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Abstract
The textile and clothing industry, driven by a linear economic model, significantly impacts the
environment, underscoring the urgent need for sustainable reforms within this sector. The
circular economy (CE) offers a solution by promoting resource reuse and recycling to
minimise raw material extraction and waste. A key component of the CE is extending product
lifespans through repair, which helps reduce both resource consumption and waste. However,
the intention-behaviour gap (IBG) in repair practices presents a substantial challenge to the
CE transition, as consumers often intend to repair but seldom do so. This study aimed to
measure the repair IBG among Nudie Jeans consumers, assess variations across age, gender,
household size, and continent, and evaluate effective email communication strategies to
mitigate this gap. In a mixed methods design, 1600 survey respondents were randomly
selected for statistical analysis, revealing a statistically significant IBG of medium to large
practical relevance. Almost one-fourth of the respondents demonstrated an IBG (8.9-24.1%).
There were no demographic variations, except for women, whose IBG was twice that of men.
From the initial survey respondents, 12 participants were purposely selected for online
interviews due to their substantial IBGs. Thematic analysis of these interviews identified key
strategies to encourage repairs: educational content with clear instructions, rational and
emotional persuasion emphasising environmental and cost-saving benefits, personalised
implementation support, and interactive features like clickable links and rich visual content.
The analysis also provided some insight into gender differences. Fashion industry
stakeholders, such as marketers and brands, should refine communication strategies by
integrating educational initiatives to empower consumers with knowledge, repair skills, and
personalised features for encouragement. Policymakers should support policies that encourage
repair services accessibility and educational campaigns to elevate consumer awareness. These
approaches could be the most effective in bridging the IBG in repair practices.

Keywords: Circular Economy, Intention-Behaviour Gap, Repair Practices, Consumer
Behaviour, Textile and Clothing Industry
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Executive Summary
Background and Aim
The textile and clothing industry significantly contributes to environmental degradation, with
high carbon emissions, water usage, and waste production. The prevailing linear economic
model, characterised by mass production and overconsumption, exacerbates these issues by
relying on unlimited resource use and perpetual growth. In contrast, the circular economy
(CE) proposes a sustainable solution that minimises waste and raw material use by converting
waste back into resources. Within this framework, repair is a key strategy for extending
product lifespans, thus reducing resource consumption and waste.

A significant challenge for the CE transition remains: the intention-behaviour gap (IBG) in
repair practices. For instance, while many consumers intend to repair their garments, they
often do not follow through. It is crucial to investigate these inclined abstainers because they
represent a significant potential for increasing repair activities. Repair practices depend heavily
on consumer engagement. It is thus vital to motivate and recognise consumers as central to
the CE transition.

Effective communication and marketing strategies are essential in this regard. These tools can
educate consumers and promote repair practices by fostering engagement and facilitating
knowledge transfer. Since marketing has traditionally fueled overconsumption, it must also
take responsibility for this transition. Instead of encouraging consumption, communication
efforts should support sustainable practices to assist in bridging the IBG by offering targeted
information and education. This shift requires understanding consumer preferences, which is
necessary for tailoring communication effectively. More research is needed to identify the
most effective communication strategies and to understand consumer preferences, which is
crucial for practitioners to refine marketing and increase CE participation. Addressing these
needs is essential for successfully transitioning to a more sustainable, circular textile and
clothing industry.

This study aims to measure the IBG in repair practices among Nudie Jeans' consumers and
identify the most effective email communication strategies to bridge this gap from a consumer
perspective. The research questions addressed are:

● RQ1: What is the magnitude of the IBG regarding jeans repair practices among Nudie
Jeans consumers?

● SQ: Which demographic groups, such as age, gender, household size, and continent of
residence, exhibit the largest IBG related to jeans repair practices among Nudie Jeans'
consumers?

● RQ2: What email communication and marketing strategies are potentially most effective in
closing the IBG related to repair practices?

