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Chapter 1 

 

1.1  Introduction 

This study aims to address the impact of three educational interventions on 

consumer behaviour in an attempt to better understand the effects of these 

interventions on fashion consumption behaviour displayed by a sample of 

young South African consumers. The study will therefore explore the potential 

for educational interventions to facilitate the adoption of fashion consumption 

practices that are more sustainable.  

Sustainable consumption is a reasonably new concept that is beginning to 

emerge in academic literature with greater frequency due to the rise of 

environmental awareness globally. The inter-disciplinary nature of sustainable 

consumption means that there is no simple definition for the term; it is 

instead broad-based combining theoretical concepts of humanity, the 

economy and the environment.  

“Although emerging concerns about consumption have an 
environmental dimension, they transcend narrowly biophysical 
considerations to embrace issues of community, work, meaning, 
freedom, and the overall quality of life.” (Princen et al. 2002 in 
NYARS, 2004: 15) 

 

This study will endeavour to explore sustainable consumption relating to 

fashion within the overarching theoretical frameworks of consumption 

behaviour and environmental education. As the literature points out (see 

Chapter 2), education plays a fundamental role in influencing consumer 

behaviour within the terrain of environmentalism. Environmental education to 

date has for the most part been concerned with the sustainable consumption 

of natural resources resulting in a significant research deficit when it comes to 

the terrain of manufactured consumer goods. Markkula (2007: 1) points out 

that in the context of fashion products specifically, possibilities for sustainable 

consumption have not received enough in the way of systematic research 

attention.  
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The ‘wastefulness’ of fashion consumption is emerging as an area of 

contention within the fashion industry who is ultimately being blamed for 

promoting the constant consumption of fashion products. Pears (2005: 94) 

refers to a study by the Australia Institute which found that fashion items 

including clothes and shoes are the third highest waste category when it 

comes to commodities purchased by Australian consumers, contributing 

approximately AUS$1700 million worth of waste per annum. Similarly, in 

Britain, The House of Lords Science and Technology Committee condemned 

the British fashion industry in their 2008 report for helping to create a 

‘throwaway society’ where inexpensive products “encourage consumers to 

dispose of clothes which have only been worn a few times in favour of new, 

cheap garments which themselves will also go out of fashion and be discarded 

within a matter of months” (Holland, 2009: 76).  

 

Holland (2009: 75) maintains that a shift in consumers’ attitudes towards 

consumption is becoming more noticeable. As consumers are becoming 

increasingly aware of the negative environmental impacts of ‘mindless 

consumption’, they are starting to show interest in engaging in practices of 

‘mindful consumption’. Holland (2009: 75) labels this change in behaviour ‘the 

new sobriety’ and describes the “new seriousness that is influencing our 

approach to consumption” as follows: 

“Rather than the ‘little and often’ approach to consumption that 
has dominated in recent years, ‘fewer and better’ is to become 
the new motto across fashion, food and home.”  

 

1.2  The Research Rationale 

According to Markkula (2007: 2) there lacks an understanding among 

consumers of what kind of fashion consumption practices could be considered 

to be sustainable. This can be attributed to the disconnection between the 

meanings of the terms fashion and sustainable consumption. The resource-

costly lifestyles led by consumers today presents an historic challenge in the 

process of creating a viable connection between these terms. This is where I 

believe there is an opportunity to investigate the use of educational 

interventions to increase awareness around practices of sustainable 
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consumption and encourage the adoption of such practices in such a manner 

that they can be sustained over a long period of time (De Young, 1993: 485). 

 

Through this study, I hope to address the need for education on sustainable 

fashion consumption practices as identified in the literature. I believe that the 

findings of this study could be a valuable contribution to primary fashion 

research in South Africa: The data collected will provide insight into the 

current fashion consumption patterns among a representative sample of 

young South African fashion consumers, which could be useful as a baseline 

measure for future research. The conclusions drawn will indicate which type of 

intervention is the most successful in effecting behaviour change among 

respondents, which could be helpful when implementing behaviour change 

initiatives in the future.  

 

The topic of sustainable fashion consumption is also of particular interest to 

me based on my internship position at my host company. The primary 

function of the host company is to research and predict macro trends that will 

affect consumer lifestyles in the long term. The theme of sustainable 

consumption was found to have surfaced in research undertaken across 

multiple industries during my nine-month internship and both of my 

colleagues see value in conducting further research around this area.   

 

1.3  The Research Question 

This study is based on the overarching hypothesis that young South African 

consumers are likely to adopt practices of sustainable fashion consumption if 

they are educated about the effects of excessive levels of consumption as well 

as what kind of consumption practices can be considered sustainable.  

Based on this, the research questions that the hypothesis presents are as 

follows: 

1. How do educational interventions influence consumer behaviour? 

2. Will one type of intervention be more effective than another in 

effecting behaviour change? 
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Having posed these questions, the research objectives are as follows: 

1. To get a sense of the current fashion consumption practices of young 

South African consumers. 

2. To implement three educational interventions in an attempt to create 

awareness around the issue of sustainable consumption in order to 

encourage consumers to adopt fashion consumption practices that are 

more sustainable. 

3. To determine if (based on the interventions), young South African 

consumers are likely to adopt fashion consumption practices that are 

more sustainable. 

4. To measure the efficacy of the different interventions in an attempt to 

determine which one is the most effective in encouraging consumers to 

adopt sustainable fashion consumption practices.  

 

1.4  An Overview of the Research Study 

The study will proceed with a comprehensive literature review which will 

explore the history and development of the two theoretical constructs namely 

sustainable consumption and environmental education. This chapter will focus 

on developing an ‘internal language of description’ for the analysis of the 

research data.  

Chapter 3 will proceed to discuss the pluralistic approach to the study as well 

as the implementation of the pre-measurement and post-measurement single 

group research design. Here, the development of the research tool will be 

examined along with the operational execution of each intervention.  

Significant reliability issues affecting the validity of the study will also be 

discussed in this chapter.   

Chapter 4 will serve as an analysis of the data collected on the pre- and post-

measurement within the context of the frameworks introduced in Chapter 2. 

The most prominent framework used in this study is that of Kollmuss and 

Agyeman (2002) which looks at the extent to which interventions cause a 

change in respondents’ values, priorities, attitudes and beliefs surrounding 

pro-environmental behaviour and diagnoses whether these shifts are likely to 
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result in the adoption of such behaviour. The chapter will conclude with a 

comparative analysis between each of the three interventions using the 

framework provided by Cone and Hayes (1980 in De Young, 1993: 494) in 

order to determine which one is the most effective in effecting behaviour 

change among respondents.   

Chapter 5 will serve as a summary of the key findings and limitations of the 

study. Recommendations for future research will also be discussed here.  
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Chapter 2 

 

2.1 An Introduction to the Theoretical Constructs 

The key theoretical constructs explored in the literature are sustainable 

consumption and environmental education. This literature review will 

therefore address key questions surrounding the impact of educational 

interventions on consumer behaviour within the context of current issues of 

sustainable consumption in the fashion industry. The aim of the review is to 

provide a viable link between these concepts in order to: a) gain a clearer 

understanding of the effects of educational interventions on consumer 

behaviour with specific reference to fashion consumption, and b) develop a 

practical ‘internal language of description’ for the analysis of the research 

data. 

To correctly understand sustainable consumption it is important to take into 

account the history and development of consumerism. According to Shah 

(2003: 1), the ‘full-blown’ commercialised consumption we partake in 

currently has not always been a feature of consumer society. Up until the 

nineteenth Century frugality was the norm for most and spending excessively 

was seen as wasteful. At the turn of the 20th century, Veblen (1899 in 

Brannon, 2005: 83) observed that the upper strata of the European social 

system began to consume on a ‘conspicuous’ basis-giving rise to the catch 

phrase ‘conspicuous consumption’. They did so through the practice of 

acquiring material goods that demonstrated an extravagant lifestyle and 

affirmed their social standing. As Shah (2003: 1) explains, in the years 

following the Industrial Revolution, the world faced a ‘crisis of 

overproduction’, which in turn led to the need for industry to encourage more 

people to consume. In order to increase consumption, buying habits needed 

to be transformed and items that were previously conceived as luxuries had 

to be presented as necessities to stimulate ‘consumer need’.  

Robbins (1999: 14) describes the way in which this was accomplished: A 

transformation in the ‘meaning of goods’ and how they were presented and 

displayed to consumers needed to take place. Cornerstone developments 
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highlighted by Robbins (1999: 16) include the development of the department 

store into a space that displayed goods in an environment that encouraged 

people to buy them as well as the emergence of advertising created with the 

aim of influencing consumer desires. The ever-changing notion of 

‘fashionability’ was used to create anxiety among consumers over the 

possession of things that were not ‘new’ or ‘up-to-date’ and emphasis was 

placed on attaining ‘self-value’ through the acquisition of commodities.  

Robbins (1999: 21) also cites a change in intellectual and spiritual values as 

necessary to encourage consumption. Emphasis had to be placed on 

maintaining a cultural value system1 that perpetuated spending rather than 

frugality. This highlights the beginnings of a shift in effecting change in 

consumer values and behaviours that has marked most Western societies 

since the mid-twentieth century.  

Tracing these historical shifts and their effect on the evolution of our modern 

social division of labour and consumer society, Robbins (1999: 22) comments 

that: 

“…By the 1930s, the consumer was well entrenched in the 
United States, complete with a spiritual framework and an 
intellectual rationalization that glorified the continued 
consumption of commodities as personally fulfilling and 
economically desirable... Since that time the institutions of our 
society, particularly those of corporate America, have become 
increasingly more adept at...hiding the negative consequences 
of our patterns of behaviour, consequences such as labor 
exploitation, environmental damage, poverty and growing 
inequalities in the distribution of wealth.”  

 

Shah (2005: 1) investigates the negative social and environmental effects of 

consumerism and finds that our current levels of consumption lead to a cycle 

of product waste, disparities between current production and consumption 

levels and poverty among the developing nations that produce consumer 

goods. These factors play a key role in perpetuating the ‘culture of 

consumerism’ and waste as the prospect of a considerable adjustment of 

                                                             
1 Cultural value system refers to the set of values held by and applied to a society, which are 
used to govern behaviour.  
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lifestyles and economic systems to promote consumption behaviour that is 

more sustainable is particularly challenging for developed nations to address.  

According to Markkula (2007: 2), there is a lack of a clear understanding 

among consumers regarding what kind of consumption could be considered to 

be sustainable. Based on the definition provided by the World Commission 

(1987 in Markkula, 2007: 2), sustainable consumption has been agreed to 

mean meeting the needs of present generations without compromising the 

needs of the future ones. Although in recent years issues around sustainability 

have gained widespread attention in the media, the definition of sustainable 

consumption has remained somewhat unclear. In fact, it is not uncommon for 

the terms sustainable, green, ethical, responsible, and conscious consumption 

to be used interchangeably or as synonyms. Ochieng (2008: 2) argues that 

sustainable consumption is a situation where consumer needs are fulfilled as 

efficiently as possible with minimal negative environmental, social and 

economic impact. Princen et al. (2002 in NYARS, 2004: 15) define the concept 

with a broader view: 

“For some the concern is consumerism, the crass elevation of 
material acquisition to the status of a dominant social paradigm. 
For others it is commoditisation, the substitution of marketable 
goods and services for personal relationships, self-provisioning 
culture, artistic expression, and other sources of human 
wellbeing. For still others it is overconsumption, in the popularly 
understood sense of using more than is necessary. For most, 
these themes converge in a troubled, intuitive understanding 
that tinkering at the margins of production processes and 
purchasing behaviour will not get society on an ecologically and 
socially sustainable path.”  

 

Before introducing discussions on educational interventions designed to 

influence consumer behaviour with regards to sustainable consumption, it is 

important to mention the origins and development of environmental 

education. Palmer (1998: 3) points out that the words ‘environment’ and 

‘education’ do not appear to have been used in conjunction with each other 

until the mid-1960s although the hallmarks of the ethos of environmental 

education can be traced back to the work of eighteenth and nineteenth 

Century thinkers notably Goethe, Rousseau and Humboldt. Scottish Professor 

of Botany, Sir Patrick Geddes (1854-1933) is regarded by many as the first to 
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have made the important link between the quality of the environment and the 

quality of education. His unique instructional methods coupled with his 

concern for education set the foundation for modern environmental education.  

Palmer (1998: 4) points out that environmental education is a young and 

complex field for study and interpretation, which concerns itself with teaching 

and learning relating to multifaceted environmental issues. Possibly the 

greatest landmark in the history of attempting to define the term 

environmental education was a IUCN/UNESCO ‘International Working Meeting 

on Environmental Education in the School Curriculum’ held in 1970. It was 

then that what can be described as the ‘classic’ definition of environmental 

education was developed: 

“Environmental education is the process of recognising values 
and clarifying concepts in order to develop skills and attitudes 
necessary to understand and appreciate the inter-relatedness 
among man, his culture and his biographical surroundings. 
Environmental education also entails practice in decision-making 
and self-formulation of a code of behaviour about issues 
concerning environmental quality.” (IUCN, 1970 in Palmer, 
1998: 7) 

 

A significant review on environmental education was provided by the Scottish 

Education Department (1974). Some of its recommendations, quoted here in 

adapted form are as follows (Palmer, 1998: 9): 

• Both formal and informal education should use the local and distant 

environments to provide knowledge, training in appropriate skills, and 

first-hand experience (to pupils). 

