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Abstract 

Cities all over the world have increasingly covered the topics about sustainable development. In the recent years, 

the garment industry has presented responsibilities and engagements towards sustainable development. 

Environmental awareness has increased in most societies. There is no doubt that consumers are demanding for 

more sustainable measures and this increases pressure on apparel enterprises to take actions and implement 

policies in order to secure their business. In terms of the garment industry, there is a rise of sustainably 

consciousness in the past decades.This leads to the purpose of this research project, which is to identify the key 

factors that affect consumer attitudes and behaviour regarding sustainability issues in textile industry, with a 

consumer study in Hong Kong. Key objectives in this research relate to consumer awareness of sustainable 

development aspects in garment purchasing decisions. This is a qualitative consumer study with an exploratory 

approach. Hong Kong citizens who were born in the 1990s were selected to join the two focus groups. This is 

because this generation is consumption-oriented, and also more conscious to sustainable development. It can be 

concluded that numerous factors and considerations that play an essential role in consumers’ purchasing decision 
in garment industry. Moreover, consumers perceive that several parties are responsible for being sustainable as 

this has been important in this industry. 
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Summary 

With a growing population across the world, the increased textile production has brought a negative result to the 

environment. Consumers nowadays purchase clothes with many different reasons and they are more aware of the 

sustainability issues within the garment industry. Problems relating to garment production, consumption, use and 

recycling are becoming increasingly visible in many societies. As the society is more willing to express concerns 

towards ‘green’ issues within the fashion supply chain, the environmental values and perceptions may affect the 

consuming behaviour of garments. The apparel companies are likely to gain advantages by establishing 

sustainable practices; therefore, there is an ongoing process with more brands to strive for a more sustainable 

textile production. Consumer attitudes towards sustainability within the industry are explained in terms of the 

consumer study in Hong Kong. Based on the investigations and findings, significant factors are drawn in the 

consumers’ purchasing decision. In addition, consumers perceive that several parties are responsible for being 

sustainable as this has been important in this industry. 
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1 Introduction 
 

This chapter is the introduction of this study, including the background information of sustainability in 
the apparel industry, problem overview in Hong Kong, aims, research questions, delimitations and 

outline. 

 

1.1 Background of the study 
 

In the past decade, advertisements and promotions on social media lead people to buy new garments 

and update their closet which they may not need (Kong et al., 2016). Moore and McNeill (2015) 

illustrate that a contemporary term called “fast fashion”, which responds to consumer demands and 

offers seasonal products with low prices, all of which harms the environment to a large extent. 

Consumers all over the world need and buy garments. The consumption patterns are determined by a 

number of context bound factors (Lee, 2009), which ties to culture, economy and societal awareness of 

sustainable development implications. 

 

Garment production is associated with a vast number of sustainability challenges in areas such as 

pollution, use of resources, exploitation and corruption. Due to the high greenhouse gases emission 

level, the textile industry is the second largest polluter in the world (Moore & McNeill, 2015). By 

looking into various stages of producing an item in this industry, the disadvantages that has brought to 

the environment are more visible. According to Lee and Hill (2012), the manufacturing process, 

including production of fibre and yarn, transportation for selling, and also disposal of garments. All of 

these processes contribute to the pollution. This industry requires a tremendous amount of energy, water, 

and chemicals, for example, a significant number of pesticides and fertilizers are used in growing cotton 

(Kadolph & Pasricha, 2009). More than just the environmental field, the social aspect is also worth 

mentioning. Winter and Lasch (2017) state that it is common to outsource apparel production under 

globalization; hence, there is a growing awareness of the safety issues in the workplace and exploitation 

of labour. 

 

Nevertheless, sustainable development regarding textile industry has received a lot of attention, 

especially among marketers, consumers and researchers (Grehan et al., 2005). Sustainable fashion is 

also regarded as eco-fashion or green fashion, and this concept reveals that the garment production 

should not harm the environment or the society (Shen et al., 2013). For example, from the perspectives 

of apparel companies, using recycled materials or organic fibre for the production process and fair 

working conditions, which are all traceable and transparent (Bhaduri & Ha-Brookshire, 2011). 

Moreover, from consumers’ perspectives, an ‘after-life’ can be provided for clothing in order to 

minimise the waste, such as cloth swapping or donations to second-hand stores (Zukin & Smith, 2004). 

Therefore, more long-term actions have been emerging regarding the sustainability in this industry. 

 

In the recent years, the garment industry has presented responsibilities and engagements towards 

sustainable development (Kong et al., 2016). Environmental awareness has increased in most societies 

(Shen et al., 2013). There is no doubt that consumers are demanding for more sustainable measures and 

this increases pressure on apparel enterprises to take actions and implement policies in order to secure 

their business (Birtwistle & Moore, 2007). In terms of the fashion industry, there is a rise of sustainably 

consciousness in the past decades (Lee, 2009). Problems relating to garment production, consumption, 

use and recycling are becoming increasingly visible in many societies. Asian cities suffer from serious 

air pollution and a high level of garbage disposal which leads to a rapid diminished landfill area (Civic 

Exchange, 2007). Therefore, the society is more willing to express concerns towards ‘green’ issues 

within the fashion supply chain. The environmental values and perceptions can affect the consuming 

behaviour of garments.  Lee (2009) also indicates that apparel retailers have promoted products with 

stronger durability and higher chances to be recycled in order to offer consumers some efforts to work 

for sustainability. As companies are likely to gain advantages by establishing sustainable practices, this 
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is an ongoing process with more brands to strive for a more sustainable textile production (Shen et al., 
2013). 

 

1.2 Problem overview 
 

Since customers have various views towards sustainability of apparel brands, research about the 

relationship between sustainability and consumer attitude has been conducted in different countries 

(Bhattacharya & Luo, 2006). However, previous research has primarily concentrated in other countries 

but not Hong Kong. Hong Kong consumers are less likely to realize the environmental threats caused 

by garments during purchasing decision, compared to the Western countries (Lee, 2019). This may due 

to a lack of information about sustainability concepts and the negative impacts brought by the garment 

industry. As a result, there is a low level of consumer awareness towards sustainable production and 

consumption. Hence, there are not enough elaborations and justifications on the purchasing behaviour 

within the apparel industry. This study mainly focuses on explaining the consumer perceptions and 

behaviours in relation to sustainability when making a garment purchasing decision in Hong Kong. 

 

In order to raise the awareness of Hong Kong consumers towards sustainable fashion, it is important 

for the apparel brands to promote their sustainable actions. Sustainable measures are taken by these 

brands; however, it remains questionable whether these actions positively affect the consumers’ 

purchasing decision. This thesis investigates how Hong Kong citizens perceive sustainability and 

whether it is a factor to change their consumption behaviour in purchasing clothes. Key questions relate 

to how easy it is for them to get access to the information about sustainable actions from textile brands, 

and to what extent do they want to receive information about the sustainability background of an apparel. 

These serve as an opportunity for further investigation for this study.  

 

1.3 Aim and delimitations 
 

The aim of this project is to identify the key factors that affect consumer attitudes and behaviour in 

Hong Kong regarding sustainability issues in textile industry. Key objectives in this thesis relate to 

consumer awareness of sustainable development aspects in garment purchasing decisions. 

 

The following is the research questions based on the aim: 

 

• What are the factors that affect consumers in purchasing clothes? 

