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ABSTRACT: Sustainable apparel has received growing attention, but favourable views 
on sustainability do not always result in actual purchases. This study examines that gap 
among university students in Gurugram, India. This study collected data from 214 
students through a formal questionnaire. The participants were selected using 
convenience sampling. The questionnaire covers awareness, value-based attitude, design 
and style appeal, price perceptions, accessibility, future purchase intention, and self-
reported sustainable apparel purchases in the past 12 months. This study used 
descriptive statistics, Spearman rank correlations, Holm-adjusted significance tests, and 
exploratory binary logistic regression. The results show a clear difference between what 
respondents believe and what they buy. 64% of students agreed or strongly agreed that 
buying sustainable apparel reflects their beliefs and values, whereas only 10.3% reported 
purchasing sustainable apparel in the previous 12 months. Limited styles and design 
were the most common barrier (81.8%), followed by high price (50.5%) and limited 
availability (47.7%). All five proposed bivariate relationships were statistically significant 
after Holm adjustment, although the associations were small. In the exploratory logistic 
model, design and style appeal was the only predictor that reached statistical significance 
(OR = 1.68, 95% CI [1.13, 2.51], p = .011). Only 22 respondents reported buying 
sustainable apparel. Therefore, the regression results should be considered exploratory. 
The study also shows that awareness alone may not be enough to encourage purchase. 
Product design, price, availability, and reliable information may also play an important 
role in students’ buying decisions. 

 

1. INTRODUCTION 

The clothing industry is closely connected with sustainability because garments require raw materials, energy, water, 
chemicals, transport, and packaging, while unwanted clothing contributes to textile waste. These impacts have made 
sustainable production and consumption important topics in consumer research, and reviews of the sector show that 
sustainable clothing buying is positively correlated with antecedents such as environmental awareness, environmental attitude, 
labelling satisfaction, subjective norms, and perceived behavioural regulation (Abbate et al., 2023). At the same time, changing 
apparel's environmental impact is not only a production problem. Consumer choices also affect what products are demanded 
and which business practices are rewarded. 

Consumers do not choose sustainable apparel or eco-friendly clothes based only on environmental benefits. Price, design, 
comfort, availability and trust in sustainability claims can also affect their buying decisions. This is particularly important for 
university students. They are often exposed to sustainability-focused content on social media, but they may have limited 
budgets and still want clothes that are fashionable and attractive. 

Earlier research has repeatedly identified a gap between positive environmental attitudes and actual green purchasing. 
Research on green apparel buying shows that increased consumer knowledge and awareness of environmental issues has not 
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translated into a widespread rise in purchasing, creating the attitude–behaviour gap (Dhir et al., 2020). A study of Japanese 
consumers similarly observed that positive purchase intentions towards green apparel have not always translated into actual 
purchase behaviour, and that the green apparel sector has historically accounted for less than 3.7% of the total clothing 
market (Dhir et al., 2021). Research on green apparel in India is more mixed. A study of Indian youth found that green 
apparel knowledge and peer influence did not significantly shape buying behaviour (Khare & Sadachar, 2017), whereas a later 
study reported that past environmental behaviour, peer influence, and green apparel knowledge did shape perceived benefits 
and purchase-related outcomes (Khare, 2019). More recent Indian research points towards price, product attributes, and 
affordability as central issues: research on urban Indian consumers' perceptions of sustainable clothing found that 
environmental knowledge, environmental attitude, and perceived consumer effectiveness shape purchase intention, with 
product attributes acting as intervening variables (Tryphena & Aram, 2023). Work on Generation Z consumers identified 
affordability as the key barrier to sustainable fashion adoption and reported that social media raised awareness of 
sustainability without necessarily translating into purchasing behaviour (Karulkar et al., 2025). Related evidence from the 
Indian textile and apparel sector reports that the higher price of sustainable apparel, together with the perception that it lacks 
the variety and style of regular market offerings, inhibits young Indian consumers from embracing it (Vishwakarma et al., 
2024). 

This study focuses on university students in Gurugram and looks at their self-reported purchases of sustainable apparel 
during the previous 12 months. This matters because what people intend to buy and what they actually buy may differ. A 
student may view sustainable clothing positively but still choose conventional clothing because eco-friendly options are 
expensive, not easily available, or do not offer the designs they prefer. 

1.1 Problem statement 

The central problem this study considers is the gap between favourable views of sustainable apparel and actual purchasing. If 
students understand sustainability yet do not buy sustainable clothing, the reasons for that gap need to be examined at the 
product and consumer level. The study therefore considers awareness and attitude together with practical elements such as 
design appeal, price-related willingness, and availability. 

1.2 Research objectives 

1. To assess university students’ awareness of sustainable apparel. 

2. To examine students’ attitudes and perceived importance of sustainable apparel in clothing decisions. 

3. To identify the major barriers that prevent students from purchasing sustainable apparel more often. 

4. To examine the relationship between selected perceptions and actual sustainable apparel purchase during the 
previous 12 months. 

5. To examine whether future purchase intention and willingness to buy at lower prices are associated with actual 
sustainable apparel purchase. 

2. LITERATURE REVIEW 

2.1 Sustainable apparel and consumer behaviour 

Sustainable apparel refers to clothing produced, distributed, used, and disposed of with greater care for environmental and 
social impacts. Consumer decisions in this area are affected by both values and practical product evaluations. Research on 
Indian consumers has found that knowledge of green apparel and past environmental behaviour can influence perceived 
benefits, while peer influence and product characteristics also matter (Khare, 2019). Consumer decisions in this domain are 
also shaped by values: among young consumers in emerging markets, environmental apparel knowledge and green self-
concept positively affect attitude towards green apparel, subjective norms, perceived behavioural control, and purchase 
intention (Abrar et al., 2021). Evidence from Chinese consumers reinforces the pattern, showing that attitudes towards 
sustainable apparel had a strong positive effect on purchase intention, with aesthetic values positively moderating that 
relationship and conspicuous values negatively moderating it 

