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Abstract  
    

Background:  The awareness of consumers regarding environmental topics is increasing, 

which as a result leads to green consumption. At the same time, the outdoor 

industry is experiencing steady growth and especially within this industry, 

the sensitivity for the environment is considerably high. Therefore, more 

outdoor companies include the environmental aspect in their CSR 

activities. Hence, the question, which aspects influence consumers green 

purchase decision, comes up. This was generally studied before, but not 

explicitly in the outdoor industry.  

 

Purpose:  The thesis aims to explore, which aspects impact the green buying 

decisions of consumers in the outdoor industry. Therefore, the purpose of 

this study is to explore the critical factors influencing consumers purchase 

decision of products from environmentally responsible outdoor 

companies. 

 

Method:  The research philosophy of this study is interpretivism. Further, an 

abductive approach and a qualitative research design with an exploratory 

purpose are used. Eleven semi-structured interviews were conducted in 

order to explore the critical factors influencing consumer purchase 

decision for environmentally friendly outdoor clothes. Starting off with a 

convenience sample, the researchers additionally used snowball sampling. 

Lastly, a coding system based on reviewed literature was constructed to 

systematically analyse the collected data. 

 

Conclusion:  The empirical findings of the study suggest two different categories with 

14 critical factors influencing consumers purchase decision: Product 

related factors on the one hand and factors influencing the environmental 

consciousness on the other hand. As outdoor apparel is located in a higher 

price segment, basic product attributes like price, functionality, and quality 

have to be met, before consumers also consider environmental aspects in 

their final decision. 
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1 Introduction 

______________________________________________________________________ 

 

The first chapter will introduce the background on the topic of environmentally friendly 

consumption in the outdoor industry. Also, it will provide information on the problems 

this study is facing, as well as the purpose of investigating critical factors in the green 

purchase decision of consumers. Lastly, the section gives an overview of how the study is 

conducted from a methodological standpoint, which constraints it faces, and why it is 

worth reading. 

______________________________________________________________________ 

 Background 

Over the past few years, sustainability concerns and environmentally friendly behavior 

have gained tremendous importance in people’s daily lives through the attention in the 

media, as well as the adoption in the marketing communication strategies of many 

businesses around the world. Werther and Chandler (2011) identified an increasing 

demand for environmental and social responsibility along with sustainability as being 

among the most influential factors impacting businesses in the 21st century. 

Environmental concerns have reached the mainstream society, as increasingly more 

consumers relate to the values of green, environmentally friendly consumption, and 

therefore, a rising number of brands take those thoughts into consideration (Carrington, 

Neville, & Whitwell, 2010). This augmenting presence of environmental issues, in turn, 

facilitates a trend in consumers’ mindset to consider green consumption practices (Perera, 

Auger, & Klein, 2018).  

According to a 2018 report by Globalwebindex, 61 percent of millennials state to consider 

buying eco-friendly products (Young, 2018). These figures show what impact the 

prevailing trend towards environmental protection, and thereby towards environmentally 

friendly consumption behavior, has on consumers. In addition, this movement is reflected 

in the growing sustainable fashion industry (Lundblad & Davies, 2016), which again 

confirms the current relevance of environmental concerns. In particular within the highly 

competitive fashion industry with very short product lifecycles, a great discrepancy 
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between clothing and the environment in general can be determined (Wiederhold & 

Martinez, 2018).  

Considering the outdoor fashion industry, a better fit between sensitivity for the 

environment and outdoor fashion can be assumed. Accordingly, outdoor brands, like 

Patagonia for example, increasingly focus on utilizing environmentally friendly material 

and engage in sustainable manufacturing processes (Patagonia, 2019). Moreover, the 

typical consumer of outdoor clothes appears to be especially sensitive for environmental 

matters, mainly due to their prevalent and strengthened connection to nature. Mark Held, 

the secretary general of the European Outdoor Group (EOG)1, states in an interview that 

they use extensive resources to strengthen sustainability and environmental 

responsibility. This is especially shown by the development of an Outdoor Industry 

Sustainability Charter, which was signed by several Outdoor brands like Haglöfs and 

Fjällräven (Klingelhöfer, 2017a). This charter aligns all its members to work towards a 

sustainable future and proposes steps on how this can be achieved (Scandinavian Outdoor 

Group, 2016).  

Additionally, an increasing number of new consumers is interested in outdoor clothing 

products, since it became fashionable and trendy to wear outdoor apparel as everyday 

fashion. It is not the extreme alpinists that make the outdoor industry successful, it is 

rather millions of people that discovered outdoor exercising and are also willing to spend 

a rather high amount of money for the right and trendy functional wear (Handelsblatt, 

2017). The overlapping between sports or outdoor and fashion is constantly increasing, 

borders between them are getting more and more obscure. Concepts like Urban Outdoor 

or Athleisure underline this movement and simultaneously expand the potential target 

market for outdoor apparel (Klingelhöfer, 2017a). Because of this rising relevance of the 

outdoor clothing industry, it is chosen to be in the focus of the thesis.   

Considering the just mentioned aspects, it is crucial for corporations to behave socially 

responsible in various aspects, leading to their increasing formulation and application of 

corporate social responsibility (CSR) (Dahlrud, 2008; Klingelhöfer, 2017b).  Scholars 

have formulated a multitude of definitions for CSR, which mostly result in ambiguity and 

                                                 
1 The European Outdoor Group is an association representing the common interests of the European outdoor 

industry. The EOG was founded in 2003 by 19 of the world’s largest outdoor companies, who recognized 

the need for a cohesive, cross border approach to the representation of the outdoor sector (EOG, 2018). 



 

3 

 

inconsistency regarding a clear understanding of the term (Guthey & Morsing, 2014). The 

expressions corporate (social) responsibility and sustainability are often utilized 

interchangeably, while some refer to them as different constructs (Strand, Freeman, & 

Hockerts, 2015). However, the Commission of the European Communities (2001; 2011) 

includes environmental issues as a pillar of CSR into their definition, which is among the 

most applied interpretations of CSR.  

Having established environmental matters as a part of a company’s CSR and an important 

concern for consumers of outdoor apparel products, the question arises, whether 

consumers take those environmental matters of outdoor brands into account in their 

decision-making process. Previous research so far explored the effect of CSR on 

consumers but did not specifically investigate the role of environmental aspects and the 

connected influence on consumers. Furthermore, outdoor apparel, in particular, is 

designed to engage the reconnection of consumers and nature, which is why outdoor 

brands should be especially concerned about preserving the environment. Therefore, 

exploring this gap in research within the outdoor apparel industry is highly interesting, 

considering the natural fit of outdoor clothing and the environment.  

  Problem and purpose 

Overall, empirical research in the field of CSR show inconsistency in the definitions and 

measurement of CSR (Guthey & Morsing, 2014). Nevertheless, various studies on CSR’s 

influence on consumer behavior (Becker-Olsen, Cudmore, & Hill, 2006) and on the 

impact of CSR on attitudes of consumers towards brands (Lacey & Kennett-Hensel, 

2010) can be found among a wide variety of research on the topic of CSR. However, little 

research could be found on the aspect of environmental matters as a part of a company’s 

CSR. Moreover, previous studies did not specifically focus on the outdoor industry in this 

regard. This also applies for green, respectively environmentally friendly consumption. 

Various studies examined factors influencing the buying decision for green or, generally 

speaking, ethical products (Kollmuss & Agyeman, 2002; Papaoikonomou, 2013; 

Wiederhold & Martinez, 2018). However, none of those exclusively focused on 

environmentally friendly consumption in the outdoor industry. 

Therefore, this thesis aims to explore, which aspects impact the green buying decisions 

of consumers in the outdoor industry. The purpose of this study is to explore factors 

influencing consumers purchase decision of environmentally friendly products within the 
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outdoor industry. A realistic insight whether the environmental aspect of CSR has an 

impact on consumers and which factors influence this aspect should be gained. Therefore, 

the following research question has been elaborated: 

What are critical factors influencing consumers’ buying decision of outdoor apparel 

from environmentally responsible companies? 

The thesis aims to identify and understand which factors influence outdoor enthusiasts in 

their decision to buy outdoor apparel from companies that take environmental 

responsibility or generally apply environmentally friendly behavior. This includes 

understanding the decision-making process of consumers. Furthermore, factors that make 

people to consider buying environmentally friendly outdoor apparel, as well as concerns 

that prevent them from doing so, are examined.  

Additionally, the study will provide deep insights into consumers’ minds and their buying 

behavior of outdoor apparel. It will give outdoor companies a better understanding of 

their customers, especially their decision-making process. Also, the insights into green 

consumption behavior, in particular in the outdoor industry, is a valid contribution to 

already existing research. As the study provides indications, whether environmental 

engagement influences consumers buying behavior, these findings can support 

management decisions in the overall CSR strategy of outdoor companies, as well as 

within the marketing communications strategy. Based on the results, it can be anticipated 

whether taking environmental responsibility and good corporate citizenship pays off for 

companies, whether it should be more focused on in the future, or whether it is not 

decisive for consumers at all. Furthermore, it can be supportive in order to encourage 

consumers’ decision for buying green outdoor apparel, but also to reduce the impediments 

that prevent them from doing so. 

 Methodology 

As the study aims to explore and understand critical factors for buying from 

environmentally responsible companies within the outdoor apparel industry, an 

exploratory, qualitative research approach is applied. This methodology was chosen to 

understand the reasons and impediments of consumers, including their opinions, views, 

and experiences regarding environmentally friendly behavior, as well as green 

consumption in general and in the outdoor industry. In order to reach this goal, semi-
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structured interviews with outdoor enthusiast, referring to people that are interested in 

and practice outdoor sports, are conducted. This ensures that people previously 

experienced the purchase of outdoor clothes. The method will help to provide deep 

insights into the consumers’ decision-making and buying process. A convenience sample 

was used as a starting point, followed by snowball sampling, which refers to reaching out 

to other recommended outdoor enthusiasts. In the next step, the gathered primary data, in 

the form of conducted interviews, is coded and serves as a valuable foundation for the 

data analysis and discussion.   

 Limitations and Delimitations 

The limited resource availability and a constricted timeframe for this study led to a 

restricted sample size of interviews. Moreover, as a convenience sample in combination 

with a snowball sample was chosen, the sample could be deficient in representativity 

compared to other sampling techniques. In addition, the high sensitivity of environmental 

topics could lead to a social desirability bias amongst participants. Also, a lack of deeper 

investigation of single factors could result in a more superficial understanding of several 

aspects. Furthermore, linguistic barriers might have constrained the research, as 

interviews were both conducted in English and German. 

In addition to the limitations of this study, some deliberate delimitations are applied. The 

study focuses on the consumers’ perspective, rather than additionally considering the 

company’s point of view, as this would exceed the scope of the thesis. Further research 

should consider investigating this aspect as well. Also, the study consciously does not 

focus on specific age groups, nationalities, or gender, which could influence the critical 

factors of a green buying decision. Anyhow, the authors decided to rather choose the 

participants based on their interest in outdoor sports activities, rather than demographical 

characteristics. 

Moreover, the study focuses on the overall outdoor industry rather than only examining 

one sport within the field of outdoor activities, to get a general overview and 

understanding of the industry. For future research, it might be interesting to solely focus 

on one sport, like climbing or skiing for example or even investigate the differences of 

consumers within different outdoor sports. 
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 Structure of the thesis 

This thesis is divided into five main chapters. The first chapter provides the reader with 

insights into the background and motivation of the research, to outline the problem and 

purpose of the study, and to introduce the methodological approach of the thesis.  

Subsequently, chapter two is dedicated to a review of existing literature on the topic. The 

literature review elaborates models and theories within the field of green consumption 

and CSR that have already been established by previous researchers. It starts with 

outlining the development and state of art of green consumption, followed by a 

characterization of CSR and its environmental aspect. Furthermore, an overview of the 

outdoor industry is provided, as well as some prime examples of outdoor companies 

engaging in environmental aspects. 

The third chapter introduces the methodology used in this thesis in detail and explains 

how data is collected and analysed.  

Thereafter, in chapter four, an extensive analysis of the research is presented and results 

are discussed. 

Chapter five outlines the conclusion of the thesis, identifies further research opportunities 

in the field of research and presents managerial implications.  

 Keywords  

Significant concepts and terms, which are applied in this thesis, are explained in 

alphabetical order in the following section. 

Attitude-behavior gap – the disaccord between consumers’ values and actions (Zavali 

& Theodoropoulou, 2018).  

Corporate social responsibility (CSR) – “[…] the responsibility of enterprises for their 

impact on society” (Commission of the European Communities, 2011, p.6). Also, a 

concept including the integration of social and environmental concerns into business 

operations and stakeholder interaction (Commission of the European Communities, 

2001).  

Environment – in this thesis mostly mentioned in relation to nature, rather than 

surroundings.  
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Ethical consumer – a consumer that does not only account for environmental concerns 

but a broader context of ethical issues in his purchase behavior (Reczek & Irwin, 2015).  

Green consumer – a consumer that is in his purchase behavior cautious related to 

environmental issues potentially caused by processes affiliated with a product or brand 

(Elkington & Hailes, 1989).  

Sustainability – a principle referring to the attentive use of social, environmental, and 

economic resources that will not put future generations’ needs in risk (Thiele, 2013).  

Triple bottom line – a framework of sustainability that helps evaluate a business’ 

performance assembled on a social, an environmental, and an economic pillar (Elkington, 

1999). 
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2 Literature Review 

______________________________________________________________________ 

 

The second chapter dives deeper into environmentally friendly behavior from a 

consumers’, as well as a companies’ side. On the one hand, the concept of green 

consumption is examined, along with factors influencing green consumption behavior. 