• What are the perceptions of consumers regarding sustainability in garment industry? 

 

In terms of the delimitations, this research focuses on consumers perspectives; the project is conducted 

from the perspectives of consumers. Perceptions and values of apparel companies are not prioritized in 

this study. Furthermore, only Hong Kong citizens are selected as participants for the aim and purpose. 

 

1.4 Thesis outline 
 

There are seven chapters in this thesis. An illustration of the outline is shown in Figure 1. 

 

Chapter 1 is the introduction of this study, including the background information of sustainability in the 

apparel industry, problem overview in Hong Kong, aims, research questions, delimitations and outline. 

 

Chapter 2 is the theoretical framework, mentioning the consumer behaviours and attitudes during a 

decision-making process, and the factors that affect consumption habits. The chapter concludes with a 

presentation of Social Practice Theory which is used as a conceptual framework. 
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Chapter 3 is the method, which refers to the evaluation method carried in this research. Qualitative 

research is illustrated, which is conducted in the form of focus group. The principle, procedure and 

analysis method are indicated for the focus group. This is regarded as the subjective assessment. 

 

Chapter 4 is the empirical background, which reveals the previous studies and empirics in sustainable 

fashion consumption, including the basic knowledge of both sustainability and garment industry. 

 

 
Figure 1. Illustration of the outline of the study 
 

 

Chapter 5 is the results and analysis. The data collected from the two focus group sessions are explained 

in detail. The descriptions of different perspectives and views of the participants are provided. 

 

Chapter 6 is the discussion. The results are further explained using the research questions as a structure 

for the discussion. 

 

Chapter 7 is the conclusions, showing the major outcomes and suggestions, as well as implications and 

limitations of this research project. 
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2 Theoretical framework 
 

Chapter 2 mentions the consumer behaviours and attitudes during a decision-making process, and the 

factors that affect consumption habits. The chapter ends with a presentation of Social Practice Theory 

which serves as a conceptual framework for the project. 

 

2.1 Consumer behaviour 
 

There are psychological and sociological factors which affect consumer behaviour when consumers are 

making a decision (Hawkins & Mothersbaugh, 2010). Psychological elements are internal 

considerations, for example, motives, personality, memory, learning, and attitudes. Sociological 

components are external factors, such as social status, culture, reference groups, and marketing 

activities (Askegaard et al., 2006). Companies and researchers have to combine both these kinds of 
factors in order to understand conditions for consumer markets. 

 

2.1.1 Psychological considerations 
 

Needs and wants have to be distinguished how they motivate consumers in the purchasing decisions. 

Maslow’s Hierarchy of Need is commonly and widely used in explaining the theory of need, as shown 

in Figure 2. When the needs are fulfilled on a lower level, there will be a progression to the higher level 

(Maslow, 1943). In general, garments can fulfil the needs in all the levels within this hierarchy. They 

are regarded as basic human needs and mainly serve for three purposes, which are protection, decoration, 

and modesty (Markkula et al., 2010). 

 

 
Figure 2. Maslow’s Hierarchy of Need (Maslow, 1943) 
 

More than just basic needs, clothing can be a choice to determine psychological needs and self-

fulfilment, as stated at the top part of the hierarchy model in Figure 2.1, which can also reflect one’s 

individual identity (Lundblad & Davies, 2016). According to Sirgy (1982), the actual self, the social 

self, and the ideal self, are the three main aspects to view self-concept: the actual self is how one 

perceives himself or herself, the social self is how one perceives other people view him or her, and the 

ideal self is how one would like to be viewed by others. This self-concept is applied in the social identity 

theory, which includes individual characteristics such as abilities, interests, and potentials (Sirgy, 1982). 
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Therefore, the consumption behaviour can be reflected by the people’s attitudes towards themselves 

(Askegaard et al., 2006). This is especially applicable towards young people, who are more eager to 

relate self-expression to their own identities in order to develop belongingness and social status 

(Hawkins & Mothersbaugh, 2010).  

 

There are numerous internal reasons which can drive consumer to purchase products, both rational and 

emotional factors are significant motives regarding consumer behaviour (Askegaard et al., 2006). 

Rational factors illustrates the general selection of goods, such as the price and the quality, while 

emotional ones are rather uncontrollable feelings that leads the decision-making process satisfy an 

individual’s needs and wants (Askegaard et al., 2006). It is common for consumers to purchase goods 

for their values rather than their functions, therefore, the product image, brand name, and the after-sale 

service are considered as motives (Markkula et al., 2010). If the goods and services can meet the goal 

of a consumer, this further develops consumer loyalty towards the enterprise. There are no concrete 

rules of the internal factors that influence consumer behaviour, and the each purchasing decision can 

satisfy more than one need (Hawkins & Mothersbaugh, 2010).  

 

2.1.2 Sociological considerations 
 

In terms of the external sociological aspect, social and peer groups can significantly one’s aspirations 

and consumer behaviour, which can be large or small, formal or informal groups (Lundblad & Davies, 

2016). As mentioned in the psychological elements above, one can develop the personal identity in 

purchasing and consuming products, mainly in the area of social relations. Moreover, social status can 

affect consumer attitude, where people from different class and income level can show different 

purchasing pattern (Hawkins & Mothersbaugh, 2010). Askegaard et al. (2006) report that an individual 

from higher social status and income has more unrestricted capital, hence, a higher willingness to 

purchase. 

 

Culture is also a major reason that can affect consumer behaviour, and culture is a complex whole which 

contains belief, morals, knowledge, and other habits that acquired by human beings in a society 

(Hawkins & Mothersbaugh, 2010). Culture can influence various aspects of how people behave and 

they are not likely to aware of culture as it naturally takes place (Askegaard et al., 2006). Also, culture 

does not specify and explain appropriate behaviour, hence, it interprets the way of acting and thinking 

of the majority in this society (Shen et al., 2013). There are subcultures within certain groups in a nation, 

such as ethnic and peer groups, which all can influence consumer behaviour (Gam, 2011). 

 

2.2 Ethical purchasing 
 

Much research concerning purchasing behaviour is based on a perspective of a consumer as “economic 

man” (homo-economicus), a rational person that acts in accordance with his or her own needs and 

interests (Joergens, 2006). Based on this classical view of consumers, Neville et al. (2014) argue that 
there is gap between the intention and the actual behaviour. Consumers claim that they are sustainable 

and ethical in many cases, however, they rarely consider these factors when they are making a 
purchasing decision (Neville et al., 2014). It is also quite difficult to always consider ethical issues in 

daily life, so the number of sustainable decisions made is less than the expected ones based on data 

(ibid.). Many researchers suggest that ethical intentions can be reliable, but they do not always draw 

the actual result as both psychological and sociological factors affect the real-time decisions (Hawkins 

& Mothersbaugh, 2010). Therefore, these factors have to be aligned with sustainable and ethical 

knowledge in order to train ethical consumption and behaviour become a habit (Neville et al., 2014). 

