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[bookmark: _Toc24817946][bookmark: _Toc39162265]1.0 INTRODUCTION
This dissertation aims to establish what encourages consumers’ purchases within the fashion industry and the consequential impact this is having in regard to sustainability. Previous studies have been conducted around the sustainability of the fashion industry paying particular attention to the supply chain; however, few have delved into what is compelling consumers when purchasing clothes in particular the barriers to sustainable consumption. 
The industry is adopting changes; several organisations are modifying their work to operate with more environmentally and socially responsible practices (Lechman, et al., 2018). However, WRAP (2017) estimated that in 2016 1,130,000 tonnes of clothes were purchased in the UK alone; this saw close to a 200,000 tonne increase from 2012. Therefore, it is paramount to highlight what the driving factors are for consumers when purchasing new apparel as consumption is at an all-time high. 
[bookmark: _Toc24817947][bookmark: _Toc39162266]1.1 BACKGROUND 
Sustainability is currently a buzz word and a topic of increasing focus, as a result of the planet-scale crisis (Robertson, 2017). Sustainability is the ability to continue into the long-term future without interruption (Robertson, 2017), meeting the needs of consumers now without jeopardising the ability of future generations to do the same (WCED, 1987). The term derives from the Latin verb sustinére loosely translating to support, endure, maintain (Robertson, 2017). The study of sustainability goes further than just environmentalism it encompasses ecological, economic and social dimensions (Robertson, 2017). It is a word commonly utilised in today’s society as a result of the imminent pressure we face in regard to climate change and pollution.
Therefore, it is vital we tackle the unsustainability in fashion as it is the fourth dominant burden on our natural resources in the UK (WRAP, 2017). The consumption of clothes continues to rise (WRAP, 2016) with 1.1 million tonnes of clothes being consumed in the UK per year with consumers spending an estimated £52.7bn (WRAP, 2016). In today’s society fast fashion has somewhat become the norm on the high street (Clark, 2008) which has contributed to the 300,000 tonnes of clothes sent to landfill in 2016 (WRAP, 2017).
Slow fashion can be defined as the various different approaches to sustainable consumption within fashion, whether this be buying ethically made products, upcycling, buying second hand or vintage or simply purchasing fewer high-quality items that do not have a short product life cycle; thereby, rejecting mass-produced fast fashion (SFF, 2019). Contrarily fast fashion as characterised by Defra (2008) as low cost, short lifecycles, and poor quality. It is a model that is unsustainable, demanding fast production, generating fast consumer decision making, fast delivery methods and fast lifecycles (Crumbie, 2019). It is a model that encourages excessive waste through the over consumption and desire to remain in trend (House of Commons, 2019). 
Perhaps more so now than ever before, it has become more crucial to leave behind the linear model of take, make, waste. Despite the concept of a circular economy being more renowned we still operate within the take, make, waste linear economy, as [image: ]depicted in figure 1.1, burdening our natural resources (Altamirano, et al., 2017).
Figure 1.1 Linear Economy. (Authors Own)
This take, make, waste model is particularly predominant in the fashion industry with 300,000 tonnes of clothes being sent to landfill in 2016 alone (WRAP, 2017). 
[image: ]Contrarily, the circular economy is a process based upon the principles of designing out waste thereby creating a loop in which products and materials are continually used to recreate new products and therefore helps regenerate natural systems (Ellen McArthur Foundation, 2017). The process is presented in figure 1.2 and is a framework applicable in all human consumption and is beginning to be employed by large organisations particularly in the fashion industry with big fashion names like Stella McCartney and Patagonia (Ellen McArthur Foundation, 2017). 
Figure 1.2 The Circular Economy. (Ellen McArthur Foundation, 2017).  
Despite these efforts, the issue of high levels of consumption still exists presenting the need for more research to be completed in order for the industry to understand the consumer. 
Womenswear is the largest segment of the apparel industry in the UK, accounting for 59.2% of the industry’s total value’ (MarketLine, 2016). Furthermore, Figure 1.3 depicts the percentage of online fashion consumers based on age, the largest age groups for consumption are 16-24 and 25-34. Due to this, the researcher will explore the demographic of 18-25-year-old female consumers so to gain a good representative of the more prominent consumers and build a deeper understanding of what they are motivated by with the aid of both primary and secondary research. 