On the other hand, important background knowledge regarding CSR is outlined, as well 

as an overview of the outdoor industry, including some prime examples of outdoor 

companies that already take environmental responsibility. 

______________________________________________________________________ 

2.1 Green Consumption 

Over the years, consumers have been increasingly exhausting our planet’s resources, 

consuming approximately one third more than what can be autonomously regenerated. 

This recent tendency to overconsumption has an enormously negative impact on the 

environment (Kostadinova, 2016). Just like these consumption patterns and behaviors 

have changed, consumers have also started to realize the impact of their consumption 

habits on nature and society at large (Laroche, Bergeron, & Barbaro-Forleo, 2001). 

Accordingly, increased awareness of environmental topics has led consumers to rethink 

their consumption behavior (Kostadinova, 2016). Especially subjects like the overuse of 

plastic have reached mainstream society, being more and more covered by the media, and 

even leading the New York Times to write about the avoidance of plastic (Wells, 2019). 

However, when it comes to the purchase of goods, consumers are still dependent on the 

offerings of the industry (Agarwal, 2013).  

Nonetheless, consumers begin to change their buying behavior in order to reduce their 

negative impact (Perera et al., 2018). The trend towards environmentally friendly 

products is referred to as green consumption and is increasing in many developed nations, 

due to the growing presence of environmental and social issues (Perera et al., 2018; 

Wiederhold & Martinez, 2018). However, not only concerns regarding climate change or 

limited natural resources are driving green consumption. It is also attributed to be a 

backlash to modern consumption practices, which are seen as wasteful and unsustainable 

(Perera et al., 2018).   



 

9 

 

Even though the concept of green consumption is already present for decades, including 

many activities in regard to protecting and preserving the natural environment, a broad 

range of terms has developed. Elkington and Hailes (1989) define a green consumer as 

someone avoiding products that might “[…] endanger the health of the consumer or 

others; cause significant damage to the environment during manufacture, use or disposal; 

consume a disproportionate amount of energy; cause unnecessary waste; use materials 

derived from threatened species or environments; involve unnecessary use or cruelty to 

animals or adversely affect other countries”. Many expressions, like environmental 

behavior, environmental consciousness or environmentally friendly behavior are often 

used interchangeably with green consumption.  

Furthermore, within literature also terms like ethical consumption, moral consumption or 

sustainable consumption exist (Perera et al., 2018). Some researchers argue that for 

example, the ethical consumer arose from the green consumer, who cares for the 

environment and expresses it in a specific buying behavior (Freestone & McGoldrick, 

2008; Papaoikonomou, 2013). Ethical consumption is used for a broader variety of social 

issues like working conditions or the treatment of animals and does not only take into 

account environmental issues (Freestone & McGoldrick, 2008; Papaoikonomou, 2013; 

Reczek & Irwin, 2015). Therefore, the literature review is done by using the terms ethical 

and green synonymous, as green consumption can be defined as part of ethical 

consumption. Ethical consumption relates to a broader context and green to 

environmental related issues like the purchase of environmentally friendly products and 

the avoidance of products that harm the environment  (Joshi & Rahman, 2015).  

Anyhow, as this study focuses on green consumption and environmentally friendly 

consumer practices, mainly terms like green consumption, green consumer, green 

purchasing, environmental consciousness and environmentally friendly behavior are 

used. These practices include a wide variety of forms and products, ranging from buying 

of recycled materials, minimizing waste, buying organic fruits and vegetables, or simply 

supporting companies that take environmental responsibility (Perera et al., 2018). 

An example, of where green consumption is not dominant yet, but increasingly 

considered, is the fashion industry. Still, the this industry is known for striving after low 

prices and therefore lowering production costs by, for example, cutting labour costs. Also, 

extensive use of natural resources like water, and the use of chemicals, are properties of 
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the fashion industry (Strähle, 2017). Additionally, the fashion industry is mainly short-

living and especially younger people strive for the latest fashion trends, which still have 

to be affordable (Strähle & Hauk, 2017). Anyhow, more and more consumers are affected 

by the enormous media coverage of environmental and social issues and tend to take 

responsibility for their purchasing behavior. Consumers are increasingly split between 

behaving ethically and pursuing social acceptance as well as fashion trends (Wiederhold 

& Martinez, 2018). Therefore, the knowledge of the environmental impact does not 

necessarily lead to changed buying behavior. Even, if consumers express concerns for the 

environment, the demand for green products is not as high as expected (Strähle & Hauk, 

2017). This gap between the values and the actions of consumers is called the attitude-

behavior gap (Zavali & Theodoropoulou, 2018). Therefore, the next chapter will explain 

some basic background regarding this phenomenon followed by critical factors that 

influence pro-environmental buying behavior.   

2.1.1 Attitude-behavior gap 

Carrington et al. (2010) are stating in a recent study, that even if 30 percent of consumers 

say they would purchase ethically, in reality only three percent actually do so. This 

behavior can be explained by the complex decision-making process, in which several 

factors are considered simultaneously (Strähle & Hauk, 2017). Therefore, studies diving 

deeper in the ethical decision-making process exist, which mostly have been approached 

with attitude behavior models, especially with the behavioral theory of Ajzen and 

Fishbein (Bray, Johns, & Kilburn, 2011; Wiederhold & Martinez, 2018). They developed 

the Theory of Reasoned Action, which states out two factors that influence behavior: 

individual’s attitude and social norms (Ajzen & Fishbein, 1980). Ajzen (1988) then 

refined the theory by stating out three influential factors: the attitude, the perception of 

societal pressure and the behavioral control (Bray et al., 2011). Those frameworks are 

regarded as a good predictor for consumer behavior, but only based on the assumption 

that humans act rationally. Anyhow, the attitude-behavior gap needs an integral approach, 

as the determinants that affect and hinder pro-environmental behavior are complex 

(Wiederhold & Martinez, 2018). Consequently, the next section will now provide a 

literature review of factors that might influence the green buying decision and take 

environmental responsibility.  
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2.1.2 Factors influencing environmentally friendly buying decisions  

Kollmuss and Agyeman (2002) reviewed several frameworks of pro-environmental 

behavior and concluded that the critical factors are too complex to put them into one 

single framework. Therefore, they gathered critical factors that influence pro-

environmental behavior to some extent and divided it into demographical, internal and 

external factors. Also other researchers addressed the determinants for and against green 

or ethical consumption, which will be taken into account as well (Bray et al., 2011; Burke, 

Eckert, & Davis, 2014; Kollmuss & Agyeman, 2002; Sachdeva, Jordan, & Mazar, 2015; 

Wiederhold & Martinez, 2018; Zavali & Theodoropoulou, 2018). 

2.1.2.1 Demographic Factors 

Socio-demographic characteristics are a crucial factor if it comes to pro-environmental 

behavior. Especially gender, age, and education are used as variables for green consumer 

profiling as well as for the identification of trends between demographics and green 

purchasing (Kollmuss & Agyeman, 2002; Zavali & Theodoropoulou, 2018). Several 

studies mention that women tend to buy more environmentally conscious and are also 

willing to spend more money on it. As a reason, the social role of women is brought up 

as well as their tendency to be more responsible. Age also appears to have a positive 

correlation with pro-environmental behavior. Environmentally conscious consumers tend 

to be middle-aged, as they are more likely to have background knowledge of the 

environmental impact and consequences (Zavali & Theodoropoulou, 2018). Because of 

this background knowledge, the educational level can be another influential factor 

(Kollmuss & Agyeman, 2002). However, also income seems to have an effect, as 

wealthier consumers are more willing to spend extra money on green products (Zavali 

& Theodoropoulou, 2018).   

2.1.2.2 External Factors 

Institutional factors and availability: Pro-environmental purchase behavior can only 

take place if the infrastructure and the availability are given (Burke et al., 2014; Kollmuss 

& Agyeman, 2002). Examples for this are public transport, which has to be established 

before people use it (Kollmuss & Agyeman, 2002). People will only adopt those options, 

once they do not require extra effort. The same applies to the availability of green 

products in stores placed next to mainstream products. The barriers to buy 
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environmentally conscious are lower if green alternatives are as present as ordinary 

products (Burke et al., 2014).  

Price: One of the most mentioned critical factors is the price of products, as this is 

something most consumers are unwilling to compromise. Even the willingness to pay 

higher prices for Fair Trade and organic products is considerably low, especially if it is a 

frequently purchased item (Bray et al., 2011; Burke et al., 2014). Bray et al. (2011) figured 

out in their study that even when the participants claimed to care about ethical behavior 

and are willing to pay more, they are reluctant to pay more than just a few cents extra. 

Only when it comes to regionally produced products, they are more likely to invest extra 

money as it is anticipated as premium.  

Social Cultural Factors: Pro-environmental behavior strongly depends on the cultural 

and social factors within countries. Studies already found out that this crucially shapes 

the buying behavior for ethical products (Wiederhold & Martinez, 2018). The awareness 

for the environment has a different status in every country, or even every society and 

therefore influences purchase decisions. Smaller countries, for example, are more 

environmentally conscious than larger countries with enormous resources like the US 

(Carrington et al., 2010). Additionally, the overall culture shapes the behavior. As for 

example mentioned in the demographical factors, the culture within younger age groups 

often focuses more on fashion, price, and brand image rather than ethical or 

environmental factors (Carrigan & Attalla, 2001; Wiederhold & Martinez, 2018).  

Information: Another important factor for green purchase decisions is the provided 

information. Consumers are rather passive and more guided by obviously provided 

information like labelling, rather than actually invest time searching for green products 

(Carrigan & Attalla, 2001). Bray et al. (2011) acknowledge that most of the people do not 

have sufficient knowledge to make ethical decisions. Therefore, some researchers suggest 

better labelling in order to support consumers in their buying decision, whereas others 

state that too much could be overwhelming and deterrent (Burke et al., 2014).  

Quality: Furthermore, the quality of products is critical for green buying decisions. 

Consumers will most likely not make any compromises regarding quality when 

purchasing environmentally friendly (Carrigan & Attalla, 2001). Accordingly, the quality 

of green products is a determining factor, as Bray et al. (2011) figured out that some 

people even consider some ethical products as poorer in quality.  
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2.1.2.3 Internal Factors 

Motivation: Motivation has a strong influence on behavior and is a strong internal 

stimulus (Kollmuss & Agyeman, 2002). It can be the conscious or unconscious driver for 

consumers to buy green products. Basically, motivation is influenced by drivers and 

barriers. Internal barriers for pro-environmental behavior can be for example non-

environmental motivations, which are much stronger and outplay green motives 

(Kollmuss & Agyeman, 2002; Wiederhold & Martinez, 2018). Furthermore, if people are 

attached to a brand they are less motivated to switch to a green alternative (Wiederhold 

& Martinez, 2018). 

Environmental Knowledge and Awareness: The counterpart to the external factor of 

information is the already gained environmental knowledge of consumers that influences 

green buying behavior. Decision-making requires a big load of information, as well as 

the understanding of circumstances and some researchers agree that pro-environmental 

behavior can be directly related with green consumption (Kollmuss & Agyeman, 2002; 

Wiederhold & Martinez, 2018). Media is, for example, a critical source for knowledge 

and even if some people are well informed about environmental issues, there is still a lot 

of uncertainty left (Wiederhold & Martinez, 2018). Another fact that goes together with 

the knowledge is the general environmental awareness, as Zavali and Theodoropoulou 

(2018) mention. Furthermore, they say that consumers knowing about environmental 

issues are more willing to spend extra money and deliberately choose green products. 

However, some other studies point out that even if this has an influence on green 

purchasing behavior, other factors, like for example price or internal motivation, are more 

dominant (Zavali & Theodoropoulou, 2018). 

Values and Attitudes: Another internal factor are the consumers’ values and attitudes. 

Values are basically shaping motivation but the question, which factors influence those 

values is more complex. The biggest influence is most likely the surroundings like family 

and friends, but also media, politics as well as culture. Based on this, there are many 

factors influencing pro-environmental awareness, although the strongest ones are 

experiences in nature during childhood (Kollmuss & Agyeman, 2002). Values are also 

impact attitude, which is defined by positive or negative feelings towards an issue or 

object (Kollmuss & Agyeman, 2002; Wiederhold & Martinez, 2018). However, 

environmental attitudes were proven to only have a small influence on environmental 
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behavior. People tend to engage in actions that demand the least cost like recycling rather 

than more inconvenient things like reducing driving and flying (Kollmuss & Agyeman, 

2002). Anyhow, values and attitudes have an undeniable influence on green consumption.  

Perceived consumer effectiveness/ Locus of control: The next factor that can influence 

green buying decisions is the perceived consumer effectiveness or by some researchers 

also called locus of control (Burke et al., 2014; Kollmuss & Agyeman, 2002; Wiederhold 

& Martinez, 2018). It basically addresses the beliefs of consumers, whether they can 

make a difference. Consumers normally choose green products based on the assumption 

that they can reduce the harm to the environment and that every small action can have an 

impact (Burke et al., 2014). On the contrary, there are also consumers doubting that they 

can make any difference with their behavior (Bray et al., 2011). Those people have an 

external locus of control and are less likely to buy green products as they consider their 

individual green behavior as insignificant (Kollmuss & Agyeman, 2002; Wiederhold 

& Martinez, 2018). 