Dimensions and patterns of ethical behaviours have to be planned and built before they develop into a 

habit, thus, consumers can behave ethically in the purchasing process consistently (Devinney et al., 

2010). In conclusion, more than just the responsibilities of the companies in turning sustainable 

information available and transparent to consumers, consumers have the responsibility as well in 

developing an ethical lifestyle in order to reduce the gap between intention and behaviour.  
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2.3 Social practice theory 
 

There are a great deal of theories that can be used for explaining human behaviour, and the ontological 

starting point can be seen as a social order which has two directions that are opposite. These two 

foundations for understanding human behaviour may rest on homo-economicus or homo-sociologicus 

(Reckwitz, 2002). Homo-economicus suggests that individuals’ rational intentions, based on 

psychology focusing on individual needs, shape the social order in the world, while homo-sociologicus 

claims a more sociological perspective, where individuals follow the norms and rules which are 

commonly accepted (ibid.).  

 

Instead of focusing on consumer attitudes, giving more attention to what consumers do in terms of 

practices in purchasing, use and disposal of product paves the way for a new theoretical perspective, 

Social Practise theory (SPT). Social Practice Theory is seen as a method to understand human beings’ 

actions by the components in daily routines (Ajzen, 1991). From SPT, actions instead of the attitudes 

from consumers are identified and explained (Warde, 2005). It is further suggested that a 

conceptualisation of consumers as the active practitioners instead of users (Pantzar & Shove, 2005). 

These practices are more than the human behaviour, which can be observed by researchers as they 

require what people do and say in such performance (ibid.). They are usually routinized activities of 

human beings such as eating and sleeping, and people who participate in these activities are all engaged 

in the new form of analysis (Reckwitz, 2002). 

 

According to Warde (2005) and Reckwitz (2002), there are various perspectives existed regarding the 

role and components in SPT. Thus, SPT is explained with a practical theme about consumption, which 

make the theory easier to be applied (Pantzar & Shove, 2005). A model developed by Watson et al. 

(2012) (illustrated in Figure 3.) identifies the major elements in social practices of consumption. Three 

crucial and mandatory components are included, which are materials, meanings, and competence. They 

are interconnected instead of isolated, thus, they are combined and to strike a balance in the actual 

practices (Watson et al., 2012). 

 

 
Figure 3. Components of Social Practice (Watson et al., 2012:14) 
 

Materials refer to actual physical objects that are tangible, for example, human bodies, tools, 

infrastructure, and technologies, and they are usually directly related to human beings’ daily lives 
(Pantzar & Shove, 2005). Meanings include the beliefs and understandings which are socially shared 

and connected with respect to the particular materials, different associations and culture may have 

different senses of what meanings are appropriate (Watson et al., 2012). Competence cover techniques 
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and skills that required, which are the abilities and knowledge applied to perform a practice, hence, the 

way to recognize and respond to certain behaviour (Pantzar & Shove, 2005). Practices are developed 

from continuous connections and linkages of its components, and the change of the components leads 

to change of the practice (ibid.). People tend to continue engaging in and carrying on the practice when 

they gain positive experiences by performing the practice (ibid.). 

  

2.4 A conceptual framework 
 

The conceptual framework serves as the conclusion in this theoretical framework, hence, this is applied 

in the discussion later on, which is used to explain the consumer behaviour in purchasing garments. 

With the Social Practice Theory (SPT) revealed in section 2.3, a detailed conceptual model is developed 

for this research. The three components in Social Practice Theory may be important in influencing 

consumers to make sustainable choices and decisions, which are embedded as actions in sustainable 

fashion consumption practices, as shown in Figure 4. 

 

 
Figure 4. Conceptual framework underlying, based on the elements of practice according to Watson et 
al. (2012:14), modified by the author 

 

In this practice, consumers have certain actions in purchasing clothes, including sustainability 

considerations. In terms of the first element, materials, this is about the activities involved in a decision-

making process of buying a textile product. The second element, meanings, is the factors and issues 

associated with the decision, while the third element, competences, is the knowledge and awareness of 

consumers towards sustainability of a garment product and the industry. 
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3 Method 
 

The research method for collecting and analysing data is explained in this chapter. The research 

approach, the procedure of data collection, data analysis, quality assurance, and ethical issues are 

presented. 

 

3.1 Research approach 
 

The approach reflects an empirically driven research design. A qualitative research was conducted, in 

the form of two focus group sessions. Flores and Alonso (1995) reveals that two focus groups are the 

minimum amount to manage a proper study method. Due to the time constraints at a Covid-19 pandemic 

situation, data was collected from two groups. This method allows a great varieties of views, which can 

explore consumer perspectives and understand the behaviours of both individuals and groups. During 
the process, all words including tone of voices, reactions, and body languages can be recorded instead 

of statistics, and this is regarded as the subjective assessment (Eriksson & Kovalaine, 2008). This is an 

ideal way to join the participants together when they were shopping for clothes, to hear their thoughts 

as they practised the purchasing. The selection target, procedure and analysis method for the focus 

group are indicated in this chapter. 

 

3.2 Data collection 
 
In this section, the procedure of data collection is presented, with the selection criteria and information 

of the respondents, as well as the interview processes. 
 

3.2.1 Selection of participants 
 

The respondents are selected based on the purpose of this research (Casey & Krueger, 2015). All the 

participants in the focus group are Hong Kong citizens. The target group is people who were born in 

the 1990s. This is a consumption-oriented and dynamic generation, but they are also more 

environmentally and socially conscious than other previous generations as they have been taught and 

educated to be more environmental-friendly (Han, Seo & Ko, 2016). Therefore, the young 90s 

consumers are more willing to take actions which can positively affect the environment (ibid.). The 

discussions are more informative and effective by inviting the most conscious generation about 

sustainable consumption. It is less relevant and necessary in inviting other age range with less 

knowledge towards sustainability. As a result, both men and women ranged from 20 to 30 years of age 

were targeted.  

 

3.2.2 Recruiting participants 
 

In terms of the number of participants during the discussion, Eriksson and Kovalainen (2008) illustrates 

that 2 to 12 people can be engaged in a focus group in order to obtain a larger sample with more opinions. 

Moreover, Casey and Krueger (2015) show that a group size of 4-6 people is regarded a comfortable 

setting, where all respondents can explain their own experiences in detail in a less intimidating 

environment. In this study, 4 subjects were invited to participate in one of the focus group sessions. The 

detailed information is shown inn Table 1. 
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Table 1. Information of the participants in Focus Group 1 & Focus Group 2 
 

Name Gender Age Education Level Focus Group 

Vincent M 22 Bachelor 1 

Tiffany F 22 Bachelor 1 

Alex M 26 Bachelor 1 

Christy F 24 Bachelor 1 

Makayla F 22 Master 2 

Kelly F 21 Bachelor 2 

Jane F 28 Bachelor 2 

Hilary F 23 Master 2 

 

 

The first focus group selects participants who know each other, while the second focus group conducts 

by inviting people on social media, which is a general request that respondents do not know each other 

before hand. The two approaches to recruit persons to participate in the focus group were made to learn 

about willingness to talk about purchasing behaviour in a group with individuals that know each other 

versus a group that does not. The preconceived idea was that data collected from a focus group with 

people who know each other is likely to be more in-depth as participants have a sense of belongingness 

and feel safer to express opinions, as well as presenting a less serious discussion (Eriksson & 

Kovalainen, 2008). 

 

3.2.3 Interview procedures 
 

Casey and Krueger (2015) indicate that a session of focus group usually has a time frame below 2 hours. 

