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Abstract 
In order to protect the environment against the issues of climate changes caused by general overpop-

ulation and -consumption, consumers have started to pay more attention to changing their consump-

tion patterns toward being more conscious and environmentally friendly. One of the most damaging 

industries for the environment is the textile industry. This thesis investigates the ethical intention-

behavior gap within the field of luxury fashion. 

 The purpose of this paper is to extend the literature on luxury consumption and the 

ethical intention-behavior gap while aiming to explore how different variables influence the purchase 

behavior of green luxury fashion products.  

 The study uses a conceptual application of the Theory of Planned Behavior to determine 

influential variables of green luxury consumption. Through an exploratory research strategy, an 

online survey targeted 286 international luxury consumers. Particularly, the significance of the addi-

tional attributes of price and the use of a climate label were explored in relation to the ethical inten-

tion-behavior gap and the consumers’ propensity to consider attributes in the purchasing of green 

luxury goods.  

 The findings highlight that environmental knowledge plays no significant role in the 

formation of sustainable attitudes and purchase intentions, while green luxury purchase intentions are 

particularly affected by sustainable attitude and perceived behavioral control. If the price of an ethical 

luxury product is higher than a similar non-ethical luxury product, consumers are not likely to trans-

form their positive green intentions into purchase behavior. As a consequence, an identified price-

sensitivity appeared despite the existence of ethical concerns and a climate label reminding the con-

sumers about their green intentions. Therefore, an intention-behavior gap exists within green luxury 

fashion. Thus, it is found to be important that the government and companies pay attention to their 

responsibility of implementing environmental values into future operations of production, innovation, 

and marketing, in order to create awareness and knowledge, and satisfy the demands of the ethical 

consumers. As such, it is possible to contribute to the development of the green luxury fashion indus-

try.   
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Introduction  
Throughout recent decades, ‘sustainability' has been an increasingly controversial subject of debate 

within a wide range of research. Many opinions abound in the media, in the public spheres as well as 

among scholars and in private and intimate constellations. The ‘environmental talk' includes clima-

tology, politics, ecological, historical, social- and many other factors (Radcliffe, 2010). Environmen-

tal speculations address how environmental issues have evolved, how to rationally handle its exist-

ence and how it will affect a common future, which emphasizes the ‘inconvenient truth’ of climate 

changes (Ibid). 

 There are many important actors taking a stance in the debate. ‘Environmentalists’ can 

be seen as guardians of the planet; geographers, anthropologists, and environmental activists. Their 

objective is to investigate the nature of the environmental impact, fighting for changing the world, 

and spreading the green message (Ibid.; UN Environment, 2019). Politicians and companies take a 

macro perspective of sustainability into consideration through new science and technology develop-

ment, as well as governmental operations, laws, and legislation; all searching for designing solutions 

of mitigating the complex circumstances of environmental harm (Kumar & Dholakia, 2016; Rad-

cliffe, 2010). A micro perspective is taken from the point of the consumers, aiming to make a change 

through personal and social everyday actions. The contributions of each of these perspectives will be 

examined in the following to make sense of the phenomena of ‘sustainability’.  

Environmentalists 
Geographers and anthropologists can be perceived to radically determine the extent of the climate 

changes, why they are direct informants of enlightening true facts of the World's condition, setting 

the agenda of the debate of the extent of the issues (Radcliffe, 2010). The reality of scarce resources 

is a result of increasing consumer demand. It has caused some environmentalists to believe that man-

ufacturers will eventually adapt their operations toward more environmentally friendly resource- and 

waste management solutions (Muldoon, 2004; Tseng & Bui, 2017, as cited in Lin & Niu, 2018). 

These inherit representatives take part in the debate through a fact-based perspective, evaluating the 

changes of the biological system and challenging views on the human forces coming from societal 

impacts (Radcliffe, 2010). Since the 1960s the Western world has adopted a ‘Green Revolution' that 

has developed the concerns for production and the impact of green consumption behaviors on the 

environment (Ibid., Lin & Niu, 2018).  
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 Despite the fact that environmental problems have been a topic of discussion for more 

than 50 years, problems are still evolving (Revkins, 2018). As the world population continuously 

grows, consumption increases along with higher demands, while environmental pressure increases.  

The consequences of a growing population lead to critical challenges of intensifying agricultural ca-

pabilities while facing demands of expanding land areas for housing to the edge, while unsustainable 

practices enforce environmental damage (Diamond, 2005 as cited in Radcliffe, 2010). For these rea-

sons, one environmental cause is impossible to outline. It is therefore important to identify interre-

lated factors that determine the damages that cause the environment to aggravate. 

A macro-perspective – The role of government, politicians, and companies 
The original thought of the early environmental revolution of greener benefits of production has 

evolved through the last half-century to concern a larger scale of constitutions that are considered to 

be more comprehensive and serious than first anticipated (Radcliffe, 2010). Therefore, a macro-per-

spective is taken when addressing political, public and scientific factors.  

 Due to the health consequences caused by pollution and the impact on economic growth 

(Lin & Niu, 2018), governments have slowly started to take action (Von der Goltz & Barnwal, 2018). 

Governments around the world have suggested policies and laws make an effort to protect the envi-

ronment, as an attempt to increase awareness of population growth, waste reduction, emphasizing the 

importance of recycling, and educating consumers about green climate labels (Radcliffe, 2010; Lin 

& Niu, 2018). Therefore, the focus of political restructuring has sought to find the best possible so-

lutions to environmental problems (Diamond, 2005:6, as cited in Radcliffe, 2010). Though, policies 

are often based on larger scale political models that suggest the implementation of simple one-size-

fits-all solutions, which can be a challenge across cultural differences and ethnicities (Radcliffe, 

2010). Therefore, public media takes part in political operations to present governmental proposals 

and political debates, to encourage the power of the mass to take a stance (Ibid.) Media are further 

paying great attention to clarifying the importance of taking action, as well as to motivate the citizens 

to reduce individual carbon emissions (Ibid.)   

 Extending the environmental debate of the government, some companies have started 

to take more action, while showing concerns for the shared responsibility between the government, 

its operations and the link to the consumer, in order to create a more environmentally friendly future 

(Lin & Niu, 2018). Another continuing challenge is lacking transparency throughout the supply chain 

of the companies (Siegel et al., 2012). It is suggested that retailers need to improve their provision of 

information to consumers through promotional strategies. Such strategies can be used for enhancing 
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consumer awareness of a brand’s sustainability initiatives, as well as contributing to educating con-

sumers to implement more green considerations into their daily lives and actions (Siegel et al., 2012 

as cited in Pookulangara & Shephard, 2013). 

A micro-perspective – The role of the consumer 

This leads to the micro-perspective of the consumers, where magnifying environmental activation 

can be perceived as a collective action, as well as affecting social and individual identity (Dono et 

al., 2010). The general increases of environmental public consciousness and socio-cultural activities 

(e.g. veganism) have had an effect on consumers’ pro-activity toward addressing environmental is-

sues (Lin & Niu, 2018). It has led to an increase in green consumerism in the Western world, which 

is defined as “the purchasing and non-purchasing decisions made by consumers, based, at least 

partly, on the environmental or social criteria” (Peattie, 2010 as cited in Lin & Niu, 2018, p. 1679). 

Green consumers who prefer buying green products have shown to be more worried about environ-

mental issues than people who tend to buy conventional products (Zahid et al., 2018 as cited in Lin 

& Niu, 2018). 

 As of now, several reasons have previously driven consumers away from sustainable 

consumption, including higher prices compared to conventional products, perception of the sustain-

able products being of worse quality, and skeptical perspectives on designs and durability (Lin & 

Niu, 2018). Therefore, it is suggested throughout various literature, articles, and reports, that con-

sumer awareness needs to be raised (e.g. Thøgersen, 2000; Šajn, 2019). 

 

The researchers of this paper find it interesting to examine the perspective of the consumer instead of 

that of the brands, as the consumer is assumed to be the driver of the demand. Thus, the consumer is 

an essential actor in the continuing Green Revolution. The consumer is perceived to be a fundamental 

starting point of investigation, as it is possible to influence one in a multitude of ways that do not 

necessarily require political and governmental interference, in order to make a change. Finally, the 

power of the consumer is believed to be strong, as one can be affected by influences that interact with 

personal, social, economic and cultural values and beliefs. For these reasons, the ethically minded 

consumer will be the focal point in the following specification of motivation. 

Thesis Motivation 

The amount of European environmentally conscious consumers who are willing to pay more for sus-

tainable products is slowly rising (Šajn, 2019). Great deals of research have studied the ethical 
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purchase decision-making, primary focusing on the evolution of ethical purchase intentions (e.g. De 

Pelsmacker et al., 2005; Vermier & Verbeke, 2008 as cited in Carrington & Neville, 2016). However, 

even though people express concerns about the environment, sustainability, and their consumptions 

habits, literature shows that there exists a ‘gap’ in reality between ethically-minded consumers’ atti-

tudes, intentions and behavior of sustainable products (Auger & Devinney, 2007; Szmigin et al., 

2009; Carrington et al., 2010).  

Climate Labels 

Literature has investigated the above-mentioned ethical gap focusing on the consumer’s role in the 

creation of the gap (Carrington & Neville, 2016). This has been done within the areas of social desir-

ability (Auger & Devinney, 2007), rationalization and neutralization (Chatzidakis et al., 2007; 

Szmigin et al., 2009), cognitive and situational factors (Carrington et al., 2010) and recently Carring-

ton & Neville (2016) have looked into organizational marketing roles in the co-creation of the gap. 

Yet, research finds that consumers still do not believe they possess enough knowledge to make ethical 

decisions (Pookulangara & Shephard, 2013).  

 A way to provide more knowledge and transparency to the consumer is through the use 

of environmental labeling, providing information about a certain product’s quality and production. 

Currently, there exist more than 400 labels, including the Nordic Swan for daily non-food products 

(Bjørner et al., 2004); and for textiles and clothing; EU’s eco-label (European Commission, n.d.) and 

GOTS (GLOBAL ORGANIC TEXTILE STANDARD, n.d.). Such standardized and governmentally 

adopted labels are meant to guide and make it easier for consumers to select more sustainable options 

in the purchase situation (Šajn, 2019; Thøgersen et al., 2012). Nevertheless, many people still struggle 

to understand the meaning of those labels (Pookulangara & Shephard, 2013).  

 Therefore, it is found relevant to draw benefit from such labels by investigating their 

effect within a purchase situation. The inclusion of climate labels in relation to consumer purchase 

behavior is expected to extend existing literature within the ethical intention-behavior gap, as climate 

labels can be assumed to potentially affect the gap positively. 

The Textile Industry 

The research of the ethical intention-behavior gap has been addressed by scholars through a wide 

range of perspectives, where particularly the textile industry has gained a lot of attention due to the 

massive damage that is caused on the environment (e.g. Shaw et al., 2006; Cowan & Kinley, 2014; 

Jacobs et al, 2018). The textile industry has proven to cause enormous amounts of CO2 emissions, 

while it uses large amounts of water and chemicals in production, uttering tons of microplastic into 
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the ocean, thus, making it one of the most harmful industries in the world (Šajn, 2019). Currently, 4-

6% of EU's environmental footprint is caused by the consumption of textiles, which has grown 40% 

over the last decades (Watson et al., 2017; Šajn, 2019). 

 The rise of ‘fast fashion', which concerns mass production, low retail sales prices, and 

large sales volumes, has had a significant impact on clothing consumption (bid). According to Global 

Fashion Agenda's (Pulse of the Fashion Industry, 2017) report from 2017, EU citizens purchased an 

estimated more than 9.5 million tons of textiles, equal to 19 kg per person per year. A major problem 

is that less than half of the used clothes are collected for reuse and recycling (Ibid.). Though, the 

positive aspect is that the textile industry is slowly starting to produce and utilize more environmen-

tally friendly textiles (Ibid.). 

The Rise of ‘Slow Fashion’  

As a counteraction to the fast fashion and through the increased attention on sustainable consumption, 

the "slow fashion" movement is rising, focusing less on trends and instead on fewer clothes of better 

quality (Šajn, 2019). It is defined as “an attempt to convince consumers to buy fewer clothes of better 

quality and to keep them for longer. The philosophy includes reliance on trusted supply chains, small-

scale production, traditional crafting techniques, using local materials and trans-seasonal gar-

ments” (Šajn, 2019, p. 5). Meanwhile, consumers still feel the need to become educated about the 

benefits of buying ‘slow fashion’, thus, retailers and manufacturers need to market this potential and 

create awareness for it to be successfully perceived as an important phenomenon (Pookulangara & 

Shephard, 2013). This is possible through educating the consumers on the sustainable opportunities 

there exist; e.g. through campaigns, providing information on sustainability and attaching tags to the 

clothes (Ibid.). Consumers agree that slow fashion is ideal, expressing that they would like to strive 

for it moving forward, while claiming to be willing to pay more for sustainable products, however, 

they also say that the economic issue is the greatest hindrance to follow a slow fashion lifestyle 

(Pookulangara & Shephard, 2013). People argued that they believed slow fashion was more expen-

sive than regular fashion, as the products were ethically produced, and they perceived them to be of 

higher quality (Ibid.).  

 The slow fashion is found to be applicable to the luxury fashion industry, where con-

sumers are concerned about premium prices and high-quality products and where durability, func-

tional attributes as well as prestige are demanded (Davies et al., 2012; Jacobs et al., 2018). The luxury 

market including both goods and services grew averagely by 5% in 2018, estimated to €1.2 trillion 

globally ("The personal luxury… ", 2018).  
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 As this luxury market is emerging, it is interesting to combine the slow fashion and the 

luxury industry to the above-mentioned consumer perspective. Consumers are starting to change their 

behaviors toward more environmentally friendly actions, while luxury consumers are presumed to be 

willing to pay premium prices for high-quality products, thus, it is assumed that there can be a poten-

tial market within sustainable luxury. From this point, the interest field for the study will be outlined 

in order to formulate the problem statement.  

Interest Field and Contribution  

Several luxury brands have recently started striving to mitigate their environmental footprint and 

engage in reinforcing their environmental obligation through green initiatives (Davies et al., 2012; 

Janssen et al., 2014). Luxury consumers may have the potential for setting the standards for the trends 

that are adopted in the rest of the fashion market, why persuading them toward more sustainable 

actions can be a way to generally influence more consumers to commit to the Green Revolution. 

 The literature within sustainable luxury has only been touched upon by few scholars 

and in other contexts than sustainable luxury connected to climate labeling (e.g. Kapferer, 2010; Da-

vies et al., 2012; De Angelis et al., 2017; Jannsen et al., 2013). All literature addresses the challenges 

of moving the power of luxury from egoism to altruism, while dealing with the circular economy, 

resource scarcity and product lifetime (Kapferer, 2010; De Angelis et al., 2017; Jannsen, 2013). As 

the use of governmentally certified climate labels has not previously been connected to sustainable 

luxury fashion and the previously mentioned ethical intention-behavior gap, a research gap is as-

sumed to exist. 

  

Thus, the following research searches to investigate if the ethical intention-behavior gap also applies 

to sustainable luxury fashion, while including climate labels to test whether such a label can affect 

this gap. The implementations of climate labels into the study will be used to extend the literature 

within the ethical intention-behavior gap and contribute to the limited literature on sustainable luxury 

fashion, discovering ways of managing and potentially changing consumer behaviors.    

 The identified research gap has caused the emergence of the interest field for this study 

and will, therefore, be the starting point of the following research.   

Abbreviations 
As this thesis will use a number of abbreviations the reader is provided with the most regularly used 

abbreviations below, in order to give an overview:  
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CL Climate Label 
EC Environmental Concern 
EF Environmentally Friendly 
EK Environmental Knowledge 
P Price 

PB Purchase Behavior 
PBC Perceived Behavioral Control 

PI Purchase Intention 
SA Sustainable Attitude 
SE Self-efficacy 
SN Subjective Norm 

TPB Theory of Planned Behavior 
WTP Willingness to Pay 

 

The following section will present the research focus and the research question of the study.  

 

Research Question 
Previous literature has discovered an attitude-intention-behavior gap within ethical consumption, but 

mostly focused on the attitude-intention gap, and thus assumed that intentions led to behavior (Fuku-

kawa, 2003). However, researchers as Carrington et al. (2010) later found the gap to appear between 

intention and behavior. This research wants to contribute to this, by investigating whether the inten-

tion-behavior gap appears for luxury fashion goods as well and get closer to what potentially causes 

it and how it might be possible to influence it in a positive direction. Future brands, retailers and 

marketing managers should be able to draw benefit from this, in order to secure the future growth of 

the environmentally friendly (EF) market. To examine the stated issues, the Theory of Planned Be-

havior (TPB) was found to be a suitable framework, as it shows how different variables influence 

behaviors (Ajzen, 1991).  

 

Through the search of literature within ethical and environmental consumer behavior, the researchers 

gained interest in environmental knowledge (EK) and environmental concern (EC), and which impact 

those factors have on the intention-behavior relation. Consumers tend to claim to be aware and con-

cerned of the climate changes, however, they do not always seem to take any further action to mitigate 

it (Carrington et al., 2010; Davies et al., 2012; Jacobs et al., 2018). Also, willingness to pay (WTP) 

caught the attention of the researchers and will be investigated, as it has been widely discussed in the 

literature as one of the greatest barriers for green consumption (Li et al., 2012). Finally, previous 

literature has studied the use of climate labels (CL) on conventional and fast fashion products, as well 
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as products within the food- and grocery industry (Bjørner et al., 2004; Thøgersen, 2000), yet, no 

literature seemed to have tested CLs on luxury fashion goods. Therefore, this study finds it relevant 

to discover whether a CL potentially could affect the intention-behavior relation when it comes to 

green luxury fashion products.  

 

Based on this, the following research question was developed:  

  

“How will price and the implementation of a climate label affect the intention-behavior gap 

within green consumption, when considering luxury fashion products?” 

 

The purpose of the research paper is to extend the literature on ethical consumption by investigating 

and discovering what influences the intention-behavior relation of luxury consumers, and how dif-

ferent factors (price (P) and CL) will affect the green behavior. This will be done through a research 

of the determinants of how to purchase intention PI is formed and the drivers toward performing a 

behavior.  

Project Design & Guide 

In the aim of answering the research question theory will be reviewed to make sense of the world and 

research area. From here specific hypotheses on the stated phenomenon will be formed while a con-

ceptual map will be developed. The conceptual map will be statistically tested to challenge existing 

literature while aiming to contribute with new knowledge within the area of green luxury consump-

tion. 

 First and foremost, the literature review will be presented in Chapter 1. This chapter 

involves a review of previous literature based on TPB, its variables and critique of this model, fol-

lowed by literature on the intention-behavior gap, EK, luxury and CL, which all are associated to 

green consumption. Secondly, Chapter 2 will present hypotheses. The hypotheses chapter includes 

arguments for each of the altogether 11 hypotheses, followed by a conceptual map developed based 

on previous literature and the suggested hypotheses. Chapter 3 presents the "Research Onion" pro-

vided by Saunders et al. (2016), as a tool to give a structured view of the complex methodology. 

Summarizing the methodology of this paper, it takes a stance in a positivistic view of the world, using 

a deductive approach, where the researchers test the existing theory through hypotheses in the aim of 

accepting or rejecting the theory and potentially come up with new knowledge to the research area. 

This was done through an exploratory, cross-sectional study, where a quantitative survey design was 
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used to provide statistical results, which later could be interpreted and used to either accept or reject 

the hypotheses. Subsequent, Chapter 4 will present the statistical results derived from the survey. 

This chapter presents and analyzes the results of the survey and accepts or rejects the hypotheses 

based on the level of significance and beta, which indicates the strength of the relationship between 

the variables tested. Next, a discussion of those results and why they might have been rejected or 

accepted will follow in Chapter 5. The discussion first outlines the theoretical implications, clarifying 

support and non-support to previous literature, followed by practical implications for marketers to 

benefit from. Finally, a short conclusion, limitations, and ideas for further research are presented. In 

short, the key findings of this paper, derived from the results and discussion were, that the intention-

behavior gap also can be identified within green luxury consumption. Despite having green intentions 

and the economic availability to choose green alternatives, consumers revealed to be price sensitive, 

while valuing hedonic attributes such as quality and prestige, more than the ethical, when making it 

to the cash register. 

 

The following chapter will review the literature within the research field.   
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Chapter 1: Literature Review 
The following section will provide the reader with an overview of the relevant literature and the 

previous research conducted within the theoretical field of which this paper will approach. The chosen 

literature contributes to a better understanding of the researched area and provides the foundation for 

the study. First, the literature on the TPB will be reviewed, in order to explore the theory and the 

empirical evidence already existing with this model in the center. The section will cover the different 

variables of the theory; attitudes, perceived behavioral control (PBC), subjective norm (SN), PI and 

PB. Second, the identification of an intention-behavior gap and literature within this area will be 

reviewed, in order to obtain a deeper understanding of the theory and scientific empirical studies 

conducted. Third, the literature on EK will be examined, to obtain a better understanding of which 

influence this has on consumer’s behavior. Fourth, the term luxury will be conceptualized and the 

literature and definitions within this field will be outlined. Finally, literature within the area of climate 

labels will be presented, in order to understand how climate labels previously have been used and 

what researchers have discovered in regard to the usage of such a tool.  

 

Theory of Planned Behavior 
Up until today, the recent decades of research have introduced a widened understanding of the field 

of consumer behavior. The development of consumer behavior models has generally been inspired 

by the TPB, which is one of the most researched and acknowledged theories addressing this area (e.g. 

Ajzen, 1985; 1988; 1991; Armitage & Conner, 1999; 2001; Auger & Devinney, 2007).  

Thus far TPB has shown to be applicable in a wide range of areas concerning consumer behavior, as 

it can help explain why people choose to perform a certain action over various alternatives. Conse-

quently, it is assumed to give a reason for diverse elements of a decision-making process in regard to 

ethical luxury consumption, hence it was chosen as the foundation and dominant theory of this study. 

 The next paragraphs will explain the different variables of the model, the literature con-

ducted within, and which advantages this contributes with to the study, followed by the critique of 

this model.  

 

The theory is originally evolved from the “Theory of Reasoned Action” (TRA), which was grounded 

in research of human social behavior, through theories such as learning theories, expectancy-value-
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theories and consistency theories (Ajzen & Fishbein, 1975; 2008; Szmigin & Piacentini, 2005; 

McDonald et. al, 2015).  

 TRA is a belief-attitude-behavioral theory of intentions, suggesting behavior as a result 

of pre-existing attitude formations, and based on a correlation with SN and behavioral intentions 

(Suki, 2016; Ajzen & Fishbein, 1975). The theory was developed for explaining, predicting and 

changing behaviors, but one limitation of the TRA was discovered in the absence of factors of voli-

tional behaviors (Ajzen, 1985; 1991). This meant that TRA was only likely to predict behaviors 

within a narrow extent (Armitage & Conner, 1999). Hence, the original framework of TRA was later 

extended to include a measure of control beliefs; PBC (Ajzen & Fishbein 1975; 1980; Armitage & 

Conner, 2001). The extension of TRA into TPB has proven successful in predicting various behaviors 

(Ajzen, 1991; Conner & Armitage, 1998).  

 In the TPB researchers connect attitude (towards the behavior), SN and PBC, to inten-

tion and behavior, where the intention is found to be the most immediate determinant of behavior 

(Armitage & Conner, 1999). Scholars suggest that the use of TPB can be found to be a reliable pre-

dictor of a relationship between intention and behavior if measured over time (Ibid.) 

 

The following paragraph will outline the literature conducted for each of the components of the TPB 

model; behavioral beliefs (attitude), normative beliefs (SN and situational context), control beliefs 

(PBC and self-efficacy (SE)), intentions and behavior, followed by a critique of the model. Illustraion 

of the model of Theory of Planned Behavior is found below in Figure 1. 

FIGURE 1: Theory of Planned Behavior 

 
Source: Ajzen (1991) 
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Behavioral Beliefs 

The first of the determinant of PI has been found to be the behavioral belief; attitude (Ajzen, 1991). 

The following will present previous literature and research on attitudes and connect it to the fields of 

luxury and the environment. 

Conceptualization of Attitude  

The construct of attitude has received a considerable focus in the research fields of social and behav-

ioral science. Ajzen (2001) recognized that there exists a general agreement in literature; that an atti-

tude represents a condensed evaluation of an object of psychological character, which is in the di-

mensions of attributes of attitudes, as for instance good-bad, pleasant-unpleasant, harmful-beneficial 

(Ajzen, 2001; Eagly & Chaiken, 1993; Ajzen & Fishbein, 2000). Szmigin & Piacentini argued that 

attitudes are: “learned (through experiences in the world), have an evaluative dimension (favora-

ble/unfavorable), have intensity (strong attitudes versus weak attitudes) and have consistency and 

stability (do not tend to change much and align with our other attitudes)”  (Szmigin & Piacentini, 

2015, p. 197).  

Attitude Objects 

Wilson et. al (2000) presented a study of attitude changes, indicating that when attitudes change, new 

attitudes are formed, but these might not necessarily replace the established attitudes. This means that 

an individual might be able to hold several different attitudes toward the same object, context or 

situation simultaneously (Ibid.). Evidence of dual attitudes creates a multi-component view upon at-

titude, which have been determined by researchers to affect the connection between attitude and ob-

ject attributes (Ajzen, 2001; Eagly & Mladinic, 1994; Eagly & Chaiken, 1993; Szmigin & Piacentini, 

2015; Zanna & Rempel, 1988). Literature suggests that what characterizes the attitude towards an 

object is the sum of the subjectively evaluated meanings that the individual assigns to each attribute 

of this object and one’s beliefs about these attributes (Ibid., Ajzen, 2001). It has been found that the 

evaluative meaning of an attitude object arises spontaneously immediate and fast without conscious 

effort, as beliefs about the attitude object are formed (Ajzen, 2001; Ajzen & Fishbein, 1975).  

Emotions and Attitude Strength 

An individual’s feelings and emotions can influence the effect of an attitude object (Eagly & 

Mladinic, 1994). The foundation of feelings and emotions in relation to an attitude can be perceived 

as establishing accessible beliefs that provide stable and strong attitudes (Ajzen, 2001). The strength 

of an attitude has proven to possess qualities that; build attitude stability over time, adds to persevere 
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the resistance of persuasion, form relatively resistance of change, and decreases the behavioral am-

bivalence as well as cognitive dissonance (i.e. “the state of having inconsistent beliefs and attitudes” 

(Szmigin & Piacentitni, 2015, p. 205) (Ajzen, 2001). Hence, supporting the finding, that the predic-

tive power is increased when attitudes are perceived as being strong (Armitage & Conner, 2001). For 

increasing the strength of an attitude, values and beliefs should be aligned with features and functions 

of the attitude object (Ibid.; Ajzen, 1991; Kiatkawsin & Han, 2017).  

Attitudes, Luxury, and The Environment  

Studies have addressed the logic of attitudes with an expectancy-value approach in linkage to EF 

behaviors (Atkinson, 1960; Phipps et. al, 2013; Kiatkawsin & Han, 2017). Kiatkawsin & Han (2017) 

discovered that the values of the expectancy-value approach have a strong influence on an individual's 

pro-environmental beliefs, thus influencing pro-environmental intentions and in turn, behaviors. In 

addition, Phipps et al. (2013) found that environmental behavior can directly influence the environ-

ment as well as other individuals, considering the motivations behind such a behavior can have many 

attitudinal functions and drivers (e.g. value-expressive function, knowledge function, ego-defensive 

function, and utilitarian function, etc.)  (Katz, 1960; Szmigin & Piacentini, 2015). 

 Wilcox et. al (2009) demonstrated that consumers’ desire for luxury brands are formed 

by social motivations with underlying luxury brand preferences. The preferences for luxury brands 

are found to be strong when luxury brand attitudes serve for a social-adjustive function that is influ-

enced by the consumer's reference groups. Further, the study discovered that, when the consumers’ 

luxury brand preference was challenged by moral beliefs of counterfeit products, they tended to hold 

a luxury brand attitude with a value-expressive function. Consumers’ brand attitude can be influenced 

by various components of a brand’s marketing mix (Ibid.). Consequently, marketers can possibly be 

drawing benefits from tapping into consumer’s attitude functions by attracting their attention, and 

thereby create brand awareness and establish positive associations with the brand (Lee et. al, 2012; 

Shade et. al, 2016).  

