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ABSTRACT

This research aims to analyze the social influence on the motivation of raigielle
Germans to purchase sustainable clothes. For this reason, recent studies in this field and
motivation theories are explored to form the most important social inflsefi¢es leads

to the hypotheses that are tested in a quantitative research. A survey consisting of three
parts was constructed and completed by 267 respondents. The first part analyzes the
demographic characteristics of the respondents. It containsdistions to divide the
respondents into two major groups. The first group is determined as individuals being
interested and the second group not being interested in sustainable clothes. The answers
of this question provide an indicator for a trend of&iastble clothes in Germany. The
second part analyzes the social needs and forces that are determined to be the
independent variables of this conclusive research. The final part comprises of an open

question to determine the popularity of certification kler sustainable clothes.



The collected data was analyzed with a mean calculation and an independent sample t

test to determine if there is a significant difference between both groups.

The results of the mean calculation illustrate that esteem e@edse most influencing

and confirmation needs are the least influencing social foresvever, all three
independent variables seem to have a major influence on the motivation to purchase
sustainable clothes. The independent sampdsttwith p valuebetween 0.000 and <0.05
implies that there is a significant difference between both analyzed groups. These
findings show that individuals who are influenced by their social surrounding to purchase
sustainable clothes are most likely motivated to do soplewho are not interested in
sustainable clothes receive less social forces to purchase sustainable clothes. 60.7% of the
respondents are interested in sustainable clothes. This result goes hand in hand with the
detected trend for sustainable ttlestha is analyzed in the literature review. Yet, only
16.01 % of the respondents were able to mention a certification label for sustainable
clothes. This discovery leads to the knowledge that there is a lack of popularity of

certffication labels.

The researclierminates with recommendations resulting out of the finding that social
forces have a major influence on individuals to purchase sustainable clothes. The fact that
there is a trend for sustainable clothes but a lack of the popularity of certificates lab
concludes in further recommendations. These suggestions concern consumers, the
society, companies, politics and scientists and target to promote sustainable clothes and

push the trend forward in the direction of sustainable development.
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Chapter 1

Introduction

1.1 Background and rational

In many countries all ovethe world there is a growing trend for ecological and
sustainable productdt started in 198 when the United Nations formed the World
Commission on Environment and Development with the goal to create a concept to reach
sustainability(Johnston and others, 200 owadays it can be considered as onéhef

wo r Inbsi ambitioushallengs (Stockmann & Meyer, 2016Also, it indicatesa goal

for societiesthe environment and companiess aresul, the turnoversor exampleof
organic food in Germanwycreasedrom 2.1 to 7.9billion Euroswithin the last 14 years
(BOLW, 2016)

The proportion of renewable energy compared to primary energy consumption increased
in Germanyfrom 2.9% in the year 2000 to 11.3% in the year 2Q01swelt Bundesamt,
2016) Businesses hawrecognized this important issue and put sustainabsitg driving

force and promisingopportunity into their accour@owd, 2015)

In comparison to neoclassical approaches nearly 48% of the consumers are willing to pay
higher prices for environmentdy friendly and socially responsible produced products
(Research Live, 2009)n another survey 75% of the respondents answered that the origin
of the products and the transparency about production eomgliinfluence their buying
behavior (SchmitzHoffmann & Schwesifimac, 2014) It can be assumed that a
growing number of consumers considersuch products as more and more attractive
compared toconventiondy producedgoods It seemsthat the demand is growing

becausesustainable productzrovide additionalvaluesand satisfy specifihtuman needs



German consumers recognize that it is their responsibility to change buying behaviors.
This leads to an improve metotwardssustinadde productiorand fair working conditions
(SchmitzHoffmann & Schwesigsimac, 2014)

Thus, the focus of innovative businesses should not delyhe functions of a product
Environmental values will play an essential rolen sati sfying <consu
(Niinimaki & Hassi, 2011)

Indicators support the assumption that sustainabiléyasig-term trend and it will béhe

key issue in the ZLCentury(Pufé, 2013)Companies and consumers expect this trend to
grow and according to aonsumersresearch 62%of the respondentshink that the
turnover ofsustainable products will increasethe next yeardKMPG AG, 2012) As a
first definition, a sustainable product can be considered as one, which causiesighe

possible damage on the environmghunjal & Kashyap, 2014)

Thetrend affects many differestignificant industries andranchesuch adood, energy
and fashion Especially the production processadthescauses many problems for the
environmentiUpadhyay & Deodya, 2011Yhe fashion produced and consumed will be
the toxins of tomorrow{Munjal & Kashyap, 2014) The major problems of the textile
industry due to sustainability can be placed into three dimenfifpadhyay & Deodya,
2011)

1. Production
2. Usage
3. Disposal

It doesnot takea long time for a German consumer to finddalmuy a pair of jeans for
example.Most of the times the jeam@asalreadytravelled around the world. The cotton

is produced in countries, where it is warm. The manufacturing takes place, where labor
cost are cheap and the pair of jeams sold in counties with high purchasing power
(SchmitzHoffmann & Schwesigsimac, 2014) This development causes huge damages

to the environmenthencethe current and future generatioase affected negatively



Especially the production press and dying of the fabrics with its high amount of water
and chemical usagare critical for a sustainable environme@bnsumer demand and
certification systems drive manufacturers to investigateliernative and sustainable
fibers (Munjal & Kashyap, 2014)

The spending on clothing in Germany (private households) increased from 65 billion in
2009 to 73 billionEuros in 2014 (Maxwill, 2015) Current production methods cause
massive adverse effsabn the environment and not only environmentalists are looking
for solutions.Also, a growing amount of companies and consumerssaagchingfor

ways to reduce the carbon footprint of fashion prosi(dpadhyay & Deodya, 2011)
Derived therefrom the environmental awareness and the consumer detagndnp
important role to changperoduction methods to sustainable proceqdégadhyay &
Deodya, 2011)

1.2 Objectivesof the study

The main objective of thestudy is to find out if and how social forces influence
consumer 6s motivation to purchase sustaina
be applicable to other branches and sustainable products and can be used for further

investigations.
Objectives:

1. Analyze the consumer trend for sustainable clothes.

2. Explore the social forces on the motivation to purchase sustainable clothes.

3. Measure the i mportance of each social
motivation.

4. Analyze how people are interested issinable clothes are influenced by social
forces.

5. Measure the popularity of certification systems for sustainable clothes.



Accordingly, background information about sustainable produced clothes provides an
overview about the current situation and podisibs. A definition of sustainable
produced clothes is given as well as an overview of the current state of progress. This
work does not target the production of sustainable goods. However, the findings and
information provide a better picture of the suséble fashion industry, its possibilities,

chances and future perspectives. Also, the term motivation is analyzed.

The literature review represents an essential part of this study. While asking about the
motivation to purchase sustainable clothes itnsvitable to take a closer look on
consumer behavior and motivation theories. Juxtapositions and comparisons from
Andreas Krapp and Tina Fischer about the research of human motivation provide a first
introduction to the different perspectives of how maioma was researched and
described in the past. In advance, it can be said that the human motivation is a complex
and multifaceted phenomenon, which is difficult to capture and to meésuapp &
Hascher, 2014)Subsequently, fferent motivation theories should be taken. Historically,
either internal or external influencing factors were considered. Examples for internal and
individual motivators are attitudes, values and individual norms. Other approaches
consider external facts as important and see consumers as driven and influenced by
forces like culture, society and the opinion that other people have about them. Nowadays
researches combine both perspectives i.e.
Interpersonal Behawr adds the further dimension habit to provide a complete picture

about the origin of motivatior{Jackson, 2005)

All theories have their advantages and disadvantages and can be used for different objects
of an investigationThe goal of this part is to investigate appropriate approaches for the
examination of soci al influences on consu

clothes. This provides an understanding of how former researchers analyzed this topic.

In the next stp these approaches of motivation theories should be reconciled with the
findings of the literature review. The goal is to form hypotheses by taking the gathered
information into consideration by combining theoretical approaches with practical facts.

The deived hypotheses are put into a framework, which provides an overview of the core



part of this research. After choosing a scientific method, a quantitative research in form

of an online survey is conducted to analyze the substance of the HO and H1 kgpothes

1.3 Hypothesis of the study

In this research the main focus is set on testing the hypothesis and analyzing the gathered

results. For this reason a main hypothesis is developed.
Main Hypothesis:

HO Hypothesis:Soc i al forces do not vatiomto lpuwrahase e C 0O |

sustainable clothes.

H1 HypothesisSoc i a | forces influence consumer 0s

clothes.

When the data is analyzed, the findings are demonstrated in an exemplification. These
results contribute to answer the gtien of this research. In the following, the research is
concluded to provide a fundamental base for further investigations in the field of

consumer motivation.

Besides, the objective of this study is to analyze the trend for sustainable clothes in
Germany. In the literature review in chapter 2 different indicators for this trend are listed.

A successive conclusive research aims to proof that there is an existing trend for
sustainable clothes in Germany. In addition, this research targets at findirgeout
popularity of certification | abels for S u.

Engel 0. The question is how popular are th



1.4 Contributions of the study

As already mentioned in the previous part there is a growing fretide direction of
sustainabilty. Accor di ng to the GRI 6s Reporting
challenges which humarace nowadaysuch ashe shortage of raw materials and the
reduction of waste and ecosystem contaminafitwrefore,sustainabity plays a major

role for the society and compani€onsequentlythe report says that decision makers in
companies will consider sustainability more and more in their ac(@lmbal Reporting
Initiative, 2015) As aconcluson, this topic will be relevant for our society, politics and
companies as welhs for the scienceThe findings conclude in recommendations for

these actors.
Consumers:

In this research the focus is set on the consuriMast of German consumers claim ttha
their buying behavior is influenced by the idea of sustainalifiyhmitzHoffmann &
SchwesigSimac, 2014)This sets thgoalonfindingout how much influence the society
has on the motivation topurchase sustainable cleth Thus, the social influence on
consumer 6 s mot i vimfartheo achapters of this gtumy anajykes & and
how the society or the group someoi®e identifying himself with influences the

motivation © purchase sustainable clothes.
Companies:

Companies nowadays put sustainability into their account and especially for operations
and marketing it plays an important rq#ung, 2011)Neverthelessa lot of consumers

think that companies use it as a marketing todimprove their imagéHorizont, 2011)

This showsthe immense effecbf consumers purchasingehavioron the futureof the

planet and its resourced/ith sustainable standards for fashion producers, coepand
brands can esure to staycompetitive and attractive in futugSchmitzHoffmann &
SchwesigSimac, 2014)



Society:

For the society the topic of sustainability plays a major role. The goal is to produce
products, which have no negative etf@n our society and human rights of the people
involved in the supply chaiiMunjal & Kashyap, 2014)Also, human life,the worlds

cultures and natureneeds tabe protected to ensurthat coming generations will not be

harmed (Viederman, 1993)T hi s st udy analyzes the soci a
motivation to purchaseustainable clothes. The resuttan help to find ways how to

integrate sustainability into the fashion market and other patsimin life as well. By

knowing how the society influences the buying behawdanges can be initiated by

polticians, companies and the society as well as local communtities.
Politics:

The significance of this topic is underlined by the agreements tmad®5 countries in

2015 in Paris. The agreement targets on stemming climate change, global warming and
reducing the carbon footprifEuropean Commission, 2016)he intention was set to
achieve the goal of sustainable enviremtal developmer{Upadhyay & Deodya, 2011)

This intention will most likely not succeed if companies and consumers will not be

integrated.
Scientists:

The study of analyzing the motivation to purchase sustainable clothésbaotas to
existing and futurenotivation researches as well. Following studiesusathe results to
retrievea greater viewof how social influence drives and motivates consumassthis
paper analyzes consumers in the fashion industry the results toldoe applicable to
other branches as well.