Once the meeting of the focus group is arranged, the moderator or the group facilitator plays a crucial 

role in providing a clear explanation of the purpose, facilitating interactions between the members, and 

also helping participants feel at ease (Kitzinger, 1994). During the session, the moderator is responsible 

in both observing and taking notes (Eriksson and Kovalainen, 2008). The moderator of the session is 

the researcher of this study. The sessions were conducted via Zoom, where we could clearly see and 

hear each other. An interview guide is provided in Appendix 1. 

 

Focus Group 1 included four participants and one moderator. The participants were all between the 

ages of 22 and 26, two of the them were male and two of them were female. They all know each other. 

The session was scheduled on a Saturday (25/04/2020) night at 21:00 Hong Kong Time (HKT, UTC 

+8) and the discussion started at 21:30. The half hour prior to the discussion was to let the participants 

chat a little bit to clear the air before discussing the themes about the study. The discussion lasted for 1 

hour and 6 minutes. 

 

Focus Group 2 included four participants and one moderator as well. The participants were all between 

the ages of 21 and 28, and all of them were female. They did not know each other. The session was 

scheduled on a Sunday (26/04/2020) afternoon at 15:00 HKT and the discussion started at 15:15. The 

participants got the chance to know about each other during the 15 minutes prior to the start of actual 

session of the study. The discussion lasted for 1 hour and 3 minutes. 

 

3.3 Data analysis 
 
Qualitative research method is different from quantitative analysis as the data collected is text instead 

of numbers (Huberman et al., 2013). As stated by Flores and Alonso (1995), the result is not entirely 
predictable as qualitative data analysis is context bound. The focus group sessions were audio taped 

and transcribed after the sessions, which was to translate the verbal language into words in text. After 
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the process of listening to the recording for several times and writing down the conversations word by 

word, the empirical data is then analysed in a chronological order of the discussion flow. Some 

quotations were selected for the analysis to strengthen the empirical result. The discussion topics and 

questions for the focus groups were based on the theoretical framework, the result was then explained 

in terms of the three elements in Social Practice Theory, which are materials, meanings, and competence. 

This can present the analysis in a more understandable way as the discussion followed the theoretical 

framework and the interview guide. 

 

3.4 Quality assurance 
 

When it comes to the quality of a research, transferability and credibility are the most popular methods 

for the evaluation, which are crucial to increase the trustworthiness of the research (Malhotra, 2010). 

The presented information should be traceable to explain the aim in a logical way, and this is based on 

multiple perceptions from previous research to increase the strength of the study (Eriksson & 

Kovalainen, 2008). In order to achieve transferability, a wide selection of previous research work have 

been adopted as references for supporting the empirical data and the theories. The target groups of 

people who born in the 1990s were chosen as they are consumption-oriented and dynamic with highest 

awareness towards sustainability (Han, Seo & Ko, 2016). This was decided by the researcher in order 

to lead the study into higher relevance and more time efficient. Credibility is a criteria to ensure that 

based on the connections of the categories and the observations, same conclusions should be drawn by 

the reader and the researcher (Eriksson & Kovalainen, 2008). Riege (2003) establishes techniques to 

strengthen the validity and the reliability, which are also important in a research, as shown in Table 2.  

 

Table 2. Methods to ensure validity and reliability (based on Riege, 2003:78-79), modified by the author 

 

Research 

Design Tests 

Examples of related techniques Applied in this study 

 

 

Validity 

Construct chain of evidence in 

collecting data 

Focus group discussions are 

transcribed 

Adopt diagrams to assist explanation 

of the concepts and findings 

Graphic models are used to review the 

framework which explains the results 

Third-party review of evidence Professional and skilled proof reading 

by the supervisor of this study 

 

 

Reliability 

Mechanically data recording Focus group discussions are taped 

Record actions and observations as 

concrete as possible 

Focus groups sessions are recorded, 

notes jotted based on observations 

Provide full account of theories and 

ideas 

Follow the interview guide established 

in appendix 1 

 

This table shows that various techniques were presented to assure validity and reliability of this research. 
The methods applied in the study was mentioned in the data analysis in section 3.4, which were all done 

to ensure the quality of the research.  

 

3.5 Ethical issues 
 

Regarding most of the social research include focus groups, there are ethical considerations (Homan, 

1991). When participants are selected, researchers have to be honest and keep the participants informed 

about the purpose and the uses of their contributions, as well as not pressurising them to speak (Goss & 

Leinbach, 1996). As there are more than one participant in the group, the moderators have to clarify 

that the contributions of each participant is going to be shared with others within the group (Eriksson 

& Kovalainen, 2008). All people engaged in the session are encouraged to keep the opinions 

confidential and researchers should take the responsibility of anonymising the data collected. It is 

important to ensure that the information about handling sensitive material is given to all the participants. 
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Also, they were all asked to sign a GDPR form, which covers both informed consent and the data 

legislation (Appendix 2). 
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4 Background empirics 
 
The following chapter reveals the previous studies and empirics in sustainable fashion consumption, 

including the basic knowledge of both sustainability and garment industry. 

  

4.1 Sustainability issues in fashion industry 
 

There are a great deal of sustainability issues regarding fashion industry, especially in the developing 

countries where most of the garment productions occur. The major perspectives include manufacturing 

process, transportation, waste disposal and labour employment, as shown in Figure 5. 

 

 
Figure 5. An overview of the major sustainability issues regarding fashion industry  

 

To begin with, the manufacturing process is explained. This process requires a tremendous amount of 

energy, water, and chemicals, for example, a significant number of pesticides and fertilizers are used in 

growing cotton (Kadolph & Pasricha, 2009). This leads to ecological upsets such as water pollution, 

decrease in soil fertility, and loss of biodiversity (Shen et al., 2013). There is a depletion of non-

renewable materials and resources, such as polyester and nylon, where these synthetic fibres are 

important in yarn and fabric production. Growing crops intensively for textile industry can cause water 

shortages and an environmental disaster in some places, for example, the Aral Sea has shrink over 90% 

as water has been diverted for cotton production (Micklin, 2006). Also, toxic chemicals are used in the 

conventional cotton agriculture and harvesting. 

 

Regarding the transportation process, globalisation of the fashion supply chain causes the situation that 

materials grown, fabric production factories, garment production factories, and the final retailer for 

selling are all located in different countries and cities (Lundblad & Davies, 2016). There is research 

investigated that a pair of Lee Cooper jeans could take a global journey with over forty thousand miles 

(Black, 2008). As a result, the carbon emission leads to a rise of concern and awareness towards 

‘garment miles’ (Moore & McNeill, 2015).  

 
Disposal of clothing is also a major issue. There is approximately 1.8 million tonnes of garment wastes 

every year (Moore & McNeill, 2015). Some of them have been collected and exported for recycling or 

further usage, most of them are sent to landfills as they do not fit the requirements and purposes 

(Kadolph & Pasricha, 2009). In order to keep the local garment industries active in the developing and 

poor countries, sending second-hand clothing to those nations is not suggested (Lundblad & Davies, 

2016). 

 

Furthermore, there has been concerns towards the treatment of labour in clothing factories (Ghezzi et 
al., 2017). Exploitation of workers may arise due to the decrease in price of garments, and a number of 

workers fail to earn enough in order to purchase daily necessities for themselves and their families 

(Roxas et al., 2015). They may have to work excessive hours but only minimum wages are obtained. 

