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Abstract 
The purpose of this study is to define what data could be used to describe consumers’ 
actual behaviour when it comes to consumption of sustainable fashion. The perspective is 
both in terms of finding variables that describe the actual behaviour of sustainable 
consumption, and to create an appropriate measuring tool that can be used to measure 
those behaviours. 
 
This study has a qualitative research strategy with an inductive approach. The topic was 
examined by an extensive literature review in the fields connected to the topic. From the 
literature and the problem raised by the Swedish Consumer Agency, a questionnaire 
emerged. The questionnaire was also revised into a second version based on the feedback 
gathered during the focus group session. A questionnaire is suitable to get the consumer 
perspective, as well as cover all three stages of the consumption cycle and measuring 
over time. Additionally, this paper focuses on the environmental aspect of sustainability, 
but the importance of the social and economical aspects are acknowledged.  
 
The conclusions drawn in this paper were that it is important to measure the sustainable 
consumption behaviours of fashion consumers throughout the whole consumption span. 
When talking about consumption it is a common misconception to focus only on the 
purchase stage, when it really refers to the purchase, usages and end of use stage as a 
whole. The variables that were detected were presented in form of a questionnaire. 
 
The value of this paper is grounded in the developed questionnaire, which aims are to 
measure sustainable fashion consumption from a consumer perspective. This is 
interesting for the Swedish Consumer Agency, who requested a measuring tool, but it 
may also be of interest for other fashion companies to measure their consumer’s 
behaviour to detect a demand for sustainable products.  
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1. INTRODUCTION 
________________________________________________________________________ 
This chapter aims to introduce a background of the chosen topic and give the reader an 
understanding of the current situation within the textile and fashion industry and 
sustainable consumption. The background discusses the problem with sustainable 
consumption and what consequences today’s consumption may have on the planet. This 
will be translated into the problem, purpose and research questions that will be examined 
throughout this paper. 
________________________________________________________________________ 

1.1. Background 
Today’s fashion and textile industry has caused enormous social and environmental 
issues globally (Rahbek, Pedersen & Andersen 2015). The fashion lifecycle is becoming 
shorter and in order to keep up with the consumer demand, profit margins and the time-
to-market, companies have been forced to implement unsustainable ways of producing 
products (McNeill & Moore 2015). The Natural Resource Defense Council (2011) states 
that textile production is one of the most polluting industries and this is caused due to the 
unsustainable fibre choices and dated machinery and techniques.  
  
On the other hand, the unsustainable impacts are constantly aggravated due to the 
increasing amount of consumption of fashion clothing. In 2011 the production of fibres, 
mainly polyester and cotton, reached a new record when 86 billion garments were 
produced. The unsustainable consumption has contributed to a negative social and 
environmental impacts on the planet, yet has the issue of unsustainable consumption got 
comparatively low attention (Rahbek, Pedersen & Andersen 2015). 
  
According to McNeill and Moore (2015), consumers have shown an unwillingness to 
adjust their consumption behaviour towards a more sustainable approach. This problem is 
common in other industries as well where companies try to produce sustainable choices 
in markets where the speed to market is crucial. However, more companies within the 
fashion industry are still trying to change the way of producing and acting on the market 
but it will only succeed by time if the consumers change their buying behaviours towards 
sustainable fashion (McNeill & Moore 2015). 
 
According to Ritch (2015), sustainability focuses on finding a balance between 
population growth and industrialisation in relation to the planet's limited resources. To 
manage a sustainable approach on the fashion market, companies need to take 
responsibility within the garments processes throughout its whole lifecycle. Everything 
from energy consumption, water use, and chemicals used in dyes and finishes to 
greenhouse gases and waste management need to be taken into consideration (Rahbek, 
Pedersen & Andersen 2015). 
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Fashion and sustainability seem to be hard to combine since most features of each 
concept seem to be each other’s opposites. Fashion has its short lead times and a direction 
towards fast fashion while sustainability is striving for a holistic perspective of social and 
environmental aspects to take into consideration when closing the loop (Lundblad & 
Davies 2015). According to Fletcher (2014), it is understandable that the relation between 
fashion and consumption is not in line with the sustainability goals. Fashion and 
especially fast fashion companies could be seen as an antithesis to sustainability due to 
the fact that they favour faster seasons, keeping down the prices and encourage impulsive 
consumption (Joung 2014). Lower prices also lead to a faster consumption rate where the 
garments end up as landfill (Ritch 2015). 

1.1.1 Consumers prospects  
Today consumers state that they are caring about ethical behaviour and sustainability, but 
these attitudes do not necessarily turn into a concrete behaviour (McNeill & Moore 2015; 
Goworek et al. 2013). This may be connected to a study that showed that consumers 
related sustainability issues in the clothing industry with the production and 
manufacturing stage rather than in the after purchase phase. It further shows that 
consumers may not be aware of how to consume sustainably to the level they should be 
(Goworek et al. 2012). Fletcher (2014) highlights that in the mind of the consumers that 
share values, expressions and consciousness, fashion equals to consumption, materialism 
and commercialisation. 
  
Although, more consumers are starting to question their consumption pattern and are 
beginning to be more aware of what they are buying. They wish to know aspects like 
material content, where their garments are produced et cetera, which in turn makes the 
market grow more transparent and ethical (Shen, Wang, Lo & Shum 2012). 
  
The increasing customer demand has also made an impact on companies in the textile and 
fashion industry. Companies have started to implement initiatives with the purpose to be 
more sustainable by gathering material but also to use organic and reused material in the 
production. Besides, almost every clothing company today has a more sustainable line of 
clothes, with everything from recycled jeans, organic lines to fair-trade products. It shows 
that the increasing demand pays off (Shen et al. 2012). 

1.2 Problem discussion 
There is a lot of research done on sustainability itself and there has been an increased 
customer demand for sustainably produced products within the industry (Goworek et al. 
2013; Shen et al. 2012). Although, consumption of clothing has caused an extensive 
harmful effect on the earth and there are still consumers that are unaware of the 
consequences of their consuming. The reason for consumers’ unwillingness to care about 
ethical aspects and sustainability may be caused by the attitude-behaviour gap. If 
companies only provide the consumers information about sustainably produced products, 
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it is improbable it will convince them to change their buying behaviour and fill the 
attitude-behaviour gap (Goworek et al. 2013). The reason for this may according to 
Goworek et al. (2013) be due to the emotional aspects rather than rational aspects that 
will affect whether a behaviour will change or not. The discussion above shows that there 
are possibilities for consumers to act more sustainably, but companies still need to 
measure consumer’s abilities to act sustainably and try to fill their attitude-behaviour gap. 

The textile industry is, as mentioned, seen as one of the most polluting industries in the 
world (NRCD 2011), yet there are limited ways to measure sustainability within the 
industry. The Sustainable Apparel Coalition has developed their measuring self-
assessment tool called Higg Index where the aim is to provide brands, retailers and 
facilities no matter what size, with a measurement of the social and environmental 
impacts of their supply chains. The objective of the tool is to identify what parts of the 
supply chain can be improved (Apparel Coalition n.d.). The issue, in this case, is that the 
tool is not meant to measure the consumer’s ability to act sustainably, the tool is rather 
for companies to act sustainably upstream in their supply chain.  

1.2.1 Research Gap 
Since 2013 the Swedish Consumer Agency has on the behalf of the Swedish government, 
developed annual reports that describe the consumers’ behaviours in different markets. 
The reports have so far included consumer's point of view when it comes to their 
prospects of acting sustainably on the markets (Konsumentverket 2015). Before this, the 
Consumer Agency’s work with providing information and knowledge on sustainable 
consumption had been relatively low. However, in 2015 the agency received a mission 
where the aim was to observe consumers’ ability to act sustainably. The mission did also 
include finding data that systematically and regularly can be used to measure consumers’ 
actual behaviour regarding sustainable consumption. As a way to fulfil that mission, the 
agency set up eight environment-related issues in a survey that were done in autumn 2015 
on different Swedish consumer markets. Besides that, the agency has only taken note of 
the information provided by others regarding this issue1. 

However, the studies previously conducted by the Swedish Consumer Agency do not 
focus on a particular market at a time, which could be a problem since the different 
markets have different issues that may affect the result. This could create a picture that 
could be misleading or hard to analyse. In addition, questions that focused on 
environmentally related issues within the textile industry were lacking. Additionally, they 
have measured consumers’ attitudes towards their ability to act sustainably in the past 
rather than consumer’s actual buying behaviour of sustainable fashion. Therefore, it is of 
interest to do a study that will work as a base to develop a measuring tool that the 
Swedish Consumer Agency may be able to apply when measuring the textile and fashion 
industry in specific.  

                                                
1 The Swedish Consumer Agency, mail-conversation 2016-04-06 
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1.3 Purpose of the study and research questions 
The aim of this study is to define what data could be used to describe consumers’ actual 
behaviour when it comes to consumption of sustainable fashion. The perspective is both 
in terms of finding variables that describe the actual behaviour of sustainable 
consumption, and to create an appropriate measuring tool that can be used to measure 
those behaviours.  

The following research questions emerged from the purpose stated above:  

R1: What parameters could be used to describe consumers’ actual behaviour when it 
comes to sustainable fashion consumption? 

R2: How could these parameters be measured?  

1.4 Delimitations 
The tool and data variables that will be developed through this study will not be the 
definitive tool for measuring sustainable consumption. It will function more as a 
prototype for measuring sustainability. The tool will not be tested by collecting a large 
amount of data and analysing consumer behaviour since it is not the aim of this paper. A 
focus group will be used instead to increase validity and reliability of the provided tool.  

Furthermore, the measuring tool that emerges in this study will be developed to measure 
consumers on the Swedish market. It is important to keep in mind since the differences 
between the different geographical markets may be large when it comes to consumer 
behaviour.  

Additionally, throughout this paper, the environmental aspect of sustainability will be the 
focus, even though the economic and social aspects are crucial.  

1.5 Key concepts 
Sustainable consumption: Sustainability can be divided into three different pillars, social, 
economical and environmental. Sustainable consumption includes how the consumers’ 
take those pillars into consideration when consuming (Moldan, Janousková & Hák 2011). 
As mentioned, the environmental aspect of sustainability will be the focus of this paper.  

In this report, sustainable fashion consumption will refer to the later parts of the 
garment’s lifecycle, from purchase phase, usage and consumption to the garment’s end of 
use phase.  

Actual consumption behaviour: Consumer behaviour is described as “the study of the 
process involved when individuals or groups select, purchase, use or dispose of products, 
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services, ideas or experiences to satisfy needs and desires” (Solomon, Bamossy, 
Askegaard & Hogg 2013, p.5). Throughout this paper, actual consumption behaviour is 
used when an attitude transforms into an actual behaviour.  