[image: ]
Figure 1.3 Share of individuals who purchased clothes online. (Statista, 2019) 
The application of current theoretical literature will be referred to and reinforce the investigation; for example, theory surrounding consumer buying behaviour as well as theories alike The Consumption Value Theory (Sheth, et al., 1991), will provide background to understanding the different factors that come into a purchase. Furthermore, The Triple Bottom Line introduced by Elkington (1998) otherwise coined as the three P’s, is commonly used when expressing sustainable practice and will therefore be referenced when identifying the sustainability of the industry along with the Circular Economy. 
[bookmark: _Toc24817948][bookmark: _Toc39162267]1.2 RATIONALE 
The fashion industry has been under a lot of scrutiny (Kent, 2019; UK Parliament, 2019; BBC, 2018; McAlea, 2018) to become more sustainable thus, many studies have been conducted to highlight what companies should be doing, in conjunction with existing academic theory. This underpins the pillars of sustainability and how to achieve it. The triple bottom line is a sustainability framework introduced by John Elkington in 1994 (Elkington, 2018), which revolves around the three dimensions of environmental, economic and social responsibilities (Robertson, 2017). The triple bottom line is often referred to as, people, planet and profit (Elkington, 2012). The framework is a tool that can be utilised by organisations to ensure that every aspect of running an organisation is taken into account and not just financial performance (The Economist, 2009). However, it has been argued that the framework has failed to eradicate the single bottom line paradigm and as such organisations actively ensure they hit their profit targets with little drive to do the same for their people and planet targets (Elkington, 2018). 
More research (Statista, 2019; Townsend, 2018) is being carried out to explore consumers changing behaviour towards sustainability; nevertheless, there still exists a paucity in findings relating to consumer buying motives and therefore the barriers to sustainable consumption.
Sustainability is a predominate driving force in the fashion industry as of late as highlighted by the Global Fashion Agenda (2019). Therefore, this research will be beneficial in helping to reduce the sustainable footprint in regard to over consumption which has been emphasised by WRAP (2017). Moreover, by gaining an understanding on the motivating factors of consumers, conclusions can be drawn to assist the industry in mitigating these factors through more sustainable practices.
[bookmark: _Toc24817949][bookmark: _Toc39162268]1.3 AIMS AND OBJECTIVES 
The overriding aim of this dissertation is to critically investigate what influences 18-25-year-old female consumers’ buying behaviour within the fashion industry, paying particular attention to sustainable awareness and if this correlates to sustainable consumption. In order to achieve this aim, research will be conducted around the following objectives: 
1. To explore the fashion industry and the pressing need for sustainable consumerism. 
2. To critically analyse existing academic research pertaining to consumer buying behaviour in the fashion industry in order to provide context and comparability for this research.
3. To investigate the correlation between consumer attitudes and awareness with consumer behaviour when purchasing fashion.
4. To integrate primary and secondary research to achieve a greater level of understanding regarding consumer motives and recommend changes that can be implemented by organisations to better meet these motives in a sustainable manner.
[bookmark: _Toc39162269][bookmark: _Toc24817950]2.0 RESEARCH
The researcher will conduct research using a mixed method triangulation approach, which will be in the form of an online questionnaire using the survey software google forms, along with interviews. The questionnaire will be distributed across social media to friends, family and other students at the university that fit the criteria. By adopting both quantitative and qualitative methods it provides the researcher a more in-depth comprehensive understanding on the topic. 
The following chapter will evaluate the existing literature pertaining to the topic of this dissertation. Which will be used in conjunction with the results and findings obtained by the researcher.


[bookmark: _Toc39162270]CHAPTER 2.0 LITERATURE REVIEW 
[bookmark: _Toc39162271]2.0 INTRODUCTION 
The purpose of this chapter is to analyse the existing literature surrounding the overlying topic of this dissertation, influences on consumer buying habits concerning sustainable fashion. This will be undertaken by critically reviewing literature in the form of academic books, journal articles and other relevant sources so to gain a better understanding on sustainable practices and consumer buying behaviour in order to inform the methodology for data collection. The review will provide definitions of key terms used throughout the dissertation and will discuss the theory surrounding consumer buyer behaviour, and sustainable practices. The intention of this literature review will be to achieve the following research objectives:
To explore the fashion industry and the pressing need for sustainable consumerism. 