Some consumers boycott apparel brands who exploit workers in the developing countries, however, 
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this may not be an effective action due to the unintended disadvantages, such as cancellation of job 

contracts which causes the workers to lost their jobs (Shen et al., 2013). 

 

4.2 Consumer perceptions 
 
Consumer perceptions and behaviour are context bound and they may change over time. Hence, the 

practice and the actions of purchasing clothes change. Based on the conceptual framework in chapter 2 

and empirical background about consumer perceptions in garment industry, Figure 6 presents the 

summary of the relations between consumer awareness and purchasing intentions. Hence, the 

consumption behaviour can be affected by the factors and the knowledge towards sustainability issues. 

 

  

 
 

Figure 6. Combination of empirical studies and the conceptual framework, based on the elements of 

practice according to Watson et al. (2012;14), modified by the author 

 

The above figure shows a detailed connection between consumer perceptions and the conceptual 

framework. Kozar and Hiller (2013) argue that consumers are more willing to pay more for products 

from brands which are environmentally responsible if they are have more knowledge about the 

environmental issues. This means that consumers are more likely to pay attention on environmental 

policies implemented by companies before a purchasing decision if they have stronger attitudes towards 

these issues (Hiller, 2010). However, there is no fundamental modifications in purchasing behaviour of 

sustainable clothing, and this may due to the complexity of sustainable fashion, with individual and 

social factors and barriers (Lundblad & Davies, 2016). Therefore, with an increase in sustainability 

awareness and concern, consumers may have many other priorities and factors in choosing their 

garments. Moreover, Valor (2007) investigates that there is a comparatively lower level of awareness 

towards and the environmental consequences brought by intensive cotton production and artificial 

fibres, and a comparatively higher level of concern towards labour issues. This may due to a lack of 

media report and coverage about the manufacturing process of clothing (Gordon, 2013). 
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5 Results and analysis 
 

Chapter 5 explains the data collected from the two focus group sessions. The descriptions of different 

perspectives and views of the participants in the actions of purchasing clothes are provided in detail. 

This chapter follows the order of the conceptual framework and the interview guide, which are the three 

components in the practice of sustainable fashion consumption, they are materials, meanings, and 
competences. 

 

5.1 Materials 
 

In terms of the first element, materials, this is about the activities involved in a decision-making process 

of buying a textile product. In this section, the discussions mentioned whether plans are drawn for 

buying clothes, and the motivations for consumption. These topics can answer the first research 
question: What are the factors that affect consumers in purchasing clothes? This led to the discussion 

of the properties which the participants look for in garment they purchase. 

 

Both focus groups suggested emotions could be the motivations which affected the purchasing decision. 

There were no consumption plans under this reason as the mood of the day may drive them to buy 

clothes in impulse. Kelly from Focus Group 2 and Tiffany from Focus Group 1 mentioned that negative 

emotions, such as stress and unhappiness, motivated them to go shopping: 

 

Kelly: “Hong Kong people are always under pressure, so I agree that many of us choose to buy 

clothes that we want in order to feel happy and relieved. We earn money in our jobs, both full-

time and part-time, so we have to use the salary to buy apparels that we love instantly, a way 

to compensate our efforts.” 

 

Tiffany: “Yes that’s really sad. Also, my mood on that day is important regarding my 

purchasing decision. If I am unhappy or stressed, these negative feelings can definitely drive 

me to buy things.” 

 

These quotes can be linked to the emotional factors of psychological considerations in the theoretical 

framework. These are rather uncontrollable feelings that leads the decision-making process satisfy an 

individual’s needs and wants (Askegaard et al., 2006). Moreover, the struggle between needs and wants 

was shown in Focus Group 2. During a decision-making process, Jane indicated that a big sale could 

motivate her to buy clothes. Makayla replied that a discount as well, and Jane agreed that: 

 

Jane: “Yes, especially during sales, I would think that I must be regret afterwards if I didn’t 

buy what I want.” 

Makayla: “It’s really hard to resist if there’s a huge discount price. When there’s a seasonal 

change, many retail stores offer a big sale, and that motivates me to purchase a lot of clothes. I 
also like to walk around outlets to see if there are cheap clothes with high quality. I love to fill 

my closet with many clothes.” 

Jane: “Same here, discount or a coupon can drive me to purchase clothes, but actually I may 

not need them. I just want to own them at that moment.” 

 

As illustrated in the theoretical framework chapter, when the needs are fulfilled on a lower level, there 

will be a progression to the higher level (Maslow, 1943). In general, garments can fulfil the needs in all 

the levels within this hierarchy. More than just basic needs, participants purchase clothes that they want 

in order to achieve self-fulfilment. According to Sirgy (1982), the actual self, the social self, and the 

ideal self, are the three main aspects to view self-concept: the actual self is how one perceives himself 

or herself, the social self is how one perceives other people view him or her, and the ideal self is how 

one would like to be viewed. Christy and Tiffany from Focus Group 1, and Hilary and Kelly from Focus 

Group 2 proved that the self-concept was a crucial motivation in purchasing apparels: 
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Christy: “I usually go to ask others if the garment suits me before buying it. This is an important 

consideration.” 

 

Tiffany: “So they are my considerations too as I care how others perceive the garment very 

much. I wish others think that it’s beautiful too.” 

 

Hilary: “But then you can’t try the apparel if you buy it online. I prefer to shop physical stores 

and try the garment as I want to see how it really looks on me before buying it. If I hang out 

with friends, I can also ask for their opinions to see whether the outfit suits me well. Others’ 

suggestions are quite important to me during a decision-making process.” 

 

Kelly: “I’m quite easy to be affected by others. My friends ask me to buy as it fits me well, then 

I’ll be easily motivated and purchase that.” 

 

These represented that they asked for opinions from others in order to ensure that the garment fitted on 

them. The decision could be affected by the perceptions of others. Therefore, the consumption 
behaviour can be reflected by the people’s attitudes towards themselves (Askegaard et al., 2006). 

 

In addition, regarding the outfits for different occasions, which is the garment category, the purchasing 

plan can be regarded as an activity involved in a decision-making process. This factor can be seen as 

culture and be classified into the sociological considerations in the theoretical framework chapter. 

Culture does not specify and explain appropriate behaviour, hence, it interprets the way of acting and 

thinking of the majority in this society (Shen et al., 2013). Different social groups or activities can affect 

the behaviour. During the discussion of Focus Group 1, Tiffany and Christy mentioned that special 

occasions motivated them to buy particular outfits: 

 

Tiffany: “Same as you, I don’t have many special outfits, just remember the I dressed up in last 

Halloween party with a bizarre outfit because I have to integrate into that social activity.” 

Christy: “Oh yes, only when there’re these kinds of parties, I planned to buy something special 

which I won’t wear in normal situation. Also, in occasions like high-table or graduation dinner, 

I look for particular garments that fit.” 

 

Moreover, culture can influence various aspects of how people behave and they are not likely to aware 

of culture as it naturally takes place (Askegaard et al., 2006). Jane and Hilary had a conversation about 

the purchasing decisions between clothes for the workplace and the casual wear: 

 

Jane: “I have been working for several years, compared to my consumption behavior during 

university, I buy less clothes now, especially shorts, because I know that I can’t wear them 

during my work. Therefore, I’d consider this factor before buying clothes, and I’m more aware 

of the quality instead of the design now.” 