There are several words that are used as synonyms in this paper and refer to the same 
object or aspect. Parameters and Variables both refer to the data that will emerge from 
the process of writing this paper. The measuring tool became synonymous with the 
questionnaire as it developed into the answer to the second research question. 
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2. LITERATURE REVIEW  
________________________________________________________________________ 
This chapter will present the theoretical framework for this paper. It begins with an 
overview of sustainable fashion consumption and companies responsibilities within the 
textile and fashion industry. It continues with theories about different stages of a 
garment’s lifecycle, which in the end will be the foundation to the measuring tool. 
Additionally, will it follow a discussion about consumer behaviour where attitudes and 
motives are the focus. The chapter will finish with some ways of measuring consumer 
behaviour.  
________________________________________________________________________ 

2.1 Sustainable fashion consumption  
Sustainable fashion has no clear definition due to the fact that it can mean several things 
and there is no standard definition that covers the whole industry (Lundblad & Davies 
2015). Sustainable consumption, however, can be defined as consumption of ethical 
fashion. This includes consuming garments that are produced under special 
circumstances such as fair trade garments that are produced in a less harmful way on the 
environment, also described as garments with consciousness (Joergens 2006). Ethical 
fashion can also include garments with eco-friendly materials like reused and organic 
fibres. Companies can by providing ethical fashion products both attract new consumers 
and fulfil their responsibilities regarding the social and environmental issues (Shen, 
Wang, Lo & Shum 2012). 
  
There are few studies today with the focus on ethical consumption, but a study done by 
Niinimäki (2010) shows that there is an increasing level of environmental concerns 
among consumers when it comes to fashion. There have also been studies that show that 
more than 50 percent of consumers are willing to pay up to 5 USD more if the garment, 
in this case, a t-shirt that was of organic cotton and produced locally (Ha-Brookshire & 
Hodges 2009). 
  
According to Lundblad and Davies (2015), most literature in this field still focuses on the 
production and sourcing rather than the purchase and end of use stage. For example, 
Joergens (2006) study that mainly focuses on the production stage of the products. 
Although the manufacturing part of a garment is neither the most energy consuming 
aspect or most unsustainable approach as many consumers may think, it occurs during the 
usage of the garment (Goworek et al. 2012; Fletcher 2014). Studies have shown that up to 
82 percent of the total energy use in a garment life is spent on washing (Fletcher 2014). 
Additionally, companies need to know the importance of working with waste 
management and reflow since it is estimated that every year ten million tonnes of textiles 
is thrown away only in Europe and America. A large amount of this waste is ending up in 
landfills (Rahbek, Pedersen & Andersen 2015). To handle the environmental issues it is, 
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therefore, important to encourage consumers to sustainable fashion consumption as well 
as companies to carry their social and environmental responsibilities (Shen et al. 2012).  

2.1.1 Companies’ Responsibility and Influence opportunities  
According to Fletcher (2014), there is a need to reverse the patterns of today’s 
consumption. Retailers have previously been considered mere distributors of goods, but 
over time, this role has shifted. A retailer on today's market is not only supposed to sell 
products to customers, but also to listen and fulfil their demands. Retailers have also the 
power to form their assortment and educate their customers, making it easier for the 
customers to behave and consume more sustainable (Lee, Jung Choi, Youn & Lee 2012). 
One of the most important aspects to get consumers to act sustainably is according to 
Shen et al. (2012) by providing information and knowledge. However, as Goworek et al. 
(2013) mentioned, by only providing information, it is unlikely that the consumer will 
change their buying decision and the gap between attitude and behaviour will remain. 
Therefore, companies need to put some effort into triggering consumer’s rational 
behaviour at the time of purchase in order to have the chance to change their behaviour 
(Goworek et al. 2013).  
  
Although, to make the textile and fashion industry more sustainable will take time and 
need to be seen as a long-term process and as an obligation. Companies need to find new 
ways of producing while customers need to find new ways of consuming and it requires a 
change on personal, social and institutional levels. However, to start with short-term 
goals may lead a company in on the right path (Fletcher 2014). Retailers play an 
important role when it comes to creating a demand for sustainable consumption. By 
having different campaigns and the way a store manage their assortment has both direct 
and indirect influence on the consumers’ attitudes and behaviours, which in turn can 
influence their behaviour into a more sustainable consumption. However, the consumer's 
ability to receive and adapt to various ways of communication, buying decision process 
as well as the level of involvement in the purchase process, is also crucial aspects to take 
into consideration (Lee et al. 2012). Companies also need to understand the importance 
of providing products with green labelling that has a meaning. If they fail, the consumers 
may interpret it as greenwash and lose the trust for both the products and the company 
(Solomon et al. 2013).  
 
A company could also in order to be more sustainable, implement a strategy called mass 
customisation. It is defined as the level of modifications that could be done to meet the 
customer's preferences (Almodóvar 2012; Mendelson & Parlatürk 2008). The 
competition on the market is constantly growing and the fashion seasons are becoming 
shorter. This has resulted in many companies having a struggle with forecasting errors, 
which in turn causes overproduction. The situation has turned mass customisation to an 
attractive option of doing business (Pine 1993). With mass customisation companies 
produce products on demand and according to customer’s preferences, which leads to no 
overproduction that otherwise might have ended up as landfill (Ngniatedema et al. 2015). 
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2.2 The lifecycle of sustainable consumption  
When it comes to sustainable consumption a lot of the focus is on the production stage of 
products (Joergens 2006). However, sustainable consumption does not only apply to the 
time of purchase, it is how the consumer uses a product as well as dispose of it. 
Therefore, the whole product's lifecycle need to be taken into consideration (Muthu 
2015). 

2.2.1 Purchase phase 

Environmental labels within the textile industry 

There are a large amount of environmental labels on the market today, on everything 
from groceries and soap to clothes and accessories. The labels are angled in different 
ways and represent different aspects. Some focus on the social aspect of sustainability, 
some on the health aspects, like less perfume and allergens. There are different labels that 
are commonly used in the Swedish textile and fashion industry such as Global Organic 
Textile Standard also known as GOTS, different variants of Oeko-Tex®, EU Ecolabel 
and Bra Miljöval. They all focus on different aspects, but GOTS is one of the labels that 
focus on most aspects (Medveten Konsument 2015). The label includes environmental 
aspects like ecological farming of materials, limitation of harmful chemical pesticides 
and packaging material. For example, they do not allow PVC. It also includes the health 
and quality aspects as well as working conditions in the production (Medveten 
Konsument 2015).  

Sustainable materials 

In the purchase phase, the consumer is provided with a large amount of information to 
take into consideration when choosing a product. Besides aesthetics, price and 
environmental labels the consumer also could consider material and fibbers as criterions 
in their decision making process. Sustainably produced textiles are expected to cause 
zero-to-non social and environmental harm throughout its lifecycle (Muthu 2015). This 
can be achieved in different ways, by for example using reused materials, monofibers or 
using nature materials such as bamboo.  

Slow fashion 

A growing trend is the slow culture, which is a new approach that could be adapted to 
everything from the food to the fashion industry (McNeill & Moore 2015). Slow fashion 
is about questioning the fast fashion movement, the increasing amount of fashion seasons 
and the rapid phase of consumption (Fletcher 2014). This practice could also lead to a 
greater understanding and knowledge of the whole lifecycle of garments, from raw 
material to disposal, but also provide an additional value to products (McNeill & Moore 
2015). By decreasing the number of seasons, making the silhouettes more timeless and 
focus on quality, companies working with this practice could possibly decrease the 
consumers need to consume (Lundblad & Davies 2015).  
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Alternative ways to purchasing a product 

Second hand 
To purchase second hand clothes on todays market a relatively common alternative. In 
second hand shops, the consumers can find products for them to reuse. The European 
commission defines reuse as “repeated use of products and components for the same 
purpose for which they were conceived.” (The European Commission 2010, p.13). 
Reusing clothing by buying them at a second hand store are one example of how to reuse, 
other examples can be pawnshops and charity shops. 
  
Buying reused products are strongly connected to all aspects of sustainability, both the 
socioeconomic as well as the environmental (James 2011). The main environmental 
benefits are that it requires less resource, less energy consuming and less labour (James 
2011). By reusing garments rather than throwing them will minimise the amount that 
ends up on landfill. Reuse is seen as one of the top alternatives of the waste hierarchy 
(Castellani, Sala & Mirabella 2015). 

Fashion libraries and renting clothes  
Customers could also use fashion libraries to decrease their environmental footprints. The 
service and concept are relatively new, but there are several companies working with it. 
One example is the Swedish company Klädoteket, which distributes garments like a 
library distributes books and information. At the store, consumers can lease clothes 
instead of buying them. Their assortment is a mix of vintage, second hand and designer 
items, and they offer their clients a subscription service (Klädoteket 2015). By renting 
and sharing garments rather than purchasing them could together with the second hand 
market be the new way of consuming. The service promotes less pollution and is more 
energy efficient due to the fact that there is no need to produce new garments (Castellani, 
Sala & Mirabella 2015). 

Anti or less purchasing 
An anti behaviour is also a behaviour. In this segment, the consumers are aiming towards 
quality when purchasing garments. They are willing to pay more to get the quality they 
desired and thereby supposedly a longer lifecycle of each garment they buy. The 
consumers may feel like they are getting more value for their money since they are 
focusing on long lasting garments as well as quality. Nevertheless, to decrease 
consumption and being discerning about what to purchase is also beneficial from a 
sustainability perspective since the consumers do not need to purchase many clothes on a 
regular basis due to for example breakage and trend shifts. Several consumers also stated 
in Lundblad and Davies (2015) study that they are leaning towards slow fashion, natural 
materials, creating in general a more sustainable way of consumption. 
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2.2.2 Usage 
The most unsustainable phase where most energy is consumed, as mentioned, is during 
the usage of a garment (Goworek et al. 2012; Fletcher 2014). The reason that 82 percent 
of the energy is spent on washing a garment may be caused by consumers not having 
enough of knowledge of their way of consuming (Goworek et al. 2012). However, there 
are different services provided for consumers to gain information on how to wash their 
garments in a more sustainable way. Clevercare and Cleanright, for example, developed 
web pages with the aim of getting consumers to learn how to minimise the environmental 
impact, energy usage and cost by taking care of their garments in a more proper way. It 
highlights the issue with washing too often and what can be done instead, the importance 
of lower the temperature when machine washing and minimise the usage of tumble dry 
(Clevercare n.d.; Cleanright n.d.). 
  
The consumer can take several actions in order to maintain and extend the life of a 
garment. If the garment breaks it may just be mended, either by doing it themselves or 
contact a seamstress to get it repaired. This action is slightly more resource consuming 
than if the garment were reused due to the fact that some labour and new materials 
normally will be needed to redesign, reconstruct or repair the garment (Fletcher 2014). 
However, there are also here different services for the consumer to take part of when it 
comes to do-it-yourself services. Ifixit is a web page provided for consumers who wants 
to repair their clothes by themselves. The web page illustrates different techniques and 
guides that support the consumer to repair their garment (Ifixit n.d.).  