Methodology
This study used an explanatory sequential mixed methods design, beginning with a survey to
quantify the IBG and then semi-structured interviews to explore consumer communication
preferences. The quantitative phase (RQ1 and SQ) involved emailing a survey to 300,000
global Nudie Jeans consumers, from which 2,598 responded. After ensuring informed consent
and anonymity, 1,626 responses meeting the inclusion criteria were considered, and 1,600 were
selected through single-stage random sampling for final analysis using R software and RStudio.
The survey, validated for content accuracy and reliability through test-retest, included four
demographic and four specific questions on repair intentions and behaviours, split into two
different formats:
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● Dichotomous: Yes/no questions on intention and behaviour were analysed with
McNemar's test to assess the statistical significance of the IBG (RQ1). Additional
descriptive statistics and Cohen's g for effect size were calculated.

● Continuous: Questions using a 0-100 scale measured the magnitude of intentions and
behaviours. The Wilcoxon Signed-Rank test determined the median IBG's statistical
significance (RQ1). Variations across demographic groups (SQ) were analysed with
Kruskal-Wallis tests, effect sizes were provided by r, and additional descriptive statistics
were included.

The qualitative phase (RQ2) explored the most effective email communication strategies to
bridge the IBG. Semi-structured interviews were conducted online with 12 survey respondents
selected for their significant IBG magnitudes. These interviews, transcribed in real-time,
adhered to a protocol informed by a conceptual framework that integrates theories such as the
Theory of Planned Behavior (TPB), Social Cognitive Theory (SCT), Prototype Willingness
Model (PWM), and Elaboration Likelihood Model (ELM). Thematic analysis identified key
themes and insights into consumer preferences for these strategies.

Main Findings
RQ1: What is the magnitude of the IBG regarding jeans repair practices among Nudie Jeans consumers?

The McNemar's and Wilcoxon Signed-Rank tests revealed a statistically significant IBG for
inclined abstainers, ranging from 8.9% to 24.1%, with medium to large effect sizes. The
median IBG was 11 on a 100-point scale, although most individual IBG values clustered
towards the higher end, indicating substantial IBGs among most participants. While 8.9% is
relatively modest, 24.1% represents a significant portion, nearly one-fourth of the sample.
These consumers are relatively environmentally conscious, suggesting that the gap could be
even more prominent in the general population.

SQ: Which demographic groups, such as age, gender, household size, and continent of residence, exhibit the
largest IBG related to jeans repair practices among Nudie Jeans' consumers?

The Kruskal-Wallis tests found no significant variations in IBG across demographic factors
such as age, household size, and continent, suggesting a similar IBG within these groups.
However, a statistically significant difference in median IBG was observed between genders
(p<0.05), with women exhibiting a median IBG twice that of men but with minimal practical
significance. Further studies with equal sample distributions are needed to confirm these
findings and assess whether gender-specific strategies are warranted.

RQ2: What email communication and marketing strategies are potentially most effective in closing the IBG
related to repair practices?

The qualitative analysis identified key themes for effective email communication strategies.
The success of these strategies depends on capturing and retaining the reader's attention.
Thus, emails should be short, clear and engaging to avoid being ignored or deleted.
Implementing the most effective strategies identified in this research can achieve this goal:

● Education – This strategy was ranked as the most effective. Providing clear, step-by-step
tutorials and video demonstrations educates consumers and empowers them to engage in
repair activities. Directly addressing common barriers, such as lacking skills, shows
significant potential in fostering proactive repair behaviours.

● Rational and Emotional Persuasion – Highlighting environmental and cost-saving
benefits, rational persuasion proved highly effective due to consumer preference for factual
information. Emotional persuasion, while slightly less preferred, possibly due to its
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subconscious influence, was still effective, mainly through visual appeals like repair
customisations. Combining these strategies—clear logic with emotional appeal—may be
most effective, engaging conscious preferences and more profound emotional responses.

● Personalised Implementation Support – Targeted email reminders with detailed action
plans specifying when, how, and where to undertake repairs were perceived as highly
effective, as they provide clear guidance and assist with planning, making behaviour more
likely to occur. However, effectiveness depends on personalising these emails to ensure
relevance and minimise perceived intrusion.

