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Background. Because consumers are slow to adopt eco-friendly apparel due to 
concerns about price, aesthetics, and performance (Pandit et al., 2019), marketing 
communications are crucial for shaping consumer awareness and perceptions (Rakib et 
al., 2022). Advertising eco products must be effective in explaining the benefits and 
encouraging responsible consumption (Tey et al., 2018). Prior research across 
marketing, tourism, psychology, fashion, and environmental science has explored 
various communication strategies (Haque & Karpova, 2024; Lee et al., 2020; Reczek et 
al., 2018), yet the findings have been inconclusive. This study employed an 
experimental research design to examine the roles of message abstractness (concrete 
vs. abstract) and message framing (positive vs. negative) in shaping consumer 
attitudes, purchase intention, and willingness to pay (WTP) for eco-friendly clothing 
among two consumer groups, those who are concerned for the environment and those 
who are not. 
 Construal level theory (CLT) provided a theoretical foundation for understanding 
how message abstractness influences consumer perceptions of eco-friendly apparel. 
Concrete messages, with factual and contextualized details, enhance comprehension 

and engagement, 
whereas abstract 
messages create 
psychological distance 
and rely on peripheral 
cues, reducing 
communication 
effectiveness (Trope & 
Liberman, 2003). 
Psychological reactance 
theory (PRT) was 
incorporated to 
understand the impact of 
message framing on 

consumers’ attitudes and behavioral intentions. PRT posits that negative framing 
creates resistance by making consumers feel pressured, whereas positive framing 
fosters greater persuasion (Brehm, 1966; Grappi et al., 2024; Moon et al., 2016). 
Previous studies suggest that environmental concern may influence consumer 
perceptions of sustainability messages (Chang et al., 2015). The moderation effect of 
environmental concern was examined in this study. Drawing on key consumer 
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theories—CLT, PRT, and the theory of reasoned action— research hypotheses and the 
conceptual model were proposed and tested (Figure 1). These will be explained in detail 
during the presentation. 
Method. A 2 (abstract vs. concrete message) × 2 (positive vs. negative framing) 
between-subjects experimental design was employed. Four stimuli were developed: 
positive-abstract, positive-concrete, negative-abstract, and negative-concrete. The 
stimuli, which were pre-tested in a pilot study, featured an Instagram advertisement of 
jeans with eco-friendly features. Scales for an online survey were adapted from prior 
studies to measure the research variables (Karpova et al., 2023; Kim & Choi, 2005; 
Rausch & Kopplin, 2021). With IRB approval, data (N=253) were collected from the 
Prolific consumer panel. Participants were randomly assigned to one of four treatments. 
Hypotheses H1-H10 were tested using two-way MANOVA and regression analysis. 
Results. For the manipulation check, t-test results confirmed that the four stimuli were 
perceived by the participants as intended. A two-way MANOVA (Table 1) showed that 
participants had: 

- higher attitude, purchase 
intention, and willingness to pay 
(WTP) for the concrete message 
than the abstract message.    
- higher attitude, purchase 
intention, and WTP for the positive 
message than the negative 
message.  
Hypotheses 1a-c and 4a-c were       

supported.   
A one-way MANOVA (Table 2) 
showed that high environmental 
concern participants reported:  
- higher attitude, purchase intention, 
and WTP for the concrete message 
than the abstract message. H2a-c 
were supported.  
- higher attitude, purchase 
intention, and WTP for the positive 
message than the negative 
message. H6a-c were not supported 
as the direction was opposite of the 
predicted. 
Low environmental concern 
participants reported:  
- higher WTP for the concrete 
message than the abstract 
message. H3a-c were not 

supported; for H3c, the direction was opposite to the predicted. 
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- higher attitude and WTP for the positive message than the negative                                                                                        
message. H7a and 7c were supported. 

A linear regression revealed a positive relationship between attitude and purchase 
intention (F(1, 251) = 52.39, p < .001, R2 = .169). A multiple linear regression showed that 
attitude (b = .205, p < .002) and purchase intention (b = .214, p < .001) were significant 
predictors of WTP (F(2,250) = 17.76, p < .001, R2 = .117). Hypotheses 8, 9, and 10 were 
supported.  
Interaction effect. A two-way MANOVA found that participants exposed to the concrete 
message with positive framing reported higher purchase intention than those in the 
other three conditions. Hypothesis 5b was supported. No interaction was found for 
attitude and WTP.  
Conclusions and Implications. The findings show that reducing psychological 
distance through detailed and specific communication that is positively framed may help 
encourage consumers to purchase and pay more for eco-friendly apparel. Furthermore, 
the findings show that all consumers, regardless if they care for the environment or not, 
prefer concrete and positive messages about sustainable apparel. This is the first study 
to empirically test how message abstractness and framing impact consumers’ WTP for 
sustainable clothing, providing important practical insights for companies. To maximize 
the effectiveness of communication strategies, marketers are encouraged to pair 
concrete messages with positive framing that highlights individual contributions to 
sustainability, rather than using guilt or fear. 
 