2.2.3 End of use 
The main issue within the textile and fashion industry is the textile waste in the end of 
use phase. One way to prevent textile waste from occurring is to implement a waste 
management strategy, also called the 3Rs which includes reducing, reusing and recycle 
the textile material instead of throwing 
them away (Fletcher 2014). 
  
In 2008, the European Commission 
developed directive, which included a 
waste hierarchy where the aim was to 
minimise the waste within the European 
Union. The top of the hierarchy is about 
trying to prevent the waste from occurring, 
for example, consumers buying less and 
not to buy unnecessary products. The next 
stage of the hierarchy is the reuse phase 
where the aim is to either reuse the products 
for the same purpose they were produced or 
for a new purpose (The European Commission 2010). In the textile and clothing industry 
consumers may donate their clothes to charity for those could not afford to buy or to 

Figure 1, The European waste hierarchy 
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second hand store (Fletcher 2014). An aspect that could also be put into consideration in 
this phase of the hierarchy is what Fletcher (2014) mention as a repair and reconditioning 
of goods that include repair and care services and redesign of the old garments. This may 
create a new value for the consumer and the garment will be used in a longer term of 
time. 
  
The next step in the hierarchy is the recycling phase which involves using the raw 
material of the product in order to produce another (The European Commission 2010). In 
the fashion industry, recycling can be linked to the different brands that take back clothes 
from consumers, as H&M has its recycling week. This aims to sort out what clothes can 
be remanufactured into new garments, donate to the more needed, redone into energy or 
if it the garment is in such a bad state that it cannot be done anything with it, it will be 
disposed (H&M n.d). This can be connected to the penultimate phase of the hierarchy 
that includes other recoveries such as what the European Commission (2010) highlight 
can be energy recoveries. In the lowest part of the hierarchy is the disposal of products, it 
will either be burned or put in the landfill. The landfill is the least preferable strategy in 
waste management since it has a huge negative impact on the social and environmental 
aspects (The European Commission 2010).  
  
The hierarchy is supposed to identify what wastes may occur and aim is to find an 
alternative to creating a life-cycle approach rather than getting down to the lowest part of 
the hierarchy. The approach includes all phases through the life of a product and detects 
where it needs to be done improvements to minimise the impacts on the environment and 
use of resources. The ambition is to prevent actions to transfer the negative impacts 
further to another phase of the cycle but also to close the life-cycle loop (The European 
Commission 2010). 

2.3 Consumer Behaviour 
Consumer behaviour is “the study of the process involved when individuals or groups 
select, purchase, use or dispose of products, services, ideas or experiences to satisfy 
needs and desires” (Solomon et al. 2013, p.5). Consumer behaviour does not end when 
the purchase is done. It is an ongoing process that begins when the product is being 
produced and which ends when the product is disposed (Solomon et al. 2013). 
  
The theories and concepts of consumer behaviour describe an existing gap between 
attitude and behaviour when it comes to consumption of sustainable products. This can 
also be seen in the fashion industry. As mentioned, studies show that even though 
consumers have a positive view on sustainability and the consumption of sustainable 
products, it will not automatically translate into a behaviour or action (McNeill & Moore 
2015). An aspect that could be a cause to why the attitudes do not translate into an actual 
behaviour is the fact that consumers may take other features into consideration when 
making a purchase. They take to account aspects like quality, price and the general 
appearance of the garment. If the garment is produced sustainably, this is often just seen 
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as an additional value. The garment must pass all these aspects if the consumers will 
consider buying it (Beard 2008). Moreover, is sustainable fashion frequently overlooked 
by consumers due to the big difference in prices from clothes manufactured by fast 
fashion companies, but also because the appearance was considered less attractive 
(Joergens 2006). 
  
There are several reasons why customers choose to consume. It may be in order to fulfil a 
specific need or demand, but when it comes to consumption of fashion garments one of 
the main motivators is the ability to express individuality (Berger & Heath 2007). The 
possibility of expressing individuality and to be considered fashionable often overweight 
motives like sustainability (McNeill & Moore 2015). According to Fletcher (2014), 
clothes are usually purchased as a habit or because the pressures of constantly 
redesigning our identities with the help of fashion trends that is related to psychological 
anxiety. Buying goods is a way for individuals to wish for pleasure, experiences, 
significance and identity. It becomes an infinite source of desires that constantly grow 
since individuals experience each purchase as something unique.  
  
As mentioned earlier slow fashion is a growing trend and has also according to Caltaldi, 
Dickson and Grover (2013) developed a need of new consumers. These new consumers 
make conscious purchase decisions and contribute to a better social and environmental 
future by taking actions. Actions include handling their garments the right way, 
consuming less or buying locally produced fashion products. On the other hand, 
sustainable fashion consumers are more aware of a garments whole life cycle and thereby 
more likely to dispose their garments by donating to charity or for reuse after usage. 
However, this may be done to compensate for their consumption (Lundblad & Davies 
2015).  

2.3.1 Attitudes  
Beliefs and attitudes emerge by learning and doing which in turn affects an individual's 
buying behaviour (Armstrong, Kotler, Harker & Brennan 2009). Solomon et al. (2013, 
p.292) define an attitude as “... a lasting, general evaluation of people (including 
oneself), objects, advertisements or issues.”. People have attitudes towards almost 
anything (Armstrong et al. 2009). In order to have an attitude towards something, there 
must be an object or an idea. The object could be anything, for example, a product but 
also companies’ marketing and advertising that may create an attitude before the 
consumers even see the product physically (Solomon et al. 2013; Armstrong et al. 2009). 
Attitudes determine whether an individual is liking or disliking something and is 
challenging for companies to change since an attitude may be incorporated into a pattern. 
Therefore, companies should try to develop their products to match an already current 
attitude and do not try to change them (Armstrong et al. 2009).  
  
Katz (1960) developed the functional theory of attitudes and explains that attitudes exist 
to serve a specific function to individuals, and individuals’ motives. An attitude could 
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also serve more functions, but one is always the more dominant. By determining the 
dominant function retailers and companies can take usage of it and direct their marketing 
and business strategy to please that needed function. Katz (1960) identified the following 
four attitude functions: 
 
● The utilitarian function is about attitudes which spring from the notion that a 

product is either pleasurable or harming the individuals. If for example the meal 
were delicious, then the consumer would create a positive attitude towards that 
dish or restaurant.  

 
● Value-expressive function is an attitude that expresses consumers self or core 

values. This could be the case if a consumer buys a product, not based on its 
qualities, but on how the product reflects on them as an individual. 

 
● The Ego-defensive function is meant to protect the consumer from internal 

feelings as well as possible external threats. This could, for example, be when a 
consumer chooses a product over another based on the fact that the other choice 
would make them look incapable of performing, either for themselves or from the 
outside. An example can be if a barista bought instant coffee. 

 
● At last, there is the knowledge function that is an attitude that creates a meaning, 

order and structure. This could, for example, be when a consumer chooses 
between two products or a new product for that matter, and searches for 
information, to make their decision process easier. 

 
Several aspects are important when it comes to attitudes, but it is the level of motivation 
that the individual feels towards an object that determines the strength of an attitude 
(Solomon et al. 2013). The main aspect that transforms an attitude into behaviour is both 
the motive and the level of commitment that the consumer feels towards that attitude.  
 
Solomon et al. (2013) discuss three attitudes aspects; compliance, identification and 
internalisation. Compliance stands for the lowest level of involvement that occurs when 
an attitude is created to either avoiding harm or getting rewarded. This attitude could 
easily be changed if for example the consumer is alone, and there is no one around to 
judge or praise the consumers’ choice. Identification refers to when a person may want to 
fit into a group or have the need to imitate another person which in turn result in them to 
consume in order to fit in. An example can be when an attitude is based on a specific 
product. At last, internationalisation implies to if someone has very high level of 
involvement, these attitudes could become a part of that person's core values. These 
values are close to a person's heart so they may be hard to change. 
  
Solomon et al. (2013) continue with arguing that it is hard to describe consumers’ 
attitudes towards something because of external factors’ interference. Aspects such as 
opinions from others may change the respondent’s attitude. Therefore, researchers can 
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use something called multi-attribute-models, which usually contains these three 
parameters; attitudes, beliefs and importance. Attitudes refer to the different attributes of 
an object. This could be anything from a brand image to good quality or the aesthetics of 
a product. Beliefs, on the other hand, are according to Armstrong et al. (2009) based on 
knowledge, opinions or faith that can either have or not have a connection to an emotion. 
Solomon et al. (2013) explain that the belief aspect is the one that individuals have 
learned about an object and usually compare it with other alternatives. For example, can 
consumers choose a product because they believe it is better if a brand they like have 
produced it, even if that is not the case. Finally, the aspect importance occurs when an 
object has a lot of attributes but they could be of different importance for different 
individuals. For example, consumer A and B are looking at the same phone at the store 
and consumer A buys the phone because of its technical features, while consumer B buys 
it because of its sleek design. 
  
Although, when using a multi-attribute model it is crucial that companies have into 
consideration that it lacks. It does not take the gap between attitude and behaviour into 
account, which means that just because companies can define the attitude of their 
consumers’ does not mean that they can predict their behaviour (Solomon et al. 2013).  

2.3.2 Motivation and motivational patterns  
Motivations could be described as the process that makes people do what they do. 
Motives occur when a consumer tries to reduce the tension that a need has created 
(Solomon et al. 2013). Motives are generally divided into two different categories, 
utilitarian and hedonic. Utilitarian includes achieving something that has a practical or 
functional benefit to the individual while the hedonic involves accomplishing something 
that has a benefit for the individual on an emotional-, fantasy- or experience level 
(Solomon et al. 2013). A utilitarian motive could thereby be that the person is hungry and 
therefore buys some food while a hedonic motive could be that they long for adventure 
and therefore buys a vacation. 
 
These two main categories of motives can further be divided. Lundblad and Davies 
(2015) did a study where it showed that consumers who buy sustainable clothing are 
driven by six different motivational patterns. 

Pattern 1: Less Buying 

Consumers see sustainable clothing as holding higher quality standard and this justified 
the higher price range in most cases. Quality is one of the most important aspects for the 
consumers since it gives an indicator of the garments durability and ability to hold its 
shape. The consumers in this category are pointing towards the economic benefits of 
buying less, and they feel that they get more value for the money. It may also create a 
positive loop since the clothes are of higher quality, they will not break as easily which 
will, in turn, develop in them avoiding to buy more clothes.  
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Under this pattern, Lundblad and Davies (2015) saw tendencies to slow fashion, which 
means fashion that is more timeless and could be worn over several fashion seasons. The 
garments are also usually produced of natural materials that commonly were considered 
of having an effect on a garment’s quality. The study also showed that consumers who 
had this motivational pattern, experienced long-term benefits when switching to 
sustainable brands. 

