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Abstract 

Purpose: The purpose of this study is to investigate the relationship between American consumers 
and “Environmentally and Ethically Sustainable Fashion” (EESF), with a specific focus on African-
American female consumers in order to discover how relevant EESF is in their lifestyles and fashion 
consumption practices.  Additionally, the study aims to investigate if African-American female 
consumers are being overlooked in the discourse surrounding EESF. 

Methodology: The research was qualitative with an inductive approach. A survey was conducted 
electronically in order to collect data, and was designed using research collected from literature, 
scientific articles and online resources. Using the method of snowball sampling, respondents were 
gathered from a pool of my cohorts, who further distributed the survey on to their contacts. 

Findings: The findings suggest that African-American female consumers are aware and have 
knowledge of EESF, however EESF is not relevant in their lifestyles and fashion consumption 
routines. The literature review which was conducted prior to collecting the data indicates that African-
American female consumers are being overlooked in the discourse surrounding EESF and the 
concepts surrounding it. 

Contributions: The findings in this study have managerial implications which will prompt the 
scientific community, governments, organizations and apparel brands to further study this group of 
consumers in order to assess better ways to reach them in ways that are relevant to their lifestyles and 
fashion consumption practices. The study also contributes to the existing literature about the consumer 
behavior and fashion consumption practices of African-American women. 

Keywords: African-American female consumers, sustainable fashion, inclusivity, consumer 
behavior, fashion consumption. 
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1. Introduction 
The study is introduced starting with a definition list of terms which will be used throughout the 
report, followed by background information concerning consumer behavior and culture in the United 
States, ending with the motivation, knowledge gap and purpose of the study.   

1.1 Definition List 
The terms which will be recurring throughout the study are introduced to provide clarity, and to act as 
a guide which can be referred to while reading the report.  

Fashion: According to Niinimäki (2010) fashion is symbolic in nature and differs from “clothing” 

which is material in nature. Where “clothing” has utilitarian functions such as keeping us protected 
from the elements, “fashion” can be used as a vehicle which allows us to express our personality, 
identity, and culture, to the greater society. The term “fashion” will be used throughout this study, to 
indicate and discuss material objects which possesses deeper meanings and purposes, than the 
utilitarian functions of “clothing,” in the lives and identities of American consumers.  However, the 
term “clothing,” will also be used, but it will be used in a generalized way to discuss industry activity 

Ethnicity: In this study, ethnicity will be defined as: 

“The shared social, cultural, and historical experiences, [along] with relatively distinctive beliefs, 
values, and behaviors; stemming from common national or regional backgrounds, that make 

subgroups of a population different from one another.” (University of Minnesota Libraries 
Publisings, 2010) 

African-American: People with African or Caribbean ethnic ancestry living with in the United 

States, who can also be referred to as “Black.” Throughout the study the terms “African-American” 
and “Black” will be used interchangeably.  

EESF: In this study the term “Environmentally and Ethically Sustainable Fashion” (EESF) 

encapsulates both environmental and social issues surrounding sustainable development within the 
fashion industry, including: garments that are produced using processes which ensure minimization of 
harm to the environment through the use of low impact raw materials, decrease in the usage of 
chemicals, water, and energy, all of which help reduce overall waste from the production and 
consumption of garments, implementing a living wage in garment factories, ensuring safe and 
hygienic working facilities, abolishing excessive working hours, illegal child labor, and gender 
inequality, for the betterment of all garment workers (Clean Clothes Campaign, 2018).  
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1.2 Background 

According to famous anthropologist and author, Grant McCracken (1986), consumption is the 
foundation of American culture and society. At over 327 million people (United States Census Bureau, 
2018) living in the United States today, the American economy thrives on the ever demanding, 
constantly consuming, behavior of the country’s inhabitants. Consumption practices such as these, 
have become central features of consumer behavior in the United States , so much so that the image of 
America has become synonymous with overconsumption, wastefulness, and greed (Chin, 2001, pg. 7). 
By the end of 2017 alone, consumer spending on commodity goods in the United States was estimated 
at 13.6 trillion USD (Bea.gov, 2018). In fact, compulsive buying, which is described as the 
uncontrollable urge to buy, has become a clinical condition with an estimated 2% to 16% of adults 
living within the United States being affected by the consequences of this addiction (Koran et al., 
2006). According to Koran et al., (2006) compulsive buying is a direct result of modern day 
conveniences including, access to credit cards, aggressive advertising methods, media usage, and ease 
of access to places of consumption such as shopping malls or online shopping websites. One of the 
industries which contributes to these high levels of consumption in American society is the high 
paced, overly saturated, consumer driven fashion industry (McNeill and Moore, 2015) 

1.2.1 Sustainable Development In the Fashion Industry  

Over the past decade, the fashion industry has experienced a spike in the level of consumers 
demanding low cost goods made at high speed rates, commonly referred to as “fast fashion 

(Kozlowski, Bardecki and Searcy, 2012; Kozar and Hiller Connell, 2012).” However as a response to 
this, a light has been cast on environmental and social concerns of the production and consumption 
processes involved in the making and disposing of fashion goods by brands, governments, 
organizations, and consumers (Kozlowski, Bardecki and Searcy, 2012). Often referred to in consumer 
behavior literature as the “third wave of consumerism,” a movement is underway in the fashion 
industry, and among consumers, calling for more sustainable practices to be implemented into supply 
chain activities (Shen, Richards and Liu, 2013). As this movement towards sustainability becomes 
mainstream, the upswing in brands and companies that produce and sell clothing which have been 
made in environmentally and socially responsible ways, displays a steady interest in consumers 
wanting to participate in the consumption of sustainable fashion (Kozlowski, Bardecki and Searcy, 
2012). However there has been slow progress in encouraging the greater American consumer society 
to adopt its concepts and principles, as niche segments of consumers, some known as “eco-friendly 
shoppers” or “green” shoppers, have garnered most of the attention and engagement from these brands 
as they cater to their lifestyle and their fashion consumption routines (Shen, Richards and Liu, 2013). 
This, in turn, leaves out the majority of the population of consumers which leads to the question of 
whether EESF brand “messages” are reaching and/or relevant to the greater consumer public (Shen, 
Richards and Liu, 2013). One group of consumers which garners investigating as to how and/or if 
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sustainable development in the fashion industry is relevant in their lifestyle or consumption practices, 
is African-American women.  

1.2.2 The Role of Ethnicity in Consumer Behavior  

The second largest demographic of people living in the United States are those who identify as 
“African-American” or “Black (The Nielsen Company, 2017).” The majority of this ethnic group are 
descendants of people who were brought to America as commodities due to the transatlantic slave 
trade, resulting in the denial of access to commodity goods and personal possessions for centuries due 
to laws such as segregation and Jim Crow. These laws were set about to ensure that African-
Americans would never able to benefit from the advancements in social or economical status which 
are brought about through the ability to be an active part of American consumer society (Chambers, 
2006; Chin, 2001, pg. 37; Wilson, 2005, pg. 594). Essentially, Black people would remain outsiders in 
their country, firstly due to skin color, and secondly due to the lack of potential to buy and own 
material goods. Therefore, when African-Americans began to enter into American consumer society, 
they used commodity goods as a way to make their humanity visible after so many centuries of 
powerlessness (Chambers, 2006). As a result of this, and other significant milestones in the history of 
the African-American experience in the United States, important inferences about how this 
demographic related to, and still relates to, consumption and material goods, has been equated to the 
quest for visibility, identity, as well as cultural meaning (Pittman, 2012). However, it has also been 
equated to a quest for inclusion.  

According to Wilson (2005), ethnicity is an element of consumer behavior which has often been 
overlooked in studies regarding fashion consumption. As one of the most diverse countries in the 
world, the United States is made up of several different ethnic groups such as those who who identify 
as “Caucasian,” those who identify as “Hispanic,” “Native American,” or “Chinese American,” all 
with their own cultures, traditions, and consumption practices. In fact, the different cultural 
experiences which define each ethnic group has been shown to have effects on their behavior as 
consumers (Henry, 1976). However, while these different ethnicities have strong links to their ethnic 
heritages, they also possess ties to greater American Society, creating a country which has several 
different cultures working within a greater culture, creating complex, multilayered aspects of United 
States consumer behavior (Chin, 2001, pg.3).  

1.2.3 Motivation 

The motivation behind this study is to examine how African-American women relate to the 
consumption of EESF and to discover if EESF is relevant in their lifestyles and fashion consumption 
practices. The study will analyze if the concepts of the EESF movement, including information from 
initiatives, NGOs, and sustainable oriented organizations, as well as marketing efforts on the part of 
EESF brands are reaching this demographic of American consumer in ways which can be considered 
effective in driving and promoting the movement, but more importantly, in ways in which this group 
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of people feel is relevant and relatable to their consumer culture and everyday life. As active 
consumers of fashion throughout the United States, African-American women are a vital consumer 
group, however, their engagement with EESF has not been studied or documented well enough to 
detect what involvement, if any, they have with the concepts surrounding the movement towards 
sustainability in the fashion industry. Therefore, discovering how African-American women are 
relating to EESF is an important foundation for learning more about this consumer groups’ 
relationship to fashion, as well as their relationship to sustainable development, in a fashion context.  

1.3 Knowledge Gap 
As there have been no past research or studies conducted on African-American female consumers and 
their relationship to EESF, the aim of this study is to begin to fill in this gap and provide a basis for 
which the research community can begin to investigate this group of consumers. The need for 
information about the consumption of EESF by African-American women is crucial for various 
reasons. As has been displayed in the previous section, African-American women are an active, large 
group of fashion consumers which makes them viable targets for the movement towards a sustainable 
fashion industry.  

1.4 Purpose and Research Questions 

The purpose of this study is to investigate the relationship between American consumers and 
“Environmentally and Ethically Sustainable Fashion” (EESF), with a specific focus on African-
American female consumers in order to discover how relevant EESF is in their lifestyles and fashion 
consumption practices.  Additionally, the study aims to investigate if African-American female 
consumers are being overlooked in the discourse surrounding EESF. 

RQ1: Are African-American female consumers aware of and knowledgeable about ”Environmentally 
and Ethically Sustainable Fashion” (EESF), and is it relevant in their lifestyle and fashion 
consumption practices? 

RQ2: Are African-American female consumers being overlooked in the discourse and happenings 
connected with  EESF? 
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2. Theory and Literature Review 
Consumer behavior is the theoretical base of this study. The theory section will include findings from 
research literature about American consumer behavior and culture, as well as the consumer culture 
and behavior of African-American women. Sustainability in the fashion industry will also be 
discussed, which will be delineated to American consumer engagement with EESF, and further 
delineated to African-American female consumers engagement with EESF.  A foundation is provided 
for how three lenses, awareness, relevance, and knowledge, work separately, and together, to form an 
understanding of consumer culture in United States, and, more particularly, the consumer culture of 
African-American women. 

