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The fashion industry in Finland, like in other parts of the world, is increasingly focusing on
sustainability. However, greenwashing, where companies falsely claim to be
environmentally friendly, is becoming a concern. This study aims to understand how
greenwashing and sustainability awareness affect consumer trust and purchasing decisions.
Previous research has highlighted the need for more studies on consumer perceptions of
sustainability in the fashion industry.

This study explores the perspectives of sixteen Finnish consumers from Generation X and
Generation Y on sustainable fashion. The research objectives are to understand their
attitudes towards eco-friendly and ethical clothing and to assess their awareness of the
fashion industry's environmental and social impacts. The study used qualitative methods,
conducting in-depth interviews with sixteen participants from two generations.

The findings reveal that both generations are skeptical of sustainability claims made by
fashion brands due to greenwashing practices. Participants emphasized the need for greater
transparency and accountability from brands. They also highlighted the importance of
individual consumer responsibility in promoting sustainable fashion. Key factors
influencing their purchase decisions include durability, transparency, ethical labor practices,
and personal values. Despite recognizing the importance of sustainability, participants face
challenges such as limited accessibility to sustainable options and misleading brand claims.
Overall, the study highlights the need for more consumer education and awareness initiatives
about the fashion industry's negative impacts. It also calls for stricter regulations and
certifications to combat greenwashing. By addressing these issues, the fashion industry can
build consumer trust and encourage more sustainable purchasing behaviors.
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1. Introduction

The global population is projected to reach 8.5 billion by 2030, leading to a rise in
consumption, especially in the fashion industry. Production in this sector is expected to grow
from 62 million tons to 102 million tons (UN News, 2015). However, this growth comes
with a significant environmental cost due to harmful manufacturing processes and a culture
of disposable fashion. These practices threaten ecological sustainability. In response, green
marketing has become a strategy for businesses to gain a competitive edge in an economy
that values environmental responsibility. Green marketing refers to the advertisement and
promotion of products and services that are more environmentally friendly. The objective of
green marketing is to meet the needs of consumers while reducing the impact on the
environment. Appealing to environmental awareness and protection along with the benefits
of environmentally friendly products are crucial strategies of green marketing. Polonsky
(2023) defines green marketing as a broad range of activities such as product modification,
sustainable packaging, and advertising that focuses on environmental benefits. Businesses
conducting green marketing seek to create a competitive advantage by aligning with the

values of eco-conscious consumers.

Harmful manufacturing processes in the fashion industry include the extensive use of toxic
chemicals, significant water consumption, and the release of pollutants. Dyeing and treating
textiles often involve hazardous chemicals such as azo dyes, which can contaminate water
sources and pose health risks to workers and communities (Kant, 2012). A common raw
material which is cotton cultivation, requires vast amounts of water and pesticides
(Chapagain et al., 2006). The production phase also contributes to air pollution through the
emission of greenhouse gases and volatile organic compounds due to the energy-intensive
nature of textile manufacturing (Allwood et al., 2006). These practices emphasize the need

for more sustainable methods within the fashion supply chain.

Sustainable fashion practices encompass a wide range of initiatives aimed at reducing the
environmental and social impacts of clothing production (Joy et al., 2012). Efforts to reduce
carbon emissions and promote energy-efficient manufacturing processes contribute to the
overall sustainability of the fashion industry (Bubicz et al., 2021). These sustainable
strategies are vital for mitigating the negative effects of fashion production on the

environment and society, aligning with the principles of the Brundtland Commission's



definition of sustainability (1987). However, the widespread practice of greenwashing poses
a challenge to making fashion more sustainable (Fernie & Green, 2019). Greenwashing
means companies make misleading or exaggerated claims about how environmentally
friendly their products are, leading consumers to make choices based on false information
(Pierre-Louis, 2018). When people perceive a company as engaging in greenwashing, they
lose trust and doubt the truthfulness of sustainability claims in the fashion industry (Lu et
al., 2022).

Understanding how greenwashing impacts consumers involves examining their decision-
making process when making purchases. This process typically involves several steps, such
as recognizing the issue, seeking information, comparing choices, deciding, and reflecting
on the purchase afterward (Solomon, 2019). However, in the context of sustainable fashion,
consumers find it challenging to recognize the truthfulness of a company's eco-friendly

claims especially when companies use greenwashing.

The fashion industry in Finland, like in other places around the world, is paying more
attention to environmental issues and trying to be more sustainable (Federiko, 2022).
However, greenwashing is emerging as a concern, as producers claim they are doing good
for the environment when they may not be. This is a concern for people who care about what
they buy. While some studies have looked at greenwashing and how it affects what people
buy (Joy et al., 2012). there is a need to understand how it is happening in Finland's fashion
industry. Also, there is a research gap about what young people think about being eco-
friendly and how it affects what they buy (Huddart Kennedy et al., 2019). This thesis wants
to understand the thoughts of 16 Finnish consumers, 8 from Generation X and 8 from
Generation Y, about sustainable fashion. The study investigated their interest in buying
sustainable clothes and how much they know about the effects of the fashion industry on the

environment and society.
1.1 Research Objectives

The general objective of the study was to investigate the attitudes and awareness of Finnish
consumers from Generation X and Generation Y regarding sustainable fashion consumption.
Specifically, the study aimed to determine the extent to which consumers from these
generations were inclined towards sustainable fashion and to assess their awareness of the

negative environmental and societal impacts associated with the fashion industry.
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The research questions and objectives of the study are below:

Research Questions:

e To what extent are Finnish consumers of Generation X and Y inclined towards the
consumption of sustainable fashion?

e How aware are Generation X and Y consumers in Finland of greenwashing practices
within the fashion industry, and how does this awareness influence their purchasing
behavior?

e What is the impact of greenwashing on the purchasing decisions of Generation X

and Generation Y consumers in Finland when it comes to sustainable fashion?

Generation X, born between the mid-1960s and the early 1980s, experienced the transition
from analog to digital technologies and the emergence of personal computing (Engel et al.,
1990). Meanwhile, Generation Y, also known as Millennials, born between the early 1980s
and the early 2000s, grew up during the internet boom and witnessed rapid technological
advancements (Huddart Kennedy et al., 2019). Millennials are often associated with a strong
inclination toward digital communication, social activism, and environmental

consciousness.

Sustainable fashion emphasizes environmentally friendly materials, ethical production
methods, and fair labor practices throughout the clothing life cycle (Fletcher, 2014). This
approach aims to mitigate the fashion industry's environmental impact, addressing concerns
such as overconsumption, waste, and environmental degradation (Bubicz et al., 2021).
Generation X and Millennials are increasingly aware of the environmental and social
implications of their purchasing decisions, driving the growing interest in sustainable fashion
(Ng et al., 2019). As younger consumers demonstrate a preference for ethical and
environmentally conscious options, the fashion industry is compelled to adapt, leading to a

significant shift towards greater responsibility and awareness (Kilian et al., 2019).

The research objectives focus on understanding the perspectives of Generation X (Gen X)
and Generation Y (Gen Y) in Finland. By exploring their attitudes and preferences, the study

aims to assess their interest in eco-friendly and ethical clothing options.

Research Objectives:
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e Explore the attitudes and preferences of Generation X and Y Finnish consumers
toward sustainable fashion to determine the degree of interest in adopting
environmentally friendly and ethical clothing options.

e Assess the level of awareness among Generation X and Y in Finland regarding the
negative impacts of the fashion industry on the environment and society, aiming to
understand the extent of knowledge about sustainability issues in the context of

fashion.
1.2 Significance of the study

This study tackles consumer concerns about misleading environmental claims in the fashion
industry. As sustainability becomes more important to consumers, greenwashing
complicates matters. The study's findings have important implications for fashion businesses
aiming to embrace real sustainability and gain consumer trust. By steering clear of
greenwashing and embracing transparent sustainability efforts, companies can boost their
reputation, earn consumer confidence, and help build a more sustainable fashion sector. The
insights from this research can help fashion businesses align their strategies with what
consumers expect, communicate their sustainability efforts clearly, and stand out from
competitors who resort to greenwashing. Ultimately, by prioritizing honesty and openness
in their sustainability initiatives, fashion brands can attract conscientious consumers and

contribute to positive changes for a more ethical and environmentally friendly industry.
1.3 Organization of Chapters

The research topic's background and context are outlined in the introduction chapter. The
chapter also addresses the growing concern over greenwashing and the growing significance
of sustainability in the fashion business. It lays the groundwork for comprehending the extent
of the study and its current relevance. A strong basis for comprehending the state of
knowledge and knowledge gaps that this study seeks to fill is provided by the literature
review chapter, which examines prior research on greenwashing, sustainability, and
consumer behavior. The methodology chapter describes the research methodology,
including the design, data gathering methods, and analysis methodologies employed to
answer the study questions. The Data Analysis chapter includes an analysis of the collected
data, providing insights into Finnish consumers' opinions and behaviors toward

greenwashing and sustainability in the fashion sector. The conclusion chapter summarizes
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the research findings, discusses their implications for the fashion business, and makes
recommendations for future research and industry practices. It also discusses the study's

weaknesses and proposes areas for further investigation.
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2. Literature review

Pierre-Louis (2018) and Adamkiewicz et al. (2022) have studied the prevalence and
consequences of greenwashing in fashion. Pierre-Louis focuses on why companies engage
in greenwashing and stresses the importance of transparency, while Adamkiewicz et al.
(2022) examine how greenwashing undermines efforts toward sustainable fashion. These
studies shed light on the complex relationship between greenwashing and consumer
behavior. Sustainable fashion has become increasingly popular, driven by worries about
environmental impact, ethical practices, and consumer demand for socially responsible
products. However, the concept of sustainable fashion is vulnerable to greenwashing
strategy where companies exaggerate or falsely claim their commitment to sustainability to

attract environmentally conscious consumers (Kilian et al., 2019).
2.1 Conceptual Review

Understanding Generations X and Y is essential for grasping their influence on the fashion
industry. Generation X, born between the early 1960s and early 1980s, and Generation Y,
born from the early 1980s to the early 2000s, have distinct characteristics, values, and
attitudes that shape their views on sustainable fashion and reactions to greenwashing
(Huddart Kennedy et al., 2019; Ng et al., 2019).

Both generations share concerns about environmental issues, but they express them
differently. Generation X values longevity, durability, and timeless styles, while Generation
Y prioritizes innovation, technology, and social responsibility (Huddart Kennedy et al.,
2019; Ng et al., 2019). Recognizing these differences is crucial for understanding how

greenwashing affects their perceptions and behaviors in sustainable fashion.

Sustainable fashion involves practices that consider environmental, social, and ethical
aspects throughout a product's lifecycle. It includes responsible sourcing, ethical
manufacturing, and eco-friendly materials to reduce the industry's ecological footprint
(Fletcher, 2014). While sustainable fashion aims to address the negative impacts of the
industry, its rapid growth has raised concerns about the authenticity of sustainability claims,
leading to greenwashing. Greenwashing occurs when companies exaggerate their
sustainability efforts, misleading consumers seeking genuinely eco-friendly and ethical
products (Fernie & Green, 2019).
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Greenwashing poses several risks, including misleading consumers, undermining genuine
sustainable efforts, and contributing to environmental harm. When consumers believe they
are making environmentally conscious choices but are deceived, it undermines trust in the
fashion industry and its sustainability claims (Joy et al., 2012). Consumer trust is crucial for
sustainable fashion consumption, and greenwashing can lead to skepticism and cynicism
among consumers. Therefore, understanding how different generations perceive and respond
to greenwashing in the fashion industry is essential for shaping the future of sustainable

fashion and maintaining consumer trust.