To critically analyse existing academic research pertaining to consumer buying behaviour in the fashion industry in order to provide context and comparability for this research. 
This literature review will provide a basis of understanding to be applied in order to fulfil the other research objectives of this dissertation. 
[bookmark: _Toc39162272]2.1 CONSUMERISM IN THE FASHION INDUSTRY 
[bookmark: _Toc39162273]2.1.1 CONSUMERISM 
Sustainability is often focused around the concept of Reuse, Recycle, Remake; however, it has been argued that the biggest issue we face is mass production which is driving this unprecedented consumer appetite that is decimating our planet (Bradshaw, 2019; Goworek, 2011; Niinimaki, 2010; Mayell, 2004). With the acceleration of globalisation and the technological advancement we have seen over recent years consumerism has in turn grown, being driven by the likes of social media and ease of procurement. In 2016 it was estimated that 1,130,000 tonnes of clothing were purchased in the UK alone (WRAP, 2017) where we buy more clothes per person than in any other European country (House of Commons, 2019). By 2030, global apparel consumption is predicted to rise by 63% to 102 million tonnes (Global Fashion Agenda, 2017). This shows the increasing consumerism and therefore mass production within the fashion industry particularly within the UK, which can be put down to the likes of the booming fast fashion industry. 
[bookmark: _Toc39162274]2.1.2 SUSTAINABLE FASHION
When considering sustainable fashion there is a variety of different ideas. Sustainable consumption as a characteristic of consumer behaviour, involves pre-purchase, purchase and post-purchase components (Jacoby, et al., 1977). This can be the consumption of slow fashion brands or by means of the final components of consumer behaviour pertaining to clothing being recycled, repurposed or purchasing second hand clothing (Bly, et al., 2015; Ha-Brookshire & Hodges, 2009; Birtwistle & Moore, 2007; Harrison, et al., 2005). Such methods are considered sustainable due to the fact that it generates a more circular economy thereby reducing what is sent to landfill (Gordon & Hill, 2015). 
Take-back programmes are becoming an increasingly popular method to recycling clothes (Wicker, 2019), clothing in pristine condition is cleaned and resold while lightly damaged pieces are upcycled into new pieces (Wicker, 2019). Between January 2018 and May 2019, The North Face processed 14,342 garments through their renewed initiative (Wicker, 2019). Though this closes the loop it could be noted that these schemes are a bit of a doubled edged sword as take-back schemes often attract lucrative recurring revenue and consumer loyalty (Wicker, 2019). For example, Knickey found that half of recyclers become new customers; additionally, when redeeming coupons they found that additional items are purchased at the same time 43% of which purchase from the brand again (Wicker, 2019). 
[bookmark: _Toc39162275]2.1.3 BEHAVIOURAL TRENDS 
Fast fashion has paved the way in behavioural trends within the industry. Fast fashion is aimed at consumers who have a desire to regularly change their wardrobe in order to remain fashionable, for consumers who perhaps, do not have a high disposable income but want to find designer alternatives or rip offs (House of Commons, 2019). Retailers particularly in the fast fashion industry utilise every opportunity to increase sales and at ever shorter interval (Mintel, 2004). 
The trend of throwaway fashion can be put down to fast fashion retailing that is increasing purchase frequency, the reduction in price levels and the trend to keep clothing for a shorter amount of time resulting in a rise in clothing disposal (Bianchi & Birtwistle, 2011; Birtwistle & Moore, 2007). Fast-fashion retailers alike the high street shops Zara, H&M and Topshop are regularly introducing new product lines as frequently as every 2-3 weeks at low prices, by doing so they are prompting consumers to impulse buy thereby maximising sales (Foroohar & Stabe, 2005; McAfee, et al., 2004). 
Another trend that is increasing the rate of clothes being sent to landfill is the free online returns policy that are offered to consumers compelling them to purchase more than they need knowing the items not liked or the wrong sizes can be sent back (Vasil, 2019). As a result of this consumers are returning 95% more than we did five years ago and despite these products being in perfect conditions most are being sent to landfill instead of being repackaged to be sold due to the cost to the organisation (Vasil, 2019).  