https://jenni.ai/citation?d=z%3A3VhNbCNJFU5Wsyu0QkJCe5gFCZ5Amh1GdsaOM%2FlZWCb%2FM5nfbBJmJLRIlLuquytuV3Wqqu0YLgG0QuIyV5YrHDjtgRM5cFmucEYgLrsXDoC4MAIRCfFVte3YibNhJOCAJU%2Fc1a%2B%2Beu97vzXfOZ56Ocl0xJw2x1PT%2BzlLxKOi3RQmrtdmG0uLsTYykepKO%2BfxXZmkGb7OQlSGXVIr%2B4PjqZd4s6kPj6euxKnwAifLr1x%2F%2FsGzd77EMxHj6fW38h%2F%2F5tW3Iqfzk%2BW5O%2B%2B%2F9q0P74qu5C49Wb77hWfvXH%2F%2By5Gjp14QcN42%2FKcEvNq4DOmlt%2F%2F47ud%2BvjMJacm%2FeftPA9V2av7VwWWA9OBX%2BPx6EuBXWDB2ALj5%2B2DFJYC3%2F%2FZqwJgEuOZ%2F5j8ZAFZ%2FEd5dpuHnLyZv%2Fbfv4fOjAWClxH8xDZfLx4kaXvPe%2FeDZZYB%2FH3PKGOD67z4Eid8eAD76ZGD7Ug0973fenwS44fyb1%2F5zgJufCjZ%2BDKA4KLQTvSs%2FW6GW0t1M8ERUmXPSFVxUmyJlHakLU420cuLQUS6MzUXkZEfQSpspLkRO66k0xCrNSlK5UaGHOuW0y7g8oKhCuynLpJK0x7IuM8T9e6cdazHItJhNpWMkKrRdKCEc3WeFobiSEKN1kTPj2kI50jE9ZApa%2BydgRqnWmV9dLaxUwlq6Rg9Yt0JfU1DMWOl6%2Fu1KwoWp0H0jrZNMWahboUfadFmPmuGHSLA%2BgncXZGRjZ40j7jrWYSrxqCM%2F%2B5AUndPZtISTKjkL89ixRFdoHTZzqQAguvR1wTIoSMTpPt2jXd1mssdoS0F3VzhxjoS%2BwBPJe3BSCnJPDwHL8C%2BTFeznkhEJumMYLxhwJrC3wtvwkXUmFE4wJqQeQ7vHcvBE8RkDt20PYFZHkmXAlUJFcOW4ravCJMLb2Ccpoce5w35otSOsYCZKaVNHBbQwggU5l1afCuvGNHjiY8005X4GBVre%2FMKltBIbGTFaoR3aoy1aowe0gb%2BPaJMew4peVxtu34TtQihiObbCvbRyLr4pYTkhhJoiQ7QmZEGEjRniXMPs03UurDSCaEN1pNHK8wDLh5lDiApTRK4wWEVqBTqprbkIu1dolXah6A5%2BreHvGppU0YaFHx29R1JFsN8KPgLn44EhbUTwEsgUY%2BdKawthCTYIUtoR%2FKdsBh9zoDmNHEK6dpj1yYocEFilvADhWII6ySgrFTLCFpmPVi%2BGralQGgfBAK8Qliy5VNBHRz88Xx88fzBihvYgERUGGjuykIHDrRAtbNUkDvMM3kIIulTaQHmzh1Xmgw%2FHenRugsu9rWPqUbPoeZnhiTPE4dzW8dSnU9b0kRu53svfHzL6xv8tn%2F8tOvc0iOFeJ4AJXyk9QHlmCQpq%2FBKzIeFDaJ%2BjcMh1pX8g8sGiWnnmxyXRUSJhFHUl8nj81YCPsOsyvbccxQVKhjDguYOyIRNwMlHV7Gwee%2FzTxbGkD2oFLlwvD8X37NHegV1shQrQj3NZ1s5T1grbVwNfbdAIItiWCRXc4dc%2FruOWVaOM2IvbcUDu%2BWhgCpUYFDjEby%2FXeIHTZ2jNaGur1ndsrXA8Z2i3sdFtaiwulGUdgt4ZZd4Ah2U9nzXABI3hiNJXuSsAUKplRAftykulzI17erIrywi4gGt4lnKNOo9gzXpDrwE%2BeOGyCNgs3d8Gx2eibmLETQrGYcT57oZmBi3aaM1lcmHVaOgHfUYCylaom8oMQdQvLOhy6FCBIPTRcuNoADaF63rdLkiYi1OkrAIhpt5AarZz6ZseypWy4dKDk9A9MzRXf2SsCwUv%2BxNxR0JuoBuhXA1aLWpRiGpwycKRsK0jYXno%2FpiHgAzrwbTAeOMgHwtUnwih7OHGfdEOA04ZNhx7HAMhxs5kLMIGELbuIWdrs7eq9XrbBy1DGTFbKtaYYBOGFq6NPc
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2.2 Theory of Planned Behaviour 

The Theory of Planned Behaviour provides the main theoretical lens for this study. The theory was introduced to explain 
individuals' decision-making processes, placing an individual's intention to perform a given behaviour at its centre. 
Behavioural intention indicates an individual's readiness to perform a given behaviour, and it is determined by three 
conceptually independent constructs: attitude, subjective norms, and perceived behavioural control. Attitude refers to an 
individual's positive or negative evaluation of performing the behaviour; subjective norms to perceived social pressure to 
perform or not perform it, and perceived behavioural control to beliefs about factors that may facilitate or impede 
performance of the behaviour (Quintal et al., 2014). The theory is useful here because sustainable apparel purchase involves 
both personal evaluation and perceived ability to act. 

This study does not fully test the Theory of Planned Behaviour. The questionnaire uses single-item measures and does not 
include all TPB parameters through validated multi-item scales. Instead, TPB provides a basic framework for understanding 
why students may have a positive attitude toward sustainable apparel but not always act on it when making purchases. 

2.3 The attitude–behaviour gap 

The attitude–behaviour gap is particularly seen in green apparel. Consumers may support environmental values but continue 
to buy regular products because sustainable clothes do not fit their budget, style, shopping routine, or access needs. Research 
based on in-depth interviews has identified price, availability, knowledge, transparency, image, inertia, and consumption habits 
as barriers that impede consumption of sustainable fashion, and recommended that manufacturers and retailers concentrate 
on specific product attributes, adopt an efficient digital communication strategy, and make greater efforts to make green 
apparel attainable (Wiederhold & Martinez, 2018). Work on green apparel buying behaviour likewise shows that purchase 
intention and actual behaviour should not be treated as the same outcome, noting that the intention–behaviour gap has kept 
the green apparel industry in its nascent stages (Dhir et al., 2021). Comparable evidence comes from research on sustainable 
apparel shoppers, which notes that consumers with positive attitudes towards sustainable products may still fail to buy them, 
and that TPB has been widely used to explain such sustainable consumption because it typically results from planned decision 
making rather than hedonic reasons (Chang & Watchravesringkan, 2018). 

2.4 Price, affordability, design, style and product appeal 

Price can be a major barrier to buying sustainable apparel. Students may want to choose sustainable clothing, but their 
budgets may not allow them to spend more on clothes. Studies in India have also found affordability to be an important 
factor in purchasing sustainable clothes (Karulkar et al., 2025; Vishwakarma et al., 2024). Work on millennial consumers in 
the Indian market similarly reports that price and perceived benefits are major influencing factors and that brands need to 
create more awareness of sustainable apparel among this group (Chalapathi & Rajini, 2024). 