2.2 Theoretical Framework

Sustainable [
Fashion
Consumer Purchase
1 Trust | Decision
Greenwashing | —

Generation X and Y

Characteristics

Figure 1: Theoretical Framework

The theoretical framework diagram shows how consumer trust is influenced by
greenwashing and sustainable fashion separately, and how this influences Generation X and
Generation Y customers' purchase decisions in the fashion industry. The framework also
considers the ways in which generational characteristics, like those of Generation X
(individuals born in the early 1960s to early 1980s) and Generation Y (individuals born in
the early 1980s to early 2000s), moderate the relationships between sustainable fashion,

greenwashing, consumer trust, and, ultimately, purchase decisions.
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While Generation Y prioritizes innovation, technology, and social responsibility, Generation
X tends to prefer longevity, durability, and timeless styles (Huddart Kennedy et al., 2019;
Ng et al., 2019). Their reactions to greenwashing and sustainable fashion are influenced by
these generational differences. Using ecologically friendly materials, ethical production
practices, and responsible sourcing are just a few examples of the tactics that sustainable
fashion employs to address social, ethical, and environmental issues throughout a product's
lifecycle (Fletcher, 2014). Greenwashing, on the other hand—when businesses exaggerate
or misrepresent their sustainability efforts—has become a serious concern as the fashion
industry embraces sustainability more and more (Fernie & Green, 2019). According to Joy
et al. (2012), greenwashing deceives customers who are looking for products that are truly
ethical and environmentally friendly, eroding the confidence that is required for sustainable
fashion to be widely adopted.

Purchasing decisions pertaining to sustainable fashion heavily depend on consumer trust.
Customers become more skeptical and cynical of the fashion industry's sustainability
promises when they realize they have been duped by greenwashing (Joy et al., 2012).
Customers' decisions to buy are directly impacted by this breakdown of confidence since

they are growing more dubious of fashion manufacturers’ claims of sustainability.

Proven theories of consumer behavior and purchase decisions highlight the theoretical
foundation of this investigation. According to Ajzen's (1991) Theory of Planned Conduct, a
person's intention to carry out a conduct, which is molded by their beliefs and norms, has a
direct impact on that person's behavior. In this sense, generational qualities determine how
Generation X and Generation Y feel about sustainable fashion. Positive attitudes towards
sustainable fashion are fostered, for example, by Generation X's fondness for classic trends
and durability and Generation Y's emphasis on social responsibility and creativity.
Customers' attitudes are adversely influenced and their intention to buy sustainable fashion
products is reduced when they believe that products are being greenwashed, underscoring

the crucial importance of customer trust.

The importance of trust in decision-making processes is highlighted by Mayer et al. (1995)
in their proposal of the Trust-Based Rational Action Model. Consumers are more inclined
to buy from a brand when they think its sustainability claims are true. On the other hand,
greenwashing erodes this confidence, raising mistrust and decreasing willingness to buy.

The framework's claim that greenwashing undermines consumer trust—which is necessary
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for consumers to make morally and ethically informed purchases—is supported by this

model, especially among customers who place a high value on sustainability.

Heider (1958) and Kelley (1973) established the theory of attribution, which examines how
people understand and attribute causes to events and behaviors. When customers see
greenwashing, they tend to believe that the company is dishonest, which erodes their
confidence and has a negative impact on their purchasing decisions. According to this
hypothesis, customers of Generation X and Generation Y react negatively to greenwashing
because they believe that the company is lacking in integrity, which erodes their trust and

changes their purchase decisions.

The decision-making process is a multi-stage process that includes problem recognition,
information search, alternative appraisal, purchase choice, and post-purchase behavior,
according to Engel et al. (1968). Customers that understand the need for products that are
ethically and environmentally responsible are drawn to sustainable fashion. However, by
presenting false information, creating mistrust, and influencing the ultimate purchasing
choice, greenwashing impedes the information search and evaluation phases. To sum up, the
framework illustrates how the characteristics of Generations X and Y impact their
perspective on sustainable fashion and how greenwashing can damage consumer confidence,

which is crucial for making morally and educationally sound purchase decisions.

2.3 Empirical Review

An examination of historical trends shows how environmental concerns have gradually
become more important in the fashion industry. Gordon and Hill (2019) discuss this
evolution in "Sustainable Fashion: Past, Present, and Future,” tracing how the industry has
shifted from focusing solely on looks to increasingly valuing sustainability. This historical
background helps put current efforts to tackle environmental issues in the fashion supply
chain into context, giving a better understanding of how concerns about the environment

have influenced current sustainability efforts.

Pierre-Louis (2018) defines greenwashing as when companies falsely present themselves as
environmentally friendly. Consumer purchase decision refers to how consumers decide
whether to buy something. Sustainability in the fashion industry involves practices that

consider environmental, social, and economic aspects (Brundtland Commission, 1987).
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The study's theoretical framework draws on theories of consumer behavior and sustainable
models. Consumer behavior theories, such as the Theory of Planned Behaviour (Ajzen,
1991) and the Consumer Decision-Making Process model (Engel, Blackwell, & Miniard,
1990), help analyze how people make choices about sustainable fashion. Sustainable models,
like the Triple Bottom Line (Elkington, 1998), look at social, environmental, and economic

factors when evaluating fashion brands' performance.

Lu et al. (2022) study consumers' views on greenwashing in fast fashion, while
Adamkiewicz et al. (2022) explores the risks of greenwashing and how they affect consumer
trust. These studies help understand the relationship between greenwashing, consumer
perceptions, and fashion purchasing decisions. Pierre-Louis (2018) uses qualitative methods
to explore greenwashing motives. Adamkiewicz et al. (2022) provides a detailed look at
sustainability challenges in the fashion industry, emphasizing the need for businesses to
adopt circular economy principles. They highlight how greenwashing harms consumer trust
and suggest moving towards sustainable circular products and services. Lu et al. (2022)
focuses on unsustainable practices in fast fashion, showing how greenwashing affects
consumers' intentions to buy eco-friendly products. Their research stresses the importance

of addressing misleading marketing for sustainable development.

Lu et al. (2022) addresses the unsustainable practices prevalent in the fast fashion industry.
The study investigates consumers' perceptions of greenwashing and its influence on green
purchase intentions. With a focus on the mediating role of perceived risk and the moderating
role of impulsive buying, the research provides valuable insights into the complexities of
consumer decision-making in the face of greenwashing. The findings underscore the
negative impact of greenwashing on green purchase intentions and highlight the importance

of addressing information asymmetry in green marketing for sustainable development.

Krafft and Saito (2014) studied greenwashing, where companies use misleading
environmental claims in ads to attract eco-conscious consumers. Their research was inspired
by Swedish consumers' growing environmental awareness and demand for green products.
The study aimed to see how greenwashed ads affect consumer perceptions of deception,
attitudes towards the ad, and purchase intentions. Using a quantitative method and an
experimental design, they found that greenwashed ads increased consumers' purchase
intentions but did not change their feelings towards the ads. This suggests that consumers'

desire to appear eco-friendly may outweigh their scrutiny of companies’ claims. Without
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strong marketing laws or well-informed consumers, companies have little reason to stop

greenwashing.

The characteristics of Generation X and Generation Y (Millennials) significantly influence
their attitudes towards sustainable fashion. Generation X, born between the early 1960s and
early 1980s, tends to value durability, longevity, and timeless styles in fashion. They are also
more skeptical and pragmatic in their purchasing decisions (Ng et al., 2019). On the other
hand, Generation Y, born between the early 1980s and early 2000s, is known for valuing
innovation, technology, and social responsibility. This generation is more likely to support
brands that demonstrate a commitment to sustainability and ethical practices (Huddart
Kennedy et al., 2019).

The fashion industry is a major polluter, but it also has great potential for improvement.
Consumers play a key role, and their actions are closely linked to those of businesses. Pereira
et al. (2021) conducted interviews to understand consumer attitudes towards sustainability
in fashion. They found that while many consumers recognize the importance of
sustainability, this does not always translate into their buying habits. A lack of education,
information, and transparency are major barriers. Businesses should focus on educating

consumers about sustainability to help them make better choices in the future.

Recent advancements in technology are helping the fashion industry become more
sustainable. Ikram (2022) discusses how new technologies reduce waste through better
materials, products, and customer experiences. Environmentally conscious companies are
making significant changes to extend product life and use fewer resources. These

advancements are crucial for reducing waste and promoting a green economy.

Federiko (2022) studied Finnish consumer attitudes towards sustainable fashion. Using an
online questionnaire, the research aimed to assess interest and awareness of the negative
impacts of fashion. The study found that while Finnish consumers are interested in
sustainable fashion and aware of its impacts, this awareness does not always influence their

buying decisions.

Consumers are increasingly concerned about the social implications of their fashion choices,
particularly human rights violations in factories (Lundblad and Davies, 2015). Many
consumers are willing to pay more for environmentally friendly products (Pereira et al.

2021). Key factors influencing sustainable fashion consumption include social justice,
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equality, and environmental support (Bianchi and Gonzalez, 2021). Internal factors like
knowledge and values, as well as external factors like high prices and limited options, shape

consumer behavior (Bly et al. (2015).

Ethical consumers consider the broader impact of their purchases on people, animals, and
the environment. Domingos, Vale, and Faria (2022) found that ethical considerations often
diminish at the time of purchase. Consumers with strong values and sustainability
knowledge are more likely to buy sustainable fashion (McKeown & Shearer, 2019).
Greenwashing, green consumer confusion, and green trust were examined in Chen, Y. S., &
Chang, C. H. (2013). The study examined how these variables affected customer purchase
decisions. Their research revealed that consumers' perceptions of green products were
weakened by the confusion that greenwashing caused. Buyers who were inclined to buy
products from companies they thought were greenwashing were adversely affected by this
loss of trust, especially those who were environmentally conscientious. The research
findings are relevant to understanding the potential negative reactions of Generation X and
Generation Y consumers to greenwashing in the fashion sector, as they have concern for
sustainability. According to Chen and Chang (2013), there was a notable decrease in the
purchase intentions of these generations because of the loss of trust. They may have opted

to boycott or move to brands that are more transparent.

The causes of greenwashing and how it affects consumer behavior were thoroughly
examined by Delmas and Burbano (2011). There is a growing demand for sustainable
products, and while corporations may have used greenwashing to respond to this desire, they
contended that this tactic frequently backfired by undermining customer trust and
heightening mistrust. According to their findings, environmentally conscious and critical
generations like Generation X and Y were especially likely to recognize greenwashing and
make unfavorable purchasing judgments since they were more likely to be
environmentalists. Delmas and Burbano (2011) highlighted the potential long-term
consequences for brands involved in greenwashing, as disgruntled customers would
probably tell others about their bad experiences, thus causing more harm to the brand's

image.

Greenwashing's effects on corporate social responsibility (CSR) were examined in a review
of the literature by Gatti, Seele, and Rademacher (2019). They made a point of showing how
corporate credibility was damaged by greenwashing, and that trust from customers was
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badly needed. Because consumers of Generation X and Generation Y were increasingly
looking for companies that matched their ideals, the study was especially pertinent in the
context of the fashion sector. These customers frequently experienced a major loss of trust
when they witnessed greenwashing, which had an impact on both their brand loyalty and
their decision to make a purchase. The detrimental effects of greenwashing were highlighted

by this review as the necessity of authenticity in CSR programs (Gatti et al., 2019).

