
 

 

 

 

 

 

 

Sustainable apparel consumption: The 

attitude-behaviour gap among Swedish 

consumers 

An exploratory study on Millennials and Generation X consumers’ purchasing habits 

 

 
 

 

 

 

 

BACHELOR THESIS WITHIN: Business Administration  

NUMBER OF CREDITS: 15 Credits  

PROGRAMME OF STUDY: Marketing Management 

AUTHORS: Eszter Bordi and Nike Ellen Moon 

TUTOR: Jenny Balkow 

JÖNKÖPING May 2019 



2 
 

Bachelor Thesis within Business Administration  

Title: Sustainable apparel consumption: The attitude-behaviour gap among Swedish 

consumers 

An exploratory study on Millennials and Generation X consumers’ purchasing habits 

Authors: Eszter Bordi and Nike Ellen Moon 

Tutor: Jenny Balkow 

Date: 2019-05-19 

 

Key terms: Sustainability, apparel, consumption, Millennials, Generation X, attitude, 

behaviour 

 

 

Abstract 

This thesis aims to investigate sustainable apparel purchasing habits from customers’ 

perspective with an emphasis on attitude-behaviour towards the phenomenon. 

Furthermore, the possible attitude-behaviour gaps are detected throughout the research, 

illustrating dissimilarities in sustainable apparel consumption and discrepancies between 

actual purchasing action and consumer attitude. The study analyses Swedish consumption 

patterns, within Millennials and Generation X consumers by using a qualitative research 

strategy, where participants have the ability to express their perceptions on the concept and 

evaluate on their post-purchases. Two chosen models are used as fundamental pillars in 

understanding essential purchasing actions. The findings contribute to the models while also 

develop theories based on them. 
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1. Introduction 
 

 
 

The following section serves as a preface where sustainability, sustainable 
apparel purchases and consumerism will be discussed. The introduction into 
the subject will also provide an explanation on the significance of the issue 
and highlight the important aspects of the problem which will then lead to the 
problem discussion, followed by the research question. The section will also 
address delimitation and provide definitions to appropriately illustrate the 
research. 
 

 
 

1.1 Background 

 

Today’s consumption habits are heading into a direction that can soon result in 

negative repercussions if little or no actions are taken. Climate change, pollution and 

environmental issues are only a few reasons why rational consumption is inevitable 

(Beckham, Voyer, 2014). The apparel industry alone significantly contributes to 

unsustainability by offering low quality, disposable items (Birtwistle, Moore, 2007) 

and even though companies’ responsibility is considerably greater, the final decision 

always depends on the consumer with the purchasing power in their hand.  

 

Nevertheless, the definition of sustainability is rather broad and the understanding of 

the concept can differ from one individual to another which results in consumers 

perceiving sustainable consumption in numerous ways (Lundblad, Davies, 2016). 

While certain consumers put more emphasis on purchasing organic apparel and 

recycle materials, others might focus on buying long-lasting apparels and not 

disposing items before their product-life cycle ends (Lundblad, Davies, 2016). 

Although prospects agree on the importance of sustainable fashion consumption and 

the urgent need of altering consumption habits, some consumers argue that making 

valuable change and creating a positive impact should start with companies and their 

operational practices, instead of adjusting purchasing patterns on an individual level 

(Han, Seo, Ko, 2017).Throughout the years, the apparel industry developed highly 

profitable strategies by offering low quality, unsustainable fashion pieces to 

consumers (Cachon, Swinney, 2011). However, the organizations’ fast fashion 

practices are a response to continuous consumer interest in obtaining fashionable 
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clothes inexpensively (Cachon, Swinney, 2011) and their constant desire for 

newness (McNeill, Moore, 2015). Inexpensive fast fashion items enable consumers 

to obtain apparel in a more affordable manner and while prospects state that 

sustainability is a critical aspect during their purchasing journey, their consumption 

habits do not always reflect their beliefs (Manchiraju,Sadachar, 2014). Recent 

studies confirmed however that the younger generation is starting to realize the 

power of making mindful choices during their consumption journey which, in the long 

run, can result in a positive impact on the environment (Han, Seo, Ko, 2017).  

 

Perceiving sustainability as an important criteria is one aspect however not altering 

purchasing patterns to accurately suit this belief is another. Most of the time, 

consumers seem to be disinclined to change (Mcneill, Moore, 2015) and keep 

holding onto their old habitual patterns. There are possibly numerous reasons as 

why there are discrepancies between mind-set and behaviour which this study will 

further analyse and examine. The study aims to find answers to the conflicting 

behavioural patterns and to identify the reasons behind them. Internal factors such 

as attitude and feelings together with various external causes will also be examined 

in order to gain a more profound understanding on the issue. This will include 

societal pressure and income factors among others.  

 

Sweden puts a great emphasis on sustainable consumption, endeavouring to 

incorporate rational purchasing habits on an individual level (Berglund, Gericke, 

Rundgren, 2014). Therefore, examining the Swedish society enables the study to 

research whether rational consumption accurately reflect actual purchasing actions 

in sustainable apparel consumption and detect possible attitude-behavioural gaps. 

Generally, the country treats sustainability prominently however, generational 

perceptions can greatly differ and therefore this variable should be studied more 

profoundly. 

  

1.2. Problem discussion 

  

Irrational consumption has an enormous impact on the planet alongside with using 

disposable items. The apparel industry is one of the largest field where 

unsustainable pieces are present (Birtwistle, Moore, 2007). Understanding the 
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importance of sustainability is a major aspect in becoming a mindful, rational 

consumer however the contradictory actions between attitudes and actions should 

be more profoundly analysed. As consumers purchasing routines are not always 

align with their paradigm, a deeper understanding is needed on how individuals can 

incorporate sustainable apparel consumption into their everyday life without going 

back to their old habitual patterns. 

  

1.3. Purpose 

  

The aim of the study is to shed light on how consumer attitudes are applied in their 

everyday purchasing decisions when consuming apparel. Additionally, further 

examination will be carried out on how different generations (millennials and 

generation x) perceive sustainable consumption and how they apply this mind-set in 

reality. The study will analyse factors from consumers’ perspective. 

  

1.4. Research questions 

RQ1: How does Swedish Millennial and Generation X consumers’ attitude towards 

sustainability align with their apparel purchasing behaviour? 

 

RQ2: How does sustainability translate into Millennials and Generation X consumers’ 

apparel consumption habits within the Swedish society? 

 

1.5. Delimitation 

 

The thesis focuses on consumers born between 1965 and 1984 (labelled as 

Generation X) as well as 1980 and 1995 (labelled as Millennials). The study focuses 

on these two generations due to them being the most active in terms of apparel 

consumption and having more consumer power with the ability to set trends and 

future living standards. The scope of the study is limited to the Swedish segment as 

both the authors live in Sweden and have an easier access examining Swedish 

consumers and their purchasing habits. 
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As the concept of sustainability is rather broad, the study limited the research to a 

segment, examining apparels. Furthermore, the thesis will focus on researching 

attitude-behaviour gap in sustainable apparel consumption within the Swedish 

society, concerning Millennials and Generation X consumers.  

  

1.6. Definitions  

 

1.6.1. Consumer behaviour 

 

Purchasing behaviour (or buyer behaviour) is interpreted as the action of fulfilling 

arising needs by acquiring products or services (Blackwell, Miniard, Engel, 2006)  

 

1.6.2. Purchasing habits 

 

Purchasing habits (or habitual buying behaviour) is interpreted as consistently buying 

the same products from a certain brand, oftentimes without giving further thoughts. 

(Ottar Olsen et al., 2013) 

 

1.6.3. Swedish society 

 

Society is a group of individuals belonging to the same community, based on similar 

characteristics such as beliefs, culture and traditions; usually living in the same 

geographical location (Tzafestas, 2018). In this study, Swedish society in particular is 

being defined as a multicultural group living in the same geographical location where 

the individuals’ possessed beliefs, culture and traditions might differ from one 

another. They live together as a whole, sharing the same bureaucratic system and 

government (Donati, 2016). 

 

1.6.4. Sustainable apparel 

 

Sustainable apparel is defined as textiles produced in an environmentally-friendly 

way, with little or no harm on the Planet. It also refers to garments produced in an 

ethical manner (Niinimäki, 2010). 
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1.6.5. Apparel industry 

 

The paper defines apparel industry as a field of manufacturing clothing and 

garments, made out of various textiles (Hiller Connell, Kozar, 2012).The word 

apparel refers to textiles worn by individuals in order to protect themselves from cold, 

heat or use them as adornments (Naturskyddsföreningen, 2017). 
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2. Frame of reference  

 

 

 

The following section will present the process of peer-reviewed article 

selection with an elaboration on the gained knowledge within the researched 

field. It will explain the chosen models that are applicable for the research 

when examining attitude-behaviour gap in sustainable apparel consumption 

among Swedish consumers, concerning Millennials and Generation X. 

 

 

 

2.1. Developing the Frame of reference 

 

2.1.1. Search process and article selection 

  

At the beginning of the research when gathering information about the proposed 

subject, Jönköping University’s library has been used in order to find relevant 

literature materials in consumer behaviour. After collecting the appropriate literature 

from JU portals ABI/INFORM collection, Business source premier and Primo, a 

research gap has been identified in buying behaviour regarding sustainable apparel 

consumption. The ascertained gap has been chosen as a research question for this 

study. 

  

After the above mentioned research gap has been detected and the research 

question has been formulated, another literature process has been carried out in 

order to limit the number of articles that remained relevant for the paper. The JU 

online library together with the topic guide for Jönköping International Business 

School covering the areas of Corporate Social Responsibility, Ethics & Sustainability 

has also been applied. The mainly used platforms include Primo and ABI / INFORM 

collection. When using the search engine, particular settings have been selected in 

order to acquire adequate peer reviewed scholarly journals. Additionally, the 

following keywords have been used to gather relevant articles within sustainable 
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apparel consumption and attitude-behaviour gap: Sustainable fashion; Textile 

industry; Consumer perception; Sustainable development; the rise of fast fashion; 

Generations; Ethically responsible; Ethical consumerism Intention–behaviour gap; 

Habits Implementation intentions; Consumer behaviour; Buying behaviour, 

Environmental Beliefs, Green consumer, Green marketing, Millennials and 

Generation x. 

  

After collecting relevant peer-reviewed articles, an analysis process started through 

an interpretivistic approach that is speculation, mysticism and intuition, based on 

sources of knowledge and actions (Collis & Hussey, 2014). Recently published 

articles have been prioritized over formerly written literatures in order to ensure using 

up-to-date data. 

 

2.1.2. Findings and reflection on the literature review 

  

Nearly all reviewed articles address the climate change issue and state that the 

apparel industry is one of the largest contributor to the problem. The previous studies 

also describe that individuals have gradually became more aware, and ordinary 

started to make conscious, sustainable choices in their everyday life (Han, Seo, Ko, 

2017). 

