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Abstract

The aim of this paper was to identify factors influencing green 
consumer purchase behaviour for organic apparel products in India. 
Based on the scholarly journals from national and international 
publications, the research gap was recognized. And scholar has found 
factors such as Green Trust, Green Motive, Green Perceived Value and 
Green Attitude having strong influential capabilities on purchasing 
preferences for organic apparel products. It was also noticed that 
various generation cohorts as Gen X, Gen Y and Gen Z exhibit 
uniqueness in their consumption pattern for such products. In addition, 
consumer's transition towards organic clothing is on rise in India 
recently due to increase in environmental, health and social hazards 
associated with conventional apparel products. Conceptual framework 
for green consumer purchase behaviour has been developed based on 
above identified factors by researcher. The findings of such work will 
aid retailers, marketers and research community alike in gaining better 
insight into green consumers mindset and leverage alignment of 
promotional strategies towards organic clothing market growth in 
India.

Keywords: 

Green Trust, Green Motive, Green Perceived Value, Green Attitude, 
Organic Apparel Products.

Introduction

Textile sector is known to generate poisonous substances during 
production of fabrics, adding harmful gases to surrounding and 
producing tons of textile waste contaminating water (Kant,Chopra & 
Sisodia, 2017). Still, Indian clothing industry is estimated to progress 
significantly (Khawani &Khatwani, 2017) despite growing ecological 
and social issues encountered in this sector (Koszewska, 2011). 
Growing consumer awareness on same has resulted in encouraging 
textile sector to produce environment and people caring apparel 
productsoff late.  Hess Natur (German based company) explored 
organic cotton usage in early 1970s and set sustainable quality in the 
apparel industry which has slowly entered primary market leaving 
niche market (Hansen & Schaltegger, 2013). Later came other organic 
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apparel products made from organic bamboo fibre having  BACKGROUND OF THE STUDY
antibacterial properties which avoids chemicals (Manish, 

Current Market Scenario of Organic Apparel in India
Patra & Thakur, 2012), organic wool (Bernard, Hustvedt & 
Carroll, 2013), organic linen obtained through reaping flax Though environmental concern has become a main socio-
crop to get fibres (Uygur, 2017) and others as organic hemp, economic concern currently, despite of increase in green 
organic silk etc. Companies like Lavos (2018) have consumerism, it is yet at initial stage to influence firms and 
innovated bamboo performance technology line and society alike (Sandhu et al. 2010). According to study done 
medical health care fabrics. They use organic cotton and by Garg &Hada (2014), slow fashion is need of hour. The 
bamboo mixed with splendex to make soft, light, durable emphasis on consuming green products is gaining 
leisure wears. They are providing comfortable sports importance in India. But there is limited research work in 
clothing, fostering environment conservation and providing this area for Indian population (Manchiraju et al. 2017). 
value for money to customers. Some of the properties of Market demand for organic products is increasing due to 
such fabrics include absorption of moisture as sweat from consumers heightened sensitivity towards “process” 
body and so as to feel dry all the time, odour free bamboo involved in production of organic products. Organic market 
blended organic cotton apparel, bamboo's anti-microbial is slowly shifting to mainstream from niche market. With 
and bacterio static bio-agent keeping cloth free from bad more consumer willing to spend for environment friendly 
smells, ultra violet safeguarding factor, four direction fabric products, study on their behaviour is gaining momentum 
stretch, being bio degradable.Organic textile advantages globally. Increasing number of health-related issues as skin 
also include pollution prevention, cost-value of organic diseases and internal infections have caused doubt in the 
fibres, usage of natural pesticides etc. (Uygur, 2017).Hence mindset of consumers towards conventional methods of 
organic apparel has been the strong interest area for the production processes. So, the need to examine and 
scholar. Products having negligible negative impact on understand consumer purchase behaviour in detail for 
surrounding are called environment friendly, green, organic products came up in this research. More so, for 
recycled, organic etc. interchangeably. At present 83% of developing country as India, where business to consumer 
customers across all generations cohorts exhibit some market is still in initial phase and need to be explored. This 
portion of green characteristics. Green consumers are initial has impacted many industries as textile industry which is 
takers and representatives who impact purchasing behavior innately not sustainable. Organic products are cultivated 
(Ottman, 2017).Accordingly, scholar will be exploring Gen under a farming structure in the absence of chemicals and 
X, Gen Y and Gen Z consumers in future work in harmful insecticides with surrounding and society concern 
progression to current review work. perspective. 

