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ABSTRACT	

	

The	concept	of	sustainability	is	an	evolving	consumer	trend	among	Danish	consumers	causing	an	

increasing	consumer	demand	for	sustainable	brands	and	products.	The	study	of	this	thesis	seeks	to	

examine	the	attitude-behavior	gap	concerning	sustainable	consumption	within	the	apparel	indus-

try,	more	specifically	activewear.	The	purpose	is	to	investigate	how	eco-branded	activewear	affects	

the	consumer’s	decision-making	processes	and	ultimately	purchase	intention.	The	study	provides	

insights	into	valuable	factors	that	influence	eco-brands	and	the	affect	on	the	attitude-behavior	gap	

found	among	Danish	consumers	in	the	apparel	industry.		

	

A	quantitative	experiment,	 including	eye-tracking	and	self-reporting,	 is	conducted	among	Young	

Nordic	Females	aged	20-26.	Subsequently,	 follow-up	interviews	are	conducted	with	participants	

from	the	quantitative	experiment.	The	purpose	of	the	experiment	is	to	test	different	connections	in	

a	newly	developed	Model	for	Sustainable	Purchase	Intention.	The	data	collection	from	the	experi-

ment	is	then	analyzed	through	statistical	tests,	supported	by	evidence	from	the	conducted	follow-

up	interviews.	

	

The	study	finds	that	consumers'	attitudes	towards	sustainability	does	not	necessarily	correspond	

with	an	intended	sustainable	behavior	regarding	activewear,	wherefore	the	attitude-behavior	gap	

is	identified.	Moreover,	the	study	finds	that	the	attitude-behavior	gap	is	affected	by	eco-brands	in	

relation	to	sustainable	consumption	of	activewear,	as	different	factors	cause	the	gap	to	increase	or	

decrease.	The	study	provides	insights	into	the	factors	influencing	System	1	and	2	processes,	as	in-

consistency	between	the	systems	is	found	to	affect	the	attitude-behavior	gap.	The	main	finding	is	

consumers	holding	sufficient	knowledge	and	trust	 in	 the	eco-brands	 is	of	key	 importance,	when	

engaging	in	the	decision-making	processes	of	eco-branded	activewear.	Therefore,	brands	must	fo-

cus	heavily	on	these	parameters	to	effectively	benefit	from	being	an	eco-brand	or	using	eco-labels	

in	a	world	with	a	demand	for	sustainable	products.	Hence,	the	study	of	this	thesis,	hopefully,	can	

function	as	an	indicator	of	what	factors	eco-brands	in	the	apparel	industry	must	consider	to	ulti-

mately	decrease	the	attitude-behavior	gap	in	relation	to	the	consumption	of	sustainable	activewear.		
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1.	INTRODUCTION	

1.1	RESEARCH	OBJECTIVE	

The	purpose	of	this	research	is	to	investigate	the	attitude-behavior	gap	of	sustainable	consumption.	

More	specifically,	the	study	will	explore	how	eco-branded	activewear	can	influence	consumers’	de-

cision-making	processes.	The	study	will	explore	both	the	consumers’	conscious	and	unconscious	

processes	 by	 applying	 traditional	 and	 neuroscientific	 methods.	 The	 objective	 of	 this	 study	 is,	

thereby,	to	increase	the	understanding	of	why	consumers	want	to	act	sustainably	but	fail	to	trans-

late	this	intention	into	a	behavior.	

1.2	RESEARCH	INTEREST	&	QUESTION	

In	postmodern	societies,	 the	concept	of	sustainability	has	become	an	 increased	topic	of	 interest,	

however,	the	phenomenon	is	not	a	recent	discovery	(Nordic	Co-operation,	2021).	In	1952,	the	Nor-

dic	Council	created	a	vision	of	making	the	“Nordic	region	the	most	sustainable	and	integrated	region	

in	the	world”	(ibid.,	p.	1).	Moreover,	the	first	eco-label,	namely	the	Nordic	Swan,	was	created	in	1989	

to	increase	transparency	for	consumers	and,	thereby,	make	the	environment-friendly	choice	easier	

(Miljömärkning,	2021).	Consequently,	Denmark	has	evolved	a	sustainable	approach	illustrated	by	

the	development	of	renewable	energy	sources,	water	management,	and	waste	recycling	(Ministry	

of	Foreign	Affairs	of	Denmark,	2020).	This	has	resulted	in	Denmark	being	ranked	13th	on	the	Global	

Sustainability	Index	in	2019	(Passport	-	3,	2020).	

	

Since	2000,	a	rapid	intensification	of	economic	growth	has	occurred	resulting	in	massive	overcon-

sumption,	in	contrast	to	the	sustainable	consumption	tendency	(Chen	&	Chai,	2010;	Trading	Eco-

nomics,	2020).	This	has	further	 led	to	a	rise	of	 the	fast	 fashion	industry,	of	which	the	concept	 is	

categorized	as	items	with	a	decreasing	life	span	causing	an	increased	product	consumption.	Addi-

tionally,	the	apparel	industry	is	known	for	its	heavy	carbon	footprint,	contradicting	further	with	the	

sustainable	tendency.	(Mishra,	Jain,	&	Malhotra,	2020;	Razzaq,	Ansari	Razzaq,	&	Awan,	2018).	This	

has	resulted	in	the	consumer	need	for	transparency	within	the	apparel	industry	(Fashion	Revolu-

tion,	2020;	Deloitte,	2019).	Transparency	is	an	essential	factor	for	marketers	to	consider	in	order	

to	enhance	accountability	within	the	industry	and	encourage	consumers	to	act	according	to	cultural	

demands.	Nevertheless,	several	terms	for	the	concept	are	present	on	the	market,	 illustrating	the	
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demand	 for	 transparency,	 e.g.,	 ethical	 fashion,	 environment-friendly	 fashion,	 or	 green	 fashion.	

(Deloitte,	2019).	One	way	marketers	seek	to	create	transparency	is	by	using	eco-labels	as	an	indi-

cator	 of	 the	 product’s	 environmental	 impact,	 thus,	 presenting	 a	 more	 sustainable	 option	

(Thøgersen,	Haugaard,	&	Olesen,	2010;	Atkinson	&	Rosenthal,	2014).	Moreover,	the	concept	of	sus-

tainable	apparel	has	a	broad	spectrum	making	it	challenging	to	interpret	the	true	meaning	(Razzaq	

et	al.,	2018).	However,	Razzaq	et	al.	(2018)	state	that	customers	do	not	investigate	the	supply	chain	

and	standards	of	apparel	items	before	purchase,	even	though	they	express	high	motivation	in	re-

gard	to	acting	environment-friendly.	

1.2.1	CONSUMER	TRENDS	IN	THE	NORDIC	ENVIRONMENT	

The	increased	focus	on	green	consumerism	has	resulted	in	the	Nordic	trend	of	acting	sustainable.	

When	 it	 comes	 to	 environmental	 consumption,	 42%	 of	 Danes	 buy	 sustainably	 produced	 items	

and/or	second-hand	products.	(Passport	-	1,	2020).	Likewise,	a	report	from	2020	states	that	sus-

tainability	is	valued	high	on	the	everyday	life	agenda,	of	which	25%	of	Generation	Z	and	Millennial	

consumers	state	that	purchasing	sustainable	products	makes	them	feel	good	(Passport	-	2,	2020).	

However,	the	report	further	states	that	within	the	age	group	of	15-29,	the	frequency	of	shopping	

apparel,	footwear,	and	personal	accessories	is	almost	equal	to	the	frequency	of	shopping	for	gro-

ceries	and	household	essentials	(Passport	-	1,	2020).	Besides,	the	consumption	of	fast	fashion	for	

women	has	not	decreased	in	recent	years,	illustrating	conflicting	shopping	behavior	(Passport	-	4,	

2020).	

Additionally,	the	trend	of	acting	environment-friendly	is	closely	connected	to	the	‘healthy	

living’	megatrend	 in	 Denmark	 (Passport	 -	 2,	 2020;	 Bly,	 Gwozdz,	 &	 Reisch,	 2015).	 However,	 Ni-

inimäki	(2010,	in	Razzaq	et	al.,	2018)	found	that	it	is	easier	to	persuade	consumers	to	buy	organic	

food	as	 it	 links	directly	to	personal	health	 in	contrast	to	buying	sustainable	apparel.	 In	addition,	

Gröçer	and	Oflac	(2017)	argue	that	“[...]	young	consumers’	willingness	and	actual	practices	are	not	as	

strong	as	their	 ideas”	(ibid.,	p.	82),	which	can	explain	how	young	consumers	are	becoming	more	

environmentally	conscious	even	though	their	consumption	patterns	are	contradicting,	resulting	in	

an	attitude-behavior	gap.	(Gröçer	&	Oflac,	2017).	This	has	led	to	the	following	research	question:		

	

How	is	the	attitude-behavior	gap	of	sustainable	consumption	regarding	activewear	in	Den-

mark	affected	by	eco-brands?	
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Danes	have	illustrated	a	high	interest	in	sustainability,	but	simultaneously	a	massive	overconsump-

tion	within	the	apparel	industry	(Passport	-	1,	2020;	Passport	-	2,	2020),	why	we	deem	it	interesting	

to	explore.	The	topic	of	sustainability	and	the	attitude-behavior	gap	has	been	researched	in	recent	

years,	however,	with	a	lack	of	investigation	within	the	apparel	industry	(Rothenberg	&	Matthews,	

2017;	Thøgersen,	1995;	Zhou	et	al.,	2018).	

1.3	DELIMITATIONS	

The	thesis	will	hold	a	consumer	perspective	which	will	be	reflected	throughout	the	entire	thesis.	

Therefore,	the	literature	presented	in	the	literature	review	will	focus	on	this	perspective.	For	ex-

ample,	when	examining	the	notion	of	brand	equity,	it	is	solely	customer-based	brand	equity	which	

is	 elaborated	 on	 (Aaker,	 1991),	 and	 the	 Motivation-Opportunity-Ability-Behavior	 framework	

(Thøgersen,	2010)	will	not	focus	on	external	factors	such	as	product	availability	but	solely	on	inter-

nal	parameters.	 In	 addition,	 traditional	 and	neuroscientific	methods	will	 be	used	 to	 collect	data	

within	a	sample	representing	consumers.	Thus,	a	consistent	delimitation	of	a	consumer	perspective	

will	be	present	throughout	the	thesis.		

In	regard	to	the	sample,	 the	thesis	will	explore	the	segment	referred	to	as	 ‘Young	Nordic	

Females’.	The	segment	criteria	stipulate	that	the	participants	are	females	from	the	Nordic	countries	

within	the	age	range	of	20-26.	In	this	thesis,	solely	Danes	will	represent	the	Nordic	criterion	as	the	

data	collection	is	limited	due	to	the	current	situation	of	Covid-19.	The	situation	likewise	influences	

the	age	range,	as	this	segment,	consisting	of	both	Generation	Z	and	Millennials,	is	reachable	for	the	

thesis.	However,	a	consumer	behavior	report	illustrates	that	Danes	aged	20-29	have	the	least	sus-

tainable	behavior	and	highest	shopping	frequency	of	apparel,	making	it	interesting	to	investigate	

this	specific	segment	(Passport	-	1,	2020).	Additionally,	the	sample	will	solely	include	females	that	

are	currently	studying	hereby	assuming	they	have	a	rather	similar	income	with	only	small	outliers.	

Further,	all	participants	will	be	geographically	situated	in	the	capital	area	of	Copenhagen,	in	order	

to	 obtain	 a	 homogenous	 sample.	 (Saunders,	 Lewis,	&	Thornhill,	 2016).	Nevertheless,	 other	 seg-

ments	would	have	been	interesting	to	investigate	as	the	willingness	to	invest	resources	in	sustain-

ability	might	differ.	However,	we	acknowledge	that	Covid-19	has	limited	the	possibilities	of	explor-

ing	different	segments,	why	the	thesis	is	delimited	to	the	segment	of	Young	Nordic	Females.	Lastly,	

the	product	category	for	this	thesis	is	apparel	because	limited	knowledge	exists	in	this	field	in	con-

trast	to	the	food	industry	(Rothenberg	&	Matthews,	2017;	O’Sullivan,	Hanlon,	Spaaij,	&	Wetsterbeek,	

2017;	Zhou	et	al.,	2018).	Apparel	consists	of	several	product	categories	which	will	be	clarified	in	

section	1.4.2,	of	which	the	thesis	will	focus	on	activewear	to	limit	the	product	category.	This	product	
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category	is	chosen	due	to	its	limited	product	portfolio	and	design	options,	in	contrast	to	for	instance	

daily	wear.	Furthermore,	activewear	is	connected	to	the	lifestyle	megatrend	of	being	healthy	(Pass-

port	-	1,	2021),	relating	indirectly	to	the	sustainable	trend.	Additionally,	it	is	found	that	the	healthy	

lifestyle	megatrend	and	its	matching	associations	influence	females	purchases	of	activewear	(O’Sul-

livan	et	al.,	2017;	Zhou	et	al.,	2018).	Thus,	the	thesis	has	limited	its	research	to	focusing	on	active-

wear.		

1.4	CLARIFICATION	OF	CONCEPTS		

In	the	following,	relevant	concepts	will	be	defined	to	clarify	the	understanding	of	terms	that	will	be	

presented	throughout	the	thesis.	The	most	relevant	terms	to	clarify	has	been	limited	to	eco-labels,	

the	apparel	industry,	activewear,	sustainable	apparel,	and	lastly	trends.	

1.4.1	ECO-LABELS	

The	concept	of	eco-labels	will	refer	to	all	 labels	that	provide	consumers	with	information	on	the	

given	product’s	environmental	quality	 (Thøgersen	et	al.,	2010).	Eco-labels	 in	relation	 to	apparel	

indicate	that	it	is	“[...]	made	from	eco-friendly	fiber	or	recycled	materials,	designed	for	long-time	use,	

causing	little	or	no	environmental	impact“	(Perry	&	Chung,	2015,	p.	106).	Hence,	an	eco-label	is	a	

visual	cue	stating	that	the	apparel	is	made	from	materials	which,	to	some	extent,	are	sustainable	

with	 lower	 environmental	 impact	 (Atkinson	 &	 Rosenthal,	 2014).	 Examples	 hereof	 are;	 Organic	

blended	content	standard,	Fairtrade	Certified	Cotton,	EU	Ecolabel,	Responsible	Wool	Standard,	etc.	

(Zalando,	2021).	However,	this	thesis	will	not	elaborate	on	the	different	types	of	labels	and	required	

certifications,	because	the	thesis	solely	will	focus	on	Planet	Nusa	as	an	eco-brand	and	its	sustainable	

eco-label.	The	terms	eco-label	and	eco-brand	will	appear	interchangeably	throughout	the	thesis,	as	

eco-labels	are	considered	a	visual	cue	for	eco-brands.	

1.4.2	APPAREL	INDUSTRY	

The	apparel	industry	refers	to	the	production	of	clothing,	accessories,	and	footwear	regardless	of	

quality,	price,	design	or	so.	Viardot	(2015)	examines	the	concept	and	states	that	“This	sector	encom-

passes	companies	 that	design	and	sell	 clothing,	 footwear,	and	accessories,	 from	basic	products,	 for	

example,	underwear,	to	luxury	items”	(Viardot,	2015,	p.	118).	

Within	the	apparel	industry,	the	concept	of	fashion	exists,	which	Kawamura	(2018)	argues	

to	be	a	symbolic	product	rather	than	just	a	tangible	object	or	material	product.	In	fashion,	different	
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styles	appear	(Kuksa	&	Fisher,	2017).	When	a	given	style	becomes	popular,	thus	accepted	and	cop-

ied	by	others,	it	will	translate	into	a	trend	at	a	certain	time	(Collins,	2021).	

1.4.3	ACTIVEWEAR		

Activewear	is	a	product	category	within	apparel,	however,	as	the	thesis	will	focus	on	this	particular	

category,	a	separate	clarification	 is	deemed	relevant	(Viardot,	2015).	Activewear	 for	women	has	

become	an	important	sector	of	the	fashion	industry	and	can	be	defined	as	“Clothes	that	are	worn	for	

sports	or	other	physical	activities”	(Cambridge	-	5,	2021,	p.	1).	In	this	thesis,	activewear	will	refer	to	

all	clothing	that	can	be	worn	when	doing	any	kind	of	physical	activity	regardless	of	its	intensity.	

1.4.4	SUSTAINABLE	APPAREL	

Sustainability	is	defined	in	relation	to	the	environment	as	“The	quality	of	causing	little	or	no	damage	

to	the	environment	and	therefore	able	to	continue	for	a	long	time”	(Cambridge	Dictionary	-	1,	2021,	

p.	1).	However,	the	concept	of	sustainable	apparel	is	not	just	a	synonym	for	environmentalism	but	

includes	a	range	of	aspects	(Razzaq	et	al.,	2018).	Eder-Hansen	et	al.	(2012,	in	Razzaq	et	al.,	2018)	

state	that	sustainable	fashion,	equivalent	to	apparel,	“[...]	involves	the	production,	consumption,	and	

disposition	of	clothes	in	such	a	distinct	way	that	can	have	minimal	impact	on	the	society,	economy,	and	

environment	as	a	whole”	(ibid.,	p.	2).	Thus,	the	thesis	will	apply	the	concept	of	sustainable	apparel	

as	products	that	cause	little	or	no	harm	to	the	environment,	society,	or	economy.	Moreover,	from	a	

consumer	perspective,	sustainable	consumption	is	defined	as	“[...]	the	use	of	goods	and	services	that	

respond	to	basic	needs	and	bring	a	better	quality	of	life,	while	minimising	the	use	of	natural	resources,	

toxic	materials,	and	emissions	of	waste	and	pollutants	over	the	life-cycle,	so	as	not	to	jeopardise	the	

needs	of	future	generations”	(OECD,	2002,	p.	16).	

1.4.5	TRENDS	

Trends	can	be	defined	as	“A	general	development	or	change	in	a	situation	or	in	the	way	that	people	

are	behaving.”	(Cambridge	-	3,	2021,	p.	1).	Hence,	trends	can	be	determinant	for	behavior.	Trends	

exist	within	cultures	and	subcultures,	and	represent	the	popularity	of	an	object,	phenomenon,	or	

attitude	(Solomon,	Bamossy,	Askegaard,	&	Hogg,	2016).	This	thesis	will	focus	on	the	global	trend	of	

acting	sustainable	which	can	be	equated	to	green	consumerism,	which	is	defined	as	“The	situation	

in	which	consumers	want	to	buy	things	that	have	been	produced	in	a	way	that	protects	the	natural	

environment”	(Cambridge	-	4,	2021,	p.	1).	
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1.5	STRUCTURE	OF	THE	THESIS	

This	thesis	consists	of	nine	main	chapters,	namely	1)	Introduction,	2)	Literature	Review,	3)	Consti-

tuted	Framework	&	Hypotheses,	4)	Methodology,	5)	Data	Analysis	and	Findings,	6)	Discussion,	7)	Con-

clusion,	8)	Limitations	&	Future	Research	and	9)	Managerial	Implications.	

	

The	first	chapter,	Introduction,	presents	the	research	objective	and	interest	that	has	shaped	the	re-

search	question.	 Further,	 delimitations	 and	 clarifications	of	 concepts	 are	presented.	The	 second	

chapter,	Literature	Review,	presents	relevant	theories,	concepts,	and	studies	in	regard	to	exploring	

sustainable	consumption.	Firstly,	consumer	culture	will	be	explored	as	trends	exist	within	the	cul-

ture	the	consumers	live	in.	Additionally,	brand	equity	will	be	elaborated	on	from	a	consumer	per-

spective	as	brand	equity	can	rise	from	the	social	context.	This	will	be	followed	by	a	section	regarding	

consumer	behavior	in	relation	to	decision-making,	purchase	intention,	and	the	attitude-behavior	

gap.	Moreover,	visual	attention	will	be	examined	followed	by	the	visual	cue	of	eco-labels.	This	will	

lead	to	the	third	chapter,	Constituted	Framework	&	Hypotheses,	as	the	literature	review	will	culmi-

nate	into	a	new	developed	Model	for	Sustainable	Purchase	Intention	and	hypotheses	exploring	the	

model's	connections.	The	fourth	chapter,	Methodology,	will	present	the	chosen	philosophy	of	sci-

ence	and	methods.	Furthermore,	the	experimental	process	and	set-up	will	be	explained	carefully	in	

this	chapter	while	the	validity	and	reliability	of	the	study	will	be	assessed.	The	primary	data	in	this	

thesis	will	be	derived	from	an	eye-tracking	and	survey	experiment	as	well	as	follow-up	interviews.	

The	secondary	data	will	consist	of	the	literature	presented	in	chapter	two,	from	relevant	sources	

including	peer-reviewed	journals	and	books,	which	will	provide	the	groundwork	for	the	primary	

data.	The	fifth	chapter,	Data	Analysis	&	Findings,	will	follow,	which	will	present	the	interpretation	

of	the	data	and	findings	of	each	hypothesis.	Chapter	six,	Discussion,	will	discuss	the	findings	of	the	

hypotheses	in	relation	to	the	secondary	data	and	the	conducted	in-depth	interviews	to	explore	the	

influence	an	eco-brand	can	have	on	the	attitude-behavior	gap.	The	Conclusion	will	answer	the	re-

search	question	based	on	the	data	analysis	and	discussion.	The	two	final	chapters,	Limitations	&	

Future	Research	and	Managerial	Implications,	will	present	limitations	of	the	study,	suggestions	for	

future	research,	and	managerial	implications	for	eco-brands.	
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	Figure	1:	Thesis	Structure	
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2.	LITERATURE	REVIEW	

The	literature	review	will	present	different	concepts,	theories,	and	studies	found	relevant	to	explore	

in	the	field	of	sustainable	consumer	behavior	and	the	attitude-behavior	gap.	The	main	topics	that	

will	be	explored	are	consumer	culture,	brand	equity,	consumer	behavior	in	regard	to	decision-mak-

ing	and	purchase	intentions	influencing	the	attitude-behavior	gap,	as	well	as	visual	attention,	and	

the	visual	cue	of	eco-labels,	hereby	eco-brands,	that	represent	sustainable	consumption.	The	find-

ings	will	then	aid	in	forming	relevant	hypotheses	related	to	the	research	question.	

2.1	UNDERSTANDING	SUSTAINABLE	CONSUMPTION	THROUGH	THE	

LENS	OF	CONSUMER	CULTURE	

In	order	to	understand	the	increased	interest	in	green	consumption	and	the	attitude	towards	sus-

tainability	among	Young	Nordic	Females,	it	can	be	a	valuable	contribution	to	examine	the	underly-

ing	consumer	culture.	The	notion	of	culture	has	been	researched	and	discussed	for	decades,	but	

what	defines	a	culture?	Cambridge	Dictionary	(2021,	p.	1)	defines	culture	as	“[...]	 the	way	of	 life,	

especially	the	general	customs	and	beliefs,	of	a	particular	group	of	people	at	a	particular	time”.	Culture	

is	commonly	associated	with	national	culture	and	the	culturally	cohesive	traits	that	a	nation	has	

acquired	based	on	nationally	formed	values	in	terms	of	e.g.	democracy,	economy,	religion,	equality,	

traditions	and	language	(Miri,	2014).	The	field	of	consumer	culture	theory	(CCT)	is	presented	to	

understand	how	a	segment	creates	culture	and	 identity	 in	relation	to	sustainability,	 through	the	

consumption	of	sustainable	apparel.	CCT	can	be	viewed	as	a	further	subdivision	of	culture,	which	

looks	into	the	consumers’	transformation	of	symbolic	meaning,	as	it	is	“[...]	addressing	the	sociocul-

tural,	experiential,	symbolic,	and	ideological	aspects	of	consumption”	(Arnould	&	Thompson,	2005,	p.	

868).		

2.1.1	CONSUMER	CULTURE	THEORY	

The	majority	of	consumer	culture	theorists	agree	that	CCT	is	a	conceptualization	of	how	meaning,	

experience,	and	actions	are	heterogeneously	spread	amongst	individuals	(Geertz,	1983,	in	Arnould	

&	Thompson,	2005).	Researchers	have	investigated	varying	fields	of	CCT,	of	which	this	section	will	

touch	upon	the	concepts	of	consumer	identity,	the	extended	self,	and	the	responsibilization	of	con-

sumers	with	regards	to	sustainable	consumption.		
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CCT	is	a	multi-methods	approach	examining	consumption	in	cultural	and	social	contexts	(Arnould	

&	Thompson,	2005).	As	stated	by	Banerjee	(2008),	“Consumption	decisions	made	in	the	market	can-

not	be	viewed	as	an	independent	event	–	these	are	closely	related	with	values	and	social	relationship	

and	cultural	allegiance”	(ibid.,	p.	1).	Thus,	the	consumer-self	is	constituted	by	various	narratives,	

which	is	why	consumers	are	said	to	consist	of	numerous	identities	which	are	both	collectively	and	

individually	constructed	(Arnould	&	Thompson,	2005).		

2.1.1.1	CREATING	CONSUMER	IDENTITY	

Szmigin	and	Piacentini	(2015)	argue	that	creating	an	understanding	of	the	individual’s	consumer	

identity	is	crucial	for	examining	consumer	behavior.	Hence,	it	can	help	explain	the	individual’s	per-

ception	of	self,	the	desired	perception	from	others,	and	how	this	affects	the	individual	consumer’s	

decision-making	processes.	Thus,	researchers	present	different	perspectives	on	consumer	identity,	

personality,	and	the	creation	hereof.	(Szmigin	&	Piacentini,	2015).	

	

In	continuation	of	constructing	 identity	and	the	self,	Belk	(1988)	focuses	on	the	consumer	as	an	

individual	as	well	as	possessions.	Belk	(1988)	presents	possessions	as	objects	to	which	one	has	an	

emotional	 attachment,	 including	 external	 objects,	 personal	 belongings,	 body	 parts,	 people,	 and	

physical	places.	He	investigates	the	correlation	between	possessions	and	the	self,	as	he	argues	that	

possessions	are	the	key	drivers	and	value	creators	that	constitute	an	individual’s	identity.	Further-

more,	he	argues	that	products	can	constitute	a	symbolically	loaded	contribution	to	the	identity	cre-

ation	process.	Yet,	it	is	argued	that	one	cannot	solely	be	defined	by	one	object,	as	it	is	a	whole	range	

of	objects	that	defines	the	individual.	Both	consciously	and	unconsciously,	consumers	view	different	

possessions	as	a	part	of	their	personality,	identity,	and	one’s	wish	for	how	others	perceive	them.	

However,	possessions	are	not	solely	for	the	sake	of	the	self,	as	possessions	can	help	persuade	others	

to	perceive	one’s	identity	as	remarkable.	Throughout	life,	individuals	will	keep	seeking	to	differen-

tiate	themselves	from	others	to	create	a	unique	identity	through	symbolic	consumption	as	a	key	

tool.	(ibid.).	

Belk	(1988)	states	 that	 “Contemporary	consumption	also	shows	that	 the	 feeling	of	 identity	

invested	in	material	objects	can	be	extraordinarily	high”	(ibid,	p.	144).	Underlying,	that	the	individual	

uses	material	objects	to	extend	the	self,	leading	to	the	notion	of	the	extended	self.	Belk	(1988)	dis-

tinguishes	between	having,	doing,	and	being	when	elaborating	on	the	functions	of	the	extended	self.	

The	extended	self	includes	having	in	terms	of	objects	that	one	feels	contribute	to	one’s	capabilities.	

Sartre	(1943,	in	Belk,	1988)	argues	that	“[...]	the	only	reason	we	want	to	have	something	is	to	enlarge	
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our	sense	of	self	and	that	the	only	way	we	can	know	who	we	are	is	by	observing	what	we	have”	(ibid.,	

p.	146),	 implying	that	possessions	are	a	vital	factor	in	defining	who	we	are.	Marx	(1978,	in	Belk,	

1988)	 states	 that	 possessions	 and	 the	 concept	 of	having	 “[...]	 produces	 a	 false	 path	 to	 happiness	

through	"commodity	fetishism"”	(ibid.,	p.	146).	Hence,	Marx	(1978,	in	Belk,	1988)	emphasizes	that	

one	extends	themselves	by	doing,	 through	e.g.	 labor.	Lastly,	Fromm	(1976,	in	Belk,	1988)	argues	

from	a	being	approach	that	the	extended	self	includes	“[...]	to	share,	to	give,	and	to	sacrifice”	(ibid.,	p.	

146).	These	are	attributes	that	Fromm	argues	are	important	to	constitute	one’s	identity,	as	one	is	

not	afraid	to	lose.	Sartre,	Marx,	and	Fromm	can	be	considered	to	agree	regarding	the	acknowledg-

ment	of	possessions	as	a	key	factor	for	the	extended	self,	even	though	they	present	varying	func-

tions	hereof	(Sartre,	1943,	in	Belk,	1988;	Marx,	1978,	in	Belk,	1988;	Fromm,	1976,	in	Belk	1988).	

Ultimately,	 it	 is	argued	that	an	 interrelationship	exists	between	the	three	basic	stages	of	having,	

doing,	and	being,	as	they	are	individually	relevant	to	give	a	sense	of	who	we	are	and	how	we	extend	

ourselves.	(Belk,	1988).	

	

However,	it	must	not	be	neglected	that	identity	creation	is	not	only	directed	inwards	as	the	symbolic	

meaning	of	consumption	is	sought	by	consumers	in	collective	identities.	Identity	is	realized	through	

social	 interactions	 and	 the	 validation	 of	 others	 (Elliott	 &	Wattanasuwan,	 1998).	 Cova	 and	 Dali	

(2018),	argue	that	the	more	traditional,	individualist	approach	to	consumer	culture	has	been	chal-

lenged	by	the	rise	of	consumption	as	a	collective	phenomenon.	Moreover,	they	state	that	collective	

consumption	has	become	an	essential	aspect	of	CCT,	as	consumers	“[...]	interact	and	communicate	

through	identification	and	interaction	with	other	consumers,	as	individuals	and	as	groups”	(Cova	&	

Dali,	2018,	p.	237).		

2.1.1.2	RESPONSIBILIZATION	OF	THE	CONSUMER	

In	 contemporary	 consumer	 culture,	 researchers	 have	 found	 that	 value	 creation	 does	 not	 solely	

come	from	the	actual	consumption	of	consumer	goods,	but	from	the	consumers’	wish	to	engage	in	

the	 production,	 referred	 to	 as	 prosumption	 (Cova	 &	 Dali,	 2018).	 When	 consumers	 engage	 in	

prosumption	 it	 includes	 actions	 in	 terms	 of	 “[...]	 generating	 new	 product	 ideas,	 providing	 leads	

through	word	of	mouth,	defining	the	brand’s	meaning	and	staging	experiences	for	other	customers”	

(ibid.,	p.	240).	Cova	and	Dali	(2018)	argue	that	an	essential	factor	in	the	rise	of	prosumption	is	the	

consumers’	enhanced	use	of	the	Internet	and	social	media	platforms.	The	increased	use	of	the	In-

ternet	leads	consumers	to	easily	share	the	cultural	and	symbolic	meanings	they	selectively	ascribe	

to	a	brand.	Hence,	prosumption	as	a	collective	phenomenon	becomes	evident	as	consumers	engage	
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in	constructing	the	consumption	of	consumer	goods	both	physically	and	culturally.	(ibid.).	Giesler	

&	Veresiu	(2014)	present	another	perspective	on	CCT	as	they	argue	that	it	is	not	the	specific	brand,	

cooperation,	or	state	that	necessarily	transfers	meaning,	but	rather	the	individual	consumer.	Un-

derlying,	that	consumers	take	an	individual	stand	concerning	responsible	consumption	by	changing	

their	consumption	patterns	concerning	issues	that	the	individual	feels	responsible	to	act	upon.	This	

results	in	the	consumer	responding	as	an	individual,	moral	actor	in	relation	to	a	social	issue.	(ibid.).	

2.2	BRANDING	AS	A	VALUE	CREATOR	

Within	branding	theory,	the	notion	of	brand	equity	is	commonly	applied	by	marketers	to	refer	to	

the	perceived	value	of	a	brand.	Hence,	branding	has	become	a	top	priority	for	company	manage-

ment	and	plays	an	important	role	in	the	understanding	of	consumer	behavior.	(Keller	&	Lehmann,	

2006).	Brand	equity	is	by	Aaker	(1991)	defined	as	“[...]	a	set	of	brand	assets	and	liabilities	linked	to	

a	brand,	its	name	and	symbol,	that	add	to	or	subtract	from	the	value	provided	by	a	product	or	service	

to	a	firm	and	or	to	that	firm’s	customers”	(ibid.,	p.	16).	Though	it	should	be	emphasized	that	brand	

equity	 is	not	only	 important	for	the	specific	brand,	but	that	the	consumer	can	derive	certain	ad-

vantages	hereof	as	well.	Hence,	 if	 the	consumer	holds	positive	brand	equity,	 it	can	ease	the	con-

sumer’s	decision-making	processes	and	potentially	increase	the	consumer’s	satisfaction	with	the	

brand	and	its	products.	(Aaker,	1996).		

2.2.1	CUSTOMER-BASED	BRAND	EQUITY	

A	distinction	is	made	between	financial-based	brand	equity	(FBBE)	and	customer-based	brand	eq-

uity	(CBBE).	FBBE	concerns	the	financial	value	of	the	brand,	while	CBBE	revolves	around	the	indi-

vidual	consumer’s	perception	of	the	brand.	(Keller,	1993).	Hence,	Keller	(1993)	defines	CBBE	as	

“[...]	the	differential	effect	of	brand	knowledge	on	consumer	response	to	the	marketing	of	the	brand”	

(ibid.,	p.	2).	That	is	to	say	that	positive	CBBE	occurs	when	the	brand	is	not	solely	recognized	by	the	

consumer,	but	when	the	consumer	is	familiar	with	and	confident	in	the	brand.	Hence,	great	CBBE	

occurs	when	the	consumer	holds	positive,	strong,	and	unique	brand	associations	that	are	ultimately	

stored	in	the	memory	of	the	consumer.	In	continuation	hereof,	it	is	argued	that	when	a	consumer	

holds	positive	CBBE,	it	is	more	likely	that	these	positive	associations	will	be	recalled	from	memory	

when	exposed	to	the	brand	in	other	contexts.	(Keller,	1993).	The	associations	stored	in	memory	are	

conceptualized	by	Keller	(1993)	in	the	notion	of	brand	knowledge,	based	on	two	constituents:	1)	

brand	image	and	2)	brand	awareness.	Thus,	brand	knowledge	concerns	those	brand	associations	
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stored	in	memory	(brand	image)	as	well	as	the	recalling	and	recognition	of	a	brand	based	on	the	

consumer’s	mental	maps	hereof	 (brand	awareness).	Therefore,	 it	 is	 argued	 that	 the	 consumer’s	

mental	construct	of	a	brand	is	affected	by	the	individual	consumer’s	feelings	and	attitudes	towards	

the	 brand	 (Gardner	 &	 Levy,	 1955,	 in	 Dobni	 &	 Zinkhan,	 1990).	 Hence,	 the	 consumer’s	 brand	

knowledge	and	associations	create	a	mental	map	of	the	brand	stored	in	memory,	which	ultimately	

determines	whether	the	consumer	holds	positive	or	negative	CBBE	(Dobni	&	Zinkhan,	1990).	

2.2.2	MEASURING	BRAND	EQUITY		

Brand	equity	revolves	around	those	brand	assets	which	are	intangible,	immaterial,	and	provides	a	

brand	with	value	(Keller	&	Lehmann,	2006).	These	intangible	and	immaterial	assets	are	argued	to	

be	 challenging	 to	measure,	why	Aaker	 (1996)	presents	 the	Brand	Equity	Ten,	which	provides	a	

point	of	departure	for	effective	evaluation	of	brand	equity.	The	Brand	Equity	Ten	can	be	applied	as	

guidelines	 for	measuring	brand	equity	across	markets	and	brands.	Aaker’s	 (1996)	Brand	Equity	

Ten	provides	ten	sets	of	measures	which	are	divided	into	five	sub-categories	 in	terms	of	 loyalty,	

perceived	quality,	associations,	awareness,	and	market	behavior.	The	first	four	subcategories	concern	

CBBE,	while	market	behavior	concerns	FBBE.	Firstly,	the	loyalty	measure	concerns	how	close	the	

brand	is	to	the	consumer’s	heart,	which	includes	customer	satisfaction.	Therefore,	this	measure	can	

indicate	the	consumer’s	willingness	to	buy	(WTB)	a	product	from	a	brand,	willingness	to	pay	(WTP)	

a	price	premium	for	the	product,	and	how	likely	the	consumer	is	to	switch	to	another	brand.	(Aaker,	

1996).	Hereof,	WTP	refers	to	the	maximum	price	of	a	given	product	the	individual	consumer	is	will-

ing	to	pay.	While	WTB	refers	to	whether	a	consumer	considers	a	product	to	such	an	extent	that	one	

is	willing	 to	make	an	actual	purchase	of	 the	given	product.	Both	concepts	are	dependent	on	 the	

consumer’s	perception.	(Solomon	et	al.,	2016).	Secondly,	perceived	quality	revolves	around	how	the	

consumer	evaluates	the	quality	of	the	brand	through	parameters	such	as	good	or	bad,	more	or	less	

consistent,	the	best	or	worst.	Thirdly,	associations	include	three	different	perspectives,	in	terms	of	

the	value	propositions	of	a	brand,	the	personality	of	the	brand	as	well	as	the	organization	behind	

the	brand.	Fourthly,	 the	saliency	of	 the	consumer	 is	determined	 in	 the	awareness	measure,	as	 it	

includes	brand	knowledge	as	well	as	the	consumer’s	recognition	of	and	ability	to	recall	the	brand.	

Lastly,	the	measure	of	market	behavior	concerns	the	financial	performance	of	the	brand,	in	terms	of	

e.g.,	market	share.	(Aaker,	1996).	
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2.3	UNDERSTANDING	THE	CONSUMER’S	DECISION-MAKING	PROCESS	

FOR	SUSTAINABLE	ACTIVEWEAR	

The	process	of	decision-making	is	crucial	to	understand	in	order	to	explore	sustainable	consumer	

behavior.	Therefore,	decision-making	will	be	explored	through	the	traditional	Consumer	Decision	

Process	Model	 (CDPM)	 to	 create	a	 fundamental	understanding	of	 the	processes	 (Solomon	et	 al.,	

2016).	This	will	be	 followed	by	examining	the	 influence	of	high	and	 low	 involvement	 (Szmigin	&	

Piacentini,	2015),	as	well	as	the	dual-process	model	of	System	1	and	System	2	(Kahneman,	2011).	

2.3.1	THE	CONSUMER	DECISION	PROCESS	MODEL	

The	most	commonly	cited	model	in	regard	to	the	consumer	decision-making	process	is	the	tradi-

tional	CDPM.	 It	was	 introduced	by	Engel,	Kollat,	and	Blackwell	 (1968,	 in	Rosenstreich	&	Milner,	

2013),	however,	several	researchers	have	redesigned	the	model	over	the	years.	The	model	consists	

of	five	components,	namely:	1)	problem	recognition,	2)	information	search,	3)	evaluation	of	alterna-

tives,	4)	purchase	decision,	and	5)	post-purchase	evaluation	(Solomon	et	al.,	2016).	

	

The	main	concept	of	the	decision-making	process	is	the	assumption	that	consumers	seek	to	solve	a	

problem	or	achieve	a	desired	goal	(Szmigin	&	Piacentini,	2015).	The	process	takes	its	starting	point	

in	problem	recognition.	This	stage	is	triggered	by	external	and	internal	factors	(ibid.;	Solomon	et	al.,	

2016).	The	stage	is	realized	when	a	need	recognition	occurs	where	tension	appears	between	the	

ideal	and	actual	state	of	the	individual,	e.g.,	buying	a	bottle	of	water	to	remove	the	feeling	of	thirst	

(Szmigin	&	Piacentini,	2015;	Ryan	&	Deci,	2000).	On	the	other	hand,	problem	recognition	can	appear	

through	opportunity	recognition	where	the	consumer	recognizes	a	lack	in	their	actual	state,	that	

they	did	not	know	existed,	e.g.,	experiencing	a	new	desire	after	watching	a	commercial	of	a	product	

(Szmigin	&	Piacentini,	2015).	

The	next	stage	is	information	search,	where	consumers	identify	information	that	can	aid	the	

final	choice.	Marketers	can,	therefore,	heavily	influence	this	stage	by	presenting	their	product	op-

tions.	 (Szmigin	&	Piacentini,	 2015).	 In	 the	alternative	 evaluation	 stage,	 the	 findings	of	 the	 infor-

mation	search	are	divided	into	categories	of	inert,	inept,	evoked,	and	consideration	sets.	However,	

inert	and	inept	category	sets	are	not	considered	for	the	decision,	but	the	evoked	set	holds	all	the	

possible	brands	that	the	consumer	can	choose,	and	the	consideration	set	consists	of	the	brands	the	

consumer	actually	considers	buying.	Additionally,	the	stage	includes	attitudes	and	beliefs	which	will	

be	defined	 in	section	2.4.1.1	Hence,	attitudes	and	beliefs	 form	purchase	 intent,	highlighting	why	
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these	components	are	part	of	the	evaluation	criteria.	(Szmigin	&	Piacentini,	2015;	Solomon	et	al.,	

2016).	

The	stages	above	result	in	a	purchase	decision	which	leads	to	the	last	phase,	namely	post-

purchase	evaluation	(Solomon	et	al.,	2016).	Here	the	choice	is	evaluated	in	relation	to	the	disconfir-

mation	paradigm	which	“[...]	is	the	difference	between	consumer’s	pre-purchase	expectations	of	the	

product’s	performance	and	their	post-purchase	experience”	(Szmigin	&	Piacentini,	2015,	p.	96).	Eval-

uating	potential	satisfaction	or	dissatisfaction	is	argued	to	likewise	be	evaluated	through	the	prod-

uct’s	attributes	(Szmigin	&	Piacentini,	2015).	

	

Nevertheless,	the	CDPM	is	criticized	for	its	rather	rational	perspective,	where	consumers	are	be-

lieved	 to	 have	 unlimited	mental	 capacity	 and	 enable	 rational	 judgment	 (Rosenstreich	&	Milner,	

2013).	Additionally,	the	linear	and	simplified	concept	of	the	model	has	been	widely	criticized	(ibid.;	

Solomon	et	al.,	2016;	Camerer	&	Loewenstein,	2003).	Bringberg	and	Lutz	(1986,	in	Rosenstreich	&	

Milner,	2013)	argue	that	the	elements	in	the	process	do	not	necessarily	occur	in	sequence	and	it	is	

further	 suggested	 that	 some	 processes	 can	 occur	 concurrently	 (Rosenstreich	 &	 Milner,	 2013).	

Moreover,	the	model	does	not	unfold	the	scope	or	size	of	the	decision	which	can	influence	the	pro-

cess	of	the	decision	heavily	(ibid.;	Camerer	&	Loewenstein,	2003).	Despite	the	critique,	the	model	

can	 be	 used	 as	 a	 fundamental	 framework	 of	 the	 consumers’	 processes	 during	 decision-making	

(Rosenstreich	&	Milner,	2013).	

2.3.2.	THE	INFLUENCE	OF	HIGH	&	LOW	INVOLVEMENT	

A	key	component	of	a	decision-making	process	is	the	level	of	involvement,	which	Gabbott	and	Hogg	

(1999)	define	as	“[...]	a	motivational	variable	reflecting	the	extent	of	personal	relevance	of	the	deci-

sion”	(ibid.,	p.	159).	Szmigin	&	Piacentini	(2015)	argue	that	the	CDPM	relates	to	a	high	involvement	

decision	whereas	the	process	of	a	 low	involvement	decision	is	different.	A	consumer	with	 low	in-

volvement	will	likewise	go	through	the	problem	recognition	stage,	however,	followed	by	an	intention	

stage.	The	intention	affects	the	final	purchase	decision	which	will	ultimately	result	in	the	post-pur-

chase	evaluation	stage	(ibid.).	Therefore,	low	involvement	is	connected	to	the	value	of	not	being	par-

ticularly	motivated	in	opposition	to	high	involvement	(Gabbott	&	Hogg,	1999).	