To understand how ecological and sustainable products can become an inherent part in
our markets and society, researchasstdiscoverwhich motivations drive consumets
choose sustainable producgabds Which needs do such kind of products saftdfycan

be assumedhait environmental concerns aremajor factor, which drives consumers to



choosesustainableclothing. The results of a survey conducted in Finland showed that
21% ofthe men and 40% othe womensaid that environmental concerns influence their
fashion purchasing decisiofNinimaki & Hassi, 2011)

Neverthelessthis study willnot set itsfocus on environmentawarenessSocial needs
and motivationsare identified ard analyzed The findingshelp marketes to place thee
kinds of products successfully in the markétiso, local communities can use the

information to make sustainable clothes more attractive for their members.

Existing theorieexaminedthe field of motvation in general anghrovide a fundamental
knowledge and understanding. Nonetheless this work targets the consemolsr and

motivation according tosatisfying needs by purchasirakernatively produced clothes.

The importance of the fashion industry &ustainable development is underlined by the
huge quantities produced and consumed nowad@ydy the US fashion market is
expected to grow from 225 to 285 billion USD until the year 20&azir, 2013) In the
EuropeanUnion 53% of the total consumption can be assigned to clothing and shoes
(Fashion United, 2013)'hese numbers show the immense market volunigeaflothing
industry and theémportance for a changmwards sustainabilityConvention fabric
production methods mainlfocuson cottonand synthetic fiberas the most attractive
materiaé. But growing cotton goes hand in hand with a lot of disadvantages. Thus 22.5%
of all insecticides used worldwide can be attributed to the cotton produd@he area
under cultivation of cotton did not significantly increase over the last decades.
Nevertheless, the saraeeaincreased its produce lifree timescompared to the output

in the pastdue toanincreased use gesticides and fertilizer@Jpadhyay & Deodya,
2011)

In addition this branch plays a major rolen enhancing sustainable environmental
developmenthat was set bpolitics. Additionally, results from the research of consumer
motivationsin the clothing indstry can be applied for other situations and otharkets

which share the same characteristics.



1.5 Scope of the study

As many existing researches already focus on improving production methods and
restructuring supply chainkundblad & Davies, 2015)this study analyzes the consumer

needs and motivation to purchase sustainable produced fashion. For a change towards
sustainable development not only the production systems should be taken into
consideration. The consumption patterasn d therefore the consu
motivations should be part of this industrial chariBerrels, 2008)Existing findings

indicate that among others the influence of the society and the group a person belongs to

play impatant roles in the motivation to purchase sustainable products.
The research question of this work is:
How do social forces influence mideélged Germans to purchase sustainable clothes?

This study helps to gain mor e iokhtopwechased ge at
sustainable produced products and especially about the social influences on a person. The
research contributes to a better under st a
growing trend and success of sustainable produced goods. Onlgdeystanding the

motivation of consumers, manufacturers and marketers innovations for sustainable

produced clothes can be introduced successfully in the fashion industry.

Furthermore, this research aims to analyze the trend for sustainable clothes. A
comhbnation of a literature review and a quantitative research provide answers to the
guestion if there is a trend for sustainable clothes in Germany. Besides, this study puts
certification systems for sustainable clothes into its concern. Certificatiornuiiosig are

listed in chapter 2 and in the conducted research the consumers are asked about the

popularity of different certifications for sustainable clothes.



1.6 Delimitations of the study

This research analyssecial influences ooonsumed s mo t to purahase ecological

and sustainable produced clothibgumerousfactors play an important role as well e
perspectivehey are put in. This studyoes not analyze all internal and external fagtors

butt ar gets the society anstivatiom Asiitnisfalwidefielda on ¢
investigation the research is limited in covering all motivatBkssting findingsare build

up uponto provide a better understanding &mrcial influences ooonsumed s mot i vat i c

to purchasesustainable and ecologi produce.

The study isconducted in Germany and thereforéddle-aged German consumerare

analyzed. It cannot belaimedthat the resultare applicabldor other countries and their
consumers. Different wtures and social norms hawther effecs ont he consumer
motivators.Neverthelessfurther researches can build up on the findings to analyze the

drivers and motivators of consumers in other parts of the wohds, is can be assumed

that the findings can be applicable in other countries.

Likewise, it mustbe mentioned that this study will be conducted in the tekideistry
Although it is the goal to transfer and apply the results to other branches like the food and
the technology industry, the need of further investigation cannot be edclidequires
more scientific verifications tounderstand thelrivers for purchasing differeitinds of

products.

In addition, this research looks ahis phenomenon of motivatioim a certain kind of
perspective and dimensions. The fodsisnot put oncompanies and their products.
Rather,c 0 n s u bedavier Providean indicator of how companies should design and
market their ecological producegoods Therefore, this study will concentrate on
consumer behavior andocial motivators. Although the studycannot cover all
dimensions, lie resultshelp business leadergoliticians as well ascientiststo conduct

further researches
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1.7 Definitions of terms used in the study

This section provide background informatiowf this study.The defined terms mainly
derive from the topic of this research. will help to capture e content and provide

knowledge of fundamental terms and definitions.
Social influence:

Social influence ihereindefined aghe force oinother person, group or the socidtgt
influencesan individualfor exampleto adapt attitudes, to act in a certain kind of way or
to changet h e i n dbehaviat. utaslasrécurring procesisat occurs wheipeople

interact socially with each oth@ason, 2007)
Motivatio n:

For the purpose of this study motivation is defirsesithe desire or willingness to do
something or to act in a certain kind of way. Motivation results from the wish to satisfy
needs or to reach targets and explainsgbestionwhy of human behavior.tlderives
froman interplay between a person and the surroun@iogsequentlymotivation varies

depending omersonal and situational factofisrapp & Hascher, 2014)
Middle -aged Germans:

In this researchmiddle-aged Germanare defined as people betweb& agesl8 and40
having a permanent residence in the Federal Republic of Germegaydless if they

wereborn in Germany, hold a German passport or are immigrants.
Sustinable clothes

For this study sustainable clothese defined as fashion products, which haveldbst

possible negative influence on the environmearicurrent and future generations.
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Chapter 2

Literature Review

2.1 Introduction

The purpose of the literature review is to capture relevant existing researcbestithé

approaches and topics related to dfigective of this exploratian

The goalisb expl ore the social forces influen

purchase sustainable clothes.

It is essential to analyze the term of sustainability and apptly fishion productsA
definition for sustainable clothesnd their characteristicss fundamental for this
exploration Likewise, social influence on an individual are crucial for this context
Consideringthe aspect of humamotivation as the main inflance on individualsa
comparisonof motivation theoriesis necessaryAs this research targetthe social

i nfluence on C 0 ,ntheusatdal mogivatiomotheoriesa rom oMaslow,

Herzberg, Tajfel and Higgins are analyzed.

In addition, recent studis conducted researches about consumer behavior and
motivations to purchase sustainable products and clothes. As they use qualitative
approaches and analyze the motivation in all thenspectiveshe focusof this research

is based on their findings caming social influencing forces.
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A comparison of the social motivation theories and the findings of the recent conducted
studies leads to the independent variables of the ptuleframework influencing the
dependent variable. The conceptual framewtuktrates the results and puts them into a
scientifically approach to analyze the research question. In addition, the different items of
the conceptual frmework lead to theetupof the hypotheseswhich are eitheproofed or

falsified after condcting the research.

In the next part the trend for sustainablethesis analyzed by a literature review. The
goal is to combine the gathered information with the results concluded of the conclusive

research.

2.2 The trend for sustainable clothes in Germany

It canbe assumed thalére is an increasing trend for sustainable and ecological products
especially inWestern societies likEurope Indicators show that more and more online
and offline media deal with this topic in their reporting. In addition, the seprehe sfor
topics concerning sustainability the mostpopularsearch engine Google are growing
and more and more certifications for sustainable clothes try to provide transpémency

consumers.
2.2.1 Supply

An increasing number ofashion brandsguarantee dir trade and environmentally
friendly andsustainable fashiofiFocus, 2014)Nearly every company wants to integrate
sustainable clothes in their product lin@&/iesinger, 2011) Sustainability canbe
considered as a big chance for companies to differentiate themselves from competitors.
Especially middle class companies can utilize the trend for sustainable clothes for their
business and marketingperations (Pflanz, 2014) Also an increasing number of
consumers expect companies to put sustainability into their business strategies and create

products, which are environmentally friendiip'heur , 2015)
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The demand is rising and the thereforerenand more companies offéair produced
fashion made o$ustainable and ecologicadlaterials. Most companies consider the high
demand of sustainable clothes as a dtergn trend and want to increase their product
lines with fair and green produc{§opf, 2016) The welknown brand Adidas for
example produsefashion made of plastic waste to clean the océBesirend, 2015)
Also, the controversial fashion brand H&M cached up the consumers trendftensl
more and more products made of sustainable materials like hemp, plastic or recycled
wool (Murray, 2013) These are just a few examplesestablisheccompanies trying to
make asteptowardssustainable fashiohe termupcycling became popular in the last
years in Germany. Famous fashion designers use old waste matetiais them into
new modern fashion item&chmidt, 2012)

The most famoudashion brand for sustainable clothes in Gemynag Hessnatur. The
conpany is the market leader amongsanufacturers of natural textil€gxner, 2012)

With its organic cotton projects, an advanced research and development department and
fair wages for all workers in thergduction chain, the comparachievesgood sales
figures consistently According to the company, annual sales of 73 millieuros are
generated The strategy of the compampmprises of thecombinationof paying fair

wages for the workers artide renunciabn of toxic dyes(Lowenstein, 23)

These are just some examples of companies focusing on a sustainable business model.
The factthat an increasing number of fashion brands put their focus on using sustainable

raw materials di cat es a rising consumer 6s demand.
2.2.2 Demand

More and more people in Germany try to achieve a sustainable and an environmentally
friendly lifestyle. Fair and ecological produced food became very popular in the last years
and consumers care very often ware products come from.hE textile industrgeems

to change, also becauseits bad reputation due to labor abuse and the massive usage of

chemicals in the manufacturing process. Meanwhilegdpebon methods are questioned

and fair employee treatmentsa nd i n t he focus of the consu
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and sustainable produced fashion became very popular nowadays in Germany
(Infoquelle, 2016) Also the German government calls the population to purchase
sustainable ckines and product¢Presse und Informationsamt der Bundesregierung,
2016)

A research found out that arou#8 % of German consumers are willing to pay a higher
price for sustainable produced clothes. In an online survey B&Q@ndents above 14
years were asked if they are willinggpend more money on these kinds of prod tidte
willingnessis dependent on thecome and education of the respondents. People with a
higher income ora better education are rather wiling toay a higher price
(TextilWirtschaft, 2011) The target group of consumers, who want to wear sustainable
clothes, rises continuousiyDue to the growing demand also the supply increased
(Wiesinger, 201).

In September 2018he KeyWord Planner Tool offered by Google AdWords showed the

folowing search volumes in Germany for topic related search terms:

Table 1: Monthly search volume in Germany

Search Term Germany English Translation Search Volume per Month
Fair Trade Kleidung Fair Trade Clothes 6000
Naturmode Nature Fashion 2900
Bio Kleidung Bio Clothes 2400
Faire Kleidung Fair Clothes 2400
Alternative Kleidung Sustainable Clothes 1600
Oko Kleidung Eco Clothes 1300
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The tdle showsthat there is a demand for sustainable clothes in the Intéisetstry to
find online distributors offering the possibility to purchase alternative and sustainable
clothes.