• Pupils and young people should be introduced to environmental 

concepts and values, given practice in decision-making and afforded 

opportunities for personal involvement. 

• Pupils and young people should be trained to assess critically the many 

views being expressed today on current environmental issues.  

 

The report concluded that the ultimate aims of environmental education are 

the creation of responsible attitudes towards the environment and the 
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development of an environmental ethic that people choose to live up to 

(Scottish Education Department, 1974 in Palmer, 1998: 9).  

UNESCO highlighted the magnitude of environmental education in 1987 at the 

‘Tbilisi Plus Ten Conference’ held in Moscow: 

“In the long run, nothing significant will happen to reduce local 
and international threats to the environment unless widespread 
public awareness is aroused concerning the essential links 
between environmental quality and the continued satisfaction of 
human needs. Human action depends upon motivation, which 
depends upon widespread understanding. This is why we feel it 
is so important that everyone becomes environmentally 
conscious through proper environmental education.” (UNESCO, 
1987 in Palmer, 1998; 15) 

 

Palmer (1998: 22) argued that the future development of environmental 

education should be steered towards ‘education for sustainability’ and a 

revised language of the relationship between people and the environment 

should be developed. She believes that education for sustainable development 

or sustainability should aim to help people understand the inter-dependence 

of life on earth, the effects of action and decision-making relating to resource 

use, and factors which foster or impede sustainable development. In her 

opinion, the subject should be concerned with developing people’s awareness, 

values and attitudes, thus enabling them to be involved effectively in 

sustainable development.  

In accordance with Palmer’s (1998) views, the UNEP UNESCO YouthXchange 

program on educating and engaging youth towards sustainable consumption 

was designed with the aim of encouraging consumer societies to adopt more 

sustainable lifestyles, which is highlighted as one of the biggest challenges 

facing sustainable development today (UNESCO/UNEP, 2008: 1). 

UNESCO/UNEP (2008: 1) highlights the role of education in the transition to 

sustainable societies: 

“Education for sustainable and responsible consumption should 
lead to an understanding of key concepts related to 
sustainability by linking a complex concept such as sustainable 
development to concrete day to day life. Reflecting on personal 
consumption behaviours, assumptions and experiences should 
enable students to analyse patterns, causes and impacts of 
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global and personal patterns of consumption and to unfold the 
ethical dimension of reducing the social and ecological impacts 
of human productive activities at global level.”  

 

Given the diversity of understandings of sustainable consumption, and the 

notion that education plays an integral role in effecting behaviour change in 

the terrain of environmentalism, a broad range of educational interventions 

have been implemented based on different interpretations of what sustainable 

consumption means.  

Examples of some of these include Australian researcher Kate Pears who 

addresses the need for consumer education on sustainable consumption 

through the implementation of the ‘clothing exchange’ entitled ‘My Sister’s 

Wardrobe’ - an exchange activity that provides consumers with an alternative 

activity focussed on consuming fashion in a manner that reduces the demand 

for environmentally damaging production of new clothing (Pears, 2005: 96). 

This intervention, which is essentially educational in nature, proved to be 

effective amongst her research sample as it amplified the positive message 

around the sustainable practice of sharing and the importance of taking part 

in collective action for sustainable development.  

In the United States, environmental activist Annie Leonard has produced the 

short film-documentary ‘The Story of Stuff’ (2007) which exposes current 

patterns of production and consumption that are wasteful and damaging to 

the environment. The twenty-minute film, which has been screened in 

primary schools in several American states has been effective in educating 

viewers about the effects of consumption and also, in inspiring behaviour 

changes, with a significant number of young viewers expressing interest in 

the idea of adopting sustainable consumption practices in the short-term 

(Kaufman, 2009: 1). These case studies provide tangible examples that link 

the theoretical constructs discussed in this review, namely sustainable 

consumption and environmental education. Lehman and Gellar (2004: 23) 

propose that a broader form of social activism and awareness (as exemplified 

by each case study) should be a target for future interventions.  
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By tracking the development of environmental education one notices that 

informing consumers of their dependence on the environment for survival lies 

at the core of the subject. Ferrar (1983: 7) points out that South Africans 

specifically, are misinformed about their dependence on the natural 

environment and maintains that those who are aware of this relationship 

probably do not possess the will or ability to do anything about it in practice. 

He cites external socio-cultural factors like poor education, poverty and 

inadequate resources as contributing forces but also mentions the role of 

internal factors such as personal aspirations and differing personal standards 

of quality of life and basic human needs. Almost twenty years later, Kollmuss 

and Agyemen (2002: 240) echo this view.  

 

 2.2 Classification and Framing 

According to De Young (1993: 485), the goal of conservation behaviour 

research at large has been to discover techniques that change consumer 

behaviour while minimising the need for repeated interventions. De Young 

(1993: 487) identifies three categories of interventions that play a role in 

encouraging conservation behaviour. The first of these are information 

techniques that are designed to help consumers understand the nature of the 

environmental problem and the necessary behaviour to resolve the problem. 

The second are positive motivational techniques that use extrinsic motivation 

to make a certain type of behaviour more appealing and provide social 

support for those actively choosing the behaviour. The third are coercive 

motivational techniques that employ coercive tactics to encourage consumers 

to change their behaviour, for example by providing monetary incentives.  

While De Young’s (1993) contribution to the classification of interventions is 

noted, the more developed framework provided by Lehman and Gellar (2004: 

18) was selected to classify the interventions implemented as part of this 

study. The authors argue that the intervention strategies used by 

environmental behaviourists can be conceptualised using the basic three-term 

contingency or ABC (antecedent-behaviour-consequence) model of behaviour 
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change2. Antecedent strategies include the following: 

a) Information and education – providing information and a strong 

rationale for the intervention to the participants. 

b) Prompting – making use of strategically placed verbal or written 

prompts. 

c) Modelling – demonstrating the desired behaviour to participants. 

d) Commitment – asking participants to make a verbal or written 

commitment to perform the desired behaviour.  

e) Environmental design – introducing devices into the participants’ 

natural environment that make the desired behaviour more 

convenient.  

 

From this framework, the three interventions implemented as part of this 

study can be categorised as antecedent strategies as follows:  

1. The film screening intervention acts as an information and education 

antecedent strategy.  

2. The fashion exchange intervention can be described as a modelling 

antecedent strategy. 

3. The sustainable consumption pledge intervention acts as a 

commitment antecedent strategy.  

 

Based on Skinner’s (1953) theory that consequences are the primary 

determinant of behaviour, Lehman and Gellar (2004: 21) propose that 

consequence strategies play a key role in effecting behaviour change through 

interventions. Consequence strategies include the following: 

a) Rewards – mostly monetary, used to incentivise pro-environmental 

behaviour. 

b) Feedback – providing information to participants about their 

environment-relevant behaviours.  

 

                                                             
2 The ABC model of behaviour change states that behaviours are directed by the antecedent 
stimuli that preceded them and announces the availability of a positive or negative consequence. 
Further occurrences of the behaviour are determined by the consequences that follow. Most 
behavioural interventions to protect the environment can be classified as either antecedent or 
consequence strategies for behaviour change.  
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Similarly, Verplanken and Wood (2006: 18) mention kinds of reinforcements 

that can promote the performance of a new behaviour. For some consumers, 

the personal satisfaction of living up to certain environmental standards is 

sufficient to reinforce pro-environmental behaviour. For others, these abstract 

values are not particularly motivating and more tangible incentives are 

required to encourage repeated performance. While the role and effect of 

consequence strategies is briefly noted as part of the literature review, the 

concept is not implemented as part of this research study but could be 

explored further in future research (see Chapter 5).  

De Young (1993: 490) postulates that the intervention techniques used differ 

depending on the source of initiation and the degree to which students 

actively participate. Most studies of conservation behaviour involve external 

manipulation by the researcher who constructs an intervention to measure its 

effects. He suggests experimenting with approaches that involve less tangible 

forces that encourage students to gain information through direct exploration. 

Folz (1991 in De Young, 1993: 493) argues that when people are expected to 

play a role in change, they are more likely to feel an obligation or 

responsibility to help the change succeed. This could lead to validity issues 

when implementing interventions as subjects may display the Hawthorne 

Effect as a form of reactivity whereby they improve an aspect of their 

behaviour being measured simply in response to the fact that they are being 

studied and not as a result of the intervention. Further discussion on this will 

be presented in Chapter 3.  

 

 2.3 An Analysis of Prominent Frameworks 

When assessing the effectiveness of an intervention, Cone and Hayes (1980, 

in De Young, 1993: 493) identify a five-category framework that should be 

taken into account: 

1. Reliability – How well an intervention effects behaviour change the first 

time it takes place as well as whether it can still effect change after 

many presentations to the same individual. 

2. Speed of Change – How rapidly does the intervention effect behaviour 
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change? 

3. Particularism – Can the intervention be designed for universal 

application or does it require a unique design for particular subgroups 

or individuals? 

4. Generality – Does the intervention motivate students to encourage 

uninvolved others to adopt the behaviour? 

5. Durability – Can the behaviour change be maintained without repeated 

interventions? 

 

This framework will be used in conjunction with the data acquired, to assess 

which of the three interventions implemented is the most successful in 

effecting change in consumption behaviour with specific relation to fashion.  

In order to determine changes in behaviour as a result of an intervention, 

Kollmuss and Agyeman (2002: 249) discuss a range of internal factors which 

are similar to those described by Ferrar (1983) that should be considered. The 

pre- and post-measurement tools (see Chapter 3) used to evaluate the effect 

of the interventions implemented as part of this study were designed taking 

the following factors into account:  

Motivation. Motivation is the reason for a behaviour or a strong 

internal stimulus around which behaviour is organised (Wilke, 1990 in 

Kollmuss & Agyeman, 2002: 249). Researchers distinguish between primary 

motives (the greater motives that let us engage in a whole set of behaviours, 

e.g. striving to live an environmentally responsible lifestyle) and selective 

motives (the motives that influence one specific action e.g. Should I bike to 

work today even though it’s raining or should I drive?) (Moisander, 1998 in 

Kollmuss & Agyeman, 2002: 250). Kollmuss and Agyeman (2002: 250) 

hypothesise that primary motives such as altruistic and social values are often 

covered up by the more immediate selective motives that evolve around one’s 

needs (e.g. being comfortable, saving money and time). Similarly, Preuss 

(1991 in Kollmuss & Agyeman, 2002: 250) distinguishes between an ‘abstract 

willingness to act’ based on consumer knowledge and values and a ‘concrete 

willingness to act’ based on consumer habit.  
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Environmental knowledge. The majority of studies undertaken to date 

show that only a fraction of pro-environmental behaviour can be directly 

linked to environmental knowledge. Research shows that at least 80% of the 

motives for pro-environmental or non-environmental behaviour seem to be 

situational factors or other internal factors (Fliegenschee & Schelakovsky, 

1998 in Kollmuss & Agyemen 2002: 250). Here it becomes necessary to 

distinguish between different levels of environmental knowledge. Kollmuss 

and Agyeman (2002: 250) maintain the people have to have a basic 

knowledge about environmental issues to act in an environmentally 

responsible way. Kempton et al’s study (1995 in Kollmuss & Agyeman, 2002: 

250) indicated that most people do not know enough about environmental 

issues to act in an environmentally responsible manner.  

Values. Values are responsible for shaping much of one’s intrinsic 

motivation. A study by Fuhrer et al (1995 in Kollmuss & Agyeman, 2002: 251) 

proposed the following hypothesis: A person’s values are most influenced by 

the ‘microsystem’ which is comprised by their immediate social net – friends, 

family, peer-groups etc. Values are influenced to a lesser extent by the 

‘exosystem’ such as the media and political organisations. Of least strength, 

but nevertheless important, is the influence of the ‘macrosystem’, the cultural 

context in which the individual lives.  

 Attitudes. Attitudes are defined as the enduring positive or negative 

feeling about a person, object or issue (Kollmuss & Agyeman 2002: 251). 

Closely linked to attitudes are beliefs, which refer to the knowledge a person 

has about a person, object or issue (Newhouse, 1991 in Kollmuss & Agyeman, 

2002: 251). Environmental attitudes have been found to have a very small 

impact on pro-environmental behaviour, which is unexpected because one 

tends to assume that people live according to their values. Diekmann and 

Preisendoerler (1992 in Kollmuss & Agyeman, 2002: 251) explain this 

discrepancy using a low-cost/high-cost model which proposes that people 

action the pro-environmental behaviours that demand the least cost. Here, 

cost is not defined in a purely economic sense but a broader psychological 

sense that includes factors such as time and effort needed to undertake pro-

environmental behaviour.  
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 Environmental awareness. Environmental awareness can be defined as 

knowing the impact of human behaviour on the environment (Kollmuss & 

Agyemen, 2002: 253). Environmental awareness has both a cognitive, 

knowledge-based component and an affective, perception-based component.  