2.1 Consumer Behavior  

The term “consumer behavior” describes the methods and actions revolving around consumers 
decision making processes in relation to their consumption of goods and/or services (Hiller Connell 
and Kozar, 2014; Karoui and Khemakhem, 2018). The study of consumer behavioral practices has 
been crucial in understanding consumption routines and patterns, and has aimed to decipher what 
factors outside of the acts of shopping and purchasing, influence consumer behavior. As the 
consumption process involves more than just these two acts, understanding how other factors 
contribute to consumer behavior (i.e. engagement with product information, advertising images, 
technology) is important because it can display how consumers relate to what it is that they are 
actually consuming (Chin, 2001, pg.7). Authors Karoui and Khemakhem (2018), describe consumer 
behavior as: 

 ‘‘[T]he study of how people buy, what they buy, when they buy and why they buy...It attempts to 
understand the buyer decision making process, both individually and in groups.’’ (Karoui and 
Khemakhem, 2018) 

2.1.1 Identity and Culture as Aspects of Consumer Behavior  

According to Hyllegard, Ogle and Dunbar (2006), identity and consumption are closely correlated 
aspects of consumer behavior. The authors define identity as the “...self in context” or a “self that is 
embedded in social relations and situations (Hyllegard, Ogle and Dunbar, 2006).” The link between 
consumption and identity displays insight into how consumers relate to the goods they consume, as 
this relationship plays a vital and symbolic role in their lives (Jackson et al., 2010). Goods have 
become more than just utilitarian objects, they have become extensions of ourselves, our self-image, 
and how we would like to be seen by the rest of the society. Smith et al., (2008) state that identity has 
an important effect on consumer behavior, and that consumption can act as a way to boost a person’s 
sense of identity. In other words, the consumption of goods, as well as the kinds of goods being 
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consumed, play a vital role in how consumers identify, which in turn, effects how they behave as 
consumers (Smith et al., 2008). 

Culture, on the other hand, is complex and multi-dimensional, and also factors into consumer behavior 
(Henry, 1976). According to Arnould and Thompson (2005) Consumer Culture Theory (CCT) 
examines how consumers reconstruct the “messages” symbolized by advertisements, brands, and 
material goods in order to represent their personal circumstances, and build upon their current identity 
and lifestyle goals. Jackson et al., (2010) states that “ordinary, routine and habitualized behavior,” are 
influenced by social norms and practices,”- in other words, the culture or the society in which a 
consumer belongs. As American culture has become defined by overconsumption, the use of material 
as status symbols, and obsessed with cheap, “discount” goods, factors such as these play a role in what 
motivates the behavior of American consumers in the marketplace. This linking of identity, culture, 
and consumption may cause consumers to prefer products or brands which they feel display who they 
are, where items such as fashion, can be used as tools to enhance status and image which are important 
elements of American consumer culture (Hyllegard, Ogle and Dunbar, 2006).  

2.1.2 Contemporary Consumer Culture  

Contemporary consumer culture is driven largely by the heightened usage of technology and 
consumers need for instant gratification (The Business of Fashion and McKinsey & Company, 2016). 
As ease of access to an unlimited amount of goods is achievable with the press of a button or the 
swipe of a finger, consumer culture is in constant overdrive, and constantly changing. Technology is 
currently driving the global marketplace, and while there are those that will argue that technology has 
led to distance in interpersonal relationships, it has allowed consumers to be better informed and more 
knowledgeable about brands, trends and style since the information is easily reached via smartphone 
or computer (Serra, Cantallops and Salvi, 2014). However, what has happened to consumer culture as 
a result of this increase in technology usage is what Niinimäki (2010) calls, “...a period of 
individualism, changing values, freedom of consumer choices, changing lifestyles and new social 
movements.” Along with this fast paced demand, consumers are seen as more unpredictable, as the 
saturation of the marketplace leaves them with unlimited options, making it easy for them to replace 
one brand with the next (The Business of Fashion and McKinsey & Company, 2016). In addition to 
this, brands now more than ever, have to be innovative not only in their product design, but also in 
their marketing and sales methods. One example of this is the phenomena known as electronic word-
of-mouth (EWOM) which Serra, Cantallops and Salvi (2014) describe as “... all formal 
communications directed at consumers through Internet-based technology related to the usage or 
characteristics of particular goods and services, or their sellers,” which incorporates consumer/
producer communication, as well as communication between consumers themselves. In many ways, 
this use of technology has replaced the traditional “word of mouth” communication as contemporary 
consumer culture keeps consumers locked on their screens. This kind of communication is expected of 
brands in today’s consumer society, however it is also helpful to brands, as access to consumers has 
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allowed companies to not only reach new customer segments, but it also provides the opportunity to 
gain better insight into their customers behavior patterns and demands. As traditional modes are 
quickly becoming irrelevant and outdated in the minds of consumers, technology, brand engagement, 
and consumer movements, are shaping how the global marketplace functions (The Business of 
Fashion and McKinsey & Company, 2016).  

2.2 Sustainability  

As this use of technology has advanced consumer interaction and involvement with brands, and the 
products they consume, they have also increased their demand for companies to implement 
environmentally and socially sustainable processes into their production of goods (Brosdahl and 
Carpenter, 2010). At the United Nations Stockholm Conference in 1972, a notion of sustainability was 
developed and while most studies on sustainability state that there is no universal definition of the 
term, there is a vast amount of descriptions, which, while varying in details, share the same concept of 
implementing responsible practices into present day activities in order to secure a more stable 
environment, economy and society for the future (Shen, Richards and Liu, 2013; Bullard, Agyeman 
and Evans, 2012, pg. 5, Pookulangara and Shephard, 2013; Ritch and Schröder, 2012). The United 
Nations Educational, Scientific and Cultural Organization (UNESCO) describes sustainability as:  

"Encompassing a healthy environment, economic prosperity and social justice, [all of which] are 

pursued simultaneously to ensure the well-being and quality of life of present and future 

generations (Unesco.org, 2010)."  

2.2.1 Sustainability in the Fashion Industry 

Social Aspects 

Social aspects of sustainability within the fashion industry tend to focus on issues concerning the fair 
treatment of workers situated in the manufacturing segment of the supply chain, zeroing in on child 
labor, health, safety and wages (Clean Clothes Campaign, 2018). As Western apparel brands have 
moved their production offshore, primarily to Asia, their ideal destinations has been countries who use 
low cost labour, where factories are often less strictly regulated in terms of social and environmental 
issues (Kozlowski, Bardecki and Searcy, 2012; Shaw and Tomolillo, 2004; Anaya, 2010; The Business 
of Fashion and McKinsey & Company, 2016). As companies and consumers continue to demand high 
speed in delivery and increased quantity amounts, long working hours and poor working conditions 
for those at the “lower” end of the supply chain is the result. In order to combat some of these issues, 
companies have implemented ‘codes of conduct’ into their supply chains, which helps to monitor work 
conditions and labour practices in factories due to auditing (Dickson, 1999).  
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Environmental Aspects 

The environmental aspects that are most pertinent in the discussion surrounding fashion industry 
sustainability fall into the categories of water and energy usage, hazardous chemical usage, the 
depletion of natural resources due to overconsumption, and the ramifications of the disposal of 
chemical waste, textile waste, and garment waste due to increased product obsolescence (Kozar and 
Hiller Connell, 2012; Ellen MacArthur Foundation, 2017; Kozlowski, Bardecki and Searcy, 2012; 
Pookulangara and Shephard, 2013; The Business of Fashion and McKinsey & Company, 2016).  For 
example, the amount of water being used in phases such as dyeing and finishing can total more than 
130 liters per pound of textile (Kozar and Hiller Connell, 2012). Textile wastage is a rampant issue in 
the production of clothing, where the annual consumption is estimated to reached a combined number 
of 30 million tons. In the United States alone, 12 billion tons of textile waste is accumulated each year 
with about 84% of that number being sent directly to landfills (Hiller Connell and Kozar, 2014; 
Kozlowski, Bardecki and Searcy, 2012; Pookulangara and Shephard, 2013). According to the Ellen 
MacArthur Foundation (2017), New York City alone spends upwards of 20 million dollars each year 
sending waste to landfills or to be incinerated, the majority of which happens to be clothing. 

2.2.2 EESF Awareness, Exposure and Knowledge  

As it stands now, sustainability is a mainstream concept, which has garnered the attention of brands, 
retailers, policy makers, industry leaders, and consumers, due to heightened media coverage (Shaw 
and Tomolillo, 2004; Shen, Richards and Liu, 2013). However, the role of consumers has been, and 
will continue to be, vital in prompting the industry to make an active change (Chen and Burns 2006). 
Whether it is in the form of television, newspaper, or social media, a rise in consumer awareness, 
exposure, and knowledge, about the concepts of EESF have been key factors in promoting the 
movement towards sustainability in the fashion industry (Shaw and Tomolillo, 2004; Shen, Richards 
and Liu, 2013).  

However, several factors have been found in the literature regarding barriers to widespread 
consumption of EESF. Some of these barriers include higher prices, perceived limited design choices, 
unflattering style and fit, and items not being ‘fashionable,’ enough in the eyes of consumers (Anaya, 
2010, Kozar and Hiller Connell, 2012). As the fashion industry is a business that, according to Anaya 
(2010) is “built on desirability,” an increase in the desirability of sustainability in fashion is required if 
the concept is to spread. Hiller Connell and Kozar (2014) concluded that these kinds of barriers often 
times outweigh consumers environmental and social considerations, which results in the much studied 
‘attitude-behavior gap.’ So while consumers who display the greatest commitment to sustainable 
consumerism is estimated around 15% of the population in the United States, consumers who claim to 
have some degree of concern for environmental issues, but not enough to actively practice sustainable 
consumption, comes in at around 50% of the population. (Hyllegard, Ogle and Dunbar, 2006). 
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According to Jackson et al., (2010) in order to encourage pro-environmental behavior, mainstream 
consumer behavior must be understood first. As levels of knowledge and awareness have positive, 
powerful influences on consumer behavior, a lack of both, in regards to the environmental and social 
impacts of clothing production, has a strong correlation as to why consumers continue to bypass EESF 
products in favor of conventional ones  (Brosdahl and Carpenter, 2010; Kozar and Hiller Connell, 
2013; Kim and Damhorst, 1998; Kang, Liu and Kim, 2013; Ishak and M. Zabil, 2012). So while, 
awareness and consumption levels may be slowly increasing among particular segments of consumers, 
one reason why the general population of consumers may not actively be participating in the 
consumption of EESF is that they man not be aware of what EESF is (Shen, Richards and Liu, 2013; 
Kozar and Hiller Connell, 2012; Hiller Connell and Kozar, 2014). 