 Several authors have sought to find out how to predict attitude formations. Several mod-

erators can be said to influence the consistency of the attitude-behavior relationship (Ajzen, 2001). 

Schade et al. (2016), found age to have a moderating effect in the context of luxury brand consump-

tion, whereas Park et al. (2018) suggest power and social goals as moderators for luxury brand per-

ceptions. Jung et al. (2016) found the relevance of product-related information and pro-environmental 

beliefs to have a significant connection in product choices. They argued that the value-belief-attitude 
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processes are positively influenced when pro-environmental consumers are asked to evaluate product 

attributes with utilitarian and hedonic values, of an eco-friendly product (Ibid.). Formed product spe-

cific attitudes have further turned out to transform PI into PB (Follows & Jobber, 2000; Jung et al., 

2016). Price has also been found as a moderator within the area of attitudes toward sustainability and 

the environment. The moderating effect of prices has been applied to eco-friendly commodity ap-

parel, where consumers with attitudes of pro-environmental character were found to not perceive 

premium pricing as a barrier for sustainable PB (In Jacobs et. al, 2018: (e.g. Shaw et al., 2005; Eifler, 

2014). Additionally, they seemed to have a higher WTP for sustainable products and services (In 

Jacobs et. al, 2018: (e.g. Ha-Brookshire and Norum, 2011; Chekima et al., 2016).  

 Finally, literature stresses that the construct of attitude in TPB impacts individuals to 

purchase more EF products when purchasing habits are encouraged by established beliefs about en-

vironmental protection (Cowan & Kinley, 2014; Haws et. al, 2014). Following this, the next section 

will cover the research conducted on normative beliefs. 

Normative Beliefs 

The second determinant of behavior next to attitude is one of the normative beliefs, expressed as 

relevant others to have an impact on an individual’s behavior (Ajzen, 1991). The normative beliefs 

have been found to include constructs of SN and situational context (Belk, 1975; Ajzen, 1991; 

Armitage & Conner, 1999). This paragraph will address the concept of SN followed by literature on 

the situational context.  

Subjective Norm 

 The first construct of SN has been defined as “the perceived social pressure to perform 

or not to perform the behavior” (Ajzen, 1991, p. 188) and further described by Reid et. al (2018) as 

the individual’s perception of others’ and one self’s expectations to behave in a certain way. Thus, 

the SN exert pressure to participate in a given behavior.  

 Cowan & Kinley (2014) found that intended behavior is stronger when an individual’s 

social norms are enhanced by specific social reference groups (Ajzen, 1991; Cowan & Kinley, 2014). 

This follows the facets of what previous literature has defined as “herd behavior” (i.e. following the 

crowd), emphasizing the social influence that comes in adopting certain behaviors and selecting spe-

cific products (Salazar et. al, 2013; Cowan & Kinley, 2014).  
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Subjective Norm, Luxury and The Environment 

Bearden et al. (1989) presented strong evidence for the tendencies of individuals' modifications to 

conform to various occurrences of social comparison. In the acquisition of a luxury product, certain 

consumer needs may arise. Luxury consumption can be said to be a social symbol of status. It might 

create a desire for social positioning and motivation for forming certain PBs in the search for prestige, 

status and high ranking in economic and social hierarchies (Chao & Schor, 1998, O’Cass & Frost, 

2002; Goldsmith et al., 2010;). Status consumption is connecting emotions, feelings, brand prefer-

ence, and self-expression of identity characteristics as symbolic visuals, especially significant for 

clothing (Chao & Schor, 1998; O’Cass & Frost, 2002; Kapferer, 2009; Goldsmith, et al., 2010). In 

situations of status consumption, the need for identification with others, and for conforming with 

expectations and evaluations of reference groups, can be linked to the individual’s perception of own 

luxury consumption. This is a way of seeking interpersonal approval and social prestige while pursu-

ing motivation to moderate one's self (Belk, 1988; Lee et al., 2012). 

Within the field of sustainability research, authors have addressed the SN in the context of ethical 

consumption as being a social attribute of a subject (Brieger, 2018). In this context, scholars found 

that the motivations to perform ethical and environmental behavioral practices are impacted through 

values, beliefs and SN (Jung et. al, 2016). Environmental concerns were discovered to be normatively 

formed, meaning that the consequences of SN are the result of personal perceptions in relation to 

socially constructed attitudes and undefined rules (Ibid., Stern et. al, 1995; Cowan & Kinley, 2014). 

Additionally, the TPB connotes that an individual has a stronger intent to the purchase of green prod-

ucts if one's surrounding social network asserts pressure to behave in a more EF matter (Cowan & 

Kinley, 2014).  

 In regard to an individual’s perception of own impact on environmental issues, it has 

been reported that the influence by special interest groups as well as information from media, and 

other external factors, imply a pressure to perform more sustainable behaviors (Shaw & Clarke, 1999; 

Goldsmith & Goldsmith, 2011; Cowan & Kinley, 2014). A study by Kiatkawsin & Han (2017) sup-

ported that individual values in regard to EF responsibilities were positively influenced by SN, which 

as a result influenced pro-environmental behavioral intention.  

Situational Context  

For the second construct of the Normative Beliefs, the situational context is found. Several scholars 

have argued that interactions with social groups as well as the physical environment play a significant 
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role for the individual’s purchase decisions (Greenbaum, 1966; Belk, 1975; Phillips, 1993; Carrington 

et al., 2010). Early research has identified situational context as a significant factor for influencing 

consumer behavior and Belk stated: “situational influence is a pervasive factor in consumer behav-

ior" (Belk, 1975, p. 161). He defined situations as referring to a single point in time and space (Ibid). 

According to Sears (1997), the external environment of an individual tends to evoke more symbolic 

processing than her own internal processing alone, hence the role of self-interest is reduced in the 

formation of attitudes towards an attitude object (Sears, 1997; Ajzen, 2001, Carrington et al., 2014). 

Greenbaum (1966) found that subjects with a high need for social approval were more likely to be 

impacted by reinforcements from external situational factors, than the subjects of low need for social 

approval. 

 Taking the perspective of the public arena, a performed PB of an individual will be 

influenced by a great range of stimuli before the encounter takes place (Belk, 1975). Nevertheless, 

the complex factors of the external environment related to the consumer have previously been disre-

garded and ignored as a connection to purchase decisions (Carrington et al., 2010). Hence, isolating 

the encounter of decision-making as a simple and constant condition, not a complex process influ-

enced by large amounts of stimuli (Foxall, 1993; Fukukawa, 2003, Carrington et al., 2010; 2014). 

Bagozzi (2000) introduced “Situational Forces” as an additional driver of goal-directed behavior, 

whereas the internal mental processes have been approached by other literature as the main determi-

nant for explaining consumer behavior (Armitage & Conner, 1999). Carrington et al. (2010) redefined 

Bagozzi’s (2000) Situational Forces into Situational Context, exemplifying the importance of outer 

stimuli for forming implementation intentions and linking this to the pre-distinguished values, beliefs, 

attitudes, and preferences that the consumer holds. It has been documented that such implementation 

intentions increase the likelihood of turning intentions successfully into behavior when contextual 

stimuli support the originally intended behavior (Gollwitzer, 1993 as cited in Carrington et al., 2010).   

Situational Context & The Environment 

Later research has been addressing the situational context in relation to ethical consumption (Cowan 

& Kinley, 2014). Researchers approached the field of green apparel and found that situational factors 

influencing the purchase behavior of EF apparel, for instance, were the cost of the products, compar-

ison of purchase options, availability, attribute information and prices (Cowan & Kinley, 2014). 

Brieger (2018) argued that the influence of the situational context of an individual’s social identity 

plays a significant role in terms of fostering EC. In that instance, individuals concerned about envi-

ronmental protection are increasingly motivated to perform an EF behavior, when their external 
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situational influences support those practices (Ibid.). Also, mere exposure to green products has 

proven to have a remarkable effect on behavioral outcomes in terms of increased PB due to the fa-

miliarization of salient features within external contexts (Mazar & Zhong, 2010). Following this, the 

literature on control beliefs, which according to TPB is suggested to be the third determinant of PI, 

will be introduced. 

Control Beliefs 

Following the normative influence variable, the third determinant of the PI is PCB. The PBC variable 

has been defined as the individual's internal perception of the control one possesses over a certain 

behavior, thus implementing cognitive self-regulation as an important determinant of intention (Ibid.; 

Fishbein & Ajzen, 2010, as cited in Reid et al., 2018). 

Perceived Behavioral Control & Self-Efficacy 

The perception of having full control over behavior is associated with a high likeliness that the be-

havior will actually be performed (Armitage & Conner, 1999; Sutton, 2015). The extent of PBC can, 

therefore, be used as a relative predictor of the actual behavioral control (ABC) in parallel with atti-

tudes and SN (Ibid.; Ajzen, 1991). That said, as PBC is based on perceptions, thus imagined scenarios 

of planned behavior(s), perceptions may have degrees of inaccuracy and instability, hence not always 

a complete representation of a person’s behavior (Carrington et. al, 2010). This also means that PBC 

does not directly cause an effect of intention, as the causal determinant comes from the ABC, when 

performed (Ajzen & Madden, 1986).  

 Later, Armitage & Conner (1999) supported the PBC concept with their study, testing 

the predictive validity and causal ordering of the constructs of TPB. The findings revealed evidence 

for including the construct of SE into PBC as having a causal impact on intention. PBC is compatible 

with SE and controllability, which Bandura (1992) conceptualized as the belief a person forms about 

desired outcomes. The control construct of PBC has already been emphasized as the main difference 

between TRA and TPB, but additionally, Ajzen (1991) argued that the two components of PBC and 

SE have similar characteristics. However, Bandura made a clear distinction between PBC and SE; 

PBC included general and external factors (i.e. control over the performed behavior), whereas SE 

was emphasized as internal control factors (i.e. perception of one’s own efficacy in a given situation) 

(Armitage & Conner, 2001; Bandura, 1982; 1986; Paul et al., 2016).  

Perceived Behavioral Control, Luxury, and The Environment 

In terms of environmental issues, academics defined SE as the degree to which an individual believes 
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to have an impact on environmental problems, and PBC as the confidence level and ease the individ-

ual believes to have in regard to performing such a behavior (Cowan & Kinley, 2014). Research on 

PBC and SE have been conducted in areas such as blood donation (Giles & Cairns, 1995), organic 

consumerism (e.g. Johe & Bhullar, 2016; Thøgersen et al., 2015; Stern et al., 1995; Schuldt & 

Schwarz, 2010), tourism (Lee & Lina Kim, 2018) and birth control (Hanson et al., 2015). The litera-

ture on PBC in relation to luxury consumption, however, has only been addressed to a very limited 

extent. One study searching to understand the determinants of TPB in the field of Indian luxury con-

sumption behavior found, that the PBC was not a significant determinant of PIs, yet it revealed a 

strong positive connection to actual PB (Jain & Mishra, 2017). On the contrary, SE as a factor of PBC 

has been identified to have a direct and positive effect on PI and PB (Dzewaltowski et al., 1990; 

Mukhopadhyay & Johar, 2005). This has also been linked to the PI of luxury apparel (Phau et al., 

2015). Consumers in the possession of a high level of SE may be more likely to believe they have a 

stronger effect on changing structures of corporate strategies and outcomes, for instance within the 

industry of eco-friendly products (Ibid.; Carrington et al., 2010). Various factors can affect a con-

sumer’s behavioral control in their purchase decision-making. In the context of fair-trade products, 

Shaw & Clarke (1999) identified factors such as availability of a product, price, convenience, product 

information, willpower, skill, time and personal ethical issues, as influencing factors of PBC (Shaw 

& Clarke, 1999; Carrington et. al, 2010). 

  

Other authors have also addressed PBC and SE in relation to sustainability, pro-environmentalism 

and environmental consumption behavior (e.g. Carrington et al., 2010; Schutte & Bhullar, 2017). 

Schutte & Bhullar (2017) found that individuals who possess a high level of SE seem to have a higher 

motivation for sustainable behaviors. Also, the motivation for future sustainability-related behaviors 

was found to be strongly linked to prior formed green behaviors (Ibid). Meanwhile, Carrington et al. 

(2010) found that perceived control rarely reflected actual control. However, PBC was found to be 

able to indirectly moderate the relation between intention and behavior (Ibid.). In the field of ethical 

luxury consumption, the control beliefs of the PBC and SE components have been neglected and thus, 

research is very limited. Therefore, it is yet to be explored how the drivers of PI of green luxury 

products can be transformed into actual PB (Carrington et al., 2010; Davies et al., 2012; Cowan & 

Kinley, 2014; Jacobs et al., 2018). In the following section, research on PI will be presented.  
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Purchase Intentions 

The above sections have introduced the variables that function as drivers for PI, which in turn deter-

mines the PB. TPB suggests behavioral intention being an outcome of attitudes, SN and PBC that all 

capture the motivational factors affecting behavior (Fishbein & Ajzen, 1970; Ajzen & Fishbein, 1975; 

1980; Ajzen & Madden, 1986; Ajzen, 1991; 2002). The stronger the attitudes and SN toward a be-

havior are, and the higher the degree of PBC an individual possesses, the stronger the individual's 

behavioral intentions are likely to be (Ajzen, 1991). Therefore, the intention is assumed to be a direct 

and immediate determinant of behavior (Ajzen, 2000). Ajzen clearly emphasizes that a behavioral 

intention is only expressed if it is volitionally controlled by the individual, in the sense of actively 

performing the intended behavior or not (Ajzen, 1991; 2002).   

Purchase Intentions, Luxury & The Environment 

In the context of the fashion industry, behavioral intentions have been addressed in relation to the 

purchase of luxury goods. The role of social functions and interpersonal influences is evidently 

proven to be of the high significance of behavioral intentions, which have been discovered through 

several studies on PI (Bearden et al., 1989; Ajzen, 2001; Armitage & Conner, 1999; Shukla, 2011; 

Bian & Forsythe, 2012). Within the field of luxury consumption, it has shown to be even more prom-

inent, as consumers’ preferences and internal motivations toward their personal purchasing behaviors 

are highly affected when striving for creating a social image (Belk, 1975; Shukla, 2011; Bian & For-

sythe, 2012). When consumers form decisions, they process and make sense of information from 

diverse sources, which they access from individual-, social-, and cultural values, norms and beliefs, 

as well as from instant stimuli from the environment (Shukla, 2011; Bian & Forsythe, 2012; Li et al., 

2012).  

 The PI for luxury brands has been investigated through prior research by Bian & For-

sythe (2012), who found that luxury consumers are positively influenced by factors such as the need 

for uniqueness, self-monitoring, social-function attitudes, and affective attitude, which are all factors 

impacting the PI. They further emphasized that these results can be generalizable across cultural dif-

ferences, basing their study on a segment of Eastern and Western consumers, which portrayed the 

importance of individuality and social influences (Vigneron & Johnson, 1999; Wiedmann et al., 2007; 

Bian & Forsythe, 2012). Further, insights have proven that a value-expressive attitude toward luxury 

products can be said to determine the PI (Shukla, 2011, Davies et al., 2012; Bian & Forsythe (2012). 

 Also, consumers have been found to form PI if a previous purchase of a luxury good 

has resulted in satisfaction (Yoo & Lee, 2012). In the extension of this, Li et al. (2012) verified that 
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consumers with a fashion lifestyle (i.e. actively purchasing luxury products) are positively influenced 

by previous purchases when forming a WTP for future luxury purchases. Even stronger intentions 

are formed if previous luxury purchases to some extent have caused the consumer to be aroused by 

the experience (Ibid.; Belk et. al, 2003; Bian & Forsythe, 2012). Finally, so, the perceived value and 

WTP for luxury products impact the PI (Li et al., 2012). 

 

 PI and WTP have further been investigated in relation to EF products. In Auger et al.'s 

(2003) study, it was questioned to what degree consumers were willing to pay for social product 

features. They found that ethical features have a crucial impact on the PI for consumers that express 

environmental- and social concerns. The factors of the highest importance of consideration (regarding 

ethical products) were found to be animal testing, biodegradability, child labor and dangerous work-

ing conditions (Ibid.). When these factors were exhibited as product features, the consumer’s PI was 

found to significantly impact their considerations (Auger et. al, 2003; Davies et al., 2012).  

 Ethical consumers have further, among other factors, been found to be driven by per-

sonal values, moral norms and internal ethics, when forming PI toward ethical products (Carrington 

et al., 2010; Shaw et al., 2007; Davies et al., 2012; Haws et al, 2014). Some authors have argued that 

consumers who have formed green PI are likely to carry out the behavior (Law et al., 2017; Lin & 

Niu, 2018). Meanwhile, other researchers claim that a direct change in the consumption behavior is 

still rare and PI of ethical products are hardly translated into actual PB, when the purchase situation 

arises (Follows & Jobber, 2000; Shaw et. al, 2007; Carrington et. al, 2010; Jacobs et al, 2018). How-

ever, according to TPB, the relationship between attitude and intention should directly predict the 

actual behavior (Ajzen, 1991). To get a better understanding of the behavior, the literature on the PB 

will be introduced next. 

Purchase Behavior  

Finally, the last variable in the framework of TPB, being the PB will be introduced. When TPB was 

first introduced attitudes, SN, PBC, and intentions were all stated to be valid measures of predicting 

behavior (Ajzen, 1991). Throughout the years TPB has provided evidence for the relation between 

the antecedent determinants toward behavior and the actual behavior performed. Behaviors have been 

examined to a large extent, exemplified by areas such as abortion, smoking, drug-use, voting inten-

tions, blood donation and birth-control, and many more (e.g. Giles & Cairns, 1995; Manstead et. al, 

1983; Ajzen, 1991).  
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Phipps et al. (2013) suggested that human behavior is driven by the urge to maximize expected ben-

efits that come from a given action or behavior (Jackson, 2005 in Phipps et al., 2013). Practically, it 

means that the consumer will weigh one's expected benefits of behavior and hold it against the effort 

or costs one puts into it, thus evaluating the option that in turn, provide the person with the greatest 

personal value (Jackson, 2005). 

 Some recurring elements that could somewhat be generalized across previous studies, 

were that measured behaviors are relatively stable and predictive. Moreover, it was verified that when 

behaviors are under volitional control, they can be considerable precisely predicted from intentions 

formed toward the given behavior (Ajzen, 1988; 1991; 2001). Furthermore, the role of past behaviors 

was documented to be an important factor in predicting future behavior. If factors of behavioral pat-

terns are pre-known, due to the fact that the behavior has previously been performed (either once or 

as a habitual and continuing occurrence), the probability that the consumer will perform the behavior 

again is high, as "past behavior is the best predictor of future behavior” (Ajzen, 1991, p. 202; Ajzen, 

1991; Armitage & Conner, 1999; Li et al., 2012). Ajzen (1991) stressed that repeated behaviors often 

result in the establishment of a habit if attitudes, SN, PBC, and intentions are relatively stable when 

conformed to the previously performed behavior. 

Purchase Behavior, Luxury & The Environment 

Decision making in green consumption is not only concerned about price and quality preferences, but 

also social and moral values have been taken into account, considering the growing fields of con-

sumption of EF products. Behavioral outcomes have been found to be influenced, not only by internal 

assessments of ethical concerns but also from external priming and exposure of moral stimuli (Mazar 

& Zhong, 2010). In the context of green consumption, consumers seem to have a tendency of forming 

a “halo” effect, when purchasing eco-friendly products (Ibid.; Schuldt et al., 2012). The effect con-

tributes to supporting consumers in fulfilling the ethical obligation for purchasing ethical products, 

in order for them to recognize themselves as being ethically minded consumers (Shaw et al., 2005). 

Meanwhile, Follows & Jobber (2000) has identified that consumers tend to purchase both EF prod-

ucts, but also non-responsible conventional products (Follows & Jobber, 2000). That means that green 

behavior can be assumed to not only stem from a range of underlying motivations from the determi-

nants of intention, but also it has multiple facets of previous experiences, time, convenience, infor-

mation, psychological consequences, and individual cost-benefit trade-off, that all influences behav-

ioral outcome (Cowan & Kinley, 2014; Joergens, 2006; Abdul-Muhmin, 2007; Jacobs et al., 2018, 

Lu & Wang, 2018). These factors indicate that many possibilities to influence ethical consumers to 
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exist and emphasizes that a paradigm shift of people moving toward values, beliefs, and ambitions of 

conveying more sustainable responsibility is emerging (Jain & Mishra, 2017). This mindset change 

is recognized through a growing number of consumers striving to share their ECs. Particularly, one 

study discovered that 80% of consumers below the age of 35 were considering sustainability in their 

choices of luxury products (Hashmi, 2017, as cited in Jain & Mishra, 2017). This shows that luxury 

consumers are starting to adopt more sustainable commitment into their considerations. 

 The literature claims that it is crucial for researchers investigating luxury, to understand 

the reasons of how consumers perceive luxury and value of luxury goods, an in turn how this affects 

their behavior (Wiedmann et al., 2009). Davies et al. (2012) found varying factors of importance 

when consumers carried out a PB and presented the importance of product satisfaction and quality 

within luxury consumption. Further, a recent study found that luxury consumers requiring higher 

quality are increasingly searching for products that do not harm the environment (Jain & Mishra, 

2017). More so, they appeared to be willing to pay premium prices for sustainable luxury goods, 

denoting an economic value for the expanding market (Ibid). This indicates that the demand for EF 

luxury products is growing, giving a reason for the luxury brands to respond with sustainable business 

strategies and clear expressions of corporate commitment, in order to meet these demands. 

 Finally, Cowan & Kinley (2014) support Ajzen’s argument about repeated purchases 

leading to future purchases. They found evidence that consumers who have previously purchased 

products of EF character were more likely to perform continuing purchases of such products (Ibid.). 

As this research focuses on how to impact ethical consumer behavior, it is relevant to appraise con-

sumers’ previous purchases, as it has shown that the consumer will be likely to perform the same or 

similar behavior again. Thus, if the consumer perceives the experience of purchasing EF products to 

be satisfying while making one feel good, it is anticipated that more green behaviors will be carried 

out in the future. This study builds upon future possible behaviors, yet, it is acknowledged that pre-

vious experiences and habitual behaviors will potentially influence the choices of coming behaviors 

both in a positive and negative manner.  

 

The TPB has been used in a broad range of research fields, why it is obvious that it has also received 

some critique. The critique of the framework will be outlined in the subsequent section. 

Critique of Theory of Planned Behavior 

Despite the major amount of literature centered around TPB, the model has also been criticized. Ajzen 

(1991) outlined that the level to which PBC manifests ABC will directly predict behavior. However, 
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the TPB was criticized by Eagly & Chaiken (1993) for the neglection of clarifying the link between 

intended behaviors and actual behaviors (as cited in Conner & Armitage, 1998). Later studies have 

therefore differentiated the intention formations from the actual implementations (e.g. Ajzen, 1996; 

Conner & Armitage 1998).  

 Out of the factors of TPB predicting behavior, some studies suggest the weakest pre-

dictor to be the SN, which was found in early studies to be due to its limited conceptualization  (Van 

den Putte, 1991, as cited in Armitage & Conner, 1999; Armitage & Conner, 1999; Terry & Hogg, 

1996). This finding suggests self-identity be a beneficial addition to the original TPB, despite the fact 

that the constructs of attitude and PBC have been found to be stronger predictors of intention when 

behaviors were measured over time (Conner & Armitage, 1998; Ajzen, 1991).  

 TPB has further been criticized for being too simplified and therefore not sensitive for 

defining different notions of included variables (e.g. Armitage & Conner, 1999; Terry, 1993). Thus, 

the contribution of PBC to the TPB included the construct of SE to measure the perceived difficulty 

of performing a behavior (Conner & Armitage, 1998). The critique of behavioral beliefs as a con-

sistent predictor of attitudes has addressed various beliefs to become prominent as a result of different 

circumstances that an individual may face. This means that beliefs do not only determine attitudes 

and behaviors but may also be the reason of specific attitudes and behaviors are formed (Ajzen, 1991; 

Eiser, 1994; Armitage & Conner, 1999). Tommasetti (2018) further argued that the number of varia-

bles in TPB is insufficient to identify valid tendencies and therefore pushing researched individuals 

to perform specific behaviors under circumstances that are set by researchers (Wang et al., 2016). 

This limitation has urged researchers to manipulate the original framework of TPB to fit into various 

contexts of research by adding additional variables to get a more fulfilling picture of reality (Tom-

masetti, 2018; Wang et al., 2016; Conner & Armitage, 1998; Auger & Devinney, 2007; Jokonya, 

2017). Examples of additional variables used to extend the TPB are guilt, habits, and emotions (Belk 

et al., 2003, Cowan & Kinley, 2014; Jokonya, 2017). 

 Additionally, a limitation of the literature within TPB has been found by Auger & 

Devinney (2007) in the nature of survey instruments in cross-sectional studies using simple rating 

scales to determine the outcome of the variables, which may produce unprecise results of self-re-

ported data. Jokonya (2017) supports this limitation, stressing that human behaviors are complex 

processes that are complicated to capture comprehensively, and therefore it is difficult to exclusively 

validate predictors of individuals’ behaviors through simple measures. Finally, recent studies have 
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criticized that intentions do not always lead to performed behaviors. Thus, the paragraph will address 

the literature on this.  

 

Intention-Behavior Gap 
As mentioned in the previous paragraph TPB has been criticized for the lack of variables influencing 

the behavior. Even with the adding of the variables PBC and SE, a particular gap between the intended 

ethical behavior and the actual behavior has been identified. Throughout the literature this gap has 

been referred to as the word-deed gap, attitude-behavior gap (e.g. Carrigan & Attalla, 2001, De 

Pelsmacker et al., 2005, and Auger and Devinney, 2007; Jacobs et al., 2018) and intention-behavior 

gap (Carrington et al., 2010; 2014). This paragraph will review the literature within the area of the 

ethical gap. It will mainly be focusing on the intention-behavior relation, as literature suggesting that 

the gap exists between attitudes and behavior often takes for granted that intentions lead to behavior, 

which has showed not always to be the case (Ibid.). However, more literature has been written on the 

attitude-behavior relation, why this will be examined to provide a stronger understanding of the gap. 

 

About 30% of consumers who perceived themselves as being ethically oriented did according to Da-

vies et al.’s (2012) study not take this into account in their behavior. Some researchers find that this 

gap between intention and behavior is caused by research errors, thus they believe that no actual gap 

exists, while others believe that it is based on barriers affecting the cognitive decision-making (Davies 

et al., 2012). The first argument, of the gap being a result of research errors, claim that there are two 

types of bias: 1) social desirability bias; where people are answering what they believe is the most 

socially acceptable, and what the researchers would like them to answer, and 2) selection bias; coming 

from people who are more ethical and therefore more likely to participate in a research study within 

this field, or researchers who choose specific respondents for research results to exhibit desired out-

comes. The two biases primarily come from out-of-context experiments and self-reported data (Da-

vies et al., 2012). Researchers claiming that the attitude-behavior gap is caused by the bias of social 

desirability, argue that the intentions of ‘ethical consumers’ are not as ethical as many researchers 

wishes (Auger & Devinney, 2007; Carrigan & Attalla, 2001). Instead, the way intentions are meas-

ured makes the consumer exaggerate the good intentions to be more socially accepted (Ibid.). This is 

supported by Vitell’s (2014) finding, which shows that many consumers claim to be more environ-

mentally conscious than they act. 
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The Barriers 

As this paper builds on the framework of TPB, the study will look deeper into the second argument 

of the gap, coming from the barriers of cognitive decision-making, while keeping the argument of 

research errors in mind. The barriers have been identified as both physical and psychological e.g. 

demographic, religious, cultural, lack of information and availability, perceived price, quality and 

value (e.g. Davies et al., 2012; Carrington et al., 2010; McGoldrick & Freestone, 2008). A study 

carried out by Futerra (2005) showed that 30% of the consumers intended to make conscious choices, 

but in reality, only 3% did. Meanwhile, Carrington et al. (2010) have argued that consumers actually 

do intend to purchase more ethically but are distracted by various constraints and competing demands, 

which is why they simply forget their intentions before they make it to the cashier. Therefore, it is 

assumed that they are influenced by their situational context. This supports Ajzen's (2002) study of 

PBC, where he argues that people act upon old habits and simply forget to enact on new intentions, 

hence resulting in the gap. Ajzen (2002) also suggests, that when the consumer fails on acting in 

accordance to the intended behavior, it might be caused by negative reactions from e.g. important 

referents, underestimation of the potential barriers, and lack of resolve or willpower. Those barriers 

consequently mean more to the individual than the newly formed intention (Ajzen, 2002). 