  

Peer-reviewed articles concerning consumer behaviour in apparel consumption 

numerously describe the underlining importance of sustainability in textile and 

clothing industries both from consumer and business point of view. Furthermore, 

buying behaviour in relation to sustainable apparels is a frequently studied issue 

where researchers examine the relationships between eco-friendly labels or textiles 

and consumption. Moreover, investigations have also been carried out with the focus 

on altering consumer perceptions of certain brands and products, after gaining 

additional information on how the company operates. Although previous studies 

have been conducted by focusing on different variables and have mainly been 

executed in the United Kingdom and Germany, the findings can be used as further 

guidelines when carrying out the examination in this paper. 
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2.2. Sustainability and Sustainable apparels 

 

Due to the increasing number of fast fashion outlets and ever-growing consumerism, 

sustainability has gradually became a crucial part of the apparel industry. In general, 

sustainability is referred to as a process of creating, developing and maintaining 

social, ecological and economical resources without harming the environment and 

future generations. Sustainability also includes sustainable development which has 

three dimensions: ecological, social and economic elements. The previous study 

also interprets sustainability as a requisite due to scarce and limited ecosystem 

resources that endanger future generations (Joergens, 2006). Additionally, it also 

implies the procedure of how materials are treated throughout the entire production 

process, including water-treatment or the amount of energy that is being used 

(Dyllick, & Rost, 2017). On a larger scale, tighter supply chains, production efficiency 

and monitoring resources are key elements in production and highly contribute to 

manufacturing sustainable items (Dyllick & Rost, 2017). As of apparels, sustainable 

materials are made out of eco-friendly resources, using natural, organic fabrics or 

recycled materials. Furthermore, apparels produced in unsustainable, non-eco-

conscious manner can cause pesticide poisoning which in fact can result in health 

damages (Hustvedt & Bernard, 2008). 

 

From consumers’ perspective sustainable apparels are mainly presented in a form of 

green labels, indicating how the apparel has been produced and what types of 

materials in particular were used during the procedure. Eco-friendly labels therefore 

serve as a signal during the decision making process when evaluating consumer 

choices in apparel consumption (D’Souza et al, 2007). It is important to highlight 

however that sustainability can also be regarded as a way of living and is highly 

dependent on individual perceptions. Oftentimes, sustainable apparels are 

associated with slow fashion and ethical considerations and today these two 

elements are gradually starting to intertwine with each other (D’Souza et al, 2007). 

Therefore, sustainable apparels do not only mean choosing eco-friendly labels over 

fast-produced items but apparels made ethically are also associated with purchasing 

items that are not disposable but last long and are recyclable. As the concept can be 

interpreted in various ways, the following 3 groups are emphasized: 

1.   Apparels made out of natural materials 
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2.   Ethically produced apparels 

3.   Long-lasting, durable apparels 

  

2.3. Attitude-Behaviour Gap 

 

Previous studies have shown that practicing sustainability and engaging in 

sustainable apparel consumption appear to be dissimilar in comparison to regular 

purchasing habits.  According to Niinimäki (2010), consumers’ attitude towards 

sustainable consumption do not always reflect their actual purchasing decision in 

reality. Therefore, even though their attitude towards sustainability in general is 

positive and their intention to incorporate or alter consumption habits are certain, 

their final decision at the end tend to differ. This results in a gap between attitude 

and behaviour, indicating discrepancies between initial choices and actual 

purchasing decisions. To gain a more profound understanding on what attitude-

behaviour gap is, further clarification needed on the phenomenon. Attitude is being 

defined as tendencies an individual has about another person, specific item or a 

certain occasion. Whilst attitudes are based on past experiences and previous 

encounters (both positive and negative), it can also be altered over time (Zanna, 

Kiesler, Pilkonis, 1970). Behaviour on the other hand is a response action to internal 

and external forces driven by emotional, physical and psychological motivations, 

conducted by an individual (Chaney, 2010). The gap between attitude and behaviour 

arises when there is no alignment but disparity. As the presence of attitude-

behaviour in consumers’ purchasing activities can either be broad, considerate or 

absent, examining consumption habits based on age can lead to interesting 

outcomes. 

 

2.4. Millennials 

 

Millennials are individuals born between 1980 and 1995 and are described as a 

generation interested in technology, media, cult-stamped retro fashion and culture 

(Bucuta, 2015). When purchasing items, millennials often compare price and quality 

before making a final purchasing decision (Kanuk, Schiffman, & Hansen, 2008). This 

age group is also defined as a generation that is highly involved in technology and 

digitization, as well as in social media interactions, digital communication and 
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marketing activities (Bucuta, 2015). Additionally, Bucuta (2015) states that 

Millennials are currently considered to be one of the largest consumer segment in 

the society which therefore has a large impact on the world’s economy and buying 

power. 

 

2.5. Generation X 

 

Generation X refers to individuals born between 1965 and 1984. According to Kanuk, 

Schiffman and Hansen (2008), individuals born within that range is presently known 

as the most educated generation where the vast majority works in leading positions 

within the labour market. Consequently, this generation has gone through an 

extensive transformation from the analogue technology to digitalization which 

indicates increased aptness of adaptation. The study also uses Kanuk, Schiffman 

and Hansen’s (2008) ascertainment and defines this generation as a group with 

interest in social interactions and engagement in social-environmental issues. 

Individuals born within this age bracket are materialistically interested, price sensitive 

and often purchase brand names that are not necessarily designer labels (Kanuk, 

Schiffman, & Hansen, 2008) 

 

2.6. Black Box Model 

The consumer black box model (Figure 1.) describes consumer psychology and 

mental consciousness. Buyer black box as a metaphor represents consumer’s mind 

where the reasons of purchasing behaviour emerges (Lye, Shao, Rundle-Thiele, & 

Fausnaugh, 2005). The black box model states that various factors, both internal and 

external, influence consumer buying behaviour and determine the final decision 

taken by the individual. This in fact primarily determines individuals’ purchasing drive 

and generally serves as a fundamental element in consumerism as well as in buying 

behaviour. External factors in particular include environmental elements while 

internal factors refer to consumer characteristics. These characteristics comprise 

beliefs, values, motivations, lifestyle and attitude (Lye, Shao, Rundle-Thiele, & 

Fausnaugh, 2005). A key element of the black box model is the decision-making 

process itself where consumers recognize the problems and necessities that needs 

to be resolved. Once the need has emerged, the consumer moves onto the next 
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phase where consideration efforts take place on how to fulfil the arisen needs and 

solve the particular issue. As consumers respond to external stimuli, their “black box” 

process the possible choices the individuals will choose from. It also determines the 

consumers’ response on whether or not the actual purchase should take place and if 

so, in what form and where it should be acquired (Varsha, Reshma, Khyati, 2014). 

The decision making process through the black box includes processing all available 

information to the consumers that have been gathered both internally and externally. 

Once the data has been adequately evaluated, the black box matches the relevant 

information based on the arisen needs. 

It is important to highlight however that the black box process is primarily based on 

external factors including environmental aspects or the marketing mix (specifically 

the 4 P's- product, price, place and promotion). When a consumer encounters such 

stimuli, an analysis process begins in their mind and forms a decision which later will 

result in actions. Nevertheless, the consumer response is a conscious, rational 

decision process where individuals intently make their final choice based on the 

black box assessment (Haq, Abbasi, 2016). Additionally, consumers’ relationship 

and attitude towards certain brands and companies also pay a significant role in the 

information process that runs through their mind during a decision-making process. 

Therefore, the black box processes positive and negative attitudes, as well as 

emotional connections differently, ranking them based on the individual’s preference. 

The reason for prioritizing one over another is due to the aim of choosing the best 

suitable alternative available in order to fulfil the arisen needs. Since the black box 

operates in a way that is primarily focused on satisfying necessities as well as to 

influence final decision, selecting and ranking external information based on the 

individual’s preference is inevitable.  

The consumer black box model explains the process of recognizing needs and 

dealing with arisen consumer necessities from a purchaser point of view (Haq, 

Abbasi, 2016). As the study aims to examine whether there are disparities between 

consumer attitude and action in sustainable apparel consumption, the model 

appears to be relevant in several levels. Primarily, when identifying consumer beliefs 

and attitudes towards sustainable apparel consumption, the model explains the 

entire decision making process in general terms, describing the different factors that 

influence the mind, both internally and externally. External stimuli is highly significant 
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during the purchasing journey as consumers respond to the outside factors 

dissimilarly (Varsha, Reshma, Khyati, 2014). Furthermore, the model treats the 

human mind as a box, where the internally emerged needs intertwine with the 

evaluation process which provides an opportunity to understand consumer’s 

purchasing choices in a more profound way. 

  

2.6.1. Shortcomings of Consumer black box model 

  

The consumer black box model presumes that regardless of what happens inside 

the consumer's mind, the purchasing decision will be based on a conscious level 

with a rational decision making process, in response to a stimuli (Lye, Shao, Rundle-

Thiele, & Fausnaugh, 2005). In reality however, purchasing scenarios might differ 

and consumers might undertake both irrational and rational buying decisions (Haq, 

Abbasi, 2016) whereas the consistency in decision making processes can also differ. 

The consumer black box model assumes that individuals go through the exact same 

evaluation process during their purchasing journeys, whereas in reality, prospects 

are inclined to consume habitually or buy products impulsively. 

  

2.6.2. How the shortcomings will be handled in the study 

  

The consistency issue together with the different buying decisions will be covered by 

formulating focus group questions in a way that participants have the opportunity to 

reflect and evaluate on their post-purchases in apparel consumption. As of the 

degree of involvement, the limitation will be bridged by using the same approach, 

providing the possibility to contemplate and assess recent purchases in a form of 

conversation. Interactions enable individuals to further explain and discuss their final 

choices while it also increases the probability to put scenarios into different 

perspectives, making participants recognize purchasing habits they were otherwise 

unaware of. 

 

 

  



17 
 

2.7. The Fritzsche model 

  

The Fritzsche model explains the different influential factors and dimensions that 

affect individuals during the decision-making process, from an ethical point of view 

(Manchiraju, Sadachar, 2014). According to David J. Fritzsche (1991), there are 

several determinants that need to be taken into consideration in order to understand 

the reasons behind each decision a person makes. Although the model was primarily 

developed for business purposes, it also provides an explanation on individual 

choices and is relevant in general terms. In order to understand what treated as an 

ethical matter, clarification on the definition is essential. Fritzsche’s (1991) definition 

of ethics is two-fold. He states that ethics is an element that is invariably present in 

each individual choice that involve morality. However, at the same time, ethics is 

also identified as an act, based on one’s belief on what is right or wrong. 

  

One of the main factor that influences an individual’s ethical choice during the 

decision-making process is their personal value (Manchiraju, Sadachar, 2014). 

According to Fritzsche (1991), each individual possesses various personal values 

they acquired throughout their life and therefore, the perception of ethical matters 

greatly differ. He explains that personal values and ethical decision-making are 

intertwined and that the possessed values are continuously altered and amended 

accordingly, as the individual gains more experiences throughout their lives. Another 

crucial element of the model that has influential factor on ethical decisions is the 

organizational culture which can be identified as a group of assumption, beliefs and 

values based on shared paradigms (Manchiraju, Sadachar, 2014). The component is 

formed as a result of internal and external forces that either have negative or positive 

effects on the decision-making process. This assertion is based on Schein’s (1984) 

study which ascertained that cultural beliefs are acquainted to newly arrived 

individuals to provide an aid in adequately responding to ethical situations. 