2.3 Clothing Consumption In the United States 

Americans on average purchase more clothing than people in other countries including those of  
similar wealth. The Council for Textile Recycling (2018) reported that the average US citizen 
purchases 82 lbs of clothing a year, while in comparison, the European Clothing Action Plan (ECAP) 
(2017) recorded that the average citizen in Denmark purchases 28 lbs of clothing a year. According to 
the report, Statistics and Facts on the Apparel Market in the U.S. (2018), the retail sales of apparel in 
the United States exceeds 15 billion dollars on a monthly basis. In fact, in December 2017 alone, 
apparel retail recorded sales of 23.3 billion dollars. Companies such as Amazon, Macy’s, and discount 
chains Wal-Mart and Target, were all top selling retailers in the United States in 2016  (The Nielsen 
Company, 2016). The same report also stated that e-commerce is a driving force behind apparel sales 
with an expected growth of 12.2% by the year 2020.   

2.3.1 EESF Consumption In the United States 

According to the Statista report (2018), Importance of sustainability to consumers in relation to 
clothing purchase worldwide in 2017, 56% of consumers in the United States stated that sustainability 
was important in their apparel buying decisions. Additionally, 22% stated that sustainability was very 
important, and 34% stated that the issues were somewhat important. According to the Ethical Fashion 
Forum (2014), 44% of American consumers report that they actively purchase from sustainable 
brands. However, even though these numbers reflect that consumers in the United States are actively 
buying sustainable apparel, studies have found that issues such as high prices, can be a barrier for 
American consumers when it comes to buying sustainable products. As consumers, Americans are 
generally more influenced by price than by the environmental and social aspects of products, the 
purchasing EESF by American consumers may be hindered due to the fact that EESF items tend to be 
more expensive than conventional items (Shen, Richards and Liu, 2013).  
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2.4 African-American Female Consumers  

2.4.1 African-American Female Consumer Behavior 

Even though it is well documented that African-American women contribute greatly to the American 
economy as consumers, attributes which define them as consumers have garnered little attention by 
American consumer society, and American society in general (Pittman, 2012). Studies have found that 
African-American female consumers spend higher dollar amounts on products and services than the 
overall American consumer market, and some of their specific traits as consumers include, being more 
fashion conscious than any other US demographic, and using their clothing and other products, such as 
cars or jewelery, to make a statement (Gardyn, 2018). As being seen as “trendy” is important, African-
American women are drawn to clothing made by popular fashion designers, and although they are 
considered to be price conscious, they are willing to pay higher prices for items they consider to be 
high quality (Pittman, 2012). Black women have been reported to be more brand loyal than other 
demographic groups in the United States, and they use this loyalty when purchasing goods such as 
clothing, footwear and hair care products, by regularly purchasing from brands they have purchased 
from before (The Nielsen Company, 2017).  

2.4.1.2 Image, Taste, and Style 

According to the Nielsen Company (2017), image, taste, and style, are very important aspects in 
African-American female consumer behavior. Black women have been noted to pay very close 
attention to their physical appearance and take pride in how they are perceived by the rest of society. 
As a result of this, one of the factors which they consider when shopping for products is how the 
product can project or display the image they have of themselves on to others (Gardyn, 2018; The 
Nielsen Company, 2017; Pittman, 2012).  

One way in which image plays into the consumer behavior of African-American women is through 
media and advertisements. Black women are highly engaged with media outlets which are relevant to 
them, such as Ebony or Essence magazine (both of which are geared towards the African-American 
demographic), and tend to be drawn to advertisements which use models or celebrities who are of their 
same ethnicity (Gardyn, 2018). Additionally, they are also highly engaged in social media usage, with 
more users than women in all other demographics in the United States. 72% of Facebook users, 69% 
of Youtube users, and 51% of Instagram users in the United States are Black women (The Nielsen 
Company, 2017).  

Personal taste is a key factor in purchase decision making among African-American women. Their 
‘taste’ or ‘preferences’ for certain kinds of products, Pittman (2012) argues are more reflective of 
internal motivations (such as image), culture, practices, and socialization which has taken place during 
their life course, than it is by their current social or economic circumstances . In other words, taste is 
formed by African-American women through several different elements, both internal and external, 
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which combines their life experiences and current self-image and acts as precursors to their behavior 
as consumers (Pittman, 2012).  

2.4.2 African-American Female Consumer Culture 

The consumer culture of African-American women, while incorporated into the consumer culture of 
the United States, possesses its own characteristics and nuances. This section will cover a few aspects 
which separates the consumer culture of African-American women from greater American consumer 
society in order to provide a picture of their relationship to goods, to themselves, and to their 
environment.  It will close with information regarding their fashion consumption, and their 
consumption of EESF.  

In 2015, African-American women made up approximately 14% of the total female population in the 
United States, which equates to approximately 24.3 million people  (The Nielsen Company, 2017). In 
terms of the African-American population, Black women represent the majority at 52%.  

Author, Chin (2001, pg.4-5) describes the consumer culture of African-American women as, “...deeply 
social, emphasizing sharing, reciprocity, and mutual obligation.” For Black women, consumption 
historically involves more than the use of objects to display their social status, for them it is also used 
as a way to create and maintain ties to their friends, family and community through the acts of 
shopping, sharing, and supporting a cause (Pittman, 2012). As Black women have been reported to 
shop together in groups more so than other demographics, the shared experience allows them to build 
bonds with each other through the act of consumption, which has been a part of the consumer culture 
of African-American women for many generations (The Nielsen Company, 2013). 

Watching television or reading a magazine are popular ways black women have been reported for 
staying on top of trends in fashion or other segments, and are also key places where they gather 
information about consumer goods (The Nielsen Company, 2013). As consumers, African-American 
women have been reported as being highly receptive to media marketing, especially those which 
feature other African-American women, and are particularly attentive to media outlets which are 
geared towards black audiences. Leading in their television viewing habits over all other 
demographics in the United States, with top shows such as “Empire” and “How To Get Away With 
Murder” which star popular African-American female actresses, Taraji P. Henson and Viola Davis as 
powerful, fashionable women, as two of their favorites (The Nielsen Company, 2017).   

2.4.2.1 Cause Related Shopping 

As a culture, dating back to as recent as the Civil Rights movement in the 1960s, Black women have 
been avid protesters and advocates for measures which regulate environmental degradation, and have 
been key supporters in the fight for environmental justice as can be seen in their efforts to bring 
attention to recent crises such as the pollution of the water supply in Flint, Michigan, and Hurricanes 
Katrina and Irma. Black women find these kinds of environmental devastation particularly personal to 
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them, as many of the places these disasters have affected have large African-American populations. 
Additionally, 74% of Black women agree that global warming is a grave threat to our environmental 
stability (The Nielsen Company, 2017).  

Important for this research is the consideration given by African-American women to the social, 
political or environmental causes a product or brand contributes to, when they are making the decision 
to purchase certain items. The Nielsen Company reported that the majority of Black women included 
in their 2016 study are more inclined to purchase from a brand that supports charitable or 
environmental causes- what the company termed ‘cause related shopping,’ with 61% of their 
respondents stating that the environmental record of a company is important in their decision making 
process. Additionally the study found that 59% of black women are willing to pay higher prices and 
58% are willing to, “...give up convenience for a product that is environmentally safe (The Nielsen 
Company, 2017).” In fact, 63% of black women stated that buying natural products are directly linked 
to their concern for the environment, their health, and the health of their families (The Nielsen 
Company, 2017). Some of these products fall into the category of natural or organic beauty products, 
and vehicles which are energy efficient and cause less pollution in the natural environment, however 
there was no mention about clothing products. 

2.5 Clothing Consumption Of African-American Women 

African-American women tend to pay attention to fit, quality, price and comfort when it comes to their 
fashion choices. While they are always looking to be fashionable, these elements are important to 
them, regardless of their age (Liedtke and Bug, 2015; Pittman, 2012). In general, studies have found 
that Black women tend to prefer brand-name products as they believe that these items are of higher 
quality, with The Nielsen report (2017) recording that 63% of Black women are willing to pay higher 
prices for products they feel are of high quality (The Nielsen Company, 2017; Liedtke and Bug, 2015; 
Pittman, 2012). 

Liedtke and Bug (2015) discovered in their research that 40% of Black college female millennials only 
purchase clothing a few times a year. The authors also found that young African-American women 
reported shopping in retail stores as their preferential mode of shopping, and that if an item they like is 
on sale, it would influence their decision to buy it. This same feeling of price sensitivity applies to 
African-American female consumers as a whole, with many of them searching for deals and discounts 
online (Liedtke and Bug, 2015; The Nielsen Company, 2017). Additionally, fit was found to be an 
important factor in the fashion choices of Black women. In a focus group of African-American women 
with the age range of 36 to 75, fit seemed to be more important to the participants than the trendiness 
of a garment (Pittman, 2012).  
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2.5.1 Knowledge Gap: Consumption of EESF by African-American Women 

Information regarding the consumption of EESF by African-American women is non existent, which 
is a key motivator for this study. As noted in the section about African-American female consumer 
culture, there exists evidence that as a demographic, Black women have heavy interest in purchasing 
items which are environmentally friendly and support social causes demonstrated, for example by 
their active buying of personal care item which are organic or made using natural ingredients, however 
in a fashion context, no information was provided. In fact, the only statement which could be found 
regarding the consumption of EESF by African-American women was in Liedtke and Bug (2015) 
study which stated that when it comes to “ethical dressing” respondents in the study categorized it as, 
“...neither being important nor non-important.” 

3. Lenses 

The following three lenses: Consumer Awareness, Perceived Personal Relevance, and Consumer 
Knowledge have been found in previous research to be aspects which affect consumer behavior, 

particularly, willingness to adopt new concepts. Therefore, as a way to draw on these past studies, 

all three lenses will be used to uncover African-American female consumers relate to the 

ideas and concepts of EESF and if they are relevant in their fashion consumption practices. 

3.1 Consumer Awareness 

Consumer awareness is a key contributing factor in consumer behavior and has an overall effect on 
purchasing decisions (Ishak and M. Zabil, 2012; Chartrand, 2005; Buerke et al., 2017). Awareness  is 
the foundation on which consumers can begin interaction with a product, brand, or cause, as this is the 
point where they become cognizant of the entity. As stated by authors Shen, Richards and Liu, (2013) 
“Awareness must precede adoption.” Consumers must be aware of a concept before they can decide if 
they relate enough to it to adopt its ideas and principles. For example, by choosing to purchase from a 
clothing brand who uses harmful processes in the manufacturing of their goods,  of a lack of 
awareness on the part of the consumer as opposed to a lack of consideration, could be what is being 
demonstrated. In short, the decision could simply reflect a general lack of awareness of EESF as an 
alternative to apparel made using conventional processes (Shen, Richards and Liu, 2013; Ishak and M. 
Zabil, 2012; Kang, Liu and Kim, 2013; Celsi and Olson, 1988; Chartrand, 2005; Buerke et al., 2017). 
As consumers continue to possess the ability to be essential participants in the movement towards a 
sustainable fashion industry, in order for them to become active players, they must firstly be aware of 
the concepts.  
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3.2 Perceived Personal Relevance 

Research conducted by Kang, Liu and Kim (2013) has demonstrated that relevance plays a key role in 
the behavior of consumers, particularly in regard to the levels of importance a given brand or product 
plays in their consumption routines. Kang, Liu and Kim (2013) define perceived personal relevance 
(PPR) as attributing to “an individual’s beliefs that a certain object or behaviour is associated with his/
her personal lifestyle, value and self-image.” In other words, in order for a brand, product, or concept, 
to be considered personally relevant in the lives of consumers, it must be perceived as being consistent 
with their individual values and reflect the image, and lifestyle they identify with. In order for 
“feelings of personal relevance or involvement” to be transferred to a fashion item, for example an 
item of EESF, the item must meet the consumer’s needs and values (Celsi and Olson, 1988).” In short, 
the consumer must be able to relate the item in, and to their individual lifestyle.  

