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ABSTRACT
A Comprehensive Study of Sustainability, Fashion and Consumption: Understanding

Consumer Behaviour and Clothing Evaluation from a Cross-national Perspective

Osmud Rahman, Ph.D.

Concordia University, 2023

The overarching objectives of this research are twofold: (1) gaining an in-depth
understanding of the current trends and developments in “fashion and sustainability” research
between 2010 and 2021, identifying research gaps and influential works; and (2) examining the
influence of sustainable and non-sustainable product attributes on apparel consumer choices from
a cross-national perspective, specifically focusing on Indian and Canadian consumers. Although
previous research has explored fashion and sustainability, to the best of my knowledge, no study
has undertaken a comprehensive examination of the aforementioned objectives. Prior to this study,
no research has been conducted on the significance of (non-)sustainable evaluative cues from the
perspectives of both Indian and Canadian apparel consumers.

This thesis comprises six chapters that unfold as follows: Chapter 1 establishes the
contextual background and research rationale for the topic. Chapter 2 conducts a systematic
literature review to provide a comprehensive overview of the research conducted and disseminated
on “fashion and sustainability” since 2010. To facilitate data analysis and gain a deeper
understanding of the research evolution, various free open-access software tools such as RAKE,
VOSviewer and CitNetExplorer were employed. Boolean queries were utilised to search and

retrieve 860 articles related to “fashion and sustainability” from the Web of Science. Based on



these publications, the research’s geographic distribution, types and approaches (e.g., qualitative,
quantitative, case study and systematic literature review), author’s affiliations by country,
publication trends, number of cross-national/cultural studies, and major sustainable and non-
sustainable attributes were identified and examined. Chapter 3 delves into an extensive literature
review of evaluative attributes in apparel, encompassing both sustainable and non-sustainable
cues. This review provides insights into consumer buying behaviour across various dimensions,
such as sustainable cues versus non-sustainable cues, differences between male and female
consumers, and variations between developed and developing nations. Importantly, this
information informs the formulation of relevant hypotheses for empirical testing in the subsequent
chapter. The chapter also presents and discusses the typology of apparel cues, including intrinsic
and extrinsic cues, psychic/aesthetic and physical/functional cues, sustainable and non-sustainable
cues and “product-related cues and production-related cues. Chapter 4 outlines the research
methodology employed for empirical testing and analysis. Data collection was conducted through
self-administered online survey, with various measurement instruments developed based on prior
literature. The collected data were analysed using SPSS, employing techniques such as descriptive
analysis, #-test and correlation test. Chapter 5 presents the analytical results and discusses the
salient impact of various apparel product cues. Additionally, it reports on the differences observed
between Canadian and Indian consumers, as well as gender disparities in clothing choice. The final
chapter summarised the findings, highlighted the contributions, implications and limitation of the
current research, and provides recommendations for future research areas that warrant further

investigation.
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CHAPTER 1: INTRODUCTION

1.1 Research Motives and Objective

Over the last ten years, I have conducted and disseminated various research projects related to
product evaluation and fashion consumption. Some of these studies (Rahman et al., 2014, 2017,
2018, 2020a) were primarily focused on fashion consumer innovativeness through a cross-cultural
perspective, whilst others were focused on specific demographic groups such as youths (Rahman
& Kharb, 2018; Rahman et al., 2013), mature women in Taiwan (Rahman & Chang, 2018), aging
consumers and baby boomers in Canada (Rahman & Yu, 2018, 2019), “Little Emperors”! in China
(Rahman et al., 2011, 2013), and Millennials/Generation Z in India (Rahman & Kharb, 2018).
However, most of my research was conducted in Canada and China, and primarily or exclusively
focused on the functional and aesthetic aspects of clothing, with little attention paid to sustainable
aspects.

Previous literature reviews have indicated a lack of research examining how sustainable
attributes influence clothing choice, buying decisions, and consumption. As Rausch et al. asserted
in their recent article (2021; p. 1), “It remains unclear whether sustainability really matters to
consumers in a clothing context and, more specifically, which aspects are of importance to
consumers during their purchase decision.” Additionally, most prior studies (Harris et al., 2016;
Norum, 2013; Rausch & Kopplin, 2021) were conducted in a single country or geographic
location, despite multinational fashion retailers such as Zara (Spain), H&M (Sweden), Forever 21

(U.S.), Topshop (U.K.), and UNIQLO (Japan) selling products in multiple regions and countries.

«Little Emperors” (xiao huangdi) or “spoiled child” were born after the launch of one-child policy in 1979. In general,
they are self-centred, focused on personal needs and pampered throughout their childhood (Rahman et al., 2013).

1



Although these global retailers are considered key players in the fashion arena, they have been
criticised due to their “fast fashion? business model.

Fast-fashion retailers can quickly identify and respond to the latest fashion trends by
offering a wide array of fashion styles to consumers. According to Radonic (2022), the number of
new collections released by European fashion brands has increased from 2 to 24 per year since
2000, for example, H&M delivers 12 to 16 new collections and Zara delivers 24 new collections
every year. Fast fashion often refers to fast-changing, inexpensive trendy fashion that subsequently
leads to excessive consumerism (Jorgensen & Jensen, 2012). To change the negative perceptions
toward a brand, many fast fashion companies have begun to pay more attention to the sustainable
aspect during design, prototype development (e.g., circular product design), production, and
supply chain management processes. For example, H&M, Topshop, and Zara unveiled their
‘Conscious’ collection in 2011, the eco-conscious label ‘Ready to Reclaim’ in 2012, and the ‘Join
Life’ sustainable collection in 2016, respectively (Rahman et al., 2021). Although sustainable
collections and “green” programs have been launched over the last decade, many consumers
remain skeptical about the claims of sustainable values and benefits (Leonidou & Skarmeas, 2017).
In many cases, the sustainable information about the products (e.g., manufacturing methods and
processes) is unavailable, insufficient, or vague.’> According to the Fashion Transparency Index

2022 (Fashion Revolution, 2022; p. 38), most fashion companies scored below 50%. Only three

2 Fast fashion companies usually sell their trendy clothing at very competitive price points because of low
manufacturing costs and inexpensive materials. Fast fashion retailers produce approximately 20 lines annually and
account for about 20% of the total sales in the U.K. (BSR, 2013; Defra, 2008)

3 According to (Segran, 2019), “H&M is not the only company whose sustainability claims lack satisfying

detail. I recently reported about how Zara, another major player in the fast-fashion industry, released new
sustainability targets, but they were vague.”



companies (OVS*, Kmart Australia, and Target Australia) scored 71-80% and 6 companies (H&M,
The North Face, Timberland, United Colors of Benetton, Vans, and Gildan) scored 61-70% (See
Appendix 1 for details), indicating a need for further research into sustainable fashion consumption
and practices. Based on the findings of this fashion transparency report, it is clear that many
multinational fashion companies/retailers either fail to provide sufficient information or are
unwilling to disclose details about their sustainable practices and development. In essence, many
fashion companies prioritise reducing cost reduction, productivity enhancement, and the emphasis
on functional and aesthetic aspects, often at the expense of sustainability considerations for their
products.

Against this backdrop, the present study aims to deepen our understanding of clothing
choices and buying behaviour from a cross-national perspective. Building on my previous
research, this study attempts to shed new light on sustainability and fashion consumption, explore
research trends, address issues related to shopping behaviour, bridge the research-practice gap, and
answer some outstanding queries that [ have encountered but did not have a chance to unpack them
systematically, empirically, and critically. For example, “What is the current/emerging research
trend of fashion sustainability?”, “How many cross-national studies have been conducted and
focused on sustainable and non-sustainable aspects of clothing from the consumers’ perspectives
over the last decade?”, “Do sustainable attributes play a significant role in the apparel selection
and consumption process?”, “Do apparel consumers have different perceptions toward sustainable
attributes and certified eco-labelling?”, “Do apparel consumers rely on eco-labels to guide their

selection and evaluation processes?”, “Are there any differences and similarities among apparel

4 OVS is a leading Italian apparel brand specialising in menswear, womenswear, and childrenswear.



consumers in terms of their needs and preferences across nations?”, “Do Asian consumers pay
more attention to the functional and aesthetic benefits of clothing than psychological and
philanthropic values?”” and “Why?”. To address the aforementioned questions, the present research
was designed to examine both sustainable and non-sustainable evaluative cues of clothing from
several aspects — functional, aesthetic, environmental, social/ethical, and financial.

To summarise, the overarching objectives of this research has twofold: (1) to gain an in-
depth understanding of the current research trends of “fashion and sustainability” and identify the
influential research work; and (2) to examine what sustainable and non-sustainable attributes may
affect apparel consumer choices from a cross-national perspective. The results of this study can
provide practical and theoretical implications for academicians, marketers, practitioners, and
consumers in various fields, particularly fashion studies, consumer behaviour, sustainability, and

product development.

1.2 COVID-19 Pandemic, Online Shopping and Sustainable Consumption

The outbreak of the coronavirus pandemic has disrupted and brought the entire fashion industry to
a halt. In 2020, American retail sales across all sectors, excluding food and beverage and health
and beauty, experienced a significant 10% drop (eMarketer, 2020). Similarly, fashion and luxury
brands also faced a substantial decline in sales (Biondi, 2020). As a result, numerous fashion
companies were compelled to downsize, undergo restructuring, declare bankruptcy, or seek
creditor protection (such as Chapters 7 and 11 bankruptcy), including the up-scaled department
store Lord & Taylor, Neiman Marcus, J.C. Penney chain, Brooks Brothers, Ann Taylor, J. Crew,
True Religion, fast retailer Forever 21, Montreal-based fashion retailer Le Chateau, and many

others. Despite the numerous challenges, there remains a sense of optimism among market analysts



and fashion practitioners for several reasons. These include the belief that only the strongest
companies will survive the retail apocalypse, the continued growth of e-commerce, the anticipated
economic rebound following the lifting of restrictions, and the gradual return to normalcy. Surveys
and forecasts (Statista, 2021; U.S. Congressional Budget Office/CBO, 2021) further suggest that
the economy and employment rates are expected to recover to pre-pandemic levels in 2021 and
2024, respectively. With this perspective in mind, it is crucial to comprehend the current economic
landscape and the factors that may influence consumers’ decision-making when it comes to
shopping for clothing. Whilst the upcoming chapter will briefly touch upon the impact of the
COVID-19 pandemic on consumer behaviour, it is important to note that this is not the primary
focus of the present research.

Regarding the growth of e-commerce, numerous studies (eMarketer, 2019; IBEF, 2016;
Geissdoerfer et al., 2017; Kachaner et al., 2020; Lu, 2004; Nielsen, 2007; Yining, 2014)
highlighted a significant increase in online shopping and pro-environmental behaviour in recent
decades. Since the mid-1990s, many companies have developed and launched their B2C (business-
to-consumer) online shopping sites, resulting in a surge in global retail e-commerce sales from
US$1,336 billion in 2014 to US$4,280 billion in 2020 (Statista, 2021). Throughout this period,
annual growth rates ranged from 11% to 22.5%. From the consumer perspective, the continuous
growth of e-commerce has empowered them with greater knowledge about the product features
and properties. It has become increasingly convenient and easier for consumers to search for
information prior to making a purchase, including details such as garment size, colour assortment,
fabrication, measurements, retail price, and other available information.

In a similar vein, public awareness of environmental issues, such as climate change and

ozone depletion, has grown since the Earth Summit (also known as the United Nations Conference



on Environment and Development or UNCED) in 1992. Previous studies (Bjorner et al., 2004;
Brand, 1996; Claudio, 2007; Geissdoerfer et al., 2017; Kachaner et al., 2020) conducted both
before and during the pandemic consistently demonstrate that people, particularly younger
generations such as Millennials and Gen Zers (or Zillennials), are increasingly concerned about
sustainable practices, social responsibility, and responsible consumption. For instance, the
Capgemini Research Institute’s study (Jacobs et al., 2020) revealed that 57% of the young
consumers aged 18-24 have switched to less popular brands due to sustainability reasons.
Additionally, prior literature (Kachaner et al., 2020) has suggested that the pandemic has
heightened public awareness of environmental issues.

Given this evolving trend, it is reasonable to expect that the growth of e-commerce and
sustainable consumption will continue regardless of whether we are in a pandemic situation with
sporadic lockdowns and social restrictions or in a post-pandemic scenario characterised by a return
to normal or a “new normal.”

The rise of online shopping and growing environmental awareness has prompted domestic,
multinational, and transnational retailers to re-evaluate and adjust their business models, strategies,
products, and services to meet the evolving needs, desires and values of consumers. In today’s
apparel market, consumers are not merely seeking utilitarian and hedonic values in their clothing
but also place importance on psychological, environmental, socio-ethical, cultural, and financial
values. To gain a comprehensive understanding of global consumer needs and preferences, it is
imperative to explore the following questions: Which product attributes hold relatively greater
significance in the clothing evaluation and selection processes? Are there any variations in apparel
choices among consumers from different countries? How do apparel consumers behave in different

socio-economic and cultural contexts?



1.3 Levels of Sustainable Awareness between Developed and Developing Nations
As discussed in the preceding sections, sustainable consumption has emerged as a growing concern
among modern-day consumers. The rise of “slow fashion” trends (Chi et al., 2021) and the
mentality of “buy less, buy better” (Donaldson, 2020) are gaining momentum. Whilst sustainable
clothing has gained popularity in developing countries, consumers in these regions still exhibit
lower levels of knowledge, awareness, and consumption experiences of eco-products compared to
their counterparts in developed nations (Kumar and Ali, 2011). A systematic review (Quoquab and
Mohammad, 2020) highlighted a significant difference in sustainable consumption between
developing and developed nations. However, according to Quoquab and Mohammad (2020), the
majority of research papers on this topic have been conducted in developed countries such as the
United States, the United Kingdom, the Netherlands, France, Spain, Denmark, Germany, Belgium,
Switzerland, Sweden, and Japan, between 2000 and 2020. There is relatively less research focusing
on developing or emerging countries such as India (Khare, 2020; Khare & Sadachar, 2017; Kumar
& Yadav, 2021), Brazil (Garcia et al., 2019) and China (Wei & Jung, 2017; Zhao, 2019); as well
as cross-cultural studies. Interestingly, whilst numerous cross-cultural/-national studies have been
conducted on fashion renting (Jestratijevic et al., 2021; Lang et al., 2019; Lee and Huang, 2021;
Shrivastava et al., 2021), second-hand clothing (Xu et al., 2014), and collaborative consumption
(Iran et al., 2019), there has been relatively less research on consumers’ choices and preferences
concerning sustainable and non-sustainable apparel cues.

Given the variations in cultural values, financial situations, social and gender roles, and
institutional structures across nations and socio-demographic groups, it is reasonable to propose

that the levels of consumer sustainability awareness and pro-environmental purchasing behaviour



differ. As Quoquab and Mohammad (2020, p. 330) point out in their study, “consumers in
developing countries are comparatively far behind developed countries in adopting and practicing
sustainable consumption.” Another study (Ma et al., 2016) also reveals a negative correlation
between clothing production and socio-ethical practices, particularly in developing nations,
including labour standards, human rights, and fair wages. To gain a better understanding of the
similarities and differences among nations, this study focuses on a developed country (Canada)
and an emerging country (India). The selection of these two countries is based on several criteria:
(1) cultural differences such as individualism vs. collectivism and Euroamerican vs. Asian
cultures, (2) levels of environmental awareness (Greendex Index®), (3) economic differences,
including income inequality and varying levels of GDP per capita, and (4) diverse geographic

locations, encompassing South Asia (India) and North America (Canada).

1.3.1 Development/Eastern Nation — India

India is the second most populous nation in the world and has a rich culture and history deeply
rooted in traditional customs, values and beliefs. Since the implementation of its New Economic
Policy in 1991, India has undergone a paradigm shift and rapid economic growth (Deloitte, 2013;
McKinsey, 2007). Its Gross Domestic Product (GDP) per capita increased by nearly 60% from
US$1357.6 in 2010 to US$2169.1 in 2019° (Trading Economics 2019). This impressive growth
can be attributed to several factors. Firstly, the economic expansion has led to an increase in

disposable income, enabling people to allocate more resources towards various consumer goods

> The Greendex Index is a global tracking survey complied by National Geographic and GlobeScan annually to
measure consumer behaviour in many areas such as transportation, energy consumption, food, consumer goods,
environmental concerns, etc. (National Geographic, 2014).

® However, it is worth noting that the GDP per capita growth in 2020 declined 8.9% from 2019 in India due to the
effects of the global pandemic (The World Bank, 2021).



and services. As a result, consumer spending on discretionary goods is projected to increase from
52% in 2007 to 70% in 2025 (Beinhocker et al., 2007). Secondly, the roles of Indian women have
undergone significant changes in recent decades. Despite a relatively lower labour force
participation rate compared to other countries, Indian women have made substantial contributions
to the labour market and household income, as reported in previous literature (Kamdar, 2020;
Wazir Advisors, 2018). Thirdly, the country’s high urbanization rates have played a role in
bolstering the national income whilst simultaneously impacting poverty levels, inequity, and
inclusive growth (Sabyasachi, 2013). A study conducted by McKinsey Global Institute
(Narayanswamy & Zainulbhai, 2007) predicts that if the Indian economy continues its current
trajectory, it will ascend to become the world’s fifth-largest consumer economy by 2025.

According to a study conducted by Deloitte (2013), India’s economy is projected to
continue its rapid growth, potentially surpassing China and the USA to become the world’s largest
middle-class consumer market by 2030. In light of this tremendous economic expansion, many
multinational fashion retailers such as H&M, Zara and Forever 21 have entered this alluring market
focusing on major cities such as New Delhi, Mumbai, and Hyderabad. The number of shopping
malls in India multiplied almost tenfold between 2005 and 2013, increasing from 50 to 470 (L.E.K.
Consulting, 2014). This period also witnessed the emergence of premium shopping malls in India,
such as DLF Emporio in Delhi (2008) and Palladium in Mumbai (2009). Despite the growth in the
number of shopping malls over the past decade, the majority of consumers still shop at unorganised
independent retailers or ‘Kirana’ stores (KS Oils Limited, 2008; L.E.K. Consulting, 2014).

In addition to economic growth and market structure, a study (McKinsey, 2007) conducted
by McKinsey Global Institute predicts a significant expansion of India’s middle-class population,

projected to increase from 5% of the population (50 million people) in 2007 to 41% (583 million



people) by 2025. The consumer market in India is primarily characterised by its youthful
demographic. With a median age of 28.43, India ranks fifth globally in terms of its youth
population. This young population plays a crucial role in driving the economy (Statistics Times,
2020), as they are digital natives, technologically savvy, and value conscious. India currently ranks
third in the world in terms of the number of Internet users, with further growth expected. According
to a study on apparel consumption trends in India (Wazir Advisors, 2018), the youth segment is
vital driver of economic growth. Most shoppers in India are under 30 years of age and possess
high disposable income. They have grown up during an era of liberalisation, privatisation, and
globalisation, and are often described as “a youthful exuberant generation weaned on success”
(Gopal & Srinivasan, 2006, p. 22) or the “no-strings” generation (Sinha, 2012, p. 9). Generally,
they exhibit optimism, aspiration, technologically savviness, urbanisation and openness to new
ideas. Their clothing preferences go beyond functional benefits, as they also seek aesthetic,
emotional and experiential values in the products they choose. To cater to Indian consumers
effectively, it is crucial for fashion practitioners to understand the factors that influence their
decision-making when shopping for clothing.

According to the 2014 Greendex Index (GlobeScan 2014), India ranked at the top among
18 countries, scoring 61.4, followed by China (57.5), South Korea (55.7), and Brazil (55.5).
Interestingly, consumers in developed countries such as Canada (47.2) and the United States (44.6)
showed less concern about environmental issues. One possible explanation for these results is that
people in North America may face fewer sustainability challenges and environmental problems
(e.g., air pollution, water consumption/contamination, energy use, fair trade, and child labour)

compared to emerging countries in Asia. In developing countries, apparel production is often
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associated with issues like unfair wages, poor working conditions, human rights violations, and
non-compliance with international labour standards (Ma et al., 2016).

Anecdotal and empirical evidence has suggested that young people are generally more
positive about green and responsible consumption. A study (Gandhi and Kaushik, 2016) conducted
in India revealed that despite having less disposable income than older counterparts, young people
display a higher inclination towards socially responsible consumption. However, some researchers
(e.g., Gandhi and Kaushik, 2016; Goworek et al., 2013; McNeill and Moore, 2015) have pointed
out that pro-environmental attitudes of consumers do not always translate into ethical buying
behaviour due to various reasons such as limited disposable income, inadequate availability of
sustainable product choices, or individuals over-reporting their intention. This discrepancy
between attitudes and actions is commonly referred to as the “attitude-action” or “value-action”
gap.

India was selected over other Asian countries for several reasons. It is an emerging market,
a major clothing producer, and its economy is experiencing exponential growth. Moreover, there
is arelatively higher number of research studies conducted in India compared to other nations such
as Malaysia and Cambodia. In addition, China was excluded from the present study because [ have
conducted numerous studies there in the past, and I aimed to extend my research to other countries

in Asia.

1.3.2 Developed/Western Nation — Canada
In 2020, Canada’s GDP per capita was US$43,258, representing a decrease of 6.6% compared to
2019 (The World Bank, 2021), largely attributed to the global pandemic. In the same year,

Canada’s GDP per capita was 22 times higher than that of India. Given the economic disparity
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between nations, it is reasonable to expect that consumers in developed countries with higher GDP

per capita are generally less price-sensitive compared to consumers in less affluent nations.

Canadian consumers have exhibited an increasing awareness of sustainable practices,
ethical conduct, environmental impact, and social responsibility. A recent study (PwC, 2021)
reported that 32% of Canadian consumers are willing to spend more on brands that demonstrate
ethical practices, whilst 50% are willing to pay a premium for locally produced or sourced
groceries. In a similar vein, a survey conducted in 2010 with 1,362 Canadian participants found
that 29% of them “would spend $15 or more on a $100 item if they were sure it was ethically
made” (Abacus Data, 2010; p. 4).

Furthermore, an additional survey (Envronics Institute, 2012) conducted in Canada
highlighted that 88% of participants agreed or strongly agreed the statement, “Canada should be a
country where the environment is protected, even if this slows down economic development.” This
indicates that many Canadians prioritise environmental protection over economic growth. It is
worth noting that research consistently suggests a connection between environmental
sustainability and a country’s economic situation. For instance, a study (Tomaselli et al., 2019; p.
44) involving 1,001 Canadians reported that 52% of the participants agreed that “economic growth
and environmental sustainability are compatible”.

Interestingly, Pyman and Pammett’s (2010) research findings indicate that Canadians
exhibit higher pro-environmental attitudes compared to their counterparts in the United States,
despite similarities in consumer culture, social values, and economic systems. Kong and Ko’s
study (2017) conducted in Korea, China, and Japan within the East Asian cultural zone revealed

different attitudes and levels of environmental concerns toward sustainable fashion products.
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Given these discussions, it would seem valuable to explore and examine the correlation
between income levels and sustainable purchasing behaviour in both developed and developing

countries.

1.4 Research Gap and Approach
As discussed earlier, the increasing concern for sustainable practices and environmental issues
among today’s consumers varies across different countries due to socio-economic disparities,
varying levels of ethical sensitivity, and diverse environmental concerns. However, there is limited
research on how product claims of “sustainable manufacture” influence consumer choices when
shopping for apparel products, particularly from a cross-socioeconomic perspective. As Varshneya
et al. (2017) point out in their study, there is limited research on green products that have been
undertaken in the context of emerging economies. Indeed, there has been limited empirical
research on “green” consumption (Bechtel et al., 2006; Carey and Cervellon, 2014) investigating
different socio-economic contexts — e.g., eastern vs. western; developed economy vs. emerging
economy; individualistic society vs. collectivistic society. Most of the prior apparel studies (de
Brito et al., 2008; Mair et al., 2016; Lawless & Medvedev, 2016; Peterson et al., 2012) have
predominantly or exclusively focused on Western societies, such as the United States and Europe.
In light of the limitations in cross-national research on sustainable fashion, it is essential to further
our understanding of how global consumers perceive and respond to fashion sustainability. With
this perspective, a systematic literature review was used, as well as empirical research was
undertaken in two countries - Canada and India.

In addition to examining sociocultural differences between nations, the current study also

investigated the effects of gender differences. Gender and age are commonly regard as the two
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most important demographic variables for market segmentation. In some cases, gender may exert
greater influential role on the meaning of fashion brands than age (Elliott, 1994). The interpretation
and perceived value of fashion brands or clothing can differ between genders. Several researchers
(Bohdanowicz and Clamp, 1994; Workman and Studak, 2006) argue that gender significantly
influences individuals’ purchasing decisions and product preferences. According to prior apparel
research studies, in general, female consumers exhibit a greater interest in or awareness of fashion
compared to their male counterparts. With this perspective, it is worthwhile to explore whether
gender effects are consistent across nations. In the present study, the buying behaviour of both

males and females was investigated in Canada and India.

The current research encompasses two main areas: (1) a systematic literature review, which
utilised text mining and descriptive data analysis techniques, and (2) empirical research employing
a quantitative approach to investigate apparel consumer buying behaviour and selection criteria
from a cross-national perspective.

The next chapter presents the objectives, methodology, analytical processes of “Systematic
Literature Review.” I believe that the finding of systematic literature review can provide a broader
perspective of fashion consumption and sustainability trends over the last eleven years.
Subsequently, the “Literature Review for Empirical Research” chapter focuses on the current state
of knowledge, relevant literature, and the development of research hypotheses for empirical
testing. This is followed by the “Research Methodology” chapter, which describes the approach
employed. The “Results and Discussion” chapter reports the data analysis and empirical findings.
The subsequent chapter discusses the “Conclusion and Implications,” whilst the final chapter

addresses the “Limitations and Future Research Recommendations.”
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CHAPTER 2: SYSTEMATIC LITERATURE REVIEW

2.1 Literature Review — Objectives and Focus of Chapter 2 and Chapter 3

In this chapter, mixed methods research approach including descriptive analysis, text mining
techniques, visualisation tools and content analysis were used to perform a systematic literature
review with the following objectives: (1) to provide a comprehensive overview of scholarly articles
(2010 - 2021) that focus on fashion sustainability research, (2) to identify research trends,
development, and current knowledge pertaining to fashion and sustainability, and (3) to pinpoint
significant sustainable indicators for empirical research related to clothing selection, evaluation,
and consumption. The outcomes of this systematic review contribute to a holistic understanding
of fashion sustainability, encompassing all stages from the pre-consumption stages to post-
consumption. It is important to note that the systematic literature review did not prioritise literature
solely focused on non-sustainable aspects, such as aesthetic and functional attributes of clothing.
To meet the selection criteria, each paper had to encompass both keywords - “A/C/F/G” and
“sustainability.”

The subsequent chapter involves an extensive literature review that specifically delves into
various aspects of clothing consumption. The objective is to gain a deeper understanding of the
following areas: (1) consumer shopping behaviour of clothing, (2) perceptions and utilisation of
apparel cues, including both sustainable and non-sustainable features, (3) cross-national
differences in clothing evaluation, and (4) gender effects on clothing choices and preferences. This
in-depth literature review primarily focuses on consumer buying behaviour from different
perspectives. Conducting a thorough review of existing literature is a critical step in identifying

research gaps and formulating appropriate research questions and/or hypotheses for empirical
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investigation. Based on the findings from prior research, hypotheses were subsequently developed
for empirical testing in the same Chapter 3.

In summary, this thesis comprises two chapters dedicated to literature reviews. Chapter 2
entails a systematic literature review aimed at providing a comprehensive overview and
understanding of the current research trends in “fashion and sustainability.” On the other hand,
Chapter 3 involves a specific literature review focusing on a diverse range of “apparel evaluative

cues” (both sustainable and non-sustainable) to develop hypotheses for further investigation.

2.2. Conceptual Model of Apparel Product Life Cycle
Based on various apparel studies (e.g., Rahman er al. 2008, 2009; Jin ef al. 2010), it has been
observed that consumers evaluate clothing using multiple product cues concurrently. These cues
can generally be dichotomised into two groups, namely, intrinsic and extrinsic, tangible and
intangible, concrete and abstract, functional and aesthetic, subjective and objective, psychic and
physical, or utilitarian and hedonic. Whilst some of these terms are used interchangeably and the
concepts are similar, defining and differentiating all these binary concepts is beyond the scope of
this study. In this thesis, the focus will be on the intrinsic and extrinsic cues, with further
elaboration provided in Chapter 3 regarding these product attributes. As shown in Figure 1, both
sustainable and non-sustainable attributes have a significant impact throughout the clothing life
cycle, encompassing the production stage (design, sourcing, and manufacturing), shopping stage
(searching, assessing, and decision-making), consumption stage (using, experiencing and
maintaining), and post-consumption stage (recycling, repurposing, and disposal).

During the production stage, fashion designers and manufacturers are responsible for

product design and development, material sourcing and selection, as well as the adoption of
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production methods and processes. It is important for them to provide innovative designs and
solutions that align with consumers’ evolving needs and aspirations. Consequently, fashion
designers and producers bear the responsibility of carefully considering various product attributes,
including the aesthetic and functional features, performance and sustainability. From this
perspective, the following question should be posed: What production-/product-related attributes
should be considered to deliver the optimal value and viable solution to stakeholders across the
supply chain, including investors, fashion firms/houses, apparel manufacturers, distributors,
retailers, and the end-users?

During the shopping stage, product attributes play a crucial role in the decision-making
process. For example, attributes like price and brand name serve as guiding factors, especially
when consumers are unfamiliar with or lack information about the products (Monroe, 2003). As
Rahman et al. asserted in their study (2017; p. 798), “Consumers use brand name to help them to
process and retrieve product information from their memories.” In other words, product cues can
serve as a proxy for product quality and value. In today’s consumer market, purchases are rarely
based on a single attribute or a singular feature. People often evaluate apparel products based on
multiple attributes, including colour, style, fabric, price, brand name, and durability.

During the consumption stage, individuals exhibit varying degrees of product involvement.
Certain clothing items in one’s wardrobe may be perceived more favourably and use more
frequently due to person preference such as product design and overall values encompassing
functionality, aesthetics, experience, psychology, and sustainability. Shopping for and using
clothing involves a complex interplay of numerous factors, as Rahman (2015) asserted in his study
of hoodies, “People select certain clothing styles not only to express themselves and construct their

identities, but also to fit into certain socio-cultural contexts, or to meet specific needs according to
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the changing situations and circumstances. ... This may imply that the appropriateness of use could
enhance the wearer’s physical and psychological comfort in public. (p. 116)” Thus, it is reasonable
to suggest that individuals often seek different apparel cues to fulfill their needs and wants.

Apart from the stages of production, acquisition and consumption, it is also crucial to
understand how individuals manage their worn-out, unworn or outdated garments in the post-
consumption stage. During this stage, people may have different behavioural habits and practices
to manage and organise their wardrobe. These practices may include creating additional storage
space to accommodate new purchases (accumulation), regularly sorting and cleaning the wardrobe
to create more space (disposal and donation) and minimising storage space through reduction and
repurposing (buy less) (Banim & Guy, 2001; Gregson & Beale, 2004; Janigo & Wu, 2015).
Similarly, individuals exhibit varying habits and routines when it comes to disposal behaviour
(Goworek et al., 2012). Although there is an increasing awareness and concern about sustainability
issues and environmental impacts, certain apparel products have a higher potential for recycling,
repurposing or redesigning compared to others. Several factors contribute to this variation, such
as the complexity of the garment (complicated design, mixed fibres), high or unjustifiable costs
associated with recycling (making it unprofitable), and feasibility considerations (making certain

processes almost impossible or potentially creating additional problems).
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Figure 1. Conceptual model of A/C/F/G sustainability.

Lujan-Ornelas and her colleagues (2020) divided the textile product life cycle comprises
seven stages: fibre production, textile production, design, clothing production, commercialisation,
use, and end-of-life. However, in the current study, the focus is on A/C/F/G, rather than textiles
(e.g., spinning, weaving, knitting, printing and dyeing). As a result, fibre, yarn and textile
production were not included in the conceptual model. As illustrated in Figure 1, the “design” and
“clothing production” were combined and labeled as the “production stage”. In other studies (Jiang
et al., 2018; Ki et al., 2020), the term “pre-consumption stage” has been used for consumer
research. In my study, with consumers as the primary focus, “pre-consumption” was adopted.
Moreover, certain descriptors used in Lujan-Ornelas et al.’s (2020) study were modified to align
with the current topic. For instance, “commercialisation” was changed to “shopping stage”, “use”
was labeled as the “consumption stage”, and “end-of-life” was labeled as the “post-consumption
stage”. Once this conceptual framework of four stages was established, key elements were

identified and assigned to each stage based on (1) my knowledge and judgment, (2) the findings

of the preliminary literature review, and (3) the relevance and appropriateness of each attribute.
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Conducting a systematic literature review based on these four stages would provide a better

understanding of fashion and sustainability within the context of the product life cycle.

2.3. Apparel Product Life Cycle — Sustainable and Non-Sustainable Aspects
As illustrated in the conceptual model (Figure 1), four stages of the product lifecycle were
proposed, encompassing both sustainable and non-sustainable aspects. Nit is important to note that
not all previous research studies on A/C/F/G have focused on sustainable practices. Many earlier
apparel studies primarily focused on conventional approaches, such as aesthetic and functional
aspects, rather than sustainable practices encompassing environmental, ethical and social aspects.
This distinction is particularly evident in studies conducted before the twenty-first century. To
unravel the intrinsic relationships and gain a deeper understanding, conducting a systematic
literature review with a focus on sustainability becomes imperative. Furthermore, an in-depth
literature review (Chapter 3) will delve into a specific topic encompassing both sustainable and
non-sustainable attributes.
(1) A/C/F/G Production
In the production stage, A/C/F/G can be sourced and produced with either sustainable or
non-sustainable practices.
Sustainable Production
e The adoption of a slow fashion business model emphasises sustainable practices such as a
closed-loop supply chain, reduced water consumption and wastage, decreased energy use,
minimised pollution, ethical production, fair wages and working conditions, workers’
safety, and fair trade principles.

Non-sustainable Production
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e The fast fashion business model emphasises trendiness and fashionability, low cost and
price, and quick turnaround time, whilst placing less emphasis on sustainable practices,
ethical production, and product quality and circularity.

According to several studies (Ji, 2007), manufacturers can enhance product value, reduce
water and energy consumption, and minimise wastage by implementing a slow fashion business
model and adopting closed-loop value chain approaches.

(2) A/C/F/G Shopping or Acquisition

During the shopping or acquisition stage, people often use various attributes (sustainable
and non-sustainable) to evaluate a product and rationalise their purchases. Both types of attributes
play a significant role in this stage.