 Locus of control. Locus of control represents an individual’s perception of 

whether or not he or she has the ability to bring about change through his or 

her own actions (Newhouse, 1991 in Kollmuss & Agyeman, 2002: 253). 

People with a strong internal locus of control believe that their actions can 

bring about change and as a result, are more likely to act ecologically. In 

contrast, people with an external locus of control feel that their actions are 

insignificant and cannot bring about change.  

 Responsibility and priorities. Feelings of responsibility are shaped by 

values and are influenced by one’s locus of control. According to Kollmuss and 

Agyemen (2002: 255), we prioritise our responsibilities. Most important to 

people is their own well being and the well-being of their families. This could 

also be extended to a concern for one’s quality of life. When pro-

environmental behaviours are aligned with these personal priorities, the 

motivation to action them increases. If they contradict these priorities, the 

actions are less likely to be taken.  

From the factors presented above, some common barriers to the adoption of 

pro-environmental behaviour can be established, namely: economic, social, 

educational and personal. Economic barriers refer to the monetary cost of 

adopting practices of sustainable consumption. Social barriers can be linked to 

concepts of attitudes and beliefs as mentioned above and primarily deals with 

social aspects of taking part in pro-environmental behaviour i.e. the social 

appeal of these practices. Educational barriers arise from a lack of 

environmental awareness or knowledge regarding environmental issues and 

corrective possibilities whilst personal barriers develop as a result of attitudes, 

beliefs and values regarding environmental issues. These barriers to pro-

environmental behaviour are further explored in Chapters 3 and 4 and are 

used as an analytical framework in the operationalisation of the ‘internal 

language of description’ explored in this literature review.  
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Verplanken and Wood (2006: 1) raise the point that interventions designed to 

change behaviour often attempt to change people’s beliefs and intentions. As 

they explain, these interventions are less likely to be an effective means to 

change behaviours that have manifested into habits. For the purposes of this 

study, the favoured outcome of the interventions would be the adoption of 

sustainable consumption practices in the long-term (i.e. habitual practices), 

but I concede that this would potentially require a series of ‘follow-up’ 

interventions as prescribed by the literature. Based on this, the study will 

instead draw conclusions on the role of interventions in effecting changes in 

values, priorities, attitudes and beliefs surrounding practices of sustainable 

consumption and diagnose whether these shifts are likely to result in the 

adoption of sustainable consumption behaviours among the sample.  
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Chapter 3 

 

3.1 The Research Design 

Rather than advocating a single paradigm be it positivist or interpretive, a 

pluralist approach to the conduct of this study was selected in order to 

provide research results that have greater depth and reliability. This approach 

is consistent with this study’s subject matter and objectives as outlined in 

Chapters 1 & 2. A blend of qualitative and quantitative methods were 

employed, particularly in the design of the measurement tool (see Section 

3.2.1) in order to gather both descriptive and interpretive data which will 

enrich the analysis presented in Chapter 4.  

The study used a pre-measurement and post-measurement single group 

design which measures the sample on specific characteristics and after 

applying the intervention/s, measures the same characteristics in order to 

show causality. This research design did not make use of a control group 

which affected the internal validity (see Section 3.3) of the study as a 

sufficient basis of comparison to ascribe changes in consumer behaviour 

solely to the educational interventions was not in evidence.  

 

3.2 The Research Methodology & Methods 

3.2.1 The Development of the Research Tool  

The development and final content of the pre and post-measurement 

questionnaires was informed by the literature consulted (see Chapter 2), and 

more specifically, by the framework of internal factors to be considered when 

analysing the effectiveness of an intervention as explained by Kollmuss and 

Agyeman (2002: 249).  

11 questions appeared on each questionnaire; with each being framed to offer 

a coherent link between the pre- and post-measurement (see Appendix A). 

The pre-measurement consisted of closed-ended questions only whilst the 
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post-measurement featured 3 open ended questions as well. In addition to 

the 11 questions on the pre-measurement, 2 initial questions were included to 

determine certain demographic factors of the sample, namely age and 

gender. This data could not be used in the analysis as several respondents 

failed to answer these questions.  

In order to explain successfully the development of the questionnaires, each 

question on the pre- and post-measurement will be analysed here 

concurrently as with the findings presented in Chapter 4: 

Question 1  

This question was designed to establish the respondents’ sense of 

responsibility towards environmental issues. According to Kollmuss and 

Agyeman (2002: 255), people tend to prioritise their responsibilities and when 

pro-environmental behaviours are aligned with personal priorities, the 

motivation to act upon them increases.  

Question 2  

This question was designed to establish respondents’ motivation to live an 

environmentally responsible lifestyle. Kollmuss and Agyeman (2002: 249) 

maintain that motivation is the reason for a behaviour or a strong internal 

stimulus around which behaviour is organised. According to the literature, 

motivation to act pro-environmentally suggests an increased likeliness to 

adopt environmentally responsible behaviour.  

Question 3 

This question was designed to determine respondents’ internal locus of control 

which represents an individual’s perception of whether or not he or she has 

the ability to bring about change through his or her own actions (Newhouse, 

1991 in Kollmuss & Agyeman, 2002: 253). Respondents with a strong internal 

locus of control believe that their actions can bring about change and as a 

result, are more likely to act pro-environmentally.  
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Question 4 

This question was designed to assess respondents’ current levels of fashion 

consumption and determine if the intervention/s could effect a change in 

attitude towards the consumption of new fashion products thereby making 

respondents consider shopping with less frequency than they previously did.  

Question 5 

This question was designed to determine respondents’ consideration for the 

environment when purchasing fashion products and to assess whether the 

intervention could increase this awareness and thus encourage a more 

conscious form of fashion consumption among the sample.  

Question 6  

This question was designed to assess respondents’ personal priorities when 

considering the choice between staying up to date with current fashion trends 

and being environmentally conscious when consuming fashion products.  

Questions 7 & 8  

These questions were included to assess the respondents’ understanding of 

the impact of pro-environmental behaviour on their lives and the lives of 

others. The open-ended design of the questions on the post-measurement will 

provide insight as to how each intervention did or did not educate 

respondents on how practices of sustainable consumption could increase 

quality of life factors. This understanding contributes to respondents’ 

environmental awareness, which Kollmuss and Agyeman (2002: 253) cite as 

having a positive effect on the adoption of pro-environmental behaviour.   

Question 9  

From the literature analysed in Chapter 2, the researcher deduced an 

analytical framework of common barriers to the adoption of pro-

environmental behaviour, namely economic, social, educational and personal. 

By determining which barriers prevented respondents from adopting practices 

of sustainable consumption in the pre-measurement and comparing them to 

answers on the post-measurement, the researcher will be able to determine 
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whether or not the interventions allowed respondents to overcome barriers to 

adopting such behaviour, thus drawing conclusions about the effectiveness of 

each of the three interventions.  

Question 10 

This question was designed to gauge how respondents rated themselves as 

‘agents of change’ who encourage others to adopt pro-environmental 

behaviour before and after the intervention.  

Question 11 

This question was designed to determine how respondents view the role of 

education in positively changing people’s behaviour towards the environment 

in an attempt to gauge whether the interventions caused a deeper 

understanding of the relationship between education and consumer behaviour 

as discussed in Chapter 2.  

 

3.2.2 The Method of Sampling  

Two approaches to sampling were explored in this study. The first, which was 

largely unsuccessful, placed a heavy reliance on friends of mine whereby 

volunteers were sought through an event created on social networking site, 

Facebook. On the scheduled day that the interventions were due to take 

place, there was a significantly low attendance rate (8 volunteers were 

present where 35 had indicated they would take part) and the decision was 

taken by me with support from my supervisor to abort implementation and 

explore alternative sampling methods where a larger number of participants 

would be present.  

The second round of sampling made use of first year students from a fashion 

institution. This represents a convenience sample due to my access to these 

students. The sample was drawn during a project briefing session for all first 

year students (the population, n) unrelated to the conduct of this study.  

One class of students was split from the rest of the group and assigned to the 

fashion exchange intervention. This decision was effected by timetable 
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requirements enforced by the institution, of which the researcher had no 

control.  

Once the fashion exchange group left the lecture hall, the balance of the 

sample was numbered to allow for a random assignment of students to the 

two intervention groups. Each student was ascribed a number 1 or 2 after 

which they were split into these two groups respectively. The sample size was 

decided as 15 prior to this and as a result, the first 15 students in each group 

were selected and the rest were dismissed. I randomly assigned one group to 

the film screening intervention and the other to the sustainable consumption 

pledge intervention. Once the groups were assigned, respondents were 

numbered from 1 to 15 with a prefix indicating the intervention they were 

participating in. The prefix ‘P’ referred to the sustainable consumption pledge, 

‘M’ referred to the film screening and ‘E’ applied to the fashion exchange.  

 

3.2.3 Operationalising the Educational Interventions 

The sustainable consumption pledge and film screening interventions 

Both groups were briefed on the topic of the study and the 30 students that 

were present signed consent forms (see Appendix B). The pre-measurement 

questionnaire (see Appendix A1) was administered to both groups 

simultaneously. Once completed, I addressed the sample for the sustainable 

consumption pledge intervention, explaining the process and the criteria. All 

15 respondents signed the pledge (see Appendix C) and provided an email 

address where the post-measurement questionnaire would be delivered 10 

days later. This group was then dismissed.  

The group assigned to the film screening intervention was then shown the 

short documentary entitled ‘The Story of Stuff’ (2007). The post-

measurement questionnaire (see Appendix A2) was administered once the 

film had ended. Questionnaires were collected and the group was dismissed.  

The fashion exchange intervention 

I next briefed the students designated to the fashion exchange intervention 

on the study and the operationalisation of the intervention. The first 20 
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students in the group were selected as a sample to account for possible 

absenteeism on the scheduled day of the exchange. I recorded their names 

and contact details in order to send respondents a reminder prior to the date 

of the fashion exchange intervention.  

On the day of the fashion exchange intervention, 13 students were present. 

Each signed a consent form (see Appendix B) and completed the pre-

measurement questionnaire. At the initial briefing, I asked each participant to 

bring a minimum of 5 items to the fashion exchange. Any fashion items 

including accessories were deemed acceptable while shoes and 

undergarments were prohibited for hygienic reasons.   

All fashion items were presented to me by each participant individually and 

given a ‘monetary’ value based on factors such as cut, quality, style, history 

and fabrication. This process was carried out solely at my discretion. During 

this process of evaluation, each participant was given a piece of card with 

coloured stickers denoting the ‘value’ of their items submitted for the 

exchange. The card, which essentially acted as a ‘shopping voucher’, reflected 

the ‘value’ to which each participant could ‘shop’ for items. Each item in turn, 

was also assigned stickers denoting its ‘value’ to make for a shopping 

experience similar to that found in traditional retail stores. Once items were 

valued, they were laid out on tables present in the room. Participants were 

then allowed to ‘shop’ to the value of their cards. The option of trying on 

merchandise was available. After selecting their purchases, participants were 

required to ‘check-out’ with me as I ensured that purchases made did not 

exceed the value of each participant’s shopping card. Before leaving, each 

participant completed the post-measurement questionnaire. All remaining 

items of clothing were collected and donated to charity. See Appendix D for 

field notes from the fashion exchange intervention.  

 

3.2.4 The Collection of the Data  

Data was collected by means of questionnaires. Due to the pluralist approach 

to the study and the comparison aspect between the interventions it was 

decided that the statistical data generated from closed-ended questions on 
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the measurement tools could help draw more defined conclusions in terms of 

which intervention was the most successful in changing consumer behaviour; 

whilst the open-ended questions included on the post-measurement would 

provide descriptive insight to the study.  

Respondents were asked to complete the questionnaires before the start of 

each intervention as well as straight after except in the case of the 

sustainable consumption pledge where the post-measurement was actioned 

electronically 10 days after respondents signed the pledge.  

 

3.2.5 The Analysis of the Data   

As outlined in Chapter 2, the data was analysed according to the framework 

developed by Kollmuss and Agyemen (2002: 249) which provides an explicit 

‘external language of description’. Both the closed-ended questions generating 

statistical data and the open-ended questions generating interpretive data 

were analysed descriptively. This makes the data analysis consistent with the 

objectives of the research as discussed in Chapter 1.   

The data from each intervention was analysed separately and the results were 

then integrated (see Chapter 4) through a comparison between the 

interventions to determine which one was the most effective in changing 

consumer behaviour. In this section, the framework of Cone and Hayes (1980 

in De Young, 1993: 493) was relied upon to provide an ‘external language of 

description’. This framework looks at five categories to be considered for each 

intervention to determine its effectiveness. Here the framework is explained 

again as a reminder: 

1. Reliability – How well an intervention effects behaviour change the first 

time it takes place as well as whether it can still effect change after 

many presentations to the same individual. 