People view sustainable apparel much like regular clothing. Even if they like the environmental benefits, they may not buy it if 
the style,design, fit or colour doesn't suit them. So, the overall look and appeal of the clothing could also influence their 
buying decision. Qualitative evidence from Indian consumers supports this: design-related and economic considerations, 
along with personal inhibitions, emerged as barriers to sustainable apparel behaviour, and younger consumers practised 
alternatives such as renting, borrowing, and thrifting while showing greater price sensitivity than older cohorts (Arora & 
Chaudhary, 2026). 

2.5 Accessibility and trust 

Even if people want to buy sustainable clothes, they may not buy them if they cannot find them easily. The availability of 
these clothes in both online and physical stores can affect their buying decisions (Wiederhold & Martinez, 2018). Trust is also 
important because people may not always know whether a product is really sustainable. Clear information and proper labels 
can help them feel more confident when buying these products. Evidence on labelling points in the same direction: labelling 
desire, labelling satisfaction, and perceived effectiveness are among the variables proposed to drive green apparel purchase 
intentions and behaviour (Dhir et al., 2021). Similarly, consumers' product knowledge, perceived consumer effectiveness, and 
perceived personal relevance significantly affect young consumers' attitudes, subjective norms, and perceived behavioural 
control, which in turn affect purchase intentions for environmentally sustainable textiles and apparel 
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2.6 Research gap and hypothesis development 

Based on earlier studies, this research considers awareness and attitude as factors that may influence students' interest in 
sustainable clothing. It also looks at design appeal, willingness to buy at a lower price, and future purchase intention as factors 
that may be linked to actual buying behaviour. The hypotheses are kept simple because the questionnaire uses single-item 
measures. 

Much of the research on sustainable apparel focuses on purchase intention rather than actual buying behaviour. However, 
having a positive attitude or an intention to buy sustainable clothing does not always lead to an actual purchase. Students may 
support sustainable fashion and say they are willing to buy it, but factors such as high prices, limited availability, and less 
attractive designs may prevent them from doing so. This difference between intention and actual behaviour is an important 
part of the present study, and it has been documented as an attitude–behavioural intention gap in sustainable apparel research 
(Jung et al., 2020). 

The study therefore focuses on respondents' reported purchases over the previous 12 months. It examines whether 
awareness, attitude, design appeal, willingness to buy at a lower price, and future purchase intention are related to actual 
purchase behaviour. It also identifies the main barriers reported by the respondents and uses correlation and regression 
analysis to examine these relationships. By comparing intention-related responses with reported past purchases, the study 
gives a clearer picture of where the intention–behaviour gap occurs among university students in Gurugram. 

H1: Awareness of sustainable apparel is positively associated with actual sustainable apparel purchase behaviour. 

H2: A positive value-based attitude towards sustainable apparel is positively associated with actual purchase behaviour. 

H3: Perceived design and style appeal of sustainable apparel is positively associated with actual purchase behaviour. 

H4: Willingness to purchase sustainable apparel if prices are lower is positively associated with actual purchase behaviour. 

H5: Future purchase intention is positively associated with actual purchase behaviour. 

2.7 Conceptual framework 

The study looks at awareness and attitude as factors that may influence students' interest for sustainable clothing. It also 
considers practical factors such as design appeal, willingness to buy at a lower price, and availability, as these may affect 
whether students actually buy. Future purchase intention shows what students plan or are willing to buy, while reported 
purchases during the previous 12 months show what they actually bought. The analysis brings these five factors together to 
examine their relationship with actual buying behaviour. 

Table 1. Study constructs and operational indicators. 

Construct Operational indicator used in this study Expected direction 

Awareness Self-rated awareness of sustainable apparel Positive 

Attitude Agreement that buying sustainable apparel reflects personal beliefs and 
values 

Positive 

Design/style appeal Perceived appeal of sustainable apparel in design and style Positive 

Lower-price willingness Likelihood of purchase if sustainable apparel were available at lower 
prices 

Positive 

Future intention Likelihood of purchasing sustainable apparel in the future Positive 

Actual behaviour Purchase of sustainable apparel during the previous 12 months 
(Yes/No) 

Outcome 
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3. METHODOLOGY 

3.1 Research design 

This study used a quantitative, cross-sectional survey design and collected data from university students in Gurugram using a 
structured questionnaire. The study used convenience sampling because respondents were approached through easily 
accessible university settings. The analysis included 214 usable responses. 

3.2 Sample and data quality 

The sample consisted of 112 male respondents (52.3%) and 102 female respondents (47.7%). Of the total respondents, 169 
(79.0%) were undergraduate students and 45 (21.0%) were postgraduate students. Some age responses were missing, and the 
income data were not consistent enough to be used in the main analysis. Therefore, age and income were used only for 
descriptive purposes or left out of the main hypothesis testing. 

Table 2. Respondent profile. 

Variable Category n % 

Gender Male 112 52.3 

Gender Female 102 47.7 

Education Undergraduate 169 79.0 

Education Postgraduate 45 21.0 

Total  214 100.0 

 

3.3 Measures 

The questionnaire covered awareness, attitudes, product quality, design, comfort, price, availability, social influence, social 
media exposure, purchase intention, actual purchase, and barriers to buying sustainable apparel. 

For the main behavioural measure, respondents who purchased sustainable apparel in the previous 12 months were coded as 
1, while those who did not were coded as 0. Ordered responses were coded in their natural sequence for the correlation and 
regression analysis. 

3.4 Single-item measurement 

Several key variables in the study were measured using single questions. This can be suitable when the topic is simple and 
specific, but single-item measures have some limitations when compared with multi-item scales, particularly from a predictive 
validity perspective (Diamantopoulos et al., 2012). Therefore, the study does not report Cronbach's alpha, confirmatory factor 
analysis, or structural equation modelling. These limitations are clearly mentioned rather than reporting reliability results that 
cannot be properly supported by the data. 