3.3 Consumer knowledge 

Numerous studies have concluded that knowledge has a large influence on consumers decision making 
processes, and contributes to their willingness to adopt new concepts into their fashion purchasing 
routines (Shen, Richards and Liu, 2013; Ishak and M. Zabil, 2012; Kozar and Hiller Connell, 2013; 
Kim and Damhorst, 1998; Kang, Liu and Kim, 2013; Brosdahl and Carpenter, 2010).  

According to authors Hiller Connell and Kozar (2014), research has indicated that the availability of 
educational information assists in the knowledge development of consumers, and may be a key factor 
in increasing consumers’ engagement with consumption of EESF. In fact, studies have drawn 
conclusions that when consumers make the decision to purchase fashion items which are not 
sustainable, this behavior may be more connected to their lack of knowledge about sustainability 
issues in the fashion industry, as opposed to the assumption that they do not care or value the concept 
of sustainability as it pertains to fashion (Shen, Richards and Liu, 2013). 

Reasons as to why consumers may be lacking in knowledge when it comes to sustainability issues in 
the fashion industry are plenty, but some include: being unaware of how apparel production processes 
contribute to negative environmental and social impacts, being unaware that particular actions 
contribute to or are associated with negative environmental and social impacts, being uncertain about 
the extent to which impacts are occurring, and also simply lacking the information or guidance as to 
how to change their consumption behavior in order to make more conscious purchases (Hiller Connell 
and Kozar, 2014; Brosdahl and Carpenter, 2010) While this lack of knowledge has demonstrated 
barriers to consumers engaging in EESF consumption, studies have shown that increasing knowledge 
levels of the environmental and social impacts of clothing production can have an influence on 
consumers’ willingness to purchase sustainable fashion (Brosdahl and Carpenter, 2010; Kozar and 
Hiller Connell, 2013; Kim and Damhorst, 1998; Kang, Liu and Kim, 2013). 
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4. Approach and Method 

In this chapter, the approach to the research and the details of how the data was collected, and 
analyzed is explained.  

4.1 Research Approach  

In order to fulfill the purpose of this study, an inductive approach was used. Inductive research utilizes 
the implications found by the researcher during their review of past literature and new conducted 
studies, in order to arrive at a theory. As stated by Bryman and Bell (2015, pg. 28), “...with an 
inductive stance, theory is the outcome of research.”  The reason this method was chosen was to be 
able to begin to fill the gap in the existing literature involving African-American women and their 
engagement with EESF.  

Originally, a Likert scale was only the method chosen to be used in order to gather simple responses, 
which could then be quantifiable. However, after re-examining the approach to the research, it was 
decided that also collecting free-answer responses from respondents would elicit insightful and 
substantive responses from the respondents, which would make for richer research and levels of 
understanding. As a result of this, a qualitative orientation was chosen, and data collection in the form 
of a survey was composed with the aim of understanding respondents awareness, relevance, and 
knowledge, of “Environmentally and Ethically Sustainable Fashion” (EESF) in their lifestyles and 
fashion consumption practices.  

4.2 Data Collection Method  

Using the method of snowball sampling, which according to authors Ritch and Schröder (2012) is 
“indicative of subjective research which facilitates access to participants with similar lifestyles and 
ideology,” the survey was sent electronically via survey building website, SurveyMonkey, to a group 
of my cohorts in New York, New Jersey and Connecticut, three states which are locally referred to as 
the “Tri-state Area” because they are economically and socially linked through New York City. The 
initial participants were asked to further distribute the survey to others in their network living within 
the United States. The broadening of the respondent pool was decided upon in order for there to be a 
wider range of locations for the purpose of enabling a more appropriate overview of the fashion 
consumption routines, and levels of awareness, knowledge and relevance of EESA among consumers 
living in the United States. As a final effort to gather a higher number of respondents, a link to the 
survey was posted on my Facebook account, and was shared by friends and acquaintances to their 
cohorts.  
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4.3 Design of the Survey 

The survey was designed to be interactive, with questions appearing individually instead of in the 
traditional list format, and was given an aesthetically pleasing overall design through the use of 
SurveyMonkey. While the numerical data which was received is vital to this study, (and further 
studies), the survey itself was to be seen as more of a conversation than a tool used to simply retrieve 
quantifiable numbers. The survey consisted of a total of 30 multiple choice questions, including 24 
regular questions, and six quiz questions. Special attention was given to using friendly language in 
order to make responding to the survey easy and enjoyable.  

A description of the study and the purpose of the survey was given in the form of a disclaimer, before 
respondents began the actual survey. This description also informed them that their information would 
be strictly confidential and that their identities would remain anonymous throughout the study. It also 
let them know that participation was optional, and they were able to withdraw from responding at any 
time. This disclaimer was required for ethical reasons, but also allowed a level of  transparency to be 
maintained between the myself and the respondents about why they were being asked to complete the 
survey, and why their contribution to the study mattered. While the survey was designed to reach 
respondents of all demographics living in the United States, the group of people it was intended to 
specifically target was African-American Women. 

4.4 Content of the Survey  

After reviewing previous research and studying their survey designs and content, I discovered that 
many of them formulated their questions based on older studies (such as Kozar & Hiller Connell’s  
(2013) use of Dickson’s (1999) ‘knowledge of and concern with apparel social issues scale’), making 
the questions themselves monotonous and lacking in personality. In addition to this, much of the past 
research has been designed using only a Likert scale, “yes or no” or “true or false” options as the 
respondents choice for answering each question. As a result of this, it was decided that since I would 
be using my friends and family as the originating sample group of respondents, I wanted the questions 
and response choices to be more amiable in nature, and not just the standard grade, “consumer studies” 
types of questions which keep a distance between the researcher and the respondent. As I was known 
to all of the respondents in the originating group, it was important for me to maintain this kind of 
approachable tone to the survey. Additionally, as the survey was being passed on by my cohorts to 
their contacts, I wanted there to be a real ‘voice’ behind the survey so that this group of respondents 
could have an understanding of who I am, in order encourage participation. 

Beginning with 24 multiple choice questions, and ending with six quiz questions, the survey was 
structured based on the three aspects of consumers awareness, relevance, and knowledge of EESF. The 
first five questions were designated for gathering demographic information. All respondents were 
asked to indicate the gender and ethnicity they identify with, followed by their income and age range, 
and ending with location within the United States.  
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Under the two measures of awareness and relevance, questions were separated by theme, in order to 
make the internal analyzing process organized and logical. The purpose of each theme was explained 
to the respondents in a short statement before beginning each section. The themes were: “Shopping 
Style,” “On Your Radar,” “Where do you receive your EESF Information,” and “Environmental 
Issues other than EESF.” Below I explain each theme and the measure it was designed to study. 

4.4.1 Awareness 

In this study, awareness will play the role of discovering how engaged the respondents are with the 
existence and idea of EESF. 

Shopping Style 
Questions six through 11 were aimed at learning more about the respondents shopping behavior. These 
were chosen as the first set of questions in order to start the survey off in an approachable and friendly 
way. The questions sought to discover respondents tastes, preferences, and routines when shopping for 
clothing, in order to build a picture of their behavior as consumers in the United States, but also to see 
how their behaviors were similar and different from each other based on ethnicity.  

On Your Radar 
This section consisted of questions 12 through 15, which asked respondents to indicate an estimated 
range of how many EESF brands they were familiar with, as well as how many NGOs, dealing with 
environmental and ethical issues they have come across. These questions were designed to see if there 
was a general sense of awareness among the respondents, and if that awareness translated into 
engagement and interaction with companies and organizations promoting and encouraging 
sustainability measures in the fashion industry.  

4.4.2 Relevance 

According to Kang, Liu and Kim (2013) when a consumer considers an issue relevant to themselves, 
their involvement with the issue tends to increase. Therefore, perceived personal relevance  (PPR) 
plays an important role in this study because it aims to help uncover if the concepts and ideas of EESF 
are relevant in the lives of the respondents, and to see if inferences can be drawn about the relevance 
of EESF in the lifestyle and fashion consumption practices of African-American female consumers. 

Where Do You Receive Your EESF Information? 

The remaining eight questions were designed to discover if the respondents found EESF and various 
issues surrounding the phenomena to be personally relevant to them. Questions 16 through 18 covered 
respondents usage and engagement with social media outlets, and fashion marketing. These questions 
were used in order to gain an understanding of how respondents are interacting with clothing brands in 
general, and to see if they were being specifically targeted by EESF brands through pop up 
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advertisements on their social media accounts. Question 19 was particularly important to the study as 

it aimed to uncover how respondents ethnic identity is involved with their consumption of fashion.  

Environmental Issues Other Than ESSF 
The last five questions, questions 20 through 24, asked respondents about their reactions to unethical 
practices by clothing brands they frequently patronize, and what kinds of environmental issues, other 
than those pertaining to fashion, did they find important in their lives. These questions would assist in 
demonstrating what role issues of sustainability in their consumption of fashion played in their 
consumer behavior. In other words, was it relevant in their routines, and was it more or less relevant 
than other pertinent issues such as personal safety, human rights, and education?  

In the qualitative survey process, questions are developed in a way as to encourage the respondent to 
highlight what they see as relevant and important (Bryman and Bell, 2015, pg. 480). As a large part of 
the way the survey was designed to elicit responses which the respondents felt best represented their 
thoughts, a space for “additional comments” was included in each of these 24 questions. This 
approach was taken in order for respondents to have the ability to state their thoughts and opinions, in 
their own words, using their own “language.” Throughout the findings and discussion section, I will 
use several comments left by various respondents in order to provide a “voice” to what the survey has 
revealed.  

4.4.3 Knowledge 

The role that consumer knowledge plays to this study is a way to measure how engaged respondents 
are with the environmental and ethical issues surrounding clothing production, in order to analyze if 
their level of knowledge relates to their level of engagement with EESF.  