2. Speed of Change – How rapidly does the intervention effect behaviour 

change? 

3. Particularism – Can the intervention be designed for universal 

application or does it require a unique design for particular subgroups 

or individuals? 
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4. Generality – Does the intervention motivate students to encourage 

uninvolved others to adopt the behaviour? 

5. Durability – Can the behaviour change be maintained without repeated 

interventions? 

 

Based on the scope of this study, the first and last categories of the 

framework were omitted in the comparative analysis between the 

interventions. 

 

3.2.6 The Analysis of the Results  

Based on the construction of the measurement tool, the descriptive data 

collected allows for an analysis of the extent to which the interventions 

caused a change in respondents’ values, priorities, attitudes and beliefs 

surrounding practices of sustainable consumption and to diagnose whether 

these shifts are likely to result in the adoption of sustainable consumption 

behaviours among the sample in accordance with the framework of Kollmuss 

and Agyeman (2002). These findings, coupled with an analysis of the 

interventions as per the categories discussed by Cone and Hayes (1980 in De 

Young, 1993: 493) leads to the determination of which intervention is the 

most successful (see Chapter 4). 

 

3.3 Validity Considerations 

As prescribed by the pre-measurement and post-measurement single group 

design, no control group was used. This lowers the internal validity of the 

study as the interventions cannot be solely and unequivocally ascribed to any 

changes in consumer behaviour without the presence of a control group with 

which comparisons can be made.  

Other factors that influenced the internal validity and that were beyond my 

control are acknowledged here. These factors included nuisance variables 

which could have affected respondent’s answers to the questionnaires such as 

previous exposure to information of a similar nature to this study and/or 
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personal events that were taking place in the lives of respondents at the time 

that the interventions were operationalised.  

The low response rate on the post-measurement to the sustainable 

consumption pledge intervention must also be noted as significantly reducing 

the internal validity and reliability of the study. Of the 15 respondents who 

signed the pledge, only 8 completed a post-measurement questionnaire. Here 

it must also be noted that the majority of the post-measurement responses 

for this intervention were returned to the researcher long after the 10 day 

pledge period had expired. This level of interference in the timeframe affected 

the outcome of the pledge data as discussed in Chapters 4 and 5. 

The degree to which the educational interventions were realised as 

conceptualised depends a great deal on the role of the subjects and 

researcher in the implementation of each intervention. In the conduct of this 

study, I acknowledge that a degree of the subject effect as well as the 

Hawthorne effect could have been experienced by the sample group which in 

turn, affects its internal validity. With regards to the subject effect, 

respondents were aware of the fact that they were part of a research study 

and as a result, could have acted differently based on this fact. In terms of 

the Hawthorne effect, it is possible that respondents could have become 

aware of my intentions for conducting the study on the pre-measurement and 

answered the questions on the post-measurement in such a manner to realise 

the hypothesis thinking that it would help me. Another factor to consider is 

pre-test sensitisation. The pre-measurement questionnaire could have 

sensitised respondents to the intervention, thus affecting their responses on 

the post-measurement. None of these effects can be established as being 

evident within the scope of this study, but they are acknowledged as 

potentially having the power to lower the internal validity of the research.  

In Chapter 1, the population for this study was outlined as ‘young South 

African consumers’. While the actual sample reflects this population in most 

aspects, it must be noted that respondents were drawn from a fashion 

institution. While no sound conclusions can be drawn about the heightened 

consumption of fashion products by fashion students, I assume that this is the 
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case, and that findings may not necessarily be extrapolated to represent 

South African youth in general.  

The hypothesis presented in Chapter 1 maintains that young South African 

consumers are likely to adopt sustainable fashion consumption practices if 

they are educated about the effects of excessive levels of consumption as well 

as what kind of consumption practices can be considered sustainable. Based 

on the realisation of the interventions as well as the findings (see Chapter 4), 

I am confident that this study has a high level of ecological validity as 

educational interventions (of any design) can be applied to ‘young South 

African consumers’ in an attempt to change consumption habits.  

 

3.4 Ethical Considerations 

The anonymity of all respondents was maintained as laid out in the consent 

form (see Appendix B). Respondents are referred to by numbers preceded by 

a prefix depending on the intervention they participated in as previously 

discussed. The identity of the institution where the study took place as well as 

that of the host company where I completed my internship will remain 

anonymous.   
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Chapter 4 

 

 4.1 Introduction to the Analysis 

As concluded in Chapter 2, the analysis of the data will focus on examining 

the role of the interventions in effecting changes in values, priorities, attitudes 

and beliefs surrounding practices of sustainable consumption and diagnose 

whether or not these shifts indicate a likeliness for respondents to adopt 

practices of sustainable consumption. In this way, the first research question, 

which asks how educational interventions influence consumer behaviour, will 

be answered. The chapter will close with a comparative analysis between each 

intervention in order to answer the second research question posed; which 

asks if one type of intervention will be more effective than others in effecting 

behaviour change among respondents.   

One of the research objectives expressed in Chapter 1 was to determine the 

current fashion consumption practices of young South African consumers. The 

data shows that 44% of respondents are monthly shoppers, 41% seasonal 

and the remaining 15% are weekly shoppers. Although this could lead one to 

believe that educational interventions should be designed to target monthly 

and seasonal shoppers (who make up the largest majority), I believe that the 

most important group to target would be weekly shoppers as the high 

frequency with which they shop represents the greatest potential for 

behaviour change.  

 

 4.2 Description of the Data 

 

4.2.1 Film Screening Intervention – ‘The Story of Stuff’ 

On the pre-measurement 92% of respondents indicated that living an 

environmentally friendly lifestyle is a priority for them. The 8% of respondents 

who indicated that it was not a priority to them proceeded to answer 

positively on the post-measurement. This illustrates that the film had a 

positive effect on influencing the respondents’ sense of responsibility towards 
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environmental issues which could act as a catalyst for the adoption of pro-

environmental behaviour as explained by Kollmuss and Agyeman (2002: 

255).  

On the pre-measurement, 92% of respondents indicated that they strive to 

live an environmentally responsible lifestyle. When asked if they would now 

place more emphasis on striving to live an environmentally friendly lifestyle 

on the post-measurement, 17% indicated they ‘possibly’ would, 58% 

indicated that they ‘likely’ would and 25% indicated that they ‘very likely’ 

would. The 8% of respondents, who indicated that they did not strive to live 

an environmentally friendly lifestyle in the pre-measurement, indicated that 

they would ‘possibly’ place more emphasis on doing so after having watched 

the film. This indicates that the film holds the potential to effect a positive 

change in respondents’ primary motives to live an environmentally friendly 

lifestyle, which according to Kollmuss and Agyeman (2002: 250) indicates an 

increased likeliness to adopt pro-environmental behaviour.  

100% of respondents indicated that they believe that as individuals, they can 

make a difference to environmental issues through their personal actions and 

efforts. Based on the literature, this concludes that all respondents in this 

sample have a pre-disposed strong internal locus of control and as a result, 

are more likely to exhibit pro-environmental behaviour (Newhouse, 1991 in 

Kollmuss & Agyeman, 2002: 253). The results were the same on the post-

measurement and with no statistical room for improvement, it may be 

deduced that the film could have either strengthened the respondents’ 

internal locus of control or had zero effect on it. Neither conclusion can be 

supported with data collected.  

When asked how often environmental issues affect their purchasing decisions 

with regards to fashion products, 75% of respondents indicated that they 

‘sometimes’ do, whilst 17% indicated that they ‘never’ do. On the post-

measurement, 58% of respondents indicated that environmental issues would 

now ‘maybe’ affect their decision to purchase fashion products whilst 42% 

indicated that they ‘definitely’ would. This indicates that the film was 

successful in positively changing the level of environmental awareness in 

respondents who previously did not take environmental issues into account 
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when making purchasing decisions. This increased environmental awareness, 

according to Kollmuss and Agyeman (2002: 253) indicates a likeliness to 

adopt pro-environmental behaviour.  

When asked if staying up to date with current clothing trends is more 

important than being environmentally responsible in respect to consuming 

fashion products, 75% of respondents answered ‘no’. On the post-

measurement this figure dropped to 67% which indicates that although the 

majority of respondents feel that being environmentally responsible with 

regards to fashion consumption is more important than staying up to date 

with current clothing trends, a significant number will still place more value on 

being ‘fashionable’ and are thus less likely to exhibit a change in fashion 

consumption behaviour.   

On the post-measurement, 50% of respondents indicated that they would 

consider shopping less whilst 42% maintained that they would shop with the 

same frequency as before the intervention whilst the remaining 8% failed to 

answer. This supports a reasonable deduction that the film holds significant 

potential to encourage respondents to change fashion consumption practices 

which are habitual.  

All respondents believe that engaging in practices of sustainable consumption 

would increase the quality of life for themselves and others. This indicates 

that respondents were already aware of the possible benefits of adopting such 

practices before the film. Whether or not the intervention strengthened this 

conviction cannot be deduced from the data collected.   

In terms of barriers preventing respondents from adopting practices of 

sustainable consumption, the most identified was social with 75% of 

respondents indicating that they enjoy making new purchases and staying up 

to date with current fashion trends. The second most identified barrier was 

economic with 67% of respondents indicating that they felt that practices of 

sustainable consumption were more expensive. 58% of respondents identified 

with the educational barrier, indicating that they do not have enough 

knowledge on practices of sustainable consumption to adopt pro-

environmental behaviour. None of the respondents identified personal barriers 

preventing them from adopting practices of sustainable consumption. On the 
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post-measurement, 67% of respondents overcame the social barrier, 50% the 

economic and 50% the educational with 33% of respondents indicating that 

they had overcome the personal barrier even though none had identified with 

this barrier in the pre-measurement. This highlights the role of the film in 

instilling a sense of personal responsibility and value in respondents who 

could not previously identify this barrier to adopting practices of sustainable 

consumption.  

Most answers to this question (pre- and post-) were presented as 

combinations of barriers which points to the fact that before adopting 

practices of sustainable consumption, respondents would need to overcome 

multiple barriers. This could be taken into account when designing future 

interventions as discussed in Chapter 5. Here, it must be noted that the 

content of the film places emphasis on the social barrier as the notion of 

‘fashionability’ is explored in depth when compared to the other barriers 

listed. This could have led respondents to identify with this barrier more so 

than others.  

In terms of rating themselves as agents of change on a scale of 1 to 5 with 

one being poor and 5 being excellent, on the pre-measurement, 75% of 

respondents rated themselves between 1 and 3. On the post-measurement, 

92% of respondents rated themselves between 3 and 5 which indicates that 

the film was successful in inspiring respondents to become agents of change 

who would encourage others to adopt pro-environmental behaviour. Whether 

this will manifest into actionable behaviour is beyond the scope of this study.  

When asked about the importance of education in positively changing people’s 

behaviour towards the environment, 83% of respondents believe that 

education is ‘very important’ which shows a pre-disposed general 

understanding of the vital role of education in creating awareness with 

regards to environmental issues as discussed in Chapter 2.  

When asked to identify how practices of sustainable consumption could 

increase the quality of their lives, 58% of respondents suggested that 

adopting practices of sustainable consumption could lead to less pollution and 

in effect, a cleaner environment, which would contribute to healthier living. 

33% of respondents believe that without the stress to consume, they would 
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lead less demanding lives allowing more time for leisure activities or family 

bonding. 17% of respondents believe that engaging in these practices would 

help save natural resources thus preventing further environmental damage. 

8% of respondents indicated that they would only adopt such practices if they 

or someone they knew, were personally affected by environmental issues. 

Here it must also be noted that the content of the film placed a strong 

emphasis on the environmental effects of excessive consumption, which could 

have led the majority of respondents to highlight ‘a cleaner environment’ as 

an important quality of life factor.  

When asked how engaging in practices of sustainable consumption could 

increase the quality of life for others, 50% of respondents indicated that 

adopting such practices would raise awareness among consumers and 

encourage them to adopt similar practices which would increase the quality of 

their lives. 42% indicated that a healthier environment would increase the 

quality of life for future generations.  

When asked about the role of education in encouraging the adoption of pro-

environmental behaviour, 50% of respondents feel that it plays a crucial role, 

50% believe it is important in creating awareness, knowledge and 

understanding of environmental issues and 17% feel that education could 

help consumers make informed choices. This shows a significant development 

of an understanding of the vital role of education in changing behaviour 

towards the environment as discussed in Chapter 2.  

