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1. Chapter 1: Introduction 
 

 

 

 

 

 



 

 

 

 

 

 
 

1.1. Research Background  
 

1. Background of the Study 

The fashion industry is one of the largest and most influential industries in the global economy. It 
plays a significant role in shaping consumer culture, lifestyle choices, and global trade. Over the 
past few decades, the fashion industry has experienced rapid growth due to globalization, 
technological advancement, and the rise of fast fashion business models. Fast fashion refers to 
the rapid production of inexpensive clothing that quickly responds to the latest fashion trends. 
This model allows consumers to purchase fashionable clothing at affordable prices and 
encourages frequent consumption. 

However, the expansion of fast fashion has also generated significant environmental and social 
challenges. The fashion industry has become one of the most resource-intensive and polluting 
industries worldwide. Large quantities of water, energy, and raw materials are required to 
produce textiles and garments. In addition, the production process generates substantial waste 
and chemical pollution that negatively affects ecosystems and human health. Textile waste has 
become a major global issue, as millions of tons of clothing are discarded every year due to short 
product life cycles and changing fashion trends. 

Major fashion retailers such as Zara and H&M have played a significant role in popularizing fast 
fashion by introducing new collections at a rapid pace and encouraging consumers to update 
their wardrobes frequently. While this model has contributed to economic growth and increased 
consumer access to fashion products, it has also raised concerns about environmental 
sustainability and ethical production practices. 

As awareness of environmental issues increases globally, governments, organizations, and 
consumers are placing greater pressure on fashion companies to adopt more responsible and 
sustainable practices. As a result, the concept of sustainable fashion has emerged as an important 
response to the environmental and social challenges facing the industry. Sustainable fashion 



refers to clothing that is designed, manufactured, distributed, and consumed in ways that 
minimize negative environmental impact and promote ethical labor conditions throughout the 
supply chain. 
 
 

2. Problem Context / Research Gap 

Despite the growing awareness of sustainability issues in the fashion industry, there remains a 
significant gap between consumer attitudes and actual purchasing behavior. Many consumers 
claim to support environmentally responsible brands and express concern about environmental 
issues such as climate change, pollution, and waste. However, their purchasing decisions do not 
always reflect these concerns. 

One of the main challenges facing sustainable fashion is that consumers often prioritize other 
factors such as price, convenience, brand image, and fashion trends when making purchasing 
decisions. Fast fashion products are typically cheaper and more accessible than sustainable 
alternatives, which makes them more attractive to many consumers. As a result, although 
sustainable fashion has gained popularity in recent years, fast fashion continues to dominate the 
global clothing market. 

In response to increasing consumer awareness, several fashion brands have started incorporating 
sustainability initiatives into their business models. Companies such as Patagonia and Stella 
McCartney are widely recognized for promoting environmentally friendly materials, ethical 
labor practices, and transparent supply chains. These brands have demonstrated that 
sustainability can be integrated into fashion design and production without compromising quality 
or brand identity. 

However, many fashion companies still face uncertainty about how sustainability initiatives 
influence consumer behavior and whether consumers are willing to support sustainable fashion 
through their purchasing decisions. Understanding the relationship between sustainable fashion 
practices and consumer buying behavior therefore remains an important research challenge 
within the fashion business field. 

 

3. Importance of the Topic 

The study of sustainable fashion and consumer behavior has become increasingly important due 
to the environmental, economic, and social implications of the fashion industry. The fashion 
sector is responsible for significant environmental impacts, including high carbon emissions, 
water pollution, and large volumes of textile waste. Promoting sustainable practices within the 
fashion industry is therefore essential for reducing environmental damage and encouraging 
responsible consumption patterns. 



From a business perspective, sustainability has also become an important competitive factor for 
fashion brands. As consumer awareness continues to grow, companies that adopt 
environmentally responsible practices may gain a competitive advantage in the market. 
Sustainable branding can enhance a company's reputation, increase consumer trust, and 
strengthen customer loyalty. 

In addition, studying consumer behavior in relation to sustainable fashion can help companies 
better understand the factors that influence purchasing decisions. By identifying the motivations 
and barriers that affect consumer choices, fashion businesses can design more effective 
marketing strategies and develop products that align with consumer values and expectations. 

