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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,
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Figure 1. Conceptual framework 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) x 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:
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A one-way MANOVA (Table 2)
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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 (F1, 251) = 52.39, p < .001, R? = .169). A multiple linear regression showed that
attitude (f = .205, p <.002) and purchase intention (= .214, p <.001) were significant
predictors of WTP (F2,250)= 17.76, p < .001, R? = .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.
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