 

4.2.2 Fashion Exchange Intervention  

75% of respondents indicated that living an environmentally friendly lifestyle 

is a priority for them on the pre-measurement. Of the 25% of respondents 

who indicated that it wasn’t a priority to them, 17% subsequently answered 

positively on the post-measurement. This illustrates that the exchange had a 

positive effect on influencing the respondents’ sense of responsibility towards 

environmental issues, which could act as a catalyst for the adoption of pro-

environmental behaviour as explored by Kollmuss and Agyemen (2002: 255).  
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On the pre-measurement, 75% of respondents indicated that they strive to 

live an environmentally responsible lifestyle. When asked if they would now 

place more emphasis on striving to live an environmentally friendly lifestyle 

on the post-measurement, 33% indicated they ‘possibly’ would, 33% 

indicated they ‘likely would’ and 34% indicated they ‘very likely’ would. Of the 

25% of respondents who indicated that they did not strive to live an 

environmentally friendly lifestyle on the pre-measurement, 17% said that 

they would ‘possibly’ place more emphasis on doing so after having 

participated in the exchange and the remaining 8% said they would ‘likely’. 

This indicates that the exchange had a positive effect in influencing 

respondents’ motivation to live an environmentally friendly lifestyle which 

would likely manifest in a change in consumption behaviour according to 

Kollmuss and Agyeman (2002: 250).  

92% of respondents indicated that they believe that as individuals, they can 

make a difference to environmental issues through their personal actions and 

efforts. From this it can be deduced that majority of respondents have a 

predisposed strong internal locus of control and are thus more likely to exhibit 

pro-environmental behaviour (Newhouse, 1991 in Kollmuss & Agyeman, 

2002: 253). The 8% who answered negatively in the pre-measurement, did 

not exhibit a change in answer on the post-measurement. This supports a 

reasonable deduction that the exchange could have either strengthened the 

respondents’ existing internal locus of control or had zero effect on it. Neither 

conclusion can be supported with data collected. 

When asked how often environmental issues affect their purchasing decisions 

with regards to fashion products, 75% of respondents indicated that they 

‘sometimes’ do whilst 8% indicated that they ‘never’ do. On the post-

measurement, 67% of respondents indicated that environmental issues would 

now ‘maybe’ affect their decisions when purchasing fashion products whilst 

33% indicated that they ‘definitely’ would. This indicates that the exchange 

was successful in positively affecting the level of environmental awareness 

present in respondents who previously did not take environmental issues into 

account when making purchasing decisions. This, according to Kollmuss and 

Agyeman (2002: 253) points to a likeliness among respondents to adopt pro-

environmental behaviour.  
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When asked if staying up to date with current clothing trends is more 

important than being environmentally responsible in respect to consuming 

fashion products 58% answered ‘no’. Of the 42% who answered positively on 

the pre-measurement, 25% changed their answer to negative on the post-

measurement. This indicates that the exchange was successful in helping 

respondents recognize an alternative manner to consuming fashion in a way 

that reduces the demand for environmentally damaging production of new 

clothing and would most likely result in respondents adopting such practices 

themselves (Pears, 2005: 96).  

On the post-measurement, 58% of respondents indicated that they would 

consider shopping less whilst the other 42% indicated that they would shop 

with the same frequency as before the intervention. The results suggest that 

the exchange holds significant potential to encourage consumers to change 

their routine of habitual shopping behaviour.  

All respondents believe that engaging in practices of sustainable consumption 

would increase the quality of life for themselves and others. This indicates 

that respondents were already aware of the benefits of such practices before 

the intervention. Whether the intervention strengthened this conviction 

cannot be deduced from the data collected.  

In terms of the barriers to sustainable consumption, the highest identified was 

economic with 42% of respondents saying that they thought that sustainable 

consumption practices were more expensive. The next highest was social 

whereby 33% of respondents indicated that they enjoy making new purchases 

and staying up to date with current fashion trends and educational whereby 

25% of respondents believe they do not have enough knowledge on practices 

of sustainable consumption to adopt them. 8% of respondents highlighted 

personal barriers as a factor i.e. they did not believe in/value environmental 

issues. On the post-measurement, 58% of respondents overcame the social 

barrier, 33% the economic and 17% the educational with 25% of respondents 

indicating that they had overcome the personal barrier even though only 8% 

had identified with this barrier in the pre-measurement. This highlights the 

role of the exchange in creating awareness among respondents who could not 

previously identify their personal barriers to adopting practices of sustainable 
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consumption. Unlike the film responses, majority of the exchange group did 

not identify more than one barrier in the pre-measurement. However, on the 

post-measurement, the majority overcame multiple barriers.  

It must be noted that the social nature of the exchange combined with the 

economic principle of ‘free swapping’ could have possibly affected the 

outcome of this question as the social and economic barriers which were 

identified the most in the pre-measurement, were the most commonly 

identified on the post-measurement. 

In terms of rating themselves as agents of change on a scale of 1 to 5 with 1 

being poor and 5 being excellent, on the pre-measurement, 92% of 

respondents selected either 3 or 2. On the post-measurement, 50% rated 

themselves as 4, 42% rated 3 and 8% rated themselves as 5. This tells us 

that the exchange was successful in inspiring respondents to become agents 

of change who encourage others to adopt pro-environmental behaviour. 

Whether this manifests into observable behaviour is beyond the scope of this 

study.  

When asked about the importance of education in positively changing people’s 

behaviour towards the environment, 83% of respondents believe that 

education is ‘very important’ and 17% believe that education ‘may be 

important’. None of the respondents selected ‘not important’ which shows a 

pre-disposed understanding of the vital role of education in changing 

behaviour towards the environment, as discussed in Chapter 2. 

When asked to identify how practices of sustainable consumption could 

increase the quality of their lives, 25% of respondents suggested that 

recycling would lead to less pollution, which would in effect, improve the 

quality of the environment and thus their quality of life. 17% of respondents 

believe that adopting such practices would help people realise the extent of 

their waste, which could in turn could lead them to encourage others to do 

the adopt these practices too.  

When asked how engaging in practices of sustainable consumption could 

increase the quality of life for others, 34% of respondents indicated that the 

adoption of such practices would set an example for others to follow which 
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would lead to collective action to conserve the environment for future 

generations.  

When asked about the role of education in encouraging the adoption of pro-

environmental behaviour, 42% of respondents believe that it is important in 

creating awareness about environmental issues and thus inspiring action. 

42% of respondents believe that educating consumers would help them 

understand the importance of environmental issues and as a result make 

informed decisions with regards to the environment. This shows a significant 

development of an understanding of the vital role of education in changing 

behaviour towards the environment as discussed in Chapter 2.  

 

4.2.3 Sustainable Consumption Pledge Intervention  

On the pre-measurement, 63% of respondents indicated that living an 

environmentally friendly lifestyle is a priority for them. Of the 37% that 

indicated it was not, 13% proceeded to answer positively on the post-

measurement. This illustrates that the pledge had a small, but positive effect 

on influencing the respondents’ sense of responsibility towards environmental 

issues which could act as a catalyst for the adoption of pro-environmental 

behaviour as explained by Kollmuss and Agyemen (2002: 255).  

On the pre-measurement, 50% of respondents indicated that they strive to 

live an environmentally responsible lifestyle. Of the 50% who answered 

negatively, 37% indicated that after living in accordance with the pledge they 

‘possibly’ would and 13% indicated that they ‘likely’ would place more 

emphasis on striving to live an environmentally responsible life. This indicates 

that the pledge had a positive effect in influencing respondents’ motivation to 

live an environmentally friendly lifestyle, which according to Kollmuss and 

Agyeman (2002: 250) represents an increased likeliness to adopt pro-

environmental behaviour.  

100% of respondents indicated that they believe that as individuals, they can 

make a difference to environmental issues through their personal actions and 

efforts. Based on the literature, this concludes that all respondents in this 

sample have a pre-disposed strong internal locus of control and as a result, 
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are more likely to exhibit pro-environmental behaviour (Newhouse, 1991). 

The results were the same on the post-measurement and with no statistical 

room for improvement, it may be deduced that the pledge could have either 

strengthened the respondents’ internal locus of control or had zero effect on 

it. Neither conclusion can be supported with data collected.  

When asked how often environmental issues affect their purchasing decisions 

with regards to fashion products, 62% of respondents indicated that they 

‘sometimes’ do whilst 25% maintained that they ‘never’ do. On the post-

measurement, 75% of respondents indicated that environmental issues would 

‘maybe’ affect their decision to purchase fashion products. This indicates that 

the pledge had a minor effect on respondents’ level of environmental 

awareness. According to Kollmuss and Agyemen (2002: 253), this indicates 

less likeliness to adopt pro-environmental behaviour.  

When asked if staying up to date with current clothing trends is more 

important than being environmentally responsible in respect to consuming 

fashion products, 50% of respondents answered ‘no’. Results were the same 

on the post-measurement which supports a reasonable deduction that the 

pledge was largely ineffective in encouraging the adoption of practices of 

sustainable consumption as a significant number of respondents will still place 

more value on being ‘fashionable’ rather than being environmentally 

responsible with regards to their fashion consumption behaviour.   

On the post-measurement, 50% of respondents indicated that they would 

consider shopping less whilst the other 50% indicated that they would shop 

with the same frequency as before the intervention. This enables the 

researcher to reach a reasonable deduction that the pledge holds significant 

potential to encourage respondents to change fashion consumption practices 

which are habitual.  

75% of respondents believe that engaging in practices of sustainable 

consumption would increase the quality of life for themselves. This tells us 

that before the intervention, majority of respondents were already aware of 

the possible benefits of adopting such practices. Based on the qualitative data 

gathered on the post-measurement, it is clear that the pledge was successful 

in influencing respondents’ sense of their dependency on the natural 



45 

 

environment and making them aware of the positive aspects of practices of 

sustainable consumption.  

In terms of barriers to adopting practices of sustainable consumption, the 

highest identified was educational with 37% of respondents saying that they 

do not know enough about these practices to adopt them. The next highest 

identified were social and economic which 25% of respondents selected 

respectively. The remaining 12% of respondents identified the personal 

barrier as preventing them from adopting practices of sustainable 

consumption. On the post-measurement, 50% of respondents indicated that 

they had not overcome any barriers, whilst 25% overcame the economic 

barrier, 13% the educational, social and personal respectively. These figures 

are significantly lower on the pledge when compared to results from the other 

two interventions, which supports a reasonable deduction that the pledge was 

largely unsuccessful in helping respondents overcome barriers to adopting 

practices of sustainable consumption. From this it can be concluded that this 

group of respondents may be less likely to adopt such practices.  

In terms of rating themselves as ‘agents of change’ on a scale of 1 to 5 with 1 

being poor and 5 being excellent, on the pre-measurement, 100% of 

respondents rated themselves between 1 and 3. On the post-measurement, 

62% of respondents rated themselves between 3 and 4. This tells us that the 

pledge was largely successful in inspiring respondents to become agents of 

change who encourage others to adopt pro-environmental behaviour. 

Whether this will manifest into observable behaviour is beyond the scope of 

this study.  

When asked about the importance of education in positively changing people’s 

behaviour towards the environment, 75% of respondents believe that 

education is ‘very important’. None of the respondents selected ‘not 

important’ which shows a pre-disposed understanding of the vital role of 

education in changing behaviour towards the environment, as discussed in 

Chapter 2. 

When asked to identify how practices of sustainable consumption could 

increase the quality of their lives, 25% of respondents suggested that 

shopping less could save them money which they could spend on more 
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responsible purchases. 25% of respondents believe that adopting practices of 

sustainable consumption could help minimise waste and pollution, which 

would lead to a cleaner environment and in effect healthier living.  

When asked how engaging in practices of sustainable consumption could 

increase the quality of life for others, 25% of respondents indicated that the 

adoption of such practices would reduce the amount of pollution thereby 

causing less damage to the environment and a healthier environment for 

people to live in. 25% of respondents believe that by adopting such practices, 

they would create awareness among others which could inspire collective 

action to conserve the environment for future generations.  

When asked about the role of education in encouraging the adoption of pro-

environmental behaviour, 67% of respondents believe that it is important in 

creating awareness about environmental issues and thus inspiring action. 

13% believe that if educational assessments (at tertiary level) are focused on 

issues of the environment, students would be forced to explore these issues 

for themselves and thus gain environmental knowledge. 13% of respondents 

believe that by educating consumers, they will become aware of alternative 

pro-environmental actions that they could take to contribute to environmental 

upliftment. This shows a significant development of an understanding of the 

vital role of education in changing behaviour towards the environment as 

discussed in Chapter 2.  

 

4.3 Interpretation and Analysis of the Data  

Verplanken and Wood (2006: 1) maintain that interventions designed to 

change respondent behaviour often attempt to change their beliefs and 

intentions simultaneously. As they explain, these interventions are less likely 

to be an effective means to change behaviours that have manifested into 

habits. From assessing the frequency with which the respondents currently 

shop, it can be deduced that shopping for fashion products represents 

habitual behaviour in the case of this study. The findings suggest that each 

intervention was successful in significantly influencing respondents’ intentions 

to shop less frequently as 53% of the total sample indicated on the post-



47 

 

measurement. Whether this will manifest into observable behaviour over the 

long-term is beyond the scope of the study although the researcher can firmly 

conclude that the interventions were able to inspire an ‘abstract willingness to 

act’ within respondents (Preuss, 1991 in Kollmuss & Agyeman, 2002: 250) 

which points to a likeliness to adopt pro-environmental behaviour.  

