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Background and Problem 

CSI is a topic with a limited amount of research despite it being a very relevant issue and that its 

counter pole CSR is one of today’s most popular subjects to study. In both areas there is a gap in 

the literature regarding the apparel industry where there CSI can be evident in many different 

aspects, especially in the production process. In the FMCG market, the demand for apparel that 

has been produced ethically has increased over the years. Still, the importance that the consumers 

place on ethical attributes in their purchase decisions is rather unknown. 

Purpose 

The study's purpose is to investigate the young consumers’ emotions towards FMCG apparel 

corporations in order to see if CSI actions give them a negative attitude. It will further be 

explored to see if the attitude towards the corporations reflects in their intentional purchase 

behavior and their actual behavior. This will provide insight to the young consumers’ knowledge 

and interest for CSI, aiding corporations in their quest for excellence when it comes to consumer 

relationships. 

Method 

This research is done through a deductive, qualitative research. A literature review is done to 

create a great understanding to the concepts of CSI, consumer attitudes and planned behavior. 

Four focus groups are conducted as a base for the empirical findings. Further, these two chapters 

are compared in an analysis to get an understanding about the young consumers’ attitudes 

towards corporations acting unethically and the affects it may have on their planned behavior.  

Conclusion 

Based on the analysis, the study found clear evidence that the participants have a negative 

attitude towards corporations’ CSI activities. However, these attitudes did not, as theory 

suggests, have any effect on the participants’ intended and actual purchasing behavior. Instead it 

is shown that young consumers base their decisions on contextual factors, where the most 

significant one is price. 
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1. Introduction 

The first chapter is an introduction to the topic of the study and gives the reader a background to 

the subject of Corporate Social Irresponsibility. A problem discussion and the aim of the thesis 

are presented. The chapter ends with the delimitations of the research area. 

1.1. Background of CSI 
“[A CSI action] is thought by the decision maker to be inferior to another alternative when the 

effects upon all parties are considered. Generally this involves a gain by one party at the 

expense of the total system”. 

Armstrong, 1977, p. 185 

The subject of Corporate Social Responsibility (CSR) has been practiced by corporations and 

studied for decades in articles and journals (Aupperle, Carroll & Hatfield, 1985; Sen & Cowley, 

2013; Taneja, Taneja & Gupta, 2011; Werther & Chandler, 2010). One of the most researched 

angles is to see how the relationship between the stakeholders’ and corporations’ CSR activities 

affects the corporation's profits (Aupperle, Carroll & Hatfield, 1985; Du, Bhattacharya & Sen, 

2010; Peloza & Shang, 2011). A topic closely related to this is Corporate Social Irresponsibility 

(CSI), which is a behavior that corporations take part in when they act without regards for other 

people’s, animals’ and/or natures’ welfare (Pearce & Manz, 2011). The topic of CSI is however 

lacking the same popularity in the academic world as CSR (Lin-Hi & Müller, 2013). Lin-Hi and 

Müller’s (2013) article supports the statement, as the authors present a table of articles 

concerning CSI as a topic, consisting of only 22 articles from 1962 up to 2012. 

Whether it is called CSiR (Strike, Gao & Bansal, 2006), CSIR (Pierce & Manz, 2011) or CSI 

(Armstrong 1977; deMaCarty, 2009; Clark & Grantham, 2012), studies of CSI are difficult to 

find without comparison to CSR (Armstrong & Green, 2013; Clark & Grantham, 2012; 

Frooman, 1997; Grappi, Romani & Bagozzi, 2013; Herzig & Moon, 2013; Jones, Bowd & 

Tench, 2009; Windsor, 2013). A clear definition of CSI is scarce in the published articles and it 

has involved during the years. It is argued that Armstrong (1977) first introduced CSI; an 
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umbrella term for a collection of questionable actions. Armstrong (1977) presented the definition 

or explanation that is highlighted first in the chapter. Thirty years after Armstrong’s (1977) 

definition of CSI it was defined with focus on the stakeholders and later an even broader 

definition; 

“Corporate irresponsibility occurs when the strategic management of stakeholders does not 

remain responsibility-neutral practice but becomes an immoral practice based on the deception 

and manipulation of stakeholders” 

Greenwood, 2007, p. 324 

“We define CSIR as unethical executive behavior that shows disregard for the welfare of others 

that at its extreme is manifested when executives seek personal gain at the expense of employees, 

shareholders and other organization stakeholder, and even society at large”. 

Pearce and Manz, 2011, p. 563 

More modern definitions of CSI explain it as those actions by corporations that have a negative 

effect on a particular social stakeholder’s rightful claims (Strike, Gao & Bansal, 2006). Further, 

they are illegal and unsustainable actions for the entire system “due to the exploitation of 

negative externalities” (Clark & Grantham, 2012, p. 30), as well as corporate actions and 

behaviors that are illegal or ruthlessly unethical and/or unsustainable and therefore not accepted 

by society (Clark & Grantham, 2012). However, CSI can be chided by society even though they 

are legal actions, as CSI actions are not solely illegal actions (Clark & Grantham, 2012; Murphy 

& Schlegelmilch, 2013). On the other hand, Sweetin, Knowles, Summey and McQueen (2012) 

acknowledge that violation of the law is likely to occur when a corporation acts socially 

irresponsibly, but law breaking is not required. It is therefore important to note that a corporation 

can act legally at the same time as they are socially irresponsible according to the society 

(Murphy & Schlegelmilch, 2013; Sweetin et al., 2012). 
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CSI includes a lot of activities, e.g. environmental damage such as pollution, luring customers by 

selling tawdry products and having disrespect for human rights by treating suppliers and 

employees badly (Murphy & Schlegelmilch, 2013; Lin-Hi & Müller, 2012). Criticism to 

corporations’ socially irresponsible behavior has always existed. At the same time there is also a 

debate going on whether a corporation should have the responsibility at all, or if the 

responsibility grows with the power of a corporation (Murphy & Schlegelmilch, 2013).  

The presence of CSI does not exclude CSR activities and vice versa. Research shows that they 

can take place concurrently, e.g. when a company has been caught in environmental 

irresponsible actions, they begin to take part in CSR to gain environmental performance. 

However, there is evidence that a company engaged in CSR is more likely to act irresponsibly, as 

there is evidence that environmental CSR is positively related to environmental CSI (Ormiston & 

Wong, 2013). There are indications that consumers have a willingness to punish CSI related 

activities, but that they at the same time are skeptical towards CSR (Murphy & Schlegelmilch, 

2013). This multi-faceted concept of CSI (Murphy & Schlegelmilch, 2013) becomes even more 

complex when considering that the consumers’ attitudes towards a corporation can differ 

depending on the context (McGivern, 2006). Most social scientists agree that attitude can give an 

indication of intended behavior and therefore can be a tool used for understanding behavior. 

However, there is no evidence on a direct link between attitude and behavior. The behavior and 

attitude can alter depending of situational factors, such as economical, mood, physical or social 

environmental factors. It also depends on how deep the attitude is (McGivern, 2006).  

Depending on the consumers’ buying behavior, the purchase can have an effect on the 

environmental impact and even eliminate it, according to Thøgersen (1999). The buying 

behavior is therefore one of the greatest and most important environmental standpoints a 

consumer can take. Consumer boycotting of a firm caught acting unethically or selling products 

that are bad for the environment is an example of consumers showing their standpoint. However, 

if the price of boycotting is too high, the consumer may see it as a financial risk, triggering their 

buying behavior instead of their morale (Thøgersen, 1999).  



4 
 

1.2. Problem Discussion 
CSI is an occurring matter (Perks, Farache, Shukla & Berry, 2012) and when the consumers are 

aware of CSI activities, they pay more attention to it than if they come across CSR or activities 

that are neutral (Lange & Washburn, 2012). Research also indicates that consumers may not 

believe in corporations’ CSR activities, but are more likely to believe in news about CSI 

activities and feel a willingness to punish the corporation (Murphy & Schlegelmilch, 2013). Still, 

the discussion of CSI is seldom addressed clearly in the subject of CSR or on its own (Lin-Hi & 

Müller, 2013). It has not been researched whether CSI activities are influencing the attitude of 

the consumer in a negative way, affecting their beliefs and intentions towards the corporation, as 

it has been with CSR and a positive impact on the same areas. The findings of CSR research 

ultimately lead to that the image of a corporation can have an impact on the purchase behavior of 

the consumers (Becker-Olsen, Cudmore & Hill, 2006), while the CSI impact is more unknown. 

However, evidence supports that the consumer would take a different approach to CSI activities 

than CSR since the consumers are more prone to punish bad behavior (Murphy & Schlegelmilch, 

2013).  This can naturally be researched in many different industries, but there are few studies 

trying to grasp the general view of the consumers’ perceptions and beliefs of corporations’ 

behavior (Gupta & Hodges, 2012), including CSI. One gap in the literature is the apparel 

industry (Dirnbach, 2008). 

The apparel industry is a very competitive market with its tight deadlines and intensive labor that 

involves tens of millions employees. An example of the negative effects this industry have is the 

factories’ tendency to increase their demand on the workers, affecting their well-being, because 

of the international pressures. This includes for example; below minimum wages, long working 

days, child labor, unsafe factories and sexual harassment. The question of who is responsible for 

these conditions has become a blame game. The corporations that sell the clothes to the end 

consumer blame the contractors (the ones supplying the labor to the production) for the lack of 

humane working conditions, while the contractors in turn blame the corporations for paying too 

little (Dirnbach, 2008). At the same time the demand for apparel that has been produced ethically 

has increased over the years. Still, the importance the consumers place on ethical attributes in 

their purchase decisions is rather unknown (Jegethesan, Sneddon & Soutar, 2012). 
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Many of the main street
1
 apparel stores, that are in the fast moving consumer goods

2
 (FMCG) 

market, are aiming towards a younger target group, the youth market (Akturan, Tezcan & 

Vignolles, 2011). The thesis follows Neugarten, Moore and Lowe (1965), as they define the age 

span of young adults to be between the ages 20 to 29. The young adults, as young consumers, are 

a big and important segment in the growing youth market (Akturan, Tezcan & Vignolles, 2011). 

This is a very competitive market where the key is fast fashion. Fast fashion means that the 

retailers update their product offering constantly and that they listen to the consumers’ demands 

(Barnes & Lea-Greenwood, 2010). This requires shorter lead times and puts the producers in a 

situation where they get large orders with short notice. Consequently, these orders are on the 

expense of the workers’ welfare in the factories since the production itself is also very 

competitive (Dirnbach, 2008), as mentioned above. The consumers’ attitudes towards CSR are 

full of skepticism, whereas attitudes towards CSI although tend to support punishment of the 

corporations. These attitudes are further believed to indicate the consumers’ intended behavior 

(McGivern, 2006). Hyllegard, Ogle and Yan (2008) on the other hand state that young adults 

may respond favorable to fair labor conditions and can build a positive attitude towards the 

apparel brand, i.e. they are not skeptical against CSR. Whether or not unfair labor has the same 

effect, as in a negative attitude towards the corporations and their purchasing behavior, is rather 

unexplored in literature, even though it is indicated that a negative attitude towards CSI actions 

has a negative effect on the consumers’ purchasing behavior (McGivern, 2006). 