	

The	Elaboration	Likelihood	Model	(ELM)	unfolds	how	involvement	influences	the	consumer’s	in-

formation	process	of	persuasive	messages,	which	can	result	in	an	attitude	change	(Cacioppo,	Petty,	

Kao,	&	Rodriquez,	1986;	Szmigin	&	Piacentini,	2015).	Two	paths	of	persuasion	are	found,	namely	
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the	central	route	and	the	peripheral	route	(Szmigin	&	Piacentini,	2015).	High	involvement	results	in	

the	 central	 route	 which	 is	 characterized	 by	 high	 attention	 towards	 information,	 issue-relevant	

thinking,	and	deliberate	information	search	(Cacioppo	et	al.,	1986).	Hence,	the	attitude	is	affected	

by	careful	examination	of	given	information	(ibid.).	On	the	other	hand,	consumers	with	low	involve-

ment	lead	to	the	peripheral	route,	where	less	attention	is	paid	to	the	persuasive	messages,	less	effort	

is	made	 to	 evaluate	 them,	 and	 consumers	 are	 instead	 influenced	 by	 the	 surface	 characteristics	

(Cacioppo	et	al.,	1986;	Szmigin	&	Piacentini,	2015).	Nevertheless,	the	model	is	criticized	for	the	pos-

sibility	that	the	routes	can	occur	simultaneously	and	its	rather	descriptive	nature	(Kitchen,	Kerr,	

Schultz,	Mccoll,	&	Pals,	2014).	Note,	that	no	deeper	elaboration	on	the	ELM	will	be	made	in	the	the-

sis,	as	it	is	solely	explored	as	the	basis	for	involvement,	rather	than	a	primary	framework.	Chaiken	

(1980)	additionally	researched	persuasive	messages.	Chaiken’s	main	finding	contributes	to	the	fun-

damentals	of	the	ELM	as	she	found	that	higher-involved	individuals	value	message	arguments	more,	

while	low-involved	individuals	rely	on	singular	cues	(ibid.).	

2.3.3	INFORMATION	PROCESSESING	

On	a	daily	basis,	human	beings	are	exposed	to	a	range	of	stimuli	and	have	to	make	several	decisions.	

These	decisions	can	be	processed	by	 the	conscious	mind	or	without	any	conscious	deliberation.	

Therefore,	 decision-making	 is	 influenced	 by	 the	 concept	 of	 System	 1	 and	 System	 2	 processing.	

(Kahneman,	2011;	Evans,	2008).		

Evans	(2008)	defines	System	1	as	an	unconscious,	low	effort,	universal,	and	rapid	process.	

System	1	is	always	working	in	the	background	without	the	mind	being	conscious	hereof	and	with	

no	sense	of	voluntary	control	(Kahneman,	2011).	However,	the	system	can	be	compromised	by	bi-

ases	and	heuristics,	which	System	2	seeks	to	limit.	Hereby,	System	2	is	defined	as	a	conscious,	high	

effort,	heritable,	and	slow	process	(ibid.;	Evans,	2008).	System	2,	therefore,	requires	the	active	par-

ticipation	of	the	human	mind.	This	process	is	often	associated	with	a	subjective	experience	of	choice	

and	concentration.	(Kahneman,	2002).	Thus,	System	1	is	usually	linked	to	intuition	while	System	2	

is	associated	with	reasoning	(Kahneman,	2011).	

	

Researchers	agree	upon	the	fact	the	two	different	systems	exist,	however,	the	processes	of	the	sys-

tems	have	led	to	an	extensive	discussion	(Evans,	2008).	Kahneman	(2011)	found	that	System	1	con-

sists	of	skills,	e.g.,	the	skill	to	read.	In	this	case,	the	task	of	reading	has	been	repeated	several	times,	

transforming	a	System	2	process	into	a	System	1	process.	However,	the	encounter	of	new	difficult	

words	is	found	to	activate	System	2	once	again.	Thereby,	if	a	given	scenario	is	encountered	enough	
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times,	a	process	can	be	moved	from	System	2	thinking	to	System	1	thinking,	and	the	process	hereof	

evolves	continuously.	(ibid.).	Additionally,	Martin	and	Sloman	(2013)	explored	the	two	systems	and	

the	question	of	them	functioning	parallel	or	sequentially.	According	to	Sloman	(1996),	the	two	sys-

tems	compute	parallel	but	can	serve	simultaneously,	referred	to	as	the	parallel-competitive	posi-

tion	(Sloman,	1996,	in	Martin	&	Sloman,	2013).	On	the	contrary,	researchers	describe	the	default-

interventionist	view	where	System	2	only	occurs	“[...]	under	certain	circumstances	and	that	it	is	sub-

sequent	to	System	1	processing”	(Martin	&	Sloman,	2013,	p.	553).	By	this,	System	2	can	interfere	with	

System	1	and	change	the	default	response	into	a	deliberate	response.	Nevertheless,	it	is	stated	that	

System	2	can	overrule	System	1	if	it	has	the	time,	capacity,	and	motivation	to	do	so.	However,	the	

dual-process	is	criticized	for	its	simple	nature	and	as	being	misleading.	(Evans,	2008;	Martin	&	Slo-

man,	2013).	Moreover,	there	is	no	clear	evidence	of	the	mental	system	being	a	parallel-competitive	

position	or	a	default-interventionist	approach,	as	human	cognition	is	still	to	be	explored	furtherly	

(Martin	&	Sloman,	2013).	

2.4	PURCHASE	INTENTION	FOR	SUSTAINABLE	CONSUMPTION	

Fishbein	and	Ajzen	(1975)	describe	that	an	intention	“[...]	refers	to	a	person’s	subjective	probability	

that	he	will	perform	some	behavior”	(ibid.,	p.	288),	suggesting	that	consumers	who	emphasize	sus-

tainable	consumption	are	more	likely	to	perform	sustainable	behavior.	First	and	foremost,	this	sec-

tion	will	elaborate	on	Ajzen’s	(1991)	Theory	of	Planned	Behavior	(TPB)	followed	by	the	Motivation-

Opportunity-Ability-Behavior	(MOAB)	framework	created	by	Thøgersen	(1995).	

2.4.1	THEORY	OF	PLANNED	BEHAVIOR	

The	TPB	conceptualizes	that	behavior	is	determined	by	a	consumer’s	intention,	which	is	influenced	

by	three	components,	namely:	attitude,	subjective	norms,	and	perceived	behavioral	control	(Szmigin	

&	Piacentini,	2015)	(Figure	2).	

2.4.1.1	ATTITUDE	

The	first	component	of	the	TBP	is	attitude	which	represents	a	condensed	evaluation	of	an	object	of	

physical	character	and	can	be	defined	as	an	“[...]	overall	evaluation	that	expresses	how	much	we	like	

or	dislike	an	object,	 issue,	person	or	action”	 (Eagly	&	Chaiken,	1993,	 in	Thøgersen,	2010,	p.	104).	
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However,	one	can	hold	dual	attitudes	towards	an	ob-

ject,	 context,	 or	 situation,	 creating	 a	multi-compo-

nent	view	of	attitudes	(Ajzen,	2001;	Szmigin	&	Pia-

centini,	2015;	Eagly	&	Chaiken,	1993).	Furthermore,	

it	is	the	sum	of	subjectively	evaluated	meanings	that	

an	 individual	assign	to	a	given	object	and	the	 indi-

vidual's	 beliefs	 regarding	 the	 attributes,	 that	 form	

the	attitude	towards	an	object	(Ajzen,	2001).	Addi-

tionally,	these	evaluated	meanings	of	an	attitude	to-

wards	an	object	occur	rather	spontaneously,	and	un-

consciously	forms	the	beliefs	about	the	object	(ibid.;	

Ajzen	&	Fishbein,	1975).	

2.4.1.2	SUBJECTIVE	NORMS	

The	second	component	influencing	purchase	intention	is	subjective	norms.	Ajzen	(1991)	states	that	

subjective	norms	are	“[...]	 the	perceived	social	pressure	to	perform	or	not	to	perform	the	behavior”	

(ibid:	188).	Thus,	subjective	norms	exert	pressure	to	act	in	a	given	way	(Ajzen,	1991).	Furthermore,	

it	is	found	that	intended	behavior	is	stronger	if	an	individual’s	subjective	norms	are	enhanced	by	a	

social	reference	group	(Cowan	&	Kinley,	2014).	In	regard	to	the	norm	within	the	field	of	sustaina-

bility,	it	is	found	to	be	normatively	formed,	underlying	that	the	subjective	norms	are	a	result	of	per-

sonal	perceptions	regarding	socially	constructed	attitudes	(Cowan	&	Kinley,	2014).	Additionally,	a	

study	by	Kiatkawsin	and	Han	(2017)	illustrated	that	the	individual’s	values	concerning	sustainable	

responsibilities	are	positively	influenced	by	social	norms,	resulting	in	pro-environmental	intentions.	

2.4.2.3	PERCEIVED	BEHAVIORAL	CONTROL	

The	third	determinant	is	perceived	behavioral	control,	which	concerns	the	individual’s	internal	per-

ception	of	the	control	one	possesses	over	a	given	behavior	(Thøgersen,	2010).	The	perception	of	

control	is	a	relative	predictor	of	the	actual	behavior	and	is	often	associated	with	a	high	likelihood	

of	performing	the	given	behavior	(Armitage	&	Conner,	1999).	It	is	noteworthy	that	perceived	behav-

ioral	control	 is	based	on	the	consumer’s	perception,	as	it	does	not	necessarily	reflect	on	the	con-

sumer’s	behavior.	Therefore,	the	component	is	argued	not	to	influence	intention	directly,	as	the	de-

terminant	comes	from	the	actual	behavioral	control	(Ajzen	&	Madden,	1986).	Ajzen	(1991)	argues	

that	perceived	behavioral	control	and	self-efficacy	have	similar	characteristics.	Yet,	Bandura	(1997,	

Figure	2:	Ajzen’s	(1991)	Theory	of	Planned	
Behavior	
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in	Ajzen,	2001)	separates	the	two	concepts,	as	perceived	behavioral	control	is	“Whether	people	be-

lieve	that	they	have	volitional	control	over	performance	of	a	behavior”	(ibid.,	p.	44)	and	self-efficacy	

is	“[...]	conceptualized	as	the	degree	of	anticipated	difficulty	in	performing	a	behavior”	(ibid.).	A	study	

conducted	within	the	apparel	industry	illustrates	that	the	perceived	behavioral	control	is	not	a	sig-

nificant	determinant	of	purchase	intentions,	however,	it	has	a	positive	connection	to	actual	behavior	

(Jain,	Khan,	&	Mishra,	2017).	On	the	other	hand,	self-efficacy	is	proven	to	have	a	direct	positive	effect	

on	purchase	intention	and	behavior	(Dzewaltowski,	Noble,	&	Shaw,	1990;	Mukhopadhyay	&	Johar,	

2005).		

2.4.2.4	PURCHASE	INTENTION	&	BEHAVIOR	

TPB	indicates	that	attitude,	subjective	norms,	and	perceived	behavioral	control	result	in	a	behavioral	

intention	affecting	behavior	(Ajzen,	1991;	Fishbein	&	Ajzen,	1975).	Further,	Ajzen	(1991)	states	that	

the	stronger	 the	attitude	and	subjective	norms	are	 towards	a	behavior,	 the	higher	degree	of	per-

ceived	behavioral	control	the	consumer	will	hold,	which	will	enhance	the	behavioral	intention.	Thus,	

behavioral	intention	is	argued	to	be	a	direct	determinant	of	behavior	(Ajzen,	1991).	

Nevertheless,	the	model	is	criticized	for	its	rather	simplified	conceptualization,	underlying	

a	missing	sensitivity	for	defining	different	aspects	of	the	variables	(Armitage	&	Conner,	1999).	Fur-

ther,	Jokonya	(2017)	stresses	the	complexity	of	human	behaviors,	why	the	TPB	is	criticized	for	its	

simple	manner	as	well	as	the	data	collection	method	being	through	survey	instruments.	Addition-

ally,	Eagly	&	Chaiken	(1993,	in	Conner	&	Armitage,	1998)	emphasize	a	lack	of	clarification	between	

intended	behavior	and	actual	behavior.	However,	a	common	critique	in	recent	studies	points	out	

the	problem	of	intention	not	necessarily	leading	to	behavior	(Solomon	et	al.,	2016).	

2.4.2	THE	MOAB	FRAMEWORK	

Thøgersen	(1995)	explores	consumer	behavior	in	regard	to	understanding	the	impact	of	environ-

mental	challenges.	He	suggested	that	a	frame	of	reference	was	needed	to	understand	sustainable	

behavior,	as	an	attitude-behavior	gap	in	sustainable	consumption	was	identified	in	the	Nordic	coun-

tries	(ibid.).	Thus,	Thøgersen	created	the	MOA	framework,	later	referred	to	as	the	MOAB	framework	

consisting	 of	motivation,	 opportunity,	 ability,	 and	 behavior	 (Thøgersen,	 1995;	 Thøgersen,	 2010;	

Ölander	&	Thøgersen,	1995;	Parkinson,	Schuster,	&	Russell-Bennett,	2016).	
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Figure	 3:	 The	 Motivation–Ability–Opportunity–Behaviour	 Model	 (Ölander	 &Thøgersen,	 1995)	 &	 a	
newer	version	of	The	Motivational	variable	(Thøgersen,	2010)	

2.4.2.1	MOTIVATION	

Figure	3	illustrates	that	motivation	plays	an	important	role	as	it	can	result	in	behavioral	intention	

for	a	sustainable	behavior	(Ölander	&	Thøgersen,	1995;	Thøgersen,	2010;	Thøgersen	1995).	The	

motivational	variable	was	originally	based	on	Fishbein	and	Ajzen’s	(1980,	in	Thøgersen	1995)	mo-

tivational	components	of	attitude	and	social	norms.	Later,	the	motivational	variable	has	been	recon-

sidered,	and	now	relates	to	Ajzen's	(1991)	TPB	consisting	of	attitude,	subjective	(social)	norms,	and	

perceived	behavioral	 control.	Prior	 to	attitude,	 subjective	norms,	and	perceived	behavioral	 control	

Thøgersen	(2010)	suggests	that	values	and	beliefs	exist.	Beliefs	are	the	individual’s	thoughts	about	

a	subject	or	an	idea	while	values	are	more	rooted	convictions	one	can	hold	regarding	what	is	good	

and	bad,	why	it	often	shapes	and	guides	behavior	(Szmigin	&	Piacentini,	2015).	Regarding	values,	

Thøgersen	(2010)	states	that	sustainable	behavior	is	positively	correlated	with	values	of	universal-

ism	and	benevolence,	which	he	refers	to	as	self-transcendent	values.	The	more	aligned	the	values	

are	with	being	self-transcendent	the	more	motivated	the	individual	is	to	adopt	sustainable	behavior	

and	transform	intention	to	actual	behavior.	(ibid.;	Schwartz,	2003).		

As	mentioned,	the	attitude	consumers	hold	towards	sustainable	products	influences	the	mo-

tivation	for	behavioral	intent.	Moreover,	norms	are	found	essential	in	regard	to	sustainable	behav-

ior	(Thøgersen,	1995).	This	was	proven	in	a	study	amongst	Danes,	where	Thøgersen	(2010)	found	

that	both	personal	and	subjective	norms	correlated	positively	with	sustainable	behavior.	Hence,	the	
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strength	of	personal	norms	is	proven	to	be	the	main	driver	for	sustainable	behavior,	as	subjective	

norms	are	mediated	through	the	consumer’s	personal	norms	(ibid.).	When	 it	comes	to	perceived	

behavioral	control,	Thøgersen	(2010)	applies	the	previously	mentioned	term	of	self-efficacy,	which	

takes	its	point	of	departure	in	Bandura’s	terminology.	Thøgersen	(2010)	agrees	with	Ajzen	(1991)	

upon	the	fact	that	self-efficacy	does	not	directly	influence	behavior.	However,	if	consumers	do	not	

believe	that	their	actions	can	make	a	significant	difference	in	the	world,	it	can	result	in	an	efficacy-

related	negative	motivation	(Thøgersen,	2010).	

Therefore,	motivation	is	primarily	based	on	internal	drivers,	however,	it	is	affected	by	some	

external	 factors	which	 can	 be	 internalized	 over	 time	 through	 classical	 conditioning	 (Ölander	 &	

Thøgersen,	1995).	 If	 the	consumer	obtains	motivation	 it	can	result	 in	behavioral	 intention	which	

further	can	lead	to	actual	behavior.	However,	the	consumers	need	to	have	the	ability	and	opportunity	

to	do	so.	(Thøgersen,	2010).	

2.4.2.2	OPPORTUNITY	

The	second	variable	of	the	MOAB	framework	that	is	argued	to	influence	the	translation	of	behav-

ioral	intent	to	actual	environmental	behavior	is	opportunity.	In	order	to	complete	a	sustainable	be-

havior,	consumers	must	have	the	opportunity	to	carry	out	the	intention.	(Thøgersen,	2010;	Ölander	

&	Thøgersen,	1995).	However,	an	opportunity	is	out	of	the	consumer’s	hands	as	it	is	dependent	on	

external	and	contextual	factors	that	influence	the	consumer,	e.g.	the	society’s	infrastructure,	avail-

able	products,	and	service	alternatives.	 (Thøgersen,	2010).	Regardless	of	 the	 latter,	Ölander	and	

Thøgersen	(1995)	argue	that	the	internal	factor	of	perception	does	exist	as	the	consumer	needs	to	

perceive	opportunities	as	real.	Hereof,	eco-labels	can	function	as	an	enhancement	of	perceived	op-

portunity	as	they	enable	consumers	to	easily	identify	sustainable	products	(Thøgersen,	2010).	Nev-

ertheless,	the	term	is	also	related	to	location	and	place	why	products	must	be	easily	accessible	in-

store	and	in	online	shops	(Ölander	&	Thøgersen,	1995).	

2.4.2.3	ABILITY	

Thøgersen	(1995;	2010),	presents	the	third	component	of	the	MOAB	framework,	namely	the	notion	

of	ability.	Consumers	need	to	have	the	ability	to	complete	a	given	behavior,	as	consumers	have	lim-

ited	resources	with	regard	to	time,	money,	knowledge,	and/or	cognitive	load	(Thøgersen,	2010).	

Ability	is	defined	as	an	internal,	personal	characteristic	that	either	enables	or	disables	consumers	

to	act	sustainably	(Ölander	&	Thøgersen,	1995).	Moreover,	sustainable	behavior	is	constrained	to	

the	consumer’s	habits	as	they	“[...]	produce	a	decrease	in	the	costs	of	source	separation”	(Ölander	&	
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Thøgersen,	1995,	p.	353).	However,	new	habits	can	be	difficult	to	adopt	and	fallbacks	may	occur.	

Besides	habits,	 the	ability	 is	 influenced	by	task	knowledge.	(Ölander	&	Thøgersen,	1995).	Simply,	

acting	sustainably	requires	the	right	knowledge	and	skills.	Individuals	would,	as	an	example,	not	be	

able	to	engage	in	waste	management	if	they	could	not	differentiate	between	the	disposal	of	prod-

ucts.	(Thøgersen,	2010).	In	regard	to	sustainable	apparel,	Ritch	(2015)	supports	the	notion	of	task	

knowledge	as	he	argues	that	knowledge	is	needed	before	consumers	can	effectively	benefit	from	it	

(Ritch,	2015,	in	Rothenberg	&	Matthews,	2017).	However,	the	concept	is	most	widely	explored	in	

the	food	industry,	whereas	“[...]	consumer	perceptions	of	environmentally	conscious	clothing	are	still	

evolving”	(Rothenberg	&	Matthews,	2017,	p.	406).	Hence,	if	the	consumers	have	the	right	resources,	

their	ability	 to	act	in	line	with	a	sustainable	approach	increases,	which	influences	the	behavioral	

intent	to	become	an	actual	behavior.	(Thøgersen,	2010).	

2.4.2.3	BEHAVIOR	

If	the	individual	possesses	motivational	intent,	abilities	in	the	form	of	resources,	and	the	right	op-

portunity,	 a	 sustainable	behavior	can	occur.	The	 three	variables	can,	 therefore,	 result	 in	 the	 last	

component	 of	 the	 MOAB	 framework	 namely,	 behavior.	 Nevertheless,	 it	 is	 noteworthy	 that	 the	

framework,	to	some	degree,	is	dynamic	as	indicated	by	the	arrows	leading	back	to	motivation	in	the	

illustration	of	the	MOAB	framework	(see	Figure	3).	The	behavior	does	likewise	influence	the	pre-

conditioned	 variables	 as	 preliminary	 experiences	 of	 behavior,	 for	 example	 by	 influencing	 the	

knowledge	that	the	consumer	holds.	(Thøgersen,	2010).	Additionally,	Ölander	&	Thøgersen	(1995)	

suggest	that	individuals	form	a	defense	mechanism	that	potentially	can	explain	why	the	behavioral	

intention	fails	to	lead	to	a	behavior,	which	is	also	referred	to	as	the	attitude-behavior	gap.	Such	de-

fense	mechanisms	can	lead	individuals	into	a	mental	state	of	denial,	e.g.,	of	potential	consequences	

or	to	displace	responsibility	to	excuse	a	non-pro-environmental	behavior.	(ibid.).	

	

Nevertheless,	the	framework	is	criticized	for	not	capturing	the	complexity	of	behavior	(Parkinson	

et	al.,	2016).	Parkinson	et	al.	(2016)	state	that	“[...]	more	complex	behaviors	will	have	higher	levels	of	

interdependency	 or	multiple	 interactions	 between	 [...]	motivation,	 opportunity,	 and	 ability.”	 (ibid.:	

416).	Furthermore,	motivation	is	argued	to	be	less	binary	and	instead	rather	level-dependent,	while	

ability	can	change	rather	rapidly	in	relation	to	the	consumer’s	perception	(Parkinson	et	al.,	2016).	

With	regard	to	opportunity,	Binney,	Hall,	and	Shaw	(2003),	as	well	as	Rothschild	(1999),	found	that	

socio-cultural	influences	are	neglected,	why	this	should	be	included	in	the	framework	(Binney	et	

al.,	2003;	Rothschild,	1999,	in	Parkinson	et	al.,	2016).	
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2.5	THE	GAP	BETWEEN	A	SUSTAINABLE	ATTITUDE	&	BEHAVIOR	

A	 critique	 of	 the	 TPB	 is	 the	 connection	 between	 intention	 and	 actual	behavior,	 or	 rather	 a	 lack	

thereof	(Solomon	et	al.,	2016).	Thøgersen	(2010)	expresses	concern	about	the	connection	which	he	

explains	as	the	attitude-behavior	gap.	In	regard	to	sustainable	behavior,	the	gap	can	arise	as	con-

sumers	tend	to	express	concern	for	the	environment	but	their	mindset	does	not	necessarily	trans-

late	into	a	sustainable	behavior	(Shim,	Shin,	&	Kwak,	2017).	The	gap	is	deemed	highly	important	to	

explore	in	order	to	investigate	the	problem	statement	of	this	thesis.	

		

The	gap	has	existed	for	many	years,	why	several	studies	have	been	conducted	to	explore	the	phe-

nomenon	(Shim	et	al.,	2017).	A	global	study	by	Futerra	(2005)	illustrates	that	30%	of	consumers	

had	sustainable	intentions	in	the	food	industry,	however,	in	reality	only	3%	actually	performed	a	

corresponding	behavior.	Despite	this	study,	a	Danish	study	conducted	in	2020	indicates	that	52.5%	

of	Danes	buy	organic	food	every	single	week.	This	makes	the	Danish	population	the	world's	most	

pro-organic	consumers	in	regard	to	the	food	industry	(Kaad-Hansen,	2020).	

2.5.1	 MOTIVATIONAL	 &	 NON-MOTIVATIONAL	 BARRIERS	 FOR	 SUSTAINABLE	

CONSUMPTION	

In	regard	to	the	MOAB	framework,	it	is	indicated	that	sustainable	behavior	does	not	only	depend	

on	 a	 consumer’s	 motivation	 but	 likewise	 on	 the	 opportunity	 and	 ability.	 (Thøgersen,	 2010).	

Thøgersen	(2010)	argues	that	limited	abilities	and	opportunities	cause	a	gap	where	inconsistency	

occurs	between	intention	and	behavior.	Additionally,	the	motivational	variable	of	norm	relevance	is	

found	to	be	a	factor	in	explaining	the	gap	(ibid.).	This	relates	to	the	fact	that	“[...]	people’s	attitude	

and	 norms	 with	 regard	 to	 pro-environmental	 behavior	 are	 not	 always	 completely	 aligned”	

(Thøgersen,	2010,	p.	109).	For	example,	the	problematic	behavior	of	owning	a	big	car	to	accommo-

date	the	norm	of	status	while	wishing	to	display	a	sustainable	behavior	(Thøgersen,	2010).	Moreo-

ver,	Perry	&	Chung	(2016)	emphasize	that	norms,	hereof	the	subjective	norms	of	desiring	an	atti-

tude,	do	not	necessarily	reflect	on	the	actual	behavior.	Further,	the	perceived	behavioral	control	is	

found	to	increase	the	gap	if	the	consumer	feels	powerless	as	well	as	if	a	negative	self-efficacy	occurs	

(Thøgersen,	 2010).	 Therefore,	 norms,	perceived	 behavioral	 control,	 and	 self-efficacy	 are	motiva-

tional	factors	that	can	explain	the	attitude-behavior	gap	(ibid.).	Additionally,	Jacobs,	Hörisch,	&	Bat-

tenfeld	(2018)	argue	that	the	gap	can	be	caused	by	a	lack	of	willingness	to	change	attitudes	or	values	

towards	sustainability,	whereof	hedonic	values	and	needs	may	be	challenged.	
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Furthermore,	Thøgersen	(2010)	argues	that	non-motivational	factors	can	increase	the	span	

between	intention	and	behavior,	which	is	explained	as	a	discrepancy.	The	personal	factor	of	ability	

can	increase	the	gap,	an	example	hereof	is	having	a	positive	attitude	towards	sustainability	but	in-

sufficient	knowledge	(ibid.).	However,	Shim	et	al.	(2017)	state	that	strong	efforts	in	promoting	sus-

tainable	products	are	made	to	enhance	consumer	knowledge	 in	the	field,	but	“[...]	have	ultimately	

failed	 to	 persuade	 them	 to	 purchase”	 (Shim	 et	 al.,	 2017,	 p.	 1410).	 Biel	 and	Dahlstrand	 (2005,	 in	

Thøgersen,	 2010)	 further	 state	 that	 habits	 can	 cause	 the	 gap	 due	 to	 the	 automatic	 function	

prompted	by	situational	cues	delaying	the	adoption	of	sustainable	behavior.	Ajzen	(2002)	shares	

this	assumption	as	he	states	that	consumers	tend	to	act	upon	old	habits	instead	of	newly	formed	

intentions,	 leading	to	the	gap.	Furthermore,	in	regard	to	opportunity,	 the	gap	within	the	environ-

mental	field	is	influenced	by	other	impediments.	Simply,	carrying	out	sustainable	behavior	can	be	

costly,	difficult,	time-consuming,	and/or	inconvenient.	(Thøgersen,	2010).	

2.5.2	THE	APPAREL	INDUSTRY’S	GAP	

A	study	conducted	in	Germany	concerning	the	sustainable	apparel	industry	illustrates	different	bar-

riers	influencing	the	intention	failing	to	transform	to	behavior.	The	study	explores	influencing	fac-

tors	on	the	attitude-behavior	gap	among	young	adults.	Hence,	it	found	that	sustainable	apparel	con-

sumption	 is	 hindered	by	 availability,	 price,	 transparency,	 knowledge,	 inertia,	 habits,	 and	 image.	

However,	the	data	sample	only	consists	of	13	in-depth	interviews,	which	decreases	the	reliability	

and	validity	 of	 the	 study.	 (Wiederhold	&	Martinez,	 2018).	Another	 study	by	McNeill	 and	Moore	

(2015)	investigates	consumers,	age	21	to	52,	from	New	Zealand,	concerning	their	attitude	towards	

sustainable	apparel.	Here	the	gap	unfolds	due	to	the	consumers'	 focusing	on	personal	desires	to	

improve	their	self-image	and	people's	perception	of	them,	which	they	do	not	feel	sustainable	ap-

parel	accommodates.	Hence,	personal	sacrifices	of	not	being	fashionable	create	the	gap.	(ibid.).	Nev-

ertheless,	the	study	is	conducted	based	on	28	surveys	completed	in	a	shopping	street	followed	by	

10	interviews,	thus,	once	again	this	can	result	in	a	negative	impact	on	the	reliability	and	validity	of	

the	study.	Moreover,	Perry	&	Chung	(2016)	researched	eco-apparel	 in	America,	China,	Malaysia,	

India,	Korea,	and	Italy.	Their	study	concerns	consumers	claiming	to	care	about	the	environment.	It	

indicates	that	the	gap	is	caused	by	the	consumers	not	valuing	the	environment	highest	and	perceiv-

ing	eco-apparel	as	a	market	strategy	instead	of	a	sustainable	option.	(ibid.).	Moreover,	the	partici-

pants	 do	 not	 believe	 that	 purchasing	 eco-apparel	 makes	 a	 difference	 (ibid.),	 similar	 to	 what	

Thøgersen	(2010)	refers	to	as	an	efficacy-related	negative	motivation.	Instead,	it	leads	to	a	diffusion	

of	 responsibility	where	 consumers	believe	 industries	need	 to	 take	more	 responsibility	 (Perry	&	
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Chung,	2016).	They	explain	the	rise	of	the	attitude-behavior	gap	through	product	benefits	such	as	

price	or	design,	emotional	benefits,	such	as	feeling	comfortable	buying	the	product,	and	personal	

cost	benefits	expressed	as,	e.g.,	availability	or	effort	required.	Hence,	eco-apparel	does	not	fulfill	the	

criteria	 of	 the	participants.	 It	 is	 noteworthy	 that	 the	 sample	 size	 only	 consists	 of	 16	 interviews	

where	the	number	of	individuals	representing	each	country	is	uneven.	(ibid.).	It	is	additionally	il-

lustrated	that	researchers	investigate	the	gap	through	traditional	methods,	suggesting	that	other	

methods	could	be	applied	in	future	research.		

2.6	THE	EFFECT	OF	VISUAL	ATTENTION	ON	DECISION-MAKING	PRO-

CESSES	

This	section	will	examine	visual	attentive	processes	to	enhance	understanding	of	consumer	behav-

ior	and	the	decision-making	process.	The	neuroscientific	notion	of	visual	attention	is	increasingly	

applied	by	researchers	and	marketers	to	contribute	to	traditional	marketing	theories	in	order	to	

obtain	a	deeper	understanding	of	consumer	behavior.	This	is	not	to	suggest	that	traditional	meth-

ods	should	be	discarded,	but	rather	that	applying	theory	concerning	visual	attention	can	be	a	valu-

able	 contribution	 to	 the	 more	 traditional	 approaches	 to	 marketing.	 (Plassmann,	 Venkatraman,	

Huettel,	&	Yoon,	2015).	

2.6.1	THE	ESSENTIALS	OF	CAPTURING	VISUAL	ATTENTION	

It	is	commonly	accepted	amongst	researchers	that	attention	is	an	inevitable	and	crucial	component	

when	working	with	 consumer	 behavior	 to	 examine	 decision-making	 processes	 (Milosavljevic	&	

Cerf,	2008).	Hence,	capturing	the	consumer’s	visual	attention	is	an	essential	precondition	for	mar-

keters	when	developing	marketing	initiatives	(ibid.),	and	thus	the	following	section	will	be	dedi-

cated	to	creating	a	greater	understanding	of	visual	attention.	The	definition	of	visual	attention	is	

“[...]	a	 family	of	processing	resources	or	cognitive	mechanisms	that	can	modulate	signals	at	almost	

every	level	of	the	visual	system”	(Evans	et	al.,	2011,	p.	503).	

	

In	the	21st	century,	consumers	are	exposed	to	an	enormous	number	of	stimuli	every	day	from	an	

extensive	range	of	different	senders	and	channels.	An	individual	cannot	process	all	the	information	

from	the	environment,	referred	to	as	information	overload,	as	the	brain	has	a	naturally	limited	ca-

pacity	of	receiving	external	stimuli.	(Milosavljevic	&	Cerf,	2008;	Solomon	et	al.,	2016).	This	leads	to	

the	 importance	of	 the	 filtering	process	when	receiving	visual	 information	and	the	crucial	role	of	
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selective	visual	attention	when	prioritizing	visual	stimuli.	This	highlights	that	visual	attention	can	

accentuate	focus	on	relevant	stimuli	and	simultaneously	subdue	less	relevant	information.	(Evans	

et	al.,	2011).	However,	 inattentional	blindness	can	occur	 if	 the	consumer	 fails	 to	notice	relevant	

stimuli	due	to	a	selected	focus	(Janiszewski,	Kuo,	&	Tavassoli,	2013).	The	filtering	mechanism	is	

primarily	an	unconscious	process	where	consumers	“[...]	are	usually	unaware	of	how	attention	alters	

visual	representations,	much	like	we	are	unaware	of	how	the	representation	quality	differs	across	the	

visual	field”	(Carrasco	&	Barbot,	2019,	p.	56).	Furthermore,	Carrasco	and	Barbot	(2019)	argue	that	

attention	not	only	enhances	performance	in	relation	to	visual	tasks	due	to	prioritization	of	visual	

stimuli,	but	that	attention	can	change	the	individual’s	subjective	experience	of	the	visual	surround-

ings.	

	

Different	definitions	of	visual	attention	have	been	debated,	as	well	as	the	discussion	of	which	pro-

cesses	occur	when	exposed	to	visual	stimuli.	Clement	(2007)	draws	upon	previous	research	and	

presents	the	fact	that	visual	attention	can	be	described	with	three	words:	where,	what,	and	how.	

Helmholtz’s	(1925,	in	Clement,	2007)	theory	draws	upon	describing	the	where,	as	he	argues	that	

individuals	focus	their	sight	where	they	find	something	as	appearing	interesting	or	novel,	as	hu-

mans	are	a	naturally	curious	species.	When	multiple	stimuli	are	processed	at	the	same	time	con-

sumers	will	scan	the	environment,	leading	to	activation	of	the	parallel	parafovea	sight,	and	then	the	

sight	will	concentrate	and	focus	on	a	specific	item	(ibid.;	Evans	et	al.,	2011).	Drawing	upon	a	theory	

by	James	(1980,	in	Clement,	2007),	the	what	is	described	as	the	visual	process	where	visual	atten-

tion	 is	 attracted	 if	 compatible	with	 consumers’	 needs,	 e.g.	 supporting	 an	 environmental	 agenda	

through	eco-labeling.	When	stimuli	are	processed	one	by	one,	the	serial	foveal	sight	is	activated,	as	

it	is	triggered	by	stimuli	in	the	external	environment.	(ibid.;	Evans	et	al.,	2011).	Lastly,	the	how	is	

described	by	Gibson	(1941,	in	Clement,	2007),	as	the	relationship	found	between	the	visual	stimuli	

to	which	one	is	exposed	and	how	the	individual	reacts	to	this.	

	

Posner,	Snyder,	and	Davidson	(1980,	in	Clement,	Aastrup,	&	Forsberg,	2015)	elaborate	further	on	

the	notion	of	visual	attention	by	presenting	two	aspects,	namely	orientation-attention	and	discover-

attention.	Orientation-attention	occurs	prior	to	serial	processing,	which	provides	a	visual	overview	

and	“[...]	is	a	parallel	low-level	unselective	preattentive	search	process”	(Clement	et	al.,	2015,	p.	188).	

Underlying,	 that	 a	wide	 range	 of	 stimuli	 are	 processed	 concurrently	 in	 the	 peripheral	 eyesight	

(Clement,	2007).	This	is	opposite	to	discover-attention	which	“[...]	processes	one	feature	related	stim-

ulus	at	 the	time”	(Clement	et	al.,	2015,	p.	188),	 leading	to	the	possibility	of	discovering	a	deeper	
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meaning	of	 the	object	 to	which	attention	 is	paid	(Clement	et	al.,	2015).	When	distinguishing	be-

tween	visual	attention	being	serial	or	parallel,	it	is	important	to	note	that	the	two	systems	are	not	

separate	 processes,	 even	 though	 they	 are	 polarized	 by	 definition.	 Hence,	 humans	 continuously	

switch	between	the	 two	types	of	attention	 in	 the	visual	search	as	 it	 is	an	 interchanging	process.	

(Wolfe,	1998,	in	Clement	et	al.,	2015).	Furthermore,	researchers	distinguish	between	whether	the	

object	to	which	attention	is	drawn	stimulates	the	observer's	bottom-up	(stimulus	driven	attention)	

or	top-down	processes	(goal	driven	attention)	(Wolfe,	1998;	Orquin	&	Loose,	2013).	These	two	pro-

cesses	will	be	elaborated	further	on	in	the	following	section.	

2.6.1.1	TOP-DOWN	&	BOTTOM-UP	PROCESSES	

Researchers	have	 found	a	connection	between	the	consumers’	different	eye	movements	and	the	

concept	of	visual	attention	when	exposed	to	varying	stimuli	as	cognitive	processes	occur	both	prior	

to	 and	 throughout	 fixations	 (Orquin	&	Loose,	 2013).	 Furthermore,	 attention	 is	 coupled	 to	one’s	

working	memory,	meaning	the	cognitive	system	that	holds	temporary	information	of	momentary	

relevance	(Orquin	&	Loose,	2013;	Nadel	&	Hardt,	2011).	Attention	plays	a	crucial	role	when	looking	

at	what	 is	perceived	of	 certain	 stimuli,	which	 can	 increase	 selective	attention.	 (Orquin	&	Loose,	

2013).	Attention	has	a	limiting	role	for	perception	and	can	be	explained	through	two	points:	“[...]	a)	

limiting	the	decision	to	fixated	stimuli,	and	b)	enhancing	the	influence	of	fixated	information”	(ibid.,	p.	

191).	To	further	explain	the	complex	processes	of	attention,	bottom-up	and	top-down	processes	

are	introduced	(Wolfe,	1998;	Orquin	&	Loose,	2013).	These	two	processes	appear	as	simultaneous	

processes,	though	there	is	no	specific	sequence	of	the	two	(Orquin	&	Loose,	2013).	

	

Bottom-up	attention,	also	referred	to	as	exogenous	control,	is	the	human’s	stimulus	driven	atten-

tion	and,	therefore,	it	occurs	in	the	pre-attentive	processes.	Bottom-up	attention	occurs	as	an	auto-

matic	and	involuntary	process,	which	is	primarily	independent	of	any	already	existing	knowledge	

or	a	specific	task,	yet	it	is	dependent	on	visual	saliency	such	as	colors	or	contrasts.	(Orquin	&	Loose,	

2013;	Milosavljevic	&	Cerf,	2008).	Visual	saliency	is	the	notion	of	the	more	salient	features	an	object	

possesses	the	higher	the	probability	is	of	it	being	noticed	(Milosavljevic	&	Cerf,	2008).	On	the	con-

trary,	 top-down	attention,	 also	 referred	 to	 as	 endogenous	 control,	 is	 task,	 goal,	 and	knowledge-

driven.	Top-down	attention	is	a	voluntary	and	focal	process	which	is	controlled	by	the	mind	through	

selection	 processes	 caused	 by	 previous	 experiences	 and	 context-based	 information.	 Therefore,	

when	guiding	attention	towards	specific	stimuli,	existing	knowledge	about	the	object	and	its	fea-

tures	is	crucial.	Top-down	attention	can	increase	the	processing	of	stimuli,	but	it	must	be	a	strong	
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and	quick	process	of	the	visual	search.	Hence,	top-down	attention	is	not	found	in	pre-attentive	pro-

cesses	compared	to	bottom-up	attention.	(Milosavljevic	&	Cerf,	2008;	Kim	&	Cave,	1999).	Therefore,	

it	can	be	argued	that	top-down	attention	is	strongly	related	to	discover-attention	and	parallel	pro-

cessing	meaning	that	a	task	is	processed	with	a	particular	purpose	in	mind.	The	moment	bottom-

up	attention	takes	over,	serial	processing	occurs	as	it	enables	multiple	items	to	be	processed	at	the	

time,	which	is	furthermore	a	trait	seen	in	the	notion	of	orientation-attention.	(Wolfe,	1998;	Kim	&	

Cave,	1999).	The	interaction	between	bottom-up	and	top-down	attention,	often	shows	that	bottom-

up	processes	can	overrule	top-down	processes	to	a	certain	degree,	despite	the	task-dependency	of	

top-down	attention.	This	is	the	case	in	the	very	moment	attention	is	disrupted	by	a	distracting	ob-

ject,	in	which	bottom-up	attention	immediately	takes	over.	Hence,	bottom-up	attention	is	uncon-

sciously	and	involuntarily	allocated	to	stimuli,	deviating	from	the	task,	while	top-down	attention	is	

a	voluntarily	allocated	attention	that	is	mainly	task-dependent.	(Kim	&	Cave,	1999).		

2.6.2	VISUAL	ATTENTION	&	SUSTAINABLE	CONSUMPTION	

A	study	conducted	by	Guyader,	Ottosson,	and	Witell	 (2017)	 looks	 into	 the	relationship	between	

visual	attention,	sustainable	products,	and	WTP	premium	price	for	sustainable	products.	The	study	

was	conducted	as	an	in-store	eye-tracking	experiment	investigating	66	Swedish	students	at	the	av-

erage	age	of	23.	Their	main	 finding	 is	 that	participants	who	actively	are	 looking	 for	 sustainable	

products	are	more	willing	to	pay	a	premium	price,	compared	to	the	participants	who	do	not	search	

for	such	products.	The	experiment	indicates	that	if	the	consumer’s	attention	is	oriented	towards	

sustainable	products	the	consumer	is	more	prone	to	visually	focus	on	these,	receive	information	

stimuli,	and	ultimately	consider	purchasing	the	products.	Hence,	when	people	are	primed	with	cer-

tain	social	norms,	they	are	more	likely	to	direct	their	visual	attention	towards	pro-environmental	

products	and	ultimately	act	on	their	given	sustainable	attitude.	(Guyader	et	al.,	2017).	

	 However,	the	study	only	concerns	household	products,	which	can	influence	the	results	as	

students	might	not	find	themselves	at	a	stage	in	their	life-cycle	where	they	invest	resources	into	

their	household.	Furthermore,	the	participants	are	not	asked	to	make	an	actual	purchase	with	their	

own	money,	which	creates	a	potential	bias	when	considering	the	WTP	a	price	premium	for	sustain-

able	products.	Lastly,	top-down	attention	towards	e.g.	brand	familiarity	is	not	taken	into	consider-

ation	in	the	study,	which	might	affect	the	focus	of	the	participants'	visual	attention.	(Guyader	et	al.,	

2017).	
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2.7	 ECO-LABELS	 AND	 ECO-BRANDS	 AS	 TOOLS	 FOR	 SUSTAINABLE	

CONSUMPTION		

The	notion	of	eco-labels	is	deemed	necessary	to	examine	as	the	eco-label	represents	the	phenome-

non	of	sustainability	and	hereby,	eco-brands.	Today,	more	than	450	different	eco-labels	exist	world-

wide	(Ecolabel	Index,	2021).	This	results	in	consumers	encountering	numerous	labels	daily,	such	

as	Nøglehullet,	Ø-mærket,	Fairtrade,	etc.	(Nielsen,	2020).	Hereby,	eco-labels	have	become	an	im-

portant	visual	cue	for	consumers	before	completing	a	purchase	as	the	labeling	is	to	“[...]	work	like	

certification	 marks	 or	 seals	 of	 approval	 [...]	 assuring	 consumers	 of	 the	 truthfulness”	 (Atkinson	 &	

Rosenthal,	2014,	p.	34).	Generation	Z	and	Millennials	are	no	exception,	with	an	entire	lifetime	of	

being	exposed	to	labeling,	the	consumer	has	a	high	awareness	of	labeling	(Konica	Minolta,	2020).	

2.7.1	ECO-LABELS	AS	A	CUE	FOR	ECO-BRANDS	

Eco-labels	function	as	a	visual	cue	that	instantly	provides	information	to	the	consumer	regarding	

the	environmental	quality	and	impact	of	a	product,	and	hereby,	they	indicate	whether	a	given	brand	

offers	a	sustainable	product	option.	Therefore,	eco-labels	have	become	a	crucial	tool	for	marketers	

to	accommodate	the	consumer	demand	of	companies	being	transparent.	(Thøgersen	et	al.,	2010).	

Furthermore,	 eco-labels	 “[...]	 promote	 sustainability	 without	 compromising	 consumer	 freedom	 of	

choice	and	they	reduce	consumer’s	information	search	costs”	(ibid.,	p.	1787).	Hereof,	eco-labels	can	

function	as	a	driver	and	reminder	to	purchase	products	that	potentially	can	reduce	consumer	dis-

sonance	connected	with	buying	behavior	(Thøgersen	et	al.,	2010).	Nevertheless,	a	prerequisite	for	

an	effective	eco-label	is	that	it	must	be	valued,	noticed,	and	trusted	(Thøgersen,	2000).	Additionally,	

eco-labels	are	closely	connected	to	the	decision-making	process	as	the	cue	can	lead	to	a	final	pur-

chase.	However,	as	numerous	eco-labels	exist,	consumers	must	have	the	motivation	and	ability	to	

adopt	new	labels	that	can	influence	future	consideration	sets.	An	adoption	of	labels	is	characterized	

as	a	consumer	actively,	repeatedly,	and	consistently	considering	the	label	when	completing	a	pur-

chase.	(Thøgersen	et	al.,	2010).	

