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ABSTRACT 

This research aims to analyze the social influence on the motivation of middle-aged 

Germans to purchase sustainable clothes. For this reason, recent studies in this field and 

motivation theories are explored to form the most important social influences. This 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 contains filter questions 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 sustainable 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 labels for sustainable clothes.   

 



   

  
iii  

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 needs are the most influencing 

and confirmation needs are the least influencing social forces. However, all three 

independent variables seem to have a major influence on the motivation to purchase 

sustainable clothes. The independent sample t-test with p values between 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 so. People who 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 clothes that 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 

certification labels.  

The research terminates 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 certification labels 

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 over the world there is a growing trend for ecological and 

sustainable products. It started in 1987 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, 2007). Nowadays it can be considered as one of the 

worldôs most ambitious challenges (Stockmann & Meyer, 2016). Also, it indicates a goal 

for societies, the environment and companies. As a result, the turnovers for example of 

organic food in Germany increased from 2.1 to 7.91 billion Euros within the last 14 years 

(BÖLW, 2016).  

The proportion of renewable energy compared to primary energy consumption increased 

in Germany from 2.9% in the year 2000 to 11.3% in the year 2014 (Umwelt Bundesamt, 

2016). Businesses have recognized this important issue and put sustainability as a driving 

force and promising opportunity into their account (Dowd, 2015). 

In comparison to neoclassical approaches nearly 48% of the consumers are willing to pay 

higher prices for environmentally friendly and socially responsible produced products 

(Research Live, 2009). In another survey 75% of the respondents answered that the origin 

of the products and the transparency about production conditions influence their buying 

behavior (Schmitz-Hoffmann & Schwesig-Simac, 2014). It can be assumed that a 

growing number of consumers considers such products as more and more attractive 

compared to conventionally produced goods. It seems that the demand is growing, 

because sustainable products provide additional values and satisfy specific human needs. 
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German consumers recognize that it is their responsibility to change buying behaviors. 

This leads to an improvement towards sustainable production and fair working conditions 

(Schmitz-Hoffmann & Schwesig-Simac, 2014).  

Thus, the focus of innovative businesses should not only be the functions of a product. 

Environmental values will play an essential role in satisfying consumerôs needs. 

(Niinimäki & Hassi, 2011).  

Indicators support the assumption that sustainability is a long-term trend and it will be the 

key issue in the 21st Century (Pufé, 2013). Companies and consumers expect this trend to 

grow and according to a consumers research 62% of the respondents think that the 

turnover of sustainable products will increase in the next years (KMPG AG, 2012). As a 

first definition, a sustainable product can be considered as one, which causes the least 

possible damage on the environment (Munjal & Kashyap, 2014). 

The trend affects many different significant industries and branches such as food, energy 

and fashion. Especially the production process of clothes causes many problems for the 

environment (Upadhyay & Deodya, 2011). The 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 dimensions (Upadhyay & Deodya, 

2011): 

1. Production 

2. Usage 

3. Disposal 

It does not take a long time for a German consumer to find and buy a pair of jeans for 

example. Most of the times the jeans has already travelled around the world. The cotton 

is produced in countries, where it is warm. The manufacturing takes place, where labor 

costs are cheap and the pair of jeans is sold in countries with high purchasing power 

(Schmitz-Hoffmann & Schwesig-Simac, 2014). This development causes huge damages 

to the environment, hence the current and future generations are affected negatively. 
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Especially the production process and dying of the fabrics with its high amount of water 

and chemical usage are critical for a sustainable environment. Consumer demand and 

certification systems drive manufacturers to investigate in alternative and sustainable 

fibers (Munjal & Kashyap, 2014).  

The spending on clothing in Germany (private households) increased from 65 billion in 

2009 to 73 billion Euros in 2014 (Maxwill, 2015). Current production methods cause 

massive adverse effects on the environment and not only environmentalists are looking 

for solutions. Also, a growing amount of companies and consumers are searching for 

ways to reduce the carbon footprint of fashion products (Upadhyay & Deodya, 2011). 

Derived therefrom the environmental awareness and the consumer demand play an 

important role to change production methods to sustainable processes (Upadhyay & 

Deodya, 2011).  

 

1.2 Objectives of the study 

The main objective of the study is to find out if and how social forces influence 

consumerôs motivation to purchase sustainable produced clothes. These results claim to 

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 importance of each social dimension influencing the consumerôs 

motivation. 

4. Analyze how people are interested in sustainable clothes are influenced by social 

forces. 

5. Measure the popularity of certification systems for sustainable clothes.  
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Accordingly, background information about sustainable produced clothes provides an 

overview about the current situation and possibilities. 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 sustainable 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 it is inevitable 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 motivation 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 measure (Krapp & 

Hascher, 2014). Subsequently, different 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 factors 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. Sternôs ABC model. The Triandisô Theory of 

Interpersonal Behavior adds the further dimension habit to provide a complete picture 

about the origin of motivation (Jackson, 2005).  

All theories have their advantages and disadvantages and can be used for different objects 

of an investigation. The goal of this part is to investigate appropriate approaches for the 

examination of social influences on consumerôs motivation to purchase sustainable 

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

In the next step 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 derived hypotheses are put into a framework, which provides an overview of the core 
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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 H0 and H1 hypotheses. 

 

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: 

H0 Hypothesis: Social forces do not influence consumerôs motivation to purchase 

sustainable clothes. 

H1 Hypothesis: Social forces influence consumerôs motivation to purchase sustainable 

clothes. 

When the data is analyzed, the findings are demonstrated in an exemplification. These 

results contribute to answer the question 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 finding out the 

popularity of certification labels for sustainable clothes i.e. ñFair Tradeò and ñBlauer 

Engelò. The question is how popular are those certification labels.  
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1.4 Contributions of the study 

As already mentioned in the previous part there is a growing trend in the direction of 

sustainability. According to the GRIôs Reporting 2025 Project there are a lot of 

challenges which humans face nowadays such as the shortage of raw materials and the 

reduction of waste and ecosystem contamination. Therefore, sustainability plays a major 

role for the society and companies. Consequently, the report says that decision makers in 

companies will consider sustainability more and more in their actions (Global Reporting 

Initiative, 2015). As a conclusion, this topic will be relevant for our society, politics and 

companies as well as for the science. The findings conclude in recommendations for 

these actors. 

Consumers: 

In this research the focus is set on the consumers. Most of German consumers claim that 

their buying behavior is influenced by the idea of sustainability (Schmitz-Hoffmann & 

Schwesig-Simac, 2014). This sets the goal on finding out how much influence the society 

has on the motivation to purchase sustainable clothes. Thus, the social influence on 

consumerôs motivation is highlighted in further chapters of this study. It analyzes if and 

how the society or the group someone is identifying himself with influences the 

motivation to purchase sustainable clothes. 

Companies: 

Companies nowadays put sustainability into their account and especially for operations 

and marketing it plays an important role (Jung, 2011). Nevertheless, a lot of consumers 

think that companies use it as a marketing tool to improve their image (Horizont, 2011). 

This shows the immense effect of consumers purchasing behavior on the future of the 

planet and its resources. With sustainable standards for fashion producers, companies and 

brands can ensure to stay competitive and attractive in future (Schmitz-Hoffmann & 

Schwesig-Simac, 2014). 
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Society: 

For the society the topic of sustainability plays a major role. The goal is to produce 

products, which have no negative effect on our society and human rights of the people 

involved in the supply chain (Munjal & Kashyap, 2014). Also, human life, the worlds 

cultures and nature needs to be protected to ensure that coming generations will not be 

harmed (Viederman, 1993). This study analyzes the social influences on consumerôs 

motivation to purchase sustainable clothes. The results can help to find ways how to 

integrate sustainability into the fashion market and other parts of human life as well. By 

knowing how the society influences the buying behavior, changes can be initiated by 

politicians, companies and the society as well as local communities.  

Politics: 

The significance of this topic is underlined by the agreements made by 195 countries in 

2015 in Paris. The agreement targets on stemming climate change, global warming and 

reducing the carbon footprint (European Commission, 2016). The intention was set to 

achieve the goal of sustainable environmental development (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 clothes contributes to 

existing and future motivation researches as well. Following studies can use the results to 

retrieve a greater view of how social influence drives and motivates consumers. As this 

paper analyzes consumers in the fashion industry the results claim to be applicable to 

other branches as well.  

To understand how ecological and sustainable products can become an inherent part in 

our markets and society, researches must discover which motivations drive consumers to 

choose sustainable produced goods. Which needs do such kind of products satisfy? It can 

be assumed that environmental concerns are a major factor, which drives consumers to 
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choose sustainable clothing. The results of a survey conducted in Finland showed that 

21% of the men and 40% of the women said that environmental concerns influence their 

fashion purchasing decision (Niinimäki & Hassi, 2011).  

Nevertheless, this study will not set its focus on environmental awareness. Social needs 

and motivations are identified and analyzed. The findings help marketers to place those 

kinds of products successfully in the market. Also, local communities can use the 

information to make sustainable clothes more attractive for their members.  

Existing theories examined the field of motivation in general and provide a fundamental 

knowledge and understanding. Nonetheless this work targets the consumer needs and 

motivation according to satisfying needs by purchasing alternatively produced clothes.  

The importance of the fashion industry for sustainable development is underlined by the 

huge quantities produced and consumed nowadays. Only the US fashion market is 

expected to grow from 225 to 285 billion USD until the year 2025 (Wazir, 2013). In the 

European Union 5.3% of the total consumption can be assigned to clothing and shoes 

(Fashion United, 2013). These numbers show the immense market volume of the clothing 

industry and the importance for a change towards sustainability. Conventional fabric 

production methods mainly focus on cotton and synthetic fibers as the most attractive 

materials. 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 production. The area 

under cultivation of cotton did not significantly increase over the last decades. 

