products they are purchasing. Also, Carrington, Neville and 
Whitwell (2014) state that even though consumers are more ethically aware, their intention to 
purchase ethical products might not lead to an actual ethical purchase when they reach their 
purchasing decision. Visser, Gattol and van der Helm (2015) state that even though 40 % of 
consumers are willing to purchase sustainable products, only four per cent of them do purchase 
them. It seems that the mainstream consumer is hard to reach and that the market for sustainable 
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products could be much larger if information about sustainability issues could reach the ethically 
concerned consumers.   
 
Modern footwear products are today complex to produce as the requirements of their 
performance are many. Today footwear is not only a basic need that is related to factors such as 
safety and health, but also to fashion and trends. These factors require a wide range of materials, 
design, manufacturing processes and distribution depending on the intended use, which 
according to Jacques, Guimarães and Agogino (2010) together creates the complexity within the 
footwear industry. For any footwear company that have their own production, the most common 
first step to become more sustainable is to improve the manufacturing process (Jacques, 
Guimarães & Agogino 2010). Improvements in the manufacturing processes can include a 
reduction of energy consumption, gaseous emissions, consciously select materials, optimise 
water consumption, increase social responsibility and reutilise material, which in sum covers the 
whole lifecycle of a product. The increased consumption of cheap mass produced products has 
led to a development of material recycling; however, within the footwear industry the products 
typically contain several materials, which gives the products a low recycled value (Lee & 
Rahimifard 2012). On the contrary, Herva, Àlvarez and Roca (2011) state that footwear products 
have potential to be reused and recycled and that these aspects should be considered already 
during the design process, coupled to aesthetic, economic and comfort criteria. There are existing 
footwear brands that focus on implementing sustainability to the core of the business. For 
instance, Vagabond Shoemakers is a Swedish footwear brand that strives to create a long-term 
positive impact on the environment and to contribute to the sustainable development of the 
footwear industry (Vagabond Shoemakers 2016). In addition, Vagabond Shoemakers strives to 
communicate their sustainability effort so as to impact and inspire the consumer to make 
sustainable choices.  
 
Green or sustainable marketing is a growing field of interest for researchers, commercial 
organisations, practitioners and policymakers. Sustainable marketing is defined by Belz and 
Peattie (2009, p. 30) as “building and maintaining sustainable relationships with consumers, the 
social environment and the natural environment”. Green marketing can encourage consumers to 
change their purchasing behaviour to adapt sustainable products and to not choose unsustainable 
options (Rettie, Burchell & Riley 2012). However, Hill and Lee (2012) state that the direct 
communication from companies to consumers about sustainability issues is often ineffective and 
do not provide consumers with enough information. The communication lack in information 
about what companies are doing in order to increase their sustainability efforts and how 
consumers can increase their knowledge about sustainability. This can be an effect of ineffective 
sustainability communication and information that is too difficult for consumers to interpret, 
understand or relate to. Thus, Rettie, Burchell and Riley (2012) conclude that generally 
consumers are aware of what is sustainable and not sustainable, therefore their purchasing 
behaviour cannot be seen as a consequence of insufficient sustainability information. Brennan 
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and Binney (2008) claim that greenwashing has led to consumer scepticism towards green 
marketing and sustainable products. Therefore, it is important for companies in today's 
increasingly aware society to communicate their sustainability efforts to consumers in an 
effective and clear way; in order to increase the consumer awareness of sustainability issues and 
to use the information as a competitive advantage against other actors within the market (Hill & 
Lee 2012). Though, previous research on sustainability issues in relation to consumer attitude 
and behaviour often focus solely on apparel products within the fashion industry and not on 
footwear products. 
 
1.3 Purpose & Research Questions 
The purpose of the research is to understand consumers' attitudes and perception of sustainability 
and sustainability information in the footwear industry. 
 
In order to fulfil the purpose, following research questions have been formulated:  
 
RQ1 What is the general attitude towards sustainability in the footwear industry? 
 
RQ2 How do consumers perceive sustainability information in the footwear industry in an 
online and offline retail environment? 
 
RQ3  How do consumers prefer to receive sustainability information when purchasing 
footwear? 
 
1.4 Delimitations 
This study focuses solely on consumer behaviour in the Swedish footwear industry, more 
specifically in Gothenburg. The case selection limited the study to Swedish consumers in 
Gothenburg and their attitude towards sustainability and sustainability information.  
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2 Theoretical Framework 

This chapter presents research in mainly two areas: consumer behaviour and green marketing. 
Firstly, general research in consumer behaviour as well as well known theories in consumer 
behaviour and more specifically consumer attitude and intention is presented. Secondly, this is 
followed by evolutionary area of sustainable consumer behaviour and the sustainable consumer. 
Thirdly, research in green marketing pictures the company’s standpoint of sustainability 
information as well as it covers the risk for greenwashing that accompanies green marketing and 
sustainability information communication. Fourthly, a brief presentation of the development of 
retailing, both offline and online, is presented. Lastly, the literature review provides an insight of 
the footwear industry and it challenges. The theoretical outline is presented in Table 1 below: 

 
Table 1 - Theoretical Outline 

2.1  Consumer Attitude, Intention & Behaviour 
Consumer behaviour is the study of people or groups of people so as to understand their needs, 
desires and purchase patterns (Solomon, Russell-Bennett & Previte 2013, p. 3). A consumer can 
be anyone who identifies a need or desire to purchase and dispose a product or service (Solomon, 
Russell-Bennett & Previte 2013, p. 4). From a consumer perspective, the consumption process 
arises when the need or desire is noticed and is thereafter followed by the acquisition stage where 
the consumer starts to evaluate the different solutions, i.e. different brands. In this stage, it is 
important for brands to position oneself as a natural choice for the consumer or to understand the 
situational factors that affects the consumer’s choice. Bhattacharya and Sen (2003) propose that 
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consumers who identify with the values of a company are more likely to stay loyal to the 
company; and therefore, it is important for marketers and brands to understand their consumers’ 
behaviour. Furthermore, consumers tend to identify themselves with a company with meaningful 
social identity, which therefore is suggested as a powerful way to create a strong brand.  
 
Ajzen and Fishbein (1970), two well-known researchers in consumer behaviour, extended the 
previously developed theory of reasoned action that was about predicting the behaviour of a 
person based on the attitudinal and normative variables surrounding the person. It explains that a 
person’s behaviour is determined by the behavioural intention, which in turn is determined by 
the person’s attitude and believed expectations of the response. The believed expectations of 
what the person should do in a situation are defined as normative beliefs. In the theory of 
reasoned action these normative beliefs are together with the person’s motivation and attitude 
making up for how the person will behave in that set situation. As a continuation, Ajzen and 
Madden (1986) stated that the theory of reasoned action is fundamentally based on a person’s 
motivation and the stronger intention and motivation the more likely is the behaviour to be 
performed. It has specifically two different determinants of intention; firstly, the personal, which 
refers to the attitude towards the action and secondly the subjective norm, which refers to the 
social factors. 
 
To rely on intention as the sole predictor of behaviour is reluctant and might be insufficient in 
determining and controlling behaviour (Ajzen & Madden 1986). There are both internal and 
external factors affecting the behaviour and may change from the intentional moment. As 
mentioned earlier it might be factors such as skills, abilities, knowledge, time, dependence and 
opportunity that affects a person’s behaviour from the intention. Therefore, it is important for 
people to assess the person’s ability to control the behavioural challenges. However, it is difficult 
to control behaviour and psychologists agree that it all boils down to overcoming undesired 
habits, fears or inhibitions. Nonetheless is this easy to make, maintain and create accuracy. 
Hence, it is possible to measure perceived behavioural control, which in other words means to 
measure the level of difficulty of an individual’s change in behaviour so as later be able to apply 
this knowledge and determine the person’s intention and action. Ajzen (1991) continued the 
study and developed the theory of planned behaviour, which basically is about separating 
intentions and attitudes whereas intentions are seen as predictable and attitudes to be influenced 
by social circumstances. Theory of planned behaviour can be used as a theoretical framework, 
which allows the research to investigate the influence of attitudes, personal and cultural 
determinants and volitional control the affect consumers’ intention to purchase a sustainable 
product (Ajzen 1991). 
 
2.2 Sustainable Consumer Behaviour 
It is enhanced that 60 % of all consumers think about environmental and ethical sustainability 
when purchasing clothes and around 80 % when purchasing groceries (The Guardian 2010). 
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However, in the same report it was found that environmental and ethical sustainability is just one 
parameter in the purchase decision process thus 79 % of the respondents said that their loyalty 
would increase with environmental and ethical engagement. It is concluded that third party 
endorsements and positive media coverage are the biggest factor in creating credibility towards 
the sustainable effort of the brand. Depending on the product the consumer may prioritise 
differently; for example, when it is a transportation purchase consumers tend to reflect more 
environmentally compared to an apparel purchase where the consumers tend to rather reflect 
upon ethical perspectives.  
 
Consumers who are interested in ethicalities are also interested in act upon the matter (Creyer 
1997). This could be done through a willingness to pay a higher price for ethically produced 
products and lower prices or abstain a purchase if it is unethically produced. Mohr and Webb 
(2005) suggest that social and environmental sustainability actions increase the value of a 
product. According to them it is foremost the social aspects of sustainability that affects 
consumers. However, it is concluded that the product needs to add a significant value for the 
consumer in order to affect the purchase. Consumer behaviour is complex and the attitude and 
behaviour usually includes a gap that is difficult to calculate (Carrigan & Attalla 2001). Even 
though it was concluded that the attitude towards sustainable products were high, only 20 % of 
the participating consumers had bought something ethically or environmentally sustainable. 
Birgelen, Semejin and Keicher (2009) state that the more knowledge consumers have about a 
product or concept the more likely the consumers are to engage in sustainable consumption, 
which implies that sustainability marketing is a way to educate consumers and positively affect 
consumers’ attitude and behavioural intentions. Furthermore, the combination of sustainability 
information, sustainability education and marketing information strategies will make consumers 
more attracted to sustainable fashion and consumption (Kim 2015). Sustainability should be a 
continuous approach that develops through information marketing and education (Kong, Ko, 
Chae & Mattila 2016). 
 