3.5 Statistical analysis 

Frequencies and percentages described the sample and key responses. Spearman rank correlation was used because the focal 
explanatory variables were ordinal and the behavioural outcome was binary. The five hypothesis tests were corrected for 
multiple testing using the Holm procedure. An exploratory binary logistic regression was then used to examine the five 
predictors together. The regression is treated cautiously because only 22 respondents reported an actual purchase. The small 
number of events limits the stability of a five-predictor model even though the total sample is 214. 

https://jenni.ai/citation?d=z%3AzVa%2FcxtFFJaBZGAoaZIqO0OKZGLJd7Js2WmY2CFgkkxMHEi92nunW2tv99jdk60UTCDDP0Tnkv%2BEghqqVDR8706S5YkNVAyNfuy9H9977%2Fve3g9nnfdy5%2FVY2w%2ByE%2BcnZ51PCjkK0UsVZ9dufR6iHBkdCm3HovKUaRX1lMRUGp3pOBMuFyXJUHsKQgchRSmPnRfKWUXeCm1x4CcU2R82JL0qeuJFAdtKVuRhMaUQ9VhGRIgFsSsia2eDyOUU2ODJ53Ugzhbw35DQkcogpuRDHURZm6i7fCSCkoahWBHJwwIel8DuiQcikNewhIFyZWWoJBuln4kQ64wfeJqSNIxJxgbAFeVfBCSboKgh6Iw8ejcTUnkXgsh0npNHEnGHu%2BMp0t3GMPpaRbTOZsitUYsWbnRMOOuJA4tzISOCV0DhBJ1WRnJ1AORGqGFKGarlMWkDROsYAdfjqSBgANbAISU3tCltxmPiHiMpXKUu%2BTMKwLVR57NFu7XNTU2YItd4jj0HL5xH21oIf9%2BTd8ez4ApTAGxAFmXqjJpYEuZyzGcYXWuunPfUgm9nep4SJOOOKQ9Dz8Wdt3K9sbN1OQK%2FgKYdTZt6Xh5Sr9rLIE7IGP5uKbhMC5ai%2BR7pmelcCKjSzmp17iOKJ0T%2FFmBT%2Fepg0BGEDiIU7qQh3LqoLfgjShfiqiLirNJgOFiF0biaO9XMH0kxGH4kZFUZ%2FGjs1y%2BRhjIQIQK4OkJ%2FED%2BerJbyj9J5ZuHdwsPEIJiKlM61WsWZuYtBF5nou7pBv%2Bj2O%2FCa1niCMbVjvCD7iyRiqNCF9k3di%2B3CTaxNhpFwK7yTqkCLTnQshJI1w8O8MZjV4DXcllHP%2FY0ukRCmqIaLRBalvapLyA3KCD0jFb4CZQ%2Bxvsb9pL%2FVTdMSfYjQKPkDm7uzzrUx0hYQzWvEqzCmR42Gsp3eTp90CDW9j%2F0YDZ3e%2B8rV3iILMDG8B0pmVDaKerrcokdKsyzzqTN1STfuVMt0TxzG7vxZZ01XENJzaceE%2FY7Z%2BBAPcXJz7efCyMXvXwx7ej2qWdE%2FwTKzsmSPPJelNjP7UMtS2ugqNMQFGoMH9vhB1hxqFzLvDHXe9SuOJBJShpawBzF2d5UxPULz57H1fuF1QL7iKuvjl9qoVzMbJnoe%2FJBwV11lnj%2BWGjtyHv2IRiheY%2FiNeV7IcJjlb5XOwlnnusqcPr2ZJr00SYYbIU2Hg2E3SdNuspkk3c1Mh5F9jc9gf9RJstvvJsNkU6dbW%2F3ucKc%2FUKUcH%2FfTzbS%2F2%2B9v7xhXkX3QsOMgi2mSJsPB7mB7c7gz2N1Jt4c7acEWoPzp5OW5G%2BI%2Fk2%2BPG1Y0pDruJylS9bvpJkZnxzVGNyJbVnVzLS84ttYUfnrrqOINB2XOWXJvr4ZyAEI8hZLlBPwGxRR9483pfhFjFe5vbBhtJ70w9%2Bzh9thgYmDbb1RZvnFlR3p4Og71CDuJWz6RHgvI0Av8XYPKyOWPtc1Wjymy%2BGFrFOtqb7bPK%2Bzm9Y8jFM%2F3i6LsJV5CQnN%2B42gui%2B%2B%2FqHE7ASXEicUgVOEc74Pl1l3ZIueb%2BcLSa9wW%2B3chdb7x7%2BO%2BvOwSw8JiyfNhDkJqFd6AI3nmSkgNFYx0JvtN092RazbDvOOBck0ma01G6aAdzKeLOaxDyRYz5NwNWHCEiwVk2OcvwJTBVuuzuw%2FAkLgXe1TIqUYJWHh7nr3aR1VzefD%2Fg%2Fb2nu99CrjB6M%2FP%2FjhJX3c6nQJDWgGVpYNku0mhl1vlv6ktTbfT1uf2srYWwnmJ7HeIjc5knJfx%2B5vfxP%2BpjCTdmvvc3q%2BxrriMI7yJabwsfY37jfnDfk%2FcTJo4W5bx0Xu%2FXl7GsI229cyPpdWvmhkC7oWefFlj64rnc%2F2uQMxYfx%2BqGoq%2Bu1A0VlnP%2BfHV2p3wu%2F634Dgyrf0F
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Because only a small number of respondents reported an actual purchase, the regression analysis was treated as exploratory. 
The small number of purchase events in this sample limits the statistical power of the multivariable analysis, making it more 
difficult to detect true associations and increasing the likelihood of unstable estimates. Although simple rules about the 
number of cases needed for each predictor can be useful, they should not be applied in the same way to every study (Smeden 
et al., 2016; Vittinghoff & McCulloch, 2006). Therefore, this study uses the regression results to explore possible relationships 
rather than make strong predictions about actual buying behaviour. 

4. RESULTS 

4.1 Sample profile 

Respondents included 52.3% males and 47.7% females, for a fairly balanced gender mix. Most respondents were 
undergraduate students (79.0%), while 21.0% were postgraduate students. 

4.2 Awareness and attitude 

Awareness was mixed. 26.2% of respondents said they were not aware of sustainable apparel. The slightly, moderately, and 
highly aware groups each accounted for 22.9%, while only 5.1% reported very high awareness. 

 

 

Figure 1. Awareness of sustainable apparel among respondents (N = 214). 