Nevertheless, the same area increased its produce by three times compared to the output 

in the past due to an increased use of pesticides and fertilizers (Upadhyay & Deodya, 

2011).  

In addition, this branch plays a major role in enhancing sustainable environmental 

development that was set by politics. Additionally, results from the research of consumer 

motivations in the clothing industry can be applied for other situations and other markets, 

which share the same characteristics.  
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1.5 Scope of the study 

As many existing researches already focus on improving production methods and 

restructuring supply chains (Lundblad & 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 patterns and therefore the consumerôs needs and 

motivations should be part of this industrial change (Perrels, 2008). Existing findings 

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

play important roles in the motivation to purchase sustainable products.  

The research question of this work is: 

How do social forces influence middle-aged Germans to purchase sustainable clothes? 

This study helps to gain more knowledge about the consumerôs motivation to purchase 

sustainable produced products and especially about the social influences on a person. The 

research contributes to a better understanding about consumerôs behavior due to the 

growing trend and success of sustainable produced goods. Only by understanding 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 

combination of a literature review and a quantitative research provide answers to the 

question if there is a trend for sustainable clothes in Germany. Besides, this study puts 

certification systems for sustainable clothes into its concern. Certification institutions are 

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

popularity of different certifications for sustainable clothes.  
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1.6 Delimitations of the study 

This research analyses social influences on consumerôs motivation to purchase ecological 

and sustainable produced clothing. Numerous factors play an important role as well as the 

perspective they are put in. This study does not analyze all internal and external factors, 

but targets the society as an influence on consumerôs motivation. As it is a wide field of 

investigation the research is limited in covering all motivators. Existing findings are build 

up upon to provide a better understanding for social influences on consumerôs motivation 

to purchase sustainable and ecological produces. 

The study is conducted in Germany and therefore middle-aged German consumers are 

analyzed. It cannot be claimed that the results are applicable for other countries and their 

consumers. Different cultures and social norms have other effects on the consumerôs 

motivators. Nevertheless, further researches can build up on the findings to analyze the 

drivers and motivators of consumers in other parts of the world. Thus, is can be assumed 

that the findings can be applicable in other countries.   

Likewise, it must be mentioned that this study will be conducted in the textile industry. 

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 excluded. It requires 

more scientific verifications to understand the drivers for purchasing different kinds of 

products.  

In addition, this research looks at this phenomenon of motivation in a certain kind of 

perspective and dimensions. The focus is not put on companies and their products. 

Rather, consumersô behavior provides an indicator of how companies should design and 

market their ecological produced goods. Therefore, this study will concentrate on 

consumer behavior and social motivators. Although the study cannot cover all 

dimensions, the results help business leaders, politicians as well as scientists to conduct 

further researches.  
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1.7 Definitions of terms used in the study 

This section provides background information of this study. The defined terms mainly 

derive from the topic of this research. I t will help to capture the content and provide 

knowledge of fundamental terms and definitions. 

Social influence: 

Social influence is herein defined as the force of another person, group or the society that 

influences an individual for example to adapt attitudes, to act in a certain kind of way or 

to change the individualsô behavior. It is a recurring process that occurs when people 

interact socially with each other (Mason, 2007). 

Motivatio n: 

For the purpose of this study motivation is defined as the 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 explains the question why of human behavior. It derives 

from an interplay between a person and the surrounding. Consequently, motivation varies 

depending on personal and situational factors (Krapp & Hascher, 2014).  

Middle -aged Germans: 

In this research, middle-aged Germans are defined as people between the ages 18 and 40 

having a permanent residence in the Federal Republic of Germany; regardless if they 

were born in Germany, hold a German passport or are immigrants.  

Sustainable clothes: 

For this study sustainable clothes are defined as fashion products, which have the least 

possible negative influence on the environment, on current 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 researches, theoretical 

approaches and topics related to the objective of this exploration.   

 

The goal is to explore the social forces influencing consumerôs motivation to 

purchase sustainable clothes. 

 

It is essential to analyze the term of sustainability and apply it to fashion products. A 

definition for sustainable clothes and their characteristics is fundamental for this 

exploration. Likewise, social influences on an individual are crucial for this context. 

Considering the aspect of human motivation as the main influence on individuals, a 

comparison of motivation theories is necessary. As this research targets the social 

influence on consumerôs motivation, the social motivation theories from Maslow, 

Herzberg, Tajfel and Higgins are analyzed.  

In addition, recent studies conducted researches about consumer behavior and 

motivations to purchase sustainable products and clothes. As they use qualitative 

approaches and analyze the motivation in all their perspectives the focus of this research 

is based on their findings concerning 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 conceptual framework influencing the 

dependent variable. The conceptual framework illustrates the results and puts them into a 

scientifically approach to analyze the research question. In addition, the different items of 

the conceptual framework lead to the setup of the hypotheses, which are either proofed or 

falsified after conducting the research. 

In the next part the trend for sustainable clothes is 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 can be assumed that there is an increasing trend for sustainable and ecological products 

especially in Western societies like Europe. Indicators show that more and more online 

and offline media deal with this topic in their reporting. In addition, the search queries for 

topics concerning sustainability in the most popular search engine Google are growing 

and more and more certifications for sustainable clothes try to provide transparency for 

consumers.  

2.2.1 Supply 

An increasing number of fashion brands guarantee fair trade and environmentally 

friendly and sustainable fashion (Focus, 2014). Nearly every company wants to integrate 

sustainable clothes in their product lines (Wiesinger, 2011). Sustainability can be 

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 marketing operations (Pflanz, 2014). Also an increasing number of 

consumers expect companies to put sustainability into their business strategies and create 

products, which are environmentally friendly (D'heur , 2015).  
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The demand is rising and the therefore more and more companies offer fair produced 

fashion made of sustainable and ecological materials. Most companies consider the high 

demand of sustainable clothes as a long-term trend and want to increase their product 

lines with fair and green products (Topf, 2016). The well-known brand Adidas for 

example produces fashion made of plastic waste to clean the oceans (Behrend, 2015). 

Also, the controversial fashion brand H&M cached up the consumers trend and offers 

more and more products made of sustainable materials like hemp, plastic or recycled 

wool (Murray, 2013). These are just a few examples of established companies trying to 

make a step towards sustainable fashion. The term upcycling became popular in the last 

years in Germany. Famous fashion designers use old waste materials to turn them into 

new modern fashion items (Schmidt, 2012).  

The most famous fashion brand for sustainable clothes in Germany is Hessnatur. The 

company is the market leader amongst manufacturers of natural textiles (Exner, 2012). 

With its organic cotton projects, an advanced research and development department and 

fair wages for all workers in the production chain, the company achieves good sales 

figures consistently. According to the company, annual sales of 73 million Euros are 

generated. The strategy of the company comprises of the combination of paying fair 

wages for the workers and the renunciation of toxic dyes (Löwenstein, 23).  

These are just some examples of companies focusing on a sustainable business model. 

The fact that an increasing number of fashion brands put their focus on using sustainable 

raw materials indicates a rising consumerôs 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 where the products come from. The textile industry seems 

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

chemicals in the manufacturing process. Meanwhile, production methods are questioned 

and fair employee treatments stand in the focus of the consumerôs buying decision. Green 
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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 clothes and products (Presse- und Informationsamt der Bundesregierung, 

2016).  

A research found out that around 43 % of German consumers are willing to pay a higher 

price for sustainable produced clothes. In an online survey 9000 respondents above 14 

years were asked if they are willing to spend more money on these kinds of products. The 

willingness is dependent on the income and education of the respondents. People with a 

higher income or a better education are rather willing to pay a higher price 

(TextilWirtschaft, 2011).  The target group of consumers, who want to wear sustainable 

clothes, rises continuously. Due to the growing demand also the supply increased 

(Wiesinger, 2011).  

In September 2016, the KeyWord Planner Tool offered by Google AdWords showed the 

following 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 

Öko Kleidung Eco Clothes 1300 



   

 
16 

The table shows that there is a demand for sustainable clothes in the Internet. Users try to 

find online distributors offering the possibility to purchase alternative and sustainable 

clothes.  

2.2.3 Certificates for sustainable fashion 

The rising awareness for sustainable fashion formed a new trend: Fair traded products. 

Fashion labels and designers signalize a change in their production methods and label 

their products accordingly; hence they show their participation in the change towards 

sustainability. Fair trade products primarily intent to ensure fair salaries and good 

working conditions for all workers (Focus, 2014). Trustworthy eco labels provide 

transparency to consumers. Different labels stand for different criteria and standards. The 

label Global Organic Textile Standards for example certificates fashion products that are 

made out of ecological cotton (Umwelt Bundesamt, 2013). The importance of 

transparency and healthiness issues is rising continuously and Fair 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 25% of the respondents answered that they would purchase 

more Fairtrade clothes if they would know where to get them (Deals.com, 2013). 

Therefore, certificates and labels became very popular in recent years. These labels help 

consumers to distinguish between clothes, which are produced in a sustainable and in a 

conventional way. Fashion producers and brands aim to become certified by official and 

reliable institutions to offer their customers an added value to their products (Bohn, 

2013). In exchange customers benefit of a good feeling because they create less harm to 

the environment and the society while consuming new fashion products.  