Environmentalism and fashionism as two obstacles to sustainable fashion and the consumer’s 
attitude towards sustainable fashion (Moon, Lai, Lam & Chang 2015). The former, 
environmentalism, is defined as an ideology to preserve and improve the natural environment of 
our planet. Environmental consumers are consumers who are aware, concerned and personally 
willing to support and solve the problem, which moreover is defined as green consumerism 
(Dunlap & Jones 2002). Scammell (2000) describes that “as long as consumer behaviour is based 
on conscious awareness of underlying green issues, this appears to be partial endorsement of the 
marketing approach to environmentalism.” which implies that brands need to communicate green 
information to consumers in order to increase awareness and in turn create a sustainable 
consumption change. The latter, fashionism, is defined as the attitude that defines the consumer’s 
engagement in fashion activities and behavioural response to fashion issues. In sum, 
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environmentalism in the fashion industry is about balancing the environmental protection and 
fashion consumption, which for many people are divided values (Latter 1998). 
 
Ethical issues do not affect consumers when it comes to their purchasing of fashion products 
(Joergen 2006). Consumers can be ethically concerned, but when they purchase fashion products 
they care more about their own needs and their fashion preferences. Joergen (2006) saw that this 
behaviour could be explained by several reasons. Consumers feel that they do not have the same 
product range when it comes to ethically produced fashion products, and they also feel that they 
do not have any power to question the unethical production since they do not have the right 
position for that. They also feel that the information attached to the fashion products do not 
indicate the real production conditions, and furthermore they need more information to be able to 
act in an ethically way. As long as the price is comparable to other fashion brands, consumers are 
willing to purchase more ethically produced fashion products (Joergen 2006).  
 
2.3 Green Marketing 
Green marketing has been a growing research topic since 1970s and is becoming increasingly 
important for businesses, organisations and consumers (Visser, Gattol & van der Helm 2015; 
Rettie, Burchell & Riley 2012; Chamorro, Rubio & Miranda 2009; Peattie & Crane 2005). The 
term green marketing can be explained in various ways and authors use terms such as 
´sustainable marketing´ (Belz & Peattie 2009) or ´environmental marketing´ (Menon & Menon 
1997), but according to Chamorro, Rubio and Miranda (2009) the most common used term 
among researchers is ´green marketing´. In this paper, the definition by Belz and Peattie (2009, 
p. 30) is used, which explains green marketing as “building and maintaining sustainable 
relationships with consumers, the social environment and the natural environment”. This 
definition includes both the aspect of commercial marketing of green products and social 
marketing of pro-environmental behaviours (Rettie, Burchell & Riley 2012). 
 
Green marketing is sustainability information that a company communicates and can potentially 
be a tool for companies to change consumer behaviour and encourage more sustainable 
behaviour, for example reduced consumption (Peattie & Peattie 2009). This form of marketing 
strategy can also be named social marketing, which Peattie and Peattie (2009) defines as a 
commercial marketing tool used to reach social goals. This is an alternative approach to green 
marketing and aims to change behaviour to increase well being of both individuals and the 
society. The use of social marketing in combination with sustainability issues is well established; 
however often used in a narrow way such as to encourage recycling or commuting to work. 
Therefore, Peattie and Peattie (2009) claim that companies have a great opportunity to use green 
marketing in an updated way to encourage and change unsustainable consumer behaviour. Today 
consumers are increasingly willing to change their behaviour and believe that they can make a 
change towards a more sustainable living (McDonagh & Prothero 2014). This is a great 
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opportunity within the field of green marketing, since sustainability concerns can create 
consumer value and trust (McDonagh & Prothero 2014).  
 
The evolution of green marketing and the orientation of firms´ focus have rather been on 
production, sales, cost reduction, legislation and public relations than on consumers (Peattie & 
Crane 2005). Further, the holistic view of green marketing has been defaulted, where companies 
instead have divided their focus of green marketing between products, processes, consumption 
and disposal without embracing all aspects of the organisation. In a research by Meyer (2001) it 
is concluded that green products with a ´green only´-marketing strategy are rather unsuccessful. 
Instead companies should find and focus on the benefits of the green products compared to other 
similar products on the market to capture a broader customer segment. If the focus shifts from 
the real benefits of a product to its environmental performance, then companies have to a greater 
extent target green consumers (Meyer 2001). 
 
There has been confusion around sustainability information as critique has been directed towards 
green marketing (sustainability information communicated by brands) as consumers have been 
sceptical to the concept and have associated it with greenwashing (Brennan & Binney 2008). 
Greenwashing is according to Brennan and Binney (2008) defined as a superficial display of 
concern for the environment by an organisation. This has led to a negative view of green 
products as being more expensive, less effective and niched to a certain type of green consumer 
(Rettie, Burchell & Riley 2012). Further, Ottoman, Stafford and Hartman (2006) mean that green 
marketing must satisfy both consumers and to improve environmental qualities, and if either is 
misjudged or overstated than the risk for green marketing myopia or greenwashing increases. 
Kollmuss and Agyeman (2002) explain that social marketing arose from ineffective 
sustainability marketing and green marketing, which is a new way to target consumers. This is 
confirmed by McKenzie-Mohr and Smith (1999, p. 15) who states that social marketing is an 
alternative to conventional marketing campaigns and in contrast to these has shown to be more 
effective at changing and affecting consumer behaviour.  
 
2.4 Offline versus Online Retailing 
Online sales channels are steadily becoming more important for companies (Kollman, Kuckertz 
& Kayser 2012). This in order to meet consumer demands and to develop in today’s competitive 
business environment. Websites can potentially be valuable sales channels where retailers have 
the possibility to not only interact and communicate with existing consumers, but also to initiate 
relationships with new consumers (Song, Baker, Lee & Wetherbe 2012). Also, the online sale 
channel brings advantages for the consumers (Kollman, Kuckertz & Kayser 2012). A few of the 
advantages are information sharing, comparison, time saving as well as effort saving. However, 
the traditional offline sales channel still has advantages such as the shorter delivery time, 
personal sales advice and the opportunity to touch and feel the product before making the 
purchase decision. For companies using several distribution channels, both in an online and 
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offline environment, the variety of consumer demand can potentially be met to a greater extent 
and therefore generates competitive advantages such as increased customer loyalty, a wider 
customer base and added revenue (Yang, Lu & Chau 2013; Kollman, Kuckertz & Kayser 2012). 
However, Udo, Bagchi and Kirs (2010) explain that a challenge is the new and steadily changing 
expectations from consumers online. It is important to constantly understand and follow the 
market changes so as to meet expectations regarding for example online service quality service 
as it is directly translated into customer satisfaction and purchase intentions.  
 
Both online and offline sales channels have their advantages that are important and applicable in 
order to meet demand from different customer segments, which separately can help the company 
to gain competitive advantages (Kollmann, Kuckertz & Kayser 2012). The online consumer is 
strongly affected by their offline experience (Yang, Lu & Chau 2013). Therefore, the offline 
service quality is proven to affect the consumer's online purchases and his or her willingness to 
extend the purchase to different sales channels (Yang, Lu & Chau 2013). Moreover, Song et. al. 
(2011) conclude that the importance of company websites of companies is increasing as it is not 
only a sales platform, but also a tool for communication. Therefore, the website must provide 
consumers with necessary information and support to meet these requirements. Song et. al. 
(2011) suggest that companies with online sales should consider how their websites provide their 
consumers with information and service to provide additional value to consumers.  
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3 Methodology 

The methodology chapter aims to provide a clear and comprehensive description of the research 
process. Initially it presents the chosen research strategy and design followed by a presentation 
of the case selection of Vagabond Shoemakers. Continually the methodology for sampling, data 
collection and data analysis is presented. Lastly, the chapter is ended with a discussion of the 
reliability and validity of this study. In Table 2 below, the study outline presents an overview and 
summary of the different stages of this study. 

 
Table 2 - Study Outline 

3.1 Research Design 
According to Bryman and Bell (2015, p. 5) business research aims to examine a certain 
phenomenon; as for the purpose of the research is to understand consumers' attitudes and 
perception of sustainability and sustainability information in the footwear industry. The objective 
was to be able to conduct empirical generalisations through structures and correlations of the 
consumers’ attitude towards sustainability information. In regard to that, a quantitative method 
was selected. A quantitative method is according to Creswell (2014, p. 4) defined as to examine 
a social problem, to test the theory or previous research and analyse the data statistically to be 
able to generalise the result.  
 
The nature of reality was in this research chosen to be objective as reality was independently 
viewed and measured, which is known as the ontological assumption of the quantitative research 
(Creswell 1994, p. 4). In this study, the relationship between the research object and the 
researcher was remained independently. The risk for bias was controlled and minimised through 
the research by the objective standpoint of the researcher, which according to Creswell (1994, p. 
6) is significant in a quantitative research.  
 
The interest in the research area arose for a combined personal interest and previous studies in 
textile management. A pre-study was initiated six weeks before the official start date of the 
research and aimed to investigate the initial idea through a literature review. The pre-study 
enabled an understanding of previous research and was used as a foundation in the literature 
review used in this research. The literature review was divided into two areas: sustainable 
consumer behaviour and green marketing. The initial, sustainable consumer behaviour, included 
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both general research in the area as well as areas in relation to sustainability and sustainable 
consumer behaviour. Furthermore, it included research on the consumer behaviour in relation to 
an offline and online environment. The latter, green marketing, covered the area from a business 
perspective so as to understand how to avoid greenwashing and to understand how companies 
are perceiving and communicating sustainability so as to reach consumers. Further, the literature 
review briefly covered the footwear industry so as to understand the production process. The 
literature is used as a framework for the research questions and basis for comparing the results 
found in the research, which according to Creswell (1994, p. 22) is defined as a deductive 
approach. Research questions were developed deductively from previous research and theory.  
 