Cynicism/ Skepticism: The paragraph above also goes together with the cynicism and 

scepticism many consumers have regarding green purchasing. On the one hand, they are 

sceptical about the impact of their behavior but they are, on the other hand, also critical 

regarding the ethical background of retailers offering green products (Bray et al., 2011; 

Burke et al., 2014). Many consumers feel that those ethical claims are only “[…] another 

marketing ploy, commanding higher prices by taking advantage of consumers goodwill 

[…]” (Bray et al., 2011, p. 603). Furthermore, consumers are sceptical about the extra 

paid money and whether it actually reaches the end cause or gets stuck within the 

organization (Bray et al., 2011; Burke et al., 2014). The cynicism and scepticism might 

be either caused by a lack of information regarding the benefits or a massive amount of 

unethical practices performed by many companies (Bray et al., 2011). 

Emotional Involvement: Another critical factor is the degree of consumers’ personal 

emotional involvement. People that have a deep relationship with nature might be more 

likely to also mirror this involvement in green purchasing behavior. Those emotional 

connections are also influencing values and attitudes, as everyone has topics, which 

he/she is more emotionally involved in than others (Kollmuss & Agyeman, 2002). 

Responsibility and priorities: Furthermore, our well-being and the well-being of our 

families are the most important responsibility when it comes to purchase decisions. Pro-
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environmental actions that are aligned with this responsibility are taken more likely, as 

for example organic food is considered as healthier and tastier (Burke et al., 2014; 

Kollmuss & Agyeman, 2002). If pro-environmental behavior influences the well-being 

negatively, people would most likely not perform it (Kollmuss & Agyeman, 2002). 

Therefore, the responsibilities and priorities can be also regarded as a critical factor for 

green buying decisions.  

Anyhow, companies need to provide the necessary prerequisites, before consumers are 

able to apply green consumption. From a company’s point of view, the necessity to offer 

green products, which suit consumers is given. Consequently, companies increasingly 

make use of CSR, which incorporates an environmental aspect that aims to satisfy green 

consumers’ requirements. Therefore, the next section elaborates the company’s side of 

taking environmental responsibility.   

 Corporate Social Responsibility  

As just illustrated, companies are expected to take social responsibility for their corporate 

activities, which forces businesses around the world to adopt CSR practices (Porter & 

Kramer, 2006). Over the past years, CSR has experienced an increasing gain in 

importance, with corporations spending a large portion of their annual budgets on CSR- 

related activities (Anonymous, 2015). Firms’ tendency to integrate CSR in their business 

strategies and portfolios might be caused by the growing relevance of the relationship 

between CSR and a company’s competitive edge (Porter & Kramer, 2006). Accordingly, 

CSR has become a well-known, highly valued, and considerable strategy for businesses 

around the world (Nan & Heo, 2007).  

This increasing importance caused a lot of research about CSR, leading to several 

definitions of the term. Therefore, the understanding of CSR in literature remains to be 

inherently imprecise (Dahlsrud, 2008). In addition, terms like (corporate) sustainability, 

corporate citizenship, or business ethics amongst others, are oftentimes regarded and 

utilized as synonyms of CSR (Strand et al., 2015). Especially the interchangeability of 

the terms sustainability and corporate (social) responsibility becomes evident by 

considering The Economist’s “[…] corporate responsibility – or sustainability or 

whatever […]” statement within a special issue on CSR (Franklin, 2008).  
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A concept often associated with CSR is the so-called triple bottom line. This term 

basically refers to the attainment of sustainable development goals through the 

simultaneous implementation of three pillars: society, environment, and economy 

(Elkington, 1999). However, a variety of factors are driving businesses’ to voluntarily 

contribute to a cleaner environment and a better society. Especially stakeholders’ 

expectations in the context of globalization, concerns about damages to the environment 

caused by economic activity, and transparency of corporate activities through modern 

media channels are counted among these drivers for businesses to engage in CSR 

(Commission of the European Communities, 2001).  

2.2.3 Terminology and differentiation of CSR 

Typically, CSR is described as a framework that aims to clarify the role of businesses in 

society, while definitions having emerged since the 1950s (Battaglia, Testa, Bianchi, 

Iraldo, & Frey, 2014). The definition of CSR found in a publication by Bowen (1953) is 

most frequently described as the origin for following interpretations of the CSR concept 

(Carroll, 1999). Bowen (1953) define social responsibility to be the obligation of 

businessmen. Since then, the concept of CSR has developed, evolving with changes in 

society over time and taking other emerging concepts, such as stakeholder theory for 

example, into consideration (Battaglia et al., 2014). Researchers like Carroll (1999) or 

Dahlsrud (2008) have even evaluated existing definitions trying to establish a 

comprehensive understanding of CSR. Dahlsrud (2008) concluded that the majority of 

definitions included the following five dimensions: stakeholder dimension, social 

dimension, economic dimension, voluntariness dimension, and environmental dimension.  

The European Commission has contributed two definitions of CSR within the past 20 

years, which can be argued to be one of the most recognized definitions of CSR (Strand 

et al., 2015). In the European Commission’s Green paper, CSR is defined as: “[…] a 

concept whereby companies integrate social and environmental concerns in their 

business operations and in their interaction with their stakeholders on a voluntary basis” 

(Commission of the European Communities, 2001, p.8). Ten years later, the definition of 

CSR was renewed by the Commission as being “[…] the responsibility of enterprises for 

their impact on society” (Commission of the European Communities, 2011, p.6). In the 

European Commission’s paper from 2011, it is explicitly mentioned that CSR at least 
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covers the aspects of human rights, employment procedures, environmental issues, and 

engagement against bribery and corruption. 

Another, more recent definition of CSR by Guthey and Morsing (2014, p. 555) that can 

be taken into consideration for a better understanding of CSR, is: “CSR is best understood 

not as a clear or consistent agenda, but rather as a forum of sensemaking, diversity of 

opinion, and debate over conflicting social norms and expectations attached to corporate 

activity”. Throughout this thesis, CSR is regarded as an umbrella construct, based on 

Hirsch and Levin’s (1999) understanding as “[…] a broad concept or idea used loosely 

to encompass and account for a broad set of diverse phenomena” (Gond & Crane, 2010, 

p.680). Therefore, CSR will be applied as an umbrella construct along with the framework 

of the European Commission’s two definitions from 2001 and 2011.  

Additionally, a differentiation between CSR and sustainability needs to be illustrated at 

this point, since the terms are often utilized corparticipantly in general linguistic use, but 

are considered as separate concepts in this study. The term sustainability is most 

commonly interpreted according to the UN’s Brundtland Commission’s definition of 

sustainable development from 1987 as “[…] development that meets the needs of the 

present without compromising the ability of future generations to meet their own needs” 

(as cited in Lu, Schmidpeter, Capaldi, & Zu, 2018). Moreover, sustainability consits of 

the three pillars economic, environmental, and social, and can generally be applied in a 

broader context than CSR (Thiele, 2013). Hence, sustainability and CSR are doubtlessly 

interconnected approaches. Nevertheless, this study focuses on CSR.  

Although CSR is being treated as an umbrella construct, this thesis primarily focuses on 

the environmental dimension of CSR. This is due to its increasing importance for 

consumers, which reflects in the previous sector of green consumption, and its natural fit 

to the outdoor indstry. Thus, the next section illustrates the environmental component 

within CSR more in detail.  

2.2.4 The environmental aspect of CSR 

According to the European Commission (2001; 2011) and Dahlsrud (2008), 

environmental matters are a substantial part within the multidimensional nature of CSR. 

The Commission repeatedly mentions obligations towards the environment from the side 

of businesses. Environmental issues are exemplified as biodiversity, climate change, 
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resource efficiency, life-cycle assessment and pollution prevention (Commission of the 

European Communities, 2011). Moreover, the environmental aspect of CSR relates to a 

corporation’s effective management of environmental impact and natural resources. This 

extends to a company’s contribution to a cleaner environment, and the securing of 

environmental protection in the long run (Commission of the European Communities, 

2001). In addition, the European Commission (2001) acknowledges the adoption of 

environmentally responsible technologies and business practices, as well as the 

administration of natural resources used in production, as part of the environmental issues 

within CSR. Within a company, environmentally friendly actions mainly concern natural 

resources utilized in manufacturing, while a company’s environmental responsibilities in 

the external environment extend to polluting activities in the form of water pollution, 

waste disposal, or air emissions for example (Commission of the European Communities, 

2001). A company’s internal improvement of resource consumption during production 

can be referred to as resource efficiency and contains both raw material and energy 

efficiency, as well as environmental stewardship in general (Lu et al., 2018).  

In a world, where environmental concerns are omnipresent (Werther & Chandler 2011), 

consumers as a stakeholder group certainly develop expectations towards companies in 

terms of their environmentally friendly business practices. Consumers’ tendency to 

consider employing green consumption proves this assumption (Perera et al., 2018). 

Accordingly, businesses are compelled to act upon this trend (Commission of the 

European Communities, 2011).  

Especially, companies within the outdoor industry seem to be required to engage in 

environmental responsibility. In addition, the outdoor industry’s target market appears to 

be particularly concerned about the preservation of the environment, which proves the fit 

between CSR, green consumption and the outdoor industry. Hence, the outdoor industry 

was chosen to serve as a framework for this thesis and is outlined in the following section.  

 Outdoor Industry 

The outdoor industry changed rapidly within the last years, from people only buying it 

for outdoor activities like mountaineering or hiking, to everyday fashionable clothes. 

Hence, the market for outdoor apparel has gotten highly competitive (Handelsblatt, 2017). 

The EOG yearly publishes a ‘State of Trade Report’ that delivers hard facts about the 

outdoor industry within Europe (Traynor, 2018). Figure 1 shows that the main business 



 

19 

 

drivers are footwear and apparel 

with over 154 Million Units. The 

report states that the market in 2017 

was worth 12.3 billion euros, 

whereas the DACH area with 

Germany, Austria, and Switzerland 

presents the strongest region 

(Traynor, 2018). However, also the 

general secretary of the EOG, Mark Held, states that the competition has gotten extremely 

high and brands have to look for new target groups and new strategies. Nowadays, they 

are not only competing with other outdoor brands, but also the normal sports and fashion 

industry. Like already mentioned, it is not only the alpinists that buy outdoor apparel and 

equipment, it is more the people that want to be trendy while doing outdoor exercising 

and therefore are willing to pay high prices for the right functional wear (Handelsblatt, 

2017). However, outdoor brands still focus more on durability and quality than the fast 

fashion industry, as their customers are more demanding (Klingelhöfer 2017a). 

Furthermore, the outdoor industry must meet another big challenge. Consumers are 

increasingly interested in ethical and environmentally friendly products, which builds up 

pressure on the brands to engage within CSR. Especially in the outdoor sector, consumers 

are very sensitive to environmental issues. Therefore, companies will find it difficult to 

achieve long-term success without engagement in environmental responsibility 

(Klingelhöfer 2017a; 2017b).  

 Prime examples: Patagonia, Fjällräven, The North Face  

Three outdoor clothing brands, that already adopt environmental responsibility as part of 

their CSR, have been selected as prime examples to provide a better understanding of 

how the environmental aspect within CSR can be implemented in practice. An outline of 

the brands’ realisation of CSR-integrated environmental accountability is illustrated in 

the following. The outdoor apparel companies Patagonia, Fjällräven, and The North Face 

have been chosen based on their perceived degree of popularity and their suitability in 

terms of environmental responsibility. Furthermore, these brands will also serve as 

exemplifications of outdoor clothing brands taking environmental responsibility during 

the interviews.  

Figure 1: Outdoor Market 2017 (European Outdoor Group, 

2018) 
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Patagonia 

 

Figure 2: Patagonia’s website [Screenshot] (Patagonia, 2019) 

Patagonia is widely known within the outdoor industry for its engagement in 

environmental matters, both from a consumer’s and a corporation’s point of view (Forbes, 

2019). The brand commits to the protection and preservation of the environment through 

a holistic approach.  

Concerning the production of clothing items, Patagonia is constantly researching for 

better (environmentally friendlier) materials and technologies. The brand currently 

utilizes various recycled garments like recycled nylon, polyester, or lyocell for the 

production of their clothing items. Additionally, all products are made of organic cotton, 

which is grown without the use of pesticides or fertilizers, and 100 percent traceable, 

recycled down. Other materials that hold a low environmental impact, like for example 

hemp, are also used.  

Also in the supply chain, Patagonia takes environmental measures regarding their use of 

resources. The brand commits to responsibly use resources like energy and water by 

installing energy efficient lamps in stores and encouraging employees to resign from 

driving their car to work. Moreover, special attention is drawn to waste management and 

recycling, as well as environmentally friendly product packaging.  

In line with the holistic approach, Patagonia also takes responsibility for the entire product 

lifecycle, meaning that the brand encourages consumers to recycle their clothes. The 

brand calls the initiative “Worn wear”, which is basically an online second-hand platform 

for used Patagonia gear, ensuring that products have an extended life span (Patagonia, 

2019).  
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Fjällräven 

 

Figure 3: Fjällräven’s website [Screenshot] (Fjällräven, 2019) 

Fjällräven takes environmental responsibility using a sustainability approach in 

production, materials, and design. The brand follows a “sustainable design philosophy” 

for its product development, which includes low material impact, recyclability, material 

longevity, and resource efficiency. Moreover, Fjällräven claims to prcess organic, 

renewable, or recycled materials wherever possible and in general focuses on the use of 

traceable, natural materials for their products. One of the brand’s future objectives is even 

to become completely PVC (synthetic plastic) free. Regarding sustainable production, 

Fjällräven, like Patagonia, commits to resource efficiency, which translates to the 

responsible use of water and energy. Additionally, the brand provides customers with 

extended know-how of how to increase the product life span and how to repair minor 

details like zippers for example. The initiative is called “care & repair” and intends to 

promote a sustainable and responsible product lifecycle (Fjällräven, 2019).   
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The North Face 

 

Figure 4: The North Face’s website [Screenshot] (The North Face, 2019)  

The North Face’s environmental accountability is driven by the commitment to reduce 

their Carbon Footprint. The brand focuses on responsibility in their product 

manufacturing process, mainly by partnering with Bluesign technologies, a system that 

helps to reduce the environmental impact of the entire supply chain. Bluesign supports 

The North Face in terms of reduced air and water emissions, resource efficiency, and 

productivity for example. Moreover, The North Face only utilizes preapproved chemicals 

in their manufacturing process. Also, the brand uses recycled materials, especially 

recycled plastic in polyester fabrics of their products.  