Bhattacharya & Sen (2004) and Auger et al. (2008a) also realized that many consumers are concerned 

about the ethical issues regarding a product but are not yet ready to relinquish the functional attributes 

to support the ethical product. This could, for instance, be shifting from taking the airplane to take 

the train, as it is more inconvenient, but also picking the fake leather bag instead of the real leather 

as it might be perceived as being of lower quality. Though, those examples could also involve other 

thoughts as e.g. price, brand and look. Jacobs et al. (2018) also indicated that factors hindering ethical 

purchasing behavior are the will to change attitude and values toward sustainability. Ethical con-

sumption may challenge egoistic and hedonic values and needs in the formation of positive intentions 

toward social and ethical purchasing standards (Jacobs et al., 2018). Davies et al. (2012) argued that 

ethical consumers might not be ready to adapt their ethical intentions into ethical purchasing behav-

iors when it comes to luxury consumption. Thus, creating a gap between ethical attitudes and PI 

toward EF luxury PB (Davies et al., 2012; Jacobs et al., 2018; Carrington et al., 2010, Auger & 

Devinney, 2007). In this way, the literature has shown how ethical intentions struggle to alter into 

ethical buying behavior. 
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Willingness to Pay 

McGoldrick & Freestone (2007) have found that there exists a WTP premium price for ethical prod-

ucts if other attributes such as brand image, color preferences and taste are fulfilled. Also, De 

Pelsmacker et al., (2005) found that the WTP more for ethical products in contrast to conventional 

products was weak, even in the market of fair-trade coffee, if other attributes were not fulfilled. In-

stead, brand and flavor were more important factors for the consumer than ethical concerns (De 

Pelsmacker et al., 2005). According to De Pelsmacker et al. (2005), better information could help 

what they call ‘the fair-trade lovers and likers’1 to be pushed into the purchase of fair-trade coffee, 

especially with the correct marketing and if the coffee matched the regular brands in flavor. Along-

side, Vermeir & Verbeke (2006) studied dairy products and identified that PI and actual behavior 

were strongly correlated, acknowledging that other factors such as situational and product-related 

factors and individual characteristics also influenced a purchase situation. They also showed that 

involvement, perceived availability and perceived consumer effectiveness could be influenced suc-

cessfully through communication and provision of information (Vermeir and Verbeke, 2006). How-

ever, they never looked into real brands, only fictive, preventing them from measuring real behavior 

and creating a potential bias. Finally, Guagnano (2001) argued that consumers were willing to pay 

more for household products made of recycled materials, while Devinney et al. (2010) later have 

claimed that most consumers do not care enough about firms’ Corporate Social Responsibility (CSR) 

policies to pay higher prices. This previous research indicates that price might be a potential factor 

influencing the gap, as various attitudes toward paying higher prices for green and ethical products 

have been found. This makes it interesting to investigate in the context of green luxury consumption.  

The Ethical Consumer 

Researchers as Carrington et al. (2010) address the rise of ‘the ethical consumer’. The PI of this type 

of consumer may be driven by various aspects, such as SN, personal values, moral norms and internal 

ethics (Carrington et al., 2012; Jain, 2018; Arvola et al., 2008; Vermeir & Verbeke, 2008). It has been 

known for a long time, that consumers do not act in accordance to what they express (Auger & Devin-

ney, 2007; De Pelsmacker et al., 2005; Belk et al., 2005; Carrigan & Attalla, 2001; Shaw et al., 2007). 

According to literature, the ethical consumer is concerned about the environment and/or society and 

                                                
1 Fairtrade lovers:  High and clear preference for fair-trade. Relatively high willingness to pay for it.  
Fair-trade likers: Balance between attributes, though the fair-trade label is still the most important. Relatively weak will-
ingness to pay for it. 
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intends to show it but hesitates to turn it into behavioral realization (e.g. Carrington et al., 2012; De 

Pelsmacker et al., 2005). Carrington et al. (2010) specify that the gap, especially within ethical con-

sumption has been poorly understood. They claim that there exists a gap between consumer attitude 

and PI as well as between PI and the actual purchase, whereas the majority of previous research is 

conducted within the attitude-intention gap as earlier mentioned (Carrington et al., 2010). Thus, they 

concentrate their study on the ethical intention-behavior gap. According to Carrington et al. (2010), 

this gap can be caused by a lack of knowledge, lack of support within the household and inaccurate 

information.  

 To explain why consumers rarely follow through with their ethical intentions at the cash 

register, Carrington et al. (2010) suggest an integrated conceptual framework of ethically minded 

consumers, through three separate insights; implementation intentions, ABC and situational context 

(Carrington et al., 2010). Implementation intentions are the existence or the absence of a mental im-

plementation plan of how to put the good intention into action, as this according to them, is the key 

explanation for the success or failure of acting on the intention (Ibid.). ABC is integrated into the 

framework and Carrington et al. (2010) suggest that the ethical PI altering into ethical PB faces bar-

riers that are impacted by cognitive and environmental constituents.  

 The gap between PBC and ABC is a key factor influencing the intention-behavior gap, 

as they might not necessarily be correlated. The reason for this can be exemplified with the individ-

ual's perception being different from the actual behavior when imagining a situation that is new to 

the individual or alternatively, where the individual has little experience and therefore the implemen-

tation of ethical behavior will be new to the consumer (Ibid.). This argument makes Carrington et al. 

(2010) suggest that ABC might play a great role in the gap between intention and actual behavior. 

Finally, the situational context seems to have a significant impact, as individuals are not only deter-

mined by their cognitive evaluation processes (cf. Situational Context). Furthermore, previous expe-

riences can be an influencing factor causing the intention-behavior gap, which will be examined next. 

Habits and Influence 

Despite pro-environmental attitudes and intentions, the ethical gap seems to still be occurring. A great 

part of the literature shows that when a behavior is an unfamiliar part of the consumers’ habits, they 

often fail to seize or detect the opportunity, which leads the intention into action (e.g. Ajzen, 2002; 

Gollwitzer & Sheeran, 2006; Carrington et al., 2012). Dholakia et al. (2007) identified two self-reg-

ulatory strategies that influence people to become significantly more motivated and effortful in mak-

ing decisions regarding a certain goal. One strategy is to formulate a detailed implementation plan, 
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while a second strategy is to recall previously successful performed actions that lead to the accom-

plishment of a similar goal (Dholakia et al., 2007). Those strategies could possibly prevent the for-

getfulness leading to the intention-behavior gap. Meanwhile, Carrington et al. (2010) suggest mar-

keters of green products to utilize out-of-store and in-store visual media to remind consumers of their 

intentions. This initiative could potentially be executed through the use of CLs on products.  

 According to Juvan & Dolnicar (2014), the gap also occurs because some people believe 

it is acceptable to make an exception once in a while. More so, Carrington et al. (2014) revealed four 

factors which influenced the ethical intention-behavior gap: (1) prioritization of ethical concerns into 

primary or secondary concerns; (2) formation of plans or habits; (3) willingness to commit and sac-

rifice; and (4) shopping behavior modes. Those factors interconnect as a whole and all influence the 

final PB. This draws attention to the complexity of the ethical decision-making. Considering the pri-

oritization of ethical concerns, Carrington et al. (2014) found that consumers are unwilling to sacrifice 

for the ethical choice (Ibid.). Also, situations where the consumers are unable to plan or develop 

ethical shopping habits, they were found to be unwilling to commit to the ethical choice. Carrington 

et al. (2014) claim that those situations happen because the market does not provide the right amount 

of information and choices for the consumer to purchase according to their ethical concerns. This 

leads to a sense of dissatisfaction creating resistance to commit and unwillingness to sacrifice, not 

seen within non-ethical consumption contexts. 

 To summarize, literature within the attitude-intention-behavior gap is still weak and has 

only narrowly been conducted in relation to the intention-behavior part. Furthermore, research on the 

ethical intention-behavior gap on luxury goods and how it might be influenced remains undiscovered, 

contributing to the importance of this paper. To influence the gap, the researchers have identified EK 

as an important factor, when it comes to both the influence of green attitude, intention and behavior, 

thus literature within this area will be reviewed next. 

 

Environmental Knowledge 
Knowledge has been discovered to be an important factor influencing all stages of the decision-mak-

ing process (Bettman & Park, 1980). The decision-making process is among other things affected by 

the perception of product and level of knowledge (Ibid.). A high level of EK has been found to em-

power consumers to behave in an EF manner and thus, contribute to support sustainable initiatives 

(Law et al., 2017). For instance, unethical manufacturing practices in the textile industry, especially 

in terms of child labor, have gained extensive attention within the fashion industry (Auger et al., 
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2003; Shaw et al., 2006). Bian & Luiz (2011) emphasized that consumers possessing a high extent of 

knowledge are more likely to form positive PIs of the products of which they are knowledgeable 

about. Partly, due to the fact that they form more complex and specific decision criteria about those 

products, which affect information processing. Meanwhile, EK has been acknowledged to be an im-

portant influencing factor of environmental attitudes and in turn, green consumption behavior 

(Kollmuss & Agyeman, 2002; Law et al., 2017).   

 

Lin & Niu define EK as “…an individual's understanding and perception of a concept, in this case, 

environmentalism.” (Lin & Niu, 2018, p. 1680). Individuals possessing high EK have information to 

decide upon and confirm the issues that are related to the environment. The consumer, therefore, has 

the power to convert this knowledge into behavior that can actively influence and affect situational 

contexts (cf. Situational Context; Lin & Niu, 2018). EK has been conceptualized as being the evalu-

ation, reaction and the demand for green products, as well as holding information about production 

processes and their environmental impact (Lin & Niu, 2018). Furthermore, EK has been addressed to 

influence the individual’s perception of their responsibility for the environment and thus how they 

behave (Lin & Niu, 2018).  

 

Bang et al. (2000) stated that consumers’ ECs primarily are based on emotions rather than fact-based 

knowledge (Bang et al., 2000; Khan & Mohsin, 2017; Lin & Niu, 2018). They suggested that the 

higher the concern a consumer perceives about the environment, the more knowledge about the en-

vironment this person is likely to have. Thus, they anticipated an association between concern and 

knowledge, which should result in a positive attitude towards green behavior (Bang et al., 2000). 

 EK has shown to have an influence on how aware the consumer is about, how one’s 

environmental behavior contributes to sustainability (Law et al., 2017). Consumers possessing a 

higher knowledge about environmental problems were found to be associated with more positive 

attitudes toward green consumption (Ibid.) For that reason, consumers with strong EK can be assumed 

to engage more in behaviors and initiatives that support and align with environmental beliefs and 

knowledge (Bang et al., 2000; Haryanto, 2014).  

 A proposition that contributes to strengthening consumer's EK has been found to be 

marketers' utilization of empirical documentation that can help guide and educate the consumers 

(Thøgeren, 2000; Law et al., 2017). Consumers have been found to make use of public environmental 

information when their goal is to protect the environment through EF behaviors (Thøgersen, 2000). 
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It was discovered that when consumers' EK initiates an internal power and responsibility to achieve 

environmental goals, it contributes to their sustainable attitudes and awareness of green alternatives 

(Thøgersen, 2000). Also, Vermeir & Verbeke (2006) argued that when marketers confront consumers 

with the benefits of purchasing green products, the exposure of information yields higher personal 

attachment to the products considered. Additionally, it is of higher importance to the consumer, to 

initiate more of such behaviors in the future (Ibid.).   

 High-involvement decisions and behaviors tend to rely on habitual characteristics 

(Thøgersen et al., 2012), thorough knowledge (Lichtenstein et al., 1988) and expertise (Gleim et al., 

2013). Thus, the literature indicates that prior knowledge and level of involvement are connected 

(Lee et al., 1999). Further, a study by Frank & Brock (2018) indicated that high-involvement behav-

iors have a tendency of being resistant to changes as such behaviors are constructed from personal 

relevance (Thøgersen et al., 2012). Despite the fact that high-involvement consumers tend to be more 

rigorous in their decision-making processes and thus more resistant to changes, literature suggests 

that new additional information still can be accepted, if the consumer is willing to engage in searching 

for supplementary information  (Lee et al., 1999; Szmigin et al, 2009, Thøgersen et al., 2012; Frank 

& Brock, 2018;). Thus, more information and a broader EK seem to positively affect beliefs, attitudes, 

intentions and consequently green behavior. However, luxury consumers who often make high-in-

volvement decisions might be hard to influence and convince of new behavioral patterns.  

 To define the notion and obtain a deeper understanding of luxury and sustainable luxury 

consumption, the following paragraphs will review the previous literature and research conducted 

within this field. 

 

Introduction to Luxury 
As already stated in the introduction and the previous paragraph the market of luxury is growing, 

while consumers in the textile industry, who engage in high-involving consumption, often drives and 

influences the rest of the fashion industry and other consumers’ adoption of trends (O’Cass & Frost, 

2002). Thus, it is interesting to get a better understanding of the luxury fashion field, as it affects the 

rest of the fashion industry, while it is a growing market evolving slowly towards greener alternatives 

and sustainable procedures.  

 Despite plenty of literature on luxury and luxury brands, a widely accepted definition 

of the concept does not exist, thus the researchers find it relevant to examine different perspectives 

on luxury to form an integrated understanding and the most precise definition. Luxury as a term is a 
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subjective and multidimensional construction, why it is difficult to assign a short and precise defini-

tion (e.g. Wiedmann et al., 2007; Kapferer, 1998; Davies et al., 2012).  

 In the concept of luxury, Dubois & Laurent (1994) found that the term luxury was used 

in association with upscale, quality, good taste, class, and flashiness. Also, Davies et al. (2012) pre-

sented the concept of luxury goods and its potential growth in ethical consumption, as possible to 

divide into three different intercorrelated areas; the economic-, the psychological- and the marketing 

view. Those areas all have different perspectives on luxury and contribute to a definition of the con-

cept for this thesis (Davies et al., 2012).  

The Economic View 

From an economic view, ‘luxury’ is used about products of the highest price and quality2 of the market 

(McKinsey, 1990; Kapferer, 1997). Luxury goods are said to have a “high-income elasticity of de-

mand" – meaning that consumers will buy more luxury goods if their income rises (Ward & Secondi, 

2005, p. 7-8). Some products are even said to have a positive price elasticity of demand; thus, the 

price rise will lead to increased demand as the item is seen as more exclusive, which leads to higher 

perceived value (Ward & Chiari, 2008). This is according to economists possible because of the 

brands' price differentiation strategies, where consumers are proud to pay more for the meaning the 

luxury product has to them, even though it does not correlate with its actual functional value (Ward 

& Chiari, 2008). 

The Psychological View 

Looking at the psychological view, some people might perceive one brand as a luxury, while others 

might perceive it as mainstream (Kapferer, 1997). The psychological perspective is said to be the 

most important factor in distinguishing luxury from non-luxury, as luxury is not seen as a necessity 

but a realm of desire (Arghavan & Zaichkowsky, 2000; Mortelmans, 2005). There exists an agree-

ment in the literature that luxury goods not only fulfill a functional utility but also bring esteem to the 

one who is wearing it (Vigneron & Johnson, 2004). Grossman & Shapiro (1988) also found that the 

label of luxury goods or design characteristics (e.g. logo and fabric) created value and prestige for 

the consumer in itself. Purchasing luxury products does not only involve buying a product that rep-

resents value to the individual but also the person's reference groups (Wiedmann et al., 2007). One 

of the earliest researchers of behavioral consumption, Veblen (1899), found that conspicuous con-

sumption was used to signal wealth, status and power, why research has suggested that prestige 

                                                
2 Economist definition of quality is what they know how to measure (tangible values) (Kapferer, 1997)  
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brands could dominate the conspicuous consumer segment (Veblen, 1899; Levy, 1959; Vigneron & 

Johnson, 1999). Vigneron & Johnson (1999) developed a conceptual framework to look into prestige-

seeking consumer behavior. They included personal effects such as hedonist, perfectionist motives, 

and interpersonal effects earlier conceptualized by Leibenstein (1950) as snob, conspicuousness and 

bandwagon motives (Vigneron & Johnson, 1999; 2004). Vigneron & Johnson (1999) used self-con-

sciousness to represent the consumer's responses to social influence. This is consistent with previous 

research, finding that an individual’s behavior varies depending on how they accentuated interper-

sonal influence (e.g. Mason, 1981; Bushman, 1993; in Vigneron & Johnson, 2004). Thus, the luxury 

consumer seems to be very influenced by one’s SN. 

 Meanwhile, Dichter (1960) has found that consumers' choice might be driven by non-cognitive and 

unconscious motives. Later, Dubois & Laurent (1994) recognized the value of emotions as being an 

essential characteristic of the perceived utility and relation to the luxury product. This is consistent 

with what is referred to as the hedonic effect, where consumers evaluate the perceived value of luxury 

goods to arouse subjective feelings and experience of emotions (Vigneron & Johnson, 1999).  

 Finally, according to Kapferer (1998) luxury is art that is applied to functionality and 

provides extra pleasure, while flattering all senses at once. Later, Phau & Prendergast (2000) found 

that luxury brands compete to win consumers' attention through exclusivity, brand identity, brand 

awareness, and perceived quality. Thus, the psychological aspect of luxury manifests how the con-

sumption of luxury includes much more than the functional attributes.   

The Marketing View 

By combining the previous perspectives of economy and psychology, the marketing view looks into 

how to brand the products, while maintaining the sense of luxury (Davies et al., 2012). De Barnier et 

al. (2006) found that between cultures and countries there exists a common need for values when 

purchasing luxury (in the form of e.g. aesthetics, quality, price and brand history/identity). Also, 

Vigneron & Johnson (1999) recognized that conspicuousness is not the only perceived value for pres-

tige products. Also, the rarity, uniqueness, popularity, and exclusiveness affect the demand and per-

ceived value (Groth & McDaniel, 1993; Solomon, 1994; Verhallen & Robben, 1994 in Vigneron & 

Johnson, 1999). Sociologists like Baudrillard (1998) have contributed to the discussion, showing that 

when the "middle class/commodity" consumer starts purchasing objects of the "elite's" taste, the elite 

moves to other consumptions, as the perceived value of rarity decreases. This is similar to what is 

referred to as the snob-effect (Leibenstein, 1950). Yet, consumers do not only buy luxury products to 

impress other people or display status and success with their purchases, but the luxury products should 
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also give the consumers something more (Davies et al., 2012). The products need to contribute to 

self-pleasure, which demands a certain quality of the functionality and luxurious atmosphere (Ibid.).  

 Some literature recommends using prestige-pricing-strategy (Groth & McDaniel, 1993; 

Berkowitz et al., 1992), as authors have demonstrated how price may have a positive influence on the 

perception of the product quality and prestige (Vigneron & Johnson, 1999; Ward & Chiari, 2008). 

This is aligned with researchers who have argued that the price for luxury goods is above the func-

tional value (Kapferer & Michaut, 2015). Nia & Zaichkowsky (2000) found that the consumer per-

ception of value, satisfaction, and status of real luxury products did not decrease by the availability 

of counterfeits, as consumers were aware of the real quality and the brands' characteristics. Hence, 

psychological attributes are essential to remember when branding luxury products. 

  

Taking the different aspects into consideration, luxury products in this paper is defined as The most 

prestigious products in its category (with highest price and quality), which should satisfy functional 

values while aiming to satisfy psychological attributes and increase personal well-being and self-

pleasure through peer and self-identification.   

 

To get a better understanding of how luxury and sustainability are connected, the next paragraph will 

review the previous literature conducted in this area. 

Luxury and Sustainability  

In the previous two paragraphs, we saw how literature has shown that there is evidence for a green 

intention-behavior gap to exist, while luxury was presented as a multidimensional concept. This par-

agraph will look closer to the literature describing luxury and its relation to ethics and sustainability. 

 

According to Kapferer (2010), luxury consumers desire high quality, the best craftsmanship, ethical 

items, and authentic design, which also drive sustainability within the fashion industry. Yet, com-

pared to other industries the fashion industry has been lacking when talking sustainability (Jacobs et 

al., 2018). However, in recent years several luxury brands like Gucci, Armani and the brands of 

LVMH have started to consider sustainability and ethics (Henninger et al., 2016). Davies et al. (2012) 

argue that there is room for potential growth in the luxury industry, as luxury brands have not yet 

fully adapted the consumers’ ethical concerns (Davies et al., 2012). They describe ethical concerns 

as the worrying about the effects that a purchasing choice has, on not only on oneself but also on the 

external world (Ibid.). 



	 39 

 Some studies have searched to understand the motivation behind the green luxury con-

sumers’ PB (Davies et al., 2012; Gibson & Seibold, 2014). They revealed that the ‘new’ focus on 

green luxury consumption required education of the consumers to shift their desire from focusing 

solely on personal satisfaction to be more socially and environmentally positive (Gibson & Seibold, 

2014). This is aligned with other research, which has found that consumers have high-quality expec-

tations to luxury brands and do not associate recycled materials with prestige (Davies et al., 2012; 

Achabou & Dekhili, 2013). However, Ageorges (2010) and Kim & Ko (2012) further acknowledged 

that it is no longer enough for luxury brands to rely only on the rarity, uniqueness, and quality of their 

brand name, they also need to present concerns for the humane and environmental values to establish 

a strong relationship with the consumers.   

 

Very little academic literature has paid attention to the relevance of sustainable, responsible practices 

within the industry of luxury goods (Davies et al., 2012; Achabou & Dekhili, 2013). Achabou & 

Dekhili (2013) found that some consumers thought the market share of luxury goods was too little 

for it to make a difference for the environment, while not being very resource driven compared to 

short life-cycle products. Meyer (2001) identified two barriers of EF luxury PB, being the limited 

choices and the aesthetic disadvantages that may occur with this ethical choice.  

 

It is unclear if research looking into ethical consumption can be transferred directly into ethical luxury 

consumption (Davies et al., 2012), as previous research has proven the existence of major differences 

between decision-making in luxury compared to commodity purchasing (Vigneron & Johnson, 1999; 

Nia & Zaichkowsky, 2000). Studies made by Auger et al. (2008a) & Auger et al. (2008b) show that 

consumers, in general, are willing to make an effort to purchase more sustainable products when it 

comes to food, cosmetics and everyday clothing (McGoldrick & Freestone, 2008), as long as they do 

not have to sacrifice functional attributes. Thus, EF products should fulfill the same attributes as the 

non-green products (Berchicci & Bodewes, 2005). Price, brand value, quality, prestige, product sat-

isfaction, self-image, and convenience are found to rank higher than ethics for luxury consumers 

(Davies et al., 2012). Literature from Bhattacharya & Sen (2004) and Auger et al. (2008a) found that 

commodity consumers were unwilling to sacrifice quality for ethics. With the high-quality demands 

for luxury products, this leads to the assumption that luxury consumers supposedly are even more 

selective about their brand choices (Davies et al., 2012). Thus, according to Davies et al. (2012), there 

exist scarce evidence proving that people would carry their ethical behavior into their purchases of 
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luxury goods. Finally, consumers do not seem to be willing to sacrifice the original products’ func-

tionality values to buy EF products (Domina & Koch, 1998).  

 

Armstrong (2009) explained how the purchase of luxury brands fulfilled a need for status and recog-

nition, resulting in consumer satisfaction. Moreover, Achabou & Dekhili (2013) support that an eth-

ical concern should be able to improve the consumer’s opinion and self-perception by increasing the 

decisive factor in psychological satisfaction, which is provided by the luxury goods (Olorenshaw, 

2011 as cited in Achabou & Dekhili, 2013). To benefit from this, self-identity and peer identity should 

be in focus when promoting the consumption of ethical luxury, enhancing the self-pleasure and he-

donic aspects (Davies et al., 2012). Consumer assumptions have also indicated that consumers believe 

that there exists a price differential irregularity of purchase and a feeling of not being able to make a 

difference (Ibid.). Previous research supports the finding of consumers believing that ethical products 

generally will cost more than non-ethical products, which might not always be true in the real world, 

also referred to as ‘Separation Fallacy’ (Freeman, 1994; Harris & Freeman, 2008).  

 Despite the increasing importance of ECs, some research claims that the principles of 

sustainability can be perceived as incompatible with those of luxury (Yang et al., 2017). This being 

that luxury is centered on products that are unique, valuable and rare materials that offer hedonic 

benefits to the consumer, rather than environmental or ethical concerns (Ibid.) Thus, some literature 

finds that the experience attached to luxury may be observed as a potential hindrance for green con-

sumption (Karaosmana et al., 2018). 

 Achabou & Dekhili (2013) found that the occasional luxury buyer (i.e. one who only 

buys it sometimes compared to one who buys it regularly) was more open to recycled fabrics than the 

regular buyer of luxury goods. Also, women showed to be more open toward recycled materials 

(Achabou & Dekhili, 2013), while younger people have proved to be the segment showing most 

concern about the environment and ethics (Niinimäki & Hassi, 2011; Kiatkawsin & Han, 2017). This 

is interesting in regard to segmenting when doing sustainable marketing.  

 Vitell (2014) examined consumers' ethics and social responsibility in their purchase 

behavior and argued that consumers must be convinced about their responsibility to make a change. 

Meanwhile, he argues that many consumers claim to be more environmentally conscious than they 

really are. However, this supports the arguments of lack of availability, knowledge, and forgetfulness, 

and it brings the opportunity of potentially having an impact, if reminding the consumer of their 

ethical responsibility in the purchase situation (e.g. through an eco-label) (Bjørner et al., 2004).  
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 Based on this, it is clear that luxury consumers have high expectations to the luxury 

brands, while they previously have shown to rate quality and other hedonic attributes higher than 

ethics. It is a bit unclear whether they are willing to pay higher prices for green products, as literature 

has shown different findings. Finally, the consumer does not seem to be sure that they can contribute 

to any difference, while barriers as lack of availability and knowledge have been mentioned in several 

studies as hindrances for green PB. This creates to implement a potential for a CL, which might 

remind and inform the luxury consumers of the green choice at the cash register. The literature on CL 

will be examined in the following paragraph.   

 

Climate Labels 
As CLs previously have shown to change consumption behavior, literature and research concerning 

those labels will be reviewed beneath. A CL indicates that the labeled brand is EF produced and 

presents complex environmental information to the consumer about a certain product (Bjørner et al., 

2004). Examples of a CL are the Danish red "Ø" for ecological products, the Nordic Swan used for 

e.g. different household products and the international GOTS (Global Organic Textile Standard, n.d.) 

label used for textile products. It is a prerequisite that the consumer knows and understands what the 

label stands for before it will contribute to any possible change in behavior (Thøgersen, 2000). Un-

derstanding a label can be outlined as when a person knows that it exists, what it stands for, and how 

it looks, while ‘recognizing’ a label means that the consumer does not perceive the same understand-

ing of it but has seen it before (Ibid.). The idea about adding CLs to products is, that credible envi-

ronmental information will affect the consumer’s brand choice and therefore increase the market 

share of EF products (Ibid.). Bucklow et al. (2017) support the suggestion, saying that eco-labels can 

contribute to a grow market share and create product differentiation as long as the consumers accept 

the label. According to Hansen & Kull (1994), a consumer will use the label as intended in the deci-

sion-making process if one believes in the message it conveys. 

 

Bjørner et al. (2004) agree that there exists an intention-behavior gap, as when people are asked if 

they would be influenced by environmental information or ethical aspects of products, they mainly 

answer yes, however, they end up acting in another way (Ibid.). A label that has proven to contribute 

to the change of consumer behaviors is the certified Danish Swan label, which generally generates a 

high level of WTP for goods, with this label attached (range from 13% to 18% of the price on toilet 

paper) (Ibid.). Previous studies have also agreed that there is a WTP a higher price for eco-labeled 



	 42 

products (Loureiro & Lotade, 2005), while some surveys have shown that consumers are willing to 

incorporate environmental information into their consumer decisions (Russell & Clark, 1999). Also, 

Shaw et al. (2005) found that labeling would be an effective way to provide reliable information about 

brands' ethical credentials. Based on this it appears that a CL could potentially influence the consum-

ers’ product choices, also being a legitimate way for people to express their preferences and values. 