Trustworthy certificates are among others: 

¶ Blauer Engel 

¶ Bluedesign 
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¶ EU Ecolabel 

¶ Fair Wear Foundation 

¶ Fairtrade 

¶ GOTS 

¶ OEKO TEX 

These certificates aim to provide transparency to an increasing number of socially and 

environmentally conscious consumers. The focus is not only set on sustainable raw 

materials and chemicals used in the production. The concern is also socially driven and 

workers, which participate in the production process, are put into account. The turnover 

of fair traded textiles in Germany increased from 16,3 to 71,2 million Euros within the 

last five years (TransFair, 2015). This is a massive increase in the demand of clothes 

produced in a sustainable and eco- friendly way. Also, textile suppliers worldwide have 

recognized a growing awareness for sustainability in terms of fashion consumption. Due 

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

to 2020 (Statista, 2012). 

 

2.3 Sustainable clothes 

Workers in textile companies especially in 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 intended to improve social, ecological and 

economic sustainability along the entire textile production chain (Müller, 2014). Different 

approaches have been worked out. Yet it is still difficult to define precisely the term 

sustainable clothes.  

There are a huge variety of definitions for the term sustainability. In the past decades, 

plenty of definitions were set up and some use a different perspective to describe 

sustainability (Johnston, Everard, Santillo, & Robèrt, 2007). Others differ according to 
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which industry they 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:  

ñSustainable development demands that we seek ways of living, 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 the planet.ò (Aras & Crowther, 2012) 

In the Brundtland report in 1987 sustainability was defined as targeting ñ(é) 

development that meets the needs of the present without compromising the ability of 

future generations to meet their own needs.ò (Johnston, Everard, Santillo, & Robèrt, 

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 products, which have the least negative 

influence on the environment as possible, as well as on current and future generations.  

The whole product life cycle from production, usage and disposal must be considered. 

Another important aspect concerns with the raw materials used to produce the clothes 

(Sharma, 2013). As already mentioned the cotton production has a huge impact on the 

humanôs ecological footprint (Upadhyay & Deodya, 2011). Materials like hemp, bamboo 

and soya are becoming more and more popular and provide promising chances to take a 

step away from the pesticide and insecticide intensive cotton production (Sharma, 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: 

¶ Usage of renewable resources  

¶ Created in an environmentally friendly way 
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¶ No or less chemical usage while manufacturing and dying 

¶ Produced without exploitation of workers 

¶ Long-lasting materials and capability of environmentally friendly disposal 

The demand for social and environmental fair produced goods is expected to grow in the 

future (Schmitz-Hoffmann & Schwesig-Simac, 2014). Companies as well as consumers 

can benefit from certifications. Fashion brands can highlight their effort in changing to 

sustainable production and distribution. Consumers have gained orientation by 

standardized certificates. Compared to the food branch, the carious fashion certificates 

that familiar to consumers (Schmitz-Hoffmann & Schwesig-Simac, 2014). Nevertheless, 

established certifications 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 other in a social 

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 doing, or even creating new fashion styles result out of social influence 

(Mason, 2007). The influence on others and being influenced by others are one of the 

evolutionary advantages of human beings and result in a rapid development of human 

behavior. As the world and societies became more and more complex, it is inevitable to 

understand social influence (Forgas & Williams, 2001).  

The process of social influence can be illustrated as follows: By expecting or receiving a 

verbal or non-verbal confirmation by the group, the 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 a recurring process that happens all the 

time people interacts socially with each other (Mason, 2007).  

Social forces have a great impact on peopleôs attitudes, beliefs and their way of living. 

These forces influence the human as well as the consumerôs motivation. Scientists found 

out that motivation is influenced by social factors and humans would act completely 

different if they would not be a part of a social life.  

 

2.5 Motivation  

In the daily parlance, motivation stands for the cause or reason for a specific behavior or 

action. However, motivation can be versatile and difficult to describe. It differs from 

individuals and their personal interests, values and beliefs. Motivation results from the 

interplay of a person and its environment and can be strongly influenced by a situation 

(Krapp & Hascher, 2014). It is hard to measure and to exactly define motivation. 

Nevertheless, motivation can be explained as a force to push a person towards satisfying 

their wants and needs (Pardee, 1990). 

Various scientists conducted useful researches, which help to understand the phenomena 

of motivation. Thus, in the history of motivation and behavioral theories a development 

can be recognized. It started with the rational choice model, where an individual becomes 

motivated and acts in a certain way, expecting to receive the maximum benefit. The 

rational choice theory is also part of the expectancy value theory, where motivation is a 

result of the expected outcome (Jackson, 2005). 

After further researches were conducted, scientists believe that there are internal and 

external forces influencing the behavior and motivation of an individual. Social 

motivation theories were established. It is important for a person what other people think 

about them. Therefore, self- identity is socially constructed. Moreover some scientist, who 

support social motivation theories, claim that behavioral change in the direction of 

sustainable consumption is highly influenced by the collective (Jackson, 2005). The 
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society and group someone is living in or identifying himself with has an immense 

impact on an individualôs motivation to purchase sustainable products.  

On this account, this research focuses on the individualôs motivation influenced by social 

forces. A comparison of Maslowôs, Herzbergôs, Higginsôs and Henri Tajfelôs motivation 

theories points out that external social forces affect the behavior and motivation of a 

person to purchase sustainable clothes. An interplay between individuals, the expectation 

and perception an individual has and the confirmation it receives form motivation is 

driven by social forces. 

 

2.6 Motivation theories 

Due to the complexity of motivation many studies have been conducted in the history of 

motivation theories (Krapp & Hascher, 2014). Former models and concepts were mostly 

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

Nevertheless, the influence of the individual motivation by the society and the perception 

of what other people think of someone needs to be considered as well (Jackson, 2005). 

The individualistic approach was advanced with the focus of external influencing factors 

like the society and contextual factors.  

2.6.1 Maslow hierarchy of needs 

Abraham Maslow put the importance of social influence into his account. Maslow, one of 

the most cited scientists in the field of human motivation, established a pyramid of needs. 

It shows what motivates humans to act in a certain kind of way in five 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 steps are called growth 

needs: Esteem and Self-Actualization Needs (King, 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 

needs and continuing to achieve upper levels and higher satisfaction. Therefore, one 

major thought of Maslow was that individuals try to satisfy a lower need before starting 

to satisfy higher needs in the pyramid of hierarchy. Maslow believed that only unsatisfied 

needs motivate individuals. No motivation occurs by satisfied needs and no inner tension 

is created inside of an individual (Pardee, 1990).  

In this study the social influence on consumerôs motivation is analyzed. Thus, 

physiological and safety needs as well as self-actualization have lower relevance related 

to the topic. Nevertheless, two levels in Maslowôs pyramid of needs have to be 

considered when analyzing the social aspect and influence of motivation. Achieving and 

satisfying 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 social force influencing 

motivation.  
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Furthermore, esteem needs play an important role in this research. Esteem needs consist 

of several aspects like self-esteem and self-expression. Both needs are related to social 

issues. Without living in in a group or society it is impossible for an individual express 

itself and receive confirmation. Self-esteem grows and it leads to a better feeling of the 

individual. Also, status and recognition and respect of others are correlated with social 

forces and are part of an individualôs society. An individual wants to satisfy those needs 

and receive recognition and respect by others.  

2.6.2 Two-factor theory by Herzberg 

Some of these needs are also represented in the Herzberg hygiene theory. He conducted a 

research in 1959 and analyzed the motivation 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 identified two major factors, which are responsible for job 

satisfaction - the hygiene and the motivator factors. Thus, the theory is well known as the 

Two-factor theory by Herzberg. The hygiene factors can be considered as dissatisfiers. 

When those basic needs are not satisfied, an individual is most likely unhappy and not 

satisfied. People try to fight for better circumstances. Therefore, the hygiene factors are 

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

it avoids dissatisfaction.  

Consequently, the motivator factors are called satisfiers (Pardee, 1990). Those factors can 

also be considered as growth needs and they contribute to satisfaction at work. Job 

enrichment can be reached by achieving motivator factors (Minor, 2005). Comparing it to 

the motivation theory of Maslow, those needs can be seen in the upper levels of the 

pyramid.  

Analyzing Herzbergôs theory according to social needs and influences on individuals, 

several aspects can be found in the motivation factors. As this research analyzes the 

influence of the society on consumer motivation to purchase sustainable clothes, 

especially the needs for status, recognition and responsibility should be considered. 
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Those needs are also reflected in Maslowôs motivation theory and need to be considered 

in this study. 

2.6.3 Self-discrepancy theory by Higgins 

The self-discrepancy theory by Higgins is another approach in the field of motivation 

theories. To put it into simple words, the theory says that individuals have a current 

picture of themselves and an ideal picture of what they want to be. The gap in between is 

called discrepancy.  

Humans are motivated to close this discrepancy to meet their own ideal. Therefore, the 

theory points out different kinds of self-concepts of what an individual is and of what it 

wants to be. This is a result of what people think about themselves and the perceptions of 

what other people think about someone (Jackson, 2005). Especially the fact that humans 

are motivated to act in a certain kind of way to create a perception about them by others, 

highlights the theory that social forces play a major role in the motivation of individuals. 

Consequently, there is an interplay within a group or society and needs cannot always be 

satisfied from an isolated person itself.   

The theory concerns about how a person wants to be perceived by others. Comparing 

these results with the inferred social needs in Maslowôs hierarchy of needs and 

Herzbergôs motivation factors, it can be assumed that satisfying those needs is highly 

related with the individual´s social surrounding.  

2.6.4 Tajfelôs social identity theory 

Henri Tajfel contributed to the psychology studies in 1979 with the Social Identity 

Theory. According to Tajfel the individualôs motivation results from its social identity. 