1.3. Purpose and Research Question 
The purpose of this research is to investigate if the Swedish young adult consumers’ attitudes 

towards unethical and irresponsible behavior in the FMCG apparel market affect their intended 

purchase behavior and further their actual buying behavior. The purpose will be answered 

through the following research question: 

                                                 

1
 The fashion industry divides into three parts; luxury, main street and discounter/supermarkets (Peterson, Chang, 

Wong & Lawrence, 2010). In this paper when the authors refer to ”medium price” it is assumed to be the same as 

the main street (i.e. the British high-street) where the stores are FMCG apparel and prices are higher than at the 

superstore but less than in the luxury market. This includes stores such as H&M, Zara and Topshop. 

 
2
 Fast moving consumer goods (FMCG) in the apparel industry are low-involvement apparel that consumers 

frequently purchase, immediately while using the least amount of effort required (Mesiter, 2012).  
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How are the young consumers' purchase intentions affected by their attitude for corporations’ 

irresponsible actions in the FMCG apparel industry? 

The study's purpose is to investigate the young consumers’ emotions towards FMCG apparel 

corporations in order to see if CSI actions give them a negative attitude. It will further be 

explored to see if the attitude towards the corporations reflects in their intentional purchase 

behavior and their actual behavior. This will provide insight to the young consumers’ knowledge 

and interest for CSI, aiding corporations in their quest for excellence when it comes to consumer 

relationships. 

1.4. Delimitations 
This paper is limited to the Swedish FMCG apparel industry since it is a highly examined and 

scrutinized industry when it comes to irresponsible behavior (Dirnbach, 2008). During the past 

few years there have been plenty of examples of CSI in the concerned industry. However, due to 

practical reasons only specific examples of CSI have been included in the investigation. The 

examples are; animal cruelty and unethical treatment of the employees in the apparel factories 

(sweatshops). Animal cruelty involves animal testing and indirect or direct support of unethical 

treatment of animals that are held because of their fur or other body parts that are being used in 

or with apparel. “Unethical treatment of employees” is solely focusing on the workers in the 

sweatshops. It involves bad and unsafe working conditions, low wages, extended working hours 

and unfair, racialist or violent direct behavior towards the workers (Dirnbach, 2008). 
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2. Theory 

Chapter two presents the literature review that will help to answer the research question. This 

includes CSI, consumer attitude and consumer behavior. It is finalized by a summary of the 

theories, including a presentation of the conceptual model used in the study. 

2.1. A Multifaceted View of CSI 
The view that consumers have on CSI is not obvious and one-sided, instead it is multifaceted. 

Murphy and Schlegelmilch (2013) indicate that the consumers have a great willingness to punish 

corporations’ CSI activities, but they are at the same time skeptical towards CSR. However, all 

consumers are still not entirely aware of corporations’ questionable actions. The lack of 

consumers’ awareness regarding environmental issues creates an uncertainty how their own 

behavior is related to the issues but also what should be done and by whom. Studies indicate that 

there is a relationship between these two factors. The relationship reduces the likeliness that a 

consumer goes from a positive attitude towards acting on the problem (Thøgersen, 2005). 

Carrigan and Attalla (2001) discuss a study revealing that only 18% could name a company that 

was involved with CSI. This indicates that the consumers lack information regarding CSI 

activities and therefore it can be argued that the decision to purchase unethically may be 

erroneous (Carrigan & Attalla, 2001). The study further showed that the majority of the 

consumers were oblivious if a specific company had behaved ethically or not (ibid.). 

Simultaneously, several studies indicate that consumers’ behavior towards environmental issues 

is based on their morale (Thøgersen, 1999).  

However, as Carrigan and Attalla (2001) indicate, the exposure of CSI activities does not always 

have a big negative impact for a corporation. In a study by Boulstridge and Carrigan (2000, as 

cited by Carrigan & Attalla, 2001, p.565), some respondents claimed that knowledge about CSI 

activity of a company did not affect their purchasing behavior and that they would still purchase 

from them. To these consumers, a product that they appreciate and buy on a regular basis was 

not something that they would boycott. Instead price, quality, value and brand recognition were 

all more highly valued than the corporation’s activities according to the consumers’ purchase 

criteria (ibid.).  
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Even if the consumers are more or less aware, the information is out there. Internet has been 

important in making the consumer more powerful, as it acts as an enabler for both exposure to 

information and information research, as well as a platform for punishment for corporations’ 

behaviors that the consumers do not approve of (Sweetin, Knowles, Summey & McQueen, 

2012). Lange and Washburn (2012) acknowledge that many scholars are agreed that when 

consumers come across CSI activities, they will increase their attention to it and search actively 

for more information about the issue, than if the consumers observed CSR or neutral activities.  

Therefore, it is of importance for the corporation to avoid activities that may be observed as CSI 

by the consumer and include it in the strategy plan (Sweetin et al., 2012). When consumers 

receive the information regarding companies and their offerings it may affect the consumers’ 

purchasing behavior, as well as their attitudes towards the company (Eisingerich, Rubera, Seifert 

& Bhardwaj, 2011). 

2.2. Investigating Attitudes 
Attitude is “a person’s consistently favorable or unfavorable evaluations, feelings, and 

tendencies towards an object or idea” (Kotler & Armstrong, 2010, p. 175). These feelings can 

also give an indication about how a consumer will act. Therefore, McGivern (2006) argue that 

there are two reasons why the interest for attitude exists. Attitude reveals what people (1) think 

and feel and also (2) how they intend to act. A consumer can have an attitude about more or less 

everything. Therefore, studying attitudes can help understand how people differ from one 

another and what influences and motivates behavior, making it possible to anticipate and also 

influence attitudes in the desired direction (McGivern, 2006). Even though attitudes cannot be 

seen as a substitute for measuring behavior, there is a strong correlation between the two. When 

attitude is greatly unrelated to behavior it should be viewed as an interesting case. It is something 

that reveals a special occurrence of social life (Schuman & Johnson, 1976).  However, attitudes 

are difficult to study. Attitudes are complex, multi-faceted and can change according to context. 

People may also be unaware of their attitudes and it can be hard to explain them in words, 

sometimes people may also be unwilling to talk about them. General attitudes are difficult and 

does not give interesting results, therefore attitudes about specific topics should be researched 

(McGivern, 2006). To investigate this, the ABC model of attitudes (Ajzen, 1989) will be used. 
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2.2.1. The ABC Model of Attitudes 

The ABC model of attitudes divides the components of attitude into three parts; affect (A), 

behavior (B) and cognitions (C) (Schiffman & Kanuk, 1997), as can be seen in figure 1. These 

three components are the most used classification when it comes to attitude and can be traced 

back to Plato (Ajzen, 1989). Even though all attitudes are based on affective, behavioral and 

cognitive components, some attitudes are more prominent than others towards one of the 

components. Therefore, each one of the components has the ability to influence the attitude by 

themselves, but also with the support of the others (Ajzen, 1989; Jansson-Boyd, 2010). Further 

all three components of the attitude ABC model will be explained. 

 

Figure 1: The ABC Model3 

2.2.1.1. Affect 

Affect explains how the attitude can be inferred through the feelings the individual has for the 

attitude object (Ajzen, 1989). It concerns how the individual feels about different elements. 

Consumers may find it difficult to rationalize why they feel the way they do towards a 

corporation or a product. This is because they are guided by their emotions from sources such as 

moral and religious beliefs, as well as personal values (Jansson-Boyd, 2010). The verbal affect is 

for example the expression of disgust or admiration towards a corporation. If the person admires 

or have high thoughts about the corporations’ products, they have a positive attitude towards the 

corporation. Au contraire, if they claim to be disgusted by the corporation they are assumed to 

                                                 

3
 Adapted figure from Ajzen (1989, p. 246). 
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have a negative attitude (Ajzen, 1989). Research indicates that affectively based attitudes come 

faster to mind than the cognitive based, because they are believed to be more available in the 

memory (Jansson-Boyd, 2010). 

2.2.1.2. Behavior 

Behavior responses are inclinations, commitments, intentions and actions in respect towards the 

attitude object (Ajzen, 1989). It originates from observations and how they behave to stimulus or 

a person. Some are not even aware of their attitudes until they can observe how they behave 

(Jansson-Boyd, 2010). The verbal behavior is what a person considers how other claim that they 

do, would do or are planning to do if the circumstances are appropriate. If a person has a 

negative attitude towards a corporation s/he could even refuse to have anything to do with it 

unless it is necessary. They may also encourage others to boycott the corporation in question 

(Ajzen, 1989). It is only during certain conditions that a person’s attitude collides with their 

behavior. An example of this is when the initial attitude of an individual is weak or vague and 

their behavior lacks any other possible explanations (Jansson-Boyd, 2010). 

2.2.1.3. Cognition 

The cognitive components are the “[…] responses that reflect perceptions of, and information 

about, the attitude object” (Ajzen, 1989, p. 243). A cognitively based attitude is mainly based on 

facts and makes it easy to divide the pros and cons. This helps the person to quickly understand 

if s/he wants to be associated with the object or not. The nature of the object in question does not 

matter (Jansson-Boyd, 2010). The verbal cognitive is the beliefs that are expressed. A person 

with a negative attitude believes e.g. that a corporation is more interested in money and selling 

than in the consumer, while a person with positive attitude might believe corporations want their 

products to help the consumers in their daily lives. The nonverbal cognition is harder to assess. 

The information nonverbal cognition gives about attitude is mostly indirect. A person with a 

positive attitude about something has a low threshold towards the perception of favorable stimuli 

that is attitude-relevant, whereas a person with negative attitude encompasses a low threshold 

towards unfavorable stimuli instead (Ajzen, 1989). In other words, a person with a positive 

attitude towards a corporation will have a more favorable approach about e.g. a positive rumor, 

compared to a person with a negative attitude towards the same corporation. As a result, it can be 

claimed that attitudes can emerge as a result of seeing a corporation or product from different 
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aspects (Jansson-Boyd, 2010). Attitudes are also, as already mentioned and argued, very much 

connected to the consumer’s buying behavior (Csutora, 2012; McGivern, 2006; Schuman & 

Johnson, 1976). 

2.2.1.4. Contextual Factors 

The ABC model states that “environmental sound behavior depends not only on attitudes, but 

also on contextual factors” (Csutora, 2012, p. 147). When the contextual factors can be seen as 

encouraging without being too weak or strong, the relationship between behavior and attitude is 

at its strongest. If the contextual factors are high in their support, individuals with a negative 

attitude lean towards a more positive behavior. This means that a person with negative attitude 

towards corporation A might still purchase from them if e.g. other corporations are too 

expensive, or if there are no substitutes. In the same manner, low support can discourage 

individuals with a positive attitude (Csutora, 2012). An example is when a person has a positive 

attitude towards corporation A, but no reason to buy from them exist, e.g. corporation B have 

better products.  

2.3. Consumer Buying Behavior 
Consumer buying behavior is by Kotler and Armstrong (2010, p.159) explained as “the buying 

behavior of final consumers- individuals and households that buy goods and services for 

personal consumption”. Bennet (1995, p. 59) instead defines consumer behavior more deeply as 

“the dynamic interaction of affect and cognition, behavior, and the environment by which human 

beings conduct the exchange aspects of their lives”. Consumer behavior can be summarized as 

the experienced feelings and thoughts of people and the actions that they take when consuming 

(Peter & Olson, 2010). 

