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ABSTRACT

Thisresearcharticleexamineshowgreenconsumersformperceptionsaboutgreenbrandsbycreating
aframeofreferenceforsuchconsumersintheapparelcategory.Aresearchinstrumentwasdeveloped
tomeasureconsumerbrandperceptiontowardsgreenapparelbrandsandasurveywasconductedon
317fashionstudentsatundergraduateandpost-graduatelevels.Thesestudentswereconsumersof
greenapparels.Factoranalysiswasusedtoidentifyfactorsthatcontributetowardsgreenconsumer
perceptionandthesefactorswerefurthergroupedintocognitive,affectiveandbehavioralcomponents.
Thisstudywillenablemanagerstomakeamoreinformeddecisioninpolicyformulationinorderto
improveconsumerbrandperceptiontowardsgreenapparelbrands.
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1. INTRodUCTIoN

Withthegrowingenvironmentdegradation,globalwarming,depletionoftheozonelayer,airandwater
pollution,peoplearoundtheworldhavebecomeveryconcernedaboutthedeterioratingsituation.
About51%ofpeoplebelievethattheirwayoflifewillworsenwithintheirlifetime,duetoglobal
warming(NationalGeographic&Globescan,2014).Thishasresultedinincreasedconcernsabout
preservingtheenvironmentandshiftingtowardsconsumingenvironmentallyfriendlyproductsby
consumersaroundtheglobe(Doyle,1992;Vandermerwe&Oliff,1990).

Theglobalmarketfortheenvironmentallyfriendlyapparelisonlyonepercent(approximately)of
theover-allapparelmarket(Lipson,2008).However,withgreaterknowledgeofenvironmentalissues,
anincreasingnumberofenvironmentfriendlyapparelbrandsaresproutingintheretailmarket.Due
toincreasedmediaattentionandgrowingconsumerawarenesstowardssocietalissues,particularly
totheapparelandtextileindustry,thismarketisexpectedtogrowmanifold(Lipson,2008).

Thisushersindualopportunitiesformarketing-(i)sensitizingalargepopulationtothebenefits
ofadoptinggreenbrandsand(ii)creatingasignificantbrandvalueforthegreenbrands.
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Thecustomer-basedbrandequitypyramid(Keller,2001)clearlystatesthatthechallengefor
marketersisinbuildingstrongbrandequity.Organizationscanachievestrongbrandequitybyshaping
appropriate consumer experiences towards products and services, so that the required thoughts,
beliefs,feelingsandperceptionsaregeneratedintheconsumermindsandmarketerscanelicitthe
rightbrandresponses.

This manuscript focuses on identifying specific characteristics of green apparel brands and
significantcharacteristicsofgreenconsumersandattemptstomeasureConsumerBrandperception
forGreenapparelbrands.Thisresearchpaperfocusesonformulatingaresearchinstrumentwhich
canbeusedbygreenapparelbrandsforanalyzingconsumerperceptiontowardstheirbrands.The
subsequentoutcomesofthisanalysiscanserveasabasisforpolicymakerstocreatestrategiesto
improveconsumerbrandperceptiontowardsgreenapparelbrands.

2. LITERATURE REVIEw

2.1. Green Brands
Greenasaterminapparelsmostlyreferstotheenvironmentallyfriendlymethodsofprocessingand
consumptionoftextile(Phau&Ong,2007).BasedontheresearchcontributionsofBhatia&Jain
(2013)andCervellon,HjerthandRicard(2010)wecanlistgenerallyacceptedcommonattributes
ofgreenapparel.Anapparelbrandcanbetermedasgreenifitis/hasbeen:

1. Manufacturedusingenvironmentallyfriendlyprocessessuchas:
a. Waterefficient(bothinmanufacturingandinuse);
b. Energyefficient(bothinmanufacturingandinuse);

2. Recyclableand/orwithrecycledcontentincludingvintageclothing(canalsobetermedasreused);
3. Locallyproduced;
4. Consistsoforganicfabrics,sustainablematerials(e.g.bamboo,hemp)andnon-textiles(e.g.

recycledplasticbottles),etc.;
5. Durable(long-lasting).

Thiscreatesaninterestingopportunityforustoresearchthedomainofgreenapparelbrandsand
studyissuespertainingtoconsumeradoptionofthesebrands.Consumers’environmentalconcerns
andthegreenapparelbrands’functionalattributes(Joshi&Rahman,2015)haveemergedasthemain
causesofgreenconsumerpurchasebehavior.Itwillbeinterestingtostudyhowbrandscanshape
consumerperceptionsinthedomainofapparelbrands.

Weproceedtoevaluatethecharacteristicsofa‘green’consumerandexplorethefactorsthat
shapeconsumerperceptionforthiscategoryofconsumers.Itwillfurtherbeinterestingtostudyhow
organizationscanshapetheperceptionsofthe‘green’consumers.

A green consumer is one, (i) who spends money on purchase of green products; (ii)
avoids any products which may cause environmental harm (at the time of manufacture
or usage); (iii) consume huge amounts of non-renewable energy; (iv) cause harm to any
livingorganismor involvequestionable testingonhumansoranimals (Elkington,1994).
Greenconsumerismindicatesa typeofconsumerbehaviorwithsocialconsciousnessand
primefocusonenvironmentalprotection(Antil,1984).Itisalsoreferredtoas“pro-social”
consumer behavior (Weiner & Doescher, 1991).Some of the factors that significantly
influenceconsumersintopurchasinggreenproductsare,(i)largeamountsofinformation
availableduetoextensiveresearchandconsumerawareness;(ii) increasedconcernabout
theenvironment;(iii)greenadvertisingbyorganizations;and(iv)increaseinpopularityby
environmentalandsocialcharities.
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