Bjørner et al. (2004) identified five studies with CLs, where three registered that labels have an effect 

on consumers’ WTP and/or increase sales, and the two remaining studies revealed mixed results. 

They found that the (Danish) consumers are willing to act upon the CL, without it having a direct 

benefit for themselves, and therefore the authors concluded that the consumers tend to act on altruistic 

motives (Ibid.). More so, this indicates that the consumers trust the government and the (from their 

saying) pursuing ambitious environmental goals (Ibid.). This contributes to Thøgersen's (2000) study, 

which claims that besides trust and knowledge the consumers need to have a prerequisite for paying 

attention to CLs in an information-crowded environment.   

 The consumer needs to believe that the label can help one in attaining certain goals 

(Palm & Windahl, 1998; Nilsson et al., 1999 in Thøgersen, 2000). Thøgersen (2000) has further 

pointed out that an informative CL will only influence the decision-making if the consumer is envi-

ronmentally concerned and associate it with achieving their personal environmental goals or if it is 

possible to associate other advantages with the environmental purchase. Consumers attach various 

importance to their environmental goals, referred to by many as pro-environmental attitudes 

(Thøgersen, 2000). Those attitudes increase consumers’ willingness to buy EF products (Thøgersen, 

1998). The consumer’s attention given to CLs depends on the priority in regard to the persons’ indi-

vidual goals, and the belief of how this goal can be achieved through the purchasing of EF products 

(Thøgersen, 2000). Thøgersen (2000) further indicates that a CL can work as a supplement for envi-

ronmental awareness and self-confidence enhancing information and education efforts. 

 The information provided through the label is a very simplified and downscaled mes-

sage, considering the complexity that lies behind the product process, throughout the end-to-end sup-

ply chain operations (D'Souza et al., 2007). According to Karaosmana et al. (2018), there is a reason 

to believe that it is hard to attach a regularly known and approved CL, as there exists lacking trans-

parency within the supply chain, which limits the traceability of the production process. To transfer 

the best practices, this transparency is needed across the entire supply chain (Ibid.). This creates a 

case where companies need to take responsibility, while the consumer needs to be educated. Addi-

tionally, many studies show that consumers believe more in environmental information provided by 
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independent sources than by companies and producers (e.g. Mackenzie, 1991; Tufte & Lavik, 1997). 

Bucklow et al. (2017) support this by saying self-declared or voluntary labels may invite fraudulence 

and greenwashing due to the brands' independent verification. 

 

Finally, looking at the Eco-Label Index, there exist more than 460 eco-labels (EcoLabel Index, n.d.). 

Therefore, it is important to be aware that when adding a CL, it can contribute to potential information 

overload, which can cause confusion and mistrust, potentially not leading to the intended PB (Buck-

low et al., 2017). Nilsson et al. (1999) suggested that the stores should focus on providing information 

in the store, as the labels and the labeled products and the surroundings are the most important sources 

of learning about eco-labels. Thøgersen (2000) contributes to this by saying that the best education 

about the CLs first and foremost is dependent on increased availability of the labeled products and 

that the retail business, in fact, could be the key to increased attention toward the labels. Hence, the 

higher the availability of CL products, the higher the knowledge the consumer will obtain and the 

higher credibility the labels will receive (Thøgersen, 2000). 

Summary of Literature Review 
Summarizing the literature review, it first presented literature within the theoretical framework of 

TPB and its different variables. This was followed by a review of the previous research on the phe-

nomenon of the attitude-intention-behavior gap within ethical consumption. This revealed that liter-

ature has found the gap to occur based on different factors such as habits, price-sensitivity, and situ-

ational context, while mostly concentrating on the gap between attitude and behavior. However, no 

literature has yet investigated whether the intention-behavior gap exists within luxury fashion con-

sumption and if it is possible to influence it. Subsequently, the literature on EK was presented, show-

ing that the majority of research claims that knowledge will affect attitudes, intentions, and behavior. 

This was followed by a presentation of the multifaceted concept of luxury and luxury linked to sus-

tainability, showing that luxury consumers have strong preferences and value attributes as quality and 

psychological features high. Finally, the concept- of and previous research on CLs were presented, 

revealing that CLs previously have shown to contribute to more EF behavior as long as the consumers 

understand and trust the label.   

 Based on the literature review the thesis aims to contribute to the existing research by 

investigating if the ethical intention-behavior gap appears within the field of sustainable luxury fash-

ion. The study will be based on the framework of TPB, including different variables to see how those 

may affect the potential gap and green behavior. To contribute to existing theory, hypotheses will be 
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used enabling the researchers to accept or reject the existing theory and potentially come up with new 

knowledge. The following chapter will present those hypotheses.  
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Chapter 2: Hypotheses Development 
Drivers of Purchase Behavior 
This chapter will introduce the hypotheses developed from the preceding literature review. 11 hy-

potheses will be presented and form a conceptual model, which will be used to test the stated hypoth-

eses. The following study is deductively constructed, beginning with the theory that is tested through 

hypotheses, from where the theory will be accepted or rejected and aiming to create new knowledge. 

By using strong and established theories, it is possible to produce hypotheses, which are valid and 

testable, while they work as scientific statements (Field, 2009). Blaikie (2010) expressed that a way 

to perceive the world and to make sense of it, is through the use of statements, as they can concretize 

and contextualize various issues (Blaikie, 2010). Thus, this thesis aims to make scientific statements, 

which can further be tested in future studies. 

 It is almost impossible to avoid news involving the environment, ethics, and sustainability when 

opening any newsfeed. Therefore, the thesis rests on a belief that everyone is influenced and to some 

extent hold an attitude towards environmental issues, regardless of acting on it or not, and regardless 

of being willing to change behavior or not. The thesis is built on literature showing that there might 

exist an intention-behavior gap within ethical consumption and the assumption that all the variables 

from the TPB framework will affect the final PB. The next paragraph will outline the theoretical 

foundation from where the different hypotheses have been derived. 

 

Hypotheses Development 
EK is the information an individual possesses when determining and confirming issues about the 

environment, providing the consumer with the ability to transform the knowledge into influential 

behavior (Lin & Niu, 2018). EK has previously shown to be a predictor of environmental beliefs and 

norms (Thøgersen, 2000; Kiatkawsin & Han, 2017). As implied during the literature review attitudes 

are influenced by cognitions and effects, which are judged through pre-existing evaluations that are 

based on beliefs (Zanna & Rempel, 1988; Eagly & Chaiken, 1993; Eagly & Mladinic, 1994; Ajzen, 

2001; Szmigin & Piacentini, 2015). According to Kollmuss & Agyeman (2002), EK leads to an en-

vironmental attitude and in turn, behavior (Kollmuss & Agyeman, 2002 as cited in Lin & Niu, 2017). 

Studies have also demonstrated positive correlations between an increase in EK and an increase in 

environmental attitude and behavior (Haryanto, 2014; Hsu & Roth, 1998 as cited in Lin & Niu, 2018). 

Meanwhile, the knowledge function has been recognized as a function of attitude (Katz, 1960; Ajzen, 
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1991; Szmigin & Piacentini, 2015). Thus, the knowledge in an area should naturally influence atti-

tude. Carrington et al. (2010) have supported this, claiming that the intention-behavior gap might 

occur due to the lack of knowledge and inaccurate information. Meanwhile, Lin & Niu (2018) 

acknowledge that EK plays an important role in affecting environmental attitude. To test this the 

following hypothesis is anticipated:  

H1a: Possession of a high level of environmental knowledge will positively influence a con-

sumer's sustainable attitude 

 

Greenbaum (1966) identified that people with a high need for social approval were more likely to be 

impacted by the external situational factors, than the subjects of low need for social approval. EK can 

be said to be formed through external situational factors, such as media and reference groups, while 

SN is the perceived social pressure an individual experience from reference groups, to perform or not 

perform a certain behavior (Ajzen, 1991; Cowan & Kinley, 2014; Reid et al., 2018). Thus, the indi-

vidual will tend to feel pressure to act according to what is expected from others and to what is per-

ceived to be within the norms (Bearden et al., 1989). More so, the external factors around the indi-

vidual have been conceptualized as a situational context and have proven to be a significant factor, 

when it comes to influencing consumer behavior (Belk, 1975). Based on the belief that people in the 

modern world today generally possess opinion about the environment, this means that greater 

knowledge about the environment should be affecting the individual's pressure to behave in a more 

EF way, in order to be able to live up to the SN. Hence, the following hypothesis is suggested:   

H1b: Possession of a high level of environmental knowledge will positively influence a con-

sumer's subjective norm 

 

PBC includes both internal and external factors (control and behavior). PBC is the external control 

factor of the behavior, meaning an individual’s perception of own control over the behavior that is 

intended to be performed in practice (Armitage & Conner, 1999). On the opposite, SE is seen as an 

internal control factor and is the belief about one’s own capability to perform a given behavior, in 

order to achieve certain attainments (Ajzen, 1991; Bandura, 1997). If the individual possesses a high 

level of SE it is according to researchers more likely that the person believes that one’s actions have 

a strong effect on external circumstances (Phau et al., 2015; Carrington et. al, 2010). It is suggested 

that this will increase the likeliness of the person taking action (Yim et al., 2012). On the other hand, 

people who judge themselves as unable to make a difference will hold back (Ibid.). This judgment is 
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often based upon previous unsuccessful events, resulting in worrying about potential threats and per-

ils that rarely happen, and in return the consumer experience a high level of cognitively generated 

distress (Bandura, 1982). SE has also been defined as a situational variable, which can potentially be 

changed and influenced and can serve as a strong predictor behavior (Bandura, 1972; Yim et al., 

2012). Hence, it may be possible to influence how people will act in situations where they have to 

choose between green and conventional products. 

 If an individual believes to have a high efficacy toward a behavior, the person will also 

perceive oneself to possess great control over this behavior, and accordingly, the likeliness that one 

will perform this behavior will be high (Armitage & Conner, 1999; Sutton, 2015). When an individual 

has a high EK the person tends to believe that one can actually control what happens in the purchase 

situation and hence, make a difference (Armitage & Conner, 2001; Bandura, 1982; 1986; Paul et. al, 

2016). Thus, if a consumer knows much about the environment, the person believes that one can 

actually contribute to a change (Ibid.). Thus, knowledge in an area is assumed to provide a stronger 

control belief and confidence towards what can actually be changed and therefore provide a stronger 

PBC. Based on this, the following is hypothesized:  

H1c: Possession of a high level of environmental knowledge will positively influence a con-

sumer’s perceived behavioral control when purchasing luxury products 

 

Positive attitudes toward EF products are a reflection of individual beliefs, values, and attitudes, 

which according to previous studies also apply to EF luxury products (Davies et al., 2012; Cowan & 

Kinley, 2014; Felix & Braunsberger, 2016; Park & Lin, 2018). Following TPB attitudes have a direct 

effect on PI, thus when forming product specific attitudes, the PI will be affected (Ajzen, 1991; Fol-

lows & Jobber, 2000: Jung et. al, 2016). The stronger the attitude is perceived to be the more its 

predictive power is (Armitage & Conner, 2001). Even though literature argues that there exists an 

intention-behavior gap, stimulation of pre-distinguished values, beliefs, attitudes, and preferences are 

still acknowledged as important determinants when forming implementation intentions (Carrington 

et al., 2010). Hence, literature claim that strong attitudes will lead to strong intentions (Ibid.; Ajzen, 

2001; Szmigin & Piacentini, 2015). Attitudes towards purchasing green apparel have previously 

shown to be a strong leader of green purchase intentions (Cowan & Kinley, 2014). For this reason, 

the possession of a strong SA is assumed to be a strong predictor for the consumption of green luxury 

products. To test this theory, the following is proposed:  
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H2a: A strong sustainable attitude will positively influence a consumer's purchase intention 

of environmentally friendly luxury products 

 

Previous research shows empirical evidence that SN strongly affects PI across cultures (Shukla, 

2011). The influence from related interest groups, information from media, and other external factors 

create a pressure on individuals to perform more sustainable behaviors (Shaw & Clarke, 1999; Gold-

smith & Goldsmith, 2011; Cowan & Kinley, 2014). Thus, when an individual is highly influenced by 

SN, the person is more likely to be concerned about what others think, expect and approve, in regard 

to one’s behavior. SN has proven to drive the “green choice” behavior for small decision-making 

(Kiatkawsin & Han, 2017), which is also expected to be applicable to sustainable luxury fashion. In 

regard to EF responsibilities, individual values are positively influenced by SN, which as a result 

influences pro-environmental behavioral intention (Ibid.). Also, literature based on TPB supports that 

intended behavior is stronger when an individual's SN is enhanced by specific social reference groups 

(Ajzen, 1991; Cowan & Kinley, 2014). Hence, an individual has a stronger intent to purchase EF 

products, if there exists a pressure from the surrounding social network to behave in a more EF matter 

(Cowan & Kinley, 2014). For that reason, the following is proposed:    

H2b: A strong subjective norm will positively influence a consumer's purchase intention of 

environmental-friendly products 

  

According to TPB, PBC can be a relative predictor of the actual behavior, hence also the intention 

(Ajzen, 1991). PBC is based on perceptions; imagined scenarios of planned behavior(s). However, 

perceptions may have degrees of inaccuracy and instability, why it is important to be aware that it 

does not always predict the actual behavior (Carrington et. al, 2010). Meanwhile, it has been found 

that individuals with a high level of PBC and SE seem to have a higher motivation for sustainable 

behavior (Schutte & Bhullar, 2017). When individuals with high SE are introduced to interventions 

intending to impact sustainability behaviors, this positively influences the PI of sustainable products 

(Schutte & Bhullar, 2017). Hence, when you believe you can make a change, you are more willing 

to buy EF products. This argument can be supported by Kiatkawsin & Han (2017) who in their study 

discovered that when their respondents believed their actions actually could contribute to a change 

for the environment, it positively influenced their intention to act sustainably. Therefore, a high PBC 

is assumed to positively affect consumer's PI of EF products, as they will believe that they are able 
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to contribute to a change and fulfill the intended behavior. Therefore, the following hypothesis is 

initiated:   

 H2c: A high level of perceived behavioral control will positively influence a consumer's pur-

chase intention of environmentally friendly luxury products 

 

Attitude, SN and PBC all capture motivational factors affecting behavioral intention (Fishbein & 

Ajzen, 1970; Ajzen & Fishbein, 1975; 1980; Ajzen & Madden, 1986; Ajzen, 1991; 2002). The con-

ceptual model for this study consists of the variable EK, which is believed to affect the three predic-

tors of PI (i.e. SA, SN and PBC). Kiatkawsin & Han (2017) found that EK had a positive effect on 

the intention to act sustainably when the respondents believed they could contribute to a better envi-

ronment. Carrington et al. (2010) explained ‘implementation intentions’ as the existence or the ab-

sence of a mental implementation plan of how to put the good intention into action. This plan is 

suggested as the key explanation for the success or failure of acting on the intention (Ibid.). Mean-

while, they further claimed that the identified intention-behavior gap can be caused by a lack of 

knowledge (Ibid.). Thus, more knowledge should strengthen the formation of a PI and hence the PB. 

Also, Cowan & Kinley (2014) found EK to be one of the most important variables for influencing EF 

PI. Thus, the following hypothesis is built on the belief that a higher knowledge about the environ-

ment and the knowledge about how to contribute to a change, should ease the individual’s manifes-

tation of an implementation plan for acting on the green choice, and as a minimum provide an inten-

tion to do so. On that note, the following is suggested:   

H2d: Possession of a high level of environmental knowledge will positively influence a con-

sumer's purchase intentions of green products 

 

PB can be defined as the individual’s attempt to satisfy one’s needs through search, appraisal, pur-

chase, usage, and disposal of products, services or ideas (Lin & Niu, 2018). Following TPB, the 

relationship between attitude and intention should directly predict the actual behavior (Ajzen, 1991). 

PI reveals the consumer's evaluation of priorities, personal relevance, preferences, and intention to 

buy a particular product (Lin & Niu, 2018). A direct correlation between intention and behavior has 

been identified by several researchers (e.g. Follows and Jobber, 2000; Jung et al., 2016;). Lin & Niu 

(2018) claim consumers’ intention and behavior point toward green consumption. Further, EK, atti-

tude, responsibility, and intention have been found to be the predicting factors of individual environ-

mental behavior (Law et al., 2017). However, it has been identified that consumers tend to buy both 
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environmentally responsible and non-responsible conventional products, why they do not always act 

according to their intentions in the purchase situation when it comes to green products (Follows & 

Jobber, 2000; Carrington et al., 2010). This study acknowledges that there exists an intention-behav-

ior gap somewhere within ethical consumption. Yet, most literature still suggests that there exists a 

direct connection between intention and behavior in general, especially if people previously have 

acted in a certain way (Carrington et al., 2010; Ajzen, 1991; Armitage & Conner, 1999; Li et al., 

2012). On that note, the following hypothesis will be used to test the theory: 

H3: A high purchase intention of environmentally friendly products will positively influence 

a consumer's purchase behavior of such products 

 

Previously it was mentioned that many different stimuli influence the behavior, thus ethical consid-

erations are used in the conceptual model of this research, to investigate how this may influence the 

actual behavior. Ethical intentions are based upon a consumer's internal assessments and salient be-

liefs toward a given behavior (Shaw et al., 2007; Carrington et. al, 2010; Jacobs et al., 2018). Con-

sumers with a concern about the environment, environmental protection and ‘going green’, often have 

a certain level of EK and consciousness (Lin & Niu, 2018). EC has been found to significantly impact 

consumers’ considerations and PI (Auger et. al., 2003). Meanwhile, some literature has also clarified 

that even though ECs are generally increasing and affecting PI, there is still little evidence that it 

actually transforms into PB (Roberts, 1996, as cited in Auger et al., 2003; Follows & Jobber, 2000; 

Shaw et al., 2007; Carrington et al., 2010). Furthermore, consumers tend to form "green halos" when 

purchasing EF products, which contribute to supporting to fulfill their subjective ethical obligation, 

in order for them to recognize themselves as being ethically minded consumers (Shaw et al., 2005; 

Schuldt et al., 2012). Also, Davies et al. (2012) confirmed that ethical PB is a way for the ethically 

minded consumer to share concerns with society. However, they found that luxury consumers were 

only slowly starting to consider ethics for luxury products but did not truly care about ethical luxury. 

Meanwhile, McGoldrick & Freestone (2008) found that consumers were willing to pay more for 

green apparel in order to appease their moral values. This goes along with the study by Lin & Niu 

(2018), in which they argued that environmentally conscious consumers, who also took action from 

their intentions, had an improved environmental attitude due to the experience of a stronger sense of 

responsibility and care. In turn, they argued that this should increase consumers' green consumption 

behavior (Lin & Niu, 2018). Hence, EC should have an influence on the behavior for the consumer 
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to share concerns and act more sustainable in the purchase situation. This will be tested through the 

following hypothesis:  

H4: A high level of ethical consideration will positively influence a consumer's purchase be-

havior of green luxury products 

 

It is clear that there generally exists an intention-behavior gap within some ethical consumption (e.g. 

Carrington et al., 2010; Chen & Chai, 2010). Consumers attach different concerns to the purchase of 

green products. One concern is that the production cost often is higher on green products, which 

increases the price on the product and as a result, making it only available to a limited part of the 

population (Lin & Niu, 2018). However, consumers with attitudes of pro-environmental character 

have been recognized to not perceive premium pricing as a barrier for sustainable PB when it comes 

to clothing (Jacobs et al., 2018). Instead, they emphasize that they are willing to pay a higher price 

for sustainable products (Ibid.). Researchers found that as long as other attributes such as brand im-

age, color, and quality were fulfilled, consumers were willing to pay a premium price, as the perceived 

risk then seemed low (McGoldrick & Freestone, 2007). The WTP higher prices, on the other hand, 

will be low if additional attributes are not fulfilled (De Pelsmacker et al., 2005). Some literature ar-

gues against this, claiming that most consumers do not care enough about firms’ CSR policies to pay 

higher prices (Devinney et al., 2010). Meanwhile, Auger et al. (2003) found that consumers were 

willing to pay for ethical products, however, the price affected how much more. Lin & Niu (2018) 

suggested that consumers who purchase green products fulfilled their own needs of protecting the 

environment. Thus, they were willing to pay a higher price for those products compared to general 

products, as long as they were aware of the extra benefit (Fraj & Martinez, 2007; Paul & Rana, 2012 

as cited in Lin & Niu, 2018). De Pelsmacker et al. (2005) studied consumers’ WTP more for coffee 

and found that unless they cared a lot about the environment, they were not willing to pay a higher 

price for it (De Pelsmacker et al., 2005).  

 Turning to luxury products, what is interesting is, that luxury brands are said to have a 

positive price elasticity, which means that the higher the price, the higher the perceived exclusivity, 

and thus, the higher the demand and hence the perceived value is (Ward & Chiari, 2008). Luxury 

consumers are said to be proud to pay more for the meaning attached to luxury goods, even though it 

does not correlate with its actual functional value (Ibid.). Based on this, research has suggested that 

prestige brands could potentially dominate the conspicuous consumer segment (Veblen, 1899; Levy, 

1959; Vigneron & Johnson, 1999). Hence, the belief that EF products should be more expensive 
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should possibly only make the products more intriguing for luxury consumers, as they seem to be 

more resistant to price-sensitivity. Therefore, a higher price on green luxury fashion goods is assumed 

to positively influence the behavior of a luxury-consumer to act in an EF way. To test this, the fol-

lowing hypothesis is proposed: 

H5: A high resistance for price-sensitivity will positively influence a consumer's purchase 

behavior of environmentally friendly luxury fashion products 

 

The study acknowledges that intention does not always turn into behavior when it comes to products 

produced with ethical concerns (Carrington et al., 2010; Davies et al., 2012; Cowan & Kinley, 2014; 

Jacobs et al., 2018). In the search of getting closer to how to potentially influence the gap, literature 

has discovered that better information potentially can help ethically minded consumers to choose to 

purchase EF products (De Pelsmacker et al., 2005). Previous research has provided evidence that 

climate labels have a prominent effect on PB (Thøgersen, 2000). Later research supported this finding 

by showing that behavioral outcomes can be influenced by external priming through the exposure of 

moral stimuli (Mazar & Zhong, 2010). Those regulating externalities have shown to increase the 

motivation of altruistic motives for consumers when purchasing green products (Ibid.). A CL used as 

a moderator has consequently positively shown to affect PB in relation to brand choice, WTP, trust, 

values and environmental attention (e.g. Thøgersen, 2000; Bjørner et al., 2004). 

 According to Davies et al. (2012), consumers care more about prestige than ethics when purchasing 

luxury products compared to conventional products. On that note, they argued that ethical consumers 

might not be ready to convert their ethical intentions into ethical PB when it comes to luxury goods 

(Ibid.). Meanwhile, other researchers claim that it is no longer enough for luxury brands to only focus 

on elements as prestige, rarity, uniqueness, and quality (Ageorges, 2010; Kim & Ko, 2012). Instead, 

they also need to take responsibility and show concern for humans and the environment, in order to 

be able to establish a strong relationship to the consumers (Ibid.). To create brand differentiation for 

luxury brands and accordingly affect the consumer’s choices, literature suggests the implementation 

of a CL, as an effective way to provide reliable information about a brand’s ethical initiatives 

(Thøgersen, 2000; Shaw et al., 2005; Bucklow et al., 2017). Empirical analysis has shown that con-

sumers are willing to incorporate environmental information into their purchase decisions (Russell & 

Clark, 1999). Meanwhile, a CL is a way for the customer to express individual preferences, values 

and beliefs (Katz, 1960; Schade et al., 2016). In that matter, as long as the label is credible and rec-

ognized, it should influence the consumers to act EF in the purchase situation (Thøgersen, 2000). 
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Thus, with these considerations in mind, it is suggested that the implementation of a globally 

acknowledged CL should have a positive effect on luxury-consumer’s green PB, despite the fact that 

price differences are visible. This leads to the formation of the final hypothesis of this study:  

H6: Implementation of an acknowledged climate label on green luxury products will posi-

tively influence a consumer's purchase behavior of a green product rather than a conventional 

 

The conceptual model of this study is as previously mentioned built on the framework of TPB. The 

researchers have extended this framework with the addition of EK as a variable influencing SA, PBC, 

SN and the PI (of EF products) (see illustration in Figure 2 below). EK was added to the framework 

based on a large amount of research suggesting that information and knowledge lead to an increased 

willingness to behave in an EF way (e.g. Kollmuss & Agyeman, 2002; Law, Hills, & Hau, 2017; Lin 

and Niu, 2018). PI and PB are also variables within the framework, while one mediator being EC and 

two moderators of the price (P) and CL have been added.  

FIGURE 2: CONCEPTUAL MODEL 
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The conceptual model is based on the framework of TPB and the developed hypotheses. Each of the 

linked variables has its own hypothesis, which will be tested and analyzed in the Result chapter, in 

order to see if significant correlations exist, and thus, accept or reject the hypotheses. Subsequently, 

they will be further discussed in Chapter 5. 
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Chapter 3: Methodology 
While the previous chapter presented the hypotheses that will be statistically tested, the purpose of 

this chapter is to create a structured understanding of how this research has been carried out and how 

the empirical data collection has taken place. It will take the reader through the methodological 

choices and its consequences, paying attention to the possible biases and limits within the chosen 

method. 

 

The Research Onion  
To structure the methodology the “Research Onion” (RO), provided by Saunders et al. (2016) is used 

as a framework. This model starts with the outer layer, concerning the philosophy and moves step by 

step closer to the core, ending with the used techniques and procedures for data collection and anal-

ysis. The different layers create awareness on how knowledge is gathered within this research paper. 

The model can be used as a tool to make a structured overview of the complex methodology when 

guiding through each layer and presenting how the knowledge has been produced and which perspec-

tives that have been neglected in relation to answering the research question.  

The model of the RO can be found in Figure 3 below. The six layers presented by Saunders et al. 

(2016) are (1) Research philosophy, (2) Research approach, (3) Methodological choices, (4) Strate-

gies, (5) Time horizon, and (6) Techniques & procedures. 

FIGURE 3: The Research Onion

 
Source: Saunders et al., 2016 
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Research Philosophy 
This paragraph will be explaining the first layer of the RO; the research philosophy. The philosophy 

contains important assumptions about the way in which the thesis approaches the world, supporting 

the methods chosen for the research strategy (Saunders et al., 2016). It is important to be aware of the 

philosophical commitments made through the choice of research strategy, as it has a significant im-

pact on what is done, how it is understood and what is being investigated (Ibid.). The main influence 

of the research philosophy is the nature of knowledge and the view of the relationship between 

knowledge and the process by which it is developed.   

 Each philosophy has its own ontology and epistemology. The ontology is the re-

searcher’s view of the nature of reality. It raises a question of the assumptions that the researchers 

have about the way the world operates and the commitment to this view (Ibid.). There are two 

acknowledged ways to look at the world within the ontology, which both are accepted to produce 

valid knowledge: objectivism and subjectivism (Ibid.). The epistemology is concerned with the re-

searchers’ view in regard to what is constituted as acceptable knowledge in a field of study. It is 

influenced by the ontology and whether the world is perceived with an objectivistic or subjectivist 

view.  

 The philosophical stance of the thesis will be explained in the next paragraph. 

Positivism 

This research reflects on the philosophy of positivism and adopts the philosophical stance of the 

natural scientist. Thus, the thesis will be working with observable social realities to make it possible 

to produce law-like generalizations (Saunders et al., 2016).  

 

The ontology within this philosophy is external, objective and independent of social actors. The epis-

temology claims that only observable phenomena can provide credible data, resulting in a factual 

outcome. It focuses on causality and generalizations reducing phenomena to simplified elements. The 

objectivism represents the position that social entities exist in reality to external social actors con-

cerned with their existence, and sees acceptable knowledge related to facts and observable objects. 