2.3.1. The Theory of Planned Behavior 

The theory of planned behavior has been a very dominant approach for the last three decades and 

is well known amongst students, policy-makers, practitioners and researches (Sniehotta, Presseau 

& Araújo-Soares, 2014). The theory can be used to investigate a person’s intentions and it is 

supposed to capture the factors that motivate the influence of a behavior (Beck & Ajzen, 1991). 

Intention is placed in the theory’s (figure 2) center, but it also takes attitudes toward the 

behavior, subjective norms and perceived behavioral control into consideration when predicting 

a behavior (Ajzen, 1991). Ajzen (1991, p. 179) argue that by using the theory “intentions to 
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perform behaviors of different kinds can be predicted with high accuracy”. 

 

Figure 2: The Theory of Planned Behavior4 

The theory of planned behavior revolves around the idea that the individual’s intended 

performance will become their performed behavior. The greater the person’s intention is to 

perform a special behavior, the more likely that the intention will be realized. Intention is 

therefore important to the theory and a direct antecedent to behavior (Ajzen, 1991). 

2.3.1.1. Perceived Behavior Control 

Intention is only an important factor when the person has control over their own behavior. Often 

it is a matter of the choice to act or to abstain, but Ajzen (1991) also discusses non-motivational 

factors, called perceived behavioral control in the figure 2. It describes how easy it is for a 

person to perform the behavior; how much perceived control the person has over the behavior. 

These factors are the resources and opportunities that have to be in harmony for the intention to 

be realized (Ajzen, 1991). People tend to over or under valuate their resources and opportunities, 

making it difficult to know if they really possess them. Therefore the theory focuses on perceived 

behavioral control, which is much easier to measure (ibid.).  

Perceived behavioral control is based upon personal experiences but also by those of friends and 

acquaintances (Ajzen & Madden, 1986). It is also dependent on something that Ajzen and 

Madden (1986, p. 457) describe as: “other factors that increase or reduce the perceived 

                                                 

4
 Adapted from  Ajzen (1991, p. 182). 
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difficulty of performing the behavior in question”.  If a consumer believes s/he has the right 

resources and opportunities, paired with few anticipated impediments and obstacles, the 

consumer has a large perceived control over her/his behavior (ibid.). Regardless all advantages 

of using perceived behavioral control in the model, the choice has also been criticized. Since the 

theory includes perceived behavior control and not actual control it is argued to not be 

completely realistic. There are primarily three situations where only perceived control is not 

good enough for an accurate prediction (Beck & Ajzen, 1991). When the person in question has 

fairly little information regarding the behavior, when the available resources or requirements 

have changed, or when the situation is entered by unfamiliar and new elements. Linking the 

behavior and the perceived control directly, as can be seen in figure 2, requires to some extent an 

agreement between the actual and perceived control the individual has over the behavior. Also, 

research relied on the participants’ personal information of their feelings, thoughts and actions 

are widely criticized for being biased. However, Beck and Ajzen (1991) argue that there are most 

likely no other alternative where the outcome is just as interesting and detailed. 

2.3.1.2. Attitude towards the Behavior 

The theory also takes personal and society’s attitude and norms into account. The attitude 

towards the behavior is a personal factor that describes the degree the person has a positive or 

negative evaluation of the specific behavioral outcome (Ajzen & Madden, 1986). There is some 

evidence that the attitude only have a small impact towards the intentions. At the same time, 

perceived behavior control and attitude can account for the intentions towards the behavior, or all 

of the predicaments can contribute independently (Beck & Ajzen, 1991). 

2.3.1.3. Subjective Norm 

The subjective norm is the social factor. It represents how the behavior is socially judged from 

the consumers’ perception (Ajzen & Madden, 1986). Together these four factors determine the 

behavior. Consequently; the better attitude the person has, the more favorably society will look 

upon the behavior, if a person has the needed resources and opportunities and also if the person 

has high intention to perform the behavior, the greater the chances the behavior will be realized.  

The factors can also work one by one as Ajzen (1991) acknowledges that depending on situation 

and behavior, the influence of each may vary. One factor may be essential for intention while the 
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others are insignificant, but also two can be important and the last one inconsiderable. However, 

perceived behavioral control can directly influence behavior if the conditions are suitable (Ajzen, 

1991; Beck & Ajzen, 1991). Depending on the situation only investigating intention can be 

enough (Beck & Ajzen, 1991). 

2.3.1.4. Criticism of the Theory of Planned Behavior 

Recently the theory has been the object of heavy criticism. Ajzen’s (1991) earlier cited confident 

statement about the theory being suitable for all situations has raised criticism, questioning if a 

theory that is only based on four factors will be sufficient enough to explain all willing behaviors 

(Sniehotta, Presseau & Araújo-Soares, 2014). The sufficiency of the model has been argued 

against theories regarding the limitations of predicting accuracy. If all factors, both internal and 

external, that are required to predict the behavior are known, a predicament of the behavior can 

be made with a limit to the measurement error. Further, if the factors stay the same, the behavior 

also remains unchanged (Beck & Ajzen, 1991). Very few experimental tests of the theory have 

been made and none of them support the assumptions that the theory states (Sniehotta, Presseau 

& Araújo-Soares, 2014; Armitage, 2014). Ajzen (2014) claims that the theory does not assume 

veridicality or objectivity in behavior control belief or norms. Selective and invalid information 

may be at the base of the beliefs. It explains that it is the individuals’ attitude, perception of 

control and subjective norms that the beliefs rely on. It does not matter how they were formed, it 

is how the factors influence the intention and further the behavior (ibid.). According to Sniehotta, 

Presseau and Araújo-Soares (2014) the model is most valid when the predicting is a short-term 

self-report on behavior. 

Ajzen (2014) defends his theory from the criticizing article by Sniehotta, Presseau and Araújo-

Soares (2014), stating that some of the arguments are misguided, some are simply wrong and 

that the scholars lack the needed understanding of the model. Even though the theory lacks the 

complete variance regarding intentions, nothing is precluded about adding predictors. The 

problem is which to add. There is some evidence that adding a measurement of attitudes to avoid 

a behavior could improve when predicting intentions. Studies with positive results regarding the 

theory are available with strong effect on the behavior and a theoretical component (Ajzen, 

2014). The theory has also been said to lack a clear theory regarding change that is needed since 

behavior is assumed to change (Sniehotta, Presseau & Araújo-Soares, 2014). Ajzen (2014) on the 
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other hand claims that it is not about change, but a theory to predict and explain intentions and 

behaviors. Armitage (2014) expresses surprise over that the authors Sniehotta, Presseau and 

Araújo-Soares (2014) didn’t use the relevant theories of the criticized authors, where they had 

already discussed change in behavior. Armitage (2014) is against retiring the theory but thinks it 

should be seen as a framework for actions and used to benchmark new theories with. Regardless 

of the criticism, Ajzen’s theory of planned behavior still remains well known and used 

(Sniehotta, Presseau & Araújo-Soares, 2014). 

2.4. Theoretical Summary 
The theory section begins with an important subject, explaining CSI and the difficulty for 

consumers to understand and behave towards the issue. It is explained how CSI can affect a 

consumer’s attitude and purchase behavior (Eisingerich, Rubera, Seifert & Bhardwaj, 2011), 

linked to the rest of chapter two. It continues with an exploration into the consumers’ attitude 

towards corporations (Kotler & Armstrong, 2010). This concept is generally divided into three 

parts, each affecting a consumer’s attitude; affect, behavior and cognition. These are the 

foundations of the ABC model (Csutora, 2012). Affect is how the consumers’ attitude can be 

deduced through; the feelings that they have for the corporation (Ajzen, 1989). The behavior is 

the tendency, commitment and intentions a consumer have. It is also the actions a consumer 

takes towards a corporation s/he has an attitude about. Finally, cognition reflects the perceptions 

and the information that the consumer has about the corporation (Ajzen, 1989). Cognition is fact 

based, which makes it easier for the consumers to recognize the pros and cons as they can look it 

up. This makes it easy for the consumers to make up their minds if they want to be associated 

with the corporation or not (Jansson-Boyd, 2010). However, contextual factors are not to be 

forgotten in the context. Contextual factors should neither be too weak or too strong for the 

relationship between attitude and behavior to exist (Csutora, 2012). If contextual factors have a 

great impact on the consumer, the behavior can be positive even though the attitude is negative 

and would indicate a negative behavior, the same effect occurs the other way around. 

The theory continues further into the consumers’ buying behavior (Bennet, 1995; Kotler & 

Armstrong, 2010), where the theory explains the individuals’ intention to perform a behavior 

(Ajzen, 1991). The model consists of three factors that all have an effect on their individual 
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intended behavior. The attitude towards the behavior is a personal factor that evaluates the 

negative and positive of performing the behavior. This attitude is therefore not to be confused 

with the ABC theory of attitude (Ajzen, 1989). The subjective norm is a social factor that affects 

the behavior based on how much social pressure the consumer has to perform the behavior or 

not. Lastly, the perceived behavior control is the consumer’s belief about if the behavior, or the 

revulsion, is easy to perform based on their resources and opportunities (Ajzen & Madden, 

1986). These behaviors are not to be confused with the behavior in the ABC model of attitudes 

(Ajzen, 1989). All these three discussed factors affect the intentions, indicating that a strong 

intention towards a behavior has a good possibility to lead to an actual behavior (Beck & Ajzen, 

1991).  

2.5. Conceptual Model 

 

Figure 3: Conceptual Model 

The three concepts; CSI, attitude and consumer purchase behavior are combined in figure 3. It is 

assumed that a corporation’s CSI actions will influence the consumer’s attitude negatively 

towards the corporation. This is illustrated by a minus next to the arrow from the first oval, 
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“Corporation’s CSI behavior”, to the second oval “Consumer attitude” in figure 3. The affect, a 

consumer’s feelings towards the corporation are assumed to become not as favorable, their 

tendency to visit the corporation’s store is minimum, at the same time they become more 

interested to know more. Therefore, the consumer gets more aware of the corporation’s CSI 

behavior. These factors; affect, behavior and cognition, will together cause a negative effect on 

the consumer’s planned behavior. The negative effect that the negative attitude has on consumer 

purchase intention is therefore illustrated by a minus between the second and third oval in figure 

3. The consumer’s will to purchase from the corporation is assumed to be lowered, as it is 

associated with CSI, according to Ajzen (1989). Here is also society’s encouragement to stop 

purchasing from the corporation a motivator; it is important what everyone else consider. Lastly, 

the perceived behavior control is assumed to be rather high. The consumer will feel empowered 

thanks to their new knowledge and information, making it easy for them to make a new choice 

that is more sustainable. Therefore, a corporation’s CSI actions will influence the consumer’s 

purchase behavior negatively, making the consumer less prone to continue purchasing from the 

CSI accused corporation if they have another choice. All factors are assumed to make the 

consumer more prone to choose another corporation that is not accused of CSI actions. Again, 

this is shown in figure 3 with the minus between the third oval “Consumer purchase intention” 

and the final square “Consumer purchase behavior”. However, even if Thøgersen (1999) and 

Grimmer and Bingham (2013) claim that the consumers behavior reflect their moral, Boulstridge 

and Carrigan (2000, as cited in Carrigan & Attalla, 2001) claim that this is not the case. Instead 

they claim that the consumers are more likely to base their purchases on contextual factors: the 

product’s price and quality and not on their individual attitude towards the corporation’s 

unethical actions (ibid.). Consequently, contextual factors (Csutora, 2012) appear in the model 

even though they are expected to have a lesser, although positive as can be seen in figure 3 

referring to the plus, impact on the consumer purchase intention and consumer purchase 

behavior. Instead it is believed that the negative attitude towards CSI has the strongest impact on 

the two, why there is a cross instead of an arrow between contextual factors and consumer 

purchase intention. This is based on McGivern’s (2006) statement that the attitude is very likely 

to reveal how the consumer intends to act. 
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3. Methodology 

The third chapter explains how the study is conducted. It argues for the choice of a qualitative 

research approach and the choice of focus groups. A discussion of the difficulties when studying 

attitudes is presented as well as the validity and reliability of the study. 