2.2.3 Certificates for sustainable fashion

The rising awareness for sustaible fashion formed a new trend: Famatled products
Fashion labels and designers signalize a change in their production snatibdabel

their productsaccordingly; hence they show their participation in tbeange towards
sustainabity. Fair trade poducts primarily intento ensurefair salaries andgood
working conditions for all workers (Focus, 2014) Trustworthy eco labels provide
transparency to consumeBifferent labels stand for different criteria and standarde T
label Global Organic Textile Standards for example certificates fashion products that are
made out of ecological cottoifUmwelt Bundesamt, 2013)The importance of
transparency and healthiness issues is rising continuondlyair Trade has become a
billion Dollar business. But the high amount of certifications, which label sustainable
clothes, confuses consumers. Also the popularity of those certifications needs to rise in
the future (Seitz , 2013

In a consumer survey around 25fothe respondents answered that they would purchase
more Fairtrade clothes if they would know where to get thef@eals.com, 2013)
Therefore certificates and labels became very populartent yearsThese labels help
consumers to distinguish between clothes, which are produced in a sustainable and in a
conventional way. Fashion producers and brandst@ainecomecertified by official and

reliable institutions to offer their customers added value to their produc{8ohn,

2013) In exchange customers benefita good feelingpecause they create ldsrmto

the environment and the society while consuming new fashion products.

Trustworthy certificates are among others:

1 Blauer Engel
1 Bluedesign
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EU Ecolabel

Fair Wear Foundation
Fairtrade

GOTS

OEKO TEX

= =/ =4 4 -

These certificates aim to provide transparency to an increasing number of socially and
environmentally conscious consumers. The focus is not only set on sustaiaable
materials and chemicals used in the productithe concern is also socially driven and
workers, which participate in the production process, are put into accthenturnover

of fair tradel textiles in Germany increased from 16,3 to 71,2 milliewos within the

last five years(TransFair, 2015)This is a massive increase in the demand of clothes
produced in a sustainable and ddendly way. Also, textile suppliers worldwide have
recognized a growing awareness for sinstaility in terms of fashion consumption. Due

to this, the turnover of hemp weavings in China is expectedtble from the year 2008

to 2020(Statista, 2012)

2.3 Sustainable clothes

Workers in textile companies especially third world countries have far too long
working hours and inadequate health protection. Safety and environmental standards are
not or only insufficiently observed. On October 16, 2014 the Alliance for sustainable
textiles was founded in Germany. It is inted to improve social, ecological and
economic sustainability along the entire textile production c{Miidler, 2014) Different
approaches have been worked out. Yet t is still difficult to define precisely the term

sustainale clothes.

Therearea huge variety of definitions for the term sustainability. In the pdasades,
plenty of definitions were set up and some use a different perspective to describe

sustainability(Johnston, Everard, Santill& Robért, 2007) Others differ according to
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which industrythey consider or if the definition uses the perspective of environment or
mankind. For most of the definitions the term goes hand in hand with the term

development:

ASustai nab | e mahds that we seekevays of tivieg, working and being that
enable all people of the world to lead healthy, fulfilling and economically secure lives
without destroying the environment and without endangering the future welfare of people
and t he(Argsl&aLrowther, 2012)

I n t he Brundtl and report I n 1987 (épust ai.l
development that meets the needs of the present without compromising the ability of
future generations {(Johnstone Everard, Bantillo, & Robért, ne e d
2007)

It is difficult to point out a single definition for sustainable clothes. Terms like organic,
green and eco can be highlighted to provide a first impression of sustainable clothes
(Lundblad & Davies, 2015)Derived from the definitions of sustainable development,
sustainable clothes can be defined as fashion produbish have theleast negative

inluence on the environmeras possible as well as orurent and future generations.

The wholeproductlife cycle from production, usage and disposalistbe considered.
Another important aspedoncerns withthe raw materials used to produce the clothes
(Sharma, 2013)As already mationed the cotton production has a huge impact on the
humands ecol (Ugadhyay &k Ddodya, 20dIMaterials lke hemp, bamboo
andsoya are becoming meiand more popular and provigeomising chances to take a
stepaway from the pesticide and insecticide intensive cotton produ@iarma, 2013)
Combined with new dying methods, which need less water and chemicals, sustainable

clothes could become an inherit part of the fashion industry.

The following statements characterize sustainable clothes

1 Usage of renewable resources

1 Created in an environmentally friendly way
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1 No or less chemical usage whie manufacturing and dying
1 Produced without exploitation of workers

1 Longlasting materials andapability of environmentally friendly disposal

The demand for social and environmental fair prodg®atsis expected to grow in the
future (SchmitzHoffmann & Schwesigsimac, 2014) Companiesas well asconsumers
can benefitrom certifications Fashion brands can highlight their effort in changing to
sustainable production and distributio®onsumers have gained orientation by
standardized certificates. Compared to the food bratfehcariousfashion certificags

that familar to consumeréSchmitzHoffmann & Schwesigsimac, 2014)Nevertheless,
establishedertifications like Bluedesign, Cotton Made in Africa and Fairtrade are good

indicators to recognize sustainable clothes nowadays.

2.4 Social influence

Psychologists conducted many researches about social influence on human behavior.
Social units, groups and the society influence individuals. It is one of the major
characteristics of human beings to interact and to cooperate with each otharciala s
way. People can influence others and get influenced by other members of the group or
society (Forgas & Williams, 2001)

Developments are pushed by social influence. Learning new things, changing the way of
thinking and dang, or even creating new fashion stylesult out of social influence
(Mason, 2007) The nfluene onothers and being influenced by othen® one of the
evolutionary advantages of human beings and resultrapa developrent of human
behavior As the world and societies became more and more copipliexnevitableto

understand social influenc@~orgas & Wiliams, 2001)

The process of social influence can be illustratedollows:By expeding or receiving a
verbal or norverbal confirmation by the grouphe individual satisfies its esteem needs.

When another person influences someone, the receiver of the social influence adapts for
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example the attitudes of the source (sender). It is@niag process that happens all the

time people interacts socially with each otfiiason, 2007)

Social forceshave a great impact gn e o p dtteudes, beliefs and theway of living.
These forcednfluence the human as Was the consumér snotivation. Scientists found
out that motivation is influenced by social factors and humans wactlitompletely

different if they wouldnot be a part of a social life.

2.5 Motivation

In the dally parlance, motivation stands for the eamsreasoifor a specific behavior or
action. However, motivation can be versatile andficult to describe. 1 differs from
individuals and their personal interests, values and beliefs. Motivation results from the
interplay of a person and its environmheand can be strongly influenced by a situation
(Krapp & Hascher, 2014)tis hard to measure atol exactly define motivation.
Nevertheless motivation carbeexplained as force to pusha persortowardssatisfying

their wans and need@ardee, 1990)

Variousscientists conducted useful researches, which help to understand the phenomena
of motivation. Thus, n the history of motivation and behaaditheories a development

can be recognized. Itagted with the rational choice model, where an individual becomes
motivated and astin a certainway, expecting to receive the maximum benefit. The
rational choice theory is also part of the expectancy value theory, where motigadion

result of the epected outcoméJackson, 2005)

After further researches were conductestientists believe that there are internal and
external forces influencing the behavior and motivation of an individual. Social
motivation theories wereséablished. It is important for a person what other people think
aboutthem Theaefore, selfidentity issocially constructed. Moreover some scientist, who
support social motivation theories, claim that behavioral change in the direction of

sustainable caumption is highly influenced by the collectifdackson, 2005)The
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society and group someone is living in or identifyihgnself with has an immense

i mpact on an individual 6s motivation to pu
Onthi s account, this research focuses on t hi
forces. A comparison of Masl owbs, Her zberg

theories points out that external social forces affect the behavior and motig&taoon
person to purchase sustainable clothes. An interplay between individuals, the expectation
and perception an individual has and the confirmation it receives form motivation

driven by social forces.

2.6 Motivationtheories

Due to the complexity of motation many studies have been conducted in the history of
motivation theoriegKrapp & Hascher, 2014Former models and concepts were mostly

based on the individual and their attitudes, values and beliefs.

Neverthelesghe inluenceof the individual motivation by the society and the perception
of what other people think of someoneeds to be considered as wg@kckson, 2005)
The individualistic approach was advanced with the focus of exterfhadmting factors

ke the society and contextual factors.
2.6.1 Maslow hierarchy of needs

AbrahamMaslow put the importance of social influenceéoimisaccountMaslow, one of

the most cited scientisis the field of human motivation, established a pyranfitdieeds.

It shows what motivates humans to act in a certain kind ofiwdiye successive stages

The first three stages represent the deficiency needs, which need to be satisfied first:
Physiological, Safety and Love/Belonging Needs. The last two stepsadled growth
needs: Esteem and SAfftualization NeedgKing, 2009)
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Figure 1: Maslow's hierarchy of needs

Maslow believed that individuals climb up the pyramid of needs by satisfying lower
need¢ and continuing to achieve upper levels and higher satisfaction. Therefere
major thought of Maslow was that individuals try to satisfy a lower need before starting
to satisfyhigher needs in the pyramid of hierarciyaslow believed that only unsafted

needs motivate individuals. No motivationcursby satisfied needs and no inner tension

is created inside of an individudlPardee, 1990)

I n t his study t he soci al I nfl uenlhes, on <c
physiological andsafetyneeds as well aselfactualization have lower relevance related

to the topic. Nevertheless;t wo l evel s in Masl|l owds pyr ami
considered when analyzing the social aspect and influence of motivation. Achieving and
saisfying belonging needs is highly connected with social forces. Belonging to someone

or being loved by others clearly is an interplay within individuals in a group or society. In
conclusion, the belonging needs can be filtered out as one major sooinfiwencing

motivation.
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Furthermore esteem needs play an important role in this rese&steem needs consist

of several aspects lke sadfteem and sedéfxpression. Both needs are related to social

iIssues. Without living in in a group or societystimpossible for an individual express

itself and receive confirmatiorself-esteem grows and it leads to a better feeling of the
individual. Alsqg status and recognition and respect of others are correlated with social
forces andarepartof an individuda 6 s soci et y. An individual w

and receive recognition and respect by others.
2.6.2 Two-factor theory by Herzberg

Some of theeneeds are also represented in the Herzbggie netheory.He conducted a
research in 1959 and analyzed thetivation to work.Herzberg asked workers when
they felt good and when they felt bad about their employment. As a conclusion of the
conducted research he identifiediot major factors, which are responsible for job
satisfaction the hygiene and the motitar factors.Thus,the theory is well known as the
Two-factor theory by Herzbergfhe hygiene factors can be considered as dissatisfiers.
When those basic needs are satisfied,an individualis most likely unhappy andot
satisfied.People try to fightfor better circumstance3.herefore,the hygiene factors are

also connected to basic needs. Achieving them will not make a worker happy but at least

it avoids dissatisfaction.

Consequentlythe motivator factorsra called satisfier@ardee, 1990)hose factors can
also be considered as growth needs and they contribute to gatisfat work. Job
enrichment can be reachbg achieving motivator facto(®linor, 2005) Comparing it to

the motivation theory of Maslowthose needs can be seen in the upper levels of the

pyramid.

Analyzing Herzbergdbs theory according to
several aspects can be found in the motivation fac#ssthis research analyzes the
influence of the society on consumer motivation to purchase sustainable clothes,

especially the needs for status, recognition and responsibility shoutbrsadered
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Those needs are also reflected in Masl owds

in this study.
2.6.3 Seltdiscrepancy theory by Higgins

The sekdiscrepancy theory by Higgins is another approach in the field of motivation
theories. To put it into simple wordshe theory says that individuals have a current
picture of themselves and an ideal pietof what they want to b&he gap in between is

called discrepancy.

Humans are motivated to close this discrepancy to meet their own ideaéfore,the
theorypoints out different kinds of setfoncepts of what amdividual is and of what it
wantsto be Thisis a result ofvhat people think about themselves and the perceptions of
what other people think about someddackson, 2005 Especially the fact &t humans

are motivated to act in a certain kind of way to creaperception about them by others,
highlights the theory that social forces play a major role in the motivation of individuals.
Consequentlythere is an interplay within a group or society and needs cannot always be

satisfied fromanisolated person itffe

The theory concerns about how a person wants to be perceived by Gibeysaring
these results wi t h t he inferred soci al n
Her zber gés motivation factors, it can be

related withthe individual’s social surrounding
2.6.4 T a | fsoadiabidentty theory

Henri Tajfel contributed to the psychology studies in 19vigh the Social ldentity

Theory. According to Tajfelthe indii d ual 6 s mo tfronvita sociad identitye s ul t s
An individual identifies himselivith what heperceives what the group thsbouthim

(McLeod, 2008) Social dertity in this case means thamdividuak see and define
themselvesaccording to the kind of social group yheelong to. Also, the confirmation

the individual receives from others abdig identification is an interplay of sociadices.