 Quiz 
The last six survey questions, 25 through 30, were created in order to provide some insight insight into 
respondents actual knowledge about environmental and social issues resulting from the production and 
manufacturing of clothing. The quiz format also provided some variation for the respondents. The 
questions were formed using reports from two organizations, the Ellen MacArthur Foundation and the 
Clean Clothes Campaign, in order to have a balance between questions pertaining to environmental 
aspects, and questions pertaining to social aspects. After the quiz was completed, respondents were 
provided their scores as well as the correct answers to each question. The purpose for providing their 
quiz scores and correct answers to the questions, was to encourage further interest in these issues 
which could possibly inspire further knowledge enhancement.   
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4.5 Target Group 

As stated in the theoretical framework, African-American women as a consumer demographic have 
not been singled-out in studies which discuss how American consumers relate to and engage with 
EESF. As the goal with of this study is to be able to fill this gap, African-American women are the 
main focus of the survey. Previous studies have been dedicated to generalizing consumers in the 
United States, or have mainly focused on the young, university student demographic (such as Kim and 
Damhorst 1998 study, and Kozar, Hiller and Connell 2013 study), especially in regards to consumer 
behavior in relation to EESF. As a result of this, inferences about many other demographic groups (i.e 
the elderly, Hispanic men and women, disabled citizens) have been left out of studies, and valuable 
information about their consumer behavior has been missed by the research community.  

4.6 Data Analysis Method 

Each of the 50 surveys which were returned were initially reviewed to check for levels of completion. 
Those surveys which were not complete, were removed from the pool of surveys. Once the unusable 
surveys were removed, each of the remaining surveys was analyzed for demographic information 
including, gender identity, ethnicity, location, age range and income range. Each of these categories 
were carefully transcribed in an excel sheet in order to keep organization and clarity. After the 
demographic data was transcribed, each survey was once again reviewed to document each 
respondents answers according to their gender identity and ethnicity. They were broken down into the 
five categories of identities which received responses, those being: “African-American female,” 
“African-American male,” “Caucasian female,” “Caucasian male,” “Hispanic female,” and “Asian 
female.” The vehicle used to electronically send the survey, SurveyMonkey, provided numerical data 
for the total amount of responses each answer option received per question, and this information was 
also noted in a separate document and was cross referenced with answers chosen by the African-
American female respondents.  

The respondents who identified as “Black or African-American” as well as “female,” “cis woman,” or 
“woman” were separated from the entire respondent pool to be analyzed. Starting with the 
documentation of each respondents location, a spreadsheet was made in order to calculate how many 
people were located in each indicated state. The purpose of this was not only to see which states the 
survey reached, but to see where the largest amount of respondents were located. Following this, each 
survey was reviewed, documenting how many respondents chose each answer option for questions 6 
through 24. Upon completion of this, these numbers were converted to percentages which were 
compared to the entire respondent group.  

The analysis process for the quiz, questions 25 through 30, required that the “correct” and “incorrect” 
answers be separated and compiled. In an excel sheet, the answers were transcribed according to the 
same identities as previously mentioned. The reason for focusing on “correct” or “incorrect” answers, 
versus which specific answer each respondent picked, was to assess overall knowledge levels, and not 
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the knowledge of the specific issue which was being addressed in each question. After the number of 
respondents who chose “correct” or “incorrect” for each quiz question was computed, those numbers 
were converted to percentages. Once again the surveys collected from African-American female 
respondents were recorded separately in order for the data to be cross referenced with the entire 
respondent pool.  

5. Results of the Survey  

A total of 50 surveys were completed and sent back, with 46 of them being usable due to missing, 
necessary demographic information. Here I will provide a verbal account of the results. For full 
accounts of the data, refer to the appendix. 

Gender Identity: 

Of those 46 usable surveys, broken down by “gender identity,” 36 responses (78.2%), constituted the 
“female” gender with (32) people identifying themselves as “female,” (3) people identifying 
themselves as “Woman” and (1) respondent identifying themselves as a “Cis woman.” The reason 
respondents were allowed to identify themselves in their own words was to be inclusive and 
representative of the diversity in gender identities within the United States. However, for the purpose 
of this study, respondents who identified with these 3 labels were quantified as “Female.” A total of (9) 
respondents (19.5%) identified as “Male.” One respondent identified as “Non-binary.” This 
respondent’s data will be used when analyzing the entire pool of respondents as American consumers, 
but not in findings relating to “Female” or “Male self-identified individuals.  

Ethnicity: 

The answer options for identifying ethnicity followed the terms used by the United States Census. The 
breakdown in respondents ethnicities were, (25) “Black or African American” (54.35%),  (16) “White 
or Caucasian” (34.78%), (4) “Asian or Asian American” (8.70%) as and (1) “Hispanic or 
Latino” (2.17%).  An option which allowed respondents to identify themselves was provided, however 
no one chose this option.  

Age: 

Respondents ages ranges from 18 to 75 years old, with 50% falling in the range of 25-34. 

Location: 

While surveys were received from respondents living in a total of 14 locations within the United 
States, the majority of respondents, (16) were located in New York (34.78%), followed by (8) located 
in New Jersey (17.39%), and (5) located in Connecticut (10.8%). Other locations included Maryland 
(3), Pennsylvania (1), Georgia (2), Virginia (2), Montanta (1), California (1), Minnesota (1), Ohio (1), 
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Massettutes (1), and Washing D.C. having the most respondents outside of the Tri-State area with a 
total of (5).  

African American Women: 

Out of the 46 usable surveys, 19 of those responses were from African-American women. The 
majority live in New York (7), followed by Connecticut (3) and New Jersey (2). Other locations 
included, Pennsylvania (1), Georgia (1), Virginia (2), Washington D.C. (1), Massachusetts (1) and 
Maryland (1).  

5.1 Awareness of EESF 

In order for a clear picture to be made of both groups, and for analysis and discussion to be easier to 
follow, the findings for each theme will be organized with the data from the entire respondent pool 
being provided first, followed by the findings of the African-American female respondents, which have 
been delineated from the entire respondent pool.  

As stated previously, the questions centered around respondents awareness of EESF were designed to 
find out about shopping habits and familiarity with EESF in order to make generalizations about 
American consumer behavior, and to see what similarities and differences the African-American 
women who responded shared with the entire respondent pool. The findings are broken down by 
theme to provide clarity. 

Entire respondent pool: Shopping Style 

With question six, respondents were asked to choose what kind of shoppers they were, and the most 
popular response was “Seeks out bargains, promotional offers, and deals on the internet” with 17 
people (38.64%) choosing that option, followed by “Tries to avoid shopping and really only do it when 
I need replacement items,” which had 15 responses (34.09%).  Out of the total pool of respondents, 
only 1 (2.27%) stated that they “Care about human rights, so I try to buy from ethical/local fashion 
brands.” Question seven asked the respondents to choose what was most important to them when 
making a decision to purchase and item, and 18 (40%) responded that “the style matches my look,” 
was most important, however quality (24.44%) and price (22.22%) also had an effect on their decision 
making process. Over half of the respondents (65.22%) preferred “visiting stores” as their mode of 
shopping, with (44.44%) responding that they “shop equally in boutiques and big chain stores,” and 
(50%) only purchased clothing “seasonally.” When asked about their price range for a pair of jeans, 
40-60 USD was the top preference with (36.66%), with 70-90 USD not far behind at (27.27%).  
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African-American Women: Shopping Style 

When asked to choose how they would describe themselves as shoppers, an equal amount of 
respondents (5 each) chose the three descriptions of, “Seeks out bargains, promotional offers, and 
deals on the internet,” “Wants to stand out from the crowd, so I shop for unique items,” and “Tries to 
avoid shopping and really only do it when I need replacement items.” None of the respondents chose 
the option stating that they “try to buy ethical or local fashion brands.” Their preferred mode of 
shopping is “visiting stores” (63.15%), they shop more at “big chain stores than boutiques”, and just 
about half of the respondents stated that they only shopped “seasonally.” Quality, style, and price were 
found to be top factors in their decision to buy an item of clothing, with, “quality will last a long time” 
having (7) responses, “style matches my look,” having (6) responses, and “price fits my budget,” 
having (4) responses. 9 out of the 19 respondents stated that their budget for a pair of jeans was 40-60 
USD.  

Entire Respondent Pool: On Your Radar 

When asked if they understood what “Sustainable Fashion” was, 64% of respondents said that they 
“agreed” with the statement, 18% said that they “strongly agreed” with the statement, and 11% stated 
that they “neither agree nor disagree” with the statement. Only 2 respondents from the entire pool 
stated that they “strongly disagreed” with the statement. In terms of the amount of EESF brands 
respondents were familiar with, the choice of 1-3 received the most responses (58%), and the “0” 
category received the second highest amount of responses (26.67%). When it came to Environmental 
NGOs they were familiar with, respondents were asked to indicate all the options that applied and 
Greenpeace was the organization known by the majority of respondents (74%). The respondents were 
not as familiar with NGOs working with ethical issues in the fashion context, as the “none of the 
above” option was the most chosen answer (48%). 

African-American Women: On Your Radar 

Out of the 19 African-American women who responded to the survey, 12 (63.1%) “agreed” that they 
understood what “Sustainable Fashion” was, and the second highest amount of respondents, 4 (21%) 
indicated that they “strongly agreed.” 52.6% of respondents stated that they had come across 1-3 
EESF brands, while 36.8% stated that they had not come across any ESSF brands. Lastly, when asked 
about which environmental NGOs they were familiar with, 12 out of the 19 respondents also chose 
Greenpeace, and 6 out of the 19 responded that they knew “none of the above.” Over half of the 
respondents (57.9%) were not familiar with any of the NGOs working with ethical issues that were 
listed on the survey, however the organization they were most familiar with was Fairtrade 
International (36.8%). 
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5.2 Perceived Personal Relevance of EESF  

The “perceived personal relevance” questions were designed to discover if EESF is relevant in the 
lifestyles and fashion consumption practices of the respondents. They also aimed to discover how 
image and identity affect their consumer behavior in order to discover if these elements bear any 
measure on if they relate to the concepts of EESF.  

Entire Respondent Pool: Where Do You Receive Your EESF Information? 

When finding new fashion brands, 42.22% of respondents stated they find them using “social media,” 
and 33.33% stated they find new brands through “family and friends.”  In terms of EESF ads popping 
up on their social media feeds, the highest response was “Never” at 41.30%. Respondents mostly 
stated (28.26%) that “clothing brands that use models, celebrities, or public figures who look like me 
in their ads grab my attention more than ads that do not,” and that their ethnicity affects their fashion 
choices mainly based on “style (75%).”  

African-American Women: Where Do You Receive Your EESF Information? 