3.1. Research Approach and Design 
This is a qualitative study that has a deductive approach, meaning that it is based on empirical 

investigation that is used with existing theory (Bryman & Bell, 2011; Zikmund, Babin, Carr & 

Griffin, 2009). A deductive approach enabled the gathering of a framework of existing theories 

and to compare them to the empirical findings (Bryman & Bell, 2011). Because of the few 

studies done in the subject of CSI, using already well-established theories to set the framework 

helped setting the tone for the empirical investigation. Qualitative research focuses on a social 

phenomenon where deeper analysis is desirable and generalization is not possible in the same 

way as when doing quantitative research (Zikmund et al., 2009). There is however criticism 

directed at qualitative studies, that they are too subjective, difficult to replicate and lack 

transparency in how the research and analysis is conducted (Bryman & Bell, 2007). However, 

this research is aiming to understand the connection between CSI and young adult consumers’ 

purchase intentions, possibly leading to the actual purchase behavior. A deeper analysis and 

understanding about the possible relation is the aim and therefore a qualitative approach is the 

best fit for this research. The positive aspects regarding the fit of the qualitative approach and 

aim target outshine the negative aspects for this investigation and therefore it was chosen. 

Qualitative research is also more concerned about the context and meaning of the action than 

quantitative (Bryman & Bell, 2007), suitable when wanting to study a relation between two 

subjects. The purpose of this study is to see a relation or an association between a corporation’s 

CSI action and consumers’ attitude towards the same corporation, leading to a potential, or not, 

purchase intention and the actual purchase behavior’s outcome. This shows that the design of the 

study is exploratory; it sets out to gain insight in a research problem that has a limited number of 

researches to reference to (Taylor, Catalano & Walker, 2002). 

3.1.1. Qualitative Research of Attitude 

When it comes to examining attitudes, qualitative research aims to get down to the roots and 

analyze the deeper levels of attitudes. It explores and understands the attitude’s context, the 



19 
 

connection between attitude and a person’s opinions, beliefs, intentions, motivation and 

personality. The results are often used in as well as proceed to be investigated in quantitative 

research. However, the quantitative research was not chosen because qualitative research is 

easier to succeed with. The qualitative approach is offering more unstructured methods that use 

several ways and questions to reach the issue, which improves the validity of the study 

(McGivern, 2006). This study will focus on the deep levels of attitude through qualitative 

research. The study makes an assumption that CSI stems from levels of attitude which are not 

likely to change. There is interest to investigate the intensity of the attitude and the related 

elements - feelings, beliefs and the purchase intention, something a qualitative research method 

is excellent to reveal (McGivern, 2006). Also, the aim of the study is to see what the attitude is 

like today, not how it has been or will change, making a qualitative research method as the most 

suitable approach (ibid.).  

3.2. Focus Groups 
For this study, focus groups are the chosen data collection method to gather empirical material. 

A focus group is a group interview where all interviewees get to express their opinions, 

experiences, beliefs and motivations (Patton, 2002) and where the moderators get the opportunity 

to directly see how the participants in the groups act in the discussion. This gives the possibility 

to see the participants share ideas, experiences, different views, their intentions, when they 

express their personality and sometimes even argue with the other participants within the focus 

group (Liamputtong, 2011). A focus group provides insight to the problem of CSI in the FMCG 

apparel industry through discussions rather than only getting one person’s view on the question 

asked. This also gives room for different opinions and discussions of the subjects that are needed 

since the chosen topic is very little previously researched. Krueger and Casey (2000) propose 

that among other things, focus groups are an excellent option when the aim is to get people’s 

opinions and feelings toward something and to understand what affects behaviors. Nevertheless, 

the core idea of focus groups is that consumers make decisions in social contexts and therefore 

the social context of a focus group would help increase the information gathering accuracy. 

Focus groups are also great for enlightening a bigger phenomenon, instead of micro-analyses 

(Patton, 2002). Because CSI often is distributed through social context (Sweetin et al, 2012) and 

the purchase intentions are not assumed to be a micro-analysis, the choice to collect data through 

focus groups was apparent. 
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The use of focus groups can be both positive and negative. Focus groups are cost and time 

effective since several people are interviewed at the same time, compared with single interviews 

(Krueger & Casey, 2000; Patton, 2002). Focus groups should let each participant speak their 

mind, but because there are several people present, some interviewees might feel hesitant to 

express their arguments if they have a feeling of being in minority (Krueger & Casey, 2000). 

However, since the focus groups all consists of only five participants who knew each other from 

before, the participants are argued to feel comfortable to speak whatever is on their mind. 

Discussion groups are also beneficial; when one is opening up, it can lead to several others 

getting the courage to agree and share their story. The reason is that people tend to enjoy being in 

a social context and discuss together (Krueger & Casey, 2000; Patton, 2002). On the other hand, 

focus groups always carry the risk of bias since the setting is unnatural. Therefore the 

respondents’ opinions and answers cannot be taken for absolute (Morgan, 1988).  

3.3. Operalization 
To gather data, the authors set up focus groups to discuss the FMCG apparel industry and CSI. 

To simplify the focus group discussions they were asked to focus on animal cruelty and unethical 

treatment of employees in the factories, seeing that they both are subjects that are relevant in the 

FMCG apparel industry. However, the participants were free to discuss any kind of CSI they 

chose. To help answer the research question an interview guide were created with the theoretical 

framework as a base (see Appendix 1) to make sure that the discussion in the focus group is 

focused and on target to answer the research question (McGivern, 2006; Patton, 2002). This 

interview guide lists the questions that will be asked during the session and is based on the 

theories that the empirical study will be analyzed by. The questions, or discussion topics, have 

their foundation in the ABC model of attitude (see chapter 2.2.) and the theory of planned 

behavior (see chapter 2.3.) and aims to answer the research question asked by the authors. 

Therefore, the questions are investigating consumers’ attitudes towards CSI activities in the 

FMCG-apparel market and how the CSI activities affect their purchase intention. The first part of 

questions, section zero, contains questions about the participants’ behavior and attitude towards 

FMCG apparel stores without focusing on CSI. Section one is focusing on the participants’ 

views and knowledge of CSI and section two investigates their brand attitude with CSI in mind. 

Finally, section three consists of questions about each individual’s intended apparel purchase. 

The questions are phrased to avoid the exact words used in the theoretical models as much as 
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possible, in order to not affect the answers and to use a less formal tone in the discussion. The 

questions are further stated as open-ended (Krueger & Casey, 2000) as possible to make room 

for a discussion rather that a short answer. The number of questions follows the guidelines by 

Patton (2002), no more than ten questions for an hour session for the chosen group size. 

The interview guide was used during the focus groups to ensure them to be alike. The questions 

in an interview guide are stated in the order that they are to be asked, unless a question suits a 

previous discussion. The guide helps to use the limited time in an effective way as the issues 

already are determined and it is easier to keep the participants in the right topic. Nevertheless, it 

still allows the interviewer to pose follow up questions outside the guide if something appears in 

the discussion that the moderator, or assistant moderator, feels is important for the study (Patton, 

2002). The questions were all set up to get the participants’ opinions regarding their own attitude 

towards the issues and how they believed that they behaved in those circumstances. It is 

important to note that the questions and their answers are based on their perceived behavior, not 

their actual behavior. Finally, since CSI is a rather unknown concept, questions were added 

regarding the participants’ knowledge of the subject. Questions were also formed regarding if the 

participants are familiar with any CSI incidents in the researched area, how they consider a 

responsible company should act and if they have a positive attitude towards any FMCG apparel 

corporation. 

3.4. Data Collection  
The focus groups took place in both the authors’ own homes to create a relaxed environment for 

the participants (Liamputtong, 2011). One of the authors acted as the moderator and the other 

acted as both the assistant moderator and note taker during the session. The moderator welcomed 

the participants to the focus group, introduced herself and her writing partner and requests the 

participants’ permission to record the session. After this, the participants were asked to present 

themselves with name, occupation, highest level of education and their age. Doing this does not 

only make sure that everyone contributes from the start of the discussion and gains confidence, 

but also helps the transcriber to be able to differentiate the voices in the discussion (Liamputtong, 

2011). Following, the moderator introduced the focus group to the topic of the research and the 

aim of the discussion that is about to take place. It was emphasized that there is no right or wrong 
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answers, the participants were also encouraged to disagree and discuss with each other. Further 

the moderator explained that the discussions’ focus was on the FMCG-apparel industry in 

Sweden and introduced the area of unethical treatment of factory workers and animals in the 

production. These concepts were explained to the participants who all confirmed that they 

understood what the discussion would cover. The moderator and assistant moderator were only 

there to present the discussion topics, pose follow up questions, lead the participants back on 

track if they went off topic and to listen on the discussion. Finally the participants were asked if 

they had any questions before the discussion and if they understood what is expected of them as 

participants. After all discussion preparations were finished, the moderator started the discussion 

and, depending on what came up in the discussions, followed the Interview Guide (see Appendix 

1) in order to get the answers needed for the research. Before the session reached its end, the 

moderator asked the participants if they wished to further add something to the discussion. 

Finally, the participants were thanked for their participation in the study and encouraged to get in 

contact if they had any follow-up comments, questions regarding the focus group or the study in 

general.  

3.4.1. Sample and Sample Size 

Krueger and Casey (2000) claim that several focus groups should be conducted to ensure the 

probability to spot patterns in the answers; requirement is at least three focus groups. According 

to Morgan (1988), the more homogeneous the respondents are, the fewer focus groups are 

needed. In this study a total of four focus groups were conducted during a period of two weeks, 

with 20 participants. The numbers of focus groups were chosen to get a good foundation for 

comparison with the theories, but also to get a better view over the study’s aim. After the four 

focus groups were done, there was no need to conduct additional focus groups or have in-depth 

interviews since the four conducted sessions’ outcomes already fulfilled the study’s aim. 

The numbers of interviewees in a focus group hardly differ between scholars (Bryman & Bell, 

2007; Krueger & Casey, 2000; Patton, 2002), even if there is no definite number. Therefore it 

was decided to keep groups of five people. Four or less would not give a satisfying discussion in 

the focus group (Patton, 2002) and more than five participants would be too difficult to moderate 

(Bryman & Bell, 2007; Krueger & Casey, 2000). It also limits each respondent’s time to share 

experiences and thoughts if the participants are too many (Krueger & Casey, 2000). A group of 
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five people was believed to encourage a solid discussion between the participants without 

excluding someone from the discussion. 