	 A	study	regarding	a	low	involvement	market	investigates	the	labeling	effect	on	students.	It	is	

found	that	the	eco-label	provides	an	instant	cue	about	the	environmental	impact	of	the	product	and	

likewise	a	perception	of	higher	prices.	The	perception	of	eco-labels,	therefore,	influences	consum-

ers	by	creating	a	common	acceptance	of	higher	prices	due	to	the	conditioning	of	sustainable	mate-

rials	having	a	higher	cost.	(Whithson,	Ozkaya,	&	Roxas,	2014).	Furthermore,	Ritch	(2015)	supports	

this	finding	in	a	study	comparing	sustainable	apparel	with	non-sustainable	apparel.	Here	it	is	found	
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that	 consumers	are	willing	 to	pay	more	 for	 sustainable	products.	 (Ritch,	2015,	 in	Rothenberg	&	

Matthews,	2017).	Moreover,	Rothenberg	and	Matthews	(2017)	 found	 that	a	T-shirt	 labeled	eco-

friendly	has	the	highest	utility	and	highest	probability	of	being	purchased,	thus,	the	eco-friendly	T-

shirt	is	preferred	by	consumers.	Thereby,	it	is	illustrated	that	eco-labels	are	an	important	visual	cue	

that	enhances	transparency	and	creates	common	acceptance	of	a	premium	price.		

2.7.2	SYMBOLIC	MEANINGS	AND	TRUSTWORTHINESS	OF	ECO-LABELS	

Signaling	theory	plays	an	essential	role	in	the	understanding	of	labeling	effects	as	it	creates	an	ex-

planatory	mechanism	(Atkinson	&	Rosenthal,	2014).	Levy	(1959)	states	that	all	products	possess	a	

symbolic	meaning	exceeding	the	functional	purpose	as	“People	buy	things	[...]	likewise	for	what	they	

mean”	(ibid.,	p.	119).	This	leads	back	to	the	concepts	presented	in	section	2.11,	concerning	the	sym-

bolic	meaning	of	consumption	and	extending	the	self	through	possessions.	Moreover,	Levy	(1959)	

argues	that	symbols	can	function	as	a	tool	for	consumers	to	separate	products	in	the	decision-mak-

ing	process.	Hence,	the	process	becomes	effortless	and	less	conflicting	when	the	product	“[...]	joins	

with,	meshes	with,	adds	to,	or	reinforces	the	way	the	consumer	thinks	about	himself”	(ibid.,	p.	119).		

	

For	signals	to	work	effectively,	consumers	must	deem	them	useful	and	credible	(Atkinson	&	Rosen-

thal,	2014).	The	symbolic	meaning	that	eco-labels	hold	can	have	a	crucial	impact	on	consumers	and	

the	trend	of	being	environmentally	concerned,	as	consumers	seek	products	that	are	“[...]	symboli-

cally	more	harmonious	with	(the	consumers)	goals,	feelings,	and	self-definitions''	(Atkinson	&	Rosen-

thal,	2014,	p.	119).	Thus,	eco-labels	have	a	symbolic	function	that	can	influence	the	decision-making	

process.	

	 Nevertheless,	an	essential	component	of	eco-labels	and	their	symbolic	meaning	is	whether	

they	are	deemed	trustworthy.	Consumer	trust	and	message	credibility	are	central	components	for	

sustainable	consumption	because	consumers	are	more	likely	to	complete	a	purchase	if	they	accept	

the	claim	as	honest.	(Atkinson	&	Rosenthal,	2014).	A	lack	of	trust	and	credibility	can	increase	the	

attitude-behavior	gap	(ibid.),	hence,	functioning	as	an	additional	component	to	those	presented	in	

section	2.4.3.	Consumer	trust	is	defined	as	“[...]	the	truster’s	expectation	that	the	trustee	is	willing	to	

keep	promises	and	fulfill	obligations”	(Perrini,	Castaldo,	Misani,	&	Tencati,	2010,	p.	34).	Moreover,	

researchers	argue	that	consumer	trust	is	fundamental	for	acting	according	to	green	values	(Testa,	

Iraldo,	Vaccari,	&	Ferrari,	2015;	Sønderskov	&	Daugbjerg,	2010;	Thøgersen,	2000).	However,	the	

globally	increasing	number	of	eco-labels	can	cause	consumer	confusion	expressed	through	infor-

mation	overload	and	confusion,	leading	to	negative	emotions	and	distrust	(Moon,	Costello,	&	Koo,	
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2017).	Testa	et	al.	(2015)	additionally	state	that	trustworthiness	diminishes	in	relation	to	a	lack	of	

clear	messaging,	meaning,	and	information.	

	 Eco-labels	can	be	interpreted	as	a	credence	claim	and	must,	therefore,	be	accepted	as	cred-

ible	at	face	value.	The	dimension	of	perceived	credibility	is	key	for	consumer	trust.	Credence	claims	

are	furthermore	vital	as	the	consumer	demand	for	sustainability	has	resulted	in	cases	of	false	ad-

vertising,	for	example	expressed	through	the	concept	of	greenwashing,	which	affects	consumers'	

attitudes	heavily.	(Atkinson	&	Rosenthal,	2014).	Greenwashing	 is	defined	as	the	“[...]	behavior	or	

activities	that	make	people	believe	that	a	company	is	doing	more	to	protect	the	environment	than	it	

really	is”	(Cambridge	Dictionary	-	2).	Moreover,	the	rise	of	greenwashing	has	affected	green	claims	

negatively	in	regard	to	perceiving	organizations’	green	marketing	declarations	as	deceitful	(Peattie	

&	Crane,	2005).	Furthermore,	suspicion	often	results	in	purchase	intent	failing	to	turn	into	a	behav-

ior	(Atkinson	&	Rosenthal,	2014).	Credence	claims	can,	however,	enhance	such	suspicion	due	to	

information	asymmetry	where	the	"[…]	producers	do	not	provide	complete,	correct	and	easy-to-un-

derstand	information	on	the	lifetime	environmental	performance	of	their	products,	and	if	it	is	costly	

and	time	consuming	for	consumers	to	acquire	that	information”	(Karna	et	al.,	2001,	in	Testa	et	al.,	

2015,	p.	254).	Furthermore,	Atkinson	and	Rosenthal	(2014)	argue	that	the	format	of	the	label	itself	

has	little	influence	on	behavior	but	the	labels	have	a	high	influence	on	attitudes	towards	the	prod-

uct,	 the	 label,	 and	 lastly	 trust.	 Signals,	 in	 the	 form	of	 an	eco-label,	help	 increase	 consumer	 trust	

through	the	consumer’s	degree	of	confidence,	however,	the	confidence	“[...]	depends	on	the	source	

of	the	eco-label	and	the	content	of	the	claim”	(Atkinson	&	Rosenthal,	2014,	p.	34).	Sønderskov	and	

Daugbjerg	(2011)	have	found	a	clear	connection	between	consumer	trust	in	labels	and	the	govern-

ment's	visible	and	active	role	in	them.	Their	research	illustrates	that	“Danish	consumers	exhibit	a	

great	deal	more	confidence	in	organic	food	labels	than	consumers	in	the	other	countries”	(Sønderskov	

&	Daugbjerg,	2010,	p.	514)	as	a	consequence	of	the	state	labeling	system	(ibid.).		

	

3.	CONSTITUTED	FRAMEWORK	&	HYPOTHESES	

The	literature	review	leads	to	the	constitution	of	the	Model	for	Sustainable	Purchase	Intention	(Fig-

ure	4).	The	model	takes	its	offset	primarily	in	Ajzen’s	(1991)	TPB	and	Thøgersen’s	(1995;	2010)	

MOAB	framework.	However,	these	frameworks	have	been	criticized	for	their	rather	simple	concep-

tualization,	which	 is	why,	 this	 thesis’	constituted	model	has	 incorporated	additional	variables	to	

challenge	the	existing	literature.	
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Figure	4:	Newly	developed	Model	for	Sustainable	Purchase	Intention	

3.1	CONSTITUTED	FRAMEWORK	

The	TPB	and	MOAB	framework	neglect	 the	 importance	of	 the	consumer’s	mental	processes	that	

interfere	with	the	decision-making	processes.	Therefore,	we	find	it	relevant	to	introduce	the	infor-

mation	processes	of	System	1	and	System	2	in	the	model.	(Kahneman,	2011;	2002;	Evans,	2008).	

The	model	is	divided	into	System	1	and	System	2	as	the	attitude-behavior	gap	is	assumed	to	exist	

between	the	two	systems.	However,	motivation	and	purchase	intentions	exist	within	both	mental	

processes.	

The	 motivational	 variable	 in	 this	 model	 consists	 of	 involvement,	 attitude,	 and	 values.	

Hereby,	involvement	is	introduced	to	the	variable	of	motivation.	This	is	due	to	the	level	of	involve-

ment	which	has	an	essential	impact	on	the	resources	the	consumer	uses	on	a	purchase,	for	example	

engaging	in	information	search	(Szmigin	&	Piacentini,	2015).	Furthermore,	attitude	is	proven	an	

important	 determinant	 in	 regard	 to	 motivation	 why	 this	 factor	 is	 kept	 within	 the	 variable	

(Thøgersen,	2010).	Additionally,	self-transcendent	values	(ibid.,	Schwartz,	2003),	are	found	rele-

vant	to	incorporate	because	of	the	positive	correlation	with	sustainable	behavior,	as	presented	by	

Thøgersen	(2010).	
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Purchase	intention	is	influenced	by	motivation,	as	well	as	whether	the	given	product	is	pre-

sent	on	the	market,	hence,	opportunity,	(Thøgersen,	1995;	2010),	and	the	perceived	value	a	con-

sumer	holds	towards	a	given	brand,	underlying	brand	equity	(Aaker,	1991).	The	model	does	not	

include	behavior	as	the	behavior	of	completing	an	activewear	purchase	would	require	ethnographic	

observation	which	is	deemed	challenging	due	to	Covid-19.	

3.1.1	SYSTEM	1	PROCESSES	

Motivation	 in	regard	to	consumer	attitude	and	involvement	 is	argued	to	 influence	the	perceived	

opportunity,	however,	mediated	by	visual	attention.	Hereof,	bottom-up	attention	plays	an	active	

role	in	the	sense	of	eco-labels	catching	the	visual	attention	and,	thus,	being	perceived	as	an	oppor-

tunity	for	sustainable	consumption	(Orquin	&	Loose,	2013).	The	perception	of	the	opportunity,	fur-

thermore,	influences	purchase	intention	(Thøgersen,	1995;	2010),	however,	habits	and	time	pres-

sure	are	assumed	as	mediating	variables	for	this	connection.	Thøgersen	(2010)	argues	that	habits	

and	knowledge	reflect	on	the	notion	of	ability.	However,	the	accessibility	of	knowledge	prior	to	a	

decision	lies	within	System	2	processes,	 in	contrast	to	System	1,	which	often	uses	heuristics	and	

habits.	System	1	 is	 the	 fast	and	unconscious	processes	(Kahneman,	2011;	2002;	Evans,	2008)	 in	

which	time	pressure	is	argued	as	a	mediating	variable	for	the	intent	hereof.	Additionally,	time	is	a	

resource	presented	by	Thøgersen	(1995;	2010)	in	regard	to	the	ability	to	perform	sustainable	be-

havior.	Nevertheless,	habits	will	not	be	investigated	in	this	thesis,	as	it	requires	the	possibility	to	

observe	consumers	shopping	behavior	over	time.	

3.1.2	SYSTEM	2	PROCESSES	

Thøgersen	(1995;	2010)	argues	that	consumers	need	to	possess	knowledge	 in	order	to	perform	

sustainable	behavior.	Therefore,	knowledge	about	brands	producing	activewear	is	essential,	both	

in	the	sense	of	eco-brands	and	non-eco-brands.	This	influences	the	perceived	CBBE	of	given	brands	

within	the	consumer's	consideration	set	(Aaker,	1991;	Szmigin	&	Piacentini,	2015).	Additionally,	

social	norms,	 including	both	the	subjective	norms	and	CCT,	 influences	the	perception	of	a	brand	

(Ajzen,	1991;	Thøgersen,	2010;	Belk;	1988).	Thus,	a	brand	and	its	CBBE,	is	mediated	by	the	con-

sumer’s	knowledge	and	what	the	social	norms	are	within	the	field.	Further,	CBBE	of	a	brand	can	

foster	a	purchase	intention,	however,	both	Ajzen	(1991)	and	Thøgersen	(2010)	stress	that	the	var-

iable	of	perceived	behavioral	control	can	 influence	the	 intention	hereof.	More	specifically,	 in	the	

matter	of	sustainable	consumption,	the	purchase	intention	is	influenced	heavily	by	the	self-efficacy	

of	the	consumer	(Thøgersen,	2010).	
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It	is	noteworthy,	that	the	dotted	arrow	in	the	framework	indicates	a	dynamic	approach,	un-

derlying	that,	e.g.,	obtained	knowledge	is	stored	in	the	memory	and	used	the	next	time	such	scenario	

appears	and	these	repetitions	likewise	influence	whether	a	behavior	is	based	on	System	1	or	System	

2	thinking.	

3.2	HYPOTHESES	

The	first	hypothesis	concerns	the	attitude-behavior	gap.	The	gap	has	been	investigated	by	several	

researchers,	however,	within	the	apparel	industry,	the	research	is	limited,	why	a	gap	in	the	litera-

ture	is	identified.	Additionally,	the	attitude-behavior	gap	has	not	been	explored	in	the	means	of	the	

information	processing	systems,	namely:	System	1	and	System	2.	It	is	assumed	that	System	1	re-

flects	on	what	the	consumers	say,	where	System	2	indicates	their	behavior,	thus,	inconsistency	can	

rise.	This,	as	 the	unconscious,	effortless	System	1	 is	assumed	to	be	somewhat	contrasting	to	the	

conscious,	effortful	System	2	regarding	activewear,	resulting	in	the	gap	(Evans,	2008;	Kahneman,	

2011).	These	assumptions	result	in	the	following	hypothesis:	

	

H1:	When	the	result	of	a	consumer’s	System	1	and	System	2	processes	are	consistent	the	attitude-be-

havior	gap	decreases	

		

Motivation,	in	terms	of	attitude	and	involvement,	is	assumed	to	reflect	on	consumers’	perception	of	

opportunities	for	acting	sustainably	(Thøgersen,	2010).	Additionally,	it	is	assumed	that	a	relation-

ship	exists	between	a	positive	attitude	towards	sustainability	and	the	consumer's	visual	attention.	

Hereby,	visual	attention	can	play	an	active	role	in	the	sense	of	consumers	paying	attention	towards	

the	sustainable	option	(Milosavljevic	&	Cerf,	2008;	Clement,	2007).	Thus,	paying	more	attention	to	

the	products	from	the	eco-brand	is	assumed	to	lead	to	a	perceived	opportunity	as	well	as	correlate	

with	a	positive	sustainable	attitude.	This	leads	to	the	following	hypotheses:	

	

H2:	Consumers	who	have	a	more	positive	attitude	towards	sustainability	have	a	longer	total	fixation	

time	on	eco-branded	activewear		

a) Consumers	who	have	a	positive	attitude	towards	sustainability	use	eco-branded	activewear	as	

an	opportunity	for	sustainable	behavior	

b) Consumers	who	place	high	 importance	on	activewear	have	a	higher	number	of	 fixations	on	

eco-branded	activewear	
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c) Consumers	who	have	a	positive	attitude	towards	sustainability	have	the	first	fixation	on	eco-

branded	activewear	

	

Furthermore,	habits	and	time	are	illustrated	in	the	MOAB	framework	as	influencing	factors	for	sus-

tainable	purchase	intention	(Thøgersen,	2010).	However,	as	habits	are	not	to	be	explored	due	to	

the	current	Covid-19	circumstances,	the	hypothesis	solely	regards	time.	Thøgersen	(2010)	states	

that	limiting	abilities	can	cause	the	gap,	hence,	by	limiting	the	time,	the	consumers	use	System	1	

processes	and,	thereby,	only	make	their	decision	based	on	surface	characteristics	(Cacioppo	et	al.,	

1986;	Szmigin	&	Piacentini,	2015).	Hereof,	it	is	assumed	that	consumers'	purchase	intention	will	be	

based	on	heuristics.	This	could	result	in	failing	to	adopt	new	products,	which	in	this	case	will	be	

eco-branded	items	(Thøgersen	et	al.,	2010).	These	assumptions	result	in	the	following	hypothesis:	

	

H3:	Consumers	are	less	willing	to	adopt	eco-branded	activewear	when	time	is	limited	

	

In	regard	to	System	2	processes	and	the	CDPM,	it	is	stressed	that	consumers	having	high	involve-

ment	within	a	product	category	use	more	resources	in	terms	of	information	search	(Szmigin	&	Pia-

centini,	2015;	Solomon	et	al.,	2016).	Hereof,	presenting	positively	loaded	knowledge	about	a	given	

brand,	 in	 this	 case	 the	 eco-brand	 Planet	 Nusa,	 it	 is	 assumed	 to	 create	 a	 more	 positive	 CBBE	

(Thøgersen,	2010;	Aaker,	1991).	Additionally,	the	social	norm	of	viewing	sustainability	as	a	trend	

can	have	a	positive	influence	on	CBBE	for	a	given	eco-brand.	Therefore,	the	following	hypotheses	

are	presented:		

	

H4:	Consumers	who	place	high	importance	on	activewear	increase	their	information	search	

a) Knowledge	regarding	Planet	Nusa’s	eco-brand	leads	to	positive	customer-based	brand	equity	

b) The	rising	consumer	trend	of	sustainable	behavior	leads	to	positive	customer-based	brand	eq-

uity	for	Planet	Nusa	

	

The	notion	of	CBBE	(Aaker,	1991)	and	the	consumer	perceiving	a	brand	as	a	part	of	its	consideration	

set	(Szmigin	&	Piacentini,	2015),	can	be	assumed	to	foster	purchase	intention.	However,	the	per-

ceived	behavioral	control	plays	an	essential	role.	This,	as	Thøgersen	(2010)	found	that	the	feeling	

of	powerlessness,	also	referred	to	as	negative	efficacy-related	motivation,	increases	the	gap.	There-

fore,	self-efficacy	is	essential	if	the	consumers	are	to	perform	any	form	of	sustainable	consumption,	

why	the	following	hypothesis	is	created:	
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H5:	Consumers	who	ascribe	Planet	Nusa	with	positive	customer-based	brand	equity	hold	positive	self-

efficacy	

	

Thøgersen	(1995;	2010)	stresses	that	motivation	fosters	intention,	therefore,	this	connection	is	to	

be	explored.	The	motivational	variable	is,	in	this	case,	presented	by	attitude	and	values.	It	can	be	

assumed	that	a	positive	attitude	towards	sustainability	can	be	detected	through	the	direct	expres-

sion	hereof	as	well	as	whether	one	places	importance	on	sustainability	as	a	product	attribute.	As	

described,	Thøgersen	(2010)	state	that	self-transcendent	values	correlate	positively	with	perform-

ing	sustainable	behavior,	why	the	following	hypotheses	are	presented:		

	

H6:	 Consumers	 who	 perceive	 sustainability	 as	 an	 important	 attribute	 for	 activewear	 choose	 eco-

branded	activewear	

a) Consumers	who	have	a	positive	attitude	towards	sustainability	choose	eco-branded	activewear	

b) Consumers	who	have	predominantly	self-transcendent	values	choose	eco-branded	activewear	

	

The	literature	review	reflects	that	consumers	tend	to	be	willing	to	use	more	resources	when	deci-

sions	are	based	on	high	involvement	(Szmigin	&	Piacentini,	2015).	Moreover,	the	literature	review	

presents	a	study	examining	non-labeled	T-shirts	versus	eco-labeled	T-shirts,	which	shows	a	higher	

WTB	and	WTP	for	eco-labeled	apparel	(Rothenberg	&	Matthews,	2017).	Additionally,	several	re-

searchers	stress	that	consumers	are	willing	to	pay	a	premium	price	for	sustainable	products	(ibid.;	

Guyader	et	al.,	2017).	On	the	basis	hereof,	the	following	hypotheses	are	conducted:		

	

H7:	Consumers	who	place	high	importance	on	activewear	are	more	willing	to	buy	eco-branded	active-

wear	

a) Consumers	who	place	high	importance	on	activewear	have	a	higher	willingness	to	pay	for	eco-

branded	activewear		

	

The	hypotheses	will	be	elaborated	further	in	regard	to	the	investigation	hereof	in	the	following	sec-

tion,	namely	methodology.	
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4.	METHODOLOGY	

This	section	will	present	the	applied	scientific	philosophy	and	the	reasoning	of	the	chosen	methods	

to	conduct	the	study	of	the	thesis.	Additionally,	the	methods	will	be	elaborated	followed	by	present-

ing	our	reflections	in	the	pre-study	phase.	Hereafter,	the	complete	experimental	set-up	will	be	care-

fully	explained	and	the	data	interpretation	will	be	illustrated	in	regard	to	which	methods	and	sta-

tistical	analysis	will	be	used	to	analyze	each	hypothesis.	Lastly,	the	section	will	examine	the	relia-

bility	and	validity	of	the	study,	however,	a	re-evaluation	will	be	presented	in	the	discussion.	

4.1	PHILOSOPHY	OF	SCIENCE	

The	thesis	will	present	two	paradigms	of	the	philosophy	of	science,	firstly	the	positivistic	paradigm	

followed	by	the	hermeneutical.	The	paradigms	undoubtedly	have	contrasting	objectives	(Egholm,	

2014).	However,	positivism	will	be	the	predominant	paradigm	throughout	the	thesis	whereas	the	

hermeneutical	paradigm	will	be	introduced	as	a	supplement	to	obtain	greater	knowledge	concern-

ing	the	attitude-behavior	gap.		

4.1.1	POSITIVISM	

The	thesis	mainly	applies	the	positivist	paradigm	because	it	seeks	to	explain	connections	(Egholm,	

2014).	Thus,	positivism	is	a	beneficial	philosophical	approach	to	apply	in	order	to	explore	connec-

tions	within	the	presented	Model	of	Sustainable	Purchase	Intention	(Figure	4).	

4.1.1.1	ONTOLOGY	&	EPISTEMOLOGY		

Positivism	presents	a	purely	empirically-based	approach	to	collecting	data	and	refuses	that	any	in-

fluence	of	human	biases,	interpretations,	or	personal	subjectivity	occurs.	Positivists	ultimately	be-

lieve	that	knowledge	is	unambiguous	and	accurate,	while	humans	are	passive	and	detached	from	

the	research	subject.	Thus,	leading	to	positivism	being	ontologically	realistic.	This	indicates	that	the	

nature	of	reality	exists	externally	and	independently	of	social	actors	and	human	consciousness.	(Eg-

holm,	2014;	Brier,	2017).	When	it	comes	to	epistemology,	positivists	seek	to	find	the	objective	truth	

by	developing	hypotheses	that	can	be	definitively	confirmed	or	rejected	through	the	use	of	experi-

ments,	observations,	and	quantitative	methods.	Hence,	the	epistemology	of	positivism	is	objective,	

as	 the	observable,	measurable	as	well	 as	 causal	 explanations	and	predictions	 constitute	what	 is	

viewed	 as	 acceptable	 knowledge.	 (Brier,	 2017;	 Saunders	 et	 al.,	 2016).	 Hereby,	 positivists	 apply	

quantitative	 data	 collection	methods,	 as	 the	 researcher	 aims	 to	 examine	 universal	 rules,	which	
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makes	generalizability	of	data	an	essential	criterion	for	the	research	philosophy.	(ibid.;	Carminati,	

2018).	Concerning	axiology,	positivism	requires	an	objective	stance,	why	the	researcher	is	to	con-

duct	value-free	research	and	have	an	independent	and	neutral	approach	to	the	subject	area.	(Brier,	

2017;	Saunders	et	al.,	2016).	

	

The	classical	approach	to	positivism	is	challenged	by	Popper’s	(1934,	in	Brier,	2017)	notion	of	crit-

ical	rationalism.	Popper	suggests	that	hypotheses	cannot	be	derived	from	strictly	joint,	objective	

observations	but	rather	that	hypotheses	are	actively	and	creatively	constituted	to	explain	some-

thing	one	has	observed	or	measured.	Hence,	Popper	suggests	that	one	can	only	logically	draw	upon	

empirical	consequences	of	a	hypothesis	and	test	if	one’s	assumptions	are	tenable.	Yet,	immediate	

success	is	not	equal	to	definite	proof.	Underlying,	that	when	one’s	assumptions	are	shown	not	to	be	

empirically	valid,	the	laid-out	theory	is	falsified,	meaning	that	empirical	data	can	reject	or	fail	to	

reject	a	theory.	Thus,	one	must	start	over	deducing	phenomenons	from	the	hypothesis	through	crit-

ical	and	empirical	testing,	which	is	why	Popper’s	theory	is	commonly	referred	to	as	the	hypothetico-

deductive	 method.	 Therefore,	 the	 critical	 rationalism	 paradigm	 applies	 a	 rather	 deductive	 ap-

proach.	This	thesis	takes	its	point	of	departure	in	Popper’s	theory	that	knowledge	commences	with	

an	 idea	or	 assumption,	which	 is	 then	 continuously	 criticized	and	 tested	 in	 the	nature	of	 reality.	

(Brier,	2017;	Egholm,	2014).	

4.1.2	HERMENEUTICS	

In	order	to	obtain	deeper	insights	into	how	eco-brands	affect	consumers	in	relation	to	the	attitude-

behavior	gap,	 the	hermeneutical	paradigm	 is	applied.	While	positivism	seeks	 to	explain	connec-

tions,	the	hermeneutical	approach	seeks	interpretation	hereof.	(Egholm,	2014).		

4.1.2.1	ONTOLOGY	&	EPISTEMOLOGY		

In	line	with	positivism,	the	hermeneutic	paradigm	has	a	realistic	ontology.	However,	the	underlying	

assumption	is	that	reality	is	ontologically	independent	of	the	human	interpreter	and	should	be	un-

derstood	in	a	context	(Egholm,	2014).	Underlying,	that	interpretations	and	meanings	exist	in	reality	

and	must	be	explored	and	acknowledged	by	researchers.	When	it	comes	to	the	epistemology	of	the	

paradigm	it	derives	from	interpretation.	Hereof,	interpretations	are	made	and	analyzed	in	regard	

to	finding	hidden	meanings.	Researchers	are	to	use	their	fore-meaning,	understandings,	and	preju-

dices	to	obtain	a	more	in-depth	and	superior	interpretation.	Hence,	the	axiology,	in	contrast	to	pos-

itivism,	is	not	to	conduct	value-free	research.	(Egholm,	2014;	Brier,	2017).	A	key	philosopher	of	the	
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hermeneutical	paradigm	is	Gadamer	(Ingemann,	2017;	Egholm,	2014).	He	argues	that	the	individ-

ual	can	only	interpret,	understand,	and	explain	the	world	by	one’s	own	prejudices,	as	“[...]	“preju-

dice”	is	where	we	can	start””	(Gadamer,	2004,	p.	273).	It	must	be	highlighted	that	Gadamer	focuses	

heavily	on	the	written	and	not	the	spoken,	however,	the	communicated	is	key	(Ingemann,	2017).	

4.1.2.2	FUSION	OF	HORIZONS	

The	prejudices	that	humans	hold	about	a	phenomenon	are	not	stable,	but	change	and	evolve	in	the	

dynamic	meeting	with	the	phenomenon.	This	results	in	what	Gadamer	refers	to	as	a	fusion	of	hori-

zons.	 (Egholm,	2014).	Thereby,	 an	expansion	of	one's	horizon	arises	by	 the	 fusion	of	one’s	own	

horizon	with	others,	and	“[...]	this	process	of	fusion	is	continually	going	on”	(Gadamer,	2004,	p.	305).	

Prior	horizons	will	not	vanish	in	the	meeting	with	new	understandings,	but	instead	create	a	new	

horizon	of	truth	(Egholm,	2014;	Ingemann,	2017).	However,	Gadamer’s	definition	of	truth	is	not	a	

universally	valid	horizon	but	instead	an	individual,	subjective	horizon	(Ingemann,	2017).	

In	order	to	expand	one’s	horizons	and	fusion	these,	the	hermeneutic	paradigm	often	applies	

qualitative	methods.	The	qualitative	methodology	enables	researchers	to	investigate	the	individual	

understandings	and	contextual	entities.	However,	a	quantitative	dimension	can	exist,	 if	 it	aids	in	

expanding	the	horizon	by	unfolding	the	phenomenon,	in	regard	to	the	individual’s	intentions	and	

understandings.	(Egholm,	2014).	Therefore,	by	applying	a	qualitative	method	the	thesis	can	obtain	

a	deeper	understanding	of	the	individual	and	the	human	cognition,	hence,	fusion	horizons	regard-

ing	the	research	question.		

4.1.3	RESEARCH	APPROACH	

The	study	of	the	thesis	was	of	an	experimental	character,	designed	on	the	basis	of	a	set	of	empiri-

cally-based	premises	in	line	with	Popper’s	hypothetico-deductive	method.	Therefore,	a	deductive	

approach	was	found	suitable	(Brier,	2017).	Saunders	et	al.	(2016)	argue	that	a	deductive	approach	

is	present	if	the	research	commences	with	a	theory	based	on	reviewed	academic	literature,	and	the	

research	design	was	based	thereupon.	Furthermore,	Saunders	et	al.	(2016)	state	that	the	main	char-

acteristic	of	deductive	research	is	that	it	seeks	“[...]	to	explain	causal	relationships	between	concepts	

and	variables”	 (ibid.,	p.	146).	This	characteristic	was	 found	in	the	current	thesis,	as	 the	research	

question	is	formulated	based	on	the	literature	review,	together	with	a	range	of	hypotheses.	To	test	

the	proposed	hypotheses	the	thesis	applied	a	structured	methodological	approach,	including	both	

quantitative	and	qualitative	data	collection	methods.	A	structured	research	design	is	of	the	utmost	
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importance	within	deduction,	as	it	creates	the	possibility	for	the	research	to	be	replicated,	which	

contributes	to	the	reliability	of	the	research	(Saunders	et.	al,	2016).		

Saunders	 et	 al.	 (2016)	 present	 three	 additional,	 essential	 characteristics	 of	 deduction.	

Firstly,	the	concept	must	be	measurable	(operationalized),	secondly,	to	enhance	the	understanding,	

problems	must	be	simplified	(reductionism),	and	thirdly,	 the	sample	group	must	be	carefully	se-

lected	and	of	an	adequately	numerical	size	in	order	for	it	to	be	generalizable	(generalization).	(ibid.).	

Blaikie	(2010)	presents	six	sequential	steps	to	ensure	progressive	deductive	research,	which	com-

mences	with	a	preliminary	idea	followed	by	deducing	testable	hypotheses	based	on	reviewed	liter-

ature.	Step	three	includes	the	comparison	of	the	hypotheses’	argumentation	with	existing	theories	

to	improve	understanding,	and	in	step	four,	the	hypotheses	are	tested.	Subsequently,	if	a	hypothesis	

is	not	in	line	with	the	set	premises,	then	the	hypothesis	is	falsified,	meaning	that	it	needs	to	be	either	

rejected	or	modified	and	re-tested.	On	the	contrary,	if	the	hypothesis	is	in	line	with	the	set	premises,	

the	hypothesis	can	be	corroborated.	(Blaikie,	2010	in	Saunders	et	al.,	2016).	It	is	noteworthy,	that	

both	positivism	and	hermeneutics	can	be	of	deductive	nature	(Egholm,	2014).	Hence,	the	thesis	has	

a	consistent	deductive	approach,	where	the	literature	presents	the	basis	of	the	research,	forming	

the	research	question	and	hypotheses,	leading	to	the	research	approach	being	based	primarily	on	

critical	rationalism	and	supplemented	by	interpretations	from	the	hermeneutical	paradigm.	

	

The	specific	methodological	approaches	applied	in	this	thesis	will	be	further	elaborated	in	the	fol-

lowing	sections.	The	notion	of	reliability	and	validity	of	the	research	will	be	evaluated	in	section	4.6.	

4.2	CHOICE	OF	METHODOLOGY	

Having	a	mixed-methods	approach	to	research	has	become	a	significant,	yet	controversial	topic,	due	

to	the	combination	of	quantitative	and	qualitative	methods	with	different	paradigmatic	assump-

tions.	Ivankova	and	Creswell	(2009)	argue	“[...]	the	meaningful	integration	of	both	quantitative	and	

qualitative	data,	can	provide	a	depth	and	breadth	that	a	single	approach	may	lack	by	itself”	(ibid.,	p.	

138).	Though,	when	mixing	methods,	it	is	argued,	that	researchers	must	be	aware	of	the	challenges	

that	can	be	found	in	the	methodological	traditions	and	hierarchies,	which	differ	depending	on	the	

branch	of	science	(Kvale	&	Brinkmann,	2015;	Ivankova	&	Creswell,	2009).	Three	main	characteris-

tics	of	the	mixed-methods	approach	are	timing,	weighting,	and	mixing.	Timing	refers	to	the	order	of	

sequences	of	which	data	is	collected,	underlying	whether	the	quantitative	and	qualitative	data	are	

collected	sequentially	or	concurrently.	Weighting	refers	 to	 the	prioritization	of	 the	methods	and	

whether	the	 importance	of	 the	data	collection	types	 is	placed	equally	or	one	 is	weighted	higher.	
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Lastly,	mixing	refers	to	the	integration	of	the	methods	in	the	process.	Hence,	this	can	occur	in	dif-

ferent	phases	of	the	study	and	serve	different	purposes	of	the	research,	which	aids	in	determining	

the	mixed-methods	design.	(Ivankova	&	Creswell,	2009).		

	

An	explanatory	mixed-methods	approach	is	found	relevant	for	this	thesis,	as	“[...]	qualitative	find-

ings	are	used	 to	help	 explain,	 refine,	 clarify,	 or	 extend	quantitative	 results”	 (Ivankova	&	Creswell,	

2009,	p.	139).	Hence,	quantitative	and	qualitative	data	are	collected	sequentially	in	explanatory	re-

search	(Ivankova	&	Creswell,	2019),	which	is	also	the	case	for	this	thesis.	Quantitative	data	is	col-

lected	in	terms	of	both	eye-tracking	and	survey.	After	the	experiment,	randomly	selected	partici-

pants	are	asked	to	participate	 in	a	qualitative	follow-up	interview.	Hereby,	 the	quantitative	data	

collection	is	dominant	in	this	thesis,	and,	therefore,	greater	weighting	and	importance	is	placed	on	

the	quantitative	data,	thus,	the	positivistic	paradigm.		

4.2.1	EYE-TRACKING	

To	investigate	visual	attention,	eye-tracking	is	proven	beneficial	as	the	technique	enables	research-

ers	to	gain	access	to	unconscious	processes	(Venkatraman	et	al.,	2015).	An	eye-tracker	is	an	essen-

tial	tool	when	investigating	consumers'	visual	attention	as	it	tracks	eye	movements	and	enables	the	

researcher	to	simultaneously	expose	participants	to	different	stimuli	(Duchowski,	2017;	Orquin	&	

Loose,	2013).	Thus,	researchers	can	obtain	information	regarding	which	sensory	stimulus	the	con-

sumer	pays	attention	to.	Additionally,	Orquin	and	Loose	(2013)	investigated	the	role	of	visual	at-

tention,	hereof	eye	movements,	 in	 relation	 to	decision-making.	They	suggest	 that	 the	process	of	

attention	plays	an	active	role	when	consumers	construct	decisions.	Furthermore,	a	study	by	Pieters	

and	Warlop	(1999)	 illustrates	 that	eye	movements	reflect	heavily	on	consumer	choice	when	ex-

posed	to	several	options.	Their	findings	show	that	the	duration	of	fixations	is	significantly	longer	

on	the	item	that	the	consumer	chooses,	even	if	the	consumer’s	task	motivation	is	changed	and	under	

the	condition	of	 time	pressure	(Pieters	&	Warlop,	1999).	Hence,	eye	movements	captured	by	an	

eye-tracker	can	reveal	unconscious	processes	of	the	decision-making	process,	making	it	a	powerful	

tool	in	regard	to	unfolding	consumer	behavior.	

	 Besides	tracking	eye	movements,	an	eye-tracker	can	reveal	pupil	dilation,	thus,	providing	

indications	of	arousal	in	terms	of	affect	(Meißner	&	Oll,	2019;	Bradley,	Escrig,	&	Lang,	2008).	The	

eye-tracker	 records	 the	diameter	of	 the	pupil	and	changes	hereof	as	 the	dilator	pupillae	muscle	

controls	the	dilations	and	the	sphincter	pupillae	muscle	contracts	the	pupil.	The	muscles	react	to	

signals	from	the	brain	system,	however,	change	in	dilation	can	be	caused	by	both	automatic	and	
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cognitive	functions,	why	one	must	be	critical	towards	the	pupil	diameter.	Nonetheless,	it	is	validated	

that	pupils	will	dilate	if	stimuli	are	processed	as	emotionally	engaging,	indicating	whether	the	stim-

uli	are	of	positive	or	negative	valence	 in	regard	to	affect.	 (Meißner	&	Oll,	2019).	However,	pupil	

dilation	will	not	be	elaborated	further,	as	the	thesis	applies	an	online	eye-tracker,	which	unfortu-

nately	cannot	detect	pupil	dilations.	

4.2.1.1	TECHNICAL	ASPECTS	OF	EYE-TRACKING	

Technological	 advancement	has	made	 the	 eye-tracking	method	more	 accessible,	 affordable,	 and	

less	intrusive	(Farnsworth,	2018).	Additionally,	eye-tracking	has	a	high	temporal	resolution	(Ven-

kataraman	et	al.	2015)	and	is	proven	quick	and	easy	to	set	up	(Farnsworth,	2018).	In	regard	to	set-

up,	eye-tracking	can	either	be	desktop-based	or	mobile	(Meißner	&	Oll,	2019;	Farnsworth,	2018).	

Desktop-based	is	also	referred	to	as	screen-based,	where	the	eye-tracking	systems	“[...]	rec-

ord	participant’s	eye	movements	from	a	fixed	position”	(Meißner	&	Oll,	2019,	p.	593).	In	an	experi-

mental	situation,	participants	are	placed	in	front	of	a	computer	monitor	in	which	the	chosen	stimuli	

are	shown.	The	eye-tracker	is	placed	on	the	computer	consisting	of	a	webcam	measuring	infrared	

radiation,	making	it	non-invasive	(Meißner	&	Oll,	2019).	This	method	can	additionally	capture	facial	

mimics	in	terms	of	affect,	however,	facial	expressions	are	easy	to	manipulate	and	can	be	misleading,	

e.g.,	if	a	participant	has	been	exposed	to	the	stimuli	before,	the	facial	reaction	might	differ	(Farns-

worth,	2018).	It	is	noteworthy	that	a	lab	setting	can	enhance	the	artificial	setting,	which	can	bias	

the	results	 to	some	degree	(Spence,	2019).	On	the	other	hand,	mobile	eye-tracking	systems	“[...]	

allow	participants	to	freely	move	around	as	eye	movements	are	recorded	using	lightweight	ET	(eye-

tracking)	glasses	that	are	worn	like	regular	glasses”	(Meißner	&	Oll,	2019,	p.	593).	The	use	of	glasses	

is	beneficial	when	investigating	the	interaction	of	users	and	environments	such	as	consumer	be-

havior	in	a	supermarket	(Meißner	&	Oll,	2019).	However,	this	method	is	more	invasive.	

Due	 to	 the	 circumstances	 of	 Covid-19,	 the	 thesis	 applies	 a	 newly	 developed	 online	 eye-

tracker.	The	online	eye-tracker	collects	data	by	the	participant	entering	a	link	on	their	laptop,	of	

which	 the	 system	uses	 a	browser	 interface	 and	 the	participant’s	webcam	 (iMotions,	 2021).	The	

online	eye-tracker	available	for	the	study	is,	therefore,	a	desktop-based	set-up,	however,	the	system	

and	its	ability	to	measure	precise	metrics	are	not	equal	to	the	normal	desktop-based	eye-tracker,	

which	can	lead	to	challenges.	This	will	be	elaborated	on	in	section	4.3.1.	
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4.2.1.2	BENEFICIAL	METRICS	

Different	metrics	can	be	tracked	with	an	eye-tracker,	of	which	the	most	common	is	gaze	points	and	

fixations	(Farnsworth,	2018;	Clement	et	al.,	2015;	Meißner	&	Oll,	2019).	Gaze	points	“[...]	constitute	

the	basic	unit	of	measure	-	one	gaze	point	equals	one	raw	sample	captured	by	the	eye	tracker”	(Farns-

worth,	2018,	p.	1).	Thus,	if	measured	60	times	per	second	the	gaze	point	represents	1/60	of	a	second	

which	 is	equal	 to	16.67	milliseconds	(Farnsworth,	2018).	On	the	other	hand,	a	 fixation	refers	 to	

when	the	eye	is	relatively	stable	on	a	specific	stimulus	in	the	foveal	region	(Meißner	&	Oll,	2019).	

Fixations	consist	of	a	series	of	gaze	points	that	are	close	in	time	and	range,	of	which	the	duration	of	

fixation	is	typically	100-300	milliseconds	(Farnsworth,	2018).	Between	fixations,	rapid	movements	

of	the	eyes	occur,	which	is	called	saccades.	Saccades	are	quick	jumps	that	make	the	eye	more	or	less	

blind	(Meißner	&	Oll,	2019;	Guyader	et	al.,	2016).	

The	data	collected	by	an	eye-tracker	can	be	presented	 in	different	saliency	maps	(Tatler,	

Hayhoe,	Land,	&	Ballard,	2011),	for	example	a	heat	map	(Farnsworth,	2018).	Heat	maps	are	color-

coded	schemes	based	on	the	aggregations	of	gaze	points	and	fixations	illustrating	the	distribution	

of	the	participant’s	visual	attention.	(ibid.).	Additionally,	areas	of	interest	(AOIs)	are	where	the	re-

searcher	does	not	view	everything	as	a	whole	but	instead	focuses	on	the	number	of	fixations	on	a	

given	stimulus,	which	indicates	“[...]	how	much	attention	the	individual	directs	to	the	respective	AOI”	

(Meißner	&	Oll,	2019,	p.	592).	However,	whether	eye	movements	reflect	cognitive	processes	is	still	

debatable	(Meißner	&	Oll,	2019).	Lastly,	researchers	interpret	different	fixation	sequences	in	terms	

of	where	 the	participants	 look	and	how	much	 time	 they	spend.	However,	one	must	be	aware	of	

salient	 elements	 such	 as	 color	 saturation,	 brightness,	 hue,	 etc.,	 as	 these	 attract	 visual	 attention.	

(Farnsworth,	2018).	A	sequence	that	can	be	investigated	is	where	the	first	fixation	is	placed,	which	

can	be	referred	to	as	the	position	of	fixation.	Meißner	&	Oll	(2019)	argue	that	the	position	of	a	fixa-

tion	is	the	most	important	measure	to	consider	as	when	“Knowing	the	position	of	the	fixations,	we	

can	calculate	multiple	measures	that	quantify	how	attention	is	directed	to	the	AOIs”	(Meißner	&	Oll,	

2019,	p.	595).	Moreover,	the	number	of	fixations	can	be	measured,	as	it	can	quantify	how	often	an	

AOI	is	fixated	on	and	hereof	the	total	dwell	time	in	regard	to	“[...]	how	much	time	was	spent	in	the	

AOI	over	the	whole	trial”	(Meißner	&	Oll,	2019,	p.	595).	The	total	dwell	time	indicates	a	degree	of	

motivation	and	conscious	attention	(Farnsworth,	2018).	Lastly,	fixation	duration	can	be	relevant	to	

include	as	it	measures	how	long	a	participant's	eyes	are	stable	on	a	given	AOI	(Meißner	&	Oll,	2019).	

Nevertheless,	multiple	metrics	 exist	 of	which	 the	measurements	most	beneficial	 for	 the	 specific	

study	must	be	chosen	carefully.	
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Thus,	eye-tracking	can	be	used	as	a	tool	to	indicate	attention	as	well	as	arousal	in	a	quantitative	

manner.	The	thesis	uses	an	online	eye-tracker	and,	therefore,	solely	explores	visual	attention.	In	a	

critical	rationalism	paradigm,	the	method	is	proven	beneficial	by	testing	the	constructed	hypothe-

ses	and,	thereby,	exploring	how	the	unconscious	processes	of	eye	movements	are	connected	to	con-

sumer	decision-making	processes.		