31.5% of the African-American women respondents stated that they heard about new brands via 
“social media,” with “friends and family” and “magazines” being the next most chosen options at 
26.3% each. Similar to the entire respondent pool, when asked how often EESF ads appeared on their 
social media feeds, the highest number of respondents (57.9%) stated “never.” 84.2% of the 
respondents chose the “style” of their fashion choices as being most affected by their ethnicity. In 
terms of if clothing brands using “models, celebrities, or public figures” who looked like them in their 
ads grabbed their attention more than those that do not, the highest number of respondents (9) stated 
that these ads “always” grabbed their attention. 

Entire Respondent Pool: Environmental Issues Other Than ESSF 

Respondents were asked to choose an option that would best describe what they would do in the event 
that they discovered a brand they purchase from was using child labour, and more than half (65.91%) 
stated that they would “stop buying from them immediately.” When asked about why they would not 
buy an item of EESF half (50%) responded that the item being “too expensive for my budget,” as the 
main reason they would not purchase it, with the second most chosen option (39.09%) being “There 
are no sustainable apparel brands where I regularly shop.” “Newspapers” (56.82%), “family and 
friends” (45.45%), “websites” (40.91%) and “social media” (36.36%) were the top 4 reported outlets 
where respondents received their information about environmental and ethical impacts of clothing 
production. The last 2 questions were used to find out how important respondents felt EESF was in 
comparison to other issues they may encounter in their everyday lives. Starting with which products 
other than clothing did respondents desire to have low environmental and ethical impacts, “food 
products” was most chosen (43.48%), followed by “none of the above are important to me” at 
(19.57%). Lastly, a question about which social issues did respondents find more important than 
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environmental concerns connected to clothing was asked, and “human rights” (92.11%), “race 
relations” (64.44%) and “personal safety” (57.78%) were the top three chosen.  

African-American Women: Environmental Issues Other Than ESSF 

Nine (47.4%) out of the 19 respondents stated that they would stop buying from a company 
“immediately” if they were reported for using child labour. As with the overall respondent group they 
chose “newspapers” (42.1%), “family and friends” (36.8%), “websites” (36.8%) and “social 
media” (26.3%) as the top places where they received their information about environmental and 
ethical impacts of clothing production. Notably, when asked about why they would not buy and item 
of EESF, (42.1%), the highest number of respondents, stated that “there are no sustainable apparel 
brands where I regularly shop.” The remaining 3 answer choices had the same amount of responses, 
(6) each. The product which was most desired to have low environmental and ethical impacts were 
“beauty and hair care products” with (31.6%) of respondents choosing this option, followed by “food 
products” and “none of the above,” both at 26.3%. As for the social issues which the respondents 
found more important than environmental concerns connected with fashion, “human rights” (89.4%), 
“personal safety” (63.1%) and “race relations” (57.9%) were the three most important. 

5.3 Knowledge of EESF Concepts 

The quiz questions aimed discover respondents levels of knowledge about environmental and ethical 
impacts of clothing production in order to evaluate how conscious respondents were about the 
concepts of EESF.  

For the entire respondent pool, the quiz had a average score of 56% and for the African-American 
female respondents, the average score was 55%.  
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6. Data Analysis and Discussion  

The following section analyzes the findings of the survey to make inferences about the respondents’ 
levels of awareness, relevance, and knowledge about EESF in order to discover how EESF factors into 
their fashion consumption practices. The analysis is sorted by each lens and theme covered in the 
survey, and are organized to provide overviews of both the entire respondent pool and the African-
American female respondents, in order to link the similarities and differences both respondent pools 
back to the theory and to make inferences about African-American female consumers’ relationship 
with EESF. 

6.1 Awareness of EESF 

Entire Respondent Pool: Shopping Style 

The most popular response among the entire respondent group when asked to describe their shopping 
style was, “seeks out bargains, promotional offers, and deals on the internet.” This statement 
correlates with findings in the literature about United States’ consumer culture being price sensitive 
and dominated by “discount shoppers” who frequently purchase goods from discount companies such 
as Amazon, Wal-Mart and Target (The Nielsen Company, 2016). However, they also stated that they 
shop “seasonally” and purchased new fashion items only for “special occasions,” or when they need 
to “replace items,” and that “visiting stores,” was their preferred mode of shopping. All of these 
responses contradict what was found in the literature about American consumer behavior, as these 
responses indicate that the respondents are not shopping as frequently as past research suggests, and 
that their need to actually see and feel what they are purchasing by visiting stores outweighs the 
phenomena of online shopping. Quality, style, and fit were found to be important parts of their 
decision-making process, sometimes even more so than price, which were also found to be important 
elements in previous studies (McNeill and Moore, 2015; Shen, Richards and Liu, 2013). Respondent 
number 12, for example, said, “I'd spend more if it's a real good fit.” In fact, many of the comments 
regarding how respondents would describe their shopping style, actually described their personal style, 
with respondent number 40 stating, “Classic but with a contemporary element,” and respondent 
number 23 stating, “While I seek out bargains, I also shop for unique items that I feel fit my 
personality and style.” All of these findings may be displaying that American consumers are becoming 
more conscious about their clothing consumption as well as the kinds of clothing which they consume.   

African-American Women: Shopping Style 

Consistent with the theory and literature review on African-American female consumer behavior, 
respondents chose “seeks out bargains, promotional offers and deals on the internet,” to describe their 
shopping style, however it was also stated that they wanted to “stand out from the crowd” by shopping 
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for unique pieces. Both of these findings are consistent with past research on African-American female 
consumer behavior particularly dealing with their desire to use their style to make a statement 
(Gardyn, 2018). One respondent (#15) commented, “I am always seeking fashion styles that are 
unique but are trendy.” However, according to the literature African-American women spend the most 
amount of money on clothing than any other demographic in the United States, therefore respondents 
choosing answer options “avoiding shopping” and shopping “seasonally” differs from the information 
gathered in the literature review, aside from the study by Liedtke and Bug (2015). Consistent with the 
overall respondent group, “fit” was an important element in their fashion choices, again, sometimes 
more so than “price,” which was consistent with findings in previous research which stated that 
African-American women will pay higher prices for clothing if the style, quality and fit reflects their 
needs (Pittman, 2012). When asked about her shopping style one respondent (#18) commented, “If I 
like and want the item and it fits well, I will buy it...it may be $5 or $200.”  

Quality was noted as being the most important element which was also consistent with the literature 
(Pittman, 2012). According to one respondent (#15), “Quality is very important.” This may also 
demonstrate that African-American female consumers in this study, are looking for fashion items 
which will last a long time.  Preferring quality also links to their preferred mode of shopping which 
most noted as being “visiting stores,” mainly those that are considered “big chains.” Shopping in a 
physical store provides them with the opportunity to be up close and personal with their fashion items, 
 and for example, check for quality, making the experience more personal than shopping online. The 
literature found that African-American female consumers do use the internet as part of their shopping 
experience, however these findings show that brick and mortar stores are their top pick. One 
respondent (#15) commented, “I like to physically see what I am purchasing.” 

Notably, only 1 out of the entire pool of respondents chose the option of “Cares about human rights, 
so I try to buy from ethical/local fashion brands,” which connects back to the literature displaying that 
in the United States there are some barriers to the widespread consumption of EESF (Shen, Richards 
and Liu, 2013).  

Entire Respondent Pool: On Your Radar 

The general pool of respondents stated that they “agreed” with the statement “I understand what 
Sustainable Fashion is.” As a group they claimed to know between 1 and 3 brands which use                                                                                                                                                                                                                                                                                                                                               
“Environmentally and/or Ethically Sustainable Practices,” however the second most popular answer 
chosen for this question was zero. Greenpeace was the most chosen NGO working with environmental 
issues, however almost 20% of respondents stated that they did not know any on the list provided. 
When it came to NGOs working with ethical issues, the most popular response was “none of the 
above.” The low level awareness of most of these NGOs could be due to them being seen as “fashion 
related.” One respondent (#13) made the comment, “I know many nonprofits in the environmental 
space, but not in the area of textiles.” These findings display that American consumers are familiar 
with the existence of EESF, due to their knowledge of EESF brands, however, it also displays that 
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other environmental and social issues, aside from those relating to fashion, is where most of their 
familiarity environmental and social issues lies.  

African-American Women: On Your Radar 

Similar to the entire respondent group, the African-American women responded that they “agreed” 
with understanding what Sustainable Fashion is, and that they were aware of 1 to 3 EESF brands, with 
zero receiving the second highest number of responses. Greenpeace received the highest number of 
respondents stating that they were familiar with it, however most of the respondents were not familiar 
with any of the listed NGOs working with ethical issues, besides Fairtrade International and Made-
by, which may be consistent with the inference made about the entire respondent pool, that they are 
more familiar with organizations that are non fashion related. One respondent (#8) stated, “ [I am] 
knowledgeable of the word "sustainable" in other contexts more than fashion.” These findings display 
that while African-American women are aware of EESF, their engagement with environmental and 
social issues pertaining to fashion, similar to the entire respondent group, is not strong. 

6.2 Perceived Personal Relevance of EESF 

Entire Respondent pool: Where Do You Receive Your EESF Information? 

The entire respondent pool as well as the African-American women stated that they found new brands 
through the use of “social media,” however both groups also stated that ads for EESF “never” showed 
up on their social media accounts. This finding was consistent with the earlier statement by both 
groups that they did not know many EESF brands or NGOs, for if they are finding new fashion brands 
on their social media accounts, EESF brands not appearing may be an indication as for why they only 
knew a few EESF brands. Since consumers are tracked by the websites they have previously visited, 
this lack of EESF ads appearing on their social media accounts may suggest that they are not actively 
visiting websites of EESF brands, or organizations which deal with environmental and ethical issues in 
clothing production. This could be do to EESF products not being seen as desirable in the eyes of 
American consumers, possibly due to issues such as styles not matching with the style of consumers, 
or EESF brands only being seen as geared towards a niche set of “environmentally and socially” 
conscious consumers (Anaya, 2010, Kozar and Hiller Connell, 2012). It could also be inferred that 
EESF brands are not reaching consumers, possibly due to their marketing methods not being relevant 
in the fashion consumption practices of the respondents. 

African-American Women: Where Do You Receive Your EESF Information? 

When it comes to the correlation between ethnic identity and fashion choices, over half of the African-
American women responded that “style” was the strongest link, which is one of the most common 
aspect of their consumer behavior, culture and identity found in the literature. However, “brands” was 
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also a popular choice as  some consumers have particular needs and requirements which may not fit 
into the most common mass-market sizes and shapes of garments, therefore they often purchase from 
the same brands, which correlates to the aspect of  brand loyalty which was found as another common 
aspect of African-American female consumer behavior (The Nielsen Company, 2017). Respondent 
number 8 left the comment stating, “ I am fairly aware of brands that cater to my body type, which is 
partly due to my genetics.” 