Furthermore, this topic is particularly relevant for younger generations, who are often considered 
more socially and environmentally conscious than previous generations. Many young consumers 
are actively seeking brands that align with their ethical values and environmental concerns. As a 
result, sustainable fashion has become an important area of study for researchers and industry 
professionals who aim to promote long-term sustainability in the fashion sector. 

 

4. Research Focus 

Although sustainable fashion has gained significant attention in recent years, there is still limited 
understanding of how sustainability influences actual consumer purchasing behavior. While 
many consumers express positive attitudes toward sustainability, their final purchase decisions 
may still be influenced by various factors such as product price, design, quality, brand reputation, 
and availability. 

Therefore, this research focuses on examining the relationship between sustainable fashion 
practices and consumer buying behavior in the fashion industry. Specifically, the study seeks to 
explore how consumer awareness of environmental and ethical issues affects their attitudes 
toward sustainable fashion products and whether this awareness influences their purchasing 
decisions. 

The research will also consider the role of brand sustainability initiatives and marketing 
communication in shaping consumer perceptions and encouraging responsible consumption. By 
analyzing consumer responses to sustainable fashion practices, the study aims to provide insights 
into how fashion companies can effectively promote sustainability while meeting consumer 
expectations. 

 

5. Research Aim / Objective 

Based on the issues discussed above, the main aim of this research is to examine the impact of 
sustainable fashion practices on consumer buying behavior within the fashion industry. The study 



seeks to investigate how environmental awareness, ethical considerations, and sustainability 
initiatives influence consumer attitudes and purchasing decisions. 

Furthermore, this research aims to identify the key factors that encourage or discourage 
consumers from purchasing sustainable fashion products. The findings of this study may provide 
valuable insights for fashion businesses seeking to develop sustainable strategies that align with 
consumer preferences while contributing to environmental protection and ethical production 
practices. 

Ultimately, this research hopes to contribute to a better understanding of the relationship between 
sustainability and consumer behavior in the fashion industry and to support the development of 
more responsible and sustainable consumption patterns. 

 

1.2. Research Problem 
In recent years, sustainability has become an important issue in the fashion industry due to 
increasing concerns about environmental pollution, waste generation, and unethical labor 
practices associated with fast fashion production. Although many fashion companies have started 
introducing sustainable practices and eco-friendly collections, the level of consumer adoption of 
sustainable fashion remains uncertain. 

Many consumers express positive attitudes toward environmentally responsible products, yet 
their purchasing decisions are often influenced by other factors such as price, fashion trends, 
brand image, and product availability. As a result, there is a noticeable gap between consumer 
awareness of sustainability issues and their actual buying behavior. 

For example, fast fashion brands such as Zara and H&M continue to dominate the fashion 
market despite growing awareness about sustainability. This raises an important question 
regarding whether consumers are truly willing to change their purchasing habits in favor of 
sustainable fashion products. 

Therefore, the main problem addressed in this research is the limited understanding of how 
sustainable fashion influences consumer buying behavior and the factors that affect consumers’ 
willingness to purchase sustainable fashion products. 
 

1.2.1. Theoretical Gaps 
 

1. Attitude–Behavior Gap in Sustainable Fashion 

Many studies show that consumers express positive attitudes toward sustainability, but their 
actual purchasing behavior does not always reflect those attitudes. 



This creates a theoretical gap because existing consumer behavior theories cannot fully explain 
why consumers who support sustainability still purchase fast fashion from brands such as Zara 
and H&M. 

Researchers still need to understand what factors prevent consumers from translating sustainable 
attitudes into real purchasing behavior. 
 

 

2. Limited Integration Between Sustainability Theory and Fashion Consumer Behavior 

Many sustainability studies focus on environmental impact, while consumer behavior research 
focuses on purchasing motivations. 

However, there is still limited theoretical integration between: 

• sustainability theory 

• consumer decision-making theory 

This gap creates a need to better understand how environmental awareness influences fashion 
purchasing decisions. 

 

3. Lack of Consumer Psychology Research in Sustainable Fashion 

While sustainable fashion research often focuses on production and supply chains, fewer studies 
examine the psychological motivations behind sustainable purchasing behavior. 