Furthermore, a behavioural trend that has generated the fashion industry billions of pounds is The Cambridge Effect, a phenomenon also known as The Kate Middleton Effect though it also now encompasses the young Royals (Rodriguez, 2016). The fashion icons spark a fashion frenzy by their choices in apparel and as such is encourages unnecessary rates of consumption causing the clothes to sell out at phenomenal rates (Rodriguez, 2016). 
Similarly, to The Cambridge Effect, the ITV show Love Island has been deemed fast fashion’s advocate through the constant product placement that takes place (Porterie, 2019). This show prompts impulsive purchases and with Britons already expected to purchase 50m single-use outfits in the summer, the show only spurs on this unsustainable consumption contributing to the truckload of clothes taken to landfill every second (Porterie, 2019).
Nowadays, the internet and social media have skyrocketed. Organisations have used platforms like Instagram, Facebook and Twitter to market their clothing. As such social media has played a vital role in consumers finding and acquiring products (Sudha & Sheena, 2017) and one particularly popular technique among fashion conscious consumers is bloggers (Sudha & Sheena, 2017). The existence on social media has impacted buying behaviour heavily and as such influencers and celebrities are considered a powerful force in the fashion marketplace having a significant impact on what becomes a trend (Sudha & Sheena, 2017). As such this behavioural trend is one that has contributed to the over consumption within the fashion industry. 
A survey that took place in 2018, as seen in figure 2.3, found that, 60% of respondents were only willing to purchase sustainable fashion if it were priced the same as normal fashion. Highlighting that a common driving factor in ethical fashion consumption is the price. 
[image: ]
Figure 2.1. How Would you describe your current willingness to purchase sustainable fashion? (O'Connell, 2020). 
The fast fashion industry has had a considerable impact on consumer behaviour as aforementioned; as such, the low cost and constant reinvigoration of product lines is clearly driving consumers behaviour however, this has been accelerated in recent years through Love Island and The Cambridge Effect seeing consumers flock to shops for these must have items. With all that in mind the biggest influence on consumer behaviour is social influence and goes hand in hand with fast fashion is low cost. 
[bookmark: _Toc39162276]2.2 CONSUMER BUYING BEHAVIOUR 
In order for any organisation to succeed it is vital that they first ensure they understand consumer behaviour. In the VUCA, volatile uncertain complex and ambiguous (Bennet & Lemonie, 2014), world that businesses are persistently adapting to, consumer buying behaviour is constantly changing presenting the increasing importance of understanding consumption behaviour (Soloman, et al., 2013). One of the prominent factors of such is the need to be more sustainable and environmentally friendly.
Consumer behaviour is the study of the process in which consumers engage in the purchase or use of products and services in order to fulfil needs and wants (Soloman, et al., 2013; Hawkins, et al., 2004). Furthermore, consumer behaviour consists of the psychological and social processes that are undergone when an individual completes a purchase of a product, service, idea or practice evaluating and making the decision between alternatives (Perner, 2019; Bagozzi, et al., 2002). Buying behaviour can be compelled by differing factors which could be as a result of ethical or moral obligations, social reasons or environmental motives. Blythe (2013) depicts the consumer decision making process as represented in figure 2.2, illustrating the steps behind a purchase. 
[image: ]Figure 2.2 Consumer Decision Making Process (Blythe, 2013)
The first stage, problem recognition, is when the consumer identifies the need for a product or service (Blythe, 2013). Categorised in one of two ways, utilitarian, concerning the functionality (Holbrook & Hirschmann, 1982), or hedonic, concerned with the aesthetics (Holbrook & Hirschmann, 1982) in which fashion consumption falls into (Ertekin & Atik, 2015). It should be noted that Engle et al (1995) uphold that in most decisions there is a balance between the two. The sequential stage, information search, involves finding a solution to the need (Soloman, et al., 2013). Carried out either by an internal search, drawing from previous experience or what you have heard (Soloman, et al., 2013), or an external search, looking around referring to advertisements’ etcetera (Soloman, et al., 2013).  Proceeding from this is the evaluation of alternatives stage, in which consumers make a decision regarding the information found from the previous stage in the process. Normally employing cut-offs, which essentially are the minimum and maximum value for the desired product (Soloman, et al., 2013). From here an informed purchase is made after which there is a post-purchase evaluation, deciding whether or not the purchasing has been successful (Soloman, et al., 2013) having the potential to guide future purchasing decisions. The final stage of the process is the divestment stage, referring to the disposal of the product after use (Soloman, et al., 2013). It should be noted that although in theory the process is long, in reality decisions are made much faster, habitually and effectively automatic (Soloman, et al., 2013). Regardless of this it is vital to understand the decision-making process as an organisation has the power to influence each stage, which is particularly important when trying to shape consumer buying behaviour. 