Halverson, R. (2018) examined the effects of greenwashing on consumer perceptions and
trust, with a particular focus on younger consumers. The results showed that although
greenwashing may have enticed customers who were initially shopping for sustainable
items, once the deception was discovered, it eventually resulted in a loss of confidence.
Given their great devotion to social and environmental problems, Generation Y customers
were particularly at risk of feeling deceived by greenwashing, therefore this was very

important to them.

Horiuchi et al. (2009) provided practical guidelines for businesses to avoid greenwashing
and maintain consumer trust. To prevent misleading consumers, the writers underlined the
need for open and honest communication on environmental policies. Companies aiming for
Generation X and Generation Y, who were more astute and dubious of marketing assertions,
especially found this crucial. According to the study, brands might have encouraged long-
term loyalty among these consumers, who were more inclined to make repeat purchases
from brands they trusted, by avoiding greenwashing and developing real trust (Horiuchi et
al., 2009).

Kim and Lyon (2015) examined the effects of greenwashing on consumer behavior. The
study showed how greenwashing seriously eroded consumer confidence, especially among
those who were dedicated to buying ecologically friendly products. Greenwashing caused a
reaction against the company, therefore lowering the possibility of purchase for Generation
X and Generation Y consumers, who were frequently more knowledgeable and
environmentally conscious. The paper underlined in sustainability marketing the need for

open and honest communication (Kim and Lyon, 2015).

Laufer (2003) examined the broader concept of corporate social responsibility (CSR) and
how greenwashing undermined consumer trust. The results implied that those who noticed

greenwashing were probably going to see the brand as dishonest, which would affect their
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next purchase choice. Generation X and Generation Y, who were more likely to be aware of
and worried about business ethics, particularly found this pertinent. The research underlined
the dangers of greenwashing in the fashion sector, in which consumers were progressively

looking for companies whose values matched theirs (Laufer, 2003).

Nyilasi et al. (2014) explored the effects of green marketing and greenwashing on consumer
perceptions. They discovered that greenwashing had the opposite effect of green marketing,
which might have improved views of environmental and product quality, therefore fostering
unfavorable sentiments and lower trust. Greenwashing had a big influence on customers
from Generation X and Generation Y, who were more willing to review environmental
claims, about what they bought. This created a taste for more honest and open branding
(Nyilasy et al., 2014).

Siano et al. (2017) investigated the aftermath of the Volkswagen emissions scandal to
understand the broader implications of greenwashing on consumer trust and behavior. The
results showed that greenwashing seriously affected customer confidence, especially for
those who gave sustainability top priority when making purchases. For Generation X and
Generation Y, who were growingly worried about environmental problems, such scandals

resulted in a notable drop in brand loyalty and purchase intentions (Siano et al., 2017).

Gupta and Ogden (2009) aimed to explore consumer skepticism towards corporate social
responsibility (CSR) claims and how this skepticism influences their purchasing decisions,
particularly with a focus on green marketing and sustainability claims. The researchers
selected Generation X consumers using a gquantitative survey approach, and then gauged
their opinions on past awareness of greenwashing and green marketing. They used cognitive
dissonance theory to explain the discrepancy between sustainable interests and the refusal to
buy from enterprises motivated by green marketing. According to their results, Gen X
consumers show more mistrust of CSR claims since they have seen false greenwashing
techniques in the past. Even if people show interest in sustainable practices, this mistrust
greatly lowers their likelihood of buying goods from companies claiming sustainability
(Gupta and Ogden, 2009). The study underlines the need for sincere, open sustainability

statements to regain confidence among dubious consumers.

Yadav and Pathak (2017) explored the determinants of green purchase behavior, with a focus

on the role of consumer trust. Greenwashing, they discovered, undermined trust, a crucial
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component in guiding environmentally friendly buying choices. Greenwashing drastically
reduced purchase intentions for Generation X and Generation Y consumers, who were more
prone to hunt for brands that matched their values. The research underlined the need of
keeping customer confidence to enable the rising demand for sustainable fashion (Yadav
and Pathak, 2017).

Nyilasy et. al (2014) conducted a study to assess how greenwashing influences consumer
attitudes and behavior, particularly among younger generations such as Gen Y. Respondents
were given various kinds of green ads—both real and fake—as part of an experimental
design and asked to document their emotional responses and intended purchases. Using
attribution theory, this paper sought to explain how customers credit or blame businesses for
their environmental initiatives. Particularly for Generation Y customers, the authors
discovered that greenwashing causes negative emotions including disappointment and
betrayal, which therefore reduces brand trust and purchase intentions. Many of the
participants claimed they would deliberately avoid brands they thought to be greenwashing,
therefore these emotional reactions were found to create long-term damage to brand equity
(Nyilasy et al., 2014).

Delmas and Burbano (2011) explored the motivations behind corporate greenwashing and
its impact on consumer trust. They carried out a qualitative study through in-depth interviews
with CEOs from different sectors that typically participate in corporate social responsibility.
Their research was based on institutional theory, which holds that companies feel outside
pressure to fit society's standards and resort to greenwashing as a shortcut. Their studies
revealed that, especially with educated customers from Generations X and Y, greenwashing
threatens long-term disadvantages even if it can offer temporary benefits. Familiar with
sustainability trends, these consumers are more likely to spot greenwashing, which causes
mistrust and reduces brand loyalty and confidence. Their research highlights the need for
institutional pressure in forming CSR initiatives, but it also cautions of the reaction when

these initiatives are fake (Delmas and Burbano, 2011).

Chen and Chang (2013) focused on the part perceived risk plays in moderating consumer
misunderstanding and trust as they investigated how greenwashing affects these interactions.
They gathered environmentally concerned individuals interested in green items using a
survey-based technique. Built on the theory of planned behavior (TPB), which holds that
consumer behavior is led by intentions impacted by attitudes, subjective standards, and
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perceived behavioral control, their theoretical framework was Their results showed that
greenwashing raises consumer uncertainty and perceived risk, therefore erasing confidence
in green brands. Generally, more aware of environmental issues, Gen X and Gen Y
consumers were demonstrated to be most impacted by this perceived risk, therefore lowering
their chance of purchase (Chen and Chang, 2013).

Siano et al. (2017) conducted a case study analysis of the Volkswagen emissions scandal to
investigate how greenwashing affects consumer trust, particularly in the automotive
industry. The study sought to investigate how unethical behavior like greenwashing might
cause consumer trust and loyalty to break down using corporate reputation theory. Their
approach comprised a content analysis of customer comments and social media reactions
following the crisis. Gen Y customers, who give ethical and sustainable behaviors top
priority, answered with great mistrust and a clear drop in purchase intentions, they
discovered. Trust was lost not just for Volkswagen but also for other automakers thought to

have comparable policies (Siano et al., 2017).

Horiuchi et al. (2009) sought to give companies doable rules to stop greenwashing and keep
customer confidence intact. The writers examined businesses that had effectively applied
open CSR communication techniques using a qualitative case study approach. Their study's
theoretical foundation, which holds that companies must satisfy the needs of several
stakeholders including consumers to thrive, was stakeholder theory. Their results underlined
how organizations aiming at Gen X and Gen Y consumers should give sustainability's
openness top priority to prevent cynicism. Both generations were shown to be quite skilled
in spotting greenwashing, which may seriously erode long-term loyalty and trust (Horiuchi
etal., 2009).

Kim and Lyon (2015) investigated customer trust and purchase intentions in relation to
greenwashing. Applying signalling theory to explain how businesses express their
sustainability efforts, they combined content analysis with experimental surveys. Their
findings suggest that greenwashing substantially undermines consumer confidence,
particularly among Gen Y customers who are more sensitive to contradicting company
behavior. When a company's sustainability communication shows dishonesty, these

customers are more likely to abandon their loyalty and buy intentions (Kim and Lyon, 2015).
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Gatti et al. (2019) conducted a comprehensive review of greenwashing research and its
implications for CSR, examining how these practices affect consumer perceptions and trust.
Emphasizing that greenwashing not only reduces a company's credibility but also has long-
term effects on brand loyalty, especially among Gen X and Gen Y consumers, they
underlined using CSR theory These customers discovered that their growing mistrust of
businesses failing to show real sustainability initiatives results in a marked drop in purchase
intentions. Their study emphasizes in CSR projects the need for openness and responsibility
(Gatti et al., 2019).

A McKinsey Report (2023) conducted a global survey focusing on consumer trust in eco-
friendly claims, with a special emphasis on younger generations, including Gen Z and Gen
Z consumers showed a significant decline in trust toward brands making eco-friendly claims.
According to the paper using consumer behavior theory, 88% of Gen Z consumers who cross
with younger Gen Y segments show mistrust of sustainability claims. Their search for brands
offering clear, verifiable sustainability information was motivated in most part by exposure
to greenwashing. Surveying over 10,000 people worldwide, the study used quantitative
techniques and found that customers were more likely to trust firms that included data-
backed sustainability programs than those with merely advertising promises. The results
revealed a rising trend among Gen Z and younger Gen Y consumers to give authenticity and
responsibility top priority, hence trust becomes a major factor influencing their purchase
decisions (McKinsey, 2023).

Taufique et al. (2017) conducted a study examining the role of environmental knowledge
and green advertising skepticism on green purchase intentions. The study used a survey-
based approach with Gen Y consumers, indicating that environmental understanding
lessened the impact of greenwashing and raised the possibility of green purchases. The
theory of reasoned action (TRA) helped the writers to comprehend how environmental
knowledge shapes attitudes that in turn affect consumer behavior. Higher degrees of mistrust
in green advertising were linked, they discovered, to earlier experiences of greenwashing,
which resulted in mistrust and reduced purchase intentions even among Gen Y. The paper
stresses the need to teach consumers to boost their resistance against greenwashing strategies
(Taufique et al., 2017).

Testa et al. (2015) explored the impact of greenwashing on customer loyalty by surveying

both Gen X and Gen Y consumers in Italy. Using a mixed-method approach comprising
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quantitative polls and qualitative interviews, they discovered that although Gen Y is more
prone to actively reject organizations thought to be engaged in greenwashing, Gen X is more
dubious and needs more evidence before developing negative impressions. Using
relationship marketing theory, the study shows how greenwashing damages long-term
relationships with consumers, hence reducing loyalty and raising brand switching (Testa et
al., 2015).

Parguel et al. (2011) investigated the influence of greenwashing on brand equity, using a
survey-based approach with a sample of 500 Gen Y consumers in France. Using the theory
of planned behavior (TPB), the study demonstrated how negative opinions of greenwashing
compromise brand trust—a fundamental component of brand equity. Their results showed
that Gen Y respondents were less likely to suggest or buy from companies they thought to
be dishonest in their environmental statements, therefore drastically lowering brand equity
(Parguel et al., 2011).

Rahbar and Wahid (2011) examined consumer trust in eco-labels and its impact on green
purchasing behavior, using a sample of Malaysian Gen X and Gen Y consumers. Using
attribution theory, the study examined how customer decisions are influenced by trust in
outside environmentally friendly labeling. According to the results, reducing the
consequences of greenwashing depends much on the perceived trustworthiness of eco-
labels. While Gen X customers stayed more dubious, often challenging the validity of such
certificates, Gen Y consumers particularly focused more on eco-labels as a mark of trust
(Rahbar and Wahid, 2011).