4.2.2	SURVEY		

Surveys	are	categorized	as	a	traditional	marketing	method	as	opposed	to	eye-tracking.	However,	

the	 two	methods	are	often	used	 in	 the	same	setting,	as	 they	 function	greatly	when	combined	 in	

experimental	designs	 (Harris,	Ciorciari,	&	Gountas,	2017;	Lin,	Cross,	&	Childers,	2018;	 iMotions,	

2021).	Surveys	have	been	widely	used	for	several	years	as	the	method	is	easy	to	access	and	non-

costly	in	comparison	to	varying	neuroscientific	methods	(Venkatreman	et	al.,	2015).	

Self-reporting	is	a	type	of	questionnaire	within	the	field	of	surveys	(Saunders	et	al.,	2016).	

Self-reporting	questionnaires	enable	researchers	to	access	the	conscious	part	of	the	participant’s	

perception	 regarding	 a	 certain	 topic	 of	 interest	 (Venkatraman	 et	 al.,	 2015).	 An	 explanatory	 ap-

proach	to	research	allows	researchers	to	“[...]	examine	and	explain	relationships	between	variables''	

(Saunders	et	al.,	2016,	p.	439).	Additionally,	self-reporting	is	proven	beneficial	to	use	and	link	with	

other	methods	in	a	mixed-methods	research	design.	The	method	can	be	used	to	investigate	con-

sumer	attitudes	and	unfold	consumer	opinions	in	relation	to	behavior	(Saunders	et	al.,	2016).	Self-

reports	can,	furthermore,	reveal	a	consumer’s	subjective	emotions,	which	is	widely	used	to	explore	

affect	 (Venkatraman	 et	 al.,	 2015;	 Chamberlain	&	 Broderick,	 2007).	 Barret	 and	 Russel	 (1999,	 in	

Chamberlain	&	Broderick,	2007)	argue	that	self-reports	reveal	a	person’s	internal	state	of	arousal	

and	valence,	however,	not	the	emotional	experience.	Therefore,	self-reports	can	examine	consum-

ers’	attitude	and	affect	(Saunders	et	al.,	2016;	Chamberlain	&	Broderick,	2007).	

	

Quantitative	self-reports	are	often	measured	through	the	use	of	a	Likert	scale.	Likert	scales	enable	

researchers	to	obtain	knowledge	about	a	phenomenon	by	asking	participants	to	which	degree	they	

agree	or	disagree	with	a	given	statement.	Usually,	Likert	scales	use	a	4,	5,	6,	or	7-point	scale.	How-

ever,	by	implementing	a	4	or	6-point	scale	the	participant	is	not	able	to	respond	neutrally.	(Saun-

ders	et	al.,	2016).	Moreover,	Cummins	&	Gullone	(2000)	argue	that	participants	rarely	select	the	

extreme	values,	why	a	5-point	scale	would	result	in	a	3-point	Likert	scale,	which	would	not	allow	

sensitivity	in	regard	to	the	range	of	opinions.	Therefore,	it	is	argued	that	a	7-point	Likert	scale	ena-

bles	the	researcher	to	have	a	more	balanced	and	nuanced	range	of	scale	to	collect	data	(Saunders	
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et	al.,	2016)	and	will,	thus,	be	applied	to	this	thesis.	Furthermore,	surveys	can	be	divided	into	two	

types,	namely	self-completed	or	interviewer-completed,	of	which	self-completed	will	be	applied	in	

this	thesis.	The	self-completed	type	can	be	conducted	through	an	internet	questionnaire,	either	as	

a	web	or	mobile	version.	(Saunders	et	al.,	2016).	This	thesis	is	a	web	questionnaire,	as	Copenhagen	

Business	 School	 provides	 access	 to	 the	 professional	 survey	 tool,	 Qualtrics.	 Qualtrics	 functions	

greatly	with	iMotions	online	eye-tracking	software	and	it	is,	further,	possible	to	create	both	ranking	

questions	 and	 category	 questions,	 which	 are	 applied	 in	 the	 experiment.	 (Copenhagen	 Business	

School,	2021;	Farnsworth,	2018).	Lastly,	statistical	results	from	Qualtrics	can	easily	be	transformed	

into	Excel	sheets,	making	it	convenient	for	data	analysis	(Copenhagen	Business	School,	2021).		

	

It	is	noteworthy	that	self-reports	only	reveal	the	conscious	perception,	but	humans	tend	to	act	in	

dissonance	with	what	they	say,	which	is	why	the	method	should	not	stand	alone	(Ariely	&	Berns,	

2007).	Furthermore,	self-reports	can	easily	be	biased	in	terms	of	“[...]	social	desirability	bias,	halo	

and	leniency	effects''	(Meißner	&	Oll,	2017,	p.	591).	Additionally,	the	participant	response	bias	or	

researcher	interpretations	can	cause	unconscious	biases	resulting	in	potentially	misleading	conclu-

sions.	Therefore,	the	use	of	mixed-methods	in	the	thesis	 is	proven	highly	beneficial	to	overcome	

such	biases	(Davidson,	2004;	Ariely	&	Berns,	2007).	

4.2.3	FOLLOW-UP	INTERVIEWS	

The	method	of	interviewing	is	found	within	qualitative	research	and,	thereby,	within	the	herme-

neutic	paradigm	as	opposed	to	eye-tracking	and	surveys.	Interviews	are	used	to	obtain	knowledge	

about	an	individual	in	relation	to	a	certain	area	of	interest	as	well	as	their	opinions,	attitudes,	and	

experiences	towards	a	certain	subject	area	(Tanggaard	&	Brinkmann,	2010).	Therefore,	the	inter-

view	must	not	be	viewed	as	a	neutral	technique	where	one	can	attain	unaffected	answers	from	the	

interviewee,	which	is	in	line	with	the	hermeneutical	paradigm.	(Gubrium	&	Holstein,	1995,	in	Tang-

gaard	&	Brinkmann,	2010;	Egholm,	2014).	Gubrium	and	Holstein	 (1995,	 in	Tanggaard	&	Brink-

mann,	2010)	argue	that	the	interview	has	become	the	way	we	communicate	and	construct	narra-

tives	and,	 thereby,	a	social	practice	that	mediates	the	self’s	relationship	to	 itself.	 In	continuation	

hereof,	Kvale	&	Brinkmann	(2015),	emphasize	the	rising	focus	on	the	interview	as	a	social	practice	

situated	in	a	specific	historical	context.		

	

Making	a	clear	plan	for	the	way	one	wishes	to	approach	an	interview	is	crucial	 if	the	researcher	

wants	to	understand	and	gain	knowledge	of	those	individuals'	lives	that	the	interview	in	practice	
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builds	upon	(Tanggaard	&	Brinkmann,	2010).	Depending	on	the	research	type	and	purpose,	inter-

views	are	distinguished	between	being	formal	or	informal	and	can	be	in	the	continuum	of	relatively	

unstructured	to	tightly	structured.	Commonly,	interviews	are	categorized	as	being	either	unstruc-

tured,	semi-structured,	or	structured.	A	structured	interview	is	characterized	by	asking	formal,	pre-

determined,	standardized,	and	relatively	controlling	questions.	On	the	contrary,	unstructured	in-

terviews	are	informal	and	are	conducted	without	a	list	of	predetermined	questions.	This	allows	the	

researcher	to	go	in-depth	with	an	overall	area	of	interest,	while	it	is	the	interviewee	that	guides	the	

direction	of	the	interview.	Semi-structured	interviews	are	another	informal	interview	type,	where	

the	researcher	has	listed	those	subject	areas	and	central	questions	that	the	researcher	wishes	to	

cover.	Though	the	questions	asked,	the	formulations	hereof	and	the	overall	conversation	flow	can	

vary	from	interview	to	interview.	The	researcher	may	even	exclude	specific	questions,	or	make	ad-

ditional	questions	based	on	the	interviewee’s	answers.	Hence,	the	interviewee	can	to	some	extent	

aid	in	setting	the	direction	of	the	conversation	in	a	semi-structured	interview.	(Kvale	&	Brinkmann,	

2015;	Saunders	et	al.,	2016).		

	

In	this	thesis,	semi-structured	interviews	are	applied	as	follow-up	interviews	after	the	participants	

have	completed	the	eye-tracking	experiment,	to	gain	further	knowledge	regarding	the	attitude-be-

havior	gap.	The	interview	guide	for	how	the	four	follow-up	interviews	will	be	structured	and	con-

ducted	will	be	elaborated	in	section	4.5.	

4.3	PRE-STUDY	

Prior	to	the	study,	a	range	of	pre-studies	were	conducted	in	order	to	reduce	the	risk	of	potential	

biases,	as	well	as	decrease	the	potential	of	conflicting	and	misleading	results.		

4.3.1.	THE	CHALLENGES	OF	AN	ONLINE	FORMAT	

The	intended	research	of	this	thesis	was	limited	due	to	the	unfortunate	circumstances	of	Covid-19,	

which	will	be	shown	in	the	collected	data.	First	and	foremost,	due	to	the	Covid-19	lockdown,	it	was	

not	possible	to	conduct	the	eye-tracking	experiment	as	intended	in	the	SenseLab	at	Copenhagen	

Business	 School.	 As	 a	 consequence,	 the	 studies	 were	 conducted	 through	 iMotions’	 online	 eye-

tracker.	We	were	aware	that	the	iMotions	online	eye-tracker	could	not	provide	the	same	quality	of	

eye-tracking	 data	 as	 the	 Tobii	 T60XL	 eye-tracking	 device	 at	 Copenhagen	 Business	 School’s	

SenseLab	(Copenhagen	Business	School	-	1,	2021).	Additionally,	we	had	three	main	considerations	
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prior	to	conducting	the	eye-tracking	experiment	online.	Firstly,	the	online	format	of	the	experiment	

decreased	 the	 opportunity	 of	 controlling	 the	 environment	 of	 the	 study.	 Under	 normal	 circum-

stances,	we	would	ensure	that	the	atmosphere	of	the	experiment	was	quiet	and	that	the	environ-

ment	of	all	conducted	experiments	was	coherent.	This	would	ensure	that	no	external	stimuli	and	

distractions	could	potentially	intervene	with	the	results	of	the	experiment.	Additionally,	we	would	

make	sure	that	the	participants	actually	completed	the	experiment.	Secondly,	purely	physical	cir-

cumstances	such	as	the	light,	type	of	chair,	or	computer,	were	not	possible	for	us	to	control.	Never-

theless,	we	encouraged	the	participants	 to	sit	 in	an	upright	position,	by	a	 table,	and	with	a	 light	

source	straight	towards	their	 faces	to	ensure	the	best	possible	prerequisites	 for	the	experiment.	

Thirdly,	a	consequence	of	the	online	format	of	the	experiment	was	that	we	were	not	able	to	provide	

immediate	support	concerning	the	technical	issues	that	some	participants	experienced	prior	to	and	

during	the	actual	experiment.		

	

Another	important	aspect	we	kept	in	mind	when	conducting	the	experiment	through	the	online	eye-

tracker,	was	the	participants'	trust	towards	the	use	of	the	Internet.	This	was	due	to	the	fact	that	

concurrently	with	increased	use	of	the	Internet	among	the	Young	Nordic	Female	segment,	the	trust	

in	the	Internet	has	decreased.	The	decreasing	trust	towards	the	Internet	lies	within	the	protection	

of	one’s	private	information,	of	which	the	fight	to	protect	one’s	personal	information	is	no	longer	

solely	regulated	by	the	government,	but	 likewise	by	the	tech-giants.	(Kristiansen,	2018).	For	the	

current	thesis,	the	distrust	and	suspicion	towards	sharing	personal	information	online	was	viewed	

as	a	limitation	for	the	experiment,	as	the	segment	could	be	hesitant	to	participate	due	to	the	online	

format.		

4.3.2	SELECTING	THE	PARTICIPANTS	

If	unlimited	time	was	available	for	the	thesis,	we	would	have	performed	the	selection	of	compatible	

participants	through	a	survey	prior	to	the	experiment.	Yet,	the	participants	of	this	research	were	

recruited	by	personally	asking	people	in	our	networks,	mainly	by	communicating	through	chat	mes-

sages	on	social	media.	The	 selection	process	was	conducted	within	our	personal	networks	with	

consideration	for	the	limitation	mentioned	above	regarding	trust	in	the	Internet,	which	was	a	limi-

tation	we	could	not	overcome.	The	outreach	in	our	network	was	not	a	randomly	conducted	selec-

tion	process	but	highly	systematic	and	based	on	relevance	to	the	experiment.	Hence,	the	selection	

of	the	participants	was	conducted	through	what	Saunders	et	al.	(2016)	refer	to	as	purposive	sam-

pling.	Underlying,	that	the	researcher’s	own	evaluation	of	which	subjects	are	the	most	relevant	for	
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answering	the	overall	problem	statement	plays	a	significant	role	in	the	selection	process.	Further-

more,	the	purposive	sampling	approach	provides	the	researcher	with	the	opportunity	to	recruit	a	

homogeneous	sample	group	(ibid).	Thus,	we	strived	to	ensure	that	the	participants	corresponded	

with	the	Young	Nordic	Female	segment	and	that	they	individually	displayed	relevancy	related	to	

the	experiment.	

Additionally,	 the	participants	were	 selected	 from	criteria	 that	 required	no	use	of	 glasses	

during	the	experiment	and	no	suffering	from	impaired	sight.	This,	as	it	can	interfere	with	the	results	

of	the	eye-tracking	experiment.	Additionally,	Lee,	Brandes,	Chamberlain,	and	Senior	(2017),	argue	

that	when	conducting	neuroscientific	experiments,	it	must	be	ensured	that	the	participants	do	not	

suffer	from	neurological	or	cognitive	conditions	as	this	may	lead	to	misleading	results.	Therefore,	

the	selection	process	included	recruiting	participants	with	no	such	complications.		

	

Ramsøy	(2019)	argues	that	the	sample	size	is	to	consist	of	a	minimum	of	30	participants.	This	is	

due	to	eye-tracking	being	an	inexpensive	data	collection	method	compared	to	other	neuroscientific	

measurements	such	as	an	fMRI	or	EEG.	Therefore,	when	applying	eye-tracking,	it	is	possible	to	have	

a	larger	number	of	participants,	enhancing	the	research's	validity.	Hence,	the	experiment	for	this	

thesis	was	conducted	with	a	sample	size	of	60	participants	 to	ensure	that	 the	sample	size	could	

afford	losing	participants	due	to	various	factors	such	as	technical	issues	or	inadequate	capturing	of	

eye-tracking	data.	

4.3.3	PILOT	TESTING		

Prior	to	releasing	an	experiment	for	data	collection,	it	is	crucial	to	pilot	test	the	experiment.	Firstly,	

a	pilot	test	can	aid	in	ensuring	that	data	is	recorded	and	registered	correctly.	Secondly,	based	on	

feedback	from	pilot	tests,	it	is	possible	to	adjust	the	experiment	and	decrease	participants'	potential	

difficulties	understanding	specific	questions	or	tasks.	Therefore,	pilot	testing	can	aid	in	enhancing	

the	validity	and	reliability	of	data	before	conducting	an	actual	experiment.	Additionally,	it	can	en-

sure	 that	 sufficient	 data	 is	 collected	 to	 answer	 the	 hypotheses	 and	 overall	 research	 questions.	

(Saunders	et	al.,	2016).	Two	pilot	tests	were	conducted	for	this	thesis’	online	eye-tracking	experi-

ment,	hence,	with	two	different	purposes	which	will	be	elaborated	in	the	following	sections.		

4.3.3.1	PILOT-TESTING	OF	iMOTONS’	ONLINE	EYE-TRACKER	

The	 first	of	 the	 two	pilot	 tests	were	conducted	with	 the	purpose	 to	 test	 the	quality	of	 iMotions’	

online	eye-tracker,	in	terms	of	whether	or	not	the	eye-tracker	could	catch	sufficient	gazing	behavior	
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and	visual	patterns	required	for	the	thesis.	The	pilot	test	included	two	illustrations:	the	first	illus-

tration	showed	the	Planet	Nusa	 logo,	while	the	second	illustration	showed	a	pair	of	Planet	Nusa	

leggings	and	a	pair	of	colorful,	distractor	leggings	(Figure	7).	

Firstly,	 this	 pilot	 test	 was	 per-

formed	on	ourselves	and	our	su-

pervisor,	 which	 unfortunately	

showed	no	detected	data.	Subse-

quently,	 the	 same	 pilot	 test	 was	

performed	with	five	randomly	se-

lected	 test	 persons.	 To	 our	 luck,	

the	second	round	of	pilot	testing	resulted	in	detected	gazing	behavior	from	three	out	of	five	partic-

ipants.	Out	of	the	two	participants,	of	which	the	online	eye-tracker	detected	no	data,	one	participant	

was	wearing	a	pair	of	glasses,	while	the	other	participant	did	not	sit	in	an	upright	position	in	front	

of	the	computer	during	the	experiment.	Thus,	we	evaluated	the	two	mentioned	circumstances	as	

the	underlying	sources	of	error	for	the	non-detected	data	in	the	pilot	test.	Though	it	must	be	noted	

that	we	were	highly	aware	that	iMotions’	online	eye-tracker	was	yet	in	the	testing	phase.	This	meant	

that	purely	technical	issues	could	have	caused	the	source	of	error	for	the	two	participants	with	non-

detected	eye-tracking	data.	However,	we	decided	to	apply	the	iMotions	online	eye-tracker	as	a	data	

collection	tool	for	this	thesis,	to	cover	existing	literature’s	lack	of	examining	the	unconscious	pro-

cesses	in	the	attitude-behavior	gap	within	the	apparel	industry.	

4.3.3.2	PILOT	TESTING	OF	THE	EYE-TRACKING	EXPERIMENT	

The	second	pilot	test	was	performed	with	the	purpose	to	test	the	complete	experiment	for	the	the-

sis.	Therefore,	this	pilot	test	included	testing	the	entire	eye-tracking	experiment	and	survey	(Ap-

pendix	1),	which	will	be	outlined	in	section	4.4.	It	is	argued	by	Saunders	et	al.	(2016)	that	it	can	be	

relevant	to	consult	with	an	expert	during	the	pilot	testing	process	in	order	to	get	feedback	on	the	

representativity	and	suitability	of	the	questions	asked.	Therefore,	the	pilot	test	of	the	experiment	

was	initially	consulted	with	and	performed	by	our	supervisor	who	is	considered	an	expert.	Hence,	

expert	suggestions	for	both	the	formulation	of	our	questions	and	structure	of	the	experiment	were	

made,	which	ultimately	helped	to	“[...]	establish	content	validity	and	enable	you	to	make	necessary	

amendments	prior	to	pilot	testing”	(Saunders	et	al.,	2016,	p.	473).		

Subsequently,	pilot	tests	were	performed	on	laptops	and	PCs,	as	well	as	through	different	

internet	browsers,	to	ensure	that	the	experiment	was	well-functioning	despite	the	type	of	computer	

Figure	7:	Logo	Stimulus	&	Leggings	
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or	browser	applied.	However,	the	pilot	tests	were	performed	on	ourselves	and	one	other	randomly	

selected	participant,	who	did	not	match	the	Young	Nordic	Female	segment.	Therefore,	it	must	be	

noted	that	additional	and	more	carefully	selected	pilot	testing	could	have	been	performed.	Thus,	

pilot	testing	of	a	larger	group	and	a	group	more	similar	to	the	final	sample	group	of	the	experiment	

could	have	been	beneficial	in	this	testing	phase.	Despite	the	limited	amount	of	pilot	testing,	the	con-

ducted	pilot	 tests	proved	to	be	useful	 in	terms	of	 feedback	on	image	sizing,	exposure	times,	and	

formulations,	which	was	adjusted	prior	to	launching	the	final	experiment	to	the	sample	group.	

4.3.3.3	REFLECTIONS	IN	THE	SET-UP	PROCESS	

Prior	to	setting	up	the	experiment,	we	made	several	decisions	to	obtain	the	best	possible	data	which	

will	be	elaborated	on	in	the	following.	Firstly,	all	rating	questions	in	the	self-reports	were	based	on	

the	7-point	Likert	 scale,	where	1	equaled	 ‘Strongly	Disagree’,	 4	 equaled	 ‘Neutral’	 and	7	equaled	

‘Strongly	Agree’,	which	made	the	values	comparable	across	question	sections.	This	decision	was	

made	to	create	consistency	and	enabled	us	to	interpret	the	data	in	the	best	possible	way.	Note,	that	

the	first	self-report	was	not	based	on	a	Likert	scale	as	it	was	a	category	question	concerning	behav-

ioral	traits.	However,	we	decided	to	create	seven	possible	answers	to	be	consistent.	Additionally,	in	

relation	to	self-reports,	we	focused	on	using	everyday	language	and,	thereby,	avoided	academic	ter-

minology.	 This	 decision	was	made	 in	 order	 to	 limit	 potential	 biases	 and	misunderstandings	 of	

meanings.	Another	consideration	regarding	the	self-reports	was	the	number	of	statements	to	which	

the	participant	was	exposed.	The	first	set-up	had	a	relatively	high	number	of	questions,	which	could	

result	in	the	participant	getting	bored	and,	thereby,	not	taking	the	time	to	truly	answer	the	ques-

tions.	(Saunders	et	al.,	2016).	However,	this	decision	can	be	criticized	as	Saunders	et	al.	(2016)	ar-

gue,	that	it	is	important	to	have	bipolar	questions	“[...]	to	ensure	that	the	respondent	reads	each	one	

carefully	and	thinks	about	which	box	to	tick”	(ibid.,	p.	458).	Nevertheless,	we	decided	that	potential	

negative	outcomes	of	the	length	outweighed	this.	

In	relation	to	the	visual	stimuli,	we	had	several	reflections	prior	to	the	final	design.	Firstly,	

we	decided	to	choose	three	types	of	products,	namely:	a	top,	a	long-sleeved	blouse,	and	leggings.	

Hereafter,	we	discussed	which	colors	these	items	were	to	be	presented	in	and	decided	to	have	two	

collections	presenting	the	product	types:	a	black	and	a	white.	However,	this	idea	was	quickly	chal-

lenged	as	white	leggings	are	relatively	rare.	This	fostered	a	new	discussion	regarding	implementing	

a	colored	collection.	With	consideration	for	the	risk	of	color	preference	and	saliency,	we	decided	

only	to	present	black	items.	Additionally,	if	two	collections	were	included	the	length	of	the	study	



	 55	

would	be	even	longer,	therefore,	we	evaluated	that	one	collection	presenting	the	products	was	ben-

eficial.	 Another	 reflection	 was	 that	 our	 first	

draft	consisted	of	a	Planet	Nusa	item	with	a	de-

scription	 of	 sustainable	 attributes	 versus	 the	

exact	same	item	but	without	any	form	of	label-

ing	 and	 description	 regarding	 sustainability	

(Figure	 8).	 After	 several	 discussions,	 we	 de-

cided	 to:	 1)	place	brand	 labels	 on	both	prod-

ucts,	 and	 2)	 delete	 text	 descriptions	 and	 in-

stead	place	brand	 logos	beneath.	Hereby,	 po-

tential	longer	fixation	on	an	item	would	not	be	

caused	due	to	 it	having	a	saliency	effect	of	contrasting	“colors”	 (Farnsworth,	2018).	Further,	we	

considered	that	logos	would	be	faster	for	the	participant	to	identify,	as	the	participants	did	not	have	

to	spend	time	reading	and	understanding	a	short	text	(Duchowski,	2017).	Ad-

ditionally,	we	designed	our	 own	 sustainable	 eco-label	 as	 the	 visual	 cue	 for	

Planet	Nusa	in	Photoshop	(Figure	9).	The	eco-label	was	then	photoshopped	

on	the	Planet	Nusa	items	as	a	visual	indicator	of	it	being	an	eco-brand.	More-

over,	the	Planet	Nusa	logo	had	a	colored	element	which	we	decided	to	remove	

to	 prevent	 potential	 saliency	 effects	 that	 could	 cause	 fixations	 hereto.	

Lastly,	due	to	the	knowledge	of	the	online	eye-tracker	lacking	accuracy,	we	

decided	to	illustrate	two	products	on	one	image	at	a	time.	This	decision	was	made	in	order	to	ensure	

the	quality	of	 the	data,	 thus,	whether	the	eco-branded	product	or	non-eco-branded	product	was	

fixated	on. 

4.4	EXPERIMENT	DESIGN	

In	order	to	investigate	our	framework	and	the	hypotheses,	the	experiment	was	divided	into	two	

parts.	The	first	part	explored	System	1	processes	while	the	second	part	investigated	System	2	pro-

cesses	(Figure	4),	 in	order	to	compare	the	two	systems	and	explain	the	attitude-behavior	gap	in	

relation	to	activewear.	Note	that	eye-tracking	and	self-reports	were	combined	to	one	experiment	

due	to	the	explanation	in	section	4.2.2.	
	

	

Figure	8:	First	A/B	draft	

Figure	9:	Our	photo-
shopped	eco-label	
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The	 experiment	 commenced	 with	 calibration	 to	 ensure	 the	 participant’s	 fixation	 points	 (Du-

chowski,	2017).	Hereafter,	 the	participant	was	welcomed	and	 informed	 to	sit	 still,	 in	an	upright	

position,	in	front	of	a	lighting	source.	The	experiment	took	its	starting	point	by	presenting	the	first	

self-report	questions	regarding	physical	activity	and	a	definition	hereof	 to	 limit	potential	biases	

(Saunders	et	al.,	2016).	The	questions	regarded	how	often	the	participants	perform	physical	activ-

ity,	why,	 and	 how	often	 they	 purchase	 activewear	 (Appendix	 1).	 The	 questions	 functioned	 as	 a	

‘warm-up’	to	make	the	participant	feel	comfortable	while	allowing	us	to	obtain	knowledge	of	the	

participant’s	consumer	behavior	in	regard	to	activewear	(Saunders	et	al.,	2016).	

	
	Figure	10:	Experiment	Illustration	1	

Hereafter,	a	30-second	distractor	video	was	shown	to	reduce	the	participants’	awareness	of	their	

eyes	being	recorded	as	illustrated	in	Figure	10.	The	video	had	no	relation	to	the	topic	and	consisted	

of	a	housing	display,	which,	hopefully,	made	the	participant	forget	that	the	experiment	concerned	

activewear.	The	video	did	not	contain	any	audio,	as	music	easily	could	affect	the	participant's	emo-

tional	state	(Guerreiro,	Rita,	&	Trigueiros,	2015).	The	distractor	video	was	followed	by	kindly	en-

couraging	the	participant	to	answer	the	following	questions	based	on	their	intuition,	which	led	to	

Part	1	of	the	experiment.	

4.4.1	PART	1	–	TESTING	SYSTEM	1	PROCESSES		

Part	1	of	the	experiment	explored	the	“top	part”	of	the	framework	and	was,	therefore,	to	examine	

the	relationship	between	motivation	and	present	on	market,	thus,	opportunity	(Figure	5).	This	re-

lationship	is	illustrated	by	arrow	1	in	Figure	5	unfolding	H2,	H2a,	H2b,	and	H2c	(Appendix	3).	Fur-

thermore,	Part	1	of	 the	experiment	sought	 to	examine	 the	connection	between	opportunity	and	

purchase	intentions	when	time	pressure	became	a	conditioning	variable	(H3)	(Appendix	3),	visual-

ized	by	arrow	2	in	Figure	5.	
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				Figure	5:	Part	1	focus	area	in	the	Model	for	Sustainable	Purchase	Intention	

4.4.1.1	TESTING	ARROW	1	–	MOTIVATION	&	OPPORTUNITY	

Firstly,	visual	attention	is,	as	explained	in	section	3.1,	a	mediating	variable	of	the	relationship	be-

tween	motivation	and	opportunity.	Therefore,	arrow	1	was	explored	through	eye-tracking	and	self-

reports.		

Motivation	in	terms	of	attitude	was	explored	through	self-reports	by	asking	the	participants	

to	which	degree	they	agreed	or	disagreed	with	the	following	statements.	Hereby	four	statements	

about	sustainability	were	presented	(Appendix	1).	Hereafter,	the	three	product	types	were	shown,	

one	by	one,	as	illustrated	in	Figure	11,	however,	only	for	seven	seconds	each.	The	participants	were	

only	exposed	to	the	images	in	seven	seconds	to	ensure	that	the	stimuli	were	processed	by	System	

1.	The	aim	of	the	section	and	stimuli	was	to	obtain	information	about	different	metrics	such	as	the	

number	of	fixations,	first	fixation,	and	the	total	fixation	time	in	relation	to	the	hypotheses.	

	
Figure	11:	Experiment	Illustration	2	
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To	test	Thøgersen's	(2010)	concept	of	opportunity	the	participants	were	firstly	asked	to	which	de-

gree	they	agreed	or	disagreed	with	whether	they	find	it	easy	to	identify	a	product	as	eco-labeled,	

and	thereby	indicate	a	more	sustainable	choice,	and	secondly	if	they	choose	such	products	to	act	

more	sustainably	(Appendix	1).	Further,	two	additional	questions	were	asked	regarding	the	partic-

ipant’s	WTP	and	whether	 their	next	purchase	of	activewear	 is	 to	be	sustainable,	however,	 these	

questions	were	asked	in	order	to	compare	results	between	System	1	and	2	later	on.	

The	first	section	of	the	experiment,	therefore,	aimed	to	gain	insights	into	the	relationship	

between	attitude,	visual	attention,	and	perceived	opportunity	corresponding	to	the	following	hy-

potheses:		

	

H2:	Consumers	who	have	a	more	positive	attitude	towards	sustainability	have	a	longer	total	fixation	

time	on	eco-branded	activewear	

a) Consumers	who	have	a	positive	attitude	towards	sustainability	use	eco-branded	activewear	as	

an	opportunity	for	sustainable	behavior	

b) Consumers	who	place	high	 importance	on	activewear	have	a	higher	number	of	 fixations	on	

eco-branded	activewear	

c) Consumers	who	have	a	positive	attitude	towards	sustainability	have	the	first	fixation	on	eco-

branded	activewear	

	 	

The	participant’s	attitude	was	tested	with	Likert	scales	to	find	relationships	between	visual	atten-

tion	towards	eco-branded	activewear,	i.e.,	position	of	first	fixation	and	total	fixation	time	on	eco-

branded	items.	Additionally,	we	tested	whether	a	relationship	was	present	between	a	potential	pos-

itive	attitude	and	the	perception	of	eco-labels	being	a	real	opportunity	 for	sustainable	behavior.	

However,	H2b	will	be	explored	further	in	relation	to	involvement	in	section	4.4.2.3.	

4.4.1.2	TESTING	ARROW	2	–	OPPORTUNITY	&	PURCHASE	INTENTION	

To	test	the	mediating	variable	of	time	pressure,	we	explored	whether	the	participant	held	purchase	

intentions	towards	eco-branded	activewear	in	relation	to	it	being	an	opportunity.	In	this	section	of	
the	experiment,	the	participant	was	exposed	to	each	image	(Figure	12)	but	only	for	three	seconds	

to	ensure	the	stimuli	were	processed	by	System	1,	which	made	time	pressure	an	influencing	condi-

tion.	Hereafter,	the	participant	was	asked	to	choose	between	the	two	items,	marked	with	a	visual	of	

‘A’	or	‘B’.	This	section	was	repeated	within	all	three	product	categories.	Moreover,	this	section	was	

repeated	in	Part	2	of	the	experiment	to	compare	the	results	of	the	different	information	processes.		
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		Figure	12:	Experiment	Illustration	3	

	

Thus,	the	section	explored	whether	time	pressure	affected	the	participant	to	adopt	the	presented	

eco-branded	products,	reflecting	a	sustainable	behavior,	and,	 thereby,	 investigated	the	following	

hypothesis:	

	

H3:	Consumers	are	less	willing	to	adopt	eco-branded	activewear	when	time	is	limited	

4.4.2	PART	2	–	TESTING	SYSTEM	2	PROCESSES	

Part	2	of	the	experiment,	illustrated	in	Figure	6,	explored	the	lower	part	of	the	framework	concern-

ing	arrows	3	(H4,	H4a,	and	H4b)	and	arrow	4	(H5,	H6,	H6a,	and	H6b)	(Appendix	3).	This	section	com-

menced	by	informing	the	participant	that	they	were	now	welcome	to	spend	all	the	time	they	needed	

to	answer	the	questions.	

	
								Figure	6:	Part	2	focus	area	in	the	Model	for	Sustainable	Purchase	Intention	
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4.2.2.1	TESTING	ARROW	3	–	MOTIVATION	&	BRAND	EQUITY	

This	section	commenced	by	asking	the	participants	how	much	they	agreed	or	disagreed	with	four	

statements	 concerning	 their	behavior	when	buying	 activewear.	The	 statements	 concerned:	1)	 if	

they	spend	a	lot	of	time	researching	prior	to	purchasing	activewear,	2)	if	they	agree	on	having	a	

high	interest	in	evaluating	the	qualities	of	the	product,	and	3)	whether	they	draw	upon	past	expe-

riences	with	a	given	brand	(Appendix	1).	The	statements	examined	 the	participant’s	 level	of	 in-

volvement	within	their	decision-making	process.	Lastly,	one	statement	concerned	trends	which	will	

be	explored	further	later	in	this	section.	

	 The	participants	were	then	primed	with	knowledge	regarding	the	Planet	Nusa	eco-brand	

and	 the	 photoshopped	 eco-label.	 Firstly,	 a	 one-minute	 video	was	 shown,	 displaying	 the	world’s	

beautiful	ocean	full	of	life,	which	then	transformed	into	animals	stuck	in	fishing	nets,	and	beaches	

covered	in	plastic.	Halfway	through	the	storyline	in	the	video,	Planet	Nusa	was	presented	as	well	as	

the	photoshopped	eco-label.	The	video	explained	how	Planet	Nusa’s	products	are	sustainable	while	

still	living	up	to	the	criterion	of	being	activewear	(Figure	13).	After	the	video,	the	participant	was	

exposed	to	written	information	concerning	Planet	Nusa’s	mission	and	vision,	which	led	to	the	par-

ticipant	obtaining	knowledge	about	the	possibility	to	act	sustainably.	

	
Figure	13:	Experiment	Illustration	4	

Afterward,	a	new	section	of	ranking	questions,	based	on	the	7-point	Likert	scale,	were	asked	(Figure	

14).	The	questions	 concerned	 statements	 about	 the	 rising	 trend	of	 acting	 sustainably,	 hence,	 1)	

whether	they	are	inspired	by	their	peers	when	purchasing	activewear,	2)	or	by	what	is	trending,	3)	

if	they	feel	morally	obligated	to	act	sustainably,	and	4)	if	they	make	purchase	decisions	based	on	

their	values.	Lastly,	in	this	section,	the	participant	was	asked	directly	about	Planet	Nusa	as	an	eco-

brand	in	terms	of	trustworthiness,	brand	values,	and	benefits	to	explore	the	CBBE.	(Appendix	1).	

Additionally,	the	component	of	trust	was	to	explore	brand	equity	and	likewise	trust	in	the	presented	

eco-label	to	test	it	as	a	credence	claim.	
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Figure	14:	Experiment	Illustration	5	

	

This	part	of	the	experiment	was	aimed	to	explore	the	following	hypotheses:	

	

H4:	Consumers	who	place	high	importance	on	activewear	increase	their	information	search	

a) Knowledge	regarding	Planet	Nusa’s	eco-brand	leads	to	positive	customer-based	brand	equity	

b) The	rising	consumer	trend	of	sustainable	behavior	leads	to	positive	customer-based	brand	eq-

uity	for	Planet	Nusa	

	

Thus,	the	relationship	between	motivation	in	terms	of	the	level	of	involvement	was	investigated.	

Additionally,	CBBE	was	examined	in	relation	to	Planet	Nusa	as	a	brand	representing	sustainable	

consumption,	after	priming	the	participants	with	positively	loaded	knowledge.	Lastly,	the	trend	of	

sustainable	behavior	was	tested	through	self-reports.	

4.4.2.2	TESTING	ARROW	4	–	BRAND	EQUITY	&	PURCHASE	INTENTION	

This	part	of	the	experiment	was	to	obtain	information	about	the	previously	investigated	CBBE,	and	

whether	a	relationship	to	the	variable	of	self-efficacy	existed.	As	the	brand	equity	section	was	ex-

plored	in	arrow	3,	the	experiment	proceeded	with	self-reporting	questions	concerning	self-efficacy.	

Therefore,	the	participants	were	asked	to	express	to	which	degree	they	agreed	or	disagreed	with	

four	statements	based	on	a	Likert	scale.	The	statements	concerned	1)	whether	the	participants	feel	

that	buying	eco-labeled	activewear	can	make	a	difference	to	the	world,	2)	that	buying	the	Planet	

Nusa	eco-label	will	help	fighting	climate	change,	and	3)	whether	they	will	check	for	an	eco-label	

next	time	they	are	to	purchase	activewear.	Additionally,	the	participants	were	asked	if	they	agreed	

or	disagreed	with	their	next	purchase	being	sustainable,	identical	with	the	statement	asked	in	Part	

1,	regarding	System	1	processes.	These	statements	were	asked	while	exposing	the	participant	to	

the	eco-brand,	Planet	Nusa,	in	order	to	refer	directly	to	the	eco-label	in	the	statements.	Hence,	the	

following	hypothesis	was	examined:		
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H5:	Consumers	who	ascribe	Planet	Nusa	with	positive	customer-based	brand	equity	hold	positive	self-

efficacy	

	

The	examination	of	the	hypothesis	was	dependent	on	two	sections	in	Part	2	as	positive	CBBE	was	

already	tested	in	arrow	3.	Before	proceeding	to	the	final	part	of	the	study,	the	section	of	the	A/B	

test	of	the	three	product	categories	was	repeated	(Figure	12)	to	compare	the	results	from	System	1	

and	2	processes,	however,	without	a	time	limit	of	three	seconds.	Now,	the	participants,	once	again,	

were	asked	to	choose	between	the	eco-brand	Planet	Nusa	item	or	the	non-eco-branded	Nike	item.	

With	this,	a	comparison	between	System	1	and	System	2	processes	was	tested	to	investigate	the	

following	hypothesis,	namely:	

	

H1:	When	the	result	of	a	consumer’s	System	1	and	System	2	processes	are	consistent	the	attitude-be-

havior	gap	decreases	

	

Besides	testing	the	hypothesis	in	relation	to	WTB,	the	hypothesis	was	additionally	tested	in	relation	

to	WTP	in	regard	to	both	System	1	and	System	2	processes.	WTP	was	already	tested	in	the	experi-

ment’s	Part	1,	arrow	1,	and	the	testing	of	WTP	in	regard	to	System	2	processes	will	be	presented	in	

the	following	section.	

4.4.2.3	TESTING	ARROW	5	–	MOTIVATION	&	PURCHASE	INTENTION	

The	last	phase	of	the	study	concerned	the	direct	connection	between	motivation	and	purchase	in-

tention	(H6,	H6a,	H6b,	H7,	and	H7a)	(Appendix	3).	

The	section	commenced	with	a	7-point	Likert	scale	rating	the	importance	of	several	factors	with	

regard	to	activewear	in	terms	of	design,	price,	brand,	sustainability,	and	convenience.	These	factors	

reflected	on	the	findings	from	the	literature	review	in	section	2.4.2	concerning	previous	studies	in	

the	apparel	industry.	Hereafter,	the	participants	were	asked	whether	they	prefer	to	buy	eco-labeled	

activewear	rather	than	non-eco-labeled	activewear	to	indicate	a	preference	for	eco-brands	or	not	

(Appendix	1).	

	 To	test	values,	more	specifically	self-transcendent	values	in	contrast	to	self-enhancement	

values,	the	participants	were	asked	to	rate	four	statements	reflecting	on	the	two	contrasting	values.	

To	keep	the	experiment	as	simple	as	possible	only	four	statements	were	presented,	two	regarding	

self-transcendent	 values	 and	 two	 regarding	 self-enhancement	 values	 (Appendix	 1).	 Hereby,	 an	
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equal	 number	 of	 questions	 concerning	 each	 pole	 was	 asked,	 however,	 the	 full	 value	 circle	

(Thøgersen,	2010)	was	not	investigated.		

	

In	relation	to	motivation	expressed	through	involvement,	the	participant’s	involvement	was	tested	

in	regard	to	whether	the	process	of	purchasing	activewear	is	important	to	them	and	hereof	whether	

the	process	requires	a	lot	of	effort.		

	
	Figure	15:	Experiment	Illustration	6	

Lastly,	WTP	was	tested	by	exposing	the	participant	to	a	pair	of	Nike	leggings	and	asked	to	state	what	

they	were	willing	to	pay	for	the	product	by	using	a	sliding	bar	Afterward,	the	same	section	occurred,	

however,	 with	 a	 pair	 of	 eco-branded	 Planet	 Nusa	 leggings.	 (Figure	 15).	 Hereby,	 it	 was	 tested	

whether	there	was	a	difference	in	WTP	for	the	two	products.	The	price	the	participant	chose	did	

not	constitute	the	interesting	part	but	rather	the	difference	hereof.	Lastly,	the	experiment	showed	

the	long-sleeved	blouse	from	Planet	Nusa,	with	a	fixed	price,	to	which	the	participants	were	asked	

to	what	degree	they	were	willing	to	pay	the	fixed	price	based	on	a	7-point	Likert	scale	(Figure	15).	

Thereby,	the	last	section	aimed	to	explore	the	following	hypotheses:	

	

H6:	 Consumers	 who	 perceive	 sustainability	 as	 an	 important	 attribute	 for	 activewear	 choose	 eco-

branded	activewear	

a) Consumers	who	have	a	positive	attitude	towards	sustainability	choose	eco-branded	activewear	

b) Consumers	who	have	predominantly	self-transcendent	values	choose	eco-branded	activewear	

	

H7:	Consumers	who	place	high	importance	on	activewear	are	more	willing	to	buy	eco-branded	active-

wear	

a) Consumers	who	place	high	importance	on	activewear	have	a	higher	willingness	to	pay	for	eco-

branded	activewear	
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Hence,	H6	was	tested	by	examining	the	importance	placed	on	sustainability	as	a	product	attribute	

in	combination	with	the	preference	of	buying	eco-branded	activewear.	H6a	was	explored	through	

attitude	towards	sustainability	and	the	brand	choice	within	each	product	category.	Furthermore,	

H6b	was	investigated	through	the	statements	regarding	values	and	likewise	the	brand	choice	as	in	

H6a.	When	it	comes	to	H7,	the	hypothesis	was	examined	through	the	level	of	involvement	in	active-

wear	and,	further,	the	WTB,	based	on	the	A/B	tests	within	both	Part	1	and	Part	2	of	the	experiment.	

H7a	was	additionally	investigated	through	the	statements	of	WTP	a	higher	price	for	eco-branded	

products.	Lastly,	H7a	was	tested	through	the	task	where	the	participant	chose	the	prices	on	a	sliding	

bar	as	well	as	the	likelihood	of	paying	the	fixed	price	of	the	blouse.	(Appendix	3).	It	is	noteworthy	

that	the	complete	experiment	design	is	illustrated	in	Appendix	3	containing	an	overview	of	each	

hypothesis	and	how	it	was	investigated.	

4.5	DESIGNING	&	CONDUCTING	FOLLOW-UP	INTERVIEWS	

4.5.1	STRUCTURING	THE	FOLLOW-UP	INTERVIEWS	

The	thesis’	qualitative	follow-up	interviews	were	conducted	as	semi-structured	interviews.	In	order	

to	provide	the	interviewer	with	an	overall	logical	structure	for	conducting	the	interview,	an	inter-

view	guide	was	prepared	prior	to	the	interviews	(Appendix	2)	(Saunders	et	al.,	2016).	However,	as	

mentioned	in	section	4.2.3,	the	semi-structured	approach	to	the	interview	allowed	the	interviewer	

to	deviate	from	the	interview	guide	and	add	questions	along	the	way.		

