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Abstract 

Most role players within the South African textile and apparel industry have neglected the necessity of pro-

environmental apparel behaviour and it has not yet become a familiar concept in the local context. This study focuses 

on male consumers’ underlying motivation and intent to acquire apparel in a manner that demonstrates an eco-

friendly approach. The research hypotheses and framework for this study are based on the constructs included in 

the Norm-Activation Theory (NAT) and the Theory of Planned Behaviour (TPB) as underlying motivational factors 

that contribute to pro-environmental apparel acquisition. For this study, pro-environmental approaches were 

conceptualised as consumers’ purposive limitation/ reduction of the amount of apparel acquired as well as the 

evaluation and selection of apparel based on pro-environmental attributes. A quantitative, cross-sectional survey 

approach was used for explanatory research purposes. Male consumers (18 years and older, n = 305) were reached 

by means of a non-probability, purposive sampling method. Respondents completed online and paper-based 

questionnaires that included adapted scale items for use in the local context. Results suggest that respondents are 

aware of the environmental consequences that are linked to the apparel industry and consumers’ apparel behaviour, 

which then ultimately influences their behavioural intent. In contrast to studies conducted abroad, social and moral 

norms did not significantly influence their decisions to acquire apparel in a pro-environmental manner.  

Respondents’ attitudes and self-efficacy (i.e. a dimension of perceived behavioural control) contributed to their 

intent to acquire apparel in a pro-environmental manner. Yet, controllability (another dimension of perceived 

behavioural control) was not a significant predictor of intent and warrants further empirical research. The findings 

of this study substantiate important recommendations for the development of intervention strategies to promote 

pro-environmental apparel behaviour in emerging market contexts such as South Africa.  

 

Keywords 

Pro-environmental intent, sustainability, eco-friendly apparel/clothing, Theory of planned behaviour, Norm-
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Introduction 

According to the Living Planet Report (World Wild Fund, 2016) biodiversity has globally declined by 58% between 

1970 and 2012. Human society is highly dependent on the consumption of fossil fuels and natural resources (Chen 

& Tung, 2014). The current reality is that unless people change their way of living, two planets will be required to 

sustain human life by 2030. The textile and apparel industry, in particular, should reconsider its environmental 

impact, since textiles and clothing represent the world’s second largest industry and is also one of the most polluting 

industries in the world (Institute of Public & Environmental Affairs, 2012).  Initiatives are required to reduce the 

environmental footprint spanning from the raw, natural resources to the production processes, care, maintenance 

as well as the disposal of products (Armstrong, Niinimäki, Kujala, Karell & Lang, 2015). Such initiatives should not be 

the sole focus of more developed countries, but in fact also necessitate more stringent effort in emerging economies 

such as South Africa.  

As an emerging economy with high levels of income inequality, much effort is devoted toward diminishing 

the gap between rich and poor, potentially contributing to higher consumption levels with an increasing ecological 

footprint and the accompanying environmental repercussions (Leibbrandt, Finn & Woolard, 2012). South Africa is 

already threatened by numerous environmental problems such as the exhaustion of natural resources, loss of 

biodiversity and climate change (Midgley, 2007). Therefore, in growing the local economy, South Africans can no 

longer disregard environmental issues and concerns and should aspire to adopt more sustainable practices such as 

pro-environmental apparel consumption (Momberg, Jacobs & Sonnenberg, 2012). 

Pro-environmental apparel consumption can be defined as behaviours that involve environmentally 

friendly apparel acquisition, use, maintenance and disposal, in order to create less waste, as well as consume fewer 

natural resources (Hiller Connell, 2010). Consumers have various options to acquire apparel with pro-environmental 

attributes, such as clothing made of natural fibres or environmentally friendly textiles (e.g. organic cotton or recycled 

polyester), and items made of recycled materials (Shen, Zheng, Chow & Chow, 2014). Additional “green” alternatives 

include apparel that is manufactured in a pro-environmental manner e.g. utilizing eco-friendly dyeing processes and/ 

or eco-conscious water usage during the production processes. Furthermore, pro-environmental attributes could 

also relate to specific designs and constructions of the apparel, for example multifunctional garments or classic 

styles, which allow the consumer to remain suitably dressed despite fashion-bound/ seasonal trends. With the 

subsequent reduction in apparel consumption, resources and energy are conserved in addition to minimizing waste 

and pollution that result from the initial production processes (Fletcher & Grose, 2012). Another similar approach 

would be to purchase second-hand apparel, or to exchange second-hand clothing with friends and/ or family. The 

aforementioned options are considered environmentally sound, since it decreases the need for new apparel 

production, and with that the amount of apparel waste that is created (Hiller Connell, 2010). The import and export 

of apparel also plays a role in defining the concept of apparel with pro-environmental attributes (50/50 Human 