  

The model also explains that cultural aspects are also present in the ethical decision-

making process and play a prominent role in one’s judgement (Manchiraju, 

Sadachar, 2014). Culture brings individuals closer to each other as it enables them 

to develop feelings of belongingness while also acting as an additional security net. 

Furthermore, it aids developing an identity where individuals have the ability to relate 
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and associate with others while also sets standards for acceptable behaviour norms. 

Fritzsche (1991) emphasizes on the fact that culture is a dominant element in the 

ethical decision-making process as it not only contributes to altering individual 

behaviour but also how individuals feel about themselves. Culture includes various 

elements such as norms, myths and rituals which all equally contribute to impacting 

personal choices in ethical manners. The model also highlights that cultural setting 

has the ability to either reduce or enhance the likelihood of behaving in an unethical 

manner, depending on what is acceptable culturally (Manchiraju, Sadachar, 2014). 

Although the author focuses on the organizational context throughout his paper, he 

states that his findings are equitably applicable in general terms, once the 

organization setting is removed. Fritzsche (1991) states that individuals who can 

relate to others are more likely to incorporate behaviour attitudes or alter their 

paradigm depending on how frequently they communicate with each other. 

  

Fritzsche (1991) identifies various dimensions that need to be taken into 

consideration when discussing ethical decision-making processes as they carry 

additional influential forces. The model recognizes five elements: Economic aspects, 

political elements, technological factors, social components and ethical issues. 

Although all the elements are present in the ethical decision-making process, their 

ratio and weight are highly dependent on the situation. Economic aspects cover the 

financial gain both in short and the long run. An individual is affected by the 

monetary consequences the decision may result in and therefore, economy plays a 

significant role in the evaluation process. The political elements include political 

power and governmental features. Depending on current political circumstances, an 

individual might perceive ethics differently and evaluate ethical choices 

consequently. Technological factors are technological limits that set a scale on what 

is achievable presently and attainable in the near future. While it is important to 

understand the model’s dimensions to gain an adequate understanding on it as a 

whole, technological and political elements might appear to be less relevant in this 

research. 

  

The model identifies social components as a pivotal element that determines the 

final choice of an individual in an ethical setting (Manchiraju, Sadachar, 2014). 

Furthermore, a society that encourages ethical behaviour and rejects unethical 
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actions influence the evaluation process positively. The fifth dimension comprise 

ethical issues and is defined as a morally acceptable principle that set a fundamental 

criterion on behaviour aspects. 

Therefore, even though there are various factors that influence the ethical decision-

making process, the final choice is always dependent on the individuals themself. 

Fritzsche (1991) indicates that although the dimensions are always present in an 

ethical situation, the portion of each factor are always unknown and can vary. 

Similarly, as stated earlier, ethical decisions are highly dependent on the individuals 

themselves based on their previous experiences and what they encountered 

throughout their life (Manchiraju, Sadachar, 2014). Although their paradigm and 

attitudes can be altered and are subject to change, the fundamental parts in the 

decision making process is more complex and requires a greater effort to amend. 

Although Fritzsche (1991) has carried out the research in an organizational setting, 

these variables can be removed and the model can be applied in different scenarios 

that involve ethical situation. When taking away the organizational setting, the model 

adequately aligns with common situations and general phases. 

  

Ethics is present both in sustainable apparel consumption and purchasing behaviour, 

which implies the model’s relevance. Furthermore, ethical aspects can serve as 

influential factors throughout the entire sustainable consumption journey, especially 

when prospects are surrounded by different persuasive components such as price, 

promotions or the ever-changing fashion trends. As ethics is almost inseparably a 

part of the decisions-making process in one way or another, examining its 

significance is undoubtedly essential (Manchiraju, Sadachar, 2014). Nevertheless, 

as the study focuses on detecting attitude-behavioural patterns and identifying 

whether there are discrepancies between attitude and action, the model’s elements 

provide a guide on what influential factors should be taken into consideration. 

  

2.7.1. Shortcomings of Fritzsche model 

  

The model was primarily built to fit to organizational settings and explain how ethical 

considerations are being made in accordance with a corporate environment.  
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Furthermore, the model only explains how perceptions and ethics are intertwisted 

and elaborates on how the two elements are complementing each other however it 

fails to clarify the consequences on having different perceptions and illustrate the 

possible impacts it might have on the decision making process. 

  

It also needs to be emphasized that one factor can easily outweigh another and 

therefore the influential elements cannot be treated equally. Although Fritzsche 

states that every ethical decision is highly dependent on the situation and the ratio of 

the discussed elements can vary, he also proposes that the cultural factor is 

dominant throughout the process. Fritzsche (1991) explains that the crucial factor 

that mainly impacts an ethical decision is undoubtedly culture, as individuals are 

influenced by the determinant both internally and externally. However, when looking 

at different variables such as economic or social aspects, they might be more 

relevant in one situation than in another and can therefore outweigh the cultural 

dominance. Specifically, when conducting the study, economic elements might be 

more applicable when making a purchasing decision on sustainable apparels than 

political or technological factors. 

  

2.7.2. How the shortcomings will be handled in the study 

  

As the model discusses ethical aspects in an organizational environment, variables 

concerning corporate elements will be disregarded. By focusing on relevant factors 

applicable to regular purchasing activities, the model will provide an accurate 

explanation on how ethical considerations influence consumer decision making in 

general. 

  

While the model lacks the explanation on how ethical decisions are being influenced 

when one or more factors are not present, the study aims to bridge the gap by 

regarding the model as a guideline. Similarly, when analysing the different influential 

factors and examining how the elements impact the ethical decision making process, 

the model will serve as a guiding aid. 

  

Nevertheless, values and experiences vastly differ however, a focus group 

discussion provides the opportunity to put experiences and views into different 
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perspectives which helps participants in evaluating and contemplating on their past 

encounters (Halkier, 2010). It also helps understanding individual perceptions in a 

more profound way such as understanding the reasons and connections behind 

sustainable apparel purchases as well as identifying possible discrepancies between 

consumer attitudes and purchasing actions. 

  

2.8. How the chosen models appear to be applicable on this research 

study 

  

Both the Fritzsche model and the black box model discuss how consumers weight, 

perceive and elevate their buying decisions. While Fritzsche (1991) focuses on the 

ethical perspectives, the black box model gives an insight on what is possibly going 

through the prospect’s mind when purchasing products or buying services. As this 

study analyses the possible gaps between attitude and behaviour when consuming 

sustainable apparel, the two above mentioned models could further highlight the 

possible discrepancies prospects face, both from an ethical point of view and from 

other purchasing evaluation aspects. 

Nevertheless, the Fritzsche model in particular mainly focuses on ethical aspects, 

which is also important when analysing sustainable consumption as certain elements 

such as the issue of sweatshops or constantly purchasing disposable items could 

affect purchasing decisions. Since ethics is always present in one way or another, 

the model can serve as an aid and point towards valuable directions that otherwise 

would have not been considered. Perceptions and judgements are significant 

elements in decision making and therefore should be considered as well. 

Additionally, the different dimensions that Fritzsche (1991) names (economic, 

political, technological, social and ethical) can also aid in detecting attitude-behaviour 

gaps as individuals are constantly surrounded by these factors. Societal pressure, 

trends and politics are just a few among others that will be looked at when analysing 

the results. 

On the other hand, the consumer black box model further provides the possibility to 

evaluate consumption behaviour from another perspective, with a focus on 

perception, assessment and reaction. Information processing is crucial in 

consumption as it highly affects the final purchasing decision. Therefore, the model 

can aid in understanding internal factors when analysing the outcomes. 
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The drawn result from the focus group discussions will be analysed with respect to 

the two models, which serve as a guiding aid throughout the process. Attitudes, 

values and personal preferences are one of the many internal aspects that are 

regarded as important factors in the Fritzsche (1991) model and which could 

certainly affect the purchasing outcome. As of the black box model, internal elements 

and the reaction to stimuli will be used as a fundamental base. Furthermore, the 

black box model also provides the possibility to gain a deeper understanding on how 

consumers react to both internal and external stimuli together. In this case, that 

means variables such as arising needs and necessities, price or other promotional 

deals are possible factors that can affect purchasing outcomes and should therefore 

be taken into consideration when examining sustainable apparel consumption. 

  

This study aims to use the two above mentioned models together, intertwining them 

in a way that possibly help understanding purchasing actions (behaviour) and 

attitude towards sustainable apparel consumption. 
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3. Methodology  

 

 

 

In order to gain a more profound understanding on the reasons behind the 

selected processes, the following section will provide an explanation on the 

choice of theory, research purpose and research approach. Thereafter, the 

research philosophy and research strategy will be explained, together with the 

data collection method, sample selection and execution. Reliability, validity 

and generalizability will also be discussed. 

 

 

 

 3.1 Theory 

 

As mentioned in the later part of the Frame of Reference, the chosen models are 

applicable to the selected subject (detecting behavioural discrepancy in sustainable 

apparel consumption within the Swedish society) as they explain ethical decision-

making processes and reflect possible inconsistencies between attitude and 

behaviour that could arise during consumption. Furthermore, the theories profoundly 

examine the different factors and aspects that have influential powers on purchasing 

habits which provide the opportunity to use the previous findings as fundamental 

base for the study. The chosen models are the Fritzsche model and the consumer 

black box model. The Fritzsche model analyses the ethical background and 

influential factors that affect one’s final decision in various circumstances while the 

consumer black box model aids in clarifying thought patterns and the perceptual 

information process during the purchasing journey. Furthermore, taking the above 

mentioned elements into consideration when seeking answers to the raised research 

questions act as a guide in detecting, analysing and explaining the potential gaps 

between attitude and behaviour in sustainable apparel consumption within the 

Swedish society, concerning Millennials and Generation X. 
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 3.1.1. Research purpose 

 

The purpose of the research is to identify and detect attitude and behavioural 

discrepancies among individuals belonging to two generations, Millennials and 

Generation X. The research is therefore descriptive and comparative, which aims to 

examine individuals, groups or situations, as well as to describe characteristics and 

functions (Collis & Hussey, 2014). Descriptive research is applicable in case of 

qualitative studies as it provides the opportunity to examine a phenomenon from 

different angles. Furthermore, it also allows the possibility to use a structure where 

the research starts with the development and description of the research objective 

and its collection of data and will end with analysing and reporting the outcome 

(Collis & Hussey, 2014). The comparative aspects of the outcomes with regards to 

the empirical study is carried out in order to detect whether there are discrepancies 

in attitude and behaviour between the two generations when consuming sustainable 

apparels. 

 

 3.1.2. Research approach 

 

A research can either be conducted with an inductive or deductive 

reasoning.  Inductive reasoning builds on broad generalizations where researchers 

go from specifics to general (Collis & Hussey, 2014), whereas the deductive method 

is the complete opposite. The deductive approach starts out from a frame of 

reference such as a theory or hypotheses which are later tested against reality 

through observations (Collis & Hussey, 2014). 

 

This research uses deductive reasoning as it allows the possibility to go from general 

(the theory) to specific (the observations) and to create theories through the thesis 

process (Collis & Hussey, 2014). Using deductive reasoning also provides the 

opportunity to formulate appropriate and specific questions for the focus group 

discussion, where the data is collected from.   