Pattern 2: The Self 

Sustainable consumption is commonly related to the values that are related to the self. 
Consumers want to express who they are and their self-esteem, and this is the reason why 
they purchase products that fit into their mould. These consumers buy sustainable fashion 
for unique materials and styles, with which they can use to express themselves. But it 
could also be to fit in, as much to stand out. 

Pattern 3: Health 

The consumers in this pattern explained that they thought that usage of natural materials 
by the sustainable fashion brands lead to a decrease in health problems. They discussed 
former issues like irritable skin that could be easily solved by choosing products and 
brands that did not use harsh chemicals. This motivational pattern, however, consisted of 
a relatively small amount of the respondents, but it is an approach that sustainable brands 
can go with their market positioning. 

Pattern 4: The Environment 

One of the greater motivational patterns that the consumers’ discussed was their concern 
for the planet's health and resources, especially when they had a family. Consumers 
experienced that they did make a difference when they purchased sustainable fashion. By 
buying sustainable fashion, they could support companies to work with more sustainable 
materials, energy efficiency, innovative production methods and waste management. 
  
The consumers also discussed that they liked to buy recycled garments or create clothes 
themselves from reused materials to cause less damage to the environment. Furthermore, 
mending and taking care of the garments were also aspects these consumers discussed 
and they always saw the longer perspective on their purchases. 

Pattern 5: Accomplishments 

Another big motivational pattern was consumer's sense of accomplishment after 
consuming sustainable fashion. The respondents talked about how they were feeling like 
they did the right thing when they purchased and a sense of pride and feeling good about 
themselves. However, this was something that many respondents were reluctant to say at 
first. These consumers also expressed that they have a lighter conscience when 
purchasing new goods since it already is a more sustainable alternative. In contrast to 
previous studies, Lundblad and Davies (2015) also saw that the respondents were 
satisfied by their own accomplishments and did not try to push their commitments, 
beliefs and consumption pattern onto other consumers in their surroundings.  
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Pattern 6: Social Justice 

The final motivational pattern is consumers’ thoughts about social justice, such as human 
as well as workers rights. The consumers expressed an importance of good working and 
production conditions, which they felt like they supported by purchasing sustainable 
fashion. By paying a higher price, the respondents felt like they did not only support the 
workers, but also their families, creating a positive impact on the world.  

2.4 Ways of measuring consumption behaviour 
When it comes to the theory about measuring behaviour one main model was detected, 
the theory of planned behaviour, which is an extended theory from the Fishbein model 
developed by Ajzen (1985). This model, however, is not seen as perfect (Solomon et al. 
2013) and there have been people trying to improve it. One of them was Bagozzi and 
Warshaw (1990) who came up with an improved theory, which they called the theory of 
trying. This theory is recognised by other scientists in the field, such as Solomon et al. 
(2013) to have more parameters and therefore gives a more nuanced picture than the 
theory of planned behaviour. 
 
The theory of trying focuses on the consumer's individual goals and what they think they 
have to do to reach those goals (Bagozzi & Warshaw 1990). This theory also 
acknowledges the gap between attitude and behaviour since there could be both 
environmental barriers as well as personal barriers. New aspects that also have emerged 
in this theory is that the situations occurring in the surroundings have been taken into 
account, which can either support or hold back an attitude turning into a behaviour. 
Bagozzi and Warshaw (1990) also recognises contexts as an important feature to achieve 
a goal, such as unconscious habits and behaviours. 
 
Measuring behaviour could also be done by having observations. There are several ways 
of doing observations; structured, unstructured participant, nonparticipant or simple 
observations. A structured observation is an observation method where the researcher has 
a set guide or rules on how to observe and transcribe the behaviours shown, called an 
observation schedule (Bryman & Bell 2015). An unstructured observation is the opposite 
of a structured and therefore does not need an observation schedule. The aim in this type 
of observation is to detect details and create a description of the behaviour (Bryman & 
Bell 2015). Participant observations are usually used when researchers select a qualitative 
research method and when they try to observe for example a group or business, to define 
what the connection between behaviour and social surroundings are (Bryman & Bell 
2015). Non-participant observations are when the researchers do not interfere with the 
people they are going to observe, in contrast to the last example (Bryman & Bell 2015). 
The last way of doing observations is to do a simple observation. That is when an 
individual is being observed without being aware and the observer does not interfere with 
the individual being observed (Bryman & Bell 2015). Another way to measure behaviour 
is through sales statistics as well as reuse statistics.  
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Another approach to study behaviour could be by conducting a questionnaire. A 
questionnaire is a technique where participants themselves fill out their answers to 
questions in a particular order (Saunders, Lewis & Thornhill 2009). A questionnaire is 
according to Bryman and Bell (2015) an example of a quantitative research method. The 
positive aspects of using a questionnaire are that the researcher can measure and detect 
fine differences and similarities among individuals when it comes to a specific field or 
subject. The method furthermore allows the researcher to make generalisations from their 
result as long as the respondents can be as a representative sample for the larger masses 
(Bryman & Bell 2015). 
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3. METHODOLOGY 
________________________________________________________________________ 
This chapter will present the scientific methodology used in the research process of this 
study. Two different methods were used to conduct this research, focus groups and 
analysing secondary data. By analysing secondary data the variables for the measuring 
tool could be found while the focus groups were used to test the measuring tool. The 
chapter will finish with information about the design of the questionnaire and the validity 
and reliability of this study.  
________________________________________________________________________ 

3.1 Qualitative research 
To perform this study a qualitative research process was conducted. According to 
Bryman and Bell (2015), a qualitative research is a strategy based on words rather than 
numbers, both when it comes to analysing and collecting data. The qualitative research is 
combined with an inductive approach which means that the theory emerges from the 
research (Bryman & Bell 2015). In this study, the foundation was past research done by 
the Swedish Consumer Agency, which was analysed to identify what were missing when 
it comes to measuring sustainable consumption. A mail correspondence was also held 
with the agency to together define the problem. The theory was then used to create a 
proper tool that easier can measure the consumers’ actual behaviour, which then were 
tested in a focus group.  
 
Within the qualitative research process, there are two different positions that a research 
can take, epistemological and ontological (Bryman & Bell 2015; Saunders, Lewis & 
Thornhill 2009). The epistemological position for this study is based on what Bryman 
and Bell (2015) defines as interpretivist. This means the research is built upon 
understanding the social world by studying the members of that world. The ontological 
position Saunders, Lewis & Thornhill (2009) describe as the understanding of the 
significance that social actors assign to a social phenomenon. By doing a research about 
how to measure consumers’ actual behaviour towards sustainable consumption, the 
contributors that will be analysed within the social world will be the consumers within 
the textile and fashion industry and their behaviour.  
  
According to Saunders, Lewis and Thornhill (2009), the qualitative research process is 
characterised by the fact that the results emerging from the research cannot be 
standardised. This is also strengthened by Bryman and Bell (2015) which pinpoints that 
the result cannot be generalised since the respondents do not form a representative 
sample. This report aims not to generalise the result but rather use respondents in order to 
qualify the tool by having respondents with different level of experience within the textile 
and fashion industry.  
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3.2 Data collection and sampling 
There are different approaches that can be used to collect data information within a 
qualitative study (Merriam 2009). In order to identify what method of collecting data is 
best suited a study, the researcher must see to the purpose of the study but also to the time 
and resources available for doing the research (Saunders, Lewis & Thornhill 2009). Two 
main approaches to collect data are either through primary data or through secondary 
data. Primary data includes information gathered from interviews or observations while 
secondary data refers to analysing documents and theories conducted by others (Merriam 
2009). Through this paper both secondary and primary data has been used. The primary 
data is collected through a focus group session while the secondary data was collected 
through reports and theories about the selected topic.  
 
The literature review in this study was done to gain information about the field and to 
find what variables may be used as a framework when developing the tool. During the 
secondary data collection, the need for primary data emerged. After finding the variables 
the different benefits as well of disadvantages of the different ways of measuring the 
variables were taken into account and a questionnaire was chosen to be the measuring 
tool. When developed the questionnaire, it was critically examined by the selected focus 
group in order to find improvements and other perspectives that need to be taken into 
consideration. 

3.2.1 Focus groups 
To ensure the quality the questions within the questionnaire, a piloting of the questions 
were done through a focus group session. According to Bryman and Bell (2015), it is 
beneficial to pilot the questions in a self-completion questionnaire both in order to ensure 
that the questions are formatted in a proper way but also so that the whole measuring tool 
function properly. Furthermore, it is of importance to pilot the questions in beforehand 
since it is not possible to clarify anything when the respondents are doing the actual 
survey. Also, Bryman and Bell (2015) further states that it takes time to detect a problem 
with the questions since it aims to be sent out to a large amount of people. In order to 
gain as much feedback as possible for the questionnaire that emerged in this study, a 
focus group session was held. By having the respondents’ first answer the questions and 
then discussing both the quality of the questions as well as the subject in whole, valuable 
information was raised.   
 
A focus group discussion can be described as a strategy of a qualitative research and is a 
way of collecting primary data. A focus group can be defined as a collective interview on 
the selected topic with people that have knowledge about the subject discussed (Merriam 
2009). During focus group sessions, there usually is a pre-selected subject to discuss in 
depth (Bryman & Bell 2015). The purpose of focus groups is to gain data of high quality 
of people that expresses their visions in a context of other people’s visions (Merriam 
2009; Bryman & Bell 2015). The aim of using focus groups in this study was to increase 
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the reliability of the study and not to collect a large amount of data but rather to test the 
quality of the measuring tool. 
  
When arranging focus groups, the topic discussed is of importance. The sample should 
include people with most knowledge possible about the subject (Merriam 2009; Bryman 
& Bell 2015). There are no rules about how many participants should be in the groups but 
Saunders, Lewis & Thornhill (2009) suggest everything from four to twelve participants. 
Merriam (2009) highlights that the participants should preferably not know each other 
and pinpoints, therefore, the importance of not having a sensitive subject where the 
participants need to discuss on a very personal level. For this study, five anonymous 
participants were selected on the basis that they all had a different level of knowledge and 
experience of the textile and fashion industry. The reason for that was the fact that the 
questionnaire that emerged through this study, is supposed to measure the everyday 
consumer. By only having people with a great knowledge about the subject, would have 
affected the outcome and maybe even be deceptive. Furthermore did the participants not 
know each other before the focus group session and since the subject were not sensitive 
to discuss, no problems regarding this occurred. 
  
