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Abstract  

To engage in environmental and social issues is getting more important for companies, and 

many companies have integrated environmental considerations into their business. Consumers 

have a strong influence on companies and their environmental awareness and willingness to 

pay affects the companies work within the environmental field. The consumption of clothes 

has grown rapidly and the average Swede spends 3.9 percent of their income on clothes. The 

production process of clothes can harm the environment, society and the consumers 

themselves. So the purpose of this thesis is to see if consumers have a willingness to pay extra 

for an environmentally friendly garment. The aim is also to identify what factors that may 

influence consumers’ decisions. A survey containing a contingent valuation has been 

conducted. The results show that a prominent majority, 89 percent, of the respondents stated 

that they would pay extra to make sure the garment they buy is eco-friendly, and the median 

for the amount they are willing to spend is 65 SEK extra. This indicates that there is an 

interest from the consumers to pay extra to make sure environmental consideration is taken in 

production of clothes. The awareness of the indirect harm that purchasing clothes can cause 

themselves, others and the environment and how intensely consumers feel that it is their own 

responsibility not to cause that harm, probably have an influence on peoples’ willingness to 

pay extra.  
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1 Introduction 

More companies than ever believe that engaging in environmental and social issues is 

important. Out of a hundred large companies in Sweden almost ninety found that the 

significance of working with Corporate Social Responsibility (CSR) is increasing (Ekelund 

2007)1

Year 2007 the Swedish population spent an average of 13 600 SEK per person on textiles, 

whereof 11 960 SEK was spent on clothes which is equal to around 3.9 percent of their yearly 

income (SCB 2009). That is an average amount of 24 kilos of textiles per person, a forty 

percent increase since year 1994 (Naturskyddsföreningen 2008). The production of textiles 

can have a negative impact on the environment, society and the consumers of the clothes due 

. The concept of CSR includes three different aspects: economical, environmental and 

social (Grankvist 2009). After the economical aspect, the environment is the most common 

area to work with. More than eighty of the surveyed companies are dealing with the 

environmental aspect (Ekelund 2007). Not only does a majority of the companies work with 

environmental issues, but they also find it to be of great importance (Ceder 2008). Reasons for 

a company to embrace corporate social responsibility differ, but one consequence of CSR can 

be business advantages. Robust CSR policy can reduce risk, make the brand of the company 

stronger, reduce costs, increase sales and strengthen the employees’ motivation. In other 

words, companies that choose to not work with CSR risk missing out on the advantages CSR 

can bring (Yeldar 2004).  

 

Laws and regulations have had positive impact on the development of environmental 

consideration in trade. Especially during the 1990s laws and regulations affected retailers and 

wholesalers in Sweden in regard to issues like chemicals, hazardous waste and waste from 

product packaging (Svenskt Näringsliv 2007). Moreover, companies are also influenced by 

employees, customers, suppliers, shareholders, media and financial markets to work with 

CSR. Out of the hundred Swedish companies, 65 of them find customers to be a driving force 

to their CSR commitment (Ekelund 2007). Customer demand has a strong influence on what 

companies do (Svensk Handel 2010) which implies that pressure from customers can force 

companies to undergo quick changes that strive towards environmental consideration. 

Consumers’ environmental awareness and willingness to pay are two influential factors to 

what extent companies will take “green” actions (Svenskt Näringsliv 2007).  

 

                                                 
1 A survey conducted by the financial magazine, Veckans Affärer. Regarding how the biggest companies in 
Sweden work with CSR. The result is based on the answers from 100 of the 500 biggest companies in Sweden.  
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to the usage of chemicals both in the production of cotton and in the manufacturing process as 

well as the water usage and energy consumption (Naturskyddsföreningen 2008). To start with, 

chemicals are present both in the production of cotton and in the manufacturing of garments. 

Due to pesticides, chemicals are used in the production of cotton and in the manufacturing 

process of garments, different chemicals are used for colouring, bleaching and printing. The 

chemicals may be harmful to the workers, the environment, people that come in contact with 

the chemicals in the environment and people that wear the clothes. Around one kilo of 

chemicals is used in the production of one kilo of textiles. The energy consumption in the 

production process is high and it can generate emissions of greenhouse gases. When 

producing textiles a great amount of water is used both for growing the cotton and for 

manufacturing the clothes, a total of 2700 litres of water is consumed when producing a t-

shirt. This can result in decreasing water supply which has a negative impact on the 

environment and the people dependent on the water (Engvall 2007/2008). 

 

Research questions  

How textile companies choose to take environmental responsibility in the production process 

can be portrayed by several different actions, and the interest from consumers and their 

willingness to pay for environmentally friendly products are influential factors for companies. 

If the textile business does not know the consumers preferences they will not know which 

pro-environmental actions the consumers think they should take. Therefore consumers’ 

willingness to pay is of great interest to companies in order to know what environmental 

consideration they should take. So the research question is as follows:  

Are consumers willing to pay extra to make sure that the clothes they buy are 

environmentally-friendly? And if so, what amount are they willing to pay?  

The average consumer already spends 3.9 percent of the yearly income on clothes. To make 

sure the garments they buy are environmentally friendly will mean that the consumers will 

have to spend a higher percentage of their income without necessarily getting more clothes in 

return. Still some people might chose to pay extra for eco-friendly clothes. So once the answer 

to the two above questions is established, it is interesting to find out what is the reason behind 

that some people want to pay extra and some do not. Therefore the third research question 

will be as followed:  

 What are the possible factors that influence consumers’ willingness to pay extra? 
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Aim of thesis  

The purpose of this thesis is to increase the understanding of whether Swedish consumers 

have an interest in making sure the clothes they buy are environmental friendly. This can be 

of assistance for textile companies to find out whether they should integrate environmental 

consideration in their production process. Furthermore, the aim is also to recognize 

differences, between the consumers that have a willingness to pay and the consumers that do 

not, to be able to identify which factors that may influence consumers’ decisions. This 

information may be valuable if one wants to influence consumers, since it informs of which 

factors that is of importance.  

 

Limitation and focus  

This study will focus on consumers’ willingness to pay for clothes that do not have a negative 

impact on the environment in the production. The reason for choosing to focus on clothes is 

because the consumption is increasing and the average Swede spends a significant amount of 

their income on clothes. Moreover, since working within the environmental area of CSR is 

getting more popular the focus of this study will only be on environmental issues. As further 

delimitation, this study will merely look at the production process so the environment issues 

in focus will be chemicals, water and energy. As a result, the pro-environmental actions or 

environmental measurements that will be included in this study are organic cotton, climate-

neutral production, control of chemicals in the manufacturing process and low water use in 

the whole production process. Control of chemicals includes choosing the least harmful 

option, low chemical use and that chemicals and polluted water should be taken care of in the 

best possible way.  

2 Theoretical framework  

This section presents previous studies of willingness to pay for clothes as well as a short 

introduction of how gender might influence altruistic behaviour and how income may 

influence people’s willingness to pay. Furthermore Schwartz’s Norm Activation Theory will 

be presented, which explains the process behind altruistic behaviour, followed by a 

development of the theory by Stern.  

2.1 Previous studies  

Previous studies have been conducted within the area of eco-friendly clothes. Goswami 

(2008) studied India consumers’ theoretical willingness to pay for clothes with eco-labelled 
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cotton and Casadesus-Masanell et al. (2009) looked at the real willingness to pay for organic 

cotton in sportswear. Their conclusions are that there is an interest from consumers to pay for 

eco-friendly but the studies only focus on the already existing market product, organic cotton 

and do not look at other potential pro-environmental actions that can be included in the 

concept, environmentally friendly clothes, which this study will look at.  

 

Stern (1993) discuss if there are any differences in altruistic behaviour due to gender and find 

results from previous studies to be inconsistent but his own study shows that gender does not 

have a significant influence on people’s willingness to pay. Gillian (1982) on the other hand 

finds gender to be influential on morals and claim that women are more altruistic than men. 

Furthermore Laroche, Bergeron and Barbaro-Forleo’s (2001) study shows that gender does 

have an affect and that women have a higher tendency than men to have a willingness to pay 

for environmentally friendly products.  

 

According to Angulo et al. (2003) income is an influential factor on people’s willingness to 

pay whereas Krystallis and Chryssohoidis (2005) find income to have no influence at all. 

Liebe et al (2010) come to the conclusion that income does not influence people’s willingness 

to pay but affects the amount people are willing to pay.  

2.2 Schwartz’s Norm Activation Theory 

The Norm Activation Theory, created by Schwartz in 1977, had the purpose to explain 

altruistic behaviour within the social area. The theory explains the reasons as to why altruistic 

behaviour occurs in some situations and not in others (Bamberg and Schmidt 2003). Since 

paying to protect the environment may be interpreted as altruistic behaviour (Liebe, 

Preisendörfer and Meyerhoff 2010) this theory can be useful to explain the result in this study.  
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Schwartz considered personal norms to be the basis for our moral behaviour. Our personal 

norms have its origin in what we value and the social norms that society as a whole has 

created and that serves as a common ground. The social norms are the general guidelines after 

which people live and they represent the morals we are expected to follow and are expecting 

others to do as well. The social norms in combination with what we value in life are then 

transformed into our personal norms. Our personal norms are individual and are the general 

guide for our moral behaviour on a personal level. Our personal norms are manifested through 

our feelings of what is right and what is wrong. If the personal norms are followed, pride will 

be generated but if they are not it will result in guilt (Hopper and McCarl Nielsen 1991). The 

personal norms tell us how we should act in general and to be suitable for a specific situation 

they have to be transformed into what is called moral obligations. In other words a moral 

obligation tells us how we “must” act in a given situation (Liebe, Preisendörfer and Meyerhoff 

2010). Even though we have our personal norms to guide our moral behaviour, our moral 

preferences are not always directly translated into behaviour. This depends on three factors, if 

a personal norm is activated into moral obligation, how strong the moral obligation is and the 

defences that weaken the moral obligation (Schwartz 1977). 