● Interactive Features and Visual Elements – Incorporating interactive elements like
clickable links and rich visual content, such as videos and before-and-after pictures,
effectively engages consumers to maintain interest and enhances the educational value of
the content, such as with repair tutorials. Visuals in customer testimonials can also
demonstrate repair quality, which was found to be important.

These strategies also address common barriers identified in this study: time constraints, lack of
skills, and limited access to professional repair services. In contrast, social influences and
observational learning seemed less effective among consumers over 30 who prioritise personal
autonomy but may resonate more with younger generations. Additionally, this research
indicates that women may exhibit a greater tendency toward clothing self-repair, engaging in
more advanced tasks like embroidery. At the same time, men often lack these skills and prefer
professional services. These findings suggest the potential for personalised communication
strategies to address these differences in repair behaviours more effectively.

Recommendations
In conclusion, integrating educational content, rational and emotional persuasion, personalised
implementation support, and engaging features form a robust approach to bridging the IBG
in repair practices. Marketers, brands, and retailers in the fashion industry should refine
communication strategies by integrating educational initiatives that empower consumers with
essential repair skills through clear and accessible video tutorials. Emphasising the
environmental and economic benefits of repair can further enhance engagement. Businesses
should develop personalised communication features, such as customer profiles on company
websites, to allow consumers to track product conditions and receive tailored repair reminders.
Incorporating interactive and visual elements into email communications can significantly
boost engagement and support effective repair practices. Policymakers should encourage the
accessibility of repair services and support educational campaigns to raise consumer awareness
about the benefits of garment longevity and sustainability.

This study uniquely advances IBG research through methodological advancements, including
ensuring scale compatibility for reliable results, adopting an engaging slider response format,
and developing a new conceptual framework for communication strategies. However, further
inquiries have emerged:

● Future studies should examine the relevance of SCT and PWM in younger generations,
assess the effectiveness of social influences and observational learning in this group, and
determine whether to include or exclude these elements from the conceptual framework.

● Investigating the IBG in repair practices among the general population is necessary to
identify if other communication preferences emerge, guiding broader interventions.

● Future research should use gender-balanced samples to determine if women exhibit a
more pronounced IBG compared to men and to confirm findings that women may prefer
self-repair while men opt for professional services. Understanding these differences can
help tailor more effective communication strategies for each gender, especially in clothing
repair.
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1 Introduction
The escalating environmental degradation due to unsustainable consumption and production
demands immediate action, especially within the global textile and clothing sector.
Approximately 60% of global textile fibre production serves the fashion industry (Niinimäki et
al., 2020). This sector notably contributes to greenhouse gas emissions, producing 1.2 billion
tonnes of carbon dioxide equivalents in 2015, exceeding emissions from international flights
and maritime shipping combined (Ellen MacArthur Foundation, 2017).

The environmental footprint extends beyond carbon emissions, encompassing raw material
and land use, water, energy and chemical consumption, and solid waste production
(Koszewska, 2018). For instance, the sector's annual water consumption of 93 billion cubic
metres contributes 20% of global industrial wastewater pollution. Furthermore, the industry
generates over 92 million tonnes of waste annually, with only 13% recycled, less than 1%
repurposed into new clothing items, and approximately 75% either landfilled or incinerated
(Ellen MacArthur Foundation, 2017; Niinimäki et al., 2020).

Alarmingly, global textile fibre production nearly doubled from 58 million tonnes in 2000 to
109 million tonnes in 2020. This increase highlights the urgent need to address environmental
concerns, as projections are set to reach 145 million tonnes by 2030. Furthermore, the rise of
fast-fashion business models and shifts in consumer preferences have contributed to the
purposeful disposal of numerous new garments even before they are worn—a phenomenon
called product destruction (Roberts et al., 2023). Additionally, the average number of times a
garment is worn has decreased by 36% (Ellen MacArthur Foundation, 2017; European
Parliament, 2023b).