Leonidou and Skarmeas (2017) studied how CSR skepticism impacts purchasing behavior,
particularly in the context of greenwashing. Based on a sample of Gen X and Gen Y
customers, their research revealed that Gen X, who has seen many corporate scandals, has
more CSR mistrust; Gen Y is more responsive to greenwashing when social media reveals
such behavior. The study uses cognitive dissonance theory to describe the psychological
discomfort consumers experience when they find contradictions between the statements and
behavior of a corporation. Reduced purchases and poor word-of-mouth are among the

avoidance actions resulting from this pain (Leonidou and Skarmeas, 2017).

De Jong, Huluba, and Beldad (2020) investigated the impact of transparency in CSR

communication on consumer trust, focusing on greenwashing in the fashion industry. Based
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on a sample of Gen X and Gen Y customers, their research revealed that Gen X, who has
seen many corporate scandals, has more CSR mistrust; Gen Y is more responsive to
greenwashing when social media reveals such behavior. The study uses cognitive dissonance
theory to describe the psychological discomfort consumers experience when they find
contradictions between the statements and behavior of a corporation. Reduced purchases and
poor word-of-mouth are among the avoidance actions resulting from this pain (Leonidou
and Skarmeas, 2017).

Kumar and Polonsky (2017) explored how perceived CSR sincerity influences trust and
purchase intentions in Generation X and Generation Y consumers. Particularly among
Generation Y, the researchers discovered through a survey-based study utilizing a structural
equation modeling (SEM) technique that perceived sincerity lacked CSR efforts resulted in
lower trust levels. With greenwashing erasing trust in both generations, they used the social
exchange theory to show how trust functions as a mediator between CSR efforts and

purchase behavior (Kumar and Polonsky, 2017).

Marin et al. (2017) examined the role of consumer identification with green brands and its
impact on green purchase intentions, focusing on the moderating effect of greenwashing.
The study using a quantitative approach with a sample of Spanish Gen Y consumers
discovered that customers who strongly connected with green companies were more likely
to overlook little greenwashing transgressions. When greenwashing was seen as overt,
though, it caused substantial disidentification and lower purchase intentions. Using identity
theory, the paper investigated how consumer self-concept shapes their reactions to

greenwashing (Marin et al., 2017).

Vanhamme and Grobben (2009) explored how corporate apologies for greenwashing affect
consumer trust restoration. They examined, among Gen X and Gen Y customers, the efficacy
of corporate apologies using experimental design. Using the attribution theory, the study
found that whilst Gen X stayed more cynical and less likely to trust the organization again,
Gen Y customers were more forgiving when a corporation admitted its mistakes and offered
reparative activities. The study emphasizes the need for openness and real apologies in

reconstructing confidence after greenwashing (Vanhamme and Grobben, 2009).

Peloza, White, and Shang (2013) conducted a meta-analysis on consumer responses to CSR

and greenwashing, focusing on trust as a mediating factor. After looking over 45 empirical
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research, they discovered that, across all age groups, perceived authenticity in CSR
initiatives results in better trust levels and purchase intentions; Gen Y shows the most notable
negative response to greenwashing. Using signaling theory, the study advised businesses to
clearly and consistently present their CSR initiatives to prevent allegations of greenwashing

and foster customer trust (Peloza et al., 2013).

In conclusion, the literature analysis highlights the significant effects of greenwashing,
especially on Generation X and Generation Y, on consumer trust and purchase behavior.
According to several studies, deceptive sustainability promises undermine customer
confidence and cause notable drops in brand loyalty and purchase intentions. The
significance of genuine and honest environmental practices is significant, especially as
young generations grow more perceptive and educated. Empirical research indicates that to
restore credibility and cultivate enduring customer loyalty, businesses must transcend flimsy
green marketing strategies and undertake authentic, substantiated sustainability initiatives.
Tackling the issue of greenwashing adds credibility to a company and satisfies consumer

need for more honest and ethical business operations.

2.3.1 Research Gap

To close important gaps in the literature on greenwashing, sustainability awareness, and
generational consumer responses, the study framework expands upon theoretical models of
consumer behavior and purchase decisions. The framework addresses the gap in
understanding how greenwashing and sustainable fashion affect consumer trust (Chen and
Chang, 2013; Delmas and Burbano, 2011). Prior research such as Pierre-Louis (2018)
demonstrated the negative effect of greenwashing on customer trust, but it did not thoroughly
investigate the ways in which different generations are impacted by this erosion of
confidence. The study methodology tackles this gap by combining the traits of Generations
X and Y and connecting their specific values such as innovation for Generation Y and
durability for Generation X relating with their purchasing decisions (Huddart Kennedy et
al., 2019; Ng et al., 2019).

The model includes the Trust-Based Rational Action Model by Mayer et al. (1995) and the
Theory of Planned Behavior by Ajzen (1991) to explain how greenwashing changes
customer behavior relating to loss of trust. The importance of sustainability consciousness
has been highlighted in the literature (Adamkiewicz et al., 2022), but empirical research

analyzing the cognitive dissonance between awareness and buying decisions is lacking. The
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study fills that gap by demonstrating how greenwashing impedes the steps of the decision-
making process described by Engel et al. (1968) by considering the perspective and
experience of Generation X and Y with greenwashing and sustainable fashion. Furthermore,
the study adds to our knowledge of how businesses’ use of green marketing can either build
or destroy trust with environmentally concerned generations (Nyilasi et al., 2014; Siano et
al., 2017). Although studies such as those conducted by Krafft and Saito (2014) indicated
that greenwashed advertisements boosted purchase intentions even with dishonesty, the new
example suggests that this effect differs between generations. This analysis fills the gap in
previous studies, which have predominantly focused on either one generation or generalized
consumer behavior without dissecting the intricacies of how trust and sustainability claims
vary by age group. The findings will offer valuable insights for fashion brands looking to
align their marketing strategies with the sustainability values of Generation X and Y
consumers, ultimately contributing to a deeper understanding of how trust mediates their

purchase decisions in response to greenwashing.

Hence, this study closes the gap left by earlier research, which primarily concentrated on a
single generation or broad consumer behavior without analyzing the subtle differences in
trust and sustainability claims among age groups. The results will be helpful for fashion
manufacturers who want to match the sustainability principles of Generation X and Y
consumers with their marketing tactics. They will also help us understand how trust

influences consumers' decisions to buy in reaction to greenwashing.

2.3.2 Summary of Literature Review

Several research investigating the effects of greenwashing on customer trust and purchase
behavior are summarized in this overview of the literature, with an emphasis on Generation
X and Generation Y. While ethical and sustainable marketing strategies are important, the
research shows that the pervasiveness of greenwashing or misleading consumers about

environmental claims has damaged consumer faith in these generations.
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Author(s) Objective Methodology Findings

Gordon and | Examine the historical evolution of | Historical analysis of fashion industry | The fashion industry has progressively shifted focus from

Hill (2019) | environmental concerns in the fashion | trends. aesthetics to sustainability, reflecting growing environmental
industry. concerns.

Pierre- Define greenwashing and its impact on | Qualitative analysis of greenwashing | Greenwashing is when companies falsely present themselves as

Louis consumer perceptions. practices and consumer responses. environmentally friendly, affecting consumer trust and decision-

(2018) making.

Brundtland | Define sustainability in the context of the | Conceptual framework from the | Sustainability involves integrating environmental, social, and

Commissio | fashion industry. Brundtland Report. economic considerations in business practices.

n (1987)

Lu et al, | Investigate consumer perceptions of | Empirical study focusing on consumer | Greenwashing negatively impacts consumers' green purchase

(2022) greenwashing in fast fashion and its | surveys and experimental analysis. intentions; addressing information asymmetry is crucial for
impact on green purchase intentions. sustainable development.

Adamkiewi | Explore the risks of greenwashing and its | Detailed examination of sustainability | Greenwashing erodes consumer trust; the shift towards circular

cz et al., | impact on consumer trust in the fashion | challenges and greenwashing effects. economy principles is necessary for genuine sustainability.

(2022) industry.
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Krafft and

Assess the impact of greenwashed

Quantitative study with experimental

Greenwashed ads increase purchase intentions but do not alter

Saito (2014) | advertisements on consumer perceptions | design. consumer attitudes toward the ads; regulatory measures are
and behavior. needed.

Ng et al, | Analyze the influence of generational | Literature review and analysis of | Generation X values durability and longevity, while Generation Y

(2019) characteristics on sustainable fashion | generational differences in fashion | is more inclined towards innovation and social responsibility.
attitudes. values.

Huddart Investigate how Generation Y supports | Survey-based study on Millennial | Generation Y supports brands that show commitment to

Kennedy et | brands committed to sustainability. consumer preferences. sustainability and ethical practices.

al., (2019)

Pereira et | Understand consumer attitudes towards | Interviews and qualitative analysis of | Consumers recognize the importance of sustainability but face

al., (2021) sustainability in fashion and the barriersto | consumer attitudes. barriers such as lack of education, information, and transparency.
adoption.

Ikram Examine how technological | Review of technological innovations | New technologies help reduce waste and extend product life,

(2022) advancements contribute to sustainable | and their impact on fashion | crucial for promoting a green economy.
practices in fashion. sustainability.

Federiko Assess  Finnish  consumer attitudes | Online questionnaire survey of Finnish | Finnish consumers are interested in sustainable fashion, but this

(2022) towards sustainable fashion and their | consumers. awareness does not always translate into purchasing behavior.

impact on purchasing decisions.
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Lundblad Explore consumer concerns about human | Qualitative study on consumer attitudes | Consumers are increasingly concerned about social implications,
and Davies | rights violations in the fashion industry. towards ethical fashion practices. including human rights in factories.

(2015)

Bianchi and | Investigate factors influencing sustainable | Literature review on social justice, | Key factors include social justice, equality, and environmental
Gonzalez fashion consumption. equality, and environmental support in | support; internal and external factors shape consumer behavior.
(2021) fashion.

Bly, Study the internal and external factors | Comprehensive review of consumer | Internal factors like knowledge and values, and external factors
Gwozdz affecting consumer behavior towards | behavior studies. like price and availability, influence sustainable fashion
and Reisch | sustainable fashion. consumption.

(2015)

Domingos Examine how ethical considerations | Empirical study focusing on consumer | Ethical considerations often diminish at the time of purchase;
et al., | impact consumer purchasing decisions. behavior during the purchase process. consumers with strong values and knowledge are more likely to
(2022) buy sustainably.

McKeown Investigate the role of values and | Survey-based study onconsumer values | Consumers with strong values and sustainability knowledge are

and Shearer

sustainability knowledge in sustainable

and purchasing behaviors.

more likely to choose sustainable fashion options.

