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Abstract - The determination of this study was to analysis what consumer characteristics are related to willingness to 

purchase and selection of children’s organic cotton clothing (OCC). A survey was shown on mothers of pre-schoolers to 

collect data on mothers’ environmental characteristics; involvement with organic cotton clothing and children’s 

clothing, children’s clothing purchasing behaviour, willingness and awareness to purchase OCC. A buying scenario 

experiment was used to examine whether price and other product characteristics influenced the respondents’’ selection 

of OCC. It was found that a mother’s environmental concerns, environmental purchasing behaviour and recycling 

behaviour significantly affected their involvement in OCC, which further significantly determined mother’s willingness 

and awareness towards purchase OCC. A majority of the mothers who selected OCC in the buying scenario indicated 

fabric softness and healthy was the main reasons for their selection. Preparing environmental education materials for 

consumers and producing OCC with high quality and good performance would help improve the acceptance of OCC in 

the market. 
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I. INTRODUCTION 

Children's clothing is often more casual than adult clothing, 

fit for play and rest. Hosiery is commonly used. More 

recently, however, a lot of children swear is heavily 

influenced by trends in adult fashion. Due to the rise of 

social media platforms such as Integra, celebrities and 

fashion bloggers have been using their accounts to post 

pictures of their children wearing luxury "street style" 

clothing, thus inspiring parents to dress their children as 

they would dress themselves. Good quality, well designed, 

garments are now a priority for a growing number of 

parents and children's clothing is getting a prime place in 

top label stores and high-end fashion retail outlets. Dresses 

are also getting separately designed for boys and girls at a 

very early age. 

Consumers’ growing concerns about environmental 

problems and their interest in greening their purchasing 

behaviour create busi-ness opportunities for companies 

wishing to produce eco-friendly products. A recent survey 

by Stern and Ander (2008) found that 12% of participants 

actively and 47% of participants occasionally considered 

purchasing eco-friendly products. In addition, Gardyn 

(2003) conducted a national poll of 1000 consumers and 

found 70% of them were more likely to buy products made 

by companies with an environmentally friendly business 

strategy. When searching for a market segment to examine 

in this context, researchers surmised that consumers with 

young children may be the most sensitive to environmental 

risks, such as pesticide residues and toxic dyes in cotton 

fabric, based on their concerns for their children’s health 

and for the future of their children’s world. Despite the 

higher price of OCC compared with conven-tional cotton 

clothing, parents have shown a higher interest in organic 

fabric clothing if OCC is beneficial to their children (Nolan, 

2006). Additionally, Larocheet al. (2001) found that 

married women with at least one child were the most 

willing to pay more for eco-friendly products. This result 

suggests that having children can motivate parents to 

behave in an ecologically responsible manner. Therefore, 

children’s OCC was selected as the environmental friendly 

apparel for this study and specifically, mothers’ perceptions 

and purchasing behaviour of children’s OCC was 

investigated. 

II. REVIEW OF LITERATURE 

NilimaVarma (2016) the main reasons for purchasing 

organic food products are an expectation of a healthier and 

environmentally friendly means of production. Organic 

buyers tend to be older and higher educated than those who 

do not buy them. 

Voinea and Filip (2011) analyzed the main changes in 

consumer buying behaviors during the 2008 North 

American economic crisis which threatened the collapse of 
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large financial institutions and found that price played a 

critical role in purchase decisions. 

 (Wong, 2010). It was unknown how brand loyalty would 

affect consumers’ willingness to pay more for eco-friendly 

products and the consumers’ willingness to recycle e-waste 

at drop-off recycling centers. In this study, I attempted to 

clarify the relationships among service quality, price, brand 

loyalty, and eco-friendly products. 

Bonini and Oppenheim (2008) suggested that GE increased 

its revenues, enhanced its brands, and strengthened its 

competitive position because of its increased focus on eco-

friendly products and the consumers’ positive response to 

them. Other companies have also seen the green evolution 

as a way to save and cut the overhead cost. If consumers 

decided to purchase only eco-friendly products, then 

manufacturers would have to comply and make more profit. 

STATEMENT OF THE PROBLEM 

Information about mothers’ awareness and Willingness are 

an essential element for farmers and marketing agencies to 

successfully plan production that can capture a greater 

market share. Awareness and Willingness about negative 

externalities generated by conventional farming is gaining 

momentum with consumers around the world, opting for 

alternatively, namely organically and produced products. 