Nature, 2014). By acquiring locally produced garments, the need to import apparel and textiles could decrease, and 

therefore also the environmental impact associated with the transportation and distribution of such imports (Mont 
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& Bleischwitz, 2007). Currently, most of the clothing found in the local market is imported (Morris & Einhorn, 2008), 

which begs several questions surrounding the status quo in the local apparel industry. 

In recent years (between 2009 and 2013), the South African apparel industry had a compound annual 

growth rate of 8.2%, and total revenues of $7.6 billion in 2013 (Marketline, 2014a). In addition, the South African 

apparel retail environment is known to be highly competitive with the continual introduction of new products 

representing an important growth strategy to maintain differential positioning and unique market offerings. This is 

especially true for South African retailers operating in the menswear segment, which contributed $2,172 million in 

revenue in 2011 and accounted for 26,5% of the South African apparel industry’s aggregate value (Marketline, 2012). 

The menswear segment is expected to further expand and generate even higher revenues in the near future 

(Marketline, 2014b), which requires close scrutiny of male consumers’ general buying and consumption behaviour, 

but also more specifically their willingness to adopt pro-environmental apparel options (Du Preez, Visser & Zietsman, 

2007). 

Prior empirical research have found that gender influences environmental awareness and pro-

environmental motivations (Kollmuss & Agyeman, 2002; Mobley & Kilbourne, 2013). Gender differences with 

regards to pro-environmental awareness are determined by consumers’ attentiveness to knowledge, especially 

when considering the extent of concern for everything else around them and are ultimately the result of socialisation 

and life experience (Mobley & Kilbourne, 2013). Research has revealed that the attitude and behaviour of women 

regarding the environment tend to be stronger than that of men; they are significantly more concerned about the 

environment than males (Mitchell & Walsh, 2004; Mostafa, 2007). This may be attributed to the notion that females 

are more expressive in terms of their emotions, the social standards they set, as well as having a stronger “ethic of 

care”. Males, however, tend to be more independent and competitive with regards to socialisation and values (Lee, 

2009). Together with that, marketers have depicted men as being more “sensitive” in the last few years (Solomon & 

Rabolt, 2004) and they seem to have evolved regarding their underlying intentions and buying behaviours (Keiser & 

Garner, 2008). Specifically, male consumers have become more prone to investigate apparel options before they 

purchase specific garments, which in itself provide them with more experience and knowledge regarding apparel 

(Bakewell, Mitchell & Rothwell, 2006; Du Preez et al., 2007). Notwithstanding the apparent importance of focusing 

more attention toward investigating male apparel consumption behaviour (Bakewell & Mitchell, 2004; Otnes & 

McGrath, 2001), empirical evidence still seem sparse, especially in the local context (Du Preez et al., 2007).  

In addition to the impact of gender, research pertaining to pro-environmental behaviour has shown that, 

despite consumers’ awareness of the environmental issues associated with their apparel consumption, they are 

hesitant, or unwilling to purchase apparel with pro-environmental attributes, or acquire apparel from 

environmentally preferable sources (Hiller Connell, 2010; Joung & Park‐Poaps, 2013; Kollmuss & Agyeman, 2002). 

This attitude-behaviour gap has been the topic of much debate in environmental consumerism, with various 

contributing factors identified as the underlying basis of such inconsistency (Ha-Brookshire & Norum, 2011). Some 

of the influencing factors identified by previous research included the absence of environmental awareness 
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(Momberg et al., 2012), inconvenience (Kozar & Hiller Connell, 2013), limited knowledge regarding environmental 

effects of apparel consumption (Hiller Connell, 2010), a lack of awareness of the available products and services 

(Momberg et al., 2012), perceived consumer effectiveness (Hustvedt & Dickson, 2009), social and cultural influences 

(Kozar & Hiller Connell, 2013), while economic circumstances also seem to influence consumers in some way 