Understanding psychological factors such as: 

• environmental concern 

• social identity 

• ethical values 

can help explain why some consumers choose sustainable fashion while others do not. 

 

4. Limited Research on the Role of Brand Sustainability Communication 

Many fashion brands now promote sustainability through marketing campaigns, but there is still 
limited theoretical understanding of how sustainability communication affects consumer trust 
and purchasing behavior. 



For example, brands such as Patagonia and Stella McCartney strongly communicate 
sustainability values, but it is still unclear how such messaging influences different consumer 
groups. 

 

 

 

 

1.2.2 Practical Gaps 
 

1. Gap Between Sustainability Initiatives and Consumer Adoption 

Many fashion companies have started introducing sustainable collections and environmentally 
friendly production practices. However, consumer adoption of these products remains relatively 
low compared to traditional fast fashion items. 

For example, large fashion retailers such as H&M and Zara have introduced sustainability 
initiatives, yet many consumers still prefer cheaper fast-fashion products. 

This indicates a gap between companies’ sustainability efforts and actual consumer purchasing 
behavior. 

 

2. Lack of Effective Consumer Education About Sustainable Fashion 

Although sustainable fashion is becoming more common, many consumers still lack clear 
knowledge about: 

• sustainable materials 

• ethical production 

• environmental impact of clothing 

Because of this lack of awareness, consumers may not fully understand the value of sustainable 
fashion products. 

This creates a practical gap between industry sustainability efforts and consumer understanding. 

 

3. Gap in Marketing Strategies for Sustainable Fashion 



Many fashion brands promote sustainability, but they often struggle to communicate the benefits 
of sustainable products in a way that strongly influences consumer behavior. 

Some companies successfully promote sustainability as part of their brand identity, such as 
Patagonia and Stella McCartney. However, many other brands have not yet developed effective 
marketing strategies that encourage consumers to choose sustainable products. 

 

 

 

4. Price and Accessibility Challenges 

Sustainable fashion products are often more expensive than fast fashion alternatives due to 
higher production costs and ethical sourcing of materials. 

This creates a practical gap between consumer interest in sustainability and their ability or 
willingness to pay higher prices for sustainable products. 
 
All this build up to the Main Research Question 
“To what extent do sustainable fashion practices influence consumer buying behavior in the 
fashion industry?” 

 

1.3 Research Significance  
 
1. Academic Significance 

This study contributes to the academic field of fashion business and consumer behavior by 
examining the relationship between sustainable fashion practices and consumer purchasing 
decisions. While previous research has explored sustainability or consumer behavior separately, 
few studies integrate both in the context of the fashion industry. The research will help fill gaps 
in theoretical understanding and provide a framework for future studies. 

 

2. Practical / Industry Significance 

The study provides valuable insights for fashion brands and retailers. By understanding how 
sustainable practices influence consumer behavior, companies can design better marketing 
strategies, improve product offerings, and increase adoption of sustainable products. Brands such 
as Patagonia and Stella McCartney can use these insights to strengthen their sustainability 
programs and align them with consumer expectations. 



 

3. Social / Environmental Significance 

The research supports environmental sustainability by promoting awareness of eco-friendly and 
ethical consumption. Encouraging consumers to purchase sustainable fashion can reduce the 
environmental impact of the industry, including waste, pollution, and excessive resource 
consumption. It also fosters responsible consumption habits, contributing to a more sustainable 
society. 

 

4. Consumer Awareness Significance 

The study helps consumers better understand sustainable fashion and the consequences of their 
purchasing choices. By highlighting the benefits of sustainable fashion products, this research 
can influence consumer attitudes and encourage more responsible buying behavior. 

 

1.3.1 At the theoretical level 
 

At the theoretical level, this study contributes to the academic understanding of consumer 

behavior in the fashion industry within the context of sustainability. While many previous studies 

have addressed sustainable fashion or consumer decision-making separately, there is limited 

research integrating both areas. This study helps fill this theoretical gap by exploring how 

sustainable practices—such as eco-friendly materials, ethical labor, and brand transparency—

affect consumers’ attitudes, preferences, and purchasing decisions. 