(2019) fashion purchases.
Chen and | Explore the relationship  between | Empirical study examining consumer | Greenwashing creates confusion and undermines trust in green
Chang greenwashing, green consumer confusion, | perceptions and trust through surveys | products, affecting purchase intentions, especially among

(2013)

and green trust.

and analysis.

environmentally conscious consumers.
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Delmas and | Analyze the drivers and impacts of | Comprehensive review of | Greenwashing negatively affects consumer trust and increases
Burbano greenwashing on consumer behavior. greenwashing practices and their effects | suspicion, particularly among critical and well-informed
(2011) on consumer trust. consumers.
Gatti et al., | Review literature on greenwashing and its | Literature review on the impact of | Greenwashing diminishes corporate credibility and consumer trust,
(2019) implications  for  corporate  social | greenwashing on corporate credibility | affecting purchase decisions and brand loyalty.
responsibility (CSR). and CSR.
Halverson Examine the effects of greenwashing on | Empirical study on the impact of | Greenwashing initially attracts but ultimately leads to a loss of
(2018) consumer perceptions and trust, focusing | greenwashing on trust among younger | trust, particularly among Generation Y consumers committed to
on younger consumers. consumers. social and environmental causes.
Horiuchi et | Provide guidelines for businesses to avoid | Practical guidelines and | Clear and transparent communication about sustainability is
al., (2009) greenwashing and maintain consumer | recommendations for businesses. crucial to avoid greenwashing and build long-term consumer trust.
trust.
Kim  and | Investigate the effects of greenwashing on | Empirical study focusing on the | Greenwashing undermines consumer trust, leading to backlash and
Lyon consumer behavior. relationship between greenwashing and | reduced purchase likelihood, particularly among informed
(2015) consumer trust. consumers.
Laufer Explore how greenwashing impacts | Literature review on CSR and the | Greenwashing leads to perceptions of dishonesty and negatively
(2003) consumer trust and behavior in the context | effects of greenwashing. impacts purchase decisions, especially among consumers

of CSR.

concerned with corporate ethics.
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Nyilasy et | Examine the effects of green marketing | Empirical study on consumer attitudes | Green marketing can enhance perceptions, but greenwashing leads

al., (2014) and greenwashing on  consumer | towards green  marketing and | to negative attitudes and decreased trust, affecting purchase
perceptions. greenwashing. decisions.

Siano et al., | Investigate ~ the  implications  of | Case study of the Volkswagen | Greenwashing has severe repercussions for consumer trust, leading

(2017) greenwashing following the Volkswagen | emissions scandal and its effects on | to a decline in brand loyalty and purchase intentions, especially
emissions scandal. consumer trust. among sustainability-focused consumers.

Yadav and | Explore the determinants of green | Empirical study on the role of trust in | Greenwashing erodes trust, significantly decreasing purchase

Pathak purchase behavior, focusing on consumer | green purchase behavior. intentions among consumers who seek alignment with their values.

(2017) trust.

Gupta and | Explore consumer skepticism towards | Quantitative survey with Generation X | Gen X consumers exhibit higher distrust towards CSR claims due

Ogden CSR claims and its influence on | consumers; applied cognitive | to past greenwashing experiences, reducing their likelihood of

(2009) purchasing decisions. dissonance theory. purchasing.

Nyilasy et | Assess how greenwashing influences | Experimental design with green | Greenwashing generates negative emotions and decreases brand

al., (2014) consumer attitudes and behavior, | advertisements; used attribution theory. | trust and purchase intentions among Gen Y consumers.
particularly Gen Y.

Delmas and | Explore motivations behind greenwashing | Qualitative study with executive | Greenwashing poses long-term risks and increases skepticism

Burbano and its impact on consumer trust. interviews; grounded in institutional | among informed consumers from Gen X and Y.

(2011) theory.
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Chen and | Examine how greenwashing impacts | Survey-based study using theory of | Greenwashing increases confusion and perceived risk, leading to
Chang consumer confusion and trust. planned behavior (TPB). diminished trust and reduced purchase likelihood among Gen X
(2013) and Y.
Siano et al., | Investigate the impact of greenwashing | Content analysis of consumer feedback | Greenwashing leads to significant distrust and reduced purchase
(2017) using the Volkswagen emissions scandal | and social media responses; applied | intentions, particularly among Gen Y consumers.
as a case study. corporate reputation theory.
Horiuchi et | Provide practical guidelines to prevent | Qualitative case study analysis of | Transparency is crucial to avoid skepticism; both Gen X and Gen
al., (2009) greenwashing and maintain consumer | successful CSR communication | Y are adept at identifying greenwashing, impacting long-term
trust. strategies; used stakeholder theory. loyalty.
Kim  and | Study the effects of greenwashing on | Experimental surveys and content | Greenwashing undermines consumer trust, especially among Gen
Lyon consumer trust and purchase intentions. analysis; applied signaling theory. Y, who are sensitive to inconsistent sustainability communication.
(2015)
Gatti et al., | Review greenwashing research and its | Comprehensive review using CSR | Greenwashing diminishes credibility and affects brand loyalty,
(2019) implications for CSR. theory. especially among Gen X and Gen Y consumers.
McKinsey Survey consumer trust in eco-friendly | Global survey with over 10,000 | Significant decline in trust towards eco-friendly claims, with Gen
Report claims, focusing on younger generations. | participants; applied consumer behavior | Z and younger Gen Y seeking transparent and data-backed

(2023)

theory.

information.
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Taufique et | Examine the role of environmental | Survey-based study with Gen Y | Environmental knowledge mitigates greenwashing effects;

al., (2017) knowledge and green advertising | consumers; used theory of reasoned | skepticism linked to past greenwashing experiences leads to lower
skepticism on green purchase intentions. | action (TRA). purchase intentions.

Testa et al., | Explore the impact of greenwashing on | Mixed-method approach of surveys and | Gen Y is more likely to disengage from greenwashing brands,

(2015) customer loyalty among Gen X and Gen | interviews. while Gen X is more skeptical and requires more proof before
Y. negative opinions are formed.

Parguel et | Investigate the influence of greenwashing | Survey-based approach; used theory of | Exposure to greenwashing significantly reduces brand equity, with

al., (2011) on brand equity among Gen Y consumers. | planned behavior (TPB). a lower willingness to recommend or purchase from deceptive

brands.

Rahbar and | Examine the impact of trust in eco-labels | Survey-based study with Malaysian | Perceived credibility of eco-labels mitigates greenwashing effects;

Wahid on green purchasing behavior. Gen X and Gen Y consumers; applied | Gen Y places a higher emphasis on eco-labels compared to Gen X.

(2011) attribution theory.

Leonidou Study how CSR skepticism impacts | Survey with Gen X and Gen Y; applied | CSR skepticism is higher among Gen X; Gen Y reacts more to

and purchasing behavior in the context of | cognitive dissonance theory. greenwashing exposed via social media, leading to reduced

Skarmeas greenwashing. purchases and negative word-of-mouth.

(2017)

De Jong et | Investigate the impact of transparency in | Content analysis and surveys with Gen | Transparency fosters higher trust; lack of transparency increases

al., (2020) CSR communication on consumer trust, | X and Gen Y; applied stakeholder | skepticism, especially among Gen Y consumers.

focusing on greenwashing.

theory.
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Kumar and | Explore how perceived CSR sincerity | Survey-based study using structural | Perceived insincerity in CSR efforts lowers trust, particularly

Polonsky influences trust and purchase intentions. equation modeling (SEM); applied | among Gen Y; greenwashing erodes trust in both generations.

(2017) social exchange theory.

Marin et al., | Examine the role of consumer | Quantitative study with Spanish Gen Y | Strong identification with green brands leads to overlooking minor

(2017) identification with green brands and its | consumers; used identity theory. greenwashing infractions, but blatant greenwashing reduces
impact on purchase intentions. purchase intentions.

Vanhamme | Explore how corporate apologies for | Experimental design with Gen X and | Gen Y is more forgiving with sincere apologies, while Gen X

and greenwashing affect consumer trust | Gen Y; applied attribution theory. remains cynical; transparency and sincere apologies are crucial for

Grobben restoration. trust restoration.

(2009)

Peloza et | Conduct a meta-analysis on consumer | Meta-analysis of 45 studies; applied | Authentic CSR efforts lead to higher trust and purchase intentions;

al., (2013) responses to CSR and greenwashing, | signaling theory. Gen Y shows the most significant negative response to

focusing on trust.

greenwashing.
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3. Methodology

This section includes research design, data collection, data analysis, ethical consideration,

and reliability and validity of the research.
3.1 Research Design

The study employs a qualitative methodology, using interviews to explore the perspectives
and reactions of individuals from two different generations: Generation X and Generation
Y. This method allows for a detailed understanding of personal experiences and attitudes
(Creswell, 2013). Purposive sampling, also referred to as judgment sampling, is a method
where participants are deliberately chosen because of their qualities (Bernard, 2002). In
essence, it identifies the needed information and seeks out individuals who have the
knowledge or experience to provide knowledge and are willing to do so (Patton, 2002). The
study includes eight participants from each generation, who can provide relevant
information. In this case, respondents were selected because they had a basic understanding

of greenwashing and sustainability. The selection criteria were based on the following:

e Awareness of Sustainability: Participants needed to demonstrate some level of
knowledge about sustainable fashion practices.

e Experience with Greenwashing: Individuals who had encountered or heard of
greenwashing practices were preferred, as their insights would provide a deeper
understanding of how such practices influence purchasing decisions.

e Generation Identification: Respondents were required to belong to either Generation
X or Generation Y, aligning with the study's focus on the attitudes and behaviors of

these two generational cohorts.

Before participation, informed consent was obtained from everyone, explaining the purpose
of the study, and assuring confidentiality. This process was designed to adhere to ethical
research standards, including the protection of participant privacy and the voluntary nature
of involvement (Bryman, 2016). By securing informed consent, the study maintained the

necessary ethical rigor expected in qualitative research.



38

3.2 Data Collection

The use of interviews allows for a comprehensive examination of attitudes. Interviews are a
common data collection method in qualitative research because they provide detailed and
nuanced insights. This method is particularly effective in qualitative research because it
provides rich, nuanced insights into participants' thoughts and experiences (Kvale, 2007).
By allowing participants to express themselves freely, interviews can explore beliefs and

motivations.

Data was collected from Finnish participants belonging to Generation X and Generation Y.
This diversity includes variations in gender, socioeconomic status, education levels, and
professional fields. The participants were requested to participate in the interview. Each
interview followed a structured format which ensured that key issues were addressed
(Patton, 2002). The interviews were conducted in person and via video calls depending on
the participants' preferences and availability. Each session lasted around 30 minutes
providing sufficient time for participants to elaborate on their views. The transcripts were
anonymized to protect participants' identities. Each participant was assigned a unique code,
and any identifying information was removed from the transcripts. The 16 participants in the
study were identified as Participants 1 through 16. Participants 1 to 8 belong to Generation

X, while Generation Y is represented by Participants 9 to 16.
3.3 Data Analysis

The qualitative data obtained from the interviews underwent thematic analysis. Thematic
analysis is acommon method in qualitative research for identifying, analyzing, and reporting
patterns (themes) within data (Braun and Clarke, 2006). It offers a systematic approach to
coding and interpreting qualitative data, making it suitable for exploring complex issues like

greenwashing in the fashion industry.
Steps involved in Thematic Analysis include:

Familiarization with the Data: The first step involved immersing in the data by reading and
re-reading the interview transcripts. This stage is crucial for gaining a deep understanding

of the content and context of the interviews (Braun and Clarke, 2006).

Generating Initial Codes: This step involves systematically coding interesting features of the

data across the entire dataset. Coding involves labelling segments of data that appear relevant
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to the research questions. Each code represents a specific feature of the data, and multiple

codes can be assigned to the same segment if necessary (Braun and Clarke, 2006).