Sustainable Attributes

e Product evaluative cues: sustainable fabrics (organic fibres, recyclable/reusable materials),

ethical production (sweat-free), certified eco-labels, ethical labels; and aesthetic longevity
Non-sustainable Attributes

e Product evaluative cues: conventional/non-organic materials, brand name, Dprice,

functions/performance, and aesthetic appeal
(3) A/C/F/G Consumption

The way people approach consumption consume has undergone significant changes over
the years. It is reasonable to assume that contemporary consumers are more mindful of the quality
and sustainability of products compared to previous generations.

Sustainable Consumption
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e Reduced consumption: buying less, investing in higher-quality items. utilising clothing for
longer durations, garment renting; garment sharing, and engaging in collaborative
consumption.

Non-sustainable Consumption

e Overconsumption: characterised by compulsive buying disorder, where individuals engage

in excessive and unnecessary purchases.

(4) A/C/F/G Post-Consumption
During the post-consumption stage, various practices can be adopted for used products,
including discarding, donating, repurposing, and recycling.

Sustainable Practices

e Repurposing, recycling (upcycling, downcycling), refurbishing/repairing, redesigning,
vintage clothing, and donation.

Non-sustainable Practices

¢ Disposing of clothing items, and accumulating unworn clothing or junk in the wardrobe.

Whilst this model serves as a guide for my literature search, it is important to acknowledge
that the list of sustainable and non-sustainable attributes presented here is not exhaustive and
comprehensive. These attributes and keywords have been utilised for machine training purposes
to facilitate the search for similar attributes and topics through text-mining techniques. Over time,
text-mining technologies have advanced significantly, enabling the automatic categorisation and
ranking of textual data based on relevance, surpassing traditional keyword-based searches.

To reiterate, this chapter employed a systematic literature review to examine the research

trend of “fashion and sustainability.” Consequently, apparel studies that solely focused on non-
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sustainable or conventional attributes were not included in this review. The next chapter will

address and discuss research that specifically concentrates on non-sustainable attributes.

2.4. Research Trends - Systematic Literature Review, and Text Mining

Due to the rise of global environmental awareness and concerns, many journal articles related to
“fashion sustainability” have been disseminated over the last 20 years, particularly between 2010
and 2021 (see Islam et al., 2021). According to Google Search Trends (2010-2021), the number of
searches for “sustainable fashion,” “fashion clothing” and “fast fashion” worldwide has increased

tremendously since 2016, particularly “sustainable fashion” (see Figure 2).

® sustainable fashion @ sustainable clothing fast fashion Worldwide, 1/1/10-12/6/21

- ,,,MWM

Figure 2. Google Trend Search from 2010 to 2021 based on 3 keywords.

Over the past decade, there has been a significant increase in the number of new fashion

journals, along with a noticeable rise in the number of special issues focused on topics such as

9 ¢¢ 29 ¢¢

“sustainability in fashion and textiles,” “sustainable development,” “sustainable practices,” and
“green consumption.” Notable additions to the field of “fashion” and “sustainability” journals
include the International Journal of Fashion Design, Technology and Education (2008), Journal
of Global Fashion Marketing (2010), Fashion and Textiles (2014), International Journal of
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Fashion Studies (2014), Fashion Practice (2009), Sustainable Production and Consumption
(2015), Fashion, Style & Popular Culture (2013), and Clothing Culture (2013), among others.
This proliferation of scholarly research in the area of fashion sustainability can be attributed to the
growing recognition of its importance. However, despite this wealth of research, many studies
remain disconnected and fragmented due to their specific research objectives, focuses, and
approaches (Tian et al., 2018). Conducting a systematic literature review can help identify key
research themes, trends and developmental patterns, whilst also shedding light on the complexity
of the field.

Meta-analysis and systematic reviews are often used interchangeably, but it is important to
note that meta-analysis is always conducted within the context of a systematic review. Whilst these
two research approaches share similarities and overlap, meta-analysis specifically involves “the
statistical analysis of a large collection of analysis results from individual studies for the purpose
of integrating the findings” (Glass, 1976). Both approaches offer objective and effective analytical
results, facilitating the identification of prior research contributions and future directions. In
essence, meta-analysis serves as a valuable tool for summarising, evaluating, and analysing
quantitative research findings (Kirca & Yaprak, 2010).

In my thesis, I employed the systematic review approach to identify published academic
literature pertaining to sustainable aspects of apparel, clothing, fashion, and garment (A/C/F/G’)
across four key stages of the product life cycle: production, shopping, consumption, and post-

consumption (as shown in Figure 1). This conceptual model was used guide and direct my

LRI EERNT3 CEINTI

7 The terms “fashion”, “dress”, “clothing/clothes™, “apparel”, “attire”, “garments” and “costume” carry different
meanings (Aspers and Godart, 2013; Kawamura, 2005), and they have been interpreted differently in different
socio-cultural contexts and across disciplines. For example, the term “dress” is widely used in the research of
fashion studies, culture, and history but rarely used in fashion marketing and consumer research. In this study,
several keywords including “apparel”, “clothing/clothes”, “fashion” and “garment” were selected for literature
search because these terms are more relevant for the study of fashion consumption.
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literature search. To expedite the review, identification, and classification process, text mining
techniques and visualisation tools were employed during the literature search and analysis.
Although systematic literature review is an effective method “to identify, appraise and
synthesise all the empirical evidence that meets pre-specified eligibility criteria to answer a given
research question” (Cochrane Library, 2021), the manual review, extraction and categorisation of
information from a large amount of existing literature can be a daunting task. Thus, the current
systematic literature review utilise both text mining techniques and bibliometric visualisation tools
to enhance the identification and analytical process. As Hey and Trefethen (2003) and Huggett
(2013) point out in their studies, the overwhelming amount of data, often referred to as the “data
deluge,” “information overload” and “filter failure” present an increasing challenge for conducting
systematic review in the social science field. The traditional manual approach to systematic review
becomes time-consuming, and difficult to manage in the light of the proliferation of textual
information. Manual searching and screening of published literature and unpublished
dissertations/theses can be fatigue-inducing and laborious. Many existing research methods and
tools lack the capacity to handle such vast amounts of data. As Ananiadou et al. (2009; p. 511)
asserts, “Complex systematic reviews can take more than a year to complete with up to half of that
time being spent searching and screening hits.” In summary, the utilisation of text mining
techniques can help researchers reduce searching time, costs, and biases. In this study, text mining

techniques were explored and utilised to extract and transform unstructured text into structured

datasets for analysis.

However, it is important to acknowledge that text mining cannot completely replace human
involvement, especially when dealing with complex tasks (Korhonen et al., 2012). Therefore,

various techniques and research approaches were adopted in this study. Alongside text mining of
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publications, content analysis was performed to facilitate the process of data classification, and
visualization tools were employed for bibliometric analysis. Although content analysis may entail
subjective judgment, this analytical process allows investigators and/or coders to ensure that the
data (in this case, “publications”) are classified in a way that aligns with the researcher’s concepts
or framework. Through the utilisation of various research methods and analytical tools, data
triangulation can be achieved (Abbe et al., 2016). In essence, triangulation analysis enhances the
reliability and validity of the data, whilst also complementing or reinforcing the findings derived
from the employed methods.

As stated at the outset of this chapter, the goal of this systematic literature review is to
acquire a comprehensive understanding of the research evolution, development, and emerging
trends in field of fashion and sustainable consumption over the past decade. The review
encompasses an eleven-year timeframe, spanning from 2010 to 2021. One of the primary purposes
of this literature search and review was to identify, classify, and analyse all A/C/F/G articles related
to sustainability throughout the lifecycle of apparel products. This includes the examination of
both fashion production/design (from the producers’ or practitioners’ perspectives) and fashion
consumption (from the consumers’ or users’ perspectives).

By conducting this literature search, I anticipate obtaining a comprehensive understanding
of the number of articles that specifically address A/C/F/G sustainable production and
consumption. Moreover, this process will facilitate the identification of key sustainable elements

that are commonly considered throughout the A/C/F/G lifecycle — production — shopping

(selection) — consumption — post-consumption.

2.4.1 Inclusion and Exclusion
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2.4.1.1 Initial Search

As mentioned earlier, many new fashion journals were launched in the late 2000s and 2010s.
Interestingly, Google analytics (Figure 2) has also revealed a growing interest in ‘“fashion
sustainability” since 2016. Considering these observations, it would be reasonable and logical to
embark on an extensive literature review spanning from 2010 to 2021 in order to acquire a more
profound comprehension of the latest research advancements to this specific field.

For the retrieval of pertinent research papers, Clarivate Analytics’s Web of Science (WoS)
was utilised as primary resource. Web of Sciences, with its inclusion of social sciences literature,
makes it a more pertinent database for the current study in comparison to numerous others
(Castillo-Vergara et al., 2018; Norris & Oppenheim, 2007). The search process involved scanning
“all fields,” which encompassed publication titles, affiliations, publishers, paper titles, author
keywords, abstracts, and more. Despite its comprehensive nature, the search was focused
exclusively on apparel, clothing/clothes, fashion and garment (A/C/F/G), deliberately excluding
other consumer products such as mobile phones, automobiles, appliances, and electronics. It is
worth noting that within the context of this study, all apparel products including footwear, fashion
accessories (handbags, backpacks, gloves, etc.), beauty care, and cosmetics were considered, with

clothing being the primary focus.

The literatures search was conducted using structured search strings consisting of topic-
related keywords and Boolean® combinations of keywords: [fashion OR clothing OR clothes OR

apparel OR garment] AND [sustainab®*]. The application of these search criteria led to the

8 Boolean operations or retrieval systems have been extensively utilised in systematic literature review research, as
highlighted by Lee et al. (1993, p. 297) stated in their article “have been most widely used among commercially
available IR systems.”
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identification of 4,971 research papers published within the years 2010 and 2021. WoS analysis
revealed that 20.00% (n = 1,266) of the articles belonged to the category of “Green Sustainable
Science Technology”, followed by “Environmental Science” (18.52%, n=1,172), “Environmental

Studies” (13.22%, n = 837), and “Business” (10.93%, n = 692), as depicted in Figure 3.

1,266 837 453 423 388

Green Sustainable Science Technology Environmental Studies Management aterials Sc ] Engineering
L : Environmental

1,172
E onmenalst oroe 692 387 313
Business Materials Science Textiles Energy Fuels

380

Chemistry Multidisciplinary

Figure 3. Visualisation of WoS categorisation. (The visualization chart does not accurately

represent the values of each entry as the areas are not proportionally scaled.)

2.4.1.2 Stage 1 — First Round of Reviewing and Screening

A/C/F/G was used as the primary criterion for the initial search of relevant literature, and then a
first-round screening was performed to ensure the selected publications were specifically related
to A/C/F/G. To ensure the search results align with the current research scope and topic, a
screening process was implemented. In this stage, only 860 publications related to A/C/F/G and
sustainability were selected and retained for further analysis. The selected literature covers a wide
range of disciplines, including fashion and clothing, consumer behaviour, design, education,
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marketing, business, management, retailing, sustainability, and more. However, research centred
around scientific and engineering disciplines or unrelated topics such as engineering sciences,
textile chemistry, and textile engineering research (e.g., fibre science, textile engineering, textile
production, nanotechnology, etc.) were excluded.

Although fashion and textiles are closely intertwined, it is important to note that the current
research does not focus on textile engineering and production, as they fall outside the scope of this
research. Instead, the primarily focus of this research revolves around cross-national consumer
behvaiour and perceptions regarding different apparel cues, encompassing both sustainable and
non-sustainable ones.

Apart from excluding literature from unrelated disciplines or topics, the current review also
omits books, book chapters, book review articles, editorial materials, theses/dissertations,
conference proceedings, working papers and public reports. The reason books, book chapters and
conferences proceedings are not included in this study is that the Web of Science did not generate
a comprehensive list of publications. The exclusion is unrelated to the quality of work; chapters
from book can also provide valuable insights and serve as an important source of information.
Moreover, only publications written in the English language were considered. A total of 77
publications written in languages other than English were excluded, which included 21 papers in

Spanish, 18 in Portuguese, 8 in German, and various others.

Although many of the identified articles are relevant to A/C/F/G and sustainability, a
significant portion of them focuses on “materials science” and “textile science and engineering”
rather than apparel consumer behaviour in relation to sustainability. Therefore, a screening process
was undertaken to narrow down the selection. After undergoing the review and screening, a total

of 4,111 articles were removed from the dataset, leaving 860 papers for further review and analysis
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in this stage (as indicated in Figure 4). These remaining articles were subsequently categorised
according to the stages of the A/C/F/G lifecycle - production, shopping, consumption, and post-
consumption, in order to grasp the general trends and research focuses of prior studies.

To categorise the publications into the product lifecycle stages, content analysis was
employed. Text mining tools were also used to accelerate the search and identification process, as
well as to transform unstructured text into structured datasets for analysis. As stated by Tkach
(1998, p. 15) in an IBM white paper, various text mining tools can process “the Boolean condition
efficiently, and it is easy to search several categories at once.” The subsequent sections will provide

further discussion on text mining, content analysis, bibliometric analysis and visualisation tools.

Using keywords and Boolean logic for initial searching
Group 1: (fashion OR clothing OR clothes OR apparel* OR garment*) AND
Group 2: (sustainab®)

¥

Web of Science (WoS) Database

Result: 4,971

Year Publication: 01/01/2010 to 12/31/2021 Initial
Document type: articles
Search strategy: All Fields

Language: English

First round of reviewing and screening process
Removing irrelevant articles — e.g., non-scholarly journal papers, editorial Stage 1

Search

articles, commentary papers and textile science/engineering papers Screening
860 articles remain

U

. R

Second round of reviewing and screening process

The selection strategy is based on the following keywords present in Stage 2
titles of the papers including “consum®,” “shopper®” and “customer*” Screening
In total 280 articles

8 A

1y

s a

Bibliometric analysis and information visualization
Co-authorship analysis, keyword co-occurrence analysis, citation analysis,

Co-citation mapping analysis, bibliographic coupling analysis
In total 280 articles

. J

Figure 4. Summary of systematic literature review flow diagram.

30



2.4.1.3 Stage 2 — Second-round of Reviewing and Screening
In the initial round of screening, a total of 860 papers were selected for further review, covering a
wide range of topics related to various stages of the fashion lifecycle, including “production,”

99 <¢

“shopping,” “consumption,” and “post-consumption.” Since the primarily focus of the current
study was to examine consumers’ perspectives on shopping, evaluation, decision-making, and
consumption behaviours, papers containing keywords such as “consumer(s)” and “consumption”
were taken into consideration during the second round of screening. Additionally, based on
previous experience and observations, I noticed that similar terms such as ‘“customer(s)”
“shopper(s)” and “buyer(s)” were also used in research studies, particularly within the field of
retailing. Hence, the following Boolean keywords were identified for screening purposes:
“consum®*,” “customer®,” “shopper*” and “buyer*.”

During the second round of screening, the titles of each paper were carefully scanned and
reviewed to ensure their alignment with the research focus of the current study, which centres
around three key areas: fashion, sustainability, and consumption. The findings presented in Table
1 revealed that the words “consum*” (n = 197) and “consumption” (n = 101) were frequently used
words when studies investigated consumerism-related topics, followed by “customer®” (n = 14)
and “shopper*” (n = 5). Interestingly, out of the 860 papers, none of them included the keyword
“buyer*” in their titles, which is unexpected. As a result, 280 articles meeting these criteria were
identified as relevant for further analysis. Some of these articles proved beneficial for developing
hypotheses for empirical testing in Chapter 3, as they primarily focused on the consumers’
perspective rather than from the producers’ perspectives. To streamline the selection of articles for

further review, I employed a “title” search approach. Since the search was based on the paper title,
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it is important to note that the results may not encompass all papers related to “consumer” or
“consumption.” I recognised that certain articles may use keywords such as “H&M,” “organic
cotton” or ‘“closed-loop economy” instead of “consumer,” or “consumption.” Therefore, I
conducted screening based on the content analysis to ensure that essential articles were not
overlooked. It is important to note that only the most relevant articles were thoroughly reviewed
for the development of hypotheses in the next chapter. In other words, not all 280 articles were

used for hypotheses development.

Keywords Frequency of Occurrences
Consum* 298
Customer* 14

Shopper* 5

Buyer* 0

Table 1. Frequency occurrence related to consumption or consumerism.

2.5. Research Methods

2.5.1. An Overview of Text Mining

Feldman and Dagan (1995) introduced text mining (TM) or text analytics as a knowledge
discovery tool, which has found wide application in numerous studies. For example, text mining
has been employed for systematic literature review across various disciplines, encompassing
medicine (Meystre et al., 2008), psychiatry (Abbe et al., 2016), mobile technologies (AbdelFattah
et al., 2017), sustainability (Bach et al., 2019; Kim & Kim, 2017), fashion (Lang et al., 2020; Li et
al., 2017; Li & Zhao, 2021; Rizun & Kucharska, 2017), customization research (Fogliatto et al.,

2012) and information management (Rekik et al., 2018). Text mining serve as a potent analytical
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tool capable of handling a large amount of literature and written text, thereby enhancing literature
search and classification processes.

There are several compelling reasons or advantages for employing text-mining in
systematic literature review:

1. Itenables the identification, retrieval and extraction of key topics automatically and efficiently.

2. It facilitates the discovery of novel information and patterns from large text corpora.

3. Many text mining software options are user friendly.

4. The data obtained can be used for training, validation and predictions to improve generalization
to a larger sample or population.

5. Text mining helps reduce processing time and minimises human error.

Text mining is closely associated with data mining and knowledge discovery techniques.
It possesses the capability to retrieve information from diverse sources, encompassing structured
data such as databases and unstructured data such as plain text documents. The utilisation of text
mining can enhance the literature search process, enabling the identification, comparison, and
interpretation of the occurrence of word occurrences within a language. It also facilitates the
extraction and transformation of textual data into useful information and categories.

According to Miner et al. (2012), the key steps of TM can be summarized as follow: (1)
creating a corpus, (2) preprocessing the corpus, (3) extracting knowledge, and (4) comparing and
validating the results. Information retrieval (IR) plays a crucial role in searching, acquiring, and
identifying information rather than performing data analysis. IR serves the purpose of obtaining
relevant information from textual data such as PDF articles, which includes paper title, abstract,
author keywords and content. Moreover, IR helps mitigate information overload by eliminating

redundant, irrelevant, or unwanted information.
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Once the information retrieval and extraction are complete, a classification model can be
developed using various algorithms, such as Support Vector Machine (SVM), Regression, K-
Nearest Neighbours, Naive Bayes, Neutral Networks, Decision Trees, Association Rule-based,
and/or Boosting. Text classification, an application of machine learning, involves training the
machine with data from predefined categories to enable automatic classification of new textual
information.

A previous study (Fung, 2001) reported that clustering is a process of grouping fuzzy
information (words and phrases) with similar characteristics into the same cluster. This helps in
improving organisation, management, navigation, and filtering of data. In essence, data within the
same cluster are more similar to each other compared to data in other clusters. Among the
numerous clustering techniques available, K-means is recognised as one of the popular and

effective methods.

2.5.2. Keyword Search, Retrieval and Categorisation

Given the extensive volume of articles on “fashion and sustainability,” text mining techniques and
Natural Language Processing (NLP) technologies were used for this systematic literature review
analysis. In the first round of reviewing and screening, keyword extractor models were used to
extract key terms from the titles, author keywords, and abstracts of the publications, facilitating
the identification of popular topics. Additionally, the researchers enhanced a transformer-based
language model to classify the papers based on the research trends, author affiliations, geographic
locations, and performed various text network visualisation analysis. For example, visualisation

tools including VOSviewer and CitNetExplorer were used in this study to present the findings.
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The bibliometric analysis encompassed co-citation analysis (Jeong et al., 2014; Small,
1973), bibliographic coupling (Habib & Afzal, 2019; Kessler, 1963), co-occurrence of author
keywords, and collocation analysis (Ignatow & Mihalcea, 2016) can be performed. These analyses
enabled the exploration of trends in publications, citations, authors, keywords, and countries, with
network maps serving as visual representations of these trends.

Clarivate Analytics’s Web of Science (WoS) was widely used in the systematic literature
review to retrieve relevant research papers. This comprehensive database offers a broad array of
data-intensive articles across diverse knowledge domains. In the current study, WoS was employed
to search for pertinent papers and extract their metadata in plain text format. The exported tags
included authors’ names and affiliations, paper titles, journal titles, keywords, abstracts, cited
references and publication years. As indicated in Figure 4, a total of 4,971 papers were retrieved
from WoS databases. The data crawling procedure involved concatenating the known title with a
public query searching Uniform Resource Locator (URL). This process commenced by fetching
the synthesised URL to acquire the primary key paperID of the specific paper in the database, and
then the metadata were searched using the unique paperID. Using this method, the metadata of all
relevant papers were collected, followed by a descriptive analysis to identify the recent research
trends and pattern relating to various facets of “fashion and sustainability”. Although text mining
can swiftly identify and categorise papers into different groups, manual content analysis is still
necessary to ensure the accuracy of categorisation. In some cases, the frequency of keyword
occurrence may not accurately reflect the research focus or intended meaning. For example, the
keyword “brand” might encompass aspects such as branding strategy, brand positioning, brand

assets, brand identity but may not be significantly related to fashion consumption or consumerism.
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Apart from analysing publication keywords, the study also identified and categorised the
geographic focus of each publication (e.g., eastern/western and developed/developing nations).
Moreover, the type of research (e.g., case study, systematic literature review), and the employed
research method (e.g., qualitative, quantitative, or mixed method) were revealed. This analysis
enables the identification of research trends and gaps. In addition, the findings of this systematic
literature review can offer valuable information, including narrowing the scope for conducting a
more in-depth literature review in the next chapter. I believe that this information holds
significance not only for fashion scholars and marketers involved in the study but also others in

the field.

2.5.3. Keyword Extraction - RAKE

Keywords can be defined as a sequence of one or multiple words (a phrase) that concisely
encapsulates the essence of a document’s content. They are extensively used in many studies to
formulate queries within information retrieval (IR) systems (Rose et al., 2010). Keyword
extraction, also known as keyword detection or keyword analysis, is a text analysis method that
automatically extracts the most frequently used and/or significant keywords found in a particular
document. This method helps in summarising the content of the text and identifying the key topics
discussed. In this research, I utilise a statistical keyword extraction algorithm called Rapid
Automatic Keyword Extraction (RAKE) in Stage 1.

e Extraction or content words = Corpus — stopwords - delimiters’

% In terms of computer programming language, the purpose of a delimiter is to inform a system where to begin or end
reading (parsing) the text. In English or western phonetic language, the delimiters are more obvious than in eastern
languages such as Chinese.
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Every journal paper comprises a diverse range of words that can be divided into sequences
of contiguous words by specified word delimiters. RAKE is a novel, efficient, unsupervised and
domain-independent tool used for extracting keywords/phrases from the textual content of
documents, such as abstracts. This process involves parsing the text into a collection of candidate
keywords'?, as illustrated in Figure 5. Once the candidate keywords have been identified from the
text, the score of each keyword is calculated by considering the degree and frequency of word co-

occurrences. This calculation involves three metrics: word degree (deg(w)), word frequency

(freq(w)), and the ratio of degree to frequency (deg(w)/freq(w)).

/ during — past decades — fast fashion — emerged significantly — apparel industry — originated — u.s —\
1980s — fast fashion refers — designs — move swiftly — runway — stores — capture — latest trend —
emergence — sector worldwide — increasing number — researches — emphasized — aspects —
management — marketing — evaluated — impacts — internal — external factors — general
performances — taking — multidimensional perspective — research provides — depth analysis —
performances — major fast fashion retailers — achieve — goal — evaluate — fast fashion quadrangle —

\ ffq — includes fast retailing — inc — Itd — gap inc — hennes&maurtiz — h&m — inditex group — zara /

Figure 5. Sample of candidate keywords parsed from an abstract.

In addition to examining the title and keywords of a paper, it is important to scan its abstract
because the terms apparel, clothing/clothes, fashion and garments (A/C/F/G) may not appear in
the paper titles. For instance, some articles might include terms like “CSR”, “collaborative
consumption”, “zero-waste design”, “organic T-shirts,” “recyclable denim jeans” and ‘“green

retailers” in the titles without explicitly mentioning A/C/F/G. However, the abstracts could

10 ccp keyword candidate is a phrase that is between two stopwords or phrase delimiters” (Godec, 2021). It is worth

noting that removing stopwords (commonly used words such as “a”, “an”, “the”, and “that”) or phrase delimiters
(punctuation characters) does not affect the overall meaning of a phrase or message.
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mention the terms like “fashion consumers” “clothing store” and “apparel industry. Moreover, in
certain cases, fashion brand or company names like Zara, H&M, GAP Inc., Patagonia, Boohoo,
Shein, etc., are used in the paper titles instead of A/C/F/G. Although text mining is capable of
identifying and quantifying the frequency of keyword occurrences, it has limitations when it comes
to fully interpreting all the data in an ideal and accurate manner. Therefore, alongside text mining,

manual checking and analysis are deemed necessary to ensure a comprehensive understanding of

the information.

2.5.3.1 Word Cloud

A word cloud is visualisation technique for text data where the most frequently occurring word is
displayed in the largest font size. In the previous section, the RAKE algorithm was employed to
assess the significance of each keyword identified from the previous literature. Using the Python
library “Word-Cloud” (PyPi, 2022), a diagram (Figure 6) was created with the RAKE score
representing the weight of each keyword. To enhance visual presentation, the words in the Word
Cloud were assigned colours using a qualitative colour map called “Dark2” provided by the Python
plotting library, “Matplotlib.”

However, it is important to note some drawbacks or limitations of Word Clouds, Firstly,
they do not display multi-word phrases. Secondly, they do not provide explanations for the
relationship between words. Thirdly, they do not group words with similar meanings (e.g.,
“clothing” and “clothes™). Lastly, they lack contextual information (Atenstaedt, 2021). Although
Word Clouds cannot fully illustrate the relationship between words, they can serve as indicators
to provide a high-level overview of the context or topic. As depicted in Figure 6, related words are

positioned closer to the larger keywords in a semantic sense. For example, words such as
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“organic,” “comfort,” “colour,” “cost,” ‘child labour,” and “made in” are placed in proximity to

the keyword “material.”
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Figure 6. Word cloud: the occurrence of keywords associated with the topic of “fashion and

sustainability.”

It is essential to emphasise that the word cloud shown above exclusively displays the
keywords associated with apparel attributes. These keywords can be served as a foundation for
developing hypotheses in Chapter 3 for empirical testing to assess their relative significance in
comparison to others, particularly in context of product evaluation. Although this word cloud
offers useful information into the frequency occurrence of diverse attributes related to sustainable
and non-sustainable aspects of clothing, it is imperative to acknowledge and address its inherent

limitations and shortcomings.
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2.5.3.2 Stage 1 — Identifying and Enhancing Data Quality

After identifying 860 papers in Stage 1, RAKE was employed to conduct a comprehensive scan
of each PDF document, including paper title, author keywords, abstract and content. The scan aims
to identify significant keywords related to product attributes, specifically focusing on both apparel
sustainable and non-sustainable cues, for further analysis. Scanning the entire document is
necessary because the title, author keywords and abstract lack sufficient space to enumerate all the
investigated attributes. In many cases, intrinsic evaluative cues alone encompass a wide array of
attributes, such as fabric, colour, style, garment fit, durability, comfort, ease of care, versatile,
quality, and stretchability. Put simply, conducting a full scan ensures that the product cues are not
overlooked or left undiscover. Subsequently, a word cloud of apparel attributes was generated and
presented in Figure 6, as discussed in the preceding section.

To conduct data review and analyse manually, content analysis was used as a guiding
method to analyse the identified keywords within their respective contexts. Content analysis is a
systematic research tool for identifying, categorising, and generating reliable findings from
literature review (Seuring & Gold, 2012). Both qualitative and quantitative approaches and open
coding techniques were used to analyse the content of each paper. This process entails reading and
comprehensive the selected papers and relevant keywords within their specific context. It also
involved assigning codes to label the data, making notes, and identifying the emergent themes
along the way (Rahman et al., 2016).

Data coding and categorization are important processes. Therefore, I had several
discussions with my supervisor (Dr. Benjamin Fung) prior to the analysis and interpretation phase.
As recommended by other researchers (Kassarjian, 1977; Montemurro & Gillen, 2013; Spiggle,

1994), this kind of discussions usually involve two independent coders, and through open dialogue,
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a consensus was reached on how to effectively organise and interpret the data. Following the initial
coding process, the coder revisited the datasets to identify and code sub-themes within the nodes.
For example, sub-themes such as non-sustainable product cues, sustainable product cues, and

sustainable production cues were identified and coded.

e Non-sustainable Apparel Cues (NAC): (1) psychic (Psy) or aesthetic cues —
including colour, garment fit, style/design, fabric; (2) physical (Phy) or functional
cues — such as durability, comfort, and garment fit, among others.

e Sustainable Apparel Cues (SAC): recyclable clothing, certified eco-label, certified
ethical label

e Sustainable Production Cues (SPC): less energy usage, energy saving, less water
usage, no child labour, fair wages, worker safety, no animal skin use, and mitigation

of air pollution

Based on the keyword occurrences depicted in Word Cloud (Figure 6) and drawing from
my previous research experience and knowledge, a variety of sustainable and non-sustainable cues
related to apparel were identified for further analysis. During the content analysis, I observed that
certain keywords might receive excessive weight or be overemphasised due to their overall
frequency. For example, the word “brand” may appear multiple times in the title, author keywords,
abstract and content of a paper (e.g., brand extension, brand knowledge, brand positioning,
perceived brand value), but not all instances necessarily pertain to product attributes or how
consumers use the “brand” cue to guide their purchasing decisions. Additionally, multiple
counting of the same word can inflate or amplify its significance.

To mitigate overemphasis of keywords, I used an approach where multiple occurrences of

the same keyword within a paper were treated as a single occurrence. I prioritised the relevance of
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keywords to the research topic rather than their frequency. By doing so, I focused on the keywords
that were directly connected to the subject matter, allowing for a more meaningful analysis.

This approach enabled me to determine the number of publications that focused on or
investigated specific product attributes during the period from 2010 to 2021. As indicated in
Appendix 2, the most extensively studied and discuss product attribute was style (n =71), followed
by price (n = 63), quality (n = 58) and fabric/materials (n = 56). Regarding sustainable product
cues, the attribute that garnered the most attention and discussion was energy usage/consumption
(n = 47), followed by water usage/consumption (n = 41), and certified labels including all
ethical/eco-labels (n = 41). It is important to note that all the chosen publications are specifically
related to the topic of “fashion and sustainability.” Thus, many studies did not include colour and
comfort as investigated cues. However, in cases where the studies focus on fashion or clothing
without considering sustainability aspects, colour and comfort are often included among a wide
array of evaluative cues for empirical testing (see Appendix 3). As indicated in Appendix 3, a
significant number of earlier studies on apparel primarily or exclusively focused on non-
sustainable cues, incorporating both comfort and colour for empirical investigation. Hence, it is

logical and justifiable to include these two intrinsic cues in the present study.

2.6. Results

2.6.1. Stage 1: Descriptive Findings based on 860 Data

2.6.1.1 Descriptive Analysis

After removing the duplicated and irrelevant papers, 860 papers remained in the dataset for
descriptive analysis, providing insights into recent research trends and focuses. Figure 7 illustrates

a significant surge in the number of publications on “fashion and sustainability” from 20 papers in
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2010 to 171 papers in 2021. Notably, there was a substantial increase of approximately 28% from
2020 to 2021, underscoring the sustained interest and attention of researchers in this field.

These findings demonstrate the prevalence of “fashion and sustainability” as a subject of
interest among researchers. The relevant papers (n = 860) were identified from 145 journals across
different disciplines. Among these journals, 74 (51%) published only one paper, 57 (39.3%)
published 2-10 papers, and 14 journals (9.7%) published more than 10 papers between 2010 and
2021. Figure 8 reveals that out of the 14 journals with higher publication numbers, eight belong
to the category of “fashion and textiles,” three are categorised as “consumer and retail,” two fall
under “‘sustainability,” and one is classified as “design.”

Remarkably, Sustainability journal has published the highest number of papers (n = 107)
related to “fashion and sustainability” in the past 11 years. It is followed by the Journal of Fashion

Marketing and Management (n = 87) and Journal of Cleaner Production (n = 63).
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Figure 7. Number of papers published each year from 2010 to 2021.
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Sustainability
Journal of Fashion Marketing and Management

Journal of Cleaner Production

International Journal of Fashion Design, Technology and...

Journal of Global Fashion Marketing

Fashion Practice

International Journal of Consumer Studies

Research Journal of Textile and Apparel

International Journal of Retail & Distribution Management
Fashion and Textiles

Clothing and Textiles Research Journal

Journal of Retailing and Consumer Services

Fashion Theory

The Design Journal
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Figure 8. Journals published more than 10 papers from 2010 to 2021.

Among the 860 papers analysed, 750 publications had one or two keywords (apparel,
clothing/clothes, fashion, garment or A/C/F/G) included in their title, as shown in Table 2. This
means that 110 publications did not use these keywords (A/C/F/G) in the paper title. Therefore,
scanning keywords and abstracts provided by the authors becomes necessary. For example, some
authors may employ alternative keywords or phrases like “corporate social responsibility “(CSR),”
“H&M”, “ZARA”, “organic T-shirt”, “zero-waste design”, “green retailer”, or “collaborative
consumption” in their title, and the research is related to “fashion and sustainability.”

The findings presented in Table 3 reveal that 346, 228, and 27 papers employed quantitative,
qualitative, and mixed-method approaches, respectively. Moreover, apart from these three primary

research approaches, other methods such as the experimental design approach and practice-led
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research were also employed. Additionally, Table 3 reveals that out of the papers analysed, 93
were case studies, 35 were systematic literature reviews, 13 were other review papers, and 6 were
conceptual papers. Notably, the number of “systematic literature review” papers have experienced

growth since 2016, with the exceptional of 2019, as shown in Figure 9.

Keyword(s) Appear in the Paper Title Number of Occurrence
Only “Fashion” 402

Only “Apparel” 152

Only “Clothing/Clothes” 120

Only “Garment” 18

Both “Clothing/Clothes” and “Fashion” 24

Both “Fashion” & “Apparel” 26

Both “Clothing/Clothes” and “Apparel” 2

Both “Fashion” and “Garment” 6

Total 750

Table 2. Number of occurrences of A/C/F/G in the title.

Research Approaches & Types of Paper Number of Papers
Research Approach
Quantitative 346
Qualitative 228
Mixed Methods 27
Types of Paper
Case Study 93
Systematic Literature Review 35
Conceptual Paper 6
Other Review Paper (e.g., critical review) 13

Table 3. Research approaches and types of paper.
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Figure 9. Case study and systematic literature review papers published from 2010 to 2021.