The FMCG apparel industry’s target group was relevant and therefore first priority when 

choosing the participants for the focus groups. These corporations, such as H&M, Gina Tricot 

and Zara, are aiming to attract young adults that rather make many, smaller purchases than few 

but expensive ones. The age limit of the respondents was set between the ages 20 to 29, called 

young adults by Neugarten, Moore and Lowe (1965), because they have money to spend and are 

the targeted customer of these stores. Younger participants have a much more limited budget 

even if they still are a part of the market’s target group. According to Patton (2002) the focus 

group should consist of a homogenous group of people that have similar backgrounds and 

experiences. However, since it was desirable to receive a lot of different opinions (Krueger & 

Casey, 2000) and that the result would be able to be generalized over the population young 

adults in the ages 20-29, the decision to have respondents with different background was 

definitive. Young adults in the ages 20 to 29 are often students or have already started their 

careers, making it difficult to generalize a result when researching only e.g. students (Peterson, 

2001). The groups still have some homogeneity; they are all between the ages 20 to 29 and 

everyone live less than one hour from a large city (more than 200 000 inhabitants). All 

participants were raised and living in Sweden at the time of the study. From these criterias, the 

authors took out a convenience sample for the focus groups. However, the decision to use a 

convenience sample was also favorable as it was easy to find suitable participants that have a 

rather homogenous background (Patton, 2002) and would feel comfortable together. However, a 

risk with convenience samples is that the procedure when selecting participants can be biased 

(Hennink, 2007). This was overcome by the fact that the authors did not know all participants, 

even if the participants knew each other. By making some respondents recruit other participants 

and following the criteria stated, the biased selection process was avoided. Out of the twenty 

participants seven men partook and thirteen women. The decision to include both genders was 

based on a study by Mozaffari (2011) where evidence showed that young men in the age 20 to 30 

are becoming more like women in their shopping behavior. Men in this age group are getting 

increasingly interested in fashion than the traditional shopping behavior of men. 
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3.4.2. Processing Data 

All focus groups were recorded with the participants’ permission. The recording was done to 

facilitate the transcriptions and eliminating the possibility to lose important comments that the 

participants have, as is the risk when only taking notes by hand (Bryman & Bell, 2011). From 

these transcripts a summary for the empirical part was made, following the structure of the 

interview guide (see Appendix 1). This summary was later analyzed with the help of the chosen 

theories, focusing at the empirical findings as a base and the theories to explain the underlying 

reasons of these findings. From discussing further based on the analysis, the theory model was 

revised (see figure 4), explaining the young consumers’ attitudes towards FMCG apparel 

corporations’ irresponsible actions and what affects the young consumers’ purchase intentions 

and ultimately actual behavior. 

3.5. Reliability and Validity 
The reliability of the study measures if the result would be repeated if the study were to be 

performed again (Bryman & Bell, 2011). Being a qualitative study means that the authors’ 

interpretation and values will affect the result in the analysis. However, the fact that the study 

includes four focus groups with five participants in each group increases the reliability. This is 

because all groups had similar conclusions and realization without the authors interfering in the 

discussion (Hennink, 2007). The reliability was increased by eliminating the risk for bias in the 

process when deciding who to include in the focus groups, as mentioned in section 3.4.1. (ibid). 

Constructive validity is very important to have meaningful and interpretable findings in a 

research. If the study lacks constructive validity it is seen as irrelevant, as the concept explores 

how well the study measures the topic it claims to measure (Ghauri & Grønhaug, 2005). In this 

study it is measured how the young adults’ attitudes towards CSI activities in the Swedish 

FMCG apparel market are and how the attitude affects their intended purchases. Based on 

chapter five, the constructive validity of this paper is argued to be high (ibid.). 

3.5.1. Internal Validity 

The internal validity affects the conclusions of the research and whether they are trustworthy or 

not. A thorough analysis in the qualitative study increases the internal validity (Bryman & Bell, 

2011). However, the participants in a focus group are not able to answer every possible angle to 
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the questions asked and therefore do not give a complete reality (ibid.). There are other factors 

that can influence the attitude towards CSI activities and the intentions to purchase, or to abstain, 

than those that have been exposed. The fact that the empirical investigation is based on 

discussions between the participants overcomes this obstacle. A discussion will invite wider 

answers than posing single questions would. However, Hennink (2007) claims that a group of 

five participants are not able to cover a large enough range in the topic. The decision was still 

made to include only five participants in each group since a larger group would be harder to 

moderate (Bryman & Bell, 2007; Krueger & Casey, 2000), thus negatively affecting the validity 

and reliability of the study (Hennink, 2007). Overall, the internal validity is high within the paper 

seeing that the focus groups had similar discussions from the open questions asked and a causal 

effect, or lack of in this case, could be visible from the analysis (Bryman & Bell, 2011). 

3.5.2. External Validity 

External validity illustrates how the conclusions can be generalized to different situations. When 

it comes to qualitative studies, this is generally quite low (Bryman & Bell, 2011, Ghauri & 

Grønhaug, 2005). Since this research has a quite narrow focus, both in the chosen CSI topic area 

and the chosen group to study, it indicates a rather low external validity. However, since this area 

lacks sufficient research the external validity is difficult to measure without doing additional 

studies. In the FMCG apparel market there is a lack of substitutes. It is hard for a consumer to 

avoid purchasing clothes from the accused irresponsible corporations since all the corporations in 

the FMCG segment are offering similar products with no information on how the garment was 

produced. In another market such as the food industry, substitutes have become easier to find 

during recent years. Not only can the consumers choose from organic food in nearly the whole 

product assortment, often to a not much higher price, and the consumers can easily see where for 

example the meat and eggs were produced and by whom, by looking at the package. This helps 

the consumers to make active choices in how they want to behave. Therefore the external 

validity is rather low. However, according to Zikmund et al. (2010), qualitative research is harder 

to generalize that quantitative, making the low validity not solely a problem for this study.  

3.6. Limitations of the study 
It is important to note that the result of the study is not applicable in every case and can therefore 

not be generalized for the FMCG apparel industry in Sweden. Though the theories stay the same, 
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the empirical findings can come in different variants giving different results in the analysis. This 

is also a weakness in the theoretical framework (Sniehotta, Presseau and Araújo-Soares, 2014); it 

may not be suitable for all topics. However, since all four focus groups came up with similar 

conclusions and that the respondents’ answers begun to be predictable after the third focus 

group, indications are that the result is not a coincident but rather needs to be investigated 

further. It is also important to notice that the focus groups are discussing fictional situations from 

the participants own memories and ideas. No real CSI events were mentioned by the authors, 

since the authors wanted to see the participants’ attitudes towards CSI and their purchase 

behavior without the influence of new information. 
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4. Empirical Part 

Chapter four consists of a summary of the four focus groups discussions. It is divided in the same 

four sections as the interview guide in order to enhance the transparency of the sessions and to 

demonstrate the four sections to the reader for a better understanding of which questions that 

are based on which theories. 

The empirical part was conducted through four focus groups with participants between 20 and 30 

years old, all located in Sweden. Further information about the focus groups can be found in the 

previous chapter and a presentation of the participants can be found in appendix 2.  

4.1. Section Zero: Brand Attitudes Part I  
Where do you buy medium priced clothes? 

Almost all of the participators in the groups get their clothes from H&M. H&M is also often 

mentioned first or early in the enumeration. The majority claim shopping at KappAhl, Gina 

Tricot, Dressman and Lindex as well. Other stores mentioned are Vero Moda, Cheap Monday, 

Bik Bok and JC. 

What is your opinion about these companies? 

The first group believes that the above mentioned companies have cheap and easily accessible 

clothes that you wear for only a season. When a new season starts, they throw the clothes away 

and buy new ones, both because it is a new fashion season and because the quality is poor. 

However, the overall opinion is that the participants are not proud to be shopping at e.g. H&M. It 

is, according to the groups, the most talked about company in media. Their explanation being it 

is a huge corporation. That is why most of the negative thought is about H&M. At the same time, 

they are all agreeing that this did not mean that other companies are not as guilty. Two of the 

groups believe that the size of a corporation matters when it comes to regulating the chain of 

command. A bigger company is assumed to have less awareness of what is going on, one male 

respondent express himself: “No, but H&M… I think it’s too damn big!“ In another group, one of 

the participants says the following regarding H&M in the past being accused of using child 

labor: “When I visit H&M, I assume that it is a child in Bangladesh that has produced [the 
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clothes].” Some of the respondents have a favorable attitude towards Cubus, Lindex and Monki, 

but no argument for it. However, in the same groups a woman says about H&M: “It’s difficult 

not to be impressed by them, being a huge global success from Sweden”. 

4.2. Section One: CSI 

How are these companies’ behaviors towards the society they are operating in? 

Some participants recall that H&M recycles clothes and some of these persons believe that the 

corporation has improved their reputation a lot in recent years. One participant thinks that the 

corporation really has taken care of the accusations of child labor. This because nothing has been 

reported in the media these last years, leading to the assumption that H&M are not involved in 

child labor anymore. However, other participants are not so sure about this and mention that they 

could just be very good at hiding these kinds of unethical activities. Many also assume that stores 

placed in the middle price range, e.g. H&M, do not have control over how their products are 

produced. The reason is the focus on cutting the price by only looking at the cheapest options 

available. 

The most common assumption is that these corporations are after profits and trying to cut corners 

in order to produce clothes in the cheapest possible way and at the same time aiming to sell it at 

the highest possible price in their market. The corporations are only interested in an increase of 

the profit margins. One participant expresses her inner feelings: “I believe they [the 

corporations] are money hungry bastards. They only want to make money in the cheapest 

possible way!” 

Many of the participants have noticed a lot of organic cotton in the stores. The trend to add 

organic collections in the stores indicates according to them that the corporations are moving in 

the right direction and that they are trying to behave sustainably. At the same time the 

respondents still believe that the labor used may not be ethical. “Most apparel stores are 

probably using the same children to produce their clothes” one of the participants said. 
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How should a company’s behavior be towards the society it is operating in? 

Everyone agrees that the corporations have a responsibility for their production chain, even if 

they do not agree on what level of responsibility they had. However, the groups discuss that a 

high level of responsibility and monitoring costs money that ultimately will raise the price for 

consumers. The participants are not sure if they would continue to purchase the clothes if they 

were more expensive. Some participants believe that they as consumers are responsible for 

making the corporations act ethically. Others claim that the corporations should take 

responsibility themselves, by e.g. accepting their old clothes for reuse, as H&M does.  

Many of the participants believe that a third party should be involved to make sure that CSI 

activities are avoided. The third party could be a government, an independent organization or just 

someone outside the corporations who does not have the main goal to increase profits for the 

shareholders. Some suggested that this should be paid by the corporations themselves.   

Something that many of the participants agree on is that they would like to be able to track the 

production of apparel, just as one can do with eggs and meat in the store. There was a concern 

about that the consumers may not be actively interested. However, they believed that with the 

help of social media this could be overcome by exposing the idea of the benefits of knowing its 

origin. Social media would help the consumers to broaden their awareness of apparel production. 