Awareness of organic cloths is growing due to people have 

started to accepting the fact that today non-organic items 

carries contamination of chemicals. As consumers continue 

to purchase and replace organic items, these figures will 

continue to rise Despite the high rate of e-waste contended 

that green marketing for eco-friendly products would reach 

$3.5 trillion by the year 2017, due to catering to 

environmentally conscious consumers. The general 

business problem is the need to manage the high rate of 

failure of e-waste and to produce more eco-friendproducts, 

thus not missing profits and a growing eco-friendly 

customer market. This study attempted to gain knowledge 

about mothers’ willingness and awareness towards 

purchasing organic cotton clothing for their children in the 

Coimbatore city. 

OBJECTIVES OF THE STUDY  

 To examine the demographic variables and 

children’s clothing purchasing behaviour 

 To analysis of the effect of environmental 

variables on Zaichkowsky’s PII for organic cotton 

clothing (OCC) 

 To study the mothers ‘willingness to purchase 

organic cotton clothing’s to their children. 

III. HYPOTHESIS FOR THE STUDY 

 H1:  there is a significant effect of environmental 

variable on Mothers’ involvement with OCC. 

 H2: there is a significant effect for Mothers 

willingness to purchase OCC. 

 H3: there is a significant effect for Mothers’ 

involvement with children’s clothing  

 H4: there are significant effect for Mothers’ 

children’s clothing purchasing variables – 

shopping frequency and spending  

IV. METHODOLGY 

Sample Design  

For young children, clothing is most often purchased by 

mothers so mothers with children from 0 to 5 years old 

were chosen as the target population. Sources for 

participants included mothers of pre-schoolers in pre-

schools and mothers whose children were attending pre-

school programmes. A list of pre-schools and pre-school 

programmes in Coimbatore city was obtained from a local 

yellow book, and the representatives of  pre-school 

programmes were contacted via phone calls or emails. After 

getting permission from pre-school programmes, the 

researchers visited the sites to survey. 

Source of Data 

The present study is based on the primary data. The data 

used for analysis have been collected from Questionnaire 

and Journals. 

Tools Used 

For analysing the data, the researcher has used reliability 

test, descriptive statistics, linear regression model and 

ANOVA   

Descriptive Statistics of Demographic Variables 

A surveyor visited the sites in pre-school programmes to 

administer surveys and gave questionnaires directly to the 

parents who were willing to participate. A total of 60 

surveys were obtained. After eliminating the unusable 

surveys, 50 questionnaires were used for data analysis. A 

majority of the respondent was from 26 to 45 years old 

(85.4%), was married (99%), was Caucasian (92.7%), had a 

college degree or higher level of education (87.12%) and 

was a full-time homemaker (50.1%). The median household 

income was between Rs.85 000 and Rs.95 000, and 75.7% 

had more than Rs.65, 000 annual household incomes. 

Almost half of the respondent had four family members in 

their house-hold (58.7%) and had two children (53.8%). 

The youngest child in each household ranged from 0 to 5 

years old. The demographic information showed that the 

participants were middle aged, highly educated and had 

relatively high incomes. 
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RELIABILITY TEST  Table-1 

Variables A Mean SD No of Items 

Environmental concerns 0.79 22.06 3.28 6 

Environmental purchasing behaviour 0.76 13.3 3.18 5 

Recycling behaviour 0.89 19.58 6.58 6 

Zaichkowsky’s PII for OCC 0.962 25.05 9.08 11 

Zaichkowsky’s PII for children’s clothing 0.88 35.5 5.8 9 

 

The above table shows Cronbach’s coefficient alpha was used to test the reliability of multi-item constructs – environmental 

variables and Zaich-kowsky’s PII for OCC and children’s clothing. The results are summarized in Table 1. The range of 

Cronbach’s alpha from 0.76 to 0.962 indicated that all multi-item constructs were internally consistent and were sufficiently 

reliable for subsequent analyses. 