2.6.1.2 Case Study Papers
Regarding case study papers, some research focused on a single topic or company, whilst others
examined multiple topics or companies. It is worth noting that some case studies emphasise
sustainable production, supply chain or CSR rather than fashion organisations. Moreover, due to
confidentiality and anonymity concerns, not all researchers disclosed the company or brand names
in their article.

Out of all the case studies conducted on fashion companies and organisations, only 33
papers revealed the names of the companies. Among these, 23 papers focused on a single company,
whilst 10 papers examined multiple companies, as illustrated in Table 4. The top four investigated

companies over the 11-year period between 2010 and 2021 were H&M (n = 8), Inditex/Zara (n =
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6), Gap Inc. (n = 3), and Nudie Jeans (n = 3). These findings suggest that a significant portion of
previous case-study research primarily focused on western fast-fashion companies. Interestingly,
Fast Retailing!! in Japan was researched twice within the same period, apart from the western
fashion companies.

Based on these findings, it is reasonable to conclude that many case studies were designed
to explore sustainable practices and development from the perspectives of fashion companies,
particularly in the West. However, it is equally important to understand consumers’ perspectives
and perceptions when it comes to apparel shopping and purchasing. Therefore, this study primarily

focuses on apparel consumers from a cross-national perspective.

Company (origin or head quarter) Author(s) Year
Case Studies of Single Company
1. H&M (Sweden) Javed et al. 2020
2. H&M (Sweden) Lietal. 2014
3. H&M (Sweden) Bonilla et al. 2019
4. H&M (Sweden) Shen 2014
5. ZARA / Inditex (Spain) Aftab et al. 2018
6. ZARA /Inditex (Spain) Gheorghe & Matefi 2021
7. ZARA /Inditex (Spain) Esbeih et al. 2021
8. Maison Briz Vegas (Australia) Binotto & Payne 2017
9. Nubi (S. Korea) Ma 2021
10. Rant Clothing (Australia) D’Souza 2015
11. MUD Jeans (The Netherlands) Thatta & Polisetty 2020
12. Eileen Fisher (USA) Curwen et al. 2012
13. Nudie Jeans Co. (Sweden) Egels-Zandén & Hansson 2016
14. GAP Inc. (USA) Arrigo 2013
15. Savile Row Company (UK) Shih & Agrafiotis 2020
16. Nike (USA) Fung et al. 2020
17. Doodlage (India) Mishra et al. 2021
18. People Tree (UK) Goworek 2011
19. Patagonia (USA) Wang & Shen 2017
20. VAUDE (Germany) Peters & Simaens 2020

! Fast Retailing was founded by Tadashi Yanai in 1963 and the first UNIQLO store was launched in 1984 in

Hiroshima Japan. Fast Retailing operates multiple fashion brands including UNIQLO, GU, J Brand, Princesse Tam-
Tam, and Theory. According to Gestal and Garcia (2019), UNIQLO surpasses H&M and became the second-largest

fashion retailer in the world.
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21. Vigga (Denmark) Rebild & Bang 2017

22. Bhalo (Bangladesh) Khan 2019
23. Filippa K. (Sweden) Kant Hvass 2015
Case Studies of Multiple Companies
1. Gap Inc. (USA), Levi’s Co. (USA), H&M (Sweden), Benetton Group Woo & Jin 2016
(Italy), Fast Retailing (Japan), E-land Group (South Korea)
2. H&M (Sweden) and ZARA (Spain) Mo 2015
3. Country Road (Australia) & Billabong (Australia) Payne 2014
4. Nike (USA) & Levi-Strauss (USA) Doorey 2011
5. Rent the Runway (USA) & Gwynnie Bee (USA) Clube & Tennant 2020
6. KappAhl (Sweden), Polarn O. Pyret (Sweden) & Nudie Jeans (Sweden) Solér et al. 2015
7. Stella McCartney (UK) & Kering (France) Yang et al. 2017a
8. H&M (Sweden), KappAhl (Sweden), Lindex (Germany), Gina Tricot Stél & Jansson 2017

(Sweden), Indiska (Sweden), Filippa K. (Sweden), Boomerang (Sweden),
UFTD (Sweden), Nudie Jeans (The Netherlands)
9. Zara (Spain), Gap Inc. (USA) & H&M (Sweden) Arrigo 2010
10. Marks & Spencer, Next, Primark, Arcadia Group, TK Maxx, New Look, Jones et al. 2010
Matalan, B.H.S., Peacock Group, Aurora Fashions (all UK-based
companies except TK Maxx)

Table 4. Case study of single or multiple companies published from 2010 through 2021.

2.6.1.3 Prior Systematic Literature Review Papers

In addition to case study research, 35 “systematic literature review” papers were identified, as
shown in Table 5. These papers were all published within the last eight years from 2014 to 2021.
The topics covered in these papers include “sustainable development/practice” (Islam et al., 2021;
Liuetal., 2021; Mukendi et al., 2020; Rotimi et al., 2021), “circular fashion/economy” (de Aguiar
Hugo et al., 2021; Hultberg & Pal, 2021; Jia et al., 2020; Ki et al., 2020; Shirvanimoghaddam et
al., 2020; Wagner & Heinzel, 2020), “recycling” (Wagner & Heinzel, 2020; Xie et al., 2021),
“retailing” (Yang et al., 2017b), “life cycle” (Jutidamrongphan et al., 2021; Lujan-Ornelas et al.,
2020; Rotimi et al., 2021), “supply chain” (Fung et al., 2021; Kdksal et al., 2017; Nayak et al.,
2019; Rafi-Ul-Shan et al., 2018; Sirilertsuwan et al., 2018), “sustainable fashion business” (Hakan
et al., 2016; Nguyen et al., 2021; Thorisdottir & Johannsdottir, 2019), “CSR” (Luque & Herrero-
Garcia, 2019; White et al., 2017), “willingness to pay for sustainable apparel” (Tey et al., 2018),
“reused-based clothing” (Paras et al., 2018), “fast fashion” (Stenton et al., 2021), “pro-
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environmental behaviour” (Udall et al., 2020) and “collaborative consumption” (Arrigo, 2021;
Becker-Leifthold & Iran, 2018). Although several systematic literature review studies (as shown in
Table 5) have examined the collective knowledge of sustainable practices in the fashion and textile
industry, there has been limited investigation into (non)sustainable apparel attributes. Numerous
researchers (Dibb, 2001; Gandhi and Kaushik, 2016; Malhotra et al., 2002) have revealed the
shifting landscape of the consumer market, highlighting a significant increase in socially and
environmentally responsible consumption among younger consumers, including those from the
Generation Z and Millennial segments. Therefore, it is important to identify the key sustainable
trends to attain a deeper understanding of the role sustainable cues play in today’s consumer
market. Recognising the limitations of previous research, the current study aims to enrich our
understanding of fashion sustainability through a systematic literature review of recent journal
publications, providing an updated and comprehensive analysis. Furthermore, the findings of this
review will offer evidence and valuable insights to guide a more in-depth literature review in the

following chapter.

Author(s) Year  Journal Title Paper Title
1. Arrigo 2021  Journal of Cleaner Collaborative consumption in the fashion industry: A
Production systematic literature review and conceptual framework
2.  de Aguiar Hugoetal. 2021  Sustainability Can Fashion Be Circular? A Literature Review on
Circular Economy Barriers, Drivers, and Practices in the
Fashion Industry’s Productive Chain
3. Fungetal. 2021  International Journal of ~ Sustainable product development processes in fashion -
Production Economics Supply chains structures and classifications
4.  Henninger et al. 2021  Journal of Cleaner Collaborative fashion consumption — A synthesis and
Production future research agenda
5. Hultberg & Pal 2021  Sustainable Production Lessons on business model scalability for circular
and Consumption economy in the fashion retail value chain - towards a
conceptual model
6.  Rotimi et al. 2021 Sustainability Towards a conceptual framework of sustainable
practices of post-consumer textile waste at garment end
of Lifecycle: A systematic literature review approach
7.  Islametal. 2021  Journal of Fashion Mapping environmentally sustainable practices in

Marketing and
Management
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10.

11.

12.

13.

14.

15.

16.

17.

18.

19.

20.

21.

22.

23.

24.

25.

26.

27.

28.

Jutidamrongphan et
al.
Liu et al.

Nguyen et al.

Stenton et al.

Xie et al.

Ki et al.

Lujan-Ornelas et al.
Mukendi et al.
Udall et al.

Wagner & Heinzel
Jia et al.
Shirvanimoghaddam
et al.

Luque & Herrero-
Garcia

Nayak et al.
Thorisdottir &
Johannsdottir
Becker-Leifhold &

Iran

Desore & Narula

Paras & Curteza

Paras et al.

Tey et al.

Rafi-Ul-Shan et al.

2021

2021

2021

2021

2021

2020

2020

2020

2020

2020

2020

2020

2019

2019

2019

2018

2018

2018

2018

2018

2018

Autex Research Journal

Environment,
Development and
Sustainability

Social Responsibility
Journal

Energies

Sustainability

Corporate Social-
responsibility and
Environmental
Management
Sustainability

European Journal of
Marketing

Journal of Consumer
Behaviour
Sustainability

Journal of Cleaner
Production
Science of the Total
Environment
Corporate Social-
responsibility and
Environmental
Management
Journal of Cleaner
Production
Sustainability

Journal of Fashion
Marketing and
Management
Environment,
Development and
Sustainability

Research Journal of
Textile and Apparel

The International Review
of Retail, Distribution
and Consumer Research
Journal of Global
Fashion Marketing
International Journal of
Retail & Distribution
Management
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Eco-fashion designing to ensure corporate social
responsibility within the supply chain in fashion industry
Microfiber pollution: an ongoing major environmental
issue related to the sustainable development of textile
and clothing industry

Enhancing sustainability in the contemporary model of
CSR: a case of fast fashion industry in developing
countries

From Clothing Rations to Fast Fashion: Utilising
Regenerated Protein Fibres to Alleviate Pressures on
Mass Production

A Systematic Literature Review for the Recycling and
Reuse of Wasted Clothing

How fashion can achieve sustainable development
through a circular economy and stakeholder engagement:
A systematic literature review

A life cycle thinking approach to analyse sustainability
in the textile Industry - A literature review

Sustainable fashion: current and future research
directions

How do I see myself? A systematic review of identities
in pro-environmental behaviour research

Human perceptions of recycled textiles and circular
fashion: A systematic literature review

The circular economy in the textile and apparel industry:
A systematic literature review

Death by waste: Fashion and textile circular economy
case

How corporate social (ir)responsibility in the textile
sector is defined, and its impact on ethical sustainability:
An analysis of 133 concepts

Recent sustainable trends in Vietnam's fashion supply
chain

Sustainability within fashion business models - A
systematic literature review

Collaborative fashion consumption — drivers, barriers
and future pathways

Microfiber pollution: an ongoing major environmental
issue related to the sustainable development of textile
and clothing industry

Revisiting upcycling phenomena: a concept in clothing
industry

Systematic literature review to develop a conceptual
framework for a reuse-based clothing value chain

Factors influencing willingness to pay for sustainable
apparel: A literature review

Relationship between sustainability and risk
management in fashion supply chains: A systematic
literature review



29. Sirilertsuwan et al. 2018 The International Proximity manufacturing for enhancing clothing supply
Journal of Logistics chain sustainability
Management
30. Aftabetal. 2017  International Journal of  Postponement Application in the Fast Fashion Supply
Business and Chain: A Review
Management.
31. Koksal et al. 2017  Sustainability Social Sustainable Supply Chain Management in the
Textile and Apparel Industry—A Literature Review
32.  White et al. 2017  Corporate Social- CSR research in the apparel industry: A quantitative and
responsibility and qualitative review of existing literature
Environmental
Management
33. Yangetal. 2017b  Sustainability Sustainable retailing in the fashion industry: A
systematic literature review
34. Hakan etal. 2016  Sustainability From a Systematic Literature Review to a Classification
Framework: Sustainability Integration in Fashion
Operations
35. Laitala 2014  International Journal of ~ Consumers' clothing disposal behaviour - a synthesis of

Consumer Studies

research results

Table 5. Systematic literature review papers published from 2014 through 2021.

2.6.1.4 Geographic Information

To comprehensively understand the global distribution of research on “fashion and sustainability,”
it is imperative to review both the affiliation of the lead author and the geographic location where
the research was conducted. In certain cases, the first author may be affiliated with an institution
in North America, whilst the study itself was conducted in Asia. This review aims to document the
location of the research study and the number of publications by country and region, with the
primary objectives being to identify current research trends, assess the geographic distribution of
studies, and pinpoint research gaps.

In terms of the country affiliation of the first author, the majority of previous studies were
led by researchers from the United States (n = 241), followed by the United Kingdom (n = 102),
China including Hong Kong (n = 75), South Korea (n = 55), Germany (n = 38), Italy (n = 40) and
Sweden (n = 36). As depicted in Figure 10, recent research has predominantly been led by

researchers affiliated with European institutions (n = 328) and North American institutions (n =
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262). In contrast, there have been a smaller number of studies led by researchers in Asia (n = 190),

Oceania (n = 39), the Middle East (n = 17), South America (n = 16), and Africa (n = 8) from the

period 2010 to 2021.
.
1 241
UK Sweden
= - Canada 102 36
- : 21 Germany
Europe 38
= By "if(;)’ L) S. Korea
. 12
North America 3 China 55
2 75 z
282 Middle East Asia
17 India 190
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Vietnam
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Malaysia
SriLanka 7
5
Africa

Brazil 8
Denmark 17 13
Nonway 1> Oceania
it South America Australia 39
Portugal 10 South Africa 31
Poland 8 16 3
The Netherlands 8
France 7
Belgium 6 New Zealand

8

Figure 10. The first author’s affiliation (2010-2021).

Many countries with less than 5 publications are not indicated on this map.

As discussed in the previous section, it is important to note that even if authors are affiliated
with Western institutions, their research might not necessarily be conducted in Western societies.
This indicates that relying solely on the author’s affiliation may not yield accurate information
about the research location. In addition to the geographic focus, the current investigation also

examined the gender distribution of previous research. Moreover, it is worth mentioning that
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certain articles collected for this study, such as literature reviews, conceptual-based research, or
mathematical models, do not focus on any country or region. Therefore, these studies are not
included in this section.

In total, 787 primary research studies were conducted in 65 countries. Among these 787
papers, 79 are cross-national/-cultural (“cross-national” is used hereafter) studies, with 62 papers
focusing on multiple countries and 17 papers focusing on a single or multiple
region(s)/continent(s) (e.g., Southeast Asia, Scandinavia, EU, West Africa, Europe and North
America). In the case of a study conducted in five different nations, the study was counted five
times based on its geographic focus. Therefore, it is important to note that the data presented in
Figure 11 does not refer to the number of papers, but rather the number of research conducted in
each country from 2010 through 2021. As summarised in Figure 11, the results align with the
author’s affiliation. The United States had the highest number of studies with 254, followed by the
United Kingdom (n = 90), China (n = 81), South Korea (n = 60), Sweden (n = 47), Germany (n =
46) and Italy (n = 45). In terms of human subject recruitment, 217 papers (including 190
quantitative and 27 qualitative studies) focused more on females (if over 50% of the participants
were females), 42 papers were male-oriented, 81 exclusively focused on females, 3 solely focused
on males, and 13 had a 50/50 split (as shown in Table 6). This observation indicated that the
majority of “fashion and sustainability” research is concentrated on females, consistent with many
previous apparel studies (e.g., Auty & Elliott, 1998; Rahman, 2011; Rahman, 2012). Overall,

women tend to display relatively higher interest in fashion compared to their male counterparts.

Gender/sexual orientation of Participants (number of paper) Frequency
50/50 split of gender distribution 13
Only female participants 81
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Over 50% were female participants:

217
Studies with more than 55% of female participants 185
The gender distribution is almost the same — less than 5% difference 32
Only male participants 3
Over 50% were male participants: 42
Studies with more than 55% of male participants 29
The gender distribution is almost the same — less than 5% difference 13
Table 6. Research involving human participants (2010-2022).
.
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Figure 11. The geographic location of the research study (2010-2021).

Many countries with less than 5 publications are not indicated on this map.

A total of 79 cross-national papers were identified from the dataset. Among these papers,

17 focused on a single region with multiple countries or multiple regions without disclosing the
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names or the number of countries investigated. Table 7 provides a summary of these studies,
revealing that the majority of cross-national research focused on two (n = 33) or three (n = 14)
countries. Of these, six papers examined differences between South Korea and the United States,
whilst five papers explored differences between China and the United States.

The distribution of the studies across regions is as follows: fifteen papers were conducted
in “Asia and North America” (n = 16), followed by “Europe and North America” (n = 10), “Asia
and Europe” (n = 10), and “Europe with multiple nations” (n = 10). Moreover, only eight papers
were conducted in multiple countries across 3 to 4 continents. The possible explanations for this
pattern may include language barrier, cultural differences, research complexities, and moral and

ethical considerations.

Notably, a higher number of studies were conducted in Western nations compared to
Eastern nations, excluding China and South Korea. The empirical research conducted in Africa or
South America was minimal, as indicated in Table 7. Western researchers/institutions led more
than half of the cross-national studies (n = 49, 79%) aligning with the information presented in
Figure 9 and 10. It is important to mention that these 49 papers do not include studies that did not

specify the names of the countries investigated.

Countries Geographic  No. of Citation Topic
(Number of study: N = 62) focus countries  [1% author affiliation]
China & S. Korea (2) Asia 2 1. Jung & Oh (2019) [S. Korea] 1. Sustainability concepts —
2. Wang et al. (2019) [S. Korea] leather apparel
2. Sustainable fashion
Bangladesh, India & Vietnam Asia 3 Saha et al. (2021) [UK] Circular economy
)
S. Korea, China & Japan (1) Asia 3 Kong & Ko (2017) [S. Korea] Consumer choice —
sustainable fashion
China, Bangladesh, India, Asia 5 Repp et al. (2021) [The Circular economy
Turkey & Cambodia (1) Netherlands]
Belgium & Ireland (2) Europe 2 1. Caro & Gallien (2012) [USA] 1. Fast fashion
2. Caro & Gallien (2010) [USA] 2.Fast fashion
Italy & France (1) Europe 2 Battaglia et al. (2014) [Italy] CSR
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Poland, France & Spain (1)

USA, UK & Switzerland (1)
Sweden, Denmark & Estonia
(1)

UK, Finland & Germany (1)
Germany, Italy & UK (1)
Denmark, Norway, Sweden,
Finland & Iceland (1)

Germany, UK, France, Norway

& Sweden (1)
Italy & China (1)

UK & Turkey (1)

Germany & S. Korea (1)

S. Korea & UK (1)

S. Korea & Spain (1)
Turkey & Kazakhstan (1)
Bangladesh, India & Estonia

(1)
The Netherlands & China (1)

France, Germany & China (1)

Japan, UK & Italy (1)

China & USA (6)

USA & S. Korea (6)

Hong Kong & Canada (1)
Canada & India (1)

USA & Sri Lanka (1)

USA, India, China & S. Korea

)
USA & Finland (1)

Poland & Canada (1)

Europe

Europe
Europe

Europe
Europe
Europe

Europe

Asia &
Europe
Asia &
Europe
Asia &
Europe
Asia &
Europe
Asia &
Europe
Asia &
Europe
Asia &
Europe
Asia &
Europe

Asia &
Europe
Asia &
Europe
Asia &
N. America

Asia &
N. America

Asia &

N. America
Asia &

N. America
Asia &

N. America
Asia &

N. America
Europe &
N. America
Europe &
N. America

Gregbosz-Krawcezyk & Siuda
(2019) [Poland]

Weiss et al. (2014) [USA]
Farrant et al. (2010) [Denmark]

Henninger et al. (2019) [UK]
Norris (2019) [Germany]
Pedersen & Gwozdz (2014)
[Denmark]

Austgulen (2016) [Norway]

Lan & Zhu (2014)

[USA]

Tokatli et al. (2018) [USA]
Kong et al. (2021) [S. Korea]
Kim et al. (2016) [S. Korea]
Yoon et al. (2020) [S. Korea]
Sener et al. (2019) [Kazakhstan]

Aus et al. (2021) [Estonia]

Almanza & Corona (2020)
[Netherlands]

Wagner et al. (2019) [France]
Goworek (2011) [UK]

. Lee et al. (2018) [Hong Kong]
. Shen et al. (2016) [China]

. Suetal. (2019) [USA]

. Lee & Huang (2021) [USA]

. Lang et al. (2019) [USA]

. Ko & Jin (2017) [USA]

AN B W=

1. Lee & DeLong (2017)

[S. Korea]

2. DeLong et al. (2016) [USA]

3. Workman et al. (2017) [USA]
4. Han, 2018 [USA]

5. DeLong et al. (2017) [USA]

6. Ramkumar et al. (2021) [USA]

Joy et al. (2012) [Canada]
Rahman et al. (2021) [Canada]
Clarke-Sather & Cobb (2019)
[USA]

Pan et al. (2015) [USA]

Hirscher et al. (2018) [Finland]

Malgorzata et al. (2020) [Poland]
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Attitudes of consumers
toward recycling
Sustainable fashion
Reusing clothes

Fashion swapping
Circular economy
CSR

Sustainable textile
consumption
Fast fashion

Fast fashion

Sustainability and social
media communication
Textile recycling systems

Corporate sustainability
Slow fashion
Circular fashion

Social life cycle assessment
— sustainable development

Eco-fashion style
Fair trade retailer

. Corporate sustainability

. Economic sustainability

. Sustainable clothing

. Fashion renting

. Fashion renting

. Purchase intention of

green apparel

. Handcraft apparel

2. Education for fashion
sustainability

3. Pro-environmental
behaviour

4. Organic cotton apparel
purchase

5. Sustainable clothing

6. Circular fashion services

Fast fashion

AN B W=

—

Consumer choice — apparel
& sustainable cues
Onshoring fashion

Fashion thinking fashion
practices

Social manufacturing in
fashion

Circular fashion



Monaco & Canada (1)
Finland & USA (1)
UK, France & Canada (1)

USA, Germany, Sweden &
Poland (3)

Sweden, the Netherlands,
Germany UK & USA (1)
Germany, Poland, Sweden,
USA & UK (1)

Scotland (UK) & Australia (1)

Germany & Iran (1)

Germany & Ethiopia (1)

UK, USA & China (1)

USA, Canada, S. Korea &
Sweden (1)

Brazil, Russia, India & China
(1

India, Dubai (UAE) & USA (1)

Germany, USA, UK, Denmark,
Italy, Sweden, Switzerland,
Finland, the Netherlands,
Brazil, Bulgaria & France (1)
Chile, USA, France, Germany
& Lebanon (1)

China, Japan, S. Korea, USA,
Singapore, UK & Australia (1)

Pakistan, Malaysia, Spain,
Saudi Arabia, USA, India, UK,
Sweden & China (1)

Europe &
N. America
Europe &
N. America
Europe &
N. America
Europe &
N. America

Europe &
N. America
Europe &
N. America
Europe &
Oceania
Europe &
Middle
East
Europe &
Africa
Asia,
Europe &
N. America
Asia,
Europe &
N. America
Asia,
Europe &
S. America
Asia, N.
America &
Middle
East
Europe,

N. America
& S.
America
Europe, S.
America &
Middle
East

Asia,
Europe, N.
America,

& Oceania
Asia,
Europe, N.
America &
Middle
East

12

Cervellon & Carey (2014)
[Monaco]
Armstrong et al. (2016) [USA]

Carey & Cervellon (2014) [UK]
1. Joanes (2019) [Denmark]

2. Sohn et al. (2021) [Denmark]
3. Gwozdz et al. (2017) [USA]
Gupta et al. (2019) [USA]
Joanes et al. (2020) [Germany]
Bianchi & Birtwistle (2010)

[Australia]
Iran et al. (2019) [Germany]

Warasthe et al. (2020) [Germany]

Jung et al. (2021) [S. Korea]

Choi & Han (2019) [USA]

Mair et al. (2018) [UK]

Patwa & Seetharaman (2016)
[UAE]

Adam (2018) [Germany]

Dickenbrok & Martinez (2018)

[Portugal]

Kim (2020) [S. Korea]

Ahmad et al. (2020) [Malaysia]

Consumers’ perceptions of
‘green’

Sustainable clothing
consumption

Ethical fashion

1. Reduced fashion
consumption

2. The environmental
impacts of fashion

3. clothing consumption

Sustainable apparel

consumption

Reducing personal

consumption

Disposal behaviour

Collaborative fashion
consumption

Sustainability — textile &

apparel supply chain
Sustainable apparel product

Green innovation

Fairness in global supply
chain

Redesigning fashion

industry — circular approach

Sustainable product-service
systems (PSS)

Communicating green
fashion

Collaborative fashion
consumption

Sustainable textile and
apparel industry

Table 7. Cross-nation/-cultural research papers (2010-2021).
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2.6.2 Stage 2: Based on 280 Data

2.6.2.1 Identification of Consumer Research Papers

After selecting 280 relevant papers, they were categorised into two main groups — “consumer
behaviour” (more related to consumer behaviour or micro level) and “fashion sustainability” (more
related to sustainable practices or macro level) — with various sub-groups based on the occurrences
of the keywords and phrases in the titles. In cases where the titles contained multiple keywords or
phrases, the papers were placed in multiple sub-groups. For instance, a study on the “attitude and
behaviour gap,” were categorised into “attitude” and “behaviour” sub-groups.

The sub-groups in the “consumer behaviour” category included studies on consumer
behaviour, perceptions, attitudes, motivations, intention, awareness, value, choice, preference, and
knowledge, whilst the “fashion sustainability’ category covered topics such as collaborative
consumption, sharing economy, fast and slow fashion, among others. As indicated in Figure 12,
some of the sub-groups have similar meanings and concepts. For example, the sub-groups of
collaborative consumption, fashion sharing, and clothes swapping, or the sub-groups of clothes
reuses, and fashion rental were similar in terms of their concepts.

According to the findings, many studies were focused on consumer behaviour (n = 52),
followed by consumer purchases (n = 32), consumer intention (n = 31), fast fashion (n =30) and
fashion brand (n =27). The results of this systematic literature review not only provide an overview
of research trends and future directions but also guide the in-depth literature review in Chapter 3
and empirical research in Chapter 4. Chapter 3 will continue to focus on apparel consumer

behaviour, particularly the product evaluative cues.
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Figure 12. Key topics identified from the titles of 280 “Consumer” papers.

2.6.2.2 Bibliometric Analysis using Visualisation Tools

Bibliometrics is a statistical method to quantitatively analyze a research topic. It is particularly
useful for the examining a large number of publications (Zupic & Cater, 2015), and mitigating
potential biases (Fetscherin & Heinrich, 2015). To facilitate analysis and visual mapping, search
results from Web of Science (WoS) can be exported to many types of visualization software such
as VOSviewer, Pajek, HistCite!?, Citespace, RStudio, SciMAT, or CitNetExplorer. Employing

bibliometric analysis offers numerous benefits, including the ability to (1) identify influential or

12 HistCite, developed by Dr. Garfield Eugene and his colleagues (Garfield et al., 2003), is another visualization tool
used for bibliometric analysis. This software enables the generation of a citation chronological chart, illustrating the
citing relationships among the identified literature. However, it is important to note that HistCite has a limitation in
reflecting the evolution of research themes (Wu et al., 2017).
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seminal papers within a topic, (2) trace the genealogy of a specific field of study to unveil the
current research streams and emerging streams, (3) depict the geographical scope and research
approaches employed, (4) identify frequently used research theories and methods, (5) highlight
research trends and major contributors such as leading scholars, journals and academic institutions,
and (6) predict and recommend future research directions.

Whilst a considerable number of studies have explored the concept of ‘“fashion
sustainability,” none of them have utilise VOSviewer and CitNetExplorer for conducting
bibliometric analysis and data mapping. In order to gain a comprehensive understanding and
establish research directions in the field of “fashion and sustainability,” I exported the plain text
data file, which comprised 280 literature sources obtained after the second round of screening, to
VOSviewer and CitNetExplorer software for conducting bibliometric analysis. It is important to
note that bibliometric analysis does not replace systematic literature review, instead, it serves to
complement it and to provide a comprehensive overview of the focused topic (Guleria & Kaur,
2021). VOSviewer and CitNetExplorer were selected for this study because they are freely
available, offer user-friendly interfaces, have the ability to generate relational networks among
literature within a specific field, and can analyse the evolution paths and trends to show the changes
over different time periods. These two programs are particularly useful for generating visualization

bibliometric maps, thus facilitating the comprehension of data interpretation.

2.6.2.3 VOSviewer Analysis — Co-occurrences of Keywords
The bibliographic data were utilised to generate a visual map to illustrate the co-occurrence of all
keywords in VOSviewer. All keywords, including the word occurrence in the article title, author

keywords, and abstract, are considered. During the operational process, full counting was
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employed, and the minimum of keyword occurrence was set at 10. Out of 306 keywords, 123 met
the threshold, and network visualization map consists of 4 clusters was generated as depicted in
Figure 13. The size of letters and circles in the map reflects the frequency of keyword occurrence,
with larger sizes indicating a higher frequency. Similarly, the thickness of the curve lines in the

map corresponds to the total strength of the links, where thicker lines signify stronger connections.
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Figure 13. Network visualisation of co-citation.
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In Figure 13, the results were grouped into four clusters, each represented by differently
coloured circles. Cluster 1 is depicted in red contains 46 items, cluster 2 in represented in green
and includes 35 items, cluster 3 is shown in blue and consists of 23 items, whilst cluster 4 is
displayed in mustard with 19 items. For example, cluster 1 is depicted in red and the circle’s size
indicates the frequency of keyword occurrences. In cluster 1, the keyword “consumption” has the
highest frequency with 128 occurrences and is linked to 113 other terms. As a result, the circle

representing “consumption” is the largest in size and is connected to many smaller circles such as

29 ¢¢ 29 ¢¢ 29 ¢¢

“behaviour,” “consumers,” “consumer behaviour,” “attitude,” “motivations,” “perceptions,” and
“products.” It is worth noting that keywords in cluster 1 may also link to keywords in other clusters.
The co-linkages among the keywords generate the network visualization map shown in Figure 14.
Strong co-linkages result in keywords being positioned in close proximity to each other with
shorter curve lines. These findings are similar to Figure 12. However, the results of Figure 12 are
solely derived from the article titles rather than from three different sources (article title, author
keywords and abstract) as Figure 14.

To summarise, the following description will be used to explain the function of co-citation:
Paper A cites papers B, C, and D, establishing mutual relationships between the respective pairs
(B and C, B and D, C and D) (Kleminski et al., 2022; Small, 1973). It is worthwhile to note that
co-citation is modelled with weighted edges, considering “the recurrent appearance of a citation
relationship link. A pair of papers co-cited together once is less related than a pair for which the
same happens dozens of times” (Kleminski et al., 2022, p. 355). , In this case, co-citation analysis

was employed to identify the most influential topics, as well as their clusters and networks. For

explanatory purposes, the size of the bubble and circle represents number of citations, whilst the
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thickness of the lines and the link distance signify the strength of citation relations between

publications. Bubbles of the same colour belong to the same cluster.
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Figure 14. Network visualisation of Cluster 1 co-citation.

2.6.2.4 VOSviewer Analysis - Academic Organisation

consci

sness

In addition to visualising the co-occurrence of keywords, the co-authorship network among authors

and organisations were analysed to identify the major contributors. To establish the selection

parameter and operational process, the minimum number of documents and citations of an

organisation was set at 5 and 0, respectively. Out of 657 organisations, 49 met the threshold,
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resulting in a network visualization comprising 11 clusters, 69 links and a total link strength of
125. This analysis offers valuable insights and serves as a useful reference for researchers in the
field of “sustainability, fashion and consumption” by highlighting the prominent global
contributors. The ranking of organisations was based on their total link strength scores. As
presented in Table 8 and Figure 15, Hong Kong Polytechnic University was ranked the first,
followed by Oklahoma State University, Seoul National University, University of Minnesota, and
Louisiana State University. In cluster 2, the Hong Kong Polytechnic University connects to seven
universities including City University of Hong Kong (China), University of North Carolina (USA),
Texas Tech University (USA), University of Missouri (USA), Kent State University (USA),

Donghua University (China), and Seoul National University (South Korea).

univ boras

rmigniv
politegy milan

univigadua
copenhagefijbusiness sch

univ ngbraska

S - - univ magkhister
- mm:?:rn::unw = oklahomastate univ e i
donghua univ 2
hong kongﬁgﬁtec univ
Figure 15. Network visualisation of co-authorship among organisations.

Organization Documents Citations  Total Link Strength
Hong Kong Polytechnic University 31 1420 18
Oklahoma State University 17 677 17
Seoul National University 20 309 16
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University of Minnesota 19 213 14

Louisiana State University 12 321 12
University of Boréas 15 312 12
Soochow University 10 181 11
University of Missouri 19 227 10
Iowa State University 11 216 9
Yonsei University 19 444 9
Aalto University 13 896 8
Illinois State University 11 323 8
University of Manchester 15 576 7
Donghua University 15 695 6
Politecnico Milano University 8 655 6

Table 8. The top 15 organisations.

2.6.2.5 VOSviewer- Co-citation Mapping Analysis

In this study, co-citation analysis provides valuable information on key publications, citation
relationships between publications, and authors in the area of ‘“sustainability, fashion and
consumption” based on the citations. As Guleria and Kaur (2021) stated in their article, “A co-
citation link is a link between two items that are both cited by the same document.” To conduct
the mapping analysis, the minimum number of citations of a cited reference was set as 20. In other
words, any references that have fewer than 20 citations were not selected for analysis. Among the
29,147 cited references, 120 met the threshold. Figure 16 illustrates the mapping results, where
each circle represents the first author’s name and publication year of a paper. The size and colour
of the circles indicate the citation weight and cluster, respectively. Circles of the same colour
belong to the same cluster. Notably, Joergen’s paper (2006) published in the Journal of Fashion
Marketing and Management holds the highest total length strength of 1040, followed by Niiniméki

(2010) and Joy et al. (2012) (see Table 9 for the top 10 papers). In total, 5 clusters were generated
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and visually distinguished by different colours. For example, within the green cluster, Fletcher

(2008) emerged as a significant co-cited item, being linked to 115 other items.
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Figure 16. Network visualisation analysis of co-citation between publications.

Cited Reference Citations Total Link
Strength

Joergen C. (2006), Journal of Fashion Marketing and 92 1040

Management

Niinimaki K. (2010), Sustainable Development 87 979

Joy, A. (2012), Fashion Theory 96 860

Fletcher, K. (2008), Sustainable Fashion 101 818
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Morgan, L.R. (2009), International Journal of Consumer 79 757
Studies

Kim, H. (1998), Clothing and Textiles Research Journal 59 655
Niiniméki K. (2011), Journal of Cleaner Production 68 645
McNeill, L. (2015), International Journal of Consumer 58 612
Studies

Birtwistle, G. (2007), International Journal of Retail & 60 605
Distribution

Connell, K.Y.H. (2010), International Journal of 52 600

Consumer Studies

Table 9. Top 10 papers.