The	interview	guide	was	created	with	the	basis	in	the	academic	framework	of	Kotler’s	7	O’s:	

occupants,	objects,	objectives,	organizations,	operations,	occasions,	and	outlets.	Hence,	Kotler’s	7	O’s	

were	applied	to	aid	in	identifying	the	interviewee’s	consumer	behavior.	(Kotler	et	al.,	2016).	Firstly,	

we	sought	to	determine	who	the	consumer	is	(occupants)	and	how	the	consumer	buys	(operations)	

through	questions	regarding	consumer	background	information,	values,	and	the	interviewee	as	a	

consumer	of	activewear.	Secondly,	the	interview	sought	to	identify	what	the	consumer	buys	(object)	

and	what	affects	the	decision-making	process	(objectives).	Hence,	questions	were	asked	regarding	

the	consumer's	level	of	involvement	and	habits	when	purchasing	activewear,	as	well	as	questions	

that	touched	upon	the	subject	area	of	CBBE	in	relation	to	activewear	brands.	Lastly,	questions	con-

cerning	trends	and	CCT	were	asked,	to	identify	whether	societal	trends,	social	norms,	and/or	the	

creation	of	individual	consumer	identity	affect	the	consumer’s	decision-making	process	(organiza-

tions).	Occasions	and	outlets	were	left	out,	as	no	relevance	for	the	current	thesis	was	found	regarding	

where	and	when	the	consumer	purchases	activewear.	(Kotler	et	al.,	2016;	Appendix	2).	
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Throughout	 the	 interview	emphasis	was	placed	on	asking	questions	 in	everyday	 terminology	 to	

minimize	misunderstandings	caused	by	the	use	of	formal	or	academic	linguistics	(Saunders	et	al.,	

2016).	Even	though	the	interview	guide	was	originally	developed	in	English,	the	interviews	were	

conducted	in	the	interviewees’	mother	tongue,	namely	Danish.	This	was	decided	to	minimize	lin-

guistic	biases	and	enhance	the	interviewee’s	ability	and	willingness	to	share	information.	The	in-

terviews	still	commenced	with	a	range	of	opening	questions,	which	allowed	the	interviewee	to	ad-

just	to	and	gain	confidence	in	the	interview	setting	(Saunders	et	al.,	2016).	The	opening	questions	

were	followed	by	probing	questions,	which	aided	“[...]	to	explore	the	topic	and	to	produce	a	fuller	

account”	(Saunders	et	al.,	p.	408).	Probing	questions	were	applied	both	in	the	prepared,	elaborating	

questions	in	the	interview	guide,	but	occurred	in	the	questions	deviating	therefrom	as	well.	Hence,	

the	purpose	of	asking	probing	questions	in	the	current	interviews	was	to	further	explore	the	inter-

viewee’s	responses	with	significance	to	the	research	area	of	sustainability	and	eco-brands.	Lastly,	

closed	and	specific	questions,	to	which	the	interviewee	simply	could	answer	 ‘yes’	or	 ‘no’	was	in-

cluded,	however,	these	were	always	followed	by	probing	questions.	(Appendix	2).	

4.5.2	CONDUCTING	THE	FOLLOW-UP	INTERVIEWS	

The	 follow-up	 interviews	were	 conducted	 by	 two	 interviewers,	 hence,	 one	was	 the	 interviewer	

while	the	other	observed	the	interviews.	Moreover,	four	interviews	were	conducted	by	randomly	

selecting	participants	who	completed	the	experiment	without	technical	hindrances.		

As	an	interviewer,	it	is	crucial	to	establish	credibility	and	gain	the	interviewee’s	trust	from	

the	very	beginning	of	an	interview	(Saunders	et	al.,	2016).	Therefore,	the	interviews	for	this	thesis	

commenced	with	thanking	the	interviewee	for	participating,	as	well	as	explaining	the	anonymous	

and	confidential	processing	of	the	interview.	Hence,	the	interviewees	were	asked	to	sign	a	consent	

form	which	functioned	as	a	reassurance	to	them	and	could	enhance	their	openness	and	honesty	

during	the	interview.	Another	essential	factor	we	considered	when	conducting	the	interviews	was	

the	appearance	of	us	as	researchers	at	the	interview,	which	included	tone	of	voice,	non-verbal	com-

munication,	and	listening	skills.	Hence,	an	overall	appropriate	appearance	could	enhance	the	inter-

viewee’s	confidence	as	well	as	the	perceived	credibility	of	us	as	interviewers.	Therefore,	we	applied	

a	positive	and	enthusiastic,	yet	neutral	tone	of	voice	to	make	the	interviewee	feel	valued,	interest-

ing,	and	important.	Secondly,	we	emphasized	displaying	attentive	listening	skills	to	make	the	inter-

viewee	feel	heard.	However,	 it	must	be	mentioned	that	due	to	Covid-19	all	 follow-up	 interviews	

were	conducted	online.	Some	of	the	challenges	of	conducting	the	interviews	online	could	be	found	

in	displaying	 the	nature	of	attentive	 listening	skills,	decoding	non-verbal	 language,	and	building	
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trust.	Ultimately,	this	could	result	in	the	interviewees	failing	to	gain	complete	confidence,	affecting	

the	reliability	of	the	information	gathered	in	the	follow-up	interviews.	(Appendix2)	(Saunders	et	al.,	

2016).	

4.6	VALIDITY	&	RELIABILITY	

Prior	to	analyzing	and	discussing	the	results	of	the	collected	quantitative	and	qualitative	data,	and	

drawing	conclusions	hereof,	it	is	of	utmost	importance	to	critically	reflect	upon	the	data	collection	

process	and	the	applied	methods.	Hence,	it	is	crucial	to	ensure	high	quality	when	conducting	any	

type	of	research,	 through	an	evaluation	based	on	a	range	of	quality	criteria.	The	specific	quality	

criteria	depend	on	the	data	collection	method,	as	well	as	the	underlying	research	philosophy.	(Saun-

ders	et	al.,	2016).	Therefore,	the	following	sections	will	seek	to	explain	the	different	quality	criteria	

one	must	be	aware	of	prior	to	evaluating	the	quality	of	the	research	when	conducting	quantitative	

and	qualitative	research.		

4.6.1	QUALITY	CRITERIAS	IN	QUANTITATIVE	DATA	COLLECTION	

This	 thesis	predominantly	applies	a	positivist	 approach	 to	 research	 through	 the	conducted	eye-

tracking	and	self-reporting	quantitative	methods,	which	leads	to	reliability	and	validity	being	cen-

tral	to	evaluation	of	the	research	quality.	Hence,	the	two	concepts	are	essential	to	detecting	factors	

that	can	interfere	with	the	results	and	cause	for	potential	biases.	(Saunders	et	al.,	2016).		

4.6.1.1	RELIABILITY	

The	first	quality	criterion	of	reliability	can	be	divided	into	internal	and	external	reliability.	Internal	

reliability	regards	the	coherence	and	consistency	of	the	quantitative	data	collection	techniques	and	

the	external	reliability	concerns	the	possibility	of	the	study’s	results	being	replicated	if	performed	

again.	Therefore,	the	research	must	be	transparent	in	order	to	enhance	credibility	and	thereby	the	

reliability	of	the	study.	(Saunders	et	al.,	2016).		

	

Both	the	internal	and	external	reliability	of	this	study	could	be	argued	to	be	increased,	due	to	the	

thorough	account	of	the	experimental	design.	However,	it	can	likewise	be	argued	that	the	reliability	

decreased	to	some	extent	as	the	online	format	of	the	experiment	made	us	less	in	control	of	how	the	

individual	chose	to	proceed	with	the	experiment,	even	though	we	sought	to	create	the	best	possible	

prerequisites	for	a	consistent	set-up.	Saunders	et.	al	(2016)	outline	four	common	threats	towards	



	 67	

reliability	of	which	two	have	been	found	relevant	for	the	research,	namely,	participant	error	and	

participant	bias.	The	online	format	of	the	experiment	in	this	thesis	enhanced	the	possibility	of	par-

ticipant	error,	as	it	was	not	possible	for	us	to	control	any	factors	affecting	the	participants'	perfor-

mance	in	the	experiment.	Thus,	the	participant	simply	was	to	open	a	link	to	participate,	and	even	

though	a	range	of	guidelines	for	the	experiment	were	outlined,	we	had	no	control	of	e.g.,	the	setting	

or	the	time	sensitivity.	Despite	emphasizing	that	the	experiment	was	anonymous	and	solely	used	

for	research	purposes	of	the	thesis,	some	may	have	doubted	this,	which	could	lead	to	a	potential	

participant	bias.	Furthermore,	the	participants	might	have	had	an	idea	of	what	the	research	con-

cerned	and	what	they	thought	was	expected	of	them	to	answer,	which	may	have	caused	false	re-

sponses.	However,	by	applying	a	distractor	video	we	sought	to	minimize	the	risk	hereof.	(Saunders	

et.	al,	2016).	Therefore,	both	the	possibility	of	a	participant	error	and	participant	bias	could	de-

crease	the	overall	reliability	of	the	research.	

	

The	two	additional	threats	towards	reliability,	namely	observer	error	and	observer	bias,	revolve	

around	the	potential	of	different	researchers	both	asking	questions	and	interpreting	answers	dif-

ferently.	(Saunders	et	al.,	2016).	However,	these	threats	were	found	less	relevant	for	the	reliability	

of	the	quantitative	study,	as	all	participants	were	exposed	to	the	exact	same	experiment,	underlying	

the	same	stimuli	and	questions.	Therefore,	no	deviations	in	the	role	of	the	observer	were	expected	

in	the	quantitative	data	collection	method.	However,	this	was	found	relevant	when	evaluating	the	

quality	of	the	collected	qualitative	data,	which	will	be	elaborated	on	in	section	4.6.2.	

4.6.1.2	VALIDITY	

The	second	quality	criterion,	validity,	revolves	around	the	appropriateness	of	the	applied	measure-

ment	methods,	 the	precision	of	 the	analysis,	and	 to	which	degree	 the	results	of	 the	quantitative	

research	can	be	generalized.	Validity	is	further	distinguished	between	internal	validity,	referring	to	

the	credibility	of	the	results,	and	external	validity,	referring	to	the	generalizability	of	the	findings.	

(Saunders	et	al.,	2016).	

	

The	fact	that	iMotions’	online	eye-tracker	was	in	the	test	phase	could	decrease	the	internal	validity	

of	the	research	as	the	software	might	have	been	challenged	due	to	technical	complications.	Addi-

tionally,	not	being	able	to	control	the	experiment	atmosphere	and	physical	set-up	decreased	the	

internal	validity	as	the	possibility	of	minimizing	distractions	was	eliminated	due	to	the	online	for-

mat.		
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The	experimental	realism	of	the	research	and	the	fact	that	the	data	collection	was	entirely	

computer-based	provided	a	somewhat	controlled	environment.	Hence,	experimental	realism	chal-

lenged	the	external	validity.	Furthermore,	the	experimental	realism	of	the	research	could	lead	to	an	

issue	regarding	ecological	validity	and	generalizability	(Saunders	et	al.,	2016;	Duchowski,	2017).	

The	participants	were	placed	in	an	unnatural	experiment	situation,	which	might	not	have	reflected	

an	actual	purchase	situation,	which	decreased	the	external	validity	of	the	experiment.	Reactivity	

and	interaction	of	the	participants	could	comprise	the	external	validity	of	the	research	as	the	par-

ticipants	might	 have	 adjusted	 their	 behavior	 as	 they	were	 aware	 of	 the	 experimental	 situation.	

Therefore,	the	responses	captured	in	the	experiment	might	not	directly	correspond	with	how	the	

participants	actually	would	act	in	the	real	world.	Hereby,	 it	 is	expected	that	differences	could	be	

found	between	the	experiment’s	set-up	and	real-life	situations.	An	issue	relating	to	ecological	valid-

ity	might	be	found	in	the	experiment	as	the	participants	made	no	decisions	while	spending	their	

own	money,	as	the	questions	asked	were	hypothetical,	e.g.	in	relation	to	the	WTP	for	certain	active-

wear.	Another	issue	that	could	compromise	both	the	external	and	ecological	validity	of	the	study	is	

the	fact	that	the	participants	are	digital	natives	and	might	be	highly	likely	to	communicate	and	eval-

uate	online	with	their	peers	prior	to	making	a	purchase	decision.	To	sum	up,	the	experimental	sit-

uation	versus	real-life	situations	could	decrease	the	generalizability	of	the	research	findings.	(Saun-

ders	et	al.,	2016).	

4.6.2	ALTERNATIVE	QUALITY	CRITERIA	FOR	QUALITATIVE	RESEARCH	

While	reliability	and	validity	are	the	most	commonly	applied	quality	criteria	within	the	positivist	

paradigm	and	quantitative	research,	these	are	not	considered	appropriate	to	the	same	extent	when	

evaluating	the	quality	of	research	in	relation	to	the	hermeneutic	paradigm	and	qualitative	methods.	

This	is	the	case	as	when	conducting	research	within	hermeneutics	aspects	such	as	fore-meanings	

and	prejudices	 are	 taken	 into	 consideration.	 Furthermore,	 qualitative	 interviews	 are	 not	 neces-

sarily	intended	to	be	replicated	as	they	concern	the	socially	constructed	individual	at	a	certain	time	

and	setting.	(Saunders	et	al.,	2016).	Therefore,	Lincoln	and	Guba	(1985,	in	Saunders	et	al.,	2016)	

presented	 the	notions	 of	 “[...]	 ‘dependability’	 for	 ‘reliability’,	 ‘credibility’	 for	 ‘internal	 validity’	 and	

‘transferability’	for	‘external	validity’”	(ibid.,	p.	205).		

	

Applying	the	semi-structured	interview	approach	might	have	compromised	the	dependability	of	the	

follow-up	interviews,	as	each	interview	was	modified	during	the	actual	process	of	conducting	the	

interview.	(Saunders	et	al,	2016).	However,	we	strived	to	reduce	the	risk	hereof	as	changes	made	
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within	each	interview	were	accounted	for	by	recording	the	interviews.	As	the	interviews	were	con-

ducted	subsequently	to	the	quantitative	experiment	the	risk	of	a	decreased	credibility	of	the	inter-

views	could	occur.	This	as	the	interviewee’s	individual	socially	constructed	reality	might	have	been	

biased	by	the	experiment.	The	interview	revolved	around	a	specific	subject	not	necessarily	corre-

sponding	with	the	participant's	reality	concerning	sustainability	and	eco-branded	activewear.	The	

quality	criterion	of	transferability	could	be	argued	to	be	fulfilled,	as	the	entire	process	of	the	follow-

up	interviews	was	thoroughly	accounted	for	both	prior	to,	during,	and	after	the	interview.	Hence,	

this	thesis	presented	comprehensive	descriptions	of	the	interview	guide,	the	preparation	phase	and	

the	conduction	of	the	interviews.	Furthermore,	the	findings	of	the	interviews	and	interpretations	

hereof	will	be	accounted	for. 

4.7	DATA	INTERPRETATION		

The	results	from	the	eye-tracking	experiment	and	self-reports	are	processed	through	descriptive	

statistics	and	various	inferential	statistical	tests.	Descriptive	statistics	are	applied	to	make	an	over-

all	description	of	the	sample	by	measuring	the	central	tendencies	of	the	data	set.	On	the	other	hand,	

inferential	statistics	are	applied	to	foresee	outcomes	that	potentially	could	be	applied	to	generalize	

the	sample	group	to	a	corresponding	population	group.	Furthermore,	inferential	statistics	tests	are	

applied	to	determine	relationships,	differences,	and	trends	within	the	data	set.	These	tests	include	

testing	 numerical	 and	 categorical	 variables,	 as	 well	 as	 independent	 and	 dependent	 variables	

through	regression	analysis,	paired-sample	t-test	and	chi-square-test	([2)	(Saunders	et	al.,	2016).	

The	respective	test	performed	to	answer	the	individual	hypothesis	will	be	illustrated	when	analyz-

ing	the	data	in	section	5.1.	The	qualitative	interviews	are	analyzed	and	interpreted	through	the	rec-

orded	audio	files,	of	which	quotes	are	drawn	for	the	analysis	and	discussion	(Appendix	6;	Appendix	

7;	Appendix	8;	Appendix	9).		

	

The	following	presents	an	overview	of	which	statistical	analysis	will	be	applied	to	answer	the	re-

spective	hypotheses:	
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Hypotheses	 Methods	 Statistical	analyses	

H1:	When	the	result	of	a	consumer’s	System	1	

and	System	2	processes	are	consistent	the	atti-

tude-behavior	gap	decreases		

Survey		
	

Follow-up	Inter-

views	

Paired	t-test	
	

Statements	from	fol-

low-up	interviews	

H2:	Consumers	who	have	a	more	positive	atti-

tude	towards	sustainability	have	a	longer	total	

fixation	time	on	eco-branded	activewear		

Eye-tracking		
	

Survey	

Regression	

H2a:	Consumers	who	have	a	positive	attitude	to-

wards	sustainability	use	eco-branded	activewear	

as	an	opportunity	for	sustainable	behavior	

Survey	 Regression	

H2b:	Consumers	who	place	high	importance	on	

activewear	have	a	higher	number	of	fixations	on	

eco-branded	activewear	

Eye-tracking		
	

Survey	

Regression	

H2c:	Consumers	who	have	a	positive	attitude	to-

wards	sustainability	have	the	first	fixation	on	

eco-branded	activewear	

Eye-tracking		
	

Survey	

Regression	

H3:	Consumers	are	less	willing	to	adopt	eco-

branded	activewear	when	time	is	limited	

Survey	 [2-test	

H4:	Consumers	who	place	high	importance	on	

activewear	increase	their	information	search	

Survey	 Regression	

	

H4a:	Knowledge	regarding	Planet	Nusa’s	eco-

brand	leads	to	positive	customer-based	brand	

equity	

Survey	
	

	

Regression	
	

	

H4b:	The	rising	consumer	trend	of	sustainable	

behavior	leads	to	positive	customer-based	brand	

equity	for	Planet	Nusa	

Survey	 Regression	
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H5:	Consumers	who	ascribe	Planet	Nusa	with	

positive	customer-based	brand	equity	hold	posi-

tive	self-efficacy	

Survey	 Regression	

H6:	Consumers	who	perceive	sustainability	as	an	

important	attribute	for	activewear	choose	eco-

branded	activewear	

Survey	 Regression	

H6a:	Consumers	who	have	a	positive	attitude	to-

wards	sustainability	choose	eco-branded	active-

wear	

Survey	 Regression	

H6b:	Consumers	who	have	predominantly	self-

transcendent	values	choose	eco-branded	active-

wear	

Survey	 Regression	

H7:	Consumers	who	place	high	importance	on	

activewear	are	more	willing	to	buy	eco-branded	

activewear	

Survey	 Regression	

H7a:	Consumers	who	place	high	importance	on	

activewear	have	a	higher	willingness	to	pay	for	

eco-branded	activewear	

Survey	 Regression	

Table	1:	Overview	of	statistical	analyses	

	

5.	DATA	ANALYSIS	&	FINDINGS	

The	 following	 section	will	 present	 the	 data	 analysis	 for	 all	 hypotheses.	 Further,	 the	 findings,	 in	

terms	of	the	meaning	of	the	quantitative	data,	will	be	described.	For	some	hypotheses,	the	qualita-

tive	data	will	be	supported	by	qualitative	data	through	statements	from	the	follow-up	interviews,	

as	presented	in	Table	1	in	section	4.7.	
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5.1	DATA	ANALYSIS		

As	described	in	section	4.3.2,	the	quantitative	experiment	was	aimed	to	be	conducted	with	a	sample	

size	of	60.	The	link	for	the	experiment	was	distributed	online	to	more	than	80	people	in	the	Young	

Nordic	Female	segment.	However,	the	link	was	opened	only	67	times	even	though	several	remind-

ers	were	sent	out.	

	

The	data	extraction	process	involves	retrieving	data	from	two	sources	being	Qualtrics	(self-reports)	

and	iMotions	(eye-tracking)	leading	to	respectively	two	different	sample	sizes.	Technical	challenges	

due	to	the	online	eye-tracker	being	in	the	test	phase	lead	to	a	limited	amount	of	detected	data.	Var-

ying	 ratios	 of	 the	 sample	 are	 found	 throughout	 the	 experiment	 where	 eye-tracking	 is	 applied.	

Therefore,	no	identical	sample	size	is	available	for	the	eye-tracking	data	set,	meaning	that	we	solely	

draw	upon	descriptive	statistics,	in	terms	of	means,	when	analyzing	the	eye-tracking	data.	The	data	

retrieved	from	Qualtrics	results	 in	a	sample	size	of	50	complete	sets	of	data,	after	screening	out	

participants	where	the	experiment	was	incomplete.	Despite	the	varying	sample	sizes,	the	data	anal-

ysis	and	findings	are	performed	without	regard	hereto.	However,	the	inconsistent	sample	sizes	may	

affect	the	experiment’s	validity	and	reliability	negatively,	which	will	be	discussed	further	in	section	

6.1.3.	

	

Statistical	tests	are	presented	and	accounted	for	to	determine	whether	we	can	reject	or	fail	to	reject	

the	thesis’	hypotheses,	why	individual	null	hypotheses	(H0)	are	conducted	for	each	hypothesis.	The	

hypotheses	are	mainly	tested	by	performing	regression	analyses,	as	they	seek	to	find	a	relation	be-

tween	two	variables	within	one	sample	group.	[2-test	and	paired	t-test	are	found	relevant	for	some	
hypotheses,	why	they	are	included	as	well.	Common	for	all	three	types	of	tests	applied	in	this	thesis	

is	that	we	decided	in	advance	to	have	a	5%	(0.05)	level	of	significance.	Furthermore,	it	is	noteworthy	

that	the	standard	error	is	found	to	be	relatively	high	for	all	tests,	which	is	an	expression	of	how	far	

the	sample	mean	is	from	the	population	mean.	This	 leads	to	overall	 low	t	statistic	values	for	the	

performed	tests,	as	the	t	stat	is	found	by	dividing	the	b1	coefficient	with	the	standard	error.	A	low	t	

stat	indicates	that	the	b1	coefficient	has	low	predictive	power.	However,	the	relatively	small	sample	

size	of	50	for	this	experiment	must	be	kept	in	mind,	as	this	can	influence	the	t	stat	as	well.	Hence,	a	

low	t	stat	is	dependent	on	the	sample	size,	as	the	larger	the	sample	size,	the	smaller	the	standard	

error,	and	thereby,	the	higher	the	t	stat	value.	The	standard	error	and	t	statistic	value	will	not	be	



	 73	

elaborated	further	for	the	individual	hypotheses.	In	the	following	sections,	the	tests	performed	for	

the	individual	hypothesis	are	presented	and	explained	thoroughly.	

5.1.1	ANALYZING	H1	

The	 thesis	 seeks	 to	explore	 the	attitude-behavior	gap	based	on	 the	assumption	of	 inconsistency	

between	the	result	of	a	consumer’s	System	1	and	System	2	processes,	which	can	cause	the	gap.	The	

gap	is	investigated	as	presented	in	section	3.1	and	section	4.4.	Hence,	the	quantitative	data	is	ana-

lyzed	with	regards	to	WTP	and	WTB	and	is	supported	by	the	follow-up	interviews	to	obtain	a	deeper	

understanding.	To	test	whether	WTP	and	WTB	are	aligned	between	the	two	processes	of	System	1	

and	2	a	t-test	is	deemed	beneficial,	and	more	specifically,	a	paired	t-test	for	two	sample	means.	

	

H1:	When	the	result	of	a	consumer’s	System	1	and	System	2	processes	are	consistent	the	attitude-be-

havior	gap	decreases	

	

Firstly,	H1	in	relation	to	WTP	is	analyzed	based	on	the	following	null	hypothesis:		

	

H0:	μWTP2	=	μWTP1		 	 H1:	μWTP2	>	μWTP1	

	

 
						Table	2.1:	Summary	of	WTP	paired	t-test	in	H1	

	

In	regard	to	the	variable	of	WTP,	the	t-stat	equals	0.96,	while	the	t	critical	two-tail	value	equals	2.01	

(Table	2.1).	Hence,	t-stat	<	t	critical	two-tail	value	which	indicates	that	we	fail	to	reject	the	H0.	Con-

cerning	the	P-value,	which	is	found	to	be	0.34	(Table	2.1),	it	is	higher	than	the	5%	level	of	signifi-

cance	why	H0,	yet	again,	is	failed	to	be	rejected.	Therefore,	the	assumption	of	difference	within	con-

sumers’	willingness	to	pay	for	eco-branded	activewear	in	regard	to	the	fast	System	1	against	the	

WTB	System	2
WTP	System	2 WTP	System	1

Mean 5.00 4.86
Variance 1.27 2.33
Observations 50 50
Pearson	Correlation 0.74
Hypothesized	Mean	Difference 0.00
df 49.00
t	Stat 0.96
P(T<=t)	one-tail 0.17
t	Critical	one-tail 1.68
P(T<=t)	two-tail 0.34
t	Critical	two-tail 2.01
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slow	System	2	is	not	found.	Additionally,	two	interviewees	state	in	the	interviews	that	they	are	will-

ing	to	pay	more	for	a	sustainable	product,	as	the	lifespan	and	quality	of	the	product	is	expected	to	

be	better	(Appendix	7;	Appendix	8).	Further,	one	interviewee	several	times	states	that	she	is	willing	

to	pay	slightly	more	for	a	piece	of	sustainable	activewear.	However,	she	likewise	states	that	active-

wear	 is	not	a	product	category	 that	she	spends	 the	most	money	on	or	neither	does	she	have	an	

intention	to	do	so.	(Appendix	9).	Lastly,	interviewee	1	states	that	her	main	reason	for	not	choosing	

sustainable	activewear	is	the	relatively	higher	prices	for	such	products	(Appendix	6).		

	

On	the	other	hand,	H1	in	relation	to	WTB	is	analyzed	based	on	the	following	null	hypothesis:		

	

H0:	μWTB2	=	μWTB1	 	 H1:	μWTB2	>	μWTB1	

	

 
						Table	2.2:	Summary	of	WTB	paired	t-test	in	H1	

 

In	relation	to	the	participants’	WTB	eco-branded	activewear	the	t	stat	is	found	to	be	relatively	high,	

namely	3.6	against	the	t	critical	two-tail	value	equaling	2.01	(Table	2.2).	Hereby,	the	t	stat	value	is	

greater	than	the	t	critical	value	why	we	reject	the	H0.	Additionally,	the	P-value	for	the	two-tailed	

test	is	<	the	5%	level	of	significance	(Table	2.2),	which	indicates	that	H0	is	rejected.	This	means	that	

we	fail	to	reject	H1,	as	a	difference	appears	within	consumers'	willingness	to	buy	eco-branded	ac-

tivewear	when	they	base	their	decision	on	either	the	intuitive	System	1	in	contrast	to	the	reasoning	

System	2	thinking.	

	

The	qualitative	data	illustrates	that	all	the	interviewees	have	an	intention	and	sincere	lust	to	act	

sustainably,	but	when	it	comes	to	the	purchase	decision	this	intention	is	not	necessarily	translated	

WTB	System	2 WTB	System		1
Mean 5.00 4.38
Variance 1.51 2.04
Observations 50 50
Pearson	Correlation 0.58
Hypothesized	Mean	Difference 0.00
df 49.00
t	Stat 3.57
P(T<=t)	one-tail 0.00
t	Critical	one-tail 1.68
P(T<=t)	two-tail 0.00
t	Critical	two-tail 2.01
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in	regard	to	activewear	(Appendix	6;	Appendix	7;	Appendix	8;	Appendix	9).	One	interviewee	care-

fully	describes	how	she	always	selects	a	filter	on	sites	like	Zalando	so	that	she	solely	gets	exposed	

to	the	sustainable	product	choices.	However,	she	ends	up	buying	Nike,	thus,	her	intuition,	illustrated	

by	System	1,	 is	eager	to	commit	to	sustainability,	but	when	System	2	takes	over,	the	intuition	of	

buying	eco-branded	activewear	gets	overruled	and	forgotten	(Appendix	6).	Additionally,	one	inter-

viewee	states	that	she	has	a	sincere	wish	to	make	the	sustainable	choice,	but	when	making	a	pur-

chase	 decision	 she	 relies	 on	 her	 existing	 habits.	 She	 argues	 that	 she	 does	 not	 hold	 sufficient	

knowledge,	as	“I	really	want	to	be	the	type	that	is	good	and	just	thinks	a	lot	about	it,	but	I'm	not,	I	

know	that	I	shop	way	too	much	without	thinking	about	it”	(Appendix	9,	15:21).	Hence,	all	the	inter-

viewees	undoubtedly	have	 the	 intention	 to	perform	a	sustainable	behavior	when	System	1	pro-

cesses	are	active,	however,	the	attitude-behavior	gap	arises.	This	occurs	when	System	2	takes	over	

the	interviewees’	cognitive	processes,	leading	to	the	comparison	of	sustainable	options	with	non-

sustainable	options.	Here	we	find	that	the	three	most	important	factors	when	purchasing	active-

wear	are	price,	comfort,	and	design,	which	partially	causes	the	gap	(Appendix	6;	Appendix	7;	Ap-

pendix	8;	Appendix	9).		

In	addition,	knowledge,	or	more	specifically	a	lack	thereof,	is	proven	as	the	main	reason	for	

the	gap	for	the	interviewees.	One	interviewee	states,	“I	believe	it's	difficult	to	define	what	sustaina-

bility	means,	which	makes	it	difficult	to	relate	to”	(Appendix	8,	30:35),	and,	furthermore,	she	states	

that	 “It’s	 100%	a	 barrier	 not	 to	 know	what	 those	 100	different	 certifications	mean”	 (Appendix	8,	

37:40).	 Another	 interviewee	 likewise	 states	 that	 “[...]	 I	 think	 it	 is	 because	 I	 don't	 have	 the	 right	

knowledge”	(Appendix	9,	20:14).	An	interesting	finding	is	that	all	interviewees	compared	their	sus-

tainable	behavior	to	the	 food	 industry.	Here,	sustainability	 is	weighted	as	being	more	 important	

and	more	convenient.	The	interviewees	hold	knowledge	of	how	to	perform	e.g.,	waste	management	

and	buy	the	“right”	eco-labels.	(Appendix	6;	Appendix	7;	Appendix	8).	Hence,	“It	(eco-labels)	means	

something,	for	instance	when	I	buy	food,	I	always	buy	organic	products	and	look	where	it	is	produced,	

but	when	it	comes	to	the	apparel	industry,	I	think	it	is	too	difficult	to	understand	as	it	is	not	transpar-

ent”	(Appendix	8,	23:30).	Therefore,	it	is	found	that	the	interviewees	do	not	hold	enough	knowledge,	

which	reflects	on	the	System	2	processes	resulting	in	a	gap	between	System	1	and	System	2	pro-

cesses,	which	ultimately	can	increase	the	attitude-behavior	gap.	Hereby,	when	consumers	reflect	

on	 a	 decision,	 thus,	 using	 System	 2,	 the	 sustainable	 options	 get	 outweighed	 due	 to	 a	 lack	 of	

knowledge,	perception	of	higher	prices,	and	design.	(Appendix	6;	Appendix	7;	Appendix	8,	Appendix	

9)	
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5.1.2	ANALYZING	H2	

Common	for	hypotheses	H2,	H2b	and	H2c	 is	that	they	partially	rely	on	data	from	the	eye-tracking	

experiment.	As	mentioned	in	section	5.1,	the	amount	of	detected	data	is	 limited	due	to	technical	

challenges	of	the	online	eye-tracker.	Furthermore,	it	is	relevant	to	note	that	the	detected	data	ratio	

for	each	stimulus	varies	both	from	item	to	item,	as	well	as	within	each	product	type.	As	no	complete	

data	sets	were	found	for	the	individual	participants,	H2,	H2b	and	H2	cannot	be	tested	as	such.	There-

fore,	the	analyses	of	H2,	H2b	and	H2c	are	based	on	descriptive	statistics	in	terms	of	average	scores	

from	the	survey	questions	and	eye-tracking	data,	which	can	be	seen	in	the	illustration	below	(Figure	

16)	and	in	Appendix	4.	

	
					 			Figure	16:	Illustration	of	iMotions’	data	

	

H2	aims	to	gain	insights	into	whether	a	relationship	can	be	found	between	a	positive	attitude	to-

wards	sustainability	and	the	total	fixation	time	on	eco-branded	activewear.	We	apply	‘time	spent’	

as	an	indicator	for	total	fixation	time	and	compare	this	with	the	average	attitude	score	on	sustaina-

bility	from	the	self-reporting	questions.	Hence,	time	spent	is	an	expression	of	how	interesting	the	

participant	finds	the	AOI.	
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H2:	Consumers	who	have	a	more	positive	attitude	towards	sustainability	have	a	longer	total	fixation	

time	on	eco-branded	activewear	

	

It	is	evident	that	the	participants	have	an	overall,	highly	positive	attitude	towards	sustainability	as	

the	average	score	hereof	is	equal	to	6.64	on	a	7-point	Likert	scale	(Appendix	5).	It	is	found	that	the	

time	spent	towards	Planet	Nusa	products	is	longer	than	time	spent	towards	Nike	products,	regard-

less	of	product	category	(Table	3).	This	is	evident	when	the	participants	were	asked	to	compare	a	

Planet	Nusa	and	a	Nike	product,	of	which	the	exposure	time	was	seven	seconds	for	each	product	

category.	Hence,	the	average	time	spent	is	0.17	seconds	longer	on	Planet	Nusa	products	than	Nike	

(Table	3).	Additionally,	the	same	tendency	is	found	evident	when	the	exposure	time	was	solely	three	

seconds,	where	time	spent	was	0.03	seconds	longer	on	Planet	Nusa’s	eco-branded	activewear	than	

on	the	non-eco-branded	activewear	(Table	3).	This	shows	that	time	spent	is	longer	towards	eco-

branded	activewear	regardless	of	product	category	and	exposure	 time.	Conclusively,	 this	can	be	

seen	as	an	indication	of	a	positive	attitude	towards	sustainability	having	an	effect	on	the	total	fixa-

tion	time	towards	eco-branded	activewear.		

5.1.3	ANALYZING	H2a	

H2a	seeks	to	investigate	if	there	is	a	relationship	between	a	positive	attitude	towards	sustainability,	

as	the	independent	variable,	and	opportunity	to	purchase	eco-labeled	activewear,	as	the	dependent	

variable,	why	regression	is	applied.		

	

H2a:	Consumers	who	have	a	positive	attitude	towards	sustainability	use	eco-branded	activewear	as	an	

opportunity	for	sustainable	behavior	

	

H0:	b1positive	attitude	=	0		 	 H1:	b1positive	attitude	≠	0	
	

Table	3:	Average	scores	of	attitude	and	time	spent	in	H2 
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Figure	17:	Regression	Analysis	for	attitude	and	opportunity	in	H2a 

			 	

	
	

Statistically	 formulated,	 the	b1	coefficient	 is	 the	slope	of	 the	regression	 line	which	 indicates	 the	

relationship	between	 the	X	 and	Y	 variable.	When	 testing	H2a	 it	 is	 relevant	not	 solely	 to	 explore	

whether	the	b1	coefficient	is	different	from	0,	but,	furthermore,	that	it	is	>	0.	Thus,	the	b1	coefficient	

for	H2a	is	positive,	as	it	is	equal	to	0.39	(Figure	17),	which	is	well	in	line	with	our	assumption	that	

consumers	with	a	positive	attitude	towards	sustainability,	use	eco-branded	activewear	as	an	op-

portunity	for	sustainable	behavior.	Even	though	a	positive	b1	coefficient	is	evident,	other	factors	of	

the	regression	statistics	must	be	considered.	The	P-value	is	equal	to	0.19	(Figure	17),	and,	thereby,	

larger	than	0.05,	meaning	that	we	fail	to	reject	H0.	Additionally,	R2	is	an	expression	of	how	large	an	

effect	the	independent	variable	has	on	the	dependent	variable,	of	which	the	R2	is	considered	very	

low	as	it	is	equal	to	0.04	(Figure	17).	This	means	that	solely	4	%	of	the	increase	in	perceiving	eco-

branded	activewear	as	an	opportunity	for	sustainable	behavior	 is	caused	by	its	relationship	to	a	

positive	attitude	towards	sustainability.		

5.1.4	ANALYZING	H2b		

H2b	seeks	to	examine	whether	there	is	a	connection	between	high	involvement	in	activewear	and	a	

higher	number	of	fixations.	Due	to	the	limitations	mentioned	in	section	5.1,	the	hypothesis	is	exam-

ined	by	comparing	descriptive	statistics	in	terms	of	average	scores	of	importance	placed	on	active-

wear	and	time	spent.	Hence,	time	spent	is	applied	because	it	is	assumed	to	indicate	the	number	of	

fixations	within	the	AOI.	
	

Regression	Statistics
Multiple	R 0.19
R	Square 0.04
Adjusted	R	Square 0.02
Standard	Error 1.14
Observations 50
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								Table	4:	Average	scores	of	involvement	and	time	spent	in	H2b	

H2b:	Consumers	who	place	high	importance	on	activewear	have	a	higher	number	of	fixations	on	eco-

branded	activewear	

	

The	average	score	of	involvement	in	activewear	is	equal	to	3.91	(Table	4),	why	it	can	be	interpreted	

that	 participants	 on	 average	 appear	 neutral	 in	 their	 involvement	with	 activewear.	 The	 average	

score	below	4	on	a	7-point	Likert	scale,	leans	towards	the	participants,	in	general,	having	medium	

to	low	involvement	in	activewear.	The	combination	of	the	average	involvement	score	found	to	be	

medium-low	and	 the	 limited	eye-tracking	data,	makes	 it	 challenging	 to	 examine	 the	hypothesis.	

Thus,	data	is	not	available	for	the	time	spent	on	the	eco-branded	products	for	the	individual	partic-

ipant.	 Therefore,	we	 cannot	 examine	 the	 relationship	between	 those	 respondents	who	have	 ex-

pressed	high	involvement	and	their	time	spent	looking	at	eco-branded	products.	Though,	as	men-

tioned	in	section	5.1.2	the	average	time	spent	on	Planet	Nusa’s	eco-branded	products	is	longer	re-

gardless	of	the	product	category	and	exposure	time.	

5.1.5	ANALYZING	H2c	

In	H2c	we	seek	to	determine	whether	we	can	find	a	relationship	between	a	positive	attitude	towards	

sustainability	and	the	first	fixation	being	on	eco-branded	activewear.	We	will	apply	data	on	time	to	

first	fixation	(TTFF)	as	it	indicates	which	AOI	the	participant	firstly	fixated	on,	hence,	the	first	fixa-

tion.		
	

	
												Table	5:	Average	scores	of	attitude	and	time	spent	in	H2c	

System	1	choice	(3	sec) Metric Average Unit
Average	score	of	importance	placed	on	activewear 3.91 7-point	Likert	scale
Time	spent	on	Planet	Nusa	(7	sec)	 0.67 sec.
Time	spent	on	Nike	(7	sec) 0.50 sec.
Time	spent	on	Planet	Nusa	(3	sec) 0.20 sec.
Time	spent	on	Nike	(3	sec) 0.17 sec.

System	1	choice	(3	sec) Metric Average Unit
Average	attitude	score 6.64 7-point	Likert	scale
TTFF	Planet	Nusa	(7	sec)	 3.60 sec.
TTFF	Nike	(7	sec) 4.00 sec.
TTFF	Planet	Nusa	(3	sec) 2.07 sec.
TTFF	Nike	(3	sec) 2.10 sec.
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H2c:	Consumers	who	have	 a	 positive	 attitude	 towards	 sustainability	 have	 the	 first	 fixation	 on	 eco-

branded	activewear	

	

With	an	exposure	time	of	seven	seconds,	the	TTFF	is	on	average	0.40	seconds	shorter	for	Planet	

Nusa	products	than	Nike	products	(Table	5).	In	addition,	with	an	exposure	time	of	three	seconds,	

the	TTFF	is	0.03	seconds	shorter	for	Planet	Nusa	products	(Table	5).	Hence,	regardless	of	product	

categories	(top,	blouse,	or	leggings)	and	exposure	times	(three	or	seven	seconds)	it	is	found	that	

the	average	TTFF	is	shorter	towards	Planet	Nusa’s	eco-branded	activewear,	which	indicates	that	

the	participants	on	average	have	the	first	fixation	on	eco-branded	activewear	(Table	5).	Addition-

ally,	as	mentioned	in	section	5.1.2,	the	average	score	of	attitude	towards	sustainability	is	proven	to	

be	highly	positive	as	it	is	equal	to	6.64,	of	which	7	is	the	highest	possible	score	(Appendix	5).	Con-

clusively,	when	comparing	the	average	score	of	a	positive	attitude	towards	sustainability	and	TTFF	

on	eco-branded	activewear,	it	is	indicated	that	a	relation	between	the	two	variables	is	found	and,	to	

some	extent,	supports	H2c.	

5.1.6	ANALYZING	H3	

H3	seeks	to	gain	insights	into	whether	there	is	a	relationship	between	two	categorical	variables	in	

terms	of	the	participant’s	willingness	to	adopt	eco-labels	and	time.	Therefore,	Pearson’s	[2	test	of	
independence	is	performed	to	determine	whether	there	is	a	statistically	significant	difference	be-

tween	the	observed	and	expected	frequency	of	the	two	categories:	1)	willingness	to	adopt	eco-la-

bels	(variables:	choice	of	Planet	Nusa	or	choice	of	Nike),	and	2)	time	(variables:	exposure	time	being	

three	or	seven	seconds).	

	

H3:	Consumers	are	less	willing	to	adopt	eco-branded	activewear	when	time	is	limited	

	

H0:	Willingness	to	adopt	eco-branded	activewear	and	time	are	independent	

H1:	Willingness	to	adopt	eco-brands	and	time	are	dependent	
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								 			Table	6:	[2	test	for	H3a	
	

When	performing	a	[2	test	it	is	relevant	to	consider	the	P-value	in	relation	to	the	5%	level	of	signif-
icance.	This,	as	the	P-value	expresses	the	probability	of	obtaining	results	that	are	 just	as	rare	as	

those	in	the	sample,	if	H0	is	true.	The	P-value	is	equal	to	0.00027	(Table	6),	meaning	that	it	is	<	0.05	

and,	therefore,	H0	can	be	rejected.	Furthermore,	the	observed	frequency	of	the	data	is	not	alike	the	

expected	frequency	(Table	6),	which	also	indicates	that	H0	can	be	rejected.	This	is	affirmed	by	the	

[2	-value	being	equal	to	13.27	(Table	6),	meaning	that	H0	can	be	rejected,	as	the	observed	and	ex-
pected	frequency	are	not	aligned.	Therefore,	the	[2	test	rejects	that	willingness	to	adopt	eco-labels	
and	time	are	independent,	and	thereby	fails	to	reject	H3.	Though	it	must	be	noted	that	rejecting	H0	

does	not	guarantee	causality	between	willingness	to	adopt	eco-brands	and	time.	Furthermore,	the	

[2	test	does	not	suggest	that	one	variable	has	a	causal	effect	on	the	other,	though	time	cannot	be	
affected	by	other	factors,	why	we	assume	that	time	has	a	causal	effect	on	willingness	to	adopt	eco-

labels.	

5.1.7	ANALYZING	H4	

Whether	a	relationship	can	be	found	between	the	level	of	involvement	in	activewear	and	to	which	

degree	consumers	search	information	in	the	decision-making	process,	is	determined	by	applying	a	

regression	analysis	to	test	H4.		

	

H4:	Consumers	who	place	high	importance	on	activewear	increase	their	information	search	

	

H0:	b1importance	=	0			 H1:	b1importance	≠	0	

Exposure	time Planet	Nusa Nike Total
3	seconds 90 60 150
7	seconds 119 31 150
Total 209 91 300
Observed	frequency	of	choice 0.70 0.30

OBSERVEREDE	FREQUENCY

EXPECTED	FRENQUENCY
Tid Planet	Nusa Nike
3	seconds 104.50 45.50
7	seconds 104.50 45.50

P-value 0.00027
χ2 	value 13.27
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As	 in	 the	 regression	 performed	 previously	 for	H2a,	 we	 are	 not	 only	 interested	 in	 determining	

whether	the	b1	coefficient	is	different	from	0,	but,	furthermore,	that	b1	is	positive.	A	positive	b1	

coefficient	is	determined	for	the	regression	statistics	for	H4	as	it	is	equal	to	0.34	(Figure	18).	This	

affirms	 our	 assumption	 that	when	 importance	 placed	 on	 activewear	 increases,	 the	 information	

search	increases	as	well.	The	assumption	is	supported	by	the	R2	being	equal	to	0.24	(Figure	18),	as	

this	indicates	that	24%	of	the	increase	in	the	independent	variable	of	involvement	in	activewear	is	

due	to	its	relationship	to	the	dependent	variable	of	information	search.	Lastly,	the	P-value	is	equal	

to	0.0003	(Figure	18),	which	is	below	the	level	of	significance,	indicating	that	H0	can	be	rejected.		

5.1.8	ANALYZING	H4a	

H4a	 aims	 to	 investigate	 whether	 knowledge	 influences	 the	 CBBE	 of	 the	 eco-brand	 Planet	 Nusa.		