One participant argues that the corporations definitely are responsible for how their products are 

produced. They have a choice in which factories to utilize and therefore have the possibility to 

make an active choice for the customers to only use factories where the labor is not exploited. 

The participants are aware that corporations have a responsibility to visit the factories on many 

and regular occasions to make sure that the production site is operated in an ethical way, but 

claim the visits are done too seldom. 
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How would you explain CSI? 

CSI appears as an extremely large concept to many of the participants. The participants mentions 

the following CSI issues when they are asked; underpaid workers, corporations operating their 

business strictly for profit without regard of the people further down the chain of command, 

slave work, child labor, pollution, deforestation, animal experiments, unsustainable actions, that 

the products are not produced with a lot of chemicals and also wasting clothes that are not sold 

during the season they are in the store. However, they have trouble finding examples of the CSI 

activities listed above. 

Some participants believe that CSI almost was necessary for a company and that CSR only is a 

way of handling scandals. As one male participant say: “If I may be a bit cynical, I do believe 

that […] if you’ve got a company you are doomed to have the issue of CSI because you’re 

supposed to think about the profit first, CSR works as a band aid. You use it when you need to 

make something approvable again...” Others see it as a corporation’s dirty laundry that they do 

not want to be exposed to the public. Another participant explains that she find it difficult where 

to draw the line on CSI activities. The extremes are easy to spot, such as child labor, below 

minimum wages, slave work and torture of the animals. However, the abstract questions such as 

`when is too many hours too many´ and `when do unacceptable conditions start being completely 

unacceptable for work´ are not clear for the participants. 

How do you react to CSI? 

When it comes to animal products in the FMCG apparel market, one of the participants 

specifically mentions that he consciously avoids purchasing leather from H&M because he 

assumes that the leather is produced unethically. He further states that he believes that the 

workers producing the leather are not treated ethically. One other participant avoids fur 

completely because of the uncertainty of how the animal was treated before its death: “I’m one of 

those that think you shouldn’t use fur, not as I’m totally “oh let’s throw paint on everyone 

wearing fur”, but it’s supposed to be… All animals should have lived a reasonably good life in 
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that case it must be used, the fur.” 

Even if there is a big concern for the labor in the factories, some of the participants start to 

wonder what the other alternatives could be for the workers if they did not have the factory job. 

It is also expressed that the only way to get to know about the unethical activities is through a 

huge scandal that media pays attention to. Therefore, much of the CSI activities that take place 

are unnoticed. Still, they believe that people do not really care as long as the products are cheap. 

The reason being it is too far away from the consumers’ own life and society that they live in. A 

general concern for the workers in the factories and the animals that are slaughtered for fashion 

existed in all four groups. Everyone agrees that it is probably not handled in the best way and 

that something should be done. The corporations themselves, the consumers and the government 

in the concerned countries are all suggested as being responsible for the solution. A neutral third 

party is also an alternative. One participant argues it to be the only alternative: “I do actually 

believe that the only solution is to have an external, third party that is independent and only 

works for it [scrutinizes corporations]... Perhaps they already exist? There are at least 

international rainforest associations, non-political ones, and the Red Cross and Save the 

Children”. However, it is not established which alternative that is considered the best by all 

participants. 

Where do you hear about CSI? 

Many participants come across their information on Facebook or news sites on the Internet, such 

as Aftonbladet and Dagens Nyheter. However, the information spread through social media is 

usually ignored because the participants do not trust or recognize the source of the information. 

Also there are too many different stories exposing every little action corporations take. 

Therefore, the respondents claim that they are more inclined to trust and remember what they 

read in the newspapers and see on the news than in social media. However, the participants are 

not interested in searching for information themselves, but prefer to get it served. One of the 

focus groups argues that CSI is much more interesting to read about than CSR for the consumer. 
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What kind of examples of CSI can you think of (in the apparel industry)? 

Apart from the already mentioned CSI activities such as H&M’s child labor and the angora 

crisis, the participants have a really hard time recalling any other occasions where similar 

activities had taken place. Only one other corporation is mentioned, Boomerang, that has been in 

the media regarding a CSI action. The participant is however not sure if it was because of the fur 

they used on their products or child labor. The ignorance does not mean that they believe that all 

other companies are innocent. Most participants believe that most apparel corporations are using 

the same sweatshops and therefore assume that these corporations have unsafe and unethical 

labor surroundings and treatment. However, they mention some unethical behavior in other 

industries. 

4.3. Section Two: Brand Attitude Part II 

Which companies in the medium price clothing industry can you think of that have been 

accused of CSI? What do you think about them? 

No one in the focus groups is surprised about the accusations against corporations that 

sometimes are brought out in public, since all participants see these corporations as mainly profit 

driven organizations. If the corporations’ main goal is something else than making money to 

their shareholders, they are not corporations but instead charity organizations, participants argue. 

It is generally assumed by the participants that most corporations use the same factories for 

production and that the conditions in the factories are poor. The corporations that are exposed are 

the ones that are the closest to home and the ones that are the largest. This because a large, 

international corporation is an easy target for media and concerns many consumers, according to 

the respondents. 

Can you explain how the people in your surrounding (family, friends, and coworkers) take 

an interest in unethical behavior? 

In the first group all participants have acquaintances that make an effort to use ethical products. 

Also the second group has friends and family that tries to avoid corporations that are accused of 
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CSI. They all agree that their acquaintances indirectly influence them to think more about it 

themselves. However, this mainly concerns food and beauty products. Only one participant has 

friends and family that shops secondhand apparel for the most part. The two last groups do not 

have people in their surrounding making active choices when it came to the apparel industry. 

Similarly to the first groups, however, they although have friends and family that try to purchase 

organic foods when it is available, influencing them to make the same choices.  

4.4. Section Three: Apparel Purchase Intentions 

How do you think of CSI when shopping for clothes? 

Most participants argue that clothes should be cheap, accessible and have a high quality. 

However, they expect cheap and low quality clothes at the mentioned chains. The participants 

want to be able to buy a lot of clothes and still have money left. Very few are concerned about 

how the clothes are produced when they are out shopping. It is not whether or not the clothes 

were ethically produced or made from organic cotton, but if they are cheap and have a good fit 

that influences the final decision for most of the participants. One of the participants tries to shop 

children’s clothes as often as possible at KappAhl because of their organic fabrics, but is going 

for the cheaper options for herself. Some of the participants think about the negative aspects of 

the apparel stores and how the workers are treated in the factories. However, this is not stopping 

them from going to the stores to purchase clothes if there are no substitutes available. A common 

opinion among the participants is that the issue is not theirs to solve but the politicians’, but also 

that the consumers’ have a bad attitude towards the subject that needs to change. 

In one group many of the participants are not thinking of the animal fabrics on the clothes they 

buy, but consider that they probably should. One woman says that it has never crossed her mind 

that the leather products she purchases could have been produced unethically, but now she 

understands that they most likely have and that it is not a byproduct from the meat industry. The 

majority of the people in the focus groups realize that they should think about this a lot more 

than they do now if they want a change to what is offered on the main street. A few participants 

mention that buying second hand and from more expensive apparel corporations feels better, but 

mentioned ethical aspects only briefly. The main motivator was the quality of the products. 
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When would you abstain from buying clothes from a company accused of CSI? 

Ultimately all agree upon the fact that when unethical behavior is exposed they would not go to 

the specific store the same day, but they would not avoid them for a longer period of time. Some 

even mention that the harm is already done, so whether they buy the product or not would not 

make a difference. The other participants in the same group do not find it as a valid argument 

and would never buy anything that they know are produced unethically, for instance angora from 

H&M due to the recent incidents. 

Other participants make active choices not to purchase from H&M since they have been accused 

of child labor. However, the majority keep on buying from these companies based on their 

availability and low prices. Some groups discuss that organic apparel are much more expensive, 

but imagine that it has the possibility to change, just as it already has to some degree with 

organic food. Earlier, organic food was very expensive compared to the non-organic foods, some 

participants claim. They argue that many of the organic foods have similar prices as the non-

organic today, as a result of the consumers’ demands. 

Which medium priced apparel corporations do you know that have not been accused of 

CSI? 

Although H&M is taking the most hits in this area, almost all participants believe that other 

companies are no better. They only have the benefit of not being targeted as much in the media. 

One participant states that the reason for the ignorance about the good deeds a corporation 

performs is because the negative actions are more prone to stick to people minds and also what is 

expected from the corporations. Some note that most of the good actions are presented by the 

corporations themselves which makes it less reliable to the public, as one man says: “Why would 

they write something negative about themselves?” Lindex is seen as a good company by a few of 

the participants. Compared to H&M they cannot think of any accusations against them in the 

media and it is a Swedish company too, making it more trustworthy. Also Monki has a positive 

reputation according to one participant, even if she is unable to motivate her statement. 
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How easy do you find it to opt out apparel that is involved in animal cruelty and unethical 

treatment of their workers and find something equivalent? 

Many of the participants claim that they are trying and willing to purchase organic or fair trade 

labeled clothes but they are skeptical on how ethical the garments really were. For some the 

problem is that the ethical apparel is not always available, leading them to having to buy clothes 

that are not labeled as environmental friendly. Most of the participants are not sure either how 

much of the garments that are needed to be “fair” in order for the corporation to put an ethical 

label on it. Several participants believe that the only way to opt out apparel that is connected to 

unethical treatment of labor and animal cruelty would be to not purchase clothes at all, since 

there is no real substitute available today.  
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5. Analysis and Discussion 

Chapter five is a fusion of analysis and discussion. It explores, evaluates and develops the 

empirical section to go even further into the meaning of the findings. It is suggested what the 

results may indicate on a larger scale than the focus groups and the theoretical review could 

achieve. 

The focus groups show that the participants are ambivalent towards the corporations that are 

accused of CSI actions. This ambivalent feeling is exposed when they admit that they want to 

purchase the clothes, but at the same time do not support the corporations’ ways of producing the 

garments. This can therefore, in line with the definition provided by Schuman and Johnson 

(1976), be argued to be an interesting case where the attitude differs greatly from the purchase 

behavior. The price and availability of the clothes win over the participants’ moral and ethical 

norms that are opposed to unethical treatments. This does not support the previous studies that 

indicate that the consumers’ moral, when it comes to environmental issues, is the base for their 

behavior (Thøgersen, 1999). That is shown because the participants make excuses for H&Ms 

CSI actions, saying that they are too big to be able to monitor and handle their whole production 

chain at the same time. Further, the other chains available in Sweden are thought to be just as 

active in CSI, so it is not a unique problem for H&M, but the latter is more excused because of 

its size. There is nonetheless a gap between their attitude for CSI and their purchase intentions, 

leading to a continuation in their actual purchase behavior. 

5.1. Skepticism and Low Interest towards CSI  
The disbelief for a corporation’s actions is extensive among the participants (Murphy & 

Schlegelmilch, 2013), which has shown to affect the attitude. The skepticism for CSI behavior in 

the FMCG apparel industry is grounded in distrust for CSR. The participants show no trust in 

CSR and believe that the corporations put resources on CSR after they have been exposed of CSI 

behavior. To further strengthen their stance, the participants believe that CSI is inevitable thanks 

to the way the world look today where the corporations are supposed to maximize their profits, 

by cutting the expenses. However, the young consumers do have a part in this as they are craving 

lower prices. The participants are not willing to pay more for their clothes and are therefore 

willing to excuse CSI behavior. In accordance with Thøgersen (2005), the participants are 

confused about their responsibility but what is even more worrying for them, is that more ethical 
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production will lead to higher prices. Therefore, the negative feelings for CSI are not greater than 

the assumed negative associations with CSI free substitutes. 