 

To start, for a personal norm to be transformed into a moral obligation in a given situation it 

has to be activated. Whether a personal norm is to be activated depends on how aware a 

person is of the consequences of their actions. Schwartz calls it Awareness of Consequences 

(AC) and it indicates how aware a person is of the consequences of their actions and can 

therefore connect the outcome of an action with a personal norm (Schwartz 1977). To clarify 

even further, Schwartz finds awareness of consequences to be stimulated by two variables, the 

awareness of another’s need and one’s own responsibility. Awareness of another’s need 

means that there is an understanding that actions can result in consequences for others. One’s 

own responsibility is the acknowledgement of the consequences is generated by one’s own 

actions and is therefore one’s responsibility (Schwartz and Fleishman 1978). In this study, an 

example of awareness of others’ need is to know that using chemicals in the production of the 

cotton may harm others. Regarding one’s own responsibility, an example is to find the 

responsibility for making sure chemicals are not used in the production of the cotton, to be 

one’s own.   

 

The altruistic behaviour is also affected by how strong the moral obligation is towards taking 

an altruistic action. In rephrasing, the intensity of the obligation to make sure that no harm is 
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done to others will affect whether an unselfish behaviour will occur or not. Since a moral 

obligation is a personal norm that has been activated it is correct to say that the intensity of 

the moral obligation is highly dependent on how strong the personal norm is. So consequently 

the intensity of the personal norm will reflect how strong a moral obligation can be (Schwartz 

1977). In this setting it refers to how intense the personal norm is to making sure that the 

product bought does not have a negative impact.  

 

After a personal norm is activated and has become a moral obligation in the given situation, 

there is one more influential factor that will affect whether it will be translated into action. For 

example, you can have a moral obligation to act a certain way in a situation but you will not 

always follow that obligation. Therefore the third factor that influences if a moral obligation is 

translated into altruistic behaviour or not is a defence factor. This means that the moral 

obligation can be suppressed due to the defence factor. Schwartz has identified that the 

defence factor consists of two main parts: assessment/evaluation and defensive denial. When 

assessment and evaluation occur, a reflection regarding the price or gain from an action is 

carried out. The cost or gain is dependent on how close the moral obligation is connected to 

one’s self image. In other words a moral obligation that is based on a personal norm within a 

sphere that personifies oneself has a greater value than one that is not as close to heart. So for 

example an action that is affecting a personal norm that is within an area that identifies 

oneself has a higher cost to go against and gives bigger benefits if followed. Therefore some 

moral obligations are harder to disregard than others (Schwartz 1977). This part of the 

defence factor does not separately prevent a moral obligation to turn into action but it 

determines how easily a moral obligation can be suppressed. The other part of the defence 

factor is a reassessment or redefinition of the situation. The first mechanism means that a 

denial of the consequences can take place or a denial of one’s own responsibility. The second 

mechanism is what Schwartz calls a redefining of the situation and it is when a situation is 

evaluated from different viewpoints and it therefore may appear differently. Once a situation 

has been redefined, the personal norm that was suitable before may not be appropriate 

anymore. A redefinition may also affect the whole way of viewing another’s need and one’s 

own responsibility which also may reverse the activation of a personal norm into a moral 

obligation (Schwartz 1977). 
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2.3 Stern’s development of the Norm Activation Theory   

Schwartz’s theory has the aim to explain altruistic behaviour towards others. Environmental 

concern or pro-environmental behaviour is seen as a part of altruistic behaviour, in Schwartz’s 

theory, so a personal norm not to harm others can include not hurting the environment. Stern 

(1993) has developed this theory even further and instead of including environmental concern 

as a part of concern of others it is seen as its own value orientation. To clarify, values are 

defined as “guiding principles important in a person's life” so a value orientation is a “cluster 

of compatible values” (Hansla et al. 2008:2). Stern argues that altruistic behaviour towards the 

environment can be based on three value orientations: biospheric, social-altruistic and self-

interest. Biospheric value orientation refers to a concern for living things that are not human 

beings and for the biosphere, in other words the environment. Social-altruistic value 

orientation means the concern for other human beings’ welfare. Lastly, we have self-interest 

or egoism which refers to actions that seem to be altruistic but are based on selfishness. So 

even if an action is classified as altruistic the reason behind is can be to favour oneself (Stern 

1993). An example, in regard of this study, is that people can behave altruistically and pay 

extra to make sure there are no chemicals in the clothes they buy but the reason behind it is 

based on self-interest because they do not want to come in contact with chemicals through 

their clothes. Conclusively, a moral obligation to pay extra can have its origin in the interest 

to not harm oneself, others or the environment as well as all three of them.  

2.4 Summary  

Since this thesis is a theoretical study of the respondents’ self-perceived behaviour and not 

their behaviour in real life, the answer the respondent will give is something between a moral 

obligation and behaviour. The situation they have to take a stand on is hypothetical and the 

respondent therefore does not have to go through the whole process from personal norm to 

altruistic behaviour. Some respondents in the study may go through the whole process and the 

answers they give reflect how they will act in a real situation but some may not and their 

answer will be their moral obligation. 
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As a result of the above reasoning the factors in Schwartz’s Norm Activation Theory that can 

be used to explain the outcome of this study are the personal norm and how strong it is and 

the level of awareness of consequences. As awareness of consequences includes the 

awareness of another’s need and one’s own responsibility, the level of both factors will be 

studied in this thesis. As a result of Stern’s development of the theory the personal norm will 

be further studied to se if the value orientation behind it might affect the willingness to pay. 

Since the results from the previous studies indicate that gender and income may be possible 

influential factors on people’s willingness to pay they will be examined in this study as well. 

3 Methods  

To collect the data needed for this study a contingent valuation (CV) study has been 

conducted in combination with a questionnaire. Some of the collected data has been processed 

though the statistical tests, Chi-square test and T-test. The methods used in the study will in 

this section be presented and discussed.  

3.1 Choice of methods  

To be able to answer the research questions, information of consumers’ preferences must be 

gathered. Since the information needed is currently not available, a direct contact with 

consumers is needed to be able to find out what their preferences are. To be able to draw any 

general conclusions a survey with a questionnaire have been chosen. The method enables 

collection of information from a large sample of people (Barribeau et. al. 2005) which is 

needed to be able to come to any general conclusions. Furthermore, a questionnaire is 

relatively easy to analyse and to statistically test (Walonick 1993). To answer the first two 
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research questions a Contingent Valuation (CV) study will be carried out. When conducting a 

CV-study consumers’ willingness to pay (WTP) for a certain product or service is revealed. It 

is a method used to discover the monetary value of non-market products (Brännlund and 

Kriström 2007). For example organic cotton is an environmental measurement that has a 

market value since you can purchase products containing organic cotton on the market, but for 

instance controlled water consumption in production is a non-market product. Since a CV-

study is constructed upon a hypothetical market the method enables to get a monetary value 

for pro-environmental actions.  

 

To find out whether there are differences between the respondents that have a willingness to 

pay and the ones that do not, T-tests and Chi-square tests of the data were conducted. A T-test 

makes it possible to test mean values, it will tell us if there is a significant difference 

regarding personal norm, awareness of another’s need and one’s own responsibility. To test if 

there is a significant difference in income and gender between the two groups a Chi-square 

test is used. 

3.2 Contingent Valuation  

In a CV-study the respondents will be presented with a situation which they will have to take 

a stand on. The study can either be conducted through interviews or questionnaires. The 

respondents will have to imagine a change, which in this case will be measurements to 

counteract the environmental consequences from buying a garment. The respondents then 

have to take position on whether they are willing to pay and how much, to make sure the 

change is implemented into action (Brännlund and Kriström 2007).  

3.2.1 Information  

The amount of information presented in the study can influence WTP since the respondents’ 

level of knowledge can affect the attitude towards a situation. For example if the respondents 

have little knowledge of a situation they might not be able to apprehend the severance of it. 

This can result in that they pay less than if they had more information and a greater 

understanding of the situation (Brännlund and Kriström 2007). The respondents will be 

presented with an imaginary situation where they are going to purchase a regular top/t-shirt. 

To make sure they really get themselves into the situation as if it was in real life the 

respondents were informed that they should imagine buying a regular top/t-shirt, since it is a 

product that is impersonal and probably everybody buys or has bought at one point. The 

respondents is further informed that the top/t-shirt would cost 100 SEK, not including the 



14 
 

extra pro-environmental actions, to put the product in a context so it would be easier for the 

respondent to state their WTP. The respondents was not informed of the negative 

environmental impact a regular top/t-shirt has, because the level of understanding of the 

problem is according to the Schwartz’s Activation Theory influential on the WTP. Since the 

interest is so to get the respondents genuine WTP, the respondents shall not be influence by 

getting too much information. 

3.2.2 Open question or bids 

To reveal the information of what amount people are willing to pay an open question or bids 

can be used. By having an open question the respondent will state the amount they want to 

pay or several amounts are proposed and they have to choose which amount they want to pay. 

The advantage with an open question is that the respondent can state their WTP without 

getting influenced by any suggestions. On the other hand it is possible that the respondent will 

not answer the question due to the extra effort it takes to come up with an amount themselves. 