The increase in production and related environmental challenges have drawn adverse criticism
to the traditional linear economic model, often named the take-make-use-dispose model.
Operating under the assumption of unlimited resources and perpetual growth, this model
poses a significant threat to the long-term sustainability of both economic and natural
ecosystems (Ghisellini et al., 2016; Kemper & Ballantine, 2023; Vidal-Ayuso et al., 2023).
Criticised for disregarding environmental and social impacts, the linear model exclusively
prioritises economic gains through continuous promotion of new product consumption,
ultimately leading to increased waste generation (Potting et al., 2017; Shehu et al., 2023).

In response to these challenges, the circular economy (CE) has emerged as a promising
solution to the linear development model (Ghisellini et al., 2016; Potting et al., 2017). This
innovative approach emphasises decoupling economic activity from raw material extraction
and waste production while facilitating waste conversion into new raw materials or resources.
As the CE replaces the end-of-life approach and reshapes the linear model into a circular
regenerative framework (Alves et al., 2022; Cruz & da Cruz, 2023), it is a concept driving the
transition towards a more sustainable future (Wiegand & Wynn, 2023)

The CE is grounded in three core principles: eliminating waste and pollution, circulating
products and materials at their highest value, and regenerating nature (Ellen MacArthur
Foundation, n.d.). These principles are implemented through action strategies called the
'R-principles'. The 9R framework is notable for its comprehensive approach, encompassing
'refuse', 'rethink', and 'reduce' to eliminate waste and pollution, 'reuse', 'repair', 'refurbish',
'remanufacture', and 'repurpose' to circulate products and materials, and 'recycle' and 'recover'
to regenerate nature. Prioritising the early stages of this hierarchy promotes greater circularity
(Potting et al., 2017; Wiegand & Wynn, 2023).

1
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Implementing R-strategies establishes the basis for developing circular business models,
products, and processes. Transitioning to circular business models is crucial for mitigating the
environmental impacts of the textile and clothing industry, requiring companies to broaden
their focus beyond production phases to encompass product use and end-of-life stages (EEA,
2022; Wiegand & Wynn, 2023). Among the R-strategies, 'repair' is particularly effective in
extending product lifetime (Laitala et al., 2021). For example, innovative circular clothing
companies like Nudie Jeans have integrated repair services and other R-strategies into their
business plan. Nudie Jeans offers free lifetime repairs as part of their eco-cycle philosophy,
including the stages of break-in, repair, reuse, and recycle (Nudie Jeans, 2019).

The CE transition also requires significant changes in consumer consumption patterns.
Therefore, encouraging pro-circular behaviours is crucial, especially repair practices which rely
heavily on consumer engagement (European Parliament, 2023b; Wiegand & Wynn, 2023).
Consumers should be recognised as critical actors within the CE, given their participation in
extending product lifetime (Vidal-Ayuso et al., 2023). However, most CE research marginalises
the consumers' role (Kemper & Ballantine, 2023).

Providing consumers with relevant information encourages interest and engagement in
pro-circular practices like repair. Communication and marketing facilitate knowledge transfer,
empowering consumer participation in the CE framework (Mostaghel et al., 2023;
Vidal-Ayuso et al., 2023). Furthermore, incorporating education into marketing initiatives
improves their success (Mostaghel et al., 2023). This suggests that corporate communication
initiatives that offer guidance on extending product life could significantly promote
pro-circular consumer behaviour. However, achieving this requires re-educating consumers to
challenge the perception that new is always the best choice (Shehu et al., 2023; Vidal-Ayuso et
al., 2023).

Marketing's role in promoting responsible production and consumption is vital for advancing
policy objectives crucial to the transition to a CE, as outlined in initiatives such as the United
Nations 2030 Agenda's 17 Sustainable Development Goals (EEA, 2022; Gomes et al., 2022;
Ray & Nayak, 2023). Goal 12 emphasises sustainable production and consumption, closely
resonating with CE principles. Extending product lifespan also supports Goal 13 on climate
change and facilitates waste reduction, contributing to Goals 14 and 15, which focus on
protecting terrestrial and aquatic ecosystems (Arman & Mark-Herbert, 2021).