None of the African-American women chose “television” as a way they find out about new brands, 
which suggests that the importance of television in much of the literature may not necessarily apply to 
their behavior as fashion consumers. This suggests that information regarding how they incorporate 
television into their consumption of clothing needs to be revisited and updated, as with the rise of 
other media outlets available to consumers today, television may be seen as outdated and not a main 
source of fashion inspiration. “Family and friends” and “magazines” were chosen as other ways they 
found out about new brands, and 47.4%  also responded that they “always” pay more attention to 
fashion ads featuring people who share the same ethnicity as them versus those that do not. These 
statements directly link back to statements made in the theory which noted that African-American 
women find ad with feature other African-American women more relevant to them  (The Nielsen 
Company, 2017). They also ranked “television programs about related issues” very low on their list of 
choices for where they find their information regarding environmental and ethical issues in clothing 
production. However, “on clothing labels or hangtags,” did receive some responses, which displays 
that African-American women are engaging with the clothing they are purchasing by actively seeking 
information. Only two respondents stated that they received any of their information on the issues 
from “school or university” programs, which could factor in to why there are no studies about African-
American female consumers relationship of EESF. Inferences can also be made from this statement 
which correlates to the relevance of environmental and social issue as they pertain to fashion, in the 
lifestyle of African-American women. The concept of “perceived personal relevance” states that in 
order for relevance to occur, “an individual’s beliefs that a certain object or behavior is associated with 
his/her lifestyle, value and self-image,” must be present (Kang, Liu and Kim, 2013).” Therefore, in 
order for African-American women to find environmental and social issues in a fashion context to 
evokes “feelings of personal relevance or importance,” it must bear some significance in their lifestyle 
(Celsi and Olson, 1988). The lack of African-American women currently or previously enrolled in 
educational programs which focus on sustainability in a fashion context, may display that the issue is 
not yet relevant enough in their lifestyle to warrant this level of importance.  

Entire Respondent Pool: Environmental Issues Other than EESF 

The total respondent pool stated that the main reason they would not buy an item of EESF was if it 
was “too expensive for their budget.” This connects back to earlier questions and responses where 
price was a indicated a large factor of their fashion choices, for example, the largest amount of 
respondents only wanted to spend between “40 and 60 USD” on a pair of jeans. However in other 
instances respondents claimed that they would consider other elements over “price.” When it comes to 

�28



EESF, price seems to be the deciding factor which refers back to the literature, where high prices tend 
to be the reason why most consumers do not purchase EESF (Shen, Richards, and Liu, 2013). This 
thinking is also consistent with respondents’ views on environmental issues other than those connected 
to fashion. Similarly, both groups chose “human rights” as being the most important issue to them 
other than environmental concerns connected with fashion. It is no surprise that the option of “my food 
products [being] organic” was chosen as the top choice when respondents were asked about which 
environmental issue other than EESF were most important to them. The food movement has been at 
the forefront of the sustainability movement for decades, and it appears that respondents found it more 
relevant in their lives than EESF, as only one respondent chose “my clothing being organic,” as their 
option. These findings highlight how American consumers have different opinions and views of 
sustainability, depending on the product or industry, and it also displays the low level of importance 
that sustainability in a fashion context bears in their consumption of sustainable goods.  

Even though they previously were found to not be very familiar with NGOs working with ethical 
causes, both groups agreed that they would stop buying from a brand “immediately” if the brand was 
reported for using child labor. From this finding it can be inferred that ethical issues do play a role in 
the consumer behavior of the entire respondent pool and that ethical issues in a fashion context, have 
some relevance in the lives of American consumers. However, respondents indicated the need for 
greater need for information from brands as well as educational institutions. One respondent (#12) 
from the entire pool stated: 

That is my ideal honest reply. However I feel there is not enough reporting out there unless there's 
a scandal. It is not heavily reported about unless one would take the time to really look into it. 
Honestly I never researched if the brands I usually buy from support child labor.  

African-American Women: Environmental Issues Other than EESF 

Similar to the entire respondent pool, the African-American women largely stated that they would stop 
buying from a brand “immediately” if the brand was reported for using child labor. They indicated the 
greater need for education about these issues in order to make informed decisions, with one 
respondent (#8) stating, “I want to say I'd stop 100% but I am not well educated enough on alternative 
options for some items (i.e. shoes, I wear size 11).” So while the intention to consider ethical issues in 
their fashion consumption does exist, the need for information could be a barrier to why the entire 
respondent group of African-American women did not claim that they would stop buying immediately. 
This also correlates to the theory covering American consumers exposure and knowledge of EESF, 
which stated that a lack of both elements could be a barrier to consumers adopting sustainability into 
their clothing consumption, and that by not choosing an environmentally or socially beneficial option 
may have less to do with how much they care about these issues, and more to do with how much they 
know about these issues (Shen, Richards and Liu, 2013; Kozar and Hiller Connell, 2012; Hiller 
Connell and Kozar, 2014). 
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The most interesting finding from the pool of African-American female respondents was their reason 
for not buying an item of EESF was discovered to be that there were “no EESF brands where [they] 
regularly shop.” The reason why this finding was  the most interesting is because it infers that if EESF 
items were available to African-American women in their regular places of consumption, they might 
be inclined to purchase them. This response was the most chosen response, over other barriers such as 
“price” and “style,” which displays that the issue of availability may actually be the main barrier to 
African-American female consumers actively purchasing from EESF brands. Therefore it can be 
suggested that EESF could be relevant to them, if it were more accessible. It is also interesting because 
it displays that EESF brands are not reaching this segment of consumers in ways that are relevant to 
them, that being their regular shopping places, and that research and studies conducted on locations 
where African-American women shop, could be a way for EESF brands to reach them in ways that are 
relevant in their lifestyles. The fact that most of these women do not encounter shops that sell EESF 
could have an influence on their level of awareness, since they are not encountering EESF brands 
during their regular shopping habits, they may not think to look for them. Respondent number 38 
stated, “I've never looked for them. But I will now. I went to a factory that colors clothing last summer 
and they spoke about how bad the chemicals are for the environment.” 

However, the African-American women chose “my beauty and haircare products [being] made with 
organic ingredients,” as being most important to them in terms of their concern for environmental and 
social issues in relation to the goods they buy. While this finding is consistent with previous 
information found in the literature about beauty and haircare products being a large part of their 
consumer routines, it can also be inferred that environmental and social issues as they pertain to 
beauty and haircare products are more relevant in the lifestyle and consumption patterns of African-
American women than environmental and social issues as they pertain to fashion, as only one 
respondent chose their “clothing be made from organic materials” as being most important to them. 

6.3 Knowledge of EESF Concepts 

Most respondents from both groups answered each quiz question correctly, and both answered the 
same question incorrectly. This implies that the knowledge of environmental and ethical issues in 
clothing production is fairly even among both American consumers and African-American female 
consumers. These findings display that as a whole, American consumers are encountering information 
about environmental and social issues as they pertain to fashion, however due to the limit in the 
amount of questions, and the fact that they were multiple choice, inferences can only be made about 
how deep their actual level of knowledge is. Many respondents left comments at the end of the quiz, 
stating that they intended to increase their knowledge with further research, which displays that they 
do desire to learn more about these issues, which may influence them to be more aware of 
sustainability in terms of their fashion choices, and possibly incorporate it into their consumption 
practices. These findings also correlate with the theory about consumer knowledge and the importance 
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it plays in the willingness of consumers to adopt new concepts into their consumption practices (Shen, 
Richards and Liu, 2013; Ishak and M. Zabil, 2012; Kozar and Hiller Connell, 2013; Kim and 
Damhorst, 1998; Kang, Liu and Kim, 2013; Brosdahl and Carpenter, 2010). Three African-American 
female respondents shared these comments: 

I'm going to go research environmentally and ethically sustainable clothing brands.- (#38) 

Great study! If more people knew the information, different purchasing decisions might be made.- (#18) 

Just taking this survey will make me more aware of my apparel buying habits.-(#8) 

7. Summary 

The purpose of this study is to investigate the relationship between American consumers and 
“Environmentally and Ethically Sustainable Fashion” (EESF), with a specific focus on African-
American female consumers in order to discover how relevant EESF is in their lifestyles and fashion 
consumption practices.  By using the three lenses of consumer awareness, perceived personal 
relevance, and consumer knowledge suggested by previous related research, inferences have been 
made about the relationship between American consumer society as a whole, and have singled out 
African-American female consumers as a segment of American consumers which warrant attention 
and scientific information regarding their relationship with EESF, due to their importance and 
contribution to fashion consumption in the United States.  Additionally, the study set out to investigate 
if African-American female consumers are being overlooked in the discourse surrounding EESF. 

Two research questions served the investigation: 

RQ1: Are African-American female consumers aware of and knowledgeable about ”Environmentally 
and Ethically Sustainable Fashion” (EESF), and is it relevant in their lifestyle and fashion 
consumption practices? 

RQ2: Are African-American female consumers being overlooked in the discourse and happenings 
connected with  EESF? 

With reference to the first research question, the survey and analysis conducted suggest that African-
American female consumers demonstrate awareness of sustainability issues in relation to fashion 
through their familiarity with EESF brands. However, their lack of awareness of organizations and 
NGOs which deal with issues of sustainability in the fashion industry suggests that they may not be 
actively engaging with information outlets providing particulars about environmental and social issues 
as they pertain to fashion, and that the level of awareness which they do possess, may not be 
translating into their fashion consumption routines. So, while EESF is “on their radar,” the findings 
display that EESF is not their main concern when shopping for clothing.   
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African-American female consumers displayed that they do have a level of concern for environmental 
and ethical issues as they pertain to fashion however, factors such as the lack of access and availability 
of ESSF,  the need for further education, and their environmental and ethical concerns of other 
products besides clothing being more important in their consumer practices, could all be barriers to the 
relevance of EESF in their lifestyles and fashion consumption. These findings suggest that African-
American female consumers may not be actively involving the concepts of environmental and ethical 
sustainability in their clothing consumption, which according to past research, is a prerequisite needed 
in order for the EESF to become relevant in their behavior as fashion consumers (Celsi and Olson, 
1988). Therefore, it can be suggested that EESF is not relevant in their lifestyles or fashion 
consumption routines. However, as per the findings, their active involvement of environmental and 
social issues in their fashion consumption practices may have more to do with the availability and 
access to EESF brands, than to a lack of concern about these issues.  

African-American women in particular, stated the desire to learn more about the issues. Consistent 
with the findings in the Perceived Personal Relevance, they are more informed about environmental 
and ethical issues in other contexts besides fashion, however, they do desire to be better informed 
about these issues in relation to clothing. Their knowledge levels suggest that they possess awareness 
of EESF, however through their own statements and comments made in the survey, they desire to 
attain higher levels of knowledge about EESF and the concepts surrounding the phenomena.  

All three of these findings lead to the conclusion, that as fashion consumers, African-American 
women, as far as this small sample indicates, are aware and knowledgeable about EESF, however, it is 
not currently relevant in their lifestyles or fashion consumption practices. 