The other way to find out people’s WTP is to use bids where the respondents have to accept 

or refuse a given amount. The big advantage with bids is that it is very close to how the 

market works with other products and services; therefore it is a scenario the respondent is 

used to. As a result, this method is most commonly used and is in general the only method 

used. Based on this information, bids were used in the study to get a higher frequency of 

responses and a more credible result. The most used method of this kind is Bishop and 

Heberlein’s closed question where the respondents are divided into different groups and every 

group have different bids to accept or reject. By using this method one can establish the 

respondents’ willingness to pay and find out what amount fifty percent of all the respondents 

would accept and fifty percent would refuse, the median (Brännlund and Kriström 2007). As a 

result of the decision to use Bishop and Heberlein’s method, three different bids per 

environmental measurement were used in this study. The bids will be further discussed and 

presented under section pilot study. 

3.2.3 Payment and payout  

To provide clear information about how the payment will be carried out is important to make 

sure the respondents have a full understanding of the hypothetical situation. So if the 

respondent knows how the payment is conducted it will help them decide which amount they 

are willing to pay. For example the amount may differ if the respondents have to pay it in cash 

or by taxes (Brännlund and Kriström 2007). In this study the respondents are informed that 

the amount will be added to the price of the product and will be paid when purchasing the 
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garment. This is because the study will look at how much a respondent is willing to pay to 

include environmental consideration in a product, so the most logical way to carry out the 

payment is when the respondents are paying for the product. Furthermore, information on 

how the pro-environmental action will be achieved can also affect the WTP. If the respondent 

knows exactly how their answer will affect the environmental measurement it will encourage 

them to answer their real WTP. So by assuring that the amount paid will counteract the 

negative environmental impact, the chance of revealing the correct WTP will be enhanced.  

3.2.4 Discussions and pilot studies  

To make sure the CV-study will be as good as possible it is preferred to discuss the 

construction and contents of the questionnaire before distributing it to respondents in the main 

study (Brännlund and Kriström 2007). By letting several outsiders go through the 

questionnaire the risk of distributing the questionnaire with faults was decreased. The 

discussions made sure that the information provided in the questionnaire and the questions 

were as clear as possible.  

 

Two pilot studies where also carried out were the respondents had the possibility to comment 

on the questionnaire. The goals of the pilot studies were threefold. First to give an insight into 

if there were some unclear parts in the questionnaire that had to be improved. Second, the 

pilot studies would show if the questions asked were enough to answer the research questions 

or if something had to be added or even was unnecessary and could be removed. Third, the 

pilot studies would give an indicator of which bids that should be used in the CV-study.  

 

To get the best information of which amounts that the respondents should be presented with, 

preferably as many people as possible should be asked, so that the bids would be based on a 

broad sample of information. So first a smaller pilot study was conducted with fifteen people 

and the study consisted of open-end questions. This design was used get an overview of 

which amounts people are willing to pay. The result from the study was used as a basis for the 

second pilot study, since it provided information of what monetary intervals it was reasonable 

to have the bids within. The second pilot study consisted of 49 respondents from the same 

sample population as the main study. They had to state if they were willing to pay extra and 

then accept or reject a bid within the intervals. The results from the pilot studies showed that 

the willingness to pay was lower for low water use than the three other environmental 

measurements. The same results were shown regarding the monetary amount people were 
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willing to pay. For control of chemicals on the other hand, people stated to be willing to pay 

more in comparison to the other pro-environmental actions. The responses from the studies 

were used to design both the bids and the construction of the questionnaire in the main study. 

Consequently, the bids the respondents were presented with in the main study are as followed:  

Table 1, The three levels of WTP bids in the main study 
 Level 1 Level 2 Level 3 
Organic cotton 40 SEK 60 SEK 80 SEK 
Climate-neutral 40 SEK 60 SEK 80 SEK 
Control of chemicals 50 SEK 70 SEK 90 SEK 
Low water use 20 SEK 40 SEK 60 SEK 

3.2.5 Construction  

When constructing the scenarios for the CV-study, it is important to make them as simple as 

possible to assure it is easy for the respondents to understand. If obscurities exist the answer 

the respondents gives may not reflect their real WTP but be a result from that they could not 

fully apprehend the situation (Brännlund and Kriström 2007). To counteract this, the two pilot 

studies and several discussions were conducted, as discussed previously. Since there are four 

environmental measurements in the study, there is a risk that the respondents’ answer in one 

area can affect what they are willing to pay in the next. Therefore there was a clarification in 

the beginning of the questionnaire that stated that the answer they give in one environmental 

area is independent from the other. Furthermore, the bids the respondents are presented with 

are different depending on the environmental areas (as presented in table 1), so to compensate 

for the possible influence one answer may have on another, the order of the pro-

environmental actions were mixed. There are four environmental measurements and their 

order can be combined in twenty-four different ways.  As a result, twenty-four different 

questionnaires were used in this study. To do the same with the three bid levels within every 

environmental area, to counteract the effect even further, is to prefer but that would not have 

been time efficient.  

3.3 Survey by a questionnaire  

A survey is a method used to collect information from a small sample of a population. A 

survey can be conducted through interviews or a questionnaire (Scheuren 2004) and a 

questionnaire was used in this study.  

3.3.1 Structure  

The questionnaire, excluding the CV-study, consists of mostly close-end questions and one 

open-end question. Since close-end questions can easily be statistically tested, it is possible to 
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see if the theory is correct. If open-end questions are used it is difficult to code the answers to 

be able to test them statistically. Furthermore, open-end questions take more time for the 

respondents to answer since they have to figure out their opinion on the matter and phrase it in 

writing. That can result in that the respondent chose not to answer the questions, which will 

provide a smaller sample of responses to work with (Reja et al. 2003).  

3.3.2 Questions 

The questionnaire was in Swedish so the questions would be as easy as possible for the 

respondents to understand. It minimizes the risk of misunderstandings which otherwise can 

affect the respondents answer and therefore the results of the study. The questionnaire 

consists of three parts, social information, the CV-study and lastly, personal norm and 

awareness of consequences. The first part is not only needed to get some basic information 

about the respondents but also to get information required to test if gender and income affect 

the willingness to pay. The second part of the questionnaire is the CV-study. It also contains a 

question regarding the respondent’s total willingness to pay for all environmental 

measurements, because adding the amounts they have accepted in the scenarios does not 

necessary equal the total willingness to pay. It might be lower because the scenarios have 

been answered separately; hence adding up the amounts may not be accurate. It might also be 

higher, since the bids the respondents were presented with could be lower than their real 

WTP. So adding up the accepted bids might be an underestimation. As a result, the question 

regarding the total WTP is an open-end question. The third and last section of the 

questionnaire were designed to reveal the intensity of respondent’s personal norm, awareness 

of other’s need and one’s own responsibility. The respondents had to answer how strong their 

responsibility was to make sure their actions did not harm themselves, others and the 

environment. This would identify if they had a personal norm not to inflict harm independent 

of the situation. The answers were thereafter translated into a number on the scale of three to 

fifteen. A low number means that the respondent stated to feel strongly not to inflict any 

harm. Regarding awareness of other’s need and one’s own responsibility the four 

environmental areas: organic cotton, climate neutral, control of chemicals and low water use 

were handled separately. By asking the respondents for example, if they think the use of 

chemicals in the production of cotton can negatively affect themselves, others and the 

environment, the level of awareness is identified. The awareness of another’s need was 

translated into a scale of three to nine where a low number represents that the respondent was 

aware that an action cause harm. To discover the respondent own responsibility, the 
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respondents had to state how strong their own responsibility is to make sure, for example, no 

chemicals are used in the production of the cotton. The scale for one’s own responsibility is 

one to five and a low number means that they find their own responsibility to be strong. 

Table 2, A summary of the meaning of the mean values 
Personal norm of not to 
harm themselves, others 
and the environment. 

Low number (from 3) = 
Strong personal norm  

High number (to 15) = 
No personal norm  

Awareness of another’s 
need  

Low number (from 3) = 
High awareness  

High number (to 9) = 
No awareness  

One’s own responsibility Low Number (from 1) = 
High responsibility  

High number (to 5) = 
No responsibility  

3.3.3  Selection of respondents and number of questionnaires  

The choice of location for the survey is based on where it is probable to find a population of 

people that is more or less representative of the population in general. The location chosen 

was the Central Station in Stockholm, Sweden. At the Central Station it is possible to find 

people that are sitting down and have the time to answer a questionnaire that takes five to 

fifteen minutes. The Central Station also has a diversity of people present when it comes to 

age, gender, income and geographic settlement. There are other methods that can be used to 

distribute a questionnaire to representative respondents but due to restricted financial 

resources and time, a direct distribution is an effective use of the resources at hand. 

Furthermore, there were no special selection of the respondents at Central Station, everybody 

that spoke Swedish and was not on the phone were asked to fill out the questionnaire. The 

amount of questionnaires handed out was the result of three reasons. First to have enough 

respondents to be able to test the data statistically a minimum of four-hundred questionnaires 

was recommended2

3.3.4 Internal and external drop-out 

. Second, that there are twenty-four different questionnaires. Third, that 

there was a restriction of the two resources, time and money. As a result 408 questionnaires 

were handed out in the main study.  

Internal drop-out is when the respondents do not fill out the whole questionnaire and external 

drop-out is when possible respondents declined to fill out a questionnaire (Trost and Hultåker 

2007). A drop-out or nonresponse is very common in surveys and there are two factors that 

the researcher can affect to minimize it: the survey design and the interviewer (Barribeau et. 

al. 2005) which in this study will be the distributor. The design of the survey can affect the 

internal drop-out and it was improved as a result from the discussions and pilot studies 
                                                 
2 The recommendation was done by Hans Nyquist, Fil.Dr in Statistics, Stockholm’s University 
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mentioned earlier in the study. Still some internal drop-out will occur due to the choice of 

location. Since it is the Central Station people may have to leave to catch a train or bus before 

they have been able to fill out the whole questionnaire. Informing the unsure potential 

respondents of the expected time to fill out the questionnaire minimizes the internal drop-out. 