It should be noted that since the rise in technology, it has been argued by Djafarova and Rushworth (2017) that social media or electronic word of mouth has had a compelling effect on consumer buying behaviour. Social media and other internet sources have become the first stop for consumers to scour reviews of products or services so to reduce the risk when purchasing and as such we as consumers are being influenced by strangers via social media. 
[bookmark: _Toc39162277]2.2.1 ETHICAL CONSUMPTION BEHAVIOUR
Ethical consumerism is an undeniable growing trend (Wiederhold & Martinez, 2018). However, it is fair to say that despite this trend and that consumers are more ethically aware, it is rare to see consumers transform their intentions to green buying behaviour (Wiederhold & Martinez, 2018). During the last quarter of the 20th century it should be noted that ethical consumerism has risen considerably and as such the reasons have captivated an academic interest (Newholm & Shaw, 2007). Reasons for which have been put down to the increased media coverage (Roberts, 1996; Strong, 1996) and the increase in availability of alternative products (Strong, 1996).  Contradictory to traditional consumption behaviour that takes into account the price and quality of an item, ethical consumerism instead is motivated by several other facets like; social, environmental, political, health-related, animal welfare, religious or spiritual beliefs (Harrison, et al., 2005; Carrigan, et al., 2004; Cooper-Martin & Holbrook, 1993). The behaviours of ethical consumers have been said to be influenced by factors such as, the regions or countries that they reside in (Jacobsen & Dulsrud, 2007), Koos (2012) maintains that consumers living in countries with economies providing a small variety of products and with minimal financial freedom have less opportunity to ethically consume. Looking at ethical consumerism from an individual level, it has been theorised that ethical consumer behaviour is motivated by demographic characteristics; such as, income, education and social capital (Summers, 2016). 
[bookmark: _Toc39162278]2.3 THEORETICAL CONCEPTS
The topic of ethical consumption behaviour is one that has been examined across various disciplines, specifically the different stages in the decision-making process (Groening, et al., 2018). Much of the existing literature and theory surrounding the topic of ethical consumerism can be collated into six groups (Groening, et al., 2018) as depicted in figure 2.4. 
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Figure 2.3. Ethical consumption theoretical concepts. (Authors own)
It should be noted that overlap does exist amongst the theory categories and acknowledgement should be made to the fact that additional theory groupings can be argued (Groening, et al., 2018). An in-depth review of the relevant theoretical categories will be undertaken, and several supporting theoretical concepts will be introduced. 
[bookmark: _Toc39162279]2.3.1 VALUES 
Values are commonly discussed when considering the ethical decisions behind consumption. Values are loosely described as, internal standards that we as individuals uphold and use as a guide when making decisions (Rokeach, 1973), they not only justify actions but also motivate them (Groening, et al., 2018). As implied by Long & Schiffman (2000) values are what form decisions based on actions, attitudes, judgements and comparisons regarding purchases. They are the predetermined criteria consumers utilise when making preference and evaluative judgements (Holbrook, 1996). It is said that values initiate a chain of factors that influence ethical consumer behaviour (Groening, et al., 2018); therefore, Nash and Lewis (2006) argue for the importance of concentrating on changing consumerist values. The theory of consumption values (Sheth, et al., 1991) will be referred to throughout this dissertation and used in conjunction with findings. 