Confirmation is aprocess in human communication. Therefdigs can happern a
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verbal as well as in a neverbal way(Jaggi & Portmann, 2012Not to forgetthe actual
communication which plays an importat role. Theexpected confirmation can be

assumed as important in this case.

T a ] fappltoéchs aboutselfcategorization and it shows how muafflience the group
someone identifies with or the groups someoresda belong to determine theay of
acting and human motivation. This theaiso claims that the group identity and the

society an individual belosgto play a major role according torhan motivation.

Reflecting this theory to Maslowbs hierarc
in the belonging need€onsequentlythe review of four social motivation theories lead
to the assumption that belonging, identification, esteesds and the confirmation an
i ndividual receives by others are the maj

purchasing sustainable clothes.

2.7 Recent studies

A recent study published in 2015 analyzes the values and motivation behind sustainable
fashion consumption. A qualitative researcfa in-depth inteviews was conducted to
createknowledge about whaih generalmotivatesconsumersa purchase sustainable
fashion. Different patterns were created, which show the motivation for the consumption
of sugainable fashion: less buying, the self, health, the environment, accomplishments
and social justicdLundblad & Davies, 2015)

Especiallythe self which contains seltsteem and se#éfxpressiormustbe highlighted
concerninghe focus of this research. Combined with accomplishments and social justice
these aspects show the importance of the social influence on consumer motivation to
purchase sustainable fashi#mother study also points out that students consume fashion
to express themselves and to show group confor(kign & Damhorst, 1998) The need

is to receive confrmation by a group someone identifies with or belongs to.
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Another researcher found out that consumers purchase ethical praduites to create
a certain image and to express their iderftlgel and others, 201R)a group or society

and tofinally receive confrmation. This matches to the results of Kim and Damhorst.

The findings contain motives and values like looking goaslsunmg responsibility,
actng as an ambassador and avogl feelings of guilt. Also, social recognition and
uniqueness were part of the resuftiigel and others, 2012More and more the
assumption confirms that the society plays a major fmiehe motivation to purchase
sustainable clothes.

Comparing these findings to the results ofigtivation theoriest can again be assumed
that the perception of an individual about what others thbiéut someone (sedfsteem,
expressionstatus and reputatipand the grouggroup identity and conformitygomeone

belongs to need to be considerfed creating aconceptualiramework.

2.8 Conceptual framework

The results of theomparison of motivation theorieshow that many existing motivation
theories concervitht he i nfl uence of the society on
from Higgins and Tajfel are also reflected in the motivation theories of Maslow and
Herzberg. It can be assumed that this social dimension decisively influences the

motivation to purchassustainable clothes.

In addition, recent studies highlight the innfa;nce of esteem, belging and conformity
with its several sub item3 hereforea first significant assumption has to be set up, which

leads tdollowing hypothesis:
Social forcesinflua ce consumer 6s motivation to purche

1) Individuals geatean image of how ther people perceive them to satigfsteem

needs.
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2) Individuals dentify with a group byadapting attitudes or valués satisfy social
identification needs.
3) Individuals eceive confirmation from social units by belonging to a group and to

satisfy confrmation needs.

All social forces have a major influence on consumer behavior and the motivation to

purchase sustainable clothes.

Esteem Needs:

1. Self-esteem & expression
2. Status & Reputation
3. Respect of others

Belonging Needs:

1, Acceptance Motivation to purchase

2. Affection sustainable clothes
3. Identification

Confirmation Needs:

1. Verbal
2. Non-verbal
3. Expectation

Figure 2: Conceptual framework
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The conceptual framewor k c¢ Motisation topurahdse t he

sustainable cl ot he s 0 threeTildependentavarinbde. E &€t eleem e n

n e e dBelonging fneeds a @odfrmatonne ed s 0.

A consuner who can satisfy those social needs by purchasing sudéaciathes will be

motivated to buy such products.
2.8.1 Esteemneeds

The first ndependent variable is define@ esteem needs resulting from the approaches

of Maslow and Herzberg. The esteem needade the social forces:

1 Selfesteem and expression
1 Status and Reputation

1 Respect of others

Esteem needs have a high value for individuals to satisfy their nébeiefore, Maslow

defines esteem needs as growdedsKing, 2009. The motivation theory by Herzberg,
which wasmainly used to analyze the motivation of workexdthin an organization,

placesesteem needsn the same level astisfiers(Pardee, 1990)There is an overlap
with the motivabn theory by Maslow.

Individuals try to achieve selfisteem, selexpression and status or reputation within a
group or society. These are major social forces influencing individualst tm a certain

kind of way. In return, individuals also try to givsomething back to the society and
thereforeptebe wo0de dt iheaehs catedory. ltean bepaksarnsed that n
this process does not only occur out of the need to help someone. But helping others and
caring for other people leads tbe reputationof others. This results from the interplay

within a society due to a fAgive and takeo
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2.8.2 Belonging needs

The second independent variable influencing the motivation to purchase sustainable
clothescomprises othe belonging needs. To measthe social forces deriving from the

belonging needshe following sub forces are set:

1 Acceptance
1 Affection

9 Identification

In the literature review the belonging needs are classified as deficiency needs in the
hierarchy of needs by Maslow. Actually Tdiffé s i dent i fication t he
about this social aspect and assumes that individuals are driven by the need for belonging
and identification. A person identifilsimself with what others in a group or society

think about the individua{McLeod, 2008) Humars dependon social interactions and
thereforethe need to identify with or to belong to a group or society is decisivan

individual.

Consequently, individuals search for acceptance, affection and identifitatraate a
feeling of belonging to someone. Somehow acceptance and affection can be described as
overlapping with confirmation needs. However, the perspective is essential by placing

those needs into their categories.
2.8.3 Confirmation needs

The last indeperght variablemainly resultsfrom the social theories by Higgins and
Tajfel that were previoushanalyzed in this research. Identification goes hand in hand
with confirmation.Only by receiving confirmation the individualoses the gapbetween

the currentand the desiredstatus in a group or societyhis process of motivation is

described in the seffiscrepancy theory by HigginsConfirmation is divided into:

M Verbal confirmation

1 Nonverbal confirmation

29



1 Expected confrmation

Without the confirmationof others there could not be identification. Confirmation as a
process of communication cdre conducted verbally or newverbally. Various studies
show that norverbal communicationrs more important than expected. To understand
human social behavior the newverbal communication process plays a major role.
Therefore,it can be seen as an independent communication chédanglle, 2013)
Consequently, not only the actual process is important., Ateodesiredor expected
confirmationmotivates individuals to act in a certain kind of waythe sekdiscrepancy
theory of Higgins expectation plays a major rafelividuals act in sspecificway and do
actiors to close thedisparity between their current andesiredstatus. Without the

expectation to close ihgap,the individual would not be motivated.

Following from this, severahypothesesan be set up according to the conceptual
framework. This process provida solid base to selp a questionnaire and to praofto
falsify the hypotheses (see chapter 2.9).

2.9 Hypotheses

In the previous parthe conceptual framework was formed to create a picture of
dependent and independent varigbl8ub itemsof each independent variable were
constructed. Consequentlyprfeach independe varidble a hypothesis is set up. In

addition, the whole concept is tested with a main hypothesis.
Main Hypothesis:

HO Hypothesis:Soc i a | forces do not influence

sustainable clothes.

H1 Hypothesis:Social forces influence conseer 6 s mot i vati on to

clothes.
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Esteem needs:

HO Hypothesis:Consumers ar@ot motivated to purchase sustainable clothes to satisfy

their esteem needs.

H1 HypothesisConsumers are motivated to purchase sustainable clothes to satisfy their

esteem needs.
Belonging needs:

HO Hypothesis:Individuals do not aim to belong to a group or society by purchasing

sustainable clothes.

H1 Hypothesisindividuals aim to belong to a group or society by purchasing sustainable

clothes.
Confirmation needs:

HO Hypothesisindividuals arenot motivated to purchase sustainable clothes to receive a

confirmation by others.

H1 Hypothesis:Individuals are motivated to purchase sustainable clothes to receive a

confrmation by others.
Trend for sustainable clothes:

HO Hypothesis: There is no trend fosustainable clothes rather than conventional

produced fashion.

H1 HypothesisThere is a trend fosustainable clothes rather then conventional produced
fashion.

The reputation of certification for sustainable clothes:

HO HypothesisNot many peopleknow the certificatiors, which label sustainable clothes.
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H1 Hypothesis:Many peopleknow the certificatios, which label sustainable athes.
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Chapter 3
Research Methodology

3.1 Introduction

This part of the research is about the resedesign,the sample methods aritiesample
size. A descriptive research design in form of an online survey analyzes the social forces
and influence on consumer motivation. Theref@aeauestionnaire is developed and the

parts of it are discussed.
3.2 ResearchDesign

In the literature reviewexisting researches were presented, which analyze the buying
behavior and motivation of consumers to purchase sustainable clothes. Combined with
the findings from motivation theories it can be assumed that the societyemgotup

someone belongs to influence the motivation to purchase such kind of products.

Therefore this studybuilds up on existing exploratory researches ands @seonclusive
research design. The conclusive research design allows researchers tor uerifylsify

existing findings anchypothesegParasuraman and others, 200Fhe goal is to proof
and to show that the motivation to purchase sustainable clotheghly mfluenced by

social forcs. A descriptive researclanalyzes the characteristics dfis phenomenon.
The research therefore targets on answettiegfollowing questions

1. Does a consumer satigfys esteem needs throughlirchasing sustainable clothes?
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2. Does purchasing sustainable clothes help individuals to satisfy their needs for
belongng?

3. Do consumes purchase sustainable clothes to receive confirmatiom his
reference group?

4. Is there a trend in Germany to purchase sustainable clothes rather than
conventional produced clothes?

5. How popular omel-known are certifications for sustaini clothes?

The descriptive research helps to answer these queatioinprovides knowledge about
consumer 0s mo t i Rorthis reason,an onlingy gurvesy risacbnducted to
measure consumero6s attitudes andublvled i vati

oniine and sent to the target population.

3.3 Research Instruments

The devedped online survey consists of thrparts. A short introduction with bullet
points ensures that the audience understands the characteristics of sustainable clothes.

This wil help tomake the responds more accurate
Part 1:

This part identifies the respondsemind analyzeshemaccording to demographic
factors like gender and agdlso, it is the target of this research to compare
people who are interested and who are ntar@sted in sustainable clothes and
how social influence diffexin each of the groups. Thereforde first part of the

guestionnaire is used to split the respondents into the two groups:

1 Group 1:People who are interested in sustainable clothes

1 Group 2:People who are not interested in sustainable clothes
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Thefilter question provides information of how popular sustainable clothes are in
Germany. Combined with the indicators in the literature review the question helps
to analyze if there is a trend in thkrection towards sustainable clothes in

Germany.

Part 2:

In the next part of the questionnaire questions according to the independent
variabls NEst eeedn0O N AiBel onging Needsoaand nAC
asked. Each sub itera measured with three gations in form of Likert-scale.

For each question fivg@ossibleanswes areprovided.

Questionnairepart 2 forms the basis to test the main hypothesis and the

hypothesedor the independent variables. Either HO or H1 are falsified or verified.

Part 3:
Part 3 consists of an open questitin receive qualitative data, which can be
analyzed andused toround up the data. The respondents are asked to fill out

information due to the popularity of certifications for sustainable clothes.

In a conclusion all three parts gather information about the social influence on the
motivation to purchse sustainable clotheBart 1 splits the respondsnin the two
mentioned groups and helps to gather information about an ongoing or upcoming trend

for sustainable cthes in Germany.