The strategy of this research was a survey, which according to Saunders, Lewis and Thornhill 
(2009, p. 144) is preferred when one is interested in collecting a large amount of data that can be 
analysed quantitatively using statistics. As the study has a deductive approach, a survey strategy 
is suitable (Saunders, Lewis & Thornhill 2009, p. 144). According to Creswell (1994, p. 72), 
survey research typically includes to formulate research questions, in comparison to 
experimental research where hypotheses typically are formulated. In order to answer the purpose 
of this study, research questions were formulated to describe the relationship between 
consumers’ attitude and perception of sustainability and sustainability information. The data was 
collected through a self-completion questionnaire, which in turn enables generalisations of the 
findings (Creswell 1994, p. 117). This data collection technique is usually applied in survey 
strategy researches (Saunders, Lewis & Thornhill 2009, p. 144).  
 
3.2  Case Selection: Vagabond Shoemakers 
To be able to answer the purpose and research questions, a suitable customer segment was 
needed to state as an example for the chosen industry. The purpose of the research was to 
understand consumers' attitude and perception of sustainability and sustainability information; 
therefore, a suitable company was needed to reach consumers within the right segment. The 
research was limited to the product category footwear within the fashion industry. The 
requirements were that the company had to be genuinely engaged in sustainability issues and to 
have a willingness to communicate sustainability information.  
 
An investigation of Swedish footwear brands initiated the interest and due to the predetermined 
qualifications of interest Vagabond Shoemakers was found to be an alternative. Vagabond 
Shoemakers is a Swedish design and shoemaker company founded in 1993 in Varberg, Sweden. 
The global head office is still located in Varberg and the company distribute their shoes to 
department stores, shop-in-shops and their own Vagabond Stores in 42 countries and 
approximately 2500 stores. Their design and prototypes are developed at their workshop and 
design studio in Varberg. The vision of Vagabond Shoemakers is to “be a global designer brand, 
bringing shoes and accessories to a diverse audience” (Vagabond Shoemakers 2016). Vagabond 
Shoemakers believes that additional value is brought to the consumer through their sustainability 
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efforts, which includes environmental and social management as well as ethical risks. Their 
sustainability efforts have a comprehensive perspective of the value chain to be able to create a 
long-term positive impact that strives to control every step in the value chain from design to 
distribution and sales. For instance, Vagabond Shoemakers chooses their suppliers carefully to 
meet sustainability requirements both socially and environmentally (Vagabond Shoemakers 
2016). They recently initiated a recycling programme called Shoe Bring Back by which they 
strive to increase awareness to reuse and recycle footwear (Vagabond Shoemakers 2017). 
Further, Vagabond Shoemakers strives to use chrome-free tanned leather in their inner material 
in 2017. The shoe care products are replaced to more environmentally friendly products whereas 
two products are environmentally labelled. In 2015, the brand launched a non-animal collection, 
which was an initiative to reduce environmental impact and offer environmentally aware 
consumers a better alternative (Vagabond Shoemakers 2017).  
 
Furthermore, Vagabond Shoemakers aspire to be informative to consumers to inspire and 
influence consumers through their communication, which they moreover aim to direct towards 
sustainability information (Vagabond Shoemakers 2016). In regard to the aim to become 
sustainable and communicate sustainability information in an inspiring and educational way, 
Vagabond Shoemakers was found to be suitable and considered to state as an example of a 
company that is engaged in sustainability within the footwear industry in Sweden. A 
collaboration enabled the study to target the consumers needed as respondents in this study.   
 
3.3 Sampling 
The sampling process is important since the researcher must decide which population that is 
suitable for the research and data collection. The chosen sample is the segment of the population 
that is selected for research, which will have to represent a broader population (Bryman & Bell 
2015, p. 184). In this study, the chosen population is footwear consumers of Vagabond 
Shoemakers that during the period of March 29 and April 1, 2017 visited the Vagabond Store in 
Gothenburg, Sweden. 60 participants were considered to be representative for this study. This 
was based on the daily number of visitors in the Vagabond Store, the predetermined timeframe 
of the sampling process and recommendations from the university (Bryman & Bell 2015, p. 198; 
Creswell 2014, p. 158). The selected and participated consumers of the self-completion 
questionnaire were randomly selected when they entered the Vagabond Store. This sample 
represents consumers that are interested in footwear and/ or were interested to purchase footwear 
within the near future. This sample also represents consumers that were willing to and had 
knowledge to answer self-completion questionnaire questions about important factors that could 
be part of the purchase decision-making. Further, the sampling covered if sustainability 
information would be important when purchasing footwear. The choice to be present in a store 
rather than select participants randomly in the street is believed to increase the likelihood of the 
consumers to have time and willingness to participate in the study. Hence, the choice to be in a 
physical store automatically excluded the perspective of online shoppers and simply considered 
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the offline brick-and-mortar retail shoppers. This has been taken into consideration during the 
analysis of the collected data. The sampling process could be described as a probability sampling 
process, where every unit of the sample (consumers of Vagabond Store in Gothenburg, Sweden) 
had the same chance of being selected for the research process (Bryman & Bell 2015, p. 187). 
The sample of this study contained 113 participants that filled out the online self-completion 
questionnaire during their visit in the Vagabond Store in Gothenburg, Sweden. 
 
3.4 Data Collection: Self-completion Questionnaire  
For this research, a self-completion questionnaire was used for data collection. A self-completion 
questionnaire is a tool for data collection where respondents complete the questionnaire by 
themselves (Bryman & Bell 2015, p. 239). This is commonly used in survey strategy as 
quantitative data can be collected and analysed statistically (Saunders, Lewis & Thornhill 2009, 
p. 144). The self-completion questionnaire is compared to interviews often cheaper and quicker 
to administer. Thus, when using self-completion questionnaires, the researcher is often not 
present to help if the respondents encounter difficulties to answer certain questions.   
 
The self-completion questionnaire was designed in Google Forms, which allowed the 
respondents to fill out the self-completion questionnaire online. As mentioned, the respondents 
completed the self-completion questionnaire in the Vagabond Store in Gothenburg. The 
researchers were present in store during the data collection to be able to support respondents who 
encountered difficulties or uncertainties during the completion. There were questions from 
respondents during the data collection and by being present, the completed self-completion 
questionnaire is believed to have a more accurate result (Bryman & Bell 2015, p. 240). In 
addition, to minimise the risk of low response rate the presence and immediate completion of the 
self-completion questionnaire is believed to have helped the researchers to get a greater number 
of respondents (Bryman & Bell 2015, p. 240). 
 
The aim of the self-completion questionnaire was not only to cover the research area, but also to 
be easy and fast to fill out to minimise the risk for rejection, misunderstanding and low response 
rate. The design of the self-completion questionnaire was developed to achieve a layout that was 
easy for the respondents to follow. To avoid confusion, the use of e.g. fonts, print size and 
capitals were used in a consistent manner. To increase the number of participating respondents 
and to avoid unnecessary time spent on the self-completion questionnaire, the number of 
questions were also considered. The questions were arranged vertically as the horizontal design 
can be confusing for respondents (Bryman and Bell 2015, p. 246). Most questions were closed as 
they tend to be easier to answer. The risk of misunderstandings or respondents getting tired of 
answering the questions is also lower compared to open-ended questions (Bryman & Bell 2015, 
p. 240). However, some questions within the questionnaire were open-ended since the aim was 
to capture spontaneous thoughts and ideas from the respondents. Initially it contained verifying 
questions about the respondent to be able to analyse differences amongst the respondents in 
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accordance to age and educational level. Gender was not considered to be important for the 
purpose of this study, and therefore not included as a verifying question. Thereafter the self-
completion questionnaire was designed and divided into six parts, which were decided to be 
structured to enable a simple and logical assessment for the respondent.  
 
Every part of the self-completion questionnaire included both closed questions and open-ended 
questions. A Likert Scale was used for the closed questions to get the respondent to value and 
scale the answer, which in turn was used for the analysis of the collected data. A Likert Scale is 
used to give the respondents the opportunity to indicate their level of agreement or disagreement 
on a scale (Bryman & Bell 2015, p. 247). It also makes it easier for the respondents to quickly 
answer specific questions, which was needed for this research when respondents might have had 
limited time for completing the questionnaire. The scale ranged between one to five, which gave 
the respondents the possibility to agree, disagree or to be indifferent. The arrangement of the 
questions minimised the risk for bias or association to footwear in the responses. Also, the 
division was made to be able to analyse any differences in attitude towards sustainability or in 
consumer behaviour offline versus online. The objective of the responses was overall to be able 
to level the consumers’ attitude towards sustainability and sustainability information so as to 
know the consumer perception and further understand how a brand could communication 
sustainability information. The structure of the self-completion questionnaire, the theoretical 
connection and the type of question is operationalized in Table 3 below.  
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Table 3 - Operationalization 

Prior to the actual data collection, the self-completion questionnaire was pretested on a group of 
people with experience within the field to make ensure an accurate result. Smaller adjustments 
such as sentence structure, spelling corrections and the sequence of the questions were made to 
minimise misunderstandings.  
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3.5 Data Analysis 
The data collected from the self-completion questionnaire was initially summarized through 
Google Forms and Microsoft Excel to get an overview of the result. The quantitative questions of 
the self-completion questionnaire were summarized by Google Forms into graphs that visually 
presented the variations in the result. The answers from the open-ended questions were analysed 
and translated into categories in Microsoft Excel to understand and be able to grasp the variances 
and answers. The categories were chosen in accordance to the most commonly mentioned 
responses, and the responses were further grouped into these categories. The five categories with 
most commonly mentioned responses were presented in the result and the rarely answered 
responses were left out. The open-ended questions were not further analysed as they were aimed 
to understand the spontaneous responses to be able to compare them to the closed questions. This 
was followed by a descriptive data analysis in which a general overview and understanding of 
the result was described.  
 