 

The study also uses a qualitative approach which is an in-depth method that 

describes the reasons on how and why certain concepts, events or elements occur 

and provides further interpretation on the subject, based on its context (Collis & 
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Hussey, 2014). Since this paper investigates the attitude-behaviour gap 

phenomenon, qualitative research appears to be an appropriate and adequate 

method to gain a more profound understanding on the subject.  

 

 3.1.3. Research philosophy 

 

Research philosophy can either be interpretivist or positivist philosophy. The 

positivist philosophy uses scientific and quantitative methods (Collis & Hussey, 2014) 

and states that society shapes individuals. It also emphasizes on the importance of 

conducting surveys on a large scale in order to get a more in-depth view on the 

society as a whole (Collis & Hussey, 2014).  In case of interpretivist philosophy 

however, humanistic and qualitative methods are used where the methods are 

derived from social action theories and the goal is to examine and gain a more 

profound understanding on why the phenomenon itself occurs (Collis & Hussey, 

2014). This philosophy views individuals as complex beings and it takes their 

experiences into account while interpreting on the phenomenon in different ways 

(Collis & Hussey, 2014).  

 

This paper is based on an interpretivist research philosophy as the study will use 

empirical and qualitative approach in order to enable examining human behaviour, 

interests, social constructions and preferences with regards to sustainable apparel 

consumption. 

 

3.1.4. Research strategy 

 

Previously mentioned, this thesis uses a deductive approach with qualitative study 

when collecting primary data. When analysing primary data, a thematic approach is 

being used. Thematic approach provides an opportunity to gain insights in a natural 

way where literacy within the subject grow in a progressive manner (Collis & Hussey, 

2014).  
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3.2. Method 

 

The collected information for this study has been acquired through previously 

conducted studies and primary data sources. The formerly carried out researches 

are discussed under the Frame of reference, more specifically within the literature 

review section.   

 

3.2.1. Primary data 

 

The primary data has been collected through two focus group activities where the 

selected participants discussed sustainable apparel consumption. The questions 

used during the focus group discussions have been formerly prepared, based on 

relevant information collected from literature reviews. As this paper focuses on the 

Swedish segment, the collected empirical materials focused on preferences and 

attitudes of Swedish consumers are valued more. 

 

The focus group questions have been formulated in Swedish. As of the discussion, 

the entire activity has been carried out in Swedish, in order to eliminate 

misinterpretation. After the group discussions, the recorded materials have been 

transcribed according to the intelligent verbatim transcription strategy which allow the 

transcriber to correct incomplete sentences, grammar as well as to leave out 

irrelevant words or sentences (Halkier B, 2010). 

 

Once the gathered information has been collected and adequately analysed, it was 

applied to the paper to answer the research question.  

 

3.2.2. Data quality  

 

In order to ensure high quality of the collected material, different concepts are 

considered. According to Lincoln & Guba (1985), five concepts should be accounted 

when addressing data quality concerning qualitative research, specifically: 

transferability, credibility, dependability, confirmability and authenticity. The following 

part will describe each of the above mentioned concepts in relation to this research. 
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3.2.3. Credibility 

 

Credibility refers to the authenticity of interpreted data where the conducted study 

accurately reflects the reality as it is experienced by the research participants. 

According to Lincoln & Guba (1985), the following approaches should be implied in 

order to acquire credible results: prolonged engagement with participants; negative 

(divergent) case analysis and triangulation (of sources and researchers). This paper 

mainly focuses on the triangulation approach which compares different types of 

sources and data in order to test whether there are any convergence, dissonances 

or complementariness between the study and previously conducted researches 

within this field (Lincoln & Guba, 1985).  

 

3.2.4. Transferability 

 

The concept of transferability defines whether the findings are applicable in other 

contexts and if so, what is the likelihood of being applicable in other communities 

where different preferences and perspectives are being held (Lincoln & Guba, 1985). 

Furthermore, researchers are responsible for providing the reader with clear and 

detailed description over the entire primary data collection procedure. Consequently, 

the examiners are obliged to provide an extensive description on both participants’ 

responses as well as on data interpretation. In this thesis, triangulation of sources 

include using two populations: Millennials and Generation X, where each 

generations form a sample group. Individuals belonging to the Millennials sample 

group participated in the focus group discussions at different points in time in 

comparison to Generation X contributors. In this paper, transferability is present as 

the research outcomes can be applied into different geographical areas within 

Sweden with the likelihood of getting a similar outcome. Furthermore, the data 

collection process and the empirical study is described in a way that enables the 

possibilities for other researchers to repeat the same research process. This will 

further be explained in the following section under the heading 'Dependability'. 
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3.2.5. Dependability 

 

According to Lincoln & Guba (1985) dependability anticipates whether similar 

findings would have been found in case other researchers reproduce the same 

study. Dependability also includes balance and correctness of the collected primary 

data, together with instrumental consistency (Lincoln & Guba, 1985). Additionally, it 

aims to validate how adequately the researchers have verified and consistently 

collected the data, as well as to confirm reliability in documenting primary data 

collection (Lincoln & Guba, 1985). Therefore, this paper aims to explain all steps 

taken throughout the entire data collection and research process in a detailed form, 

as well as to provide further explanation on decisions made during the study that 

would benefit future researchers. 

 

The focus group participants individually agreed on recording the entire discussion 

session. The activity was recorded by using an Iphone. Consequently, dependability 

within this paper will be considered as follows: stability and truthfulness of the focus 

group participants, quality of the technical device (Iphone 6 SE), and the quality of 

the focus group carried out by researchers, the accuracy and interpretation of the 

collected data and finally, the quality of processed data. Additionally, the 

researchers’ previous experiences on data collection is also taken into consideration 

as it has an impact on data collection. 

 

3.2.6. Confirmability 

 

Confirmability denotes the researchers’ ability to avoid influencing the collected 

material as well as the outcome. The researchers must be able to relate to the 

researched topic in a neutral form, in order to adequately avoid affecting the reality 

and correctness of the examination (Lincoln & Guba, 1985). The researchers also 

need to unbiasedly and precisely describe the research process, as well as the 

results (Lincoln & Guba, 1985). Furthermore, in order to ensure confirmability, 

confirmation of recording the focus group discussion is treated as a necessity and is 

approved by the participants in advance. During the execution of the group 

discussions, both researchers are present to guarantee that all details are in place 

and no information is missing. After the primary data collection activity, the 
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information is analysed separately and together by the researchers. The individually 

examined information is compared and discussed with the other researcher with 

strong reasoning before drawing the final conclusion.  

 

3.2.7. Authenticity 

 

According to Lincoln & Guba (1985) authenticity refers to the extent of relevance the 

study has on the community. It aims to identify whether the research fairly represent 

different perspectives in the researched subject 

(Lincoln & Guba, 1985). This paper aims to identify whether there is an attitude- 

behaviour gap in sustainable apparel consumption among Millennials and 

Generation x, within the Swedish society. The research is relevant to the entire 

Swedish community as it can shed light on the degree of rationality buyers have 

during their consumption journey, as well as to raise further awareness on 

sustainable apparel consumption. It can be argued however what can be considered 

as sustainable apparel consumption and what sustainability is. This is thoroughly 

dealt with during the discussion activity where participants express their perspectives 

and opinion on the researched topic. 

 

3.2.8. Ethical issues  

 

Ethical issues relate to both ethical and moral collection and storage of the acquired 

data when carrying out the research. It also refers to the overall research process, 

method and the end result (Collis & Hussey, 2014). During the research, the 

following aspects are emphasized in order to craft an accurate and ethically 

acceptable paper on the researched subject: description on the research process, 

details about the researchers and the participants as well as on the taken steps 

throughout the study. The purpose of the research is also stated to ensure ethical 

correctness (Collis & Hussey, 2014). According to Collis & Hussey (2014), the 

following ethical aspects need to be taken into consideration:  

 

 Ethical consideration in the research problem. Researchers should state the 

benefits of their work and highlight the reasons of  relevancy 
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 Consider whether the formulated research questions can ethically harm 

participants or threaten their privacy. Furthermore, researchers also need to 

take adequate measurements to protect contributors’ privacy 

 Research design should reflect objectivity and provide explanation on the 

interaction with participants in the focus group activity.  

 

The paper takes ethical and moral aspects into consideration when formulating the 

research question, structuring the research design and deciding the process of 

collecting and storing primary data. Additionally, treating participants appropriately is 

also a key element.  

 

The following ethical considerations are regarded during the study: providing 

accurate and consistent information about the project and its purpose; the right to 

remain anonymous, to respect participants’ privacy and integrity, and the right to 

refuse being part of the research. The collected and recorded material is only shared 

among the two researchers carrying out the study and is only used for the intended 

research purposes. Nevertheless, the recorded material will be destroyed after the 

study. As of the research topic and the structured research design, it is crafted as 

objectively as possible, ensuring adequate contribution to societal knowledge. 

 

3.3. Data collection method  

 

Acquiring information to sufficiently carry out the research involves primary data 

collection. First, peer-reviewed articles and previous findings are collected within the 

researched area, which will serve as a foundation for primary data collection and 

focus group study. The reason behind selecting focus group as a primary data 

source is due to the possibility of gathering wider scope of information as participants 

have the opportunity to elaborate, discuss and engage in further conversation in the 

topic of sustainable apparel consumption. The method also enables to gain a more 

in-depth comprehension on how individuals feel, think and perceive the above 

mentioned matter. Examining attitudes, values and behaviours in the chosen 

generations (Millennials and Generation X) allows to draw further conclusions on 

behavioural discrepancies. Furthermore, it provides the opportunity to identify 

changes in behaviour and attitudes while also opens up possibilities in detecting 
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eventual problems and viable solutions. Using a focus group is also resource and 

time efficient method which is a considerable factor for the study. Additionally, 

interactions between participants broadens up the range of answers that can be 

obtained for the study as well as putting the raised issue into different perspectives 

during the procedure (Morgan, 1997). The design of the focus group is carefully 

structured by selecting the right participants and formulating accurate questions. In 

order to avoid possible misunderstandings and biased results, detailed preparations 

are assembled before the actual execution.  

 

  3.4. Sampling collection method  

 

The study uses linear snowball sampling which is a non-probability sampling method 

(non-random). The sample is drawn from two populations (Millennial and Generation 

X) where participants of the same sample group nominate another potential sample 

participant to be used in the research sample. The selection of the focus group 

participants are based on a referral method, where a participant refers another 

eligible contributor. The referral also provides another referral and the process 

continues until a sample group is formed (Halkier, 2010). This type of sampling 

method has been chosen due to a limited amount of time available for the research 

and due to the difficulty of finding individuals willing to participate in the focus group 

discussions. 

 

The participants for the focus group are selected based on the criteria of belonging 

to either of the following generations: Millennials or Generation X. The reason of 

selecting the two above mentioned generations are the dissimilar paradigm they 

might hold regarding sustainable apparel consumption and the different level of 

impact internal and external factors have on individuals. 

 

After the appropriate participants were selected contact information were exchanged. 