The theory of consumption values as developed by Sheth et al (1991) looks to explain why consumers make the decision to follow through with a purchase and how they choose between products. Within the theory, there are five consumption values underpinned. The first being functional value, this refers to the performance of a product or service often pertaining to the durability, reliability and price of a product or service (Sheth, et al., 1991). Functional value is important within the consumption of sustainable fashion as consumers are purchasing products with a longer life cycle and therefore, factors like quality and durability are important. Social value is the value from the association that a product has with particular social groups (Sheth, et al., 1991) often relating to self-image and acceptance which can commonly be found to influence ethical consumption behaviour (Finch, 2005; Sweeney & Soutar, 2001). A particular influence in clothing consumption being large fashion powerhouses like Vogue and the American fashion and lifestyle magazine instilling the notion that the environment is the latest fashion trend (Lundblad & Davies, 2015) following the emergence of the sustainable fashion consumer movement (Guedes, 2011). Moreover, emotional values are the feelings that are provoked from a product or service, which again is a value that can influence more ethical decision making (Gonçalves, et al., 2016; Lin & Huang, 2011; Finch, 2005). Emotional values are prevalent in fashion purchases, antifur campaigns and sweatshop campaigns circulate in order to provoke an emotional response to prevent unethical consumption (BSR, 2012). Conditional value is related to the output that a product has on a situation or set of circumstance (Sheth, et al., 1991). Furthermore, epistemic value relates to the consumption of a product that derives from the desire for knowledge (Gonçalves, et al., 2016). The consumption value theory will be used to draw conclusion from research in order to see if currently fashion consumption is being swayed by values. Furthermore, the theory will be utilised to make recommendations as to how organisations may be able to influence consumerism in order to make progress towards more sustainable consumption. Although the theory itself is quite dated values are considered a vital decision-making factor in the consumption process particularly ethical consumption, therefore the theory still hold merit. Though it should be noted that this theory is being tested through the primary research conducted to see if values are being considered during consumption or if there are other factors more influential. 
[bookmark: _Toc39162280]2.3.2 ATTITUDES 
Attitudes are the amalgamation of concerns, values, intentions and beliefs (Schultz, et al., 2004; Ajzen & Fishbein, 1980). Attitude is a pivotal motif in the theories pertaining to consumer decision-making (Newholm & Shaw, 2007)  many of which attempt to remedy the attitude behaviour gap (Newholm & Shaw, 2007).  There are several theoretical frameworks revolving around the topic of Attitude, the first of which is the Attitude-Behaviour-Context theory (Stern, et al., 1995; Stern, et al., 1995) and the other is the Perceived Consumer Effectiveness framework.
Attitude-Behaviour-Context theory as proposed by Stern et al (1995;1995) is a framework that argues the link between attitude and behaviour (Peattie, 2010). In the words of Fielding et al (2008), the attitude toward particular sustainability issues provides an indication on the behaviour pertaining to the issue. For example, Primark’s sweatshop scandal (Dhariwal, 2009) that provoked a lot of negative publicity and attitudes towards the shop which could see consumption drop. This theory will be utilised to evaluate results in order to see if this is the case or if there is in fact an attitude behaviour gap present in fashion consumption. This theory though dated has substantial bearing on the research as it provides understanding that in theory attitude equates to a certain behaviour pattern, though to better understand consumer behaviour this theory along with the other theory mentioned are being researched to see if practically that is taking place within the fashion industry. 
Perceived Consumer Effectiveness intrinsically links socially conscious attitudes and consumer perception (Ellen, et al., 1991; Kinnear, et al., 1974) and is thought to be the most notable when explaining ethical consumption (Roberts, 1996). The perception that an individual’s actions can make a difference to environmental resource problems (Roberts, 1996; Ellen, et al., 1991). The framework makes acknowledgment that behaviour within one environmental area may not translate in another area (Peattie, 2001). However, environmental concern does not always result in sustainable consumption behaviour (Vermeir & Verbeke, 2008) as Butler and Francis (1997) discovered, despite consumers believing the environment should be considered when purchasing apparel many do not deliberate this factor when carrying out purchases. Perceived Consumer Effectiveness is again another notable theory for understanding the psychology behind a purchase; however, the research being conducted is looking to explore the notion that attitude equals behaviour through the investigation of consumers awareness and attitudes regarding the environment and ethical practices. 