A more positive picture appeared for values and beliefs. A total of 137 respondents (64.0%) agreed or strongly agreed that 
buying sustainable apparel reflects their beliefs and values. This difference between favourable attitudes and reported 
behaviour becomes important when the purchase results are considered. 

https://jenni.ai/citation?d=z%3AzVfLbiRJFS23YAYWaBBsulmgAI3EDLLLmVlPIySwPZ6mH6Ytu6dHgg2RGTczwxWZkR0PVxWrYUDiQ0Z8ASv%2FAEu%2BgTUSQkjTG9hwIrNctse2BoZGmo1dlXnjPs49956oj89793JtZCHrN8Vcm9l571slT60zPHPLe%2BfPS2LGK2I6Z670VYq%2F3DGlC2mdzBivBdvXC1ZpQcoyW2qvBEuJeUuCzaUrGWeVrGXlq%2BAjjpj2LtMVMTqj2lnWkGGNISEzpw0740byFPHeOTh68e4mS3nwo2vm5ppZeFHcSXy1zgtJdpNVfBnCOa1ZpmtL5gwGZ9RnIXPuXamNDW%2BEzxw8caa4KeizrpYhN%2B1K5CLrXHmqM7IhLE7mUoSveOGCd4VnZ2R4QZvMLRtijxgZo80mMxQ8nhFLJUdmAZrOZQtOKBRIVzz4qohbb8i2aS5Zrj2MOTO8Rm5IJZMm85V1wdgiMpuXMivXkVvfIQqbk6EWZtjwLKPGtegpgIt2CLKNdOGrtaFxdcAfwCK5cFSp8L%2FLMUe%2FA1Rte1uveLXCwklUHSxDKXhz9XHrFS5XlQCvTHmBhgQ%2FSMt29MlghTYFiBYkNkNJDTdgELqA4PBsqbYS8Em3RHlcLS0qByxkHJ8RCKBRToUWg5ooiQt66cMHRHRGqxY1NCsgKeuirwIaFuR5D0ZFEiXjrSiugjGXNZlHsDzvfbVYMeQjJasGCLzfoiCSfjwmaa2nN8hJp2jBdisyMlTxWHuD9EK8gwbUqKTGNCzzM618Rff%2F0KxjPNUZh7fz3oZs0LTj0FyMm8ylse4ITx7c%2B1Op%2BMXnP6u2FJn60IgwmKLmVTiR57ySajl7IZ1DbaXOcypAtFocICeB6ql301weZvteKZ2VnfHpfskNmMAO%2Bt2RvOT2SOSfZlLY894bmdDSxFE%2FjnYG2%2FyUtmfzWTRKhLRp%2FRH%2B2vpjGUVRsrWTjBMZDyfjrXEyGmcVL06TeBANJoOd6ajUDQEeWsw%2BvHwomkqKMp7E02RnGsPXM%2F7paYtv257TJIrGW3GylcTAoy488EiprhqfKmnBzq5bG22B82cL0EWwD2oUZUCZJTvCJNnC%2BjTMIwCYtcxS9BxfNzDipPMnshZXH5PjSi1hqzIMiNhb7oM47sFbv3OGcrAfcyc%2BxDq07fOvr1jw5DjwFy0As4kdr%2Fbic7Dz4HKZvbhYYeD408%2FuyWMqQrJIKne6kZn9LZDPha7AGGSTSsEHbZkvj8qlBeEUO8lku44ol6REZ5Qm49ZqdsiRSYW1k1k8zp%2FHUTzoXi2%2Bd%2BLwPESHk0MCz4Vt8wCaXYVkM4zzv37y97%2F986e9Xq8EgldiiGQcd7ksvrN21Xk4MjrlqVQA%2F3WnnwxXMX94V%2Fp7fElWYhJv1vHXP%2F7qy1LHdDjqYr69K87CGkf%2FubdwtE4bxMnKWr70cHpRwV%2B%2Bwb5oBSKw%2F2uZN2rx%2FdK5xv5oexsj3dem2L451rMg9i%2FCAOl64%2FIS8JXVJeDb60vA4lVQUrhFzg6ivVJD65tGY54wC9j%2B7ZK37R5PZc3N8vKGYNaMZxCDOfFZnz0M%2BwgXAWx%2BzCV8QC6DCmFmQlnMQ6IRrCagFnzWNIcfS9xABCEEjdEhD1Z4NCpk0wrIZUaWVw0G0Mpft%2FpgYQvRQAqfm2KnPNL%2Bb%2Fox7A8nnX5sXOjH3uE%2BWIxbDhhwfFFKR%2Bur%2BvHN%2F0I%2B7n%2ByVo%2F7n1wTj9%2FfVIP8pCJ0rpMC8BW7EC0AM%2B%2BSD3potEbpwb5%2BDHZYtttnP%2BtDhe88cqjDFawL8YRD7NnDPjtcyc1N%2B2JfKyUvThQPQ1NO7rTOd5XD7WklZu9pX6B6BLhT%2Fw7k6QxDeeFfHWIx196yx%2F39u1M6JulsxVdFPNa43tRg9t51zXzVaeabQTMXD8J0xdPxto2T6WQInoAryXiyNbiinb8JihlvJc
https://jenni.ai/citation?d=z%3AzVfLbiRJFS23YAYWaBBsulmgAI3EDLLLmVlPIySwPZ6mH6Ytu6dHgg2RGTczwxWZkR0PVxWrYUDiQ0Z8ASv%2FAEu%2BgTUSQkjTG9hwIrNctse2BoZGmo1dlXnjPs49956oj89793JtZCHrN8Vcm9l571slT60zPHPLe%2BfPS2LGK2I6Z670VYq%2F3DGlC2mdzBivBdvXC1ZpQcoyW2qvBEuJeUuCzaUrGWeVrGXlq%2BAjjpj2LtMVMTqj2lnWkGGNISEzpw0740byFPHeOTh68e4mS3nwo2vm5ppZeFHcSXy1zgtJdpNVfBnCOa1ZpmtL5gwGZ9RnIXPuXamNDW%2BEzxw8caa4KeizrpYhN%2B1K5CLrXHmqM7IhLE7mUoSveOGCd4VnZ2R4QZvMLRtijxgZo80mMxQ8nhFLJUdmAZrOZQtOKBRIVzz4qohbb8i2aS5Zrj2MOTO8Rm5IJZMm85V1wdgiMpuXMivXkVvfIQqbk6EWZtjwLKPGtegpgIt2CLKNdOGrtaFxdcAfwCK5cFSp8L%2FLMUe%2FA1Rte1uveLXCwklUHSxDKXhz9XHrFS5XlQCvTHmBhgQ%2FSMt29MlghTYFiBYkNkNJDTdgELqA4PBsqbYS8Em3RHlcLS0qByxkHJ8RCKBRToUWg5ooiQt66cMHRHRGqxY1NCsgKeuirwIaFuR5D0ZFEiXjrSiugjGXNZlHsDzvfbVYMeQjJasGCLzfoiCSfjwmaa2nN8hJp2jBdisyMlTxWHuD9EK8gwbUqKTGNCzzM618Rff%2F0KxjPNUZh7fz3oZs0LTj0FyMm8ylse4ITx7c%2B1Op%2BMXnP6u2FJn60IgwmKLmVTiR57ySajl7IZ1DbaXOcypAtFocICeB6ql301weZvteKZ2VnfHpfskNmMAO%2Bt2RvOT2SOSfZlLY894bmdDSxFE%2FjnYG2%2FyUtmfzWTRKhLRp%2FRH%2B2vpjGUVRsrWTjBMZDyfjrXEyGmcVL06TeBANJoOd6ajUDQEeWsw%2BvHwomkqKMp7E02RnGsPXM%2F7paYtv257TJIrGW3GylcTAoy488EiprhqfKmnBzq5bG22B82cL0EWwD2oUZUCZJTvCJNnC%2BjTMIwCYtcxS9BxfNzDipPMnshZXH5PjSi1hqzIMiNhb7oM47sFbv3OGcrAfcyc%2BxDq07fOvr1jw5DjwFy0As4kdr%2Fbic7Dz4HKZvbhYYeD408%2FuyWMqQrJIKne6kZn9LZDPha7AGGSTSsEHbZkvj8qlBeEUO8lku44ol6REZ5Qm49ZqdsiRSYW1k1k8zp%2FHUTzoXi2%2Bd%2BLwPESHk0MCz4Vt8wCaXYVkM4zzv37y97%2F986e9Xq8EgldiiGQcd7ksvrN21Xk4MjrlqVQA%2F3WnnwxXMX94V%2Fp7fElWYhJv1vHXP%2F7qy1LHdDjqYr69K87CGkf%2FubdwtE4bxMnKWr70cHpRwV%2B%2Bwb5oBSKw%2F2uZN2rx%2FdK5xv5oexsj3dem2L451rMg9i%2FCAOl64%2FIS8JXVJeDb60vA4lVQUrhFzg6ivVJD65tGY54wC9j%2B7ZK37R5PZc3N8vKGYNaMZxCDOfFZnz0M%2BwgXAWx%2BzCV8QC6DCmFmQlnMQ6IRrCagFnzWNIcfS9xABCEEjdEhD1Z4NCpk0wrIZUaWVw0G0Mpft%2FpgYQvRQAqfm2KnPNL%2Bb%2Fox7A8nnX5sXOjH3uE%2BWIxbDhhwfFFKR%2Bur%2BvHN%2F0I%2B7n%2ByVo%2F7n1wTj9%2FfVIP8pCJ0rpMC8BW7EC0AM%2B%2BSD3potEbpwb5%2BDHZYtttnP%2BtDhe88cqjDFawL8YRD7NnDPjtcyc1N%2B2JfKyUvThQPQ1NO7rTOd5XD7WklZu9pX6B6BLhT%2Fw7k6QxDeeFfHWIx196yx%2F39u1M6JulsxVdFPNa43tRg9t51zXzVaeabQTMXD8J0xdPxto2T6WQInoAryXiyNbiinb8JihlvJc