The lack of information and research which has singled out African-American women and their 
relationship to EESF suggests that this group of consumers are being overlooked in the discourse 
surrounding EESF. As no previous studies have been conducted about this relationship, the findings 
and analysis aimed to provide a basis for future research and studies to work from.  

8. Managerial Implications 

The findings of this study, first and foremost can be helpful to the scientific community as it provides 
a foundation on which research concerning African-American women and their relationship to EESF 
can begin. As stated in the introduction, attention should be paid to this segment of consumers as they 
are active participants in fashion consumption, and can be vital to the enhancement of the sustainable 
fashion movement.  

The findings are also important for EESF brands to begin to attain a better understanding of  African-
American female consumers, in order to be able to market to them, target them, and reach them in 
ways which are relevant to them. Conclusions drawn from the literature review, survey and analysis 
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demonstrate that African-American women have a unique relationship to the clothing items they 
purchase. Therefore understanding this relationship can help EESF brands be more inclusive of this 
demographic in their marketing and and outreach strategies  

These finding may also imply that research into other demographics such as Hispanic men and 
women, the elderly, the disabled, needs to be conducted to investigate their levels of awareness, 
relevance, and knowledge in regards to EESF in order to possibly increase consumer inclusion and 
participation in the sustainable fashion movement.  

9. Further Research 
While this study acts as a starting off point in the understanding of African-American female 
consumers and their relationship to EESF, further research could  investigate how the relationship can 
be enhanced. As this study was qualitative in design in order to receive richer information from survey 
respondents, further studies should incorporate larger pools of respondents in order for the findings to 
be made generalizable. Additionally, as stated before, further research should be conducted on other 
demographics of consumers living with in the United States.  
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12. Appendix 2 

Q6  
If I were to pick from the below, I would describe myself as the type of shopper who 

Q7 
Out of the following options, which would you say is most important in your decision to buy 
an item from a given brand 

ANSWER CHOICES RESPONSES

Seeks out bargains, promotional offers, and deals on the internet 
(1)

26.3% 5

Wants to stand out from the crowd, so I shop for unique items (2) 26.3% 5

Buys items that are similar in style to friends and shop where they 
shop (3)

10.5% 2

Tries to avoid shopping and really only do it when I need 
replacement items (4)

26.3% 5

Cares about human rights, so I try to buy from ethical/local fashion 
brands (5)

0% 0

ANSWER CHOICES RESPONSES

The price fits my budget 21% 4

The style matches my look 31.5% 6

The quality will last a long time 36.8% 7

I’ve bought from the brand before 10.5% 2

The brand was recommended to me by a friend or family member 0% 0
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Q8 
My most preferred mode of shopping is 

Q9 
How often would you say that you purchase clothing? 

Q10 What would you say is your price budget for a pair of jeans 

ANSWER CHOICES RESPONSES

Online shopping 36.8% 7

Visiting Stores 63.1% 12

Ordering through catalogues 5.2% 1

Visiting and ordering at apparel trade shows and fairs 0% 0

ANSWER CHOICES RESPONSES

Weekly 5.2% 1

Every 2 weeks 15.8% 3

Once a month 21% 4

Seasonally 47.4% 9

I only purchase new clothing for special occasions 10.5% 2

ANSWER CHOICES RESPONSES

$10-$30 15.8% 3

$40-$60 47.4% 9

$70-$90 15.8% 3

$100-$150 21% 4

I don't wear jeans 0% 0
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Q11 
Would you say that shopping in boutiques which sell smaller brands is more your style than 
shopping in big chains stores? 

Q12 
I understand what Sustainable Fashion is 

ANSWER CHOICES RESPONSES

I would agree 0% 0

I shop equally in boutiques and big chain stores. It’s fun to mix and 
match!

31.6% 6

I shop more in boutiques than in big chain stores. I like more 
unique pieces!

21% 4

I shop more in big chain stores than boutiques. I like sticking with 
what I know!

47.4% 9

I don’t shop in big chain stores or boutiques 5.2% 1

ANSWER CHOICES RESPONSES

Strongly agree 21% 4

Agree 63.1% 12

Neither agree nor disagree 10.5% 2

Disagree 0% 0

Strongly disagree 5.2% 1
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Q13 
How many brands would you say that you have come across which state that they use 
‘Environmentally and/or Ethically Sustainable’ practices? 

Q14 
Which of the below NGOs (Non-Government Organizations), who deal with Environmental 
issues, have you heard of? Please check all that apply 

ANSWER CHOICES RESPONSES

0 36.8% 7

1-3 52.6% 10

3-5 10.5% 2

5-7 0% 0

More than the above 5.2% 1

ANSWER CHOICES RESPONSES

Greenpeace 63.1% 12

Sustainable Apparel Coalition 5.2% 1

The Textiles Exchange 21% 4

Textiles Environment Design (TED) 5.2% 1

None of the above 31.6% 6

Many more 5.2% 1
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Q15 
Which of the following NGOs (Non-Government Organizations), who deal with Ethical issues, 
have you heard of? Please check all that apply. 

Q16 
Of the below options, which would you say best describes how you hear about new clothing 
brands? 

ANSWER CHOICES RESPONSES

Fairtrade International 36.8% 7

Clean Clothes Campaign 0% 0

Made-By 26.3% 5

Ethical Fashion Forum 0% 0

None of the Above 57.9% 11

Many More 0% 0

ANSWER CHOICES RESPONSES

Social media accounts I follow 31.5% 6

Friends and Family 26.3% 5

In magazines 26.3% 5

From television shows or films I watch 0% 0

From celebrities or public figures I admire 15.8% 3
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Q17 
We’re all curious about how often we are being tracked while using social media! How often 
would you say ads for ‘Environmentally and/or Ethically Sustainable Apparel’ pop up when 
you use your social media accounts? 

Q18 
"Clothing brands that use models, celebrities, or public figures who look like me in their ads 
grab my attention more than ads that do not." 

ANSWER CHOICES RESPONSES

Always 0% 0

Usually 10.5% 2

Sometimes 15.8% 3

Rarely 15.8% 3

Never 57.9% 11

I don't use social media 0% 0

ANSWER CHOICES RESPONSES

Always 47.4% 9

Usually 36.8% 7

Sometimes 10.5% 2

Rarely 0% 0

Never 0% 0

It doesn’t matter to me either way 5.2% 1
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Q19 
How I define myself in terms of ethnicity/identity (question #1) affects my fashion choices in 
terms of: Check all that apply. 

Q20 
What would you do if a brand you often buy clothing from was reported for using child labor 
to manufacture their products? 

Q21 
Out of the below choices, which would best describe why you would not buy an item of 
sustainable apparel. 

ANSWER CHOICES RESPONSES

Style 84.2% 16

Brands 63.1% 12

Prices 36.8% 7

Sustainability Issues 10.5% 2

Shopping Venue 42.1% 8

ANSWER CHOICES RESPONSES

I would stop buying from them immediately 47.4% 9

I would lower the amount I buy from them 21% 4

I would look for a similar brand that does not use child labor, but 
would continue to buy from them while I searched

15.8% 3

I would continue to buy the same amount from them as I usually 
do

10.5% 2

ANSWER CHOICES RESPONSES

It is too expensive for my budget 31.6% 6

It does not fit my personal style 31.6% 6

I can find a similar item for less money 31.6% 6

There are no sustainable apparel brands where I regularly shop 42.1% 8
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Q22 
Where would you say you’ve gotten most of your information about environmental and 
ethical impacts of clothing production? Please check all that apply 

ANSWER CHOICES RESPONSES

Television programs about related issues 10.5% 2

Newspaper articles about related issues 42.1% 8

Various websites (corporations, companies, organizations, 
government)

36.8% 7

Radio/Podcasts which talk about such issues 10.5% 1

Social Media accounts I follow highlight these issues 26.3% 5

School/University programs I have taken 10.5% 2

Friends or family informed me about the issues 36.8% 7

In the stores of brands which sell ‘Environmentally and/or Ethically 
Sustainable Apparel’

26.3% 5

On clothing labels or hangtags 26.3% 5

Sales staff or personnel 0% 0
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Q23 
Which of the below options would you say is most important to you: 

Q24 
Which of the below issues are more important to you than environmental concerns 
connected with fashion. Please note all that apply. 

ANSWER CHOICES RESPONSES

That my food products are organic 26.3% 5

That my clothing items are made from organic materials 5.2% 1

That my home products (i.e. bed linens, towels, curtains, paper 
towels) are made from organic materials

0% 0

That my beauty and haircare products are made using organic 
ingredients

31.6% 6

That my electronics (i.e. cell phones, laptops, cameras) are 
manufactured under conditions that guard workers health and 
safety

10.5% 2

None of the above are important to me 26.3% 5

ANSWER CHOICES RESPONSES

Personal safety 63.1% 12

Employment 42.1% 8

Education 36.8% 7

Race Relations 57.9% 11

Human Rights 89.4% 17

Healthcare 52.6% 10
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Q25 
The amount of times an item of clothing is worn before being disposed of varies from region 
to region. In comparison to the rest of the world (global average), how often do people in the 
United States wear an item of clothing before disposing of it?  

Q26 
In many garment manufacturing countries, wages paid to workers often fall below the 
country’s ‘Living Wage’- wage amount which should cover basic needs (food, rent, 
healthcare, clothing, transportation, education). What percentage of a ‘living wage’ are 
garment workers in Bangladesh paid on a monthly basis? 

Q27 
In order to create ‘crease-resistant’ or ‘non-iron’ clothing, garments are often treated with 
which of the below: 

ANSWER CHOICES RESPONSES

Answered Wrong 78.9% 15

Answered Right 21% 4

ANSWER CHOICES RESPONSES

Answered Wrong 42.2% 8

Answered Right 57.9% 11

ANSWER CHOICES RESPONSES

Answered Wrong 36.8% 7

Answered Right 57.9% 11
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 Q28 
Which of the below are benefits of growing organic cotton. Check all that apply. 

Q29 
Microplastics are tiny pieces of plastic that can come from something as simple as a snag in 
your polyester shirt during washing. These tiny particles can end up in our oceans, but can 
also be found in which of the below products consumed by humans: 

Q30 
What percentage of clothing on today’s market is made from plastic-based fibers (such as 
polyester)? 

ANSWER CHOICES RESPONSES

Answered Right 78.9% 15

Answered Wrong 21% 4

ANSWER CHOICES RESPONSES

Answered Wrong 21% 4

Answered Right 78.9% 15

ANSWER CHOICES RESPONSES

Answered Wrong 63.1% 12

Answered Right 36.8% 7

�81



!  

Besöksadress: Allégatan 1 · Postadress: 501 90 Borås · Tfn: 033-435 40 00 · E-post: registrator@hb.se · Webb: www.hb.se

�82