The external drop-out is harder to affect since once a possible respondent has declined there is 

no margin to make them change their minds because that might frighten away other potential 

respondents. The only way to counteract this is that the distributer gives a good impression to 

attract as many respondents as possible. Nevertheless there will be some nonresponses and 

since filling out the questionnaire is an altruistic behaviour, the choice of refusal might 

indicate a way of living and not an isolated event. In other words, the people that chose not to 

respond because they did not feel like it might have shown the same non-altruistic behaviour 

in the questionnaire and refused to pay for the pro-environmental actions. Moreover, to avoid 

an external drop-out due to the theme of the study, environment and textiles, empathize was 

put on that it was study for a master thesis more than the contents of the questionnaire when 

possible respondents asked.  

3.4 T-test and Chi-square test   

When data is statistically tested hypotheses are used, which will be accepted or refused based 

on the p-value. The null-hypothesis (H0) in this study is that there is no difference between 

the respondents that have a willingness to pay and the ones that do not. The alternative 

hypothesis (H1) is that there is a difference between the respondents that have a willingness to 

pay and the ones that do not. The p-value will tell us if there is a significant difference and a 

p-value under 0,05 indicates that it is. Significant means that the “result was unlikely to have 

occurred by chance, if the null hypothesis was true” (Crawley 2007:3). In other words, when a 

result is significant it was not likely to get that result unless there is a difference between the 

groups.   

3.5 Methods critique 

Even though the methods have advantages and strengths they may still have some weak spots 

that can affect the results of the study. Those weaknesses will in this section be presented and 

discussed.  

3.5.1 The CV-study’s weaknesses  

A disadvantage with a CV-study is that it is based on a hypothetical market. As a result the 

WTP and the amount the respondents state is not guaranteed to be the same if they faced the 
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situation in real life. The respondents do not have to live up to their answers and may 

therefore answer their preferences or what they think they should answer instead of how they 

would act. Another problem is that people can give strategic answer when they do not have to 

pay the amount they say. If the respondents think that it is probable that the result from the 

study will affect how companies work with environmental issues, they may give a strategic 

answer that reflects their opinion regarding the issue more than their real WTP. This means 

that the respondents who think companies shall work more with environmental issues will 

give a higher monetary amount than their real WTP. At the same time the respondents that are 

afraid that the result from the survey will become a reality, might state a lower amount. 

Because, if they think the other respondents have stated a higher WTP, than their own, they 

might try to compensate by answering a lower amount than their real WTP (Brännlund and 

Kriström 2007).  

3.5.2 The survey’s weaknesses 

A problem with surveys is the potential high drop-out, since a low response rate makes the 

result less certain (Stat Pac 2010). There is a risk that the non-respondents would have 

answered differently from the respondents and that risk gets higher with every drop-out. So 

the higher the drop-out is the bigger the risk is that the information gathered is not 

representative for the population in focus (Lindner 2001). Furthermore, the choice of 

respondents can affect whether the data is representative of the population in general or not 

(Barribeau et. al. 2005). The sample population from which the responses was received has 

some limitations as it is not representative for the part of the population that does not travel 

with bus or train, nor the population that do not travel from Stockholm. Neither is it 

representative of the travellers that do not have or take the time to sit down and wait at the 

Central Station. In regard of this, the Central Station is still a place where the diversity of 

people is high, in comparison to other places and most importantly is one of the few places 

where so many people have the time to answer a questionnaire. The respondents at the Central 

Station may have chosen to travel by train or bus since it is more environmentally friendly 

than car and airplane and they might therefore have a higher tendency than the rest of the 

population to have a willingness to pay. On the other hand the main reason for choosing train 

or bus can be due to restricted personal finances which could have a negative affect on their 

willingness to pay. 
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3.5.3 The statistical test’s weaknesses   

A problem with a statistical test is that it could be somewhat incorrect to draw conclusions 

that a factor influences the results based on the p-value. To start with, if the test shows there is 

a significant difference regarding a factor, it indicates that there is a difference between the 

groups and it is not likely a result by chance. In other words, there is a correlation between the 

factor and the willingness to pay. Still it does not mean that the factor has an influence on the 

respondents’ willingness to pay. For example the p-value may show that there is a significant 

difference in income level between the respondents that have a willingness to pay and the 

ones that do not. Nevertheless income may not have affected whether respondents have a 

willingness to pay. It can be another factor that influences the decision and income is a 

consequence of that factor. Age can for example be the influential factor and the difference in 

income between the groups can be a result of the difference in age between the groups. 

Furthermore, the result from the statistical tests can show that it is a difference between 

groups, and it is likely not due to randomness, still it can with low probability be by a mere 

chance. On the other hand, the level of significance tells us how small the chance is that the 

difference occurs by chance, so a low p-value strengthens the belief that it is a real difference. 

So to come to any conclusions without taking in the level of significant in the reasoning may 

be misleading. Another problem that can occur in the interpretation of the results is to focus 

only on the p-value. The p-value does not tell us how big the difference is just that there is a 

difference and that it is not likely due to chance (Selvin 1957).  

4 Result and analysis   

This section will start with an introduction of the respondents and then their willingness to 

pay will be presented followed by the amounts the respondents are willing to pay. The last 

part of this section will consist of the results from the statistical test to see what factors that 

may affect consumers’ willingness to pay. The data sample turned out to be too small to be 

tested if income affected the amount the respondents were willing to pay. Even age is tested to 

see if it affects the WTP. The reason is the uneven division in age of the respondents where 

people in their twenties are overrepresented (this will be further presented later in this 

section). So to test age’s possible affect will clarify if the uneven division may have affected 

the result. 
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4.1 The respondents  

More than a fifth of the sample population accepted to answer the questionnaire. That is an 

external drop-out at less than eighty percent. Out of the 408 questionnaires a total of 391 were 

almost completely filled out and are used in this study. That means that there was a four 

percent internal drop-out. The data presented in this study will be based on the 391 responses, 

unless it says otherwise. 

 

 
43 percent of the respondents are men and 57 percent are women. That is a fairly equal 

division of the respondents.  

 

 
The age of the respondents is widely spread with the oldest respondents at an age of 83 years 

and the youngest are 15 years. The group of people in their twenties are highly represented. 

People born in the eighties were not overrepresented at the Central Station but had a higher 

tendency to accept the questionnaire than the other age groups. Possible reasons can be that 
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Figure 3, Gender of the respondents in  
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the distributor is in the same age group and many of the respondents in their twenties stated 

they were students. Therefore it could be easier for them to identify themselves with the 

distributor and as a result have a relative higher tendency to accept the questionnaire. Middle-

aged men had the lowest responses rate and people in their thirties and forties have a higher 

tendency to refuse the questionnaire than others.   

 
The lowest income level was also highly represented among the respondents which could be a 

direct result of the high number of respondents in their teens and twenties.  

4.2 Willingness to pay  

The respondents was presented with four scenarios and got to state if they had a willingness to 

pay extra for the different pro-environmental actions, organic cotton, climate-neutral, control 

of chemicals and low water use. 
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A majority of the respondents, 89 percent, had a willingness to pay for one or more of the 

environmental measurements and 43 of the respondents had no willingness to pay for any of 

them. A total of 127 had a willingness to pay for one to three of the pro-environmental actions 

but not for all four of them. 221 of the respondents, which is more than fifty percent have a 

willingness to pay for all four.  

 
The willingness to pay differed between the four environmental measurements. It was highest 

for organic cotton, where more than eighty percent of the respondents could pay extra to make 

sure the cotton was produced without chemicals. The acceptance rate to pay extra for control 

of chemicals was 75 percent and 79 percent of the respondents were willing to pay extra for 

the pro-environmental action climate-neutral. The respondents had lowest willingness to pay 

for low water use, which was accepted by 64 percent.  

4.2.1 Total willingness to pay 

The respondents also got the opportunity to state their total willingness to pay. It is based on 

what they would like to pay for all four of the environmental measurements. If the respondent 

had no interest in paying for all four, their total willingness to pay is representative for the 

environmental area they had an interest in.  
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Table 3, Total willingness to pay for all of the environmental 
measurements 3 

 
Total WTP WTP under hundred  WTP over hundred  

Number of 
respondents  336 193 143 
Median  65 SEK 50 SEK 100 SEK 
 

The median is 65 SEK which is the amount that fifty percent of the respondents would accept 

and fifty percent would refuse. 50 SEK is the amount 71 percent of the respondent would 

accept and 100 SEK is the amount that 21 percent could pay extra for the garment to make 

sure one to all four of the environmental measurements are carried out.  

4.3 The amount the respondents are willing to pay 

The respondents that stated to have a willingness to pay for a pro-environmental action got to 

take their stand on a specific bid. There are three different levels of the bids and every 

respondent with a willingness to pay got presented with one of the three bids to accept or 

refuse.    

4.3.1 Organic cotton  

The respondents that had a willingness to pay for organic cotton had to take a stand on either 

the bid 40 SEK, 60 SEK or 80 SEK.  

 
The results from the study show that a very high percentage accepts the lowest bid at 40 SEK. 