The communication channel was e-mail, where further information was distributed 

regarding the study and group activity (Figure 3.). It includes essential details 

including a short description of the subject, time and place, and contact information. 

Furthermore, ethical concerns, integrity and anonymity are also explained alongside 

with the intention of using the gathered data throughout the focus group activity.  
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 3.4.1. Reasons of selecting Focus group as a method 

 

Focus group discussions provide the opportunity to gather data through interactions, 

where the group participants are able to discuss a predetermined topic, chosen by 

the researchers (Halkier, 2010).   

 

Focus group, as a qualitative research method, is commonly used among 

researchers examining societal subjects such as consumption sociology, work-life 

sociology or behaviour sociology (Halkier, 2010). Since this paper aims to investigate 

attitude and behaviour within the field of consumption, focus group appears to be an 

appropriate research method as it effectively allows data collection with regards to 

interpretations, norms and interactions.  

 

Focus group is ideal when examining opinions and feelings as it not only enables the 

opportunity to explore participants’ attitude on an individual level but it also provides 

the possibility to study them as a group as well (Collis & Hussey, 2014). 

Consequently, contributors are able to ask questions from fellow participants, 

alongside with further engaging in conversations concerning topics that otherwise 

would not necessarily have been touched upon or considered as possible queries 

when formulating the focus group questions.  

 

Furthermore, societal pressure is an external factor that is commonly present in 

social situations and is an important element of the research when studying 

sustainable apparel consumption and identifying possible attitude-behaviour gaps. 

Therefore, other primary research methods such as interviews or observations would 

have not been feasible to conduct the research adequately. 

 

Focus group also allows to investigate and confirm previous research findings 

including formerly conducted surveys and written papers within the subject. As the 

time to conduct the research is limited, the discussion group appears as a time 

efficient qualitative primary data source as opposed to interviews. Additionally, 

engaging in discussions has the ability to collect information in an extensive form in 

contrast with questionnaires.   
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Lastly, monitoring participants’ reactions including disagreement, agreement and 

remaining neutral during the discussion serve as an additional tool to observe 

attitude and behaviour.  

 

3.4.2. The size of the Focus group  

 

The selected number of individuals for the focus group discussion is an important 

aspect to consider as using an inappropriate size can hinder the research. According 

to Halkier (2010), an optimal focus group should involve 6 to 12 individuals. 12 

participants were selected and divided into two groups, where each group involved 6 

persons based on their age: Millennials and Generation X. This distribution simplifies 

the process of gaining a more in-depth insight on the two generations’ attitude and 

behaviour habits towards sustainable apparels while it also enables the researchers 

to examine and detect correlations and possible attitude-behaviour gaps. 

Additionally, carrying out two separate discussion activities and grouping participants 

into two classes in accordance with their age also opens up possibilities to gain more 

profound data in higher qualities. As of gender distribution, it is crucial to select equal 

amount of male and female participants as inequality would lead to biased results. 

Therefore, to adequately reflect gender neutrality, each focus group (Figure 2.) will 

consist 3 male and 3 female participants (6 female and 6 male in total). 

 

3.4.3. Limitations of Focus group 

 

Focus groups include some limitations which needs to be taken into consideration 

when conducting the research.  

 

The moderator’s presence and interference, even if it’s minimal, can lead to bias and 

affect the outcome (Halkier, 2010). Furthermore, peer pressure can result in 

additional obstacles, especially when ethical and controversial areas are discussed 

including reflecting on purchasing consequences, or being familiar with companies 

background and business strategies. Imbalanced engagement in the conversation 
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both when discussing sustainable apparel consumption and purchasing behaviour 

can cause individuals to alter their views (Halkier, 2010), with the aim of avoiding 

further interpretation on personal attitudes. 

 

3.4.4. How the study aims to handle the limitations 

 

When the conversation moves to unanticipated directions, the moderator will gently 

guide the discussion back to the main topic, addressing sustainable apparel 

consumption. The facilitator will also handle the possible diversions by asking 

relevant questions in a straightforward, relatable manner, without getting too involved 

in the conversation.  

 

To address the issue where the moderator’s presence might cause disruptions or 

make individuals feel uncomfortable, the problem is planned to be bridged by 

developing rapport at the beginning of the discussion in a friendly approach, primarily 

focusing on the ability to create a connection that individuals can easily associate 

with. Furthermore, attentive listening, empathy and positive language will also be 

used to ease up tensions. Showing respect throughout the entire conversation will 

also be emphasized. 

 

In order to avoid peer pressure, there are several preliminary measurements 

planned to be used. Firstly, an ice breaking exercise is used in a form of a game, 

where a ball will be thrown around, asking participants to briefly introduce 

themselves and get familiar with each other (Halkier, 2010).  

 

As of dealing with imbalanced discussions, the moderator will use a script with 

prepared discussion questions. Using a script will decrease the risk of getting too 

involved in the conversation when guiding the discussion (Halkier B, 2010). This will 

mainly include open-ended questions and other enquiries, where individuals have 

the ability to elaborate on their opinions without getting disrupted or interrupted by 

other, more active members. In case if silence occurs or the participant becomes 

hesitant or continuously expresses neutral opinion, encouragement will be used in a 

form of dynamic, flexible approach. 
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4. Results 

 

 

 

The following section will present the findings gathered from the two focus 

group discussions. The first focus group only consisted participants 

belonging to the Millennial generation and will be referred to as “Group 

Millennials” while the second focus group only consisted Generation X 

contributors and will be referred to as “Group Generation X”. 

 

 

The results from the focus groups are presented in the same sequence as the 

questions’ order, to accurately reflect the discussion’s logical thread (Figure 4.). The 

outcomes from each questions (starting from question 1 up to the 6th question) are 

also discussed separately, first addressing the Millennials’ point of view, then moving 

onto Generation X’s standpoints. In case of similar responses from the two 

generations, the results will be discussed in a more intertwined manner. By 

presenting the results in this structure, possible differences between the empirical 

study and the group activity can already be identified within this section.  

 

Group Millennials included the following Participants: 

 

Person A, Person B, Person C, Person D, Person E and Person F 

 

Group Generation X included the following Participants: 

 

Person G, Person H, Person I, Person J, Person K, Person L 

 

 4.1. Millennials  

 

At the beginning of the focus group discussion, participants were asked to define 

sustainability as well as to explain what the phenomenon means to them personally 

in the following form: 
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1. What does sustainability and sustainable apparel consumption mean to you? 

 

While participants briefly expressed their opinion, ‘Person B’ provided the following: 

  

‘Person B’: I think this is something you can do for an unlimited amount of 

time, without negatively impacting environmental and economic resources of 

the future” 

  

After ‘Person B’’s explanation, all participants unanimously agreed on the definition. 

Subsequently, contributors of the Millennials group mutually admitted that they do 

not constantly think about sustainability during their apparel purchasing journey 

however they also expressed that sustainability is important to them on a personal 

level. They also pointed out that buying sustainable apparels have greater relevance 

today than it has before. ‘Person D’ stated: 

 

‘Person D’: ”I believe that it is important [sustainability], but the latest 3 years I 

have been on a budget as a student and at this time you do not reflect upon 

that [sustainability], Instead, you purchase something less expensive rather 

than paying extra for apparels just because they are labelled as sustainable” 

 

Contributors agreed upon the importance of sustainability both in everyday life and in 

apparel consumption but it is rarely present in their purchasing decisions. After 

‘Person D’ explanation, ‘Person A’, ‘Person C’ and ‘Person F’ further elaborated on 

the question: 

 

‘Person A’: I agree, you know it’s important, but you still don’t do it. At least I 

don’t” 

 

‘Person C’:”I don't really do it either […]." 

 

Person F:” I agree with the others. Unfortunately, I can’t say that I’m that 

sustainable. But, I wish I was.” 
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Participants discussed that they believe the phenomenon has gained significant 

attention throughout recent years and repeatedly mentioned different media 

channels sustainable apparel consumption appeared, including social media 

platforms and influencers as well as in printed media and documentaries. ‘Person D’ 

and ‘Person E’ further discussed the phenomenon by stating that sustainable 

apparel consumption is now trending and is labelled ‘cool’. ‘Person E’ stated that 

many companies now offer sustainable apparels to its customers and also explained 

that second hand shopping is gradually becoming fashionable. After this statement 

however, the participant further elaborated on second hand apparels, explaining that 

even though it is indeed a positive movement in terms of shifting from fast-fashion 

consumption to sustainable apparels, the prices are considerably higher in 

comparison to ‘ordinary apparels’ while the designs and fittings are not always 

desirable either. Participants within the group agreed with ‘Person E’, and 

unanimously expressed that even though they are interested in making sustainable 

apparel consumption choices, they often grow frustrated due to external forces such 

as items not being fashionable enough or being overpriced. 

After the group discussed their standpoints on the first question, the group activity 

moved onto the second question which was the following: 

 

 2. What are the aspects you consider while making a decision in apparel 

consumption? For example, price, materials or other, relevant aspects. 

 

Participants stated that aesthetics and design are more important than apparels 

containing harmful chemicals or being produced in an unsustainable way. 

Furthermore, they associate sustainable apparels with old, unappealing clothes 

where the items are not attractive and desirable enough to be worn again. As the 

group kept discussing their apparel consumption habits, it became evident that they 

link sustainable clothing together with used, second-hand apparels and new, 

fashionable pieces with fast-fashion. The group also stated that they do enjoy 

consumerism and have a certain amount of desire for newness, while they also 

pointed out that appearance are valued significantly higher over sustainability during 

their apparel consumption journey. “Person D” stated: 
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“Person D”: [...] As long as the apparel looks good, I will buy it without thinking 

about it” 

 

After ‘Person D’’s statement, other participants started ranking factors they regard as 

important elements during their apparel purchasing journey. After assessing various 

factors, they came to the conclusion that design, fit, price and colour ranked the 

highest on their personal preference list while materials and sustainability turned out 

to be considered far less important. ‘Person F’ stated: 

 

Person F:” […] I prioritize other factors in apparel purchasing such as price, 

colour, brand, design and how it fits before checking the material or if the 

apparel was sustainably produced.” 

 

Following ‘Person F’’s evaluation on the question, ‘Person A’ added that even though 

they have a positive attitude towards sustainable apparel consumption, their 

enthusiasm gradually decrease over time.  “Person E” later added: 

 

“Person E”: I think you, as a consumer, are more comfortable buying the 

cheapest [option] or what is considered to be the most popular brand at that 

time. Sustainability is not the first thing I think of, [but] it’s rather a factor that 

comes in [later as a] 3rd, 4th or 5th [thing] when purchasing apparels. [...] But 

I wish it was more important for me to actually think about sustainability, but 

it’s unfortunately not.” 

 

Throughout the discussion, different variables emerged such as promotion, price and 

brand names whereas other variables including durability have been barely 

mentioned. Nevertheless, Participants repeatedly listed price as a strong factor 

during apparel consumption together with promotional offers. Once the participants 

have finished discussing the second question, the group moved onto the third 

question. 