An individual identifies himself with what he perceives what the group thinks about him 

(McLeod, 2008). Social identity in this case means that individuals see and define 

themselves according to the kind of social group they belong to. Also, the confirmation 

the individual receives from others about his identification is an interplay of social forces. 

Confirmation is a process in human communication. Therefore, this can happen in a 
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verbal as well as in a non-verbal way (Jäggi & Portmann, 2012). Not to forget the actual 

communication, which plays an important role. The expected confirmation can be 

assumed as important in this case. 

Tajfelôs approach is about self-categorization and it shows how much influence the group 

someone identifies with or the groups someone does not belong to determine the way of 

acting and human motivation. This theory also claims that the group identity and the 

society an individual belongs to play a major role according to human motivation.  

Reflecting this theory to Maslowôs hierarchy of needs the identification is again reflected 

in the belonging needs. Consequently, the review of four social motivation theories lead 

to the assumption that belonging, identification, esteem needs and the confirmation an 

individual receives by others are the major social influences on consumerôs behavior 

purchasing sustainable clothes.  

 

2.7 Recent studies 

A recent study published in 2015 analyzes the values and motivation behind sustainable 

fashion consumption. A qualitative research via in-depth interviews was conducted to 

create knowledge about what in general motivates consumers to purchase sustainable 

fashion. Different patterns were created, which show the motivation for the consumption 

of sustainable fashion: less buying, the self, health, the environment, accomplishments 

and social justice (Lundblad & Davies, 2015).  

Especially the self, which contains self-esteem and self-expression must be highlighted 

concerning the 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 fashion. Another study also points out that students consume fashion 

to express themselves and to show group conformity (Kim & Damhorst, 1998). The need 

is to receive confirmation by a group someone identifies with or belongs to.  
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Another researcher found out that consumers purchase ethical produced clothes to create 

a certain image and to express their identity (Jägel and others, 2012) in a group or society 

and to finally receive confirmation. This matches to the results of Kim and Damhorst.  

The findings contain motives and values like looking good, assuming responsibility, 

acting as an ambassador and avoiding feelings of guilt. Also, social recognition and 

uniqueness were part of the results (Jägel and others, 2012). More and more the 

assumption confirms that the society plays a major role for the motivation to purchase 

sustainable clothes. 

Comparing these findings to the results of the motivation theories it can again be assumed 

that the perception of an individual about what others think about someone (self-esteem, 

expression, status and reputation) and the group (group identity and conformity) someone 

belongs to need to be considered for creating a conceptual framework.  

 

2.8 Conceptual framework 

The results of the comparison of motivation theories show that many existing motivation 

theories concern with the influence of the society on consumerôs motivation. Findings 

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 purchase sustainable clothes.  

In addition, recent studies highlight the importance of esteem, belonging and conformity 

with its several sub items. Therefore, a first significant assumption has to be set up, which 

leads to following hypothesis: 

Social forces influence consumerôs motivation to purchase sustainable clothes. 

1) Individuals create an image of how other people perceive them to satisfy esteem 

needs. 
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2) Individuals identify with a group by adapting attitudes or values to satisfy social 

identification needs. 

3) Individuals receive confirmation from social units by belonging to a group and to 

satisfy confirmation needs.  

 

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

purchase sustainable clothes.  

 

 

Figure 2: Conceptual framework 
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The conceptual framework consists of the dependent variable ñMotivation to purchase 

sustainable clothesò. This variable depends on three independent variables: ñEsteem 

needsò, ñBelonging needsò and ñConfirmation needsò.  

A consumer who can satisfy those social needs by purchasing sustainable clothes will be 

motivated to buy such products. 

2.8.1 Esteem needs 

The first independent variable is defined as esteem needs resulting from the approaches 

of Maslow and Herzberg. The esteem needs include the social forces: 

¶ Self-esteem and expression 

¶ Status and Reputation 

¶ Respect of others 

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

defines esteem needs as growth-needs (King, 2009). The motivation theory by Herzberg, 

which was mainly used to analyze the motivation of workers within an organization, 

places esteem needs on the same level as satisfiers (Pardee, 1990). There is an overlap 

with the motivation theory by Maslow.  

Individuals try to achieve self-esteem, self-expression and status or reputation within a 

group or society. These are major social forces influencing individuals to act in a certain 

kind of way. In return, individuals also try to give something back to the society and 

therefore the need ñrespect of othersò takes place in this category. It can be assumed that 

this process does not only occur out of the need to help someone. But helping others and 

caring for other people leads to the reputation of others. This results from the interplay 

within a society due to a ñgive and takeò mentality.  
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2.8.2 Belonging needs 

The second independent variable influencing the motivation to purchase sustainable 

clothes comprises of the belonging needs. To measure the social forces deriving from the 

belonging needs, the following sub forces are set: 

¶ Acceptance 

¶ Affection 

¶ Identification 

In the literature review the belonging needs are classified as deficiency needs in the 

hierarchy of needs by Maslow. Actually Tajfelôs identification theory concerns more 

about this social aspect and assumes that individuals are driven by the need for belonging 

and identification. A person identifies himself with what others in a group or society 

think about the individual (McLeod, 2008). Humans depend on social interactions and 

therefore the need to identify with or to belong to a group or society is decisive for an 

individual.  

Consequently, individuals search for acceptance, affection and identification to create 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 independent variable mainly results from the social theories by Higgins and 

Tajfel that were previously analyzed in this research. Identification goes hand in hand 

with confirmation. Only by receiving confirmation the individual closes the gap between 

the current and the desired status in a group or society. This process of motivation is 

described in the self-discrepancy theory by Higgins. Confirmation is divided into: 

¶ Verbal confirmation 

¶ Non-verbal confirmation 
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¶ Expected confirmation 

Without the confirmation of others there could not be identification. Confirmation as a 

process of communication can be conducted verbally or non-verbally. Various studies 

show that non-verbal communication is more important than expected. To understand 

human social behavior the non-verbal communication process plays a major role. 

Therefore, it can be seen as an independent communication channel (Argyle, 2013).  

Consequently, not only the actual process is important. Also, the desired or expected 

confirmation motivates individuals to act in a certain kind of way. In the self-discrepancy 

theory of Higgins expectation plays a major role. Individuals act in a specific way and do 

actions to close the disparity between their current and desired status. Without the 

expectation to close this gap, the individual would not be motivated. 

Following from this, several hypotheses can be set up according to the conceptual 

framework. This process provides a solid base to set up a questionnaire and to proof or to 

falsify the hypotheses (see chapter 2.9). 

 

2.9 Hypotheses  

In the previous part the conceptual framework was formed to create a picture of 

dependent and independent variables. Sub items of each independent variable were 

constructed. Consequently, for each independent variable a hypothesis is set up. In 

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

Main Hypothesis: 

H0 Hypothesis: Social forces do not influence consumerôs motivation to purchase 

sustainable clothes. 

H1 Hypothesis: Social forces influence consumerôs motivation to purchase sustainable 

clothes. 
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Esteem needs: 

H0 Hypothesis: Consumers are not motivated to purchase sustainable clothes to satisfy 

their esteem needs. 

H1 Hypothesis: Consumers are motivated to purchase sustainable clothes to satisfy their 

esteem needs. 

Belonging needs: 

H0 Hypothesis: Individuals do not aim to belong to a group or society by purchasing 

sustainable clothes. 

H1 Hypothesis: Individuals aim to belong to a group or society by purchasing sustainable 

clothes. 

Confirmation needs: 

H0 Hypothesis: Individuals are not motivated to purchase sustainable clothes to receive a 

confirmation by others. 

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

confirmation by others. 

Trend for sustainable clothes: 

H0 Hypothesis: There is no trend for sustainable clothes rather than conventional 

produced fashion. 

H1 Hypothesis: There is a trend for sustainable clothes rather then conventional produced 

fashion. 

The reputation of certification for sustainable clothes: 

H0 Hypothesis: Not many people know the certifications, which label sustainable clothes.  
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H1 Hypothesis: Many people know the certifications, which label sustainable clothes.



   

 
33 

Chapter 3  

Research Methodology 

3.1 Introduction  

This part of the research is about the research design, the sample methods and the sample 

size. A descriptive research design in form of an online survey analyzes the social forces 

and influence on consumer motivation. Therefore, a questionnaire is developed and the 

parts of it are discussed.  

3.2 Research Design 

In the literature review, existing 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 society and the group 

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

Therefore, this study builds up on existing exploratory researches and uses a conclusive 

research design. The conclusive research design allows researchers to verify or to falsify 

existing findings and hypotheses (Parasuraman and others, 2007). The goal is to proof 

and to show that the motivation to purchase sustainable clothes is highly influenced by 

social forces. A descriptive research analyzes the characteristics of this phenomenon.  

The research therefore targets on answering the following questions: 

1. Does a consumer satisfy his esteem needs through purchasing sustainable clothes?
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2. Does purchasing sustainable clothes help individuals to satisfy their needs for 

belonging? 

3. Do consumers purchase sustainable clothes to receive confirmation from his 

reference group? 

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

conventional produced clothes? 

5. How popular or well-known are certifications for sustainable clothes? 

 

The descriptive research helps to answer these questions and provides knowledge about 

consumerôs motivation in general. For this reason, an online survey is conducted to 

measure consumerôs attitudes and motivations. The online survey will be published 

online and sent to the target population. 

 

3.3 Research Instruments 

The developed online survey consists of three parts. A short introduction with bullet 

points ensures that the audience understands the characteristics of sustainable clothes. 

This will help to make the responds more accurate. 