The attitude-behaviour gap is prevalent within sustainability and particularly ethical consumption, where there is a weak relationship between what consumers are saying and the actions they are taking (Boulstridge & Carrigan, 2000; Roberts, 1996; Burke, et al., 1993). Ulrich and Sarasin (1995) sustain that research conducted amongst consumers concerning ethical consumption may not generate reliable results due to this attitude-behaviour gap. The attitude-behaviour gap will be used in order to make conclusions from the research carried out so to see if a gap is present and recommendations will be suggested as to what organisations can do to mitigate this gap after assessing what is driving consumption in fashion. The attitude-behaviour gap is perhaps the most important theory to take into consideration, the preceding theories are all suggestive that A equals B; however, that is not always the case and as such the attitude-behaviour gap is prominent. Current research about the fashion industry is suggestive that the minority of consumption patterns are influenced by factors such as attitudes and values towards sustainable issues and therefore the research seeks to understand this in more depth. 
[bookmark: _Toc39162281]2.3.3 MOTIVATIONS 
There are two components pertaining to motivation that exist to explain behaviour, these being strength and direction (Ryan & Deci, 2000). For the purpose of consumer behaviour, the following theory will be examined, the theory of planned behaviour. 
The Theory of Planned Behaviour is a framework often adopted to studies examining ethical consumption (Newholm & Shaw, 2007). Ajzen (1991) theorised that the framework supports the proposition that attitudes and subjective norms are dependable in regard to behavioural intention. The theory is built upon the following three constructs: attitudes, subjective norms and perceived behavioural control (Jin, et al., 2012). It should be noted that individuals are more likely to act in certain way when they have positive attitudes towards it, have stronger beliefs and perceived behavioural control (Jin, et al., 2012; Albayrak, et al., 2011). Attitudes, subjective norms and behavioural control have been found to be valid constructs when predicting ethical consumption behaviour regarding the purchasing of fair-trade apparel (Halepete, et al., 2009). As such the theory will be applied to the research and can be utilised to suggest ways in which consumers can be further motivated using this framework to translate to more ethical consumption. For example, if consumers have positive attitudes towards sustainable apparel, like the higher quality of it or the longer life cycle it promotes, they are more likely to purchase it. In addition behavioural control, consumers often feel that changing the way they shop has little impact to a big issue therefore, this sort of behavioural control within fashion can impact how consumers shop. The research being conducted looks to see what motivates consumption thereby, looking at the different facets of this theory. 
[bookmark: _Toc39162282]2.4 CONCLUSION
To conclude, from the existing literature surrounding the topic of this dissertation it can be summarised that the main factors influencing consumers appear to be price, social influence and trends by means of constant new product lines. This indicates that current consumption within the industry does not match the characteristics of sustainable fashion and as such organisations and consumers would need to make changes if the sustainability of the industry were to improve. With this being said, the primary research will further investigate influential factors so to understand in depth the reasons behind purchases and why this is perhaps preventing consumers from purchasing more sustainably. Several concepts surrounding sustainability have been highlighted which can assist businesses and individuals in becoming more sustainably and ethically minded and will be applicable to research findings and recommendations that will be drawn. As aforementioned, the circular economy is becoming more readily adopted by organisations within the fashion industry but is perhaps something that can be marketed more at consumers in order to try reducing the excessive consumption trends resulting in high levels of clothes going to landfill as the throwaway culture of the industry contributes to climate change more than air and sea travel (Butler, 2018). The topic of consumer behaviour and the theories that that encompasses has been discussed and several frameworks and theories have been explored in order to provide understanding to consumer behaviour and particularly ethical consumption. Though it should be noted that some of the sources used are quite dated the works of which are seminal and still have merit in the 21st century and provide a foundation of understanding surrounding consumption behaviour. Through the review of the relevant and available literature, a paucity still exists in what is driving consumption within the fashion industry and therefore what is driving the unsustainability of it. Factors like awareness and values pertaining to fashion and the unsustainability of it are heavily publicised which contradicts the theories that such aspects impact buying behaviour therefore, the attitude behaviour gap is highlighted which the research will seek to understand why. Though there is literature surrounding consumer behaviour in the fashion industry, there is a gap particularly pertaining to what is compelling consumers and how the fast fashion model is detrimental in ethical consumption. The theories and literature explored within this chapter will provide a basis for analysis and comparability throughout the dissertation. In particular the theoretical frameworks will develop analysis of the findings from research that is conducted.
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