According to the framework developed by Kollmuss and Agyeman (2002: 

249), there exists a range of internal factors that that can be ascribed as 

determinants of behaviour change. The following factors, which directed the 

development of the research tool (see Chapter 3) will now be discussed in 

relation to the data: priorities and responsibilities, motivation, locus of 

control, environmental awareness and environmental education. As the 

authors elucidate, interventions that influence these factors positively, 

indicate an increased likeliness that respondents will adopt pro-environmental 

behaviour (Kollmuss & Agyeman, 2002: 249).  

Priorities and responsibilities. As Kollmuss and Agyeman (2002: 255) 

explain, people tend to prioritise their responsibilities. When people believe 

that living an environmentally responsible life is a priority for them, the 

motivation to act with concern for the environment increases. In general, 

people tend to prioritise their own well-being and the well-being of their 

families. If pro-environmental behaviour is shown to increase quality of life 

factors that will ensure well-being for individuals, the likeliness of adopting 

such behaviour is increased. Data collected from the pre-measurement shows 

that prior to the interventions; respondents indicated an understanding of the 

positive impact of pro-environmental behaviour on the quality of their lives 

and the lives of others. The role of the interventions in this case was to help 

respondents realise what kind of pro-environmental behaviours they could 

adopt to increase the quality of life for themselves and others. The film 

screening and the fashion exchange produced results on the post-

measurement that showed the successful accomplishment of this as many 

respondents cited direct actions that they could take to contribute to 

environmental upliftment.  

On the post-measurement, a total of 91% of respondents indicated that they 

now consider living an environmentally responsible life a priority for them 
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which allows the researcher to firmly conclude that the interventions were 

successful in affecting the respondents’ sense of responsibility towards the 

environment. This is, according to Kollmuss and Agyeman (2002: 255), a 

catalyst for the adoption of pro-environmental behaviour.  

On the pre-measurement, a total of 7% of respondents identified the personal 

barrier as preventing them from adopting practices of sustainable 

consumption whilst on the post-measurement 25% of respondents indicated 

they had overcome this barrier. The fact that most respondents did not 

identify with this barrier on the pre-measurement shows that the 

interventions had a significant impact on respondents sense of value towards 

and belief in environmental issues. The literature suggest that this shows an 

increased likeliness for respondents to adopt pro-environmental behaviour. 

 Motivation. Moisander (1998 in Kollmuss & Agyeman, 2002: 250) 

distinguishes between primary and selective motives which govern behaviour. 

Kollmuss and Agyeman (2002: 250) hypothesise that primary motives 

concerned with social values e.g. striving to live an environmentally 

responsible lifestyle are often covered up by motives evolving around one’s 

immediate needs e.g. saving time and money. In the case of this study, the 

concern with staying ‘up-to-date’ with fashion trends can be described as a 

selective motive which holds significant potential to influence consumer action 

with regards to pro-environmental behaviour. On the post-measurement, 

28% of respondents indicated that for them, staying up-to-date with current 

clothing trends is more important than being environmentally responsible in 

respect to consuming fashion products as opposed to 38% on the pre-

measurement. From this it can be concluded that the interventions helped in 

significantly lowering the ‘social value’ that respondents placed on keeping 

up-to-date with fashion trends.  

These findings can be linked to an analysis of the social barrier to adopting 

practices of sustainable consumption. Respondents who identified with this 

barrier indicated that they enjoy making new purchases and keeping up-to-

date with fashion trends. On the post-measurement, 50% of respondents 

indicated that they had overcome this barrier and now see how practices of 

sustainable consumption could be considered socially influential and a 
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new/different way of being ‘trendy’. This is a key accomplishment in the 

implementation of the interventions as it points towards the ability of 

education to change pre-disposed ideas of ‘fashionability’ which is essential 

for perpetuating the adoption of sustainable consumption practices. By 

making such practices seem socially influential, there is also an increased 

likelihood that respondents will encourage others to adopt them. This is 

confirmed by results on the post-measurement as majority of respondents 

rated themselves as 4 (on a sliding scale with 1 being unlikely and 5 being 

definitely) i.e. highly likely to act as ‘agents of change’ who encourage others 

to adopt pro-environmental behaviour. Research suggests that in order for 

interventions to be successful in changing behaviour, they require a series of 

‘follow-ups’ over an extended period of time. However, this may be less 

necessary if the initial sample educates and encourages others to adopt pro-

environmental behaviour.  

 Locus of control. This refers to an individual’s perception of whether or 

not he or she has the ability to bring about change through his or her own 

actions (Newhouse, 1991 in Kollmuss & Agyeman, 2002: 253). Research 

suggests that people with a strong internal locus of control are more likely to 

act ecologically. Findings on the pre-measurement indicate that 97% of 

respondents have a strong internal locus of control. The results were the 

same on the post-measurement, which allows the researcher to conclude that 

the intervention could have had one of two possible effects on respondents’ 

locus of control: In some cases the interventions could have strengthened 

respondents’ internal locus of control or in other cases the interventions could 

have had no effect at all. Neither of these conclusions can be proven based on 

the data collected.  

An interesting observation drawn from the findings is that although the 

majority of respondents were found to have a pre-disposed strong internal 

locus of control which according to the literature suggests that they are more 

likely to act ecologically, a significant number (47%) indicated that they 

would not change the frequency with which they consume fashion. This 

opposes Newhouse’s (1991 in Kollmuss & Agyeman, 2002: 253) view that 

people with a strong internal locus of control are more likely to adopt pro-

environmental behaviour. Again this points to the role of the interventions in 
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inspiring an ‘abstract willingness to act’ (Preuss, 1991 in Kollmuss & 

Agyeman, 2002: 250) based on consumer knowledge rather than a ‘concrete 

willingness to act’ based on habit.  

Even though respondents believe that their actions can bring about change to 

environmental issues, the researcher proposes that until respondents are 

expected to play an active role in creating change, they will be less likely to 

show a sense of responsibility or obligation to help the change succeed (Folz, 

1991 in De Young, 1993: 493). Data presented thus far indicates that 91% of 

respondents feel that after having experienced the interventions, living an 

environmentally responsible life is now a priority for them. This shift, coupled 

with a pre-disposed strong internal locus of control could lead to respondents 

adopting practices of sustainable consumption, but again, whether this 

behaviour will be realised is beyond the scope of the study.  

 Environmental awareness. According to Kollmuss and Agyeman (2002: 

253), this is defined as knowing the impact of human behaviour on the 

environment. As a significantly low number of respondents identified with the 

educational barrier as preventing them from adopting practices of sustainable 

consumption, the researcher can assume that majority of respondents were 

astutely aware of the impact of their actions on the environment before being 

exposed to the intervention. However, the data contradicts this view as 72% 

of respondents indicated that they consider environmental issues only 

‘sometimes’ before making purchases. On the post-measurement, 66% 

indicated that they would now ‘maybe’ be more likely to consider 

environmental issue before making purchases. This slight shift indicates that 

their lies a discrepancy between having environmental awareness and acting 

pro-environmentally. This is where the researcher believes that the other 

barriers preventing respondents from adopting practices of sustainable 

consumption come in to play namely social, economic and personal. 

Fliegenschee and Schelakovsky (1998 in Kollmuss & Agyeman, 2002: 250) 

confirm this with their findings that show that at least 80% of the motives for 

pro-environmental or non-environmental behaviour seem to be situational 

factors or other internal factors.  
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 Environmental knowledge. 84% of respondents believe that education 

plays a ‘very important’ role in positively changing people’s behaviour towards 

the environment. On the post-measurement, many highlighted the 

importance of education in creating awareness of environmental issues and 

providing consumers with information to make environmentally responsible 

purchasing decisions. These findings are confirmed by those of Kempton et al 

(1995 in Kollmuss & Agyeman, 2002: 250) which state that most people do 

not know enough about environmental issues to act in an environmentally 

responsible way. The researcher concludes that this could be achieved 

through interventional means as data on the pre-measurement indicates that 

40% of respondents feel that they did not have enough knowledge on 

practices of sustainable consumption to adopt them.  

In terms of rating themselves as agents of change who encourage others to 

adopt pro-environmental behaviour, 50% of respondents rated themselves as 

3 (on a sliding scale from 1 to 5 with 1 being poor and 5 being excellent) 

compared with 44% on the post-measurement who rated themselves as 4. 

This increased motivation to encourage others to adopt practices of 

sustainable consumption points to an increased likeliness for respondents to 

adopt these behaviours themselves. Whether this will manifest into 

observable behaviour is beyond the scope of the study.  

A current theme that emerges through the data is the discrepancy between 

respondents’ intention to act and their commitment to act pro-

environmentally. This is best explained by Preuss’s (1991 in Kollmuss & 

Agyeman, 2002: 253) distinction between an ‘abstract willingness to act’ 

which is based on consumer knowledge and a ‘concrete willingness to act’ 

based on consumer habit. It seems evident that the interventions inspired an 

‘abstract willingness to act’ among respondents. As discussed, whether or not 

this will manifest into observable behaviour is beyond the scope of this study. 

This discrepancy can be further explained by Diekmann and Preisendoerler 

(1992 in Kollmuss & Agyeman, 2002: 251) who maintain that people action 

pro-environmental behaviours that demand the least cost. Here cost is not 

defined in a purely economic sense but a broader psychological sense that 

includes time and effort needed to undertake pro-environmental behaviour.  
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From the discussion presented thus far, it is evident that the interventions 

were largely successful in changing respondents’ values, priorities, attitudes 

and beliefs surrounding practices of sustainable consumption, which according 

to the framework of Kollmuss and Agyeman (2002) suggests an increased 

likeliness to adopt pro-environmental behaviour. Whether or not the 

respondents manifest actual changes in behaviour is beyond the scope of this 

study.   

 

4.4 A Comparative Analysis of the Interventions 

In order to determine the efficacy of each intervention and hence determine if 

one was more successful than another in effecting behaviour change, a 

holistic analysis combining various frameworks discussed in Chapter 2 will be 

undertaken.  The framework of Cone and Hayes (1980 in De Young, 1993: 

494) which looks at the effectiveness of an intervention in terms of its ease of 

application to a target group, its potential to motivate respondents to 

encourage others to adopt the behaviour and the speed with which behaviour 

change is effected will be used in conjunction with Kollmuss and Agyeman’s 

(2002) framework of internal factors that contribute to the adoption of pro-

environmental behaviour.  

As discussed in the literature, the framework explained by Lehman and Gellar 

(2004: 18) was selected to classify the interventions implemented as part of 

this study as follows:   

4. The film screening of ‘Story of Stuff’ (2007) can be classified as an 

information and education antecedent strategy as it involved providing 

respondents with information and a strong rationale for adopting the 

desired behaviour.  

5. The ‘fashion exchange’ can be classified as a modelling antecedent 

strategy as it demonstrated the desired behaviour to respondents.  

6. The ‘sustainable consumption pledge’ can be classified as a 

commitment antecedent strategy as it asked respondents to make a 

written commitment to perform the desired behaviour.  
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Based on the data collected on the pre and post-measurement as well as the 

discussions on how each educational intervention affected respondents’ 

values, priorities, attitudes and beliefs surrounding practices of sustainable 

consumption presented in the previous section; it is clear that the film 

screening was the most effective of the three interventions. When compared 

with the fashion exchange and the pledge, the film screening was the most 

successful in positively changing respondents’ values, priorities, attitudes and 

motivation towards pro-environmental behaviour. Positive changes in these 

areas indicate, according to Kollmuss and Agyeman (2002), an increased 

likeliness to adopt pro-environmental behaviour.  

When analysing its effectiveness according to the framework of Cone and 

Hayes (1980 in De Young, 1993: 494), the film screening outweighs both the 

pledge and the fashion exchange in its speed of change, particularism and 

generality. Based on the time involved in actioning the film screening (the film 

was 20 minutes long), it can be concluded that it had the highest speed of 

change as it effected changes in behavioural intentions the most rapidly when 

compared to the pledge which required a 10 day follow-up period and the 

exchange which required approximately two hours to be implemented from 

start to finish.  

In terms of particularism, the film is the one intervention that would be the 

easiest to implement for universal application. Both the pledge and the 

fashion exchange could potentially require a unique design based on the 

specific population it is aimed at. Here, factors involved in operationalising 

each intervention must be taken into account as well. The film screening 

required the least amount of preparation as well as a low level of supervision 

and follow-up from the researcher when compared to the fashion exchange 

and the pledge.  

When looking at the generality of the interventions, i.e. the degree to which 

they motivated respondents to encourage uninvolved others to adopt pro-

environmental behaviour, the data shows the exchange to be the most 

successful, followed by the film screening and lastly, the pledge.  