The European Union (EU) has highlighted the importance of CE and sustainable
consumption through policy initiatives such as the EU Green Deal for sustainable growth
(Wiegand & Wynn, 2023). A cornerstone of this effort is the Circular Economy Action Plan
(CEAP), which empowers consumers for the transition and introduces strategies for
Sustainable and Circular Textiles (European Parliament, 2023a). Moreover, in March 2023, the
EU adopted a proposal for the Right to Repair to facilitate consumer goods repair, promote
reuse, and reduce waste, in line with the CEAP and broader EU Green Deal objectives
(European Commission, n.d.).

1.1 Problem Definition
Despite significant policy initiatives, a considerable challenge to the CE transition persists in
consumer repair practices. Although consumers often intend to repair products, they fail to
follow through, highlighting a substantial gap between intention and behaviour. This disparity,
known as the intention-behaviour gap (IBG), presents a significant threat to the successful
adoption of circular practices (Fachbach, 2020; Laitala et al., 2021; Svensson-Hoglund et al.,
2023).
2

https://www.zotero.org/google-docs/?AzrJux
https://www.zotero.org/google-docs/?AzrJux
https://www.zotero.org/google-docs/?IjMQCo
https://www.zotero.org/google-docs/?am9iAs
https://www.zotero.org/google-docs/?lKzmkU
https://www.zotero.org/google-docs/?zlyaSa
https://www.zotero.org/google-docs/?c92Lws
https://www.zotero.org/google-docs/?HpJ1ph
https://www.zotero.org/google-docs/?HpJ1ph
https://www.zotero.org/google-docs/?IN7TJK
https://www.zotero.org/google-docs/?49qD5U
https://www.zotero.org/google-docs/?49qD5U
https://www.zotero.org/google-docs/?a37pTv
https://www.zotero.org/google-docs/?a37pTv
https://www.zotero.org/google-docs/?KXOoZU
https://www.zotero.org/google-docs/?QH93GS
https://www.zotero.org/google-docs/?3FHna4
https://www.zotero.org/google-docs/?6DNZQn
https://www.zotero.org/google-docs/?kSfBYJ
https://www.zotero.org/google-docs/?kSfBYJ


Dare to Repair? Exploring the Intention-Behaviour Gap Among Consumers of Nudie Jeans

Although the IBG in repair practices is recognised, research on IBG in the CE and
sustainability is limited. While some studies explore IBG in energy research and climate
change adaptation (Kesternich et al., 2022; Wang et al., 2023), the majority focus on the
purchase stage, examining the IBG in sustainable and ethical consumption (Hassan et al.,
2016; Kaur & Bhardwaj, 2021; Park & Lin, 2020; Parsatemijani, 2020; Rausch & Kopplin,
2021). This focus aligns with marketing theories concentrating on pre-purchase and purchase
stages, reflecting the influence of the traditional linear consumption model, where consumer
significance diminishes post-purchase (Mostaghel et al., 2023; Vidal-Ayuso et al., 2023)

As consumer decisions extend beyond purchases in the CE, research should shift focus
towards the use and end-of-life phases (Vidal-Ayuso et al., 2023). Some studies have explored
the end-of-life stage, investigating the IBG in recycling and waste reduction initiatives
(Echegaray & Hansstein, 2017; Fraj-Andrés et al., 2022; Zhang et al., 2023). Fachbach (2020)
studied the IBG in the use phase for repair practices, which is one of the rare attempts to
measure the IBG.

Most IBG research in the sustainability field focuses on exploring determinants of intention
and behaviour, relationships of the constructs1, or theoretical foundations rather than
measuring IBG magnitude (Fraj-Andrés et al., 2022; Kaur & Bhardwaj, 2021; Zhang et al.,
2023). A few studies combine theoretical testing with IBG measurements (Fachbach, 2020;
Hassan et al., 2016; Kesternich et al., 2022; Parsatemijani, 2020), with Fachbach (2020)
standing out as the only study that focuses on repair practices.