References 

Brehm, J. W. (1966). A theory of psychological reactance (p. 135). Academic Press. 
Chang, H., Zhang, L., & Xie, G.-X. (2015). Message framing in green advertising: The 

effect of construal level and consumer environmental concern. International 
Journal of Advertising, 34(1), 158–176. 
https://doi.org/10.1080/02650487.2014.994731 

Grappi, S., Bergianti, F., Gabrielli, V., & Baghi, I. (2024). The effect of message framing 
on young adult consumers’ sustainable fashion consumption: The role of 
anticipated emotions and perceived ethicality. Journal of Business Research, 
170, 114341. https://doi.org/10.1016/j.jbusres.2023.114341 

Haque, F., & Karpova, E. (2024). How to inform consumers about my green products?: 
Exploring denim brands’ strategies communicating sustainability practices. 
International Textile and Apparel Association Annual Conference Proceedings, 
80(1). https://doi.org/10.31274/itaa.17539 

Karpova, E. E., Hodges, N. N., Haque, F., & Bayat, F. (2023). Increasing objective and 
subjective knowledge of the environmental impact of cotton and polyester 
apparel: Implications for educating future industry professionals. International 
Journal of Fashion Design, Technology and Education, 1–10. 
https://doi.org/10.1080/17543266.2023.2277259 

https://creativecommons.org/licenses/by/4.0/
https://itaaonline.org/


2025 Proceedings St. Louis, Missouri 
 

 
© 2025 The author(s). Published under a Creative Commons Attribution License                          Page 4 of 4 
 (https://creativecommons.org/licenses/by/4.0/), which permits unrestricted use, distribution,  
and reproduction in any medium, provided the original work is properly cited. 
ITAA Proceedings, #82 – https://itaaonline.org 
 

Kim, Y., & Choi, S. M. (2005). Antecedents of green purchase behavior: An examination 
of collectivism, environmental concern, and PCE. Association for Consumer 
Research, 32, 592–599. 

Lee, E., Choi, H., Han, J., Kim, D. H., Ko, E., & Kim, K. H. (2020). How to “Nudge” your 
consumers toward sustainable fashion consumption: An fMRI investigation. 
Journal of Business Research, 117, 642–651. 
https://doi.org/10.1016/j.jbusres.2019.09.050 

Moon, S., Bergey, P. K., Bove, L. L., & Robinson, S. (2016). Message framing and 
individual traits in adopting innovative, sustainable products (ISPs): Evidence 
from biofuel adoption. Journal of Business Research, 69(9), 3553–3560. 
https://doi.org/10.1016/j.jbusres.2016.01.029 

Pandit, P., Nadathur, G. T., & Jose, S. (2019). Upcycled and low-cost sustainable 
business for value-added textiles and fashion. In S. S. Muthu (Ed.), Circular 
Economy in Textiles and Apparel (pp. 95–122). Woodhead Publishing. 
https://doi.org/10.1016/B978-0-08-102630-4.00005-4 

Rakib, M. A. N., Chang, H. J., & Jones, R. P. (2022). Effective sustainability messages 
triggering consumer emotion and action: An application of the social cognitive 
theory and the dual-process model. Sustainability, 14(5), 2505. 
https://doi.org/10.3390/su14052505 

Rausch, T. M., & Kopplin, C. S. (2021). Bridge the gap: Consumers’ purchase intention 
and behavior regarding sustainable clothing. Journal of Cleaner Production, 278, 
123882. https://doi.org/10.1016/j.jclepro.2020.123882 

Reczek, R. W., Trudel, R., & White, K. (2018). Focusing on the forest or the trees: How 
abstract versus concrete construal level predicts responses to eco-friendly 
products. Journal of Environmental Psychology, 57, 87–98. 
https://doi.org/10.1016/j.jenvp.2018.06.003 

Tey, Y. S., Brindal, M., & Dibba, H. (2018). Factors influencing willingness to pay for 
sustainable apparel: A literature review. Journal of Global Fashion Marketing, 
9(2), 129–147. https://doi.org/10.1080/20932685.2018.1432407 

Trope, Y., & Liberman, N. (2003). Temporal construal. Psychological Review, 110(3), 
403–421. https://doi.org/10.1037/0033-295X.110.3.403 

 

https://creativecommons.org/licenses/by/4.0/
https://itaaonline.org/