	

H4a:	 Knowledge	 regarding	 Planet	Nusa’s	 eco-brand	 leads	 to	 positive	 customer-based	 brand	 equity	

	

The	hypothesis	is	to	measure	whether	priming	the	participant	with	a	positively	loaded	knowledge	

section,	 including	a	video	and	a	short	 text	(Appendix	1),	will	 influence	the	CBBE	towards	Planet	

Nusa	to	be	more	positive.	However,	questions	regarding	CBBE	were	only	presented	after	the	prim-

ing	section,	instead	of	both	before	and	after.	Thus,	the	hypothesis	is	not	measurable	and	can,	there-

fore,	be	criticized	heavily.	Nevertheless,	knowledge	is	proven	to	be	important	for	the	participants	

in	the	follow-up	interviews,	why	we	will	briefly	comment	on	the	influence	of	knowledge	on	CBBE,	

however,	future	research	must	investigate	this	connection	further.	All	interviewees	expressed	that	

they	knew	the	brand	prior	to	the	experiment,	but	not	necessarily	its	sustainable	DNA.	After	watch-

ing	the	video	in	the	experiment	interviewee	4	stated	that	“[...]	well	now	I	think	that	when	I	have	to	

buy	a	new	piece	of	activewear	I	should	consider	Planet	Nusa”	(Appendix	9,	24:20).	Hence,	as	she	prior	
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				Figure	18:	Regression	Analysis	for	involvement	and	information	search	in	H4	
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to	 the	priming	only	knew	the	brand	by	 its	products	and	not	 its	sustainable	profile.	Additionally,	

interviewee	2	expresses	 that	after	being	exposed	to	 the	knowledge	section	she	 is	more	eager	 to	

support	the	brand	due	to	the	sustainable	profile	(Appendix	7).	Furthermore,	the	interviews	illus-

trate	that	a	lack	of	knowledge	combined	with	a	lack	of	trust	in	the	apparel	industry	is	a	crucial	bar-

rier	for	completing	a	sustainable	purchase	(Appendix	6;	Appendix	7;	Appendix	8;	Appendix	9).	Trust	

will	be	discussed	later	in	the	thesis.		

5.1.9	ANALYZING	H4b	

H4b	aims	to	determine	whether	there	is	a	relationship	between	a	rising	consumer	trend	of	sustain-

able	behavior	and	a	positive	CBBE	towards	Planet	Nusa,	why	 the	statistical	 tool	of	 regression	 is	

applied.	Though,	two	separate	regression	analyses	are	performed,	as	the	independent	variable	of	a	

rising	consumer	trend	of	sustainable	behavior	 is	based	on	both	the	average	score	of	sustainable	

consumer	trends	and	attitude	towards	sustainability.	Therefore,	 two	null	hypotheses	are	formu-

lated	for	the	regression	analyses,	however,	brand	equity	constitutes	the	dependent	variable	in	both	

cases.	

	

H4b:	The	rising	consumer	trend	of	sustainable	behavior	leads	to	positive	customer-based	brand	equity	

for	Planet	Nusa	
	

H0:	b1trends	=	0	 H1:	b1trends	≠	0	

H0:	b1attitude	=	0	 H1:	b1attitude	≠	0	

	 	

	

	

	
	

Coefficients Standard	Error t	Stat P-value
Intercept 5.50 0.68 8.13 1.4E-10
Consumer	trends 0.09 0.13 0.70 0.48

Regression	Statistics
Multiple	R 0.10
R	Square 0.01
Adjusted	R	Square -0.01

Standard	Error 0.67
Observations 50

2

3

4

5

6

7

8

2 3 4 5 6 7 8

Av
er
ag
e	
sc
or
e	
on
	C
BB
E

Consumer	 trends

Figure	19:	Regression	Analysis	for	attitude	and	consumer	trends	in	H4b	
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						Figure	20:	Regression	Analysis	for	attitude	and	CBBE	in	H4b	

For	both	conducted	regression	analyses	it	is	relevant	that	the	b1	coefficients	exceed	0	in	order	for	

us	to	affirm	our	assumption	that	a	rising	consumer	trend	of	sustainable	behavior	will	lead	to	posi-

tive	CBBE	for	Planet	Nusa.	The	b1	coefficients	for	the	regression	analyses	are	equal	to	respectively	

0.09	and	0.10	(Figure	19	&	20),	hence,	both	b1	coefficients	are	>	0,	however,	they	are	considered	

low.	When	taking	the	R2	for	both	analyses	into	consideration,	they	are	both	equal	to	0.01	(Figure	19	

&	20),	which	expresses	that	solely	1%	of	the	increase	in	both	dependent	variables	are	due	to	the	

relation	to	a	positive	CBBE	towards	Planet	Nusa.	Lastly,	the	P-values	found	in	the	regression	anal-

yses	are	equal	to	0.48	and	0.55	(Figure	19	&	20)	and	thereby,	exceeds	the	level	of	significance	being	

0.05,	meaning	that	we	fail	to	reject	H0.		

5.1.10	ANALYZING	H5	

For	H5	we	seek	to	identify	whether	a	relationship	is	found	between	the	independent	variable	of	a	

positive	CBBE	towards	Planet	Nusa	and	the	dependent	variable	of	positive	self-efficacy,	and	there-

fore,	a	regression	analysis	is	performed.	

	

H5:	Consumers	who	ascribe	Planet	Nusa	with	positive	customer-based	brand	equity	hold	positive	self-

efficacy		

	

H0:	b1CBBE	=	0	 	 H1:	b1CBBE	≠	0	

	

	

	

Coefficients Standard	Error t	Stat P-value
Intercept 5.29 1.14 4.65 2.7E-05
Attitude	towards	sustainability 0.10 0.17 0.60 0.55

Regression	Statistics
Multiple	R 0.09
R	Square 0.01
Adjusted	R	Square -0.01
Standard	Error 0.67
Observations 50
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Yet	again,	the	b1	coefficient	is	>	0,	as	it	is	equal	to	0.32	(Figure	21),	leading	to	an	alignment	with	our	

assumption	of	a	positive	relationship	between	self-efficacy	and	CBBE.	Hence,	the	predicted	change	

is	that	self-efficacy	increases	by	0.32	when	CBBE	increases	with	one	unit.	However,	the	R2	is	equal	

to	0.05	(Figure	21),	meaning	that	solely	5%	of	 the	 increase	 in	positive	self-efficacy	 is	due	to	 the	

increase	 in	CBBE.	Hence,	 the	connection	between	ascribing	Planet	Nusa	with	positive	CBBE	and	

having	positive	self-efficacy,	is	said	to	only	explain	a	minimal	variability	of	the	response	data	around	

the	linear	regression	line,	meaning	a	low	predictive	power	of	the	model.	Lastly,	the	P-value	is	equal	

to	0.12	(Figure	21),	which	means	that	we	fail	to	reject	H0	as	the	P-value	is	>	0.05.	

5.1.11	ANALYZING	H6	

H6	seeks	to	find	a	relationship	between	the	independent	variable	of	perceiving	sustainability	as	an	

important	factor	for	activewear	and	the	dependent	variable	of	choosing	eco-branded	activewear,	

why	a	regression	analysis	is	performed.	The	dependent	variable	is	based	on	the	question	of	whether	

the	participants	prefer	to	buy	eco-branded	activewear	rather	than	non-eco-branded	activewear	to	

which	they	were	able	to	answer	‘Yes’,	‘No’,	or	‘I	do	not	know’.	Therefore,	a	re-coding	of	the	depend-

ent	variable	is	necessary	to	convert	the	data	from	being	categorical	to	being	numerical	value.	As	the	

hypothesis	states	that	consumers	who	place	more	importance	on	sustainability	as	an	attribute	to	

activewear	 choose	 eco-branded	 activewear,	 the	 highest	

numerical	value	is	allocated	to	the	 ‘Yes’	option	(Table	7).	

With	both	the	dependent	and	independent	variables	being	

numerical,	 it	 is	 possible	 to	perform	 the	desired	 regres-

sion	analysis.		
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Table	7:	Re-coding	of	dependent	values	
in	H6 

Coefficients Standard	Error t	Stat P-value
Intercept 3.22 1.21 2.65 0.01
Brand	equity 0.32 0.20 1.61 0.12

Figure	21:	Regression	Analysis	for	CBBE	and	self-efficacy	in	H5 
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H6:	 Consumers	 who	 perceive	 sustainability	 as	 an	 important	 attribute	 for	 activewear	 choose	 eco-

branded	activewear	
	

H0:	b1importance	=	0		 	 H1:	b1importance	≠	0	

		

	
						Figure	22:	Regression	Analysis	for	involvement	and	choice	in	H6	

	

Yet	again,	 the	b1	coefficient	0.25	>	0	 (Figure	22),	which	 fits	with	our	assumption	of	greater	 im-

portance	placed	on	sustainability	as	an	activewear	attribute,	leads	to	the	choice	of	eco-branded	ac-

tivewear.	Though,	R2	being	equal	to	0.08	(Figure	22),	means	that	the	model	solely	explains	8%	of	

the	increase	in	the	choice	of	eco-branded	activewear	as	being	caused	by	the	importance	placed	on	

the	sustainability	attribute.	However,	the	P-value	is	equal	to	0.04	(Figure	22),	meaning	that	H0	can	

be	rejected	at	a	0.05	level	of	significance.		

5.1.12	ANALYZING	H6a	

To	test	H6a	linear	regression	is	performed	as	we	seek	to	identify	if	there	is	a	relationship	between	a	

positive	attitude	towards	sustainability	and	choosing	eco-branded	activewear.	The	dependent	var-

iable	of	brand	choice	is	constituted	of	the	choice	between	Planet	Nusa	(eco-branded)	and	Nike	(non-

eco-branded)	in	three	respective	categories:	top,	long-sleeved	blouse,	and	leggings.	Therefore,	a	re-

gression	analysis	is	performed	for	brand	choice	within	each	product	category.		

	

H6a:	Consumers	who	have	a	positive	attitude	towards	sustainability	choose	eco-branded	activewear		

	

H0:	b1positive	attitude	=	0		 	 H1:	b1positive	attitude	≠	0	

	

Coefficients Standard	Error t	Stat P-value
Intercept 1.17 0.64 1.83 0.07
Importance	placed	on	sustainability0.25 0.12 2.10 0.04
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The	independent	variable	of	attitude	for	sustainability	is	the	same	for	all	three	regression	analyses	

why	the	same	null	hypothesis	is	applicable	for	all	three	tests.	However,	it	is	necessary	to	re-code	

the	dependent	variable,	brand	choice,	from	being	

a	categorical	variable	to	a	numerical	variable	(Ta-

ble	8).	As	 the	hypothesis	 states	 that	 consumers	

who	have	a	positive	attitude	towards	sustainabil-

ity,	 choose	eco-branded	activewear,	 the	highest	

numerical	value	 is	allocated	 to	 the	eco-branded	

option,	Planet	Nusa.		

	

Now,	numerical	values	represent	the	dependent	variable,	which	enables	us	to	perform	the	three	

regression	analyses.	Despite	the	hypothesis	being	tested	by	performing	three	regressions,	we	will	

make	a	combined	analysis	of	the	three	regression	statistics.	

	

	

	

	

	

	

	

	

	

	

	

	

	

	 	

											Figure	23.2:	Regression	Analysis	for	attitude	and	choice	for	long-sleeved	blouse	in	H6a	

Product Brand	choice Numerical	value

Top																										
Long-sleeved																						

Leggings
Nike 1

Top																										
Long-sleeved																							

Leggings
Planet	Nusa 2

Table	8:	Re-coding	of	dependent	values	in	H6a	
 

Regression	Statistics
Multiple	R 0.15
R	Square 0.02
Adjusted	R	Square 0.002
Standard	Error 0.35
Observations 50
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Coefficients Standard	Error t	Stat P-value
Intercept 1.23 0.60 2.07 0.04
Average	attitude	score 0.09 0.09 1.06 0.30

Figure	23.1:	Regression	Analysis	for	attitude	and	choice	for	top	in	H6a 

Regression	Statistics
Multiple	R 0.04
R	Square 0.002
Adjusted	R	Square -0.02
Standard	Error 0.39
Observations 50

Coefficients Standard	Error t	Stat P-value
Intercept 1.62 0.67 2.42 0.02
Average	attitude	score 0.03 0.10 0.30 0.76
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Figure	23.3:	Regression	Analysis	for	attitude	and	choice	for	leggings	in	H6a	

	

The	assumption	that	the	choice	of	eco-branded	activewear	is	made	to	a	greater	degree	when	the	

attitude	towards	sustainability	increases,	is	to	some	extent	aligned	with	the	b1	coefficients	being	>	

0,	as	the	b1	coefficients	are	equal	to	respectively	0.09	(top),	0.03	(blouse)	and	0.13	(leggings)	(Fig-

ure	23.1,	23.2	&	23.3).	However,	the	predicted	change	is	that	brand	choice	solely	increases	with	a	

cross-category	average	of	0.08	when	the	attitude	towards	sustainability	increases	with	1.	Addition-

ally,	the	P-value	for	all	three	regression	analyses	exceeds	the	5%	level	of	significance,	i.e.	0.3	(top),	

0.76	(blouse),	0.27	(leggings)	(Figure	23.1,	23.2	&	23.3),	why	we	fail	to	reject	H0	in	all	three	cases.	

In	continuation	hereof,	the	R2	values	are	equal	to	respectively	0.02	(top),	0.002	(blouse),	and	0.03	

(leggings)	(Figure	23.1,	23.2	&	23.3),	which	cross-categorically	creates	a	remarkably	low	R2	average	

equal	to	0.02.	This	means	that	the	model	has	minimal	power	to	explain	the	relation	between	brand	

choice	and	attitude	towards	sustainability.	

5.1.13	ANALYZING	H6b	

The	following	hypothesis,	H6b,	is	tested	by	performing	linear	regression	to	determine	if	a	relation	is	

found	between	predominantly	self-transcendent	values	and	how	likely	the	consumer	is	to	choose	

eco-branded	activewear.	The	prerequisites	from	H6a	are	valid	for	H6b	as	well,	meaning	that	the	de-

pendent	variable	of	brand	choice	is	based	on	the	brand	choice	of	either	Nike	or	Planet	Nusa	within	

the	respective	product	categories:	top,	blouse,	and	leggings,	why,	alike	H6a,	three	regression	anal-

yses	are	performed.	The	re-coding	described	in	Table	8	is	applied	for	H6b	as	well.	Furthermore,	the	

independent	variable	is	the	same	for	the	three	regression	analyses,	why	the	null	hypothesis	is	the	

same	for	all	three	cases.	As	in	H6a,	the	three	regression	analyses	for	H6b	will	not	be	analyzed	sepa-

rately,	but	are	presented	as	a	combined	analysis	of	the	three	regression	statistics’	data.	
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Coefficients Standard	Error t	Stat P-value
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H6b:	Consumers	who	have	predominantly	self-transcendent	values	choose	eco-branded	activewear	
	

H0:	b1self-transcendent	=	0		 	 H1:	b1self-transcendent	≠	0	

	

	

	

	

	

	 	

	

													 	

	

	

			 	

	
Figure	24.2:	Regression	Analysis	for	self-transcendent	values	and	choice	for	long-sleeved	in	H6b	

	

		 	

	
Figure	24.3:	Regression	Analysis	for	self-transcendent	values	and	choice	for	leggings	in	H6b	

	

Regression	Statistics
Multiple	R 0.06
R	Square 0.004
Adjusted	R	Square -0.02
Standard	Error 0.39
Observations 50

Coefficients Standard	Error t	Stat P-value
Intercept 1.49 0.75 1.99 0.05
Self-transcendent	values 0.05 0.12 0.44 0.66

Regression	Statistics
Multiple	R 0.06
R	Square 0.004
Adjusted	R	Square -0.02
Standard	Error 0.47
Observations 50
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Coefficients Standard	Error t	Stat P-value
Intercept 1.30 0.89 1.46 0.15
Self-transcendent	values 0.06 0.14 0.45 0.66
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Regression	Statistics
Multiple	R 0.03
R	Square 0.001
Adjusted	R	Square -0.02
Standard	Error 0.35
Observations 50

Coefficients Standard	Error t	Stat P-value
Intercept 1.70 0.68 2.52 0.02
Self-transcendent	values 0.03 0.11 0.23 0.82

Figure	24.1:	Regression	Analysis	for	self-transcendent	values	and	choice	for	top	in	H6b	



	 90	

When	 looking	at	 the	 three	regressions,	we	 find	the	data	not	being	 in	 favor	of	H6b.	Firstly,	 the	P-

values	for	the	regressions	are	equal	to	respectively	0.82	for	the	top,	and	0.66	for	both	the	blouse	

and	leggings	(Figure	24.1,	24.2,	&	24.3).	Hence,	all	three	P-values	exceed	the	5%	significance	level,	

meaning	that	we	fail	to	reject	H0	for	all	three	regressions.	Secondly,	the	b1	coefficients	are	positive,	

yet	 considered	 low,	 i.e.	 0.02	 (top),	 0.05	 (blouse),	 and	 0.6	 (leggings)	 (Figure	 24.1,	 24.2,	 &	 24.3).	

Lastly,	the	R2	values	in	all	three	cases	are	remarkably,	very	low,	as	R2	is	equal	to	0.001	for	the	top	

and	0.004	for	both	the	blouse	and	leggings	(Figure	24.1,	24.2,	&	24.3).	Hence,	on	average	for	the	

three	regressions,	self-transcendent	values	are	found	to	solely	have	a	0.3%	effect	on	brand	choice,	

why	the	model	is	considered	to	have	no	explanatory	power.	Conclusively,	it	can	be	stated	that	only	

a	minimal,	 close	 to	 no,	 linear	 relationship	 can	 be	 proven	 between	 self-transcendent	 values	 and	

brand	choice.	

5.1.14	ANALYZING	H7	

H7	tests	if	a	relationship	exists	between	the	consumers’	level	of	involvement	in	activewear	and	how	

willing	they	are	to	buy	the	eco-branded	option	in	contrast	to	the	non-eco-branded	option.	To	inves-

tigate	this	relationship	a	regression	analysis	is	conducted.	

	

H7:	Consumers	who	place	high	importance	on	activewear	are	more	willing	to	buy	eco-branded	active-

wear	

	

H0:	b1highimportance	=	0		 	 H1:	b1highimportance	≠	0	

			 	

	
Figure	25:	Regression	Analysis	for	involvement	and	WTB	in	H7	

In	this	regression,	we	are	interested	in	whether	the	b1	coefficient	is	positive	to	state	that	higher	

importance	 positively	 influences	 the	 participants’	willingness	 to	 choose	 eco-labeled	 activewear.	

Figure	 25	 illustrates	 a	 positive	 b1	 coefficient	 of	 0.41,	 indicating	 that	 the	 higher	 importance	 the	
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higher	willingness	to	buy	eco-branded	activewear.	However,	the	R2	equals	0.02	(Figure	25),	mean-

ing	the	relationship	is	only	explained	in	2%	of	the	sample.	Lastly,	the	P-value	equals	0.29	(Figure	

25),	thus,	higher	than	the	5%	level	of	significance	resulting	in	H0	failing	to	be	rejected.	

5.1.15	ANALYZING	H7a	

In	 regard	 to	H7a,	 the	hypothesis	 seeks	 to	explore	 if	 there	exists	a	 relationship	between	 the	con-

sumer’s	level	of	involvement	in	activewear	and	what	they	are	willing	to	pay	for	eco-branded	active-

wear.	The	hypothesis	explores	WTP	in	three	levels:	1)	comparing	statements	of	WTP	in	System	1	

and	System	2,	2)	differences	between	WTP	for	Nike	and	Planet	Nusa	products,	and	3)	whether	the	

participant	wants	to	pay	a	fixed	price	(699	DKK)	for	the	long-sleeved	blouse	from	Planet	Nusa	(Ap-

pendix	3).	All	three	steps	will	be	tested	in	relation	to	involvement.	

	

H7a:	Consumers	who	place	high	importance	on	activewear	have	a	higher	willingness	to	pay	for	eco-

branded	activewear		

	

H0:	b1highimportance	=	0		 	 H1:	b1highimportance	≠	0	

	

To	explore	involvement	in	regard	to	WTP	in	System	1	and	2	a	regression	analysis	is	conducted	to	

compare	the	two	systems.		

		 	

	
Figure	26.1:	Regression	Analysis	for	involvement	and	WTP	S1	in	H7a	

	

Figure	26.1	shows	that	within	System	1	the	b1	coefficient	is	equaling	-0,62.	The	assumption	that	

WTP	in	System	1	is	greater	when	the	importance	placed	on	sustainability	increases	is,	therefore,	

not	supported.	Furthermore,	R2	is	equal	to	0.04	(Figure	26.1),	why	the	relationship	has	limited	ex-

planatory	power,	as	involvement	is	found	to	only	have	a	4%	effect	on	WTP	in	System	1.	Additionally,	
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the	P-value	is	high,	as	it	is	equal	to	0.19	(Figure	26.1),	hence,	greater	than	the	5%	level	of	signifi-

cance	why	we	fail	to	reject	H0.		

		 	

	
Figure	26.2:	Regression	Analysis	for	involvement	and	WTP	S2	in	H7a	

	

Similar	to	the	previous	regression	analysis	concerning	involvement	and	WTP	for	System	1,	R2	in	

this	regression	analysis	is	considered	low,	as	it	is	equal	to	0.02	(Figure	26.2).	Therefore,	involve-

ment,	yet	again,	 is	 found	to	only	have	minimal	effect,	however,	 in	this	case	on	WTP	in	System	2.	

Opposing	to	the	regression	analysis	for	involvement	and	System	1,	the	b1	coefficient	for	this	regres-

sion	analysis	is	positive,	equaling	0.39	(Figure	26.2).	Hence,	the	predicted	change	is	that	when	im-

portance	placed	on	sustainability	increases	with	1,	WTP	for	System	2	increases	by	0.39.	Lastly,	just	

as	for	System	1,	the	P-value	exceeds	0.05,	as	it	equals	0.27	(Figure	26.2),	which	supports	that	we	

fail	to	reject	H0.	Therefore,	 it	 is	rejected	that	the	level	of	 involvement	on	activewear	influences	a	

higher	WTP	for	eco-branded	activewear	within	both	System	1	and	System	2.	

	

In	the	second	step,	the	relationship	between	involvement	and	WTP	is	likewise	tested	with	a	re-

gression	analysis.		

	 	

	 	
Figure	26.3:	Regression	Analysis	for	involvement	and	difference	in	WTP	in	H7a	
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Here,	the	consumers'	difference	in	WTP	for	the	two	brands	is	investigated,	however,	the	graph	il-

lustrates	relatively	well	that	WTP	is	not	dependent	on	the	level	of	involvement	(Figure	26.3).	Addi-

tionally,	three	outliers	are	identified	(Figure	26.3),	which	can	influence	the	data,	and	support	the	

need	for	a	larger	sample	size.	Looking	at	the	P-value	equal	to	0.75,	(Figure	26.3)	it	is	clear	that	we	

fail	to	reject	H0.	The	R2	value	is,	furthermore,	very	low,	equaling	0.002	(Figure	26.3),	making	the	

independent	variable	only	0.2%	caused	by	the	dependent	variable.		

	

The	last	step	is	also	tested	by	a	regression	analysis	to	explore	a	potential	connection	between	in-

volvement	and	if	the	participants	are	willing	to	pay	a	fixed	price	(699	DKK)	for	the	Planet	Nusa	item.		

	

			 	

	
Figure	26.4:	Regression	Analysis	for	involvement	and	WTP	for	Planet	Nusa	in	H7a	

	

Once	again,	the	P-value	exceeds	the	5%	level	of	significance,	as	it	is	equal	to	0.98	(Figure	26.4),	why	

we	fail	to	reject	H0.	The	R2	value	is	equal	to	0.00001	(Figure	26.4)	and,	therefore,	considered	ex-

tremely	low,	which	can	furthermore	be	identified	in	the	graph	(Figure	26.4).	Additionally,	the	b1	

coefficient	is	only	0.01	(Figure	26.4)	making	the	linear	relationship	rather	vague.		

	

Conclusively,	H0	fails	to	be	rejected	for	all	three	regression	analyses	performed	to	test	H7a.	Hence,	a	

relation	is	not	found	between	consumers	involvement	in	activewear	and	WTP	for	eco-branded	ac-

tivewear	for	neither	of	the	three	steps:	1)	WTP	in	System	1	and	System	2,	2)	the	difference	in	WTP	

for	the	eco-branded	and	non-eco-branded	activewear,	and	3)	the	WTP	for	a	fixed	price	for	a	Planet	

Nusa	item.		
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5.1.16	ADDITIONAL	ANALYSIS		

The	eye-tracking	data	illustrates	an	interesting	finding	between	attention	and	choice	of	products.	

When	looking	at	the	data	from	the	first	time	the	stimuli	of	the	different	products	are	shown,	hence	

System	1	part	of	the	study,	all	fixation	times	are	longer	on	Planet	Nusa	products,	which	is	likewise	

the	case	when	the	stimuli	is	shown	in	regard	to	the	System	2	part	(Table	9).	

			
	

Additionally,	the	average	TTFF	is	shortest	for	all	Planet	Nusa’s	products	meaning	that	the	partici-

pants	first	look	at	the	eco-brand	(Table	9).	This	could	be	an	indication	of	the	participants	paying	

more	attention	towards	Planet	Nusa	as	this	may	be	perceived	as	a	novel	brand,	while	Nike	is	more	

commonly	known.	Furthermore,	our	photoshopped	sustainable	logo	constitutes	a	novel	stimulus,	

why	attention	hereto	potentially	is	drawn	as	a	result	of	the	novelty	effect.	However,	when	compar-

ing	the	greater	attention	towards	Planet	Nusa	with	the	product	choice	within	System	1	and	System	

2,	it	is	clear	that	Planet	Nusa	is	the	most	commonly	chosen	brand	(Table	10).	For	each	product	type,	

Planet	Nusa	has	 the	highest	 choice	 rate	which	only	 increases	after	priming	 the	participant	with	

knowledge	about	Planet	Nusa’s	eco-

brand.	For	instance,	the	Planet	Nusa	

top	 is	chosen	30	out	of	50	times	 in	

System	1	and	43	out	of	50	in	System	

2.	 (Table	 10).	 Therefore,	 we	 argue	

that	 there	 is	 a	 connection	between	

the	more	attention	paid	on	the	eco-

brand	and	the	choice	hereof.	Hence,	

this	is	in	line	with	Pieters	and	War-

lop’s	(1999)	findings	that	product	

choice	 often	 is	 based	on	 a	 longer	

fixation	time.		

Table	10:	Eye-tracking	data	product	choice	
 

System	1
Product Planet	Nusa Nike

TTFF Top 3.3	sec. 3.9	sec.
Time	Spent Top 0.7	sec. 0.5	sec.
TTFF Blouse 3.9	sec. 4.2	sec.
Time	Spent Blouse 0.7	sec. 0.5	sec.
TTFF Leggings 3.6	sec. 3.9	sec.
Time	Spent Leggings 0.6	sec. 0.5	sec.

Table	9:	Eye-tracking	data	in	System	1	and	System	2	
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5.2	DATA	FINDINGS	

A	summary	of	the	findings	from	the	data	analyses	in	section	5.1	is	illustrated	in	Table	11.	

Hypothesis	 Findings	

H1	 Fail	to	reject	H0	/	Reject	H1	for	WTP	
Reject	H0	/	Fail	to	reject	H1	for	WTB	

H2	 Based	on	the	comparison	of	descriptive	statistics,	a	positive	attitude	towards	
sustainability	is	assumed	to	lead	to	a	longer	total	fixation	time	on	eco-branded	
activewear,	why	we	can	assume	that	we	fail	to	reject	H2	to	some	extent.	

H2a	 Fail	to	reject	H0	/	Reject	H2a	

H2b	 Based	on	the	comparison	of	descriptive	statistics,	we	cannot	make	assumptions	
as	to	whether	we	can	reject	or	fail	to	reject	H2b,	due	to	limited	data.	

H2c	 Based	on	the	comparison	of	descriptive	statistics,	a	positive	attitude	towards	
sustainability	is	assumed	to	lead	to	the	first	fixation	being	on	eco-branded	ac-
tivewear,	why	we	to	some	extent	can	assume	that	we	fail	to	reject	H2c.	

H3	 Reject	H0	/	Fail	to	reject	H3	

H4	 Due	to	limited	data,	the	hypothesis	cannot	be	statistically	tested.	Based	on	state-
ments	from	follow-up	interviews	it	is	found	that	insufficient	knowledge	and	lack	
of	trust	can	lead	to	a	negative	CBBE	towards	Planet	Nusa.	

H4a	 Fail	to	reject	H0	/	Reject	H1	for	WTB	

H4b	 Fail	to	reject	H0	/	Reject	H4b	for	trends	
Fail	to	reject	H0	/	Reject	H4b	for	attitude	

H5	 Fail	to	reject	H0	/	Reject	H5	

H6	 Reject	H0	/	Fail	to	reject	H6	

H6a	 Reject	H0	/	Fail	to	reject	H6a	for	all	three	product	categories	

H6b	 Reject	H0	/	Fail	to	reject	H6a	for	all	three	product	categories	

H7	 Reject	H0	/	Fail	to	reject	H7	

H7a	 Fail	to	reject	H0	/	Reject	H7a	when	comparing	statements	of	WTP	in	System	1	and	
System	2.	
Fail	to	reject	H0	/	Reject	H7a	when	looking	at	differences	between	WTP	for	Nike	
and	Planet	Nusa	products.	
Fail	to	reject	H0	/	Reject	H7a	when	looking	at	whether	the	participant	wants	to	
pay	a	fixed	price.	

Table	11:	Findings	
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6.	DISCUSSION		

This	section	will	firstly	discuss	and	critically	reflect	on	the	thesis	research	design	by	re-evaluating	

the	validity	and	reliability.	Secondly,	our	constructed	Model	of	Sustainable	Purchase	Intention	(Fig-

ure	4)	 and	 the	hypotheses	will	 be	discussed	 in	 regard	 to	both	 the	primary	and	 secondary	data.	

Lastly,	the	research	question	will	be	discussed	in	relation	to	the	data	to	increase	the	understanding	

of	eco-brands	influence	on	the	attitude-behavior	gap.	

6.1	DISCUSSION	OF	RESEARCH	DESIGN	

To	evaluate	the	quality	of	our	research,	it	is	of	utmost	importance	to	critically	discuss	the	quality	of	

the	collected	quantitative	and	qualitative	data,	as	mentioned	 in	section	4.6.	This	 is	 important,	 in	

order	to	discuss	the	validity	and	reliability	of	the	data	collection	process,	and	the	effect	hereof	on	

the	data	findings.	

6.1.1	SENSITIVITY	OF	THE	SUBJECT	AREA	

Within	both	qualitative	and	quantitative	methods,	the	sensitivity	of	the	subject	is	relevant	to	con-

sider,	as	the	sensitivity	of	the	subject	area	ultimately	can	influence	the	participant’s	willingness	to	

share	information.	(Saunders	et	al.,	2016).		

First	and	foremost,	we	consider	sustainability	a	somewhat	sensitive	subject,	because	sus-

tainable	consumption	is	an	increasing	trend	in	society,	as	described	in	section	1.2.1.	Therefore,	the	

participants	may	feel	obligated	to	 follow	or	at	 least	express	positivity	towards	the	sustainability	

trend.	This	assumption	is	supported	in	the	experiment	where	the	participants	were	asked	to	which	

degree	they	feel	morally	obligated	to	purchase	eco-labeled	activewear,	of	which	the	average	score	

was	5.06	out	of	7	(Appendix	5).	 In	continuation	hereof,	 the	 interviewees	 from	all	 four	 follow-up	

interviews	express	that	they,	to	some	degree,	are	affected	by	others	when	making	purchase	deci-

sions	of	activewear	(Appendix	6;	Appendix	7;	Appendix	8;	Appendix	9).	Therefore,	we	are	aware	

that	the	participants,	 in	both	the	experiment	and	the	follow-up	interviews,	may	feel	morally	and	

socially	obligated	to	take	a	positive	stand	towards	sustainability	and	eco-branded	activewear.	

	 Secondly,	the	participants	in	the	experiment	were	informed	that	their	responses	are	pro-

cessed	and	used	anonymously.	However,	the	fact	that	the	online	eye-tracker	requires	the	use	of	the	

participant’s	webcam	led	to	a	barrier	for	some	participants.	We	experienced	that	several	of	the	par-

ticipants	contacted	us	prior	to	commencing	the	study	and	asked	whether	or	not	we	were	able	to	see	
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their	faces.	The	sensitivity	of	the	research	area	may	have	been	affected	by	some	participants	an-

swering	more	in	favor	of	what	they	think	is	expected	of	them,	rather	than	their	actual	opinion	due	

to	the	experiment	being	video-recorded.		

	 Therefore,	 the	sensitivity	of	 the	subject	area,	 combined	with	 issues	 regarding	anonymity	

increases	both	the	risk	of	participant	error	and	participant	bias,	which	decreases	the	overall	relia-

bility	of	 the	 study.	 Furthermore,	 the	 sensitivity	of	 the	 research	area,	 combined	with	 the	 experi-

mental	context	is	proven	to	have	an	effect	on	the	participants’	answers,	due	to	the	mentioned	moral	

and	social	obligation	to	provide	the	“right	answers”.	This	confirms	our	assumption,	from	section	

4.6.1.2,	that	the	ecological	validity	of	the	study	is	decreased	due	to	an	unnatural	experimental	situ-

ation.	(Saunders	et	al.,	2016).	 

6.1.2	TECHNICAL	CHALLENGES	

In	section	4.6	we	expressed	concern	about	how	the	use	of	the	online	eye-tracker	for	the	experiment	

may	affect	both	the	reliability	and	validity	of	the	research.	Unfortunately,	our	concerns	are	proven	

to	be	true.	Firstly,	several	of	the	participants	contacted	us	due	to	them	experiencing	technical	diffi-

culties	with	the	online	eye-tracker,	of	which	some	ended	up	unable	to	participate	in	the	experiment.	

Secondly,	the	extracted	eye-tracking	data	turned	out	to	be	highly	insufficient,	due	to	a	lack	of	de-

tected	data	and	varying	ratios	of	data	sets	for	each	stimulus.	The	reliability	and	the	validity	of	the	

study	are,	therefore,	proven	to	decrease	due	to	the	technical	issues	of	using	the	online	eye-tracker	

in	its	testing	phase.	As	a	consequence,	the	data	from	the	eye-tracking	part	of	the	experiment	is	found	

to	lack	both	consistency,	credibility,	and	generalizability.	

6.1.3	A	COMPROMISED	STUDY		

As	mentioned	in	section	5.1,	the	sample	size	of	the	data	retrieved	from	Qualtrics	was	50,	while	the	

sample	sizes	of	the	data	retrieved	from	iMotions	have	varying	ratios,	though	not	exceeding	50	at	

any	point.	We	consider	the	sample	sizes	from	all	the	data	sets	as	relatively	small.	This	leads	to	the	

study	 being	 relatively	 compromised	 as	 we	 draw	 upon	 the	 findings	 from	 the	 experiment,	 even	

though	we	are	aware	that	the	sample	sizes	are	vague.	The	external	reliability	of	the	study	is	consid-

ered	decreased	as	we	cannot	replicate	the	results	if	we	were	to	perform	the	exact	same	study	once	

again.	Additionally,	both	the	internal	and	external	validity	is	decreased	as	the	precision	of	the	study	

is	questioned	due	to	the	varying	sample	sizes,	which	furthermore	leads	to	the	possibility	of	gener-

alization	being	compromised.		
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6.2	 DISCUSSION	 OF	 MODEL	 FOR	 SUSTAINABLE	 PURCHASE	 INTEN-

TION	

This	section	will	elaborate	on	the	connections	within	the	Model	for	Sustainable	Purchase	Intention	

(Figure	4).	Firstly,	the	variable	of	motivation	will	be	discussed	as	this	is	connected	to	both	System	

1	and	2	processes.	Secondly,	 the	connections	within	 the	models	System	1	processes	will	be	dis-

cussed,	which	lastly	will	be	followed	by	a	discussion	of	the	System	2	processes	in	the	model.	

	

	
Figure	4:	Newly	developed	Model	for	Sustainable	Purchase	Intention	

6.2.1	MOTIVATION	&	PURCHASE	INTENTION	

Motivation	for	sustainable	behavior	is	illustrated	in	the	framework	(Figure	4)	to	have	both	indirect	

and	direct	influence	on	purchase	intention.	The	concept	of	motivation	is	to	be	discussed	in	relation	

to	both	System	1	and	2	processes.		

	

Involvement	is	divided	into	high	or	low	involvement	which	influences	the	decision-making	process	

heavily	(Szmigin	&	Piacentini,	2015).	If	a	consumer	has	high	involvement	for,	in	our	case	activewear,	

the	 consumer	 uses	 issue-relevant	 thinking	 information	 search	which	 is	 processed	 by	 System	2.	

However,	if	the	consumer	holds	low	motivation,	the	intuition	drives	the	decision,	which	reflects	on	
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System	1.	(ibid.;	Cacioppo	et	al.,	1986;	Kahneman,	2011).	The	follow-up	interviews	illustrate	that	

the	Young	Nordic	Female	segment	holds	different	levels	of	motivation.	An	example	hereof	is	inter-

viewee	4	who	states,	“I	am	very	spontaneous	[...]	if	I	stumble	upon	something,	then	I	buy	it“	(Appendix	

9,	3:42).	This	is	in	contrast	to	interviewee	1,	stating	that	“I	am	very	considerate	concerning	what	I	

buy;	for	instance,	I	have	had	it	on	my	Boozt.com	wish	list	for	a	month”	(Appendix	6,	4:10).	The	two	

statements	 display	how	different	 consumers	 act	 regarding	 their	 involvement	 and	which	mental	

processes	they	use	when	making	the	decision	of	buying	activewear.	The	self-reports	did	likewise	

illustrate	a	somewhat	different	level	of	involvement	in	activewear	for	the	participants	(Appendix	

5).	However,	from	an	academic	point	of	view,	apparel	is	commonly	considered	a	high	involvement	

product	due	to	its	symbolic	meaning	and	psychological	satisfaction	(Radder	&	Huang,	2008).	Solo-

mon	et	al.	(2016)	additionally	state	that	apparel	is	considered	a	high	involvement	product	as	it	con-

nects	to	the	consumer’s	self-esteem.	Hence,	the	different	levels	of	involvement	found	in	our	study	

do	not	align	with	the	academic	findings,	which	is	why	it	is	relevant	to	consider	how	the	participant’s	

approach	to	the	experiment	was,	i.e.	with	a	more	or	less	positive	mindset	(Saunders	et	al.,	2016).		

As	mentioned	in	section	2.4.2.1,	values	are	rooted	deeply	in	the	individual	(Szmigin	&	Pia-

centini,	2015),	why	we	argue	that	values,	through	internalization,	exist	in	System	1	and	2.	However,	

this	 study	 solely	 focuses	on	 self-transcendent	versus	 self-enhancement	values,	where	 the	active	

mind	needs	to	participate	to	reflect	on	the	bipolar	values	(Evans,	2008;	Kahneman,	2011).	In	regard	

to	this,	all	interviewees	in	the	follow-up	interviews	state	that	they	find	the	question	regarding	val-

ues	challenging	and	they	needed	time	to	think	and	reflect	before	answering	(Appendix	6;	Appendix	

7;	Appendix	8;	Appendix	9).	This	can	be	interpreted	as	the	reasoning	System	2	overruling	System	1	

to	access	complex	interpretation	of	values.	

In	relation	to	attitude,	as	with	values,	it	can	be	argued	to	exist	within	System	1	and	2	in	terms	

of	the	complexity.	However,	attitude	is	to	be	discussed	in	relation	to	the	perspective	of	cognitive	

dissonance,	which	occurs	when	attitude	and	behavior	do	not	align	(Solomon	et	al.,	2016).	Solomon	

et	al.	(2016)	state	that	cognitive	dissonance	appears	when	“[...]	two	cognitive	elements	are	incon-

sistent”	(ibid.,	p.	294),	such	as	attitude	and	behavior.	For	example,	interviewee	1	states	that	she	has	

a	positive	attitude	towards	sustainability,	but	buys	Nike	activewear	(Appendix	6).	Hence,	cognitive	

dissonance	can	arise,	causing	a	state	of	tension.	The	collected	primary	data	illustrate	an	overall	pos-

itive	attitude	for	acting	sustainably,	however,	some	interviewees	still	choose	non-sustainable	prod-

ucts	(Appendix	5;	Appendix	6;	Appendix	9).	This	indicates	that	a	paradox	between	attitude	and	be-

havior	 is	present	and	potentially	 causing	 inconsistency.	 Such	 tension	 can	be	 resolved	by	 coping	

mechanisms	where	the	consumer	changes,	adds	or	eliminates	cognitive	elements.	Moreover,	it	can	
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lead	to	diffusion	of	responsibility,	either	expressed	by	distributing	the	responsibility	to	the	market,	

a	generation,	or	a	group	of	individuals.	(Solomon	et	al.,	2016).	When	exploring	diffusion	of	respon-

sibility	in	our	follow-up	interviews,	the	interviewees	focus	heavily	on	brands,	of	which	Nike	is	men-

tioned	specifically	in	two	of	the	interviews	(Appendix	6;	Appendix	8).	Therefore,	we	argue	that	dif-

fusion	of	responsibility	exists	to	some	extent	as	a	potential	coping	mechanism	for	dissonance.		

6.2.1.1	MOTIVATION	FORMING	INTENTION	

Regarding	Thøgersen’s	(2010)	direct	linkage	between	motivation	forming	the	purchase	intention,	

the	hypotheses	of	H6,	H6a,	H6b,	H7,	and	H7a	seek	to	explore	this	connection.	However,	besides	H6,	all	

the	hypotheses	are	rejected.	This	indicates	that	motivation	itself	is	not	enough	for	the	consumer	to	

choose	the	sustainable	option,	which	supports	Thøgersen’s	(2010)	notion	of	opportunity	and	ability	

to	aid	the	intention	to	transform	to	a	behavior.	This	leads	back	to	the	critique	point	of	Ajzen’s	(1991)	

TPB,	namely	that	humans	are	complex	why	we	cannot	state	that	intention	equals	behavior.	Thus,	

the	human	mind	 is	 too	complex	to	potentially	state	a	direct	connection	between	motivation	and	

purchase	intention.	Additionally,	in	H7	and	H7a	it	is	not	found	that	consumers	with	high	involvement	

for	activewear	choose	the	eco-brand	significantly	more	or	are	willing	to	pay	a	higher	price	for	such	

products	(Appendix	5).	Yet	again,	in	H6,	H6a,	H6b,	the	sample	group	expressed	an	overall	positive	

attitude	for	sustainability,	thus	motivation,	which	can	explain	why	a	significant	connection	between	

attitude	and	the	choice	of	the	eco-brand	activewear	is	not	found.	There	is	simply	a	need	for	a	larger	

sample	size	to	examine	motivation	in	regard	to	purchase	intention.		

6.2.2	SYSTEM	1	PROCESSES:	MOTIVATION	&	PRESENT	ON	THE	MARKET	

We	argue	that	the	connection	between	motivation	and	present	on	the	market	is	influenced	by	visual	

attention,	which	is	illustrated	in	the	testing	of	H2,	H2a,	H2b,	and	H2c.	Visual	attention	is	discussed	

even	though	limited	data	makes	the	connection	difficult	to	examine	properly.		

	

In	relation	to	System	1,	visual	attention	is	rather	stimulus-driven	and	can	be	characterized	as	bot-

tom-up	attention.	In	contrast,	visual	attention	in	regard	to	System	2	processes	can	be	interpreted	

as	top-down	attention.	(Orquin	&	Loose,	2013;	Kahneman,	2011).	Thus,	by	presenting	black	active-

wear	with	white	 logos,	we	argue	 that	 the	eye	 is	drawn	to	 the	 logos	due	 to	bottom-up	attention.	

Therefore,	it	would	be	interesting	to	examine	whether	the	participants	fixated	on	the	Planet	Nusa	

logo	or	our	photoshopped,	eco-label.	Unfortunately,	this	is	not	possible	due	to	the	limited	dataset.		
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In	 the	second	part	of	 the	experiment,	 regarding	System	2	processes,	we	assume	 that	 the	

participants	use	discover-attention	to	investigate	the	products	after	getting	exposed	to	positively	

loaded	knowledge.	Additionally,	the	goal	of	a	more	sustainable	behavior	can	influence	the	goal-ori-

ented	top-down	processes,	making	the	participant	fixate	on	the	sustainable	choice	to	a	higher	de-

gree.	(Clement	et	al.,	2015;	Orquin	&	Loose,	2013).	Yet	again,	it	would	be	interesting	to	see	whether	

the	participants	mostly	fixate	on	Planet	Nusa’s	brand	logo	or	our	photoshopped	eco-label.	With	that	

said,	our	model	can	be	criticized	for	only	incorporating	visual	attention	in	System	1,	as	visual	atten-

tion	 influences	 the	 decision-making	process	 in	 regard	 to	 information	 search	 (Pieters	&	Warlop,	

1999;	Orquin	&	Loose,	2013).	Thus,	visual	attention	could	have	been	included	in	the	System	2	pro-

cess	in	favor	of	the	framework.	