The questionnaire was written in Swedish as well as the focus groups session was held in 
Swedish. The reason for this was to prevent the respondents from being uncomfortable 
answering and analysing the questionnaire to the extent needed due to language barriers 
but also because the Swedish Consumer Agency may want the measurements in Swedish 
since it is the market that will be measured in future.  
 
The respondents that took part in the focus group is described here: 
     

 Age Sex Background in textile 

Respondent A 20-29 Female No experience other than being consumer 

Respondent B 20-29 Female Studying at the Swedish School of Textiles but have no 
working experience in the textile and fashion industry. 

Respondent C 20-29 Male No educational background in textile and fashion but has 
working experience as an e-commerce specialist at a 
fashion company. 

Respondent D 20-29 Female Educational background in textile and fashion but has no 
working experience within the industry. 

Respondent E 20-29 Female Educational background in textile and fashion but has no 
working experience within the industry. 

 Table 1, Presentation of the respondents.  
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The focus groups session was held on 3rd of May 2016 at the Swedish School of Textiles 
and the discussion lasted about an hour. Furthermore were the respondents in the focus 
group between the ages 20-29, this was not an active decision, but rather a coincidence. 
In order to get the participants familiar with the topic and get the discussion started from 
the right point of view, each member began with doing the questionnaire where they got 
unlimited of time to answer. While the participants filled out the questionnaire, they were 
able to write down thoughts about the questions, to enhance their memory, but also get a 
broader understanding of the questionnaire format from a customer perspective. When 
finished, the questionnaire was discussed, not their answer to the questionnaire questions 
but the format. This was done in order to gain a better understanding of why the 
respondents answered as they did but also what issues they identified with the 
questionnaire and issues related to the topic.  
 
Following aspects were the focus throughout the session: 
 
● Their point of view of the subject and their current consumption patterns 
● Language  
● Clear and unclear aspects 
● If something needed further definitions 
● The lack of factors or alternative 
● Own reflections  

 
Additionally was the focus group session both audio recorded and selectively transcribed. 
The reason to not intensively writing notes during the session is highlighted by Bryman 
and Bell (2015), which argues that it is difficult to identify who said what and what it 
may be hard to keep up with what the respondents are discussing. This may, in turn, lead 
to the element and interesting implications from the discussion to be lost. Even though 
Bryman and Bell (2015) pinpoints the difficulties with transcribing due to the voices of 
the respondents may be hard to distinguish, it was still for this study important to do so in 
order to evaluate the process and meaning of the discussion. 

3.3 Design of the questionnaire 
This study has a qualitative approach as mentioned, although, the aim with the developed 
measuring tool is to collect a large amount of data in future studies and it is therefore of 
importance to describe the questionnaire from a quantitative point of view. A quantitative 
research method focuses on collecting a larger amount of data where numbers are in 
focus (Bryman & Bell 2015; Saunders, Lewis & Thornhill 2009). Bryman and Bell 
(2015) argues that a quantitative research aims to measure different aspects that support 
the researcher to detect fine differences and similarities among individuals when it comes 
to a specific aspect. The method also allows doing generalisations if the respondents are 
representative of the sample.  
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A questionnaire can be explained as a technique, which collects data where each 
participant is asked the same questions in the same order. The technique is the most 
common data collection strategy when doing surveys in a quantitative study. There are 
also different types of questionnaires; self-administered that can be combined with 
internet-mediated questionnaires, postal or mail questionnaires and interviewer-
administered questionnaire (Saunders, Lewis & Thornhill 2009). The questionnaire that 
emerged throughout this study is self-administered and inter-mediated which according to 
Saunders, Lewis and Thornhill (2009) is when consumers’ fill out the questionnaire 
themselves electronically over Internet. This was chosen on the basis of the Swedish 
Consumer Agency’s previously techniques when collecting this type of data but also 
because it is seen as appropriate way for gathering this type of data. 
  
The usage of vignette scale in the questionnaire is in line with what the Swedish 
Consumer Agency used before. The reason for this is to facilitate the agency to analyse 
the result since they already are having analysing systems for questionnaires that aim to 
measure a large quantitative of people. In the appendix, the first version as well as the 
revised version is attached.  
  
The structure of the questionnaire is following: 
  

Profile The aim of this section was to gain a greater picture of how much 
individuals consume, spend on consuming and try to target their 
preferences to act sustainably.  

Purchase This aspect was included in order to map what aspects were important and 
not for consumers at the time of the purchase but also if those aspects 
would affect them to take another buying decision. 

Usage The objective of this factor was to examine how consumers treat their 
garments after the purchase and map whether different environmentally 
aspects are taken into consideration during this phase or not. 

End of use This phase of the lifecycle examines what consumers do with their 
garments after they no longer wants or needs them. 

The questions in the measuring tool are of closed character where the fixed answers are 
vertically placed. According to Bryman and Bell (2015) will this placement give a clearer 
overview of what the actual question is and the answer alternatives. Furthermore, can the 
answers in a questionnaire have different types of designs, either as a Likert scale or as a 
vignette scale (Bryman & Bell 2015). In this study the answers are of a vignette character 
since it according to Bryman and Bell (2015) is commonly used when measuring 
individuals’ normative values.  
 

Table 2, The content of the questionnaire.  
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The questions and answering alternatives are presented in a way where the respondents 
get a scenario and answer how they would respond and act in that scenario. The questions 
are formed with an answering scale of six, including an alternative I do not know. 
Bryman and Bell (2015) highlights the importance having this option and to not take the 
risk of forcing the participants to answer to something they do not want to answer. In the 
focus group session, this alternative was not in the questionnaire as an alternative. 
However, the respondents were informed that it was an alternative and if they answered I 
do not know it was encouraged to write down the reason for that since it can either be 
because they do not know how to relate or the formulation of the question. All those 
options were of importance for this study. 
 
Different data variables such as interval, nominal and ratio were also used in the 
questionnaire. Interval and ratio variables can be explained as variables with a distance 
between different classifications and are equal through the range of all the classifications. 
The difference is that interval variables have a zero point while ratio does not (Bryman & 
Bell 2015). The parts in the questionnaire that were of such character were the 
respondents age, how many garments they purchase per month and to how much, but also 
when asking how many days they are willing to wait for a customised garment. Nominal 
variables are according to Bryman and Bell (2015) describing the categories and cannot 
be ranked. The nominal variables in the questionnaire developed throughout this study 
were the sex of the respondents and if they have studied or worked within the textile and 
fashion industry.  

3.3 Validity 
There are two types of validity aspects, internal and external validity. Internal validity 
refers to if the research is matching the theory that emerges while external validity, on the 
other hand, refers to if the result can or cannot be generalised (Bryman & Bell 2015; 
Merriam 2009).  
  
The internal validity of this study has been controlled to some extent by having the focus 
group discussing the actual tool. In addition, by having respondents with different levels 
of experience and knowledge of the textile industry as well as including the everyday 
consumer that is intended to be measured in future studies, the internal validity is seen as 
strengthen as it contributed to improvements. The external validity has also been in the 
back of the mind when conducting the study. The study cannot be generalised and the 
tool is not an absolute tool to measure consumers buying behaviours since it has not been 
tested on actual consumers. Although it is described that the developed tool is more of a 
prototype and the study should, therefore, be seen as having an acceptable external 
validity. 
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3.4 Reliability 
There are different types of reliability as well, the external reliability and the internal 
reliability. The external reliability refers to whether the findings of the study are 
replicable or not (Bryman & Bell 2015; Merriam 2009). The external reliability is 
according to Bryman and Bell (2015) challenging to meet if the study is having a 
qualitative research approach since it is not possible to freeze the social reality to be able 
to do an accurate replicate of a study. Internal reliability is described as whether or not 
there is more than one researcher to be able to verify what is said and seen through the 
study (Bryman & Bell 2015). 
  
When conducting this study, both external and internal reliability were taken into 
consideration. All parts of the study are carefully explained in detail, everything from 
what authors that were used to how the result emerged in order to develop the tool. 
Therefore, there should not be any problem with other researchers to replicate this study, 
either to improve it or do a similar tool. Since there are two researchers doing this study, 
the internal reliability is considered to be increased as well. 
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4. RESULT AND ANALYSIS 
________________________________________________________________________ 
In this chapter, the result of this study will be presented as well as the analysis for the 
study. The initial part of the chapter analyses how the theory formed the questions in the 
first version of the measuring tool. The last part covers the discussion that occurred 
during the focus group session and what main changes that were made for the second 
version of the measuring tool.  
________________________________________________________________________ 

4.1 Questionnaire emerged from theory  
The textile and fashion industry is, as mentioned in the introduction, one of the most 
polluting industries in the world (NRCD 2011) due to the fact of the enormous quantity 
of produced garments (Rahbek, Pedersen & Andersen 2015). However, in order to make 
a change, consumers need to start to question their consumption patterns and develop 
awareness about the consequences of their buying behaviour (Shen et al. 2012). 
Therefore, it is of importance to start to map consumers’ actual behaviour, not only from 
a company or retailer’s perspective but rather from consumers own point of view. The 
first six questions in the provided questionnaire are aiming to map consumer’s current 
buying behaviour patterns. By having them answering the questions with the purpose of 
mapping their own behaviour may in the long turn make them be more aware and even 
maybe start to change their behaviour to a more sustainable approach.   
  
Furthermore, is Fletcher (2014) highlighting the importance of reversing the consumer 
buying patterns but the issue occurs when it comes to what actor on the market is 
responsible for changing customer's consumption patterns. Some argue that it is the 
retailer’s responsibility to provide the consumers with information in order to get them to 
act sustainable (Lee et al. 2012; Shen et al. 2012). Although, it is also the increasing 
customer demand that is the reason that companies work with different sustainable 
initiatives with the aim to close the loop and provide their consumers with better 
alternatives than mass production (Shen et al. 2012). Out of this argument, question nine 
and ten in the questionnaire emerged. In order to measure whether the demand is likely to 
increase, companies first need to provide consumers with information but also examine 
whether consumers is even willing to ask for sustainable alternatives, either in store or at 
the headquarters, to create a circle of demand.  
  
However, in order to map the consumers’ actual behaviour, there is a need to know 
consumers abilities to do so. The Swedish Consumer Agency in 2015 got a mission to 
observe those abilities (Konsumentverket 2015). By having companies ask questions as 
seven and eight in the questionnaire they might identify what reasons there is behind 
consumer’s not acting sustainably when purchasing garments. This could in the long run 
trigger companies to meet the consumer demand when it comes to sustainably produced 
garments. For example, if the reason may be that the assortment is not attractive enough, 
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companies may take actions and try to produce garments with a more appealing design 
and trends that could attract new consumers.  