The data analysis was structured to get an overall picture of the responses from a theoretical 
point of view. Therefore, the structure of the data analysis and the result were decided to be 
designed differently from the questionnaire. The data analysis and result were divided into four 
parts as followed:  
 

 
Table 4 - Structure of Data Analysis and Result 

The structure and division was made to be able to simultaneously analyse the consumers’ 
attitudes towards sustainability and sustainability information both generally and in the footwear 
industry. Further on it was made to understand if the development of offline and online retailing 
is in line with the development of attitudes towards sustainability.  
 
To evaluate the relation between consumers’ attitude and sustainability information, regression 
analysis was used. Regression analysis is a type of correlation analysis and estimates a linear 
relationship between two variables to find a correlation (Lind, Marchal & Wathen 2012, p. 476). 
It allows to measure the value of one variable (dependent variable) based on the value of another 
variable (independent variable) (Lind, Marchal & Wathen 2012, p. 462). The data from the self-
completion questionnaire was as mentioned scaled on a Likert-scale, where the answers gave the 
respondents the possibility to answer on a scale ranging from one to five. The values on the scale 
were of equal size and therefore defined as interval-level data (Bryman & Bell 2015, p. 346; 
Lind, Marchal & Wathen 2012, p. 11). It was chosen so as to be able to answer the purpose and 
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evaluate the relationship between consumer attitude and sustainability information.  Interval-
level data is suitable for the regression analysis (Lind, Marchal & Wathen 2012, p. 498). The 
chosen measurement tool for the regression analysis was IBM SPSS (Statistical Package for the 
Social Science) statistics, which is one of the most widely used tools for analysis of quantitative 
data (Bryman & Bell 2015, p. 365).  
 
To be able to generalise the findings one should ensure to minimise the risk for sampling error 
(Bryman & Bell 2015, p. 357). Therefore, it is important to provide an indication to be confident 
in the result, which is known as the statistical significance (Bryman & Bell 2015, p. 358). 
Traditionally in consumer behaviour research, the level of significance is usually 0.05 (Lind, 
Marchal & Wathen 2012, p. 337) and therefore it was chosen as level of significance for this 
study. 
 
3.6 Reliability & Validity 
In terms of quantitative research reliability and validity are important evaluations in the 
methodology. Both terms measure concepts, but they differ in meaning. Reliability is the 
consistency of a measure of a concept (Bryman & Bell 2015, p. 168) whereas the validity is the 
accuracy of the measure (Bryman & Bell 2015, p. 170).  

3.6.1 Reliability 

Reliability can be placed into different meanings: stability, internal reliability and inter-rater 
reliability is three different meaning of it (Bryman & Bell 2015, p. 169). Stability refers to how 
stable the measurement is over time. In this study, the measurement refers to the respondents in 
the sample who completed the self-completion questionnaire at Vagabond Store in Gothenburg. 
To get stability, the study aimed towards having a wide selection of respondents, which means 
that the variation in age and educational level were important for receive the aimed result. 
Therefore, the initial questions of the self-completion questionnaire were verifying questions 
regarding the age and educational level to be able to control the sample selection and variety of 
the respondents. Another important factor to maintain stability was the design of the self-
completion questionnaire where the questions were phrased and formatted to minimise 
misunderstandings and to maintain consistency of the measurement.  
 
In this study, internal reliability refers to how different parts of the self-completion questionnaire 
measure the same concept (Bryman & Bell 2015, p. 169). An example that proves the internal 
reliability of this study is that the respondents expressed agreement with the statement “I prefer 
to purchase my footwear in brick-and-mortar retail stores.” and disagreement with “I prefer to 
purchase my footwear online.”. A commonly used measurement of internal reliability is 
Cronbach’s alpha, which measures a paired correlation between questions (Bryman & Bell 2015, 
p. 169). In this study, this was not applicable as the questions were possible to pair in order to 
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measure the correlation with Cronbach’s alpha. Also, the regression analysis was used to 
measure the correlation between dependent and independent variables.  
 
Inter-rater reliability refers to the subjectivity of the data analysis in activities such as translation 
of data into categories (Bryman & Bell 2015, p. 169). In this study, a translation of data into 
categories was conducted in six open-ended question of the questionnaire. This categorisation 
involved a risk for lack of consistency as it involved subjective judgement of the responses. 
Therefore, a consciousness and understanding of the risk for lack of consistency was considered 
during the translation and categorisation of the data.  

3.6.2 Validity 

Validity refers to test the accuracy of a measurement and can be established in several ways: face 
validity, predictive validity, construct validity, convergent validity and discriminant validity 
(Bryman & Bell 2015, p. 170-172). Face validity refers to that the measure reflects the content of 
the concept (Bryman & Bell 2015, p. 170), which in our case means that the self-completion 
questionnaire appears to be related to the aim of this study. A group of people with experience 
within the field conducted and confirmed the self-completion questionnaire through a pre-test. 
Predictive validity refers to a future criterion of measure (Bryman & Bell 2015, p. 171). In this 
study, this was applied as the self-completion questionnaire included a question about future 
footwear purchasing behaviour, which is an example of how to examine if the respondents are 
likely or not to engage in a future activity.  
 
Construct validity refers to get an understanding of how theory is relevant to a concept (Bryman 
& Bell 2015, p. 171). In this study, construct validity was obtained through a pre-study, which 
was conducted so as to understand the concept of sustainability information and sustainable 
consumer behaviour. This enabled an understanding of the research area, which facilitated the 
structure and design of this study. Furthermore, the pre-study enabled an understanding of the 
important and relevant concepts and theories that was necessary so as to design an accurate self-
completion questionnaire. This was operationalized in Table 3 above, where the theoretical 
connection is presented in accordance to the structure as well as to every question in the self-
completion questionnaire.  
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4 Result 

In this chapter, the outcomes of the collected data from the self-completion questionnaire is 
presented. To get an overview of the result the chapter starts with a descriptive presentation of 
the overall result. Followed the result from the regression analysis, which is structured and 
presented in four different parts: consumer attitude towards sustainability & footwear, 
sustainability information & green marketing, greenwashing and online versus offline retailing.  
 
4.1 Descriptive Data 
The analysis of the quantitative data shows that the majority, 34.5 %, of the respondents are 
between 15-25 years old, closely followed by 23.9 % of the respondents who are between 26-36 
years old (See Appendix 1, Question 1). Further on, the majority, 30.4 %, of the respondents 
have answered that their highest educational level is secondary school (See Appendix 1, 
Question 2).  
 
The self-completion questionnaire was structured with some Likert-scaled questions and some 
open-ended questions. The open-ended questions were included as they gave the respondent the 
possibility to freely answer the question. The first open-ended question was about important 
factors for the respondents when purchasing footwear. They were asked to mention three 
important factors that matter to them when purchasing footwear. The result shows that most of 
the respondents prioritise design and features closely followed by comfort. The respondents also 
valued quality, price and fit. When asking openly about important factors when purchasing 
footwear, only four respondents mentioned sustainability. (See Appendix 1, Question 3). 
Furthermore, the respondents were asked to scale the level of importance between six different 
values: design, comfort, material, production, brand and sustainability information. Generally, 
the respondents thought that design, features and comfort were the most important aspects when 
purchasing footwear. Regarding material, production and brand the respondents were mostly 
indifferent (See Appendix 1, Question 4).   
 
Henceforth, the respondents of the self-completion questionnaire were asked to openly answer 
what sustainability is to them and the result from the self-completion questionnaire shows that 
most of the respondents reflected upon sustainability in terms of quality, material and 
environmental aspects of the production (See Appendix 1, Question 5). Furthermore, the 
respondents answered some questions about general attitudes against sustainability. 46 % of the 
respondents believed that sustainability is important and 43.4 % believe it is very important (See 
Appendix 1, Question 6). In relation, they were asked how sustainable they believed themselves 
to be whereas 43.4 % answered they were in between sustainable and not sustainable. However, 
41.6 % believed they tend to be rather sustainable and 8 % believed they were very sustainable 
(See Appendix 1, Question 7).  
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The respondents were asked whether they generally believe sustainability information is credible 
and trustworthy or not. 60.2 % of the respondent answered in between that they believe it is 
credible or not credible. Further, 24.8 % of the respondents answered that sustainability 
information generally is credible (See Appendix 1, Question 8). The respondents were given the 
opportunity to mention an occasion when they received credible sustainability information. This 
question was open-ended and the majority answered that they could not mention any occasion 
when they received credible sustainability information. However, a few respondents answered 
they had received credible sustainability information from a salesperson in a brick-and-mortar 
retail store and a few also answered they had received credible sustainability information online 
(See Appendix 1, Question 9).  
 
In progression, the respondents were asked to reflect upon sustainability in relation to footwear 
and their purchasing behaviour of footwear. The result shows that the majority of the 
respondents have reflected upon sustainability in relation to their footwear, but that there still are 
consumers who never have reflected upon the matter (See Appendix 1, Question 10). In addition, 
the respondents were asked to openly answer if and what they have reflected upon the 
sustainability of their footwear. The result shows that the majority have reflected upon material, 
followed by production and respondents who have not reflected upon the matter. Years of usage 
and quality were two aspects that also often appeared (See Appendix 1, Question 11). Following 
question was asking the respondents how important sustainability aspects are when they 
purchase footwear. The majority of the respondent, 46 %, value sustainability aspects when 
purchasing footwear (See Appendix 1, Question 12). To be able to understand how consumers 
value sustainability, the respondents were asked to value five different sustainability aspects 
regarding footwear: material, shoe care, recycling, production and quality. In sum, it was 
concluded that the majority of the respondents believe that material and quality are the most 
important sustainability aspects when it comes to purchasing footwear (See Appendix 1, 
Question 13).  
 