2.6.2.6 CitNetExplorer Analysis - Chronological Citation Chart

In addition to VOSviewer, another visualization tool called “CitNetExplorer” was employed to
examine the development trends and evolution paths, assisting researchers in predicting the future
directions of development. CitNetExplorer, short for “Citation Network Explorer,” is an open-
source bibliometric tool developed by the Centre for Science and Technology Studies at the
University of Leiden in the Netherlands. Figure 17 depicted the citation relationships among the
literature, illustrating the transmission and development of knowledge pertaining to
“sustainability, fashion and consumption.” The analysis was conducted using the defaulted
parameter, which included a maximum of 10 publications per layer and a minimum distance of 5
between publications. However, it is important to mention that CitNetExplorer was set to its
default configuration, which displays only the 40 most frequently cited publications, as visualizing
all 1108 publications within a single chronological chart is impractical. These 40 publications are
labelled using the last name of the first author. As shown in Figure 17, out of all the frequently
cited publications, only one of them was published in the 1980s. The first author of this article is

Fornell, and it was published in the Journal of Marketing Research (Fornell & Larcker, 1981).
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Moving into the 1990s, the number of frequently cited publications increased to three. These
include Ajzen’s seminal paper (1991) titled “The Theory of Planned Behaviour” published in
Organizational Behaviour and human Decision, as well as Butler and Francis’s (1997) and Kim
and Deambhorst’s (1998) publications, both featured in the Clothing and Textiles Research Journal.
It is evident that the number of citations and citation-linkages has been increased drastically since
2000. This finding also provides support to the preceding discussions, people pay more attention

to the topic of “sustainability, fashion and consumption” including the academicians.
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Figure 17. Chronological flow chart of publications.

2.7 Summary of the Findings and Implications
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To reiterate, the present study focuses on three crucial areas: sustainability, fashion and
consumption. It explores the shopping, selecting, and purchasing behaviours of fashion
consumers through a systematic literature review, complemented by visualisation tools.
In this study, I employed both VOSviewer and CitNetExplorer to analyse and visualise the

citation networks, including clustering the publications based on their citation relations.

2.7.1 Research Trends, Development and Areas of Improvement

The information presented in Figure 7 clearly indicates an upward trend in the number of
publications pertaining to “fashion and sustainability” since 2010. Out of the 860 publications
identified in this particular field, approximately 30% were published in three specific journals:
Sustainability, Journal of Fashion Marketing and Management, and Journal of Cleaner

Production.

2.7.1.1 Case Study
Among the publications, 93 were case studies, whilst 35 were systematic literature reviews. It is
worth noting that during the period from 2010 to 2021, H&M, Zara and The Gap emerged as the
most extensively studied companies in the case studies. These multinational retailers, recognised
as fast fashion companies, play a significant role in the consumer market and have a substantial
impact on the global environment. As a result, there is considerable interest among both the general
public and academic researchers to understand their evolving business models, company policies,
operational strategies, and sustainability initiatives.

Whilst studying large corporations is indeed crucial, it is equally important to acknowledge

the significant role that small and medium enterprises (SMEs) play in the global economy,
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especially in developing or emerging nations. According to the World Bank (2023), SMEs
“represent about 90% of business and more than 50% of employment worldwide.” Therefore,
conducting research on companies of smaller scale, including micro-sized businesses, startups, and
non-profit organisations (NPOs) becomes imperative. Such research enables us to gain valuable
insight into their unique business structures and the specific challenges they face. It is essential to
understand the role these companies can play and the obstacles they encounter within today’s fast-

changing economy.

2.7.1.2 Gender Distribution and Orientations

As depicted in Table 6, a significant portion of the existing research has exclusively focused on
female participants or displayed a bias towards women. Although female consumers have shown
relatively higher involvement and interest in fashion (Auty & Elliott, 1998; Beaudoin et al., 2003;
Haynes et al., 1993; Rahman 2012) it is vital to understand the cognitive and affective processes,
as well as the buying behaviours of men in relation to clothing consumption. Several studies
(Franko et al., 2015; Hall, 2015; Rahman & Navarro, 2022) have reported that men have become
increasingly concerned about their physical appearance and have shown a heightened interest in
personal grooming. As reported by Newman (2010) in New York Times, the expenditure on
grooming products for men in the United States experienced a twofold increase, reaching US$4.6
billion between 1997 and 2009. Additionally, there is significant dearth of information regarding
the buying behaviour of other gender identities, such as LGBTQ+ individuals, indicating a crucial

gap that required attention and further investigation.

2.7.1.3 Geographic Scope of Research Studies
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As illustrated in Figure 11, the majority of research studies were conducted across three continents:
Europe (n = 345), North America (n = 254) and Asia (n =227). The highest concentration of
research was carried out in the United States (n = 236), followed by the United Kingdom (n = 90),
China (n = 81), South Korea (n = 60), Sweden (n = 47), Germany (n = 46) and Italy (n = 46).
Figure 18 illustrates the substantial growth in the number of publications in China, South Korea,
and India from 2010 to 2021, with a notable increase observed after 2013. However, when
compared to the United States and the United Kingdom, the overall volume of publications in these
countries still remains relatively low. According to the United Nations (2022), Asia has the largest
global population, accounting for 59.4%, followed by Africa (17.6%), Europe (9.4%) and North
America (7.5%). Despite Asia and Africa having the highest population of consumers, the number
of research studies conducted in these regions is relatively low compared to North America and

Europe. This indicates an imbalance in the proportion of studies relative to population ratios.
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Figure 18. Publication trends in China, South Korea and India.
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In summary, the findings reveal notable research trends and advancements in the field of
fashion and sustainability between 2010 and 2021. Although the United States and Europe exhibit
a higher number of publications during this period, it is noteworthy that several academic
institutions in Asia, including three in China (Hong Kong Polytechnic University, Soochow
University and Donghua University) and two in South Korea (Seoul National University and

Yonsei University), have also made significant contribution to the field (as shown in Table 8).

2.7.1.4 Cross-national Research Studies

Out of the 860 publications in the dataset, 79 were identified as cross-national research studies.
Among these 79 papers, only 62 provided the names of the countries investigated, while the
remaining papers referred to regions or continents without specifying all the countries involved.
As presented in Table 7, the countries that were more frequently investigated in a cross-national
context, including the United States (n = 29), China (n = 19), South Korea (n = 15), the United
Kingdom (n = 15), Germany (n = 14) and Sweden (n = 11). This analysis unveils that many
countries in the Middle East, South America, Africa, and Asia have been under-researched and
have received little attention in cross-national investigations. Although conducting research in the
two largest consumer markets (the United States and China) is crucial to provide insights to fashion
practitioners, it is equally important to understand “fashion and sustainability” in other nations
such as India and Vietnam. In 2022, India experienced a robust growth rate of 8.7% (Forbes India,

2023), whilst Vietnam experienced a growth rate of 8.02% (Vu, 2022).

2.7.2 Implications of Network Visualisation Mapping
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According to Meho (2007, p. 1), citation analysis can be described as “a branch of information
science in which researchers study the way articles in a scholarly field are accessed and referenced
by others.” The results of citation analysis can offer researchers valuable insights into influential
papers, prominent organisations, and prolific researchers within the field. Many researchers have
underscored the effectiveness of citation analysis in demonstrating the impact of scholarly
research. For example, in a case study, Gooden (2001) pointed out that “citation analysis is an
excellent unobtrusive method to determine which resources doctoral students [or scholars] are
using.” This method offers valuable information, including the volume of publications in a specific
area, citation patterns, and authorship. Furthermore, co-citation analysis was conducted to identify
frequently cited publications, uncover key publication topics and dissemination venues, and reveal
the interdisciplinary nature of research disciplines. Co-citation refers to the frequency with which
two publications are cited together by other works (McAllister et al., 2022).

Regarding the co-occurrence of all keywords, VOSviewer generated 4 clusters (see Figure
13 and Appendix 4 for keywords grouping). The formation of each cluster was determined by the
relatedness of the keywords. In simple terms, each cluster consists of a specific number of related
keywords and would be presented in the same colour. Although some similar keywords appear in
multiple clusters, each cluster can be categorized into and labelled with different themes. Cluster
1 was labelled as “fashion consumers” due to the frequent occurrence of keywords associated with
consumer behaviour, attitudes, perceptions, motivations, knowledge, decision-making, and buying
intention. Cluster 2 comprises keywords such as corporate social responsibility (CSR), social
sustainability, supply chain, retail, and fast fashion, and was designated as “corporation strategies.”
Cluster 3, labelled as “fashion products,” consists of keywords like product, design, fashion design,

sustainable design, recycling, reuse, and textile waste. The final cluster, labelled as “business
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model,” encompasses keywords such as sustainable “business model,” business model, circular
economy, sharing economy, and collaborative consumption. Based on these categorisations, it is
reasonable to suggest that there are four key research themes related to the topic of “fashion,
sustainability and consumption”: fashion consumers, corporate social responsibility, fashion

products, and business model.

As indicated in Table 10, it is apparent that numerous research studies focusing on “fashion
consumer” in cluster 1 employed the Theory of Planned Behaviour for their investigation. This
finding offers a plausible explanation for the frequent citations of Ajzen’s (1991) seminal paper
titled “The Theory of Planned Behaviour”, as depicted in Figure 17. In addition, it is noteworthy
to mention that among all the papers listed in Table 10, half of them utilised Structural Equation
Modelling (SEM) as their analytical approach. This finding helps to explain the frequent citations
of Fornell and Larcker’s (1981) publication titled “Evaluating Structural Equation Models with
Unobservable Variables and Measurement Error” over the years, as depicted in Figure 17. Whilst
Fornell and Larcker’s (1981) and Ajzen’s (1991) publications may not have direct relevance to
fashion and sustainability, they offer valuable contributions in terms of theory and analytical
approach that can be applied in various disciplines, such as consumer research and fashion studies.

As a result, these publications play a significant role in fostering future advancements in these

fields.
Author (Year) Title of Publication Author Keywords Research Method &
[First Author’s Sample Size
Affiliation]
Liu et al. (2021) The importance of knowledge and trust for ethical fashion, theory of planned Online survey
[China] ethical fashion consumption behavior, SEM, knowledge, trust N = 245 consumers

(SEM)

Branddo & da Costa  Extending the theory of planned behaviour sustainability, intention, consumption, Online questionnaire
(2021) to understand the effects of barriers towards fashion, theory of planned behaviour, through social media
[Portugal] sustainable fashion consumption barriers N =669 consumers
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Pham et al. (2021)
[Vietnam]

Muposhi et al.
(2021)
[Zimbabwe]

Johnstone & Lindh
(2021)
[Sweden]

Sobuj et al. (2021)
[Bangladesh]

Zhang et al. (2020)
[China]

Blazquez et al.
(2019)

[UK]

Chi et al. (2019)
[USA]

Jung & Oh (2019)
[South Korea]

Seo & Kim (2019)
[USA]

Wiederhold &
Martinez (2018)
[Portugal]

Chang &
Watchravesringkan
(2018)

[USA]
Becker-Leithold
(2018)

[Germany]

Han (2018)
[USA]

Tu & Hu (2018)
[Taiwan]

Lang & Armstrong
(2018)
[USA]

Sharing economy: Generation Z's intention
toward online fashion rental in Vietnam

Fashion designers' attitude-behaviour
inconsistencies towards a sustainable
business model: a neutralisation theory
perspective

Sustainably sustaining (online) fashion
consumption: Using influencers to promote
sustainable (un)planned behaviour in
Europe's millennials

Factors influencing eco-friendly apparel
purchase behavior of Bangladeshi young
consumers: case study

Consumers’ clothing disposal behaviors in
Nanjing, China

Consumers’ knowledge and intentions
towards sustainability: A Spanish fashion
perspective

Why U.S. consumers buy sustainable cotton
made collegiate apparel? A Study of the key
determinants

Exploring the sustainability concepts
regarding leather apparel in China and South
Korea

Understanding the purchasing behaviour of
second-hand fashion shoppers in a non-profit
thrift store context

Ethical consumer behaviour in Germany -
The attitude-behaviour gap in the green
apparel industry

Who are sustainably minded apparel
shoppers? An investigation to the
influencing factors of sustainable apparel
consumption

The role of values in collaborative fashion
consumption: A critical investigation
through the lenses of the theory of planned
behavior

Determinants of organic cotton apparel
purchase: A comparison of young consumers
in the U.S.A. and South Korea

A study on the factors affecting consumers’
willingness to accept clothing rentals

Collaborative consumption: The influence of
fashion leadership, need for uniqueness, and
materialism on female consumers’ adoption
of clothing renting and swapping

fashion rental, Generation Z, sharing
economy, planned behavimr theory,
technology acceptance Model

sustainable fashion, neutralisation
techniques, fashion designers, sustainable
fashion behaviour, South Africa, deviance
threshold/neutralisation threshold

online consumer behaviour, influencers,
millennials, (un)planned behaviour,
sustainable fashion, trust

consumer behavior, theory of planned
behavior, purchase intention,

eco-friendly apparel, environmental
apparel knowledge

clothing disposal, clothing recycling,
intentions, online platform

sustainability, ethical fashion, eco-fashion,
fast fashion, purchase intention, Spain

sustainable cotton, collegiate apparel, U.S.
consumers, purchase intention

sustainable consumption behavior, theory
of planned behavior; eco-friendly faux
leather apparel (E-FLA), environmental
knowledge, perceived consumer
effectiveness, sustainable

consumption beliefs, self-enhancement
second-hand shopping; nonprofit thrift
store; consumer beliefs; theory of planned
behaviour (TPB)

attitude-behaviour gap, ethical consumer
behaviour, fast fashion, green apparel,
sustainable fashion, theory of planned
behaviour, theory of reasoned action
consumption, theory of planned behaviour,
control beliefs, sustainable apparel

theory of planned behavior, value-belief-
norm theory, collaborative consumption,
sustainable consumption, clothing, sharing
economy

organic cotton, consumers, cross-cultural,
structural equation modeling; theory of
planned behavior

theory of planned behavior (TPB),
technology acceptance model (TAM),
diffusion of innovations (DOI), clothing
rental

collaborative consumption, renting,
swapping, fashion leadership, need for
uniqueness, materialism
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Survey

N = 375 students
(SEM)

Online survey
N= 590 fashion
designers

Survey
N = 448 millennials
(SEM)

Case study
N = 198 consumers
Survey

Survey questionnaires
N =507 consumers
Mixed Method:
Survey: N =175
consumers

Structured interviews:
N=8

Online survey

N =225 consumers

Online survey

N =450 Chinese
respondents

N =225 Korean
respondents
(SEM)
Web-based survey
N =197 thrift
shoppers

In-depth semi-
structured interview
N = 13 consumers

Survey
N =235 students
(SEM)

Online questionnaire
N = 1,009 respondents
(SEM)

Survey

N =334 US
consumers

N = 164 Korean
consumers

Online questionnaire
N =300 consumers
(SEM)

Online survey
N =431 consumers
(SEM)



de Lenne &
Vandenbosch (2017)
[Belgium]

Han & Stoel (2016)
[USA]

Zheng& Chi (2015)
[USA]

Phau et al. (2015)
[Australia]

Maloney et al.
(2014)
[USA]

Media and sustainable apparel buying
intention

The effect of social norms and product
knowledge on purchase of organic cotton
and fair-trade apparel

Factors influencing purchase intention
towards environmentally friendly apparel: an
empirical study of US consumers

Consumer attitudes towards luxury fashion
apparel made in sweatshops

Consumer willingness to purchase organic
products: Application of the theory of
planned behavior

fast fashion, social media, theory of
planned behavior, sustainable apparel,
magazines

organic cotton, fair trade, theory of
planned behavior, knowledge, social
norms

environmentally friendly apparel; purchase
intention; US consumers

fashion, theory of planned behaviour,
luxury brands, luxury consumers,
premium products, sweatshops
organic apparel, theory of planned
behavior, consumer purchasing
intention, green fashion, consumer
purchasing intentions

Cross-sectional survey
N = 681 young adults

Online survey

N =500 Gen Yers
(SEM)

Survey

N =187 college
students

(SEM)

Mail intercept survey
N = 197 shoppers

Survey
N = 142 consumers
(SEM)

Table 10. Previous research incorporating the Theory of Planned Behaviour.

Similarly, Table 11 indicated that numerous studies (Johnson & Plepys, 2021;

Muthukumarana et al., 2018; Sohn et al., 2021; Wiedemann et al., 2021; Zamani et al., 2017)

within cluster 2 employed Life Cycle Assessment (LCA) to investigate various facets of

sustainability (e.g., sustainable development goals, end-of-life management) and specifically

assess the environmental impacts associated with apparel industry and clothing.

Author (Year) Title of Publication Author Keywords Research Method
[First Author’s

Affiliation]

Wiedemann et al. Reducing environmental impacts from apparel, textiles, carbon, water, footprint, Inventory data

(2021) garments through best practice garment use LCA, use phase Life Cycle Assessment
[Norway] and care, using the example of a Merino wool (LCA)

Zhao et al. (2021)
[China]

Johnson & Plepys
(2021)
[Sweden]

Sohn et al. (2021)
[Denmark]

van Rensburg et
al. (2020)
[South Africa]

sweater

Virtual carbon and water flows embodied in
global fashion trade - a case study of denim
products

Product-service systems and sustainability:
analysing the environmental impacts of rental
clothing

The environmental impacts of clothing:
Evidence from United States and three
European countries

Life cycle and End-of-Life management
options in the footwear industry: A review

denim, fashion industry, international
trade, footprint, life-cycle assessment,
sustainability

product-service system; life cycle
assessment; rental clothing; environmental
impact; sustainable business model;
consumer behaviour

clothing, environmental impacts,
consumer behavior, clothing consumption
and production, life cycle assessment
environmental impacts, footwear
materials, life cycle assessment, pyrolysis,
waste management
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Life Cycle Assessment
(LCA)

Case study research,
data is derived from
the literature,
consumer survey &
interviews

Online survey

Life Cycle Assessment
(LCA)

Literature review



Almanza &
Corona (2020)
[Netherlands]

McNeill et al.
(2020)
[New Zealand]

Clarke-Sather &
Cobb (2019)
[USA]

Paras & Pal
(2018)
[Sweden]

Muthukumarana
etal. (2018)

[Sri Lanka]
Zamani et al.
(2018)

[Sweden]

Zamani et al.
(2017)

[Sweden]

Yasin et al. (2016)
[France]

Roos et al. (2016)
[Sweden]

Zhang et al.
(2015)
[China]

Manda et al.
(2015) [The
Netherlands]

Laitala & Boks
(2012)
[Norway]

Using Social Life Cycle Assessment to analyze
the contribution of products to the Sustainable
Development Goals: a case study in the textile
sector

Waste not want not: Behavioural intentions
toward garment life extension practices, the
role of damage, brand and cost on textile
disposal

Onshoring fashion: Worker sustainability
impacts of global and local apparel production

Application of Markov chain for LCA: a study
on the clothes ‘reuse’ in Nordic countries

Life cycle environmental impacts of the
apparel industry in Sri Lanka: Analysis of the
energy sources

Hotspot identification in the clothing industry
using social life cycle assessment—
opportunities and challenges of input-output
modelling

Life cycle assessment of clothing libraries -
can collaborative consumption reduce the
environmental impact of fast fashion
Statistical analysis of use-phase energy
consumption of textile products

A life cycle assessment (LCA)-based approach
to guiding an industry sector towards
sustainability: the case of the Swedish apparel
sector

Life cycle assessment of cotton T-shirts in
China

Prospective life cycle assessment of an
antibacterial T-shirt and supporting business
decisions to create value

Sustainable clothing design: use matters

S-LCA, SDG, social hotspot, textile,
supply chain, product level

fashion disposal, sustainability, garment
life extension, consumer behaviour

Sustainable sourcing, Life cycle
assessment, Apparel product development,
Sustainability assessment, Apparel
industry

fashion value chain, closed loop, reuse,
Markov chain, textile waste

Apparel industry in Sri Lanka, Life cycle
assessment, Energy use,4Environmental
impact reduction, Sustainable production
fashion, social hotspot identification,
SHDB, SLCA, social hotspots database,
social impact

problem shifting, apparel, climate change,
ecotoxicity, eutrophication, water use

Energy consumption, Life-cycle
assessment, Principal component analysis,
Procrustes analysis, Textile products, Use-
phase

life cycle assessment, social assessment,
life cycle interpretation, planetary
boundaries, actor-oriented advice, textile

cleaner production, clothing, consumer
behavior, cotton textile, environmental
management, laundry washing, life cycle
assessment, sustainability

modal fibres, antimicrobial textiles,
antibacterial textiles, nanosilver,
nanoparticles, T-shirt, life cycle
assessment, resource conservation,
business value creation

clothing use, textile, sustainable
design, eco-design, durability,
clothing maintenance, mending,
design for sustainable behaviour,
laundry,

consumption, consumer research

Case study
Site-specific data
Questionnaire

Survey
Life Cycle Assessment
(LCA)

Life Cycle Assessment
(LCA)

Mathematical model to
calculate the average
life of clothes

Life Cycle Assessment
(LCA) framework

A literature survey
Life Cycle Assessment
(LCA)

Social Life Cycle
Assessment (SLCA)

Life Cycle Assessment
(LCA)

Life Cycle Assessment
(LCA) plus principle
component analysis
(PCA)

Life Cycle Assessment
(LCA)

Survey & secondary
data

Life Cycle Assessment
(LCcA)

Life Cycle Assessment
(LCA)

Surveys &
Interviews Life
Cycle Assessment

(LCA)
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CHAPTER 3: LITERATURE REVIEW FOR EMPIRICAL RESEARCH

3.1 Research Motive and Focus

In this chapter, the literature review will primarily focus on apparel consumer behaviour, clothing
choice, and evaluative cues. Scholars have highlighted that fashion consumption or sustainability
is a broad topic (Geissdoerfer et al., 2017), and it is not feasible for a single research study to
address every question or issue associated with it. Therefore, the current study narrows its scope
to primarily investigate the shopping and consumption stages, rather than the production and post-
consumption stages. To collect data, an online survey was developed to capture the perspectives
of apparel shoppers/consumers, rather than clothing manufacturers/producers.

Based on the results of the systematic literature review presented in Chapter 2, as well as
anecdotal observations (Henninger, 2015; Mittelstaedt et al., 2014; Phau & Ong, 2007), it becomes
clear that both fashion practitioners and consumers are increasingly concerned about
environmental, social, ethical and financial issues. Various studies (Ellis et al., 2012; Hustvedt &
Dickson, 2019) have indicated that many consumers are willing to spend more money on
“sustainable”, “sweat-free” or “environmentally friendly” products. For instance, an experimental
study (Ellis et al., 2012) conducted in the United States found that consumers were willing to pay
25% more for an organic T-shirt over a non-organic or conventional cotton T-shirt. In a similar
vein, a survey of 1,362 Canadians in 2010 revealed that 29% of the participants indicated a

willingness to spend “$15 or more on a $100 item if they were sure the product was ethically

made” (Abacus Data, 2010; p. 4).

However, it is important to note that other studies have found that consumers’ eco-

awareness/consciousness does not always translate into actual buying behaviour. Many consumers
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exhibit skepticism towards manufacturers’ claims regarding environmental and ethical products,
suspecting “greenwashing” or perceiving a lack of transparency and trust. This disparity between
attitudes and actions is commonly referred to as the “attitude-action” or “value-action” gap (Gross,
2006). Despite an increasing number of consumers expressing a desire to reduce or minimise
negative environmental impacts, they often remain skeptical of green advertisements and
sustainable claims. For example, a study (Moon et al., 2015) conducted in South Korea found that
there was no significant correlation between fashion involvement and sustainable practices.
Simply having a higher level of fashion involvement does not necessarily lead to sustainable
purchasing decisions. Similarly, another study (Goh & Balaji, 2016) discovered that green

skepticism does not directly impact future purchase intentions.

Clearly, the findings presented thus far are not conclusive or comprehensive. Further
research is needed to delve into the underlying preferences of apparel consumers and unravel their

buying behaviour and selection criteria.

Hopkins (2009) asserted that consumers’ buying decisions are influenced by a diverse
range of factors, including price, style, brand, and quality. In other words, the presence of
sustainable benefits alone cannot guarantee the sales of “green” fashion products. When shopping
for clothing, consumers typically seek multiple values and benefits encompassing functional,
aesthetic, psychological, experiential, and sustainable considerations. Furthermore, sustainable
values can be further sub-categorised into egoistic/self, altruistic/other people, and
biospheric/environmental dimensions (Swami et al., 2010). It is important to acknowledge that
consumers from different cultures may prioritise different attributes of a product to fulfill their

distinct needs and aspirations.
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Drawing from the systematic literature review, numerous consumer research papers,
specifically related to “consumer/consumerism” and “sustainable consumption” (as indicated in
Table 7), were identified for further examination to formulate and develop various hypotheses for

empirical testing.

3.2 Terms and Definitions — Sustainability and Product Cues

The term “‘sustainability” has been used interchangeably with other terms such as sustainable
development, ecological/green system, triple bottom line, and corporate social responsibility
(Amran & Haniffa, 2011; Carey & Cervellon, 2014). However, there is a lack of consensus or
universally agree-upon definition, as critics have pointed out that the challenge of providing an
adequate definition (Costanza & Patten, 1995). In this study, sustainability is conceptualised as
maximising positive impacts and minimising negative environmental, social, and ethical effects.
Thus, sustainable buying behaviours refer to individuals who prioritise these three aspects
(environmental, social, and ethical) during the apparel shopping process.

It is noteworthy that throughout this thesis, the terms “sustainability” and “green,” as well
as “attribute” and ““cue,” are used interchangeably. Previous studies on cue utilisation (Hines &
Swinker, 2001; Rahman, 2015) have indicated that consumers often consider multiple
informational cues when evaluating a product prior to making a purchasing decision. To identify
the factors that may play a relatively more significant role in apparel evaluation, 20 product cues
were selected for the present study. These cues include 10 non-sustainable cues and 10 sustainable
cues, as shown in Table 12. The selection of these 20 products cues was based on several factors,
including (1) the findings from the systematic literature review presented in Chapter 2 (refer to
Figures 10 and 11 for specific details), (2) the relevance of these cues to apparel research, and (3)

the frequency of their use in prior studies on “fashion” or “fashion sustainability.”

80



The designation of 10 product cues as “non-sustainable” was made to ensure that the
evaluation of these cues would not be influenced by sustainable characteristics or features of the
product. Non-sustainable product cues can be dichotomised into two types: intrinsic and extrinsic
(Hines & Swinker, 2001; Rahman et al., 2008); psychic and physical (Swan and Combs, 1976); or
functional and aesthetic (Rahman et al., 2010). In the context of apparel evaluation, intrinsic cues
refer to the physical composition and performance of clothing (e.g., style, colour, fabric, durability,
and garment fit), whilst extrinsic cues encompass product-related attributes not directly attached
to the physical product (e.g., price, brand name and country of origin). Moreover, intrinsic cues
can be further divided into psychic and physical cues. Psychic utility (or aesthetic cues) is
associated with the aesthetic aspects of a product such as style and colour, whereas physical utility
(or functional/performance cues) is linked to functional and utilitarian aspects such as durability
and comfort (Rahman et al., 2017). Thus, in this article, the terms ‘psychic’ and ‘aesthetic’ are
used interchangeably, as well as ‘physical’ and ‘functional’.

Many apparel studies (Rahman, 2015; Jegethesan et al., 2012) have revealed that
consumers consider a wide array of cues to justify their choices. However, there is limited
empirical research (Geiger & Keller, 2018) exploring the influential effects of both sustainable

and non-sustainable cues on apparel purchases, particularly in a cross-national perspective.

3.3. Product Cues for Empirical Testing

Based on the preceding discussion, product cues can be categorised into various typologies
according to their distinct characteristics. This study identified 20 product cues by reviewing the
existing literature, which encompassed prior research on apparel (e.g., Hsu & Burns, 2002; Moon

et al., 2013; Rahman, et al. 2017; Speranskaya et al., 2018). For more information about the
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selection and categorisation of these 20 product cues, please refer to Table 12, as well as

Appendices 4 and 5. These 20 product attributes can be classified in various ways, such as:

1. Sustainable cues and non-sustainable cues.

2. Production-related cues (e.g., environmental, social/ethical cues) and product-related cues

(e.g., physical product cues).

3. Extrinsic cues (not directly related to the physical product) and intrinsic cues (directly

related to the physical product).

Following these guidelines, the 20 product cues/attributes were categorised into different

types, as shown in Table 12. Among these 20 cues, 13 are primarily associated with the physical

product, whilst the remaining seven are linked to the production processes. The product-related

cues can be further divided into an extrinsic group comprising three items and an intrinsic group

comprising ten items. Out of the 10 intrinsic cues, three are specifically related to sustainability.

Garment fit

SON)) 9B[IY-1oNPoI]

Fabric

Quality (workmanship)

Intrinsic (In)

Intrinsic (In)

Intrinsic (In)
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Apparel Cues Types Definitions and Characteristics

Colour Intrinsic (In) Colour information (e.g., hue, value, and intensity) is
the most visible element for apparel products
(Rasband, 2001).

Style Intrinsic (In) Combination of design features within a garment
(Kunz, 1998).

Durability Intrinsic (In) Length of time a garment is suitable for use (Rosenau
and Wilson, 2006).

Comfort Intrinsic (In) Physical interaction and experience with the clothing

material (Metje et al., 2008).

Sufficient room for movement, comfortable to wear,
aesthetic appeal, and fashionability (Stamper et al.,
1991).

Fabric tactile properties, weight, and texture providing
protection, aesthetic appearance, and physical comfort
(Rahman, 2012).

The ability of a garment to meet both functional and
aesthetic expectations (O’Neal et al., 1990).




Brand name

Country of origin
(made-in label)

Price

Garment life (ability to
recycle/reuse/dispose)

Extrinsic (Ex)

Extrinsic (Ex)

Extrinsic (Ex)

Intrinsic-Sustainable
(In-Su)

Name, symbol, design, or mark used as a signal to
communicate social status, wealth, and group
affiliation (Kotler, 1997; Rahman and Petroff, 2014).
Country of origin (country-of-manufacture or
assembly) influences consumer perception (Lee and
Schaninger, 1996).

Price is linked to financial and perceived risks or
uncertainty (Agarwal and Teas, 2001).

Keeping end-of-life-cycle products from disposal
through recycling and reuse if possible (Fletcher,
2008).

SON)) 9R[IY-UoNONPoIJ

Certified ethical label Sustainable- Certified labelling informing consumers about ethical
(sweatshop-free product)  Social/Ethical consumption (Carrigan et al., 2004).
(In-Su-S/E)
Certified eco-friendly Intrinsic-Sustainable Certified labelling to inform consumers of the
label (In-Su-En) environmental impact of a specific product (Bratt et al.,
2011).
Less water usage Sustainable- Reduce or minimizing water usage for textile and

Air quality

Less energy usage
Worker safety
Fair wages

No child labour

No animal skin usage

Environmental (Su-En)
Sustainable-
Environmental (Su-En)
Sustainable-
Environmental (Su-En)
Sustainable-
Social/Ethical (Su-S/E)
Sustainable-
Social/Ethical (Su-S/E)
Sustainable-
Social/Ethical (Su-S/E)
Sustainable-
Social/Ethical (Su-S/E)

apparel production (Merchant, 2009; WWF, 2013).
Strive for “pollution-free” textile and apparel
production (Fletcher, 2008).

Reduce or minimizing energy usage for textile and
apparel production (Merchant, 2009; WWF, 2013).
Working conditions, health, and safety (Fair Trade,
2015).

Wages are based on fair and reasonable market rates
(Fair Trade, 2015).

Without exploitation of children (Gandhi and Kaushik,
2016).

Without exploitation of animals (Gandhi and Kaushik,
2016).

Table 12. Selected product cues — categorizations and definitions.

3.4 Characteristics of Selected Product Cues

Prior to the 1960s, research on product evaluation primarily focused on a single cue of products

such as price or brand name (Brucks et al., 2000). However, this single-cue approach has been

criticised for its low reliability, biased results, overemphasis on one specific cue, and failure to

capture important latent constructs like perceived value (Rahman et al., 2018). To address these

limitations, researchers (e.g., Davis et al., 1990; Rahman et al., 2017) have advocated for a
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multiple-cue approach, which can generate more reliable results, avoid exaggerating the effect of
a single product cue, and bring research closer to the real market situation.

Indeed, many consumers do not rely solely on a single feature or attribute when making
purchasing decisions. Instead, they consider multiple cues to meet their diverse needs and fulfil
personal goals and aspirations. Since the early 1970s, scholars have shown increasing interest in
multiple-cue research, leading to many apparel studies (see Appendix 3 for the evolution of apparel
cues studies) that examined various product cues, rather than focusing on a single cue or two
relational cues (e.g., price-quality or brand-quality tradeoffs).

Based on previous studies of cue utilisation (Jamal & Goode, 2001; Rahman et al., 2010),
product cues can be categorised as intrinsic and extrinsic. Extrinsic cues include price, brand name,
and country of origin, which are external to the physical product and not directly attached to it.
Changing these attributes would not affect the physical properties of the product. On the other
hand, intrinsic cues such as style, fabric, and colour are inherent physical characteristics of the
product. Altering these cues would affect the product’s physical appearance and performance.
Moreover, intrinsic cues can be further subdivided into two sub-categories: psychic and physical
utility (Rahman et al., 2017). Psychic utility is associated with the aesthetics of a product, whilst
physical utility is associated with performance and functionality.

Previous studies (Hofstede, 2001; Rahman et al., 2010) have indicated that consumers from
individualistic cultures (e.g., Canada and the United States) tend to rely more on psychic/aesthetic
cues when making apparel choices in comparison to consumers from collectivistic cultures (e.g.,

India and China).

3.4.1 Aesthetic and Functional Cues: Colour, Style, Comfort, and Durability
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Colour and style are the two most visible attributes for clothing evaluations and purchases
(Rasband, 2001). Both attributes can greatly affect the consumers’ perceptions, emotional
reactions, aesthetic responses, or purchasing intentions (Valdez & Mehrabian 1994). In terms of
colour choice, socio-cultural and personal preferences exert great influence on consumers’ buying
decisions. Colour cues can convey the latest fashion trends, establish brand recognition (e.g., Coca-
Cola distinctive red hue), and even imply product qualities such as weight and temperature.
However, the colour associations may differ across countries (in terms of colour-culture
relationships) and among different product categories (in terms of colour-object association). For
example, Indians perveive black as dull and stupid (Grossman and Wisenblit, 1999) whereas
Germans, Americans, and Mexicans associate it with fear, anger, and jealousy (Hupka et al., 1997).
Similarly, in Western societies, black is often linked to evening gowns and formal attire, whilst
white is closely associated with wedding dresses.