Searching for Themes: After coding the data, the codes are examined to identify broader
patterns or themes. Themes are coherent and meaningful patterns in the data that are directly
relevant to the research questions. This step involves organizing codes into potential themes

and collated relevant data extracts for each theme (Braun and Clarke, 2006).

Defining and Naming Themes: This step involved refining the themes to ensure they
accurately represent the data. Reviewing all the collated extracts for each theme and
considered whether they formed a coherent pattern. Themes that did not have enough
supporting data or were too diverse were either reworked or discarded (Braun and Clarke,
2006).

Producing the Report: The final step involved writing up the findings and then providing a
detailed account of each theme, supported by data extracts that illustrate the patterns
identified. This narrative helps to present a compelling story of the data, linking back to the

research questions and literature (Braun and Clarke, 2006).

Thematic analysis was chosen for this study because it is flexible and allows for a rich,
detailed, and complex account of data. It is particularly useful for exploring participants'
perceptions and experiences. Braun and Clarke (2006) emphasize that thematic analysis is a
foundational method for qualitative analysis, providing the core skills for conducting many
other forms of qualitative analysis. Its flexibility allows it to be used across different
theoretical and epistemological approaches, making it adaptable to the needs of various

research projects.
3.4 Ethical Consideration

The study followed ethical standards by obtaining informed consent from participants,
guaranteeing confidentiality and anonymity, and providing the option to withdraw.
Participants agreed to have their interviews recorded, ensuring accurate data capture without

interruptions. These recordings were transcribed word-for-word to assist in detailed analysis.
3.5 Reliability and Validity

Reliability and validity are essential for ensuring the credibility of research findings.

Reliability refers to the consistency of measurements or data, while validity pertains to the
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accuracy of the findings (Trochim, 2006). In this study, reliability was maintained through
rigorous data collection and analysis methods, such as standardized interview protocols and
systematic coding during thematic analysis. To enhance validity, several strategies were
employed. Triangulation, which involves gathering data from multiple sources and using
various methods, was utilized to verify findings (Creswell and Creswell, 2017). Peer review,
where preliminary findings are shared with participants to verify accuracy was utilized
(Lincoln and Guba, 1985; Creswell and Creswell, 2017). By employing these reliability and

validity measures, the study aimed to produce credible and accurate findings.
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4. Data Analysis

During the data analysis phase of this study, a thorough evaluation was carried out to extract
useful insights from the obtained data about customer attitudes and behaviors toward
sustainable fashion methods. Thematic analysis and frequency distribution emerged as the
key analytical tools for identifying patterns, trends, and common themes in the collection.
Thematic analysis enabled the identification and study of recurring themes, attitudes, and
concepts in qualitative data, resulting in an improved comprehension of participants'

viewpoints.
Age Group of the Interviewees

Data analyses show a balanced spread of interview participants across different age groups.
Most of the participants fall between 23 and 55 years old. This indicates a diverse
representation, offering a comprehensive insight into public attitudes towards sustainable

fashion.

Age Group
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Figure 2: Age of Interview Participants

Figure 2 shows the distribution of interview participants by age group. The largest groups
are those aged 26 to 40 and 41 to 50, with five participants each. Participants aged below
25 and those aged 51 and above each have three participants. Overall, the sample is evenly

spread across the different age categories.
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Gender of the Interview Participants

The gender of the interview participants has been classified into male and female. The figure
is demonstrated below

Gender
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Figure 3: Gender of Interview Participants

Figure 3 depicts that male constituted most of the sample, comprising nine participants and
females accounted for seven. While the study did not focus extensively on age and gender,

these demographic details offer valuable insights into the composition of the participant
group.
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Generation of Interview Participants

Generation
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Figure 4: Generation of Interview Participants

The interview participants were categorized into two generations: Generation X and
Generation Y. Figure 4 shows that both Generation X and Generation Y participants are
evenly distributed, each comprising 8 individuals out of the total sample. This balanced
representation ensures that the study encompasses viewpoints from both Generation X and

Generation Y.

Awareness of Sustainable Fashion Practices
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Figure 5: Awareness of Sustainable Fashion Practices
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Figure 5 displays the distribution of interview participants' self-rated awareness of
sustainable fashion practices. A notable portion of participants indicated a high level of
awareness, with 7 participants rating their awareness as high. 3 participants rated their
awareness as very high, totalling 10 participants who reported high or very high awareness.
On the other hand, 2 participants rated their awareness as low, and 4 participants had a
neutral stance. No participants rated their awareness as very low. This distribution
demonstrates that most of the participants possess a considerable level of awareness of

sustainable fashion practices.

Awareness of Greenwashing
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Figure 6: Awareness of Greenwashing

Figure 6 depicts the interview participants' awareness of greenwashing, with all participants
(100%) indicating some level of awareness about sustainable fashion techniques. More
specifically, 8 participants (50%) explicitly answered Yes to awareness, while the remaining

8 participants (50%) acknowledged some awareness.

This result highlights a positive trend, suggesting that all participants possess at least some
degree of awareness regarding sustainable fashion techniques. Consumer awareness plays a
pivotal role in fostering environmentally and socially responsible consumption behaviors in

the fashion industry.
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Factors Influencing Fashion Clothes Purchase Decision

Price 9 (56.3%)

Brand Reputation 11 (68.8%)

Style and Design 12 (75%)

Ethical and Sustainable Practices 6 (37.5%)

Celebirty Endorsement 5(31.3%)

0.0 2.5 5.0 7.5 10.0 12.5

Figure 7: Factors influencing purchase decisions

Figure 7 depicts the factors influencing the purchase decisions of the 16 people interviewed.
Style and design emerged as the most influential factor, with 12 participants (75%)
considering it. Brand reputation was closely followed, with 11 participants (68.8%) taking
it into account. Price was also significant, with 9 participants (56.3%) noting its importance.
Additionally, ethical, and sustainable practices were preferred by six participants (37.5%),
indicating a growing awareness of environmental and ethical issues in fashion consumption.
Conversely, celebrity endorsement was the least influential factor, as it had just 5
participants (31.3%). This sheds light on the complexity of consumer decision-making
processes in fashion purchases. While style, brand recognition, and price remain paramount,
a notable portion of the interview participants prioritize ethical and environmental
considerations. This suggests a potential shift towards more conscientious consumption

patterns within the fashion industry.
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Likeliness to choose Sustainable Fashion
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Figure 8: Likeliness to choose sustainable fashion

The bar graph presented in Figure 8 indicates the interview participants' likelihood of
choosing environmentally friendly and ethical fashion options when prices are similar to
regular fashion choices, rated on a scale of 1 to 5. In these circumstances, most participants
(62.5% of the total sample) expressed a positive inclination towards ecologically friendly
and ethical fashion options. Specifically, 10 participants (62.5%) indicated a likelihood of
choosing such options, while 2 participants (12.5%) stated they were very inclined to do so.
Additionally, four participants (25%) remained neutral on the matter. Overall, the data
suggests that participants hold a favorable attitude toward ecologically friendly and ethical

fashion options when prices are comparable to ordinary fashion choices.
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Willingness to pay premium for Sustainable Fashion Clothes

Willingness to Pay premium for Sustainable Fashion
Clothes
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Figure 9: Willingness to pay premium for sustainable clothes

Figure 9 illustrates the interview participants' willingness to pay extra for sustainable fashion
items. Surprisingly, none of the participants outrightly refused to pay more for sustainable
fashion products. Most participants, 9 in total, indicated a possibility of considering paying
a premium, suggesting they are open to investing more in sustainable fashion options.
Likewise, 7 participants confirmed their readiness to pay a premium for sustainable fashion
products, indicating a commitment to supporting environmentally and socially responsible
practices within the fashion industry.
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Sources of Information

Social Media 13 (81.3%)

Fashion Magazines 6 (37.5%)

Friends and Family 10 (62.5%)

Online Reviews 11 (68.8%)

Eco-friendly Brands' Websites

0 5 10 15

Figure 10: Source of Information

Figure 10 depicts the sources the interview participants use to gather information about
sustainable fashion practices. Primarily, social media stands out as the preferred source, with
13 participants (81.3%) relying on platforms like Instagram, X, and Facebook. Following
closely is input from friends and family, with 10 participants (62.5%) valuing their
recommendations on sustainable fashion. Moreover, online reviews hold significance for 11
participants (68.8%), indicating a reliance on consumer feedback. In contrast, fashion
magazines appear to be less influential, with only 6 participants (37.5%) turning to them for
information. Similarly, eco-friendly brands’ websites are utilized by 7 participants (43.8%),
suggesting less reliance on direct brand information. Overall, the data highlights a diverse
range of sources individuals use to educate themselves about sustainable fashion. Social
media plays a prominent role in disseminating information, while traditional sources like

fashion magazines have relatively less influence among participants.
4.1 Thematic Analysis

The methodology chapter describes the research methodology, including the design, data
gathering methods, and analysis methodologies employed to answer the study questions.
The Data Analysis chapter includes an analysis of the collected data, providing insights into
Finnish consumers' opinions and behaviors toward greenwashing and sustainability in the
fashion sector. The conclusion chapter summarizes the research findings, discusses their
implications for the fashion business, and makes recommendations for future research and
industry practices. It also discusses the study's weaknesses and proposes areas for further

investigation.
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Question 1: Have you ever encountered greenwashing, and what is your perspective on
it?

Question 1 aimed to elicit participants' experiences with greenwashing and their thoughts on
the subject. Greenwashing is the false technique of portraying businesses as environmentally
sustainable when they may not be. Responses to this question shed light on the frequency of
greenwashing in participants' experiences and attitudes towards it. The purpose of this study
was to determine how the interview participants regarded greenwashing as a difficulty in the

fashion business, as well as their level of skepticism about brand sustainability claims.

Table 2: Perspective on Greenwashing (Generation X)

Generation X

Code Interview Extracts

Deceptive Companies put on a few eco-friendly labels, but it is often just a marketing gimmick.
Marketing (Participant 1)

Trust Issues There is frustration because greenwashing makes it hard to trust brands' claims about

being sustainable. (Participant 1)

Transparency Greenwashing is annoying since it makes it harder to believe companies and choose

sustainable solutions. (Participant 6)

Major Themes:
1. Deceptive Marketing: Companies utilize eco-friendly labels as marketing gimmicks.
2. Trust Issues: Participants express difficulties in trusting brands' sustainability claims.

3. Transparency: Participants emphasize the importance of transparency in

sustainability claims.
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Table 3: Perspective on Greenwashing (Generation Y)

Generation Y
Code Interview Extracts

Pervasive Issue It is concerning to see companies prioritize their image over genuine environmental
efforts. (Participant 10)

Trust There is a betrayal of trust, especially when you are trying to support companies that

Undermining claim to share your values for a sustainable future. (Participant 16)

Major Themes:
1. Pervasive Issue: Greenwashing is seen as a widespread issue in the fashion industry.

2. Transparency: Emphasis on the need for brands to be transparent about their

sustainability efforts.

Both Generation X and Generation Y interview participants are increasingly aware of
greenwashing methods in the fashion sector. They see greenwashing as a widespread
problem that undermines trust and hampers their capacity to make sound purchasing
decisions. Despite differing familiarity with the word, interview participants from both
generations are skeptical of sustainability claims and emphasize the need for brand
transparency and accountability. This shared sentiment highlights an increasing demand for
genuine sustainability efforts and transparent communication in the fashion business,

showing a move toward more mindful customer behavior.