 The axiology, which concerns how the values of the research should be treated (Ibid.), 

is undertaken in a value-free way, where the researchers are detached from the data. To take a value-

free perspective, data is collected through an external process, where the researchers do not participate 

and are not affected directly by the subject of the research.  
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 This present research is done by collecting quantitative data (c.f. research choice) to be 

as objective as possible. However, it is recognized that as a researcher it is impossible to be com-

pletely detached from the study, which in some cases can challenge the objectivity and value of the 

results. Yet, compared to a qualitative data collection, where the researcher would affect the interview 

this approach is less biased, as complete freedom from the inclusion of one's own values as a re-

searcher and interviewer is impossible. Thus, the researchers’ interest will always be a part of the 

project (Saunders et al., 2012).  

 For the positivistic philosophy, facts are more important than impressions, which is 

consistent with the notion of observable social reality (Ibid.). Finally, the data collection technique 

used for this type of philosophy should be highly structured and using a large sample, in accordance 

with Burell & Morgan (1982, as cited in Saunders et al., 2012).   

Reflections about the Choice of Philosophy 

For the positivistic philosophy only observed phenomena lead to the production of credible data. This 

approach assists the researchers of the study to develop hypotheses based on existing theory (Saun-

ders et al., 2012). Despite that, the field of interest for this study concerns behavior and psychology, 

which often is more related to social- and human science, positivistic natural science was chosen. 

This stance makes it possible to be objective, without manipulating with data, and thus draw gener-

alizations based on statistical results provided for the hypothesis. Whereas the positivistic philosophy 

is about finding the truth based on facts (in this case hypothesis which will be rejected or accepted 

based on statistical interpretations), other philosophy's such as the social constructivism claims that 

everything is socially constructed, thus it is impossible to find one truth, while the hermeneutic works 

with several layers of meaning and interpretations. Thus, working with such a philosophical stance 

could have resulted in more qualitative studies with interviews and observations, finding deeper-

rooted reasons behind people's feelings and choices. However, this was not what this thesis aimed to 

do, as the researchers strived to create universal generalizations and contribute to existing theory, 

which those philosophies do not make possible. Yet, it is acknowledged that there exists and incon-

gruence between the complex language and the real world. The positivistic approach tries to create a 

nuanced depiction of this real world by using a quantitative method. Finally, values and beliefs are 

subjective, and each person has one's own values. Whereas the rationalistic stance has the advantage 

of being able to research hidden phenomena's underlying for those values, the positivistic approach 

only makes it possible to research value indications, never the value in itself. This will be kept in 

mind while analyzing the data. 
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Research Approach  

This second layer concerns the choice of the research approach. It can either be inductive, deductive 

or abductive (Saunders et al., 2016). The inductive approach is used to ‘build theory’ starting with a 

defined objective purpose and research question(s), from where researchers seek to explore phenom-

ena and develop theories based on this (Ibid.). The deductive method on the other hand ‘tests theory’ 

and is used to develop a theoretical or conceptual framework based on theories identified from the 

literature, and then testing the ideas subsequently through data (Ibid.). Those approaches can also be 

combined, under what is called the abductive approach, where the study moves back and forth be-

tween theory and data.  

 

This paper uses a deductive method, as the deductive process strives to discover certain problems in 

the world, propose theories and then seek to falsify them (Blaikie, 2010). In this study, researchers 

have strived to develop hypotheses based on existing theory and then test them, in order to find ex-

isting relationships. The researchers aim to explain causal relationships with a collected set of quan-

titative data through the use of reductionism. The principle of reductionism is to reduce complex 

phenomena to the simplest possible elements (Saunders et al., 2016). The deductive approach is suit-

able for this study which takes a positivistic stance, as it helps the researchers to be objective and 

contributes to deduce hypotheses from theory. It can express the hypotheses in operational terms (i.e. 

indicate exactly how the concepts variables will be measured) and propose a relationship between 

two or more specific concepts or variables (Ibid.). Through the deductive method, the researchers test 

the stated hypotheses and examine the specific outcomes of the inquiries (either by confirming the 

theory or finding that it needs to be modified). Furthermore, if necessary, the researchers can modify 

the theory in light of the findings (Ibid.).  

 Deselecting induction and abduction will result in less understanding of the meaning 

that humans attach to events and the possibility of a closer understanding of the research context, that 

could possibly be derived from qualitative data (Saunders et al., 2016).  

 Finally, the main characteristic of the deductive approach is a generalization. In order, 

to generalize about human social behavior, significantly large samples need to be made (Ibid.). Fol-

lowing Hair et al.’s (2009) general guideline of ideally 15-20 participants per independent variable 

to avoid issues, this study emphasizes that the sample size is ideal for to scientifically generalize for 

further studies within similar scientific fields. 

 



	 61 

Research Choice 

The third layer of the RO explains the research choice. At this layer, the researchers choose between 

conducting a qualitative or quantitative study, or a combination of those (Saunders et al., 2016). As 

already stated, the thesis will be using quantitative data, which is numeric data collected through e.g. 

questionnaires. Those data can be used in statistical analyses and provide graphical output, whereas 

the qualitative method represents non-numeric data such as interviews, which can be used for cate-

gorizing and coding (Ibid.). 

 The research choice is important when deciding whether to use mono, mixed or multiple 

methods (Saunders et al., 2016). For this study, a mono-method based on a single data collection has 

been selected in relation to quantitative data, in order to be as objective as possible and follow the 

positivistic philosophy. Thus, multiple and mixed methods are deselected. According to Tashakkori 

& Teddlie (2003), multiple methods are useful if they provide better opportunities to answer the re-

search question and allow to evaluate better whether the findings can be trusted or not. Meanwhile, 

Bryman (2006) argues that multiple methods might help overcome weaknesses in the mono method 

and provide scope for a richer approach for data collection, analysis, and interpretation (as cited in 

Saunder et al., 2016). However, this research strives to look into the macro aspects of the researched 

phenomenon, where generalizations can be derived, for this reason, the multiple and multi-method 

were deselected. In this case, the use of quantitative data is more likely to provide precise and specific 

results from behavioral patterns and tendencies. From this point of view, researchers can form statis-

tical analyses based on larger samples of respondents, which usually is found in quantitative data 

compared to qualitative data (Ibid.). A larger pool of respondents makes it possible to generate more 

data to process than it is possible to receive from a qualitative sample pool and hence making results 

more generalizable and valid (Ibid.).  Yet, it is acknowledged, that a qualitative method combined 

with the quantitative would be interesting as the research investigates the behavior and the gap that 

might occur between intentions and behavior within luxury fashion. Meanwhile, the survey will de-

rive self-reported data, while it tries to measure what the consumers say they will do, and what they 

actually do in the purchase situation, which is acknowledged as an obstacle with this research choice. 

Therefore, the survey is built with all the questions about the variables of the conceptual model, to 

begin with, followed by a product test, where two moderators are used to discover the effect to avoid 

bias and indicate potential influence. 
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Research Strategy 

The fourth layer describes the strategy used for this research (Saunders et al., 2016). To answer the 

research question, it was essential to decide whether to do a descriptive, explanatory or an explorative 

study. An exploratory strategy was chosen as this focuses on studying a situation or a problem. It 

allows the researchers to collect quantitative data and suggest possible reasons for particular relation-

ships between variables and to produce models of these relationships (Sanders et al., 2016). In order 

to do this, a survey strategy was selected to gather statistical data, which is usually associated with a 

deductive research approach. It allows the researchers to collect standardized data from a sizeable 

population in a very effective way that provides a large sample set that is statistically comparable. 

This strategy provides a certain control over the research process, which also supports the philosoph-

ical stance of the paper, and, when using probability sampling, it also makes it possible to generate 

findings representing a whole population (Saunders et al., 2016). The survey strategy is often limited 

to the extent, that the number of questions that can be asked in a survey is lower and more fixed than 

that of qualitative interviews, while the length of the response time is also remarkably shorter. An-

other aspect is that the survey consists of only one-way communication and closed questions. There-

fore, it is not possible to derive the same details as in, for instance, an in-depth interview. However, 

this strategy has the benefit of providing data that can show statistical significance indicating certain 

population patterns, which are not possible to obtain through interviews (Saunders et al., 2016). This 

is important in the aim of generalizing the results and in that way contribute to theory. 

 When choosing a survey strategy the information gathered can be used to measure wider 

tendencies that can describe, compare and explain a phenomenon from an objective perspective. A 

qualitative data collection of interviews would, therefore, have been too narrow to determine said 

objective goals. This is because this study strives to identify indications of tendencies more than 

specific and individualistic details of the underlying reasons for not performing a behavior. As the 

previous research within this field is still very limited, overall tendencies are still needed to be dis-

covered, in order to extend to investigating specific reasons of why these tendencies appear to happen.   

 Finally, theory within the field of sustainable luxury consumption has previously uti-

lized this type of data strategy and therefore the research searches to contribute to theory by identify-

ing new directions, why qualitative data collection would have taken another direction than desired. 

In this case, the objective is to determine how people are influenced by the variables within the con-

ceptual map.  
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Reflections on the Strategy 

This study could as well have been carried out as an experiment, as the purpose of an experiment is 

to study the probability of a change in an independent variable causing a change in another, dependent 

variable (Saunders et al., 2016). But this would have required a set-up of control groups and experi-

ment groups, which was not possible within the limit of luxury stores and the time frame and budget 

available. Conducting an experiment would have required an extended time horizon, where data was 

gathered throughout a longitudinal study with several experiments in order to observe and draw com-

parable patterns of behavior. Such an experiment would not only rely on a mono-method approach 

but would have needed a mixed-methods approach to secure validity (Saunders et al., 2016). There-

fore, the chosen survey strategy was found suitable for the framework of this study. 

Time Horizon 

The fifth layer deals with the aspect of time for the study. There exist two different time horizons in 

which a study can be performed: the cross-sectional and longitudinal study (Saunders et al., 2016). 

Where the cross-sectional study looks into a phenomenon during a certain period of time, like snap-

shots of reality, the longitudinal study looks into a phenomenon during a longer period (Ibid.). This 

thesis is performed as a cross-sectional study researching a specified problem in a short period of 

time providing answers that give an instant picture of the reality. The cross-sectional study requires 

a collection of new empirical data that provides a representation of the current situation, and not data 

collected over a long period of time (Ibid.). The time horizon is therefore seen as a proper fit, as it 

can help explain how factors are related in this current situation. 

Techniques and Procedures 

The final layer is the core of the RO. Based on the previous decisions that have been outlined above; 

this sixth layer is where the final decisions about the data collection and analysis methods are made 

(Saunders et al., 2016). 

Empirical Data 

With the intention to answer the research question, this thesis relies on a collection of primary quan-

titative data, which is collected through a survey and secondary data in terms of literature. The pri-

mary data provides information specific to the research question, while the secondary data is research 

and theory written and developed by others, which have helped to form the stance of the study. The 

secondary data mainly includes academic journal articles based on acknowledged research and less 

academic articles, mostly used for their expression of opinions and observed trends. The articles 
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forming the theoretical foundation are written by various authors and include different theories based 

on qualitative and quantitative data. All of the articles have been background checked to make sure 

that the validity is acceptable. This has been done through the international ranking system Academic 

Journal Guide 2018 (AJG), ranking the journals on a 1-4*scale (Academic Journal Guide, n.d). When 

literature from journals not presented on AJG was used, the origin and/or source were checked for 

general validity. 

Data Collection 

Data collection through a survey is useful as it can collect information about peoples' feelings, values, 

knowledge, and behaviors (Fowler, 2009). That information can be used to describe, compare and 

explain – in this case, how people are influenced by the variables within the conceptual map.  

 

Based on the hypotheses the data have been gathered through an online self-reported survey. The 

survey was created through Qualtrics (Qualtrics, n.d.), which makes it easy to collect and analyze the 

results afterward. To be sure to capture enough luxury consumers, and in the aim of reaching Western 

consumers, while not using the researchers’ own narrow network the respondents were found through 

Amazon’s platform, Mturk (Amazon Mechanical Turk, n.d.). They were paid through this platform 

providing motivation for them to answer the questionnaire. This approach has made it possible to 

reach a large sample group with diverse demographic characteristics without researchers being per-

sonally involved. This resulted in the participation of a total of 436 respondents, which after cleaning 

up the data was decreased to 286 respondents. This was seen as a valid representation to discover 

patterns, analyze and draw conclusions for the participants.  

 The survey was performed in English; mainly targeting US consumers as the GOTS 

label was used (GLOBAL ORGANIC TEXTILE STANDARD, n.d.). This label was chosen, as it 

contains the values and features that the study aims to convey to consumers, in consideration of en-

vironmental and ethical issues. The GOTS was originally designed and developed in the US and for 

that matter, the survey mainly strived to reach a US-based segment. Many of the answers coming 

from e.g. India, was deleted because of apparent language skill bias, and unsatisfying answers (e.g. 

missing answers and clear misunderstandings of the questions when given the chance to comment). 

Hence, the data was carefully cleaned from unreliable answers, to secure reliability and validity for 

further analysis.  
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Procedure 

First, the respondents were given a short introduction that informed them about their anonymity and 

the expected length of the survey (approx. 10 minutes). The questionnaire had been tested in a pilot 

study prior to the study to confirm the conceptual equivalence. This helped to identify issues with the 

survey, such as reverse questions, the order of the questions and clarity of question formulation. 15 

control respondents filled the survey and gave feedback on the questions as well as the time spent 

going through it. The answers from the control participants were not included in the final data set. 

The feedback revealed that the time set aside was realistic for the participants to complete the survey. 

Yet, the participants were free to take the time they needed to answer all questions and finalize the 

survey. For the group of respondents, a basic definition of ‘luxury fashion goods’ was presented and 

aimed to reduce any uncertainty that respondents might feel when answering the questionnaire. 

 The tested respondents were asked about their demographic details and luxury con-

sumption, in relation to previous luxury purchases and purchasing criteria (Wiedmann et al., 2009; 

Lu & Wang, 2018; De Angelis et al., 2017). Despite this first section of the survey, all the questions 

represented a part of the conceptual model. The subsequent section of the survey included the product 

choice test, where the price and CL were tested as implemented moderators. Respondents were asked 

to take a starting point from a real-life perspective and imagine an in-store shopping situation. They 

were asked to imagine themselves in front of their favorite luxury brands and make a product choice 

of a luxury product as a personal purchase. The variables were tested by displaying four pictures of 

products, twice; i.e. two identical pictures of a sweater and two identical pictures of a leather bag in 

Test 1, and the same for Test 2. This was done to present as familiar and undifferentiated products to 

the respondents as possible, as this has shown to create greater appeal, without influencing awareness 

(Hoyer & Brown, 1990).  A lower price was attached to the first image of respectively the sweater 

($550) and the leather bag ($1500), indicating a conventional product with no considerations to the 

environment. The second image of each product was given a higher price ($700 for the sweater, 

$1700 for the leather bag), while a GOTS label was attached. Hence, indicating not only a price 

difference for the second product but also that those products had been produced with concern to the 

environment. They were asked to choose only one product of each set and write down a brief argu-

mentation for their product choice, as a free response. For test 2, the same setup was shown to the 

respondents, however, this time without any price difference (sweaters $550 and leather bags at 

1500), to identify if the consumers were willing to select the EF product, without having a price as a 

concern. After the tests, questions about their knowledge and opinion about the GOTS label were 
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presented as a free comment box and a scale of their likeliness to take the label into account in future 

purchase situations was presented. According to Wright & Rip (1980), scale questions with the op-

portunity of free response are a sufficient method for determining consumer's decision-making pro-

cesses. This was followed by questions measuring the respondents’ price sensitivity toward luxury 

products and their EC towards luxury brands’ responsibility, ending the survey with a free comment 

box, giving the respondents the opportunity to write additional comments. 

Scales 

The questionnaire items consisted of closed scale questions of which the respondents should evaluate 

to which extent they agreed or disagreed to the stated items (Fowler, 2009). The questions were based 

on primarily 5-point Likert-scales ranging from 1=”strongly disagree” to 5=”strongly agree”. The 

used scales were originally derived from developed scales, acknowledged and used in previous liter-

ature. The scales were carefully selected based on the AJG (n.d.) to assure validity and specificity 

(cf. Empirical Data). In order for the scales to fit the conceptual model as precise as possible, the 

scales were either directly adopted or adapted with attention to creating a transparent structure of the 

survey. Scales were adapted to the extent of being aligned with the proposed research constructs while 

maintaining as many details from the original scale as possible. It was found necessary to switch the 

order of the items in few scales to ensure a logic structure of the survey. 

 

The purpose of the developed conceptual model was to link the variables of the TPB to the green PB 

of luxury products. The first part of the model (A) measured the determinants of PI with scales of 

respectively EK, SA, SN and PBC, all rated on 5-point Likert-scales of agreement. EK and SA were 

measured through the adaption of Stone et al.'s (1995) ECO-scale, consisting of four items addressing 

respondent's self-reported knowledge about the environment and four items assessing their SA. The 

SN was measured by adapting the Susceptible Normative Influence scale by Bearden et al. (1989), 

which consists of 12 items measuring two subscales of normative- and informational beliefs. Partic-

ipants were asked to rate their PBC on 7 items of the two adapted subscales of respectively PBC and 

SE by Armitage & Conner (2001). Additionally, PI was measured through Lu & Wang’s (2018) PI 

scale, which consisted of 5 items assessing environmental concerned PI.  

 The second part of the model (B) measured respectively the respondent’s green PB, the 

mediating effect of EC driving green PI toward green PB of luxury products, as well as the moderating 

effect of the price (i.e. how price sensitive the respondents are) and a CL. The PB of green products 

was presented through 5 items adapted from the scale by Kim & Choi (2005) and rated on a 5-point 
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Likert-scale of 1= ”never” to 5= ”always”. The moderator of a GOTS CL was based on Thøgersen et 

al.’s (2010) 3 subscales of eco-labels. These subscales were chosen and adapted to discover the re-

spondent’s existing knowledge of the GOTS label. To avoid manipulating the product test, the last 

subscale was placed after test 1 and 2, as it addressed to which extent the respondent took the GOTS 

label into account when shopping. This was measured on a 5-point Likert scale ranging from 

1=”never” to 5=”always” (Thøgersen, 2010). Furthermore, the price sensitivity toward luxury prod-

ucts was measured on a 7 items scale drawn from Lichtenstein et al. (1993) and ranked on a 5-point 

Likert scale of agreement. Finally, the respondents’ EC toward luxury purchasing behavior was meas-

ured as a mediator of their PI-PB relationship, through a 5-point Likert scale of 6 items concerning 

CSR by Bhattacharya & Sen, 2004 (as cited in Jannsen et al., 2013). 

Preparing Data for Analysis 

After the data was derived from the survey, cleaned and processed, the results were structured and 

analyzed on the basis of the hypotheses, in order to give a logic and transparent alignment with the 

thesis structure and the conceptual model. To be able to reject or confirm the hypotheses and ulti-

mately answer the research question, the researchers analyzed the data drawn from the survey re-

sponses, using the statistical software program SPSS (IBM SPSS Statistics, n.d.). After the data was 

cleaned it left N=286 for the analysis. The program was useful in discovering different relationships, 

and correlations within the data set. After cleaning the data the 9 scales of a total of 53 items were 

computed into variables aligned with the conceptual model. Though, the variable of EK and the mod-

erator of price were found necessary to recode reversing the existing value of the variables into the 

opposite of the scale (i.e Likert scale: 1=5, 2=4, etc.). This was executed to ensure that the scales 

were aligned to the tendencies of the other variables.   

 To ensure the outcome to be credible, the data were tested for a line of assumptions, 

before running analysis procedures. The procedure and the collected results will be presented in 

Chapter 4, while the outcome of the data will be further analyzed and discussed in Chapter 5 in order 

to accept or reject the hypotheses.  

Reliability and Validity 

This following paragraph will address the reliatbility and validity of the study, followed by a summary 

of the Methodology chapter.  
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Reliability 

The reliability refers to the extent to which the data collection techniques and analysis procedures 

yield consistent findings. Thus, if it is possible for future studies to repeat this research design and 

achieve the same findings (Saunders et al., 2016). 

 The conceptual model has been developed on the basis of carefully selected and highly 

rated journals and data has been collected objectively through the online tool MTurk, with no rela-

tionship between subjects and researchers, to keep the distance and objectivity to avoid observer error 

(Saunders et al., 2016). By ensuring respondent anonymity the researchers have strived to avoid par-

ticipant bias; also referred to as social desirability bias (Auger & Devinney 2007). In the context of 

this study, this especially appears when respondents are asked about ethics and sustainable behavior, 

where people might tend to feel a certain pressure to respond in accordance to what they believe to 

be socially acceptable (Ibid.). Furthermore, there exists a possibility of people who are more inter-

ested in the topic will be answering the questionnaire with what has been referred to as “selection 

bias” (Davies et al., 2012). The researchers have made a great effort to reduce bias, by testing the 

scales in a pre-test to ensure transparency, a logical structure and clear messaging. The primary data 

has been collected only in regard to this study and the outcome of the survey is therefore directly 

linked to the conceptual map. The data has been carefully investigated to be sure to only get valid 

responses, why it is believed that future studies with the same research design would get similar 

results. Yet, the research was made within a cross-sectional timeframe showing a snapshot of the 

world, making it hard to get the precise same results. 

Validity 
The validity of a research study refers to the appropriateness of the measures used, the accuracy of 

the analysis of the results and thus the generalizability of the findings within the study (Saunders et 

al., 2016). Validity assesses whether a relationship between two variables determines a causal link, 

thus it is important to identify other influencing factors that could have caused the outcome (Ibid.). 

In this matter, the researchers have paid much attention to consider all possible drivers that could 

cause the outcome, when designing the study, based on preexisting literature. Another challenge for 

deriving transparent answers from respondents is, that a large sample consists of individual subjects 

with individual pre-existing experiences, beliefs, relationships, etc., and every person in the sample 

has different background stories (Ibid.). Finally, it is acknowledged that other events happening in 

the given time of filling out the survey can have had an effect (Ibid.).  
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 Internal validity was strengthened through constant factors of similar scale structure (5-

point Likert scales) as well as the similar photos used for product testing (Appendix 2). This was 

decided on the basis of Warlop & Ratneshwar’s (1993) argument that usage situations have an effect 

on choice behavior. Packaging and design are crucial factors when it comes to product choice, thus 

it was important to not distinguish the products from one another (Luchs et al., 2010 as cited in Jann-

sen, 2014). Also, it was important that the tested products were within the same product category 

(Fuchs et al., 2013). This contributed to non-manipulating products, with no saliency of features or 

specific attributes attached (Ibid.).  

Reflections about the Techniques and Procedures 

The researchers have been aware of the limit toward the used philosophy. The philosophy of positiv-

ism is very objective but will always be influenced to some extent by the researchers’ own opinions. 

The field interest is however seen as very subjective, why using solely a mono-method approach 

through a quantitative study limits the researchers from getting into the depth of the behaviors of the 

respondents and the drivers behind these behaviors, while no real-life observations will be made. 

However, awareness is given toward the fact that only fragmented parts of the complete picture will 

be available throughout the analysis within this thesis, as it is practically impossible to reveal every 

hidden conclusion on this subjective and narrow area of science. 

 

Summary of the Methodology 

The six layers of the RO have been addressed in the above paragraph. But as the methodology is still 

very complex and involves many different aspects, the methodological constructs of this thesis will 

be summarized.  

 

The philosophy of the study is positivistic and indicates the view of the world. The research approach 

is deductive and indicates that the thesis moves from settled theory to develop hypotheses, which are 

tested and then used to either confirm or reject the theory, leading to new knowledge. The methodo-

logical choice involves the use of a mono method approach, through one single data collection that 

represents a cross-sectional time-period. The strategy for the study is exploratory. The techniques and 

procedures finally described how empirical data is collected through a quantitative survey. The data 

derived from this questionnaire is used in the statistical program IBM SPSS, which supports perform-

ing the analysis of the derived data, contextualizing it and drawing conclusions of the hypothesized 

statements. This procedure contributes to reject or confirm the hypotheses. These methodological 
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choices are believed to be able to form a strong foundation for a valid analysis of the conceptual 

model, resulting in presenting an answer to the research question. The results of the tested hypotheses 

of the conceptual model will be presented in the next chapter. 
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Chapter 4: Results 
This chapter presents the results of the data obtained from the 286 respondents who participated in 

the survey of the study. The entire amount of respondents was used throughout the analysis. A full 

overview of the statistical output can be found in Appendix 2-9.  

 

To begin with, the chapter outlines the results of the descriptive statistics, in order to get an overview 

of the respondents’ demographics. Subsequently, inspired by Davies et al. (20129, we identify the 

most important buying characteristics that the respondents consider when purchasing a luxury good. 

This is followed by a presentation of how the statistical analysis was carried out, including how the 

variables were tested and measured. Next, the hypothesis assumptions will be presented including the 

reliabilities for each scale. Finally, the results from the first part of the model (A), including the hy-

potheses of H1(a, b, c) and H2(a, b, c, d), will be presented and analyzed. Within the results of H1a, 

Field’s (2009) assumptions will be explained and presented. Those assumptions will be outlined more 

briefly throughout the remaining analysis. Secondly, the other half of the hypotheses (B) are presented 

including the hypotheses of H3-H6. Lastly, some final considerations and a short summary are pre-

sented. 

 

Descriptive Statistics 
The first part of the questionnaire was formed to gather demographic statistics, in order to obtain an 

overview of the respondent segment. The very first question of the survey presented a qualifying 

screening question to ensure to only get answers from people who were able to purchase luxury fash-

ion goods. Respondents were required to answer with “Yes” to the qualifying question of “Have you 

purchased a luxury fashion good within the past 12 months? (A product above $500)”, in order to 

continue filling out the remaining questions. Demographic statistics of gender, age, marital status, 

educational level, occupation, and monthly household income were adopted from Wiedmann et al. 

(2009). The sample consisted of 66.8% male and 33.2% female respondents with the largest segment 

groups being between the ages of 21-30 (57.0%) and 31-40 (31.1%). The educational level of the 

respondents primarily constituted of university degrees (85.7%) with the occupational status of em-

ployee (64%) and income between $1-$6,000, assuming that most respondents are either students, 

newly graduated or full-time employees. Further, it was found important to make respondents state 

their nationality, as the survey was developed for targeting mainly native English speakers, in order 
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to avoid lingual barriers and misinterpretations (Saunders et al., 2016) The data respondents consisted 

of 61.2% US citizens, 27.6% Indians and 11.2% resided in other parts of the world. Lu & Wang’s 

(2018) scale measuring the number of purchases within the past 12 months was adapted with concern 

to luxury purchases and 82.2% of the respondents revealed to purchase between 1 and 4 products 

each year. Furthermore, a scale of the frequency of purchasing green products with all product cate-

gories included was adopted and presented from the work of De Angelis et al. (2017). 24.5% of the 

respondents claimed to purchase green products on a weekly basis, while 59.8% asserted for purchas-

ing green products once or several times a month, while 15.7% claimed to purchase green products 

less frequently. The results of the descriptive statistics are illustrated in Table 1 below. 