99 ¢¢

It is worthwhile to note that the terms “design,” “style” and “visual appearance” share
similar meanings and are frequently used interchangeably within apparel research (Tselepis & De
Klerk, 2004). Style can be defined as a combination of features (Kunz, 1998) or the silhouette and
structure of a garment (Miller et al., 2005). Silhouette is one of the critical aesthetic features of
clothing design (Sproles, 1981), can undergo various transformations, ranging from mini shirts to
maxi skirts, form-fitting to baggy styles, or unconstructed jackets to constructed ones (e.g., the
boxy power suits popular in the 80s). The adoption of a new clothing style is often influenced by
social conformity, seeking approval, and designing acceptance from significant others and
affiliated societal groups. A study (Hugo & van Aardt, 2012) examining the evaluation of casual

daywear among South African female consumers discovered that individuals with higher levels of

education were less likely to rely solely on style when making clothing purchase decisions.
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Apart from colour and style, clothing comfort and durability also plays a significant role in
the evaluation and consumption of clothing. Comfort encompasses aspects such as
thermophysiological comfort, ease of movement, and the ability to provide wearers protection in
various climates and situations. Previous apparel studies have consistently highlighted that comfort
is an important evaluative cue, particularly for certain types of clothing such as brassiere (Chan et
al. 2001), sleepwear (Labhard & Morris, 1994; Rahman et al., 2009), pyjamas (Rahman et al.,
2008), tennis wear (Chae et al. 2006), outdoor sportswear (Liu, 2012), denim jeans (Bennur & Jin,
2013; Rahman, 2010) and footwear (Rahman, 2018). When making apparel purchases, consumers
consider comfort as the most sought-after attribute, followed by garment fit (Liu, 2012). In a study
conducted by Chae et al. (2006) on tennis wear purchases, comfort emerged as the most salient
cue during both the shopping (pre-purchase) and consumption (post-purchase) stages.

In the context of clothing and textile, “durability” denotes the ability of textile apparel to
withstand deformation and abrasion (resulting from high rubbing effects) during usage (Rosenau
and Wilson, 2006). Durability is closely associated with factors such as product's weight, strength,
and thickness (Rahman, 2012). Enhancing the durability of fashion products can contribute to a
reduction in their environmental impact. Similarly, implementing durability standards and
promoting sustainable practices can prolong the lifespan of a product, encourage its reuse, resale,
or repurposing, and ultimately enhance its overall value.

However, consumers’ preferences and perceptions regarding these four attributes can vary
significantly across different countries. According to a cross-national apparel study (Rahman et
al., 2010), Canadian consumers showed a higher inclination towards aesthetic features such as
colour and style, whereas Chinese consumers demonstrated a greater emphasis on functional

factors such as comfort and durability. Another study (Zhang et al., 2002) conducted in China
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yielded similar findings, with many participants rating comfort as relatively more important than
colour and style when shopping for casual wear products. In a similar vein, a study (Rahman &
Kharb, 2018) focusing on Indian consumers found that apparel consumers are relatively more
concerned about garment comfort than style and colour. Moreover, numerous studies examining
apparel cue have found that American consumers place greater emphasis on clothing style and
aesthetics (Eckman et al., 1990; Wu & Delong, 2006), whilst Chinese consumers prioritise price
and brand name considerations (Delong et al., 2004; Dickson et al., 2004).

Although the Indian wardrobe has undergone a significant transformation, many women
still maintain a preference for traditional attire, exemplified by their choice to wear the salwar
kameez!® for work (Sandhu, 2015). This observation leads to the reasonable inference that
consumers in Asia tend to prioritise the functional and traditional aspects of apparel products over
their aesthetic and contemporary qualities. Building upon the preceding discussion, the following
hypotheses were developed:

H1: Canadian and Indian consumers are significantly different in the use of (a) colour and (b) style
(psychic cues) for clothing evaluation
H2: Canadian and Indian consumers are significantly different in the use of (a) durability and (b)

comfort (physical cues) for clothing evaluation

3.4.2 Intrinsic Cue: Garment Fit
When shopping for apparel products in different countries, garment fit is an essential evaluative

cue to consider, along with comfort. From the apparel perspective, the relationship between

13 Salwar kameez (or Shalwars Kameez) is a female traditional costume. This ethnic attire became popular in the
Punjab region and slowly spread throughout all the Indian states (Klepp et al., 2014). Salwar is a form of baggy
trousers with narrow cuffs at the bottom and Kameez is a long shirt or tunic top.
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garment fit and comfort is highly correlated. Well-fitting clothes not only offer physical comfort
but also enhance the proportions of the human body. On the contrary, ill-fitting clothes often lead
to discomfort and prompt customers to return the merchandise (Gardyn, 2003). A recent study
(Rahman & Navarro, 2022; p. 3) found that “When a garment fails to provide a comfortable fit, it
leads to returns of merchandise, financial losses for retailers, as well as consumers’ dissatisfaction

and psychological disturbance.”

Several research studies (Abraham-Murali & Littrell, 1995; DesMarteau, 2000; Wang et
al., 2021) have reported a significant number of apparel returns occur due to poor fit. Another
study conducted on catalogue purchases (Gardyn, 2003) supports this observation, revealing that
garment fit accounts for one-third of clothing returns. Fit and comfort play a vital role as
determining factors when purchasing intimate clothing (Chan et al., 2001; Mintel, 1997; Rahman
et al., 2009) athletic sportswear (Chae et al., 2006; Dickson & Pollack, 2000), and denim jeans
(Bennur & Jin, 2013; Rahman, 2010). Fit refers to how well a piece of clothing conforms to the
wearer’s body (Workman & Lentz, 2000) or the relationship between a clothing item and the
human body (Ashdown & DeLong, 1995). A well-fitting garment should offer wearers comfort,
ease of movement, balanced and, proportionate appearance. It not merely provides physical
comfort but also contributes to the visual and aesthetic aspects (Heaton, 2000). In this regard, fit

can be classified as both psychic and physical attributes.

Several apparel studies (Kwon & Parham, 1994; Markee et al., 1990; Tate, 2004) have
indicated that individuals often use specific clothing styles to camouflage or conceal their

perceived imperfections, thereby enhancing their overall body cathexis'*. Individuals who are less

14 Body cathexis is a somatic or physical self-concept. It can be defined as a feeling (positive/satisfaction or
negative/dissatisfaction) towards one’s body or body parts (Secord and Jourard 1953; Manuel et al., 2010).
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satisfied with their bodies tended to conceal their perceived body flaws, whilst those who are more
satisfied choose clothing to accentuate their desirable body parts (Harden et al., 1998).
Additionally, prior research has consistently reported that fit and comfort are among the most

important factors in apparel evaluation, as demonstrated in Table 13.

Author(s)  Year Country  Sample Size & Product No. of Fit and Comfort [Rank]
Subject Apparel Cues

May & 1985 U.S.A. n=490 Clothing 9 Fit [1]

Koester Subject: college Comfort was not selected for this
students study

Gipson & 1991 U.S.A. n=181 Women’s 15 Fit [1]

Francis Subject: adult sweater Comfort was not included in this
female sweater study
purchasers

Labhard 1994 U.S.A. n=114 Sleepwear 10 Comfort [1]

& Morris Subject: female Fit [3]
college students

Kawabata 1999 USA. & n=186(U.S.) Clothing 11 Fit: U.S. [1]; Japan [2]

& Rabolt Japan n =278 (Japan) Comfort was not selected for this
Subject: female study
college students

Fowler 1999 U.S.A. n=97 Sports 8 Comfort: Women [1]; Men [1]
Subject: college apparel Fit: Women [2]; Men [2]
students

Chan et 2001 Hong n =380 Brassiere 7 Comfort [1]

al. Kong Subject: women Fit [2]

Hsu and 2002 Taiwan & n =119 (Taiwan) Clothing 12 Fit[1]

Burns U.S.A. n=_84(U.S.) Comfort [2]
Subject: college
women

Zhang et 2002 China n=3,534 Casual 15 Fit [1]

al. wear Comfort [2]

Chae et 2006 US.A. n=124 Tennis 14 Comfort [1]

al. Subject: women wear Fit [2]

Wu & 2006 China n=219 Denim 19 Comfort [1]

Delong Subject: shoppers jeans Fit [2]
wearing jeans

Rahman 2008 China n=203 Pyjamas 7 Comfort [1]

etal Subject: female Fit was not selected for this study
students

Rahman 2010 Canada  n =247 (China) Women’s 9 Fit: Canada [1]; China [2]

etal. /China n=380 (Canada) denim Comfort: Canada [4]; China [1]
Subject: female jeans
students

Rahman 2011 Canada n =380 Women’s 9 Fit: [1]
Subject: female denim Comfort [4]
undergraduate jeans
students

Table 13. The significance of fit and comfort in prior research.
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H3: Both Canadian and Indian consumers rely more significantly on (a) comfort and (b) garment

fit to evaluate clothing than on other product attributes

3.4.3 Intrinsic Cues: Correlation between Fit, Comfort, and Fabric

Previous research studies (e.g., Metje et al., 2008; Rahman, 2011; Rahman et al., 2017) found that
garment fit, comfort, and fabric are closely related. Tselepis and de Klerk (2004) have pointed out
the significant impact of fabric weight and thickness on the fit and comfort of a garment. For
example, soft, delicate, flimsy, and flowing fabrics such as silk, satin, and chiffon tend to have
more pronounced draping quality compared to thick, heavy fabrics such as canvas and denim.
Additionally, lightweight and stretchy garments generally offer greater comfort in comparison to
those made with coarse materials. It is crucial to avoid inappropriate textile materials that can lead
to undesired physical effects such as restricted movement, reduced protection, or discomfort (such
as itchiness). Moreover, wearing garments made with unsuitable fabric can lead to psychological
discomfort, including a perception of being unfashionable or evoking negative emotional
responses among wearers (Metje et al., 2008; Yoo, 2003). Furthermore, several studies (e.g.,
Rahman, 2011; Rahman et al., 2009) have consistently demonstrated a positive correlation among

these three product cues. Based on these findings, the following hypothesis was developed:

H4: Fabric, fit, and comfort are strongly correlated from the perspectives of both Canadian and

Indian consumers.

3.4.4 Extrinsic Cues: Brand Name and Country of Origin (COO)
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A brand can be defined as “the name associated with one or more items in the product line that is
used to identify the source or character of the items” (Kotler, 1997; pp. 432). However, when it
comes to purchasing apparel, many consumers do not purchase an apparel item merely based on
its name but also on its economic, functional, and aesthetic attributes. For example, people do not
buy a desirable brand if the garment does not fit or cannot be altered to fit their body type. As
Rahman et al. pointed out in their study (2011, p. 292), “many consumers will not consider buying
a pair of trousers with a malfunctioning zipper.” Although the brand name may not serve as the
primary evaluative cue, it can still differentiate a brand from its competitors, express personal taste
and ideologies, enhance social image and status, and mitigate risk and shopping effort (Rahman et
al., 2019). According to previous research (Ackerman & Tellis, 2001; Puddick & Menon, 2012),
urban youths in emerging countries such as China and India are increasingly brand conscious, yet
they remain highly concerned about the overall product value of the product. Many consumers are
willing to trade up for branded goods that offer the most benefit. However, it is evident that
consumers do not solely rely on the brand label when making clothing purchases. Considering the
aforementioned points, it is reasonable to suggest that other product attributes may play a more

significant role in clothing selection and purchases than the brand name alone.

Similarly, if a product fails to meet people’s basic needs, personal aspirations, and intrinsic
values upon initial examination, they are unlikely to pay significant attention to the COO or “made-
in label.” According to Lascu and Babb’s (1995) findings, Polish consumers were less concerned
about the COO, particularly for basic, inexpensive, and commonly used items such as socks and
pyjamas. However, when shopping for expensive, prestigious, and high-end products such as
designer fashion items (e.g., Hermés handbag or a Giorgio Armani jacket), the COO becomes

more important. Furthermore, Ahmed et al. (2004) and Hui and Zhou (2003) also found that the
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significance of the COO as an evaluative cue diminishes when another extrinsic cue, such as brand
name, is present. Whilst the brand name may hold a relatively more significant role than the COO,
it is reasonable to suggest a correlation between these two product cues. According to Lin and
Chen (2006), consumers tend to utilise country or origin or “made-in” as a cue to assess the
“superiority” or “inferiority” of a product based on their perception of the country’s competence.
In addition, several multi-cue apparel studies conducted in Canada, China, Japan, and the United
States (Kawabata & Rabolt, 1999; Rahman et al., 2008; Rahman et al., 2009) revealed that the
COQO is often perceived as the least important or second-least important cue among various other

apparel attributes, as indicated in Table 14.

The findings of numerous previous studies (e.g., Hsu & Burns, 2002; Rahman et al., 2017;
Zhang et al., 2002) remain consistent across various types of apparel products and cultures. Certain
studies (Cordell, 1992) have indicated that when consumers are familiar with or knowledgeable
about the functionality of a product, they rely less on the brand name and COO cues to guide their
evaluation and purchasing decisions. In light of the collective evidence from previous research
(see Table 14), it becomes clear that consumers generally consider brand name and COO as the
two least important cues in apparel evaluation. With this perspective, the following hypotheses

were proposed.

Author(s)  Year Country  Sample Size & Product No. of Brand Name and Country of
Subject Apparel Cues  Origin (COO) [Rank]

Bergeron 1988 U.S.A. n =190 (college Clothing 3 COO [3]

& Carver students, 91% Brand name was not selected for
female) this study

Gipson 1991 U.S.A. n =181 (adult Women’s 15 Brand name [14]

and female sweater sweater COO [15]

Francis purchasers)

Labhard 1994 US.A. n=114 Sleepwear 10 Brand name [15]

& Morris Subject: female COO was not selected for this
college students study

92



Kawabata 1999 US.A. & n=186(U.S. Clothing 11 Brand name: U.S. [10]; Japan

& Rabolt Japan female college [10]
students) COO: U.S. [11]; Japan [11]

n =278 (Japanese
female college
students)

Fowler 1999 U.S.A. n =97 college Sports 8 Brand name: women [7]; men [4]
students (56% apparel COO was not selected for this
female and 44% study
male)

Chan et 2001 Hong n = 80 (women) Bra 7 Brand name [7]

al. Kong COO was not selected for this

study

Hsu & 2002 Taiwan & n =119 Taiwanese Clothing 12 Brand name [11]

Burns U.S.A. and 84 U.S. college COO[12]
women)

Chen et 2004 China n = 167 surveys Children’s 8 Brand name [8]

al. n = 18 females clothing COO was not selected for this
(focus group study
interview)

Chaeetal. 2006 U.S.A. n =124 women Tennis 14 Brand name [13]

Wear COO was not selected for this
study

Rahman 2008 China n =203 (female Pyjamas 6 Brand name [5]

et al. students) COO [6]

Rahman 2009 China n =256 (male Sleepwear 6 Brand name [5]

et al. students) COO [6]

Rahman 2010 Canada N =247 (Chinese Women’s 9 Brand name: Canada [8]; China

et al. /China female students) denim [8]
n=380 (Canadian jeans COQ: Canada [9]; China [9]
female students)

Rahman 2011 Canada n =380 females Women'’s 9 Brand name [8]
undergraduate denim COO [9]
students jeans

Table 14. The significance of brand name and country of origin (COO) in prior research.

HS: Both Canadian and Indian consumers rely less significantly on (a) brand name and (b)

country of origin to evaluate clothing than on other product attributes

3.4.5 Extrinsic Cue: Price

Consumers’ purchasing decisions are heavily influenced by their financial situations and personal

needs (Parkvithee & Miranda, 2012). Price is one of the most investigated product attributes, and

often serves as a guide for consumers in their product selection and purchases. Consumers typically

have a preconceived price range that helps them navigate their choices. This perceived cue can act

as a surrogate indicator or proxy for product quality, especially when consumers lack sufficient
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information about intrinsic attributes of the product such as style, durability, comfort, and garment
fit. In this respect, it would seem reasonable to suggest that price cue becomes less significant if
other intrinsic product cues are available. Despite prior studies (Chae et al., 2006; Viciunaite &
Alfnes, 2020) investigating the relationship between price and quality, the results have been
inconclusive. Higher prices can be perceived positively or negatively in relation to product quality.
From a cross-cultural perspective, several studies (Jo & Sarigollu 2007; Zhou et al., 2002) have
indicated that consumers may hold different perceptions of price due to socioeconomic disparities
among nations.

The World Bank (2019) reported that the GDP per capita of Canada and India was
US$46,233 and US$2,010 in 2018, respectively. Due to the economic disparity between Canada
and India, it is reasonable to expect that Indian consumers are likely to be more concerned about
the price of clothing than their Canadian counterparts. An exploratory study on price/perceived
quality (Johnson & Kellaris, 1988) found that lower-income consumers relied more heavily on
price when making purchasing decisions than higher-income consumers. Studies conducted in
India (Adnan et al., 2017; Puddick & Menon, 2012; Recchione & Misra, 2012) also indicated that
Indian consumers are both price-conscious and quality sensitive, actively seeking the best value
and not hesitating to shop around. In fact, according to Nielsen’s research, Indians were found to
be the most price-sensitive shoppers among 12 surveyed countries in the Asia-Pacific region (Gale,
2011). As Puddick and Menon (2012, p. 51) mention in their study, “Indians know the price of
items in different markets, and they will absolutely shop around for the best deal” before making
a purchase. With this perspective, it is reasonable to assume that people from less affluent societies
exhibited more cautious spending habits compared to consumers in developed and affluent

societies. Therefore, the following hypothesis was developed:
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H6: Indian consumers rely more significantly on product price to evaluate clothing than Canadian

consumers

3.4.6 Product-related Sustainable Cues — Eco-Label and Ethical Label

In this thesis, the term “sustainable labels/labelling” was used to represent both eco-labels
(pertaining to environmental aspects) and social/ethical labels (relating to social responsibility and
ethical aspects). However, several studies (e.g., Henninger, 2015) reported that many consumers
associated eco-labelling specifically with environmentally friendly, fairly traded, and cruelty-free
products. In other words, sustainable labels and eco-labelling are often used interchangeably in
many contexts. Although a considerable amount of research has been conducted on eco-labelling
inrecent decades, only a handful of studies have been carried out in developing/emerging countries
(e.g., Goswami 2008) or in a cross-national context. As shown in Table 15, the majority of
labelling studies have focused on North America and Europe. Many of these studies solely
examined sustainable labels without considering other product attributes. However, in real
shopping situations, many consumers do not base their purchases solely on a single attribute, such
as an eco-label. They often consider, compare, and judge overall product quality between a wide
array of attributes, and subsequently make trade-off decisions. To gain a deeper understanding of
the factors influencing consumer decision-making, it is imperative to further investigate the role

of sustainable labels and consumer choice in both Western and Eastern countries.

Author(s) Year  Countries Sample Focus of Study Label Product
McCarthy 1998  Europe Non-empirical approach - without Eco-labelling and textile- Eco-label Textiles
& Burdett primary data collection; a review of related schemes

leading textile-related schemes
Nimon & 1999 U.S.A. 750 observations from retail order Eco-labels and apparel Eco-label Apparel
Beghin catalogues market valuation
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Dickson

Atilgan
Goswami
Targosz-

‘Wrona
Koszewska

Laitala &
Klepp
Zurga &
Tavcer
Choudhury
Clancy et

al.

Henninger

Ma et al.

2001

2007

2008

2009

2011

2013

2014

2015

2015

2015

2017

US.A.

Turkey
India
Poland

Poland

Norway

Slovenia

Global

perspective
Sweden

UK.

U.S.A.

547 adults

Non-empirical approach - without
primary data collection

480 adults (42% females and 58%
males)

130 students (75% females and 25%
males)

981 adult consumers

16 informants (13 females & 3 males)
In-depth interviews

535 consumers (80% females and 20%
males)

Non-empirical approach - without
primary data collection

Secondary data from published
literature and online information; and 4
interviews with managers at 3 Swedish
clothing companies

300 surveys from consumers; and semi-
structured interviews with 11 owner-
managers of slow-fashion companies

903 sustainable product consumers

The influence of “no
sweat” label on apparel
purchasing decisions
Application of eco-labels in
Turkey

Consumers’ readiness for
clothing with eco-labels
Eco-labels for textiles and
consumers’ understanding
The importance of social
and eco-labelling of textile
and clothing
Environmental and ethical
perceptions related to
clothing labels

Eco-labels and apparel
purchases

Eco-labels for sustainable
textiles

The connection between
eco-labels and clothing
design

Micro-companies’
responses and consumers’
perceptions towards eco-
labelling

Consumers’ perceptions of
sustainability labels on
apparel products

No sweat
label

Eco-label
Eco-label
Eco-label

Social and
eco-label

Clothing

labels and
eco-labels
Eco-label
Eco-label

Eco-label

Eco-label

Sustainable
label

Apparel

Textiles &
apparel
Clothing

Textiles

Textiles &
clothing

Clothing

Apparel

Textiles

Clothing

Fashion

Apparel

Labelling is a highly effective method of conveying crucial product information to consumers, and
it plays a significant role in the apparel industry. Typically, apparel labelling includes essential
details such as size and fit (sizing guides and measurements), fiber content, traceability-specific
information, brand identification (trademark, symbol, logo), product safety/warnings, as well as
wash and care instructions (laundry information and symbols). In addition to these labels,
sustainability certifications and eco-labels are frequently used in many apparel products. Although
sustainable labelling for apparel is not mandatory, it can serve as proxy indicators that guide
heuristics in the purchasing decisions, particularly for environmentally conscious individuals
(Henninger 2015). In the clothing and textile industry, sustainable labelling has gained recognition

as one of the essential tools for providing sustainability information. The number of eco-labels has

Table 15. Previous literature on textiles and apparel sustainable labelling.
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increased significantly over the past few decades, with more than 460 labels currently in existence,
107 of which are specifically focused on textiles (Eco Label Index 2018).

By incorporating sustainable labelling, companies can demonstrate their commitment to
ethical, social, and environmental practices, whilst also gaining a competitive edge by
differentiating themselves from rival brands. Informed by certified eco-labels, environmentally
conscious consumers are more likely to make choices align with their values (D’Souza et al., 2007,
Yeonshin & Sejung, 2005). According to a report published by the Eurobarometer (2009), 47% of
EU citizens expressed that certified eco-labels play a critical role in their purchasing decision,
However, it is worth noting that 25% of consumers admitted to not using eco-labels when making
purchasing decisions.

Furthermore, Hustvedt & Bernard (2008) found that consumers are willing to pay a higher
price for socks labeled as organic fibre or locally made, underscoring the impact of labelling on

consumer preferences and willingness to pay.

3.4.6.1 Sustainable Labels: Visual Stimuli

A survey conducted by KPMG (2019) indicated that people in Hong Kong and Shanghai
demonstrated a greater embrace of sustainable fashion compared to those in London and New
York. Another research (Kumar & Ali, 2011) also revealed variations in consumers’ knowledge
and consumption experiences of eco-products across different nations. For instance, awareness of
the EU Ecolabel ranged from higher levels in countries like Lithuania, Denmark, and Estonia to
relatively lower levels in the United Kingdom, Italy, and Sweden (Eurobarometer, 2009). Due to
the disparities in socioeconomic conditions, ethical sensitivity, and environmental concerns among

nations, perceptions of fashion sustainability may differ among people from various countries.
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However, it is noteworthy that the majority of previous studies have predominantly or exclusively
focused on Western societies, specifically the United States and Europe. This observation has also

been extensively discussed in Chapter 2.

In this study, a questionnaire survey incorporating visual stimuli was conducted to assess
consumers’ awareness of sustainable labels. The visual stimuli consisted of six sustainable labels:
Fair Trade, Care & Fair-Siege, Global Organic Textile Standard, Fair Wear Foundation, Clean
Clothes Campaign, and Oeko-Tex Standard 100, as presented in Table 16. The selection criteria
for these labels were based on their industry focus (textiles and clothing), different representations
(environmental, ethical, and social), as well as their popularity and relevance. For example,
according to Rawes (2017), “Fair Trade” and “Fair Wear Foundation” are among the most
commonly used labels. All of these labels were included in the online survey, where participants
from Canada and India were asked to identify the most important, familiar or recognizable label

from the options listed in Table 16.

Sustainable Label Logos
(Year of Establishment) Mission and Focus

Fair Trade (1997) The Fairtrade standards focus on three key areas: social,

o economic, and environmental development to improve
working conditions, ensure fairer wages, protect human
rights, prohibit child labor, and provide support to producers
FAIRTRADE and organizations (Fairtrade International 2020).

Care and Fair (1994) A worldwide organization dedicated to fight illegal child
labor, improve living conditions, promote socially acceptable

F 3 . production, and help to enhance corporate social

CA g £ &FAIR responsibility (Care & Fair 2020).

Oeko-Tex® Standard 100 An independent certification system to test textile articles for
(1992) harmful substances, and issues Standard 100 certificates to
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Testato per sostanze nocive
secondo Oeko-Tex® Standard 100

1400697.0 CENTROCOT

Fair Wear Foundation (1999)

Clean Clothes Campaign
(1989)

Clean
Clothes
Campaign

Global Organic Textile
Standard (2002)

we TE*’/(

 GOTS

manufacturers whose products meet these standards (Oeko-
Tex® 2020).

Focus on garment production, specifically sewing, cutting,
and trimming processes; with a commitment to promoting
the highest standards in clothing manufacture. Involvement
and engagement with garment factories to promote human
rights, safety, and fair wages (Fair Wear 2020).

“It is a global network dedicated to improving working
conditions and empowering workers in the global garment
and sportswear industries” (Clean Clothes Campaign 2020).

A global processing standard for organic textiles and fibers
to ensure their organic status without the use of toxic,
persistent pesticides and fertilisers - from harvesting of raw
materials through environmentally and socially conscious
manufacturing practices (Organic Trade Association, 2023).

Table 16. Visual stimuli and general information of chosen sustainable labels.

3.4.7 Production-related Sustainable Cues

3.4.7.1 Environmental Factors — Air Quality, Water Consumption, and Energy Consumption

Based on the comprehensive literature review, it is evident that many prior studies have
predominantly focused on product-related cues rather than production-related or sustainable cues.
In the textiles and clothing industry, a significant portion of the environmental footprint and
toxicological impact arises during the production phase (Walters et al., 2005). This sector has been
classified as the ‘red category’ in terms of sustainability due to its substantial contribution to air

and water pollution (Domainb.com, 2007). Textile and clothing production also consumes vast
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amounts of water and energy. In fact, according to Speranskaya et al. (2018), ‘the textile industry
is the #1 industrial polluter of freshwater on the planet.” In a similar vein, previous studies
(Merchant, 2009; WWF, 2013) also reported that the extensive water usage in the clothing
industry, with around 2,700 litres required to produce a cotton T-shirt and 1,800 gallons for a pair
of jeans. In terms of energy consumption, approximately 0.45-0.55 kWh of electrical energy is
needed to produce one square metre of cloth (O Eco Textiles, 2009). These manufacturing

practices result in significant fossil fuel consumption each year.

Furthermore, a study (Hill & Lee, 2012) conducted among young female students aged 18-
25 in the United States revealed that many participants considered “energy efficiency” (58.8%),
and “water usage control” (50.1%) as important factor in sustainable production, compared to
many other attributes such as “long-lasting garments” (45.1%), “biodegradable materials” (30%),
“environmentally friendly dyes” (26.5%), “organic materials” (11.4%) and “information about
laundering and care” (11.4%). Notably, prior research (Abacus Data, 2010; Ethical Consumer,
2016; Gandhi & Kaushik, 2016) has indicated that people are increasingly concerned about

environmental issues, including air quality and effective use of water and energy usage.

However, several studies have also found that consumers exhibit high levels of skepticism
towards claims of “green production” (Leonidou & Skarmeas, 2017), environmentally friendly
practices (Thegersen et al., 2010), as well as doubts regarding the actual environmental benefits
(Delmas & Burbano, 2011) and philanthropic contributions to ecology and fair trade (Meyer,
2001). As a result, there exists a discrepancy between consumers’ attitudes and their purchasing
behaviours, often referred to as an attitude-action gap or value-action gap (Gandhi & Kaushik,
2016). When consumers are unfamiliar with certain sustainable attributes or skeptical about

sustainability claims, they tend to rely more on intrinsic (concrete/observable) cues rather than
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sustainable (abstract/altruistic) cues to evaluate products and guide their purchasing decisions.
Studies on cue utilisation and adaptation (e.g., Forsythe et al., 1999; Rahman et al., 2017) have
suggested that intrinsic cues generally have higher predictive or diagnostic values compared to

extrinsic and sustainable cues. Based on this discussion, the following hypothesis was put forth:

H7: Both Canadian and Indian consumers rely less significantly on sustainable-environmental
cues (Su-E) to evaluate clothing than they do on intrinsic psychic and physical cues (In-Ps, In-Ph,

and In-Ps/Ph).

3.4.7.2 Social/Ethical Factors — Worker Safety, Fair Wages, No Child Labour, No Animal Skin
Usage

Many developing or underdeveloped nations heavily rely on the textile and clothing industry to
sustain their economy. For example, Bangladesh and India have been dependent on labor-intensive
sectors such as jute and cotton agriculture, the textile industry, and the garment trade. Social and
ethical responsibility can be described as a commitment to improving and strengthening the socio-
ecological system, as well as upholding ethical practices within society. These two elements of
sustainability often encompass opposition to sweatshop environments, dedication to safe working
conditions, fair wages, the elimination of child labour, abstaining from the use of animal hide in
products and animal testing, adherence to social justice principles, and increase transparency and

accountability in manufacturing and supply chain processes.

Some researchers (Bray et al., 2010; Pookulangara & Shephard, 2013) have reported that
consumers lack sufficient knowledge and information to make informed decisions regarding social
and ethical factorss. The absence of comprehensive sustainability information leaves consumers

uncertain about whether products truly meet claims of minimal negative societal impact, freedom
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from animal testing, or adherence to social justice principles. Thus, many consumers exhibit
ambivalent toward ethical and social responsible consumption due to skepticism surrounding
“greenwashing” practices and the perception that philanthropy has been marketised to improve
sales (Meyer, 2001). Furthermore, some researchers (Joergens, 2006; Shaw & Tomolillo, 2004)
have found that many ethical consumers expressed dissatisfaction with ethical clothing options

due to unattractive styles and limited choices.

With this perspective, the following hypothesis was formulated:

H8: Both Canadian and Indian consumers rely less significantly on sustainable-social/ethical (Su-
S/E) cues to evaluate clothing than they do on intrinsic psychic and physical cues. (In-Ps, In-Ph,
and In-Ps/Ph)

Whilst consumers may not heavily rely on sustainable cues when evaluating clothing, it is
plausible to argue that sustainable cues might elicit more engaged responses from consumers or
exert greater influence in certain countries. For example, child labour stands as a significant socio-
ethical issues in numerous developing nations. According to an executive summary on child labour
jointly published by the International Labour Organisation (ILO) and UNICEF (2021), an
estimated 160 million children aged 5 to 17 were engaged in child labour globally, with a
surprising 79 million of them involved in hazardous work. India holds the largest population of
child workers worldwide, contributing approximately 20% to India’s GDP each year. According
to census data (Census India, 2011) released by the Government of India, the population of child
workers aged 5 to 14 years was recorded at 4.35 million, many of whom work for 6 to 12 hours
per day. Their earnings “vary between 0 and 200 (US$2.61) to 300 rupees (US$3.92) per month,

depending on the nature of the work and the sector of employment” (Shukia & Ali, 2006, p. 154).
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Despite various measures and efforts, including national campaigns and international
agreements (ILO Convention 182), as well as the implementation of the Child Labour (Prohibition
and Regulation) Amendment Act in 2016, the issue of child labour and exploitation persists in
India. Thus, it is reasonable to propose that Indian consumers are more likely to express concern
about child labour compared to Canadian consumers, as child labour is an everyday problem faced
by many individuals in India.

H9: Indian consumers rely more significantly on “child labour” to evaluate clothing than Canadian
consumers

The anti-fur campaign can be traced back to the mid-1980s, and it gained significant
momentum. As a result of successful political campaigns by organisations like “Respect for
Animals,” the United Kingdom implemented a ban on fur farming almost two decades ago. In
recent years, a growing number of fashion retailers have played a vital role in raising global
awareness about the ethical concerns surrounding fur production, such as the implementation of
“fur-free” policies, (Respect for Animals, 2019).

Although anti-fur and anti-cruelty campaigns have raised global awareness, fur farming
continues to exist in Canada, albeit regulated by statutory measures. A recent report (Statistics
Canada, 2020) indicates that the number of mink and fox fur farms has declined from 287 in 2014
to 125 in 2018. Despite this decline, Canadian consumers and producers remain cognizant of the
ethical implications associated with the usage of animal hides.

Since 2017, the Indian government has implemented a ban on the import of exotic animal
skins, including those reptiles, as well as the fur of chinchillas, mink, and foxes (Mohan, 2017).
This regulatory measure reflects the commitment to protect wildlife and preserve biodiversity in

India.
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Interestingly, certain studies (e.g., Sreen et al., 2018) suggest that beliefs in karma may
influence sustainable consumption and practices in India. The law of karma revolves around moral
causation, emphasising the relationship between cause and effect, action and reaction. It posits that
an individual’s past or present actions will impact their future. In addition, Hinduism, the
predominant religion in India, regards all living beings as sacred and deserving of profound
respect. Considering these cultural and spiritual perspectives, the following hypothesis was
proposed:

H10: Indian consumers rely more significantly on “no animal skin usage” to evaluate clothing

than Canadian consumers

3.5 Gender Effects

Despite the substantial attention given to sustainability in academia and industry, there
remains a research gap concerning the examination of gender effects on fashion consumption and
sustainability. Gender has been extensively explored as a demographic variable in various
marketing and consumer research studies (Jegethesan et al., 2012; Khare et al., 2012; Seock &
Bailey, 2008; Wedel & Kamakura, 1999; Zelezny et al., 2000). For example, Cleveland et al.
(2011) and Do Pago (2009) found that gender plays a critical role in market segmentation. In a
similar vein, several apparel studies also revealed that gender significantly influences consumers’
purchasing intentions when it comes to clothing choices (Kim & Kim, 2004; Rahman et al., 2018).
Additionally, Bohdanowicz and Clamp’s research (1994) found that gender is an important factor
in influencing consumers’ clothing preferences.

With these perspectives, the current study focused primary on consumers’ gender, given

its relevance and impact. Due to the specific scope and focus of the study, other demographic
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variables such as age, marital status, income level, and educational attainment were not included

in the analysis.