Question 2: If you hold a negative view of greenwashing, how do you suggest addressing

this issue?

Question 2 sought to extract the interview participants' proposed solutions for tackling the
issue of greenwashing, particularly among those who hold an unfavorable opinion of the
practice. By soliciting solutions, the inquiry aimed to elicit actionable strategies and insights
into how people believe the problem of greenwashing may be handled. Responses to this
question provided useful perspectives on potential interventions, such as advocating for

corporate transparency and accountability, enacting stricter regulations and oversight



o1

mechanisms, promoting evidence-based sustainability practices, prioritizing consumer

education, and empowering consumers to make informed decisions.

Table 4: Negative view of Greenwashing (Generation X)

Generation X
Code Interview Extracts

Transparency To tackle greenwashing, there needs to be more transparency and accountability.

(Participant 1)

Stricter Regulations = One effective approach could be implementing stricter regulations and oversight

mechanisms. (Participant 2)

Education Consumer education is crucial. People need to understand how to recognize genuine

sustainability efforts. (Participant 6)

Major Themes:

1. Transparency: Advocating for more transparency and accountability from

companies.

2. Stricter Regulations: Calling for stricter regulations and oversight mechanisms to

combat greenwashing.

3. Education: Highlighting the importance of consumer education in recognizing

genuine sustainability efforts.

Table 5: Negative view of Greenwashing (Generation Y)

Generation Y
Code Interview Extracts

Honest Efforts Companies need to make honest efforts to minimize their overall environmental

footprint. (Participant 9)
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Policy Policy implementation is emphasized as a key strategy, with calls for stricter regulations.

Implementation (Participant 11)

Major Themes:

1. Honest Efforts: Advocating for companies to make genuine efforts to minimize their

environmental footprint.

2. Policy Implementation: Emphasizing the need for policy implementation with

stricter regulations.

Both Generation X and Generation Y interview participants recommend varied strategies for
combating greenwashing in the fashion sector. These include campaigning for greater
openness and responsibility, enacting stronger rules and oversight mechanisms, encouraging
evidence-based sustainability practices, and emphasizing consumer education and
empowerment. The collective recommendations reflect a shared need for true sustainability
efforts and honest communication from businesses, indicating an increasing demand for

responsible and ethical practices in the fashion sector.

Question 3: Can you elaborate on the factors influencing your choice of

environmentally friendly and ethical fashion options?

Question 3 sought to discover the variables that influence the interview participants'
decisions when selecting ecologically friendly and ethical fashion options. The question
aimed to identify the major elements that influence people's decisions to consume
sustainable fashion. Responses gave information on a variety of topics, including durability,
transparency, ethical labor methods, environmental impact, recyclability, price, and personal
beliefs. These characteristics had a significant impact on participants' tastes and purchase
decisions in the fashion sector. Overall, the question sought to shed light on the multifaceted
nature of consumer preferences for sustainable fashion, as well as to emphasize the wide
range of elements that individuals consider when making environmentally responsible

decisions.
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Table 6: Factors influencing environmentally friendly and ethical fashion (Generation X)

Code

Durability

Ethical Labor

Practices

Recyclability

Price

Major Themes:

Generation X
Interview Extracts

Durability is a big factor for me. | want clothes that will last, so | don't have to keep

buying new stuff all the time. (Participant 1)

I look for ethical labor practices, environmental impact, and the longevity of the product.
(Participant 6)

I try to choose clothes made from materials that can be or are already recycled or are

biodegradable. (Participant 13)

Price and style also play a role, but I'm willing to invest more for something that aligns

with my values. (Participant 14)

1. Durability: Preference for durable clothing to minimize the need for frequent

replacements.

2. Ethical Labor Practices: Consideration of brands' ethical labor practices and

environmental impact.

3. Recyclability: Preference for materials that are recyclable or biodegradable.

4. Affordability: Willingness to invest more in sustainable options despite higher costs.

Table 7: Factors influencing environmentally friendly and ethical fashion (Generation Y)

Code

Personal Values

Innovation

Generation Y
Interview Extracts
My personal values prioritize sustainability and ethical practices. (Participant 10)

Innovation in materials and production methods also plays a role — I am interested in

brands that are using innovative, eco-friendly materials. (Participant 11)
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Environmental The main factors include the product's environmental impact and the brand's

Impact sustainability practices. (Participant 15)

Major Themes:

1. Personal Values: Prioritization of sustainability and ethical practices based on

personal values.

2. Innovation: Interest in brands using innovative, eco-friendly materials and

production methods.

3. Environmental Impact: Consideration of the product's environmental impact and

brands' sustainability practices.

The investigation of factors influencing people's selections of ecologically friendly and
ethical fashion options yielded complex insights into consumer preferences across
Generations X and Y. When it comes to sustainable fashion consumption, both generations
put durability, transparency, ethical labor methods, environmental effect, and personal
values first. The theme analysis emphasizes the multidimensional character of consumer
preferences, demonstrating the wide range of factors that influence purchasing decisions in
the fashion business. Despite differences in focus and presentation, both generations show a
significant dedication to sustainability and ethical activities, indicating a societal trend
toward more mindful consumer habits. Brands that promote openness, innovation, and
ethicality are more likely to connect with customers and build trust and loyalty over time.
Moving forward, brands who want to survive in the ever-changing landscape of sustainable
fashion must address these factors and match them with customer values. By embracing
sustainability and transparency, brands may not only exceed customer expectations but also
contribute to positive social and environmental effect, resulting in significant transformation

in the fashion sector.

Question 4: In your opinion, what role should fashion brands play in promoting

sustainability, and how effective do you find their current efforts?

The question elicits the interview participants’ thoughts on fashion brands' roles in promoting
sustainability and assesses the efficacy of their existing initiatives. Participants from both

Generations X and Y emphasize the importance of fashion firms pursuing sustainability in
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all parts of their operations, such as material sourcing, manufacturing procedures, labor
standards, and transparency. While acknowledging the improvements achieved by brands,
participants agree that there is still much space for development across the industry. They
emphasize the importance of genuine dedication, creativity, transparency, and systemic

change to achieve significant sustainability objectives.

Table 8: Role fashion brands play in promoting sustainability (Generation X)

Generation X
Code Interview Extracts

Sustainability Fashion brands have a responsibility to prioritize sustainability in their practices. They
need to be more proactive and transparent about their sustainability initiatives. (Participant
1)

Ethical Practices = Fashion brands have a significant role to play in promoting sustainability. They should
prioritize ethical sourcing, fair labor practices, and transparency throughout their

operations. (Participant 3)

Major Themes:

1. Sustainability: Encouragement for fashion brands to prioritize sustainability in their

practices.

2. Ethical Practices: Emphasis on ethical sourcing, fair labor practices, and

transparency in operations.

Table 9: Role fashion brands play in promoting sustainability (Generation Y)
Generation Y
Code Interview Extracts

Circular For fashion to be sustainable, a circular approach is needed. Focusing on recycling and

Economy reuse is crucial. (Participant 9)
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Major Themes:

1. Circular Economy: Emphasis on adopting a circular approach which focuses on

recycling and reuse.

Finally, the data indicates unique but interconnected viewpoints from Generation X and
Generation Y on the role of fashion businesses in supporting sustainability. Generation X
believes that fashion firms must promote sustainability in their activities, highlighting the
importance of proactive steps and transparency. This generation emphasizes the importance
of ethical behaviors, including sourcing and fair human capital, as essential components of
long-term initiatives. On the other side, Generation Y emphasizes the importance of adopting
a circular economy strategy, highlighting upcycling and recycling as critical components of

sustainability.

Question 5: Are there specific challenges you face in adopting sustainable fashion

practices, and what improvements would you like to see?

Question 5 aims to investigate the specific problems that the interview participants face
while implementing sustainable fashion methods, as well as their intended improvements in
this area. Both Generation X and Generation Y participants are asked to reflect on their
personal experiences and provide insights into the challenges they have in adopting
sustainable fashion, as well as suggestions for improving accessibility, affordability, and

transparency in the industry.

Table 10: Specific challenges in adopting sustainable fashion practices (Generation X)
Generation X
Code Interview Extracts

Accessibility One issue is the cost and accessibility of sustainable solutions. | hope to see more varied

and easily accessible sustainable fashion options. (Participant 1)

Information Gap | | find it difficult to know where to begin when it comes to sustainable fashion. | would like

to see more alternatives and information available. (Participant 2)
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Style Preferences = The scarcity of sustainable solutions, particularly in mainstream fashion, is one issue. |
would like to see increased accessibility and diversity in sustainable fashion options.
(Participant 3)

Major Themes:

1. Accessibility: Challenges related to the cost and availability of sustainable fashion

options.

2. Information Gap: Difficulty in accessing comprehensive information and

alternatives in sustainable fashion.

3. Style Preferences: Frustration with the lack of sustainable options that align with

individual style preferences.

Table 11: Specific challenges in adopting sustainable fashion practices (Generation Y)

Generation Y
Code Interview Extracts

Availability One important difficulty is the scarcity of sustainable alternatives compared to traditional
fashion possibilities. I'd like to see more accessible sustainable fashion options.
(Participant 10)

Major Themes:

1. Availability: Challenges related to the limited availability of sustainable fashion

options, particularly in mainstream retail outlets.

Finally, the insights gained from both Generation X and Generation Y participants shed light
on the complex challenges of implementing sustainable fashion methods, as well as the
anticipated improvements within the sector. Generation X emphasizes the challenges of
accessibility, a knowledge gap, and integrating sustainable solutions with personal style
preferences. In contrast, Generation Y expresses concern about brand false promises, the
scarcity of sustainable alternatives, and the need for greater openness. These findings

highlight the diverse nature of the barriers that prevent widespread adoption of sustainable
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fashion. To effectively address these difficulties, fashion manufacturers, policymakers, and
consumers must work together to improve accessibility, provide accurate and honest
information, and develop sustainable fashion options that cater to a wide range of

preferences and budgets.

Question 6: Do you believe there is sufficient information available to consumers about
the negative impacts of the fashion industry on the environment and society? If not,
why?

Question 6 investigates the interview participants' perceptions on the availability and
accessibility of knowledge about the detrimental effects of the fashion industry on the
environment and society, categorizing them as Generation X or Generation Y. Participants
are asked to reflect on their level of awareness and provide insights on the effectiveness of
information distribution, identifying any shortcomings and suggesting potential areas for

development in education and openness within the fashion business.

Table 12: Fashion industry on the environment and society (Generation X)

Generation X

Code Interview Extracts
Information There is more information available now than ever before, but it can still be
Clarity overwhelming and confusing for many consumers. There needs to be a clearer, more

standardized way of presenting this information to help consumers understand the

broader impact of their purchases. (Participant 8)

Major Themes:

1. Information Clarity: Recognition of the abundance of information but concern over
its complexity and lack of standardization, advocating for clearer and more

understandable presentation methods.



59

Table 13: Fashion industry on the environment and society (Generation Y)

Generation Y
Code Interview Extracts

Awareness Gap While there is some information available to consumers about the negative impacts of
the fashion industry, | believe there's still a lack of comprehensive awareness. More

efforts are needed to educate and inform the public about these issues. (Participant 11)

Major Themes:

1. Awareness Gap: Noting the existence of some information but highlighting a lack
of comprehensive awareness regarding the negative impacts of the fashion industry,

indicating the necessity for further education and advocacy.