On the other hand the majority of the respondents, that got to take a stand on the highest bid 

80 SEK, refused it. Calculations of the data from all three bids, present that 62 SEK extra is, 
                                                 
3 Based on the responses from 336 respondents, the responses of no willingness to pay are not included in the 
result  
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in theory, the bid fifty percent of all respondents would accept to pay and fifty percent would 

refuse. 

4.3.2 Climate-neutral  

Out of the respondents that stated to have a willingness to pay extra for climate-neutral 

clothes, some had to take a stand on whether they could pay 40 SEK extra, some 60 SEK 

extra and some 80 SEK extra.  

 
The data from the study shows that the respondents that got the lowest bid at 40 SEK for 

climate-neutral measurements had a very high acceptance rate, eighty percent. Furthermore, 

the respondents that were presented with the highest bid at 80 SEK, 57 percent refused it. Of 

the respondents that had to take a stand of the middle bid at 60 SEK, sixty percent accepted it. 

Nevertheless calculation of the statistics from all of the three bids shows that 52 SEK extra is 

the theoretical bid fifty percent of all the respondents would accept.  

4.3.3 Control of chemicals  

The respondents that had a willingness to pay for control of chemicals were presented with 

three relatively higher bids in comparison to the other pro-environmental action, 50 SEK, 70 

SEK and 90 SEK.  
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A percentage at 64 accepted the lowest bid at 50 SEK for control of chemicals in the 

production of the garment. Just over fifty percent of the respondents, that had to take a stand 

on the middle bid at 70 SEK, accepted it. The highest bid at 90 SEK was refused by the 

majority and had an acceptance rate at 39 percent. With the results from all the bids as a base 

the calculations of the theoretical bid, where fifty percent of the respondents would accept the 

bid and fifty percent would refuse the bid, was established to be 54 SEK.  

4.3.4 Low water use  

Since the pilot studies showed that the amount people are willing to pay is lower for low 

water use than the other environmental measurements, the three different bids the respondents 

were presented with were 20 SEK, 40 SEK and 60 SEK.  

 
Almost all of the respondents, which had to take a stand to the lowest bid at 20 SEK, accepted 

it, 95 percent to be exact. Also a majority of the respondents that had to take a stand on the 
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highest bid at 60 SEK accepted it. Even though the results from the study show that more than 

fifty percent of the respondents, that got the bid 60 SEK, did accept it, a calculation of the 

data from all bids shows that the theoretical amount, which fifty percent of the respondents 

would accept to pay, is 46 SEK.  

4.4 Differences between the respondents that have a WTP and the ones 

that do not 

To see if there is a difference between the group that have a willingness to pay and the group 

that do not have a willingness to pay, statistical tests are carried through. The factors that are 

tested is the respondent’s strength of the personal norm, the awareness of another’s need and 

one’s own responsibility as well as income and gender. The awareness of another’s need is 

further analysed to be able to se if there is a difference in the awareness regarding oneself, 

others and the environment. The age of the respondents is also tested to see if it affects the 

willingness to pay. In this section the group of respondents that have a willingness to pay will 

be referred to as Yes-WTP and the group that have no willingness to pay will be referred to as 

No-WTP.  

 

4.4.1 Introduction to interpretation of statistical results  

The mean value and the counted responses in relation to the expected responses will show us 

if there is a difference between Yes-WTP and No-WTP. The expected responses are the 

number expected if there was no difference between the groups. The p-value will show if the 

difference is significant or not. If the p-value is lower than 0,05 it is a significant difference 

between the two groups. As mentioned before, significant means that the “result was unlikely 

to have occurred by chance if the null hypothesis was true” (Crawley 2007:3). In summary, to 

be able to reject H0 the p-value has to be lower than 0,05. 

4.4.2 Personal norm  

All respondents except one stated that they had a personal norm to make sure no harm was 

inflicted on themselves, others and the environment. The strength of the personal norm varied 

The hypotheses that will be tested are: 

H0 –There is no difference between the respondents that have a 

willingness to pay and the ones that do not.  

H1 –There is a difference between the respondents that have a 

willingness to pay and the ones that do not. 
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between being strong (mean value 3) and being weak (mean value 12). Most respondents 

stated to have a strong personal norm and the mean value among the respondents was 6, 

which means that the average respondent stated that they to a quite great extent found 

themselves to be responsible not to harm themselves, others and the environment. The mean 

value is relatively low and it indicates that the personal norm, not to do any harm, is pretty 

strong among the respondents.  

4.4.3 Organic cotton  

The two groups mean values for age, personal norm, awareness of another’s need, one’s own 

responsibility and the two groups expected and counted responses for gender and income 

levels:  

Table 4, Mean values 
  

 
Yes-WTP No-WTP 

Age in birth year  66,8 68,6 
Personal norm  5,5 6 
Awareness of another's need  4,4 5,6 
One's own responsibility  3 3,9 
 

Table 5, Counted and expected responses per gender  

  
Yes-WTP No-WTP 

Women  Counted 188 34 

 
Expected count  181 41 

Men  Counted 130 39 

 
Expected count  137 32 

 

 

 

  

Table 6, Counted and expected responses per income group  

  
Yes-WTP No-WTP 

Income level 1 Counted 111 30 

 
Expected count  115 27 

Income level 2 Counted 81 20 

 
Expected count  82 19 

Income level 3 Counted 67 17 

 
Expected count  68 16 

Income level 4 Counted 57 6 

 
Expected count  51 12 
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The result from the T-test and Chi-square test: 

 

  

The results show that there are differences in mean values between Yes-WTP and No-WTP 

regarding age, personal norm, awareness of another’s need and one’s own responsibility. 

Whereas the statistical tests gives a p-value >0,05 for gender, income and age, which means 

that the difference between Yes-WTP and No-WTP is not significant and the H0 can not be 

rejected. The p-value for personal norm is 0,028, which is <0,05, this mean that the result 

supports H1, that there is a difference in personal norm between the two groups. The p-value 

is not very low but enough to be called significant. The Yes-WTP has a lower mean value 

regarding their personal norm than the group that has rejected to pay. This shows that Yes-

WTP has a stronger personal norm not to harm oneself, others and the environment than the 

other group. The p-values for awareness of another’s need and one’s own responsibility are 

both 0,000 which is much lower than 0,05. Therefore the data shows that there is significant 

difference between the two groups regarding the two factors and H0 can be rejected. The 

mean value for Yes-WTP for awareness of others’ need is lower than No-WTP’s. The same 

goes for one’s own responsibility. This shows that Yes-WTP has a stronger belief that the use 

of chemicals in the production of the cotton has a negative impact on themselves, others and 

the environment, than the other group. It also illustrates that they have a stronger conviction 

that making sure chemicals are not used in the production of the cotton is their own 

responsibility.  

4.4.4 Climate-neutral  

The two groups mean values for age, personal norm, awareness of another’s need, one’s own 

responsibility and the two groups expected and counted responses for gender and income 

levels: 

Table 7, T-test  

 
t degree of freedom  P-value 

Personal norm   -2,205 389 0,028 
Awareness of another’s need  -6,479 389 0,000 
One’s own responsibility  -6,368 389 0,000 
Age -0,75 384 0,454 

    
Table 8, Chi-square test  

 
value  degree of freedom  P-value 

Gender  3,807a 1 0,51 
Income  4,304a 3 0,23 
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Table 9, Mean values 
  

 
Yes-WTP No-WTP 

Age in birth year  66,8 68,3 
Personal norm  5,5 5,9 
Awareness of another's need  4,2 5,7 
One's own responsibility  3 3,7 
 

Table 10, Counted and expected responses per gender 

  
Yes-WTP No-WTP 

Women  Counted 167 55 

 
Expected count  166 56 

Men  Counted 126 43 

 
Expected count  127 42 

 

Table 11, Counted and expected responses per income group 

  
Yes-WTP No-WTP 

Income level 1 Counted 103 38 

 
Expected count  106 36 

Income level 2 Counted 74 27 

 
Expected count  76 25 

Income level 3 Counted 61 23 

 
Expected count  63 21 

Income level 4 Counted 53 10 

 
Expected count  47 16 

 

The result from the T-test and Chi-square test: 

Table 12, T-test  

 
t degree of freedom  P-value 

Personal norm -1,778 389 0,076 
Awareness of another’s need  -9,008 389 0,000 
One’s own responsibility  -6,013 389 0,000 
Age -0,703 384 0,482 
 

Table 13, Chi-square test  

 
Value  degree of freedom  P-value 

Gender  0,023a 1 0,88 
Income  3,475a 3 0,324 
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The mean values for age, personal norm, awareness of another’s need and one’s own 

responsibility are different for Yes-WTP and No-WTP. The p-value is higher than 0,05 for 

gender, income and age which means that this data shows no significant differences between 

Yes-WTP and No-WTP and H0 can not be rejected. Furthermore, the p-value for personal 

norm is 0,076 and since it is higher than 0,05 there is no significant difference in personal 

norm between the two groups. Therefore H0 can not be rejected here either. The p-values for 

awareness of another’s need and one’s own responsibility are both 0,000 a considerately 

lower value than 0,05. These p-values show that there is a significant difference between the 

two groups and we can reject H0. The mean value for Yes-WTP regarding awareness of 

another’s need and one’s own responsibility is lower than for No-WTP. The numbers 

illustrate that Yes-WTP have a stronger belief that the climate gases generated from the 

production have a negative impact on themselves, others and the environment than the other 

group. They also show that Yes-WTP thinks their own responsibility is bigger, to make sure 

climate gases are not released during the production of the garment, than what No-WTP 

thinks.  