	

Thøgersen	(1995)	based	his	framework	on	a	10-year	investigation	of	Danish	consumers,	however,	

we	must	not	neglect	that	the	world	has	evolved	since	the	study	was	conducted.	Nowadays,	in	Den-

mark	at	least,	the	opportunity	for	sustainable	options	within	the	apparel	industry	has	increased	as	

a	result	of	the	rising	consumer	demand	(Deloitte,	2019;	Nielsen,	2020).	Therefore,	the	variable	of	

opportunity	is	to	be	discussed	in	relation	to	H2a,	even	though	the	hypothesis	is	rejected.	The	quan-

titative	and	qualitative	data	illustrate	that	the	perception	of	having	an	opportunity	for	buying	sus-

tainable	activewear	is	rather	diverse	(Appendix	5;	Appendix	6;	Appendix	7;	Appendix	8;	Appendix	

9).	However,	in	regard	to	opportunity	in	the	form	of	availability,	the	products	are	present	on	the	

apparel	market,	and	thus,	a	perception	is,	“[...]	I	definitely	believe	that	the	opportunity	is	there”	(Ap-

pendix	9,	30:13).	

An	 interesting	 component	 neglected	 by	 Thøgersen	 (1995;	 2010)	 is	 the	 variable	 of	 trust.	

While	new	eco-labels	are	continuously	introduced	to	the	market,	and	consumers	become	more	en-

lightened,	the	variable	of	trust	diminishes	which	can	have	a	vital	influence	on	the	consumer’s	per-

ception	of	eco-brands	actually	expressing	sustainability	(Thøgersen,	2000;	Thøgersen	et	al.,	2010).	

Nevertheless,	the	variable	of	trust	will	be	discussed	further	in	relation	to	knowledge	and	the	re-

search	question.	Lastly,	opportunity	can	be	divided	into	two,	namely:	1)	opportunity	online	and	2)	

opportunity	in	physical	stores,	as	“It	has	become	very	easy	to	sort	(online	stores),	but	it	is	way	more	

difficult	in	shops	(physical	stores),	if	I	went	into	a	store,	I	would	not	have	any	idea	whether	an	item	

was	 sustainable	or	not”	 (Appendix	6,	23:30).	Therefore,	 the	perceived	opportunity	 is	 considered	

dependent	on	where	the	consumers	shop.	With	that	said,	the	notion	of	opportunity	can	lie	within	

System	2,	why	we	can	criticize	our	model	 for	only	capturing	opportunity	as	a	System	1	process.	
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However,	this	is	why	the	model	(Figure	4)	has	a	dotted	arrow	to	indicate	the	dynamic	approach	of	

the	framework	where	former	experiences	influence	future	decisions.	

6.2.3	SYSTEM	1	PROCESSES:	PRESENT	ON	THE	MARKET	&	PURCHASE	INTEN-

TION	

Besides	sustainable	activewear	needing	to	be	available	on	the	market	and	perceived	as	a	true	op-

portunity,	we	argue	that	habits	and	time	are	influencing	factors	of	purchase	intention.	We	explore	

this	connection	in	regard	to	time,	which	we	fail	to	reject	in	H3.	However,	it	was	not	possible	for	us	

to	 examine	 habits,	 as	 reflected	 upon	 in	 section	 3.	 Nonetheless,	 habits	 are	 a	 component	 of	

Thøgersen’s	(2010)	variable	of	ability,	which	is	acknowledged	by	several	researchers	to	be	a	vital	

barrier	for	completing	a	sustainable	purchase	(Thøgersen,	2010;	Ajzen,	2000;	Wiederhold	&	Mar-

tinez,	2018).	The	challenge	is,	that	new	habits	are	rather	difficult	to	adopt	(Ajzen	2002;	Biel	&	Dahl-

strand,	2005,	in	Thøgersen,	2010),	thus,	when	consumers	tend	to	make	a	decision	based	on	System	

1,	heuristics	are	often	used	(Evans,	2008;	Kahneman,	2011).	The	function	of	eco-labels	is	to	provide	

the	consumer	with	an	instant	cue	of	the	environmental	impact	in	a	positive	manner	(Thøgersen,	

2000).	If	sufficient	data	was	available,	the	attention	placed	on	the	eco-label	on	the	Planet	Nusa	item	

would	be	interesting	to	examine.	However,	eco-labels	need	to	be	trusted,	noticed,	and	valued.	Once	

again,	trust	is,	proven	to	be	an	important	factor	for	the	effectiveness	of	making	consumers	choose	

the	sustainable	option.	(ibid.;	Atkinson	&	Rosenthal,	2014).	However,	we	consider	whether	the	par-

ticipant	finds	the	eco-label	valuable	to	be	influenced	by	their	trust,	which	will	be	elaborated	on	later	

in	the	discussion.	Thøgersen	et	al.	(2010)	found	that	consumers	need	to	have	motivation	and	ability	

to	adopt	new	eco-labels,	and	thereby	eco-brands.	In	regard	to	the	segment	of	Young	Nordic	Females,	

one	form	of	ability	that	influences	heavily	is	the	resource	of	money	(Appendix	6;	Appendix	8;	Ap-

pendix	9).	The	perception	of	 sustainable	products	having	higher	prices	 is	 considered	a	negative	

barrier	for	the	Young	Nordic	Female	segment	(Rothenberg	&	Matthews,	2017),	hence,	“Yes,	the	op-

portunity	exists,	but	just	not	at	the	same	prices	or	level”	(Appendix	6,	25:06).		

Another	interesting	perspective	is	the	ability	of	time.	The	resource	of	time	is	tested	in	rela-

tion	to	the	A/B	brand	choice	between	Part	1	and	Part	2	of	the	study,	where	a	difference	in	choice	of	

brands	is	found	(Appendix	5).	However,	it	can	be	discussed	whether	it	is	the	ability	of	time	or	actual	

knowledge	that	causes	this	difference.	Nevertheless,	the	ability	of	time	is	connected	to	habits,	as	the	

time	pressure	forces	the	consumers	to	rely	on	their	intuition,	surface	characteristics,	and	heuristics	

(Szmigin	&	Piacentini,	2015;	Chaiken,	1980).	Therefore,	we	argue	 that	 the	variables	of	 time	and	
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habits	influence	decisions	based	on	System	1,	however,	several	factors	affect	the	purchase	intention	

and,	thus,	what	could	be	predicted	to	be	the	actual	behavior	(Thøgersen,	2010;	Ajzen,	1991).	

6.2.4	SYSTEM	2	PROCESSES:	MOTIVATION	&	BRAND	EQUITY	

We	argue	that	the	connection	between	motivation	and	brand	equity	is	influenced	by	knowledge	and	

social	norms	(Figure	4).	As	reflected	upon	in	section	5.1.8,	we	are	unaware	of	the	participants’	pre-

existing	knowledge	about	Planet	Nusa.	This	makes	it	challenging	to	definitively	evaluate	the	effect	

of	priming	the	participants	with	knowledge.	Nonetheless,	we	will	discuss	knowledge	as	an	influenc-

ing	variable	between	motivation	and	brand	equity	in	System	2.		

6.2.4.1	HAVING	SUFFICIENT	KNOWLEDGE	

Thøgersen	(2010)	argues	that	the	ability	of	knowledge	plays	a	key	role	if	consumers	are	to	act	sus-

tainably.	A	consumer	is	not	able	to	complete	a	purchase	decision	of	eco-branded	activewear	if	one	

cannot	differentiate	between	eco-labeled	and	non-eco-labeled	activewear.	Ritch	(2015)	argues	that	

if	a	consumer	does	not	hold	sufficient	knowledge	one	cannot	benefit	 fully	 thereof,	which	 is	sup-

ported	by	 interviewee	4	stating,	“[...]	 If	 I	 simply	stumble	upon	 it	(eco-branded	activewear),	 then	I	

might	think,	sure	I	will	support	that,	but	in	reality,	it	is	not	something	that	I	actually	know	that	much	

about”	(Appendix	9,	12:17).	This	indicates	that	the	consumer	may	not	be	aware	of	the	benefits	of	an	

eco-brand,	but	by	having	the	right	resources,	in	terms	of	knowledge,	one	can	actually	see	the	pur-

chase	as	a	sustainable	behavioral	act.		

Thøgersen	(2010)	argues	that	the	consumer	may	have	a	positive	attitude	towards	sustaina-

bility	but	insufficient	knowledge,	why	an	attitude-behavior	gap	arises	or	increases.	Hence,	the	right	

and	sufficient	knowledge	about	eco-brands	can	aid	in	decreasing	the	gap.	Interviewee	2	expresses	

that	she	was	aware	of	Planet	Nusa	prior	to	the	experiment,	but	“[...]	now	that	I	have	participated	in	

this	test,	it	is	crazy	how	much	more	I	realize	what	one	can	do	with	an	extra	couple	of	100	DKK	[...]	So	I	

definitely	think	that	I	will	consider	it	more,	especially	the	more	informed	I	get”	(Appendix	7,	6:45).	

Based	on	our	findings	we,	therefore,	consider	knowledge	a	crucial	component	for	decreasing	the	

attitude-behavior	gap.	Thus,	we	argue	that	insufficient	knowledge	can	cause	two	main	challenges	

for	Planet	Nusa:	1)	consumers	not	engaging	with	the	eco-brand	and	2)	consumers	not	understand-

ing	the	benefit	of	engaging	with	the	eco-brand.	However,	to	gain	sufficient	knowledge,	the	consumer	

must	be	willing	to	engage	in	the	process	of	obtaining	new	knowledge,	a	process	which	is	argued	to	

lie	within	System	2	(Kahneman,	2011;	Evans,	2008).		
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6.2.4.2	SEARCHING	INFORMATION	TO	GAIN	KNOWLEDGE	

It	 is	emphasized	that	the	higher	the	 involvement	the	consumer	has	with	a	product	category,	 the	

more	 motivated	 the	 consumer	 is	 to	 use	 resources	 on	 information	 search	 and	 hereby	 obtain	

knowledge	(Szmigin	&	Piacentini,	2015;	Solomon	et	al.,	2016).	Information	search	prior	to	engaging	

with	an	eco-brand,	such	as	Planet	Nusa,	lies	within	System	2	processes.	Through	testing	of	H4,	we	

fail	to	reject	that	there	is	a	connection	between	consumers	with	high	involvement	in	activewear	and	

an	increased	information	search	hereof.	However,	the	interviewees	in	the	follow-up	interviews,	ex-

press	 that	during	 their	 information	 search	 they	 find	difficulties	determining	what	being	an	eco-

brand	actually	means.	Interviewee	1	states	that	[...]	I	have	to	search	for	what	it	means	when	some-

thing	is	characterized	as	sustainable”	(Appendix	6,	17:18),	which	is	supported	by	interviewee	2	and	

3	stating	that	[...]	one	has	to	check	up	on	what	they	mean	and	how	they	define	sustainability”	(Appen-

dix	7,	19:27)	and	“[...]	they	all	say	that	it	is	sustainably	made,	but	what	does	that	parameter	actually	

mean”	(Appendix	8,	19:56).	It	is	noteworthy,	that	when	Thøgersen	(1995)	first	presented	the	MOAB	

framework,	sharing	knowledge	was	not	convenient	to	the	same	extent	as	found	today	through	e.g.	

social	media.	We	find	that	the	consumers	are	continuously	exposed	to	activewear	brands	promoting	

themselves	as	being	sustainable.	However,	we	find	in	line	with	Perry	and	Chung	(2016),	that	the	

consumers	express	distrust	 in	eco-labeling,	as	they	feel	that	many	brands	use	sustainability	as	a	

marketing	 initiative.	 This	 can	 be	 an	 expression	 of	 the	 consumers	 perceiving	 these	 initiatives	 as	

greenwashing.	 (Appendix	 6;	 Appendix	 7;	 Appendix	 8;	 Appendix	 9).	 Therefore,	 it	 is	 relevant	 to	

acknowledge	that	too	much	or	misleading	knowledge	about	eco-brands	ultimately	can	lead	to	di-

minishing	the	trust	in	eco-branded	activewear,	and	challenge	the	consumers’	evaluation	of	what	is	

the	right	or	wrong	choice.		

6.2.4.3	TRUST	IN	GAINED	KNOWLEDGE	

The	findings	from	the	follow-up	interviews	combined	with	the	relation	found	in	H4	 indicate	that	

consumers	are	willing	to	search	for	information	about	activewear,	however,	they	express	distrust	

in	eco-labeling.	Opposing	the	apparel	industry,	when	looking	at	eco-labeling	of	products	in	the	food	

industry,	consumers	are	familiar	with	and	have	more	confidence	in	the	eco-labels,	why	consumers	

widely	 trust	 and	 accept	 eco-labeling	within	 the	 food	 industry	 (Rothenberg	&	Matthews,	 2017).	

Hence,	eco-labeling	“[...]	means	something	when	I	purchase	groceries,	wherefore	I	buy	organic	foods	

[...]	However,	in	the	apparel	industry	I	have	a	hard	time	determining	the	meaning	hereof”	(Appendix	

8,	23:30).	Furthermore,	“With	regard	to	food	products,	I	consider	whether	or	not	a	product	is	organic	
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[...]	when	I	go	grocery	shopping	I	think	more	about	my	own	health”	(Appendix	6,	14:15).	The	pro-

cessing	of	eco-labels	within	the	food	industry	is,	therefore,	found	to	lie	within	System	1,	as	the	con-

sumers	act	based	on	habits	and	knowledge	about	the	eco-label	rooted	in	memory.	Hence,	choosing	

eco-brands	in	the	food	industry	is	considered	an	effortless	process	for	the	consumers.	This	supports	

Rothenberg	and	Matthews’	(2017)	assessment	that	the	consumers’	perception	of	eco-brands	within	

the	apparel	industry	is	still	in	process.	Furthermore,	we	find	that	sufficient	knowledge	is	present	in	

the	decision-making	process	within	the	food	industry.	However,	sufficient	knowledge	about	eco-

brands	does	not	necessarily	mean	that	consumers	see	an	eco-brand	as	credible	and	accept	these,	

which	is	found	evident	for	the	apparel	industry.	This	leads	to	the	discussion	of	how	knowledge	can	

influence	the	consumer’s	perception	of	eco-brands,	and	how	this	can	affect	the	CBBE	of,	in	this	case,	

Planet	Nusa.		

	

Aaker	(1996)	argues	that	if	a	consumer	holds	a	positive	CBBE	towards	a	brand,	the	decision-making	

process	is	eased.	This	is	evident	when	comparing	trust	in	eco-brands	in	the	food	industry	and	the	

apparel	industry.	A	lack	of	familiarity	and	confidence	in	the	eco-branding	of	activewear	leads	to	the	

risk	of	decreased	CBBE	towards	the	eco-brand,	which	ultimately	affects	the	consumer’s	decision-

making	process	(Keller,	1993).	In	this	case,	we,	find	it	of	utmost	importance	for	Planet	Nusa	to	pro-

vide	the	consumers	with	sufficient	brand	knowledge	regarding	its	eco-label,	as	we	find	the	lack	of	

brand	knowledge	as	a	key	barrier	for	the	consumers’	engagement	with	the	brand	(Appendix	6;	Ap-

pendix	7;	Appendix	8;	Appendix	9).	Sufficient	brand	knowledge	can	enhance	trust	in	Planet	Nusa,	

and	contribute	to	positive	associations	towards	the	eco-brand,	which	are	ultimately	stored	in	the	

memory	of	the	consumer.	As	Keller	(1993)	argues,	positive	CBBE	occurs	when	the	consumer	does	

not	solely	recognize	the	brand,	but	furthermore	when	the	consumer	is	familiar	with	and	confident	

in	the	brand.	Therefore,	brand	knowledge	is	considered	crucial	for	eco-brands	to	become	a	part	of	

the	consumers'	mental	maps	in	System	2.	This	enables	the	consumers	to	recognize	and	recall	the	

brand	as	well	as	its	sustainable	attributes.	However,	we	find	it	essential	to	emphasize	that	the	con-

sumers	must	have	sufficient	knowledge	stored	in	memory	and	trust	the	brand	knowledge	to	create	

positive	CBBE.	Hence,	the	more	familiar	and	confident	the	consumer	is	in	Planet	Nusa’s	brand,	the	

more	positive	CBBE	the	consumers	will	hold.	(ibid.).	Ultimately,	positive	CBBE	can	affect	the	deci-

sion-making	process,	which	means	choosing	eco-branded	activewear	potentially	becomes	a	habit.	

In	that	case,	the	decision-making	process	regarding	activewear	is	argued	over	time	to	occur	within	

System	1,	rather	than	System	2,	as	seen	within	the	food	industry.	
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6.2.4.4	SOCIAL	NORMS	AS	AN	INFLUENCING	FACTOR	FOR	BRAND	EQUITY	

Besides	sufficient	knowledge	as	a	prerequisite	for	positive	CBBE,	we	find	it	relevant	to	determine	

what	and	who	affects	the	motivation	to	obtain	knowledge,	which	is	why	we	draw	upon	social	norms	

as	the	second	influencing	variable	between	motivation	and	brand	equity	(Figure	4).		

Szmigin	and	Piacentini	(2015)	argue	that	the	consumer's	perception	of	the	self	and	the	in-

dividual's	desired	perception	from	others	can	have	an	essential	impact	on	the	consumer’s	decision-

making	processes.	In	continuation	hereof,	we	find	Belk’s	(1988)	notion	of	the	extended-self	relevant	

to	discuss,	and	whether	consumers	use	the	physical	object	of	eco-branded	activewear	as	a	part	of	

extending	themselves	as	a	sustainable	consumer.	However,	according	to	Belk	(1988)	possessions	

do	not	only	include	material	items,	in	this	case	activewear,	but	furthermore	people.	We,	find	Sartre’s	

(1943)	concept	of	‘having’	relevant	for	discussion,	as	‘having’	both	certain	material	objects	and	peo-

ple	can	contribute	to	one’s	capabilities,	such	as	e.g.	attitude	towards	eco-brands.	The	notion	that	

people	contribute	to	one’s	attitude	towards	eco-brands	as	a	capability,	is	supported	by	interviewee	

2	who	states	that	“[...]	I	think	a	lot	of	it	(purchase	decisions)	depends	on	having	a	family	and	social	

circle	who	all	care	about	the	same	thing”	(Appendix	7,	10:28).	Possessions	in	terms	of	people	can,	

therefore,	lead	to	potentially	creating	a	sustainable	identity.	Furthermore,	eco-branded	activewear	

can	constitute	a	symbolically	loaded	object	for	the	individual,	in	terms	of	displaying	a	sustainable	

behavior.	For	example,	consumers	provide	eco-branded	activewear	with	a	symbolic	meaning,	if	[...]	

I	would	feel	that	I	do	something	good	for	something	and	someone,	then	it	would	definitely	drive	me	

more	towards	doing	it	(eco-branded	choice)”	(Appendix	9,	13:02)	and	the	fact	that	“[...]	it	gives	me	a	

clear	conscience”	(Appendix	6,	13:08).	Hence,	‘having’	is	not	only	for	the	sake	of	the	self	but	for	the	

sake	of	others	too.	Additionally,	Elliott	and	Wattanasuwan	(1998)	argue	that	consumption	has	be-

come	a	social	interaction	of	which	the	individual	requires	validation	from	others.	Thus,	what	Cova	

and	Dali	(2018)	refer	to	as	consumption	as	a	collective	phenomenon.		

6.2.4.5	THE	SOCIAL	INFLUENCE	ON	CONSUMPTION	

The	notion	of	consumption	as	a	collective	phenomenon	is	found	in	the	qualitative	data	collection.	

Some	interviewees	express	that	they,	to	some	extent,	consult	with	the	people	in	their	personal	net-

works,	prior	to	making	a	purchase	decision	of	activewear.	(Appendix	6;	Appendix	7;	Appendix	8).	

This	indicates	that	Young	Nordic	Females	extend	themselves	through	people	by	seeking	validation	

of	what	constitutes	the	right	choice	concerning	activewear,	as	stated	by	interviewee	2,	“[...]	one	is	

very	affected	by	one’s	environment,	the	people	and	the	experiences	in	one's	surroundings.	So,	I	think	

that	 they	 have	 a	 very	 great	 influence	 on	 the	 choices	 I	make,	 especially	 regarding	what	 is	 right	 or	
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wrong”	(Appendix	7,	17:37).	We	consider	consumers	evaluating	what	is	right	and	wrong	as	lying	

within	Azjen’s	(1991)	TPB	component	of	subjective	norms,	which	influences	the	consumers’	inten-

tions.	We,	therefore,	argue	that	social	norms	are	partially	constituted	by	the	social	pressure	to	per-

form	a	sustainable	act	of	behavior,	which	is	enhanced	by	reference	groups.	Interviewee	1	states	that	

in	relation	to	activewear	“[...]	I	am	very	influenced	by	Instagram	[...]	and	I	am	100%	affected	by	what	

those	bloggers,	 influencers,	and	my	friends	that	I	 follow	are	wearing.	 If	 I	 think	they	 look	cool,	 I	am	

100%	influenced	by	that”	(Appendix	6,	10:43).	This	emphasizes	that	the	support	of	social	networks	

is	key	to	a	purchase	intention	for	Young	Nordic	Females.	

	

As	mentioned	in	section	1.2.1,	a	rising	trend	of	acting	sustainable	is	seen	not	solely	within	the	Young	

Nordic	Female	segment	but	in	society	as	a	whole	(Passport	-	1,	2020;	Passport	-	2,	2020).	The	trend	

of	sustainability	is	affirmed	in	our	qualitative	data	collection	where	it	is	stated	that	“[...]	I	actually	

think	that	it	is	in	very	few	parts	of	society	where	sustainability	does	not	play	a	role	to	some	extent”	

(Appendix	8,	23:15),	“Luckily	it	is	a	trend	in	society”	(Appendix	7,	20:50)	and	“[...]	I	think	that	it	is	a	

major	trend	and	a	lot	of	focus	is	placed	on	it”	(Appendix	6,	12:17).	Hence,	subjective	norms	concern-

ing	sustainability	exist	amongst	the	Young	Nordic	Female	segment	which	can	result	in	social	pres-

sure	for	sustainable	intentions	and	behavior.	If	the	consumer	is	affected	by	trends	and	subjective	

norms,	stating	that	the	right	thing	to	do	is	purchase	eco-branded	activewear,	then	the	social	pres-

sure	may	influence	a	more	positive	constructed	attitude	for	sustainable	behavior.		

	

However,	we	reject	H4b,	and,	thereby,	that	the	rising	consumer	trend	of	sustainable	behavior	leads	

to	positive	CBBE	for	Planet	Nusa.	With	that	said,	the	quantitative	data	collection	found	a	high	score	

for	positive	CBBE	towards	Planet	Nusa	(Appendix	5).	Rejecting	H4b,	is	not	an	expression	of	consum-

ers	not	having	positive	CBBE	towards	Planet	Nusa,	but	rather	that	the	trend	does	not	necessarily	

influence	the	consumers	to	have	sustainable	intentions.	However,	we	find	it	relevant	to	draw	upon	

Aaker’s	(1996)	Brand	Equity	Ten	to	identify	challenges	that	may	occur	for	Planet	Nusa’s	CBBE.	As	

mentioned	previously	in	this	section,	a	lack	of	trust	towards	what	eco-branding	of	activewear	actu-

ally	means	is	found	evident,	as	[...]	I	do	not	trust	what	the	companies	say	themselves	about	it,	because	

I	see	it	as	a	marketing	strategy”	(Appendix	8,	20:22).	Therefore,	we	argue	that	insufficient	brand	

knowledge	and	potentially	negative	brand	associations	towards	eco-brands	potentially	can	com-

promise	 the	Brand	Equity	Ten	 component	of	 loyalty	 and	ultimately	decrease	 the	CBBE	 towards	

Planet	Nusa.	On	the	contrary,	if	trust	in	Planet	Nusa’s	communication	message	is	established	and	

positive	brand	associations	are	stored	in	memory,	then	it	is	possible	for	the	eco-brand	to	come	close	
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to	the	consumer’s	heart	and	potentially	establish	loyalty.	If	loyalty	is	established,	Planet	Nusa’s	con-

sumers	are	more	likely	to	hold	positive	brand	associations,	become	top-of-mind,	increase	positive	

CBBE	towards	the	brand,	and	ultimately	decrease	the	attitude-behavior	gap.	(Aaker,	1996;	Keller,	

1993).	Conclusively,	social	norms	are	considered	essential	in	the	connection	between	motivation	

and	brand	equity.	This,	as	the	connection	is	found	to	rely	on	how	the	consumer	extends	itself,	con-

sumption	as	a	collective	phenomenon	as	well	as	 the	subjective	norms	created	and	rooted	 in	 the	

consumer	culture	of	the	Young	Nordic	Female	segment.	

6.2.5	SYSTEM	2	PROCESSES:	BRAND	EQUITY	&	PURCHASE	INTENTION	

As	discussed	in	section	6.2.4	positive	CBBE	is	influenced	by	knowledge	and	social	norms,	why	we	

now	wish	to	discuss	the	connection	of	how	positive	CBBE	can	lead	to	a	purchase	intention	as	pre-

sented	in	Figure	4.	Both	Thøgersen	(2010)	and	Ajzen	(1991)	emphasize	that	perceived	behavioral	

control	can	influence	this	connection,	thus	arguing	that	perceived	control	is	an	influencing	factor	

between	brand	equity	and	purchase	intention	in	System	2	processes.		

	

We	find	it	relevant	to	discuss	whether	perceived	behavioral	control,	thus	self-efficacy,	can	be	seen	

as	an	indicator	of	how	likely	the	segment	is	to	perform,	in	this	case,	a	sustainable	behavior	concern-

ing	eco-labeled	activewear.	Therefore,	we	find	it	relevant	to	draw	up	the	findings	from	H5,	where	

we	reject	that	Young	Nordic	Females	who	ascribe	Planet	Nusa	with	a	positive	CBBE	also	have	posi-

tive	self-efficacy.	Regarding	self-efficacy,	and	how	the	consumers	feel	that	choosing	eco-labeled	ac-

tivewear	can	make	a	difference,	we	find	that	 the	Young	Nordic	Female	segment	 is	split	 into	two	

groups.		

The	first	group	are	those	holding	positive	self-efficacy	and,	thereby,	feel	that	having	the	in-

tention	to	purchase	eco-branded	activewear	can	make	a	difference	in	the	world	and	that	it	is	the	

consumer's	responsibility	(Appendix	6;	Appendix	9).	For	example,	interviewee	4	states	that	[...]	If	

everyone	does	it	(sustainable	behavior),	or	if	many	do	it,	then	it	does	make	a	difference”	(Appendix	9,	

22:34).	This	is	in	line	with	Giesler	and	Veresiu’s	(2014)	argument	that	the	responsibilization	of	the	

consumer,	lies	within	the	consumer	taking	a	stand	and	being	willing	to	change	its	consumption	pat-

terns.	Even	though	the	segment	group	holds	positive	self-efficacy	it	does	not	necessarily	reflect	in	

their	behavior.	In	relation	to	perceived	behavioral	control,	the	Young	Nordic	Females	may	feel	that	

they	are	not	able	to	perform	this	behavior	as	they	are	to	compromise	on	other	factors	such	as	price	

and	design,	which	ultimately	can	influence	the	attitude-behavior	gap	(Appendix	9;	Appendix	6).		



	109	

The	second	group	is	 those	who	do	not	believe	that	having	the	 intention	to	purchase	eco-

labeled	activewear	can	make	a	difference,	which	Thøgersen	(2010)	refers	to	as	efficacy-related	neg-

ative	motivation.	In	relation	to	choosing	eco-branded	activewear	as	an	act	to	make	a	difference	in	

the	world,	interviewee	3	states	that	“No,	I	do	not	believe	that	it	can	save	the	world,	not	at	all	actually”	

(Appendix	8,	39:19)	and	interviewee	2	join	in	by	stating	“[...]	I	do	not	think	that	it	is	the	individual	

consumer,	but	rather	the	politicians	who	have	to	do	something”	(Appendix	7,	26:24).	We	consider	

this	an	expression	of	this	group	not	feeling	that	they	can	make	a	difference	through	solely	displaying	

sustainable	behavior	themselves.	Further,	the	group	indicates	that	responsibility	lies	within	higher	

powers	such	as	political	regulations	and	larger	companies	taking	a	stand	(Appendix	8;	Appendix	7).	

However,	 this	does	not	necessarily	 indicate	 that	 this	group	does	not	have	a	positive	attitude	 to-

wards	sustainability	or	social	norms	determining	a	sustainable	choice	as	being	right.	It	is	rather	an	

expression	of	the	group	potentially	having	a	perceived	behavioral	control	that	can	enhance	their	

sustainable	behavior,	 but	 find	 it	 challenging	 to	believe	 that	 their	 actions	 can	make	 a	difference.	

Hence,	if	efficacy-related	negative	motivation	is	present	and	the	Young	Nordic	Females	feel	power-

less	in	their	sustainable	behavioral	acts,	an	attitude-behavior	gap	can	become	evident.	

6.3	THE	INFLUENCE	OF	ECO-BRANDS	ON	THE	ATTITUDE-BEHAVIOR	

GAP	

The	attitude-behavior	gap	is	assumed	to	arise	due	to	inconsistency	between	System	1	and	System	

2	processes,	thus,	a	greater	inconsistency	causes	a	larger	gap.	In	relation	to	H1,	the	findings	illustrate	

that	the	hypothesis	is	rejected	in	regard	to	WTP	but	not	in	relation	to	WTB	(Appendix	5).	Therefore,	

there	exists	inconsistency	to	some	extent	between	the	Young	Nordic	Females’	intuitive	intention	

and	deliberate	intention,	as	a	result	of	the	different	influencing	variables.	It	would	be	interesting	to	

observe	how	 the	 segment	would	 react	 if	 entering	 an	 eco-branded	 store,	where	 all	 products	 are	

purely	sustainable.	If	so,	the	influencing	factors	such	as	knowledge,	trust,	norms,	etc.	might	not	af-

fect	the	decision-making	process	as	the	consumer	would	rely	on	System	1.	

	

Leading	back	to	the	research	question,	the	effect	of	eco-brands	and	eco-labels	is	to	be	discussed.	

	

How	is	the	attitude-behavior	gap	of	sustainable	consumption	regarding	activewear	in	Den-

mark	affected	by	eco-brands?	
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The	findings	from	H1	present	an	ambiguous	picture	of	how	an	eco-brand	like	Planet	Nusa	actually	

affects	the	identified	attitude-behavior	gap.	A	significant	difference	is	not	found	regarding	the	WTP	

for	an	eco-brand,	which	 is	opposite	 to	 findings	 from	existing	 literature,	as	mentioned	 in	section	

2.7.1.	However,	a	significant	difference	is	 found	in	relation	to	WTB	the	eco-branded	Planet	Nusa	

product	(Appendix	5).	As	discussed	previously,	the	follow-up	interviews	illustrate	that	the	inter-

viewees	find	symbolic	meaning	in	choosing	the	eco-brand,	which	is	in	line	with	Levy’s	(1959)	as-

sumption	of	signaling	theory,	e.g.	“A	product	can	100%	have	a	symbolic	meaning,	which	is	why	I	care	

about	what	 type	 of	milk	 or	 eggs	 I	 buy”	 (Appendix	 7,	 22:55).	Moreover,	 Atkinson	 and	 Rosenthal	

(2014)	state	that	consumers	seek	products	that	are	symbolically	more	harmonious	with	the	con-

sumer’s	goals,	which	is	why	we	assume	that	Young	Nordic	Females	simply	do	not	have	the	goal	of	

sustainable	consumption	internalized	with	their	personal	values	yet.		

Additionally,	 the	 main	 criterion	 of	 an	 eco-brand	 or	 label	 having	 an	 optimum	 effect	 is	

whether	it	seals	trust	(ibid.).	The	discussion	has	already	touched	upon	this	factor,	but	trust	can	par-

tially	explain	why	eco-branding	does	not	have	the	desired	effect	on	the	attitude-behavior	gap	for	

sustainable	consumption	within	the	segment.	All	the	interviewees	state	that	they	wish	to	trust	eco-

brands	(Appendix	6;	Appendix	7;	Appendix	8;	Appendix	9),	however,	in	some	cases,	previous	expe-

riences	affect	 the	segments	perception	hereof	as	e.g.	 fake	dolphin-free	certifications	or	 the	Fair-

Trade	organization	using	child	 labor	 (Appendix	6;	Appendix	7).	When	 these	 former	experiences	

come	to	the	surface,	the	consumers	become	insecure	about	what	the	truth	is	and	to	which	degree	

brands	use	sustainability	for	marketing	purposes	(Appendix	6;	Appendix	7).	All	the	interviewees	

mention	the	apparel	industry's	massive	lack	of	transparency	and	unclear	messaging	makes	the	eco-

labeling	untrustworthy	(Appendix	6;	Appendix	7;	Appendix	8;	Appendix	9).	Therefore,	we	can	as-

sume	that	eco-labels	and	eco-brands	in	the	apparel	industry	are	not	yet	fully	trusted.	This	can	have	

a	crucial	impact	on	the	effectiveness	of	eco-labeled	apparel,	as	consumer	trust	and	message	credi-

bility	are	key	factors	in	green	consumption	(Atkinson	&	Rosenthal,	2014).	Moreover,	it	can	cause	

the	attitude-behavior	gap	to	increase	for	the	Young	Nordic	Females	(ibid.).	Additionally,	if	the	seg-

ment	does	not	trust	the	eco-label	as	a	credence	claim,	it	can	potentially	influence	negatively	and	

cause	suspicion.	Hence,	the	Young	Nordic	Females	will	potentially	not	translate	intention	into	a	be-

havior	(Peattie	&	Crane,	2005;	Atkinson	&	Rosenthal,	2014).	With	that	said,	the	trust	is	also	depend-

ent	on	the	brand,	as	interviewee	1,	3,	and	4	state	that	they	tend	to	trust	Planet	Nusa,	at	least	until	

proven	otherwise	because	it	is	a	small	local	company	(Appendix	6;	Appendix	8;	Appendix	9),	hence,	

“It	depends	on,	if	H&M	stated	it	(a	product	being	sustainable)	I	would	be	rather	skeptical	because	they	

have	so	much	going	on	[...]	but	a	smaller	local	brand	is	in	more	control	of	its	supply	chain	and	knows	
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where	the	materials	come	from”	(Appendix	6,	21:10).	This	can	further	be	understood	in	relation	to	

the	study	by	Sønderskov	and	Daugbjerg	(2011),	as	 they	found	that	Danish	consumers	trust	eco-

labels	to	a	great	extent	in	the	food	industry,	more	than	found	in	other	countries.	It	can	be	argued	

that	Danish	consumers	do	not	completely	trust	eco-labeling	in	the	apparel	industry	yet,	but	they	

want	to,	which	can	have	a	negative	impact	on	the	attitude-behavior	gap.	Opposing	this,	the	symbolic	

meaning	an	eco-label	can	hold	can	decrease	the	gap	to	some	extent	as	the	consumers	want	to	ac-

commodate	the	trend	of	acting	sustainably.	

	

In	 regard	 to	 the	 attitude-behavior	 gap,	 we	 find	 similarities	 with	 existing	 literature.	 Hence,	

Thøgersen	(2010)	argues	that	opportunity	and	ability	must	be	present	to	complete	sustainable	be-

havior	as	reflected	upon	in	the	discussion.	Furthermore,	Wiederhold	and	Martinez	(2018)	state	that	

the	gap	occurs	because	of	factors	such	as	availability,	price,	transparency,	knowledge,	inertia,	hab-

its,	and	image.	Thus,	availability,	price,	transparency,	knowledge,	and	to	some	extent	habits	are	fac-

tors	found	in	the	qualitative	and	quantitative	data	collection	that	can	potentially	affect	the	Young	

Nordic	Female’s	attitude-behavior	gap.	Additionally,	McNeill	and	Moore	(2015)	found	that	consum-

ers'	self-image	is	the	most	important	factor,	which	is	likewise	the	case	for	interviewees	1	and	4,	e.g.,	

“I	would	not	compromise	on	design”	(Appendix	9,	27:54).	Simply	the	design	of	activewear	is	more	

important	than	a	sustainable	attribute,	why	the	interviewees	are	not	willing	to	sacrifice	the	design	

attribute.	Lastly,	Perry	and	Chung	(2016)	found	that	even	though	the	segment	stated	that	they	care	

highly	for	the	environment,	it	is	not	the	most	important	factor,	which,	furthermore,	is	supported	by	

our	quantitative	and	qualitative	data,	as	“The	reason	why	I	don’t	make	the	sustainable	choice	is	be-

cause	of	the	price”	(Appendix	6,	16:36)	and	“If	I	had	found	a	brand	that	I	liked,	I	would	look	at	what	

is	the	most	inexpensive”	(Appendix	7,	9:07).	Thus,	the	positive	attitude	towards	sustainability	is	pre-

sent	(Appendix	5;	Appendix	6;	Appendix	7;	Appendix	8;	Appendix	9)	but	when	it	comes	to	the	ap-

parel	industry	attributes	such	as	price	and	design	overrules	the	positive	attitude	towards	sustaina-

bility	 leading	 to	 an	 increased	 attitude-behavior	 gap	 in	 the	 Young	 Nordic	 Female	 segment.		
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7.	CONCLUSION	

7.1	SUMMARY	OF	THE	STUDY	

Sustainability	is	an	increasing	trend	in	Denmark,	across	industries	and	segments,	which	leads	to	

consumers	having	to	decide	their	attitude	to	the	trend	and	the	importance	hereof	when	engaging	

with	varying	product	categories	and	brands.	Literature	shows	that	numerous	factors	influence	the	

consumer’s	 attitude	 and	 decision-making	 processes,	 which	 ultimately	 influence	 the	 consumer’s	

purchase	 intention	 for	eco-brands.	This	 is	especially	 found	 interesting	when	 looking	at	 the	con-

sumption	 of	 sustainable	 activewear	 and	determining	which	 factors	 contribute	 to	 the	 rise	 or	 in-

crease	of	the	attitude-behavior	gap.	In	this	thesis,	emphasis	is	placed	on	how	eco-brands	can	affect	

the	 attitude-behavior	 gap,	 concerning	 sustainable	 consumption	 of	 activewear	 in	 Denmark,	 and	

more	 specifically,	 within	 the	 Young	 Nordic	 Female	 segment.	 Interest	 is,	 therefore,	 particularly	

found	 in	 to	which	degree	 consumers	perceive,	 accept,	 and	 value	 eco-labeling	of	 activewear	 and	

whether	 this	 is	an	 indicator	of	 intended	purchase	behavior.	Based	on	 the	existing	 literature,	 the	

thesis	presents	a	newly	developed	Model	of	Sustainable	Purchase	Intention.	The	model	takes	off-

set	in	the	MOAB	framework	as	well	as	TPB,	and	further	includes	components	of	mental	processing,	

visual	attention,	CCT,	and	brand	equity	to	examine	the	attitude-behavior	gap	in	the	apparel	indus-

try.		

	

How	eco-brands	affect	the	attitude-behavior	gap	of	sustainable	consumption	regarding	activewear	

was	examined	through	a	mixed-methods	research	design	based	on	the	constructed	Model	of	Sus-

tainable	Purchase	Intention.	Firstly,	a	quantitative	experiment	was	conducted,	including	the	neuro-

scientific	eye-tracking	method	combined	with	self-reporting.	The	quantitative	data	collection	was	

followed	by	qualitative	in-depth	interviews	with	participants	from	the	experiment.	However,	due	

to	the	circumstances	of	Covid-19,	the	data	collection	process	was	limited.		

	

The	findings	in	the	research	show	that	the	connection	between	motivation	and	purchase	intention	

is	dependent	on	the	level	of	motivation,	thus,	high	or	low	involvement	in	activewear.	The	Young	

Nordic	Females	display	varying	levels	of	motivation	in	activewear,	however,	in	existing	literature,	

apparel	is	considered	a	high	involvement	product.	It	is	further	found	in	the	existing	literature	that	

attitudes	and	values	play	a	crucial	role	in	determining	consumer	motivation.	In	our	primary	data	

collection,	a	generally	positive	attitude	towards	sustainability	as	well	as	strong	values	towards	the	
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subject	area	is	found.	However,	the	positive	attitude	is,	to	some	extent,	assumed	to	be	caused	by	the	

sensitivity	of	 the	 topic.	Further,	 it	 is	 found	that	 the	consumers	 in	general	hold	self-transcendent	

values,	however,	it	is	not	reflected	in	the	consumer	WTB.	Within	the	motivation	variable,	values,	

and	attitude	 towards	 sustainability	 are	 argued	 to	be	present	 in	both	System	1	and	2	processes.	

Therefore,	 cognitive	 dissonance	 can	 occur	 and	 affect	 the	 attitude-behavior	 gap	 concerning	 eco-

branded	activewear.	Motivation	in	itself	is	found	not	to	be	sufficient	to	create	purchase	intentions	

for	eco-branded	activewear,	which	is	opposed	to	existing	literature.	The	components	of	opportunity	

and	ability	are,	therefore,	found	to	play	a	key	role	in	relation	to	the	consumption	of	eco-branded	

activewear.		

Concurrently	with	sustainability	rising	as	a	consumer	trend,	the	consumer	demand	for	sus-

tainability	increases.	Despite	limited	data	sets,	this	tendency	is	found	evident	concerning	visual	at-

tention,	as	a	relationship	 is	 indicated	between	the	Young	Nordic	Female	segment	paying	signifi-

cantly	longer	visual	attention	towards	eco-labeled	activewear	and	choosing	the	eco-labeled	prod-

ucts	to	a	higher	degree.	Further,	more	visual	attention	is	drawn	towards	eco-labeled	activewear	in	

both	System	1	and	2.	Additionally,	it	is	found	that	Young	Nordic	Females	feel	that	eco-branded	ac-

tivewear	is	present	on	the	market,	thus	an	opportunity,	however,	the	segment	has	limited	trust	in	

the	available	eco-labels.	Ultimately,	diminishing	trust	in	eco-branded	activewear	can	increase	the	

attitude-behavior	gap.	With	regard	to	ability,	resources	in	terms	of	both	money,	habits,	and	time	

are	considered	essential	factors.	Firstly,	money	as	a	resource	is	found	to	be	a	key	barrier	for	the	

Young	Nordic	Females,	as	they	perceive	the	price	of	eco-branded	activewear	as	being	high,	which	

the	segment	is	unwilling	to	pay.	Secondly,	based	on	existing	literature,	habits	are	found	to	be	an	

important	factor,	as	habits	are	rooted	in	System	1	processes	and	can	be	hard	to	change.	Thirdly,	the	

ability	of	time	is	found	to	be	essential	for	the	Young	Nordic	Females’	choice	between	eco-branded	

and	non-eco-branded	activewear,	as	it	is	found	that	the	longer	time	the	segment	has	to	make	a	de-

cision,	the	more	likely	the	segment	is	to	choose	the	eco-branded	option.		

In	line	with	the	existing	literature,	the	resource	of	knowledge	is	considered	to	be	a	key	factor	

influencing	both	the	choice	of	and	trust	 in	eco-branded	activewear.	Furthermore,	we	 find	that	 if	

sufficient	knowledge	regarding	eco-labeling	is	not	present,	it	is	challenging	for	the	Young	Nordic	

Females	to	understand	the	benefit	hereof	and	establish	trust.	However,	too	much	information	con-

cerning	sustainability	creates	a	barrier	for	the	segment,	leading	to	questioning	the	eco-labels	trans-

parency.	Therefore,	diminishing	trust	in	eco-brands	combined	with	insufficient	or	misleading	brand	

knowledge	is	found	to	decrease	positive	CBBE,	as	negative	brand	associations	in	the	Young	Nordic	
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Females’	mental	maps	occur.	Additionally,	it	is	found	that	the	segment’s	attitude	towards	sustaina-

bility	and,	thereby,	eco-branded	activewear	is	affected	by	social	norms.	Social	networks	and	subjec-

tive	norms	affect	the	Young	Nordic	Females	to	feel	morally	obligated	to	follow	the	sustainability	

trend.	However,	lack	of	trust	is,	yet	again,	found	to	be	a	key	barrier	despite	the	social	norms	being	

in	favor	of	eco-branded	activewear.	Hence,	if	trust	is	not	present	towards	an	eco-brand,	brand	loy-

alty	cannot	be	established	due	to	negative	brand	association	maps,	which	decreases	positive	CBBE.	