Hilary: “I totally agree that as I started working last year, and I find that I buy less casual wear. 

The clothes which I wear in the workplace are somehow more “high-class” as I have to respect 

my job position and to show my status that I engage in this social circle.” 

Jane: “And then I find myself naturally influenced by my colleagues and we wear more and 

more similar.” 

Hilary: “Yes, and my casual wear is more like “myself”. I bought cheaper clothes when I was 

a student as I don’t earn so much in the part-time job. The difference is now I can afford to buy 

casual wear that is more expensive with higher quality.” 

 

It is believed that there are different plans in buying different types of outfits. The discussion of both 

focus group sessions show that clothing represents the social status of the wearer. The apparel categories 

affect the properties which the participants look for in garment they purchase. Kelly in Focus Group 2 

proposed: 
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Kelly: “Colors and designs are important in choosing a garment. We said that quality and 

durability are crucial especially for winter apparels, and I think I have more summer apparels, 

and colors and the cutting are more important for t-shirts and skirts.” 

 

Therefore, there are a number of motives which can drive the participants to purchase a particular 

garment. Several activities are involved during a decision-making process, including emotions, 

discounts, others’ views, and the category of the apparel. These considerations can affect the plan of 

consumption or to purchase in impulse. 

 

5.2 Meanings 
 

The second element, meanings, is the factors and issues associated with the decision. Concrete factors 

that affect participants in buying clothes were discussed in this section, which can continue to explain 

the first research question: What are the factors that affect consumers in purchasing clothes? Also, the 

perceptions and views regarding sustainability in the field of fashion industry were expressed. This can 

answer the second research question: What are the perceptions of consumers regarding sustainability 
in garment industry? This part is to know what is important when the participants chose a garment that 

they would like to buy, as well as the garment sustainability level was prioritized or considered as a 

factor in a purchasing decision. 

 

To begin with, psychological factors such as price, durability, quality and materials used are explained. 

As indicated in the theoretical framework chapter, these are rational factors which represent the general 

selection of goods (Askegaard et al., 2006). Both focus groups suggested that price and quality were 

crucial factors in purchasing garments. During the session of Focus Group 2, Makayla took winter coat 

as an example and proposed that price and quality were important as she seldom wore it and it should 

keep her warm. Kelly agreed and mentioned that durability and materials used were important as well: 

 

Makayla: “For me, price and quality are the most important factors that I look for in choosing 

a garment, for example, when I need to buy a thick coat, I hope that it can be in high quality 

which can keep me warm and not so expensive as we actually only have to wear a thick coat 

for few days in a year in Hong Kong.” 

Kelly: “Yes, speaking about winter garments, I hope that I can wear them for several years so 

durability is what I care. I would like to buy sweaters and coat with high durability. Materials 

used are also important, I like wool-blend sweaters with cashmere as they are warm and soft, 

but they are generally expensive. Therefore, durability and quality are both crucial to me.” 

 

Vincent, Tiffany and Christy in Focus Group 1 also suggested similar rational considerations and used 

sportswear as an example: 

 

Vincent: “So I usually got a plan in buying which brand. For example, I do lots of sports, and 

I always want to buy sportswear. But I compare different sports brands, like adidas and Nike, 

I’d like to compare their quality, material used and price before I decide to buy which brand. 

Tiffany: “For sportswear, they are important properties to look for.” 

Christy: “More than just the price, I agree that both quality and material used are important. I 

am quite picky, not only sportswear, any garment has to be in good quality and I feel 

comfortable when I wear it.” 

 

More than just the factors above, Focus Group 1 led the discussion about the size, colours, design, and 

cutting. These rational considerations can affect whether the garment fits on a person and the ease to 

match, as mentioned by Tiffany, which can also be linked to the concept of self-fulfilment in the last 

section. Alex and Vincent reflected that these factors contribute to the first impression and play an 

important role in how others perceive the person: 
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Alex: “So the size and color are important considerations when choosing a garment, because a 

garment can affect others’ perceptions towards a person.” 

Vincent: “Yes these two factors are the first impression given and the most eye-catching 

elements.” 

Tiffany: “So they are my considerations too as I care how others perceive the garment very 

much. I wish others think that it’s beautiful too.” 

 

Tiffany: “Easy to match is definitely important as this can prevent me from buying more 

garments to combine into a perfect outfit. If I buy some tops with certain cuttings, I have to buy 

particular bottoms to match the top.” 

 

In addition, consumers often purchase goods for their values rather than their functions, therefore, the 

brand name and product image are considered as motives (Markkula et al., 2010). Hilary in Focus 

Group 2 confirmed this idea: 

 

Hilary: “It’s common for people to buy clothes in well-known and bigger brands that we can 
obtain quality assurance.” 

 

Regarding sustainability considerations, the discussion in both groups started with the perception 

towards sustainability. Ecological sustainability, social sustainability, and economic sustainability are 

the three main aspects discussed: 

 

Alex: “I think it is something about producing garments in both environmentally and socio-

economically sustainable manners, for example, based on what we learnt in secondary school, 

there are ecological sustainability, social sustainability, and economic sustainability. To me, I 

believe fashion industry itself is already unsustainable.” 

Vincent: “Yes, I also remember what we learnt in school. I agree that this industry is 

environmentally unsustainable, it’s hard to avoid buying unsustainable garments because I 

think the whole production process can harm the environment.” 

 

From the ethical buying part in theoretical framework, consumers rarely consider sustainability factors 

when they are making a purchasing decision (Neville et al., 2014). It is also quite difficult to always 

take ethical issues into consideration in daily life (ibid.). Vincent and Jane claimed that sustainability 

issues hardly be the factors that affected purchasing decisions: 

 

Vincent: “When it comes to the product itself, it’s quite hard to know whether it’s sustainable 

or not, maybe because I’m not familiar with the materials. I think most of the people only 

attracted by the price and the look.” 

 

Jane: “I value sustainability to some extent and notice how the garment industry negatively 

affects the environment, but the appearance and the price get a higher priority in my decision 

in buying clothes. For example, I really love a pair of denim jeans and they are on sale, at that 

moment I won’t remember a large amount of water is used in the production.” 

 

On the other hand, both groups suggested ways to deal with unwanted clothes, either selling or donating 

them online or physical charity, these clothes could be bought in second-hand stores as well: 

 

Kelly: “I also learn to go for quality over quantity in order to pay some efforts to protect the 

environment. Moreover, I’d donate my unwanted clothes to charity in order to provide them an 

“after-life”.” 

 

Tiffany: “Yes, and I may find some “treasures” there. I remember that textile products account 

for around 4% of the global landfills, so it’s important to train a sustainable consumption 

pattern.” 
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As a result, sustainability could also be a reason that affect consumption behavior. All the factors 

mentioned above will be further identified and discussed in the next chapter. 

 

5.3 Competence 
 

The third element, competences, is the knowledge and awareness of consumers towards sustainability 

of a garment product and the industry. Sustainable fashion consumption was the main topic, with the 

awareness of the sustainable measures taken by apparel brands, the way to receive information about 

the sustainability, and the responsibilities of being sustainable. In this section, the discussion continued 

to answer the second research question: What are the perceptions of consumers regarding sustainability 

in garment industry? 