Part 1: 

This part identifies the respondents and analyzes them according to demographic 

factors like gender and age. Also, it is the target of this research to compare 

people who are interested and who are not interested in sustainable clothes and 

how social influence differs in each of the groups. Therefore, the first part of the 

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

 

¶ Group 1: People who are interested in sustainable clothes 

¶ Group 2: People who are not interested in sustainable clothes 
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The filter 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 the direction towards sustainable clothes in 

Germany.  

Part 2: 

In the next part of the questionnaire questions according to the independent 

variables ñEsteem Needsò, ñBelonging Needsò and ñConfirmation Needsò are 

asked. Each sub item is measured with three questions in form of a Likert-scale. 

For each question five possible answers are provided.  

Questionnaire part 2 forms the basis to test the main hypothesis and the 

hypotheses for the independent variables. Either H0 or H1 are falsified or verified.  

 

Part 3: 

Part 3 consists of an open question to receive qualitative data, which can be 

analyzed and used to round 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 purchase sustainable clothes. Part 1 splits the respondents in the two 

mentioned groups and helps to gather information about an ongoing or upcoming trend 

for sustainable clothes in Germany.  

 

Part 2 attempts to measure the theoretical construct. It verifies or falsifies that the esteem 

needs, the confirmation needs and the need for belonging are drivers for the motivation to 

purchase sustainable fashion. Part 2 also measures the social influence on each 

respondent concerning the targeted issue. By comparing those groups and the correlations 

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

Part 3 provides data about the popularity of certifications for sustainable clothes. The 

respondents are asked in an open question about the certifications they know. The 
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frequency of correct answers provides an indicator for the popularity for this kind of 

certifications. 

 

3.4 Validity and Reliability  

The internal reliability is analyzed by SPSS by conducting a Cronbachôs Alpha test. The 

results are illustrated in table 1. 

Table 2: Reliability Test by Cronbach's Alpha 

Cronbach's Alpha 

Cronbach's Alpha Based on 

Standardized Items N of Items 

.961 .961 27 

 

The internal reliability can be verified. For this purpose, the Cronbachôs alpha coefficient 

was calculated via SPSS with the first 50 respondents. The table above shows acceptable 

levels of reliability with a value of 0.961 and indicates a high level of internal consistency 

of the scale within the conducted survey. 

 

3.5 Population of the study 

The target population is middle-aged people living in Germany who are interested and 

who are not interested in purchasing sustainable clothes. To compare the two 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 middle-aged German citizens it needs to be mentioned that around 21 million 
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Germans are between 18 and 40 years (Statistisches Bundesamt, 2015). In 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 the number of people who claim to care for 

sustainability while shopping and the number of people who really do it. Therefore, a 

confidence level of 90% will be set up for the calculation of the sampling size. The 

survey is conducted online and the margin of error will be calculated with 5%. Also, the 

standard of deviation is 5%. 

Summary of estimated numbers: 

¶ Population size: 21 million 

¶ Confidence level: 90% 

¶ Level of significance: 0.05 

¶ Z Score: 1.645 

¶ Margin of error: 5% 

¶ Standard deviation: 5% 

 

In the next step the sample size is calculated. This helps to ensure to get the correct 

sample size (Smith, 2013). To calculate a suitable sample size the numbers of samples 

need to be defined to create a statistical sample (Crespolini & Hardy, 2013).  

 

Formula to calculate the sample size: 

Necessary Sample Size  = (Z-score)2 * StdDev*(1-StdDev) / (margin of error)2  

= 1.6452 * 0.5*(1-0.5) / 0.052 
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    = 0.67650625 / 0.0025 

    = 270.6025 

A sample size of 271 can be calculated.  

 

To conduct the online survey a nonprobability sampling technique is used. ñThe 

procedure of selecting a sample without using any probability mechanism is termed as 

nonprobability sampling.ò (Singh & Mangat, 1996) The target population are people 

living in Germany between the ages 18 and 40. 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 a relevance to the research and 

fulfill the criteria of the target population (Egan, 2007). According to the group 

identification theory it can be assumed that people who are interested in sustainable 

clothes identify themselves with other 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 respondents can ask people they know that 

share the same attitudes to respond to the questionnaire as well. This technique is called 

snowball sampling. Participants of the online survey recruit other people also sharing the 

interest for sustainable clothes. As it is quite difficult to find a large amount of those 

people, the snowball sampling is appropriate to ensure a qualitative and quantitative 

distribution of the online survey (Adams & Lawrence, 2015).  

 

3.7 Pretesting 

The online survey is conducted in German language. As it is the mother tongue of the 

researcher an accurate usage of the language can be assumed. Nevertheless, the online 

survey is corrected and proofread by at least three native German speakers.  
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The questionnaire is pre-tested by 20 persons belonging to the target population. These 

respondents fill out the online survey on a desktop PC or a mobile device like a tablet or a 

smart phone. The respondents are asked to think out loud, while crossing the answers in 

the questionnaire. The researcher takes notes about everything the pre-testers say. An 

observation about how the pre-testers complete the survey is conducted.  

The notes about the thoughts of the pre-testers while answering the questions and the 

observation provide a basis to make improvements on the questionnaire. The process of 

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

 

3.8 Data Collection 

The distribution of the online survey uses the judgment and snowball sampling method. 

The online survey is sent via email and social media channels to respondents, who fulfill  

the criteria of the target population. The respondents are asked to forward 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 same interests and attitudes.  

An incentive is used to target a high response rate and a wide distribution: An online 

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 goal of this research is to identify the social influence on consumerôs motivation to 

purchase sustainable clothes. Thus, the first target is to split the respondents into two 

major groups: 
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1. Group 1: Respondents who are motivated to purchase sustainable clothes: 

In this case, all respondents who are motivated to purchase sustainable clothes can 

be considered as the ones who already bought sustainable clothes and respondents 

who are interested to purchase sustainable clothes in the future.   

 

2. Group 2: Respondents who are NOT motivated to purchase sustainable 

clothes: 

This group comprises of the respondents who are not interested in sustainable 

clothes. Facts like these respondents never bought or do not plan to purchase 

sustainable clothes in the future are indicators for belonging to this group. 

 

When separating the respondents into these two major groups the next step is to find out 

certain correlations. There are mainly three kinds of options, which could result from the 

questionnaire. Firstly, a respondent can be influenced by social factors, secondly, a 

person cannot be influenced and thirdly, respondents can be neither and ñdo not careò. 

Consequently, the goal is to find out the difference in the answers of these between those 

two groups. Hence, a correlation analysis will be conducted via SPSS. 

 

The process of comparing the correlations of both groups to the independent variables 

helps to understand the phenomena of social influence on consumerôs motivation. After 

the correlation analysis is made the main hypothesis 0 and 1 can be verified or falsified: 

Main Hypothesis: 

H0 Hypothesis: Social forces do not influence consumerôs motivation to purchase 

sustainable clothes. 

H1 Hypothesis: Social forces influence consumerôs motivation to purchase sustainable 

clothes. 

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

question is answered by a 5-point Likert-scale. The results show the distribution of each 
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question and the calculated means help to create a mean for each hypothesis. Thus, 

hypotheses concerning 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 influence motivating middle-aged Germans to purchase 

sustainable clothes. Therefore, all respondents who are not living in Germany and who 

are not between 18 to 40 years old need to be deleted out of the list of data.  

The scale from 1 to 5 ranges from negative to positive. Occasionally, the scale represents 

the data vice versa. Therefore, the data is depicted the other way around. This is based on 

the factor Acceptance.  

For a better understanding of the results of this research, a change in the Likert-scale 

value is made. On this account, the Likert-scale range was changed from 1,2,3,4,5 to -2,-

1,0,+1,+2: 

¶ 1 Ą -2 Negative 

¶ 2 Ą -1 

¶ 3 Ą  0  Indifference 

¶ 4 Ą +1 

¶ 5 Ą + 2 Positive 

The transfer of the Likert-scale value helps to clearly illustrate the results of the research 

in graphical illustrations. The blue bars represent the respondentsô answers, which are 

interested in sustainable clothes or have already such clothes. The red bars represent the 

other group that is not interested in the aforementioned. The Y-axis represents the mean 

value of the respondentôs answers. Positive values show the respondents approval and 

negative values show that the respondents disagree. A mean value close to zero stands for 

indifference.   

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

Results 

4.1 Int roduction 

In this part of the study the data is imported into Excel and SPSS. The first part shows the 

frequency distribution of the demographic and filter questions.  

The major goal is to find the factor that influences middle-aged Germans the most. For 

this purpose, both groups are compared according to their answers and the calculated 

means. This chapter targets on analyzing if there is a significant difference between 

people who are interested and who are not interested in sustainable clothes. For this 

reason, an independent sample t-test is conducted via SPSS.  

The filter question also provides statistical data about the trend for sustainable clothes. 

The frequency distributions of people who like or who have already purchased 

sustainable clothes form an indicator for a trend for sustainable clothes.  

In the last part, the open question about the awareness of certification labels is analyzed 

and the data is illustrated by a frequency distribution. The goal is to find out how many 

people know certifications 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 respondents are asked if they live in Germany. This research aims 

to analyze Germans according to the social influence on their motivation to purchase 

sustainable clothes. Therefore 100% of the respondents live in Germany. Hence, the 

survey reached its target population successfully.  

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 respondents answered the questionnaire completely. The sample 

size calculation resulted in 271. Therefore, 98.5% of the sample size was reached with 

the online survey. 