In the following question the respondents were asked to value how important it is for them to 
receive sustainability information when purchasing footwear. The majority, 41.6 % answered 
that it is important and 10.6 % answered that it is very important, however there are consumers 
who do not believe it is important to receive sustainability information (See Appendix 1, 
Question 14). More, the respondents were asked to value five different ways to receive 
sustainability information. A majority prefer to receive sustainability information through 
salespeople in a brick-and-mortar retail store or through information that comes along when 
purchasing footwear. The least preferred way to receive sustainability information was according 
to the result through social media (See Appendix 1, Question 15). It was of interest to see how 
the respondents generally perceive sustainability information communicated by footwear brands 
to get an understanding if it is trustworthy or not. 43.4 % of the respondents answered in between 
if they believe it is trustworthy or not. However, the respondents show tendencies towards a 
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negative view of the credibility and trustworthiness of sustainability information (See Appendix 
1, Question 16).  
 
To get an understanding of how the respondents are consuming footwear the following questions 
aimed to understand what they do with the footwear when not wearing and tearing on them 
anymore. A majority answered that they give their footwear to charity and the rest of 
alternatives: to give to friends and family, to recycle, to save, or to throw away the respondents’ 
answers, were scattered and spread amongst the alternatives (See Appendix 1, Question 17).  
The following section of the self-completion questionnaire was about understanding the 
purchasing preferences of the respondents. The self-completion questionnaire contained certain 
claims where the respondents were asked to agree or disagree. 73.5 % of the respondents 
strongly agreed, which means that they prefer to purchase footwear in brick-and-mortar retail 
stores (See Appendix 1, Question 18). In the next question, 33.6 % of the respondents strongly 
disagreed with the claim that stated that they to a larger extent would purchase footwear online in 
the future. The rest of the respondents generally tended to disagree but not as strongly as the 
majority (See Appendix 1, Question 19). The respondents were asked whether they get enough 
sustainability information when they purchase footwear in brick-and-mortar retail stores. The 
majority, 35.4 % were in between agreeing and disagreeing. The rest of the answers tend to be 
aligned towards disagreeing rather than agreeing (See Appendix 1, Question 20). Moreover, the 
respondents were asked to openly answer what type of sustainability information they believed 
they would be interested in receiving. The result shows that the consumers are most interested in 
receiving information about production. The second most common answer was that the 
respondents did not know what kind of sustainability information they would like to receive. 
Also, material, shoe care and quality was frequently answered (See Appendix 1, Question 21). 
 
The following part of the self-completion questionnaire was equal to the just mentioned part 
about brick-and-mortar retail store purchasing behaviour, but was now focused on the online 
purchasing behaviour. The respondents were asked if they prefer to purchase their footwear 
online, whereas the majority, 50.4 %, answered that they do not prefer to purchase footwear 
online (See Appendix 1, Question 22). They were also asked if they perceive enough 
sustainability information when they purchase footwear online. The majority of the respondents, 
39.8 %, answered that they do not receive enough sustainability information when they purchase 
footwear online. The rest of the answers show that the respondents in general do not receive 
enough sustainability information when purchasing footwear online (See Appendix 1, Question 
23). The respondents were also asked through an open-ended question what kind of sustainability 
information they want more of when they purchase footwear online. The majority of the 
respondents answered that production was the most interesting sustainability information to 
receive, closely followed by material. The third most common answer was that the respondents 
did not know what type of sustainability information they would prefer to receive. Also, many 
respondents answered that they do not purchase footwear online. Shoe care was another 
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commonly used sustainability aspect that the respondent would prefer to know more about (See 
Appendix 1, Question 24). 
 
4.2 Consumer Attitude towards Sustainability & Footwear 
The focus of this section is to analyse consumer attitude towards sustainability and footwear. 
This was conducted through a regression analysis, which analyses correlation between a 
dependent and an independent variable. For this section, the relationship between the dependent 
variable of how important sustainability aspects are when purchasing footwear is presented in 
correlation to four different questions and more specifically eight different independent 
variables. The result of the regression analysis is presented in the Table 5 below. The chosen 
values in the regression analysis are the R Square, the B-coefficient and the significance. The R 
square is the coefficient of determination that explains how the variation of the dependent 
variable is explained and determined by the independent variable. The B-coefficient shows that if 
the independent variable changes with 1, then the dependent variable changes with this B-
coefficient value. The significance shows the probability that a relationship between two 
variables is caused by something other than random chance.  
 

 

Table 5 - Dependent Variable: How Important are sustainability aspects when purchasing 
footwear? 

In the last part of this section another regression analysis with a new dependent variable is 
presented. The dependent variable of what you do with the footwear you no longer use is 
presented in relation to the independent variable of how sustainable you consider yourself to be. 
This result was added in order to be able to explore and understand the consumers’ behaviour 
and attitude towards the disposal of footwear. The result of the regression analysis is presented in 
the Table 6 below. 
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Table 6 - Dependent Variable: What do you do with the footwear you no longer use? 

4.2.1 Independent Variable: How important is sustainability to you? 

The result shows that there is a relationship between consumers’ general attitude towards 
sustainability and their attitude towards sustainability aspects when purchasing footwear. This is 
shown in Table 5 above, where the level of significance is presented. The regression analysis 
shows that the consumers’ general attitude towards sustainability (independent variable) has a 
positive statistical significant impact on their attitudes towards sustainability aspects when 
purchasing footwear (dependent variable). This implies that the consumers are affected by their 
general attitude towards sustainability when purchasing footwear. The B-coefficient shows that 
there is a positive effect between the variables. This means that if the consumer generally tends 
to believe that sustainability is important, then the consumer tends to believe sustainability 
aspects is important when purchasing footwear.  

4.2.2 Independent Variable: How sustainable do you consider yourself to be? 

The result shows that there is a relationship between consumers’ general way sustainable living 
and their attitude towards sustainability when purchasing footwear. This is shown in Table 5 
above, where the level of significance is presented. The regression analysis shows that the 
consumers’ general perception of their level of sustainable living (independent variable) has a 
positive statistical significant impact on their attitudes towards sustainability when purchasing 
footwear (dependent variable). This implies that consumers’ purchasing of footwear is affected 
by their level of sustainable living. The B-coefficient shows that there is a positive effect 
between the variables. This means that if the consumers believe that their way of living is 
sustainable, then they tend to believe that sustainability aspects are important when purchasing 
footwear.  

4.2.3 Independent Variable: Do you reflect upon the sustainability of your 
footwear? 

The result from the regression analysis shown in Table 5 above shows that the respondents 
understanding of how sustainable their footwear are (independent variable) has a positive 
statistical significant impact on their attitudes towards sustainability when purchasing footwear 
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(dependent variable). This implies that the consumers’ attitude towards sustainability when 
purchasing footwear is affected by consumers’ understanding of how sustainable their footwear 
is. The B-coefficient shows that there is a positive effect between the variables. This means that 
is the consumer reflects upon sustainability of their footwear, then the consumer tends to value 
sustainability aspects when purchasing footwear.  

4.2.4 Independent Variable: How important are the following sustainability 
aspects when purchasing footwear? 

The result of the regression analysis in Table 5 above shows that there is a relationship between 
consumers’ attitude towards sustainability when purchasing footwear for four out of five 
sustainability variables: material, shoe care, production conditions and quality. In the regression 
analysis, these four variables (independent variables) have a positive statistical significant impact 
on the consumers’ attitude towards sustainability when purchasing footwear (dependent 
variable). Recycling is the only independent variable that does not have a statistical significant 
relation to the consumers’ attitude towards sustainability when purchasing footwear. This implies 
that recycling seems to have no influence on the consumers’ attitude towards sustainability when 
purchasing footwear. However, it does imply that the other four variables: material, shoe care, 
production condition and quality is affecting the consumers’ attitude towards sustainability when 
purchasing footwear. The B-coefficient shows that there is a positive effect between the four 
statistical significant variables. This means that if the consumers value these four specific 
sustainability variables, then the consumers tend to value sustainability generally when 
purchasing footwear.  

4.2.5 Dependent Variable: What do you do with the footwear you no longer use?  
 Independent Variable: How sustainable do you consider yourself to be?  

The regression analysis, shown in Table 6 above, shows that there is no statistical significant 
relationship between the five alternatives to dispose footwear: throw away, give to charity, give 
to friends and family, recycle and save and consumers’ general perception of their level of 
sustainable living. This implies that there is no correlation between how sustainable consumers 
consider themselves to be and how they dispose their footwear. Therefore, no statistical 
correlation can be made and rather it is the coincidence that determines the connection between 
the two variables.  
 
4.3 Sustainability Information & Green Marketing 
The focus of this section is to analyse consumer attitude towards sustainability information and 
green marketing. This was conducted through a regression analysis, which analyses correlation 
between a dependent and an independent variable. For this section, the relationship between the 
dependent variable of how important it is to receive sustainability information when purchasing 
footwear and three different questions and more specifically seven different independent 
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variables. The result of the regression analysis is presented in the Table 7 below. The chosen 
values in the regression analysis are the R Square, the B-coefficient and the significance. The R 
square is the coefficient of determination that explains how the variation of the dependent 
variable is explained and determined by the independent variable. The B-coefficient shows that if 
the independent variable changes with 1, then the dependent variable changes with this B-
coefficient value. The significance shows the probability that a relationship between two 
variables is caused by something other than random chance.  
 

 
 

Table 7 - Dependent Variable: When you purchase footwear, how important is it to receive 
sustainability information? 