 

In terms of whether the participants care the sustainable measures taken by apparel brands, both groups 

take few apparel brands as examples to illustrate some sustainable policies. For Focus Group 2, 

participants discussed general policies, for example, those about the waste issues and the whole supply 

chain: 

 

Makayla: “Continuous work is required to implement measures in order to improve the life 

cycle of an apparel.” 

Jane: “Like how to use or re-use, repair and recycle, many retail brands now establish methods 

to make actions become sustainable.” 

Hilary: “Also from the production of raw materials, design, manufacturing, to marketing and 

sale, these stages receive less attention, but I believe there are still many measures tackling the 

sustainable issues in these processes.” 

 

Focus Group 1 indicated some ethical issues regarding the social aspect, which were about the 

employees’ welfare and working condition: 

 

Tiffany: “Speaking about sustainability measures in garment factories, a fair working condition 

should be provided in terms of the social aspect.” 

Alex: “I agree, many of them bring competitive wages and compensations for the employees 

now.” 

Vincent: “At the same time, establishing high safety and health standards. I believe that 

sustainable measures can increase the status of the company.” 

Alex: “Definitely, these can let the public know that the company does something more than 

earning profits as it cares the employees.” 

 

In general, to a large extent, participants in both groups would like to receive information about the 

sustainability background of an apparel or an apparel brand. They were willing to be aware of these 

issues. Christy and Tiffany mentioned that sustainability was widely discussed and they could get access 

to the information easily: 

 

Christy: “I think sustainability in highly debated so it’s really easy to receive this kind of 

information.” 

Tiffany: “Yes, no matter I want to receive or not, it’s an increasingly covered theme in the 

media worldwide.” 

 

Kelly and Makayla in Focus Group 2 led the discussion to transparency and the methods that they could 

learn the sustainability information of the apparel: 

 

Kelly: “If the apparel brands provide transparent information, I’m willing to receive such 

information as it’s easy to get access to.” 
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Makayla: “I believe most of the people, including me, want to know the background and 

sustainability level. However, if the brand is not sustainable enough, it won’t provide so much 

transparent information about sustainability to the public.” 

Kelly: “Yes, but if the brand pays certain efforts in sustainability, advertisements are often 

established on media.” 

Makayla: “I always see that on Facebook and Instagram. I’d like to know the information about 

sustainability as it’s a positive image of the company.” 

 

In terms of the parties who should bear the responsibilities of being sustainable in fashion industry, the 

apparel companies and consumers were proposed in the focus groups. Christy and Vincent in Focus 

Group 1, and Jane and Kelly in Focus Group 2 presented that the companies were the major party who 

took the power to promote sustainable actions to manufacturing factories and consumers: 

 

Christy: “I think all people involved bear the responsibility. I, as a consumer, should think twice 

before consume. I am also engaged in the production process in a fashion brand, which means 

that I should try my best in establishing the ideas in the sustainable projects.” 
Vincent: “I believe that the main responsibility of textile companies is to modify the production 

and marketing strategies towards a larger sustainability.” 

 

Jane: “There’s no doubt that companies bear the responsibility as they can collaborate with 

factories and suppliers which can respect the environment and the employees.” 

Kelly: “And they can offer rewards to encourage customers to make sustainable actions, which 

provide incentives for them to re-wear and recycle unwanted garments.” 

 

During the discussion in Focus Group 2, Makayla and Hilary mentioned that the government accounted 

for a major responsibility to sustainability issues in the textile industry: 

 

Makayla: “Exactly, I believe that about the social aspect like human rights matter and working 

condition, the responsibility goes to the company, as well as the government.” 

Hilary: “Yes, the government should implement policies in building a fair working condition 

and protect the labor.” 

Makayla: “Also, subsidies can be provided by the government to the companies in 

implementing such measures.” 

 

In conclusion, this section explains how participants perceived sustainability and the level of awareness 

and knowledge towards the related issues. 
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6 Discussion 
 

In this chapter the analysis is reflected in a discussion with other studies. The research questions serve 

as a structure for the chapter, focusing on factors that influence garment purchasing and sustainability 

aspects of garment purchasing. 

 

The purpose of this project is emphasized in this chapter, which is to identify the key factors, which 

affect consumer and attitudes and behaviour in Hong Kong regarding sustainability issues in textile 

industry. Key objectives in this thesis relate to consumer awareness of sustainable development aspects 

in garment purchasing decisions, and the two research questions are answered and discussed. 

 

6.1 RQ1: What are the factors that affect consumers in 
purchasing clothes? 
 

This section answers the first research question. A number of factors can affect consumers in purchasing 

textile products from the discussions among Hong Kong participants. Similar to the literature from 

Hawkins & Mothersbaugh (2010) and Askegaard et al. (2006), both psychological and sociological 

factors can affect consumer behaviour when consumers are making a purchasing decision. The price, 

including a sale and discounts, is the first important factor. The durability, quality, and materials used, 

the level of comfort, are the rational factors which can influence the purchasing decision. Moreover, 

the size, the colours, the design, and the cutting, are regarded as the general appearance of an apparel, 

which can also affect how consumers view the garment and their decisions to own it. Others’ opinions, 

such as friends and family members, with the mood and emotions of the buyer, are likely to affect 

people to consume clothes. In addition, the current trend and the brand name play a role in the decision 

as well. More than just the rational and emotional considerations, outfits for different occasions and the 

level to match the whole outfits take part in influencing the process of purchasing garments. 

 

Before the moderator brought sustainability up in the focus group sessions, only one of the participants 

mentioned about a factor related to sustainability, which is about protecting the environment. This may 

due to the lack of concern in sustainable issues. They may not consider this factor during a purchasing 

decision until others talk about them. As mentioned in the previous studies, a sustainable and ethical 

behaviour is trained by developing a habit (Neville et al., 2014). Only when a habit is developed in 

considering the sustainability factor, can the whole practice be regarded as a sustainable consumption. 

Moreover, Kozar and Hiller (2013) argue that consumers are more likely to pay attention on 

environmental policies implemented by companies before a purchasing decision if they have stronger 

attitudes towards these issues (Hiller, 2010). However, there is no fundamental modifications in 

purchasing behaviour of sustainable clothing, and this may due to the complexity of sustainable fashion, 

with individual and social factors and barriers (Lundblad & Davies, 2016). Therefore, with an increase 

in sustainability awareness and concern, consumers may have many other priorities and factors in 

choosing their garments.  

 

6.2 RQ2: What are the perceptions of consumers regarding 
sustainability in garment industry? 
 

This part answers the second research question. During the discussions of the focus groups, the 

participants generally perceived that the garment industry has been unsustainable. Han, Seo & Ko (2016) 

argue that the generation of these participants are more environmentally and socially conscious than 

other previous generations as they have been taught and educated to be more environmental-friendly. 

Hence, consumers are more likely to pay attention on environmental policies implemented by 

companies before a purchasing decision if they have stronger attitudes towards these issues (Hiller, 

2010). The participants started to avoid buying similar clothes that they already had, and this action of 

purchasing less unnecessary garments can be regarded as sustainable. Also, they sold or donated 
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unwanted clothes online or to the physical charities, and they considered to buy clothes in second-hand 

stores. 