Natural Resources for    
Human Health 
eISSN: 2583-1194 
 
 

333 
Natural Resources for Human Health (NRFHH) 
https://nrfhh.com 

 

Figure 2. Positive value-based attitude toward sustainable apparel (N = 214). 

 

4.3 Consumer perceptions of sustainable apparel 

Price was a major concern. In the detailed responses, 160 respondents (74.8%) described sustainable apparel as expensive and 
another 9 (4.2%) described it as very expensive. Together, 78.9% therefore viewed sustainable apparel as expensive or very 
expensive. Design was another important concern: 145 respondents (67.8%) considered sustainable apparel not appealing in 
design or style. Accessibility was also weak, with 108 respondents (50.5%) describing access as difficult or very difficult. 

 

Table 3. Key consumer perceptions of sustainable apparel (N = 214). 

Measure Key response n % 

Positive value-based attitude Agree/strongly agree 137 64.0 

Design/style appeal Not appealing 145 67.8 

Price perception Expensive/very expensive 169 78.9 

Lower-price purchase likelihood Likely/very likely 77 36.0 

Accessibility Difficult/very difficult 108 50.5 
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Figure 3. Key perceived barriers in product evaluation (N = 214). 

 

4.4 Future purchase intention 

Most respondents were unsure about buying sustainable apparel in the future. About 69.6% were unsure, 23.4% said they 
were likely to buy it, and 2.3% said they were very likely to do so. Only 4.7% said they were unlikely or very unlikely to 
purchase sustainable apparel. 

 

Table 4. Future purchase intention distribution (N = 214). 

Response n % 

Very unlikely/unlikely 10 4.7 

Not sure 149 69.6 

Likely 50 23.4 

Very likely 5 2.3 

Total 214 100.0 
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Figure 4. Future intention to purchase sustainable apparel (N = 214). 

 

4.5 Actual buying behaviour 

Only 22 respondents (10.3%) reported purchasing sustainable apparel during the previous 12 months, while 192 (89.7%) 
reported no purchase. This is the clearest descriptive evidence of the attitude–behaviour gap in this sample: 64.0% expressed 
a positive value-based attitude, but only 10.3% reported an actual purchase. 

Table 5. Actual sustainable apparel purchase during the previous 12 months (N = 214). 

Purchase n % 

Yes 22 10.3 

No 192 89.7 

Total 214 100.0 
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Figure 5. Sustainable apparel purchase during the previous 12 months (N = 214). 

 

4.6 Barriers to purchase 

The barrier question allowed respondents to select more than one answer. Limited designs or styles was the most frequently 
reported barrier, selected by 175 respondents (81.8%). High price was reported by 108 respondents (50.5%), limited 
availability by 102 (47.7%), lack of awareness by 90 (42.1%), and lack of trust in sustainability claims by 74 (34.6%). 

 

Table 6. Reported barriers to sustainable apparel purchase (N = 214; multiple responses permitted). 

Barrier Mentions (n) % of respondents 

Limited designs/styles 175 81.8 

High price 108 50.5 

Limited availability 102 47.7 

Lack of awareness 90 42.1 

Lack of trust in sustainability claims 74 34.6 

Note. Since participants could choose more than one option, the percentages do not sum to 100%. 
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Figure 6. Reported barriers to sustainable apparel purchase. Multiple responses were permitted. 

 

4.7 Hypothesis testing 

All five relationships were positive and remained statistically significant at the 5% level after the Holm adjustment. However, 
the correlations were small, suggesting these relationships were relatively weak. Therefore, the statistical significance should 
not be taken to mean that the relationships had a strong practical effect. 

Table 7. Spearman correlation results and hypothesis testing. 

Hypothesis Relationship ρ p Holm-adjusted 
p 

Decision 

H1 Awareness → actual 
purchase 

.177 .0095 .0358 Supported 

H2 Attitude → actual 
purchase 

.178 .0089 .0358 Supported 

H3 Design/style → actual 
purchase 

.187 .0061 .0306 Supported 

H4 Lower-price likelihood → 
actual purchase 

.165 .0155 .0358 Supported 

H5 Future intention → actual 
purchase 

.136 .0477 .0477 Supported 

 

4.8 Exploratory logistic regression 

The multivariable model included awareness, attitude, design/style appeal, lower-price purchase likelihood, and future 
intention. Design/style appeal was the only predictor that reached conventional statistical significance after adjustment for the 
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other predictors (B = 0.521, OR = 1.68, 95% CI [1.13, 2.51], p = .011). Awareness, attitude, lower-price likelihood, and future 
intention did not reach p < .05 in the multivariable model. 