Table 4: Distribution  of age 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid From 18 to 29 years 100 37.5 37.5 37.5 

From 30 to 40 years 167 62.5 62.5 100.0 

Total 267 100.0 100.0  
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The goal of this survey is to analyze the social influence on middle-aged Germans. As 

mentioned before middle-aged Germans are defined as people between the ages 18 and 

40 who live in Germany. Table 4 shows that 37.5% of the respondents are between 18 to 

29 whereas 62.5% respondents are between 30 to 40 years. All in all , it can be assumed 

that this distribution reflects the opinion of the target population.  

Table 5: Distribution  of gender 

 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 5 above shows the distribution of male and female respondents. Nearly half of the 

respondents are female (53.2%), the other half are male respondents (46.8%).  

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

question) 

 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 6 shows that more respondents are interested in or purchased sustainable clothes 

already than people who are not interested at all. It clearly shows that there is a trend for 

sustainable clothes in Germany and a growing number of people is motivated to purchase 

this kind of fashion products. With 60.7% a large amount of people showed their interest 

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

question with No. 

Hypothesis ñTrend for sustainable clothesò: 

H0 Hypothesis: There is no trend for sustainable clothes rather than conventional 

produced fashion. 

Ą Falsified 

H1 Hypothesis: There is a trend for sustainable clothes rather than conventional produced 

fashion. 

Ą Verified 

 

4.3 Distribution  

In the following part of this research, the mean value for each independent variable is 

presented for both groups. Moreover each sub factor of the independent variables is 

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

In the final step, the three independent variables are shown in the same method. Firstly, 

the importance of each variable is stated and thereby which social force has the most 

influence on the consumerôs motivation to purchase sustainable clothes. Secondly, the 

different social forces that affect the two groups are shown. With this method, the 

hypotheses are either verified or falsified.  
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4.3.1 Esteem needs 

Table 7 compares the mean value of both groups according to the sub- items of the 

independent variable esteem-needs.  

Table 7: Comparing groups' mean values according to sub-items (esteem-needs) 

 Mean ( ● ) Group 1 Mean ( ● ) Group 2 

Self-esteem 0.9 -0.6 

Status and reputation 1.1 0.0 

Respect of others 1.2 -0.4 

 

Table 7 shows the mean values for both groups related to the sub factors of the first 

independent variable self-esteem. Respondents who are interested in sustainable clothes 

show a high amount of social influence on their motivation to purchase sustainable 

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

Contrarily to the first group, respondents who were not interested answered differently. 

This can be read clearly from the red 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 three sub factors related to the esteem needs clearly 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 esteem needs 

Figure 3 illustrates how significantly different both groups answered the questions testing 

the esteem-needs. 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 of both groups according to the sub- items of the 

independent variable belonging needs. 
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Table 8: Comparing groups' mean values according to sub-items (belonging needs) 

 Mean ( ● ) Group 1 Mean ( ● ) Group 2 

Acceptance 0.9 0.5 

Affection 0.8 -0.3 

Identification 1.1 0.0 

 

First it must be mentioned that the social force with the highest influence on the 

motivation to purchase sustainable clothes is the need for identification, followed by the 

social forces acceptance and affection. This shows how much people aim to identify 

themselves or to belong to a group.  

The certainly positive answers for the questions based on acceptance from the group who 

are not interested in sustainable clothes, show that this group of people also care what 

others think about them and that they would eventually change their buying behavior 

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

Figure 4 illustrates how significantly different both groups answered the questions testing 

the belonging needs. 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 groups according to the sub- items of the 

independent variable belonging needs. 

Table 9: Comparing groups' mean values according to sub-items (confirmation needs) 

 Mean ( ● ) Group 1 Mean ( ● ) 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 shows the sub factors for the confirmation needs. Especially the first group puts a 

lot of expectation in its social surroundingôs reaction on purchasing sustainable clothes. 

Also, the other factors of verbal and non-verbal confirmation play a major role for the 

people who are interested in sustainable clothes.  

 

Figure 5: Comparing 2 groups' mean value for confirmation needs 

Figure 5 illustrates how significantly different both groups answered the questions testing 

the confirmation needs. 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 values of both groups according to the independent 

variables esteem needs, belonging needs and confirmation needs. 
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Table 10: Comparing groupsô mean values according to independent variables 

 Mean ( ● ) Group 1 Mean ( ● ) Group 2 

Esteem Needs 1.1 -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 independent variables are 

given. Table 10 shows a comparison of the independent variables esteem, belonging and 

confirmation needs.   

First, it can be recognized that the respondents who are interested in or who have already 

bought sustainable clothes are influenced mostly by the wish to satisfy their esteem 

needs. This is followed 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 

according to the results of this research.  

According to the visual analysis of the mean values and the independent variables it can 

be assumed that there is a significant difference in answering the questionnaire between 

both groups. Therefore, a statistical analysis is conducted with SPSS. An independent 

sample t-test should proof the assumptions and verify or falsify the hypotheses on a 

scientifically base.  
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Figure 6: Comparing 2 groups' mean values for independent variables 

Figure 6 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 sample t-test is conducted with SPSS to analyze if there is a significant 

difference between both groups. This can already be assumed by taking the graphical 

illustrations into account. Nevertheless, this procedure provides the basis to analyze the 

data with a proofed statistical method and to verify or falsify hypotheses.  

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

independent variable and its sub factors an independent sample t-test is conducted.  

4.4.1 Independent sample t-test esteem needs 

The goal of this statistical analysis is to estimate whether there is a significant difference 

between both groups. The lines are separated into YES and NO. They stand for the 
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people who are interested and who are not interested in sustainable clothes. With this 

process, hypotheses related to the first independent variable can be verified or falsified.  

Table 11: Independent sample t-test of esteem needs 

  

Levene's Test 

for Equality 

of Variances 

t-test for Equality of Means 

F Sig. t df 

S ig. 

(2-

tailed) 

Mean 

Difference 

Std. Error 

Difference 

90% Confidence 

Interval of the 
Difference 

Lower Upper 

Esteem 
needs 

Equal 

variances 

assumed 

15.671 .000 18.263 265 .000 1.38317 0.07574 1.23405 1.53229 

Equal 

variances 

not 

assumed 

    16.978 169.853 .000 1.38317 0.08147 1.22235 1.54399 

 

Testing the esteem needs by conducting an independent sample t-test shows that there is a 

significant difference between both groups. In table 11 the Sig (2-tailed) value between 

0.000 and <0.05 implies that the esteem needs influence the motivation to purchase 

sustainable clothes.  

Hypothesis independent variable esteem-needs: 

H0 Hypothesis: Consumers are not motivated to purchase sustainable clothes to satisfy 

their esteem needs. 

Ą Falsified 

H1 Hypothesis: Consumers are motivated to purchase sustainable clothes to satisfy their 

esteem needs. 

Ą Verified 

According to the test the H1 hypothesis is verified. Thus, it can be proofed that 

consumers are motivated to purchase sustainable clothes to satisfy their esteem needs. 
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4.4.2 Independent sample t-test belonging needs 

In the next independent sample t-test the significant difference between both groups is 

analyzed. This test analyzes the independent variable belonging needs. After conducting 

this statistical test the next hypotheses are verified or falsified. 

Table 12: Independent sample t-test of belonging needs 

  

Levene's 
Test for 

Equality of 

Variances 

t-test for Equality of Means 

F Sig. t df 

S ig. 

(2-

tailed) 

Mean 

Difference 

Std. Error 

Difference 

90% Confidence 

Interval of the 
Difference 

Lower Upper 

Belonging 
needs 

Equal 

variances 

assumed 

0.55 0.459 15.263 265 .000 1.01041 0.0662 0.88006 1.14075 

Equal 

variances 

not 

assumed 

    15.038 211.079 .000 1.01041 0.06719 0.87796 1.14285 

 

The independent sample t-test conducted to test the belonging needs shows that there is a 

significant difference between both groups. In table 12 the Sig (2-tailed) value between 

0.000 and <0.05 implies that the belonging needs influence the motivation to purchase 

sustainable clothes. 

Hypothesis independent variable belonging needs: 

H0 Hypothesis: Individuals do not aim to belong to a group or society by purchasing 

sustainable clothes. 

Ą Falsified 

H1 Hypothesis: Individuals aim to belong to a group or society by purchasing sustainable 

clothes. 

Ą Verified 
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According to the test the H1 hypothesis is verified. Hence, it can be proofed that 

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

4.4.3 Independent sample t-test confirmation needs 

Finally, the significant difference according to the confirmation needs is tested with an 

independent sample t-test conducted with SPSS. All detailed data can be found in the 

attachment of this research.  

Table 13: Independent sample t-test of confirmation needs 

  

Levene's 

Test for 
Equality of 

Variances 

t-test for Equality of Means 

F Sig. t df 
S ig. 
(2-

tailed) 

Mean 
Difference 

Std. Error 
Difference 

90% Confidence 

Interval of the 

Difference 

Lower Upper 

Confirmation 

needs 

Equal 
variances 

assumed 

0.923 0.338 13.461 265 .000 1.05413 0.07831 0.89994 1.20831 

Equal 

variances 

not 
assumed 

    13.28 212.007 .000 1.05413 0.07938 0.89765 1.2106 

 

A conducted independent sample t-test shows that there is a significant difference 

between both groups due to confirmation needs. In table 13 the Sig (2-tailed) value 

between 0.000 and <0.05 implies that those social forces influence the motivation to 

purchase sustainable clothes. 

Hypothesis independent variable confirmation needs: 

H0 Hypothesis: Individuals are not motivated to purchase sustainable clothes to receive a 

confirmation by others. 

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

confirmation by others. 