 

Kozar and Hiller (2013) argue that consumers are more willing to pay more for products from brands 

which are environmentally responsible if they are have more knowledge about the environmental issues. 

The participants may lack concern about sustainability in their purchasing decisions, however, they 

knew the related knowledge as they were able to list some sustainable measures taken by several apparel 

companies. More than just the environmental aspect, the employees’ welfare and working condition in 

the social aspect had been discussed as well. To a large extent, the participants want to receive 

transparent information about sustainability. They discussed that they could easily get access to the 

information from the brand and the product when these had been increasingly covered in the media 

worldwide, such as advertisements and promotions. Neville et al. (2014) mention that the companies 

have the responsibilities in turning sustainable information available and transparent to consumers, 

where consumers have the responsibility in developing an ethical lifestyle. The participants agree that 

both the apparel companies and consumers bear the responsibility in sustainability within garment 

industry, and they also suggested the government had the responsibility to provide subsidies and 
implement laws to protect labours. This shows that consumers have a certain level of awareness towards 

sustainability. 
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7 Conclusions 
 

This chapter serves as the summary of this project with the major findings. Also, the implications and 

the suggestions for future research are discussed. 

 

In this thesis, the consumer attitudes towards sustainability in garment industry were explored, with a 

consumer study in Hong Kong. The empirical data included two focus group sessions. The discussions 

consisted of the participants’ perceptions and attitudes towards this topic, and were based on their 

personal opinions and thoughts. The results and analysis were explained in relation to the aim and the 

two research questions. 

 

In conclusion, there are numerous factors that play an essential role in consumers’ purchasing decision 

in the garment industry. In terms of the answer of the first research question, the factors are mainly 

classified into rational and emotional considerations. Sustainability factors are not the main 

considerations during a purchasing decision. This may due to the complexity of sustainable fashion and 

the fact that consumers value individual factors more. Moreover, there is a struggle between needs and 

wants, which may lead to the problem of over-consumption. Regarding the answer of the second 

research question, the participants in the focus group sessions indicated the fashion industry was 

generally unsustainable, including the manufacturing process and disposal of clothes. With an increase 

in media coverage of sustainability issues within fashion industry, this rises consumers’ awareness and 

concern towards sustainability. Hence, consumers may start to value the related factors in choosing 

their garments. The focus groups also concluded that several parties were responsible for being 

sustainable as they perceived sustainability had been important in this industry. To a large extent, the 

participants want to receive transparent information about sustainability. 

 

7.1 Implications 
 
This research analysed and explained consumer behaviours in garment industry as social practices. This 

can support the garment brands to understand the consumer attitudes and opinions towards 

sustainability in this industry. In order to raise the awareness of Hong Kong consumers towards 

sustainable fashion, it is important for the apparel brands to promote their sustainable actions. The 

sustainable measures taken by the brands are likely to positively affect the consumers’ purchasing 

decision as the brands are gaining a better reputation. 

 

This thesis investigated how Hong Kong citizens perceived sustainability as a consumer study and how 

their consumption behaviour in purchasing clothes changed. The information in this research project 

could help the ‘green’ marketing from the companies. After they understand the consumer expectations, 

they can be responsive to the consumer needs and wants. For example, social labels and eco-labels can 

be established during the management decisions. 

 

Trust and value can be built by adjusting both the goods and services, especially the effective measures 

trigger the purchasing intention of consumers. More than just an ethical consumption behaviour, a 

sustainable future requires cooperation between different parties who want to achieve the same target 

about sustainability. 

 

7.2 Suggestions for future research 
 

The contribution of this study is to provide a better understanding of consumers’ attitudes and 

perceptions of sustainability in the fashion industry. Due to the limited number of participants in data 

collection, there is a suggestion of conducting quantitative research method regarding this topic. The 

research can go deeper and further with a larger sample size, where more ideas can be collected with 

more interviewees. In addition, future studies can discuss sustainability in the garment industry from 

the perspectives of other parties, such as the apparel companies and the government. This project 
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identified and analysed the issues from the perspectives of consumers only, however, thoughts and 

opinions from other stakeholders are important as well to ensure a sustainable future. 
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Appendix 1 
 

Interview guide 
 

Introduction of subject  

 

My name is Isabella. We are here today due to my master thesis project in Sustainable Development at 

Uppsala University. The discussion today is going to be recorded and transcribed in research purpose 

only. This will not be shared to anyone else. Also, it is important that only one person speaks at a time 

so there won't be any problems hearing everyone’s thoughts in the recording. Everyone’s opinion is of 

a great importance in this research study. There are no right or wrong answers, and we just want a 

discussion. This session is important to me to obtain a general and reliable understanding of the subjects 

discussed.  
 

1. (Materials) 

 

Discuss the decision-making process in consumption in general, and then in terms of purchasing 

garments in detail 

- Do you have any plans in buying and consuming? 

- What is/are motivation(s) for consumption? 

- What kind of properties are you looking for in garment you purchase? 

 

2.  (Meanings) 

 

Discuss the factors that affect you in buying clothes, as well as the perceptions and views regarding 

sustainability in the field of fashion 

- What is important for you when you choose a garment that you want to buy? 

- What are the priorities and values of the factors and considerations? 

- How do you perceive sustainability? 

- Do the garment sustainability level affect your purchasing decision? 

 

3.  (Competence) 

 

Discuss knowledge and awareness regarding sustainable fashion consumption 

- Do you care the sustainable measures taken by apparel brands? (Chemical/waste/ethical issues?) 

- To what extent would you like to receive information about the sustainability background of 

an apparel? In what ways? 

- Who do you think account for the largest amount of responsibilities of being sustainable? 

(Consumer/Companies/Others?) 
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Appendix 2 
 
Template of GDPR form 

  

  

 

Mailing address: Box 7060, 75007 Uppsala Phone: +46 18 67 10 00 (switchboard)  

 Mobile: 070-3661419 

VAT no: SE202100281701 

www.slu.se 

cecilia.mark-herbert@slu.se  

 

  SLU ID: sing0003  

04/28/2028 

 

Processing of personal data in independent projects 

When you take part in the independent project ‘Consumer attitudes towards 

sustainability in garment industry - A consumer study in Hong Kong’, SLU will 

process your personal data. Consenting to this is voluntary, but if you do not consent 

to the processing of your personal data, the research cannot be conducted. The 

purpose of this form is to give you the information you need to decide whether or 

not to consent. 

 

You can withdraw you consent at any time, and you do not have to justify this.  SLU 
is responsible for the processing of your personal data. The SLU data protection 

officer can be contacted at dataskydd@slu.se or by phone, 018-67 20 90. Your 

contact for this project is: Ng Si Kei Isabella, isabella5959@yahoo.com.hk, 

+85267180273 / +460790528689. 

We will collect the following data about you: Consumption behavior in purchasing 

garments and perspectives towards sustainability. 

The purpose of processing of your personal data is for the SLU student to carry out 

their independent project using a scientifically correct method, thereby contributing 

to research within the field of consumer attitudes. 

You will find more information on how SLU processes personal data and about your 

rights as a data subject at www.slu.se/personal-data. 

I consent to SLU processing my personal data in the way described in this 

document. This includes any sensitive personal data, if such data is provided. 

 

________________________ Hong Kong, 28 Apr 2020__ 

Signature   Place and date 

   

________________________________________________ 

Name in block letters 
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