Finally, the comments from both Generation X and Generation Y shed light on perceived
gaps in the availability, accessibility, and clarity of information about the fashion industry's

negative impacts on the environment and society.

Question 7: How important do you consider an individual customer's responsibility in

choosing sustainable fashion over non-sustainable alternatives?

Question 7 investigates the perceived value of individual customer responsibility in selecting
sustainable fashion over non-sustainable alternatives. Participants from Generation X and
Generation Y are asked to share their thoughts on the role of customers in creating good
change in the fashion industry, emphasizing the impact of purchase decisions on

encouraging sustainable and ethical practices.

Table 14: Customer's responsibility in choosing sustainable fashion (Generation X)

Generation X
Code Interview Extracts

Importance of | Individual responsibility is crucial. By supporting sustainable fashion, we can drive

Choice demand for more ethical practices. (Participant 1)
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Shared
Responsibility

Major Themes:
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I think it is important for individuals to consider sustainability. Companies need to make

it easier for customers to choose sustainable options. (Participant 2)

It's a shared responsibility. While individuals should make ethical choices, the industry

and governments must provide the framework for sustainable fashion. (Participant 6)

1. Importance of Choice: Emphasizing the critical role of individual responsibility in

driving demand for sustainable fashion and influencing industry practices.

2. Ease of Use: Recognizing the importance of companies in facilitating easier access

to sustainable options for consumers.

3. Shared Responsibility: Acknowledging that while individuals have a responsibility

to make ethical choices, systemic changes from the industry and governments are

also necessary to promote sustainable fashion.

Table 15: Customer's responsibility in choosing sustainable fashion (Generation Y)

Code

Consumer

Empowerment

Collective Action

Major Themes:

Generation Y

Interview Extracts

The individual customer's responsibility is highly important. Every consumer plays a

crucial role in driving positive change within the fashion industry. (Participant 10)

I consider it highly important for individual customers to take responsibility. However,
this requires a collective effort and a shift in mindset towards valuing quality and

sustainability over fast fashion trends. (Participant 16)

1. Consumer Empowerment: Highlighting the significant role of individual consumers

in driving positive change and promoting sustainability within the fashion industry.

2. Collective Action: Emphasizing the need for a collective effort and mindset shift

towards valuing sustainability over fast fashion trends to drive meaningful change.
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The responses from Generations X and Y emphasize the importance of individual customer
responsibility in shaping the landscape of sustainable fashion. While Generation X
highlights the importance of individuals in creating demand for ethical practices, as well as
the necessity for business and government assistance, Generation Y emphasizes consumer
empowerment, expanded access to sustainable solutions, and the value of collective action.
These theme studies indicate a shared understanding of the importance of customer choices
in promoting sustainability and ethical standards in the fashion industry. Finally, building a
culture of consumer empowerment, combined with steps to increase accessibility and
encourage collective action, appears to be crucial to driving positive change toward a more

sustainable and ethical fashion business.
4.2 Major Findings

The analysis of the interview participants' data has yielded several significant findings
regarding attitudes, preferences, and behaviors related to sustainable fashion. This study
encompasses a diverse interview participant pool in terms of age and generational
representation, offering insights into the perspectives of both Generation X and Generation
Y within the broader context of the global fashion industry. The major findings of the study

are:

Deceptive Marketing and Trust Issues: Both Generation X and Generation Y participants
express skepticism towards greenwashing practices in the fashion industry. They perceive
greenwashing as a pervasive issue that undermines trust and complicates their ability to
make informed purchasing decisions. Participants highlight deceptive marketing tactics
employed by brands, leading to trust issues and a lack of consumer confidence in

sustainability claims.

Transparency and Accountability: Across both generations, there is a strong call for
transparency and accountability from fashion brands regarding their sustainability efforts.
Participants emphasize the importance of brands being transparent about their supply chains,
manufacturing processes, and environmental impact. They advocate for independent
certifications and labelling schemes to validate sustainability claims and build consumer

trust.

Consumer Empowerment and Collective Action: Both Generation X and Generation Y

recognize the significant role of individual consumers in driving positive change within the
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fashion industry. Participants highlight the importance of consumer empowerment,
increased accessibility to sustainable options, and collective action to promote sustainability.
They call for brands to make sustainable fashion more accessible and affordable for
everyone, while also emphasizing the need for a collective mindset shift towards valuing

sustainability over fast fashion trends.

Factors Influencing Purchasing Decisions: Participants from both generations prioritize
factors such as durability, transparency, ethical labor practices, environmental impact, and
personal values when choosing environmentally friendly and ethical fashion options. They
demonstrate a willingness to invest more in sustainable options despite higher costs and
emphasize the importance of innovation and transparency in materials and production

processes.

Need for Education and Awareness: There is a consensus among participants regarding the
need for more education and awareness initiatives to inform consumers about the negative
impacts of the fashion industry on the environment and society. Both generations perceive a
lack of comprehensive awareness and call for more efforts to educate and inform the public

about these issues.

Importance of Individual Responsibility: Both Generation X and Generation Y recognize
the importance of individual customer responsibility in choosing sustainable fashion over
non-sustainable alternatives. While Generation X emphasizes the critical role of individuals
in driving demand for ethical practices, Generation Y highlights consumer empowerment,
increased access to sustainable options, and the importance of collective action in promoting

sustainability within the fashion industry.

The study's findings are consistent with the theoretical framework. Both Generation X and
Generation Y are skeptical of greenwashing, which undermines confidence and complicates
purchasing decisions. Participants underline the necessity of fashion firms being transparent
and accountable about their sustainability efforts, as well as the use of independent
certifications to substantiate claims. This underscores the framework'’s emphasis on customer

trust as a prerequisite for sustainable fashion purchasing.

Furthermore, both generations appreciate the importance of consumer empowerment and
community action in supporting sustainability. They fight for greater access to sustainable

solutions and a shift in mindset to prioritize sustainability over rapid fashion fads. Durability,
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transparency, ethical labor methods, and environmental effects are all highlighted in
purchasing selections, reflecting a commitment to generational values. The framework is
further supported by the consensus on the need for education and awareness, which
emphasizes the importance of consumer knowledge and individual responsibility in driving

sustainable fashion choices.
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5. Conclusion

The study's findings shed light on Finnish consumers from generations X and Y's attitudes
and behaviors toward sustainable fashion practices, as well as their understanding of the
fashion industry's environmental and societal implications. Several key themes emerged
from an examination of participants' perspectives on greenwashing, strategies for dealing
with the issue, factors influencing their choice of sustainable fashion, challenges
encountered in implementing sustainable practices, and the importance of individual

consumer responsibility.

To begin, the study finds that participants are aware of greenwashing methods, with both

generations skeptical of fashion manufacturers' promises about sustainability.

This is consistent with previous research, particularly studies by Lu et al. (2022) and
Adamkiewicz et al. (2022), which have highlighted the ubiquity of greenwashing and its
impact on customer trust and purchasing behavior. The findings highlight the need to combat
greenwashing through transparency, accountability, and consumer education activities.
Second, when it comes to fashion purchase decisions, participants from both generations
favor criteria like durability, transparency, legal labor practice, and personal beliefs. These
findings are consistent with previous research by Pereira et al. (2021), which emphasizes the
relevance of consumer values and education in promoting sustainable consumption patterns.
By connecting their shopping decisions with sustainability criteria, customers may have an
impact on industry practices and encourage the adoption of ethical and environmentally

responsible fashion solutions.

However, the study also cites barriers to consumer adoption of sustainable fashion practices,
such as limited accessibility, deceptive brand promises, and a lack of complete knowledge
about the fashion industry's negative impacts. These challenges are consistent with the
literature reviewed, particularly studies by Krafft and Saito (2014) and Pattnaik et al. (2021),
which emphasize the importance of regulatory measures, consumer education, and increased
transparency throughout the fashion supply chain to address issues like greenwashing and

environmental sustainability.

The study's findings align with the theoretical framework which depicts the relationship
between generational features, sustainable fashion, greenwashing, customer trust, and

purchasing decisions. Participants of both generations' suspicions about greenwashing and
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trust difficulties are directly related to the framework's emphasis on customer trust as a
critical aspect in buying sustainable fashion. Participants' need for openness and
accountability from fashion firms supports the framework's emphasis on the significance of
customer trust in sustainable fashion. Furthermore, all generations realize the critical role of
consumer empowerment and collective action in achieving sustainability, which is
consistent with the framework's generational features. Durability, transparency, ethical labor
methods, and environmental effects are all factors that influence purchase decisions, and
they are consistent with the framework's emphasis on sustainable fashion. The framework is
strengthened by the consensus on the importance of education and awareness, which
emphasizes the important role of consumer knowledge and individual responsibility in

driving sustainable fashion choices.

The study's results go beyond the immediate context of Finnish consumers and offer
significant insights for the international fashion business. The results emphasize the
significance of authenticity and transparency in sustainability claims, showing that
consumers in Generations X and Y are growing more conscious of and dubious of
greenwashing techniques. Their cynicism affects not just what they buy, but also their

general trust and allegiance to the company.

For fashion firms to gain and keep the trust of consumers, they must place a high priority on
sincere sustainable practices and open communication. Adopting thorough and open
sustainability practices might provide a competitive edge in a market where environmental
consciousness is growing. The study also shows how important consumer education is in
encouraging sustainable purchasing habits. Through improving knowledge and
comprehension of the fashion industry's effects on the environment and society, customers
may make more informed decisions that are consistent with their moral principles. This
emphasizes the necessity of continuing education programs to close the knowledge gap and

advance sustainable fashion practices.

The implications of this study extend beyond the Finnish context, providing valuable
insights into the global fashion industry. The findings highlight the increasing consumer
demand for authenticity and transparency in sustainability claims. As Generations X and Y
become more discerning, fashion brands must prioritize genuine sustainable practices and

transparent communication to build and maintain consumer trust. The growing consumer
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skepticism towards greenwashing presents a significant challenge but also an opportunity

for brands to differentiate themselves through verifiable and sincere sustainability efforts.

Fashion firms that embrace rigorous sustainability practices and openly communicate their
efforts are likely to gain a competitive advantage in a market where environmental
consciousness is on the rise. This approach not only helps in mitigating the negative effects
of greenwashing but also aligns with the values of a growing segment of informed
consumers. Furthermore, the study underscores the importance of consumer education in
fostering sustainable purchasing behaviors. By enhancing consumer knowledge about the
environmental and social impacts of the fashion industry, stakeholders can empower
individuals to make more informed decisions aligned with their ethical values. Educational
initiatives and awareness campaigns are crucial for bridging the knowledge gap and

promoting the widespread adoption of sustainable fashion practices.

Future research should explore the role of technological advancements in enhancing
sustainability in the fashion industry. Investigating how innovations in digital transparency
tools, materials science, and supply chain technologies can address greenwashing and
improve sustainable practices could provide practical solutions for the industry.
Understanding how these technologies influence consumer perceptions and behaviors will

also be valuable for shaping future sustainability strategies.

In conclusion, the study's findings help us understand customer attitudes, obstacles, and
recommendations for advancing sustainability in the fashion business. Stakeholders may
contribute to a more sustainable and ethical fashion sector by tackling greenwashing
techniques, increasing transparency and accountability, and empowering customers to make
educated decisions. Moving forward, it is critical to expand on these findings and work
across sectors to adopt structural improvements that promote sustainability and social

responsibility throughout the fashion supply chain.
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