The emphasis on consuming green products is gaining Organic Apparel
importance in India. But there are limited research works in 

Apparel is basic requirement of human beings and apparel 
this area for Indian population (Manchiraju, Sadachar& 

industry provides goods to meet this demand (Hansen & 
Khare, 2017).As per a study (Sadachar et al. 2016) on 

Schaltegger 2013). Organic Apparel refers to clothing which 
sustainable clothing, environmentalism had very significant 

are made from natural fabric devoid of chemicals and 
favourable influence on environment responsible clothing 

harmless to skin (Khare & Varshneya, 2017). Possibly such 
purchase conduct. Scholar has an urge to recognise and 

production happens locally and has slight or nil adverse 
focus on green consumers for organic apparel products. As 

impact on environment and contains benefits for human 
per scholar, comprehension on their environmentally 

body compared to conventional apparel products. Organic 
friendly perspective and factors influencing their 

cultivation refers to a manufacturing process wholly or 
purchasing preferences is prerequisite to formulate 

majorly devoid of artificially mixed pesticide, fertilizer, 
framework for green consumer purchase behaviour. 

growth regulatory and livestock feed additives (Sondhi & 
Accordingly, this review is done.

Vani, 2007). It utilises eco-labelling and recycles material. 
Objectives of this study are to i) Analyse the consumer Organic apparel uses organic fibre, organic cotton, blended 
characteristics and causes in transition towards “green” organic cotton, organic bamboo fibre, organic wool, organic 
attribute or organic concept of apparel products from linen, organic hemp and organic silk. Eco and social 
conventional apparel products. ii) Identify the critical green labelling are used to detail and emphasize on green or 
factors influencing preference for purchase intention for organic attributes of the organic product.
organic apparel product iii) Develop green consumer 

As per findings from study by Saicheua, Cooper & Knox 
purchase behaviour framework for organic apparel product. 

(2012), sustainable clothing consumers have limited 
To address mentioned objectives, the flow of this article 

knowledge on Global Organic Textile Standard and Textile 
includes background of the study, methodology, result, 

logos shown in fig 1.
proposed factors and framework for future research work.
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Fig. 1 Sustainable clothing and its labelling (Source: Saicheua et al. 2012)

Consumer Purchase Behaviour general belong to various generational cohorts as Gen X, 
Gen Y and Gen Z, which is a unique group of people who 

According to Priest, Carter & Statt (2013), consumer 
share birth year, age, location and significant happenings in 

behaviour refers to the intellectual and emotion centric 
life (Handricks, 2012). Various generation groups are 

activities that individuals involve into while choosing, 
exclusive in terms of their values, attitude and preferences 

buying, utilising and disposal of product and service that 
(Parment, 2017). This in turn will impact their purchasing 

leads to satisfying basic needs and wants. Consumers in 
trends as explained in Table 1. 

Consumer Behaviour Models search, evaluating options, buying decision and post 
purchase behaviour. The theory of planned behaviour 

Consumer behaviour has been interpreted in marketing 
explains consumer behaviour for green marketing domain 

concepts with the help of varied models where consumer 
(Chowdhary &Samuel, 2014).

seeks information. As per a study by East, Singh &Wright 
(2016), there are three consumer models such as: Cognitive,  METHODOLOGY
Reinforcement and Habit related model. Nicosia Model of 

To cater the objectives, existing research work was reviewed 
the consumer decision making stages comprises of customer 

in order to comprehend the basic factors influencing 
attitude formation, information seeking, evaluation, 

consumer purchase intention for organic apparel products. 
purchase action and customer review post product 

Research work on various organic products inclusive of 
utilization. The Engel-Blackwell-Miniard model of 

organic apparel products have been referred herewith. 
customer behaviour includes decision formation stages 