LINEAR REGRESSION MODEL 

Table-2  Model Summary 

Model R R Square Adjusted R Square Std. Error of the Estimate Change Statistics 

R Square Change F Change df1 df2 Sig. F Change 

1 .996a .993 .971 .378 .993 46.442 3 1 .047 

a. Predictors: (Constant), Recycling behaviour, Environmental concerns, Environmental purchasing behaviour 

 

The above table shows the effect of environmental variables onZaichkowsky’s PII for organic cotton clothing (OCC) model 1 

R square value is 99.3% in which environmental variables is considered as independent variable and Zaichkowsky’s PII for 

organic cotton clothing (OCC)is considered as dependent variable. The relationship between environmental variables and 

involvement in OCC was significant and allb-values were positive and statistically significant, indicating that the participants 

who had higher environmental concerns, environmental purchasing behaviour and recycling behaviour showed higher OCC 

involvement. Therefore, H1 was accepted. These results indicated that a mother’s environ-mental concerns, environmental 

purchasing behaviour and recycling behaviour are significant determinants of her involvement with children’s OCC. 

 

ANALYSIS OF VARIANCE Table-4 

Variable to test 

Willingness to 

purchase organic 

cotton clothing (OCC) n Mean F value P value 

Fisher’s Least 

Significant 

Difference 

PII for OCC 

Yes 22 27.60 9.53 0.00 1 

No 6 18.75   2 

Do not know 11 22.86   2 

PII for children’s clothing Yes 23 35.31 0.56 0.57  

COEFFICIENTSA 

Table-3 

Model Unstandardized 

Coefficients 

Standardized 

Coefficients 

t Sig. 95.0% Confidence 

Interval for B 

Collinearity 

Statistics 

B Std. Error Beta Lower 

Bound 

Upper 

Bound 

Tolerance VIF 

1 

(Constant) 7.581 .497 

 

15.251 .042 1.265 13.898 

  

Environmental concerns .134 .015 -.839 -8.997 .030 -.324 .055 .820 1.219 

Environmental 

purchasing behaviour 
1.298 .175 -1.324 -7.425 .025 -3.520 .924 .224 4.462 

Recycling behaviour .751 .107 1.287 7.006 .048 -.611 2.112 .211 4.738 

a. Dependent Variable: Zaichkowsky’s PII for OCC 
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No 6 34.44    

Do not know 15 36.05    

Shopping frequency (per year) 

Yes 22 14.88 0.45 0.64  

No 6 14.38    

Do not know 13 13.04    

Spending (per year) 

Yes 24 773.31 0.87 0.42  

No 6 625.62    

Do not know 9 613.75    

 

 

The above table Analysis of variance was used to test H2, 

H3 and H4. Based on their described willingness to 

purchase OCC, the respondent were divided into three 

groups – yes, no and do not know. The variables tested for 

each hypothesis were Zaichkowsky’s PII for OCC (H2), 

Zaichkowsky’s PII for children’s clothing (H3) and 

children’s clothing purchasing behaviour – shopping 

frequency and spending– (H4). The results in Table 4 show 

that the mothers who werewilling to purchase OCC had a 

significantly higher measured involvement for OCC (P = 

0.00) than the other two groups. H2 was accepted. There 

were no significant differences in Zaich-kowsky’s PII for 

children’s clothing, and children’s clothing purchasing 

behaviour among the three mothers groups so H3 and H4 

were rejected. 

V. CONCLUSION 

Knowledge of consumers’ acceptance of environmentally 

friendly cotton clothing for a specific target group is 

essential for the apparel industry to develop a marketing 

strategy. In the last decade, consumer interest in 

environmentally friendly clothing has increased, and sales 

of organic cotton products have grown gradually this study 

found those mothers’ environmental concerns, 

environmental purchasing behaviour and recycling 

behaviour significantly affected their involvement in OCC, 

which further significantly determined mother’s willingness 

to purchase OCC. This finding was consistent that people 

who were active in protecting the environment and 

consumed organic food were willing to purchase organic 

cotton products. As consumer awareness of the 

environmental impact of their purchasing decisions grows, 

increased opportunities exist for green product sale. To 

augment consumers’ environmental concerns and 

encourage consumers’ environmental purchasing 

behaviour, apparel product retailers and marketers should 

create marketing campaigns and educational materials to 

promote OCC. 

Mothers’ PII measurements for children’s clothing, 

shopping frequency and spending were used to observe 

whether other variables might influence the participants’ 

willingness to purchase OCC. This study found that effect 

of environment variables on mothers’ willingness to 

purchase OCC and there is no significant difference 

between mothers’ willingness to purchase OCC and their 

involvement with children’s clothing or shopping 

behaviour. 
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