(Jackson, 2005).  Researchers in the environmental domain have long since acknowledged that pro-environmental 

motivation and intent may not necessarily translate into environmentally responsible behaviour due to various 

contextual circumstances (Tanner, Kaiser & Wölfing Kast, 2004). However, research showed that an understanding 

of consumers’ internal motivation to act in a pro-environmental manner is the first step towards the development 

and assessment of environmental intervention programmes and marketing campaigns (Bator & Cialdini, 2000; Steg 

& Vlek, 2009; Zelezny & Schultz, 2000). In this regard, the development of models regarding the explanation and 

prediction of pro-environmental behaviour has become an important issue of environmental research. Also, 

literature on the different theoretical frameworks and factors that could influence pro-environmental patterns is 

increasing (Bamberg & Möser, 2007; Park & Ha, 2014; Tonglet, Phillips & Read, 2004). 

 

Theoretical background and hypotheses 

One of the most significant problems that modern society has to realise is that their behaviour is detrimental to the 

environment (Bamberg, Hunecke & Blöbaum, 2007). Humans live on a finite planet, with limited natural resources, 

a rapidly growing population, and a constant increase in the degradation of the natural environment (Arden-Clarke, 

2014). As such, a conscious shift to practice more sustainable production and consumption is needed in order to 

contribute positively to the notion of “living better, with less” (Arden-Clarke, 2014). This notion is espoused by pro-

environmental behaviour that can either be explained as an action motivated by self-interest or as the concern for 

others with underlying pro-social motives (Bamberg et al., 2007). Various theoretical frameworks have been 

developed in this regard (Park & Ha, 2014; Tang, Chen & Luo, 2011; Tonglet et al., 2004). When viewing pro-

environmental behaviour from a pro-social perspective, researchers tend to prefer Schwartz’s (1977) Norm-

Activation Theory (NAT) (Bamberg et al., 2007; Schwartz, 1977). Actions motivated by self-interest are often explored 

by the use of rational choice models such as Ajzen’s (1991) Theory of Planned Behaviour (TPB) (Ajzen, 1991). Based 

on the argument that pro-environmental behaviour includes a degree of self-interest and pro-social motives (Park 

& Ha, 2014; Wall, Devine-Wright & Mill, 2007), researchers increasingly propose combining the variables from the 

NAT and the TPB. This enables a more comprehensive understanding of pro-environmental behaviour in terms of 

various underlying motivational factors surrounding the engagement of specific behaviours. However, to date most 

studies have focused on consumer populations other than South Africa and may include different perspectives and 

conclusions regarding consumers’ behaviour due to demographic differences. This could add to the intricacy of 

understanding pro-environmental behaviour, and more specifically pro-environmental apparel consumption, in the 

local emerging context. 



Eco-friendly apparel acquisition  

6 

 

In addressing the main aim of this study i.e. to determine male consumers’ pro-environmental motivation 

and intent to acquire apparel in an eco-friendly manner (i.e. to acquire less or acquire apparel with pro-

environmental attributes) within the South African emerging context, constructs related to the NAT and TPB were 

combined as proposed in existing literature. Prior empirical research has suggested that an awareness of 

environmental consequences and moral norms (as postulated in NAT) will influence individuals’ willingness/ intent 

to engage in pro-environmental behaviour (Bamberg & Möser, 2007; Wall et al., 2007). Several studies have also 

established the positive relationship between social norms, attitude and perceived behavioural control in 

determining pro-environmental intent as postulated in the TPB (Bamberg & Möser, 2007; Park & Ha, 2014; Wall et 

al., 2007). Ajzen (2002) and other researchers have argued that perceived behavioural control, in particular, may 

incorporate dimensions of perceived self-efficacy and controllability (Ajzen, 2002; Bamberg & Möser, 2007; Park & 

Ha, 2014; Tonglet et al., 2004).  

According to Ajzen (2002), the notion of “locus of control” is an aspect closely related to perceived self-

efficacy and can be defined as an individual’s perception of whether they are able to change issues such as ‘living 

sustainably’ through their own individual behaviour, without it seeming insignificant (Kollmuss & Agyeman, 2002). 