Ultimately,	if	the	segment	does	not	hold	positive	CBBE	towards	a	brand,	it	affects	the	decision-mak-

ing	process	of	choosing	eco-branded	activewear	negatively	and	ultimately	increases	the	attitude-

behavior	gap.	

Another	 factor	affecting	 the	attitude-behavior	gap	 is	 found	 in	 the	Young	Nordic	Females’	

perceived	behavioral	control,	thus	self-efficacy,	of	which	the	segment	is	split	into	two	groups.	Group	

one	holds	positive	self-efficacy	and	considers	the	responsibility	to	act	sustainably	to	lie	within	the	

individual	consumer.	On	the	contrary,	group	two	has	an	efficacy-related	negative	motivation	and	

considers	individual	brands	and	the	government	as	responsible	for	enabling	and	encouraging	sus-

tainable	behavior.	Figure	27	presents	an	overview	of	the	findings.	

	

	
Figure	27:	Overview	of	findings	
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In	conclusion,	the	findings	from	the	study	are	to	answer	the	main	research	question	of	the	thesis:	

	

How	is	the	attitude-behavior	gap	of	sustainable	consumption	regarding	activewear	in	Den-

mark	affected	by	eco-brands?	

7.2	FINAL	CONCLUSION	

The	conducted	research	shows	that	eco-brands	do	affect	the	attitude-behavior	gap	to	some	degree,	

though,	the	influence	of	eco-brands	is	dependent	on	all	the	variables	in	the	Model	for	Sustainable	

Purchase	Intention.	Thus,	the	consumer	needs	to	possess	knowledge	about	eco-brands,	and	further,	

the	eco-brands	need	to	be	available,	perceived	as	an	opportunity,	trusted,	aligned	with	social	norms,	

and	associated	with	positive	mental	maps.	Nevertheless,	there	is	inconsistency	in	consumers’	intu-

itive	and	deliberate	intentions,	why	inconsistency	between	System	1	and	System	2	processes	oc-

curs,	which	can	contribute	to	increasing	the	attitude-behavior	gap.	Sustainable	consumption	con-

cerning	activewear	is	not	yet	internalized	in	the	consumer’s	personal	values,	however,	it	is	found	

evident	in	the	subjective	norms.	Further,	consumers	find	it	challenging	to	trust	the	communicative	

messaging	of	eco-labels,	 leading	to	the	credibility	and	transparency	of	eco-brands	in	the	apparel	

industry	being	questioned,	which	minimizes	the	effect	of	eco-brands.	However,	consumers	wish	to	

trust	eco-brands,	but	ultimately,	they	do	not.	Additionally,	factors	such	as	price	and	design	are	es-

sential	attributes	for	consumers	when	buying	activewear,	which	ultimately	overrule	the	attribute	

of	sustainability.	The	thesis	contributes	with	insights	into	the	many	complex	aspects	that	influence	

consumption	of	activewear	and	how	the	attitude-behavior	gap	is	affected	by	eco-brands	both	posi-

tively	and	negatively.	Conclusively,	sufficient	knowledge	and	trust	in	eco-brands	are	vital	prerequi-

sites	for	decreasing	the	attitude-behavior	gap	of	sustainable	consumption	regarding	activewear	in	

Denmark.	

8.	LIMITATIONS	&	FUTURE	RESEARCH	

This	section	will	firstly	elaborate	on	the	limitations	of	our	constructed	Model	for	Sustainable	Pur-

chase	Intention,	followed	by	suggestions	of	what	can	be	investigated	in	future	research.	Secondly,	a	

new	perspective	 in	 terms	of	affect	will	be	suggested	 for	 future	research	as	a	contribution	to	 the	

model.	
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8.1	LIMITATIONS	OF	THE	MODEL	FOR	SUSTAINABLE	PURCHASE	IN-

TENTION	

8.1.1	RE-INVESTIGATING	THE	MODEL		

The	developed	Model	for	Sustainable	Purchase	Intention	undoubtedly	has	limitations.	Firstly,	there	

is	an	overall	limitation	of	falsifying	the	hypotheses	that	present	the	skeleton	of	the	model's	compo-

nents.	Hence,	in	future	research	the	relations	within	the	model	must	be	re-investigated	by	increas-

ing	the	sample	size,	as	well	as	using	a	well-functioning	and	completely	developed	eye-tracker	soft-

ware.	A	larger	sample	needs	to	be	examined	in	order	to	truly	contribute	to	the	existing	literature	in	

relation	 to	how	eco-brands	and	eco-labels	 influence	 the	consumers’	attitude-behavior	gap.	With	

that	 said,	 it	 is	 also	 deemed	 relevant	 to	 replicate	 the	 experiment	with	 different	 segments.	 Even	

though	positivism	seeks	generalizability	(Egholm	2014;	Brier,	2017)	it	can	be	assumed	that	differ-

ent	social	norms	exist	within	different	sub-cultures,	which	potentially	can	affect	the	findings	of	the	

model	 (Banerjee,	 2008;	Arnould	&	Thompson,	 2005).	Therefore,	 different	 segmentation	 criteria	

should	be	developed	to	properly	investigate	the	Model	for	Sustainable	Purchase	Intention.	The	seg-

mentation	criteria	that	can	be	relevant	to	examine	are	different	age	groups	and/or	life	cycles,	as	the	

individual	consumer’s	behavior	and	preferences	are	 influenced	by,	amongst	other,	 these	criteria	

(Kotler	et	al.,	2016).		

Furthermore,	 the	variables	of	 the	model	can	be	unfolded	to	a	greater	extent.	An	example	

hereof	is	the	role	of	social	media	in	relation	to	social	norms.	The	thesis	briefly	touches	upon	it,	but	

we	cannot	neglect	the	major	role	social	media	has	on	the	decision-making	process	in	regard	to	social	

networks,	bloggers,	influencers,	etc.	(Tuten	&	Solomon,	2018).	However,	the	influence	of	social	me-

dia	is	assumed	to	be	dependent	on	segmentation.	Additionally,	motivation	plays	an	important	role	

within	the	Model	for	Sustainable	Purchase	Intention,	however,	motivation	is	a	concept	that	has	been	

widely	explored	by	researchers	why	the	variable	is	limited	heavily	in	our	model.	We	argue	that	Ryan	

and	Deci’s	(2000)	theory	of	Self-Determination	can	be	a	beneficial	perspective	to	include.	This,	as	

their	concepts	of	amotivation,	intrinsic	motivation,	or	extrinsic	motivation	can	aid	in	explaining	the	

consumer’s	motivation	 for	 sustainable	 consumption.	Moreover,	 the	 theory	 of	 The	 Three-Tiered	

Goal	Hierarchy	presented	by	Bagozzi	&	Dholakia	(1999)	can	increase	the	understanding	of	the	con-

sumer's	environmental	superordinate,	 focal,	and	subordinate	goal	 that	 likewise	 form	consumers	

motivation	and,	thereby,	purchase	intention	for	sustainable	consumption.	
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Furthermore,	in	future	research,	the	model	could	be	tested	in	relation	to	different	product	

categories	within	the	apparel	industry.	We	assume	that	the	findings	will	be	heavily	dependent	on	

the	product	category	within	the	apparel	industry.	An	example	hereof	can	be	examining	women’s	

workwear	or	daily	wear	as	these	categories,	to	a	greater	extent,	have	a	larger	amount	of	different	

product	 types.	Another	 reason	why	 it	 is	 interesting	 for	 future	 research	 to	 test	different	 apparel	

product	categories	is	that	the	variable	of	opportunity	can	vary	greatly	between	product	categories,	

as	 touched	upon	by	Schäufele	and	 Janssen	(2021).	Schäufele	and	 Janssen	(2021)	 investigate	 the	

attitude-behavior	gap	regarding	varying	organic	food	products.	They	argue	that	the	main	reason	

for	the	gap	to	appear	is	due	to	the	‘knowledge	gap’	and	thus,	a	variation	in	the	availability	of	specific	

categories,	where	products	with	a	low	availability	result	in	a	larger	gap	(ibid.).	Additionally,	Schäuf-

ele	and	Janssen	(2021)	state	that	the	majority	of	studies	are	conducted	based	on	surveys	stating	a	

behavior	 instead	of	examining	actual	purchase	behavior.	This	 leads	 to	 the	 final	 limitation	of	 the	

study,	namely,	the	lack	of	examining	consumers’	actual	behavior	and,	thus,	solely	focusing	on	the	

consumer’s	purchase	intention.	In	order	to	further	improve	the	Model	for	Sustainable	Purchase	In-

tention,	it	can	be	beneficial	to	include	Thøgersen’s	(1995;	2010)	and	Ajzen’s	(1991)	variable	of	be-

havior.	However,	examining	the	variable	of	behavior	must	be	in	line	with	Schäufele	and	Janssen’s	

(2021)	statement,	regarding	a	need	for	exploring	actual	behavior.	Thus,	future	research	can	include	

ethnographic	 studies	 either	 in	 physical	 stores	 or	 online	 shopping	 to	 incorporate	 the	 behavioral	

component	and,	thereby,	truly	investigate	the	attitude-behavior	gap.	

8.1.2	THE	PROBLEMATICS	OF	DIVIDING	THE	MODEL	INTO	SYSTEM	1	&	SYSTEM	

2		

A	critical	aspect	of	the	study	is	the	separation	of	the	model	into	System	1	and	System	2	processes.	

Some	components	in	the	Model	for	Sustainable	Purchase	Intention,	can	be	argued	to	exist	within	

both	mental	processing	systems.	For	example,	visual	attention	does	not	only	influence	a	decision	in	

regard	to	bottom-up	attention	but	likewise,	top-down	attention,	concerning	the	consumer	validat-

ing	product	attributes	based	on	personal	preferences	(Orquin	&	Loose,	2013;	Milosavljevic	&	Cerf,	

2008).	Thus,	if	consumers	have	a	high	involvement	it	is	stated	by	researchers	that	the	consumer	is	

more	attentive	towards	information,	why	visual	attention	is	a	factor	that	can	influence	the	decision-

making	 process	 regardless	 of	 it	 being	 processed	 in	 System	 1	 or	 2	 (Szmigin	&	 Piacentini,	 2015;	

Cacioppo	et	al.,	1986;	Chaiken,	1980;	Kahneman	2011).	Additionally,	besides	having	an	impact	in	

System	1,	the	component	of	present	on	the	market,	which	unfolds	the	notion	of	opportunity,	can	

likewise	influence	System	2	process.	This,	as	the	external	perspective	of	availability,	is	evident	in	
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both	processes.	Moreover,	 the	perceived	opportunity	 is	assumed	to	be	 influenced	by	knowledge	

and	social	norms,	which	potentially	can	cause	a	change	in	the	perceived	opportunity	and,	thus,	have	

an	 impact	on	System	2	processes.	Further,	 it	 can	be	assumed	 that	 the	consumer’s	perception	of	

perceived	behavioral	control	and	self-efficacy	can	influence	the	perceived	opportunity.	Therefore,	

it	 is	 found	relevant	to	create	a	more	dynamic	connection	 in	the	model,	between	the	variables	 in	

System	1	and	2	processes,	as	dividing	the	model	into	the	two	processes	might	be	a	more	complex	

depiction	than	presented.	

8.2	NEGLECTING	THE	IMPORTANT	ROLE	OF	AFFECT	

Neuroscientific	researchers	argue	that	affect,	or	emotional	arousal,	is	one	of	the	core	components	

in	relation	to	human	behavioral	patterns	(Guerreiro	et	al.,	2015),	why	future	research	should	inves-

tigate	this	component.	Affect	“[...]	is	a	complex	response	of	the	human	body	triggered	by	some	parts	

of	the	brain	as	a	response	to	actual	or	recalled	stimuli”	(Bechara	&	Damasio,	2005,	in	Guerreiro	et	al.,	

2015,	p.	1730).	Affect	can	be	related	to	visual	attention,	as	the	focus	hereof	can	lead	to	the	consum-

ers	being	in	different	emotional	states	(Humphreys	&	Revelle,	1984).	The	complex,	subconscious	

responses	of	emotional	arousal	are	triggered	in	the	brain	through	internal	cognitive	processes.	This,	

as	a	response	to	actual	stimuli	or	stimuli	recalled	from	memory	(Damasio,	1994	in	Guerreiro	et	al.,	

2015),	can	be	connected	to	top-down	and	bottom-up	attention,	and	thereby,	related	to	the	Model	

for	Sustainable	Purchase	Intention.	In	favor	of	the	model,	future	research	can	explore	affect	in	terms	

of	arousal	and	valence.	 In	regard	to	arousal,	 it	can	range	 from	alertness	 to	drowsiness,	which	 is	

mainly	controlled	 in	 the	peripheral	nervous	system.	More	specifically	 in	 the	autonomic	nervous	

system	where	emotions	occur	as	automatic	processes	without	 the	 individual	having	any	control	

hereof.	(Hamill,	Shapiro,	&	Vizzard,	2012).	Nevertheless,	arousal	cannot	stand	alone,	why	valence	

is	 important	 in	 the	means	 of	 characterizing	 an	 emotion	 to	 being	 either	 positively	 or	 negatively	

loaded,	as	well	as	whether	an	emotion	expresses	pleasure	or	displeasure	(Barrett,	2006).		

	

In	practice,	arousal	and	valence	can	be	measured	through	several	neuroscientific	and	traditional	

methods	such	as	electroencephalography	(EEG),	galvanic	skin	response	(GSR),	eye-tracking,	sur-

veys,	etc.	 (Meißner	&	Oll,	2019;	Chamberlain	&	Broderick,	2007;	Venkatramen	et	al.,	2015).	For	

future	research	of	this	thesis,	we	suggest	that	affect	in	terms	of	arousal	is	explored	simultaneously	

with	the	re-investigation	of	the	model,	hence,	by	using	either	computer-based	or	mobile	eye-tracker	

to	detect	pupil	dilation.	Pupil	dilation	can	indicate	the	consumer’s	arousal	level	in	an	unconscious	

stage,	as	the	pupil	diameter	will	increase	if	stimuli	are	processed	as	emotionally	engaging	(Meißner	
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&	Oll,	2019).	However,	it	must	be	kept	in	mind	that	the	pupil	diameter	changes	based	on	two	mus-

cles’	reaction	to	automatic	and	cognitive	brain	signals	which	potentially	can	cause	misleading	re-

sults	(ibid.).	

Moreover,	we	argue	that	introducing	EEG	to	the	study	can	contribute	with	interesting	elab-

orations	to	existing	literature	in	regard	to	the	attitude-behavior	gap	in	the	apparel	industry.	An	EEG	

measures	brain	waves	through	“[...]	variations	in	electrical	signal	of	cortical	brain	regions	[...]”	(Ven-

katraman	et	al.,	2015,	p.	439),	why	electrodes	are	placed	on	the	scalp	 to	detect	activities	on	 the	

surface	of	the	scalp	(Lin,	Cross,	Jones,	&	Childers,	2018).	In	order	to	explore	the	gap	further	with	an	

EEG,	frontal	asymmetry	is	a	highly	profound	measurement	to	include	in	future	research.	This,	as	

activity	in	the	left	side	of	the	cortex,	indicates	a	positive	response,	in	contrast	to	activity	in	the	right	

side	of	the	cortex	indicating	a	rather	negative	response.	Therefore,	by	exposing	consumers	to	stim-

uli	in	terms	of	eco-branded	apparel	followed	by	a	non-sustainable	item	of	the	same	product	cate-

gory,	the	unconscious	processes	of	the	consumer's	mind	can	be	unfolded	in	regard	to	arousal.		

Lastly,	self-reports	with	a	higher	 focus	on	detecting	valence	can	be	 ideal	(Chamberlain	&	

Broderick,	2007).	Therefore,	incorporating	questions	in	the	self-reports	regarding	valence	in	future	

research	can	aid	in	identifying	the	level	of	positivity	or	negativity,	and	unfold	the	attitude-behavior	

gap.	Hence,	future	research	should	include	the	notion	of	affect	in	relation	to	both	arousal	and	va-

lence	at	a	conscious	and	unconscious	level	to	contribute	to	the	existing	literature	regarding	the	at-

titude-behavior	gap	in	the	apparel	industry.	

	

9.	MANAGERIAL	IMPLICATIONS	

The	aim	of	this	study	is	to	contribute	with	an	understanding	of	how	eco-brands	effectively	can	de-

crease	 the	 consumers’	 attitude-behavior	 gap	 in	 relation	 to	 activewear.	 Furthermore,	 the	 thesis	

seeks	 to explain	 how	 eco-brands	 can	 influence	 the	 consumer’s	 attitude-behavior	 gap	 by	 under-
standing	 the	 consumer’s	 conscious	 and	 unconscious	 processes.	 Despite	 the	 limited	 data	 of	 this	

study,	we	recommend	that	eco-brands	focus	on	sharing	knowledge	about	their	sustainable	initia-

tives	while	emphasizing	credible	messages	to	enhance	the	consumer’s	trust	in	eco-labels.	There-

fore,	eco-brands	can	advantageously	apply	both	neuroscientific	and	traditional	methods	to	increase	

knowledge	about	their	target	segment.	Hence,	eco-brands	can	maximize	the	effect	and	trust	of	their	

communication	messages	prior	to	releasing	marketing	campaigns,	if	the	eco-brands	test	such	initi-

atives	in	regard	to	how	the	messages	are	received	and	perceived	by	the	consumer.	Additionally,	we	
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recommend	that	eco-brands	prioritize	more	resources	on	marketing	initiatives	regarding	its	eco-

labeled	products.	This	is	suggested	in	order	to	develop,	test,	and	evaluate	the	marketing	initiatives	

in	their	preliminary	phases,	and	to	a	greater	extent,	ensure	clear	and	transparent	communication	

messages,	in	which	the	consumer	trusts.		

	

Suppose	Planet	Nusa’s	marketing	initiatives	are	well-tested	through	both	neuroscientific	and	more	

traditional	research	methods	prior	to	release.	In	that	case,	Planet	Nusa	can	determine	the	most	rel-

evant	target	groups	for	its	communication	messages.	Hence,	Planet	Nusa	can,	to	a	greater	degree,	

ensure	that	 the	targeted	consumers	receive	and	perceive	the	communication	messages	 in	an	 in-

tended	manner.	If	Planet	Nusa	can	enhance	its	brand	knowledge	and	positive	brand	associations	

towards	its	sustainable	profile,	it	can	ultimately	increase	positive	CBBE	and	brand	loyalty.	There-

fore,	we	recommend	placing	more	resources	on	developing	the	right	communication	messages	to	

improve	the	return	on	investment	(ROI)	of	Planet	Nusa’s	marketing	initiatives,	as	initiatives	poten-

tially	providing	misleading	and	mistrusted	information	are	decreased	and	eliminated.		
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APPENDIX	

APPENDIX	1:	THE	COMPLETE	EXPERIMENTAL	DESIGN	
 

	

	
	

	
	

Welcome	to	our	study!

We	are	very	grateful	that	you	want	to	participate.	

Please	place	yourself	in	front	of	your	computer,	and	if	
possible,	closely	to	a	light	source,	so	the	camera	can	capture	

your	eyes.	

How	often	do	you	do	physical	activity?
(Physical	activity	includes	all	types	of	physical	activity	e.g.	fitness,	city	biking,	long	walks,	workouts	at	home,	yoga,	
running,	etc.)

qNever
qLess	than	once	a	month
qOnce	a	month
qOnce		every	second	week	
qOnce	a	week
qMore	than	once	a	week
qEvery	day

What	is	the	main	reason	for	you	to	do	physical	activity?	

q It	is	fun
qTo	stay	in	shape
qTo	de-stress
qAs	a	transportation
qTo	socialize	
q I	am	an		athlete
qOther

How	often	do	you	on	average	purchase	activewear?
(Active	wear	includes	all	types	of	activewear	e.g.	sweatshirts,	 t-shirts,	 tops,	leggings,	socks,	etc.)

qNever
qMore	rarely	than	once	a	year
qOnce	a	year
qTwice	a	year
qEvery	third	month
qEvery	month
qEvery	week
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Please	answer	the	following	question	based	on	your	intuition	– the	
faster	the	better.

How	much	do	you	agree	with	the	statements	below?

I	believe	that	sustainability	is	a	good	thing

I	believe	it	is	great	that	a	rising	focus	has	been	created	on	sustainability	

I	like	that	it	has	become	easier	to	act	more	sustainably	on	a	daily	basis	

I	like	that	the	apparel	industry	is	becoming	more	focused	on	sustainable	products	

DISTRACTOR	VIDEO	
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B

Compare	the	products

Compare	the	products
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A B

Compare	the	products

How	much	do	you	agree	with	the	statements	below

It	is	easy	for	me	to	identify	whether	or	not	a	product	is	labeled	as	being	sustainable

I	will	use	eco-labeled	activewear	as	way	to	have	a	more	sustainable	behavior

My	next	purchase	of	activewear	will	be	sustainable	

I	am	willing	to	pay	a	higher	price	for	an	eco-labeled	product	than	for	a	not	eco-labeled	product.
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A B

A

A

B

Which	one	will	you	choose?

BA

A B
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Which	one	will	you	choose?

BA

B

Planet Nusa sports top
Sustainable
Dri-FIT technology 

Sports top 
Breathable mesh
Dri-FIT technology 

A B

B

A B

Which	one	will	you	choose?

BA
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How	much	do	you	agree	with	the	statements	below?

I	spend	a	lot	of	time	researching,	before	I	buy	activewear

I		have	an	interest	in	evaluating	the	qualities	of	the	product,	before	I	buy	
activewear

I	draw	upon	my	past	experiences	with	a	given	brand before	I	buy	activewear	

I	purchase	activewear	inspired	by	what	is	trending	

KNOWLEDGE	VIDEO	
	

https://www.youtube.com/watch?v=zQYD8T7c
30s	
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Planet	Nusa	is	a	community	of	women	where	everyone’s	welcome!	It’s	a	place	to	
catch	up	with	your	girlfriends,	take	your	dog	for	a	walk,	head	to	the	gym,	hike	up	

a	hill	or	whatever	floats	your	little	exercise	boat.

Planet	Nusa	cares	deeply	about	the	planet	and	works	really	hard	on	doing	the	
best	it	can	for	the	environment.

Planet	Nusa	uses	fishing	nets	that	are	rescued	from	the	bottom	of	the	ocean	in	
the	Philippines	and	other	waste	from	the	ocean.		All	fabrics	are	certified	with	the	
highest	standards	in	the	textile	industry.	 It	is	simply	important	for	Planet	Nusa	

that	you	leave	the	smallest	possible	trace	on	the	planet	when	you	buy	its	
activewear.

Please	spend	as	much	time	as	you	want	to	answer	the	
following	questions.
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How	much	do	you	agree	with	the	statements	below?

I	make	purchase	decisions	regarding	activewear	based	on	what	matches	my	values	

I	purchase	activewear	inspired	by	my	peers	

I	purchase	activewear	inspired	by	what	 is	trending	

I	feel	morally	obligated	to	consider	sustainability	when	purchasing	activewear

How	much	do	you	agree	with	the	statements	below?

Planet	Nusa	is	a	trustworthy	brand

Planet	Nusa	has	great	brand	values		

Planet	Nusa’s	brand	has	good	benefits
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How	much	do	you	agree	with	the	statements	below?

I	feel	that	buying	eco-labeled	activewear	makes	a	difference	in	the	
world

My	next	purchase	of	activewear	will	be	sustainable

I	will	check	for	eco-labeling	of	the	product	next	time	I	buy	activewear

I	believe	if	I	choose	activewear	with	this	eco-label	I	can	help	in	the	fight	
against	climate	change

Buying	activewear	is	an	important	process	for	me

Buying	activewear	requires	a	lot	of	effort	from	me

I	am	willing	to	pay	a	higher	price	for	an	eco-labeled	product	than	
for	a	not	eco-labeled	product	

How	much	do	you	agree	with	the	statements	below?
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B

Planet Nusa sports top
Sustainable
Dri-FIT technology 

Sports top 
Breathable mesh
Dri-FIT technology 

A B

B

A B

Which	one	will	you	choose?

BA

A B

A

A

B
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Which	one	will	you	choose?

BA

A B

Which	one	will	you	choose?

BA
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How	will	you	rate	the	importance	of	the	following	factors	concerning	activewear?

Design

Price

Brand

Sustainability

Convenience
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How	much	do	you	agree	with	the	statements	below?

I	want	to	protect	the	environment	

It	is	important	for	me	to	be	kind,	helpful,	and	honest	with	
my	friends	and	family

My	personal	interests	are	important	

My	social	status	is	a	high	priority	for	me

I	prefer	to	buy	eco-labeled	activewear	rather	than	not	eco-labeled	activewear

qYes
qNo
q I	do	not	know
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What	are	you	willing	to	pay	for	the	product?

Please	slide	on	the	bar	below
DKK	0--------------------------------500---------------------------DKK1000

Please	slide	on	the	bar	below
DKK	0---------------------------------500------------------------------DKK1000

What	are	you	willing	to	pay	for	the	product?
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How	much	do	you	agree	with	the	statement	below

Price:	
DKK	699

Not
likely

I	am	willing	to	pay	
DKK	699	for	the	
product

Very
likely

Thank	you	for	participating!
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APPENDIX	2:	INTERVIEW	GUIDE 
INTRODUCTION	

Introduction:	Welcome	to	the	interview,	and	thank	you	very	much	for	your	time!	This	inter-

view	will	revolve	around	your	considerations,	opinions,	and	behavior	in	relation	to	sustaina-

bility	and	activewear.	We	are	very	grateful	that	you	want	to	participate.	

	

Recording:	This	interview	will	be	recorded	and	transcribed.	You	are	welcome	to	request	a	re-

view	of	the	transcription	if	you	wish	to	do	so.	

	

Duration:	This	interview	will	take	approximately	45	minutes.		

BACKGROUND	INFORMATION	

These	questions	also	

function	as	warm-up	

questions	for	the	re-

spondent	to	get	settled	in	

the	interview	situation.	

Can	you	make	a	brief	presentation	of	yourself	including:	

● Name	

● Age	

● Current	occupation		

● Place	of	residence	

● How	often	do	you	do	physical	activity?	

● What	kind	of	physical	activity?	

● Why	you	do	physical	activity?	

● How	often	you	purchase	activewear?	

CONSUMER	BEHAVIOR	

We	are	very	interested	in	getting	to	know	you	a	little	better	in	relation	to	you	as	a	consumer	in	

relation	to	activewear	as	well	as	your	underlying	processes	and	considerations	hereof.		

(the	following	questions	are	based	on	Kotler’s	7	O’s	of	consumer	behavior,	though	outlets	and	oc-

casions	have	been	left	out)	

Occupants	

(incl.	the	background	in-

formation)	

and	operations	

If	you	had	to	choose,	which	of	the	two	following	statements	would	

you	say	describe	you,	and	why?	

● It	is	most	important	for	me	to	ensure	success	in	my	own	

life	and	obtain	a	great	career	

● The	welfare	of	other	people	and	living	creatures	around	

the	world	is	the	most	important	thing	to	me		
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How	would	you	describe	yourself	as	a	consumer	when	purchasing	

activewear?	(e.g.	spontaneous,	considerate)		

● Follow	up	on	their	answers	

○ Do	you	always	have	a	specific	plan/goal	when	en-

tering	a	store?		

○ Do	you	research	before	you	visit	webshops	or	

physical	stores?		

Objects	and	objectives	

(involvement,	brand	eq-

uity,	habits)	

Imagine	that	you	are	in	a	physical	store	or	a	webshop.	You	are	

looking	for	a	new	piece	of	activewear.	You	are	presented	with	dif-

ferent	types	of	activewear	(e.g.	sweatshirts,	leggings,	socks).		

	

Which	considerations	go	through	your	mind?		

● Which	characteristics	do	you	at	first	look	for?	Why?	

	

If	you	were	to	describe	the	three	most	important	product	attrib-

utes	you	think	an	activewear	product	must	hold	what	would	the	

three	words	be?	

● Why	these	three	words?	

	

Which	product	would	you	at	first	consider	purchasing?		

● Why	this	product?	Is	the	product	more	important	for	you	

to	have	than	others	(e.g.	long-sleeved,	t-shirts,	etc.)?	

● What	do	you	use	this	product	for?	(e.g.	training,	wearing	at	

home)?	

	

Is	your	product	from	a	specific	brand?	

● If	yes:	

○ Which	brand?		

○ Would	you	always	choose	this	brand	when	pur-

chasing	activewear?	

○ Why	do	you	choose	this	specific	brand?	

○ Would	you	be	willing	to	purchase	the	same	product	
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from	another	brand?	Why/why	not?	

● If	no:	

○ Why	not?	

	

What	would	you	be	willing	to	pay	for	this	product?	

● What	influences	how	much	you	are	willing	to	pay	for	the	

chosen	product?	

	

Organizations	

(CCT,	trends)	

Do	you	feel	influenced	by	any	people	before	making	a	final	pur-

chase	decision	with	regard	to	activewear?	If	yes:		

● How	can	these	people	influence	your	decision?		

	

How	would	you	describe	the	influence	of	overall	trends	in	society	

on	your	purchase	decisions?		

● What	role	do	you	think	sustainability	plays	-	is	a	trend	in	

your	“society”	(group)?	

● How	do	these	trends	influence	you	as	a	person?		

● How	do	these	trends	form	specific	values	for	you?			

● Do	trends	contribute	to	you	adding	any	kind	of	symbolic	

meaning	to	your	consumption?	How?	

	

How	important	is	other’s	acceptance	of	the	product?	

HYPOTHESIS	 	

H1:	The	attitude-	behav-

ior	gap	will	decrease	

when	the	alignment	be-

tween	a	consumer’s	sys-

tem	1	and	system	2	pro-

cesses	increases.		

What	is	your	general	attitude	towards	sustainability?	

● How	does	sustainability	affect	your	overall	behavior	as	a	

consumer?		

● How	does	this	affect	your	choice	of	activewear?	

● Are	there	any	specific	variables	that	affect	your	selection	

or	rejection	of	sustainable	activewear?	

	

What	role	does	eco-labeling	of	products	of	activewear	play	for	

you?	
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Do	you	see	eco-labels	as	an	opportunity	for	pro-environmental	be-

havior?	Why/why	not?	

● How	trustworthy	do	you	find	the	eco-labeling	of	active-

wear?		

● How	does	eco-labeling	of	activewear	affect	your	purchase	

decision?		

	

To	which	degree	would	you	describe	yourself	as	a	sustainable	con-

sumer	in	relation	to	activewear?	

If	a	sustainable	consumer:	

● What	does	being	a	sustainable	consumer	mean	to	you?	

● What	enables	you	to	be	a	sustainable	consumer?		

	

If	not	a	sustainable	consumer:	

● What	are	the	main	barriers	for	you	for	not	being	a	sustain-

able	consumer?		

● What	could	make	you	consider	sustainability	to	a	higher	

degree	when	purchasing	activewear?	

FOLLOW	UP	ON	EYE-TRACKING	

	 In	the	experiment,	you	answered	x	on	how	much	you	believed	that	

making	a	sustainable	purchase	would	help	fight	climate	change	or	

make	a	difference	in	the	world.	Can	you	elaborate	on	this?	

	

In	the	experiment,	you	were	given	information	about	Planet	Nusa	

and	its	goals	of	being	sustainable.	

● Did	this	information	change	your	opinion	about	the	brand	

and/or	sustainable	sportswear?	How?	

● Do	you	trust	Planet	Nusa’s	sustainable	message?	Why,	why	

not?	(for	transparency)	

● Do	you	think	Planet	Nusa’s	design	lives	up	to	your	opinion	

of	how	sportswear	should	look?	
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Where	do	you	feel	the	responsibility	of	creating	a	more	sustaina-

ble	world	lies?	(e.g.	companies,	the	state,	you)	

	

Do	you	feel	that	acting	sustainable	means	that	you	have	to	com-

promise	on	other	values	that	you	attach	to	activewear?	(e.g.	price,	

design,	etc.)?	Why/why	not?	

	
	 	



	157	

APPENDIX	3:	EXPERIMENT	SET-UP	WITH	HYPOTHESES	

INTRODUCTION	

	

Welcome	to	our	study!	

We	are	very	grateful	that	you	want	to	participate.	

Please	place	yourself	in	front	of	your	computer,	and	if	possible,	close	to	a	light	source,	so	the	

camera	can	capture	your	eyes.	

	

BACKGROUND	INFORMATION	

Background	information	

of	the	participants	is	de-

rived	in	order	to	ensure	

that	the	participants	are	

relevant	to	the	experi-

ment.		

	

	

How	often	do	you	do	physical	activity?	(Physical	activity	includes	

all	types	of	physical	activity	e.g.,	fitness,	city	biking,	long	walks,	

workouts	at	home,	yoga,	running,	etc.)	

� Never	

� Less	than	once	a	month	

� Once	a	month	

� Once	every	second	week	

� Once	a	week	

� More	than	once	a	week	

� Every	day	

	

What	is	the	main	reason	for	you	to	do	physical	activity?		

� It	is	fun	

� To	stay	in	shape	

� To	de-stress	

� As	a	transportation	

� To	socialize	

� I	am	an	athlete	

� Other	

	

How	often	do	you	on	average	purchase	activewear?	(Activewear	

includes	all	types	of	activewear	e.g.	sweatshirts,	t-shirts,	tops,	leg-

gings,	socks,	etc.)	

� Never	
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� More	rarely	than	once	a	year	

� Once	a	year	

� Twice	a	year	

� Every	third	month	

� Every	month	

� Every	week	

HYPOTHESIS	 QUESTIONS	FOR	EXPERIMENT	

H1:	When	the	result	of	a	

consumer’s	System	1	and	

System	2	processes	are	

consistent	the	attitude-

behavior	gap	decreases		

Questions	regarding	WTP	and	WTB	in	respectively	System	1	

(questions	asked	for	H2a)	and	System	2	(questions	asked	for	H5	

and	H7a)	

	

Distractor	video			

SYSTEM	1	

MOTIVATION	TO	PRESENT	ON	MARKET	

Text	on	screen	

Please	answer	the	following	question	based	on	your	intuition	–	the	faster	the	better.	

H2:	Consumers	who	have	

a	more	positive	attitude	

towards	sustainability	

have	a	longer	total	fixa-

tion	time	on	eco-branded	

activewear	

How	much	do	you	agree	with	the	statements	below?

	
● I	believe	that	sustainability	is	a	good	thing		

● I	believe	it	is	great	that	a	rising	focus	has	been	created	on	

sustainability	

● I	like	that	it	has	become	easier	to	act	more	sustainably	on	a	

daily	basis		

● I	like	that	the	apparel	industry	is	becoming	more	focused	

on	sustainable	products		
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______________________________________________________________________	

	

Views	screen	with	two	products,	an	eco-branded	and	a	non-eco-

branded,	and	the	text	“Compare	the	products”.	The	showing	time	per	

stimuli	is	seven	seconds.	This	will	be	repeated	with	three	different	

types	of	products:	1)	top,	2)	long-sleeved	blouse,	3)	leggings.	

	

H2a:	Consumers	who	

have	a	positive	attitude	

towards	sustainability	

use	eco-branded	active-

wear	as	an	opportunity	

for	sustainable	behavior	

How	much	do	you	agree	with	the	statements	below?	

	
	

● It	is	easy	for	me	to	identify	whether	or	not	a	product	is	la-

beled	as	being	sustainable	

● I	will	use	eco-labeled	activewear	as	way	to	have	a	more	

sustainable	behavior	

● My	next	purchase	of	activewear	will	be	sustainable	

● I	am	willing	to	pay	a	higher	price	for	an	eco-labeled	prod-

uct	than	for	a	not	eco-labeled	product	

H2b:	Consumers	who	

place	high	importance	on	

activewear	have	a	higher	

number	of	fixations	on	

eco-branded	activewear	

Questions	regarding	involvement	(questions	asked	for	H7)	and	

eye-tracking	data	(“Compare	the	products”	from	H2	and	A/B	

choice	from	H3)	

H2c:	Consumers	who	have	

a	positive	attitude	to-

wards	sustainability	have	

the	first	fixation	on	eco-

branded	activewear	

Questions	regarding	attitude	(questions	asked	for	H2)	and	eye-

tracking	data	(“Compare	the	products”	from	H2	and	A/B	choice	

from	H3)	
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	 PRESENT	ON	MARKET	TO	PURCHASE	INTENTION	

H3:	Consumers	are	less	

willing	to	adopt	eco-

branded	activewear	

when	time	is	limited	

Views	screen	with	two	products,	an	eco-branded	and	a	non-eco-

branded.	The	showing	time	per	stimuli	is	three	seconds.	This	will	be	

repeated	for	three	product	types:	1)	top,	2)	long-sleeved	blouse,	3)	

leggings.	Afterward	the	participant	is	asked	to	choose	between	the	

eco-branded	and	the	non-eco-branded	product	for	each	product	

type.	

	

Which	one	will	you	choose?		

� A		

� B		

SYSTEM	2	

	 MOTIVATION	TO	BRAND	EQUITY	

H4:	Consumers	who	place	

high	importance	on	ac-

tivewear	increase	their	

information	search	

How	much	do	you	agree	with	the	statements	below?

	
● I	spend	a	lot	of	time	researching,	before	I	buy	activewear	

● I	have	an	interest	in	evaluating	the	qualities	of	the	product,	

before	I	buy	activewear	

● I	draw	upon	my	past	experiences	with	a	given	brand	be-

fore	I	buy	activewear	

● I	purchase	activewear	inspired	by	what	is	trending		

	

Planet	Nusa	information	video	

link	

Views	text	and	our	photoshopped	sustainability	label	
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Planet	Nusa	is	a	community	of	women	where	everyone’s	welcome!	It’s	a	place	to	catch	up	with	

your	girlfriends,	take	your	dog	for	a	walk,	head	to	the	gym,	hike	up	a	hill	or	whatever	floats	

your	little	exercise	boat.	

		

Planet	Nusa	cares	deeply	about	the	planet	and	works	really	hard	on	doing	the	best	it	can	for	

the	environment.	

Planet	Nusa	uses	fishing	nets	that	are	rescued	from	the	bottom	of	the	ocean	in	the	Philippines	

and	other	waste	from	the	ocean.		All	fabrics	are	certified	with	the	highest	standards	in	the	tex-

tile	industry.	It	is	simply	important	for	Planet	Nusa	that	you	leave	the	smallest	possible	trace	

on	the	planet	when	you	buy	its	activewear.	

	

Views	text	on	screen	

Please	spend	as	much	time	as	you	want	to	answer	the	following	questions	

H4a:	Knowledge	regard-

ing	Planet	Nusa’s	eco-

brand	leads	to	positive	

customer-based	brand	

equity	

How	much	do	you	agree	with	the	statements	below?	

	
● Planet	Nusa	is	a	trustworthy	brand		

● Planet	Nusa	has	great	brand	values	

● Planet	Nusa’s	brand	has	good	benefits	

H4b:	The	rising	consumer	

trend	of	sustainable	be-

havior	leads	to	positive	

customer-based	brand	

equity	for	Planet	Nusa	

How	much	do	you	agree	with	the	statements	below?

	
	

● I	make	purchase	decisions	regarding	activewear	based	on	

what	matches	my	values	

● I	purchase	activewear	inspired	by	my	peers		
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● I	purchase	activewear	inspired	by	what	I	see	is	trending	

● I	feel	morally	obligated	to	consider	sustainability	when	pur-

chasing	activewear	

BRAND	EQUITY	TO	PURCHASE	INTENTION	

H5:	Consumers	who	as-

cribe	Planet	Nusa	with	

positive	customer-based	

brand	equity	hold	posi-

tive	self-efficacy	

The	participants	are	shown	Planet	Nusa	clothing	with	our	pho-

toshopped	eco-label.		

	

How	much	do	you	agree	with	the	statements	below?	

	
● I	feel	that	buying	eco-labeled	activewear	makes	a	differ-

ence	in	the	world	

● My	next	purchase	of	activewear	will	be	sustainable		

● I	will	check	for	eco-labeling	of	the	product	next	time	I	buy	

activewear	

● I	believe	if	I	choose	activewear	with	this	eco-label	I	can	

help	in	the	fight	against	climate	change	

______________________________________________________________________	

Views	screen	with	two	products,	an	eco-branded	and	a	non-eco-

branded.	The	showing	time	per	stimuli	is	seven	seconds.	This	will	be	

repeated	for	three	product	types:	1)	top,	2)	long-sleeved	blouse,	3)	

leggings.	Afterward	the	participant	is	asked	to	choose	between	the	

eco-branded	and	the	non-eco-branded	product	for	each	product	

type.	

	

Which	one	will	you	choose?		

� A		

� B	

MOTIVATION	TO	PURCHASE	INTENTION	
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H6:	Consumers	who	per-

ceive	sustainability	as	an	

important	attribute	for	

activewear	choose	eco-

branded	activewear	

On	a	scale	from	1-7,	how	will	you	rate	the	importance	of	the	fol-

lowing	factors	with	regard	to	activewear

	
● Design	

● Price	

● Brand	

● Sustainability	

● Convenience	

	

I	prefer	to	buy	eco-labeled	activewear	rather	than	not	eco-labeled	

activewear	

� Yes	

� No	

� I	do	not	know	

H6a:	Consumers	who	

have	a	positive	attitude	

towards	sustainability	

choose	eco-branded	ac-

tivewear	

	

Questions	regarding	attitude	(questions	asked	for	H2)	and	the	A/B	

choice	between	the	three	product	types	(questions	asked	for	H5)	

H6b:	Consumers	who	

have	predominantly	self-

transcendent	values	

choose	eco-branded	ac-

tivewear	

	

How	much	do	you	agree	with	the	statements	below?	

	
	

● I	want	to	protect	the	environment	(universalism)	

● It	is	important	for	me	to	be	kind,	helpful,	and	honest	with	

my	friends	and	family	(benevolence)	
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● My	personal	interests	are	important	(achievement)	

● My	social	status	is	a	high	priority	for	me	(power)	

	

H7:	Consumers	who	place	

high	importance	on	ac-

tivewear	are	more	willing	

to	buy	eco-branded	ac-

tivewear	

How	much	do	you	agree	with	the	statements	below?

	
● Buying	activewear	is	an	important	process	for	me		

● Buying	activewear	requires	a	lot	of	effort	from	me	

	

H7a:	Consumers	who	

place	high	importance	on	

activewear	have	a	higher	

willingness	to	pay	for	

eco-branded	activewear			

I	am	willing	to	pay	a	higher	price	for	an	eco-labeled	product	than	

for	a	product	that	is	not	eco-labeled.	

	

______________________________________________________________________	

	

Views	screen	with	a	pair	of	non-eco-branded	leggings.	The	partici-

pants	use	the	sliding	bar	(0	DKK	to	1.000DKK)	to	express	how	much	

they	are	willing	to	pay	for	the	leggings.	

	

What	are	you	willing	to	pay	for	the	product?	

	
______________________________________________________________________	

	

Views	screen	with	a	pair	of	eco-branded	leggings.	The	participants	

use	the	sliding	bar	(0	DKK	to	1.000DKK)	to	express	how	much	they	

are	willing	to	pay	for	the	leggings.	
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What	are	you	willing	to	pay	for	the	product?	

	
______________________________________________________________________	

	

Views	screen	with	an	eco-labeled	long-sleeved	blouse.	The	price	for	

the	blouse	is	set	at	a	fixed	price	of	699	DKK.	

	

How	much	do	you	agree	with	the	statement	below?	

	

I	am	willing	to	pay	DKK	699	for	the	product	
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APPENDIX	4:	ILLUSTRATIONS	OF	iMOTIONS'	DATA 

 
Eye-tracking	data	1:	3	seconds	exposure	time	

	

 
Eye-tracking	data	2:	3	seconds	exposure	time	
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Eye-tracking	data	3:	3	seconds	exposure	time	

	

 
Eye-tracking	data	4:	7	seconds	exposure	time	
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Eye-tracking	data	5:	7	seconds	exposure	time	

	

 
Eye-tracking	data	6:	7	seconds	exposure	time	
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APPENDIX	5:	EXCEL	DATA	SHEET	

Uploaded	separately	as	an	Excel	file.		

	

APPENDIX	6:	INTERVIEW	1	

Uploaded	separately	as	an	audio	file	(m4a)	

	

APPENDIX	7:	INTERVIEW	2	

Uploaded	separately	as	an	audio	file	(m4a)	

	

APPENDIX	8:	INTERVIEW	3	

Uploaded	separately	as	an	audio	file	(m4a)	

	

APPENDIX	9:	INTERVIEW	4	

Uploaded	separately	as	an	audio	file	(m4a)	

	