Part 2attemptsto measure the theoretical construct. It verifies or falsifies that the esteem
needs the confirmation needsnd theneed for belongingre drivers for the motivation to
purchase sustainable fashioRart 2 also measure the social influence on each
respondent concerning the targeted issue. By comparing those groups eswlelations

to the amount of social influence, the main research problem can be solved.

Part 3 provides data about the popularity of certificatiamsstistainable clothes. The

respondents are asked in an open quesibout thecertifications they know.The
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frequency of correct answers provides an indicator for the popularitthi®ikind of

certifications.

3.4 Validity and Reliability

The internalrea b i | ity is analyzed by SPSS by cond
results are illustrated in table 1.

Table 2: Reliability Test by Cronbach's Alpha

Cronbach's Alpha Based on
Cronbach's Alpha Standardized ltems N of tems

.961 961 27

The internal reliability can beerified. For thispurposet he Cr onbachdés al ph
was calculated via SPS#th the first 50 respondent3he table above shows acceptable

levels of eliability with a value of 0.96&and indicates a higlevel of internal consistency

of the scale within the conducted survey.

3.5 Population of the study

The target population is middiged people living in Germany who are interested and
who are not interested in purchasing sustainable cloTleesompare thewo groups in

the research both groups need to be represented as participants in the the online survey.

In 2014, the population of Germany was around 81.2 million people. As this research

concerns middleaged German cttizens it needs to be mentioned toaind 21 million
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Germans arbetween 18 and 40 yegiStatistisches Bundesamt, 2016)the next part of

this study the sample size is determined.

3.6 Sampling size and methods

It can be assumed that there is a gap between theemahpeople who claim to care for
sustainability while shopping and the number of people who really do it. Therafore
confidencelevel of 90% will be set up for the calculation of the sampling sizee
survey is conducted online and the margin ofrewil be calculated with 5%Also, the

standard of deviation is 5%.
Summary of estimated numbers:

Population size: 2fnillion
Confidence level: 9%
Level of significance: 0.05
Z Score:1.645

Margin of error: 5%

= =/ =4 A4 -4 -4

Standard deviation: 5%

In the next step theample size is calculated. This helps to ensure to get the correct
sample sizgSmith, 2013) To calculate a suitable sample stt® numbers of samples

need to be defined to create a statistical saf@plespolini & Hardy, 2013)

Formula to calculate the sample size:
Necessary Sample Size = (Z-scoref * StdDev*(1-StdDev) / (margin of errof)

=1.645* 0.5%(1-0.5) / 0.05
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= 0.67650625 / 0.0025
= 270.6025

A sample size of 27tan be caldated.

To conduct the online survey a nonprobahb

procedure of selecting a sample without using any probability mechanism is termed as
nonprobabi |l i(Singh &Mangat,| 11996 he d@arget populatiorare people

living in Germanybetweenthe ags 18 and40. A mixture of judgment sampling and
snowball sampling is used. The judgment sampling is used when the researcher selects
the samples. The researcher chooses persons, who have acelevahe research and
fulfill the criteria of the target populatiofEgan, 2007) According to the group
identification theory it can be assumed that people who are interested in sustainable
clothes identify themselves witlther people (or groups) who share the same interests.
Therefore it is expedient to deliver half of the online questionnaire to people having an
involvement to sustainable clothes. These respondentastapeople they know that
shae the same attitudes tespond to the questionnaire as well. This technique is called
snowball sampling. Participants of the online survey recruit other patgolsharing the
interest for sustainable clothes. As it is quifficult to find a large amount of those
people, te snowball sampling is appropriate to ensure a qualitative and quantitative
distribution of the online survegAdams & Lawrence, 2015)

3.7 Pretesting

The online survey is conducted in German languageit Asthe mothertongueof the
researcher aaccurate usage of the language can be assumed. Nevertheless, the online

survey is corrected and miead by at least thremative German speakers
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The questionnairés pretested by 2(persons belonging to the target populati®hes
respondents fill out the online survey on a desktop PC or a mobile devieddilet ora
smart phone. The respondents are asked to think out loud, while crossing the answers in
the questionnaire. The researcher takes notes about everything tiestgne sayAn

observation aboutow the pretesters complete g¢hsurvey is conducted.

The notes abouthe thoughts othe pretesters while answering the quesis and the
observation provida basis to make improvements on the questionnaire. The pricess

pre-testing ensures a high validity and reliability of the conducted online survey.

3.8 Data Collection

The distribution of the online survey uses jhdgment andsnowball sampling method.

The online survey is sent vamail and social media channelsrespondentswho fulfill

the criteria of the target populatiofihe respondents are askedftsward the online
survey to their friends and family members. It can be assumed that people of the target

population have people around them sharing the samesitgeand attitudes.

An incentive is used to target a high response rate and a wide distribAticonline
coupon of 10% discount in an online store offering sustainable clothes is delivered to

each person, who answers the online survey.

3.9 Data analysis

The gal of this research is to identfyhe soci al influence on co
purchase sustainable clothddius, the first target is to split the respondents into two

major groups:
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1. Group 1: Respondentsaho are motivated to purchase sustainale clothes:
In thiscaseall respondents who are motivated to purchase sustainableteh
be considered as the ongbko already bought sustainable clotlbeslrespondents

who are interested to purchase sustainable clothes in the future.

2. Group 2: Respondents who areNOT motivated to purchase sustainable
clothes
This group comprises of thespondents who are not entsted in sustainable
clothes.Facts like these respondents never boughtlo not plan to purchase

sustainable clothem the future eeindicatos for belonging to this group.

When separating thespondents into tee two majorgroups the next step is to find out

certain correlationsThere are mainly threleinds of options, which could result from the
questionnaire Firstly, a responent can beinfluenced by social facts, secondly, a

person cannot bisfluenced and thirdly respondentcan bene i t her and Ado no
Consequentlythe goal is to find outhe difference irthe answers of these between those

two groups Hence, acorrelation analysis wil be conducted via SPSS.

The process of comparing the correlations of both groups to the independent variables
helpst o under stand the phenomena of social i

the correlation analysis is made thain hypothes 0 and 1 can be verifiedr falsified:
Main Hypothesis:

HO Hypothesis:Soc i a | forces do not influence coi

sustainable clothes.

H1 HypothesisSoc i a l forces influence consumer 0s

clothes.

The gathered data ised to create a frequency distribution and to calculate means. Each

question is answered by ap@int Likert-scale. The results show the distribution of each
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question and the calculated means help to create a mean for wauthelsis. Thus,

hypothesesconcerning the independent variables can be verified or falsified

Before analyzing the data with SPSS some preparation is required. The goal of this
research is to analyze the social influemnoetivatingmiddle-aged Germans tpurchase
sustainable clothes. Therefpedl respondents who are not living in Germany and who

are not between 18 to 40 yeald needto be deleted out of the list of data.

Thescale from 1 to 5 ranges from negative to positive. Occasiotladlyscalaepresents
the datavice versa. Thereforghedata is depicted the other way around. This is based on

the factor Acceptance.

For a better understandirgf the results of this reseatch change in the Likescale
value is mad. On this account, the Likescale range was changed from 1,2,3,4,2t0
1,0,+1,+2:

T 1A -2 Negative

1 2A -1

T 3A O Indifference
1T 4A +1

T 5A +2 Posttive

The transfer of the Likerscale value helps to clearly illustrate the results of the research

in graphical illustrations. Theble bar s represent the respon
interested in sustainable clothes or have already such clothes. The red bars represent the
other group that is not interested in tHeramentioned The Y-axis represents the mean
value of the respondénd s ans wer s. Positive values sho
negative values show that the respondents disagree. A mean value close to zero stands for

indifference.

In the next stepthe data is imported and analyzed with SPSS and Excel.
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Chapter 4

Results

4.1 Introduction

In this part of the study the data is imported into Excel and SPi&Sfirst part shows the

frequency distribtion of the demographic arfiter questioss.

The major goal is to findhe factor that influences middleaged Germanthe most. For
this purposgboth groups are compared according to their answers ancattelated
means. This chaptertargets on anagmng if there is a significantifference between
people who are interested and who are not interested in sustainable diathdbkis

reasonan independent sampleest is conducted via SPSS.

The filter questioralso provides statistical data about the trend for sustainable clothes.
The frequencydistributions of people who lke or who havalready purchased

sustainable clotheorm an indicator for a trend for sustainable clothes.

In the lastpart, the open questioabout the awareness of certification labelsnalyzed
and the data is illustrated by a frequency distribution. The goal is to find out how many

people know certificatins for sustainable clothes.

In total 267 respondents filled out the questionnaire and therefore 98.5% of the sample

size was reached with the online survey.
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4.2 Demographics and filter question

In the first question the respondeatsasked if they live irGermany. This resear@ims
to analyze Germans according to the social influence on their motivation to purchase
sustainable clothesTherefore 100% of the respondents lire Germany.Hence, the

survey reached its target population successiully.

Table 3: Distribution of residence

Frequency Percent Valid Percent Cumulative Percent

Valid Yes 267 100.0 100.0 100.0

The online survey was distributed in Germany via email and social media channels. As
table 3 above shows 267 resporndeanswered the questionnaire completely. The sample
size calculation resulted in 271. Therefd®8,5% of the sample size was reached with

the online survey.

Table 4: Distribution ofage

Cumulative
Frequency Percent Valid Percent Percent
Valid From 18 to 29 years 100 375 37.5 375
From 30 to 40 years 167 62.5 62.5 100.0

Total 267 100.0 100.0
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The goalof this surveyis to analyze the social influence on middiged Germans. As
mentioned before middHaged Germanare definedas people between the ag8 and
40 who live in GermanyTable 4shows that 37.5% of the respondentstzveen 18 to

29 whereas 62.5% respondents laeénveen 30 to 4@ears.All in all, it can be assumed

that this distribution reflects the opinion béttarget population.

Table 5: Distribution ofgender

Frequency Percent Valid Percent Cumulative Percent
Valid Male 125 46.8 46.8 46.8
Female 142 53.2 53.2 100.0
Total 267 100.0 100.0

Table 5above showshe dstribution d male and female respondeniéearly half of he

respondentarefemale (53.2), the other halfaremale respondent$46.8%).

Table 6: Distribution of respondents who are interested and who are not interested (filter

guestion)
Frequency Percent Valid Percent Cumulative Percent
Valid Yes 162 60.7 60.7 60.7
No 105 39.3 39.3 100.0
Total 267 100.0 100.0
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Table 6shows that more respondents are interested in or purchased sustainable clothes
already than people who are not intéeesat all It clearly shows that there is a trend for
sustainable clothes in Germany androwing number ofeopleis motivated to purchase

this kind of fashion product®Vith 60.7%6 a large amount of people showed their &gér

in sustainable clotheshile 39.3% of the respondents are not interested and answered the

guestion with No.
Hypothesisfi Tend for sustainable clothe® :

HO Hypothesis:There is no trend fosustainable clothes rather than conventional

produced fashion.
A Falsified

H1 HypothesisThere is a trend fosustainable clothes rather theonventional produced
fashion.

A Verified

4.3 Distribution

In the following part of this researcthe mean value for eadhdependent variable
presentedfor both groups.Moreover @ch sub factor of the dependent variables is

analyzed. This helps to elucidate the outcome of the survey related to both groups.

In the final step, the threladependent variables are shown in the sarmaghod Firstly,

the importance of each variabls statedand thereby whie social force has the most
influence on the consumerods motivation to
different social forcedhat affect the two groupsre shownWith this method the

hypotheses areither verified or falsified.
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4.3.1 Esteemneeds

Table 7 compares the mean value of both groups according to thatesub of the

independent variable esteemeds.