4.3.1 Independent Variable: How important are the following sustainability 
aspects to you when purchasing footwear? 

The result of the regression analysis in Table 7 above shows that there is a relationship between 
how important different sustainability aspects are and how important it is to receive 
sustainability information when purchasing footwear. The different sustainability aspects that 
were analysed are material, shoe care, recycling, production and quality. The importance of 
sustainability aspects when purchasing footwear (independent variable) has a positive statistical 
significant impact on how important it is to receive sustainability information when purchasing 
footwear (dependent variable). This implies that if consumers tend to believe it is important to 
receive sustainability information when purchasing footwear, then they tend to value 
sustainability aspects when purchasing footwear. This is proved by the B-coefficient that shows a 
positive effect between all five independent variables and the dependent variable. 
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4.3.2 Independent Variable: “I receive enough sustainability information when I 
purchase footwear in brick-and-mortar retail stores.” 

The following part of the result shown in Table 7 above contained a statement that the 
respondents had to value and determine their level of agreement in relation to the statement. The 
statement was “I receive enough sustainability information when I purchase footwear in brick-
and-mortar retail stores.”. The result shows that the respondents tend to not get enough 
sustainability information when purchasing footwear in brick-and-mortar retail stores (Appendix 
1, Question 20). 
 
The regression analysis shows that the consumers’ perception of sustainability information in 
footwear brick-and-mortar retail stores (independent variable) has no statistical significant 
impact on how important it is to receive sustainability information when purchasing footwear 
(dependent variable). This implies that there is no correlation between how important consumers 
believe it is to receive sustainability information when purchasing footwear and their perception 
of sustainability information when purchasing footwear in brick-and-mortar retail stores. 
Therefore, no statistical correlation can be made and rather it is the coincidence that determines 
the connection between the two variables.  

4.3.3 Independent Variable: “I receive enough sustainability information when I 
purchase footwear online.” 

The following part of the result shown in Table 7 above contained a statement that the 
respondents had to value and determine their level of agreement in relation to the statement. The 
statement was “I receive enough sustainability information when I purchase footwear online.”. 
The result shows that the respondents tend to not get enough sustainability information when 
purchasing footwear online (Appendix 1, Question 23). 
 
The regression analysis shows that the consumers’ perception of sustainability information in 
online retail stores (independent variable) has no statistical significant impact on how important 
it is to receive sustainability information when purchasing footwear (dependent variable). This 
implies that there is no correlation between how important consumers believe it is to receive 
sustainability information when purchasing footwear and their perception of sustainability 
information when purchasing footwear online. Therefore, no statistical correlation can be made 
and rather it is the coincidence that determines the connection between the two variables. 
 
4.4 Greenwashing 
The focus of this section is to analyse consumer attitude towards greenwashing, which also 
includes their attitude towards sustainability information and green marketing. This was 
conducted through a regression analysis, which analyses correlation between a dependent and an 
independent variable. For this section, the relationship between the dependent variable of how 
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consumers’ general perception and attitude towards credibility of footwear brands’ 
communication of sustainability information and three different questions and independent 
variables. The result of the regression analysis is presented in the Table 8 below. The chosen 
values in the regression analysis are the R Square, the B-coefficient and the significance. The R 
square is the coefficient of determination that explains how the variation of the dependent 
variable is explained and determined by the independent variable. The B-coefficient shows that if 
the independent variable changes with 1, then the dependent variable changes with this B-
coefficient value. The significance shows the probability that a relationship between two 
variables is caused by something other than random chance.  
 

 
 

Table 8 - Dependent Variable: Do you generally believe that footwear brands communicate 
sustainability information in a credible and trustworthy way? 

4.4.1 Independent Variable: How credible or trustworthy do you believe 
sustainability information generally is? 

The result from the regression analysis shown in Table 8 above shows that the consumers’ 
perception and attitude towards the general credibility of sustainability information (independent 
variable) has a positive statistical significant impact on their perception and attitude towards 
credibility of footwear brands’ communication of sustainability information (dependent 
variable). This implies that footwear brands’ communication of sustainability information is 
affected by consumers’ perception and attitude towards the general credibility of sustainability 
information. The B-coefficient shows that there is a positive effect between the variables. This 
means that if the consumers tend to have a positive attitude towards the general credibility of 
sustainability information, then they tend to have a positive attitude towards the credibility of 
footwear brands’ sustainability information. The same goes if the consumers have a negative 
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attitude towards the general credibility of sustainability information, then they tend to have a 
negative attitude towards the credibility of footwear brands’ sustainability information.   

4.4.2 Independent Variable: “I receive enough sustainability information when I 
purchase footwear in brick-and-mortar retail stores.”  

The result from the regression analysis shown in Table 8 above shows that the consumers’ 
perception of sustainability information in footwear brick-and-mortar retail stores (independent 
variable) has a positive statistical significant impact on their perception and attitude towards 
credibility of footwear brands’ communication of sustainability information (dependent 
variable). This implies that consumers’ understanding of how sustainability information is 
communicated within the footwear industry is affected by the consumers’ perception of 
sustainability information in footwear brick-and-mortar retail stores. The B-coefficient shows 
that there is a positive effect between the variables. This means that if the consumers tend to 
believe that the sustainability information communicated by the footwear brand is credible, then 
the consumer tends to believe that the received sustainability information in brick-and-mortar 
retail stores is enough.  

4.4.3 Independent Variable: “I receive enough sustainability information when I 
purchase footwear online.” 

The result from the regression analysis shown in Table 8 above shows that the consumers’ 
perception of sustainability information in footwear online retail stores (independent variable) 
has a positive statistical significant impact on their perception and attitude towards credibility of 
footwear brands’ communication of sustainability information (dependent variable). This implies 
that consumers’ perception and attitude towards credibility of footwear brands’ communication 
of sustainability information is affected by the consumers’ perception of sustainability 
information in footwear online retail stores. The B-coefficient shows that there is a positive 
effect between the variables. This means that if the consumers tend to not believe that footwear 
brands’ communication of sustainability information is credible, then they tend to believe that 
they do not receive enough sustainability information online.  
 
4.5 Online versus Offline Retailing 
The focus of this section is to analyse consumer behaviour in an offline brick-and-mortar retail 
store versus online. This was conducted through a regression analysis, which analyses correlation 
between a dependent and an independent variable. The dependent variable is a statement where 
the respondent had to predict their future purchasing behaviour. The two independent variables 
that were used to explain the dependent variable were also statements where the respondent had 
to value their current purchasing preferences. The result of the regression analysis is presented in 
Table 9 below. The chosen values in the regression analysis are the R Square, the B-coefficient 
and the significance. The R square is the coefficient of determination that explains how the 
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variation of the dependent variable is explained and determined by the independent variable. The 
B-coefficient shows that if the independent variable changes with 1, then the dependent variable 
changes with this B-coefficient value. The significance shows the probability that a relationship 
between two variables is caused by something other than random chance.  
 

 
 

Table 9 - Dependent Variable: “In the future I believe that I will rather purchase footwear online 
compared to brick-and-mortar retail stores.” 

4.5.1 Independent Variable: “I prefer to purchase my footwear in brick-and-
mortar retail stores.” 

The following part of the result contained statements that the respondents had to value and 
determine their level of probability in relation to the statement. The aim with the statements is to 
understand the consumers’ preferences of current purchasing behaviour and to compare it with 
their prediction on their future purchasing behaviour. The statement was “In the future, I believe 
I to a greater extent will purchase footwear online compared to brick-and-mortar retail stores.” 
which aimed to understand the development of consumers’ purchasing behaviour of footwear. 
The result shows that the respondents currently prefer to purchase their footwear in brick-and-
mortar retail stores (Appendix 1, Question 18) 
 
The result of the regression analysis shown in Table 9 above shows that the consumers’ 
preference to purchase footwear in a brick-and-mortar retail store (independent variable) has a 
positive statistical significant impact on the consumers’ prediction on their future purchasing 
behaviour to increase online compared to a brick-and-mortar retail store (dependent variable). 
This implies that consumers’ current and preferred purchasing behaviour of footwear affects the 
consumers’ future predicted purchasing behaviour of footwear. The B-coefficient shows that 
there is a negative effect between the variables. This means that if the consumer tends to have a 
lower preference to purchase footwear in brick-and-mortar retail stores, then the consumer tends 
to have an increased preference to purchase footwear online in the future. 
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4.5.2 Independent Variable: “I prefer to purchase my footwear online.” 

The following part of the result contained statements that the respondents had to value and 
determine their level of probability in relation to the statement. The aim with the statements is to 
understand the consumers’ preferences of present purchasing behaviour and to compare it with 
their prediction on their future purchasing behaviour. The statement was “In the future, I believe 
I to a greater extent will purchase footwear online compared to brick-and-mortar retail stores.” 
which aimed to understand the development of consumers’ purchasing behaviour of footwear. 
The result shows that the respondents currently prefer to purchase their footwear in brick-and-
mortar retail stores (Appendix 1, Question 22). 
 
The result of the regression analysis shown in Table 9 above shows that the consumers’ 
preference to purchase footwear online (independent variable) has a positive statistical 
significant impact on the consumers’ prediction on their future purchasing behaviour in 
(dependent variable). This implies that consumers’ current and preferred purchasing behaviour of 
footwear affects the consumers’ future predicted purchasing behaviour of footwear. The B-
coefficient shows that there is a positive effect between the variables. This means that if the 
consumer tends to have a higher preference to purchase footwear online, then the consumer tends 
to have an increased preference to purchase footwear online in the future. 
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5 Discussion 

In this chapter, the result is discussed in relation to the previously presented theoretical 
framework. The chapter has the same structure as the result and is therefore divided and 
presented in four different parts: consumer attitude towards sustainability & footwear, 
sustainability information & green marketing, greenwashing and online versus offline retailing.  
 