Table 1: Descriptive Sample Statistics 

Demographics (N=286)   Author/Scale 

Gender Frequency Percentage Wiedmann et al., 2009 

Male 95 66,8  

Female 191 33,2  

 286 100  

Age Frequency Percentage Wiedmann et al., 2009 

20 or under 1 0,3  

21-30 163 57,0  

31-40 89 31,1  

41-50 22 7,7  

51-60 9 3,1  

61 or above 2 0,7  

 286 100  

Marital status Frequency Percentage Wiedmann et al., 2009 

Single 78 27,3  

In a relationship 43 15  

Married 165 57,7  

 286 100  

Educational level Frequency Percentage Wiedmann et al., 2009 

Not yet graduated from high school 1 0,3  

Lower secondary school 5 1,7  

Intermediate secondary school 14 4,9  

A levels 16 5,6  

University degree 245 85,7  

Prefer not to tell 5 1,7  

 286 100  

Occupation Frequency Percentage Wiedmann et al., 2009 

Self-employed 61 21,3  

Freelance 6 2,1  

Employee 183 64,0  

Executive employee 13 4,5  

Civil servant 2 0,7  

Worker 19 6,6  
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Not employed 2 0,7  

 286 100  

Monthly household income Frequency Percentage Wiedmann et al., 2009 

<$500 13 4,5  

$500-$1,000 32 11,2  

$1,000-$2,000 46 16,1  

$2,000-$4,000 50 17,5  

$4,000-$6,000 55 19,2  

$6,000-$8,000 27 9,4  

$8,000-$10,000 21 7,3  

$10,000-$13,000 24 8,4  

>$13,000 18 6,3  

 286 100  

Nationality Frequency Percentage Jein & Sørensen, 2019 

American 175 61,2  

African American 3 1,0  

Asian 4 1,4  

British 3 1,0  

Canadian 5 1,7  

Caucasian 2 0,7  

Dutch 1 0,3  

German 1 0,3  

Indian 79 27,6  

Italian 2 0,7  

Polish 1 0,3  

Romanian 1 0,3  

Scottish 1 0,3  

Tamil Nadu 8 2,8  

 286 100  

Luxury purchases within the last 12 months Frequency Percentage Lu & Wang, 2018 

1-2 119 41,6  

3-4 116 40,6  

5-6 38 13,3  

7+ 13 4,5  

 286 100  

Frequency of green purchases Frequency Percentage De Angelis et al, 2017 

Less than once a month 45 15,7  

Once a month 84 29,4  

2-3 times a month 87 30,4  

Once a week 45 15,7  

Several times a week 19 6,6  

Daily 6 2,1  

 286 100  

 

 

To support the descriptive statistics above, the survey further addressed the participants’ ranking of 

the most important buying criteria. Those criteria were adopted from Davies et al. (2012), addressing 
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luxury consumers, including the factors: Quality, Prestige, Price, Product Satisfaction, Self-Image, 

Brand Preference, Ethical Conditions of Production and Convenience. The purpose of including this 

measurement was to assess the respondents’ evaluation of the importance of ethical issues when pur-

chasing luxury, in relation to the conceptual model. Participants were asked to list their importance 

evaluation of buying criteria from 1 to 8. Results revealed that the respondents rated Quality and Price 

as the most important criteria, while Ethical Consideration and Convenience were rated in the bottom 

as the least important. The results are presented in Table 2.   

TABLE 2: Buying Criteria 
 Variable Importance 

1 Quality 2.06 
2 Price 3.70 
3 Product Satisfaction 3.73 
4 Prestige 4.26 
5 Brand Preference 4.42 
6 Self-image 5.18 
7 Ethical Consideration in Production 6.28 
8 Convenience 6.37 

Source: Davies et al., 2012 
The presented results of the Buying Criteria will be further discussed in the Discussion chapter. 

Statistical Analysis 
After the respondents had filled out their demographic details in the survey, they were introduced to 

the survey scales that later formed the variables of the proposed hypotheses and the initial conceptual 

model. The hypothesized relationships of the variables were tested through the use of the IBM SPSS 

tool. To accept or reject the hypotheses each of the variables was tested to find a significant relation-

ship in accordance with the conceptual model that was presented in Chapter 2. 

 

The variables were tested as a one-sided test (1-tailed), meaning that the dependence only falls one 

way between the variables, thus there is one dependent variable and one (or several) independent 

variable(s) (Agresti & Franklin, 2013). For determining a relationship between the dependent and 

independent variable, the 𝐵𝑒𝑡𝑎 -value was used to evaluate the strength and direction of the relation-

ship (i.e. positive or negative), while the 𝜌 -value determined the significance of the variable relations. 

In short, the 𝜌 -value summarizes the evidence probability of the variables tested to have a relation-

ship (Agresti & Franklin, 2013). For the tail used, the 𝜌-value needs to show the significance of the 

relationship between the dependent and independent variables, in order for the hypothesis to be 
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accepted. To reach a significant result of dependence, the 𝜌-value for the variables of this study needs 

a significant level of P≤0.05 (Agresti & Franklin, 2013). The 𝜌 -value will be used for determining 

the degree of the significance level of each tested relationship; 𝜌 >.05=No Significance (N.S.), 𝜌 

<.01=** and 𝜌 <.001=***.  

Variables Measurement 
The tested variables from the conceptual model were Environmental Knowledge (EK), Sustainable 

Attitude (SA), Subjective Norm (SN), Perceived Behavioral Control (PBC), Purchase Intention (PI), 

Purchase Behavior (PB), Environmental Concern (EC), Price (sensitivity) (P) and Climate Label 

(GOTS) (CL). 

 The first part of the model (A) measured EK's influence on SA, SN, and PBC. The 

variables were tested step-by-step, starting with testing the EK as a predictor of respectively SA, SN 

and PBC. Further, these four variables were tested as predictors of the dependent variable PI. The 

second part of the model (B) measured green PB as a dependent variable of PI. Subsequently, EC 

was applied as a mediator for the relationship. Finally, the PB was linked to a product test of two 

luxury products and tested in relation to the moderators of P and CL.  

 

The following paragraph will present the statistical findings of the tested hypotheses from the con-

ceptual model. For each of the stated hypotheses, a table of the findings will be presented with the 

corresponding statistical results. The overall findings of the hypotheses are depicted in Figure 4 and 

the full data set of the tested hypotheses is available in Appendix 2-9. 
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FIGURE 4: Illustration of Results – Conceptual Model 

 

Testing the Conceptual Model 
For the following section, the variable relationships of the conceptual model have been tested to 

identify significant correlations between predictors of PB in relation to green luxury products. The 

findings demonstrated significant relationships that were aligned with previous findings within the 

literature of TPB, where PI, in general, has been found to be a strong predictor of PB. PB of green 

luxury products as a final outcome of the hypothesized relationships tested was expected to be result-

ing in statistical evidence of positive significance of the proposed conceptual model. However, it was 

acknowledged that theory using the framework of TPB have previously identified an intention-be-

havior gap. Thus, researchers were aware that a gap might occur.  

 

Statistical Assumptions  

In relation to the statistical analysis, Field (2013) presents seven assumptions that are important when 

examining the outcome; internal reliability of scales, concerns of multicollinearity, existence of non-
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zero variance, normality of data, identification of outliers, autocorrelation, and homoscedasticity 

between variables (Field, 2009, p. 220). Preceding the performance of data analysis and testing the 

stated hypotheses, all variables were tested to meet these assumptions, which were basing the foun-

dations of the linear regressions to be performed. The first of the seven assumptions was the internal 

reliability of the scales of the questionnaire. The reliability assumption for this study was attained 

through a Cronbach’s alpha 𝛼 test, which will be presented in detail below. 

Scale Reliability  

After deriving and cleaning the data set, the reliability of the scales of the conceptual model was 

tested as the first assumption of Field (2013), using Cronbach’s alpha 𝛼 (IBM, SPSS). The purpose 

of a Cronbach’s alpha 𝛼 test is to measure the internal reliability and interdependence of the items of 

each scale to confirm consistency and coherence (Field, 2009). Cronbach’s alpha 𝛼 is the most com-

mon way to measure scale reliability, calculated through the formula for Cronbach’s	𝛼:  

 
For a scale to be reliable, it is determined that the Cronbach’s alpha 𝛼 value should always be above 

.7, given that a minimum number of 3 items can be provided for the test. If the test result is below 

this value the scale can be claimed to be unreliable (Field, 2009). However, the researchers are aware 

that the test has been criticized as the value 𝛼 depends on the number of items included. This means 

that if the total number of items used for testing the reliability of a scale is increased, then the 

Cronbach’s 𝛼 value will increase as well, as the value is based on a mean value. As a result, the value 

of .7 or above might not necessarily indicate the reliability but instead reflect the number of items 

tested (Field, 2009). In the context of this study, the Cronbach’s 𝛼 has secured reliability throughout 

the scales used.  

TABLE 3: Scale Reliability 

SUB SCALE ID CRONBACH’S 𝜶 N of scale items Average Correla-
tion 

Reliability Impro-
vements 

EK 0.724(0.700) 3(4) 0.456(0.488) EK reversed  
EK4 deleted 

SA 0.709 4 0.499  

SN 0.918 12 0.663  

PBC 0.701(0.623) 6(7) 0.433(0.357) PBC3 deleted 

PI 0.783 5 0.560  
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In the Cronbach’s 𝛼 test the reliability outcome demonstrated the need for scale corrections in order 

for the scales to be fully reliable. The scale of EK was found to provide potentially higher reliability 

if deleting the item of EK4. The same was found for PBC3 and P7 (price), why reliability was here-

after proven to increase. The variable of CL was not measurable due to the inconsistent design of the 

scale items. The final values of Cronbach’s 𝛼 test have then proven the scales to possess overall 

reliability, why the necessary prerequisites for regression analysis exist. The results of Cronbach's 𝛼 

for this study are to be found in Table 3 below. 

 

For the next paragraph, the testing of a total of 11 hypotheses will be presented for the two parts of 

the model (A and B). 

Testing the Hypotheses 

First Part of the Model (A): Predictors of Purchase Intention 

The first part of the conceptual model assessed the determinants of PI toward green behavior through 

7 hypotheses out of 11, including the variables of EK, SA, SN, PBC, and PI. The first three hypotheses 

were tested through linear regression models, whereas the last four were run through a multiple linear 

regression. The remaining four hypotheses will be presented in ‘The Second Part of the Model (B): 

Predictors of Purchase Behavior’. Field’s assumptions will be examined and explained very carefully 

for the first hypothesis (H1a), whereas only the results will be presented for the rest of the hypotheses.  

H1a 

For H1a the relationship between EK and SA was assessed, hypothesizing a positive correlation. The 

results are shown in Table 4 below.  

 

 

 

 

PB 0.762 5 0.531  

𝑬𝑪𝑴𝒆𝒅 0.810 6 0.573  

𝑷𝑴𝒐𝒅 0.782(9.691) 6(7) 0.539(0.427) P reversed  
P7 deleted 

𝑪𝑳𝑴𝒐𝒅 No result 3 No result Not consistent 



	 80 

 TABLE 4: H1a 

 B S.E. R 𝑹𝟐 t Sig. Exp(B) 95% C.I. for Exp(B) 

        Lower Upper 

Constant 3.768 .142 .038 .001 26.604 .000  3.490 4.047 

EK -.027 .043   .043 .527 -.038 -.111 .057 

SA          

Multi-collinearity 

For examining the relationship between EK and SA (H1a) similarities of the items of the independent 

variable (EK) were examined by testing for multicollinearity; the second assumption of Field (2013). 

If multi-collinearity, and thus similarity, exists, it can be difficult to distinguish between the items 

when searching to identify from where the relation between the variables arise (Malhotra et al., 2017). 

Multi-collinearity test will result in a very strong correlation if similarity is high. Therefore, this is 

unwanted. Results should preferably provide no multicollinearity, i.e. very little similarity in the items 

tested. The variance influence factor (VIF) and the tolerance were used with Field’s (2013) guideline 

for the outcome, indicating the VIF value to be below 10 and the tolerance statistic value above .2.  

 H1a met the assumption of multicollinearity, which indicated no existence of similarity, 

thus no concern: EK: Tolerance=1.0, VIF=1.0. 

Non-Zero Variance 

The third assumption of Field’s was the one of non-zero variance (Field, 2013). The independent 

variables should have varying values within the outcome, meaning that no errors of similar data val-

ues exist; yet, it should still contain tendency patterns (Field, 2009). Data values that are too similar 

are considered to be biased (Ibid., 2013). Variance can be assessed through the descriptive outcome 

of the independent variables presented in Appendix 10 and should have no variances of zero 

(Makambi, 2013). As the most common cutoff value for variance is .40, this will be used as an abso-

lute value throughout the assumption tests (Petersen, 2000). 

 The assumption of non-zero variance was met for H1a with EK Variance=.957 and SA 

Variance=.493. 

Normality 

For the fourth assumption, dependent and independent variables were tested for normality in order to 

determine the data distribution (Field, 2013). The power of normality is the value detecting if the 

sample is approximately normally distributed or non-normal distributed (Ghasemi & Zahediasl, 

2012). To test for a normal distribution several assessments can be used, as for instance the 
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Kolomogov-Smirnov test or the Shapiro-Wilk test (Field, 2013) The normality can further be tested 

through skewness and kurtosis calculations (Bai & NG, 2005). Nevertheless, this study will not take 

these tests into consideration, as normality can also be validated and identified through graphical 

inspections (Field, 2013). The inspection was assessed through visual examination of the histograms 

of the independent variables as well as P-P plots that were produced through linear and multiple linear 

regressions of the model (graphs for each relation are illustrated in Appendix 2-9).  

 For all the hypotheses the histograms indicated approximate normal distribution, with 

only a few deviations. The P-P plots of standardized residuals also showed points that were not ac-

curately on the line, but very close. Thus, approving the assumption of a normal distribution for both 

H1a as well as for the remaining variables tested.  

Outliers 

For the fifth assumption, the data were checked for outliers. Outliers are important to identify, as they 

are data points that are distinct from the remaining data set, why they can have a strong effect on the 

further data analysis (Field, 2013). The outlying data points are detected through the analysis of stand-

ardized residuals within the data set, with an absolute value below 3 (Field, 2013). Four outliers were 

identified for SA in relation to EK, at -3.09, -3.48, -3.10 and -3.84 (Std. Res. Min.=-3.84; Std. Res. 

Max.=1.94).  

 For the entire study, a total of 10 outliers have been discovered, where the remaining 

six outliers will be noted under each of the following associated hypotheses later in this section, each 

with their related values. As the total number of outliers can be speculated the data was checked for 

outlier effect, but the outcome did not change to an extent to be of any significance. None of the 

outliers reached above a value of 3, why there is no cause for concern as Field’s (2013) assumptions 

are met. As the outliers have not been continually occurring at all steps of the model and only occurs 

sporadically the values are kept in the data set, as they are assumed to provide valuable information 

for the analysis. Therefore, the outliers are not considered as having any damaging effect on the over-

all results.   

Durbin-Watson 

For the sixth factor of assumptions, the data set was checked for auto-correlation (Durbin & Watson, 

1951). For testing of no auto-correlation, a Durbin-Watson (D-W) test was completed, which tests 

the data for serial correlation between errors. To run a D-W test it is required that data are sorted 

ascending and that the data contains time series so that it is possible to arrange the data in relation to 

the time of the response (Field, 2013). A guideline has been set by Field (2013) that the D-W value 
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should be close to 2.0 (1.5-2.5 is acceptable). The stronger the correlation, the closer to 2.0 the value 

will be, proving that residuals are non-correlated (Ibid.).  

 As the data for this survey was measured in time series, the D-W test was run and could 

for H1a meet the assumption of no serial correlation to be existing, as the D-W test resulted in a value 

of 1.593 fulfilled the guideline.   

Homoscedasticity 

The seventh assumption of homoscedasticity in the data was assessed in order for the results to be 

analyzed. Homoscedasticity ensures that the ‘same variance’ will be central in linear regression mod-

els and throughout the predicting variables (Field, 2013). Field (2013) defines homoscedasticity as 

residuals at each level of the predictor variable(s) having similar variances and showing an equally 

spread of residuals that show consistency, thus respecting the data set. Also, the residuals will be 

approximately equally spread as a visual rectangular shape with a random pattern of points across the 

scatterplot. Unequal variance and inconstant spread lead the data to be heteroscedastic and thus, data 

will be found to be violated and the significance levels invalid (Field, 2013). There exist several 

procedures to test for homoscedasticity, although, for this study, it was discovered through plotting 

the predicted values and residuals into a scatterplot, followed by inserting a linear fit-line, in order to 

visually identify linearity and residual distribution (Appendix 2-9: Charts). Therefore, the assumption 

of homoscedasticity was met, and so were all seven assumptions for H1a.  

 

For the remaining part of this section, the model fit for H1a will be presented, together with analyzing 

the results, which will lead to deciding whether the hypothesis should be accepted or rejected. 

 

Model Fit of H1a 

One-way ANOVAs were used to control the model fit for each hypothesized relation and determined 

the model significance. For H1a the overall fit of the linear regression model proved to be non-sig-

nificant (F(1, 284)=.401, 𝜌=.527) with an R of .38, emphasizing a very weak relationship and an 𝑅5 

of .001 (no change occurs between the variables). Yet, checking for outliers, results did not change 

significantly. 

 Schendera (2008) argues that the unstandardized Beta regression coefficient can be mis-

leading for interpretation and the standardized Beta (i.e. the expected B (Exp(B))) is a more valid 

measure for interpreting the predicting variables. Thus, the Exp(B) will be used for interpretation in 

this context. Hence, the impact of EK on SA proves to be insignificant (Exp(B)=-.38, 𝜌=.527). 
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Therefore, the proposed hypothesis of H1a showed no significant relationship between EK and SA, 

thus the hypothesis was rejected.  

 

For the seven assumptions of Field (2013), the above section found that the assumptions of normality 

and homoscedasticity were met for the entire dataset. For that reason, these two assumptions will not 

be further outlined in the following presentation of the results. The results will thus only consider 

assumptions of model fit, multicollinearity, non-zero variance, outliers, auto-correlation and statisti-

cal outcome. The results of the remaining hypotheses will be presented below. 

H1b 

The H1b presents the results of the linear regression of the relation between EK and SN, for which a 

positive relationship was expected. The results are illustrated in Table 5 below. 

 TABLE 5: H1b 

 B S.E. R 𝑹𝟐 t Sig. Exp(B) 95% C.I. for Exp(B) 

        Lower Upper 

Constant 4.927 .130 .594 .353 38.036 .000  4.672 5.182 

EK -.487 .039   -12.454 .000 -.594 -.564 -.410 

SN          

 

The hypothesis of EK having a positive relation to the SN was determined by a significant model fit 

of F(1, 284)=155.095, 𝜌=.000) with R=.595 indicating a strong relationship and 𝑅5=.353. This em-

phasizes that the linear regression explains 35.3% of the variance within the data. Multi-collinearity 

was tested and met the assumption of no existing similarities for H2b with Tolerance=1.0, VIF=1.0. 

The non-zero variance was found acceptable for the variables of EK (Variance=.957) and SN (Vari-

ance=.643). Checking for outliers, three outliers were identified for SN at -3.57, -3.57 and -3.05 (Std. 

Res. Min.=-3.57; Std. Res. Max.=2.73), however not identified as significant enough to not keep in 

the dataset (cf. Outliers, H1a). The D-W test provided a value of 2.113 for H1b and met the assump-

tion of no serial correlation. H1b proves evidence for a significant relationship between EK and SN 

with a significance level of 𝜌=.000, however, while the hypothesis originally suggested a positive 

relation the hypothesis is therefore rejected, as the results defined the relationship to be negative with 

Exp(B) to be -.594. Thus, the relationship indicates that a high level of EK will negatively influence 

an individual’s SN. 
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H1c 

The relation between EK and PBC was assessed through H1c, for which the results are found in Table 

6. The relation was hypothesized to have a positive correlation. 

 TABLE 6: H1c 

 B S.E. R 𝑹𝟐 t Sig. Exp(B) 95% C.I. for Exp(B) 

        Lower Upper 

Constant 3.940 .116 .068 .005 34.108 .000  3.713 4.167 

EK -.040 .035   -1.156 .249 -.068 -.109 .028 

PBC          

 

The overall model fit for the linear regression of H1c was found to be of no significance, as the F-

statistic indicated the values of F(1, 284)=1.337, 𝜌=.249), with an R of .068, and 𝑅5 of .005, while 

no outliers were identified. The multi-collinearity showed no similarity of the independent variable 

of EK showing Tolerance to be 1.0 and with a VIF of 1.0. The assumption of non-zero variance was 

met with EK Variance=.957 and PBC Variance=.432. The D-W value was found to be 1.769. With a 

significance level of 𝜌=.249 and Exp(B) of -.068, there was no significant relationship found between 

EK and PBC, thus the H1c is rejected.  

H2a, H2b, H2c, H2d 

The last four hypotheses of the first part of the conceptual model (A) are H2a, H2b, H2c and H2d, 

which were run through a multiple linear regression testing SA, SN, PBC and EK as independent 

variables for the dependent variable of PI. The hypotheses were anticipated to show positive correla-

tions. The results are outlined in Table 7.  

 TABLE 7: H2a, H2b, H2c, H2d 

 B S.E. R 𝑹𝟐 t Sig. Exp(B) 95% C.I. for Exp(B) 

        Lower Upper 

Constant .521 .265 .752 .565 1.967 .050  .000 1.043 

SA .523 .054   9.644 .000 .533 .416 .630 

SN .005 .045   .120 .904 .006 -.084 .095 

PBC .335 .065   5.176 .000 .278 .207 .462 

EK .009 .035   .251 .802 .013 -.061 .078 

PI          
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The model fit for the multiple linear regression with PI as the dependent variable and SA, SN, PBC 

and EK as independent variables revealed strong a significance relation (F(4, 281)=91.252, 𝜌=.000)) 

with R=752 and 𝑅5 explaining 56.5% of the variation change in PI within the sample. Testing the D-

W value of serial correlation fulfilled the assumption with the value of 1.974. H2a, H2b, H2c, H2d 

identified three outliers of PI at -3.95, -3.39 and -3.05 (Std. Res. Min.=-3.95; Std. Res. Max.=2.69), 

proving that no significant concern should be regarded towards the data set.  

 

For H2a multi-collinearity showed a Tolerance of .623 and a VIF of 1.605 and thus, no similarities 

were found for the independent variable, while it met satisfying values of SA Variance=.493 and PI 

Variance=.479. With a significance level of 𝜌=.000 and an Exp(B) of .533, there is evidence for H2a 

to be accepted, hence the respondents’ SA is found to have a positive relation to the PI of green luxury 

products.  

 

H2b showed multi-collinearity of Tolerance=.507, VIF=1.972 and non-zero variance of PI Vari-

ance=.479 and SN Variance=.643, which indicates that Field’s (2013) assumptions are met. However, 

the hypothesis does not show any significant relationship with 𝜌=.904; Exp(B)=.006, why no rela-

tionship is identified between SN and PI, thus leading to a rejection of H2b. 

 

H2c determined the values of Tolerance=.564 and VIF=1.773 of multicollinearity and non-zero var-

iance of PI Variance=.479 and PBC Variance=.432, hence complying with the assumptions. The 𝜌-

value showed a result of .000 and the Exp(B) a value of .278, interpreting a significant relationship 

between the PBC and the PI of green luxury products. However, the relationship is relatively weak 

but still makes it possible to accurately accept H2c. 

  

For the final variable of the multiple regression analysis on PI as a dependent variable, the influence 

of EK was assessed based on H2d. With multi-collinearity of Tolerance=.532 and VIF=1.869 and 

non-zero variance of PI Variance=.479 and EK Variance=.957, the variables confirmed the assump-

tions of Field (2013). Despite the fact that all assumptions were met, no evidence for a relationship 

between EK and PI can be proved with 𝜌=.802; Exp(B)=.013 and consequently, H2d is rejected.  

As such, the seven first hypotheses were tested within the first part of the model (A) that indicated 

the predictors of the intention of the conceptual map. For the second part of the model (B), the pre-

dictors of PB will be examined next through the remaining four hypotheses of H3, H4, H5, and H6. 
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Second Part of the Model (B): Predictors of Purchase Behavior 

The second part of the model first considers the relationship between PI and PB through a linear 

regression analysis of H3. Subsequently, EC is applied as a mediator to the relationship in regards to 

luxury consumption and indicated the hypothesized of H4. This was followed by two linear regres-

sions of the moderating effect of P (H5) and CL (H6) on the relationship between PI and PB, including 

the product tests. 

H3 

H3 determines the relationship between PI and PB of EF products, of which a positive outcome was 

expected. Table 8 shows the results. 

 TABLE 8: H3 

 B S.E. R 𝑹𝟐 t Sig. Exp(B) 95% C.I. for Exp(B) 

        Lower Upper 

Constant .898 .188 .636 .404 4.774 .000  .528 1.268 

PI .681 .049   13.872 .000 .636 .584 .777 

PB          

For H3 a linear regression was performed showing the model-fit to be highly significant (F(1, 

284)=91.252, 𝜌=.000), indicating a strong relation of R=.636 showing a 40.4% change of the variance 

(𝑅5=.404). Within the variable of PB a single outlier was identified at 3.85 (Std. Res. Min.=-2.72; 

Std. Res. Max.=3.85) but kept in the data set, as they caused no harm for the results. Testing for multi-

collinearity a Tolerance value of 1.0 and VIF of 1.0 was found. The non-zero variance was approved 

through a PB Variance=.551 and PI Variance=.479. The D-W value was 1.987, which proved to 

satisfy the set assumptions. The 𝜌-value of .000 gave evidence to a strong statistical significance 

within the relationship of PI and PB of green products, with an Exp(B) of .636. Therefore, accepting 

the hypothesis of H3.  

H4 

The relationship between PI and PB has been proposed to have a mediator of EC, which is formulated 

in H4. The hypothesis was presumed to be positive. The results can be found in Table 9 below.  

 TABLE 9: H4 

 B S.E. R 𝑹𝟐 t Sig. Exp(B) 95% C.I. for Exp(B) 

        Lower Upper 

Constant .447 .193 .686 .471 2.315 .021  .067 .827 
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PI .387 .069   5.619 .000 .361 .251 .522 

EC .412 .070   5.857 .000 .376 .274 .551 

PB          

 

The H4 is assessed with the intention to examine the relationship of PI and PB with the inclusion of 

EC as a mediator, to identify to which extent the luxury consumers incorporate environmental con-

cerns into their purchase decisions of green luxury goods. The variable was identified as a mediator, 

as the PI decreased in Exp(B) value when EC was added to the regression. Furthermore, the 𝑅5 in-

creased and the EC variable was therefore found to positively mediating the relationship between PI 

and PB.  

 

The H4 presented a significant model-fit of F(2, 282)=125.623 with 𝜌=.000 and with a strong rela-

tionship (R=.686) that showed 𝑅5 represented 47.1% of the variance change (i.e. 𝑅5=.471). The as-

sumption of multicollinearity and non-zero variance was met with PI Tolerance=.455, VIF=2.195 as 

well as EC: Tolerance= .455, VIF=2.195 and PB Variance=.551, PI Variance=.479 and 𝐸𝐶89:Vari-

ance=.458. For PB a single outlier appeared at 3.81 (Std. Res. Min.=-2.73; Std. Res. Max.=3.81). No 

auto-correlation was found and the D-W test aligned with the assumption guidelines (D-W 1.994). 

Based on this, H4 could be accepted with a modest effect of Exp(B) of EC of .376 at a .000 signifi-

cance level.  

H5 

For determining the moderating effect of P in relation to the PB of eco-luxury products and consum-

ers' price-sensitivity, H5 is examined and anticipating a positive outcome. The results are displayed 

in Table 10. 

 TABLE 10: H5 

 B S.E. R 𝑹𝟐 t Sig. Exp(B) 95% C.I. for Exp(B) 

        Lower Upper 

Constant 3.466 .039 .450 .202 88.091 .000  3.389 3.543 

𝑷𝒎𝒐𝒅 .504 .060   8.471 .000 .450 .387 .622 

 

H5 suggested P to have a moderating effect on PB when performing product tests of green luxury 

products versus general luxury products while exposing the respondents for a price difference 
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between the two types of products. In IBM SPSS P was coded into a moderating variable consisting 

of the Test 1A, Test 1B and P (Appendix 8). Linear regression was run toward PB as a dependent 

variable. The regression analysis highlighted a significant model fit of F(1, 283)=71.761, 𝜌=.000), 

with an R=450 and 𝑅5=.202. This indicates that 𝑃8=: can be found to have a moderating effect on 

PB, however, it only covers 20.2% of the variation of the effect within the sample. Therefore, other 

combinations can be considered for further research, as the effect is not perceived as particularly 

strong. Autocorrelation of the D-W test presented an acceptable value of 1.969, while for PB two 

outliers were identified at -3.591 and -3.181, however not removed (Std. Res. Min.=-3.591; Std. Res. 

Max.=2.376). Testing for multi-collinearity showed satisfying results of 𝑃>=:: Tolerance= 1.000, 

VIF=1.000, and non-zero variance of 𝑃8=: (Variance=.438).  

 𝑃8=: was confirmed as a significant moderating factor of PB with an Exp(B) of .450 

and 𝜌=.000, thus proving evidence to accept H5. This outcome represents 𝑃8=: to be a relevant mod-

erating predictor of green luxury behavior, meaning that the lower the consumer’s price-sensitivity is 

found to be, the higher likeliness they have to purchase green luxury fashion products. 

H6 

The final hypothesis of H6 considers the implementation of a GOTS label and the hypothesis suggests 

a positive moderating effect on the PB of eco-luxury products. Table 11 represents the outcome.  