3.5.1 An Overview of Indian and Canadian Gender Distribution
According to a report released by the United Nations, India is projected to surpass China and
become the most populous nation in 2023 (Roy, 2022). As of 2021, the population of India was
stood at approximately 1.393 billion (The World Bank, 2022). However, India has been gained the
reputation of being “a country of missing women” due to factors such as illegal sex-selective
abortions. In 1990, the sex population ratio was 927 women to 1,000 men. Nevertheless, according
to the National Family Health Survey (NFHS, 2019-2021), there has been a significant shift,
marking the first time the population of women had surpassed men'®. The gender ratio is now
1,020 women to 1,000 men (Pandey, 2021). One contributing factor to this changing phenomenon
is that Indian females, on average, have a longer life than their male counterparts by 2.7 years
(Chakrabarti, 2021). However, it is important to exercise caution in interpreting these findings as
the NFHS survey (2019-2021) is not a national census and is based on approximately 630,000
responses. Whilst the survey results cannot be generalised to the entire population, exploring the
gender effects on clothing consumption in this rapidly evolving Indian society holds significance.
In 2021, Canada’s total population was estimated to be 38.07 million, consisting of 18.9

million males and 19.17 million females. The sex ratio was reported as 986 men for every 1,000

151t is important to note that the total sex ratio is always higher than the sex ratio at birth. The reason why the total
population of Indian women was higher is because of longer life expectancy rather than a higher birth rate. In India,
many people still prefer sons over daughters due to the cultural beliefs and practices such as the patrilineal and
patrilocal kinship systems. For example, according to the India Human Development Survey (IHDS), about 77% of
Indian parents would like to live with their sons in old age whilst only 7% want to live with their daughters (Salve &
Tewari, 2016).
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women (United Nations, 2022). According to the latest report by Statistics Canada, the average
life expectancy for men was 79.9 years, whilst for women it was 84 years (Canada Protection Plan,
2020). Over the years, the income disparity between genders in Canada has gradually narrowed,
although the average personal income of Canadian women still remains lower than that of men.
Statistics Canada (Fox & Moyser, 2018; p. 4) states that “the gender disparity in average personal

income was reduced by half from 1976 ($32,300) to 2015 ($16,100).”

3.5.2 Gender and Product Cues
In general, women are more concerned about aesthetic attributes such as colour, when it comes to
visible or publicly consumed products like clothing. The emphasis on aesthetics is less prominent
for invisible or privately consumed products like household items such as hand soap, and lawn
mowers (Sweeney and Soutar, 1993). In a study conducted by Taylor and Cosenza (2002), it was
found that young female consumers pay significant attention to garment fit, style, and overall
appearance. Garment fit not only contributes to physical comfort, allowing ease of movement, but
also influences psychological comfort through its aesthetic appeal. According to Lee et al. (2013),
Asian women demonstrated a higher concern for outward appearance and physical attractiveness
than Asian men. This difference helps explain why female consumers show greater interest and
concern for aesthetic aspects like colour and style in clothing compared to their male counterparts
(Creusen, 2010). In summary, women are more attuned to aesthetic cues and have a better
understanding of the visual language conveyed by clothing, whilst men place relatively more
emphasis on utilitarian aspects such as durability and comfort (McCracken & Roth, 1989; Rahman
et al., 2010).

A qualitative research study conducted by De Klerk and Lubbe (2006) in South Africa
supports these findings, emphasising the significant role of colour in stimulating the experiences,
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emotional responses, and pleasure of female consumers during the clothing consumption process.
On the contrary, men tend to prioritise utilitarian aspects and functional benefits, using clothing to
enhance self-perception and social status (Cox & Dittmar, 1995). They value personal
achievement, power, capability, ambition, status, and success more than women (Fukukawa et al.,
2007; Schwartz & Rubel, 2005). In essence, women place greater importance on the emotional
and symbolic values of a product, whilst men prioritise functional and instrumental benefits.
Another study (Austgulen et al., 2013) also corroborate this pattern, indicating that women
pay more attention to the colour of textile products but less emphasis on durability compared to
men. In conclusion, women focus more on the aesthetic aspects of clothing, including visual and
sensory attributes, whereas men prioritise performance, utilitarian attributes, and the quality of
clothing (Azevedo et al., 2008). Based on these observations, the following hypotheses were
postulated.
H11: Female consumers rely more significantly on aesthetic/psychic cues such as style and colour
to evaluate apparel products than their male counterparts in (a) Canada and (b) India
H12: Male consumers rely more significantly on functional/physical cues such as durability and

comfort to evaluate apparel products than their female counterparts in (a) Canada and (b) India

The existing body of research literature provides ample evidence that there are variations
in apparel shopping behaviour between genders (e.g., Campbell, 1997; Chang et al., 2004; Otnes
& McGrath, 2001). Men and women exhibit differences in their thinking and behaviour when it
comes to shopping for apparel products. Specifically, women display a greater interest in fashion
and dedicate more time and mental effort to browsing and searching product information than men

(Rahman et al., 2018). Hart et al. (2007) found that female shoppers tend to visit more stores in a
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single shopping trip, and many of them enjoyed shopping as a leisure activity and a means for self-
gratification. Other studies (Gitimu et al., 2013; Gupta & Gentry, 2016; Seock & Bailey, 2008)
have consistently reported that women possess higher awareness, knowledge, and experience in
fashion consumption compared to men. This indicated that women are generally more fashion-
conscious than their male counterparts (Kozar, 2010; Parker et al., 2004; Seock and Bailey, 2008;
Workman & Lee, 2010). This finding holds true across various countries, including Croatia (Ani¢
& Mihi¢, 2015), India (Paul, 2019), the United States (Gould & Stern, 1989; Shephard et al., 2016;

Workman & Cho, 2012), Sri Lanka (Rathnayake, 2011), and Malaysia (Naim & Khan, 2012).

Many female consumers possess the ability to evaluate the overall quality of apparel
products based on physical characteristics, such as garment fit, style, and fabric (Rahman, 2012).
A study (Apeagyei, 2008) conducted in the United Kingdom revealed that 56% of the young
female participants were able to assess how well a garment would fit on their bodies by simply
looking at it. Therefore, it can be argued that women rely less on brand names and country of
origin as guiding factor for their product evaluation and purchasing decisions compared to men.
Interestingly, a study conducted in China (Klein et al., 1998) found that buyers, especially those
who less familiar with the product or lack time for extensive research, are more likely to utilise
brand names and country of origin as surrogate indicators in their purchasing decisions. In a similar
vein, a recent study (Rahman et al., 2020b) in China also reported that male consumers exhibit a
stronger reliance on brand names and country of origin for evaluating and purchasing clothing

compared to female consumers. Based on these findings, the following hypothesis was formulated:

H13: Male consumers rely more significantly on the brand name to evaluate apparel products than

their female counterparts in (a) Canada and (b) India.
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H14: Male consumers rely more significantly on their country of origin to evaluate apparel

products than their female counterparts in (a) Canada and (b) India.

3.5.3 Gender and Sustainability

From the socialization perspective, females tend to exhibit relatively higher levels of
interdependence, expressiveness, and compassion, often assuming nurturing and caregiving role.
On the contrary, males tend to display greater independence and competitiveness (Lee, 2009).
These traditional caregiving roles of women often lead to the perception or interpretation that
“women are naturally more caring than men.” This perception is supported by some researchers
who find that women generally show more concern for the environment and dedicate more time
to sustainable practices than men (Iyer & Kashyap, 2007; Zelezny et al., 2000). Bennett et al.
(2011) and Brough et al. (2016) also found that many consumers associated “green products” and

“going green” with femininity rather than masculinity.

A study (Zelezny et al., 2000) on gender differences in environmentalism revealed that
females displayed a greater commitment to mitigating the negative impact on the environment
compared to males. Similarly, Austgulen et al.’s research (2013) found that women are more
concerned about sustainable issues than men. It is evident that women are more likely to engage
in sustainable behaviours (Eisler & Eisler, 1994; Luchs & Mooradian, 2012), demonstrating higher
interest in moral obligations and attitudes toward apparel products, such as organic or recyclable
materials and fair-trade labels, compared to male consumers (Hwang et al., 2015). Another study
conducted in Greece (Abeliotis et al., 2010) also discovered that female consumers are more
willing to change their buying behavior and lifestyle to address environmental concerns than their

male counterparts. Whilst women may be more engaged in sustainable practices, men generally
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possess more knowledgeable about these environmental issues than women (Mostafa, 2007). For
example, Gendall and Smith’s (1995) comparison of scientific and environmental knowledge
between genders across six countries revealed that men tend to be better informed. Consequently,
due to potentially lower environmental knowledge among female consumers, it is reasonable to
suggest that women are more likely to rely on sustainable labels. including eco-friendly and ethical
certifications, as a guide for their apparel purchases. In addition to consumers’ environmental
knowledge, women generally display a higher interest in clothing consumption compared to men
(Gupta & Gentry, 2016). Therefore, it is understandable why women tend to prioritise sustainable
cues, such as sustainable labels more than men (Bulut et al., 2017; Khan & Trivedi, 2015). Based
on these observations, the following hypotheses were formulated:

H15. Female consumers rely more significantly on sustainability cues to evaluate apparel
products than their male counterparts in (a) Canada and (b) India

H16: Female consumers are more aware of sustainable labels than their male counterparts in (a)
Canada and (b) India

H17: Female consumers rely more significantly on sustainable labelling to evaluate apparel

products than their male counterparts in (a) Canada and (b) India
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CHAPTER 4: RESEARCH METHODOLOGY

4.1 Research Methodology and instrument

A self-administered online survey, consisting of five sections, was used to collect data from
Canada and India using Survey Monkey (see Appendix 5 for details). The first section of the survey
centred on environmental commitment and behaviour. As shown in Table 17, eight items were
adapted or slightly modified from D’Souza’s (2015) measures with statements such as “I would
rather spend my money on eco-friendly clothes more than anything else,” “I would avoid buying
clothing items if it had potentially harmful environmental effects,” and “I would be willing to
reduce my consumption to help protect the environment.” A 5-point Likert scale was used for this
section, with responses ranging from 1 as “strongly disagree” to 5 as “strongly agree.”

In the second section, a total of 20 apparel cues were chosen, comprising 10 sustainable
cues and 10 non-sustainable cues. To address the limitations of previous research and offer a more
comprehensive perspective, the present study expanded the scope and included 13 apparel-related
cues (10 intrinsic and 3 extrinsic), as well as 7 production-related cues (3 environmental and 4
social/ethical). These apparel cues were further categorised into two groups: “sustainable and non-
sustainable” and “intrinsic and extrinsic.” Table 17 displays the categorisation of product-related
cues, with intrinsic cues divided into four genres: (1) “psychic/aesthetic” (In-Ps), including style
and colour, directly related to the visual aspects and aesthetic appeal of the product; (2)
“physical/functional” (In-Ph), including comfort and durability, associated with the functional and
performance aspects; (3) “psychic and physical” (In-Ps/Ph), comprising fit, quality/workmanship
and fabric, which offer both functional benefits (ease of movement, warmth, sturdiness) and

aesthetic benefits (visual appeal, fashionable); and (4) “sustainable” (In-Su) including eco-label,
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ethical label, and garment life, which are linked to sustainable aspects. Moreover, the survey also
included three extrinsic product-related cues (Ex), namely price, brand name and country of origin.
In addition to these product-related cues, the study incorporated 7 production-related sustainable
cues: 3 environmental cues (Su-En) such as less water usage, air pollution, and less energy usage,
and 4 social/ethical cues (Su-S/E) including worker safety, fair wages, absence of child labour,
and no use of animal skin. Participants were asked to rate the significance of each cue using five-
point Likert scale, ranging from 1 (unimportant) to 5 (very important). The selection criteria for
these cues were based on their significance, relevance, and frequency of use in previous
fashion/clothing research on product cues and sustainability/environmental studies (Hines &
Swinker, 2001; Hsu & Burns, 2002; Jegethesan et al., 2012; Moon et al., 2013; Rahman et al.,
2016; Rahman & Kharb, 2018; Speranskaya et al., 2018).

In the third section, six items were adapted from Goswami (2008) to measure the
importance of certified eco-/environmental product and labelling. Participants were asked to rate
their agreement on a 5-point Likert scale, ranging from “5 = strongly agree” to “1 = strongly
disagree.” The questions included statements such as “I believe that environmental information on
product label is important,” “I believe environmental certification can be helpful for buyers,” and
“If available, I would seek out environmentally certified clothes.” As mentioned in the literature
review, previous apparel studies (Rahman et al., 2020; Zhang et al. 2002) have highlighted that
consumers often consider multiple product cues simultaneously when selecting and evaluating
clothing. However, sustainable cues have received limited attention in these studies. Hence, the
inclusion of these six measurement items aimed to explore the level of interest and awareness

among the Canadian and Indian samples regarding environmental certification for fashion
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products. This was done before examining consumers’ awareness and recognition of various
certified environmental and ethical labels in the following section.

The fourth section of the study consisted of several questions and six visual stimuli
showcasing eco-/ethical labels. The purpose was to gather demographic information, behavioral
responses, and assess the participants’ awareness of eco-labelling in relation to apparel purchases.
Participants were asked questions regarding their recognition of various sustainable labels, and
visual stimuli of certified labels were presented, including Fair Trade, Care & Fair-Siege, Global
Organic Textile Standard, Fair Wear Foundation, Clean Clothes Campaign, and Oeko-Tex
Standard 100 (refer to Table 16 for specific details). The selection of these labels was based on
industry focus (textiles and clothing), different types of representation (environmental, ethical and
social) as well as their popularity and relevance. For example, according to Rawes (2017), “Fair
Trade” and “Fair Wear Foundation” are among the most commonly used labels. Participants were
asked to choose the sustainable labels they recognised from the provided choices.

The final section of the study consisted of questions aimed at eliciting sociodemographic
and behavioural responses related to apparel evaluation and purchases. Participants were asked
about their age, sex, level of education, employment status, and annual expenditure on apparel. All
in all, these questions were included to gain a better understanding of the participants’ background

and behaviours in relation to apparel consumption.

Apparel Cues Sub Groups
Colour Intrinsic (In)
Z o
éu Style g Intrinsic (In)
9 % Durability D g) Intrinsic (In)
-+ g 2]
@ = | Comfort } & | Intrinsic (In)
o S I
% Garment fit & Intrinsic (In)
Fabric ® | Intrinsic (In)
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Quality (workmanship) Intrinsic (In)

Brand name Extrinsic (Ex)

Country of origin (made-in label) Extrinsic (Ex)

Price Extrinsic (Ex)

Garment life (ability to recycle/reuse/dispose) Intrinsic-Sustainable (In-Su-En)

Certified ethical label (sweatshop-free product) Sustainable-Social/Ethical (In-Su-S/E)

Certified eco-friendly label Intrinsic-Sustainable (In-Su-En)

Less water usage g Sustainable-Environmental (Su-En)
"BU Air quality %' Sustainable-Environmental (Su-En)
(@; Less energy usage % Sustainable-Environmental (Su-En)

g § * | Worker safety %) Sustainable-Social/Ethical (Su-S/E)

';'U Fair wages “ | Sustainable-Social/Ethical (Su-S/E)
% No child labour Sustainable-Social/Ethical (Su-S/E)

No animal skin usage Sustainable-Social/Ethical (Su-S/E)

Table 17. Selected product cues — categorizations and definitions.

4.2 Ethics Approval and Subject Recruitment

The ethics protocol of this study was approved by the Human Research Ethics Committee at
Concordia University on March 23, 2021 (certificate number: 30014900). For the approval letter,
please refer to Appendix 6.

Participation in the survey was voluntary, and both male and female adults aged 18 years
or older were invited to participate. Participants did not receive any monetary incentive for their
participation in the study. Before beginning the online survey, prospective participants were
presented with the informed consent form for their review and consideration. To proceed with the
questionnaire, participants were required to provide their consent by clicking on the “Agree”

button.
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The survey underwent a pretest with 20 individuals in both countries to eliminate any
irrelevant questions and misunderstandings. Corresponding amendments were made based on their
recommendations. Web-based surveys were chosen over traditional paper surveys for several
reasons: (1) to reduce administrative time and financial costs, (2) to minimise coding time and
errors, and (3) to provide greater convenience for the participants (Kang and Park-Poaps, 2010).
Convenience sampling was primarily employed to collect the data.

In Canada, potential participants were invited to take part in the survey through personal
connections, whilst the snowballing method was used to enhance the response rate. In India, data

collection was facilitated with the assistance of acquaintances and friends in New Dehli.

4.3 Analytical Method

For data analysis, the analysis was conducted using IBM SPSS Statistics 26 software. To
ensure data quality, a preliminarily data screening process was carried out to identify errors and
outliners. Additionally, the amount of missing data was examined to ensure that it accounted for
less than 10% across the scale scores. As Bennett (2001) pointed out in his study, the result of
subsequent statistical analysis may be biased if the amount of missing data exceeds 10%.

Several analytical techniques were employed for the different aspects of the study.
Descriptive analysis was used to analyse the demographic information, whilst Cronbach’s Alpha
(o) was employed to assess scale reliability and internal consistency. Paired-sample z-test were
conducted to compare means and determine significant difference between groups (e.g., males and
females), and the Pearson Coefficient was employed to measure the strength of associations among

variables.
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CHAPTER 5: RESULTS AND DISCUSSION

5.1 Demographic Information

A total of 321 and 309 usable data were collected from Canada and India, respectively. As depicted
in Table 18, both samples exhibited a higher proportion of females than males. The participants
were predominately consisted of women in both samples. The gender imbalance can be attributed
to the nature of the current research topic, which aligns with many prior apparel studies such as de
Lenne & Vandenbosch (2017), Kim et al. (2012), Peterson et al. (2012) and Su (2016) (see Table
5 for more information). Generally, women demonstrate more interest and involvement in fashion
consumption than men (Rahman et al., 2018; Zurga & Tavcer, 2014). Regarding education level,
many Canadian (54.8%) and Indian (32.4%) participants held ‘Bachelor’s degrees.” Additionally,
over half of the participants in both samples reported spending 0—10% of their income on apparel

products annually.

Canada India
(N =321) (N=309)
n % n %

Gender

Male 83 25.9 111 35.9

Female 232 72.3 198 64.1

No response 6 1.9 0 0.0
Age

18-24 years old 90 28.0 123 39.8

25-34 years old 117 36.4 71 23.0

35-44 years old 56 17.4 34 11.0

45-54 years old 53 16.5 80 25.9

No response 6 1.6 1 0.3
Level of Education

High school 69 20.8 94 30.4

Bachelor’s degree 176 54.8 100 324

Master’s degree 58 18.1 67 21.7

Doctorate degree 13 4.0 22 7.1

No response 5 1.6 21 6.8
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Employment status

Student 84 26.2 119 38.5
Full-time employed 145 45.2 109 353
Part-time employed 26 8.1 13 4.2
Self employed 40 12.5 45 14.6
Other 19 6.0 23 7.4
No response 7 2.2 0 0.0
How much money do you spend on apparel annually?
Less than 5% of my income 102 31.8 80 25.9
5-10% of my income 99 30.8 96 31.1
11-15% of my income 47 14.6 54 17.5
16-20% of my income 32 10.0 43 13.9
21-25% of my income 24 7.5 21 6.8
More than 25% of my income 13 4.0 15 4.8
No response 4 1.2 0 0.0

Table 18. Demographic profile and annual apparel expenditure.

5.1.1 Canadian Sample

As shown in Table 18, a total of 321 data were used for analysis, including 232 females (72.3%)
and 83 males (25.9%). Similar to the Indian sample, the gender was skewed toward females, and
more than 50% of the participants fell into the younger age group, with 28% (n = 90) aged 18-24
and 36.4% (n = 117) aged 25-34. Regarding employment status, 145 (45.2%) participants were
employed full-time, whilst 84 (36.2%) were students. The majority of participants (n = 189 or
61.2%) had either attained or were pursuing a bachelor’s degree or higher. In terms of annual
expenditure on apparel products, the findings were consistent with Indian sample, as more than

50% of the participants reported spending 10% or less of their income on clothing.

5.1.2 Indian Sample
A total of 309 usable surveys were collected, with 198 females (64.1%) and 111 males (35.9%).
As presented in Table 18, the participants’ ages ranged from 18 to 54 years, with over 50% falling

within the younger demographic segment, Specifically, 39.8% (n =123) were from the 18-24 age
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group, and 23% (n=71) were from 25-34 age groups. Among the sample, there were 119 students
(38.5%) and 109 participants (35.3%) who were employed full-time. In terms of the level of
education, 32.4% of the participants either held or were pursuing a bachelor’s degree, followed by
30.4% who were high school graduates. Additionally, more than half of the participants reported

spending 10% or less of their income on apparel products annually.

5.2 Environmental Commitment and Behaviour

The results of the reliability analysis indicated that the measures of environmental commitment
and behaviour were considered reliable, as evidenced by the satisfactory Cronbach’s Alpha value
of both Canadian (a = 0.839) and Indian (a = 0.819) samples. Previous studies (Malhotra et al.,
2002; Nunnally & Bernstein, 1994) have established that a Cronbach’s Alpha exceeding 0.70 is
deemed “good” and reliable. As shown in Table 19, all eight measurement items scored above the
mean of 3.0 on a 5-point scale across all three data sets, except one item related to spending on
eco-clothing was rated below the mean of 3.0 among Canadian participants — ‘I would rather spend
my money on eco-friendly clothes more than anything else’ (x=2.77, SD = 0.990). These findings
suggested that both Canadian and Indian participants were generally concerned about
environmental protection and displayed commitment through their consumption practices. Thus,
it is reasonable to conclude that sustainable cues played a critical role in the process of selecting
and evaluating clothing products. The participants were inclined to use multiple cues (intrinsic,
extrinsic, and sustainable) concurrently when evaluating the apparel items. Furthermore, a series
of independent samples #-tests demonstrated statistically significant mean differences in all items

between Canadian and Indian samples. Based on these findings, it is plausible to believe that Indian
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participants exhibited higher level of commitment to environmental protection and displayed

concern regarding the impact of their consumption.

Total Sample Canada India
(N =630) (n=321, a=0.839) (n=309; 0.=0.819)
Eco commitment & behaviour M SD N M SD n M SD n t df p
Protecting the natural 427 0.817 629 4.06 0912 321 448 0.638 308 6.742 627 0.000
environment increases my
quality of life
Supporting environmental 4.09 0.762 630 397 0.809 321 421 0.690 309 3968 628 0.000
protection makes me more
committed to the
environment
Supporting environmental 427 0.651 628 420 0.737 320 434 0540 308 2.788 628  0.000

protection makes me more
socially responsible
When I have the choice 4.17 0.877 630 395 0994 321 440 0.665 309 6.622 628 0.000
between two equal clothing
items, I purchase the one less
harmful to others and the
environment
I would avoid buying clothing 4.12  0.836 628 393 0907 319 433  0.702 309 6.151 626 0.000
items if it had potentially
harmful environmental
effects
I would be willing to reduce 424  0.741 630 4.15  0.805 321 433  0.656 309 3.080 628 0.002
my consumption to help
protect the environment

I would rather spend my money  3.17  1.058 629 277 0990 320 3.57 0970 309 10.249 627  0.000
on eco-friendly clothes more
than anything else

I prefer to purchase eco- 338  0.868 630 3.13 0895 321 3.63  0.760 309 7.598 626  0.005

clothing even if it is
somewhat more expensive

P < 0.05 (indicated in bold type)

Table 19. Environmental commitment and behaviour: sample, and significant mean differences between
Canadian and Indian consumers.

5.3 The Importance of Intrinsic and Extrinsic Cues

In order to assess the internal consistency of all items, a reliability analysis was conducted using
Cronbach’s Alpha. The results of Cronbach’s Alpha score indicated that the construct of product
cues demonstrated “good” or acceptable reliability (see Table 20). According to the #-test results,
a statistically significant mean difference was observed in the evaluation of colour (¢ = 4.289, df =
628, p = 0.000) as a salient cue between Canadian and Indian consumers, whilst no significant

difference was found for style (r=—0.019, df = 628, p = 0.492). Thus, Hla was supported, but H1b
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was not supported. In terms of examining durability and comfort as salient cues for apparel
evaluation, the #-test revealed significant mean differences in durability (¢ = 1.780, df = 622, p =
0.038) and comfort (r = 5.232, df = 627, p = 0.000) between Canadian and Indian consumers,
providing support for both H2a and H2b.

As shown in Table 20, comfort and garment fit were rated as the two most crucial
evaluative cues by Canadian and Indian participants. These findings align with previous studies
(Hsu & Burns, 2002; Rahman et al., 2018) conducted in the field of apparel. To examine the
significant differences between these two primary cues and other product cues, paired samples z-
tests were performed. The results clearly indicated that the Canadian participants considered
‘comfort’ (x = 4.60, SD = 0.568) more significant compared to ‘style’ (x = 4.39, SD = 0.581),
#(319) = 4.064, p < 0.001; and Indian viewed ‘comfort’ (x = 4.82, SD = 0.458) more significant
than ‘fabric’ (x = 4.10, SD = 0.764), #«(308) = 7.389, p < 0.001. Similarly, garment fit was also
rated as one of the two most significant evaluative cues in comparison to other product attributes

in both countries. Hence, these findings provide support for H3a and H3b.

Product Cues Canada India
(n=1321,0=0.788) (n=1309, 0. =0.823)

Apparel product-related cues

(Types) n M SD n M SD t df p
Fit (Intrinsic — psychic/physical) 320 4.67 0.673 307 475 0.535 1.588 625 0.056
Comfort (Intrinsic — physical) 320 4.60 0.568 309 4.82  0.458 5232 627 0.000
Style (Intrinsic — Psychic) 321 439 0.681 309 439 0.701 -0.019 628 0.492
Price (Extrinsic) 321 427 0714 309 398 0.837 -4.642 628 0.000
Quality (Intrinsic — 321 4.19 0.707 307 445 0.610 4.854 626 0.000
psychic/physical)

Colour (Intrinsic — Psychic) 321 417 0.738 309 441 0.700 4289 628 0.000
Durability (Intrinsic — physical) 320 4.08 0.789 304 420 0.796 1.780 622 0.038
Fabric (Intrinsic — 321 410 0.764 309 455 0.651 8.011 628 0.000
psychic/physical)

Garment life (Intrinsic — 321 3.80 0.905 309 4.10 0.795 4504 628 0.000
sustainable)

Ethical label (Intrinsic — 320 3.52  0.899 301 3.83 0910 4294 619 0.000
sustainable)

Eco-label (Intrinsic — sustainable) 321 3.21  0.831 309 390 0917 9.962 628 0.000
Brand name (Extrinsic) 320 292 1.135 307 345 0973 6.312 625 0.000

120



Country of origin (Extrinsic) 321 297 0.982 305 3.21 1.140 2.840 624 0.002
Sustainable production-related
cues

No child labour (Social/ethical) 316 442 0.860 307 4.62 0.600 3432 621 0.000
Worker safety (Social/ethical) 316 4.20 0.833 307 431 0.775 1.671 621 0.047
Fair wages (Social/ethical) 316 4.18 0.861 306 4.25 0.763 1.043 620 0.148
Air quality (Environmental) 317 370 0.999 307 4.10 0.799 5932 621 0.000
Less energy usage 315 3.70 0.890 308 4.00 0.813 4412 621 0.000
(Environmental)

Less water usage (Environmental) 317 3.58 0.989 308  3.99 0.905 5395 623 0.000
No animal skin usage 316 3.37 1.229 308 4.48 0.805 13.355 622 0.000
(Environmental)

P <0.05 (indicated in bold type)

Table 20. The significant difference in evaluative cues between Canadian and Indian consumers
— the means, standard deviation, and #-test.

In addition to examining the influential apparel cues, coefficient correlations were
conducted to evaluate the significance of the relationship among fit, comfort, and fabric. The
results, as presented in Table 21 that fit and comfort were significantly correlated — Canadian
sample: 7(320) = 0.270, p < 0.001; and Indian sample: #(307) = 0.262, p < 0.001. These findings
suggest that garment fit plays as a significant role in determining wearers’ comfort. Likewise,
fabric and comfort also exhibited correlation among the Canadian consumers 7(320) = 0.273, p <
0.001 as well as among the Indian consumers 7(309) = 0.409, p < 0.001. However, there was no
significant correlation found between fabric and fit in either country — Canadian sample: #(320) =
0.093, p = 0.098, and Indian sample: #(307) = 0.079, p = 0.170. This finding is in line with a
previous study of denim jeans in Canada (Rahman, 2011), which showed that fabric was not
significantly correlated with garment fit. One possible explanation for this is that the majority of
consumers in Canada and India do not perceive fabric as an important determinant for clothing. It
is worth noting that the same type of material, such as cotton twill, can be used to produce various
fits and silhouettes, including straight-leg pants, boot-cut pants, loose pants, or wide-leg pants.

Based on these findings, H4 is partially supported.
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Although the correlation between style and colour was not specifically hypothesised, it is
worth mentioning that these two cues exhibit a significantly correlation based on the calculation
of Pearson’s coefficient correlation. It is interesting to note that consumers who rely on clothing
style to evaluate a product or to make a purchasing decision are more likely to rely on the colour

attribute as well.

Canada India
(n=321) (n=309)

Product Cues 1. 2. 3. 4. 5. 1. 2. 3. 4. 5.

Style Colour  Fabric Comfort Fit Style Colour  Fabric Comfort Fit
Min-max 1-5 1-5 1-5 1-5 1-5 1-5 1-5 1-5 1-5 1-5
Median 4 4 4 5 5 5 5 5 5 5
Frequency 321 321 321 320 320 309 309 309 309 307
Mean 4.39 4.17 4.10 4.60 4.67 4.39 4.41 4.20 4.55 4.75
SD 0.681 0.738 0.789 0.568 0.673 0.701 0.700 0.796 0.458 0.535
1. Style 1 0.612 0.039 -0.081 0.162 1 0.375 0.075 0.194 0.204
(In-Ps)
2. Colour 1 0.043 -0.026 0.150 1 0.048 0.075 0.110
(In-Ps)
3. Fabric 1 0.273 0.093 1 0.409 0.079
(In-Ps/Ph)
4. Comfort 1 0.270 1 0.305
(In-Ph)
5. Fit 1 1
(In — Ps/Ph)

Correlation is significant at the 0.01 level (indicated in bold type)

Table 21. Descriptive and correlation analysis of the top six product evaluative cues.

When it comes to brand name and country of origin, both attributes were rated as the two
least important considerations among all the other product cues. For instance, the results revealed
that the Canadian participants considered ‘brand name’ (x = 2.92, SD = 1.135) as less significant
compared to other product cues such as ‘eco-label’ (x = 3.21, SD = 0.831), #318) = -7.196, p <
0.001. Similarly, Indian consumers viewed ‘brand name’ (x = 3.45, SD = 0.973) less significant
than ‘ethical label’ (x = 3.83, SD = 0.910), #298) = -5.797, p < 0.001. The country of origin was

also rated as one of the two least significant evaluative cues in comparison to other product
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attributes in Canada and India (refer to Table 20 for further details). These findings are consistent
with numerous prior research studies (e.g., Hsu & Burns, 2022; Kawabata & Rabolt, 1999;

Rahman, 2011). As a result, H5a and H5b were supported.

With respect to the price cue, the #-test result revealed that there was no significant mean
difference between Canadian (x =4.27, SD = 0.714) and Indian consumers (x = 3.98, SD = 0.837),
#(628) = -4.642, p < 0.001. One possible explanation for this finding is that apparel products in
India are comparatively more affordable compared to other consumer goods such as smartphones,
computers and appliances. Moreover, India is a major global producer of textiles and clothing.
Consequently, consumers in India may pay less attention to price or exhibit a lower degree of price

sensitivity when shopping for apparel, which does not support H6.

5.4 The Importance of Sustainable Cues

As shown in Table 20, both Canadian and Indian participants rated all three environmental cues
(air quality, less water usage, and less energy usage) lower than all psychic and physical cues,
indicating that functional and aesthetic cues were more influential in evaluating apparel products
compared to environmental cues. Therefore, H7 was supported. In terms of social/ethical cues,
many Canadian consumers rated ‘no child labour’ higher than several intrinsic cues including
price, quality, colour, durability, and fabric. Likewise, Indian consumers placed greater emphasis
on ‘no child labour,” ‘worker safety,” and ‘no animal skin usage’ compared to price and durability.
However, neither Canadian nor Indian participants rated all social/ethical cues higher than all
intrinsic cues, resulting in partial support for H7. The #-test analysis revealed statistically
significant mean differences in ‘no child labour’ (¢ = 3.432, df = 621, p < 0.001) and ‘no animal

skin usage’ (¢t = 13.355, df = 622, p < 0.001) as salient evaluative cues between Canadian and
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Indian consumers. Indian consumers showing greater concern for these two social/ethical cues

than their Canadian counterparts. Thus, H9 and H10 were supported.

5.5 Gender Effects

5.5.1 Psychic or Aesthetic Cues: Colour and Style

Based on the #-test analysis (see Table 22), no statistically significant mean differences were found
in the use of colour (¢ =-0.981, df =313, p = 0.327) and style (¢ = -1.906, df = 313, p = 0.059) as
salient evaluative cues between Canadian males and females, indicating a lack of support for H11a.
However, the t-test conducted on the Indian sample revealed a significant mean difference in the
use of colour (¢=2.283, df=307, p=0.023) and style (¢ =2.367, df=307, p=0.019) as evaluative
cues between men and women. Interestingly, Indian male consumers relied more on colour (X female
=4.34, X mate = 4.53) and style (X female = 4.32, X matle = 4.51) when evaluating clothing compared to
their female counterparts, contracting previous studies (Cox & Dittmar, 1995; McCracken & Roth,

1989; Rahman et al., 2010; Rahman et al., 2020b). Therefore, H11b was not supported.