Concerning a responsible product lifecycle, The North Face initiated a customer reward 

program called “Clothes the loop”. The program encourages customers to return their 

used apparel and in return receive a reward in form of a discount on the next purchase.  

Moreover, The North Face encourages energy and water saving in offices, stores, and 

factories, and partly employs solar installations for energy extraction (The North Face, 

2019).   
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 Conceptual Framework 

The literature review demonstrates the increasing emergence of environmental concerns 

in consumers’ minds, which translates into green, or environmentally friendly 

consumption patterns. As a response to this tendency it has become essential for 

corporations to behave environmentally responsible in various ways.  This can be seen in 

companies employing CSR to an increasing degree, as environmental responsibility 

accounts for a substantial part of CSR. Combining consumers’ affinity towards 

environmentally friendly consumption and corporations’ willingness to apply 

environmental responsibility in the context of the outdoor industry, has led the researchers 

to the following research question:  

 What are critical factors influencing consumers’ buying decision of outdoor apparel 

from environmentally friendly companies? 

The thesis aims to explore the factors impacting consumers buying decision for 

environmentally friendly products in the outdoor industry and to evaluate the influence 

of a highlighted environmental aspect in a company’s CSR. Therefore, a conceptual 

framework (Figure 5), consisting of already established factors within literature, that 

influence pro-environmental consumption, serves as a foundation for the research and is 

adapted to the outdoor industry within this study.  

The research question is answered through the conduction of semi-structured interviews. 

Specifications regarding the methodology of this thesis are outlined in the following 

chapter.  
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Figure 5: Factors influencing pro-environmental consumption (own illustration based on literature review) 
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3 Methodology 

______________________________________________________________________ 

 

The third chapter provides details about the conduction of the research and the data 

collection. This is done by following the concept of the research onion developed by 

Saunders, Lewis, and Thornhill (2012). Each layer, including research philosophy, 

research approach, research purpose, research design, and data collection, is examined 

in detail and applied to this study. Lastly, the data analysis and the concept of how to 

ensure data quality within qualitative research is outlined.  

______________________________________________________________________ 

 Research Philosophy 

First of all, the overall philosophy has to be decided. The research philosophy describes 

the underlying world-view of the researchers, including the relationship between the 

researcher and the research object, the nature, and the process of gaining knowledge 

(Duignan, 2016; Saunders et al., 2012). Generally, there are four main research 

philosophies: Positivism, Realism, Pragmatism, and Interpretivism.  

Philosophy 

 

Philosophy 

Data 

Analysis 

 

Approach 

 

Approach 

Figure 6: Own adaptation based on “The research onion” (Adapted from Saunders, Lewis, & Thornhill, 

2012) 

 

 

Figure 7: Own adaptation based on “The research onion” (Adapted from Saunders, Lewis, & Thornhill, 

2012) 
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Within Positivism researchers hold the same view as natural scientists, who are convinced 

that reasonable data can only be produced from observation. Already existing frameworks 

are used to develop and test one or more hypothesis. For this approach, it is also important 

to keep the research as value-free as possible. This is why positivism mainly uses a highly 

structured methodology and quantifiable observations that lead to statistical data 

(Malhotra, Birks, & Wills, 2012; Saunders et al., 2012). As a critical response to that, 

Realism and Interpretivism developed. Realism focuses on what people see and 

experience in terms of underlying structures or theories. It is again divided between direct 

and critical realism, whereas the former says that what you experience through your 

senses, illustrates the world precisely (Saunders et al., 2012). Critical realism on the 

opposite claims that our experiences are “[…] sensations, the images of the things in the 

real world, not the things directly” (Saunders et al., 2012, p. 136). Pragmatism states that 

research starts with a problem and wants to find a practical solution to solve it for the 

future, so Pragmatists are more interested in practical outcomes rather than abstract 

distinctions (Malhotra et al., 2012). 

Anyhow, this study is following the philosophical approach of Interpretivism. 

Interpretivism are convinced that humans respond to stimuli and cannot be statistically 

predicted, so humans are seen in the role of social actors (Duignan, 2016; Saunders et al., 

2012). Also, the researchers aim to understand the social phenomena of green 

consumption, get deep and detailed insights, as well as motivations behind human actions, 

which is typical for an interpretivist approach. Furthermore, the researchers will be part 

of the research and are therefore to a certain extent subjective and influencing. This is 

also because only a small sample is selected and investigated more in detail.  

  Research Approach 

The next step to decide is the research approach, as it also has an influence on the research 

design (Easterby-Smith, Thorpe, & Jackson, 2008). It includes the decision on how to 

involve the theoretical background, which can be done through three different forms: 

deduction, induction, and abduction (Saunders et al., 2012).  

Deduction is mainly used in scientific research, as a theory is developed on academic 

literature. The framework is then tested accordingly, in order to find out causal 

relationships between concepts and variables. Therefore, deduction is mainly used in 
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combination with quantitative data, not saying that qualitative data is excluded entirely. 

Induction, on the contrary, is used if the research aims to collect data in order to explore 

a phenomenon and express results in a conceptual framework. This implies that an 

inductive approach does not follow underlying theory, but is rather developing it based 

on the data (Malhotra et al., 2012; Saunders et al., 2012).  

However, this study follows an abductive approach. Abduction does neither follow from 

theory to data, nor from data to theory, but moves back and forth to connect induction 

and deduction (Saunders et al., 2012). As the study aims to explore the phenomenon of 

green consumption in the outdoor industry and the reasons behind it, a framework was 

worked out in the theoretical background, which is used as a foundation for the semi-

structured interviews. Next, the framework was adapted and extended by exploring the 

critical factors of green consumption in the outdoor industry.  

 Research Design 

After defining the underlying philosophy and approach, the overall nature of the study 

needs to be decided. It can be chosen between exploratory, descriptive, and causal 

research. Causal research is conducted in order to identify cause-and-effect-relationships, 

whereas descriptive research seeks to give a true picture of objects, people, groups or 

organizations (Saunders et al., 2012; Zikmund & Babin, 2010).  

However, this research follows an exploratory design, as the ambiguous situation of 

critical factors, influencing the green buying decision in the outdoor industry, needs to be 

clarified. The study does not have the aim to provide conclusive evidence and recommend 

specific actions, but rather give a general understanding about consumers green buying 

decision in the outdoor industry (Zikmund & Babin, 2010). 

Based on this, a methodological choice must be made. Generally, it has to be chosen 

between qualitative and quantitative. Quantitative seeks to quantify data and apply 

statistical analysis in order to get numeric data. Therefore, the sample size is mostly high 

in order to also be able to generalize the results. Qualitative research, on the contrary, 

does not strive to generate numeric data, but rather gives deep insights and understandings 

of a phenomenon. Furthermore, it focuses to a great extent on the participants’ point of 

view (Bryman & Bell, 2007). Therefore, the sample size is low compared to quantitative 

methods (Malhotra et al., 2012; Saunders et al., 2012; Zikmund & Babin, 2010).  
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Based on those facts, a qualitative method was chosen for this research, as the 

phenomenon of green consumption in the outdoor industry is examined in depth. Also, 

only one method was used, rather than using multiple or mixed methods. Additionally, 

the study can be classified as cross-sectional, as it is conducted at one particular point of 

time and also faces time constraints (Saunders et al., 2012).  

 Data collection method 

Both primary and secondary data have been gathered in order to ensure a well-balanced 

foundation for this research. Secondary data was collected from relevant literature mostly 

through Primo (Jönköping University’s library database) and Google Scholar. According 

to Myers (1997), books, articles, and other published material qualify as secondary 

sources that provide a basis for subsequent research. In consideration of the qualitative 

research, several ways of collecting primary data could be considered. Researchers 

commonly use focus groups, open-ended questionnaires, observations, or interviews as 

means of qualitative primary data collection (Woodwell, 2014).  

For this thesis, the most suitable measure to gather primary data is through face-to-face 

interviews. According to Malhotra and Birks (2007), valid and reliable data with respect 

to the research objective can be collected through the conduction of interviews. 

Interviews help to gain a deeper insight into people’s mind and capture emotions of the 

interviewees, which hardly be achieved through observation or questionnaires (Babin & 

Zikmund, 2016). Interviews can range from formal and structured conversations, 

informal and unstructured dialogues, to open discourses (Saunders & Lewis, 2012). Three 

types of interviews have been described by Saunders and Lewis (2012) in the following 

manner. First, structured interviews apply prepared questions without deviations or 

without achieving additional insights. Second, unstructured interviews are distinguished 

as discourses without predetermined questions. During unstructured interviews, questions 

are developed during the interview based on the research idea. Third, interviews where 

the researcher prepares several predetermined questions but leaves room for additional or 

follow-up questions, which can help to obtain research-relevant and research-specific 

replies, are referred to as semi-structured interviews (Saunders & Lewis, 2012). 

Moreover, semi-structured interviews can be composed of a series of questions or an 

interview schedule, with a variable order of questions (Bryman & Bell, 2007).   
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Accordingly, semi-structured interviews were identified as the most valuable form of data 

collection for this research, as it allows the investigation of consumers’ choices and 

consumer behavior. Furthermore, questions can be altered, adjusted, or repeated during 

semi-structured interviews, which leaves room for a true understanding of meanings and 

prevents misapprehension (Saunders & Lewis, 2012). 

 Sampling process 

The process of sampling can be executed either through non-probability or probability 

sampling. During probability sampling, participants are selected randomly, whereas 

during non-probability sampling researchers choose their sample based on their own 

judgment (Malhotra et al., 2012). In this thesis, non-probability sampling is applied due 

to the qualitative and exploratory nature of the research, and the corresponding relatively 

small sample size. In addition, the authors agreed on using convenience sampling, which 

involves selecting participants based on their convenient availability. Individuals are also 

chosen based on a sample selection criterion (Saunders, Lewis, & Thornhill, 2016). 

According to Malhotra et al. (2012), convenience sampling is often applied when 

researchers face time constraints and financial barriers, which aligns with the limitations 

of this thesis. By using convenience sampling, the researchers were able to choose 

participants that fit the research background. Interviewees were chosen based on their 

perceived affinity to the outdoor industry, which includes individuals that enjoy engaging 

in outdoor activities and individuals that practice outdoor sports. Characteristics like 

gender, age, or nationality were disregarded in the sample selection, as it was of greater 

importance to the researchers to identify individuals that maintain an outdoorsy lifestyle. 

In order to avoid difficulty in the identification of such individuals, snowball sampling 

was chosen as a successive sampling technique following the researchers’ initial 

convenience sample. In this sampling technique originally selected participants are asked 

for recommendation of other people with the same characteristics and is oftentimes 

utilized to determine members of a desired population (Saunders et al., 2016), in this case, 

outdoor enthusiasts.  

 Execution of interviews 

The authors conducted a total of eleven semi-structured interviews, which serve are the 

foundation of primary data for this thesis. The interviews were held in English and 
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German, in accordance with the nationalities and backgrounds of the participants. All 

interviews took place face to face, personally or via Skype, during March and April 2019. 

According to Malhotra and Birks (2007), it is of great importance to generate a 

comfortable and relaxed atmosphere when conducting interviews in order to achieve a 

trustworthy platform for the exchange of ideas. Therefore, the researchers tried to provide 

the participants with an undisturbed atmosphere and held the interviews in calm, neutral 

settings. Additionally, the interviews were recorded in accordance with the interviewees 

for analytical purposes of the researchers.  

Prior to starting the actual interviews, the researchers conducted one pilot interview to 

establish, whether changes need to be made to the interview guideline. Thereafter, the 

interviews were executed. The researchers found that after the eight interviews the 

saturation point has been reached, which describes the state, when no new valuable 

information was provided from participants. To ensure the saturation point has been 

reached and no new and insightful information can be collected, three more interviews 

were conducted consequently.  

In the following, a table of the interview participants can be found including the 

information about the duration of each interview. The interviewees were coded to ensure 

clear reporting of their responses in the findings. As it can be seen from the table, P1 

stands for interviewee one, P2 stands for interviewee two and so on.  

  

Participant 

Code 

Interview 

Time 

(minutes) 

Nationality Age Gender 

P1 41 Italian 23 Female 

P2 27 Austrian 55 Male 

P3 32 Austrian 22 Male 

P4 30 German 31 Male 

P5 26 Austrian 21 Female 

P6 41 German 52 Female 

P7 36 German 25 Male 

P8 52 German 33 Female 

P9 39 Austrian 23 Female 

P10 32 German 71 Male 

P11 31 German 23 Female 

Table 1: List of participants 
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 Research Instrument 

The interview guideline (see Appendix A) was structured along the following four main 

topics:  

 Environmentally friendly behavior 

 Green consumption 

 General purchase behavior 

 Outdoor apparel related purchase behavior 

 

As a starting point of the interviews, participants were asked introduction questions, 

mainly regarding their lifestyle, sports, and outdoor behavior. This was done to ensure 

that the participants qualify for the interview and that the topic is relevant for them, as 

outdoor enthusiasm was chosen as a selection criterion (see chapter 3.6).  

Subsequently, semi-structured questions related to the just mentioned topics were asked. 