 TABLE 11: H6 

 B S.E. R 𝑹𝟐 t Sig. Exp(B) 95% C.I. for Exp(B) 

        Lower Upper 

Constant 3.466 .044 .036 .001 78.729 .000  3.553 3.553 

𝑪𝑳𝒎𝒐𝒅 .045 .074   .605 .545 .036 -.101 .191 

H6 anticipated that the implementation of a climate label would positively moderate the PB of green 

luxury products. The CL was computed into a moderating variable with the Test 1A and Test 1B and 

afterward ran through a linear regression with PB as the dependent variable. Test 2A and Test 2B 

were decided to leave out of the data analysis, due to bias in the design structure of the test. The two 

tests of T2 displayed only the GOTS label on one of the products and no price difference. For this 

reason, the tests were found to be biased, as it was too likely that the respondents would choose the 

climate labeled product, as no risk were present in terms of price relevance, while it was believed that 

some respondents would be inclined to answer following a ‘social desirability bias' (Auger & 
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Devinney 2007; Davies et al., 2012). Thus, the test structure for T2 was found to be too simplistic to 

draw any statistical evidence from. 

 The results of the ANOVA showed a non-significant model fit for H6 of F(1, 283)=.367, 

𝜌=.545) with R=036 and 𝑅5=.001. No auto-correlation was found (D-W=1.878) and outliers for 

𝐶𝐿8=: at -3.342, -3.342, -3.072 and -3.328 were identified (Std. Res. Min.=-3.342; Std. Res. 

Max.=2.082). However, no significant change in outcome was found when removing them, and thus 

they were kept in the dataset. The non-zero variance was accepted with 𝐶𝐿8=: Variance=.352. Ulti-

mately, multi-collinearity showed the satisfactory output of 𝑃>=:: Tolerance= 1.000, VIF=1.000. 

With a significance level of 𝜌=.545 and an Exp(B) of .036, the anticipated hypothesis of H6 conse-

quently can be rejected.  

 As Test 1A and Test 1B were computed into the 𝐶𝐿8=: variable, the outcome considers 

both price difference and the implementation of a GOTS label. The result, therefore, indicates that 

consumers with a high price-sensitivity might not be willing to purchase EF luxury products if there 

exists a price difference between two similar products. 

 

Clarification of some final considerations regarding the research procedure and data management are 

presented in the following.   

 

Final Considerations 
Survey data was gathered through Qualtrics and MTurk online. For the analysis of the gathered data, 

the tool of IBM SPSS has been used for processing. The statistical tool provides many options for 

data analysis, but the chosen procedure of linear regression models was selected in order to test the 

theoretically developed conceptual model for the purpose of this study. This procedure was found 

relevant, as the conceptual model consisted of one-way causal relationships. Nevertheless, it is 

acknowledged that other procedures might as well have been justified for the current research design. 

  Researchers have been very careful in cleaning the data derived in order to create the 

most valid representative sample for the study objective. For each step of the analysis, manipulation 

and violation of the results have been considered, as to be able to provide results that create output as 

close to reality as possible and without manipulating too much. 

 Regardless that this study has been emphasized as being reliable, the researchers are 

aware that there always can be minor bias in self-reported studies, and it is likely to underestimate 

the scientific misconduct that such data possesses, as it might be biased by respondents’ social 
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expectations (Fanelli, 2009). Furthermore, data are processed and analyzed in regard to fit the pro-

posed theory, why it might be a reason for the limitations of the outcome. As data are standardized 

and modified to fit the framework, thus outcome has been ‘improved’. It does limit the raw data 

output; however, standardization is somewhat necessary to compare and interpret results in order to 

scientifically define outcome significance (Pimple, 2002). Nevertheless, distortion of data has been 

avoided to the greatest extent that it was possible, to demonstrate tendencies as close to reality as 

possible.  

 

As this study has been conducted using a quantitative method, it is only possible to define statistical 

and scientific significance – or non-significance, why it is not taken into considerations in the presen-

tation of the results, what lies further behind and what can be determining the respondent’s underlying 

reasons of the independent answers to each scale. Also, it is only possible to determine if there is a 

statistical relationship between variables, whereas reality might suggest several other factors to also 

influence measurement relations. However, if the statistical significance level of 𝜌<.05 is present, it 

represents strong evidence for the anticipated hypotheses of the measured variables to be accepted, 

yet it provides a truthful picture of reality.  

 Based on the large dataset it is, therefore, possible to make generalizations of the reality if hypotheses 

are accepted.   

 

Results Summary 
Summing up the results of the conceptual model, H1a was showing no significant relationship be-

tween the variables, thus the hypothesis was rejected (Exp(B)=-.38, 𝜌=5.27). For H1b a significant 

relationship of 𝜌=.000 was discovered, however, Exp(B) was found to indicate a negative relationship 

(Exp(B)=-.594), why the hypothesis was rejected. The third hypothesis of H1c proved no significant 

relationship between the variables, why it was also rejected (𝜌=.249; Exp(B)=-.068). For the deter-

minants of intention, the multiple linear regression with PI as a dependent variable showed SA to be 

a significant predictor and therefore H2a was accepted (𝜌=.000 and an Exp(B) of .533). The second 

predictor, SN, displayed no significant relationship to PI (𝜌 =.905; Exp(B)=.006), hence H2b was 

rejected. The third independent variable in the multiple regression was PBC, which showed a signif-

icant relationship to PI with a 𝜌-value of .000 and the Exp(B) with a value of .278. This led to an 

acceptance of H2c. The fourth and final predictor in the multiple regression was EK. No evidence for 

the variables to be related was identified (𝜌 =.802; Exp(B)=.013), thus rejecting the H2c. H3 
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presented a suggested relation between PI and PB. This relation was confirmed with 𝜌-value of .000 

and Exp(B) of .636, accepting H3. EC was expected to have a positive mediating effect on the relation 

of PI and PB in H4. The significance level proved for this to be true with .000 and an Exp(B) of EC 

of .376, leading to acceptance of H4. H5 proposed P to have a moderating effect on the relationship 

between PI and PB. This was found to be verifiable and therefore the hypothesis was accepted with 

a significant 𝜌-value of .000 and an Exp(B) of .450. Finally, H6 suggested CL has a moderating effect 

on the relationship between PI and PB. However, this could not be proven and therefore the hypoth-

esis was rejected with the following values; 𝜌=.545 and Exp(B)=.036. 

 

Conclusion of the Results  
The study has taken the prevalent environmental issues into consideration, as consumers tend to take 

more green decisions when already being environmentally concerned (Davies et al., 2012). The liter-

ature revealed that the general level of consuming more green products has increased, why behavioral 

purchasing practices are being reshaped (Carrington et al., 2010, Davies et al., 2012, Lin & Niu, 

2018). Thus, an individual's attention is raised in accordance to impact these environmental issues, 

from where general knowledge about the environment seems to be obtained and expand to the public 

spheres. 

 

There are several factors influencing the environmental initiatives, such as the consumer’s environ-

mental knowledge, sustainable attitudes, subjective norms, control perceptions, intentions toward 

green consumption behaviors and other external factors, such as attributional features of price and 

climate label. This study addressed these issues in relation to luxury fashion goods, as this area was 

found to be interesting and growing, while previous scientific work was found to be neglecting this 

research area.  

The results of this study support literature, finding that attitudes, intentions, and behaviors are inter-

related in the context of green consumption. Applying environmental knowledge as a factor to the 

relation did not seem to have any significant effect on whether the consumers chose to purchase green 

luxury goods. Purchase intention was found to be affected specifically by sustainable attitude and 

perceived behavioral control. Also, a strong relationship between purchase intention and purchase 

behavior of green products was identified, while environmental concerns positively mediated the re-

lationship when considering green luxury products.  
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Thus, to answer the stated research question, it is proposed that price has a moderating effect on the 

purchase behavior of green luxury products. This indicates that if price-sensitivity is low, the effect 

on purchase behavior of green luxury products will be positive. Additionally, the moderating effect 

on purchase behavior, of a climate label combined with the inclusion of a price difference, was found 

to prove no significance.  

 Consequently, an intention-behavior gap was identified between the intention to pur-

chase green luxury products and the act of purchasing those, if a price difference was added, even if 

a climate label was provided for informing and guiding the consumers to more environmentally 

friendly behaviors. The results will further be discussed in Chapter 5. 
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Chapter 5: Discussion 
In the previous paragraph, the analyzed results of the survey were presented. In order to examine and 

understand the reason(s) behind what might have caused the hypotheses to be rejected or accepted, 

this paragraph will discuss the outcome of the hypotheses and how the results might contribute to the 

literature. 

 

The study aims to address and understand the phenomenon of green consumption behavior within 

luxury fashion goods. A conceptual map was formed based on literature to give a preliminary view 

on some of the variables and factors, which potentially influence and trigger the relation between PI 

and PB of green luxury products. This study has two main contributions to the literature. To begin 

with, the theoretical framework of TPB has been extended to explain green luxury purchasing, while 

it was widened by adding new variables based on literature. More specifically the influence of EK as 

a variable and EC as a mediator was examined. Previous studies have looked into ethical consumption 

and included factors as prior purchases, convenience and willingness to pay for EF apparel while 

emphasizing that there exists an intention-behavior gap. This research adds to environmental studies, 

by including a CL to see the potential effect and measure price sensitivity for EF luxury fashion 

products.  

     Secondly, this study contributes with a detailed statistical examination of how strongly those var-

iables affect green luxury PB. Through several years, a gap between consumers' EF attitudes, inten-

tions and behavior have been identified (e.g. Carrington et al., 2010;). Prior studies have mainly fo-

cused on the gap in general, on conventional ethical products, mainstream sustainable clothing and 

the grocery industry (e.g. Carrington et al., 2010; Thøgersen, 2000; Jacobs et al., 2018; Auger & 

Devinney, 2007). The purpose of this study was to investigate the phenomenon of the intention-be-

havior gap, see whether it occurred within green luxury fashion goods, and identify if a CL would 

influence it. The respondents in this study confirmed a strong relationship between the SA, PI, and 

PB to purchase EF products, however, a gap was identified when adding a price difference. This 

finding is interesting as it contributes to new knowledge to consumer behavior and marketing man-

agement theory and practice. Based on this, it is relevant to discuss some implications found within 

the results. 

 First, the theoretical implications will be outlined, which will be followed by practical 

implications for marketers and further research to draw benefit from. Subsequently, a short 
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conclusion of the results and discussion will be presented, while it aims to answer the research ques-

tion. Finally, some identified limitations and suggested further research is provided.   

Theoretical Implications 

The consumers possess the power of demand; however, they depend on the companies to provide the 

products. Thus, the consumers are important in the aim of increasing a more conscious and EF con-

sumption, as they are able to push the brands in the direction, to where they should invest their money 

(Lin & Niu, 2018). Therefore, it is important to understand what influences the consumers toward 

their PB. This paragraph will attempt to get a better understanding of how different variables affect 

the consumer, based on the collected results held up against previous literature.  

The Predictors of Purchase Intention 

The research goal for the first part of the model was primarily to indicate, the factors influencing the 

PI of green luxury fashion goods. The following theoretical implications are based on the interpreta-

tion of the statistical results, which are contextualized into reality. The first three hypotheses sug-

gested that the level of EK would affect respectively the SA (H1a), the SN (H1b) and the PBC (H1c). 

However, EK indicated no significant relationship with SA and PCB, thus H1a and H1c were rejected. 

H1b, on the other hand, showed a significant correlation between EK and SN, however, it presented 

a negative relation, which caused the hypothesis to be rejected. The next section will present consid-

erations of H1a and H1c, followed by H1b. 

H1a 

Looking at H1a, one reason for the non-correlation might be explained by the scale questions. The 

questions for EK are very general, why the respondents can seem very EF without properly answering 

whether one act on this or not. Meanwhile, the questions for SA are more specific. For instance, 

question 2 asks, whether the person would always select the most sustainable transportation alterna-

tive. Consequently, when reading the question, the respondents might have realized that they do not 

always prioritize the sustainable choice, despite having a high EK. Literature suggests that a greater 

degree of EK can be a predictor for SA (Kollmus & Argueman, 2002; Haryanto, 2014; Hsu & Roth, 

1998 as cited in Lin & Niu, 2018) can therefore not be supported. This is interesting as it might 

suggest that people are not completely aware or do not feel the consequences of climate changes 

enough to be afraid of the impact of their choices. Bang et al. (2000) assumed that consumers who 

were more concerned about the environment, hence, had a stronger SA, tended to also have a greater 

EK, than consumers who did not share the concern. However, this showed not to be correlated in 
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their study, why the findings of this study are supported. Yet, some of the questions in the scale 

measuring SA can be criticized, as being more behavioral related and not only related to attitude 

(Appendix 1, Q3). Question 3 and 4 for the SA scale can be answered more neutrally if the respondent 

does not believe that it is possible to do much or that small activities will make a difference. Mean-

while, it is difficult to believe that EK does not influence the attitude, as the knowledge function is 

one of the most recognized functions of attitude (Szmigin & Piacentini, 2015; Katz, 1960). However, 

it is important to be aware that the relationship is measured statistically, why this is not undoubtedly 

true in reality. Although, Lin & Niu (2018) also found that EK did not influence SA, which instead 

was influenced by social norms, the consumer's concern for the environment and the sense of well-

being (i.e. good quality life, a satisfaction of personal desires and expectations). In conclusion, the 

consumer might possess knowledge about the environment and the damages currently happening, 

while it does not necessarily affect the persons’ SA. 

H1c 

For H1c the non-significance level shows that there is no relationship between the respondent's EK 

and their PBC of green luxury products. One explanation for this might be found in the scale ques-

tions, as one may possess a high EK but do not believe to have the financial assets to purchase green 

luxury products due to the potentially higher prices. An example from the survey is the question: “I 

believe that I have the economic ability to purchase more sustainable luxury goods” (Appendix 1, 

Q5, PBC4). It can indicate that if the respondents perceive green products to be higher priced, they 

might not prioritize it or believe they are able to afford it. This supports the literature findings that 

people perceive sustainable goods and slow fashion as higher priced (Freeman 1994; Harris & Free-

man, 2008 in Davies et al., 2012; Šajn, 2019; Pookulangara & Shephard, 2013). More so, the outcome 

for H1c was influenced if the respondent did not believe one’s purchase would make any difference, 

or if the person, despite having knowledge about the environment, did not care or feel in control of 

the purchase situation. Several authors have stressed that a high EK affects the consumers' belief of 

being in control of the purchase situation and therefore, how able they believe they are to make a 

difference through their actions (Armitage & Conner, 2001; Bandura, 1982; 1986; Paul et. al, 2016). 

However, this study cannot validate this for green luxury products. 

H1b 

Despite rejecting H1b for lending negative evidence, a strong relationship for H1b between the re-

spondents’ EK and SN is found, with a strong significance level of .000. This indicates that there 
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exists little reason to believe that the result occurs by chance, within a dataset of this size (Saunders 

et al., 2016). Yet, the ANOVA only showed that EK accounts for approximately 35.3% of SN, leaving 

room for further studies to see what else predicts it. The negative correlation of Exp(B)=-.487 indi-

cates that the degree of EK is associated with a low SN. A reason may be that consumers do not care 

as much about what others think if they possess a high EK. Through social groups and media, indi-

viduals continuously get exposed to new information and various perspectives and impressions about 

the environment. Thus, it was assumed that the expectation and pressure to act according to this would 

exist. This was based on theory, which claimed that an individual feels a pressure to act according to 

the perceived external expectations from one's reference groups (e.g. Greenbaum, 1966; Bearden et 

al., 1989; Reid et al., 2018). Further, people with a high need for social approval were more likely to 

be impacted by external situational factors (Ibid.). Belk (1975) argued that the situational factor, 

which is a part of SN, has a great influence on the consumer's choice. However, the results revealed 

that even though media and reference groups contribute to form EK, the individual does not neces-

sarily feel pressure to act according to the expected behavior, in order to make those external groups 

accept the purchase. This shows that the person might perceive a high EK, but do not necessarily feel 

a pressure to act according to expected behavior. Nevertheless, this might be explainable by looking 

at some of the environmental movements occurring; e.g. the vegan movement, where people seem to 

care much more about the environment and their own beliefs than what other people think of their 

behaviors (Cherry, 2006, Greenebaum, 2012, Jabs et al., 1998). Some of the respondents might have 

had some level of EK, despite also valuing other people's opinions. Thus, there exists a belief that 

consumers generally are induced more by their ethical concerns, than the motivation of acceptance 

from others, when purchasing luxury fashion goods. Ultimately, as the results of the relationship 

between EK and SN proved to be significant, there is an indication that EK should be considered to 

be included as a variable in further research of green luxury fashion.  

 

The following four hypotheses proposed a relationship between respectively SA (H2a), SN (H2b), 

PBC (H2c), EK (H2d) and the PI of green luxury products.  

H2a 

A clear relationship between SA and the PI of green luxury products was found with the significance 

level of .000 and a positive Exp(B) of .533, thus H2a was accepted. This confirms that a strong SA 

will form positive PI towards green luxury products (e.g. Davies et al, 2012; Carrington et al., 2010) 

and thus, confirm theory stating that SA is a strong predictor of behavioral intentions. The positive 
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relationship of H2a confirms that SA should remain a part of the model. Although, it is notable that 

the formation of a specific PI depends on the strength of the attitude towards completing the behavior 

(Bagozzi et al., 1989; Ajzen & Fishbein, 1980). In this way, intentions can be found to mediate the 

attitude-behavior relation, as attitude influencing behavior only appears through intentions (Ibid.). 

Researchers revealed that intentions transform the mental state of attitudes into physical responses of 

behavior (Bagozzi et al., 1989). This is consistent with the intention of being a determinant of behav-

ior, emphasizing a certain goal or purpose (Ibid) – in this case, the purpose of transforming green 

attitudes into green luxury purchase behaviors. Therefore, the path between the PI and the PB can be 

emphasized to be stronger, when an attitude is formed toward a given behavior. However, previous 

literature has paid a lot of attention to the mentioned attitude-intention-behavior gap within ethical 

consumption, focusing on the gap between attitude and intention, thus implicating that intentions lead 

directly to behaviors (Fukukawa, 2003). According to Carrington et al. (2010), this literature has 

failed to understand the gap, which occurs between intentions and the behavior within ethical con-

sumption. The results of this study confirm that a gap does not appear between attitude and intentions. 

Thus, if a gap occurs for luxury goods it should show between intentions and behavior.  

H2b 

In addition, H2b was rejected, as no considerable relationship between the SN and PI of green luxury 

products was recognized. In spite of the theory suggesting that SN strongly affects PI (Shukla, 2011), 

it was not confirmed for this study. It is notable that the external influence and pressure do not evince 

any effect on sustainable intention, as research as e.g. Cowan & Kinley (2014), Shaw & Clarke (1999) 

and Goldsmith & Goldsmith (2011) suggest this correlation to manifest. In the light of luxury being 

a social symbol of status and prestige, consumers have previously been found inclined to seek for 

acknowledgment from others (e.g. Goldsmith et al, 2010; Lee et al., 2012; Belk, 1988). This aligns 

with Reid et al.'s (2018) definition of SN that specify how important individuals value the support 

from their respected others to perform a certain behavior, thus the SN exerts a pressure to accomplish 

a given behavior. For the results of this survey, it means that regardless that the consumer cares about 

others’ approval when purchasing luxury fashion products, it does not necessarily correlate with a 

strong PI of green luxury products, and vice versa.  

 It is relevant to give attention to the demographics, where the main parts of the respond-

ents are represented by males (66.8%). There is a reason to believe that the outcome might have 

appeared differently with a larger percentage of female representatives, as females made up for 85% 

of high-end purchases in 2015 (Paton, 2015). This is remarkable, as females have been found to be 
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other-oriented, sensitive and more cautious responders, while men have been found to rely on data 

and self-orientation (Meyers-Levy & Loken, 2015). Therefore, women can be assumed to feel greater 

pressure from others to perform towards their expected behaviors, compared to men. Also, Achabou 

& Dekhili (2013) argue that gender can influence how consumers perceive recycled materials in lux-

ury clothing products. While it is claimed that women are more concerned about environmental and 

ethical issues than men, they are also more likely to accept recycled materials for luxury apparel 

(Achabou & Dekhili, 2013; Niinimäki & Hassi, 2011). Nevertheless, this information might be caus-

ally explaining why findings prove a lagging correlation between SN and PI. The likely difference 

between gender and behavior would be interesting to investigate in further studies.    

     Another demographic value to be considered in relation to SN and PI is that 57.0% of 

the entire sample population falls into the age category of 21-30 years. This age group is primarily 

categorized within Millennials, where the younger part of this sample group (born after 1996), is 

categorized within Gen Z (Fromm, n.d). This age group is considered to be the heaviest users of social 

media (Statista, 2019), why these consumers are anticipated to care more about self-exposure and the 

approval of others, using luxury brands to signal wealth, status and socio-economic class (Park et. al, 

2018). For that reason, it is worth considering why the results of this hypothesis do not align with 

these tendencies. 

 Taking the scales into consideration, the SN scale measures the consumer's concern 

about others' compliance in regards to the consumer's fashion purchases, while the PI scale includes 

green concern and luxury (Appendix 1, Q6). Theory shows that SN might be the weakest predictor 

of intentions (Sheppard et al., 1988; Van den Putte, 1991 as cited in Armitage & Conner, 2001). In 

the context of the results, this points toward strong individual preferences of fashion goods, which 

are not influenced by others' opinions. It means that the consumer can have a strong PI of green luxury 

goods without associating it with the person's reference groups. Armitage & Connor (2001) argue 

that the weakness of SN as a predictor for PI may be caused by a combination of poor measurement 

and need for expansion of the normative component, as SN is often measured only by a single item. 

Though this survey included a multi-item scale that ensured higher reliability of the measure, SN did 

not cause a relationship to PI.   

H2c 

The findings testify that the consumers’ PBC has a significant correlation to the PI of green luxury 

fashion goods with a significance level of .000, why H2c was accepted. This proves literature stating 

that subjects experiencing perceived control over the situation, while feeling empowered to complete 
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green behaviors, are more likely to intend to purchase more sustainably (Schutte & Bhullar, 2017; 

Armitage & Conner, 1999; Kiatkawsin & Han, 2017). Some research specifically focusing on luxury 

consumption found that PBC did not manifest as a highly significant predictor of PI (Jain & Mishra, 

2017). Despite accepting the H2c and confirming PBC as a predictor of PI toward green luxury prod-

ucts, the results give credence to Jain & Mishra’s (2017) finding as the effect of the Exp(B) was found 

to be relatively low (.278). 

 As PBC includes the ease of performing a behavior (Armitage & Conner, 2001), this 

value can be challenged. It was previously argued that purchasing luxury products can be categorized 

as a high involvement behavior, which relies on habitual actions, specific demands, expertise as well 

as personal relevance, why change of such behaviors are difficult (Lee et al, 1999; Thøgersen et al., 

2012). Therefore, the high involvement of purchasing luxury goods needs a greater effort, as the 

individual needs to consider several elements of the decision, instead of just relying on habitual in-

stincts and spontaneous stimuli, as when purchasing commodity products (Frank & Brock, 2018). 

The decision-process of selecting a greener alternative when it comes to luxury products, taps into 

more considerations of pre-established values, beliefs and motivations (Lee et. al, 1999), why the 

direct ease of action of purchasing a luxury product may be challenged. Therefore, it is assumed that 

the subject might perceive oneself as being in high control of the behavior of purchasing EF luxury 

goods, yet, the efficacy of taking action is reluctant. Therefore, attention should be given to let the 

consumers know how their purchases can have a positive effect on environmental issues while mak-

ing sure that they are aware of various alternatives. As the results showed positive interrelation, it is 

suggested that PBC should be kept as a part of the conceptual model, when measuring PI of green 

luxury products. 

H2d 

The amount of EK did once again not show any significant relationship to the PI of green luxury 

products, why H2d was rejected. This indicates that the level of EK is not necessarily used to evaluate 

the PI of green luxury products. Consequently, literature suggesting that EK has a positive effect on 

the intention to act sustainably, cannot be confirmed within this study (Kiatkawsin & Han, 2017). 

Yet, Kiatkawsin & Han (2017) proposed that EK positively affected PI if the consumer believed it to 

be possible to contribute to a better environment. Therefore, the previous argument, that consumers 

do not consider small actions to make a difference, is supported. On the other hand, it seems difficult 

to believe that PI towards green luxury products can be formed without any preceding knowledge 

about the environment. 
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     As Carrington et al. (2010) claimed that lack of knowledge was one of the reasons be-

hind the intention-behavior gap, it can be argued that the questions used in the EK scale might have 

been too broad and general. However, the questions for PI were more specific to green luxury prod-

ucts. For that reason, the relationship between EK and PI would possibly have provided a different 

outcome, if the questions for EK were more specifically correlated to the research area. Based on this, 

other EK scales are suggested to be tested in future studies within this scientific area, before conclud-

ing that EK and PI are not directly related and consequently, leaving out EK from the model. Finally, 

other variables influencing the PI should be tested in future studies, while it would be interesting to 

look at attitude as a mediator of the relationship between EK and PI, as suggested by Aman et al. 

(2012). 

The Predictors of Purchase Behavior 

The research goal for the second part of the model was first and foremost to indicate how PI influ-

enced the PB, and subsequently if EC, price-sensitivity and a CL could be influencing components. 

H3 

It is suggested that PI is a very complex variable to interpret, as it is influenced and formed by a range 

of other variables such as attitudes, SN and PCB, but also habits and earlier experiences (Ajzen, 1991; 

Armitage & Conner, 1999; Li et al., 2012). According to TPB consumers' PI is one of the most pow-

erful predictors of their PB (Ajzen, 2001). This was validated in this research, as the results confirmed 

that intentions toward green luxury fashion products had a significantly strong relation to the behav-

ior. It was demonstrated by the value of .000 and an Exp(B) of .681, why H3 consequently was 

accepted. In that matter, if the consumer argues to possess an intention to purchase green luxury 

products one will do so, according to these results. This confirms a large amount of research, which 

has found intention and behavior to be strongly correlated also within environmental purchase be-

havior (e.g. Follows and Jobber, 2000; Jung et al., 2016; Law et al., 2017). On the other hand, it does 

not support the theory of the intention-behavior gap that Carrington et al. (2010) claim to exist within 

ethical consumer behavior. However, this study was built on self-reported data, why there is a reason 

to believe that the gap could occur in a real-life purchase situation. Carrington et al. (2010) suggested 

that the consumer might arrive at the store with a pre-established PI towards a specific product, but 

potentially experience that the product is either sold out, one cannot afford it, or one might be attracted 

by other non-green competing products. The non-existing gap for this study might further be ex-

plained by the subject of this research as it investigates luxury fashion goods. Studies have presented 
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that the consumption patterns for such goods are more prominent, as consumers tend to have strong 

preferences and internal motivations, striving to create a social image (Shukla, 2011; Bian & For-

sythe, 2012; Belk, 1975). Hence, if luxury consumers intend to do something, they act accordingly. 

Theory also demonstrates that consumers who are more likely to form PIs toward certain luxury 

consumption behaviors, also seem to be more willing to pay for luxury products if previous purchases 

have resulted in satisfaction (Yoo & Lee, 2012; Li et al., 2012). For that reason, the respondents might 

already have had a positive purchase experience with green products, and thus, are more likely to 

connect the experience to future green luxury purchases.   

     It should also be noted, that the positive PI-PB relation might have been influenced by 

the scale questions for PB, as they were mostly concentrated on mainstream green products in general 

instead of luxury, whereas the PI questions were specific on green luxury fashion products. Also, the 

questions do not state issues regarding price differences, why the respondents did not have to take 

this into consideration. More so, health considerations may have had an influence on the respondents’ 

choice e.g. when answering whether they had switched products for ecological reasons (Appendix 1). 

The respondents might have answered the questions with grocery products in mind, instead of luxury 

fashion, why a misinterpretation of the questions might have occurred. 

     Even though the indication of intention leads to behavior, it is still unsure to say that 

the respondents always will transfer their green intentions for luxury fashion goods into behavior, 

without testing other influencing factors. It is still suggested that PI should be kept in the model as a 

predictor for behavior, however, the green behavior scale should be reconsidered, developed or fur-

ther adapted in future studies, in order to give a more precise picture of the reality for green luxury 

fashion goods. 