Canada (N = 321) India (N = 309)
Female (n = 232) Male (n = 83) Female (n = 198) Male (n=111)

Apparel product-related cues

(Types) n M SD n M SD p n M SD n M SD 4
Fit (In — Ps/Ph) 232 4.73 0.548 82 4.51 0.892 0.009 196 4.72 532 111 4.79 5.41 0.283
Comfort (In — Ph) 232 459  0.038 82 4.61 0.561 0.839 198 4.79 0.434 111 486  0.495 0.156
Style (In — Ps) 232 4.43 0.693 83 427 0.646 0.058 198 4.32 0.716 111 4.51 0.659 0.019
Price (Ex) 232 427  0.682 83 4.25 0.809 0.877 198 3.95 0.868 111 4.03  0.780  0.466
Quality (In — Ps/Ph) 232 4.18 0.596 83 4.25 0.763 0.404 197 437 0.606 110 4359  0.595 0.002
Colour (In — Ps) 232 4.19 0.761 83 4.10 0.692 0.327 198 4.34 0.722 111 4.53 0.644 0.023
Durability (In — Ph) 232 4.10 0.723 82 4.02 0.968 0.464 195 4.19 0.837 109 4.21 0.721 0.824
Fabric (In — Ps/Ph) 232 4.11 0.803 83 4.07 0.659 0.686 198 4.59 0.629 111 4.49 0.686 0.176
Garment life (In — Su - En) 232 3.82 0.874 83 3.75 0.998 0.536 198 4.10 0.761 111 4.11 0.857 0.940
Ethical label (In — Su — S/E) 231 3.62 0.875 83 3.19 0.890 <0.001 192 3.85 0.862 109 3.79 0.991 0.551
Eco-label (In — Su - En) 232 3.24 0.812 83 3.06 0.860 0.087 198 3.96 0.842 111 3.80 1.034 0.147
Brand name (Ex) 232 2.82 1.113 82 3.12 1.159 0.037 198 3.42 0.967 109 3.50 0.987 0.463
Country of origin (Ex) 232 3.01 0.942 83 2.83 1.080 0.148 196 3.16 1.091 109 3.31 1.222 0.260

Sustainable production-related

cues (Types) n M SD n M SD V4 n M SD n M SD P
No child labour (Su - S/E) 232 4.53 0.761 81 4.07 1.034 <0.001 196 4.58 0.615 111 4.70 0.566 0.077
Worker safety (Su - S/E) 232 432 0.818 81 3.81 0.937 <0.001 197 4.24 0.770 110 4.42 0.734 0.054
Fair wages (Su - S/E) 232 433 0.793 81 3.75 0.916 <0.001 196 422 0.796 110 431 0.701 0.325
Air quality (Su - En) 232 3.76  0.859 81 3.54 1.013 0.032 197 4.07 0.805 110 416  0.784 0330
Less energy usage (Su - En) 231 3.71 0.860 81 3.47 0.950 0.008 198 4.01 0.803 110 3.98 0.835 0.811
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Less water usage (Su - En) 232 3.69 0.980 81 3.26 0.971 <0.001 197 3.98 0.875 111 4.00 0.963 0.851
No animal skin usage (Su - 232 3.44 1.240 81 3.19 1.163 0.101 197 4.59 0.669 111 4.29 0.976 0.002
S/E)

P <0.05 (indicated in bold type)

Table 22. The significant difference of evaluative cues between genders in Canada and India —
the means, standard deviation, and #-test.

5.5.2 Physical or Functional Cues: Durability and Comfort

When considering intrinsic/physical cues, no significant differences were found in the use of
durability (¢ =-0.733, df = 312, p = 0.464) and comfort (¢ = 0.204, df = 312, p = 0.839) as salient
evaluative cues between genders in Canada. These findings indicate that Canadian male and
female consumers do not differ significantly in their reliance on functional cues, such as durability
and comfort when shopping for apparel products. Therefore, H12a was not supported. Similarly,
in India, no significant differences were observed in durability (¢ = 0.223, df =302, p = 0.824) and
comfort (¢ = 1.421, df = 307, p = 0.156) between genders. These consistent findings with the

Canadian sample suggest that H12b was not supported.

5.5.3 Extrinsic Cues: Brand Name and Country of Origin

According to the ¢-test analysis (see Table 22), statistically significant mean differences were
found in the use of brand name as salient evaluative cues between males and females in Canada (¢
=2.096, df=312, p =0.037), whereas no significant differences were observed in India (¢ = 0.735,
df =305, p = 0.463). Specifically, the results of the Canadian sample indicated that males had a
significantly higher mean score on brand name compared to females (X femate = 2.82, X male = 3.12).
These findings suggest that Canadian men tended to rely more on the brand name when making

apparel purchases than women. Therefore, H13a was supported, whilst H13b was not supported.
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In terms of the use country of origin as salient evaluative cues, no significant differences
were found between genders when consumers in Canada and India shopped for apparel products.
In both countries, male and female consumers did not show a significant preference for the country
of origin or the “made-in” label when evaluating and making purchasing decisions for clothing.
Based on the current findings, H14a and H14b were not supported. These results suggest that the
“made-in” label is not commonly used by most consumers as a reliable indicator to assess the
overall quality of a product. This could be attributed to various reasons such as skepticism, lack of

awareness, or being ill-informed about its significance.

5.5.4 Sustainable Cues
Regarding sustainable cues, the #-test scores revealed statistically significant mean differences in
all ten attributes (3 In-Su cues; 3 Su-En cues and 4 Su-S/E cues) as salient evaluative cues between
genders in Canada, except for “no animal skin usage” (¢t = -1.642, df = 311, p = 0.101) (refer to
Table 22 for specifics). Whilst there was no significant difference in the use of “no animal skin
usage,” female consumers (x = 3.44, SD = 1.240) tends to rely relatively more on this sustainable
cue for evaluating clothing than male consumers (x = 3.10, SD = 1.163). Based on this analytical
result, it is reasonable to suggest that H15a was supported.

Conversely, no statistically significant mean differences were found in all ten attributes as
salient evaluative cues between genders in India, except for “no animal skin usage” (¢ =-3.193, df
=306, p = 0.002). In general, Indian women exhibit greater concern for the usage of animal skin

or animal welfare compared to men. Thus, H15b was not supported.

5.5.5 Importance and Awareness of Certified Labels
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In this study, six items were utilised to assess participants’ perceptions of certified labels. The
Cronbach’s Alpha analysis demonstrated “good” reliability (Malhotra et al. 2002), as shown in
Table 23. The results also indicated that all six measurment items received scores higher than the
mean of 3.0 on a 5-point scale across both female and male data sets in Canada and India. These
findings suggest that Canadian and Indian participants perceive certified eco-labelling as an
important factor or indicators in clothing consumption. In other words, both certified eco-labels
and ethical labels hold significance in apparel selection and purchasing decisions. With this
perspective, it is essential to incorporate sustainable cues (such as eco-label, ethical label, garment
life) in apparel studies. Moreover, a series of independent samples #-tests indicated no statistically
significant mean differences in all items between Indian males and females. In the Canadian
sample, no statistically significant mean differences were observed in three items between males
and females. However, female participants perceived the remaining three items as more significant
than their male counterparts. These items include “I believe that there is a need for environmental
certification of fashion-related products” (Xfemate = 4.32, Xmale = 4.07; #(313) = -2.394, p = 0.017),
“I believe environmental certification can be helpful for buyers” (Xfemate = 4.23, Xmale = 3.94; #(313)

=-2.885, p =0.004), and “If available, I would seek out environmentally certified clothes” (Xfemale

3.84, Fmate = 3.58; #(313) = -2.204, p = 0.028).

Canada (n =321, o =0.768) India (» =309, a = 0.792)
Female (n =232) Male (n = 83) Female (n = 198) Male (n=111)
Importance and awareness
of certified labels n M SD n M SD p n M SD n M SD p
1 believe that 232 426 0.791 83 414 0.843  0.269 198 450 0.511 111 445 0599 0.443

environmental

information on product

label is important

I generally believe in the 232 374 0812 83 3.78 0.766  0.684 198  4.04  0.659 111 4.05 0903 0.879
environmental information

on product label

I understand the concept of 232 357 1.012 83 342 0989 0.240 198  3.92  0.564 111 399 0986 0.416
environmental certification
1 believe that there is a 232 432  0.808 83 4.07 0.852 0.017 198 427  0.694 109 442 0.684 0.062

need for environmental

certification of fashion-

related products

1 believe environmental 232 423  0.775 83 394 0.802 0.004 198 4.16 0.676 111 4.17  0.631 0.852
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certification can be helpful

for buyers

If available, I would seek 232 3.84  0.930 83 3.58 0.930 0.028 196  4.03  0.683 111 412  0.806 0.291
out environmentally

certified clothes

P <0.05 (indicated in bold type)

Table 23. The significant difference in certified labels between Canadian and Indian consumers
— the means, standard deviation, and ¢-test.

5.5.6 Gender and Awareness of Sustainable Labels

To examine the participants’ awareness of different sustainable labels, a #-test analysis was
conducted across genders in both countries. The analysis of the Canadian sample indicated that
female participants exhibited slightly higher awareness of sustainable labels than male
participants. However, no statistically significant mean differences in sustainable label recognition
were found between genders, except for “Oeko-Tex” F(1, 310) =2.109, p = 0.041 (see Table 24
for details). Notably, as shown in Table 25, 47.6% of men (n = 40) reported not being familiar
with any sustainable labels, compared to 41.4% of women.

In terms of the differences in label recognition between Indian women and men, a higher
proportion of women were able to recognise the “Fair Trade” label and the “Global Organic Textile
Standard (GOTS)” label than men. As presented in Table 24, the results indicated statistically
significant mean differences in several items of sustainable label recognition between genders,
including “Fair Trade” F(1, 307) =4.911, p=0.027, “GOTS” F(1, 307) =4.271, p = 0.040, and “I
know none of them” F(1, 307) = 7.794, p = 0.006. In total, 56.8% (n = 63) of men reported not
being familiar with any sustainable labels, whilst only 40.9% (n = 81) of women had the same
response. Based on these findings, it is reasonable to suggest that female consumers in India exhibit
a higher awareness of sustainable labels than their male counterparts, whereas no significant
gender differences in sustainable label awareness were observed in Canada. Therefore, H16 was

partially supported.
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The present study also revealed that the “Fair Trade” certified label was the most widely
recognised among all selected labels based on the responses of both Canadian (n=112) and Indian
participants’ (n = 71) responses. This finding is consistent with a previous study (Rawes, 2017).
The second most recognizable label was Global Organic Textile (GOT) label, whilst the two least

recognizable labels were “Care and Fair,” and “Fair Wear Foundation.”

Canada India

Female Male Female Male
Sustainable F(1, 305- F(1, 306-
Labels M SD M SD 310) P M SD M SD 311) P
Fair Trade 1.51 0.501 1.63 0.487 3.163 0.076 1.73 0.446 1.84 0.370 4911 0.027
Fair & Care 1.99 0.134 1.98 0.154 0.431 0.512 1.98 1.414 1.98 0.134 0.018 0.894
GOTS 1.88 0.329 1.90 0.297 0.413 0.521 1.77 0.423 1.86 0.343 4.271 0.040
Fair Wear 1.98 0.148 2.00 0.000 1.874 0.172 1.99 0.71 2.00 0.000 0.560 0.455
Clean Clothes 1.92 0.278 1.96 0.188 2.109 0.147 1.96 0.185 1.92 0.274 3.039 0.082
Okeo-Tex 1.91 0.291 1.98 0.154 4.204 0.041 1.97 0.172 1.96 0.187 0.074 0.786
Don’t know any 1.58 0.495 1.51 0.503 1.242 0.266 1.60 0.492 1.43 0.498 7.794 0.006

P <0.05 (indicated in bold type)

Table 24. The significant differences in the recognition of sustainable labels between genders in
Canada and India.

Canada India
Female Male Female Male
(n=232) (n=84) (n=198) (n=111)
Sustainable Labels n % n % n % n %
Fair Trade 83 35.8 29 34.5 53 26.8 18 16.2
Care and Fair 2 0.8 2 2.4 4 2.0 2 1.8
Global Organic Textile (GOT) 22 9.5 8 9.5 46 23.2 15 13.5
Fair Wear Foundation 3 1.3 0 0.0 1 0.5 0 0.0
Clean Clothes Campaign 13 5.6 3 3.5 7 3.5 9 8.1
Oeko-Tex 13 5.6 2 3.5 6 3.0 4 3.6
I don’t know these labels 96 41.4 40 47.6 81 40.9 63 56.8

Table 25. The frequency and percentage of consumers’ recognition of sustainable labels between
genders in Canada and India.

According to the results presented in Table 26, there was a significant difference in the use
of ethical labels (r = -3.827, df = 312, p = <0.001) between Canadian females and males but no

significant difference was found in eco-label usage (¢ = -1.716, df = 313, p = 0.087). Therefore,
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H17a was partially supported, indicating that Canadian women (X female = 3.62, X male = 3.19)
demonstrate a higher level of concern and reliance on ethical labels when evaluating and
purchasing clothing products compared to men (X femate = 3.24, X male = 3.06). In addition, similar
support was observed in the results of several measurement items reported in Table 23, including
“I believe that there is a need for environmental certification of fashion-related products” (¢ =
2.394, df =313, p = 0.017), “I believe environmental certification can be helpful for buyers” (¢ =
2.885, df =313, p =0.004), and “If available, I would seek out environmentally certified clothes”
(t=2.204, df =313, p=0.028). Thus, H17a was partially supported.

Regarding the responses from Indian participants, no statistically significant differences
were found in the usage of eco-label and ethical label between genders for guiding their clothing
purchases. These findings suggested that both female and male consumers exhibit similar levels
of concern and reliance on these two product cues when shopping for apparel products. Similarly,
the results displayed in Table 23 provide consistent support, as no significant differences were

observed among all six measurement items. Consequently, H17b was not supported.

Canada (N = 321)
Male (n = 83)

India (N =309)
Male (n=111)

Female (n =232) Female (n = 198)

Apparel product-related cues
(Types) n M SD n M SD P n M SD n M SD P

Ethical label (In — Su— S/E) 231 3.62 0.875 83 3.19 0.890  <0.001 192 3.85 0.862 109 3.79 0991 0.551
Eco-label (In — Su - En) 232 3.24 0.812 83 3.06 0.860 0.087 198 3.96 0.842 111 3.80 1.034 0.147

Table 26. The significant differences in eco-label and ethical label between genders in Canada
and India.

To summarise the findings, twelve hypotheses were supported, ten were not supported and five
were partially supported, as reported in Table 27.

Hypotheses

Results

H1: Canadian and Indian consumers are significantly different in the
use of (a) colour and (b) style (psychic cues) for clothing evaluation
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H2: Canadian and Indian consumers are significantly different in the
use of (a) durability and (b) comfort (physical cues) for clothing
evaluation

H3: Both Canadian and Indian consumers rely more significantly
on (a) comfort and (b) garment fit to evaluate clothing than on
other product attributes

H4: Fabric, fit, and comfort are strongly correlated from the
perspectives of both Canadian and Indian consumers

HS: Both Canadian and Indian consumers rely less significantly
on (a) brand name and (b) country of origin to evaluate clothing
than on other product attributes

H6: Indian consumers rely more significantly on product price to
evaluate clothing than Canadian consumers

H7: Both Canadian and Indian consumers rely less significantly
on sustainable-environmental cues (Su-E) to evaluate clothing
than they do on intrinsic psychic and physical cues (In-Ps, In-Ph,
and In-Ps/Ph).

H8: Both Canadian and Indian consumers rely less significantly
on sustainable-social/ethical (Su-S/E) cues to evaluate clothing
than they do on intrinsic psychic and physical cues. (In-Ps, In-Ph,
and In-Ps/Ph)

H9: Indian consumers rely more significantly on “child labour” to
evaluate clothing than Canadian consumers

H10: Indian consumers rely more significantly on “no animal skin
usage” to evaluate clothing than Canadian consumers

H11: Female consumers rely more significantly on
aesthetic/psychic cues such as style and colour to evaluate apparel
products than their male counterparts in (a) Canada and (b) India
H12: Male consumers rely more significantly on
functional/physical cues such as durability and comfort to evaluate
apparel products than their female counterparts in (a) Canada and
(b) India

H13: Male consumers rely more significantly on the brand name
to evaluate apparel products than their female counterparts in (a)
Canada and (b) India.

H14: Male consumers rely more significantly on their country of
origin to evaluate apparel products than their female counterparts
in (a) Canada and (b) India.

H1S. Female consumers rely more significantly on sustainability
cues to evaluate apparel products than their male counterparts in
(a) Canada and (b) India
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H2a: Supported
H2b: Supported

H3a: Supported
H3b: Supported

H4: Partially Supported

H5a: Supported
HS5b: Supported

H6: Not Supported

H7: Supported

HS: Partially Supported

H9: Supported
H10: Supported

Hl11a: Not Supported
H11b: Not Supported

H12a: Not Supported
H12b: Not Supported
H13a: Supported

H13b: Not supported

H14a: Not Supported
H14b: Not supported

H15a: Supported
H15b: Not supported



H16: Female consumers are more aware of sustainable labels
than their male counterparts in (a) Canada and (b) India

H17: Female consumers rely more significantly on sustainable
labelling to evaluate apparel products than their male
counterparts in (a) Canada and (b) India

H16a: Partially Supported
H16b: Partially Supported
H17a: Partially Supported
H17b: Not Supported

Table 27. The summary report of hypotheses.
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CHAPTER 6: CONCLUSION, IMPLICATIONS AND LIMITATIONS

Although a substantial body of research has focused on exploring various environmental, social
and ethical aspects of sustainable fashion consumption, the majority of studies have been
conducted in Western developed countries (Auger & Devinney, 2007; Bratt et al., 2011;
Diamantopoulos et al., 2003), rather than in developing or transitioning economies. To enhance
our understanding of fashion and sustainability trends, as well as the evolving needs and consumer
behaviour of individuals, it is imperative to conduct additional systematic literature review and
empirical research. These efforts will help elucidate the underlying impact of both sustainable and
non-sustainable attributes in a more comprehensive manner. The findings of the systematic
literature review have already presented and discussed in Chapter 2; therefore, the primary focus

of this chapter lies on the results derived from empirical testing.

6.1 Product Cues

6.1.1 Non-Sustainable Cues

In contrast to many other countries, India stands out with a significant population of young
consumers under the age of 25'°. These individuals are known for being technologically savvy,
brand conscious, sophisticated, and having higher disposable income compared to previous
generations (KS Oils Limited, 2008). In general, young Indian consumers exhibit similar fashion

and trend consciousness as consumers in developed or Western countries. In the current study,

16 According to a survey conducted by the Registrar General and Census Commissioner of India in 2018, people
below the age of 25 constitute 46.9% of the total population. This young demographic segment consists of 47.4%
male and 46.5% female. The male population is marginally higher than the female populatio (Mint, 2020).
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more than fifty percent of the participants from India (n = 194, 62.8%) and Canada (n = 207,
64.4%) were under the age of 35. These findings provide compelling evidence that aesthetic
(colour and style) and experiential (comfort and fit) values of clothing products indeed hold a vital
role in their shopping and decision-making process. Moreover, based on the findings of this study,
it appears that non-sustainable attributes have a stronger impact on consumer choices of apparel
products compared to sustainable cues. This observation will be discussed and elaborated upon in
the subsequent section.

6.1.2 Aesthetic Cues — Style and Colour

Previous studies have consistently shown that women typically place a greater emphasis
on aesthetic cues, such as style and colour, when evaluating apparel products compared to men.
This discrepancy may be attributed to the fact that female consumers generally exhibit higher
levels of engagement and interest in fashion shopping compared to their male counterparts.
However, the current study conducted in Canada did not yield a significant difference between
genders. Intriguingly, significant differences were observed between male and female consumers
in India, particularly in terms of their consideration of style and colour. Contrary to prior research,
the male consumers in this study displayed a higher level of concern for aesthetic cues compared
to their female counterparts. This finding contradicts earlier research.

In both countries, colour played a relatively lesser role compared to other attributes such
as fit, comfort, style and quality. Several studies (Chu & Rahman, 2012; Holmes & Buchanan
1984) suggest that colour preferences are closely tied to the type of product. Colour choice is
influenced not only by fashion trends but also by socially accepted norms and cultural values.
Personal colour preferences do not always dictate product choices. For instance, denim jeans are

commonly perceived and preferred in blue, wedding dresses in white, formal attire in black, and
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Christmas decorations in red, green and gold. Individuals who like the colour pink may not choose
a pink suit because it deviates from socially acceptable norms, and they may wish to avoid being
seen as “unprofessional,” “weird” or “ridiculous.”

However, whilst determining suitable colours for specific clothing types, particularly
fashion staples, it does not imply that fashion designers cannot explore alternatives or think
creatively. Socio-cultural values are not static, and the meanings associated with colours have
evolved over time. To cater to changing consumer needs and desires, fashion practitioners should
consider the relationship between “colour symbolism” and “socio-cultural values,” as well as the
concepts of “incremental improvement” and “radical invention.” Trueman (1998) reveals that
many successful new consumer products fall under the category of “incremental innovation” rather
than “radical invention.” In other words, slight or moderate changes from existing fashion may be

more readily accepted than a drastic departure from current style.

6.1.3 Fit and Comfort

The findings from this study indicate that Canadian and Indian consumers were more concerned
about fit, comfort, and style over extrinsic (e.g., brand name and country of origin) and sustainable
cues when shopping for apparel products. Specifically, clothing fit and comfort were cited as the
two most crucial factors. These findings are in line with many prior apparel studies (refer to Table
12) and suggest that a significant number of consumers have likely encountered negative
experiences with garment fit and comfort in the past. Thus, it would seem reasonable to conclude
that if these two intrinsic criteria are not met, consumers may lose interest in the product or adjourn
their purchases. The results of the present study also revealed a positive and significant correlation

between garment fit and comfort (Canadian: r(320) = 0.270, p =0.001; and Indian: r(307) = 0.262,
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p=10.001), as well as fit and style (Canadian: r(320) = 0.162, p = 0.004; and Indian: r(307) = 0.204,
p =0.001) (see Table 19). Therefore, it is crucial for fashion designers, developers and producers
to give greater attention to the intrinsic properties of apparel. For instance, a well-fitting garment
should be both fashionable and comfortable for the wearers. Previous research (Rahman et al.,
2018; Tate, 2004) in the field of apparel has reported that consumers may opt for loose-fitting and
less revealing styles to camouflage or conceal figure flaws or choose form-fitting styles to
accentuate and compliment the desirable body parts. To provide a desirable garment to the
consumers, it is crucial to comprehend their evolving needs and aspirations, carefully choose
materials that are both suitable and comfortable, design the garment model and silhouette that can
accommodate or conform to diverse body types, refine and establish a relevant sizing system, and
creatively draft and engineer garment patterns that address their physiological, experiential and
psychological needs.

In addition, it is essential to prioritise and extensively explore the development of virtual
garment fitting technologies and solutions to enhance online shopping experiences, particularly as
e-commerce has not only become the prevailing norm for many consumers during the COVID-19

pandemic but also continue to be relevant in the post-pandemic era (Grover, 2020).

6.1.4 Durability

The concept of ‘sustainability’ is often associated with the durability of a product. According to a
study conducted by Hill and Lee (2012), more than half of the participants (58.75%) defined
‘sustainability’ with reference to long-lasting and durable goods. The results of the current study
revealed that Indian consumers placed greater attention on physical cues such as durability and

comfort when evaluating and making purchasing decision of apparel products than Canadian
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consumers. As a result, it comes as no surprise that Indian participants rated ‘garment life’ as more
significant than their Canadian counterparts (see Table 19). To create products that have a longer
lifespan and offer multiple benefits, clothing manufacturers need to develop innovative ideas and
designs whilst select appropriate materials. Anecdotal evidence suggests that if garments can
provide multiple values and benefits, they are more likely to be worn for an extended period
(Pierre-Louis, 2019). Consequently, this approach can help reduce clothing consumption and

waste disposal.

6.1.5 Brand Name and Country of Origin

Although brand name and country of origin were viewed as the two least important product cues,
Canadian male consumers relied more significantly on brand name than their female counterparts.
The possible explanation is that male consumers are less sensitive to fashion and unfamiliar with
clothing properties. Thus, it could be a challenge for them to judge, compare and select a better
product among many similar alternatives. Therefore, brand name and country of origin can be
served as a proxy variable or quick surrogate indicator to guide their purchasing decisions and
justify their choice. These findings concur with that of previous research (Klein et al., 1998; Kwang
et al., 2008; Maheswaran, 1994) on the effects of brand name. For example, Maheswaran (1994)
reveals that if the consumers are not familiar with a product, they tend to use the extrinsic cues
(country or brand image) as a “halo effect” in the product selection and evaluation. Although brand
name and country of origin did not play an important role in apparel evaluation as compared to
other product cues in India and Canada, fashion practitioners and marketers should not ignore these
two attributes. These product cues can be very useful when consumers are not motivated to think

about or have no time to search for product information. In other words, brand name and country
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of origin can reduce a consumer’s shopping effort by conveying a bundle of product values and
associative meanings (e.g., innovative and fashionable design, high-quality and reliable product)
to the buyers. People can use them as a heuristic basis for evaluation, particularly for new and

innovative products.

6.1.6 The Impact of Sustainable Cues

Although consumers in both nations did not pay much attention to sustainable cues
compared to aesthetic features and functional utilities, Indian consumers are more concerned about
‘no child labour’ and ‘no animal skin usage’ than Canadian consumers when shopping for clothing.
However, in many situations, consumers only have access to limited product-related information
(e.g., 100% organic cotton, biodegradable materials, transformable/reversible garments) but not
production-related information regarding sustainable production, social responsibility and ethical
practices. For instance, consumers are often uninformed about the manufacturing process (e.g.,
dyeing ingredients and methods), worker safety, working conditions, and labour ethics/wages. It
is evident and indisputable that increased corporate accountability and transparency can assist
consumers in making more informed choices, avoiding risks, and acquiring sustainable knowledge
and trust. Consequently, it is crucial for fashion companies to disclose additional information about
their products and production process to the public through various channels, such as certified
labels, in-store kiosks, mobile apps, annual reports, company websites, and printed and digital
media. Regarding sustainable labels, retailers are increasingly adopting certified and eco-/ethical
labels as a business strategy to showcases their commitment to sustainability, educate shoppers
about product and environmental impacts, and promote more mindful behaviour. Nevertheless, the

findings indicated that both Canadian and Indian consumers relied less on certified eco-/ethical

138



labels and more on intrinsic cues when purchasing apparel. This may be attributed in part to
consumers’ skepticism, confusion, lack of knowledge, or limited understanding of ‘green’ values.
Hence, sustainability information should be more trustworthy, reliable, informative,
straightforward, and easily comprehensible. Numerous previous studies (Goh & Balaji, 2016;
Leonidou & Skarmeas, 2015; Morel & Pruyn. 2003) have documented that green skepticism not
only affects consumers’ current purchases but also exerts an impact on their future buying
decisions as well as their perceptions of the brand.

Although the current findings indicated that the sustainable cues play a relatively less
significant role in clothing evaluation and purchases as compared to the non-sustainable cues such
as comfort, fit, style, both Indian and Canadian viewed “no animal skin” usage as the most
important among all the sustainable cues, followed by worker safety. This finding suggests that
fashion designers should refrain from using fur and animal skins for their products, including
clothing, footwear, and accessories. In many instances, “cruelty-free” products (clothing and
cosmetics) not only attract the right consumers but also contribute to building a stronger brand
image. Interestingly, our findings (refer to Table 21) indicated that Canadian female consumers

99 <6

expressed greater concern about the environmental aspects including no child labour,” “worker

9% ¢

safety,” “fair wages,” “air quality,” “less energy usage” and “less water usage” than the male
consumers. However, no significant differences were found between Indian male and female
consumers, except “no animal skin use.” Thus, it is reasonable to suggest that environmental issues
play a relatively more important role in the clothing evaluation and consumption of Canadian

females. Participants from both countries appeared to be more concerned about the ethical aspects

rather than the environmental aspects in their perceptions of sustainable production.
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It is noteworthy that whilst modern consumers expressed concern about the negative
environmental impact, many are unwilling to compromise or sacrifice their personal needs and
desires when it comes to the products they purchase. Intriguingly, previous research (Ellis et al.,
2012; Hustvedt & Dickson, 2009) reported that individuals are willing to pay higher price for a
product “if they were sure it was ethically made” (Abacus Data, 2010, p. 4). The current research
findings in line with this notion, indicating that consumers in both countries prioritise
environmental considerations but tend to rely more on non-sustainable cues than sustainable cues
when evaluating apparel products. With this perspective, fashion designers and marketers should
employ innovative approaches in communicating the egoistic value (individual self and
wellbeing), altruistic value (well-being of other individuals) and ecological value (ecosystem,
living organisms) through their product designs and marketing strategies.

To effectively promote sustainable fashion and lifestyle, companies should promote and
showcase eco-products on social media platforms such as Tik Tok, Instagram and Youtube. A
report published by KPMG (KPMG, 2017) highlights the significance of “digital content, social
media, celebrities, and fashion influencers” in capturing the attention of millennials and
influencing their consumption behaviour towards more sustainable practices. Therefore, it is
reasonable to assert that by collaborating with fashion influencers, bloggers, and celebrities,
including popular figures and vegan activists, a sustainable lifestyle can be more effectively

promoted and communicated, particularly amongst younger demographics.

6.2 Gender Differences and Sustainable Labels
The majority of participants were unfamiliar with or unable to recognise the “Fair and Care

Standard” label and the “Fair Wear Foundation™ label. However, out of the six sustainable labels,
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“Fair Trade” and “Global Organic Textile Standard” were the two most widely recognised ones.
In India, female consumers demonstrated a higher awareness of sustainable labels than their male
counterparts, whereas no significant gender differences in sustainable label awareness were
detected in Canada. The reason behind the heightened concern among Indian women may be
attributed to their greater involvement in clothing consumption and sustainable practices. Khare et
al.’s (2012) study further supports this explanation as it reveals that modern Indian women are
highly fashion-conscious, financially independent, and engage in purchases more frequently than
their male counterparts. This finding is in line with previous research (Gupta and Gentry 2016).
However, it is imperative to acknowledge that consumer awareness does not always translate into
actions or practices. The results indicated that men and women in both countries did not
significantly differ in their utilisation of sustainable labels to assess apparel products and guide
their purchases.

Despite the growing concerns surrounding environmental issues, fair wages, and child
labor, certified eco-/ethical labels were found to have a less significant impact on apparel
evaluation processes compared to aesthetic and functional aspects such as garment fit, comfort,
and style. This phenomenon could be attributed to the social/ethical sustainability market still
being in its infancy stage, or not widely adopted in many nations. Consequently, consumers may
lack sufficient knowledge, information, and experiences to fully comprehend the socio-ethical
implications and benefits associated with such labels. Based on the present findings, it is
reasonable to suggest that Indian and Canadian consumers did not heavily rely on eco-/ethical
labels as a source of information to guide their clothing purchases. This finding could be attributed
to several possible explanations, including (1) limited utilization of sustainable labels within the

apparel industry, (2) consumers did not pay attention to sustainable labels, (3) the selected labels
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not being popular in both countries, (4) consumers are more concerned about or interested in other

product attributes such as style, colour, comfort, and price than certified eco-/ethical labels.

6.3 Summary: Key Determining Factors and Implications

Although the current study was conducted in Canada and India, I believe that the findings can offer

valuable insights and information to fashion practitioners and academicians in worldwide. In

summary, these findings and observations underline several crucial factors and implications for

fashion industry practitioners in product development and resource allocation.

1))

2)

3)

4)

5)

Aesthetic longevity (Style/Design, Fit/Silhouette): It is important to consider classically
aesthetic design, ageless design, and slow fashion approaches.

Versatility (Design Engineering and Methods): Transformable and adjustable designs can
address changing body types. Products should offer multiple functions and benefits and be
suitable for various social settings.

Durability (Fabric Properties): Material selection should prioritise sturdiness, long-lasting
utility performance, and comfort.

Sustainability (Environmental, Social and Ethical Responsibilities): Transparency and
integration of sustainability should be incorporated into production and design processes.
Affordability (Price): Maintaining a reasonable price is essential as some consumers,
particularly the Canadian participants, are unwilling to pay high premiums for eco-friendly
clothing.

It is important to note that when purchasing apparel products, consumers consider not only

functional benefits but also aesthetic, altruistic, psychological, and sustainable values. Due to

different life stages and socio-cultural contexts, people may apply varying criteria when making

142



product choices and buying decisions. Building a database to identify consumers’ selection criteria
and purchasing decisions would be useful in the long term. Big data analysis can enhance our
understanding of consumer choices and buying behaviour. From the theoretical perspective, the
results of this study can provide additional knowledge and empirical evidence to researchers
regarding the influence of different product attributes on apparel consumers’ buying

decisions. Unlike previous cue utilisation research, which focused on limited product cues (e.g.
Hsu & Burns, 2002; Rahman et al., 2009), the present study has covers a comprehensive list of
product cues for empirical testing. Additionally, this study can serve as a foundation for cross-
sectional research on sustainable practices across different nations, encompassing eastern and

western, developed and developing, and individualistic and collectivistic contexts.

6.4 Implications

Consumers often rely on multiple cues when making clothing purchases. Whilst certain factors
may hold greater influence in their decision-making process, it is important for fashion designers
to avoid excessive emphasis on a single cue or a dominant feature of a product. Merely focusing
on improving one attribute, following an “atomistic approach,” may overlook the holistic nature
of consumer preferences.

Instead, apparel designers should adopt a “holistic approach” that considers multiple cues
during product design and development. Many of these cues, such as style, garment fit, comfort,
fabric properties, and durability are interrelated. By integrating these various attributes, designers
can create products that cater to a boarder range of consumer preferences.

In many cases, if a clothing item fails to meet the aesthetic expectations of consumers, they

may not even consider other attributes such as durability, country of origin, environmental
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friendliness, and social/ethical responsibilities. In order to address this challenge, fashion
practitioners have a vital role in educating their consumers about the attractiveness and
fashionability of eco-friendly clothing and domestically made apparel.

I believe that these implications offer practical insights and empirical evidence for both
fashion practitioners and researchers. The findings provide valuable information that can guide the
decision-making processes of industry professionals and contribute to further research in the field.

To create desirable products that have a higher adoption rate, fashion designers and product
developers should consider multiple aspects of a product. This includes paying attention to the
aesthetic appeal, experiential qualities, functional attributes, and psychological factors (Rahman et
al., 2018). By prioritizing these various dimensions, designers can enhance the overall appeal and

desirability of their clothing products.

6.5 Limitations and Direction for Future Research

The current study offers valuable insights into fashion consumption and sustainability, providing
practical information for fashion practitioners. It enhances their ability to identify and target
appropriate market segments, offer relevant products to satisfy changing consumers needs, and
deliver effective messages to both existing and potential customers. However, this study does

have certain limitations and shortcomings that should be acknowledged.

Firstly, the data collected for this study were specific to Canada and India, limiting the

generalizability of the findings to other regions or countries. Conducting additional research in

different countries or considering various demographic factors such as population size, social
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classes, educational levels, marital status, or age cohorts (e.g., pre-teen, baby boomers) would
enhance the reliability and enrich our knowledge and understanding.

Secondly, this study focused solely on apparel products, and future research could expand
to investigate the role of sustainable labelling and consumer buying motives in other consumer
product categories.

Thirdly, as qualitative research approaches gain importance in product design and
development, the incorporating of eye-tracking technologies, ethnography and observational
research can provide additional insights and generate further information. Similarly, conjoint
analysis and longitudinal studies could be conducted to gain a better understanding of how
consumers think, feel and behave in trade-off situations or over extended periods of time.

Fourthly, future research may explore consumers’ cognitive and affective responses to eco-
clothing. Comparative research on urban and rural consumers’ attitudes and perceptions toward
eco-labelling could also be valuable. In addition, cross-cultural examinations of sustainable
practices and eco-marketing strategies are recommended.