Table 7: Comparing groups' meanvalues according to subtems (esteemneedy

Mean (e ) Group 1

Mean (e ) Group 2

Selfesteem 0.9 -0.6
Status and reputation 1.1 0.0
Respect of others 1.2 -0.4

Table 7showsthe mean values for both groups related to the sub factors of the first
independent variableelfesteem Respondents whae interested in sustainable clothes
show a high amount of social influence on their motivation to purchase sustainable

clothes. For this groyghe respect of others plays the most important role.

Contrarily to the first group, respondents who were mdérested answered differént
This can be readlearly rom thered bars in the illustration above. It shows that the
motivation to purchase sustainable clothes is among other things highly related to the

consumers wish to satisfy their esteem needs.

Analyzing the threesub factors related to the esteem nedldarly show that there is a

social influence on people who are interested in sustainable clothes.
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Figure 3: Comparing 2 groups' mean values for e steem needs

Figure 3 ilustrates how significantly different both groups answered the questions testing
the esteenmeeds. Due to this, the esteem needs have a high influence on the motivation
to purchase sustainable clothes.

4.3.2 Belonging needs

Table 8 compares the mean values othbgroups according to the siibms of the

independent variable belonging needs.
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Table 8: Comparing groups' mean values according to subitems (belonging need$

Mean (e ) Group 1 Mean (e ) Group 2
Acceptance 0.9 0.5
Affection 0.8 -0.3
Identification 11 0.0

First it must be mentioned that the social force with the highest influence on the
motivation to purchase sugtable clothes is the need for identificationlldwed bythe
social forcesacceptace and affectin. This shavs how much people aim to identify

themselves or to belorp a group.

The certainly positive answers for the questions based on acceptance from the group who
are not interested in sustainable clotld®w that this group of peop#dso care what
others think about them and that they would eventually change their buying behavior

because of other peoplebdbs influence and
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Figure 4. Comparing 2 groups' mean values for belonging needs

Figure 4 illustrates how sigfitantly different both groups answered the questions testing
the belongingneeds. Consequently, the belonging needs have a high influence on the

motivation to purchase sustainable clothes.
4.3.3 Confirmation needs

Table 9 compares the mean values of both ggoaccording to the sutems of the

independent variable belonging needs.

Table 9: Comparing groups' mean valuesaccording to subitems (confirmation need9

Mean (e ) Group 1 Mean (e ) Group 2
Verbal confirmation 0.5 -0.6
Non-verbal confirmation 0.7 -0.7
Expected confirmation 0.8 0.0
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Table 9 showshe sub factors for the confirmatiomeeds. Epecially the first grouputs a
lot of expectationintss oc i a |l s ur r o anpdréchasmp@® sustamable cldtheso n
Also, the other factor®f verbal and notverbal confirmatiorplay a major role for the

people who are interested in sustainable clothes.
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Figure 5: Comparing 2 groups' mean value for confirmation needs

Figure 5 illustrates how signifantly different both groups answerde questions testing
the confirmatiomeeds. For this reason, the confirmation needs have a high influence on

the motivation to purchase sustainable clothes.
4.3.4 Independent variables

Table 10 compares the mean valuesboth groups according to the independent

variables esteem needs, belonging needs and confirmation needs.

50



Table 10: Comparingg r o u p s 6 maceordingtaindependent variables

Mean (e ) Group 1 Mean (e ) Group 2
Esteem Needs 11 -0.3
Belonging Needs 0.9 0.1
Confirmation Needs 0.7 -0.4

By putting together all values of the sub factors the data for the indepesd@tles are
given. Table 1Ghows a comparison of the indedent variables esteem, belonging and

confirmation needs.

First, it can be recognized that the respondents who are interested in or who have already
bought sustainable clothese influencedmosty by the wish to satisfy their esteem
needs. This is folloed by the belonging needs and confirmation needs with the smallest

mean value.

The second group who is not interested in sustainable clothes answered totally different.
While all factors seem to be important just the belonging needs play a small role

accading to the results of this research.

Accordingto the visual analysief the mean values and the independent variables it can
be assumed that there is a significant difference in emsgvthe questionnaire between
both groups. Therefoyea statisticabnalysisis conducted with SPSS. An independent
sample ttest should proof the assumptions and veofyfalsify the hypotheseson a

scientifically base.
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Figure 6: Comparing 2 groups' mean values for inde pendent variable s

Figure6 highlights how significantly different both groups answered the questions testing
the social needs. Due to this, social needs have a high influence on the motivation to

purchase sustainable clothes.

4.4 Independent Sample Test

An independent sampleteéstis conducted with SPSS to analyze if there is a significant
difference between both groupBhis can already be assumed by taking the graphical
illustrations into accountNeverthelessthis procedure provides the basis to analyze the
data with goroofed statistical médtod and to verify or falsifyhypotheses

Both groups are compared agreement witkheir answers in the online survey. For each

independent variable and its sub factors an independent sategkeist conducted.
4.4.1 Independent sample #testesteemneeds

The goalbf this statisticalnalysisis to estimate \wether there is a significant difference

between both groupsThe lines are separated into YES and N@ey stand for the
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people who aranterestedand who are nointerestedin sustainableclothes. With this

processhypotheseselated to the first independent variable can be veriiedhlsified.

Table 11: Inde pendent sample ttest of e steem needs

Levene's Test
for Equality t-test for Equality of Means
of Variances

90% Confidence

Sig. Interval of the
. Mean Std. Error a
F Sig. t df 2 | Difference | Difference Difference
tailed)
Lower Upper
Equal
variances| 15671 | .000 | 18263 265 .000 1.38317 0.07574| 1.23405( 153229
assumed

Esteem

needs Equal
variances

not
assumed

16978 | 169853 .000 1.38317 0.08147| 1.22235| 1.54399

Testing theesteem needsy conducting an independent samptedtshows that there is a
significant differencébetween both groups. In table 11 thig (2tailed) value between
0.000 and Q.05 impliesthat the esteem needisfluence the motivation to purchase

sustainable clothes.
Hypothesis independent variable esteeimeeds:

HO HypothesisConsumers are not motivated to purchase sustainable clothes to satisfy

their esteem needs.
A Falsified

H1 HypothesisConsumers are motivated to purchase sustainable clothes to satisfy their

esteem needs.
A Verified

According to the test the H1 hypothesis is verified.ught can be proofed that

consumers are motivated to purchase sustainable clothaistp their esteem needs.
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4.4.2 Independent sample {test belonging needs

In the next independent sampi¢est the significant difference between both groups is
analyzed. This test analyzes the independent variable belonging needs. After conducting

this statiical test the nexhypothesesare verified or falsified.

Table 12: Inde pendent sample ttest of belonging needs

Levene's
Test for .
Equality of t-test for Equality of Means
Variances
si 90% Confidence
19. Interval of the
. Mean Std. Error .
F | Sig. t df @ | Difference | Difference Difference
tailed)
Lower Upper
Equal
variances| 0.55 | 0459 | 15263 265 .000 1.01041 0.0662| 0.88006 | 1.14075
. assumed
Belonging
needs Equal
‘r:";;'ances 15038 | 211079| .000| 101041 006719| 087796 | 1.14285
assumed

The independent samplgest conducted to test thelongingneedsshows that there is a
significant difference between both groups. In table 12 $ie (2tailed) value between
0.000and <0.05 implies that the belonging ne@ufience themotivation to purchase

sustainable clothes.
Hypothesis independent variable belonging needs:

HO Hypothesisindividuals do not aim to belong to a group or society by purchasing

sustainable clothes.
A Falsified

H1 Hypothesisindividuals aim to belong to group or society by purchasing sustainable

clothes.

A Verified
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According to the test the H1 hypothesis is verifi¢tence, i can be proofed that

individuals aim to belong to a group or society by purchasing sustainable clothes.

4.4.3 Independent sample itest onfirmation needs

Finally, the significant difference according to the confirmation needs is tested with an
independent sampletést conducted with SPSS. All detailed data can be found in the

attachment of this research.

Table 13: Inde pendent sample itest of confirmation needs

Levene's
Test for .
Equality of t-test for Equality of Means
Variances
90% Confidence
Sig. Interval of the
. Mean Std. Error i
F Sig. t df (2 Difference | Difference Difference
tailed)
Lower Upper
Equal
variances| 0.923| 0.338 | 13461 265 .000 1.05413 0.07831 | 0.89994( 1.20831
. assumed
Confirmation
needs Equal
‘r’]‘z‘);'ances 1328 | 212007 .000| 1.05413| 007938| 0.89765| 1.2106
assumed

A conducted independent sampldest shows thathere is a significantifference
between both groupdue to confirmation needs. In table 13 tBe (2tailed) value
between 0.000 and <0.05 ingd that those social forces influence the motivation to

purchase sustainable clothes.
Hypothesis independent variable confirmationneeds:

HO Hypothesisindividuals arenot motivated to purchase sustainable clothes to receive a
confirmation by others.

A Falsified
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H1 Hypothesisindividuals are motivated to purchase sustainable clothes to receive a

confirmation by others.
A Verified

According to the test the H1 hypothesis is verified. Therefitrean be proofed that
individuals are motivated to purchase sustainable clothes to receive a confirmation by

others.
4.4.4 Open question

Table 14: Frequency distribution popularity of certifications

Fair Trade Oko Tex Blauer Engel GOTS Blue Design TOTAL
Frequency 21 11 6 4 1 21
Percent 7.9 4.1 2.2 15 0.4 16.0

In the last part of the questionnaire the respondamssked tonote certifications for
sustainable ckhes orfashion items. Table 14hows the frequency of certifications
known bythe respondents. Fair Trade (Bspondents) is the most known deration
followed by Oko Tex (1lrespondents),Blauer Engel (6respondents) GOTS (4
respondents) and Blue Designréspondent)in total, 16,01% ofthe respondents were

able to mention vald certificatienfor sustainable clothes.
Hypothesis for thereputation of certification for sustainable clothes:
HO HypothesisNot many people know the certifications, which labeastainable clothes.

A Verified
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H1 HypothesisMany people know the certifications, which label sustainable clothes.
A Falsified

It needs to be mentioned that a lot of respondents filled in names of fashion brands or
companies.The respondents listed 2dompanies or fashion brands they connect to
sustainable clothe3his leads to furtheissumptionshat are statedh the last part of this

research.

Popularity of Certifications

25

20 T

15 —

|
. ,.,I,-. .

Fair Trade Oko Tex Blauer GOTS  Blue Design
Engel

& Popularity of
Certifications

Figure 7: Distribution popularity of certifications

Figure 7 illustrates the fierent popularity of certifications, which label sustainable
clothes. Again it needs to be mentioned that Fair Trade and Oko Tex enjoy the highest

popularity among certifications.

45 Conclusion

The graphical illustratiosin the first part of this chaptehsw that social forces have an
immense influence on people who are interested or have already bought sustainable

clothes.
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The most important individual variatslenfluencing the motivation are the esteem needs.
Especially because d@fespect for othersi.e. the respedor people who are involved in

the production process driv@eople to purchase sustainable clothes. It can be assumed
that there is a growing sympathy especially for labor in third world counttesave part

in the manufactureof clothes

The secondubitemii st at us a ncdn be Eentifid as veryampartant because
consumers purchagbese kinds of products gain prestige and because they want to be
considered by other people as individuals who care for the environment argbthety.

Thi s also goes hand in hand with the fact
themselveswith others by acting in a same kind of way they Hence,if friends buy

such products people are most likely wiling to purchase sustainable scistheell

The aforementioned factoese the most important factofdonethelessall of them seem

to have an influence on the consumer 06s mo t |

The tablesand the indepndent sample-test showthat there is a significant difference
according to e social influence. It can be concluded that individwall® interact
socially with people who are interested or who care about sustainable clothes have more

motivation to purchase those products.
Main Hypothesis:

HO Hypothesis:Social forces do not infknce consumer 6s motivat

sustainable clothes.
A Falsified

H1 HypothesisSoc i a | forces influence consumer 0s
clothes.