This perception could be positively applied once consumers come to the realisation that every individual effort they 

put in to being pro-environmental (however insignificant it may seem), could ultimately contribute to a bigger cause 

which relates to conserving natural resources. Such an example could be the simple action of buying eco-friendly 

clothing or limiting their apparel purchases. This, in turn, encapsulates numerous positive aspects for the 

environment. Self-efficacy is thus an important concept to consider when investigating consumers’ intentions to act 

in a pro-environmental manner. Controllability, on the other hand, can be explained as the views consumers possess 

about having control over their behaviour, i.e. that the actual performance or non-performance of a specific 

behaviour is ultimately up to them (Ajzen, 2002).  Although consumers may be aware of the environmental and 

sustainability issues, or even have a positive attitude towards pro-environmental apparel acquisitions, it does not 

necessarily mean that they will engage in such behaviour, because of certain external factors, such as lack of 

opportunities, skills or resources (Barr, 2007). Controllability may thus represent an important dimension in 

determining consumers’ intent and ultimate engagement in pro-environmental actions. 

Based on existing empirical evidence and the aforementioned arguments, the following hypotheses were 

developed for this study: 

H1: Awareness of the environmental consequences (related to apparel consumption) has a positive effect on male 

consumers’ pro-environmental intent to engage in eco-friendly apparel acquisition. 

H2: Social norms have a positive effect on male consumers’ pro-environmental intent to engage in eco-friendly 

apparel acquisition. 

H3: Moral norms have a positive effect on male consumers’ pro-environmental intent to engage in eco-friendly 

apparel acquisition. 
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H4: Attitudes have a positive effect on male consumers’ pro-environmental intent to engage in eco-friendly apparel 

acquisition. 

H5 Perceived behavioural control has a positive effect on male consumers’ pro-environmental intent to engage in 

eco-friendly apparel acquisition. More specifically, 

H5a: Self-efficacy (as a dimension of perceived behavioural control) has a positive effect on male consumers’ 

pro-environmental intent to engage in eco-friendly apparel acquisition. 

H5b: Controllability (as a dimension of perceived behavioural control) has a positive effect on male consumers’ 

pro-environmental intent to engage in eco-friendly apparel acquisition. 

 

Method 

A cross-sectional quantitative research approach was followed, incorporating a survey design for explanatory 

research purposes. Male consumers were reached by means of non-probability, purposive sampling methods 

(Strydom, 2011). Male consumers were specifically targeted for the purposes of this study because limited empirical 

evidence exists regarding their pro-environmental intent to acquire apparel that would have positive environmental 

consequences. Table 1 provides a summary of the other demographic characteristics of this sample (n=305). 

Participants were 18 years and older with most of them between the ages of 18 and 24 years (70%). South Africa 

has a predominantly young population: 46.4% of the country’s population is 24 years and younger (Indexmundi, 

2017), who could be described as being socially and environmentally conscious. There was no prerequisite in terms 

of population groups; however, the majority were Caucasian (73%) and had completed their schooling education 

with 45% in possession of some form of post schooling qualification. Most respondents resided in Pretoria (74%), 

which is classified as one of the three most prominent metropolitan municipalities in Gauteng. Respondents earned 

an approximate individual income less than R 5 000 or $391 per month (60%). Due to the fact that non-probability 

sampling was used to collect the data for the research study, the results cannot be generalised (Strydom, 2011).  

 

Table 1 Demographic profile of the respondents 

Variables Frequency Percentage 

Age (n = 305)   

   18-24 214 70.2 

   25-30   52 17.0 

   31 or older   39 12.8 

Race (n = 305)   

   Caucasian 222 72.8 

   Black & other   83 27.2 

Academic level (n = 305)   

   Grade 12 / Matric 167 54.8 

   Post matriculation degree/diploma 138 45.2 

Area of residence (n = 305)   

   Pretoria 226 74.1 
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   Johannesburg   57 18.7 

   Other   22   7.2 

Income per month (n = 305)   

   Less than R 5 000 181 59.3 

   R 5 000-R 25 000   85 27.9 

   More than R 25 000   39 12.8 

 

 

Primary data were gathered by means of self-administered structured questionnaires that were distributed 

among male consumers in a number of ways, including a paper-based format and via online electronic formats such 

as e-mails and social networks. The online survey was administered by means of “SurveyMonkey” and was 

electronically sent out as a link.  E-mails, with a linked attachment of the full colour version of the questionnaire 

were sent out to prospective participants who complied with the inclusion criteria. With regards to social networks, 

the questionnaire was also made available to prospective participants via Facebook with a link through which they 

could gain access to the questionnaire enabling them online completion. Due to face-to-face interactions during the 

collection of data via paper-based questionnaires as well as the fact that the online “SurveyMonkey” system only 

accepted the submission of completed questionnaires, a 100% response rate was achieved. Once all of the data were 

gathered it was converted into manageable formats. All data collected, irrespective of whether it was captured 

manually or electronically, was coded and captured into electronic format.  