Table 8. Exploratory binary logistic regression predicting actual sustainable apparel purchase. 

Predictor B OR 95% CI for OR p 

Awareness .254 1.29 0.84–1.99 .251 

Attitude .546 1.73 0.87–3.44 .121 

Design/style appeal .521 1.68 1.13–2.51 .011 

Lower-price likelihood .356 1.43 0.60–3.42 .423 

Future intention .487 1.63 0.64–4.14 .306 

 

These regression results should be read as exploratory, because only 22 respondents had bought sustainable apparel. With five 
predictors and so few purchase cases, the estimates may be unstable and the confidence intervals wide. The results point to 
patterns worth exploring with a larger sample, but they are not proof that design appeal causes purchase.. 

5. DISCUSSION 

The central finding is that students in this sample held a positive attitude towards sustainable apparel that did not carry 
through into their recent buying. Many linked sustainable apparel to their personal beliefs and values, yet only a small number 
had actually bought it. This matches earlier work that documented an intention–behaviour gap in green apparel (Dhir et al., 
2020, 2021). 

Awareness was positively associated with actual purchase behaviour, but only weakly. Knowing about sustainable apparel may 
help, but it is unlikely to overcome the practical obstacles respondents identified on its own. Indian research points the same 
way: knowledge matters, but it works alongside product and situational factors (Tryphena & Aram, 2023). 

Attitude was also positively related to purchase. Respondents who tied sustainable apparel more closely to their values were 
somewhat more likely to have bought it. This fits the basic logic of TPB, where attitude, subjective norms and perceived 
behavioural control shape intention, and intention in turn predicts behaviour (Quintal et al., 2014). The size of the observed 
gap nevertheless shows why a favourable attitude cannot be treated as a guarantee of behaviour, since positive attitudes 
towards sustainable apparel do not always convert into consistent intentions (Jung et al., 2020). 

Design and style showed the strongest relationship with actual purchase in the bivariate analysis and were also the only factor 
to reach significance in the exploratory logistic model. How sustainable clothing looks and whether it suits a buyer's taste may 
therefore weigh heavily at the point of purchase. Students may support sustainability in principle but still want sustainable 
clothing to look attractive and reflect current fashion trends. This is in line with previous research, which found that product 
design and other product features can influence consumers’ decisions to buy sustainable apparel in India (Arora & 
Chaudhary, 2026). This is also supported by earlier research, which found that aesthetic appeal can strengthen the effect of 
positive attitudes toward sustainable apparel on purchase intention, while conspicuous consumption values can reduce this 
effect (Jung et al., 2020). However, since the regression analysis in the present study was exploratory, these relationships 
should be interpreted with caution and considered as possible associations rather than established causal relationships. 

Price was an important concern in the study. Nearly four out of five respondents considered sustainable apparel expensive or 
very expensive, and about half identified high price as a barrier. In the bivariate analysis, respondents who were willing to buy 
sustainable apparel at a lower price were more likely to report an actual purchase, but this relationship was not significant in 

https://jenni.ai/citation?d=z%3A1VfPbyRHFR6jXRQJKQckxC5IqCQEGyLP7PT8dpAIa2cDTmKtFa%2ByJyRquqq7y1Nd1VtVPfbcrCDEEaRwgDsH%2FgPkG38K2gsHhLiALIiE%2BKp6pj0zHnt3IeTHwbt29av3Xr33vfe%2B9%2BF54ytpnJVqss8uND913Cgq92iccRykUsfUaXORaCNSoW7lBUt%2BLNJM4sfZi6QwPBGnF%2FxpqR2%2F4DbWxv%2FnZpJfJLZM%2FEd2os3kvPHVjI6tMzR2s9u%2F2NPKljk39h4RKjacWs7IROkTyVnKCVWM0BNquOLWEp0QrqbCaJVz5agkwtqSW5LRKSdKOwKtykrqoEMopwklBTdTagW%2BG2E5TklRmjjDkUpJajhXhBYFDMhtYrgtpfMfIIarGVcahrQKDuHIEpdx8uzsN9Q54UrGm2MO20KXhqS0eHb22xZ5DIm4NPDYEQuZGbGcT3BTE35aSIEwcqgR1t8g4xlOaS6Ut%2BqVMwNfTXjqindkXM68TG0QljQCw7xPUMYV2w4KKpuVUoTGH1FrdSyoE3jJlRDWsd6eG3SmtG47RH5VMtYqBijIiXDZ2qdFPMKt5%2Fm970hSGjhmEOcpMCJSxGSjq5KOuZT%2BPuNWmEr%2F5aGFoE0AJC8e3AqxcLOC%2B9vrpn0CT3AVLsA%2FxoS%2Ftxy10s7dwA%2Fw65AsSSRXIR3%2BvA5WcwMCcs3w3oDYKx%2BbCJ5DUVWaZx4NVMWZRggc8DsrND7AeovsGW1t0%2FLwKJhn1FGSGJ2T7mhI3qEFRVoBsUXdQA%2BVM1810IkwBhNVrgpXQkHlluFTTuE6vlK3munNqawQcE2skVlSaIsATrmc1VmD%2BpCF5yHg7Sr9OWK8hrqNiNsExhpxsOEElfAi58z7EN5fGA3%2F4M8SoOw2OcmEBIjmjSVF0QCEPkBmcXEZgGPuTrxv1xTM9SVSdYGAqXsozbwQJkBJKBvaJSyVFrEFDiCX6FIhy94iuitqw5UIL5oRp%2BhUvhcFVCOWNJjE26YCL%2Fc91PHUa8brEWk%2BpWg6QiUc3ScGlL261Vzk1Ew4WruHDcMdRxEQY1uSxriAgL3lVXbanX4zinIPWoo2YvZVos8bt1JaOmDWnkmRF4DC2%2FhBDqNOqz9CtTjJT19%2FBxn2uEXFvB%2FU%2B9x7Y4tOT47QkgWsJVMtcXDn%2B0Vt571qypw3tkSBLL1PVcrPG18SiTDWHeLkG42tX%2F47k3TpL%2BlvGzEucdH%2BHNJM0dzfShL0QDljb2XoHCmQqrIHOTzhvGBGS964KsuPKBNPK2F2oDN2nWDymEo%2FloJkepRRPFNcJyyO6ITaTDg6d%2BNAO%2B1wdt0F9i4FBIJsclgqzl0lmWBuHbLk77Fg9rzx5ZhpcUqiditqR4P7x61j5NP3BW5ayKA%2F7nR3RkzYsTrDv1Z9KNo7g53mYGe0I6LRsNuMuqNenNP0uBtFUac36A66UhdcPQho2GcuGkT97qgzHPaG3WF3J%2BqN2v3MS6CXnE6eXF6D%2Fkf0H8dhIAcQHXsXmlGn2R4iXyotka8xV3lRjqWwqP4KU1vh6ZOH0vKpADh2P0htOfYdHOGY%2BNqOJX%2BMP7dQH1wn7wrFlo8BMaAfsjIW6D%2B7sz1Uk7u79XsHQlLVAXsC2mHD%2BZ0fzGH6kyfZjDA9r4ClbopmtVoyb5IHN7b9urODadjCt%2B0pT5wuRGx%2FhhwlTOeANhwcC0Y74bX6yLcYSY5iEeoUzIlLVomMo16QOf32bgmOgixskwO0%2BJT7FhMKCcnxb0FdQT55HLVHo3Z157WHK93oCC0VtukYRehmvpEsdFb87OM3%2F%2Fbxn3%2FaaDQyhHzJBxb12oOgURyEfgFTV57SDQJPD7OZDb1t42M6lVS55lcluvAeEA3ev74q9ZCVaAZh2uDRq2%2Bp%2Ff%2Frv364wf9Otz3X%2Bd3L2CGOWgk0CbxmmxxqUDFMLqh%2Bj558SomK
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the exploratory regression. Therefore, the descriptive and bivariate findings should be considered together with the 
multivariable results. The importance of price is also consistent with Indian studies that identified affordability as a major 
barrier among young consumers (Karulkar et al., 2025) and price and perceived benefits were major influences on millennial 
consumers (Chalapathi & Rajini, 2024). 