5.1 Consumer Attitude towards Sustainability & Footwear 
Environmental consumers are defined as consumers who are aware and concerned with finding 
solutions to environmental problems (Dunlap & Jones 2002). Creyer (1997) states that 
consumers who are interested in ethicalities are also interested in act upon the matter. This was 
confirmed by the result of this study, which shows that consumers who are generally concerned 
and value sustainability tend to believe that sustainability is an important factor when purchasing 
footwear (Table 5). However, Moon et. al. (2015) describe that environmentalism and 
fashionism are two separated values that consumers tend to prioritise separately. The result of 
this study shows that consumers spontaneously do not refer to sustainability aspects when they 
were asked what aspects are important to them when purchasing footwear (Appendix 1, Question 
3). Instead, they prioritised fashion aspects such as design and features (Appendix 1, Question 3), 
which is in line with the argument of Moon et. al. (2015).  In the fashion industry, 
environmentalism is about balancing environmental protection and fashion consumption (Latter 
1998). For many people these values are divided. The result shows that even though consumers 
spontaneously do not refer to environmental aspects when purchasing footwear, the consumers 
refer to quality and material when spontaneously asked what sustainability means to them both 
generally and in relation to footwear (Appendix 1, Question 5 & 11). This proves that it is about 
balancing sustainability aspects and fashion aspects and that it is a possibility for the two values 
to be combined. As mentioned, quality and material are important design aspects but also 
important environmental aspects. For Vagabond Shoemakers, material is an important 
sustainability aspect and for consumers’ material is an important design factor, which yet again 
proves that a combination and balance of sustainability aspects and fashion aspects is possible in 
the footwear industry. Joergen (2006) states that consumers can be ethically concerned, but when 
they purchase fashion products they care more about their own needs and their fashion 
preferences. However, for the footwear industry our result proves that it is a possibility to 
combine and balance the sustainability aspects and fashion aspects.  
 
The result presented that consumers who generally tend to prioritise sustainability aspects when 
purchasing footwear tend to personally prioritise and value certain sustainability aspects more 
(Table 5). Among the five sustainability aspects given in the self-completion questionnaire: 
material, shoe care, recycling, production conditions and quality, the consumers’ valued material 
and quality highest (Appendix 1, Question 13). Recycling was found to have no correlation to 
sustainability when purchasing footwear (Table 5), which could be depending on that recycling 
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is not widespread in the footwear industry. This could potentially be changed if the consumer 
received more information about how they can recycle their footwear. As Vagabond Shoemakers 
offer their consumers a recycling service, this is easily provided through increased 
communication.  
 
The result of this study shows that how the consumers dispose their footwear when they are no 
longer in use has no correlation to the consumers’ self-perception of how sustainable they are 
(Table 6). Thus, the result correlates to the theory of planned behaviour by Ajzen (1991), which 
explains that intention and actual behaviour may differ. This is applicable in the case of this 
study as there is a gap between how consumers intend to act and actual behave when it comes to 
footwear disposal. Recycling is seen as an important sustainability aspect and a possibility in the 
footwear industry (Herva, Àlvarez & Roca 2011). If consumers were more aware of how to 
dispose their used footwear, then a potential sustainability change could evolve. For instance, 
there is a potential for the footwear industry to reduce the carbon footprint and environmental 
emissions by using recycled materials in the production of new footwear (Cheah et. al. 2013). As 
mentioned earlier, Vagabond Shoemakers has potential to develop through their recycling 
service by using the recycling material to produce new footwear. However, the first step is to 
communicate the recycling service to the consumers to increase the awareness of the potential of 
recycling footwear.  
 
The more knowledge consumers have about a product, the more likely the consumer is to engage 
in sustainable consumption (Birgelen, Semejin & Keicher 2009). The result from this study 
shows that a consumer who values sustainability aspects when purchasing new footwear also 
reflects upon sustainability aspects related to their own footwear (Table 5). The reflection is 
believed to be based on a consciousness and knowledge within the field of sustainability. 
Therefore, it is believed that sustainability information is a way to educate consumers and 
increase sustainable consumption. This has a positive effect on consumers’ attitude and 
behavioural intentions, which Ajzen (1991) explains is closely connected to a person’s 
behaviour. In this case, the sustainability motivation increases simultaneously with the level of 
sustainability information.  
 
As mentioned earlier, the result from this study shows that consumers who reflect upon 
sustainability in general and believe that sustainability is important also tend to value 
sustainability aspects when purchasing footwear (Table 5). This behaviour is important for 
companies to understand as consumers who find similarities in a company’s values and could 
possibly identify themselves with the values tend to be more loyal (Bhattacharya & Sen 2003). 
Additionally, it is seen that sustainability actions increase the value of a product and affect 
consumers’ attitude towards a product (Mohr & Webb 2005). There are both internal and 
external factors that affect the consumer purchasing behaviour (Ajzen & Madden 1986). The 
result proves that consumers who tend to reflect upon and value sustainability also tend to 
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believe it is important when purchasing footwear (Table 5). An example of how an internal 
factor affects the consumers’ behaviour is shown in the result of this study as knowledge is 
proven to affect or even change the actual behaviour. In this case, sustainability awareness is 
defined as the knowledge and is furthermore affected by the external factor defined as 
sustainability information, which both are ways to affect the consumer intention to a changed 
and/or actual behaviour.  
 
5.2 Sustainability Information & Green Marketing 
Green marketing is a tool for companies to build and maintain sustainable relationships with 
their consumers (Belz & Peattie 2009, p. 30). It is potentially a tool for companies to achieve 
consumer behaviour change and encourage more sustainable behaviour, for example reduced 
consumption (Peattie & Peattie 2009) and includes both commercial marketing of green products 
and social marketing of pro-environmental behaviours (Rettie, Burchell & Riley 2012). The 
focus of this study was to research how consumers perceive sustainability information, which 
from a brand perspective is important to know how to communicate the information. This is 
known as green marketing and for this study is defined as a brand’s perspective of sustainability 
information. The result from this study shows that the consumers tend to be interested in 
receiving sustainability information and to value sustainability aspects when purchasing footwear 
(Appendix 1, Question 13). Also, the result shows that consumers believe that they do neither 
receive enough sustainability information online nor in brick-and-mortar retail stores (Appendix 
1, Question 20 & 23), and further cannot recall an occasion when they received any 
sustainability information (Appendix 1, Question 9). If a change in sustainable consumption is 
desired, then this is not a positive indication. Thus, the result implies that the consumers are 
interested in receiving sustainability information, mostly information about production, material 
and shoe care when purchasing both online and in brick-and-mortar retail store (Appendix 1, 
Question 21 & 24). The more knowledge consumers have about sustainability the more likely the 
consumers are to engage in sustainable consumption and change their purchasing behaviour 
(Birgelen, Semejin & Keicher 2009). Green marketing is a way to educate and inform consumers 
about sustainability and therefore also a way to positively affect and change consumers’ attitude 
and behavioural intentions (Birgelen, Semejin & Keicher 2009; Scammell 2000).   
 
The consumers and respondents of this study generally prefer to purchase their footwear in brick-
and-mortar retail stores (Appendix 1, Question 18 & 22); it is therefore only a natural way to 
receive information when purchasing footwear. The result proves that this is the case for the 
participating consumers who generally prefer to receive sustainability information through the 
salesperson or material that comes along with the purchased footwear (Appendix 1, Question 
15). The orientation of green marketing has since the beginning been focused on a firm’s 
perspective rather than a consumer’s perspective (Peattie & Crane 2005). As mentioned earlier, 
according to the result of this study the communication should rather be focused on the 
consumer’s need and interest to be able to meet their demand. Meyer (2001) suggests that 
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companies should enhance the benefits of greener products in relation to similar products on the 
market so as to capture a broader customer segment and increase awareness. This is a way to 
make green marketing and sustainability information convenient that makes consumers more 
attracted to sustainable fashion and consumption (Kim 2015). In line with that Kong et. al. 
(2016) suggest that green marketing and sustainability information is a continuous effort that 
companies continuously should develop.  
 
This study shows that there is a correlation between the level of importance to receive 
sustainability information and different sustainability aspects when purchasing footwear (Table 
7). From a business perspective, this correlation should be considered to inform consumers about 
specific sustainability aspects and therefore green marketing is an opportunity for companies to 
inform, increase customer value and build trust (McDonagh & Prothero 2014). For instance, the 
five sustainability aspects analysed in the regression analysis: material, shoe care, recycling, 
production and quality, all show a correlation (Table 7). This means that consumers who are 
interested in receiving information about these sustainability aspects and could beneficially be 
used by companies in their communication and information both in brick-and-mortar retail stores 
and online. Thus, the result of this study shows that there is no correlation between how 
important consumers believe it is to receive sustainability information when purchasing footwear 
and their perception of the quantity of sustainability information when purchasing footwear 
neither online nor in brick-and-mortar retail stores (Table 7). Even though the consumers value 
to receive sustainability information the actual purchasing experience does not necessarily 
include to receive the preferred quantity of sustainability information.  
 
5.3 Greenwashing 
The downside of green marketing is the risk of untrustworthy sustainability information, which 
can lead to confusion and scepticism among consumers. This is according to Brennan and 
Binney (2008) defined as greenwashing, which is known as a superficial display of concern for 
the environment by an organisation. Greenwashing can also lead to a negative view of green 
products as being more expensive, less effective and niched to a certain type of green consumer 
(Rettie, Burchell & Riley 2012). The result from this study shows that consumers generally are 
indifferent of the credibility of sustainability information that is communicated by companies in 
general, thus shows tendencies to a positive attitude towards the credibility of sustainability 
information (Appendix 1, Question 8). However, the result shows that the consumers are 
indifferent of the credibility of sustainability information that is communicated by footwear 
companies, thus shows tendencies to a negative attitude towards the credibility of the 
sustainability information (Appendix 1, Question 16). This shows that footwear companies lack 
in trust, which could be due to an ineffective green marketing. According to Ottoman, Stafford 
and Hartman (2006) green marketing must satisfy consumers to fulfil their demands as well as it 
must prove that the company makes an environmental or social difference. If neither the 
consumers’ demand nor an environmental change is proven, then the consumers become 
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sceptical and the risk for greenwashing increases. Kollmuss and Agyeman (2002) explained that 
effective green marketing leads to a behavioural change where as an ineffective green marketing 
in worst case leads to greenwashing. To enable a behavioural change among consumers’, 
companies need to put effort into green marketing so as to make sure it does not become 
associated with greenwashing. 
 