Ą Verified 

According to the test the H1 hypothesis is verified. Therefore, it can 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  Öko Tex Blauer Engel GOTS Blue Design TOTAL  

Frequency 21 11 6 4 1 21 

Percent 7.9 4.1 2.2 1.5 0.4 16.0 

 

In the last part of the questionnaire the respondents are asked to note certifications for 

sustainable clothes or fashion items. Table 14 shows the frequency of certifications 

known by the respondents. Fair Trade (21 respondents) is the most known certification 

followed by Öko Tex (11 respondents), Blauer Engel (6 respondents), GOTS (4 

respondents) and Blue Design (1 respondent). In total, 16,01% of the respondents were 

able to mention valid certifications for sustainable clothes.  

Hypothesis for the reputation of certification for sustainable clothes: 

H0 Hypothesis: Not many people know the certifications, which label sustainable clothes.  

Ą Verified 
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H1 Hypothesis: Many people know the certifications, which label sustainable clothes. 

Ą Falsified 

It needs to be mentioned that a lot of respondents filled in names of fashion brands or 

companies. The respondents listed 21 companies or fashion brands they connect to 

sustainable clothes. This leads to further assumptions that are stated in the last part of this 

research. 

 

Figure 7: Distribution popularity of certifications  

Figure 7 illustrates the different popularity of certifications, which label sustainable 

clothes. Again it needs to be mentioned that Fair Trade and Öko Tex enjoy the highest 

popularity among certifications. 

 

4.5 Conclusion 

The graphical illustrations in the first part of this chapter show 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 variables influencing the motivation are the esteem needs. 

Especially because of ñrespect for othersò i.e. the respect for people who are involved in 

the production process drives people to purchase sustainable clothes. It can be assumed 

that there is a growing sympathy especially for labor in third world countries who are part 

in the manufacture of clothes. 

The second sub- item ñstatus and reputationò can be identified as very important because 

consumers purchase these kinds of products to gain prestige and because they want to be 

considered by other people as individuals who care for the environment and their society. 

This also goes hand in hand with the factor ñidentificationò. Individuals identify 

themselves with others by acting in a same kind of way they do. Hence, if friends buy 

such products people are most likely willing to purchase sustainable clothes as well.  

The aforementioned factors are the most important factors. Nonetheless, all of them seem 

to have an influence on the consumerôs motivation.  

The tables and the independent sample t-test show that there is a significant difference 

according to the social influence. It can be concluded that individuals who interact 

socially with people who are interested or who care about sustainable clothes have more 

motivation to purchase those products. 

Main Hypothesis: 

H0 Hypothesis: Social forces do not influence consumerôs motivation to purchase 

sustainable clothes.  

Ą Falsified 

H1 Hypothesis: Social forces influence consumerôs motivation to purchase sustainable 

clothes. 

Ą Verified 
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As already mentioned in the limitations (chapter 1.5) of this study, there are most likely 

more factors influencing the consumerôs motivation towards purchasing sustainable 

clothes. Nevertheless, this research targets social forces exclusively. Hence, this analysis 

ads a puzzle piece to the phenomena of purchasing sustainable clothes as well 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 conclusion of the conducted research. The results of the 

literature review and the data analysis are presented. In the discussion part those results 

are combined and conclusions are made from the information gathered. Especially the 

results due to the trend and demand for sustainable clothes, the lack of the popularity of 

certification systems and the social influence on the consumerôs motivation to purchase 

sustainable clothes are highlighted and discussed. These findings lead to 

recommendations for consumers, societies, companies, politics and scientists. Several 

practical recommendations for actions are shown to create a guideline how to reach a 

sustainable living.  

 

5.2 Conclusion 

The main objective of this research is to find the social influence on the consumerôs 

motivation to purchase sustainable clothes. For this reason, chapter 2 concerns with the 

trend for sustainable clothes in Germany. Well-known fashion brands like H&M or 

Adidas implemented sustainable materials in their clothes and partly changed to 

sustainable value chains. These companies target to satisfy a rising consumerôs demand. 

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 
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higher price for fair produced clothes (TextilWirtschaft, 2011). The numbers of search 

queries in the Internet gathered from Google AdWords KeyWord Planner tool is another 

indicator for the trend for sustainable clothes. Combined with the findings of a 

quantitative research, this assumption is verified. Several trustworthy certifications have 

developed to provide transparency for consumers who are willing to buy sustainable 

produced clothes.  

The terms social influence and motivation were analyzed in chapter 2.4 and 2.5. 

Individuals influence other people and get influenced by groups and the society to act in a 

certain kind of way. Motivation can vary depending on personal and situational factors 

(Krapp & Hascher, 2014). Consequently, the phenomenon of social influence is highly 

related to the motivation of individuals and groups. Theories by Maslow and Herzberg 

concern with the social influence on an individualôs motivation. Both theories include 

social influential forces like the need for belonging, esteem, status, recognition and 

responsibility. Later in the history of motivation science other theories have evolved, 

which put social needs into their account. Those theories derived from a social 

perspective. Higgins points out that an individual always compares how other people 

judge them and how they want to be seen in the future. The gap between the current 

status and the desired status motivates humans. Tajfel also confirms the need for 

identification with others. Identification helps individuals to satisfy their need for 

belonging. Consequently, humans define themselves according to the social group a 

person belongs to. It can be assumed that either humans adapt to a group or society they 

live in or that individuals search for other people who share the same characteristics or 

identities. This theory goes hand in hand with the need for confirmation as a process of 

communication between individuals. Also, recent studies emphasize the social influence 

on the motivation to purchase sustainable clothes. Here too, the results show among 

others that the need for self-esteem and expression, social responsibility, identification, 

confirmation and social recognition drive consumers and influence them in their 

purchasing decision.  
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From the data obtained in the literature review, a conceptual framework was formed with 

three independent variables influencing the dependent variable ñmotivation to purchase 

sustainable clothesò, leading to the hypotheses of this conclusive study. Thereby a 

qualitative research was conducted and respondents in Germany completed an online 

survey to gather information and data about the social influence on the motivation to 

purchase sustainable clothes. After testing the online survey and instrumenting a 

Cronbachôs Alpha test, the reliability with a value of 0.948 can be verified. The survey 

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

for importing them into the statistical research tool SPSS.  

In chapter 4, the results of the analysis conducted with Excel and SPSS are illustrated. In 

the first part the demographics of the respondents are presented. The target population 

was defined in chapter 3 as middle-aged people living in Germany.  Consequently, all 

respondents who did not fulfill these criteria were not considered for the data analysis. 

The demographics show that more females responded to the questionnaire and that most 

of the respondents were in the age between 30 to 40 years. However, the frequency can 

be considered as quite equally. The filter question in the online survey has two functions. 

First, 61.7 % of the respondents answered that they have already purchased or that they 

are interested in sustainable clothes. Table 6 confirms the assumption that there is a trend 

for sustainable clothes in Germany. The findings go hand in hand with the literature 

review conducted in this research. The second function of the filter question is to separate 

the respondents into two groups. People who are interested and people who are not 

interested in sustainable clothes. With this approach both groups were analyzed 

separately. The tables and figures in chapter 4 show that both groups filled out the 

questionnaire differently, which was also proofed by conducting an independent sample 

t-test. The importance and the influence of each social force are illustrated in chapter 4. 

The quantitative research concluded with an open question concerning with the 

popularity of fashion certifications that indicate sustainable characteristics of fashion 

items. The goal is to examine the popularity of established certifications like Fairtrade. 

The findings of chapter 4 form the basis for the discussion in the 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 confronted. 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 targeted on proofing or falsifying this assumption. The filter 

question ñdid you ever purchase or are you interested in sustainable clothes?ò shows that 

61.0% of the respondents are interested in sustainable clothes whereas 39.0% negated this 

question.  

The H1 hypothesis is verified: 

There is a trend for sustainable clothes rather than conventional produced fashion. 

Thereby a demand for this kind of clothes exists and fashion brands should target on 

fulfilling this demand and satisfying the need to purchase sustainable clothes. As 

mentioned in chapter 1 the value-added chain and the production process are substantial 

to push this change forward. The fashion industry and its conventional production 

methods cause massive problems for the environment and the planet´s eco system 

(Upadhyay & Deodya, 2011). Besides, the rising demand for sustainable clothes also 

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 the least negative damage to the 

environment, hence, for current and future generations. To reach this ambitious goal 

societies must change conventional consumption patterns only concerning about price 

and quality. Even if not all people are interested in sustainable clothes, the consumers 

who are concerned about sustainability must be motivated to purchase sustainable 
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clothes. As demand creates supply, companies must rethink their business and marketing 

strategies.  

Additionally, the respondents were asked to fill in certifications indicating sustainable 

clothes. These certifications exist already for a long time for example in the food 

industry. But according to the findings certifications for sustainable and fair produced 

clothes are not very familiar amongst German consumers. Only 16.01% of the 

respondents mention an existing and trustworthy certification label for sustainable 

clothes.  

The H0 hypothesis is verified: 

Not many people know the certifications, which label sustainable clothes.  

Numerous respondents noted fashion brands, certifications for food or answered that they 

do not know any certification. The ñFairtradeò certification is the most known followed 

by ñÖko Texò, ñGOTSò and ñBlauer Engelò. These findings show that there is a lack of 

popularity of such certifications.  

In a recent study 25% of the respondents claimed that they would purchase more fair-

traded clothes if they would know where to find them (compare chapter 2.2) (Deals.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 to further recommendations 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 their desired goods. 