First, the general environmental behavior was investigated in order to see, whether the 

participants engage in environmental issues at all. Participants had to define, what they 

understand by environmentally friendly behavior, give specific examples regarding their 

own behavior, and regarding measures they already considered doing. This leads over to 

the questions regarding green consumption, whether the participants know the term and 

whether they would see themselves as a green consumer (see chapter 2.1).  

After assessing those two points, the participants were asked about their general 

purchasing behavior of apparel. This was done to draw conclusions, whether there is a 

difference in the purchasing process between ordinary clothes in contrast to outdoor 

clothes. Therefore, in the next section, the questions were specifically about outdoor 

apparel (see chapter 2.3). The participants were asked for an example of their last 

purchase and how they behaved, what they thought and what factors they considered 

during the purchase, in order to get deep insights into the decision-making process of the 

participants (see chapter 2.1). Afterwards, the interview is guided towards the topic of 

companies engaging in environmental topics and whether the participants are aware of it, 

know example, and maybe even consider it in their purchase decision (see chapter of 2.1). 

If they could not think of an example for a company engaging within the environment, 

the three prime examples Patagonia, Fjällräven, and The North Face, are presented to lay 

a foundation for the further interview process. Based on this, the interviewees were asked, 
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if they have ever heard about the environmental engagement of the companies and if they 

would have considered it for their purchase if they did.  

Lastly, to conclude the interview the participants are asked about their assessment for the 

future, whether they think they will include environmental aspects in their future 

purchases of outdoor apparel and what would need to need to change to make 

environmentally friendly purchasing easier in the future. 

 Qualitative data analysis 

Four steps were performed to analyse the research data efficiently. The first stage consists 

of carefully transcribing the conducted interviews and thereby transforming the 

interviews into qualitative text data. The participants’ identity is hidden by assigning each 

participants an alphabetical alternate (P1, P2, P3…). Thereby, participants’ anonymity is 

assured.  

The second step incorporates the coding of the data. As suggested by Saunders and Lewis 

(2012), the data is coded according to predefined themes. Mostly following Mayring’s 

(2010) approach of qualitative content analysis, where the collected data is analysed in 

the three steps summary, explication, and structuring, a mixed system is applied for the 

analysis of this thesis. On the one hand, the data is structured in terms of content, and on 

the other hand, the data is reduced to attain the essential content. In accordance with the 

exploratory research design, qualitative content analysis concentrated on the content 

rather than on the frequency of statements. Coding categories can either derive from 

existing theories or collected data (Mayring, 2002; Gläser & Laudel, 2006). In this thesis, 

the coding categories are both based on the theoretical framework illustrated in chapter 

two and on new information arising from the primary data. To facilitate consistent coding 

throughout the whole process, a code book is developed for reference (see Appendix B).  

The third step involves the evaluation of the extracted data, during which obtained 

similarities and differences are established. 

In the final fourth step quotations from participants were selected to serve as evidence 

and support of the findings in this paper. The true meaning of the participants’ answers 

was interpreted and inferred conscientiously.  
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 Quality of the research design 

Researchers must focus on the quality of their study. One approach of assessing the 

quality is using the construct of credibility, transferability, dependability, and 

confirmability. These four terms are basically the counterpart for reliability, internal 

validity, and external validity in quantitative research (Saunders et al., 2012). 

Credibility presents the internal validity, so the truth-value of the research findings. In 

order to ensure credibility, the researchers encourage the participants to support their 

answers with examples. Furthermore, the data is read and re-read by both researchers 

(Korstjens & Moser, 2018). 

Transferability describes the extent to which the data can be transferred to different 

contexts. A lack of transferability can be avoided if the researchers ensure that also the 

context of specific behavior and experiences is explained by the interviewees. This 

ensures that readers can decide, whether the outcome is also applicable for their own 

setting (Korstjens & Moser, 2018).  

Dependability relates to the stability of the finding over time, whereas confirmability 

means the stability of the result throughout different researchers. Those two should ensure 

neutrality and can be achieved by working transparently and describing each research 

step taken throughout the study. With the detailed overview of the methodology, as well 

as including all relevant additional information like interview transcripts and coding 

system in the appendix, the risk regarding a lack of dependability and confirmability is 

lowered (Korstjens & Moser, 2018).   
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4 Findings and Discussion 

______________________________________________________________________ 

The fourth chapter presents the results received through the conducted interviews. 

Findings about the participants’ environmentally friendly behavior, their approach to 

green consumption, and the obtained factors influencing the participants’ purchase 

decision of outdoor apparel from environmentally responsible brands, are presented and 

discussed.  

______________________________________________________________________ 

 General environmentally friendly behavior 

The first part of the interview was intended to evaluate participants’ general sense for 

environmentally friendly behavior. The authors focused on participants’ knowledge about 

environmental responsibility within an everyday life scenario, in order to achieve 

reassurance about the fit between outdoor enthusiasts and environmental connection. 

Moreover, participants were inquired about their personal environmentally friendly 

actions and whether they think, these had any impact. Accordingly, the findings 

concerning participants’ extent of environmental responsibility are illustrated.  

First, all participants proved to have some knowledge about environmental responsibility. 

As Laroche et al. (2001) stated, consumers’ environmental knowledge impacts their 

behavior in every step of their purchase decision process and has therefore been regarded 

as essential for this research. Everyone could describe, what they understand by 

environmentally friendly behavior, which proves that all participants are to some extent 

aware of environmental issues.  For instance, P1 mentioned: “I would say when you use 

resources in a way that you do not waste them […]”. Furthermore, P6 understood that 

environmentally friendly behavior involves „ […] that I take care about that in my 

immediate environment and narrow frame, I do not harm the environment additionally 

[…]”. This does not only confirm the authors’ assumed connection between 

environmental responsibility and outdoor enthusiasts but also serve as a good starting 

point for this research. In line with Kostadinova (2016), the findings prove that increased 

environmental knowledge will also lead consumers to rethink their consumption patterns.  
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The participants’ awareness of environmental issues is also reflected in the examples they 

gave, when describing environmentally friendly actions from their point of view. 

Especially the excess of plastic was named as one of the aspects participants were 

particularly concerned about, which can be ascribed to the immense media coverage of 

the topic (Wells, 2019). In accordance, many of the participants named the reduction of 

plastic as an example of environmentally friendly actions.  P9 for example elaborated on 

this issue that “[…] when we go into the supermarket, everything is packed and plastic 

[…] We don't need that much plastic. And it's an issue because it takes a lot for nature to 

absorb it […]”.  

Moreover, participants mentioned a decreasing use of cars and the connected lowered 

emissions of carbon dioxide as another example of environmentally friendly actions. To 

this aim, P6 said: „For example you can very well try to not use your car, in your 

immediate surroundings, there you can really take the bicycle or walk”. Similarly, P3 

acknowledged that“[…] also using the bike instead of the car and also cutting the CO2 

emissions in general […]” is a good idea. Additionally, participants named separating 

waste or recycling, saving resources like water and energy, and not taking so many flights. 

Already Perera et al. (2018) mentioned some of those environmentally friendly practices 

like minimizing waste, besides supporting companies that take environmental 

responsibility and purchasing organic fruits and vegetables.  

However, when participants were asked about the actions, they take themselves with 

respect to environmental responsibility, responses were mostly vague. Hence, participants 

reacted embarrassed or uncomfortable, when recognizing that they do not take all the 

actions they mentioned before. In line with Carrington et al. (2010), an attitude-behavior 

gap could be detected, when participants acknowledged that they do not actually take all 

the measures they mentioned beforehand but came up with excuses why they did not. For 

instance, P3 commented: “To be honest I don’t think that I really save so much energy or 

water…”. P5 admitted: “I would like to recycle, but in Vienna they only have separate 

containers for paper […] so I cannot do that as I am used to from home…”. This 

substantiates the illustrated theory of the attitude-behavior gap in connection to 

environmentally friendly behavior (Strähle & Hauk, 2017), since participants said that 

they did not behave as environmentally friendly as they could.  
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Another finding that needs to be considered is the perceived impact of participants’ 

environmentally friendly behavior. Participants were asked if and to what extent they feel 

that their environmentally friendly actions had any impact. All of the participants said 

that their environmentally friendly behavior does have a positive impact to some extent. 

This conforms to Burke et al.’s (2014) findings that consumers believe in the impact of 

their actions.  However, most of the participants added that they are not sure, whether 

their personal actions alone matter, but rather play a role in the bigger picture. For 

example, P7 said: “I think every person delivers his own part or his own contribution to 

it, then I think we can change something in the world”. Therefore, it can be concluded 

that most of the participants believed in their impact. Consequently, this has a positive 

impact on their green purchase behavior, whereas the few skeptical participants will be 

less likely to engage in green consumption (Kollmuss & Agyeman, 2002).  

Overall, participants have knowledge of environmentally friendly behavior in general. 

Moreover, participants’ intentions and attitudes towards an environmentally responsible 

lifestyle are consistently positive. However, the authors still identified an attitude-

behavior gap in participants activities, as the participants’ knowledge of environmentally 

friendly actions exceeds the extent of actions they claim to take. 

 General green consumption  

The next topic investigated was the participants’ familiarity with the term green 

consumption. Since green consumption is a form of environmentally friendly behavior, 

the authors inquired participants’ understanding of the term, which was clarified 

thereafter if necessary. In addition, it was studied whether participants see themselves as 

green consumers. This was investigated to detect potential connections between 

individuals’ practicing green consumption and the considering environmentally 

responsible brands in the outdoor industry. Therefore, the following section presents the 

findings regarding participants’ knowledge of green consumption.  

When participants were asked about their understanding of green or ethical consumption 

the term was sometimes misunderstood by participants. The majority of responses is 

reflected by the answer of P11: “I guess I could think of something, but I haven’t heard 

it and I don’t know what it is exactly”. Therefore, a definition of green consumption was 

provided, to ensure a basis for further discussion. Nevertheless, it can be concluded that 

the concept of green consumption is mostly unknown. In case participants could imagine 
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something by the term green consumption, connections were mostly made to the purchase 

of groceries. According to Perera et al. (2018), this is part of green consumption but does 

not cover the overarching picture of the term. P2 for instance defined green consumption 

by avoiding packaging and paying attention to the origin of products, but all within the 

purchasing of food.  

Additionally, participants frequently mentioned the connection of green or ecological 

products with high or unaffordable prices in the context of grocery shopping. For 

example, P1 mentioned: “I try to buy fruit and vegetables at the farmers market when I 

can, but […] my budget is limited, so I cannot buy fancy expensive stuff all the time […]”. 

Hence, participants seem to misinterpret the concept of green consumption, as green 

products are not necessarily high-priced. However, also Bray et al. (2011) found that 

consumers are not implicitly willing to pay higher prices for green products and that price 

is a very decisive factor in a consumers’ purchase decision. Accordingly, participants’ 

connection of green products to high prices can be regarded as a threat to green 

consumption behavior.  

Overall, the knowledge about green consumption among participants was considerably 

low. This is remarkable in contrast to the high general knowledge about environmentally 

friendly behavior discussed in the previous section. Differences between the participants’ 

understanding of green consumption and the definition by Elkington and Hailes (1989) 

that has been used as a reference point in this study, were significant. Participants mostly 

referred to green consumption in the category of food, while it actually comprises a 

greater extent of areas, like the avoidance of products causing damage to the environment 

during production or disposal, using a lot of resources, or generating unnecessary waste 

(Elkington & Hailes, 1989). In addition, participants falsely connected green products to 

high prices. The conclusion can be made that although the general awareness and interest 

for environmental issues are given, green consumption seems to not have reached 

mainstream society yet.  

 Critical Factors in the Outdoor Industry 

After examining general findings about environmentally friendly behavior and green 

consumption, this section presents the outcome regarding critical factors that influence 

the buying decision for outdoor apparel from environmentally responsible companies. In 

the literature review, a framework with influencing factors for green consumption was 



 

38 

 

presented. In the following sections, this framework is going to be changed and adapted 

to critical factors that apply to outdoor apparel, based on the findings of the interviews. 

Like shown in the codebook (see Appendix B), the factors given in the original framework 

were used as deductive categories, in order to code the eleven conducted interviews. 

Additionally, inductive categories were built, as the authors realized that the given ones 

were not sufficient. Furthermore, throughout the analysis of the interviews, it became 

clear that the factors applicable for outdoor apparel can basically be split into two main 

categories: product related factors and factors related to consumers’ environmental 

consciousness. Therefore, the next two sections are going to discuss all factors, deductive 

as well as inductive, split into the just mentioned categories. 

4.3.1 Product related factors 

In the first section, factors influencing consumers’ purchase decision that in particular 

relate to the product itself, are outlined. The factors are based on the literature review and 

the previously developed framework, as well as on the authors’ elaborated findings of 

this research. These product related factors impact green consumption in the outdoor 

industry and influence consumers’ willingness to purchase from brands taking 

environmental responsibility. 

Price: The first factor that needs to be discussed is the price. Already the part of the 

interview regarding green consumption is in line with Burke et al. (2014), who mentioned 

price as a crucial factor. P6 for example stated concerning groceries that “[…] in small 

amounts, I am willing to pay more, but if the price difference is too high […], I am mostly 

taking the cheaper things”. This adds to Bray et al.’s (2011) findings that consumers are 

only willing to pay very little in addition for green products if anything. Especially 

students, who are facing budget constraints, expressed their concerns regarding price, like 

for example P3, who said that students usually look for cheaper products and therefore 

are not concerned about environmentally friendly products. Similarly, P1 mentioned to 

not being able to afford green products, or “[…] fancy, expensive stuff all the time […]”, 

due to budget constraints.  