The result of this study shows that there is a correlation between the sustainability information in 
general and sustainability information communicated by footwear brands (Table 8). This means 
that if the consumers tend to believe that sustainability information in general is trustworthy, 
then the consumers tend to believe that sustainability information in the footwear industry is 
trustworthy. Therefore, it is important that green marketing is educational and informative in 
order to affect the consumers and increase their sustainability awareness. Furthermore, 
consumers need to feel that the information is real to be able to act in a sustainable way (Joergen 
2006).  
 
As mentioned, this study shows that it is important for companies to consider how they 
communicate sustainability information. The result shows that consumers who believe that they 
get enough sustainability information when purchasing footwear both online and in a brick-and-
mortar retail store tend to believe that sustainability information communicated by footwear 
brands (so-called green marketing) is trustworthy (Table 8). For instance, if a consumer is 
informed about sustainability efforts when purchasing footwear, then the consumer has an 
increased knowledge and is more receptive of green marketing, which will decrease the risk of 
greenwashing.  
 
5.4 Online versus Offline Retailing 
The result from this study shows that the consumers prefer to purchase footwear in brick-and-
mortar retail stores (Appendix 1, Question 18 & 22). The respondents do not believe they will 
purchase footwear online more often in the future (Appendix 1, Question 19); however, there is a 
correlation between the consumers who prefer to purchase footwear online and the presumed 
future purchasing behaviour (Table 9). In sum, this means that the consumers believe that the 
purchasing behaviour of today will remain the same in the future, independently if the consumer 
prefer to purchase footwear in brick-and-mortar retail store or online.  
 
Previous research indicates an increase in online purchasing behaviour and that the online 
environment is becoming more important for brands (Kollman, Kuckertz & Kayser 2012). 
Therefore, this is as the future platform to build new customer relationships and increase loyalty 
(Song et. al. 2011). Further, Song et. al. (2011) state that the online sales channel is an 
opportunity for brands to interact and communicate with their consumers. The result from this 
study shows that the consumers tend to believe that the website is a good platform to receive 
sustainability information (Appendix 1, Question 15). In line with the previous study, this could 
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be an opportunity and possibility for brands to interact and communicate with their consumers 
about sustainability. However, the result shows that the consumers believe that the received 
sustainability information online is considerably worse compared to the sustainability 
information in brick-and-mortar retail stores (Appendix 1, Question 20 & 23). Thus, there are 
disadvantages with the online sales channel such as longer delivery time, lack of personal sales 
advice and the absence of touching and trying the product before purchasing (Kayser 2012). This 
could be one of the reasons why the consumers prefer to purchase their footwear in brick-and-
mortar retail stores (Appendix 1, Question 18 & 22), especially as it is important with fit and size 
when purchasing footwear. In sum, this proves that the offline brick-and-mortar retailing and 
online retailing individually have advantages and disadvantages. Therefore, if companies 
combine the two sales channels there is an increased opportunity to meet consumers demand and 
reach a wider customer segment (Yang, Lu & Chau 2013; Kollman, Kuckertz & Kayser 2012). It 
is a great opportunity for companies, but also a challenge to follow the constantly changing 
consumer demands (Udo, Bagchi & Kirs 2010). Despite that this study shows that consumers 
prefer to purchase footwear in brick-and-mortar retail stores (Appendix 1, Question 18 & 22), 
research on the topic explains that consumers who have a positive offline service experience tend 
to have a positive attitude towards online sales channel (Yang, Lu & Chau 2013). It can be 
concluded that through a positive offline purchasing experience companies have an increased 
possibility to develop their online sales channel and to increase online sales.  
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6 Conclusion 

This paper set out to understand the consumer´s attitudes and perception of sustainability and 
sustainability information in the footwear industry. In order to answer the research questions and 
fulfil the purpose, in collaboration with Vagabond Shoemakers a self-completion questionnaire 
was conducted in the Vagabond Store in Gothenburg. This enabled an understanding of 
consumers’ general attitude towards sustainability and sustainability in the footwear industry. To 
understand the perception of sustainability information in the footwear industry, a division of the 
collected data was made. The four parts were: consumer attitude towards sustainability & 
footwear, sustainability information & green marketing, greenwashing and online versus offline 
retailing. These four parts enabled an understanding of how the consumer in general perceives 
sustainability and the consumer’s behaviour when purchasing footwear. Furthermore, this 
enabled an understanding of the footwear consumer’s preferred and actual purchasing behaviour 
in relation to previous retailing research.  
 
In conclusion, the consumers of this study want to purchase footwear in brick-and-mortar retail 
stores where they have the possibility to try and feel the products before purchasing it. Despite 
the existing research of an increasing online consumer purchasing behaviour, the result of this 
study shows that the consumers do not believe they to a wider extent will purchase footwear 
online than in brick-and-mortar retail store in the future. This makes the brick-and-mortar retail 
store a natural source of information for the consumers and in addition, the consumers prefer to 
receive sustainability information through salespeople. However, as the study was conducted in a 
brick-and-mortar retail store the result can be affected. The consumers who participated had 
made a choice to enter the Vagabond Store and therefore it can be a preferred way to purchase 
footwear. Further, the consumers showed interest in receiving sustainability information, both 
generally and more specifically about aspects such as material, value chain, shoe care and 
quality. This applies both when purchasing footwear online and offline in brick-and-mortar retail 
stores. However, according to the consumers they do not receive enough sustainability 
information in either sales channel.  
 
Previous research proves that a positive offline brick-and-mortar retail experience affects the 
consumers’ online retail experience positively. This is an opportunity and challenge for 
companies who must meet constantly changing consumer demands within the fashion industry. 
The consumers of this study positively valued the website as a source of sustainability 
information, which indicates that there is an opportunity for footwear brands to meet and interact 
with consumers who are interested in receiving sustainability information. Despite that, 
sustainability information in brick-and-mortar retail store was significantly preferred amongst the 
consumers. Therefore, it is crucial for brands to provide with sustainability information in brick-
and-mortar retail stores, which in turn increases the overall purchasing experience, in order to 
develop the online sales channel. 
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Despite that the consumers of this study tend to believe that sustainability information in general 
is credible and trustworthy, they do not believe that sustainability information in the footwear 
industry is credible and trustworthy. This is unfortunate as the consumers of this study show 
interest in and value sustainability information and believe it is an important aspect when 
purchasing footwear. This interest is an opportunity for footwear brands that through their 
communication can educate and inform the consumers about their sustainability efforts and 
general sustainability aspects of the footwear industry. For instance, footwear brands can 
communicate specific sustainability aspects such as material, which not only is a way to inform 
about the environmental effect of the product but also how to extend the lifespan of it. Alongside 
this is a possibility for the company to inform about the value chain and production of the 
material as well as the quality of the material, which both were shown as important sustainability 
aspects amongst the consumers of this study. Another important sustainability aspect of footwear 
production is the end-of-life disposal. However, recycling does not have any correlation to the 
consumers’ attitude towards sustainability. This can be seen as an area of development for the 
footwear industry and an area of improvement for footwear consumers. According to the result it 
seems that the consumers have little to no knowledge about how to recycle their footwear. 
Therefore, recycling is an area to develop and a possibility for brands that offer recycling 
services to inform so as to increase the consumer awareness and further change their behaviour.   
 
Sustainability communication or green marketing as it is referred to in this study, is a way for 
companies to educate and inform consumers about sustainability and sustainable development. 
Previous research shows that green marketing is a communication tool to affect consumers’ 
attitude, intention and behaviour towards sustainable consumption. If it is utilized in an educative 
and informative way, then green marketing becomes an opportunity to extend the consumer base, 
increase loyalty and increase revenue. Thus, if utilized inadequately, then there is a risk for 
greenwashing and declining credibility. To sum it up, by understanding the consumers’ 
perception and attitude towards sustainability and sustainability information footwear brands can 
communicate sustainability information that changes consumers purchasing behaviour into a 
sustainable purchasing behaviour. This paper contributes to an understanding of the consumers’ 
perception and attitude towards sustainability information in the footwear industry. This can be a 
foundation for the future development and research of sustainability communication and green 
marketing strategies within the footwear industry. It can also be a foundation of how to 
communicate sustainability information visually in an offline versus online retailing 
environment. 
 
6.1 Implications 
This study was aimed towards footwear consumers and their attitude towards sustainability and 
sustainability information in relation to their offline and online purchasing behaviour. However, 
the sampling of this study was limited to the consumers who visited the Vagabond Store during 
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the data collection process. The respondents were asked whether they prefer to purchase their 
footwear offline or online but as the respondents were customers of the Vagabond Store in 
Gothenburg there is a probability that the consumers prefer to purchase their footwear offline. 
Consumers who solely purchase their footwear online are therefore not included in this study. To 
get a broader understanding of the consumer purchasing behaviour, an online self-completion 
questionnaire could have been conducted. Due to time constraints, this was not possible in this 
study. 
 
6.2 Future Research 
For future researchers, it can be of interest to investigate the findings of this study from a 
business perspective and how it can be applicable for companies that wants to develop their 
green marketing strategies. It can also be of interest to further investigate how sustainability 
information can be communicated visually, both in online and brick-and mortar retail stores. 
Also, to research how consumers visually perceive sustainability information to know how to 
visually communicate sustainability. This could be interesting to perform through an eye-
tracking experiment, which is a tool that measures the eye movement of a person. As this study 
was limited to one company, it can be suggested to broaden the number of case selections.  
Further, it can be suggested that a study on online consumers could be targeted so to conclude 
similarities or differences in purchasing behaviour of footwear.  
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