A Verified
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As already mentioned in the limitatiogshapter 1.5)pf this studythere aremost likely

more factors i nf |l uenc i rogvards puchasing sstaimablg 6 s
clothes.Nevertheless, this research targets social foegekisively Hence,this analysis

adsa puzzle piece to the phenomena of purchasing sustainablescdstheell as for the

motivation to buy sustainable products in general.
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Chapter 5

Conclusion Discussion and Recommendations

5.1 Introduction

This final chapter provides a conclusiaxi the conductedresearch. The results of the
literature review and the data anagyare presented. In the discussion part those results

are combined and conclusions amade fromthe information gathered. Especially the

results due to the trend and demand for sustainable clothes, the lack of the popularity of
certification systemsand he soci al influence on the <con
sustainable clothes arehighlighted and discussed. These findings le#nl
recommendations for consumers, societies, companies, politics and scientists. Several
practical recommendations for amts are shown to create a guideline how to reach a

sustainable Iving.

5.2 Conclusion

The main objective of this research is to
motivation to purchase sustainable clothes. Forrdasonchapter 2concerns withthe

trend for sustainable clothes in Germany. Wellown fashion branddéke H&M or

Adidas implemented sustainable materials in their clothes and partly changed to
sustainable value chains. Thesanpanies target to satisfy arisiigp ns umer 6 s d e ma
In addition, the literature review shows that there is a growing demand for sustainable

clothes. In a survey 43 % of the respondents answered that they are willing to pay a

60



higher price for fair produced clothé¢$extilWirtschaft, 2A1). The numbers of search
queriesin the Internetgathered from Google AdWords KeyWord Planner iscdnother
indicator for the trend for sustainable cloth€Sombined with the findings o&
gquantitative researchhis assumption is verifie®everal tustworthy certifications have
developed to provide transparency for consumers who are willing to buy sustainable

produced clothes.

The terms social influence and motivation were analyrecchapter 2.4 and 2.5
Individuals influence other people and gdtuenceal by groups and the society &ct in a
certain kind of way. Motivation can vary depending on personal and situational factors
(Krapp & Hascher, 2014 Consequentlythe phenomenon of social influence is highly
relatedto the motivation of individuals and groupEheories byMaslow and Herzberg
concernwitht he soci al influence on an individua
social influential forces like the needor belonging, esteem, status, recognition and
respnsibility. Later in the history of motivation science other theories lamdved

which put social needsnto their account. Those theories derived fromsacial
perspective. Higgins points out that an individual always compares how other people
judge tlem and how they want to be seentlie future. The gap between the current
status and thealesired staus motivates humansTajfel also confirms the needor
identification with others.ldentification helps individuals to satisfy their need for
belonging. Consequently humans define themselvescording to the social group a
person belongs to. It can be assumed that elitherars adapt toa group or society they

live in or that individuals search for other people who share @h@e <haracteristics or
identites This theory goes hand in hand with the need for confirmation as a process of
communication between individualBlso, recent studies emphasize the social influence
on the motivation to purchase sustainable clothes. Heretleoresultsshow among
others that the need for sadteem and expression, sociadpensibility, identification,
confirmation and social recognition drive rsumes and influence them irtheir

purchasing decision.
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From the data obtained in the literature reviawonceptual frmework was formed with

three independent variables influencing ttependeny ar i abl e fAmotivatior
sustainabl e c | o thypetleesesof tHisecandlisivegtudy. dherebly a&

qualitative research was conducted and respondents in Geoamleted an online

survey to gather information and data about the social influence on the motivation to
purchase sustainable clotheAfter testing the online survey and instrumenting a

Cr onb ac h 0 stheAdlighiityawith @ valte of 0.948 can berified. The survey

was distributed online to the target population and the results were prepared and adjusted

for imporing theminto the statistical research tool SP.S

In chapter 4the results of the analysis conducted with Excel and SPSS araitiaistin

the first part the demographicd the respondents are present@tie target population
was defined in chapter 3 as middiged people living in GermanyConsequetly, all
respondents who did not fulfithesecriteria werenot considered for thdata analysis

The demographics show thaiore females responded the questionnaire and that most
of the respondents were in the age between 30 to 40 years. Hptheveequency can

be considered as gequally. The filter question in the online sey has two functions.
First, 61.7 % of the respondents answered that they have already purchased or that they
are interested isustainable clothe3able 6confirms the assumption that there is a trend
for sustainable clothes in Germany. The findingshgmd in hand with the literature
review conducted in this research. The second function of the filter question is to separate
the respondats into two groups. People wlare interested and people who are not
interested in sustainable clothes. With this rapph both groups were analyzed
separately The tables andfigures in chapter 4 show that both groups filled out the
questionnaire differeiyt, which was also proofed by conducting an independent sample
t-test. The importance and thefiluence of each soal force areillustrated inchapter4.

The quantitative researchconcluded with an open questiorconcerning with the
popularity of fashion certificationshat indicatesustainable characteristics of fashion
items. The goal is texamine the popularity adstablished certificationike Fairtrade.

The findings of chapter 4 form the basis for the discussiathe following part of this
study.
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5.3 Discussion

In this part of the study the findings of the literature review and the results of the research
are confrated. The goal is to conclude in assumptions, which lead to recommendations

and an outlook.
5.3.1 Trend for sustainable clothes

The findings in chapter 2 show that there is an upcoming trend for sustainable clothes in
Germany.The questionnaire targeteshproofing or falsifying this assumption. The filter
guestion Adid you ever purchase or are you
61.0%o0f the respondentwre interested in sustainable clothd®reas 39% negated this

question.
The H1 hypothesis $ verified:
There is a trend for sustainable clothes rather than conventional produced fashion.

Thereby a demand fdhis kind of clothes exists and fashion brands should target on
fulfilling this demand and satisfying the need to purchase sustainabkesl®s
mentioned in chapter 1 thealueaddedchain and the production process are substantial
to pushthis changeforward. The fashion industry anis conventional production
methods cause massive problems for the environment angldhet’'seco system
(Upadhyay & Deodya, 2011)Besides, the risingemandfor sustainable clothealso

plays a major role for marketers to reach the target group.

In chapter 1 the importance of the fashion industry according to the goal to reach
sustainability is highlighted. The goal is to prevent test negatie damageo the
environment,hence, forcurrent andfuture generations. To reach this ambitious goal
societiesmust changeconventionalconsumptionpatternsonly concerning about price

and quality. Even if not all people are interested in sustainable clatieesonsumers

who are concerned about sustainabilityust be motivated to purchase sustainable
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clothes. As demandreatessupply companiesnustrethink their business and marketing

strategies.

Additionally, the respondents were asked to fill in certifications indicating sustainable
clothes. These ertifications existalreadyfor a long timefor example in the food
industry. But according to the findings certifications for sustdenamnd fair produced
clothes are not veryfamiliar amongst German consumer®nly 16.0X%6 of the
respondents mentionnaexisting and trustworthycertification label for sustainable

clothes
The HO hypothesis is verified:
Not many people know the certifizats, which label sustainable clothes.

Numerous respondent®tedfashion brands, cefitations for food or answerettat they
do not know any certification. ThéFairtraded certification is the most known followed
by Oko Tex, AGOTSO and iBlauer Engad. These findings show that there is a lack of

popularity of such certifications.

In a recent study 26 of the respondents claimébat they would purchase more fair
tradedclothes if they would know where to find th§oompare chapter 2.2Peals.com,

2013) The fact that the literature review and the results of the questionnaire show a
demand for sustainable clothes and that there is a lack of the popularity of certifications
for sustainable clothes leads ftother recommendons that are stated in chapter 5.4 in

this research. The popularity should go hand in hand with the growing demand so that

consumers enjoy transparency of trédsiredgoods.
5.3.2 Social influence on the motivation

In this studysocial influence is definedsthe influence ofanindividual by a person, a
group ora societyto act in a certain kind of way or to adapt attitudes. This is a constantly
repetitiveprocesg(Mason, 2007) Therefore individuals aremotivated by others anare

socially influenced by theisurroundingsFigure 6 illustratesthat friends, familiesand
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the groupsthat people belong to and identithemselveswvith influence individualsA
calculation of the means for every independent variable shows thaitl irals/who have
already purchased sustainable clothesvbo are interested isuch productsconcern

mostly about the esteem needs.
The H1 hypothesis is verified:
Consumers are motivated to purchase sustainable clothes to satisfy their esteem needs.

People are motivated to purchase sustainable clothes because of their goal to satisfy their
esteem needd hat does not mean that all individuals use that tool to satisfy those needs.
It always depends on the surrounding and the group or society the iradiigdiving in

or identifying himself with. This assumption is confirmdaly the significanly different

results comparing the two groups in the independent sanrtpdd. tFigure6 shows the

test results in a graph.

In the motivation theory oMaslow, the belonging needs are essahtfor achieving
satisfaction.The need for social belonging and interaction is part of every hufen.

subsequentlycreated social identification theory of Tajfel underiines this assumption.
The H1 hypothesis is verified:
Individuals aim to belong to a group or society by purchasing sustainable clothes.

Therefore individuals try to satisfy their needs for belonging and identification through
purchasing sustainable clothes. Agaih needs to be mentioned that purchasing
sustanable clothes to satisfy those needs is not a tool for everyone. It always depends on
the surrounding of the individuaPeople who havenany friends caring for sustainable
aspects of their clothes are rather motivated to purchase sustainable clottwgrdst,
people who do not identiffhemselvesvith a group or society, where people care for

sustainability, do not purchase sustainable cloti®esvel as a form of identification

The results show thahé confirmation needs have these¢influence m this group of

people.However,those needs have a high influence and the hypothesis can be verified.
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The H1 hypothesis is verified:

Individuals are motivated to purchase sustainable clothes to receive a confirmation by
others.

Taking a criticalreflection of the resultconfirmation needpossiblyshow the lowest
mean values compardd the other two independent variables because of the way the
guestions are asked in the questionndirenight cause bias to ask respondents if they
purchase sustainableothes to receive confirmation by othelthis would be the case
peoplewould most likely notadmit the fact that they are acting to reach confirmation.
Therefore it is not the exact value of the metatplays the important roldutthe fact

that allindependent variables have a significant influence on the motivation to purchase

sustainable clothes.

All independent variables influence the motivation to purchase sustainable clothes. It can
be concluded that among others this agrees with the motivéteories analyzed in
chapter 2. It also confirms the results of recent explorative stet@sn in the literature
review. The researchers of these studies claimahadstotherssocial forces seem to
highly influence the motivation to purchase susthla products. The findisgof this

study confrm these assumptiomgth a conclusive research

However, analyzing group 2 fHpeople you hayv
sustainable clothésshows that they have less social forces influenchiegntto purchase
sustainable clothes. This group of people does not purchase sustainable clothes to satisfy
their esteem, belonging and confirmation nee@emparing both groupghe data

illustrates that the social surrounding of group 2 doesomotalues less sustainable

clothes. Reflecting this finding with the approach of Higgiparchasing sustainable

clothes does not help to close the gap between the current adebtiestatus. It can be

assumed that there are other ways for group 2 to satigfystieal needs.

After highlighting that the social surrounding of group 2 does not value sustainable

clothes it is also a way to identify with such a group by not purchasing sustainable
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clothes. This goes hand in hand with the identification theorya@éIl'lt can be assumed

that this is the reason that both groups answered the questionnaire significantly different
according to the independent samptedt. The p valuebetween 0.000 and <0.05 imply

that there is a significant differencegardingthesocial forceghatinfluence both groups

in the motivation to purchase sustainable clothes.
The H1 hypothesis is verified:
Social forces influence consumer s motivat

The fact that both groups answered the questiomrsagnificantly different proofs the
assumption that soci al forces influence c«
clothes. Nevertheless, other factors play an important role in the process of mativation
Social forces can beonsidereds essentidor creating a demand faustainable clothes.