Furthermore, to deepen our understanding of consumers’ purchasing behaviour, it would
be worthwhilst to investigate (1) other potential apparel cues, such as wardrobe coordination and
versatility (e.g., ability to transform); and (2) conduct a comparative study of online and offline
eco-clothing evaluation across multiple generational cohorts.

Finally, further research on consumer-centric approaches to sustainability is necessary,
including an in-depth exploration of whether consumer decision-making is driven by fashion

trends to identify buying patterns and choices.
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Appendix 1: Fashion Transparency Index 2022.
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Author(s)

Colour

Style (design)

Durability

Comfort

Garment fit

Quality (workmanship)

Country of origin

Price

Garment life (recycle)

Certified labels

Less water usage (water quality)

Air quality (pollution)

Less energy usage

Worker safety (working condition)

Fair wages

No child labour

No animal skin usage (animal welfare)

Other

Kumagai (2021)

<-| Fabric (materials)

Liu (2021)

2

<~|<~| Brand

2

Khajavi (2021)

2

Colucci & Vecchi (2021)

Dhir et al. (2021)

Saha et al. (2021)

Li & Zhao (2021)

< (=

human rights, diversity of
workforce

Heinze (2021)

Jiménez-Marin et al. (2021)

< (=

P P

Ramkumar et al. (2021)

Liu et al. (2021)

Brandao & da Costa (2021)

Gongalves & Silva (2021)

chemicals

Byrd & Su (2021)

Cairns et al. (2021)

Rahman et al. (2021)

< (=

P

Wiedemann et al. (2021)

< | <

Wiedemann et al. (2021)

Fung et al. (2021)

2 = ]=]=_

Silva et al. (2021)

Brand & Rausch (2021)

< | 2| <]

< |2

packaging

Bubicz et al. (2021)

<2 |2

human rights

Zhao et al. (2021)

carbon footprint

Vatamanescu et al. (2021)

Colasante & D’Adamo
(2021)

end of life

Bhadure & Copeland (2021)

Li & Leonas (2021)

carbon footprint, waste
management

Testa et al. (2021)

Wells et al. (2021)

Neupane et al. (2021)

Davis & Dabas (2021)

< (<

Cotal San Martin & Machin
(2021)

Jung et al. (2021)

Yoo et al. (2021)

Zhang et al. (2021)

Popowska & Sinkiewicz
(2021)

< | 2| <

chemicals

Gheorghe & Matefi (2021)

< | <2

Esbeih et al. (2021)

Lee etal. (2021)

Mellick et al. (2021)
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de Aguiar Hugo et al. (2021)

Chen et al. (2021)

< |2

Kopplin & Résch (2021)

Chen et al. (2021)

Mishra et al. (2021)

chemicals

Sohn et al. (2021)

< | 2

Javed et al. (2020)

Back et al. (2020)

Malgorzata et al. (2020)

< 2 (22| <]

Sung et al. (2020)

Munir (2020)

< |2

Amritha & Suresh (2020)

<2 |2

< |2

versatility, ease of care,
protection

Lee & DeLong (2020)

< =2 |2 |=&=

Almanza & Corona (2020)

Blasi et al. (2020)

Hur (2020)

< (=2 < | <2|=<

Zhang et al. (2020)

< | 2| <

Achabou et al. (2020)

Mukendi & Henninger
(2020)

variety

Rahman & Koszewska
(2020)

Stringer et al. (2020)

environmental

Lee et al. (2020)

Park et al. (2020)

Sharma (2020)

Nguyen et al. (2020)

< | <

< | 2| <

versatility

Bockholdt et al. (2020)

< |2

Bishnoi & Kapoor (2020)

Gazzola et al. (2020)

P

environmental

Karell & Niiniméki (2020)

Repairable, reusable, human
rights, recyclable

Kim & Oh (2020)

Klein et al. (2020)

Rahman et al. (2020)

< | <2

< | <2

< | 2| < < |

Heinze (2020)

van Rensburg et al. (2020)

2|2 |2 |2 |<

Sener etal. (2019)

Fu & Kim (2019)

2

fair trade

Luque & Herrero-Garcia
(2019)

Connor-Crabb & Rigby
(2019)

Lee & Skorski (2019)

Akbar & Ahsan (2019)

Clarke-Sather & Cobb
(2019)

< | <2

de Oliveira Neto et al. (2019)

Hvass, K.K. & Pedersen,
E.R.G. (2019)

Machado et al. (2019)

Paras et al. (2019)

Sirilertsuwan et al. (2019)

< | 2| <

Noh & Johnson (2019)

Zaman et al. (2019)

Sung & Woo (2019)

Wagner et al. (2019)

< | 2| <

versatility

Jacometti (2019)

chemicals

Kozlowski et al. (2019)

uniqueness

Diddi et al. (2019)

< (<2

238




Norris (2019)

Hammer & Plugor (2019)

labour process

Lin (2018)

McCreesh et al. (2018)

Geiger & Keller (2018)

wardrobe coordination,
chemicals, easy to repair

Brach et al. (2018)

DeLong et al. (2018)

Wiederhold & Martinez
(2018)

< |2

Mair et al. (2018)

Zamani et al. (2018)

<2 |2

labour laws, gender equity

Holmquist et al. (2018)

Muthukumarana et al. (2018)

Pal & Gander (2018)

< | <2

Pathirana & Yarime (2018)

< | 2 <]

Armstrong et al. (2018)

longevity

Becker-Leifhold & Iran
(2018)

< | <2

Evans & Peirson-Smith
(2018)

recycled

Kim et al. (2018)

Tey et al. (2018)

< | <

exclusivity

Fu etal. (2018)

Laitala et al. (2018)

< | <2

Ma et al. (2018)

< | 2| <]

Paras et al. (2018)

Song & Kim (2018)

uniqueness

Stefko & Steffek (2018)

< | 2| <

Todeschini et al. (2017)

fair trade

DeLong et al. (2017)

wardrobe coordination, easy
care, versatility, uniqueness

Ma et al. (2017)

Nam et al. (2017)

Rab & Hoque (2017)

Weber et al. (2017)

Rothenberg & Matthews
(2017)

2| <2

Khare & Varshneya (2017)

di Benedetto (2017)

< | <

Park et al. (2017)

Garcia-Torres et al. (2017)

Guo et al. (2017)

2 (2| <

2|2 (<2 |2

Hannouf & Assefa (2017)

Wang & Shen (2017)

Amindoust & Saghafinia
(2017)

Goldsworthy (2017)

Rabild & Bang (2017)

< | <

Su (2016)

Ki & Kim (2016)

Park & Kim (2016)

Jung & Jin (2016)

2| [=

< [

Yasin et al. (2016)

Mair et al. (2016)

Winter & Lasch (2016)

= =

= =

no discrimination, no forced
labour, employment
compensation

Lundblad & Davies (2016)

no sweatshops

Lang & Armstrong (2016)

fashion trend sensitivity

Perry & Chung (2016)

< | 2| <]
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Reimers et al. (2016)

Ma & Koo (2016)

versatility, ease of use, ease
of care, ease of matching

Hakan et al. (2016)

labour practices

Zurga et al. (2015)

Lee et al. (2015)

fair trade

Hwang et al. (2015)

~ | == =

2 |2 (<

Zhang et al. (2015)

Perry et al. (2015)

labour laws

Armstrong et al. (2015)

ease of use

Clancy et al. (2015)

Macchion et al. (2015)

Schuitema & de Groot
(2015)

< |2

Henninger, C.E. (2015)

Gam et al. (2014)

Weiss et al. (2014)

Gaskill-Fox et al. (2014)

Cao et al. (2014)

versatility

Koo et al. (2014)

2 (<2

Joung (2014)

2|2 (<

<2

Mann et al. (2014)

Sneddon et al. (2014)

fair trade, workers’ rights

Kim & Ma (2014)

Ekstrom & Salomonson
(2014)

longevity

Battaglia et al. (2014)

2|

Hu et al. (2014)

< |2

chemicals

Hansen & Schaltegger
(2013)

Koszewska (2013)

< | <2

Niiniméki & Armstrong
(2013)

Moon et al. (2013)

Fulton & Lee (2013)

fair trade, human rights

Gabrielli et al. (2013)

Stall-Meadows & Davey
(2013)

< | <2

fair trade, labour practices

Carrigan et al. (2013)

Pookulangara & Shephard
(2013)

Aakko & Koskennurmi-
Sivonen (2013)

laundering, repair

Collett et al. (2013

trend

Eifler & Diekamp (2013)

fair trade

Hur et al. (2013)

Ritch & Schroder (2012)

Peterson et al. (2012)

Hyllegard et al. (2012)

<2 |2

fair labour

Fletcher (2012)

Goworek et al. (2012)

< | <

fair trade

Chan & Wong (2012)

< (<

< (<

Ellis et al. (2012)

2|2 (<]

Hill & Lee (2012)

Jones & Williams (2012)

fair trade practices, labour
standards, workers rights

Perry (2012)

No forced labour, no
discrimination, no sweatshop
practices

Jagel et al. (2012)

Desai et al. (2012)

material waste
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Cervellon & Carey (2011) ~

Ha-Brookshire & Norum N v N v laundering requirements
(2011)

Connell (2010) ~

Gam et al. (2010) ~ NBR \/

Farrant et al. (2010) N

Bitzer & Glasbergen (2010) v fair trade

Laudal (2010) N human rights, labour
standards, environmental
standards, corruption

Sneddon et al. (2010) R

Niinimiki (2010) R N W[V Y N Easy care, reparability

Appendix 2. The most frequently investigated apparel cues (2010-2021).

Note: The articles cited in Appendix 2 are not included in the “Reference’ section. However,
they can be made available upon request.
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Researchers Year Country Population/Subjects Products/Services Product cues (ranking)
Martin 1971/ U.S.A. n = 243 purchases Dress and coat Price, colour, material content, brand name,
1972 store identification, garment care, department of
store where sold, salesgirl’s evaluation of
quality, salesgirl’s evaluation of style

Szybillo and 1974 U.S.A. n =90 (female Nylon hosiery Price, store image, product composition

Jacoby undergraduate (method: 2X3X3
students) factorial analysis)

Sproles and 1978 US.A. n =989 (adult Women’s outerwear Style, colour, fabric pattern/design, conservative

Geistfeld female) (method: mail survey) styling, current fashion, comfort, ease of care,

construction, cost, durability, fibre content,
store, opinion of my shopping companion, brand
name, store’s salesperson

McCullough 1980 U.S.A. n =98 (parents) Children’s clothing Durability, colourfastness, appearance, comfort,

and Morris safety, ease of care

Etgar and 1981 U.S.A. n=133 Sneakers Price, comfort, durability, style

Malhotra (undergraduate
students)

Dickerson 1982 US.A. n =277 women Apparel: imported vs. Country-of-origin
n =119 men, and U.S. - produced
n = 12 could not be (method: structured
identified telephone interview)

Davis 1985 US.A. n =78 (female Skirts (method: Brand label, physical quality: construction
undergraduate experimental research; quality, fabric quality, quality of the notions,
students) 3X2 factorial analysis) quality of design, over-all quality,

fashionability, status, uniqueness

Hatch and 1985 U.S.A. n =40 (female Socks, sweaters, Fabric weight, fibre content, care instruction,

Roberts teachers and county blouses/shirts, men’s price, seals of approval, warranty, country-of-
agents) suits origin, brand name, colour, construction, style,

appearance

May and 1985 US.A. n =490 (276 Juniors:  Clothing Fit, style, quality construction, price, care,

Koester 9-12; 145 colour, brand, coordinate with other clothes,
Intermediates: 13-15; latest fashion
69 Seniors: 16-19)

McLean et al. 1986 U.S.A. n = 114 (students) Imported blouses and Wardrobe coordination (1), colour (2), price,
n=112 (club domestic blouses trim, construction quality, fabric quality, fit,
women) (method: questionnaire durability, brand

survey with 2 Groups)
Sternquist and 1986 U.S.A. n =49 female Sweaters Store status, country-of-origin
Davis students (method: experimental
research)
Cassill and 1987 U.S.A. n = 842 (female Social apparel and Brand name, store name, pleasing to others,
Drake consumers) employment apparel quality of construction, fibre content, suitability
to individual, price, good buy, appropriateness
for occasion, good fit, durability, fabric type and
quality, ease-of-care, comfort, beautiful or
attractive, fashionable, colour, sexy, prestige

Davis 1987 US.A. n =65 Study 1: about  Blouses Style (S1:1, S2:2), price (S1:2, S2:2), fabric
quality, (method: experimental (S1:3, S2:4), store (S1:4, S2:7), fit (S1:5, S2:3),
n =55 Study 2: about  research — behavioural care label (S1:6, S2:5), general construction
fashionability process techniques) (S1:9, S2:6), manufacturer neck label (S1:7,
(undergraduate S2:8), department in the store (S1:8. S2:9),
female students) salesperson’s opinion (S1:10, S2:10)

Bergeron and 1988 U.S.A. n =190 (college Clothing Country-of-manufacture: domestic-made or

Carver students, 91% imported apparel
female) Fit (1), quality (2), style (3), COO (least)

Ettenson et al. 1988 US.A. n=105 (61 female Blouses/dress shirts Females:
and 44 male (method: survey-based Fibre content (PR: 1, PO:1), price (PR:2, PO:2),
undergraduate attitude research and the ~ Style/cut (PR:3, PO:3), country-of-origin (PR:4,
students) conjoint analysis — pre- PO:4), quality (PR:5, PO:5), brand (PR:6, PO:6)

test/PR and post- Males:

test/PO) Fibre content (PR: 1, PO:1), price (PR:2, PO:2),
Style/cut (PR:3, PO:3), country-of-origin (PR:6,
PO:4), quality (PR:4, PO:5), brand (PR:5, PO:6)

Davis et al. 1990 U.S.A. n =395 (female Men’s shirts and Country-of-origin, store prestige, “Buy
shoppers) women’s sweaters American” information

Heisey 1990 U.S.A. N =40 (female Sweater Price, vendor, country-of-origin, fiber content,
undergraduate (method: experimental care procedure
students) design)
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Gipson and
Francis

Fiore and
Dambhorst

Lang and
Crown

Lee and Burns

Lennon and
Fairhurst

Labhard and
Morris

Lin and
Sternquist

Hsiao and
Dickerson

Forsythe et al.

Miller

Kawabata and
Rabolt

Fowler

Chan et al.
Chen-Yu and
Kincade

Hines and
Swinker

May-Plumlee
and Little

1991

1992

1993

1993

1994

1994

1994

1995

1996

1998

1999

1999

2001

2001

2001

2001

US.A.

US.A.

Canada

USA. &
Korea

US.A.

US.A.

Taiwan

Taiwan &
US.A.

US.A.

U.S.A.

US.A. &
Japan

U.S.A.

Hong
Kong
US.A.

US.A.

U.S.A.

n = 181 (adult female
sweater purchasers)

n =90 (female
college students)

n =106 (female
consumers)

n =82 U.S. college
students

n =92 Korean
college students

n =205 (150 students
and 55 nonstudent
adults)

n =114 (female
college students)

n = 265 (shoppers)

n = (105 Taiwanese
and 126 U.S. college
students)

n = 122 (shoppers)

n=313 (161 women
and 152 men
undergraduate
students)

n =186 (U.S. female
college students)

n =278 (Japanese
female college
students)

n =97 college
students (56% female
and 44% male)

n = 80 (women)

n =120 (college
students)

n =71 students (pre-
test)

n = 65 students (post-
test)

Point-of-sale (POS)
data: 272 bra
purchased by 170
female consumers

Women’s sweater
(method: an intercept
study)

Women’s sportswear
pants

Sweatshirt
(method: intercept
interviews, conjoint
analysis)

Jacket and dress
(study: self-

consciousness; method:

questionnaire survey)
Apparel and a blouse

Sleepwear

Women’s sweater

Leisurewear
(method: hand-in
questionnaire survey)
Taiwan: (T)

U.S.A.: (US)

Men’s dress shirts

Apparel

Clothing
U.S.A.: (US)
Japan: (J)

Sports apparel
Women: (W)
Men: (M)

Bra

Sweatshirt

(method: experimental
research)

Clothing

Bra
(method: point of sale
purchase data)
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Fit (1), colour (2), co-ordinates with existing
wardrobe (3), quality of workmanship (4),
style/design (5), expected durability (6), feel of
garment (7), ease of care (8), price (9), fibre
content (10), fashion (11), warmth/coolness
properties (12), store (13), designer label/brand
name (14), country-of-origin (15)

Layout: styling, silhouette and shape,
fashionability, compatibility

Fabric: tactile quality, weight, fiber content, use
of fabric, care, well constructed, feel of hand,
overall pleasingness

Newness: novelty of style

Country-of-origin, quality, price, style, fit

Fashionability, durability, attractiveness, brand
name, style/design, construction, fabric design,
fabric, care, colour, fastener, price, comfort

Aesthetic (e.g., stylish), usefulness (e.g.,
versatile), performance (e.g., does not shrink),
and extrinsic criteria (e.g., brand name)
Comfort (1), style/design (2), fit (3), colour (4),
durability (5), fibre (6), care (7), cost (8),
sexiness (9), brand name (10)
Country-of-origin, store prestige

Price (T:1, US:1), style (T:2, US:3), size/fit
(T:4, US:2), quality (T:3, US:4), colour (T:5,
US:5), brand (T:6, US:7), fabrication (T:7,
US:6), country-of-origin (T:8, US:8), media
exposure (T:9, US:9)

Sturdiness/durability, style/aesthetics,
lasting/care

Colour

Fit (US:1; J: 2), style/design (US: 2; J: 1),
quality (US: 3; J: 5), price (US: 4; J: 4), colour
(US: 5; J: 3), fashion (US: 6; J: 9), durability
(US: 7; J: 6), care/maintenance (US: 8; J: 7),
fibre content (US: 9; J: 8), brand name (US: 10,
J: 10), country-of-origin (US: 11,J: 11)
Comfort (W: 1, M: 1), fit (W: 2, M: 2), style
(W: 3, M: 3), colour (W: 4, M: 5), good value
(W: 5, M: 7), durability (W: 6, M: 6), brand (W:
7, M: 4), ease of care (W: 8, M: 8)

Comfort (1), fitting (2), functions: pushing,
uplifting (3), aesthetic (4), fashionable (5),
seamless (6), brand image (7)

Store name, price, country-of-origin,
performance information: shrinkage, pilling

Brand, care instruction, closures, colour,
country-of-origin, fashionable, fibre content, fit,
garment will hold shape, how long it will last,
how fabric feels, interfacings, length of stitch,
lining, plaids/stripes matched, price, seam
width, store, style details, style good for my
figure, thread matches, type of fabric, type of
seam, width of hem

Colour, fabrication, design



Moore and
McGowan

DeLong et al.

Herbst and
Burger

Hsu and Burns

Zhang et al.

Bye and
Reiley

North et al.

Chowdhary &
Ryan

Ahmed and
d’ Astous
Chen et al.

Chae et al.

Swinker and

Hines

Wang and
Heitmeyer

Wu and
Delong

de Klerk and
Tselepis

Rahman et al.

2001

2002

2002

2002

2002

2003

2003

2003

2004

2004

2006

2006

2006

2006

2007

2008

Poland

South
Korea &
US.A.

South

Africa

Taiwan &
US.A.

China

US.A.

South
Africa

USA

China

China

U.S.A.

U.S.A.

Taiwan

China

South
Africa

China

n =356 (male and
female college
students)

n = 34 (Korean
university studentsO
n = 32 (US university
students)

n =213 (81 male and
132 female high
school students)

n = 119 Taiwanese
and 84 U.S. college
women)

n=3,534
respondents

n =85 (95% female
& 5% male college
students)

n =227 (female)

n = 22 mastectomy
(breast cancer)
survivors

n =209 (male adults)

n =167 surveys

n = 18 females (focus
group interview)

n = 124 women

n =146 (93% female
& 7% male college
students)

N =485 (344 female
and 141 male
consumers)

n =219 (shoppers
wearing jeans)

n = 128 early-
adolescent female
consumers

n =203 (female
students)

Apparel

Jeans
Korea: (K)
U.S.A.: (US)

Jeans

(method: conjoint
analysis)
Clothing

Casual wear
(method: questionnaire
survey)

Clothing: jeans, T-shirt,
lingerie, dresses

Shirt

(method: conjoint
analysis)

Apparel (mastectomy
bras, sew-in pockets,
camisoles, swimsuits,

intimate apparel, formal

dresses, informal
dresses, running or

logging clothes, walking

clothes

T-shirt

Children’s clothing

Tennis Wear

Clothing

Apparel

Denim Jeans

Clothing

Pyjamas
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Price

Colour (K:1, US:1), style/design (K:2, US:4),
brand name (K:3, US:4), fit of rise (K:4, US:6),
tactile quality (K:5, US:3), details (K:6, US:4),
price (K:7, US:3), fabric quality (K:8, US:5),
comfort (K:9, US:5), fit (K:10, US:2)

Brand (1), style (cut/fit) (2), place of purchase
(store) (3), price (4)

Size/fit (1), comfort (2), style (3), coordination
with other clothing (4), colour (5),
appropriateness for campus wear (6), quality (7),
fabric (8), price (9), pleasing to others (10),
brand name (11), and location of manufacturer
(12)

Fit (1), comfort (2), style (3), colour (4),
workmanship (5), price (6), permeability (7),
fabric softness (8), trendiness (9), durability
(10), easy care (11), brand (12), fibre content
(13), warmness (14), fabric thickness (15)

Fibre content, care instruction, garment
dimensions, fabric: hand & weight, fit, country-
of-origin, colour accuracy, size charts, customer
service

Brand, style, retail store, price

Pre-test: body comfort (1), appearance (2), price
(3), fit (4), size (5), care & maintenance (6),
fashionability (7), fabric texture (8),
appropriateness (8), occasion (9), aesthetic (10),
fibre content (10), special need (11)

Post-test: Body comfort (1), appearance (1), fit
(1), price (2), care & maintenance (3), fabric
texture (4), fashionability (4), fibre content (5),
appropriateness (6), occasion (7), size (7),
aesthetics (8), special need (9)
Country-of-design, country-of-assembly, store
type, price, and satisfaction assurance

Quality (1), style (2), personal preferences (3),
trends (4), price (5), conformity (6), easy care
(7), and brand (8)

Comfort (1), fit (2), construction quality (3), size
assortment (4), price (5), fabric quality (6), fibre
content (7), style (8), attractiveness (9), colour
(10), fashionability (11), alteration (12), brand
name (13), pleasing to others (14)

Style/fit (1), price (2), fashionability (3), colour
(4), fabric feels (5), design features (6), brand
name (7), wrinkle properties (8), durability (9),
dimensional stability of fabric (10), pilling (11)
Care instruction, brand name, quality, fibre
content, comfort, colour, attractiveness,
fashionableness, good fit, good price, ease of
care, suitability, appropriate for occasion,
overall attitude

Comfort (1), fit/shape (2), design/cut (3),
fashion (4), quality (5), durability (6),
casualness (7), good (8), price (9), fabric (10),
care (11), style (12), workmanship (13), brand
(14), character (15), versatility (16), country-of-
brand-origin (17), authenticity/classic (18),
various feelings (19)

Intrinsic dimension: ease, style, fabric, size

Comfort, quality, fabric, price, style, brand,
country-of-origin



Rahman et al.

Rahman et al.

Jin et al.

Rahman

Jegethesan et
al.

Bennur & Jin

Jin & Bennur

Sun et al.

2009

2010

2010

2011

2012

2013

2015

2021

China

Canada
/China

China/
India

Canada

Australia

India &
USA

USA,
China,
Korea &
India,

U.S.A.

n =256 (male
students)

N =247 (Chinese
female students)
n=380 (Canadian
female students)

n = 152 (Chinese:
54.6% females &
43.4% male)

n = 150 (Indian:
34.7% female &
65.3% Male)

n = 380 females
undergraduate
students

n =206 male and
female fashion
apparel
consumers
USA:n=335
India: n =335
College students
USA:n=335
China: n =335
Korea: n =335
India: n =335

n = 1,800

Amazon Mechanical

Turk respondents
60% female, 40 %
male

Mean age =37.4

Sleepwear

Women’s denim jeans
(method: questionnaire
survey with visual
stimuli)

Canada: (CA)

China: (CH)

Denim jeans
China: (CH)
India: (IN)

Women’s denim jeans
(method: questionnaire
survey with visual
stimuli)

Denim Jeans

Denim Jeans

Denim Jeans
U.S.A.: (US)
China: (C)
Korea: (K)
India: (I)

New and secondhand
clothes

Comfort, quality, fabric, price, style, brand,
country-of-origin

Fit (CA:1; CH:2), style (CA:2; CH:4), quality
(CA:3; CH:3), comfort (CA4; CH:1), price
(CA:5; CH:7), colour (CA:6; CH:5), fabric
(CA:7: CH:6), brand (CA:8; CH:8), country-of-
origin (CA:9; CH:9)

Design elements: silhouette, rise, leg opening,
back pocket embellishment, fabric, colour
Price (CH:1; IN:4), Fitting (CH:2; IN:1),
country-of-origin (CH:3; IN:2), Quality (CH:4;
IN:5), design (CH:5; IN:3)

Fit (1), style (2), quality (3), comfort (4), price
(5), colour (6), fabric (7), brand (8), country-of-
origin (9)

Design elements: silhouette, rise, leg opening,
back pocket embellishment, fabric, colour
Price (1), brand (2), ethics (3), COO (4), style
O]

Fitting, design, fashionability, quality,
workmanship, versatility, price, brand

Must-be attributes: workmanship (I, US), price
(1), quality (US), fitting (US)

Performance attributes: quality (I, C, K), fitting
(I, C, K), workmanship (C, K), price (C, K, US),
fashionability (C), design (US)

Attractive attributes: design (I, C), brand (I, C),
fashionability (I, K, US), versatility (C, K. US)
Indifferent attributes: versatility (I), design (K),
brand (K, US)

Style (1), price (2), durability (3), colour (4),
sustainability (5)

Appendix 3. Apparel studies with diverse product cues.

Note: Comfort and colour cues are highlighted in yellow. Please note that this list is not

exhaustive or comprehensive.
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Keyword Occurrences Ranking Total Link

(Top 10) Strength
Cluster 1 in red (46 items)
adoption 10 56
antecedents 17 114
attitude 29 162
attitudes 61 5 353
behavior 76 2 463
brand 14 111
choice 11 56
communication 20 92
consciousness 10 62
consumer behavior 25 102
consumers 66 3 368
consumption 128 1 691
decision-making 13 64
determinants 20 126
environment 15 84
environmental concern 14 68
fair trade 11 58
fashion consumption 17 76
green 55 6 335
identity 14 73
impact 62 4 323
information 20 111
intention 22 152
intentions 15 90
knowledge 28 178
materialism 12 72
motivations 27 165
organic cotton 10 57
perceived value 14 85
perceptions 49 7 282
planned behavior 40 9 254
price 15 96
products 39 9 249
purchase 15 91
purchase intention 23 132
quality 21 113
satisfaction 19 104
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slow fashion

social media

sustainable clothing
sustainable consumption
theory of planned behavior
trust

values

willing-to-pay

28
19
12
37
10
14
37
24

247

10

97
107
63
178
64
78
214
131




textile 22 100

trade 12 59
transparency 10 43
Cluster 3 in blue (23 items)
apparel 65 3 321
clothing 39 6 169
consumer 52 5 283
consumer behaviour 25 9 121
design 61 4 277
eco-fashion 13 65
ethical fashion 38 7 199
ethics 17 100
fashion 135 2 588
fashion design 11 24
market 13 72
myth 18 107
product 24 10 141
recycling 20 87
reuse 14 61
social responsibility 20 94
sustainability 276 1 1136
sustainable design 17 50
textile waste 14 75
textiles 31 8 123
upcycling 11 31
waste 15 100
Cluster 4 in mustard (19 items)

barriers 32 3 201
business model 14 76
business models 14 84
circular economy 52 2 246
circular fashion 14 59
clothing consumption 12 43
collaborative consumption 26 8 135
economy 19 9 101
framework 32 4 169
future 28 6 144
innovation 18 106
luxury 26 7 155
models 12 57
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opportunities 12

perspective 17

sharing economy 31 5

sustainable 14

sustainable business models 13

sustainable development 18 10
sustainable fashion 81 1

82
114
155

62

66

88
300

Appendix 4. Four clusters of co-occurrences of all keywords.
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Online Questionnaire Survey

Understanding the importance of apparel evaluative attributes (sustainable and non-
sustainable) through different socioeconomic perspectives

Thank you in advance for taking the time to consider participating in this research study titled
“Understanding the importance of apparel evaluative attributes (sustainable and non-sustainable)
through different socioeconomic perspectives” conducted by Osmud Rahman (Principal
Investigator and PhD candidate) of Concordia University in Canada.

By volunteering, you will be asked to complete a 15-minute online survey that is completely
anonymous. Survey questions focus on fashion consumption, sustainable practices and
ecolabelling. Participation in this study is voluntary. You may decline to answer any questions that
you do not wish to answer and you can withdraw your participation at any time, you may simply
close your web browser and no data will be submitted. There are no known or anticipated risks
from participating in this study.

It is important for you to know that any information that you provide will be anonymous. All of
the data will be coded, summarised and no individual could be identified from the final results.
Furthermore, the web site is programmed to collect responses alone and will not collect any
information that could potentially identify you (such as machine identifiers).

The data, with no personal identifiers, collected from this study will be maintained on a password
protected computer database in a restricted access area of the university. In Addition, the data will
be electronically archived after completion of the study and stored for three years and then erased.

Should you have any questions about the study, please contact Osmud Rahman (e-mail:
orahman(@ryerson.ca or 416-979-5000, extension 6911), or if you have any questions about your
rights as a research participant in this study, please contact the Concordia University [or
collaborator’s university] Research Ethics Unit — GM 900 (Tel: 514-848-2424 ext. 7481; email:
oor.ethics@concordia.ca; or www.concordia.ca/offices/oor.html).

We would like to assure you that this study has been reviewed and approved ethics clearance
through the Research Ethics Board at Ryerson University. However, the final decision about
participation is yours. Thank you for your consideration.

If you like to participate in this study, please read the following information.
Consent of Participant
By clicking on this consent form, you are not waiving your legal rights or releasing the investigator

or Concordia University from their legal and professional responsibilities.

*Required
I have read and understood the above information.
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I am aware that I may withdraw from the study at any time by just closing the web browser. With
full knowledge of all foregoing, I agree, of my own free will, to participate in this study. Please
click here to agree and to begin the questionnaire.

* Agree or Disagree

NOTE: The term “Eco-friendly”, for use of this survey, is defined as goods and services
considered to inflict minimal or no harm on the environment. Please select the best option.

Section 1: Environmental Consciousness, Concern and Behaviour
(5-point Likert scale from “strongly disagree” to “strongly agree”)

1. I would be willing to reduce my consumption to help protect the environment
2. Protecting the natural environment increases my quality of life

3. When I have the choice between two equal clothing items, I purchase the one less harmful to
others and the environment

4. I would avoid buying clothing items if it had potentially harmful environmental effects
5. Supporting environmental protection makes me more committed to the environment

6. I would rather spend my money on eco-friendly clothes more than anything else

7. 1 prefer to purchase eco-clothing even if it is somewhat more expensive

8. Supporting environmental protection makes me more socially responsible

Section 2: Sustainable and Non-Sustainable Cues
(5-point Likert scale from “unimportant” to “very important’)

9. How important the following (non)-sustainable factors can affect your purchasing decision of
clothing?
e Less Water Use
Air Quality
Less Energy Use
Worker Safety
Fair Wages
No Child Labor
No Animal skin use
Recycling (ability to recycle/reuse/ dispose)
Certified Eco-friendly Label
Certified Ethical Label (Sweatshop-free product)
Garment Fit
Comfort
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e Fiber/Material

¢ Quality workmanship
e Colour

e Style

e Brand

e Price

e Country of origin
e Durability

Section 3: Importance of Certified Environmental Product and Labelling
(5-point Likert scale from “strongly disagree” to “strongly agree”)

10. I believe that environmental information on the product label is important

11. I generally believe in the environmental information on the product label

12. Tunderstand the concept of environmental certification

13. I believe that there is a need for environmental certification of the fashion related products
14. I believe environmental certification can be helpful for buyers

15. If available, I would seek out environmentally certified clothes

Section 4: Recognition of Sustainable Labels including Eco-/Ethical Labels

16. Do you know about any of these popular textile Eco-labels?

(o]
-~
(U]
7 A
FAIRTRADE CARE & FAIR
Fair Trade Care & Fair-Siege Global Organic Textile
—L Clean
FAIR Clothes
WEAR campalgn Testato per sostanze nocive
=xF secondo Oeko-Tex® Standard 100
FOUNDATION 1400697.0 CENTROCOT
Fair Wear Foundation Clean Clothes Campaign Oeko-Tex Standard 100

Or “I don’t know any of these labels”
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Section 5: Sociodemographic & Behavioural Questions

17. How much money do you spend on clothing per year?
Less than 5% of my income

5-10% of my income

10-15% of my income

15-20% of my income

20-25% of my income

25-30% of my income

More than 30% of my income

18. What is your Employment status?
Student

Full-time Employee

Part-time Employee

Self-Employee

Unemployed

Homemaker

Other:

19. Sex
Male
Female
Other

20. To which annual income bracket do you belong to
Less than $10,000

$10,000 — $39,999

$40,000 — $69,999

$70,000 — $99,999

$100,000 — $129,999

$130,000 — $159,999

$160,000 or above

21. What is your age? [type in your age]

22. What is the highest level of education you have completed?
PhD

Master’s degree

Bachelor’s degree

College Diploma/Higher Diploma High school

23. Which of the following best describes your current relationship status?
Married

Widowed

Divorced
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Separated
In a domestic partnership
Single

SUBMIT

Thank You for your Participation!

Appendix 5: Online questionnaire survey.
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CERTIFICATION OF ETHICAL ACCEPTABILITY
FOR RESEARCH INVOLVING HUMAN SUBJECTS

Name of Applicant: Osmued Rahman

Departmenit: External\External

Agency: N/A

Title of Project: Understanding the importance of apparel evaluative

attributes (sustainable and non-sustainable} through
different socioeconomic perspectives

Certification Number: 30014300

Valid From: March 23,2021  Teo: March 22, 2022

The members of the University Human Research Ethics Committee have
examined the application for a grant to support the above-named project, and
consider the experimental procedures, as outlined by the applicant, to be
acceptable on ethical grounds for research invelving human subjects.

Lt Domt”™

Dr. Richard DeMeont, Chair, University Human Research Ethics Committee

Appendix 6: Certificate of ethical acceptability for research involving human subjects.
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