This allows the researcher to deduce that in the case of this study, the 

information and education technique was the most effective in effecting 
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behaviour change when compared with modelling and commitment 

techniques. Due to the low internal validity of the pledge (see Chapter 3), this 

conclusion cannot be generalised to apply to all situations outside of this 

study as the researcher notes that the outcome could have been different had 

the pledge not suffered such a significantly low response rate on the post-

measurement.  

Here an interesting conclusion can be drawn: the most effective type of 

intervention was the only one that did not require active involvement from 

respondents. This contradicts the views of Folz (1991 in De Young, 1993: 

493) and De Young (1993: 493) who maintain that interventional approaches 

that encourage direct involvement from participants are the most successful 

in effecting behaviour change. More on this will be discussed in Chapter 5.  

Based on the findings discussed in this section, recommendations for future 

research will be explored in the following chapter.  
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Chapter 5 

 

 5.1 Summary of Key Findings 

This study explores the potential for educational interventions to facilitate the 

adoption of fashion consumption practices that are more sustainable. 

Considering the current diversity of understandings of sustainable 

consumption and the conclusion that education plays an integral role in 

effecting behaviour change, three educational interventions were 

implemented in order to analyse how each one effects behaviour change 

among respondents.  

Verplanken and Wood (2006: 1) raise the point that interventions designed to 

change behaviour are less likely to be a effective if the target behaviour for 

change is habitual. Based on this notion, this study instead focussed on 

analysing the role of interventions in effecting changes in values, priorities, 

attitudes and beliefs surrounding practices of sustainable consumption to 

diagnose whether these shifts are likely to result in the adoption of 

sustainable consumption behaviour among the sample as explored in the 

framework developed by Kollmuss and Agyeman (2002).  

Data collected on the pre and post-measurement questionnaires indicates that 

the range of educational interventions implemented have significant potential 

in effecting a change in intention to act pro-environmentally among 

respondents. Whether this will manifest into observable behaviour is beyond 

the scope of this study and would require a series of ‘follow-up’ interventions 

over an extended period of time to establish, unequivocally, causality. This 

extended requirement is supported in the literature reviewed in Chapter 2. 

Key findings of the study include the discrepancy between respondents’ 

intention to act pro-environmentally and the physical manifestation of this in 

their behaviour. This is best explained by Preuss’s (1991 in Kollmuss & 

Agyeman, 2002: 250) distinction between an ‘abstract willingness to act’ 

which is based on consumer knowledge and a ‘concrete willingness to act’ 

based on consumer habit. It seems evident that each of the interventions 
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inspired an ‘abstract willingness to act’ among respondents. As discussed, 

whether or not this will manifest into observable behaviour is beyond the 

scope of this study.  

Another key finding points towards the positive role that educational 

interventions assume in changing respondents’ pre-disposed ideas of 

‘fashionability’. In the case of this study, the concern with staying ‘up-to-date’ 

with fashion trends can be described as holding considerable potential to 

influence consumer action with regards to pro-environmental behaviour. The 

data shows that each of the interventions helped in significantly lowering the 

‘social value’ that respondents place on keeping up-to-date with fashion 

trends and thus presents an increased likeliness that they will adopt practices 

of sustainable fashion consumption.  

By making such practices seem socially influential, there is also an increased 

likelihood that respondents will encourage others to adopt them as confirmed 

by the data as majority of respondents rated themselves highly likely to act 

as ‘agents of change’ who encourage others to adopt pro-environmental 

behaviour. The need for ‘follow-up’ interventions may then be less of a 

necessity if the initial sample educates and encourages others to adopt pro-

environmental behaviour.  

The study also endeavoured to diagnose which type of intervention was the 

most effective in effecting behaviour change among respondents. In this area, 

an important conclusion was drawn: the most effective type of intervention 

was the only one that did not require active involvement from respondents – 

the film screening intervention. This appears to contradict the views of Folz 

(1991 in De Young, 1993: 493) and De Young (1993: 493) who maintain that 

interventional approaches that encourage direct involvement from participants 

are the most successful in effecting behaviour change.  

The study was based on the overarching hypothesis that young South African 

consumers are likely to adopt sustainable fashion consumption practices if 

they are educated about the effects of excessive levels of consumption as well 

as what kind of consumption practices could be considered to be sustainable.  
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Through the analysis of data presented in Chapter 4, the preliminary 

hypothesis is confirmed. Although each intervention generated different kinds 

of responses from the sample, all three pointed clearly and substantively to 

an increased likeliness on the part of respondents to adopting pro-

environmental behaviours.  

 

5.2 Limitations 

The decision to omit a control group from the study affected the internal 

validity of the research. I therefore record that changes in consumer 

behaviour cannot be solely and unequivocally ascribed to the educational 

interventions considering the lack of a control group to make comparisons 

with. The low response rate on the post-measurement to the sustainable 

consumption pledge intervention must also be noted as reducing the validity 

and reliability of the study. As discussed in Chapter 4, this affects the 

conclusions drawn regarding the most effective type of intervention. I record 

that the results could have been different had the pledge intervention not 

suffered a low response rate. I also acknowledge that a degree of the subject 

effect as well as the Hawthorne effect could have been experienced by each 

sample group, which in turn could have affected their responses recorded in 

the measurement tools. None of these effects can be established as being 

explicitly evident based on the data collected, but they are acknowledged as 

having the power to lower the internal validity of the research.  

In Chapter 1, the population for this study was outlined as ‘young South 

African consumers’. While the actual sample reflects this population in most 

aspects, it must be noted that respondents were drawn from a fashion 

institution. While no substantive conclusions can be drawn about the 

heightened consumption of fashion products by fashion students, I assume 

that this may be the case, and that the findings may not necessarily be 

extrapolated to represent South African youth in general.  

 

 



58 

 

5.3 Recommendations for Future Research 

While the role and effect of consequence strategies and incentivising 

behaviour is briefly noted as part of the literature review, these concepts 

could be explored further in future research.  

This study largely relied on the personal satisfaction of living up to certain 

environmental standards as sufficient to reinforce pro-environmental 

behaviour among respondents. Verplanken and Wood (2006: 18) refer to this 

kind of reinforcement as abstract and suggest that more tangible incentives 

are required to encourage repeated performance of pro-environmental 

behaviour.  

Similarly, consequence strategies are largely believed to play a key role in 

effecting behaviour change through interventions. Lehman and Gellar (204: 

21) divide consequence strategies into two areas - namely rewards and 

feedback. Reward strategies deal with incentivising pro-environmental 

behaviour whilst feedback strategies are based on providing information to 

participants about their environment-related behaviour. These two strategies 

could be implemented in future research and compared to findings of this 

study to draw conclusions about their effectiveness in effecting behaviour 

change.  

Another avenue that could be explored in future research is the role of 

participation in effecting behaviour change. Findings in this study showed that 

the most successful type of intervention was the one that did not require 

active participation from respondents. This contradicts the views of De Young 

(1993: 490) and Folz (1991 in De Young, 1993: 493) who maintain that when 

respondents are expected to play an active role in change, they are more 

likely to feel an obligation to help the change succeed.  

 

 5.4 Conclusion 

Bearing in mind the limitations of this study, the findings confirm the 

preliminary hypothesis which maintains that young South African consumers 

are likely to adopt practices of sustainable fashion consumption if they are 
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educated about the effects of excessive levels of consumption as well as what 

kind of consumption practices can be considered sustainable.  

It is likely that the shift in consumer behaviour from an age of ‘mindless 

consumption’ to one of ‘mindful consumption’ as predicted by Holland (2009: 

75) could be effectively achieved through interventional means. By 

recognising the importance of the environment and our dependence on its 

resources for continued survival, consumers as well as manufacturers will 

have to start embracing an approach to fashion consumption that is more 

sustainable in the long-term.  
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Appendix A 

A1: Pre-Measurement Questionnaire 

A2: Post-Measurement Questionnaire 
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Appendix A1: Pre-Measurement Questionnaire 

 

Please answer all questions by circling your answer where 
appropriate. 

 

Age:        

Gender: M F 

 

1. Is living an environmentally responsible life a priority for you? 

 

Yes  No 

 

2. Do you strive to live an environmentally responsible lifestyle? 

 

Yes  No 

 

3. Do you believe that as an individual, you can make a difference and 
contribute to collective environmental upliftment through your personal 
actions and efforts? 

 

Yes  No 

 

4. How often do you shop for new fashion consumer products? 

 

Weekly  Monthly  Seasonally 

 

5. How often do environmental issues affect your purchasing decisions with 
regards to fashion products? 

 

Never  Sometimes  Always 
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6. In your opinion, is staying up to date with current clothing trends more 
important than being environmentally responsible in respect to consuming 
fashion products? 

 

Yes  No 

 

7. Do you believe that engaging in practices of sustainable consumption could 
increase the quality of your life? 

 

Yes  No 

 

8. Do you believe that by engaging in practices of sustainable consumption 
you could increase the quality of life for others? 

 

Yes  No 

 

9. Which of the following are in your opinion, the barriers preventing you from 
adopting practices of sustainable consumption in relation to fashion? (Select 
from none to four) 

1. Economic – I think these practices are more expensive 
2. Social – I enjoy making new purchases and keeping up to date with 

fashion trends 
3. Educational – I don’t know enough about sustainable consumption 

practices or the effects of my current consumption behavior 
4. Personal – I do not believe in/value environmental issues 

 

10. With 1 being poor and 5 being excellent, how would you rate yourself as 
an ‘agent of change’ who encourages others to adopt pro-environmental 
behaviour? 

1 2 3 4 5 

 

11. To what extent do you believe that education could be important in 
positively changing people’s behaviour towards the environment? 

 

Not important  May be important  Very Important 
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Appendix A2: Post-Measurement Questionnaire 

Please answer all questions by circling your answer or answering in 
the space provided where appropriate. 

 

1. Would you now consider living an environmentally responsible life a priority 
for you? 

 

Yes  No 

 

2. Would you now be likely to place more emphasis on striving to live an 
environmentally responsible lifestyle? 

 

Not likely to  Possibly  Likely to  Very likely to 

 

3. After experiencing the intervention, do you now believe that your actions 
and efforts as an individual could make a difference to environmental issues?  

 

Yes  No 

 

4. Based on the intervention, would you now consider shopping less 
frequently for new fashion consumer products or do you think you would 
continue to shop for new fashion consumer products with more or less the 
same frequency as before?  

 

I will consider shopping less  I will continue to shop as frequently as 
before 

 

5. Would you now say that environmental issues are likely to affect your 
purchasing decisions with regards to fashion products?  

 

Not likely to  Maybe  Definitely 
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6. Based on the intervention, do you now feel that staying up to date with 
current clothing trends is more important than being environmentally 
responsible in respect to consuming fashion products? 

 

Yes  No 

 

7. Discuss how you believe that engaging in practices of sustainable 
consumption could increase the quality of your life. 

 

 

 

 

 

 

 

8. Discuss how you believe you could increase the quality of life for others by 
engaging in practices of sustainable consumption. 

 

 

 

 

 

 

 

 

 

 

 



69 

 

9. Which of the following barriers that previously prevented you from adopting 
sustainable consumption practices; do you now feel you have overcome? 
(Select from none to four) 

1. Economic – I now understand that these practices are not necessarily 
more expensive or if and where they are, the long term environmental 
benefits of sustainability outweigh the price 

2. Social – I now see how these practices could be considered socially 
influential and a new/different way of being ‘trendy’ 

3. Educational – I now have the necessary knowledge to adopt more 
sustainable consumption practices with regards to fashion  

4. Personal – I now believe in/value environmental issues 

 

10. With 1 being unlikely and 5 being definitely, how would you rate yourself 
as likely to become an ‘agent of change’ who encourages others to adopt pro-
environmental behaviour now that you have experienced the intervention? 

 

1 2 3 4 5 

 

11. After having experienced the intervention, discuss your views on the role 
that education plays in encouraging the adoption of pro-environmental 
behaviour. 
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Appendix B 

B1: Consent Form for Film Screening Intervention 

B2: Consent Form for Sustainable Consumption Pledge Intervention 

B3: Consent Form for Fashion Exchange Intervention 
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Appendix B1: Consent Form for Film Screening Intervention 

 

You have been selected to be part of this research study on the impact of 

educational interventions on fashion consumption behaviour.  

Sarah Badat (the researcher) is investigating this research topic as part of the 

fulfilment requirements for her dissertation for her Bachelor’s in Fashion, a 

course she is currently completing at LISOF under the supervision of Mike 

Thoms.  

By agreeing to participate you are giving the researcher full permission to use 

your opinions as expressed in the questionnaires.  

Your responses will remain anonymous and confidential. That is to say, you 

will not be personally identified as the source for the research data. 

 

 

 

I hereby give my consent to participate in this study conducted by 

Sarah Badat (the researcher) who is known to me.  

I understand that I will be watching a short film and answering two 

questionnaires.  