 

3. Do you think about the consequences of your apparel purchase (negative 

or positive) and the impact it has on our environment? 
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Participants explained that they do not think about any consequences, positive or 

negative, during their apparel purchasing journey. ‘Person C’ and ‘Person A’ further 

stated: 

 

‘“Person C”: [...] I am not considering the consequences for what apparels I’m 

buying [...] instead, I’m focusing on comfort but not on the material.” 

 

‘Person A’: “I don’t think about it [the consequences] either [...]. I still buy 

apparels that are comfortable and suits me well. It’s somehow more important 

[comfort and fit] when I’m there and about to make the decision. I might think 

about it [the consequences] later but definitely not when I’m purchasing.” 

 

‘Person E’ had a different standpoint on the question and stated the following: 

 

‘Person E’: “It depends. When I buy second-hand, it’s always in the back of my 

mind, I guess because I’m doing it for the sake of sustainability. But when I’m out 

with friends and purchase apparels from fast-fashion stores, I don’t think of it, at 

least not right away. [...] Maybe after I already bought that item. 

 

Participants also elaborated on having items in their wardrobe that are barely used 

and admitted that the purchase was not necessary practical. Once the question was 

discussed and Participants expressed their opinion, the discussion moved onto the 

next question which was the following:  

 

4. Do you usually research on companies you are buying your apparel from? 

 

Participants explained that they do not really do any research on companies they 

acquire their apparels from, however they are familiar with generally known facts 

about certain companies and their business practices. ‘Person E’, ‘Person A’ and 

‘Person D’ unanimously agreed and explained:  

 

‘Person E’: “If I am going to shop online, I might do a research on the company 

but I would still rather look for information about trustworthiness, shipping and 

reviews than on environmentally friendliness [...]  



40 
 

 

‘Person A’: “I don’t do any checks or research. [...].” 

 

Person D: “I agree, me neither” 

  

As the discussion unfolded however, participants repeatedly stated that they keep 

purchasing from the same organizations and stay on the stores’ side where they 

habitually get their apparels from, even when controversial information or scandals 

emerge about the companies’ operational practice. ‘Person D’ stated: 

 

Person D’:”I was thinking about the H&M scandal that became a 

documentary. I watched it and stopped shopping at H&M for six months, but 

after a while, considering my economic situation, I’m now shopping at H&M 

again.” 

 

After discussing the question the conversation moved onto the next question: 

 

5. Would you say that your purchasing decisions are being affected (on some 

level) by the society?  

 

The group explained that even though they prefer purchasing apparels based on 

price, colour fit and design, they also expressed that their apparel consumption 

choices can, and are being influenced at a certain extent. “Person E” stated that 

societal norms and other external factors play an important role in apparel 

consumption: 

 

“Person E”: I’m a little affected by my friends when I buy apparels, I have 

more and more friends who started shopping at second hand and that also 

made me [even more] positive towards second hand shopping [..] I can easily 

be affected by things I see on social media or documentaries such as the one 

about H&M. Things like this opens up my eyes [...]” 

 

The group agreed that societal factors are powerful elements during their apparel 

consumption journey and can either negatively or positively impact their consumption 
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habits. Participants also stated that they are less influenced by family or friends in 

their purchasing decisions in comparison to when they were younger. ‘Person C’ 

expressed that children and teenagers in particular are far more affected by their 

friends’ opinion which can often result in final decisions on parental side. ‘Person C’ 

also explained that generally, society’s influence can significantly weaken as 

individuals get older. Other participants including ‘Person A’ and ‘Person D’ agreed 

on the standpoint and added that friends’ opinion oftentimes lessen and individuals 

become more influenced by news, social media or documentaries. ‘Person A’ stated: 

 

‘Person A’: “I believe youngsters are more sensitive to societal pressure and 

what others think about them [...]. [...] this is something you do not consider at 

that age.’ 

 

‘Person D’ expressed a similar opinion: 

 

‘Person D’: “[...] I believe that the older you get, the more you care. The 

younger generation only thinks about what others think.” 

 

The last question that has been asked was an overview of the discussed topic where 

participants have been asked the following: 

 

6. What do you think would make consumers care more about sustainability? 

 

Participants repeatedly listed price and trends as well as social media and design. 

 

 4.2. Generation X 

 

The focus group discussion started by an introductory question, similarly to the 

previously conducted focus group discussion with Group Millennials. The first 

question was the following:  

 

1. What does sustainability and sustainable apparel consumption mean to 

you? 
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Participants stated that sustainability and sustainable apparel consumption is 

mindfully purchasing items and caring about natural resources as well as choosing 

apparels that are made out of organic ingredients. While other participants 

highlighted one or two of the above mentioned aspects, ‘Person G’ explained the 

phenomenon thoroughly: 

 

“Person G”: To me sustainability is caring about the social, economic and 

natural resources that we have today, so the resources can satisfy future 

generations. Sustainable apparels, I would say, are apparels produced from 

eco-friendly resources, such as sustainably grown fibre crops or recycled 

materials. Also, I think it is about [the process of] how these fabrics are 

made.” 

 

Following ‘Person G’’s explanation, the conversation moved onto the second 

question: 

 

 2. What are the aspects you consider while making a decision in apparel 

consumption? For example, price, materials or other, relevant aspects. 

 

Participants ranked aesthetics, fit and price prior to sustainability or even quality. 

Consequently, even though Generation X expressed a greater concern over 

sustainable apparel consumption, their personal preference list shows affinity to 

Group Millennials. It is important to highlight however, that contributors provided an 

explanation on the above mentioned discrepancy, stating that children grow rapidly 

and quality comes at a higher price. “Person J” explained: 

  

 “Person J”: [...] I care about the environment and the climate and all that, and 

durability is indeed important. I try buying clothes that I know will last longer 

but at the same time, I buy less durable items when I know my children won’t 

be using them as much. Children grow really fast. [...]” 

  

Generation X also explained that to them, sustainability equals quality and durability 

however, they agreed that it comes at a higher price. 
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“Person L”: Let’s face it, sustainable clothes cost more, while less durable 

apparels are more affordable. I personally like good quality and sustainability 

but I don’t ignore prices either. I am more of a price driven person when it 

comes to a good deal” 

  

Generation X participants expressed that their priorities can easily be altered 

depending on the situation, and even though they do favour environmentally friendly 

materials, they do not always purchase apparels in this accordance. During the 

discussion session, this was the point where participants significantly did not agree 

with one another and a slight debate emerged. “Person H” stated: 

  

“Person H:” I try to avoid buying apparels that consist harmful chemical such 

as non-ecological cotton which contains chemically sprayed fibres. When I’m 

buying apparels for my children, I try to avoid this [as much as possible].” 

  

While another participant felt the opposite way: 

  

“Person J”: To me is more important to provide appropriate clothing for my 

children at an affordable cost. Besides, the money I save up on these things 

usually go to other purchases that are necessary. Books, after-school 

lessons, sport activities, the list goes on.” 

  

Participants explained that they are in a phase in their life where their consumption 

choices are heavily dependent on elements such as lifestyle, family situation and 

other external factors including monetary aspects.  

After discussing the second question, the conversation moved onto the third: 

 

 3. Do you think about the consequences of your apparel purchase (negative 

or positive) and the impact it has on our environment? 

 

Generation X participants stated that they tend to neglect or forget about sustainable 

aspects in certain situations and do not consider any consequences (negative or 

positive) during their decision making journey. ‘Person I’ claimed that even if 
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environmental consequences enter individuals’ mind, it probably occurs after the 

actual purchase took place. Other participants agreed with the expressed opinion 

while ‘Person H’ added:    

                                                                                                               

Person H: “If you are on your own and not in the rush, I would say that you 

would most probably think through your [apparel] purchase. For me, that 

means that I look at the label more carefully and evaluate whether the price, 

durability and the material worth purchasing that item. And, of course, if it’s 

quality. I tend to do this to avoid buying apparels that contain dangerous 

chemicals or so.” 

 

The conversation then moved onto the fourth question: 

 

4. Do you usually research on companies you are buying your apparels from? 

 

When Generation X participants discussed whether they do a background research 

on companies they purchasing their apparels from, the most common answer was 

‘No’. Participants explained that looking into corporations’ business practices are 

time-consuming however, they do consider generally known facts such as 

corporations controversial business operations or recent scandals. ‘Person I’ and 

‘Person J’ also explained that the only research they do on companies are quality of 

the apparel (based on reviews), payment, shipping or security related. ‘Person K’ 

expressed another opinion, stating that individuals are more likely to look up 

information about online clothing companies than about physical stores. ‘Person K’ 

explained: 

  

‘Person K: “I think it’s less common to do a research on stores you shop in 

town. But when you shop from an unknown clothing company online for 

instance, and this is your very first time ordering from them, you might 

consider looking into it a little deeper to make sure they are reliable.” 

  

Additionally, Generation X participants also thought that information on sustainable 

apparel consumption is not presented in an appropriate manner and is framed in a 

way that benefits corporations and further encourages consumerism. Several 
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participants clearly shared the same opinion on the matter while repeatedly 

expressing frustration over the assurance of choosing sustainable apparels. “Person 

J” stated: 

  

“Person J”: I wish there was more information about this out there with easier 

access [to information] and without having to do a lot of research. Like 

information in-stores or online, in a more obvious way, not hidden from 

consumers” 

  

Participants kept referring back to having a limited amount of time available and 

regarded the time-factor as a scarce source which further hinders sustainable 

apparel consumption. 

 

After discussing the fourth question, the conversation moved onto the fifth question: 

  

 5. Would you say that your purchasing decisions are being affected (on some 

level) by the society?  

 

Generation X participants expressed that they do feel influenced at a certain extent 

by society, mainly referring to media and to their workplace. ‘Person I’ further 

commented on social influences by adding that it can either considered as a 

negative or a positive aspect. ‘Person I’ explained: 

 

‘Person I’: ‘Sometimes societal pressure can be good. If it’s used in a positive 

way. If society insist on sustainable apparels as a must and shows some sort 

of disapproval on low-quality, fast fashion items, people will follow. [...]” 

 

‘Person J’ and ‘Person K’ agreed, explaining that appearance at work does matter 

and it has an influential impact on personal apparel consumption. Thereafter, 

‘Person K’ further elaborated on only purchasing ethically sourced apparels, even if it 

cannot be considered fully sustainable, due to fast-fashion practices -regardless of 

what others think at work. Participants also explained that friends, family or trends do 

not really influence their apparel purchasing decision. ‘Person L’ stated: 
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‘Person L’: “I am probably a little bit affected by it [society] but we all are. I 

make my own decisions what I feel is right and reflects who I am. But I think I 

was more affected by it when I was younger, especially in my teenage years.  

 

The conversation then moved onto the last question, which was the following: 

 

 6. What do you think would make consumers care more about sustainability? 

 

Generation X participants explained that they believe education, and more regulated 

marketing strategies would make consumers think. Participants also expressed their 

views on information asymmetries and consumerism. ‘Person G’, ‘Person H’ and 

‘Person K’ unitedly explained that teaching consumers on how sustainability could be 

incorporated into their everyday life would further encourage them to care about 

sustainability and sustainable apparel consumption. 
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5. Analysis 

 

 

 

The following section will examine the findings from the conducted research 

and will review the applicability of the models (both the Fritzsche model and 

the consumer black box model). Based on the findings, it will also provide a 

profound explanation on attitude-behaviour gap in sustainable apparel 

consumption among Millennials and Generation X. 