4.4.5 Control of chemicals  

The two groups mean values for age, personal norm, awareness of another’s need, one’s own 

responsibility and the two groups expected and counted responses for gender and income 

levels: 

Table 14, Mean values 
  

 
Yes-WTP No-WTP 

Age in birth year  66,4 70,1 
Personal norm  5,4 6,1 
Awareness of another's need  3,7 4,8 
One's own responsibility 3 3,8 
 

Table 15, Counted and expected responses per gender  

  
Yes-WTP No-WTP 

Women  Counted 179 43 

 
Expected count  175 47 

Men  Counted 130 39 

 
Expected count  134 35 
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Table 16, Counted and expected responses per income group  

  
Yes-WTP No-WTP 

Income level 1 Counted 102 39 

 
Expected count  111 30 

Income level 2 Counted 79 22 

 
Expected count  80 21 

Income level 3 Counted 67 17 

 
Expected count  66 18 

Income level 4 Counted 59 4 

 
Expected count  50 13 

 

The result from the T-test and Chi-square test: 

Table 17, T-test  

 
T degree of freedom  P-value 

Personal norm 3,057 389 0,002 
Awareness of another’s need  -7,476 389 0,000 
One’s own responsibility  -6,269 389 0,000 
Age -1,551 384 0,122 

 

Table 18, Chi-square test  

 

Value  degree of freedom  P-value 
Gender  0,796a 1 0,372 
Income  11,952a 3 0,008 
 

There is a difference between Yes-WTP and No-WTP in the mean values for age, personal 

norm, awareness of another’s need and one’s own responsibility. Still, as a result from the 

statistical testing the p-value for age and gender is higher than 0,05 which means that the 

numbers do not support that there are a significant difference between Yes-WTP and No-

WTP. This means that H0 can not be rejected. Income has a p-value at 0,008 and since it is 

lower than 0,05 it means that there is a significant difference between Yes-WTP and No-WTP 

which supports H1. The highest income group is overrepresented in Yes-WTP and the lowest 

income group is strongly represented in No-WTP. The tests further show that personal norm 

has a p-value at 0,002 which is lower than 0,05. That means there is a significant difference 

regarding personal norm between the two groups and the result supports H1. The mean value 

for Yes-WTP is 5,42 for personal norm while the other group has a mean value at 6,12. This 

shows that Yes-WTP has stated that they have a stronger personal norm not to harm 

themselves, others and the environment, than No-WTP. The statistical testing also gives p-
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values for awareness of another’s need and one’s own responsibility that are much lower than 

0,05. This means that there is a significant difference between the two groups and H0 can be 

rejected. The mean value is lower for awareness of another’s need and one’s own 

responsibility for Yes-WTP in comparison to No-WTP. In other words, there is in general a 

higher belief in Yes-WTP that the use of chemicals in the production of the top/t-shirt 

generates negative consequences for themselves, others and the environment. Additionally, 

they find their own responsibility to make sure chemicals are not used in the production to be 

stronger than No-WTP.  

4.4.6 Low water use 

The two groups mean values for age, personal norm, awareness of another’s need, one’s own 

responsibility and the two groups expected and counted responses for gender and income 

levels: 

Table 19, Mean values 
  

 
Yes-WTP No-WTP 

Age in birth year  65 71 
Personal norm  5,4 5,8 
Awareness of another's need  4,7 5,7 
One's own responsibility  3 3,7 
 

Table 20, Counted and expected responses per gender  

  
Yes-WTP No-WTP 

Women  Counted 144 78 

 
Expected count  141 81 

Men  Counted 105 64 

 
Expected count  108 61 

 

Table 21, Counted and expected responses per income group  

  
Yes-WTP No-WTP 

Income level 1 Counted 80 61 

 
Expected count  90 52 

Income level 2 Counted 61 40 

 
Expected count  64 37 

Income level 3 Counted 58 26 

 
Expected count  53 31 

Income level 4 Counted 48 15 

 
Expected count  40 23 
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The result from the T-test and Chi-square test: 

Table 22, T-test  

 
t degree of freedom  P-value 

Personal norm -1,659 389 0,098 
Awareness of another’s need  -5,648 389 0,000 
One’s own responsibility  -6,685 389 0,000 
Age -3,041 384 0,003 
 

Table 23, Chi-square test  

 
Value  degree of freedom  P-value 

Gender  0,310a 1 0,578 
Income  8,694a 3 0,034 
 

The mean values for age, personal norm, awareness of another’s need and one’s own 

responsibility are not the same for Yes-WTP and No-WTP. Furthermore, the p-value is >0,05 

for personal norm and gender which show no significant difference between the groups and 

H0 can not be rejected. Whereas age and income have a p-value under 0,05 which supports 

H1 since the data shows that there is a significant difference between the two groups. The 

group that has a willingness to pay has a lower mean value regarding their birth year than the 

other group, which means that the average age is higher for the group that accepted to pay. 

Moreover, the higher income groups are stronger represented, than what is statistically 

expected, in the group that has a willingness to pay. Likewise is the lower income groups 

higher represented in the No-WTP. The p-values for awareness of another’s need and one’s 

own responsibility are much lower than 0,05. The statistical results show that H0 can be 

rejected and it supports H1 that there is a difference between the two groups. The mean value 

for awareness of other’s need it is lower for Yes-WTP than No-WTP. This shows that the 

group that has a willingness to pay also has a stronger understanding that an uncontrolled use 

of water in the production can cause a negative impact. The mean value for one’s own 

responsibility is also lower for Yes-WTP than No-WTP. These numbers indicate that the 

group that accepted to pay find their own responsibility, to make sure that the amount of water 

is as low as possible in the production of the garment, to be higher than the group that chose 

not to pay.  
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4.4.7 Awareness of another’s need in detail 

The mean value for the respondents’ awareness that the environmental issues can harm 

themselves, others and the environment: 

Table 24, The mean value for the awareness of another’s need divide into themselves, others 

and the environment 

 

Organic cotton Climate-neutral  Control of chemicals  Low water use  

Oneself 1,9 1,8 1,5 2,1 

Others  1,5 1,5 1,3 1,5 

The environment  1,3 1,3 1,2 1,4 

Total  4,6 4,5 4,0 5,1 

 

The awareness of another’s need consists of the awareness that an action may harm oneself, 

others and the environment. The awareness of the harm on others and the environment is quite 

similar for the different pro-environmental actions, but the awareness that the environmental 

issue might harm oneself is much higher for control of chemicals and much lower for low 

water use.   

4.4.8 Short summary of results of the statistical tests  

There is a difference in mean value for awareness of another’s need and one’s own 

responsibility for Yes-WTP and No-WTP in all of the four pro-environmental actions. Results 

show that the difference is also significant for all the environmental areas. The data shows 

there is a higher awareness and stronger sense of own responsibility among the people that 

have a willingness to pay. The mean value for personal norm is lower for Yes-WTP than No-

WTP for all environmental measurements, which means that the strength of the personal norm 

not to harm oneself, others and the environment is stronger for Yes-WTP. On the other hand, 

the statistical testing of the data only shows that there is a significant difference between the 

two groups in two of the pro-environmental actions, organic cotton and control of chemicals. 

Women are, in all four areas, higher represented in Yes-WTP than what is expected if there 

where no difference between Yes-WTP and No-WTP. It is the opposite for men who are 

lower represented than statistically expected in Yes-WTP. Nevertheless the statistical tests of 

the data show that there is no significant difference between the groups regarding gender. 

When it comes to income, it is possible to see a trend that the respondents in the highest 

income group have a tendency to accept to pay more often than what is statistically expected 

of them. Whereas the respondents in the lowest income group chose to pay more seldom than 
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what is expected if the null-hypothesis was true. The chi-square test shows that there is no 

significant difference in income for Yes-WTP and No-WTP regarding organic cotton and 

climate-neutral garments but there is a significant difference for control of chemicals and low 

water use. There is an age difference between Yes-WTP and No-WTP within all 

environmental areas and the middle-aged is higher for Yes-WTP. The results from the tests 

show that there is only a significant difference in age for low water use.  

5 Discussion  

Are consumers willing to pay extra to make sure that the clothes they buy are 

environmentally-friendly? 

The results from the survey showed that 89 percent of the respondents are willing pay extra to 

make sure a top/t-shirt they buy is environmentally friendly. This indicates that there is an 

interest from consumers to take an environmental responsibility when they go shopping. 

These findings support previous studies within the same area, that there is a willingness to pay 

extra for environmentally friendly clothes. Still the result must be interpreted with some 

caution since the willingness people state that they have are based on a hypothetical situation 

and if the respondents were faced with the same situation in real life they might act 

differently. The reasoning regarding Schwartz’s theory might help us understand why this 

possible difference may occur. As concluded in the theory section, when a respondent states a 

willingness to pay it is probably something between a moral obligation and how they would 

act in real life. For some of the respondents the defence factor has probably not affected their 

decision yet. If the respondents were faced with the scenarios in the CV-study in an actual 

situation, then they would have to go through the whole process, which includes the defence 

phase, before they would come to a decision whether to pay or not. Then the defence factor 

may suppress the willingness to pay for some respondents and the outcome would be that the 

number of respondents that answered positively to pay extra would probably not be as high. 