The research also extends consumer behavior and sustainability theories by examining factors 

that influence the attitude–behavior gap, where consumers express positive views on 

sustainability but do not always act accordingly. The findings will provide a conceptual 

framework for future studies, supporting further investigation into the psychological, social, and 

ethical determinants of sustainable fashion consumption. 

 

1.3.2 At the practical level 
 

At the practical level, the study offers valuable insights for fashion brands, retailers, and 



marketers. Understanding how sustainable fashion practices influence consumer behavior will 

allow companies to design more effective marketing strategies, develop sustainable product 

lines, and enhance brand loyalty. 

Additionally, this research highlights the challenges that prevent consumers from fully adopting 

sustainable fashion products, such as price sensitivity, lack of awareness, or perceived limited 

options. By identifying these barriers, fashion companies can implement targeted solutions to 

increase adoption, align sustainability initiatives with consumer expectations, and strengthen 

their competitive position in the market. 

Finally, the study has a social and environmental impact by promoting sustainable consumption 

practices. Encouraging consumers to choose eco-friendly products can contribute to reducing 

waste, pollution, and resource overuse in the fashion industry, supporting a more responsible and 

sustainable global fashion system. 

 

1.4. Research Questions 

Based on the research problem, objectives, and identified gaps, this study aims to answer the 
following research questions: 

Main Research Question: 

• To what extent do sustainable fashion practices influence consumer buying behavior in 
the fashion industry?  

Sub-Research Questions: 

1. How does consumer awareness of environmental and ethical issues affect attitudes 
toward sustainable fashion?  

2. What factors influence consumers’ decisions to purchase sustainable fashion products?  
3. What are the main barriers that prevent consumers from buying sustainable fashion?  
4. How do price, quality, and design influence the adoption of sustainable fashion compared 

to fast fashion?  
5. What is the role of brand sustainability initiatives in shaping consumer trust and purchase 

intentions?  
6. How does sustainability marketing communication affect consumer perception and 

buying behavior?  
7. To what extent does the attitude–behavior gap exist in sustainable fashion consumption?  
8. Are consumers willing to pay a premium for sustainable fashion products?  



9. How do demographic factors (e.g., age, income, education) influence sustainable fashion 
purchasing behavior?  

10. What strategies can fashion brands use to encourage consumers to adopt sustainable 
fashion? 

1.5. Research Objectives 

Main Objective: 

• To examine the impact of sustainable fashion practices on consumer buying behavior in 
the fashion industry.  

Specific Objectives: 

1. To analyze how consumer awareness of environmental and ethical issues influences 
attitudes toward sustainable fashion.  

2. To identify the key factors that affect consumers’ purchasing decisions regarding 
sustainable fashion products.  

3. To examine the barriers that prevent consumers from adopting sustainable fashion.  
4. To evaluate the influence of product-related factors such as price, quality, and design on 

sustainable fashion consumption.  
5. To assess the role of brand sustainability initiatives in shaping consumer trust and 

purchase intentions.  
6. To investigate the effect of sustainability marketing communication on consumer 

perceptions and behavior.  
7. To explore the existence of the attitude–behavior gap in sustainable fashion consumption.  
8. To determine consumers’ willingness to pay a premium for sustainable fashion products.  
9. To analyze the influence of demographic factors on sustainable fashion purchasing 

behavior.  
10. To provide recommendations for fashion brands to encourage the adoption of sustainable 

fashion.] 

1.6. Research Hypotheses 

Based on the research objectives and questions, the following hypotheses are proposed: 

H1: Consumer awareness of environmental and ethical issues has a positive effect on attitudes 
toward sustainable fashion. 

H2: Positive consumer attitudes toward sustainable fashion significantly influence purchasing 
behavior. 

H3: There is a significant relationship between sustainability awareness and consumers’ 
willingness to purchase sustainable fashion products. 

H4: Price has a negative effect on consumers’ intention to purchase sustainable fashion products. 



H5: Product quality and design have a positive effect on consumers’ willingness to purchase 
sustainable fashion. 

H6: Brand sustainability initiatives positively influence consumer trust. 

H7: Consumer trust in sustainable fashion brands positively affects purchase intention. 

H8: Sustainability marketing communication has a positive effect on consumer perception of 
sustainable fashion. 