Concerning outdoor apparel, the same pattern could be determined. All eleven 

participants mentioned price as an essential factor for buying outdoor clothes. Mostly, 

this factor was even categorized as one of the most important factors overall, as stated by 

P8: “[…] and of course the price is most important”. Also, P6 explained that “[…] the 
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brands are really high-priced, and I think that in the end it is the price that matters”. 

Hence, the price sensitivity of consumers has to be considered by brands.  

However, four of the participants also expressed their willingness to pay a reasonable, 

higher amount for environmentally friendly outdoor products. P10 said that “if the 

product is not that much more expensive […] then the environmental aspect […] is 

crucial”. Also, P8 is convinced that people would be willing to spend a higher amount of 

money if they were sure about the environmental friendliness of the product.  

In accordance with Burke et al. (2014), it can be concluded that price turned out to be one 

of the most important factors when it comes to the buying decision for outdoor apparel 

from companies that take environmental responsibilities. Most of the participants are not 

willing to spend more money on the environmental aspect, as the products are already in 

a high price segment and many consumers facing budget constraints. However, some of 

the participants would be willing to spend a bit more on environmentally friendly 

products, but only, if the amount is not extensively higher.  

Quality: The aspect of quality can also be considered as a critical factor for the purchase 

of outdoor apparel, as consumers are mostly not willing to make any compromises when 

buying environmentally friendly products (Carrigan & Attalla, 2001). All interviewees 

brought up quality as a factor for their buying decision. P9, for example, said that 

concerning outdoor clothing, the durability of the product should be long, hence the 

quality needs to be good. Also, P6 mentioned that she does “not buy outdoor apparel that 

often, as it lasts pretty long […] so it is important, that it is good quality”. Accordingly, 

participants’ expectations towards outdoor apparel involve high-quality standards that 

assure a long product life span.  

The main reason for the participants’ attention to quality was justified by the high price 

points like indicated by P3, who said that “[…] the quality is more important since it is 

mostly more expensive clothes, so I also want them to be good quality”. It can be 

concluded that outdoor apparel is in general classified as high-priced and therefore, the 

consumers connect the more expensive products with high quality. This might also be the 

reason, why some participants stated that they would rate the factor of quality more 

important for outdoor clothes than for normal clothes. One interviewee even said, that she 

is willing to spend more money, once the outdoor clothes are on a high level of quality 

and last long (P6).  
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This shows that quality is a critical factor when it comes to buying outdoor clothes from 

environmentally friendly companies. Likewise, as for price, quality is a factor that none 

of the participants is willing to compromise on. In contrast to Bray et al. (2011), 

participants expect green outdoor apparel to be of the highest quality.  

Functionality: This factor has been inductively added by the authors, due to the 

participants’ unwillingness to compromise on functionality of outdoor clothing. 

Functionality has been named among the most important aspects participants consider, 

when purchasing outdoor apparel and goes hand in hand with quality. This is because 

outdoor apparel is mostly bought for a reason, like protection from heavy rain (P8) or 

keeping warm (P5). P8 even pointed out: “So, when I buy outdoor clothes, the function 

is above everything”. Also, the question, whether outdoor clothing is bought because of 

functional or fashionable reasons, was throughout all participants answered with 

functionality.  

Furthermore, when it came to the factors that are considered when buying outdoor 

apparel, functionality was nearly always included, next to the price, quality, fit, and style. 

P11 said that “first of all, it has to meet the functionality” and also P1 stated that “[…] 

when I buy outdoor clothes, I focus much more on the functionality and quality of the 

product”. Additionally, P7 mentioned the following regarding functionality: “If they 

protect me from heavy rain or cold weather then I am willing to pay more if I know they 

fulfil the function properly”. 

As this factor can be seen exclusively for outdoor clothing, it was not mentioned within 

literature, as the topic has not been researched within the outdoor industry yet. Outdoor 

apparel, in general, is made to protect from any kind of weather, which is why consumers 

focus on the functionality regarding the purpose of usage, before purchasing a product. 

According to the interviews, it can be assumed that consumers are even willing to pay a 

higher price for superior functionality. 

Fit: The category fit was also added inductively, based on the results of the interviews. 

Besides quality, price, and functionality, fit was also mentioned most of the times 

regarding the factors that influence participants’ buying decision for outdoor clothes. P4, 

for example, said: “It is more important for me that the clothes fit, do what I want them 

to, and that the price is ok…and good quality”. Also, P8 mentioned that it is important 

“how it personally fits you”. Even though not a lot of thoughts were elaborated around 
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the fit, it was mentioned several times throughout almost all of the interviews. Again, due 

to the high price point of outdoor apparel, consumers are more sensitive about product 

attributes, as they are in use for several years. Therefore, the fit has to be regarded as a 

critical factor that needs to be considered. 

Style: Even if the style of the outdoor clothes was not emphasized as much as quality, fit, 

and functionality, it still has an influence on participants’ purchase decision and was 

therefore added as an inductive category. Some of the participants were not concerned 

about the style at all, like P8 for instance: “[…] I would never wear this into the city. […] 

It’s really functional clothes not fashionable”. Additionally, P6 said, that the “[…] 

fashionable factor is put back a little” when it comes to outdoor clothes. Overall, the 

interviews left the impression that even if the participants mostly stated their lack of 

interest in the fashionable factors, they still cared about how it looks on them. This is, for 

example, identifiable in the statement of P5, who said that the most important factor is 

“function, but I still want it to look cute on me…”. Furthermore, the importance of style 

became even more obvious, since all participants mentioned at least once that they cared 

about the fashionable attributes, like print or colour. Therefore, even if the style is not the 

main priority while buying outdoor clothes, it still turned out to be a critical factor that 

influences the buying decision of participants.  

This factor is, like functionality and fit, not mentioned within the literature regarding 

green consumption, as the studies mostly focus on ethical or green consumption in 

general, rather than focusing on apparel for example (Bray et al., 2011; Burke et al., 2014; 

Kollmuss & Agyeman, 2002). Only Wiederhold and Martinez (2018) explored, in 

particular, the green fashion industry. However, they do not state out the factor style for 

the products, but more emphasize the overall image of green fashion, which was not 

mentioned by the participants within our research at all.  

Former Experience: This category was also added inductively, based on indications of 

several participants. Especially for outdoor apparel, where products need to fit, be 

functional, and comfortable, consumers tend to buy the same products again, once they 

had a good experience. Even if some participants said, they do not have a favourable 

brand, some others stated that they would prefer to buy a brand they already had before. 

P8, for example, explained that “[…] when it comes to outdoor fashion, I […] have like 

few brands. And I have everything just from them”. The same applies to P7, who said: 
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“Yes I already had three other Salomon models of that, so earlier versions, so I was sure 

that is going to be good and it will last around one or two years at least”.  

The former experience can be compared with the finding of Wiederhold and Martinez 

(2018), who acknowledged that consumers have consumption habits and prefer familiar 

stores, where they know the offered products, its quality, and fit. Even if our participants 

did not mention specific stores or shops within the interviews, the same can be assumed 

for specific products and brands, based on former experiences. Consumers, who already 

had good experiences with a product are less willing to switch to other products, just 

because of the environmental responsibility of a brand. Therefore, former experience with 

a product or brand has to be considered as a critical factor for the buying decision of 

environmentally friendly outdoor apparel.  

Reviews: The last category the authors added inductively within the external factors, are 

reviews. This does not only include reviews on the internet but also reviews, respectively 

recommendations from friends or family. P6 mentioned that some of the ultimate reasons 

to buy her last piece of outdoor apparel were online reviews and, P4 “wanted to google a 

little and see if there are reviews online” before actually buying something. 

However, not only online reviews were mentioned in the interviews. In addition, P11 also 

included the product review of a friend into the final decision: “[…] also a friend of mine 

told me she had some and that they were really good and comfortable and so on….so 

yeah I guess that were the main reasons”. Hence, reviews or recommendations can also 

be considered as an influential factor. 

Overall, the just mentioned product related factors were mostly inductive, only price and 

quality were derived from the literature framework. This is because of the specific 

adaption to the outdoor industry, as most of the literature focuses on overall green 

consumption, rather than on specific product categories or industries. All the interviewees 

indicated that they are more involved in decision making process and consider more 

product attributes for the purchase of outdoor clothes, than of everyday clothes. This is 

mainly due to the high price points and the purpose the apparel must serve. Therefore, 

outdoor clothes can be seen as high involvement products, as the participants take time 

and trouble before deciding, by looking at different shops, catalogues, comparing prices, 

and reviews (Law, 2016).  
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The comparison got easier for consumers, as the institutional factors and the availability,  

which were included by several studies  (Burke et al., 2014; Kollmuss & Agyeman, 

2002), cannot be proven to fit within the outdoor industry. Many participants mentioned 

this aspect, when it came to general environmental behavior, especially regarding the 

avoidance of plastic packages. P10, for example, said that “you don’t get any fruit in the 

supermarket, that is not packed in plastic, this is a real drama and really sad”. Also, P11 

mentioned it concerning public transport as the commute to work every day “would take 

ages by using public transport, and it is not even available that much…so yeah that makes 

it difficult to not use the car, even if I would like to”. Anyhow, the availability could not 

be found in the context of outdoor apparel. This might also be because of the shift towards 

online shopping. Online shops offer a broad variety of products and brands, which is why 

the institutional factors and availability are not a critical factor when it comes to buying 

outdoor apparel from companies that take environmental responsibility.  

However, participants showed no willingness to compromise on the basic requirements 

regarding the products, like price, quality and functionality. On the contrary, they were 

even willing to pay a certain amount more for attributes like quality, and functionality. 

This reflects the overall impression that the basic product attributes have to be met before 

people even start to think about including the environmental aspect into their purchase 

decision. 

4.3.2 Factors related to environmental consciousness 

After looking at the product related factors, the next factors elaborate, which aspects have 

an impact on the willingness to include the environmental aspect in the buying decision 

at all. Even if the products meet the just elaborated product attributes, some people still 

don’t think about buying green outdoor apparel. Therefore, aspects impacting the basic 

readiness to think about environmental aspects in the outdoor industry are reported and 

discussed. 

Information: The first critical factor that influences, whether people think about buying 

environmentally friendly or not, is the provided information. All participants were asked, 

whether they knew about environmental engagement of a brand they recently bought. 

Mostly, participants could not say anything about this fact and only three remembered a 

connection between the brand and environmental engagement, like, for example, P8: 

“Well, yes I knew that the brand did a lot of advertising for being environmentally 
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friendly. And, for example […] they said they didn't use the feathers of the birds anymore 

[…].” 

The majority did not know about environmental engagement from their recently 

purchased brand. Therefore, they additionally were asked about their awareness regarding 

any company that takes environmental responsibility. Most participants could give at least 

one or two examples, whereas Patagonia was mentioned frequently, like from P1: “I think 

Patagonia definitely does something, I think it is like the brand that is associated with 

environmental protection or so”. Also, P6 could think of the environmental actions of the 

two brands Ortovox and IceBreaker, as she recently saw an advertisement: “[…] they 

support wool from sustainable animal farming, this is what comes to my mind 

spontaneously”. 

Participants who could not think of any brands taking environmental responsibility were 

introduced to the three prime examples Patagonia, Fjällräven, and The NorthFace. After 

the explanation, all the interviewees stated that they at least heard about one of the brands, 

like P3 for instance: “Ok yes I think I heard of Patagonia before”. Or P11: “Yeah I have 

heard something about Patagonia I guess… I don’t know exactly where and when, not 

even what, but I have it in mind”. The last sentence of P11 already indicates, what could 

be determined by most participants. They all have heard or read something about a brand 

that takes environmental responsibility, however, when it came to specifying their 

engagement, the interviewees could not explain it in detail.  

Anyhow, a tendency could be detected that participants, who knew about brands before, 

were also more likely to include the environmental aspect in their future buying decisions 

in comparison to participants, who could not name companies. This illustrates that 

information is a critical factor when it comes to the buying decision for environmentally 

friendly products. Regarding the question, what participants would suggest to encourage 

more people to buy from environmentally friendly companies, the answer was mostly 

information. This is represented by the answer of P1: “First I would need to be more 

aware I think, I mean it sounds really interesting, but it’s not like I hear about it all the 

time… so the brands would need to make whatever they are doing more like public or so, 

that people know about it”.  

Some of the interviewees indicated that they got their limited amount of information from 

advertising, some from articles they read, and only one mentioned the labelling of the 
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products itself. So even if some researchers suggest better labelling to support the 

consumers in their buying decision (Burke et al., 2014), based on our interviews this 

would not be sufficient for outdoor apparel. People need to know beforehand about the 

fact, that a company is taking environmental responsibility. All the participants were 

outdoor enthusiasts and regularly purchasing outdoor apparel, so it could be more 

efficient to inform consumers more aggressively with advertising and informative 

contributions before their purchase. Already Carrigan and Attalla (2001) realized that 

consumers are rather passive and more likely respond to more obvious information rather 

than actively searching for them, what got confirmed by the conducted interviews 

regarding outdoor apparel as well.  

Social Cultural Factors: The cultural and social background of a country or region can 

influence a buying decision. Also, the culture within a specific age group might have an 

impact, as especially younger consumers focus more on fashionable factors, price, and 

image, rather than environmental criteria (Carrigan & Attalla, 2001; Wiederhold 

& Martinez, 2018). However, the latter cannot be confirmed entirely with the findings of 

the interviews, as it seemed that especially within the younger age group the awareness 

for the environment is getting more present and no specific preferences regarding brands 

could be detected.  