Still the statement to have a willingness to pay might not be affected so strongly by the 

defence phase since it solely implies that the respondents have a willingness to pay and not 

how much they are willing to pay. So the moral obligation to pay will not likely be affected in 

the defence phase only when it is a moral obligation to pay X SEK extra. So if the 

respondents in this study had the opportunity to pay extra in a real life situation, most of them 

probably would pay extra but it would be dependent on the amount.   
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Furthermore there are some reservations if the result is representative for the public in general 

as a consequence of the choice of location, the external drop-out and the sample size. As 

mentioned in the method section, the choice of location can result in a slight 

overrepresentation of environmentally aware consumers which can affect the result positively, 

but that speculation is not based on any fact and it might not be true. As discussed in the same 

section of the method, the respondents might be at the location due to lack of financial means 

to travel by any other vehicle. Since income may affect peoples willingness to pay (discussed 

later in this section), restricted finances might affect the result negatively, but this is also a 

speculation. To be able to establish if the choice of location affected the result, more 

information should have been collected about the respondents. The external drop-out in this 

study does not favour the possibility to come to any general conclusions. Most of the people 

that represent the drop-out were unaware of the theme of the survey, environment and textiles, 

when they chose to decline the questionnaire. Still the possible respondents that knew the 

theme and declined can have based the decision on a lack of interest in the environment. If so 

was the case, it implies there is a risk that they might also lack an interest in paying extra to 

ensure the clothes they buy are environmental-friendly. Furthermore, the question was raised, 

in the method section, if people that chose not to do the altruistic action of filling out a 

questionnaire might not do any unselfish actions, like paying extra for pro-environmental 

actions. Therefore the conclusion is drawn that the external drop-out has indirectly affected 

the result of this study to some extent. If there had been no external drop-out the result from 

the study might not have shown as a high percentage of respondents with a willingness to pay. 

The size of the sample is quite small to be representing consumers in general but it is partly 

representative for the consumers that travel with train and bus from Stockholm’s Central 

Station, which is quite many.  

 

What amount are consumers willing to pay?  

The calculations of the data, regarding the bids, show that fifty percent of the respondents 

would pay more than 50 SEK extra for a top/t-shirt that is organic cotton, climate-neutral or 

have been produced under conditions where chemical use is controlled. For the measurement 

low water use, there is a willingness to pay slightly under 50 SEK. This means that half of the 

respondents that have a willingness to pay, have stated that they can spend fifty percent extra 

or more for the garment just to make sure one of the environmental actions is taken, which is 

quite an extra cost considering it is voluntarily. The median of the total willingness to pay for 

all of the pro-environmental measurements is 65 SEK extra. The data used in the calculations 
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is the responses from the respondents, and the responses can be the respondents’ real 

willingness to pay as well as being a result of the situation being hypothetical. As discussed 

earlier regarding respondents’ willingness to pay, the answers they give might just be a moral 

obligation and not how they would act in real life. Since the respondents may not have gone 

through the whole process with the defence factor. The same reservation is appropriate when 

it comes to the amount the respondents are willing to pay and might even be more suitable in 

this setting. In the data it is possible to see that respondents can have a willingness to pay but 

when presented with a bid they might refuse it. So a respondent can have a moral obligation 

to pay extra but do not have a moral obligation to pay X SEK extra. Thereof the conclusion is 

that the amount they are faced with is of uttermost importance. Therefore the risk is high, that 

the defence factor will affect a moral obligation to pay X SEK. Since the defence factor can 

suppress a moral obligation there is a strong possibility that the amounts stated by the 

respondents would not be the same if it was in real life. Furthermore the amounts can be a 

result from what the respondent wants to portray. In other words they might be higher because 

they find the environment to be an important area and want to show how important by stating 

a higher amount than what they would pay in real life, but it might be the opposite as well. So 

even if the speculations are true then they will probably neutralize each other and it will not 

affect the result too much.  

 

As argued in the first part of the discussion, the selection of location has most likely not 

affected the willingness to pay, which is also applicable for the amount the respondents are 

willing to pay. Furthermore, the external drop-out might also have an affect on the amount 

consumers are willing to pay. So the result might have shown a lower median if there was no 

external drop-out. As mentioned before due to the sample size of respondents there are further 

uncertainties if the result is applicable to consumers in general. So based on the discussions 

above, the information retrieved in the study should be interpreted more as guidance to the 

monetary amount consumers are willing to pay than the real amount they would pay.  

 

What are the possible factors that influence consumers’ willingness to pay extra? 

According to Schwartz’s Norm Activation Theory there has to be a personal norm as a base 

for altruistic behaviour. In this case it is the personal norm that one is responsible not to harm 

oneself, others and the environment. All respondents expect one had more or less the personal 

norm not to do any harm which is the base for having a willingness to pay. Furthermore the 

theory states that the strength of the personal norm affects people’s willingness to pay. The 
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data shows that the respondents that have a willingness to pay have, in average, a stronger 

personal norm. The statistical tests on the other hand do only find the difference to be 

significant in two of the four environmental areas. In regard of this, as well as that the level of 

the p-value is not very low, there is a level of uncertainty whether it is a real or accidental 

difference. Due to this hesitation it is not reasonable to come to any conclusion if the strength 

of the personal norm affects people’s willingness to pay or not. A bigger study with more 

respondents may have given us a more consistent result which would have made it easier to 

come to any conclusion.  

 

The second factor that will affect people’s decision is, according to the Norm Activation 

Theory, how aware they are of consequences of their actions which consist of awareness of 

another’s need and one’s own responsibility. The data shows that the mean values for these 

two factors are different for the respondents that have a willingness to pay and the ones that 

do not. The average respondents that have a willingness to pay have state that they know or 

think that the production of the garment cause harm and that they are completely responsible 

to make sure that harm not is caused, while the average respondents that do not have a 

willingness to pay state that they think the production causes harm and that they are almost 

completely responsible not to cause that harm. The difference is not very big, but there is a 

difference and the statistical testing of the data tells us it is significant. This supports a 

hypothesis that there is a difference in awareness of another’s need and one’s own 

responsibility, between the respondents that have a willingness to pay and the ones that do 

not. As the p-value is very low the risk of the difference to be accidental is exceptionally 

small. The result shows a higher awareness of another’s need and a relative strong sense of 

one’s own responsibility for the respondents that have a willingness to pay in comparison to 

the ones that do not. The two factors may not be influential but be mere a consequence of 

other factors that are influential but that does not seem likely so it is fairly certain to state that 

awareness of another’s need and one’s own responsibility influence respondents’ willingness 

to pay. This result is supported by Schwartz’s theory that the awareness of consequences 

influence if a personal norm is activated into a moral obligation.  

 

By looking at the data it is possible to see a difference in gender for the respondents that have 

a willingness to pay and the ones that do not, whereas the results from the statistical tests 

show that the difference in gender is not significant. So the slightly visible difference in 

gender might be by chance. So the conclusion that this study does not find that gender affects 
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the willingness to pay. The last factor that may influence people’s willingness to pay is 

income. Since the data sample was too small to test if income had any affect on the amount 

respondent are willing to pay, I can not confirm or reject that income is an influential factor in 

that aspect. Whether income affects willingness to pay is too uncertain to conclude. In two out 

of the four environmental measurements there is a significant difference in income level 

between the respondents with a willingness to pay and the ones that do not. This difference is 

not consistent, so it makes it questionable if it is due to a real difference or if it is due to 

chance. If can also be the result of another factor, age. For the same two pro-environmental 

actions the age difference is four to six years between the respondents that have a willingness 

to pay and the ones that do not. The difference is only significant for low water use but 

nevertheless there is a big difference for both measurements. Since income levels in general 

get higher with age the difference in income can be a result of the difference in age. Still it 

would be misleading to come to that conclusion since income may be the influential factor 

and the age difference could be a result from the income difference. So the question is if 

income can affect people’s willingness to pay, be a consequence of another factor like age or 

be a result of an accidental difference. A bigger sample of respondents might have cleared up 

whether it was a real difference or if it happened by chance.  

 

Moreover, age was tested in a T-test to see if the slightly uneven division in age of the 

respondents might affect the results. There was only a significant difference in age for low 

water use, so it is possible that age may influence people’s willingness to pay but results 

indicate that age probably does not affect people’s willingness to pay. Therefore, can the 

conclusion be drawn that the somewhat uneven representation of the age groups did most 

likely not affect the result of the study.  

 

The result of the study shows that there is a higher willingness to pay for organic cotton and 

control of chemicals than climate-neutral and low water use. In other words, the group of 

respondents that have a willingness to pay is much bigger for the environmental 

measurements regarding chemicals. The visible difference between the pro-environmental 

actions is the small difference in awareness of another’s need and especially the awareness of 

one’s own need. The results spontaneous show that it could be a connection between an 

awareness that the environmental issue can harm oneself and the willingness to pay. The 

mean value for awareness of one’s own need is lower for the chemical use both in the 

manufacturing process and the cotton production than the other two pro-environmental 
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actions. This indicates that there is a higher awareness that chemicals can harm oneself than 

for climate gases and low water use. That awareness might affect the willingness to pay for 

the respondents. If the awareness that the environmental issue can harm oneself affects the 

willingness to pay then, in theory, the highest acceptance to pay should be for control of 

chemicals then climate-neutral followed by organic cotton and lastly low water use. That is 

not the case since the highest willingness to pay is for organic cotton. Still the reasoning could 

be correct and the reason that organic cotton is an exception is because it is known to the 

respondents already and therefore affects the acceptance positively. Stern’s modification of 

the Norm Activation Theory includes egocentrism since he thinks that altruistic behaviour can 

be a result of egoism and not only unselfish values. Stern’s development of the theory 

supports the speculation regarding the result, that egocentrism can have an affect on the 

altruistic behaviour to pay extra. Still this correlation between an awareness that the 

environmental issue can harm oneself and the willingness to pay might just be a coincidence 

and the reason that the willingness to pay is higher for organic cotton and control of chemicals 

might be because the respondents think the use of chemicals has a more severe affect than 

emissions of climate gases and high water use. The severity of the harm is not investigated in 

this study, only the strength of the awareness is relevant to according to the theory. So to 

conclude if one, both or none of the above speculation is correct further studies must be 

conducted. 