Murphy and Schlegelmilch (2013) discussion about the connection between non-support for CSI 

and distrust for CSR is applicable. The focus groups show that the participants perceive CSR as a 

Band-Aid for CSI and believe that CSI is inevitable. The participants see a clear connection 

between CSI actions and the corporation, almost as they are one package. The reason is a 

mixture of both distrust towards corporations and distrust of the system as it looks today. Their 

skepticism towards these corporations supports that their nonverbal cognitions negative attitude 

(Ajzen, 1989), that they do not respond to favorable stimuli but find it easier to believe in the 

negative information they receive. 

Key findings: 

1. Ethical products are associated with higher prices for the young consumer. 

2. CSI is assumed to be inevitable by the young consumer. 

 

5.2. CSI having Negative Impact on Young Consumers’ Attitude 
In accordance with Ajzen (1989) it can be said that the participants’ have a bad attitude towards 

those corporations accused of CSI behavior. Also in line with Murphy Schlegelmilch’s (2013) 

claim, the respondents express themselves to be willing to punish CSI actions, but have no such 

behavior to strengthen their negative attitude (Ajzen, 1989). One participant however boycotts 

H&M, while the rest want to do it but are failing repeatedly. Neither of the participants mentions 

to be involved in negative word of mouth. Following the negative line, the respondents have 

negative verbal and nonverbal cognition attitudes (Ajzen, 1989). The former are expressed 

through disbelief for FMCG apparel corporations’ motives to only earn money in every way they 

can, while the latter comes across as disbelief for corporations CSR activities.  

Because their first reaction is to appear horrified and explain how much they disapprove of the 

issues without knowing exactly why, it is obvious that the participants’ affectively based 

attitudes are stronger than the cognitively based ones (Jansson-Boyd, 2010). This is apparent 

when they explain how they are not prepared to pay more for their clothes, whether aware or not 

aware of CSI. Further, the participants see CSI actions as inevitable and also, as mentioned 
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earlier, make excuses for H&Ms CSI actions when they say it is a too big corporation; making 

claims as `it is impossible to monitor the chain´.The respondents hence rely more on their 

emotional attitudes and motives than knowledge based attitudes. 

The participants who have a positive attitude towards the corporations are not aware of the CSI 

activity and/or do not have enough information about it (Thøgersen, 2005). Therefore CSI 

actions are not changing their purchase intention. The other way around although has the same 

outcome. The participants with a generally bad attitude towards the corporations still continue to 

purchase from them, with exception of only a handful. This goes strictly against the assumptions 

made by McGivern (2006) and Ajzen (1989) about attitude. Despite their bad attitude that would 

lead to a negative intentional purchase behavior as the authors discuss, it does not change their 

intended behavior but rather leave it positive. Jansson-Boyd (2010) argues that the consumer has 

a weak or vague attitude in these cases. 

Therefore, the participants’ negative attitudes are argued to be vague. The participants believe 

they have clear attitudes regarding the CSI accused FMCG apparel corporations, but that is not 

the case. If the attitudes are clear, they would have a definitive standpoint and very likely act 

according to that standpoint (Ajzen, 1989; McGivern, 2006; Jansson-Boyd, 2010). An 

explanation could be that the respondents feel unsure about their affectively based attitude 

because such attitudes rely on personal values (Jansson-Boyd, 2010). Personal values can be 

difficult to understand and put into words, as Jansson-Boyd (2010) explains. This study shows 

that when the young consumers do not have the knowledge or the interest for research about CSI, 

they concentrate judging by their emotions instead.  

However, attitudes do not have a direct link to actual behavior. The two reasons McGivern 

(2006) offers for why to investigate attitudes; understand consumers’ emotions and try to 

forecast how they will act, are therefore only partially supported in this study. The participants’ 

attitudes and emotions are investigated and are vague but claimed negative, making their actual 

behavior erroneous according to McGivern’s (2006) and Ajzen’s (1989) assumption of 

prediction. A negative attitude should lead to a negative behavior, at least there ought to be a 

strong correlation between the two. Instead it is a 180 degrees turn towards the complete 

opposite from the anticipated outcome in this study, since the participants have a negative 

attitude but a positive behavior. This reveals that they have a positive attitude towards the 
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behavior (Ajzen & Madden, 1986) although they claim to have a negative attitude towards the 

corporation itself. This also shows the complexity of attitudes (McGivern, 2006). There are many 

factors to consider, multiple ways to explore attitudes and it changes depending on in what 

scenario the attitude is presented.  

Key findings: 

3. The young consumers’ affectively based attitudes are stronger than the cognitively based ones. 

4. The young consumer’s attitude towards CSI behavior is vague. 

5. A young consumer’s negative attitude towards a corporation does not equal a negative 

attitude towards the purchase behavior. 

 

5.3. Young Consumers’ Positive Purchase Intentions 
According to model 1 presented in the theoretical summary (section 2.4), the consumers’ 

purchasing behavior when coming in contact with CSI is assumed to take the following track: the 

knowledge of CSI will affect the attitude, being positive from the beginning, negatively. The 

negative attitude will influence the consumers’ purchase intention in its turn, making the 

consumer unwilling to purchase from the concerned corporation anymore. This will lead to 

consumer avoidance of purchase behavior, maybe even to consumer empowerment such as 

boycotting (Murphy & Schlegelmilch, 2013; Thøgersen, 1999). The study’s research is however 

not supporting the effect of CSI on attitude and purchase intentions, instead it rejects it. The 

research shows the following course of event: CSI actions are affecting the participants’ attitudes 

negatively but not enough for the purchase intentions to stop and therefore not changing the 

actual purchase behavior. The participants are still having the same purchase behavior before and 

after they find out about CSI actions. Acknowledging that the participants keep on acting against 

their own beliefs and moral shifts their purchasing power away from the environmental issues 

that they have the possibility to reduce, if not eliminate (Thøgersen, 1999). 

Key findings: 

6. A young consumer’s negative attitude does not influence his/her purchase intention or the 

actual behavior. 
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5.3.1. The Issue of Perceived Control and Society  
A reason to continue purchasing from the CSI affected apparel corporations might be that the 

young consumers are showing signs to have a good perceived behavioral control for the behavior 

(Beck & Ajzen, 1991). Perceived behavioral control can be a result of experiences (Ajzen & 

Madden, 1986) and in this case the knowledge of what H&M offers is creating perceived 

behavioral control, indicating a positive behavioral intention. At the same time, the existence of 

CSI activities is not something new for the participants, so even though they do not have full 

knowledge of the activities, it is still argued that they have a good perceived behavioral control 

when they buy their regular apparel (Beck & Ajzen, 1991). The participants know what kind of 

background the clothes they are buying might have. To be pointed out however, is that the 

respondents also explain their behavior as a result of a lack of substitutes. On top of that, they 

also doubt a world without CSI, showing hopelessness for their own actions and doubt for their 

accountability and contribution. The participants even acknowledge that they would not purchase 

the clothes if they are more expensive, as they believe a CSI free production would lead to. 

Indirectly, this means that the participants associate CSI with cheap prices and CSR clothes with 

more expensive price tags. They also believe that a lot of CSI actions are swept under the rug by 

the corporations, doubting the relevance of boycotting only some.  

For the opposite behavior, to purchase CSR friendly clothes instead, it can be argued that the 

perceived behavioral control is much lower. This depends on the fact that the consumers know 

there is a possibility for CSI, which they believe is inevitable, when purchasing clothes, while the 

knowledge about ecological and fair trade products is low. The participants express doubts about 

products with different CSR associated tags, not being sure how many percent of the production 

that needs to be ethical for the product to fulfill the rights to wear the tag. Further, according to 

Ajzen and Madden (1986) the consumer has to believe s/he has the right resources and 

opportunities paired with few anticipated impediments and obstacles to have a large perceived 

control over her/his behavior. The respondents’ discussions indicate that if the participants would 

stop purchasing from the CSI known corporations they would accordingly have to have a lot of 

more money, a larger available range of products and corporations present, as well as more 

knowledge, for example that the clothes actually are better and more ethical in all ways the 

corporations claim. All of these are although stated by the participants to be absent.  
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Most of the participants have an acquaintance that cares a lot about ethical questions, but they 

are not significantly influenced at either direction. This means that the subjective norm (Ajzen & 

Madden, 1986) is also supporting a continuing purchase of apparel that might have a CSI 

background. However, the participants’ surroundings contain mostly of a homogenous group, 

like themselves. Therefore, there is no pressure from the society to boycott CSI and since the 

participants are uninterested to research the topic, they feel no pressure from the subjective norm 

(Ibid). Nevertheless, the subjective norm might also be positive for purchasing only ethical 

apparel as well, since the attitude towards CSI still is negative. It is although claimed not to be 

affecting enough to actually change the purchase intentions and no sign of that is given from the 

focus groups. A few participants admit to not care at all and purchase clothes regardless from the 

corporations. It all points to the fact that the participants are not active in their information search 

neither have the interest to follow nor ponder about the apparels’ origins.  Ajzen and Madden’s 

(1986) discussed subjective norm do not therefore have a significant impact on the participants, 

seeing that the participants did not base their attitudes or behaviors on people in their 

surroundings. 

Hence, nothing about the participants’ purchase intentions indicate towards a change in their 

intentional behavior, in accordance with their continuing actual behavior regardless of their 

negative attitude. Instead, other factors than CSI are more important for the purchase intentions, 

indicating that Sniehotta, Presseau and Araújo-Soares (2014) argument that Ajzen’s (1991) 

theory is not applicable in all situations. 

Key findings: 

7. Both perceived behavioral control and the subjective norm are having a positive impact on the 

young consumer’s decision to continue purchasing. 

 

5.4. Contextual Factors Affecting Purchase Intentions 
This study hence so far argues that CSI has a vague impact on the young consumers’ attitudes, 

but the attitude is not as negative as assumed or negative enough to continue influencing the 

purchase intention in the same direction. Thøgersen (1999) claims that consumers may be put off 

if they believe the price of ending the relationship with the corporation and stop purchasing the 

products is greater than the reward. This leads to the buying behavior being triggered instead of 
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the consumers’ morale. This reaction is apparent in the focus groups. Csutora (2012) recognizes 

that not only attitude is important for behavior; contextual factors also have a prominent impact. 

A normal relationship between behavior and attitude demands contextual factors that are neither 

too weak nor too strong. However, in this case the most important contextual factor for the 

participants’ purchase intentions is the price. In these special cases, Csutora (2012) explains, a 

consumer with a negative attitude still can behave positively. Contextual factors are therefore the 

explanation to the interesting cases Schuman and Johnson (1976) discuss: when the attitude 

differs greatly from the purchase behavior, as well as the explanation to this study’s interesting 

case. The contextual factors, just as emotions (Jansson-Boyd, 2010), also seem to be easier for 

the participants to deal with and appear faster in their mind than CSI information. This indicates 

that contextual factors are the determining argument for the purchase intention and behavior. 