 

Results, findings and discussions 

Multiple linear regression analysis was used to explain the underlying associations between the various motivational 

constructs and male respondents’ pro-environmental intent. The overall model was statistically significant and the 

null hypothesis, which states that the dependent variable (male consumers’ behavioural intent) is not a function of 

the independent variables (i.e. awareness of consequences, social norms, attitudes, moral norms, self-efficacy and 

control over the availability of eco-friendly apparel options) was rejected. It was surmised that the independent 

variables, collectively, contribute significantly towards explaining the dependent variable.  

The overall explanatory power of the regression model was determined by interpreting R2, which is the 

ratio that measures the variance of the dependent variable that is explained by the independent variables 

(Mazzocchi, 2008). Thus, the explanatory power of the regression model becomes larger, as the value of R2 become 

higher (Hair, Black, Babin & Anderson, 2014). Table 2 indicates that 49.4% of the variability in the dependent variable 

(behavioural intent) is explained by the independent variables (awareness of consequences, social norms, attitude, 

moral norms, self-efficacy and control over the availability of eco-friendly apparel) (Norušis, 2006).  As indicated in 

Table 2, the adjusted R² indicates that 48.4% of the variations in behavioural intent to acquire eco-friendly apparel 

in a pro-environmental manner can be explained by the combination of the independent variables. This value is 

preferable as it takes the number of variables into consideration.  According to Mazzocchi (2008), the acceptable 
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model should explain at least 40% of the original variability. Based on such criteria, it is evident that this model is 

acceptable. Furthermore Figure 1 includes a histogram of the “Regression Standardised Residual” in which the data 

has a normal, symmetric distribution.  

The adjusted R2 for this model is 48.4%, which implies that there is still scope for further explanation. In this 

regard, researchers’ arguments relating to the attitude-behaviour gap (i.e. inconsistency between underlying 

motivational factors and actual behaviour) might be taken into account to offer more insight (Ha-Brookshire & 

Norum, 2011; Kozar & Hiller Connell, 2013). It is often argued that additional variables such as contextual 

circumstances may impact on actual behaviour which is not encapsulated in consumers’ intent and underlying 

motivation. 

 

Table 2 Model Summary 

Model R R² Adjusted R²  Std. Error of the Estimate 

1 .703a .494 .484 .37916 

a. Predictors: (Constant), Controllability Availability of eco-friendly apparel, Attitude, Social norms, Self -efficacy, 

Awareness of Consequences, Moral norms 

 

 

 

Figure 1 Normal Distribution Histogram: Mean = 4.28E-16; Standard Deviation (Std. Dev.) = 0.990; Sample (N) = 305. 
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The regression coefficients provide information regarding the strength of the relationship between the 

independent variables and the dependent variable, and secondly, it also indicates the type of relationship. Based on 

the results reported in Table 3, it can be concluded that self-efficacy (β = 0.293; t = 5.762, p ˂ 0.0001) and attitudes 

(β = 0.274; t = 4.975, p ˂ 0.0001) are statistically the two most significant predictors of behavioural intent. 

Hypotheses 4 and H5a were thus supported. With regards to the p-value or significance level that should be smaller 

than 0.05, awareness of consequences (β = 0.180; t = 3.485, p < 0.05) can also be classified as a significant predictor 

of behavioural intent in terms of acquiring eco-friendly apparel in a pro-environmental manner. Hypothesis 1 was 

therefore also supported. However, social norms (β = 0.074; t = 1.372, p < 0.171), moral norms (β = 0.110; t = 1.729, 

p < 0.085), and controllability (β = -0.047; t = -1.075, p < 0.283) were not significant in predicting male consumers’ 

pro-environmental intent to acquire eco-friendly apparel in a South Africa emerging market context. Hypotheses 2, 

3 and 5b were thus not supported.  