4.1.1 Purchase phase  
According to Berger and Heath (2007), there are numerous of reasons behind why 
consumers consume. For example, can it be to fulfil a specific need or demand but the 
main reason is to express themselves as individuals. The more a consumer is likely to act 
sustainably, the more it becomes a part of their individuality and could result in them 
thinking about the environment, not only when purchasing clothes but also in other social 
situations as well. Furthermore are today’s consumers also according to Shen et al. 
(2012) more likely and willing to search for information about their garments such as 
material content, washing instructions and where they are produced. The challenge for 
companies here is to study the reason behind why consumers’ decides to buy garments 
and try to provide them with information and take that information into consideration to 
adapt their assortment to be more appealing to the consumer. The arguments above 
worked as a base when formulating the questions eleven, fourteen and fifteen in the 
questionnaire.  
  
Shen et al. (2012) argue that most companies today has a more sustainable clothing lines 
for example recycled jeans, organic or fair-trade products and that this proves that the 
customer demand has paid off. What is of interest here is to through question number 
seventeen in the questionnaire, find out whether consumers actively are searching for 
brands or companies that provide better produced products. The more the consumers 
demand sustainable products and the more they actively search for them, the more likely 
is that companies will start to provide more of those products and adjust them after 
consumer requirements. Although, it is also important that the companies take a 
responsibility in order to meet the consumer's halfway by providing information about 
the already existing assortment to develop it further. 
  
There are also studies according to Ha-Brookshire and Hodges (2009) that claims that 
consumers are more willing to pay for a sustainably produced garment. Although it is of 
importance here to measure each company’s target consumer, there may be a difference 
whether it is a consumer that buys high end products and consumers that buy from fast 
fashion companies. Therefore, it is important to measure both consumers willingness, as 
in could be seen in question eighteen, but also how much more they are willing to pay for 
a sustainably produced garment as in question number nineteen.  
  
The production of fibres has, as mentioned, reached a record due to the high amount of 
produced garments (Rahbek, Pedersen & Andersen 2015). Furthermore is Muthu (2015) 
describing that consumers’ may also be considering how the fibres of a garment are 
composed, whether it is a monofiber or blended fibre mix. The argument was the 
inspirations to form question sixteen in the questionnaire. If consumers are more likely to 
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think about what how their garments are composed and make buying decisions partially 
based on that information, they may also do other sustainable choices. 
  
An aspect that is discussed is also different eco-labellings on garments. Companies must 
begin to take it more into consideration when integrating and communicating out to their 
customers. However, if they do not do it properly, the consumer will see it as greenwash 
and lose confidence in both the product and brand (Solomon et al. 2013). The issue with 
eco-labellings on clothes could be first if all that consumers to some extent do not know 
that they exist to the same extent as for example in the food industry. The second 
problem is that even if they know, some consumers may doubt the significance of these 
labels due to greenwashing. Therefore, it may seem hard to do an actual buying decision 
on this aspect. Thus, it is of importance for companies to try to measure and 
communicate out the meaning of eco-labellings on clothing out to the consumer in order 
to minimise those issues. From the discussion above, questions twenty and twenty-one in 
the questionnaire emerged.  
  
Where the consumer chooses to purchase their garments may also indicate their 
unconscious or conscious behaviour when it comes to acting more sustainably. For 
example, if the consumer rather chooses to go to a slow fashion company that is 
according to Fletcher (2014) questioning the fast fashion movement, they are not directly 
contributing to the rapid consumption, which makes them act more sustainable. If the 
consumer prefers quality and timeless silhouettes it would also help companies to take 
initiatives to help the consumers to consume less (Lundblad & Davies 2015). 
  
Furthermore, today there are several alternatives to fast fashion companies such as 
second hand and fashion libraries. By using such services, consumers’ are more likely to 
find unique fashion pieces that give them the opportunity to express their individuality. 
Also, if consumers choose to go to a fashion library, this could, in the long run, minimise 
garments ending up in landfill, this because they will not grow tired of garments to the 
same extent as before, they could simply return it for new goods. Fletcher (2014) 
highlighted that consumers’ need to find a new way to consume and as Castellani, Sala 
and Mirabella (2015) mentions, those new industries may be two new ways of consuming 
since the services contribute to minimal pollution and are more energy efficient since 
new garments are not produced. However, consumers need to know what the alternatives 
there is to fast fashion companies, in order to change their behaviour and actively choose 
by going somewhere else. Therefore, it is of importance to study where the consumers are 
likely to turn to in order for companies to make a change. From the discussion above, the 
inspiration for question twenty-two, twelve as well as thirteen in the questionnaire 
emerged.  
  
McNeill and Moore (2015) continue to argue that consumers have an unwillingness to 
adjust their way of buying towards a more sustainable approach. This issue occurs in 
other industries as well as where time-to-market is crucial. However, there is an 
alternative called mass customisation, which Almodóvar (2012) describes as garments 
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being produced on demand on customer’s preferences. Questions that were developed out 
of this argument were twenty-three and twenty-four in the questionnaire. It is of interest 
to know whether the consumer is willing to wait for a customised garment and for how 
long they are willing to wait. Also how much more they are willing to pay for such a 
garment. Moreover did Joergens (2006) stress that consumers do not prioritise to buy 
sustainable fashion due to the higher prices than the fast fashion companies but also 
because the garments were less attractive. If consumers are willing to wait for a 
customised fashion garment, they will also be able to design the garment after their own 
preference, which eliminates the issue with the aesthetics, strengthen their individuality 
as well as possibly extending the garment's lifespan. It is not about seeing a sustainably 
produced garment as an additional value as Beard (2008) mentions, but rather see the 
greater value of actively choosing a sustainably produced garment.  

4.1.2 Usage phase 
According to Goworek et al. (2012) consumers relate sustainability issues in the textile 
and fashion industry to the production of garments rather than in the purchase, usage and 
end of use phase. However, according to Fletcher (2014), the most energy consuming 
phase of a garment's lifecycle is during the usage of the garment. Due to this issue, it 
could be good for consumers to identify and realise their way of washing and taking care 
of their garments and find more sustainable alternatives in order to minimise the energy 
waste. Additionally, Clevercare and Cleanright, as mentioned before, provide information 
online for consumers to take part of. The web pages contain information about 
alternatives to washing and the consequences of different situations that may occur such 
as if consumers overdose softener (Clevercare n.d.; Cleanright n.d.). Also, the Clevercare 
logo is available on some washing labels but there may cause an issue since it does not 
explain that much and the consumer need actively go into the web page  to look up 
information. These arguments were the foundation for question twenty-five and twenty-
six in the questionnaire, which maps how often consumers wash as well as what aspects 
they take into consideration when washing. 
  
To maintain a garment and extend the lifecycle of it, Fletcher (2014) suggests several 
things a consumer can do. For example, if a garment break, it may be mended either by 
doing it themselves or send it in for a repair. It may also be reused to something else. Just 
because something is broken, does not mean it cannot be fixed and used again. Therefore, 
it is important to examine what consumers’ do when a garment breaks, which represent 
question twenty-seven in the questionnaire. There are several things that can be done 
instead of throwing garments away in the garbage, which is the worst alternative as it 
often ends up in the landfill, it is an important aspect and should be studied. This so that 
companies or municipalities can facilitate the consumers to take other actions.  
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4.1.3 End of Use phase  
Fletcher (2014) stresses that there are three different aspects of a waste management 
strategy, reducing, reusing recycling. The European Commission has also developed a 
waste hierarchy but which mainly aims towards companies and countries to try to 
develop strategies to minimise the waste within the Union (The European Commission 
2010). However, it may be applied to individuals as well. The aim of studying 
consumers’ consumption patterns could be to find other alternatives for buying more 
sustainably. It can also include buying less and think over what is actually needed and 
what is over consuming but also study what consumers’ actually do when they no longer 
want their garments. There are several alternatives for what consumers can do instead of 
throwing their garments in the trash and making it into the landfill, the garments can 
either be reused as something else, donated to someone they know or second hand, resell 
it or submit it for material recycling. Therefore, it is important to measure what 
consumers’ do with their garments at the end of use stage in order to provide them with 
further information on what to do instead. The discussion above was the foundation for 
developing question twenty-eight in the questionnaire.  

4.1.4 Attitudes  
The questionnaire aims to measure consumption behaviours, but to know how to measure 
behaviours it is also important to have knowledge about attitudes, as well as the 
relationship between attitudes and behaviours. However, the concept of attitudes was 
used in the development of the questionnaire rather than measuring the actual attitude. 
Since attitudes are something that is developed from learning which in turn influence a 
consumer's buying behaviour (Armstrong et al. 2009), it is of importance that those as 
well are examined indirectly throughout a study where the aim is to measure consumer 
behaviour. 
  
The functional theory developed by Katz (1960) can in this study be connected to 
different parts of the questionnaire. The utilitarian function could be connected and 
describe if a consumer has created a positive or negative attitude about a sustainable 
product based on experience. If consumers have a positive attitude towards the quality of 
sustainably produced products, they will probably also has a more positive attitude 
towards paying a bit more for it. The value-expressive function is described as an attitude 
that defines consumers as individuals (Katz 1960). In this context, it can be connected to 
consumers who want to act and seem more sustainable conscious since they are caring 
about the environment, this by doing sustainable choices in different situations in their 
everyday lives. Also, the knowledge function is something that can create a meaning by 
choosing a better produced product over another. And by providing more information 
about how the industry works and what effects it has on the earth may, in turn, change 
more people to do better choices when it comes to sustainably produced products. Katz 
(1960) also mentions a fourth function, the ego-defensive function, this function, 
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however, was not connected to the questionnaire in the same extent as the other 
functions.  
 
Moreover does Solomon et al. (2013) highlight three aspects of attitudes; compliance, 
identification and internalisation. Compliance can be described as the first stage when an 
attitude is created towards something while identification refers to an attitude aspect 
where a consumer, for example, may consume a product in order to fit in. The third 
aspect relates to consumers who have a high level of involvement and the attitudes have 
formed an individual’s core values. This study has taken the compliance aspect into 
consideration when forming the questions. Even though it is not the aim of this research 
to study, it hopefully will get the consumer to start thinking about their consumption 
pattern from another perspective and could possibly turn into a change for the better. 
Also by having anonymous surveys and consumers answering through the Internet, it will 
minimise the risk of having them being affected by other people's opinions.  
 
The identification aspect has been taken into consideration throughout this study as well. 
By having the consumers reflecting upon their consuming patterns, they may find new 
alternatives that differ from their current ones that they want to identify themselves with 
instead. At last was the internationalisation aspect that also worked as inspiration for the 
questions. Consumers that have sustainability as a criterion when buying garments, and 
have sustainability as a personal core value may work as an inspiration for others.  