Furthermore, the regional influence can be found within the interviews as well. The 

majority of the participants lives close to the mountains, where the outdoor culture is 

more distinctive than in other regions. P1, for example, said: “I just enjoy being outside 

in the nature, in the mountains. It makes me happy. Maybe it is because I grew up in a 

very small village in South-Tyrol in the Dolomiti”. All interviewees were outdoor 

enthusiasts and even if the extent of their environmental awareness varied, there is a 

tendency that the overall outdoorsy culture impacts green buying decisions. This is why 

the influence of social and cultural factors on the buying decision of environmentally 

friendly products can be confirmed.  

Motivation: Motivation has a strong influence on our behavior, as it is basically the 

conscious or unconscious driver for green consumption (Kollmuss & Agyeman, 2002). 

All participants mentioned at least one measure they carry out to protect the environment, 

which proves their basic motivation for environmentally friendly behavior. Additionally, 
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the belief that their actions matter in the overall protection of the environment, can be 

interpreted as a driver for green consumption.  

However, some barriers often outplay green motives (Kollmuss & Agyeman, 2002; 

Wiederhold & Martinez, 2018). Within the conducted interviews this is confirmed by the 

fact that participants stated environmentally friendly actions that they already considered, 

but have not taken yet. This was mainly because of convenience, which has a stronger 

influence on consumers than the environmental motivation. Particularly regarding 

outdoor apparel, mainly the product-related factors like price and functionality are 

barriers for environmentally friendly behavior.  

Therefore, motivation can be confirmed as a critical factor for buying environmentally 

friendly outdoor clothes. If the basic environmental motivation would not be given, 

consumers would not even think about including the fact of environmental responsibility 

in their buying decision. However, the just mentioned barriers are still strong enough to 

often outplay green consumption.  

Environmental Knowledge and Awareness: In their research Zavali and 

Theodoropoulou (2018) found out that consumers knowing about environmental issues 

are more willing to spend the extra money and deliberately choose green products. This 

factor is closely related to the factor information. If consumers are not informed about 

environmental issues, they won’t think about the topic and consider buying green 

alternatives. As already elaborated, most of the participants acknowledged that people 

need to be made aware of the environmental issues by using more information. P10 even 

named an example: “Eventually shocking photos like on cigarettes can be used, like for 

example from all the plastic in the sea and water, or the whale that was found with a lot 

of waste in the stomach […]”.  

However, the interviews proved that all the participants were aware of environmental 

topics and also took some measures themselves to reduce their negative impact. 

Consequently, nearly all the interviewees stated that they are open to consider the 

environmental aspect when buying outdoor clothes. Hence, it can be concluded that also 

the environmental knowledge and awareness are a critical factor for the buying decision. 

However, the findings of the interviews are also in line with other studies pointing out 

that even if environmental knowledge and awareness have an influence on green 
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purchasing behavior, other factors, like for example price or functionality are more 

dominant (Zavali & Theodoropoulou, 2018). 

Values and attitudes: Those two factors are strongly influenced by surroundings like 

family, friends, and media (Kollmuss & Agyeman, 2002). All the participants stated out 

that they like being outside in nature, which shows their favourable attitude towards the 

environment. Furthermore, some participants referred to the influence from their 

childhood and parents like P1: “Actually I try to go to the farmers market sometimes […], 

because I am used to it from my mum, growing up on the countryside we never had much 

packaged groceries”. Also, for example, P7, P8, and P10 mentioned the influence of their 

friends regarding brands and environmental behavior, what directly shapes overall values 

and attitudes.  

However, same as environmental knowledge and awareness, attitudes only have a small 

influence on environmental behavior and people tend to engage in actions that demand 

the least cost (Kollmuss & Agyeman, 2002). This aspect is proven in the interviews, as 

the actions the participants take to protect the environment are mostly convenient to 

implement, like for example recycling, reducing the use of the car or the use of plastic. 

Overall, values and attitudes shaped by various influences, have an impact on green 

consumption, also within the outdoor industry. Even if the factor, as just mentioned, is 

not as crucial as some others, it can still make a difference.   

Perceived consumer effectiveness/Locus of control: The belief of consumers, whether 

they can make a difference with their actions or not, is also an undeniable critical factor 

for the purchase of environmentally friendly products and is mentioned within several 

studies (Burke et al., 2014; Kollmuss & Agyeman, 2002; Wiederhold & Martinez, 2018). 

Like already elaborated in the findings to general environmentally friendly behavior, all 

of the participants were convinced that they at least contribute to some extent. This is also 

represented by the statement of P7: “I think every person delivers his own part or his own 

contribution to it, then I think we can change something in the world”. Also, P8 is 

convinced that “if everybody contributes a little bit, […] I think that would make a huge 

difference.” 

If consumers think that their actions will not contribute to reduce the harm to the 

environment, they will not be open to green consumption (Kollmuss & Agyeman, 2002). 

This is shown by the example of P3, who was more sceptical: “Hm, I don’t think my 
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personal actions matter so much as they are not so much existing…”. Also, to the 

question, whether he would be open to include the environmental aspect in the buying 

decision for outdoor clothes, he answered: “Don’t think so…maybe when I’m older and 

have a good and steady income…”.  

Therefore, literature is proven to be right regarding the influence of perceived consumer 

effectiveness and can also be applied for the outdoor industry. Once consumers are not 

convinced about the influence of their actions, they won’t make the effort to invest more 

money or even think about it. 

Cynicism/ Scepticism: Consumers are not only sceptical regarding their impact but also 

regarding the ethical background of retailers offering green products (Bray et al., 2011; 

Burke et al., 2014). The same seems to be true for the outdoor industry, according to the 

interviewees. Most of them expressed their scepticism regarding the environmental 

responsibility of the companies. Some said that they think the brands often just use it for 

marketing reasons, like P9: “[…] I’m studying marketing, so I kind of know the tricks, or 

sometimes I think more, that could be a trick, […], that could just be an image”. Also, a 

statement of P4 shows the sceptical attitude towards brands that promote their 

environmental engagement: “I don’t know, do they really do that? Maybe it is just 

publicity, it is hard to tell…maybe they just want to sell more expensive stuff…”. 

Accordingly, it can be derived, that cynicism and scepticism towards brands taking 

environmental responsibility operate as a negative influence on green purchase behavior.  

Overall, most of the participants were a bit cynical regarding the trustworthiness of a 

brand’s environmental responsibility. However, some of them were more sceptical than 

others, which was also reflected in their overall attitude and willingness to buy green 

outdoor clothes. Therefore, the degree of scepticism and cynicism has a critical influence 

on the decision of buying environmentally friendly outdoor clothes.  

Emotional Involvement: Emotional Involvement refers to the degree of how much a 

consumer is emotionally connected with the topic. Kollmuss and Agyeman (2002) claim 

in their research that people, who are close to nature, are more likely to also reflect this 

in green behavior. Within the interviews, nearly every participant emphasized the close 

relationship with nature, which already proves an emotional connection. P9 even directly 

mentioned her emotional connection to green consumption: “And I'm really attached to 

the animals and everything. So I would say it's more emotional for me than I would have 
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an emotional connection to the brand…”. Also, the fact that the majority of the 

participants takes environmentally friendly measures and even thinks about putting in 

more effort, shows the emotional involvement in the topic.  

Overall, a connection between the involvement in the topic and the willingness to buy 

green can be assumed, based on the interviews. Additionally, the emotional involvement 

goes hand in hand with the values and attitudes but also influences other areas like the 

scepticism or motivation. Therefore, emotional involvement is a critical factor for buying 

outdoor clothes.  

Overall, most of the factors within literature regarding general green consumption could 

be confirmed for the outdoor industry, based on the semi-structured interviews with 

outdoor enthusiasts. Only one factor, the responsibilities, and priorities, mentioned by 

Kollmuss and Agyeman (2002), as well as Burke et al. (2014), could not be proven to 

also apply for the outdoor industry. The two studies claim that an individual’s overall 

well-being and the well-being of the family are the number one priority and can be 

decisive in the buying decision. Especially, within the food sector, this might be true. 

Anyhow, according to the interviews, outdoor clothes are mostly bought for consumers’ 

personal use. Additionally, the environmental responsibility of the brand does not have 

much influence on the overall quality of the product. Therefore, the factor responsibilities 

and priorities is not important for the buying decision and is not included in the framework 

for the outdoor industry.  

The strongest influence throughout the environment related factors seems to be the 

information, based on the frequency of mentions. This includes information regarding 

overall environmental topics, as well as company specific information regarding their 

environmental responsibilities. However, most of the factors are correlated and influence 

each other. The information, for example, has an influence on the environmental 

knowledge and awareness, the values and attitudes, as well as the emotional involvement, 

have an influence on environmental motivation, and so on. Therefore, once the basic 

connection to nature and the environment is given, the likeliness to also consider green 

outdoor products is high, as the factors are interdependent. Still, the extent to which the 

factors influence consumers varies for every individual. Hence, each factor can be critical 

for the final buying decision of outdoor clothes from environmentally friendly companies. 
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5 Conclusion 

______________________________________________________________________ 

To finalize the study, the following chapter will answer the research question and draw 

conclusions by putting the findings in a managerial context. This is done by providing 

implications for managers and stakeholders within the outdoor industry. Finally, 

limitations and recommendations for further research are elaborated.  

______________________________________________________________________ 

 Insights to green consumption in the outdoor industry 

The purpose of the thesis is, to identify and understand, which factor influences outdoor 

enthusiasts in their decision to buy outdoor apparel from companies that produce 

environmentally friendly products, or generally take environmental responsibility. For 

managers within the outdoor industry, understanding this decision-making process and 

the underlying theory brings valuable insights that can be used efficiently. Consumers 

can be supported in their buying decision, by triggering their green behavior and 

environmental consciousness to do good and buy environmentally friendly apparel. Also, 

the factors summarized below support the attempt of predicting consumer behavior while 

purchasing outdoor clothes. This makes it easier for practitioner to reduce impediments 

that keep consumers from and support reasons for buying apparel because of the 

environmental responsibility of the brand. Therefore, our research question was the 

following:  

 

What are critical factors influencing the buying decision of outdoor apparel from 

environmentally friendly companies? 

 

Kollmuss and Agyeman (2002) argued in their study, that the influencing factors can be 

split into internal and external factors. However, like already seen through the structure 

of the analysis and discussion, for outdoor apparel, it is more relevant to split the factors 

into different categories. On the one hand, there are the factors influencing the decision 

for a specific product, and on the other hand, there are factors influencing the decision 

whether to buy or not to buy environmentally friendly, so basically influencing the 

environmental consciousness (see Figure 7).  
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Outdoor apparel is a high involvement product, as consumers’ decision-making process 

contains several factors that are considered in detail (Law, 2016). Of course, the price is 

in a higher segment, which also contributes to consumers’ careful consideration of 

product related factors like functionality and quality, before including the environmental 

consciousness in their decision. However, as consumers, in the case of this study outdoor 

enthusiast, are also closely related to nature and the environment, the environmental 

consciousness triggers their decision and often leads them to a trade-off between product 

attributes and environmental consciousness. This trade-off can be ascribed to the attitude-

behavior gap (Zavali & Theodoropoulou, 2018). In most cases, consumers decide in favor 

of product factors, as the green behavior within the outdoor industry has not fully arrived 

in consumers mind yet. This is additionally facilitated through the existing barriers 

influencing consumers’ environmental consciousness, like the scepticism towards the 

trustworthiness of environmentally responsible companies or the lack in perceived 

consumer effectiveness.  

However, the integration of CSR and environmental responsibility into a companies’ 

business portfolio can still facilitate a competitive edge (Porter & Kramer, 2006). The 

relevance of environmental engagement in the outdoor industry is constantly increasing 

and can as a result be supportive in consumers’ decision-making process (Klingelhöfer, 

Figure 8: Critical factors influencing purchase decision for products from environmentally responsible 

companies  
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2017a). Therefore, the symbolic value of a brand’s environmental responsibility holds a 

high value for businesses in the outdoor industry. Hence, the study confirms 

Klingelhöfer’s (2017b) theory, that long-term success for outdoor brands will inevitably 

include CSR and particularly environmental responsibility.  

These insights into consumers’ minds, during their decision-making process for outdoor 

apparel from environmentally responsible companies, provide valuable background 

knowledge for practitioners in the outdoor industry. They reveal drivers as well as barriers 

for green consumption, which can be used by managers to support consumers in their 

future purchase decision. Therefore, the next section gives some ideas on how those 

critical factors can be used in a practical context.  

 Managerial Implications 

Consumers nowadays increasingly develop expectations towards brands concerning their 

environmentally friendly business practices, which is also reflected by the recent trend of 

green consumption. However, even though consumers generally demonstrate concerns 

for the protection of the environment and have a positive attitude towards 

environmentally responsible brands in the outdoor industry, it does not necessarily lead 

to a consideration of brands’ environmental responsibility in their purchase decision. 

Therefore, the following section provides implications for marketing and CSR managers 

in the outdoor industry on how to handle and promote environmental responsibility of a 

company. 

From a consumer perspective, product factors like price, functionality, and quality are 

rated as the most important factors, when it comes to buying outdoor clothes. Therefore, 

companies first need to fulfill those fundamental factors, before concentrating on 

environmental responsibility. This includes ensuring a competitive price point, as most 

people are not willing to pay a considerably higher price for green products. Hence, 

companies should focus on constantly searching for alternative ways of production and 

materials, which on the one hand use fewer resources and, on the other hand, not lead to 

an increase in price. In this regard, one option for outdoor brands could be to move back 

outsourced production, back to the originating countries of the outdoor brands. Thereby, 

long ways of transportation are avoided, and high production standards can be ensured 

more easily. This implication would also support consumers’ belief in regional products 

(Bray et al., 2011). Furthermore, designing a functional, but also fashionable product with 
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a high-quality standard, should be a priority. Therefore, it is essential for managers within 

the outdoor industry to again engage in the research for new materials with higher 

functionality and quality standards. Additionally, companies are advised to engage in 

constant trend analysis, especially within the fashion industry, to additionally meet 

customers’ expectations regarding style and fashion.  