5.3.2 Social influence on the motivation 

In this study, social influence is defined as the influence of an individual by a person, a 

group or a society to act in a certain kind of way or to adapt attitudes. This is a constantly 

repetitive process (Mason, 2007). Therefore, individuals are motivated by others and are 

socially influenced by their surroundings. Figure 6 illustrates that friends, families and 
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the groups that people belong to and identify themselves with influence individuals. A 

calculation of the means for every independent variable shows that individuals who have 

already purchased sustainable clothes or who are interested in such products, concern 

mostly about their 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 needs. That 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 individual is living in 

or identifying himself with. This assumption is confirmed by the significantly different 

results comparing the two groups in the independent sample t-test. Figure 6 shows the 

test results in a graph.  

In the motivation theory of Maslow, the belonging needs are essential for achieving 

satisfaction. The need for social belonging and interaction is part of every human. The 

subsequently created social identification theory of Tajfel underlines 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. Again, it needs to be mentioned that purchasing 

sustainable clothes to satisfy those needs is not a tool for everyone. It always depends on 

the surrounding of the individual. People who have many friends caring for sustainable 

aspects of their clothes are rather motivated to purchase sustainable clothes. In contrast, 

people who do not identify themselves with a group or society, where people care for 

sustainability, do not purchase sustainable clothes as well as a form of identification.  

The results show that the confirmation needs have the least influence on 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 critical reflection of the results confirmation needs possibly show the lowest 

mean values compared to the other two independent variables because of the way the 

questions are asked in the questionnaire. It might cause bias to ask respondents if they 

purchase sustainable clothes to receive confirmation by others. I f this would be the case 

people would most likely not admit the fact that they are acting to reach confirmation. 

Therefore, it is not the exact value of the mean that plays the important role, but the fact 

that all independent 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 motivation theories analyzed in 

chapter 2. It also confirms the results of recent explorative studies shown in the literature 

review. The researchers of these studies claim that amidst others social forces seem to 

highly influence the motivation to purchase sustainable products. The findings of this 

study confirm these assumptions with a conclusive research.  

However, analyzing group 2 ñpeople you have never purchased or are not interested in 

sustainable clothesò shows that they have less social forces influencing them to purchase 

sustainable clothes. This group of people does not purchase sustainable clothes to satisfy 

their esteem, belonging and confirmation needs. Comparing both groups the data 

illustrates that the social surrounding of group 2 does not or values less sustainable 

clothes. Reflecting this finding with the approach of Higgins, purchasing sustainable 

clothes does not help to close the gap between the current and the desired status. It can be 

assumed that there are other ways for group 2 to satisfy their social 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 theory of Tajfel. It can be assumed 

that this is the reason that both groups answered the questionnaire significantly different 

according to the independent sample t-test. The p values between 0.000 and <0.05 imply 

that there is a significant difference regarding the social forces that influence both groups 

in the motivation to purchase sustainable clothes.  

The H1 hypothesis is verified:  

Social forces influence consumerôs motivation to purchase sustainable clothes. 

The fact that both groups answered the questionnaire significantly different proofs the 

assumption that social forces influence consumerôs motivation to purchase sustainable 

clothes. Nevertheless, other factors play an important role in the process of motivation. 

Social forces can be considered as essential for creating a demand for sustainable clothes. 

This knowledge leads to recommendations in the final 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 results of the literature review and the data gathered from the filter 

question in the survey. This circumstance would most likely lead to the assumption that 

certifications for sustainable clothes enjoy a high popularity and are well known to 

consumers. The results show the opposite, which leads to important recommendations 

listed 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 mean values and results. 

Hence, people who are interested in sustainable clothes are influenced by others of the 

group or society they belong to. Further, the independent variables influence the 

dependent variable. By purchasing sustainable clothes group 1 can satisfy their esteem, 

belonging and confirmation 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 and providing a wealthy future for all humans (Aras & Crowther, 2012). 

The United Nations founded a World Commission of Environment and Development to 

reach sustainability in 1987 (Johnston and others, 2007). This effort is underlined 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 footprint (European 

Commission, 2016). To create a sustainable path for humanity 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 significant for. There are mainly two 

facts concluding out of this research.  

¶ The fact that there is a trend for sustainable clothes but certifications for 

ecofriendly fashion does not enjoy a high popularity.  

¶ The fact that social forces influence the motivation to purchase sustainable clothes 

significantly. 

These findings are reflected to 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 clothes. The Internet for instance offers great opportunities to receive a 

detailed insight on different certification labels, which care for different aspects due to 

sustainability. It can also be considered as a kind of self- responsibility to ask for 

information and to create knowledge of different certifications. Every individual, who has 

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

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

certifications will become more successful, thus they become more popular. 
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Conclusively, this means that consumers who care for a sustainable production of their 

clothes should inform themselves about the certifications they want to support and they 

trust in and purchase products labeled with this certification. When the demand rises, the 

supply will most likely increase as well and the goal is to create a balance between those 

two factors (Bofinger, 2011). More companies will target to rethink their value-added 

chain and target to get their fashion products certified. Companies invest millions of 

Euros in sustainability already. However, there are still a lot of companies that lack of a 

good communication about their activities that promote sustainability (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 have the 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 from the knowledge that the society influences decisively an individual to 

purchase sustainable clothes. This interplay of communication and influence can take part 

in real life but also in social media channels. Nowadays these media channels enjoy a 

massive power and many people can be reached by anyone using these platforms.  

5.4.2 Companies 

There is an existing demand for sustainable clothes: 61% 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. A 

recommendation for companies is to increase their offer and supply to satisfy the growing 

demand. This starts with forming a Research & Development strategy focusing on 

sustainable materials and production methods. The whole value-added chain of 

companies must be rethought. The goal should be to comply with the criteria of 

certifications for sustainable clothes within their processes. Achieving these certifications 

can drive sales and create enormous potential for marketers in the companies. The 

marketing strategy needs to focus on this target group, promote certifications and provide 
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transparency. This can be a promising way to create value for the products and the 

company. Social commitment is paying off. It shows that in a world where oral 

propaganda becomes essential for marketing, the business owners and marketers need to 

utilize sustainability (WitschaftsWoche, 2013).  

Additionally, marketers can use different 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. For example, obvious labels placed on the clothes 

indicating the sustainable aspect 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 needs for example self-expression. Also, social media can provide a 

great platform for companies and consumers to share and to show their interest for 

sustainable clothes to others. In a survey 59% of consumers said that they would talk 

positive about a company or brand, if they would identify a social commitment in the 

companies (WitschaftsWoche, 2013). Different tools like obvious branding and social 

media interaction exist 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 the European Union can be assigned to the 

fashion industry (Fashion United, 2013) should be a reason for the politics to be part of 

the change. Agreements can only be enforced successfully when the necessary action is 

taken. That is why there are several possibilities for politics resulting out of this research. 

Companies should be encouraged to supply sustainable clothes and the consumers 

demand should be strengthened towards sustainable products instead of conventional 

produced fashion. 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 course, this is just one tool for politics to push 

forward this market and to get closer to the goal of sustainable development. The German 

government decided to promote sustainable consumption and to push forward sustainable 

produced products. Furthermore the United Nations Agenda 2030 on Sustainable 

Development explicitly calls on all Member States to push forward sustainable 
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production and consumption patterns (Presse- und Informationsamt der Bundesregierung, 

2016). The plans go already into the right direction. But now it is up to the politics to 

create framework conditions 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 rather decide to purchase sustainable clothes (TextilWirtschaft, 2011). This 

knowledge shows the importance of the education that people receive within a society. 

Public media and other channels can also take part in promoting certification systems. 

The society needs to change so that there is a positive influence on others and 

successively an increasing demand for sustainable clothes. Herein, the politics and 

governmental institutions play a major role. In addition, certification institutions can be 

promoted and subsidized to provide them more power and influence. Additionally, the 

government and consumer protection institutions could help to create a uniform and 

transparent certification label. In Germany, it was planned to create a label showing a 

traffic light for food products. In this case, red shows that the food contains a high 

amount of sugar and green suggests the harmlessness of the product 

(ÖkologischeAgrarwissenschaften UNIKASSEL, 2008). This plan has not yet been 

achieved. But it would be conceivable that a comparably easy system like this would be a 

solution to create transparency for the consumers of fashion.  

Another recommendation for the politics is to support scientists to conduct more 

research. 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 cycle need to be considered. From the cultivation of the raw 

materials, methods of manufacturing and dying, transportation opportunities in times of 

globalization until the product is used and finally disposed. Scientists need to increase 

researches in the field of sustainable clothes and especially to find ways to make 

companies, who shift to sustainable strategies, competitive in the fashion market. Price 
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and quality is still essential for the consumers. Therefore, sustainable clothes need to 

become cheaper while providing a higher quality than conventional fashion products. 

Here scientists and research institutes play an important role to support this process. Next 

to government ministries the UNESCO for example is committed for sustainability 

(UNESCO, 2012). The increased actions that are undertaken shows that first activities are 

taken in science but of course this needs to be further developed and the findings need to 

be practically enforced in form of political actions. 

The process to create a sustainable path is a collaboration between all participated 

persons and institutions. Hence, scientists must push forward the elucidation in the 

society and in politics.  

Further, the lack of the popularity of certification systems should be researched. It needs 

to be clarified how certifications can be made more transparent and how they can be 

communicated to the consumers. The goal is to create a higher popularity and a better 

knowledge of those certifications. It is true that more popularity of a certification seal 

does not always attest a higher quality (Pegsa, 2008). Nevertheless, it provides 

transparency and guidelines for consumers. 

Finally, every new research forms the base for further research. Some questions are 

answered and new questions arise. The field of motivation is still a very complex system, 

which is difficult to capture. There is more research obligatory to create a better 

knowledge about motivation theories and in this case especially social motivation 

theories. Every study is limited but cooperation in science helps to decrypt mysteries in 

the field of human motivation.   
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