4.2 Revised questionnaire after the focus group 
During the focus groups session, the respondents contributed with constructive feedback 
on the first version of the measuring tool, both small suggestions for improvement like 
formalities and some larger suggestions were received. The main differences between the 
first version and the revised version was the lack of definitions and examples of different 
expressions and words, which made it hard for the respondents to properly answer the 
questions. Words could appear easily understandable by someone with knowledge in the 
field, but maybe not to the broader masses. Therefore, it was in the second version some 
examples attached to the questions and an introduction part in the beginning of the 
questionnaire. Aspects that needed to be defined were words such as sustainable 
consumption and different business strategies such as slow fashion. The reason for 
having explanations right after the questions were to facilitate the respondents with 
information in the right context rather than explaining everything in the beginning, which 
can be hard to remember.  
 
Another issue that occurred during the session were that some answering alternatives 
were too similar which were hard for the respondents that did not have a textile 
background to understand. Therefore was changes made in order to make it clearer for 
example in question twenty-seven and twenty-eight. Also, an answer alternative like 
selling it further to other consumers was added in question twenty-eight since the 
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majority of the respondents actually rather do so than throwing it away or submit the 
garments to second hand.  
  
Moreover, during the session, there was an issue addressed which were connected to the 
part of buying sustainable products. The respondents highlighted on question twenty-
three that there is a difference in time of how long they were willing to wait for a 
customised garment. For example were the respondents impatient to wait for a 
customised garment that purposes to be used everyday such as a t-shirt while they would 
be more willing to wait for garments such as suits, prom- or wedding dresses. Another 
question that was discussed were question twenty-four about how much they were willing 
to pay for a customised garment. From a consumer perspective, there is a great difference 
depending on which garment the consumer is buying. For example, may a T-shirt not be 
something they would spend much more than 50-100 SEK extra while for a jacket the 
price range could easily go up to 500 SEK or more. 
  
Additionally, an aspect that were of high importance and that the respondents discussed 
were the to specify from what perspective the respondents are supposed to answer from. 
There was some confusion when answering the questionnaire since the respondents felt 
like they are contradicting themselves by not knowing whether to answer what they feel 
is important when buying a garment or what actually is important and is taken into 
consideration when doing the purchase. An example that was brought up were eco-
labelling where they thought it was important but maybe did not do an actual purchase 
decision based on whether it was eco-labelled or not. Therefore, it was of importance to 
highlight that the respondents in future studies must answer from a perspective on how 
they actually act and their behaviour rather than their attitudes and thoughts about 
different aspects.  
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5. DISCUSSION AND CONCLUSION  
________________________________________________________________________ 
This chapter presents the discussion and conclusions of this thesis. It begins with a 
discussion about the findings and continues with the conclusions where the research 
questions are being answered. The chapter will finish with suggestions for future 
research and what contributions this study will bring.  
________________________________________________________________________ 

5.1 Discussion 
The aim of this paper was to define how to measure the actual buying behaviour and 
develop a measuring tool that will work as a base for the Swedish Consumer Agency to 
use, not to analyse the measured information given by the questionnaire. However, this 
paper is only a suggestion of what to measure and how to measure sustainable fashion 
consumption rather than the definitive way of measuring it. As time moves on there could 
always appear aspects that were missed the first time around. As well as there are 
different ways to measure behaviour, depending on what perspective and time frame the 
research at hand has. A positive attribute with this study is that the consumer is still in 
focus and by having them answering a questionnaire like this could actually make them 
more aware in the long run, or at least make them think in a different way for a while, 
even if it is not the focus of this specific study.  
 
When it comes to validity and reliability it is of interest to discuss the matter once more, 
this time with the focus on the questionnaire rather than the study and development of the 
questionnaire. It could be argued whether or not the questionnaire measures what it is 
supposed to do which correlates with the validity of the questions asked. Some might say 
that there could be attitude aspects integrated into the questions since attitudes and 
behaviours are so closely related. The parameters that were selected for this study covers 
all the stages from purchase to end of use, based on the fact that it is from where the 
consumer actively can take a sustainable decision. All the questions were also asked in a 
way to measure how consumers act rather than their thoughts about different aspects, 
which is also considered to increase the validity. Additionally were the respondents in the 
focus group shown the purpose of the study and they were encouraged to question 
whether the questionnaire is measuring what it is supposed to measure. This has also 
considered increased the validity of the questions since we received feedback from five 
different respondents perspectives on the matter.  
 
When it comes to the internal reliability in relation to the questionnaire it could be 
considered relatively strong since the whole survey is based on a lot of literature and 
studies done in the past. Also, the external reliability is strong due to the fact that the 
questionnaire is developed in a way so that it is supposed to be tested over time and 
therefore becomes replicable. 
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Furthermore, the tool could probably be tested at least once more to examine whether the 
issues that were discussed during the focus group session were solved but this was not 
seen as necessary since the changes were not that extensive. It could also be argued that 
the tool could be tested in the way that it was meant to, with the aim of measuring 
sustainable fashion consumption on the actual consumer. But due to the purpose of this 
paper, where the development of the questionnaire was the contribution, it is not of 
relevance even if it would be an interesting study.  
  
It could be argued that it is difficult to measure behaviour with a questionnaire, due to the 
fact that it is the consumer who fills it out. Consumers could answer the questions based 
on how they want people to receive them as well on attitudes to the topic at hand. Since 
the questionnaire is anonymous, has well defined instructions, as well as the formatting 
of the questions has been simplified, the goal was to try to limit the room for 
interpretation as well as focus having them focus on their actual behaviour. However, the 
importance of attitudes when it comes to behaviour is still acknowledged in the paper. To 
gain a deeper understanding of the subject, the study could combine the provided 
questionnaire with an additional information gathering method such as observations and 
analyse sales data as well as reuse statistics. 
  
By making observations it would be possible to see what products the consumer actually 
reaches after in the stores. However, the observations are more suitable in the purchase 
stage rather than the two other stages since it is nearly impossible to observe each 
consumer on how they use or what actions they take at the end of use stage. Observations 
are better if they are performed without the observed person's awareness, something that 
could be hard in stages closely connected to the person, but not impossible. Furthermore 
is sales statistics also more connected to the purchase stage, but in this case it is easier to 
see what the consumers are actually buying. It would, therefore, be of interest to obtain 
information from for example companies working with material recycling and donation 
to see if they have spotted any changes in behaviour or tendencies.  
  
With this in mind, a questionnaire developed around the different stages are more 
including and illustrates a broader picture of the subject, even though the above 
mentioned data collection gathering methods would provide interesting and valuable 
aspects to the study. Also using a questionnaire in combination with another data 
collecting method could be beneficial for a wider study. This because the researcher does 
not only measure consumers behaviour, but would probably also make consumers more 
aware of their behaviour from a different perspective, and which may, in the end, 
influence their behaviour to the better. This should not be interpreted as a way of 
alternating their answers in the questionnaire, but to make them more aware in a longer 
perspective. 
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5.2 Conclusion 
Throughout this paper, the following conclusions could be drawn in relationship to the 
selected research questions. 
 
R1: What parameters could be used to describe consumers’ actual behaviour when it 
comes to sustainable fashion consumption? 
 
To answer the first research question there were some different aspects to take into 
consideration. First, the gap between attitude and behaviour was defined and explained, 
this due to the fact that the aim was to measure behaviour. Then consumption was 
defined since consumption, when mentioned in this paper, does not only refer to the 
purchase but is in a consumer perspective, everything from the purchase and usages to 
the disposal. 
  
The parameters that could be used to describe consumer’s actual buying behaviour when 
it comes to sustainable fashion garments can be divided into three phases. Based on the 
literature findings, the three consumption phases were defined and under them, variables 
were detected. Additionally were new variables also detected during the focus group 
session. These new variables were considered to measure consumer’s actual buying 
behaviour to a larger extent than before and were therefore added to the questionnaire.  
 
In order to gain a greater understanding of consumer’s current buying behaviour, the 
questionnaire included variables that attempt to map their buying patterns, such as how 
many garments they purchase in an average per month as well as how much money they 
spend. Some parameters aimed also to measure whether the consumers were willing to 
pay more for a sustainably produced garment and if they were interested in buying 
sustainable garments at all.  
 
In the purchase phase, there were variables that measure whether consumers take 
environmental labels or sustainable materials and fibres into considerations when 
purchasing a garment. Moreover, the questionnaire examines the likelihood of a 
consumer purchasing products from slow fashion, second hand or renting company. The 
variable of anti or less purchasing, based on motivational patterns was also seen as an 
important parameter to include in the study.  
 
The usage phase included parameters such as how often a consumer washed their 
garments, at what temperature and additionally steps added in the process, such as usage 
of softener, ironing and tumble drying. The last variable under this phase was what 
actions the consumer takes when their garments break.  
 
Lastly, the end of use phase involves parameters concerning reuse, repurpose, donating 
and selling. By combining and measure all the variables mentioned above, creates a 
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greater understanding of consumers’ actual behaviour when it comes to sustainable 
fashion consumption.   
 
R2: How could these parameters be measured?  
 
Behaviour could be measured in a number of ways such as observations, using statistics, 
using the theory of trying, conducting a questionnaire as some examples. In this thesis, 
the most suitable way of measuring sustainable fashion consumption behaviour is 
considered to be through a questionnaire. This decision was based on the positive 
attributes of using this information gathering method, but it was also closely matched 
with wishes raised by the Swedish Consumer Agency. The positive attributes were that a 
large amount of data could be obtained quickly and also be measured over time.   
 
Also, a questionnaire is suitable to get the consumer perspective, as well as cover all 
three stages of the consuming cycle. To gain a deeper understanding this method could be 
combined this with observations and sales statistics as well as reuse statistics.  

5.3 Contribution and future research  
The contribution of this research to business was to find variables and create a tool that 
the Swedish Consumer Agency potentially can use as a foundation in future studies of 
measuring consumers’ actual behaviour in the textile and fashion industry. The 
information given in this paper could together with parts of the provided questionnaire, 
be used by other companies in order to measure their consumer’s behaviour and by that 
detect a demand for sustainable products.  
  
The scientific contribution of this research can be connected to the fact that measuring 
consumer behaviour and consumers ability to act sustainably in the textile and fashion 
market today is lacking. However, this research may also lead the way and create interest 
in the field so that this topic will be explored even more in the future by other 
researchers.  
 
There are several possibilities for future research of this study. The focus in this study 
was what and how to measure sustainable fashion consumption behaviour. However, it 
would be interesting to test the questionnaire and analyse the actual result, to see if there 
are any further changes that need to be done. This is similar to the way that the Swedish 
Consumer Agency would work with the tool, but from a research perspective, the 
improvements to the tool would be interesting. 
  