 

  

The results indicate that both examined generations within the Swedish society are 

aware of the importance of sustainable apparel consumption and are sufficiently 

educated on the issue. This implies that Millennials and Generation X have the 

fundamental knowledge of sustainability in general and are positive towards 

sustainable apparel consumption, however, it does not always translate back into 

their apparel consumption behaviour.  

 

5.1. Millennials and Generation X 

 

Millennials showed an understanding on sustainability and they do have a positive 

attitude towards the phenomenon however, it does not reflect in their apparel buying 

behaviour and ranks significantly low in their personal preference list.  

 

Generation X participants appeared to value sustainability more during their apparel 

consumption journey in comparison to Group Millennials. Generation X participants 

consciously check apparel labels to avoid harming their children’s health. The 

contributors also explained that being aware of the consequences of unsustainable 

consumption isn’t enough but incorporating changes into their life is. They also 

stated however, that information asymmetries are always present and being fully 

informed is complicated as well as time consuming. Their level of interest in the 

phenomenon however signal a positive attitude towards sustainable apparel 

consumption, resulting in willingness to change and further adaptation in purchasing 
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habits where necessary. Generation X participants also indicated that sustainable 

apparel consumption isn’t always an obvious choice. According to them, today's’ 

society lives in a fast-paced environment where continuously evaluating ethical or 

environmental aspects are a time-consuming activity. 

 

In both cases, the results indicate that attitude towards sustainable apparel 

consumption is positive and participants are fairly motivated in making sustainable 

apparel consumption choices, even though their attitude do not always reflect their 

purchasing behaviour. Participants from both groups admitted that even though the 

issue is indeed important, there are other priorities throughout the decision making 

journey that enjoy higher ranking, which oftentimes result in non-so-sustainable 

purchases. Furthermore, when contributors reflected on their post-purchase 

activities, they confirmed that environmental consequences or ethical aspects 

concerning companies’ background are not significant factors. Specifically, a 

participant from the Millennial group stated that even though media channels and 

viral videos increase their consciousness on sustainable apparel consumption, it only 

last for a certain amount of time before being forgotten. Other external factors 

including peer-pressure, societal norms or ethical considerations only moderately 

affect the examined generations’ apparel consumption habits. However, even though 

contributors stated their family, friends and other persons they interact with have 

minor impact on their buying decisions, the results show that the influential level 

depends on the degree of interaction with the other individuals. 

 

Participants also commonly agreed that information asymmetries are present in 

almost all purchasing situations and even though consumers make the final 

purchasing decision, companies should also responsibly provide a wider range of 

sustainable apparel selection without green washing campaigns. According to the 

contributors, by the companies emphasizing on consequences and highlighting 

environmental issues, consumers would have the ability to make wiser decisions. 

Furthermore, both generations stated that promotional offers and pricing tactics also 

impact their apparel consumption habits. Millennials and Generation X participants 

believe that having the right information in front of them, without carrying out further 

research would ease and smooth the process of sustainable apparel consumption 

and would considerably help them making the most suitable decision. The majority of 
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contributors also confirmed that time is an issue and due to this reason, they easily 

become indifferent between sustainable apparels and fast-fashion items. 

 

As of personal preferences, sustainability ranks higher within Generation X 

consumers’ priorities however several other aspects kept competing with the 

concept. Price is a powerful factor in both cases where Millennials and Generation X 

participants undeniably agreed on favouring apparels at low or reduced prices. The 

second most significant aspect in both cases was design and aesthetics, signalling 

increased importance on appearance. Although Generation X participants were more 

concerned about environmentally friendly, eco-apparels, appearance is still 

meaningful to them. Nonetheless, participants belonging to the group of Generation 

X further emphasized that sustainability and mindful consumption are in their back of 

their mind, even if it does not always reflect their behaviour or only have a minor 

impact on their final purchases. 

 

Overall, the results show that even though both generations are aware of their 

impactful choices, most of the time they decide to neglect sustainability as a factor 

throughout their purchasing journey and choose comfort and lower prices over them. 

Although both generations’ attitude towards sustainable apparel consumption signal 

positivity and enthusiasm, their motivation is not entirely present in their purchasing 

behaviour and consumption habits. 

 

5.2. Consumer attitude 

 

While both generations stated that they are willing to adopt changes, the motivation 

to amend their buying habits significantly decrease throughout the decision making 

process, having little or no impact on the final purchase. Ethical considerations are 

not actively present throughout the decision making journey and it gradually 

decreases over time, as individuals reach the final stage of decision making. This is 

especially true in case of Millennials, who favour design and colours over ethically 

made, eco-friendly apparel. Fritzsche (1991) describes this phenomenon as an 

influence of external factors, which affects ethical perspectives during the purchasing 

journey. The model also explains the reason on why individuals’ opinion on 

sustainable apparel consumption fluctuates. According to Fritzsche (1991), 
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individuals gain more experience throughout their life which will lead to their 

perceptions being altered, making them re-evaluate consumption choices and 

assessing information in different ways. The results confirm that statement as 

Generation X consumers are in a different phase in their life cycle where dissimilar 

aspects are being prioritized, including quality and durability.  

 

Moreover, the Fritzsche model (1991) emphasizes on the fact that situations and 

experiences are inevitable parts of decision making processes which was also 

highlighted by a contributor belonging to Group Millennials. Particularly, when a 

scandal emerged about a company where the individual acquired their apparels 

from, their attitude towards sustainable apparel consumption became a centre of 

their attention and even though their attitude moved into a positive direction with 

incorporating mindful choices into their decision making journeys, it did not last long. 

Ethics is therefore present in each decision however, it is only being regarded if it 

appears in an obvious way. Furthermore, once the news phase out, consumers tend 

to return to their old purchasing patterns and continue purchasing at the same 

stores, even though they know about the possible sustainability concerns. 

Nevertheless, it also implies that attitudes are subject to change and can be modified 

either way, even within a short period of time. Although all participants stated that 

they are concerned about the environment and are conscious about making 

sustainable apparel consumption choices, economical factors and social 

considerations appear to gain higher priorities in their apparel consumption. 

Economic and social dimensions in the Fritzsche model (1991) are two intertwined 

elements that have the ability to forcefully alter individuals’ perceptions and decision, 

which was also confirmed by the data acquired from the conducted research.  

 

Additionally, the black box model highlights similar aspects when prospects process 

information before making an actual purchase (Lye, Shao, Rundle-Thiele, & 

Fausnaugh, 2005), specifically listing external factors that internally run through 

consumers mind including 4P (product, price, place and promotion) or the effect of 

the physical environment they are surrounded with. The results imply that individuals 

continuously make the same purchasing decision over time, regardless of their 

choices being labelled sustainable or unsustainable. The black box model provides 

further explanation on this attitude by stating that satisfied purchases lead to 
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strengthening relationship between consumers and brands (Varsha, Reshma, 

Khyati, 2014). Consequently, amending attitude towards sustainable apparel 

consumption and altering purchasing habits become more difficult over time, due to 

emotional connections. There are however dissimilarities in information processing 

between Generation X and Millennials and while both age groups are more 

influenced by external factors than they are by internal elements, Generation X 

consumers seem to counterbalance external influences and lessen the impact on 

their final decision. This, in fact, affects their attitude towards sustainable apparel 

consumption as internal elements, including desire and personal preferences 

strengthen the way sustainability and rational consumption is being perceived while it 

also enhances sustainable apparel consumption being incorporated into their 

everyday purchasing habits.  

 

On the other hand, Millennials are indeed interested in bettering the environment and 

purchasing sustainable apparel however, due to external factors, it does not rank 

high on their priority scale. Design, fit, price and colour are more important for them 

and this is the information they look out for and process first when they enter a 

physical store or go online. Based on the black box model (Lye, Shao, Rundle-

Thiele, & Fausnaugh, 2005), this is due to the prospects being influenced by external 

factors which has an effect on how they process information as well as perceive 

certain situations. Consequently, Millennials appear to be more price sensitive and 

value appearance more, their perception on sustainable apparel consumption differ 

from Generation X consumers. Their stimuli is dominated by external factors where 

necessities such as functionality, material or quality are overruled by promotional 

offers, tempting prices or fashionably designed pieces. Once the aforesaid 

information enters their mind, the alternative evaluation process begins and an 

assessment takes place. In this phase, the prospect internally comes up with 

reasoning before making the final purchase decision.  

 

5.3. Consumer behaviour 

 

Consumer behaviour in sustainable apparel consumption between the two 

generations are dissimilar in numerous ways. Millennials repeatedly claimed to be 

unsustainable in their purchasing actions, stating that they know their buying habits 
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do not reflect their intentions. According to them, awareness of sustainable apparel 

consumption is not actively present during their decision making but only moderately. 

Moreover, when sustainability is present, oftentimes they decide to neglect the factor 

without further consideration. The Fritzsche model (1991) illustrates this behaviour 

pattern as a response to economical and societal forces where individuals alter their 

behaviour based on the frequency of interaction with others and following what is 

acceptable by others. This proved to be true within this age group when participants 

explained their intentions in several ways, including being influenced by social 

media, marketing campaigns (mainly by prices) or other sustainable persons having 

positive impact on them. Ethical aspects have been mentioned when Millennials 

discussed recent scandals however it appears that although their perception on 

ethics are fairly the same and the particular decision in the situation are based on 

good ethical intentions, over time ethical aspects gradually fade. This implies that 

ethics in their behaviour is indeed present however, it is heavily dependent on the 

present situation where previous ethical encounters are rarely being regarded. As of 

Generation X consumers’ sustainable apparel consumption habits, ethical aspects 

are also present at the same extent but participants seem to take into account 

previously encountered ethical elements in their purchasing decision journey which 

directly translate into their consumption behaviour.  

 

The results also confirm that both generations’ purchasing behaviour are heavily 

affected by their own personal preferences, regardless of where sustainability is 

being ranked in their consumption habits. Fritzsche (1991) also explains that this is 

due to personal preferences being one of the strongest indicators in an individual’s 

life, based on their experiences. Consequently, Generation X participants appear to 

be more experienced due to their age which not only reflects perceiving apparel 

consumption differently but it also translates into their consumption behaviour in a 

dissimilar way.  

 

As consumption behaviour is a result of both external and internal factors, and 

although both generation seek to incorporate sustainable apparel consumption into 

their purchasing habits, it appears that the reason it does not reflect consumers’ 

intention accurately is due to sustainability not being regarded as habits but rather as 

attempts. As Millennials continue purchase from the same companies regardless of 
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ethical scandals, it indicates that sustainable apparel consumption is only considered 

as a mediocre factor where individuals are interested, rather than a forceful aspect 

that triggers long-lasting change. In case of Generation X, the results are similar 

however, participants appear to make greater efforts in altering their apparel 

consumption patterns and create permanent habits. 

 

The black box model (Lye, Shao, Rundle-Thiele, & Fausnaugh, 2005) only indirectly 

applies in sustainable apparel consumption behaviour, as a result of processed 

information being translated into actions. However, as generations rank sustainable 

consumption differently, it does impact their action. As previously mentioned, the 

examined generations process information in different ways, where the information 

selection process is dissimilar.  

