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Research Rationale and Purpose: Individuals cannot significantly diminish their 
environmental impact by reducing consumption, for example by taking shorter showers or 
turning off the lights (Bazilchuk, 2016). Instead, a recent global-scale study confirmed that what 
really matters for the environment is what consumers purchase (Ivanova et al., 2015). 
Consequently, the author for this study aims to develop and test a model predicting consumers’ 
purchases of environmentally responsible apparel (hereafter ERA), such as clothing made with 
recycled materials or 100% organic cotton grown without application of pesticides. 
Environmentally significant behavior that includes purchases of environmentally conscious 
options typically involves multilevel interactions among psychological and behavioral factors 
(Lazaric & Oltra, 2012); therefore, such behavior cannot always be explained with a single 
theory (Stern, 2000). To better predict purchases of ERA, this current study attempts to 
synthesize two theories into one prediction model: Stern’s (2000) value-belief-norm model 
(VBN) and Fishbein and Ajzen’s (1975) theory of reasoned action (TRA). Although each has 
been applied in sustainable consumption, there has been little attempt of combining the two 
theories to predict ERA purchases. Grounded by the theoretical framework, the author develops 
a structural model in which environmental value, environmental belief, moral norm, social norm, 
and attitude predict current and future purchase of ERA. Importantly, this study sheds light on an 
enduring personality trait—risk aversion—and its moderating role within the prediction model. 
Risk aversion, referring to “the extent to which people feel threatened by ambiguous situations 
and have created beliefs and institutions that try to avoid these,” is a critical factor in consumer 
decision making (Bao et al., 2003, p.737). This current study premises that consumers with 
different levels of risk aversion (i.e., risk takers versus risk avoiders) are different in how they 
feel about ERA as it is related to their ERA purchase decision.   
 
Methods: An online survey was conducted using a large sample from a state university in the 
southern U.S. An email invitation for the survey was sent to the entire undergraduate student 
body (N = 33,278). Such a homogeneous sample is appropriate for testing a theoretical model 
(Kwon & Rudd, 2007). A total of 1,518 responses were used for empirical model testing. All of 
measurement items were adapted from established scales: risk aversion measuring the tendency 
of not taking risks in purchases, regardless of product type (Matos et al., 2007); environmental 
value assessing how important preserving the environment is to an individual, environmental 
responsibility assessing how responsible individuals, as consumers, believe they are for 
environmental problems, and moral norm measuring subjective feelings of personal obligation to 
purchase ERA (Jansson et al., 2010); social norm measuring the perception of social support for 
ERA purchases (Ajzen, 1991); attitude measuring overall favorable preposition toward ERA 
purchases and current purchase measuring actual purchases (frequency, expenditure, and 



 
 
 
 

 