H9: There is a significant gap between consumers’ attitudes toward sustainable fashion and their 
actual purchasing behavior. 

H10: Consumers are willing to pay a premium for sustainable fashion products when they 
perceive higher value and ethical benefits. 

H11: Demographic factors (such as age, income, and education) significantly influence 
consumer buying behavior toward sustainable fashion. 

 
1.7. Research Model 

The research model for this study is developed to illustrate the relationships between sustainable 
fashion practices and consumer buying behavior. The model is based on key variables identified 
in the research objectives and hypotheses, including independent variables, mediating variables, 
and the dependent variable. 

1. Independent Variables (IVs): 
These variables represent the key factors related to sustainable fashion practices: 

• Environmental awareness  
• Ethical awareness  
• Sustainability marketing communication  
• Brand sustainability initiatives  
• Product factors (price, quality, design)  

2. Mediating Variables: 
These variables explain how independent variables influence consumer behavior: 

• Consumer attitudes toward sustainable fashion  
• Consumer trust in sustainable brands  

3. Dependent Variable (DV): 

• Consumer buying behavior (purchase intention and actual purchase of sustainable fashion 
products)  



4. Moderating Variables (optional, if applied): 

• Demographic factors (age, income, education)  
• Consumer values and lifestyle  

Model Explanation 

The model proposes that sustainable fashion practices (independent variables) influence 
consumer buying behavior both directly and indirectly. Environmental and ethical awareness are 
expected to shape consumer attitudes, while brand sustainability initiatives and marketing 
communication build consumer trust. 

Consumer attitudes and trust act as mediating variables that determine whether awareness and 
perceptions translate into actual purchasing behavior. Product-related factors such as price, 
quality, and design may directly influence purchase decisions and can either strengthen or 
weaken the relationship between attitudes and behavior. 

Additionally, demographic factors may moderate these relationships by affecting how consumers 
perceive sustainability and their ability or willingness to purchase sustainable products. 
 

1.8. Research Methodology 
This section outlines the methodological approach used to investigate the impact of sustainable 
fashion practices on consumer buying behavior in the fashion industry. 
 

1.8.1. Research Design 
This study adopts a quantitative research design to examine the relationships between 
sustainable fashion practices and consumer buying behavior. A quantitative approach is 
appropriate because it allows for the collection of measurable data and the statistical testing of 
hypotheses. 

The research is also descriptive and explanatory in nature. It is descriptive as it aims to 
describe consumer attitudes and perceptions toward sustainable fashion, and explanatory as it 
seeks to identify cause-and-effect relationships between variables such as awareness, attitudes, 
and purchasing behavior. 
 

1.8.2. Research Approach 
The study follows a deductive approach, where hypotheses are developed based on existing 
theories and literature on sustainability and consumer behavior. These hypotheses are then tested 
using collected data to confirm or reject the proposed relationships. 

 



1.8.3. Data Collection Method 
The primary data for this research will be collected using a structured questionnaire. The 
questionnaire will be designed to measure key variables such as: 

• Environmental awareness  
• Ethical considerations  
• Consumer attitudes  
• Brand trust  
• Purchase intention and behavior  

Responses will be measured using a Likert scale (e.g., 1 = strongly disagree to 5 = strongly 
agree), allowing for quantitative analysis. 

 

1.8.4. Target Population 
The target population of this study consists of consumers who purchase fashion products, 
particularly those who are aware of or interested in sustainability issues. The study may focus on 
young consumers (e.g., university students and young professionals), as they are often 
considered more conscious of environmental and ethical concerns. 

 

1.8.5. Sampling Technique and Sample Size 
A non-probability sampling method, such as convenience sampling, will be used due to time 
and accessibility constraints. Respondents will be selected based on their availability and 
willingness to participate. 

The expected sample size is approximately 100–200 respondents, which is sufficient for basic 
statistical analysis in academic research. 

 

1.8.6. Data Analysis Techniques 
The collected data will be analyzed using statistical methods, which may include: 

• Descriptive statistics (mean, frequency, percentage) to summarize data  
• Correlation analysis to examine relationships between variables  
• Regression analysis to test the impact of independent variables on consumer buying 

behavior  
• Reliability analysis (e.g., Cronbach’s alpha) to ensure consistency of measurement 

scales  

Statistical software such as SPSS or Excel may be used for data analysis. 