H4 

Consumers who are ethically conscious are said to feel a stronger responsibility and care for the 

environment, which improves their green consumption behavior, while those purchases are a way for 

the consumers to share their concerns (Carrington et al., 2010; Davies et al., 2012; Lin & Niu, 2018). 

This was confirmed by the research results, which revealed that EC positively mediated the relation-

ship between green luxury PI and PB, implying a strong significance level of .000, whereas H4 was 

accepted with a moderate effect of Exp(B)=.376. This result shows that a correlation exists between 

a consumer's awareness, opinion, and concern about the environment, and how they perform at the 

cash register. However, the questions used to measure EC addressed people's opinions toward the 

responsibility they believe luxury brands should take. In this correlation, the consumers automatically 
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are induced to assign the environmental responsibility to the brands, in the way the questions are 

formed. This is aligned with literature affirming that luxury consumers expect a certain quality, not 

only in the situation of the service-encounter and quality of the product but also in regard to the social 

and environmental dimensions (Achabou & Dekhili, 2013; Kim & Ko, 2012). Hence, the consumers 

clearly rely on luxury brands to be obligated to be socially and environmentally responsible, as they 

are paying a higher price for the product and therefore expect this to be a matter of course. 

     Lin & Niu (2018) argued that environmentally concerned consumers often have a cer-

tain degree of EK and consciousness. Following this, it is assumed that the acceptance of H4 indicates 

that consumers are conscious of the environment and their related behavior, as well as being aware 

of climate changes. Furthermore, Davies et al. (2012) found that luxury consumers did not yet con-

sider green luxury. Yet, the results of their study demonstrated conflicting results to the current re-

search, as the respondents showed to be more conscious about luxury brands and their responsibility.  

 An explanation confirming EC as a mediator of PI and PB might be that consumers 

strive to satisfy their moral values (McGoldrick & Freestone, 2008). Lin & Niu (2018) also found 

that consumers who are conscious about environmental issues and take action through their behaviors 

are found to have an increased environmental attitude, as they perceive a stronger sense of responsi-

bility and care, and thus their behavior is reinforced. Even though McGoldrick & Freestone (2008) 

claimed that consumers are willing to pay more for green clothing in order to fulfill this moral value, 

the respondents at this point of the survey had not yet been asked to consider the price difference. 

However, EC is suggested to be a positive mediator for the relationship between PI and PB, and 

therefore it should be considered as a part of future studies using the current framework.  

H5 

To determine whether the participants were willing to pay a premium price for green luxury products, 

the price was tested as a moderator. Literature shows that people explain that they are willing to pay 

for green products, at least as long as other attributes (e.g. quality) are fulfilled (e.g. Thøgersen, 2000; 

Loureiro & Lotade, 2005; Bjørner et al., 2004; Chekima et al., 2016; Jacobs et al., 2018). However, 

the price also seems to be the greatest barrier towards the green movement (Lin & Niu, 2018; Devin-

ney et al. 2010; Guagnano, 2001). The statistical results for the survey clearly showed that there was 

a strong significant relationship between being insensitive to price and being more likely to convert 

positive PI toward green luxury fashion into behavior. Thus, with the significance level of .000 H5 

was accepted. Contradictory, this confirmation can also be interpreted as consumers with high price 

sensitivity will be likely to purchase fewer green products, why high prices may possibly influence 
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the PB of green products negatively. This is interesting, as it indicates the intention-behavior gap, by 

showing that even though the intentions of a green behavior exists, there will be a tendency of not 

purchasing the green alternative, if the consumer is price sensitive. On the other hand, for the luxury 

industry, it is argued that there exists positive price elasticity and that the consumers even feel proud 

to pay more (Ward & Chiari, 2008). Nonetheless, looking at the Buying Criteria in the descriptive 

data, the luxury consumers rated price as the second most important factor following quality, showing 

that the respondents are price sensitive (Appendix 1, Q1). Based on the results, there is a reason to 

believe, that price can function as a moderator of the PB of green luxury products and should be 

included in future studies. 

H6 

It was predicted in H6 that the CL would have a positive moderating effect on the relationship be-

tween PI of green luxury products and the PB. The price difference was still included in the test, as 

respondents were expected to select the simple choice of the product with a climate label attached if 

only similar prices were used. The results showed that no significant relationship could be found, 

demonstrating that the respondents cared more about the price than the climate label, which resulted 

in the rejection of H6. These findings indicate that even though the consumers are reminded about 

the ethically correct and EF choice the majority still choose the conventional product if a price dif-

ference exists. Consequently, in this situation, the consumer's product choice has no correlation with 

forgetfulness or lack of information. This manifests the existence of an intention-behavior gap and 

confirms theory stating that price is a great barrier for green initiatives, even within luxury consump-

tion. 

 Despite that the test was designed to convey a situation as close to reality as possible, 

the survey still had a fictive setup. One could believe that the respondents would be inclined to choose 

the ethical product over the conventional product. This assumption is based on the fact that no note-

worthy risks are taken through the choices of an online survey, while there is reason to believe that 

the respondents would like to please either the researchers (i.e. social desirability bias) (Davies et al., 

2012), or their own moral (Mazar & Zhong, 2010). Hence, the price proves to be a very strong indi-

cator for the choice between the regular and green luxury product, when no other added attributes are 

presented. A theory suggesting that the external priming of a CL will have an effect on consumers' 

PB and even WTP are not supported on the basis of the results in this research (e.g. Thøgersen, 2000; 

Mazar & Zhong, 2010; Bjørner et al., 2004). However, it might still be verifiable that the CL will 

increase environmental attention, also providing guilty conscience and maybe affect EK and the 
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consumer's following green decisions. This might be a possible scientific research area within future 

studies. 

Summary of Theoretical Implications 

Summarizing the theoretical implications of the results held up against theory, EK proved to have no 

positive effect of the drivers of intentions toward luxury products. However, discussing previous lit-

erature it is believed to possibly affect intentions and behaviors in other contexts and with other scale 

measurements used. A relation between SA and PBC towards PI was identified, making it clear that 

formed attitudes and the individual's perceived control over a purchase situation, as well as the ability 

to make a difference, have an influence on the PI of green luxury products. Meanwhile, the gap be-

tween attitude and intentions were rejected. Furthermore, SN did not seem to have an effect on the 

PI, thus, the theory of SN as a weak predictor was accepted. Though, it is suggested to test this vari-

able again adapting scales more to green luxury. It was emphasized that intention was not a direct 

predictor of behavior if other negative attributes, such as price, were included. Even though the con-

sumers had positive green PI, was reminded of the EF product (through the CL) and possessed EC, 

they showed to be price sensitive. The consumers did, however, have high expectations to brands and 

expected the brands to take responsibility. Prior theory of luxury consumption has shown that there 

exists positive price elasticity within the luxury fashion industry, while this was not evidenced in this 

study. The study found that consumers were not willing to substitute conventional products with 

sustainable alternatives if the alternative was more expensive and no other attributes were included. 

This evidenced an intention-behavior gap to exist within green luxury consumption. 

 Ultimately, the luxury brands need to consider branding other attributes than solely a 

CL, as for instance product quality, psychological prices (e.g. $1.499), health benefits or trend ap-

peals, or even tap into the consumer’s guilt for not selecting the sustainable choice.  

On that note, the next paragraph will approach the practical implications of the findings and what the 

results can contribute to a marketing perspective. 

Practical Implications 
To grow a green business, it is clear that marketers can benefit from a better understanding of the 

intention-behavior gap within green luxury consumption. Hence, the next paragraph aims to provide 

practical implications for marketers, brands, and governments to take advantage of. 

 

Nowadays, people are more knowledgeable about the environment and climate consequences than 

ever before ("Climate Change…", 2018). Ethical consumption is said to be growing, while consumers 
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are aware of overconsumption and have started to pay attention to mindless consumption and its 

impact on society and the environment (Kozinets & Handelman, 2004; Joy et al., 2012; Pookulangara 

& Shephard; 2013). Thus, the question is, why this concern and knowledge do not always turn into 

direct action. The increasing awareness of environmental problems has influenced the consumer's 

demands of the brands' sustainable actions. Meanwhile, especially luxury consumers are more de-

manding than other segments due to the higher prices they pay, and thus, expect the brands to take 

more responsibility (Kapferer, 2010). This has resulted in an increasing number of luxury brands, 

which have started to develop sustainable procedures in order to meet expectations from consumers. 

On the other hand, the findings of this study showed that the green intentions, even when reminded 

of them, were not strong enough to get the consumers to pay a higher price. Meanwhile, Davies et al. 

(2012) found that luxury consumers were only slowly starting to consider ethics for luxury products, 

but did not yet care about ethical-luxury. Other literature supports this, saying that consumers might 

buy low-price versions of the style, and seek out fast inexpensive fashion, without thinking sustaina-

bly (Wood, 2009; Pookulangara & Shephard, 2013). Yet, this study found that people value luxury 

brands with environmental considerations. Based on this, it is suggested that brands should take sus-

tainable responsibility.  

 Some of the important factors indicated in this study were lack of knowledge, relevant 

attributes for the individual person and price sensitivity. A relationship was recognized between EC 

and PB of green luxury products, why it is recommended to motivate through educational marketing, 

which leads to both an increased knowledge and awareness. Particularly, sustainable brands should 

focus on highlighting the benefits in sustainable productions, as consumers will associate the fashion 

brands' actions with environmental benefits (Cowan & Kinley, 2014). According to Cowan & Kinley 

(2014), this will increase attitude and reinforce new social norms. Lin & Niu (2018) found that con-

sumers' well-being was very influenced by EK and SN. In turn, well-being was found to significantly 

affect the consumers' SA, PI and green PB (Ibid.). Further, they claimed consumers' green consump-

tion behaviors were not possible to determine unless EK and SN were internalized. This thesis, on 

the other hand, found that EK and SN did not affect PI. This finding can be criticized, as EK and SN 

in practical terms are assumed to always be present to some extent. Based on this, the focus should 

be given to EK, as it increases awareness and might create a social pressure of acting sustainably, 

while making it ‘unacceptable’ not to integrate sustainable thoughts into the PB. 

 Sustainable fashion brands and manufacturers should gain from this educational mar-

keting, as Bang et al.'s (2000) findings show that consumers, who are concerned about the 
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environment, indicate a preference for green products. This converts to a willingness to reward envi-

ronmentally conscious marketers whom the consumers perceive as socially responsible. However, it 

is suggested that the companies are credible, as brands promoting themselves as responsible without 

living up to it, are facing the risk of being perceived as doing greenwashing. 

 From the theoretical discussion, it was found, that consumers did not perceive them-

selves as being able to contribute to an impact on the environmental change through their actions. 

This is consistent with literature from Joergens (2006) and Cowan & Kinley (2014). Also, consumers 

might not feel that their consumption patterns have a significant impact on the environment. This 

might occur because consumers are not aware of the impact their apparel consumption has on the 

environment, as much textile production occurs early in the fabrication process, which consumers 

often know little about (Walters et al., 2005; Cowan & Kinley, 2014). This is aligned with the slow 

fashion idea and ‘consuming less is better’ where luxury is seen as choosing quality over quantity, 

with craft and rarity over mass production (Widloecher, 2010 as cited in Achabou & Dekhili, 2013). 

Thus, many consumers might see wasted resources and overconsumption as something that is not 

related to luxury, but instead mainstream short life-cycle products. This supports that education about 

the production of both luxury goods and regular goods’ impact on the environment, is needed, for the 

consumers to change behavior.  

 

As already stated, habits and previous behavior have a great impact on predicting future behavior (Li 

et al., 2012). Thus, once consumers' behavior is turned into green consumption, this behavioral pattern 

is likely to continue. Therefore, the challenge lies in inducing the consumer to make the first purchase. 

This study found price-sensitivity to be one of the greatest barriers concerning green purchasing. It is 

supported by previous research, which has found price-related barriers to be the greatest purchasing 

problem in the promotional strategy of green products (Peattie, 2001, Narula & Desore, 2016; Lin & 

Niu, 2018). However, some literature has identified that previous green purchases of apparel weighted 

heavier on future PIs than the issue of the price (Cowan & Kinley, 2014). Based on this, it is suggested 

to brand less expensive green luxury goods such as skincare and perfume, leading to the initial pur-

chase, as consumers are said to be more able to overcome price barriers of less expensive goods 

(Ibid.). When the consumer is satisfied by the extra attributes of those products (e.g. better for the 

skin, no added unhealthy ingredients, etc.), they should have a stronger willingness to select EF prod-

ucts in the future, despite higher prices. Finally, promotions through direct experiences and trials are 

suggested to help increase brand awareness, discovering product benefits and adopting the green 
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products, leading to the initial purchase (Lin & Niu, 2018). However, it is acknowledged that this 

might be a challenge in the context of luxury fashion as products are perceived to have a high quality 

and be costly. 

 

Based on the results it is also suggested to increase the social pressure of behaving environmentally 

friendly. Several industries and nations are slowly starting to make an effort to become more sustain-

able. While it in some areas of California is illegal to give out plastic shopping bags ("State Plastic…", 

2019), Bali has decided not to use disposable plastic anymore ("Bali Bans Single-use…", 2019). This 

has made people start to carry tote bags, which has become a fashion statement (Cowan & Kinley, 

2013), while at Bali biodegradable plastic alternatives have been introduced and made ‘trendy’. Thus, 

this shows that EF behavior is possible to make ‘fashionable'. Lin & Niu (2018) also claim that gov-

ernments and enterprises play a major role in helping and educating consumers to make green pur-

chase decisions. Through legal requirements, social pressure and ethics regulations governments and 

enterprises are able to aid consumers to convert to a green lifestyle and accelerate green living habits. 

Lin & Niu (2018) also suggest using slogans such as “It’s sexy being green” and “Three R's to save 

the environment Reduce, Reuse, Recycle”, and “Green is not a color, it's a state of mind/THE BODY 

SHOP”. Such slogans could also be converted to luxury fashion products. These slogans could be 

used for products as skincare and t-shirts, to capture the cheaper luxury products that are more af-

fordable and thus, spread the adoption of green consumption through making it available to a broader 

segment, which was also supported by Lin & Niu (2018). Slogans are further a way to potentially 

influence the social pressure of consuming green products and in this way affect consumers' SN, and 

in turn, their green behavior. Jacobs et al. (2018) claim that it is possible to change values and attitudes 

fast in a context-specific situation if consumers are provided with concrete information about envi-

ronmental problems within apparel. This supports that policy-makers and non-governmental organi-

zations (NGOs) should develop sustainable education, in order to teach about the self-transcendence 

values in society instead of the self-enhancing values. They further argued that attitude change and 

values towards sustainability were found to be the most important factors to focus on, together with 

the durability of the sustainable clothing and its availability in stores (Ibid.). It is therefore seen as 

crucial to strengthen the positive attitude towards sustainable clothing and reinforce the more altruis-

tic values of green clothing consumers.  
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In recent years, industries introducing sustainable alternatives such as wind energy has increased, 

despite higher prices (Tran, 2012 as cited in Cowan & Kinley, 2014). Meanwhile, fashion labels, such 

as Stella McCartney has introduced EF luxury products. This shows that people, despite being price 

sensitive, are willing to pay more if the sustainable brand or product is marketed in an appealing way. 

Thus, sustainable fashion brands and products should be marketed in a more convincing way espe-

cially if a price difference occurs. Even though price-sensitivity in this study showed to have a great 

influence on the respondent's behavior, it is still suggested to use a CL to help consumers to identify 

EF brands and products. This is supported by Lin & Niu (2018) who suggested that ecolabel certifi-

cations showed a simplistic commitment, while it could work as a part of the marketing strategy in 

enhancing consumer purchases and repurchases of green products. 

 

Finally, convenience is identified as a challenge. Even though the respondents rated convenience as 

the lowest buying criteria concern, it should be taken into consideration that people do not yet seem 

to be willing to make a special effort to support ethical luxury products. This is supported by Joergens 

(2006), who claims that individuals who are aware of where to find green clothing are more likely to 

purchase it. Luxury consumers tend to prefer the benefits of an in-store experience, such as store trust, 

shopping experience, customer service, and expertise, and the sense of power when seeing and touch-

ing products (Liu et al., 2013). For that reason, green consumers might hesitate from making green 

luxury purchases, as green clothing is mostly offered through catalogs and online portals (Ibid.). Thus, 

the availability of sustainable clothing in retail stores should be increased to attract consumers that 

prefer in-store experiences. Hence, marketers should focus on making it more convenient and easier 

for the consumer to select the green choice. This could be completed through branding in physical 

stores through POS, information, in-store designs and window displays. For sustainable apparel start-

ups, stores might be very costly, why alliances with established retailers could be a feasible alterna-

tive. Furthermore, as there may be consumers who are unaware of the already existing offerings, 

better information on where to purchase sustainable clothing, such as via shopping guides, could 

benefit the perceived availability to some extent.  

 Individual green advantages should be branded for the consumer to feel that they re-

ceive value for money. While it is straightforward to brand green grocery products, for instance 

through the health benefits, it seems a little more difficult to brand green benefits within luxury fash-

ion. Nevertheless, it is suggested that green luxury brands should focus their strategy on branding the 

convenience, low risk, and quality of green luxury products. A best-case example is that of the brand 
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Patagonia, which encourages consumers not to buy new products, but instead offers to repair their 

old ones for free. This sustainable solution secures the product quality, lengthens product life cycle 

and makes it very convenient for the consumer not to pay for reparations or new goods. This strategy 

has even led to an increase of 25-30% in sales since the initiative started ("Clothing Company… ", 

2015). Hence, green non-profit strategies are able to work as noble investments for companies. 

 According to theory, human behavior is driven by the urge to maximize expected ben-

efits coming from a given behavior or action (Phipps et al., 2013). This is supported by the descriptive 

findings showing that ECs are placed as the 7th out of 8 in the respondents’ buying criteria long after 

e.g. Quality, Prestige and Price (Appendix 1, Q1). This is reinforced by Davies et al.’s (2012) study, 

finding almost the exact same prioritizing. Jacobs et al. (2018) found selfishness and hedonic values 

as hindering for sustainable clothing purchases. Hence, to change consumption behavior, marketers 

should brand new or other added personal attributes, such as unique story, increase quality or longer 

durability. 

 Achabou & Dekhili (2013) found that the use of recycled materials in luxury textiles 

reduced the value of the product and were not associated with prestige, while Guagnano’s (2001) 

research on paper products found that recycling positively influenced consumers' WTP. This supports 

Hamzaoui-Essoussi & Linton’s (2010) statement that WTP for recycled products is product specific 

(as cited in Achabou & Dekhili, 2013). This supports that despite, this study found consumers to be 

price sensitive, Jacobs et al. (2018) found that fashion consciousness and price sensitivity did not 

work as barriers for luxury consumers.  

 The success of the slow fashion strategy is largely based on how the companies market 

this idea, and how the consumers connect the slow fashion to the story about the designer, materials 

and product collection (Tran, 2007). Based on this, it is finally suggested that companies should focus 

their branding operations on intriguing consumer’s green halo, while convincing them about the qual-

ity and durability for green products as found in the ‘slow fashion’ strategy, instead of focusing on 

the fashionability. In this way, the consumers should not perceive recycled and green products as 

worse quality or less prestigious than the conventional. 

 

The following paragraph will outline the conclusion derived from the results and discussion.  
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Conclusion 
For the last decades, climate changes and environmental issues have been a widespread subject of 

concern, why environmental consciousness has become more recognized among consumers. Indus-

tries of grocery and clothing have been identified as critical leaders of environmentally harmful op-

erations. Therefore, many consumers have adopted more green behaviors within their food consump-

tion patterns, while apparel consumption is only slowly improving. As previous research has already 

addressed the environmental issues in regard to the mainstream fashion industry, this thesis searched 

to discover drivers of behavior within the field of green luxury fashion. An ethical attitude-behavior 

gap and the intention-behavior gap had previously been identified among several other works of lit-

erature. The researchers found it interesting to investigate if this gap as well appeared within sustain-

able luxury fashion consumption, by testing different variables, and discovering how they influenced 

the behavior. 

For the thesis, the following research question was presented:  

“How will price and the implementation of a climate label affect the intention-behavior gap 

within green consumption, when considering luxury fashion products?” 

 

The primary determinants of purchase behavior have been found by several other studies to be atti-

tude, subjective norm, perceived behavioral control and purchase intention based on the framework 

of the Theory of Planned Behavior. Using this framework, environmental knowledge was added to 

the studies conceptual map as a presumption of having a likely effect on the behavioral determinants. 

For this study, it was found as not having any significance for forming a sustainable attitude and 

purchase intentions, why other factors could possibly have an effect. Attitude and perceived control, 

however, revealed to play a role for forming the intentions of green luxury fashion purchases, while 

a clear link was found between attitude, intentions, and behavior for green consumption as long as no 

other, risk factors were added (i.e. higher price).   

 To answer the research question, the study introduced ethical considerations within lux-

ury fashion, finding that consumers demand brands to be responsible. Results further demonstrated 

that price is an important factor within purchase behavior of green luxury fashion goods, despite the 

fact that luxury consumers generally are willing to pay a premium price, and despite being reminded 

of the green choice through a climate label. Price, therefore, plays a major role, as consumers tend to 

be price sensitive when it comes to purchasing green alternatives of luxury products. Due to the 
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revelation of high price sensitivity and high personal preferences for e.g. quality and prestige, an 

intention-behavior gap was identified, clarifying that a climate label and thus ethical intentions were 

not strong enough to overcome the price barrier.  

 Consequently, intentions and environmental knowledge did not prove to be leading to 

green luxury fashion purchase behavior, not even when additional features were attached to inform, 

educate and remind the consumers of choosing greener. In conclusion, environmental concerns, pos-

itive attitudes, positive intentions, low price sensitivity as well as a strong responsibility and care for 

protecting the environment were found to be vital for influencing the intention-behavior gap within 

green luxury fashion. This can lead to reinforcing green consumption by establishing readiness to 

adopt green behavior into luxury consumption. 

Thus, the research question can be answered as follows; As long as consumers are price sensitive 

toward green luxury products a climate label will not have the intended effect of influencing the gap 

between purchase intention and purchase behavior of green luxury fashion products if no other at-

tributes are added. However, the climate label can have a positive influence on the ethical consumer 

if one has a low price sensitivity or believes to be able to make a change in regards to the environment 

while having the economic availability to choose the green luxury alternative. For that reason, it is 

very important that all attributes such as quality and prestige are still present features of the green 

luxury product if it should be appealing to the green luxury fashion consumer. 

  

This study contributes to literature within consumer behavior in the luxury fashion worlds by intro-

ducing a model considering environmental knowledge, environmental concern, price-sensitivity, and 

climate labeling within the context of green luxury fashion consumption. Further, it contributes to 

extend the literature on the intention-behavior gap, with the identification of a gap within this field.  

 

As it is impossible to cover everything within the study’s interest field, some limitations have been 

identified. Those will be presented next.  

Limitations 
Regardless of this study’s contribution to the research field of green luxury consumption, some lim-

itations have been encountered. First and foremost, the thesis only involved green luxury fashion 

consumption, taking distance from other industries and conventional apparel. One limitation was 

found in the restricted structure of this study, as it was based on previous academic work, which only 
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consisted of a narrow range of empirical sources since the field of green luxury fashion research is 

still relatively unexplored. 

 The study was a quantitative study with self-reported data, limiting the research from 

the benefits of a qualitative approach and potentially more subjective, in-depth research. The data of 

the study was gathered online with the focus of reaching a broad segment of native English speakers, 

primarily targeting Americans, as the US was perceived as being a strong market within the fashion 

industry and to avoid language barriers. According to Vlastelica (2018), the US has been found to 

have a strong influence on global emerging markets but also struggles when it comes to green market 

trends, while for instance, most EU countries place at the higher end of sustainability operations 

(Ibid.). Therefore, EU consumers would most likely accept the adoption of environmental initiatives 

faster than in other countries. However, the choice of US-originated GOTS label for the product tests 

of the study was expected to be recognized more among US consumers, than if tested on primarily 

EU consumers.   

 This study was built on a cross-sectional data sample. Hence, the results only provide a 

snapshot of reality at a single point in time, while the research did only take a present point of view 

into consideration and did neither consider previous experiences, retrospective attitudes or further 

circumstances. Yet, longitudinal studies conducted over a longer period of time are suggested for 

future studies. This would benefit the research field with more patterns of behavioral change in rela-

tion to environmental considerations and the effect of implementing CLs into marketing operations 

of luxury brands. 

 The conceptual model provided through this study has proven to be useful in getting a 

better understanding of consumers green luxury purchasing behavior. Even so, there are still a great 

number of unexplained relationships that are to be investigated within the context of the model. A 

limitation within the model framework of TPB is, that human behavior is very complex why it cannot 

be completely identified through a relatively simple model with few constructs. For that reason, ad-

ditional constructs were added in order to make sense of the behavioral phenomena of luxury fashion 

consumption. A limitation can be found in some of the relations showing no significant effect within 

this model; in particular EK and PI could have a potential for further studies, as it was previously 

demonstrated that these two variables had a strong link to attitude and PB. Most of the scales were 

chosen and adapted to this study to fit the framework in the best possible way. Although, a limitation 

was identified as it has not been possible to make a perfect fit for all scales throughout the model, as 

no acknowledged scales have been developed for measuring green luxury purchase behavior.   
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 For the moderator of price, the feedback boxes within the survey were assessed to dis-

cover if any other factors than the measured could be worth considering. Several respondents added 

that the price difference between the conventional and the green luxury product was too high. There-

fore, it could be anticipated that other prices would have caused different results, for instance through 

the use of psychological prices, in order to diminish the identified price-sensitivity. For the moderator 

of CL, the measurement was limited to a product test and three scale items, where researchers faced 

the constraint of missing valid scale development. Therefore, the scale was simplified to only measure 

the general awareness of the label and if it was likely to be considered in future purchase situations, 

why the results are drawn from this scale was limited.   

 

Finally, this study can be the starting point for further research within the field of green luxury fashion 

consumption. Some recommendations for further research will be presented at last. 

 

Further Research 
In relation to the outlined research constraints above, the findings of the study can be extended with 

new research in several ways. Except for the already mentioned further research ideas, some other 

proposals can be suggested. This study was centered on the identification of an intention-behavior 

gap within the field of green luxury fashion and the potential of an implementation of a CL, as a way 

to inform and educate consumers for greener choices. For future studies, it is, apart from testing the 

model again with few adjustments, highly recommended to test other variables that potentially could 

close the gap as well as test the model again, preferably with even larger sample sizes. As the scales 

of this study are based on self-reported data, it could be interesting to conduct qualitative data through 

in-depth interviews on consumers' perception of green luxury products. Also, with a higher budget, a 

laboratory experiment could be set up to evaluate fictive products, followed by an in-store eye-track-

ing experiment. This could help discover other underlying reasons for not carrying out behaviors, for 

instance, how emotional stimuli affect the consumer and product preferences.  

 Additionally, literature could draw in potential marketing and branding ideas, for in-

stance, influencer marketing. Influencers and social media play an important role in the modern world 

today and especially for the younger generations. On that note, future studies ideally could look into 

the use of ethically minded fashion-influencers, and how those potentially could be utilized by mar-

keters to make green consumption trendier and more attractive. Some brands already have started 
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using influencers as a marketing strategy, why luxury brands and slow fashion brands might as well 

benefit from this kind of strategy. 

 Finally, it would be interesting to investigate how brands potentially could contribute 

to a solution to the intention-behavior gap through co-creation, in order to deal with the cognitive 

dissonances appearing, when the brands pretend to do something for the environment, but at the same 

time end up doing something harmful. Luxury brands can utilize co-creation processes as a way of 

reducing the potential risk for consumers while building trusted relationships and catering for the 

consumer's need for uniqueness, rarity and personal experiences (Ibid.; Bian & Forsythe; 2012).   

 

Through the above recommendations for further research, it should be possible to establish a deeper 

understanding of the intention-behavior gap within green luxury fashion, but potentially also for other 

green habits, services, and products. This research may be used as a foundation for future studies 

within green luxury consumption, considering environmental issues, sustainability initiatives, and 

ethical concerns.  
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