Literature review was done from Scopus index journals 
which are influenced by personal attributes like motive, 

from 2009 till 2018 recent months. Keywords used were-
values, social impact and situation-based effects. The 

organic apparel products, green consumer, green attitude 
conventional five steps model explains that a customer 

etc. Articles were referred from Google Scholar, Pro Quest, 
moves through 5 stages - need identification, information 

EBSCO and various University database. Through cautious 
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steps, we finalised 32 key sample research works to be part Literature survey on significant works related to factors 
of this review using similar selection parameters as in past influencing consumer purchase behaviour for organic 
reviews. And as per concurrence among co-authors the products in the context of organic apparel product is detailed 
factors and variables influencing consumer purchase in Table 2.
behaviour in the context of organic apparel products have 
been identified.
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Result and Discussions while viewing environmental issues, Gen Y seek society 
caring employers and Gen Z displays tremendous sensitivity 

As per literature findings from 22 International and 10 
towards environmental causes (Ottman 2016).Consumers 

National research work, it was found that though there are 
today are looking for specific product attributes like quality, 

numerous research work done on environment friendly 
comfort and durability. Though several authors have 

organic food products, personal care products, research on 
attempted to identify factors for consumer purchase 

other organic products as organic apparel is limited 
intention of organic apparel product, the current study is an 

(Varshneya 2017). Restricted literature work exists on 
extension to identify factor influencing preference for 

psychological determinants related to organic apparel 
purchase intention of organic apparel product in Indian 

consumers though sufficient study on organic food buyers 
context. The scholar has identified that Green Trust, Green 

have been observed (Hustvedt and Dickson 2009). With 
Motive, Green Perceived Value and Green Attitude are 

growing health related diseases like skin diseases which can 
prime factors influencing purchase intention for organic 

be cured by organic clothing (Das 2010), there is a stronger 
apparel product based on review of extant literature and 

need to study factors impacting purchasing trend for organic 
research gaps. Also, other than organic cotton, other organic 

apparel which can be addressed by such apparel product. 
fibres as organic wool etc. need to be explored.

More so as there are lot of emerging companies trying to 
produce innovative organic clothing devoid of chemicals Proposed Factors Influencing Purchase Intention for 
and having healing properties for health and surrounding in Organic Apparel Products
India as Ayurvastra (Rangari et al. 2012),Lavos (2018) etc. 

Green Trust–It refers to the willingness to relying on a 
With better understanding of consumer behavioural trends 

particular object with foundation in the belief or supposition 
and promotional alignment, such products can be effectively 

which is outcome of its trustworthiness, goodwill, and 
sold for the benefit of society and environment upgradation 

capability for environmental performance (Chen 2010).
over conventional clothing and hence scholar has chosen 

- Surrounding care is one factor out of few this review work to carry out analytical analysis on proposed Green Motive 
factors which is generally recognised as impacting framework in future study. Such research work can aid 
resolution made related to buying of organic products. organic marketing community to establish their market 
Specifically, for organic food, factors as health, animal well- stand. Review also indicated that generational cohorts need 
being, security and quality is significant. As per study by to be studied further as they exhibit variance in green 
Lockie et al (2002), the limit to which buyers are motivated behaviour - Gen X combines society, education and politics 
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through concern at individual level related to individual safe unfavourable assessment of presentation of specific conduct 
being and pleasure, altruistic concern in connection with as per Ajzen and Fishbein (1980). Favourable attitude 
environmental and social health will have huge impact on related to green products is called green attitude. As per 
progress of Organic market. Little rise in green motivation study by Untaru (2014) environmental Attitude or Green 
among organic consumers through health, natural Attitude refers to psychological inclination which comes as 
ingredients, animal welfare, environment protection and expression through evaluation of natural environment 
mood variables were significant in green organic food attached to a certain level of approval or disapproval. Value 
purchase motives. system coming through what is being taught as predisposed 

characteristic, environmental attitude or green attitude puts 
Green Perceived Value - It refers to common valuation 

an influence on consumer's response towards environment 
given by related to benefits of product or service that has an 

related items.  As in India buyers are price sensitive, other 
advantage for the environment as individuals hope (Chen 

advantages of product like safety, health, cost effectiveness 
&Chang, 2012). Buyer's perceived value refers to his/her 

need to be highlighted to maintain green attitude towards 
complete estimate of product usage which relies on the 

such products as per Yadav & Pathak (2017).
perceptions of what he is receiving and what he has given. 
Perceived ecological value or perceived green value has Development of Conceptual Framework
significant impact on perceived functional, economic, 