 

5.4. Attitude-behaviour gap 

 

In both cases, attitude-behaviour gaps have been identified and detected. The 

results imply that Millennials wish they would be more concerned about sustainability 

and sustainable apparel consumption which indicates a positive attitude. Their 

behaviour however does not align with their attitude as they keep making 

unsustainable purchasing actions, regardless of the impact their purchasing action 

have on the environment. However, it is important to emphasize that they are aware 

of their purchasing actions and are consciously choosing unsustainable items due to 

outside forces such as monetary reasons or fashion trends. As of Generation X 

consumers, attitude-behaviour gap is also present, but to a smaller extent. Their 

attitude towards sustainable apparel consumption is also positive and the results 

indicate that they make a greater effort when trying to incorporate sustainable 

purchasing habits into their everyday lives. Sustainable apparel consumption is 

ranked higher during their purchasing decision journey and has a greater impact on 

the outcome. On the other hand however, outside forces also influence the final 

decision which can result in the attitude-behaviour gap being broader. Overall, the 

gap is considerably wider within the Millennials generation than it is in the case of 

Generation X. 
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The conducted research also indicates that the black box model applies to the 

Millennial Generation in a slightly different way. According to the model, necessities 

and wants arose first, and prospects start gathering and evaluating information in 

order to fulfil their needs. After the right amount of data being collected, an 

assessment takes place in their mind, which will result in making the final decision. In 

case of Millennials however, it appears that since they are continuously surrounded 

by advertisements, enticing promotional offers and other external factors, these 

variables trigger stimuli in the prospects, creating needs that has not necessary been 

there before.  

 

6. Conclusions  

 

 

 

In the following section, the conclusion will be presented where the research 

question, whether there is an attitude-behaviour gap in sustainable apparel 

consumption among Millennials and Generation X, will be answered. The main 

findings from the conducted research will also be highlighted, in order to 

provide a rational thread on what lead to the presented conclusion.  

 

 

The aim of this research was to examine two generations’ attitude and behaviour in 

sustainable apparel consumption and detect possible gaps in their purchasing 

habits. Previous studies indicated that there have been discrepancies between 

attitude and behaviour but the investigations have been carried out in different 

settings. To answer the first research question, which was the following: 

 

RQ1: How does Swedish Millennial and Generation X consumers’ attitude 

towards sustainability align with their apparel purchasing behaviour? 

According to the conducted research, there is an attitude-behaviour gap in 

sustainable apparel consumption within the Swedish society. Although Swedish 

consumers’ attitude towards sustainable apparel consumption in both cases 
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appeared to be positive, their action does not always reflect their intention. 

Furthermore, the gap is wider within the Millennial Generation and are more present 

in their consumption patterns. 

 

RQ2: How does sustainability translate into Millennials and Generation X 

consumers’ apparel consumption habits within the Swedish society? 

 

Based on the conducted research, Millennials within the Swedish society are aware 

of the fact that there is a discrepancy between their attitude and behaviour but 

altering their apparel consumption choices appear to be rather complex and 

oftentimes difficult. Even though their attitude is positive, they tend to purchase 

apparels from fast fashion outlets and choose unsustainable items. As of Generation 

X consumers, their behaviour moderately reflects their attitude and they appear to 

make a greater effort in their purchasing decision. It is important to highlight 

however, that the perception of sustainable apparel consumption between the two 

generations slightly differ, which also affects behaviour. While Millennials associated 

the phenomenon with used apparel in less attractive condition, Generation X linked it 

together with durability and quality. This also explains why Millennials, who prefer 

newness over purchasing used clothes, tend to purchase apparels in fast fashion 

stores while Generation X consumers are more likely to choose apparels that are 

priced at a higher rate but last longer. Furthermore, Millennials and Generation X 

consumers are in a different phase in their life where Generation X consumers tend 

to be financially more secure. This also has an effect on the groups’ purchasing 

behaviour as due to this reason, Generation X consumers are more likely to 

purchase sustainable apparels at a higher price. The conducted research also 

suggests that both groups’ purchasing decisions are based on habits, which results 

in the attitude-behaviour gap remaining constant. Furthermore, it implies that 

individuals who try incorporating sustainable apparel consumption into their 

purchasing decision are likely to return to their old habitual patterns. 

 

Additionally, the examined age groups also pointed out that sustainable apparel 

consumption should be emphasized by companies and larger corporations. Although 

prospects make the final decision in each apparel purchasing action, presentation, 

framing and other marketing tools highly affect their choice and therefore behaviour. 
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Moreover, displaying information also puts sustainable consumption into a different 

angle, as the asked participants stated. Contributors from both generations 

highlighted that having adequate and accurate information in front of them when 

making the final decision would ease the process of making the right decision in their 

sustainable apparel consumption journey. Furthermore, the drawn conclusion from 

the conducted research suggests that the black box model applies in a different way 

within the Millennial Generation. Consumers belonging to this age group tend to 

react to external forces first, which creates urge and desire for further consumption. 

 

7. Implications and Recommendations 

 

 

 

In the last section, implications and recommendations will be presented for 

further studies. This section will also underline the main findings and 

elaborate on the key aspects of the conducted research’ contribution.   

 

 

 

7.1. Practical implementation and Contribution 

 

The thesis contributes to the exploration of attitude-behaviour gap, particularly 

examining Millennials and Generation X within the Swedish society. The two 

research questions (“How does Swedish Millennial and Generation X consumers’ 

attitude towards sustainability align with their apparel purchasing behaviour?” and 

“How does sustainability translate into Millennials and Generation X consumers’ 

apparel consumption habits within the Swedish society?”) that have been answered 

also identified and detected variables that affect both attitude and behaviour and 

provide a possible explanation on the discrepancy. 

 

The findings can also be used to a larger extent when examining sustainability and 

looking at similar industries such as fields producing disposable items. When doing 

so however, it is crucial to emphasize that this study has been constructed in a way 
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to specifically answer how Swedish sustainable apparel consumption habits are 

aligned with purchasing actions, concerning Millennials and Generation X customers. 

Therefore, this study could serve as a valuable research if it is used within the field of 

fashion and clothing industry. 

 

From a business point of view, this thesis can act as a general guideline for 

marketing managers, brand managers or store managers within the clothing and 

fashion industry. This thesis can help in understanding the reason behind the attitude 

and behaviour gap in sustainable apparel consumption as it provides possible 

elements on the discrepancies, given by the participants which could be further 

incorporated into business practices. This includes price, durability or material. 

Managers from production level to marketing level could also use these findings as a 

source when making considerations in regards to sustainability and sustainable 

apparels.  

 

7.2. Limitations  

 

There have been several limitations through to the research that needs to be 

addressed. Firstly, the empirical data was collected through two focus group 

sessions which contained 6 individuals each. Therefore, a larger sample size could 

further strengthen the findings or could lead to dissimilar results. Furthermore, it is 

also important to highlight that the used sample from the focus group only consists 

the participants’ point of view on sustainable apparel consumption and their 

purchasing habit as well as discrepancies between their attitude and behaviour on 

the researched subject.  

There is a geographical restriction on the research as well, as the study has been 

carried out in Southern Sweden and reflects their behavioural and purchasing 

patterns which could differ in other parts of the country. Finally, when researching 

attitude-behaviour gaps, different models can be used and applied. This study 

focused on the Fritzsche model and the Consumer Black Box model as the authors 

felt that was the most suitable and applicable in understanding the phenomenon as 

well as to detect possible discrepancies in sustainable apparel consumption within 

Swedish consumers, concerning Millennials and Generation X. 
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7.3. Further research  

 

This study primarily focused on external factors that affect consumer behaviour in 

sustainable apparel consumption including societal factors and monetary elements. 

Researching the subject by focusing on internal elements might lead to different 

results while examining how consumption habits are being formed could also provide 

further explanation together with possible solutions on reducing attitude-behaviour 

gaps. Moreover, investigating sustainable apparel consumption from a different 

perspective, specifically from an organizational point of view could further shed light 

on attitude-behaviour discrepancies. 
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9. Appendix 
 

9.1. Figure 1. Black Box Model (Kotler, 1994, pg.174) 
 

 
Reference: Kotler P. (1994): Marketing Management –Analysis, Planning, 
Implementation and Control, Prentice Hall Inc. 
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9.2. Figure 2. Table of Focus Group Participants 
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 9.3. Figure 3. Email invitation to Participants 
 
Inbjudan och introduktion av fokusgruppen 
  
Hej och hjärtligt välkommen till vår fokusgruppsdiskussion som kommer att hållas 27 
april 2019. Vi kommer att träffas utanför Jönköpings Universitets Bibliotek för att 
sedan genomföra fokusgruppen i ett av dess grupprum. Fokusgruppen kommer att 
börja med en kort presentation, introduktion, Icebreaker och sedan kommer du att 
tillsammans med 5 andra personer tillhörande samma generation (Generation X eller 
Millennial) att diskutera och ämnet ”hållbara och miljövänliga klädesplagg" utifrån 6 
frågor. 
Vi som ansvarar för denna undersökning och för fokusgruppsdiskussion heter Eszter 
Bordi och Nike Moon. Resultatet från fokusgruppen är till för att användas som 
empirisk studie för vår kandidatexamen i Marketing Management på Jönköpings 
internationella handelshögskola. Fokusgruppsdiskussionen kommer att spelas in och 
transkriberas i forskningsändamål endast för forskningsfråga. Det kommer inte att 
delas med någon annan. Du som individ kommer att vara anonym och det inspelade 
och transkriberade materialet kommer att förstöras när vårt arbete är fulländat. Vi 
inspelningen kommer vi att behöva ert godkännande för att bli inspelad. 
Har du några frågor så är du välkommen att höra av dig till oss, annars kommer vi att 
kontakta er dagarna innan fokusgruppen med tid och adress. 
Bästa hälsningar, Nike Moon & Eszter Bordi! 
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 9.4. Figure 4. Focus Group Agenda and Discussion questions 
 
Introduktion och syfte   
Välkommen till dagens fokusgrupps diskussion. Dagens agenda ser ut på följande 
vis 
 
Agenda för dagens Fokus Grupp 
1.     Introduktion 
2.     Icebreaker 
3.     Fokus Grupp diskussion 
4.     Summering och avslut 
Klara! 
 
Dagens diskussion 
  
1. Hur definierar du hållbarhet och hållbara klädesplagg, samt vad betyder detta 
fenomen för dig? 
  
2. Vilka aspekter tar du hänsyn till när du handlar kläder? 
  
3. Reflekterar du över de konsekvenserna som ditt köpbeteende av kläder kan ha på 
vårt samhälle och på miljön? 
  
4. Undersöker du vanligtvis de företag som du köper dina kläder från? 
  
5. Skulle du säga att det finns faktorer som påverkar eller inte påverkar dina 
köpbeslut av kläder? påverkas (på en viss nivå) av samhället? Känner du dig 
påverkad att interna vs externa faktorer? 
  
6. Vad anser du kan öka konsumenters ansvarstagande och intresse för att bli en 
bättre och en mer medveten konsument (i relation till klädköp samt konsumering)? 