Future purchase intention showed the weakest of the five correlations, although it remained significant after the Holm 
adjustment. The high level of uncertainty is also worth noting, with 69.6% of respondents unsure about making a future 
purchase. For these respondents, concerns about quality, price, availability and trust may need to be addressed alongside 
sustainability awareness. Simply providing more information about sustainability may not be enough to encourage purchase. 

6. IMPLICATIONS 

6.1 Implications for sustainable apparel brands 

• Treat design as a core product requirement. Sustainable collections should offer styles that compete with 
conventional apparel on appearance, fit, colour and variety. 

• Offer clear entry-level price points, student discounts, smaller sustainable ranges, repair services and reuse options 
where commercially feasible. 

• Improve availability through e-commerce visibility, campus pop-ups, multi-brand sustainable sections and clear 
product filters. 

• Use specific and verifiable sustainability information instead of broad environmental claims. Consumers need to 
know what makes a product more sustainable. 

• Use social media for product demonstrations and practical information, not only general awareness messages. 

6.2 Implications for universities 

• Move beyond awareness campaigns by giving students practical information on how to compare sustainable apparel 
products. 

• Support clothing exchanges, repair activities, upcycling workshops and responsible-fashion events. 

• Work with credible brands and researchers to provide students with real examples of eco-friendly materials, labelling 
and product claims. 

6.3 Implications for the policymakers 

• Support clearer sustainability labelling and stronger evidence requirements for environmental claims. 

• Encourage consumer education that helps young consumers distinguish meaningful sustainability information from 
vague marketing. 

• Support circular textile initiatives, repair and reuse systems, and marketplace conditions that make lower-impact 
clothing more accessible. 

7. CONCLUSION 

This study examined sustainable apparel purchase behaviour among 214 university students in Gurugram. The results point to 
a gap between positive attitudes and actual buying. Although 64.0% of respondents agreed or strongly agreed that buying 
sustainable apparel reflects their beliefs and values, only 10.3% had bought sustainable apparel in the previous 12 months. 

The findings offer a practical explanation for that gap. Limited designs or styles were the most frequent barrier, followed by 
high price, limited availability, lack of awareness and lack of trust in sustainability claims. All five hypothesised variables had 
small positive bivariate associations with actual purchase after Holm adjustment. Design/style appeal was the only significant 
predictor in the exploratory logistic model, but the small number of purchase events means this result needs careful 
interpretation. 
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The main implication is that sustainable apparel adoption cannot be treated as an awareness problem alone. Consumers still 
judge clothing as clothing: it has to look good, be easy to find, fit the budget and be backed by information they trust. These 
results are consistent with the broader logic of TPB, where actual purchase is shaped not only by attitudes and awareness but 
also by perceived control and situational factors such as price, design and availability (Quintal et al., 2014). The gap observed 
here also echoes the attitude–behaviour gap literature, which shows that favourable views do not automatically turn into 
action (Wiederhold & Martinez, 2018). Larger studies with stronger measurement and more actual purchase events are needed 
to test whether these patterns hold beyond this university sample. 

8. LIMITATIONS AND FUTURE RESEARCH 

• The study was carried out at a single point in time. It can describe what students reported, but it cannot show what 
causes what. 

• Students were reached through convenience sampling in accessible university settings. The findings therefore 
describe this group of students in Gurugram better than they describe students anywhere else. 

• Whether a student had bought sustainable apparel rests on what that student told us. Memory fades, and people 
sometimes give the answer that sounds better, so the purchase figure should be read with that in mind. 

• Several key variables were captured with a single question each. One question is quick and easy for respondents to 
answer, but it cannot hold the detail a longer scale can. Future work should use multi-item scales and report 
reliability and validity statistics alongside the results. 

• Only 22 students reported having purchased sustainable apparel. Given the small number of actual purchase cases, 
the logistic regression should be considered exploratory. The results may indicate possible patterns, but they should 
not be interpreted as a strong or reliable predictive model. 

• The questionnaire left it to respondents to decide what counts as sustainable apparel. Two students answering the 
same question could have had very different products in mind. 

The findings point to several ways a follow-up study could improve. A larger, more varied sample would produce more 
purchase events and allow stronger tests, including mediation, moderation, multi-group comparisons, factor analysis, and 
structural equation modelling. Measuring the full set of Theory of Planned Behaviour constructs would let a study test the 
theory properly instead of using it only as background framing. It would also help to separate what people believe they know 
about sustainability from what they actually know, since the two are not the same thing. On measurement, future work should 
move away from single items towards scales that have already been tested. Attitude, for instance, is normally measured with a 
set of bipolar rating items placed at opposite ends of a scale, and intention measures should come from instruments with 
established reliability and validity, ideally ones built for apparel and clothing rather than borrowed from other product 
categories. Finally, rather than asking people to remember what they bought, a study could ask them to keep a purchase diary 
or use transaction records. Recall-based answers are convenient, but a record made at the time is more dependable. 
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