Insights into consumers’ willingness to
both purchase and recommend
sustainable clothing.




LIFESTYLE AND
PERCEPTIONAL FACTORS

« Analysis of 156 respondents regarding their general shopping behavior and
view on bio-cotton
N« From the 13 consumer lifestyle questions 4 factors were derived
o From the 11 perception on sustainable clothing questions 3 factors were

derived
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MOST RELEVANT FACTOR FOR EACH AGE GROUP

Lifestyle factors explained:
| Trendy litestyle: people who read fashion magazines and go to a lot of different stores because they like it.
2 Fashionista lifestyle: people who believe they have a good taste in matching and combining clothes.
3 Image litestyle: people who buy expensive clothes or clothes from a brand with status.
4 Casual litestyle: people who only buy clothing for its functionality.

Perceptional factors explained:
| Sustainable knowledge: the knowledge people have about sustainable clothing, like organic cotton.

2 Sustainable awareness: people who don't know much about organic cotton and other sustainable clothes.
3 Sustainable interest: describes peoples interest and availability towards sustainable clothes.

Different lifestyles and perceptions on sustainable clothes among different age groups:
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AMONG EDUCATIONAL LEVELS AMONG EDUCATIONAL LEVELS
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There is no significant difference

among the 4 education levels. the 4 education levels.
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Further analysis has also been done by exploring if purchase behavior influences Purchase
Intention and WTR among education levels.

(Appendix 1, Figures: 2.1, 2.2)
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AND WILLINGNESS TO RECOMMEND AMONG EDUCATION

We expand on our previous analysis by exploring if people that buy more frequently across
education levels will influence Pl or WTR.

| PURCHASE | EDUCATION
| FREQUENCY ! LEVELS
'

Our findings suggest that there is no significant difference in purchase intention and willingness to
recommend across education levels in frequent buyers.
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Managers should not overly focus on education of

RECOMMENDATION

customers when aiming to influence Pl or WTR.

(Appendix 1, Figures: 2.3, 2.4, 2.5, 2.6)



DRIVERS OF PURCHASE INTENTION AND WILLINGNESS TO
RECOMMEND SUSTAINABLE CLOTHING

Procedure FINDINGS
Litestyle tactors and perceptional factors were used

to test it this influence the purchase intention and WILINGNESS TO
willingness to recommend on temales. RECOMMEND

recommend bio-cotton
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Litestyle Image has a significant
RECAP OF THE FACTORS USED impact on willingness to
Q

PURCHASE
INTENTION

Females consumers and litestyle
image have a significant impact
on purchase intention
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(Appendix 1, Table: 3.1.1, 3.2.1 )








































