 

1.8.7. Validity and Reliability 
To ensure the quality of the research: 

• Content validity will be achieved by designing the questionnaire based on established 
literature.  

• Reliability will be tested using internal consistency measures such as Cronbach’s alpha.  
• A pilot test may be conducted to identify and correct any issues in the questionnaire 

before full data collection.  

1.8.8. Ethical Considerations 
The study will follow ethical research standards, including: 

• Ensuring voluntary participation  
• Maintaining confidentiality and anonymity of respondents  
• Informing participants about the purpose of the research  
• Using the collected data strictly for academic purposes 

 

1.9. Scope of the Study 
This study focuses on examining the impact of sustainable fashion on consumer buying behavior 
within the fashion industry. The scope defines the boundaries of the research in terms of subject, 
geography, population, and key variables. 

 

1.9.1. Subject Scope 
The study is limited to sustainable fashion practices and their influence on consumer buying 
behavior. It investigates key factors such as environmental awareness, ethical considerations, 
brand sustainability initiatives, marketing communication, and product-related factors (price, 
quality, and design). 

The research specifically focuses on how these factors shape consumer attitudes, trust, purchase 
intention, and actual buying behavior toward sustainable fashion products. 

 

1.9.2. Geographical Scope 
The study is conducted within a specific geographical context (to be defined by the researcher 
depending on data collection location). It may focus on consumers in a particular country, city, 
or university setting, depending on accessibility and research requirements. 



 

1.9.3. Population Scope 
The target population consists of fashion consumers, particularly individuals who purchase 
clothing products and have some awareness of fashion trends and sustainability issues. The study 
mainly targets young consumers, such as university students and young professionals, as they 
are more likely to engage with both fast fashion and sustainable fashion products. 

 

1.9.4. Content Scope 
The research is limited to examining the relationship between sustainable fashion and consumer 
behavior. It does not cover other sectors of sustainability such as food, energy, or transportation. 
Additionally, it does not deeply analyze technical aspects of textile production or supply chain 
operations beyond their influence on consumer perception. 

 

1.9.5. Time Scope 
The study is conducted within a specific academic period (e.g., 2025–2026) and reflects 
consumer behavior during this time frame. It captures current trends in sustainable fashion 
awareness and purchasing behavior. 

 

1.9.6. Limitations of the Study 
Although the study aims to provide meaningful insights, it has certain limitations: 

• The use of non-probability sampling may limit generalizability.  
• Data is based on self-reported responses, which may include bias.  
• The study focuses on a limited sample size, which may not fully represent the entire 

population. 

1.10. The Suggested Project Structure 

This research project is structured into several chapters to ensure a clear and systematic 
presentation of the study. 

 

Chapter 1: Introduction 

This chapter provides an overview of the research topic, including the background of the study, 
research problem, research questions, objectives, hypotheses, research model, methodology, 



scope, and significance of the study. It introduces the key issues related to sustainable fashion 
and consumer buying behavior. 

 

Chapter 2: Literature Review 

This chapter reviews existing academic literature related to sustainable fashion, consumer 
behavior, fast fashion, and sustainability in the fashion industry. It discusses relevant theories and 
previous studies, identifies research gaps, and develops the theoretical framework that supports 
the study. 

 

Chapter 3: Research Methodology 

This chapter explains the research design, approach, data collection methods, sampling 
techniques, target population, and data analysis methods. It also includes validity, reliability, and 
ethical considerations used in conducting the research. 

 

Chapter 4: Data Analysis and Findings 

This chapter presents and analyzes the collected data using statistical tools. It includes 
descriptive analysis, correlation, and regression results. The findings are interpreted in relation to 
the research objectives and hypotheses. 

 

Chapter 5: Discussion 

This chapter discusses the key findings of the study in relation to existing literature. It explains 
whether the results support or contradict previous research and provides insights into the 
relationship between sustainable fashion and consumer behavior. 

 

Chapter 6: Conclusion and Recommendations 

This final chapter summarizes the main findings of the research, highlights the key conclusions, 
and provides practical recommendations for fashion companies, policymakers, and future 
researchers. It also suggests areas for further study. 
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