Moreover, although consumers are familiar with environmental matters, they are not yet 

aware of outdoor clothing companies specifically taking environmental responsibility. It 

can be concluded, that from a consumer perspective, companies need to better 

communicate their CSR activities. Especially the focus on currently relevant topics, like 

the excess of plastic, can be beneficial. A possible idea could be for example a sponsored 

trail running event within a specific area, combined with the collection of plastic waste 

in the course of the event. In the end, the winner would be the one, who collected the most 

rubbish within a given timeframe. This could easily be combined with the usage of social 

media influencers within the outdoor and trail running scene. These influencers could 

participate and promote the brands’ event, as well as share the environmental background, 

which has a lot of potential to spread quickly, especially within a younger age group.   

The collaboration with athletes, influencers, or ambassadors within the outdoor industry 

is another managerial implication in general. Marketing through a spokesperson is proven 

to be more trustworthy, especially if the brand, the spokesperson, and the purpose fit 

together (Melewar & Gupta, 2012). So even if most of the brands already work together 

with influencers or athletes, marketing managers could focus on cooperating with 

ambassadors specifically promoting the environmental aspects of the company, rather 

than just focusing on advertising the products. Creating an overall campaign with the 

assigned ambassadors online on social media for the younger age group, as well as offline 

in outdoor magazines and out of home advertising, is a possibility to reach a big target 

group, create awareness for environmental topics and the brand itself, and raise 

trustworthiness from the side of the consumers.  

Another suggestion, which involves an overarching initiative and is, therefore, more 

complicated in its implementation, is the development of a certificate that ensures 

environmental responsibility. This could help to reduce consumers’ skepticism towards 

companies, once they are officially certified and controlled by an external institution. One 

approach could be a close collaboration with the sustainability charter of the EOFT, which 
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already ensures that members of the charter fulfill certain sustainability requirements. 

This charter could be used as a starting point to develop general environmental standards 

that need to be met, in order to make consumers feel more confident about green products.  

Overall, the study shows that outdoor brands need to address the issue of environmental 

responsibility, even if for now the product factors mostly prevail as the decisive aspects 

when buying outdoor clothes. However, consumers increasingly focus on environmental 

aspects, so outdoor brands are advised to follow the trend or even try to be a trendsetter 

with innovative and creative marketing ideas, in order to build a competitive advantage 

through environmental responsibility.   

 Limitations 

There are some limitations within the thesis that need to be considered. First, the limited 

resources, especially the limited time frame has to be mentioned, as the thesis is written 

within four months. Therefore, even if the literature review is done thoroughly, the time 

constraint does not allow comprehensive consideration of all academic articles written 

within the areas of CSR and green consumption. However, a solid overview of literature 

is given in the theoretical background section in order to provide a better understanding 

of the study and an insightful overview of the topic. Moreover, the limited timeframe and 

the resource availability constrained the authors to a restricted sample size of eleven in-

depth interviews. 

Limitations also occur in the methodology, especially within the sampling process. As a 

convenience sample in combination with a snowball sample is used, the diversity of the 

interviewees might not be as representative as by applying other sampling methods.  

Additionally, it needs to be mentioned that environmental topics are highly sensitive, 

which might lead to the tendency of many people answering in a socially desirable way. 

For this reason, one-to-one semi-structured interviews are conducted instead of using 

methods like focus group interviews, in order to provide a comfortable dialogue situation 

and prevent falsification due to a participant’s potential social desirability bias. However, 

after conduction of the research it was realized, that deeper investigation of certain factors 

during the interviews would have resulted in a better and more detailed understanding of 

several aspects. Anyhow, the authors tried to cover a broad picture of the factors 

influencing consumers.  
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Finally, linguistic barriers might have limited this research. Due to the in-depth interviews 

being conducted in both English and German, translations might have caused linguistic 

discrepancies that could have slightly altered the accurate expression of participants’ 

thoughts and beliefs.   

 Future research  

While a considerable amount of studies previously addressed the topics of 

environmentally friendly consumer behavior (Kollmuss & Agyeman, 2002; 

Papaoikonomou, 2013; Wiederhold & Martinez, 2018), and brands’ application of CSR 

(Becker-Olsen et al., 2006; Lacey & Kennett-Hensel, 2010), no research was conducted 

on green consumption in the outdoor apparel industry. Therefore, the results of this study 

serve as a starting point for understanding aspects consumers consider when purchasing 

outdoor apparel from environmentally responsible brands. A quantitative study should be 

carried out based on the knowledge gained from this study, in order to verify and 

generalize the findings. In addition, a quantitative study would allow consideration of 

demographic factors. Hence, a distinction between different groups of people could be 

made and valuable insights could be found. Especially, differences among countries 

might be interesting to pursue since consumers of outdoor apparel might not the same due 

to their location and cultural background. This could potentially facilitate the decisions 

of stakeholders or highlight favorable export destinations. In addition, marketing 

activities could be enhanced through knowledge about demographical distinctions 

achieved through quantitative research.  

In addition, a continuative study focusing on the discrepancies between outdoor 

enthusiasts, which were subject to this study, and people not particularly engaged in 

outdoor activities, would provide a wider perspective on the topic.  Thereby, one could 

conclude if there exists a distinction in the willingness to purchase from brands that take 

environmental responsibility between the two groups.  
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Appendix A: Interview Guideline  

1 Introduction 

1.1 Can you please introduce yourself a little bit?  

1.2 What specific interests/hobbies do you have?  

1.3 If you have a free day totally to yourself, what would you do? 

1.4 What kind of sports are you doing? 

1.5 What kind of outdoor sports or activities do like to do on a regular basis? 

1.6 Do you enjoy being outside in the nature, if yes why? 

1.7 Would your friends/family describe you as an outdoorsy person?  

2 Environmentally friendly behavior 

2.1 What do you understand as environmentally friendly behavior? Can you name 

examples? 

2.2 Do you personally take any measures to protect the environment?  

- If yes, can you describe what those are? 

2.3 Do you think your actions matter in this regard?  

- If yes, why and to what extent? 

2.4 Have you ever donated money for an environmental cause?  

- If yes, can you tell me under what circumstances? 

2.5 Have you ever considered taking any other measures to protect the environment?  

- If yes, why haven’t you taken those measures already? 

3 Green consumption 

3.1 Are you familiar with the term “green consumption”? Can you define your 

understanding of a green consumer? 

Definition in case they do not know it: Green consumer – a consumer that is in his 

purchase behavior cautious related to environmental issues potentially caused by 

processes affiliated with a product or brand; e.g someone avoiding products that 

endanger the health of the consumer or others; cause significant damage to the 

environment during manufacture, use or disposal; consume a disproportionate amount 

of energy; cause unnecessary waste; use materials derived from threatened species or 
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environments; involve unnecessary use or cruelty to animals or adversely affect other 

countries”. 

3.2 Would you assess yourself as a green consumer?  

- If yes, in what way and concerning which product category? Can you 

name specific examples/situations? 

4 Purchase behavior in general  

4.1 Remember when you last bought a piece of clothing. Can you describe your 

decision-making process when buying clothes? 

4.2 What are factors that you particularly consider when deciding to buy a piece of 

clothing? 

- Out of those, what are the most important factors for you personally that 

influence your purchase decision when buying clothes? 

5 Outdoor apparel industry 

5.1 Do you buy outdoor clothes? If yes, more for a fashionable or functional purpose? 

5.2 Is there any difference in the factors you consider when buying outdoor clothing 

compared to normal clothing? 

5.3 Do you regularly purchase outdoor apparel? How often approximately? 

- When was the last time you bought outdoor apparel? 

- What kind of product was it and what brand was it from? 

- What were the main reasons to actually buy this specific product and/or 

brand? 

- Do you know whether the brand takes environmental responsibility or 

whether the product is produced in an environmentally friendly way? 

o If yes, why and how do you know that? 

5.4 How would you define environmental responsibility of an outdoor brand?  

(Clarify what environmental responsibility entails) 

5.5 What do you think about companies that take responsibility towards the 

environment, any thoughts or concerns/ do you believe them? 
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5.6 Can you name companies that do so within the outdoor clothing industry? 

( if yes, no examples of outdoor brands needed, proceed with 5.6, if no proceed to the 

examples of outdoor brands, 

- Have you ever bought something from the brands you mentioned? 

- Did you know about their engagement prior to your purchase decision 

and was it influential on your decision-making? 

- Do you know what exactly they are doing in terms of environmental 

responsibility? 

5.7 Would you be open to include (or in case you already bought it, keep on doing it) a 

brand’s environmental responsibility as a factor into your decision-making process 

when buying outdoor clothes in the future? 

5.8 What would need to change in your opinion that more people would consider 

buying products from brands that take environmental responsibility?  

5.9 Show interviewees three examples, if no outdoor brands are known (Explain/show 

examples of 3 brand, only if no other brands are known) 

- Have you heard about these brands before?  

- Have you heard about their engagement in environmental 

responsibility? 

- Have you ever bought something form these companies? 

- If you would have been aware of this before, would you have considered 

buying items because of this background information? 

o Would it have influenced your buying decision? 

5.10 What would you think need to change in your opinion that more people would 

consider buying products from brands that take environmental responsibility?  

5.11 Would you like to add anything else? 

Thank you for your time! 
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Appendix B: Codebook  

Code 

Label 

Code 

Type 
Code Description Anchor Example 

Category A: External Factors 

A1 Deductive Institutional 

Factors and 

availability 

Codes that relate 

to the availability 

and effort of 

green 

consumption/ 

environmentally 

friendly behavior 

 

“would take ages by using 

public transport, and it is 

not even available that 

much…so yeah that makes 

it difficult to not use the 

car, even if I would like 

to.” 

A2 Deductive Price Codes that relate 

to price/costs 

“[…] in small amounts, I 

am willing to pay more, 

but if the price difference 

is too high between the 

groceries, I am mostly 

taking the cheaper things 

again.” 

A3 Deductive Social 

cultural 

factors 

Codes that relate 

to the influence of 

social and cultural 

factors  

/ 

A4 Deductive Information Codes that are 

related to any 

kind of 

information like 

e.g. labeling, 

advertising etc.   

“…definitely say more 

information to make the 

people aware of the fact, 

so promote it much more”. 

A5 Deductive Quality Codes that relate 

with quality of the 

products 

“[…] the quality is more 

important since it is mostly 

more expensive clothes, so 

I also want them to be 

good quality” 

Category B: Internal Factors 

B1 Deductive Motivation Codes that 

indicate any 

motivational 

factors for 

environmentally 

friendly behavior 

“…but it's kind of I love 

that so much to them, 

actually not willing to give 

it up” 

B2 Deductive Environ-

mental 

knowledge 

Codes that 

indicate 

knowledge and 

“So I know that like long 

distance flights, kind of the 

worst, impact to nature.” 
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and 

awareness  

awareness about 

environmental 

issues 

B3 Deductive Values and 

attitudes  

Codes that imply 

something 

regarding the 

general values 

and attitudes 

shaped by family, 

friends, politics, 

media etc. 

“…because I am used to it 

from my mum, growing up 

on the country side we 

never had much packaged 

groceries” 

B4 Deductive Perceived 

consumer 

effectiveness/

Locus of 

control 

Codes that imply 

something 

regarding the 

beliefs of the 

consumer that 

they can/cannot 

make a difference 

“I think every person 

delivers his own part or 

his own contribution to it, 

then I think we can change 

something in the world”. 

B5 Deductive Cynicism/ 

Skepticism  

Codes that imply 

that the 

participants are 

cynical or 

skeptical 

regarding 

environmental 

responsibility of 

companies 

“[…] I’m studying 

marketing, so I kind of 

know the tricks, or 

sometimes I think more, 

that could be a trick, you 

know, that could just be an 

image.” 

B6 Deductive Emotional 

Involvement 

Codes that relate 

to the degree of 

emotional 

involvement in 

environmental 

issues/engagemen

t 

“And I'm really attached 

to the animals and 

everything. So I would say 

it's more emotional for me 

than I would have an 

emotional connection to 

the brand…” 

B7 Deductive Respons-

ibility and 

Priorities 

Codes that relate 

to something 

regarding other 

responsibilities or 

priorities besides 

environmental 

behavior 

/ 

Category C: Demographics 

C1 Deductive Demo-

graphics 

Codes related to 

any 

demographical 

factors like age, 

gender, education 

etc. 

 

/ 
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Category D: Inductive Categories 

D1 Inductive Fit Codes that related 

to the fit of the 

outdoor apparel 

“It is more important for 

me that the clothes fit, do 

what I want them to, and 

that the price is ok…and 

good quality” 

D2 Inductive Functionality Codes that related 

to the 

functionality of 

the outdoor 

apparel 

“So, when I buy like 

outdoor clothes, the 

function is like above 

everything” 

D3 Inductive Former 

Experience 

Codes that imply 

former experience 

with outdoor 

apparel/ outdoor 

brands 

“Yes I already had three 

other Salomon models of 

that, so earlier versions, 

so I was sure that is going 

to be good and it will last 

around one or two years at 

least…” 

D4 Inductive Style Codes that related 

to the style, color, 

pattern of outdoor 

apparel 

“[…] I would never wear 

this into the city. […] It’s 

really functional clothes 

not fashionable” 

D5 Inductive Reviews Codes that relate 

to reviews given 

regarding outdoor 

apparel 

“wanted to google a little 

and see if there are 

reviews online” 

 

 

 