 

Table 3 Regression Coefficientsa 

Model 

Unstandardized Coefficients 

Standardized 

Coefficients 

t Sig. B Std. Error Beta (β) 

1 (Constant) .429 .172  2.496 .013 

Awareness of Consequences .207 .060 .180 3.485 .001 

Social norms .066 .048 .074 1.372 .171 

Attitude .284 .057 .274 4.975 .000 

Moral norms .088 .051 .110 1.729 .085 

Self -efficacy .264 .046 .293 5.762 .000 

Control over the availability 

of eco-friendly apparel 
-.046 .043 -.047 -1.075 .283 

a. Dependent Variable: Behavioural intent 
 

The significant association between an awareness of consequences and intent is supported by the findings 

of various previous studies (Bamberg & Möser, 2007; Park & Ha, 2014; Wall et al., 2007). It can thus be assumed that 

for male respondents, an awareness of consequences relating to the acquisition of eco-friendly clothing fulfils a 

significant role in determining their pro-environmental intent. Attitude is also deemed significant in terms of 

predicting behavioural intent, which emulates the results of studies conducted by Kollmuss & Agyeman (2002), 

Bamberg & Möser (2007) as well as Park & Ha (2014).  Furthermore, self-efficacy was also found to contribute 

significantly to behavioural intent, which corresponds with the results of Armitage and Connor’s (2001) meta-

analysis of TPB studies. However, the fact that social norms and moral norms were not significant predictors of the 

respondents’ overall behavioural intent was not as expected. Most literature to date indicates moral norms are 
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positively associated with pro-environmental intent and behaviour (Bamberg & Möser, 2007; Park & Ha, 2014; Wall 

et al., 2007). Social norms, for the most part, are reported to also have a positive association with intent and 

behaviour, although some debate has ensued in recent years. Some studies (Bamberg & Möser, 2007; Park & Ha, 

2014) have deemed it significant in terms of exerting an indirect influence on intentions through attitude, moral 

norms and perceived behavioural control, while other studies (Armitage & Conner, 2001; Wall et al., 2007) question 

its overall significance as predictors of intentions. In some cases, researchers have argued that social norms rarely 

predict intentions and have altogether removed it as a significant predictor of intent and behaviour (Sparks, 

Shepherd, Wieringa & Zimmermanns, 1995). Armitage & Conner (2001) provide some support for this assumption 

as social norms were found to be the least significant determinants of intent in their extensive meta-analysis of TPB 

studies. Wall et al. (2007) suggest that social norms’ insignificant influence could be explained by the inclusion of 

moral norms that capture perceived social pressures. However, in this study both the moral and social norms were 

deemed to be insignificant predictors of intent.  

Gender may be the key issue in explaining the aforementioned results as most prior studies included both 

males and females or exclusively focused on females in explaining the association between norms and pro-

environmental intent. In contrast, this study exclusively focused on male consumers. As mentioned earlier, gender 

perceptions of pro-environmental issues are determined by attentiveness to knowledge, concern for other people 

and other species, and are the result of socialisation and life experiences (Mobley & Kilbourne, 2013). Moreover, 

prior research has also revealed that men are less concerned about the environment than women and will not easily 

change their behaviour to benefit the environment (Mitchell & Walsh, 2004; Mostafa, 2007). Based on the findings 

of this study, norms could represent a central construct for further investigation in terms of gender differences. This 

could be supported by the notion that males are controlled by certain goals, which form part of assertion and 

mastery, rather than communal goals like affiliation and development of harmonious relations (Solomon & Rabolt, 

2004) that are imperative in the pursuit of sustainable development. Also, males are considered less expressive in 

terms of their emotions, social standards and “ethic of care” and tend to be independent (Lee, 2009). They may 

therefore not openly express their personal norms and deem social norms as less important motives to engage in 

pro-environmental apparel behaviour in the local South African emerging market context.  Based on the 

aforementioned conclusions, it is apparent that social and personal norms require further empirical investigation 

specifically in terms of gender differences and pro-environmental apparel behaviour.  

Lastly, the negative association between controllability and behavioural intent (β = -0.047; t = -1.075, p < 

0.283) is also worth noting. Various factors surround the complexity of perceived behavioural control as a construct 

and more specifically, controllability, as a further dimension of this construct. With regard to this research study, 

perceived behavioural control was purposively extended and separated into two sub-components, namely perceived 

self-efficacy (which is related to capability aspects), and controllability (which is related to opportunities aspects) 

(Tang et al., 2011). Items that have to do with either the ease or difficulty of a performance, or the confidence that 

a consumer has in his/her abilities to perform a certain task, usually measure the perceived self-efficacy, whereas 
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items concerning the control of a certain behaviour usually measures the controllability (Ajzen, 2002).  Armitage & 

Conner (2001) concluded that the effects of these two dimensions of perceived behavioural control may vary 

depending on whether it is associated with intentions or actual behaviour.  