It would also be of interest to try to do a market analysis with this questionnaire as one of 
the pillars. Maybe integrate it with consumer observations and sales data, to get a more 
defined picture of the current situation. This project could also be replicated and 
compared over time. This idea would be particularly interesting if the Swedish Consumer 
Agency either just work with the questionnaire alone or does not use it at all. 
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Furthermore would a more deep research on the psychological aspects of buying 
behaviour be interesting to study. There is a lot written in the field, but there is always 
interesting to read about new input and reflections. The study could also have a textile 
perspective to give it even more uniqueness. 
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APPENDIX I 
 
The focus group discussion schedule 
During the focus group session there were some main areas of discussion. However, 
since it was a focus group the discussion did not solely focus on these aspects below, 
which furthermore also gave us more valuable information and feedback. Also, some 
discussion areas were more to get the respondents comfortable and get them to talk about 
the subject from their point of view rather than focusing all of them towards the research 
questions. These aspects were the main focus:  
 

• How would you describe your consumption patterns today? Do you believe that 
there is something that needs to be changed? Why/why not?  
 

• Furthermore, we wanted them to come with their own reflections and 
interpretations of the questions. Could some questions be interpreted in several 
ways or was something unclear for example. 
 

• Concepts such as sustainable fashion and customised products, are they easy to 
understand? How do you interpret theses concepts. Do you think that it could be 
good with a definition to concept like this throughout the questionnaire? 
 

• If extra information were provided, where would you think it would work best - 
as an intro text or close to the questions? 
 

• What do you believe will make you buy more sustainable alternatives? 
 

• When asking the questions below, what kind of verbs/acts would you think would 
suit under that concept? For example, is asking for a more sustainable option only 
connected to purchasing them, or could it be that they are asking about the 
material, production and so on. 
 

• How likely is it that you personally would ask for sustainable alternatives 
in a store? 
 

• How likely is it that you personally would ask for sustainable alternatives 
by contacting the head office or the administration of a fashion company? 

 
• The question: “What would make you consume less?”, how do you feel/think 

about that question? Do you think it is relevant to a study like this? What would 
you answer? 
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APPENDIX II 
 
Version 1:  
A survey about sustainable consumption  
 
Sex 

 
 
Age  

 
 
Do you have earlier experience from the textile and fashion industry? 
 
Through studies:  
   
Through working:   

____________________________________________________________ 
 

1. How many garments do you average purchase in a month? 
 

 
 

2. How much money (in SEK) do you spend on fashion garments in an average 
month? 
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3. Are you interested in buying sustainable fashion garments? 

 
 

4. Do you believe that you consume clothes at a sustainable level? 

 
 

5. Do you think that you need to change your consumption patterns? 

 
 

6. Do you think that you have the financial means to buy sustainable fashion? 

 
 

7. Do you believe there are enough sustainable clothing alternatives on today's 
fashion market? 

 
 

8. Do you think that the existing sustainable clothing alternatives on today’s 
market are attractive enough for you to purchase them?  

 
 

9. How likely is it that you personally would ask for sustainable alternatives in 
the store? 
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10. How likely is it that you personally would ask for sustainable alternatives by 

contacting the head office or the administration of a fashion company?  

 
 

________________________________________________________________________ 
 

11. When you shop for clothes, how important is following aspects for you: 
Price 

 
 
Quality 

 
 
Brand 

 
 
Material 

 
 
Sustainably produced  
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Design 

 
 

12. Do you tend to buy more clothes if they have a lower price and are for 
example on sale? 

 
 

13. How likely are you to buy one more expensive garment instead of several 
cheap ones? 

 
 
 

14. How likely is it that you look at the washing label inside the clothes before 
you buy them?

 
 

15. How likely is it that the information on the washing label affects your 
purchase? 

 
 

16. How likely is it that you choose a monofilament garment over a garment with 
mixed fibres?  
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17. How likely is it that you will actively search for brands that offer more 
sustainable options?  

 
 
 
 

18. Would you be inclined to pay more for a sustainable produced fashion 
alternative? 

 
 

19. How much more would you be willing to pay for a sustainable alternative 
(SEK)? 

  
20. How important are environmental labels (eco-labels) when buying a 

garment? 

 
 

21. How important do you believe the following aspects is when it comes to eco-
labels: 
 
Environmentally friendly 

 
 
Chemicals 
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Pesticides 

 
 
Working conditions  

 
 

22. When buying clothes, how likely is it that you go to a…  
Fast Fashion company/chain 

 
 
Slow Fashion company/brand 

 
 
Clothing library/Rent 

 
 
Second Hand 

 
 
A local company/smaller company/locally produced 
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Companies that work with customisation/on demand  

 
 

23. How likely is it that you would be willing to wait to receive sustainably 
produced garments, if they were customised/individualised? 

 
 

24. For how long, in days, would you be willing to wait for a customised 
garment? 

 
_____________________________________________________________ 
 

25. After how many times of usage do you feel that you have to wash … 
Underwear 

 
T-shirt/Tops 

 
Sweatshirt 

 
Jeans 
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26. How likely is it that you take the following environmental aspects into 
consideration when washing: 
 
Softener 

 
 

Water temperature 

 
 

Drying method 

 
 

Ironing after washing  

 
 

27. If your garments break, how likely is it that you will… 
Repair it yourself 

 
 

Send in for repair 

 
 

Complain where either get your product replaced or a refund 
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Throw it away 

 
 

Submit for recycling 

 
 
Redesign the garment or reuse it to something else 

 
 
Submit for material recycling 

 
 

28. If you do not longer want your garment, how likely is it that you will… 
Throw it away 

 
 
Donate it to someone you know 

 
 
 
Donate it to second hand  
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Submit for material recycling 

 
Submit to different retailers own material recycling bins  

 
 
Redesign the garment or reuse it to something else 
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APPENDIX III 
 

Version 2:  
A survey about sustainable consumption  
This is a survey about sustainable consumption with a focus on clothing. Sustainable 
consumption involves thinking about a garment’s whole lifecycle. Sustainable fashion in 
this context are referring to clothes that is more sustainable for the environment. This 
can be either through the production process of the garment or a company’s business 
strategy. In this survey the focus is on the environmental aspect of sustainability, rather 
than the socioeconomic ones. 
 
It is also important in this survey that you as a respondent answer the questions based on 
what choice you would have made in a certain situation, rather than the choice you 
wished that you had made. 
 
Sex 

 
Age  

 
Do you have earlier experience from the textile and fashion industry? 
 
Through studies:  
 
 
Through working: 

____________________________________________________________ 
 

1. How many garments do you purchase in an average month? 

 
 
 
 



53 

 
2. How much money (in SEK) do you spend on fashion garments in average per 

month? 

 
3. Are you interested in buying sustainable fashion garments? 

 
 

4. Do you believe that you consume clothes on a sustainable level? 

 
 

5. Do you think that you need to change your consumption pattern? 

 
 

6. Do you think that you have the financial means to buy sustainable fashion? 

 
 

7. Do you believe there is enough sustainable alternatives on today's fashion 
market? 

 
 

8. Do you think that the existing sustainable alternatives on today’s market is 
attractive enough for you to purchase them?  
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9. How likely is it that you personally would ask for sustainable alternatives in 
a store? 

 
 

10. How likely is it that you personally would ask for sustainable alternatives by 
contacting the head office or the administration of a fashion company?  

 
________________________________________________________________________

__ 
 

11. When you shop for clothes, how important is the following aspects for you: 
Price

 
Quality 

 
Brand 

 
Material 

 
Sustainably produced  
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Design 

 
 

12. Do you tend to buy more clothes if they have a lower price and are for 
example on sale? 

 
 

13. How likely are you to buy one more expensive garment instead of several 
cheap ones? 

 
 

14. How likely is it that you look at the washing label inside the clothes before 
you buy them? 

 
 

15. How likely is it that following information on the washing label affect your 
purchase? 
 
Fibre content  

 
Washing instructions 

 
 
Production country  
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16. How likely is it that you choose a garment produced from a monofilament 
garment over a garment produced from mixed fibres? Monofilament garment 
means fabrics that are produced with one fibre, such as 100% cotton. This can for 
example make the recycle process of the garment easier. 

 
 

17. How likely is it that you will actively search for brands or products that are 
sustainably produced? An example may be to actively search for information on 
the Internet.  

 
 

18. Would you be inclined to pay more for a sustainable produced fashion 
alternative? 

 
 

19. You are about to buy a T-shirt and have two options to choose from. The 
first one is made of cotton, the other from organic cotton. How much more 
would you be willing to pay for the sustainable alternative (in SEK)? 

 
 

20. You are about to buy a jacket and have two options to choose from. They 
both have the same quality and appearance, but one option is sustainably 
produced. How much more would you be willing to pay for sustainable 
alternative (in SEK)? 
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21. How important are environmental labels (eco-labels) for you when buying a 
garment? Examples on eco-labels are Fair Trade and Global Organic Textile 
Standard.

 
 

22. How important do you believe the following aspects is when it comes to eco-
labels: 
Environmentally friendly 

 
Chemicals in the production, for example bleaching 

 
Pesticides for example in cultivation of cotton 

 
Working conditions  

 
 

23. When buying clothes, how likely is it that you go to a…  
Fast Fashion Company For example Gina Tricot, Zara or H&M  

 
 
Slow Fashion company, which is a company that works with slow fashion 
culture with less seasonal fashion, more timeless silhouettes and quality with aim 
to extend the lifespan of the garment.  
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Clothing library where you can rent garments for a limited time, it can either act 
as a subscription service or to rent clothes to a special occasions, such as a prom 
or wedding.  

 
 
Second Hand 

 
 
A fashion company that produces their products in Sweden  

 
 

Companies that work with customisation and on demand  

 
 

24. How likely is it that you would be willing to wait to receive a customised 
garment? 
 
Garments you use everyday 

 
 

Garments for special occasions such as a suit, prom- or wedding dress 

 
 

 



59 

 
 
 

25. For how many days would you be willing to wait for a customised garment? 
 
Garments you use everyday 

 
Garments for special occasions such as a suit, prom- or wedding dress 

 
_____________________________________________________________ 
 

26. After how many times of usage do you feel that you have to wash … 
Underwear 

T-shirt/Tops 

 
Sweatshirt 

 
Jeans 

 
27. How likely is it that you take the following environmental aspects into 

consideration when washing: 
The amount of softener 
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Water temperature 

 
 
Drying method 

 
 

Ironing after washing  

 
 

28. If your garments break, how likely is it that you would… 
Repair it yourself 

 
 

Send it in for repair 

 
 
Complain, where you either get your product replaced or a refund 

 
 
Throw it away 
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Submit it to a retailer’s own recycling bin 

 
 
Redesign the garment or reuse it to something else 

 
 
Submit it to a material recycling, in containers  

 
 

29. If you do not longer want your garment, how likely is it that you would… 
Throw it away 

 
 
Donate it to someone you know 

 
 
Donate it to second hand  

 
 
Submit it for material recycling in containers  

 
 
Submit it to a retailer’s own recycling bin 
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Redesign the garment or reuse it as something else 

 
 
Selling it on by using for example ebay or conducting a yard sale  

 
 