Green (environmentally friendly) concept is gaining 
emotional, and social value for product usage (Koller& 

momentum especially in developing country as India. 
Zauner, 2011). As environmental condition has deteriorated 

Hence study on green consumers is need of hour. The green 
and individuals are more aware on environmental issues, a 

psychological factors were identified based on research gap 
theory of green perceived value is formed. Research by 

from extant literature review and the author has further taken 
Rahardjo (2015) shows green perceived value has 

to carry out her research work by way of developing a 
significant impact on green purchase intention.

conceptual framework for green consumer purchase 
Green Attitude - Attitude refers to person's favourable / behaviour for organic apparel product as in fig.1.

Figure 2: Conceptual Framework for Green Consumer Purchase 
Behavior for Organic Apparel Products (Self -illustration)

Future Research Agenda marketers and retailers of organic apparel towards market 
growth and sustainability of such products.

The scholar will be doing further analytical study on 
proposed factors detailed through green consumer Conclusion
behaviour framework and will be validating same using data 

Based on literature review spanning last 10 years, this 
analysis tools in the forthcoming research work. It is 

review shows that several factors as Green Trust, Green 
expected that findings from proposed work will help 
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Motive, Green Perceived Value and Green Attitude are most https://www.alliedmarketresearch.com/organic-
potential factors as identified by scholar to be further personal-care-and-cosmetic-products-market.
researched in future in order to know their impact on 

Brochado, A., Teiga, N., & Oliveira-Brochado, F. (2017). 
preference for purchase intention of organic apparel product 

The ecological conscious consumer behaviour: are in developing market as India. Different categories of 
the activists different? International Journal of organic apparel to be considered further as organic wool, 
Consumer Studies, 41(2), 138-146.blended organic cotton etc. This review also signals that 

demand for organic products other than organic food Andrea Scalco (2016) Organic Food Purchase Behaviour: 
products as organic apparel products are on rise in The Complex Relationship Between Consumer's 
developing countries in similar fashion as in developed Attitude and Social Norms. Ph.D. University of 
countries. The review also indicated differences among Verona, 13-157.
generational cohorts which need to be addresses in future. 

Apeda.Gov.In. (2018). Organic Products. [Online] Lack of knowledge, proper promotion, availability and 
Available at: /Apeda Website absence of effective marketing strategies are hindrance for 
/Organic/Organic_Products.htm.consumer adoption of such products. Hence further 

analytical research in this area can provide results which can Bakshi, S. (2012). Impact of Gender on Consumer Purchase 
aid marketers and industry alike to leverage market growth Behaviour. Journal of Research in Commerce and 
for organic apparel products. Management, 1(9), 1-8.

Based on findings of proposed future research work Basha, M., Mason, C., Shamsudin, M., Hussain, H. and 
marketers can recognise and capture emerging and potential Salem, M. (2015). Consumer Attitude Towards 
consumer base for organic apparel products. The framework Organic Food. Procedia Economics, 31, 444-452.
developed herewith will be tested and validated by scholar 

Beckett, A., Hewer, P. and Howcroft, B. (2000). An in future work through primary data analysis. It is expected 
Exposition of Consumer Behaviour in the Financial that such analysis will provide outcome which will help to 
Services Industry. International Journal of Bank make recommendation for market growth of Organic 
Marketing, 18(1), 15-26.Apparel Products in Indian context.

Bernard, J.C., Hustvedt, G. and Carroll, K.A. (2013). What Limitation
is a Label Worth? Defining the Alternatives to 

This work is a review paper based on literature survey.  Organic for US Wool Producers. Journal of Fashion 
Future work will be carried out as extension of this paper by Marketing and Management: An International 
scholar using primary data collection. Such data will be Journal, 17(3), 266-279.
analysed using data analysis tools.
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