This knowledge leads to recommendations infitie@ part of this research.
5.3.3 Summary

Firstly, it can be concluded that there is demand for sustainable clothes. Indicators for a
trend derive from the resultd the literature review and the data gathered from the filter
question m the survey. This circumstanemuld most likely lead to the assumption that
certifications for sustainable clothes enjoy a high popularity and are kweWn to
consumers. The regsilshow the oppositevhich leads to important recommendations

isted in the next part of this research.

The assumption that social forces influence the motivation to purchase sustainable
clothes is verified. Both groups show significant different meamegland results.
Hence,people who are interested instainable clothes are influenceg othersof the

group or society they belong to. Further, the independent variables influence the
dependent variable. By purchasing sustainable clothes group 1 ¢y B®&ir esteem,

belonging and confrmation needs.
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5.4 Recommendations

Reflectively, the goal of sustainable development is to create a way of living, which
enables healthiness for all people, a secure economic system without destroying the
environment ath providing awealthy future for all humangAras & Crowther, 2012)

The United Nations founded a World Commission of Environment and Development to
reach sustainabilityn 1987 (Johnston and otherp07) This effort isundetined by the
agreement in Paris in 2015. 195 countries agreed to put all possible effort to stop the
climate change, global warming and to reduce the carbon footgEntopean
Commission, 2016)To create a sustainable patih fmimanity all people are involved in

this process to guarantee a success of this intention. Hence, this study results in
recommendations for all parties these findings are significantTfwre are mainly two

facts concluding out of this research.

1 The fct that there is a trend for sustainable clothes but certifications for
ecofriendly fashion does not enjoy a high popularity.
1 The fact that social forces influence the motivation to purchase sustainable clothes

significantly.

These findings are reflectetb all participated groups and institutions to provide

recommendations for action.
5.4.1 Consumers and societies

There are many possibilities for consumers to inform themselves about certifications for
sustainable clothesThe Internetfor instanceoffers gre& opportunities to receive a
detailed insighon different certification labels, which care for different aspects due to
sustainability It can also be considered as a kind of-sedponsibility to ask for
information and to create knowledge of differeettifications. Every individual, who has

an interest of pushing the trefa sustainability forward, should be motivated to do so.

Besides, if consumers support certain kind of certifications for sustainable clothes these

certificatons will become moresuccessful, thus they becomeore popuar.
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Conclusively, his means that consens who care foa sustainable productioaf their
clothes should inform themselves abthe certifications they wanto support and they
trust inand purchase products laletleith this certification. When the demandes,the
supply will most likely increase as welhd the goal is to create a balance between those
two factors(Bofinger, 2011) More companies will target to rethink their valadled
chain and target to get their fashion products certif@olmpanies invest millions of
Eurosin sustainabilityalready However, there are still a lot @bmpanieghat lack of a
good communication about theictivitiesthat promotesustainability(WitschaftsWoche,
2013)

The fact that social forces influence the motivation to purchase sustainable clothes
provides further guidelines for consumers and the society to push forward this trend.
People within a society should y@athe intention to talk about sustainable clothes and
certification systems with their friends or the social surrounding they live in. Sharing
their thoughts and opinions can influence other individuals to adapt their attitudes. These
findings result fronthe knowledge that the society influendesisively an individual to
purchase sustainable clothes. This interplay of communication and influence can take part
in real life but also in social media channéNowadays theseneda channelsenjoya

massive pwer andmany peoplecan be reached by anyone using these platiorms
5.4.2 Companies

There is an existingdemand for sstainable clothes61% of the respondents in the
research say that they have already purchased or are interested in purchasing sustainable
clothes. These findings form an indicator for an ongoing trend in GermAny.
recommendation for companiesasincrease their offer and supply to satisfy the growing
demand. This starts with forming a Research & Development strategy focusing on
sustainable aterials and production methods. The whole valdded chain of
companies must be rethought The goal should bdo comply with the criteria of
certifications for sustainable clothes within thaiocesss Achieving these certifications
candrive sales andcreate enormous potential for marketers in the companies. The

marketing strategy nesdo focus on this target groymomote certifications and provide
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transparency. This can be a promising way to create value for the products and the
company. Social comtmitment is paying off. It shows that in a world where oral
propaganda becomes essential for marketing, the business owners and marketers need to
utiize sustainability (WitschaftsWoche, 2013)

Additionally, marketerscanuse dfferent kind of marketing channels to help consumers

not only being able to purchase sustainable clothes, but also to share their experiences of
a sustainable buying with others. Fexample,obvious labels placed on the clothes
indicating the sustainablaspect of the product can provide consumers the chance to
share their passion for sustainable clothes with others. This process can help individuals
to satisfy their social needsr exampleselfexpressionAlso, social media can provide a

great platformfor companies and consumers to share sndhow their interest for
sustainable clothes to otheits1 a survey59% of consumers said that they would talk
positive about a company or brand, if they would identify a social commitmehe
companies(WitschaftsWoche, 2013 Different tools like obvious branding and social

media interactionexist already, but it is time to adapt them to the trend of sustainability.
5.4.3 Politics

The fact that 5.3% of the total consumption in EhegpeanUnion can be assigned to the
fashion industryFashion United, 20133hould be a reason for the politics to be part of
the change. Agreements can only be enforced ssitdigswhen thenecessarwaction is

taken. Thats wty there are several possibilities for politics resulting out of this research.
Companiesshould be encouraged to supply sustainable clothes and the consumers
demand should be strengthened towards sustainable pradstdad of conventional
produced fashin. There are many tools for politics to create and to promote this market.
For example, tax reductions for certified companies or reduced value added tax to
increase the sales is one option. Of couthé is just one tool for politics to push
forward ths market andb get closer to the goal of sustainable developmMEm. German
government decided to promote sustainable consumption and to push forward sustainable
produced products. Furthermoithe United Nations Agenda 2030 on Sustainable

Development exmitly calls on all Member States to push forward sustainable
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production and consumption patte(@sesse und Informationsamt der Bundesregierung,
2016) The plans go already into the right direction. But now it is up toptiics to
create framework conditons and to put plans into action.

Government institutions should invest more capital in education the promotion of
sustainable goods via public media. A survey resulted in the findings that higher educated
people ratherdecide to purchase sustainable clotli@extilWirtschaft, 2011) This
knowledge shows the importance of the educati@at people receive within a society.
Public media and other channels can also take part in promotingcegidii systems.

The society needs to change so that therea ipositive influence on othersand
successively an increasing demand $ustainable clothedHerein, the plitics and
governmendl institutions play a major role. In addition, certificationtingions can be
promoted and subsidized to provide them more power and influéddgtionally, the
government and consumer protection institutions could help to create a uniform and
transparent certification labellh Germany,it was planned to createlabel showing a

traffic light for food products. In thixase,red shows that the food contains a high
amount of sugar and green suggests the harmlessness of the product
(Okologische Agrarwissenschaften UNIKASSEL, 2Q08his pkhn has not yet been
achieved. But it would be conceivalilet a comparably easy system like this would be a

solution to create transparency for the consunadifashion.

Another recommendation for the politics is to support scientists to conduct more
reearch. Due to a close cooperation with the field of science new chances can be

detected, analyzed and pushed forward.

5.4.4 Science

All parts of the product life cycleeedto be considered. From the culivatiohtbe raw
materials, methods afhanufacturing ash dying, transportation opportunties in times of
globalizationurtil the product is used arfthally disposed. Scientists need to increase
researches in the field of sustainable clothes aspeciallyto find ways to make

companies, who shift to sustaifalstrategies, competitive in the fashion market. Price

71



and quality is still essential for the consumeFserefore,sustainable clothes need to
become cheapewhile providinga higher quality than conventional fashion products.
Here scientists and resehannstitutes play an important role to support this proddest

to government ministrieshe UNESCO for example is committed for sustainability
(UNESCO, 2012)The increasedctions that are undertakehows that firsactivitiesare
taken in science but of course this needs tfuliber developednd the findings need to

be practically enforced in form of poltical actions.

The process to create a sustainable path ®ollaborationbetween all participated
persons and institions. Hence, scientistsmust push forwardthe elucidation in the

society and in poltics.

Further, the lack of the popularity of certification systesheuld be researchetl needs

to be clarified bw certificationscanbe made more transparent and hthey canbe
communicated to the consumers. The goal is to create a higher popularity and a better
knowledge of those certificationi is true that more popularity of a certification seal
does not always attest a higher qual{iyegsa, 2008)Nevertheless,it provides

transparency and guidelines for consumers.

Finally, every nav research forms the base for furthelsearch. Some questions are
answered and new questions arise. The field of motivation is still a very comptermsys
which is difficult to capture. There is more reseamlbligatory to createa better
knowledge about motivation theories and in this case especially social motivation
theories. Every study is limited but cooperation in science helps to decrypt ng/sterie

the field of human motivation.
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Appendix A

Questionnaire in German

Online Umfrage https://docs.google.com/forms/d/1ZA_PeHTrQB86AHYAiICm...

Online Umfrage

Liebe Teilnehmer und Teilnehmerinnern,

vorab mdchte ich mich fiir die Teilnahme an dieser Online-Umfrage bedanken, die ich im
Rahmen meiner Master Thesis durchfiihre.

Fir ein besseres Verstandnis, lesen Sie sich bitte zunachst die Erklarung zu nachhaltiger
Kleidung durch. Die Dauer zur Beantwortung des Fragebogens betragt ca. 5 bis 10 Minuten.
Bitte lesen Sie jede Frage sorgfaltig und beantworten Sie diese nach bestem Gewissen.
Dieser Fragebogen wird anonym erhoben und es werden keine personlichen Daten
gespeichert.

Erklarung nachhaltige Kleidung

. Der Gebrauch erneuerbarer Materialien wie Hanf und Bambus

. Umweltfreundliche Fertigung der Kleidung

. Kein oder wenig Gebrauch von Chemikalien wéahrend des Farbens und der
Verarbeitung

. Faire Arbeitsbedingungen fiir alle beteiligten Personen

. Langlebige Kleidung und die Mdglichkeit der umweltfreundlichen Entsorgung

* Erforderlich

Fragebogen Teil 1

Bitte markieren Sie die Antwort, die auf Sie zutrifft.

1. Leben Sie in Deutschland? *
Markieren Sie nur ein Oval.
() Ja

() Nein

2. Wie alt sind Sie? *
Markieren Sie nur ein Oval.
(") Junger als 18 Jahre
) Von 18 bis 29 Jahre
(") Von 30 bis 40 Jahre
) Alter als 40 Jahre

1von8 28.12.16 12:59
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Online Umfrage https://docs.google.com/forms/d/1ZA_PeHTrQB86AHYAiCm...

3. Bitte geben Sie Ihr Geschlecht an? *
Markieren Sie nur ein Oval.

) Mann

Frau

4. Haben Sie bereits bewusst nachhaltige Kleidung gekauft, oder sind Sie interessiert
an nachhaltiger Kleidung? *
Markieren Sie nur ein Oval.

) Ja
Nein
Fragebogen Teil 2
Bitte markieren Sie die Antwort, die auf Sie zutrifft.
5. Beeinflussen die Arbeitsbedingungen bei Kleidungsherstellern lhre

Kaufentscheidungen? *
Markieren Sie nur ein Oval.

Auf keinen Fall ) ) ] g ( Auf jeden Fall

o

Sind Sie bereit einen hoheren Preis fiir Ihre Kleidung bezahlen, um faire
Arbeitsbedingungen zu fordern? *
Markieren Sie nur ein Oval.

Auf keinen Fall ) ( § ( ( Auf jeden Fall

~

. Haben Sie bereits oder lehnen Sie den Kleidungskauf bei bestimmten Anbietern
aufgrund negativer Schlagzeilen iiber Arbeitsbedingungen ab? *

Markieren Sie nur ein Oval.

Auf keinen Fall ) ( ( ' Auf jeden Fall

Angenommen Sie tragen einen Pullover aus 100%
recycelten Materialien. Was trifft auf Sie zu?

2von 8 28.12.16 12:59
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