In this study, self-efficacy proved to be a positive, significant predictor of behavioural intent. The same 

cannot be said for controllability, but as explained by Armitage & Conner (2001) its potential impact on actual 

behaviour should not be disregarded. Various circumstances may contribute to consumers’ belief that they do not 

have control over factors that impact on their eventual ability to engage in eco-friendly behaviour despite their best 

intent (Tonglet et al., 2004) e.g. they might not be convinced about the availability of eco-friendly apparel options. 

In fact, the availability of eco-friendly apparel in local South African stores remain limited, which is further inhibited 

by cheaper imports that make eco-friendly apparel alternatives less appealing to the mass population, especially if 

such eco-friendly options are more expensive (PwC and Economist Intelligence Unit, 2012). Where durable and 

classical styles are concerned, male respondents may lack the necessary understanding and knowledge of such 

options. Previous research has argued that the dependence of the behaviour on motivational variables depends on 

the difficulty, price or time of the type of behaviour (Sonnenberg, 2014; Tanner et al., 2004). The argument brought 

forward is that the more time-consuming and expensive the behaviour becomes, the higher the risk and the less 

rewarding it becomes to try and behave accordingly, which makes the dependence of the behaviour weaker on the 

motivational variables. In terms of this study’s findings, it may be argued that the factors that extend beyond the 

male consumers’ personal domain, such as the above-mentioned availability of eco-friendly apparel, will remain 

significant in facilitating consumers’ eventual enactment of their pro-environmental intent. Controllability, and its 

association to certain external factors, should thus remain the focus of further exploration especially in terms of 

male consumers’ actual pro-environmental behaviour rather than their behavioural intent. 

 

Limitations and recommendations for future research 

The following opportunities for further research were identified during the research process, namely that by 

amending the non-probability sampling method to a probability sampling method, a better representative sample 

can be achieved and generalisations can be made. In order to better inform marketing campaigns and intervention 

initiatives, a more representative sample would be needed to be able to make conclusions about South African male 

consumers in general. However, it is not always easy to attain representative data in developing countries such as 

South Africa due to the lack of sampling frames (Burgess & Steenkamp, 2006). Response bias is also a continual 

concern in terms of environmentally related studies (Bamberg & Möser, 2007). Respondents have a tendency to 

overrate their willingness in terms of pro-environmental options in relation to their actual behaviour concerning 

these issues (Steg & Vlek, 2009). In terms of this research study, only the intentions of the respondents were 

measured with regards to their pro-environmental apparel acquisitions, so therefore response bias might be 

inevitable. However, future research could include the actual behaviour as well to determine the pro-environmental 

apparel acquisition behaviour of South African consumers and determine to what extent the motivational factors 
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influence the intent and the eventual behaviour. A need also exists in the research for a more in-depth understanding 

of how and why consumers react towards pro-environmental notions such as eco-friendly apparel products and the 

limitation of acquiring apparel to help save the environment, and what influence the socio-psychological factors 

have on their intentions and behaviours. Therefore, future research could explore and describe these issues by 

making use of qualitative research methods to gain insight regarding these matters. Qualitative approaches are 

especially useful in emerging contexts where methodological challenges, such as incomplete questionnaires due to 

lower literacy, are often experienced during survey-based projects (Burgess & Steenkamp, 2006; Chatterjee, 2008). 

With regards to the data analyses, several issues were identified in terms constructs and scale development. 

To build forth on the results of this study and limit these difficulties in the future, intensive instrument development 

can be pursued to make sure that all the items being used in the data collection process is clear and understandable 

as well as provide researchers with data that is easily interpreted. Furthermore, multiple regression analysis was 

used to interpret the results and analyse the relationship between the dependent variable (i.e. behavioural intent) 

and the independent variables (i.e. awareness of consequences, social norms, attitude, moral norms, self-efficacy 

and controllability). However, future research could benefit from data analysis techniques such as structural 

equation modelling (SEM) that could provide the researcher with a more in-depth understanding of the constructs 

that were used in the conceptual framework and how much they relate to each other to ultimately influence the 

intent or behaviour. It could also be used to explore the relationship and relevance of the various variables or 

constructs (Mazzocchi, 2008) and enable researchers to further interpret and improve on the proposed conceptual 

framework. 
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