This is a situation when the contextual factors are stronger than the relationship between attitude 

and behavior, therefore are the consumers acting according to the contextual factors rather than 

their attitude (Csutora, 2012). The most prominent contextual factor for consumers is price, as it 

was the most reoccurring issue for the participants. Price has a direct impact on the participants’ 

lives, as they would have to change their consumption routine and maybe even their standard of 

living if the clothes were more expensive. There would simply not be enough money left for 

other things, even though the participants express concerns for the factory workers. 

Another contextual factor with lesser impact than price, but still worth mentioning, is time. The 

participants claim to lack time for researching CSI. Therefore they do not have the level of 

knowledge they might need about CSI for it to affect their attitude to the degree that it actually in 

its turn influences the purchase intentions, as well as the actual purchase behavior. However, 

most people are unaware and even oblivious to CSI today (Carrigan & Attala, 2001); making 

these focus groups no exception. At the same time, it cannot be ignored that people receive more 

information about different issues around the world today and still the participants seemed 

oblivious about the matter (Ibid). The participants are therefore argued to lack interest for CSI, 

which makes them to deliberately choosing to be ignorant since they are aware of the actions but 

have no knowledge about them. This can depend on various things. It can be argued that the 

issue of CSI is too large for the participants to comprehend. The information regarding CSI could 

be so abstract since it takes place so far away. The participants do not either believe that CSI will 

disappear or that the factory workers etc. will be in a better place if they choose differently. 
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Moreover, they assume the prices to rise if the apparel is produced more ethically and they have 

concern for their own monetary situation. At the same time, the participants are not willing to 

stop purchasing clothes, as it is obvious that they see it as a right to be able to purchase clothes 

now and then. They probably separate the negative attitude for the corporation from the apparel, 

making it possible to disregard the connection between CSI and the clothes. This would also 

explain how they are not thinking about CSI scandals when they are purchasing apparel. 

Therefore, they can have a positive attitude towards the behavior of purchasing apparel while 

still condemning the corporation. The disinterest may also function as a defense mechanism as 

the truth about some apparel’s background perhaps is not something they gladly reflect about. 

Consequently, if the young consumers’ interest would be increased it could lead to deepened 

knowledge about CSI and what can be done to prevent these kinds of actions. However, 

reasoning could also go in the direction that the young consumer is born in the wrong decade. 

Interest for environmental issues was great during the time of the “flower power” movement and 

this research perhaps is showing that the young consumer today is utterly uninterested. Another 

aspect, that might explain the latter reasoning, is that there are many issues today available for 

the young consumer to take interest in. It could lead to an information overload – resulting in no 

interest at all for the young consumer. Further, there could be a shift in the relationship between 

the young consumers’ attitudes towards FMCG apparel corporations’ CSI activities and the 

intended and actual purchase behavior. Also, the lack of interest could depend on a difference 

depending on the industry, making the choice of the FMCG apparel industry just an interesting 

case (Schuman & Johnson, 1961) being the exception to the rule of Ajzen’s (1991) connecting 

attitudes to behavior. 

Key findings: 

8. Contextual factors are the driving force for the young consumer to continue purchasing, 

despite a negative attitude. 

9. The young consumer’s most prominent contextual factor is price. 

10. The young consumer lacks time and interest to research or acknowledge CSI activities.  
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6. Conclusion 

The sixth chapter presents the study’s conclusion and answers the research question. The revised 

conceptual model is weaved into the conclusion, explaining the young consumers’ attitudes and 

purchasing behavior in regard to CSI activities. Lastly, further research is suggested.  

The research question of the study is as follows: “How are the young consumers' purchase 

intentions affected by their attitude for corporations’ irresponsible actions in the FMCG apparel 

industry?” The purpose hence is to investigate if the Swedish young adult consumers’ attitudes 

towards unethical and irresponsible behavior in the FMCG apparel market affect their intended 

purchase behavior and further their actual buying behavior. It is concluded that even if there is a 

vague negative attitude towards the FMCG apparel corporations’ unethical and irresponsible 

behavior amongst the young consumers in Sweden, it does not affect their intended purchase or 

their final purchasing behavior.  

 

 

Figure 4: Final Conceptual Model 
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From the study one can see that the young consumers’ attitudes are in conflict with their 

purchase behavior and based on the above discussion, the conceptual model, figure 4, has been 

revised accordingly. Further, young consumers are lacking knowledge about CSI activities. The 

participants are oblivious about the corporations’ unethical behaviors, supporting earlier research 

(Carrigan and Attalla, 2001). They are uninterested and claim to lack time to search for 

information about the actions, while information handed to them quickly falls into oblivion. The 

therefore chosen ignorance of CSI actions can be a relevant reason for consumers’ disinterest to 

change their purchase intentions.   

What is clear is that the FMCG apparel corporations’ CSI actions are affecting the participants’ 

attitude negatively (Ajzen, 1989; Jansson-Boyd, 2010; Murphy & Schlegelmilch, 2013). This 

was stated in the first conceptual model, figure 3, and as it is supported, it is also a part of the 

revised model; the minus is left as can be seen in figure 4, indicating the negative impact from 

CSI on attitude. However, the negative attitude indicates no real power over their intentions, as 

suggested in figure 3. The participants show no real desire to intentionally change their 

purchasing behavior because they base their purchases on the price of the products. Thereby is 

the arrow from the old conceptual model replaced with a cross in the revised figure 4, 

symbolizing the absence of a negative impact on purchase intention from attitude. Instead, as 

mentioned, the key findings expose that contextual factors (Csutora, 2012; Thøgersen, 1999), 

especially price, are more important than attitudes when young adult consumers are making 

purchasing decisions.  

Because the contextual factors are vanquishing the negative attitude, it makes the purchase 

intentions turn into a positive manner, represented by the plus in figure 4. Consequently, also the 

purchase behavior is turned positively. Since this goes against previous studies related to this 

topic and research showing clear connections between attitude and purchase intention 

(McGivern, 2006; Ajzen, 1991), it gives support to Schuman and Johnson’s (1976) claim that 

this indeed is a very interesting case.  
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6.1. Further Research 
From this study there are a number of interesting topics that can be further researched. Any study 

focusing on CSI is needed to broaden the knowledge in this limited area, but also studies 

elaborated from this one are recommended. Seeing that in the FMCG apparel industry, the 

corporations’ revenues coming from young consumers are not affected by their irresponsible 

behavior it is still evident that the relationship between the corporation and the young consumer 

still is damaged by irresponsible behavior, because of the young consumers’ negative attitude 

towards the issue. This revelation leads to many more possible studies in the same area to get a 

deeper understanding of the consumers’ behaviors. Questions such as how strong power the 

contextual factors have over the young consumers’ intended purchases is never revealed, nor if a 

larger study would receive the same result and be appropriate to apply on the general mass. It 

would further benefit the area of CSI to see if the same lack of interest in knowledge is available 

in other industries and if the theories suggesting that irresponsible behavior generally leads to a 

boycott are valid in other markets in Sweden, seeing that is was not for the FMCG apparel 

market.  
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Appendix 1 

INTERVIEW GUIDE 

Pose neutral questions (and responses) to ensure subjectivity. Apparel industry price range in 

question: medium prices, e.g. H&M, Cubus, Gina Tricot. 

PREFACE 

 Explain the study 

 Master thesis 

 CSI: Corporate Social Irresponsibility is a behavior that corporations take part in 

when they act without regard for the society’s, other peoples’, animals’ and or 

nature’s welfare. The extreme case is to do this for personal gain which results in 

external and internal losses for shareholders. 

 This study focuses on animal and people (factory workers’) welfare. 

 Think in terms of the medium priced apparel industry 

 Note the participants’: 

 Gender/age/education/occupation 

 

SECTION ZERO: Brand attitudes unaffected by CSI 

 Where do you buy medium priced clothes? 

o What is your opinion about these companies? 

 

SECTION ONE: All about CSI 

 How are these companies’ behaviors towards the society they are operating in? 

 How should a company’s behavior be towards the society it is operating in? 

o (Is a company responsible for its actions?) 

 How would you explain CSI? 
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 How do you react to CSI? 

o (Why?) 

o (Is there any difference on what kind of CSI you react to?) 

 Where do you hear about CSI? 

 What kind of examples of CSI can you think of (in the apparel industry)? 

 Examples of CSI in the apparel industry if needed. 

 

SECTION TWO: Brand attitude 

 Which companies in the medium price clothing industry can you think of that have been 

accused of CSI? What do you think about them? 

o (Did it upset you?) 

o (Why/why not?) 

o Did you change opinion about these companies after hearing about the CSI? 

 Can you explain how the people in your surrounding (family, friends, and coworkers) 

take an interest in unethical behavior? 

o If yes: Do you feel the need to avoid unethical companies because of people in 

your surrounding? 

o If no: Do you feel the need to ignore unethical behavior because of people in your 

surrounding? 

 

SECTION THREE: Apparel purchase intention 

 How do you think of CSI when shopping for clothes? 

 When would you abstain from buying clothes from a company accused of CSI? 

o (Why/why not?  For what reasons do you buy clothes from this company even 

though you know they are accused of CSI behavior?) 

o (How many times have you abstained?) 

o (Did you start to buy clothes again from the same company?) 
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 (When?) 

 (Why?) 

 Which medium priced apparel corporations do you know that have not been accused of 

CSI? 

 Do you know some medium priced apparel corporation that has not been accused of CSI? 

(How easily do you find apparel corporations in the main street that are not involved in 

animal cruelty and unethical treatment of their workers?) 

 How easy do you find it to opt out apparel that is involved in animal cruelty and unethical 

treatment of their workers and find something equivalent?  
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Appendix 2 

The Focus Groups 

Focus group 1 

Took place in Stockholm 

 Man 1, 28 years, 3 years bachelor’s degree, physiotherapist 

 Woman 1, 26 years, 3 years bachelor’s degree, physiotherapist 

 Woman 2, 26 years, 5 year master, tax official 

 Woman 3, 20 years, secondary education, student 

 Woman 4, 26 years, 3 years bachelor’s degree, social worker 

 

Focus group 2 

Took place in Stockholm 

 Man 1, 28 years, 3 years bachelor’s degree, graphic artist 

 Man 2, 27 years, 3 years bachelor’s degree, social worker 

 Woman 1, 26 years, secondary education, maternity leave (assistant) 

 Woman 2, 22 years, 3 years bachelor’s degree, nurse 

 Woman 3, 22 years, 3 years bachelors’ degree, student 

 

Focus group 3 

Took place in Uppsala 

 Man 1, 24 years, secondary education, system administrator 

 Man 2, 29 years, secondary education, biomedical engineer 

 Woman 1, 28 years, 3 years bachelors’ degree, systems engineer 

 Woman 2, 29 years, 4 years bachelors’ degree, meteorologist 
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 Woman 3, 25 years, 5 years double bachelors’ degrees, student 

Focus group 4 

Took place in Uppsala 

 Man 1, 24 years, 4 years bachelors’ degree, engineer  

 Man 2, 27 years, 5 year masters, Credit Management and Controlling Professional 

 Woman 1, 29 years, 4 years bachelors’ degree, social worker 

 Woman 2, 23 years old, 3 years bachelors’ degree, student 

 Woman 3, 22 years, 5 years bachelors’ degree, teacher 

 