 

Signed: 

 

 

28 October 2009 
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Appendix B2: Consent Form for Sustainable Consumption Pledge Intervention 

 

You have been selected to be part of this research study on the impact of 

educational interventions on fashion consumption behaviour.  

Sarah Badat (the researcher) is investigating this research topic as part of the 

fulfilment requirements for her dissertation for her Bachelor’s in Fashion, a 

course she is currently completing at LISOF under the supervision of Mike 

Thoms.  

By agreeing to participate you are giving the researcher full permission to use 

your opinions as expressed in the questionnaires.  

Your responses will remain anonymous and confidential. That is to say, you 

will not be personally identified as the source for the research data. 

 

 

 

I hereby give my consent to participate in this study conducted by 

Sarah Badat (the researcher) who is known to me.  

I understand that I will be signing a pledge and answering two 

questionnaires.  

 

Signed: 

 

 

28 October 2009 
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Appendix B3: Consent Form for Fashion Exchange Intervention 

 

You have been selected to be part of this research study on the impact of 

educational interventions on fashion consumption behaviour.  

Sarah Badat (the researcher) is investigating this research topic as part of the 

fulfilment requirements for her dissertation for her Bachelor’s in Fashion, a 

course she is currently completing at LISOF under the supervision of Mike 

Thoms.  

By agreeing to participate you are giving the researcher full permission to use 

your opinions as expressed in the questionnaires.  

Your responses will remain anonymous and confidential. That is to say, you 

will not be personally identified as the source for the research data. 

 

 

 

I hereby give my consent to participate in this study conducted by 

Sarah Badat (the researcher) who is known to me.  

I understand that I will be participating in a fashion exchange and 

answering two questionnaires.  

 

Signed: 

 

 

3 November 2009 
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Appendix C 

Sustainable Consumption Pledge 
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Appendix C: Sustainable Consumption Pledge 

Sustainable consumption is about considering issues that affect us and that go 
beyond ourselves when we shop. These include not only the environmental 
impacts of what we buy but also the ethical, human rights and economic 
dimensions of sustainability in the production and consumption process.  
 
For the next ten days, you will be asked to try and action the following 
guidelines as part of a ‘pledge’ you now make regarding sustainable 
consumption behaviour in relation to fashion. The aspects of sustainable 
consumption indicated in the pledge, provide simple guidelines on how to 
reduce the social and environmental impacts of what you consume. 
 
 
 

I        pledge to act with concern for myself 
and for this and future generations by addressing my personal fashion 
consumption behaviour through the following ways: 

I will make an effort to read the labels present inside of fashion 
products in an attempt to become familiar with their country of origin 
thereby understanding the carbon footprint that each item 
accumulates on its journey to the store.  
 
I will reconsider before discarding fashion products I no longer want 
and instead give them to someone in need, donate them to a second-
hand store or swap them out for something I would like/need.   
 
I will carry my own ‘green’ bag (paper/plastic/fabric) and ask sales 
attendants at stores not to give me their packaging, thereby limiting 
the number of times I receive extra packaging which is damaging to 
the environment.   
 
I will try to limit the amount of times I purchase new fashion products 
by asking myself the following question before considering a potential 
purchase: ‘Do I really need this item?’ 
 
I will consider the potential ethical issues associated with consuming 
new fashion products including but not limited to sweat shop activity, 
poverty and poor living conditions of factory workers before making 
any purchase.  

Signed: 

 

28 October 2009 
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Appendix D 

Field Notes from the Fashion Exchange Intervention 
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Appendix D: Field Notes from the Fashion Exchange Intervention 

These field notes are based on observations made by the researcher during 

the fashion exchange and are included as general commentary on the 

operationalisation of the intervention.  

Most participants brought between 4 and 6 items to exchange. Participants 

showed a high level of enthusiasm and involvement once the exchange 

started. Most participants decided on the items that they wanted to take 

home as they were being laid out and there was a general ‘rush’ to grab 

desirable items. On seeing others take their items, many participants 

encouraged them to take care of the items and engaged in discussions around 

the personal significance and history of their items. On hearing that items left 

over would be donated to charity, participants expressed happiness knowing 

that their unwanted goods would be put to good use by those less fortunate. 

All participants were surprised at the high quality of items brought in. They 

liked the idea that they would leave with ‘new’ fashion merchandise without 

having to pay for anything i.e. the swapping principle. Most participants 

expressed interest in participating in similar events in the future especially if 

they were executed on a larger scale, involving more people. One participant 

left with nothing. One participant bought one of her own items back.  
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Appendix E 

E1: Data from the Film Screening Intervention  

 E1.1: Pre-Measurement Data 

 E1.2: Post-Measurement Data 

E2: Data from the Fashion Exchange Intervention 

 E2.1: Pre-Measurement Data 

 E2.2: Post-Measurement Data 

E3: Data from the Sustainable Consumption Pledge Intervention 

 E3.1: Pre-Measurement Data 

 E3.2: Post-Measurement Data 

 

Please note that values are represented in percentage form.  
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Appendix E1.1: Pre-Measurement Data from the Film Screening Intervention 

Q1 Yes No       
  92 8       
            
Q2 Yes No       
  92 8       
            
Q3 Yes  No       
  100         
            
Q4 Weekly Monthly Seasonally     
  16 42 42     
            
Q5 Never Sometimes Always     
  17 75 8     
            
Q6 Yes No       
  25 75       
            
Q7 Yes No       
  100 /       
            
Q8 Yes No       
  100 /       
            
Q9 Economic Social Educational Personal   
  67 75 58 /   
            
Q10 1 2 3 4 5 
  8 17 50 17 8 
            

Q11 Not 
Important 

Maybe 
Important 

Very 
Important     

  / 17 83     
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Appendix E1.2: Post-Measurement Data from the Film Screening Intervention 

Q1 Yes No       
  100 /       
            
Q2 Not likely to  Possibly Likely to Very likely to   
  / 17 58 25   
            
Q3 Yes No       
  100 /       
            

Q4 

I will 
consider 
shopping 

less 

I will shop 
with the 
same 

frequency as 
before       

  50 42       
            
Q5 Not likely to Maybe Definitely     
  / 58 42     
            
Q6 Yes No       
  33 67       
            
Q7 Less pollution would lead to a healthier environment (58) 
  Less stress to consume would lead to more leisure time (33) 
  Help save natural resources (17) 

  
I would only act pro-environmentally if I knew someone affected by 
environmental issues (8) 

            

Q8 
Raise awareness among consumers encouraging them to act pro-
environmentally (50) 

  A healthier environment would lead to a higher quality of life (42) 
            
Q9 Economic Social Educational Personal   
  50 67 50 33   
            
Q10 1 2 3 4 5 
  / 8 33 42 17 
            
Q11 Education plays a crucial role (50) 
  Education is important in creating awareness (50) 
  Education helps consumers make informed choices (17) 
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Appendix E2.1: Pre-Measurement Data from the Fashion Exchange 
Intervention 

Q1 Yes No       
  75 25       
            
Q2 Yes No       
  75 25       
            
Q3 Yes  No       
  92 8       
            
Q4 Weekly Monthly Seasonally     
  17 50 33     
            
Q5 Never Sometimes Always     
  8 77 15     
            
Q6 Yes No       
  38 62       
            
Q7 Yes No       
  100 /       
            
Q8 Yes No       
  83 17       
            
Q9 Economic Social Educational Personal   
  42 33 25 8   
            
Q10 1 2 3 4 5 
  8 17 50 17 8 
            

Q11 
Not 

Important 
Maybe 

Important 
Very 

Important     
  / 17 83     

 

 

 

 



82 

 

Appendix E2.2: Post-Measurement Data from the Fashion Exchange 
Intervention 

Q1 Yes No       
  92 8       
            
Q2 Not likely to  Possibly Likely to Very likely to   
  / 33 33 34   
            
Q3 Yes No       
  92 8       
            

Q4 

I will 
consider 
shopping 

less 

I will shop 
with the 
same 

frequency as 
before       

  58 42       
            
Q5 Not likely to Maybe Definitely     
  / 67 33     
            
Q6 Yes No       
  8 92       
            
Q7 Recycling would lead to less pollution (25) 
  Make consumers realise the extent of their waste (17) 
  I would feel better knowing that I am making a contribution (17) 
            
Q8 I would set an example for other to follow (34) 
  Save and conserve the environment for future generations (17) 
            
Q9 Economic Social Educational Personal   
  33 58 17 25   
            
Q10 1 2 3 4 5 
  / / 42 50 8 
            
Q11 Helps consumers understand the importance of the environment (42) 

  
Education is important in creating awareness and an understanding of 
environmental issues (42) 
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Appendix E3.1: Pre-Measurement Data from the Sustainable Consumption 
Pledge Intervention 

Q1 Yes No       
  63 37       
            
Q2 Yes No       
  50 50       
            
Q3 Yes  No       
  100 /       
            
Q4 Weekly Monthly Seasonally     
  13 37 50     
            
Q5 Never Sometimes Always     
  25 62 13     
            
Q6 Yes No       
  50 50       
            
Q7 Yes No       
  75 25       
            
Q8 Yes No       
  88 12       
            
Q9 Economic Social Educational Personal   
  25 25 37 12   
            
Q10 1 2 3 4 5 
  / 37 50 13 / 
            

Q11 
Not 

Important 
Maybe 

Important 
Very 

Important     
  / 25 75     
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Appendix E3.2: Post-Measurement Data from the Sustainable Consumption 
Pledge Intervention 

Q1 Yes No       
  75 25       
            
Q2 Not likely to  Possibly Likely to Very likely to   
  / 38 62 /   
            
Q3 Yes No       
  100 /       
            

Q4 

I will 
consider 
shopping 

less 

I will shop 
with the 
same 

frequency as 
before       

  50 50       
            
Q5 Not likely to Maybe Definitely     
  12 75 13     
            
Q6 Yes No       
  50 50       
            
Q7 Shopping less would save me money (25) 
  There would be less pollution (25) 
  I would feel better knowing that I am making a contribution (13) 
            
Q8 Reduce the amount of pollution creating a healthier environment (25) 

  
Raise awareness which would encourage others to act pro-
environmentally (25) 

            
Q9 Economic Social Educational Personal   
  13 13 25 13   
            
Q10 1 2 3 4 5 
  13 13 25 38 / 
            

Q11 Education is important in creating awareness (67) 

  
If education is geared towards environmental issues, students would take 
more interest (13) 

  Education makes consumers aware of alternatives (13) 
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Appendix F 

Supervisor Meeting Schedule 
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Appendix F: Supervisor Meeting Schedule 
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Appendix G 

Reflective Essay 
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Appendix G: Reflective Essay 

Having a clear understanding of my research focus and direction from the 

start of the research process meant that I sought assistance from my 

supervisor predominantly on technical aspects of research writing. I found 

that my supervisor played a significant role in guiding me towards finding my 

‘academic voice’, which was essential in the realization of this dissertation and 

will no doubt help me excel in future research endeavours. 

As a self-motivated and disciplined student, I did not require a large amount 

of face-to-face meeting time with my supervisor and preferred exchanging 

work electronically. This saved me a lot of time considering I was working in a 

full-time capacity at my host company. It also allowed my supervisor to go 

through the work I submitted in his own time, which I believe added to the 

quality of the feedback I received.  

Reflecting on research tasks LSF1 (the research proposal) and LSF4 (the final 

draft literature review and first draft data analysis), it is evident that with the 

support of my supervisor I managed to realise the learning outcomes for each 

task more effectively and am now aware of the scientific processes involved in 

structuring a literature review around existing theoretical frameworks, 

analyzing and interpreting data within these frameworks and linking new 

findings to existing work in the field with greater ease and insight – all of 

which contribute to a well executed dissertation.  

Becoming aware of limitations and validity concerns in my study and 

acknowledging that limitations do exist in academic research has allowed me 

to embrace the outcomes of this study more realistically. At the start of the 

process, I was aiming to conduct a ‘perfect’ study free from significant validity 

and reliability issues, however I now realise that when dealing with human 

subjects, this is particularly challenging as various influences that are beyond 

the researcher’s control are often at play. I have come to learn that part of 

what constitutes good research, is the ability to recognize limitations upfront 

and bear them in mind throughout the writing process.  

Drafting the data analysis (Chapter 4) was particularly challenging for me and 

I recognize the assistance of my supervisor in helping me to distinguish 
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between a description of data and an analysis and interpretation thereof. 

Once I was able to make this distinction, I started to become concerned with 

the inter-relatedness between the chapters and paid more attention to 

drawing common links throughout the dissertation – approaching the study in 

a holistic manner; looking at the overall message of the research as opposed 

to dealing with each chapter as a separate entity.  

Reflecting on the entire process, I learned that research writing takes 

patience and commitment. I underestimated the time it would take to 

complete a dissertation and now understand the value of primary research in 

the world of academics.  

I am grateful for having completed the process as I now feel confident and 

capable in my research abilities and look forward to applying these skills in 

research work that I intend to pursue in the future.  

 

 