6 Conclusions 

The result from the study shows that an overwhelming majority at 89 percent of the 

respondents have a willingness to pay for environmental-friendly clothes. It is based on a 

small sample of peoples’ answers so it might not be representative for consumers in general 

but it reflects some of the consumers’ opinion. To come to the conclusion that consumers is 

going to pay extra, to make sure the clothes they buy are environmentally-friendly even in 

real life, is a bit of a stretch since it is highly dependent on the amount they would have to 

pay.   

 

The amount that fifty percent of the respondents are willing to pay for a 100 SEK garment is 

around fifty percent extra for each of the pro-environmental actions organic cotton, climate-

neutral, control of chemicals and low water use. For all of the measurement fifty percent of 

the respondents would pay 65 SEK extra. High reservations are raised towards stating that this 
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is the amount the respondents would pay in real life. So the numbers can be seen more as 

guidance to what some consumer groups are willing to pay rather than what they would pay.  

 

How strongly people feel towards not harming themselves, others and the environment show 

to have no consistent affect on consumers’ willingness to pay extra, in this study. On the other 

hand, the awareness that purchasing clothes indirect may harm themselves, others and the 

environment, have with high probability an influence on peoples’ acceptance to pay extra. 

The same goes for how intensely people feel that the responsibility not to cause that harm is 

their own. Gender can affect the willingness to pay, but this study does not support that. 

Income may also be an influential factor, but the result does not fully assure that so is the 

case.  
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8 Appendix 1 

The result of the respondents’ willingness to pay and the amount they are willing to pay 

presented in number of respondents.  

 

 

 

 

 

Table 26, The amount of respondents that have a 
WTP and do not have a WTP for organic cotton  

 
Bid 40SEK Bid 60SEK Bid 80SEK 

Yes-
WTP 87 67 47 
No-WTP 19 41 57 

 

Table 27, The amount of respondents that have a 
WTP and do not have a WTP for climate-neutral  

 
Bid 40SEK Bid 60SEK Bid 80SEK  

Yes-
WTP 85 61 37 
No-WTP 21 39 50 

 

Table 28, The amount of respondents that have a 
WTP and do not have a WTP for control of 
chemicals  

 
Bid 50SEK Bid 70SEK Bid 90SEK 

Yes-
WTP 67 52 41 
No-WTP 37 49 63 

 

Table 29, The amount of respondents that have a 
WTP and do not have a WTP for low water  use 

 
Bid 20SEK Bid 40SEK  Bid 60SEK  

Yes-
WTP 84 59 38 
No-WTP 4 33 31 

 

  

Table 25, The amount of respondents that have a WTP and do not have a WTP per 
environmental measurement   

 
Organic cotton  

Climate-
neutral  

Control of 
chemicals Low water use   

Yes-WTP 318 293 309 249 
No-WTP 73 98 82 142 
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9 Appendix 2 

The questionnaire the respondents had to fill out.  

En konsumentundersökning om kläder och miljö 
För en mastersuppsats i hållbart företagande på Stockholms universitet  
 
1. Är du   Man  
  Kvinna  
 
Vilket år är du född?________ 
 
2. Din ungefärliga månadsinkomst innan skatt?  
(Inkomsterna DU får så som lön, pension, studiebidrag/lån, sjukersättning)  
 0-15 000 
 15 001-25 000 
 25 001-35 000 
 35 001-  
 
3. Högst utbildning? 
 Grundskola 
 Gymnasium 
 Eftergymnasial   
 
Under följande frågor kommer du att få ta ställning till flera exempel som handlar om hur 
villig du är att betala ”extra” för produkter med mindre påverkan på miljö. Försök att 
besvara frågorna som det vore ett beslut du tar i verkliga livet och var så ärlig som möjligt.  
Tänk även på att exemplen är OBEROENDE av varandra, så om du valt att betala extra på 
en fråga ska detta INTE påverka ditt svar i nästa fråga. Du kommer sedan att få ta 
ställning till hur mycket du kan tänka dig att betala extra för ALLA exempel gemensamt i 
fråga 12.    
 

4. Kan du tänka dig att betala extra för det?  

Ekologisk bomull 
Du ska köpa en topp/t-shirt i bomull som vanligtvis kostar 100kr.  
Du kan betala extra för att försäkra dig om att inga kemikalier har använts vid odlingen av 
bomullen till toppen/t-shirten. Bomullen klassas då som ekologisk.  
 

 Ja 
 Nej 
5. Om ja, kan du tänka dig att betala 80kr extra för det? 
 Ja  
 Nej 
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Klimatneutral 
Du ska köpa en topp/t-shirt i bomull som vanligtvis kostar 100kr.  
Du kan betala extra för att försäkra dig om att toppen/t-shirten är klimatneutral, vilket innebär 
att inga växthusgaser har släppts ut vid tillverkningen eller transporten av toppen/t-shirten.  
 
6. Kan du tänka dig att betala extra för det?  
 Ja 
 Nej  
Om ja, kan du tänka dig att betala 60kr extra för det? 

 Ja  
 Nej   
 
Låg kemikalieförbrukning samt säker kemikaliehantering 
Du ska köpa en topp/t-shirt i bomull som vanligtvis kostar 100kr.  
Du kan betala extra för att försäkra dig om att minsta möjliga mängd kemikalier använts vid 
tillverkningen av toppen/t-shirten och att de ofarligaste kemikalierna använts. Du kan också 
försäkra dig om att kemikalier och förorenat vatten har hanteras på bästa möjliga sätt vid 
tillverkningen. (Det inkluderar inte produktionen av bomullen som hanteras i en annan fråga)  
 
7. Kan du tänka dig att betala extra för det?  
 Ja 
 Nej  
8. Om ja, kan du tänka dig att betala 70kr extra för det? 
 Ja  
 Nej   
 
Låg vattenförbrukning  
Du ska köpa en topp/t-shirt i bomull som vanligtvis kostar 100kr.  
Du kan betala extra för att försäkra dig om att minsta möjliga mängd vatten har använts vid 
tillverkningen av toppen/t-shirten. 
 
9. Kan du tänka dig att betala extra för det?  
 Ja 
 Nej  
10. Om ja, kan du tänka dig att betala 60kr extra för det? 
 Ja  
 Nej 
 
Alla åtgärder  
11. Hur mycket kan du tänka dig att betala EXTRA för att ALLA de åtgärder DU ovan angett 

att betala extra för blir genomförda?  
 
______kr extra.  

12. Rangordna hur viktiga du tycker att de fyra extra åtgärderna är från 1 till 4, där 1 är 
viktigast och 4 är minst viktig.  

 
___ Ekologisk bomull  
___ Klimatneutral  
___ Låg kemikalieförbrukning samt säker kemikaliehantering 
___ Låg vattenförbrukning  
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På dessa frågor ska du kryssa i hur väl påståendena nedan stämmer enligt dig.  
 
13. Det är mitt ansvar att mina handlingar inte ska skada: 

Helt Till stor del Delvis  Lite  Inte alls  
Mig själv         
 
Andra  
människor         
(även framtida  
generationer) 
 
Miljön         

 
14. Tror du att användningen av kemikalier vid odling av bomullen till toppen/t-shirten ger 

negativa följder för: 
Ja Troligen  Nej  

Mig själv        
 
Andra  
människor        
(även framtida  
generationer) 
 
Miljön        
 
15. Tror du att klimatgaser från produktionen och transporten av toppen/t-shirten ger negativa 

följder för:  
Ja Troligen  Nej  

Mig själv        
 

Andra  
människor        
(även framtida  
generationer) 

 
Miljön        
 
16. Tror du att en obegränsad användning av kemikalier i toppen/t-shirten och en 

okontrollerad hantering av kemikalier och förorenat vatten ger negativa följder för: 
(Det inkluderar inte produktionen av bomullen som hanteras i en annan fråga) 

Ja Troligen  Nej  
Mig själv        

 
Andra  
människor        
(även framtida  
generationer) 

 
Miljön        
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17. Tror du att en okontrollerad förbrukning av vatten vid tillverkningen av toppen/t-shirten 
ger negativa följder för: 

Ja Troligen  Nej  
Mig själv        
 
Andra  
människor        
(även framtida  
generationer) 
 
Miljön        
 
18. Det är mitt ansvar att kemikalier inte används vid odling av bomullen till toppen/t-shirten 

 Helt  Till stor del  Delvis  Lite  Inte alls  
 
19. Det är mitt ansvar att klimatgaser inte släpps ut vid produktionen och transporten av 

toppen/t-shirten 
 Helt  Till stor del  Delvis  Lite  Inte alls 

 
20. Det är mitt ansvar att mängden kemikalier vid tillverkningen av toppen/t-shirten är 

begränsad och att det ofarligaste alternativet används samt att kemikalier och förorenat 
vatten hanteras på bästa möjliga sätt 
(Det inkluderar inte produktionen av bomullen som hanteras i en annan fråga)
  Helt  Till stor del  Delvis  Lite  Inte alls 

 
21.   Det är mitt ansvar att mängden vatten är så liten som möjligt vid tillverkningen av 

toppen/t-shirten  
 Helt  Till stor del  Delvis  Lite  Inte alls 

 
 
Övriga kommentarer om enkäten: 
___________________________________________________________________________
___________________________________________________________________________
___________________________________________________________________________
___________________________________________________________________________ 
 
Tack så jättemycket för att du tog dig tid och svarade på enkätundersökningen! 
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