While quantifying the IBG for repair is crucial, exploring strategies to bridge it is equally
important. Given communication's essential role in empowering consumer participation
through information and education provision (Mostaghel et al., 2023), leveraging these tools
to bridge the IBG could prove effective. Academic discourse underscores the necessity of
exploring the most effective communication strategies (Muranko et al., 2018, 2019;
Romero-Luis et al., 2022), while marketing practitioners stress the need for qualitative insights
into consumer preferences. Access to such information would enable companies to
strategically tailor communication and foster greater adoption of circular practices among
consumers rather than only marketing new products (sustainability product engineer, personal
communication, December 5, 2023). Nudie Jeans, the circular clothing company mentioned
earlier, emphasises the importance of researching consumers' perceptions of company
communication and identifying potential strategy improvements. Clear communication
incentives are prioritised, as knowledge alone is insufficient for behaviour change. Therefore,
the company advocates educating consumers about the benefits of CE practices by combining
informative communication with nudging techniques (Circular product manager, personal
communication, December 11, 2023).

The practitioners' perspectives align with academic research, indicating consumers' insufficient
knowledge of product reparability and durability and the limited research on consumer
perspectives of CE in general (European Commission, 2018). Despite a decline in the EU
repair industry over the past decades (Korsunova et al., 2023), Nudie Jeans has seen increased
demand for their repair services, potentially due to offering free repairs (Laitala et al., 2021).
However, Nudie Jeans recognises its growth potential (Circular product manager, personal
communication, December 11, 2023), suggesting a possible IBG despite high demands. Thus,
this interdisciplinary research holds significance for academia and practitioners, highlighting
the need to quantify the IBG in repair practices and understand consumer preferences for
more effective CE marketing to bridge the gap.

1 Constructs serve as the building blocks of theories, which aid in understanding mechanisms underlying specific
phenomena (Lærd Dissertation, n.d.).
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1.2 Aim and Research Questions
This study aims to assess and measure the IBG in repair practices among Nudie Jeans'
consumers and to explore consumer preferences of email communication to bridge the IBG.
Thus, this research addresses the broader challenges of transitioning the textile and clothing
industry from a linear to a CE.

The primary objective of this research is to describe and quantify the difference between
consumers' intention to repair and their actual repair behaviour. Accordingly, the first research
question (RQ) and sub-question (SQ) are formulated as follows:

RQ1: What is the magnitude of the IBG regarding jeans repair practices among Nudie Jeans
consumers?

SQ: Which demographic groups, such as age, gender, household size, and continent of
residence, exhibit the largest IBG related to jeans repair practices among Nudie Jeans'
consumers?

The second objective is to explore consumer preferences regarding how companies should
market and communicate circular practices such as repair, as this could bridge the IBG in
repair practices. Thus, the second RQ is:

RQ2: What email communication and marketing strategies are potentially most effective in
closing the IBG related to repair practices?

1.3 Scope and Delimitations
Within the overarching VIVACE project, which investigates the Swedish industry's transition
to a CE (Frid, 2024), this research focuses on how companies can drive consumer behaviour
change in repair practices to support this transition. The study is conducted in collaboration
with Nudie Jeans, Research Institutes of Sweden (RISE), and Voyado—a customer experience
platform designed to help retailers understand the entire customer journey. Voyado manages
Nudie Jeans' marketing efforts and provides access to an email database comprising 300,000
global Nudie Jeans consumers. This research emphasises email marketing due to the valuable
access to an extensive database and the established effectiveness of email as a marketing
channel (Bowden & Mirzaei, 2021). Consequently, this collaboration presents a valuable case
for examining repair practices and email marketing strategies within the CE framework.

This study adopts a mixed-method design, which affects its scope. From the 300,000 global
Nudie Jeans consumers, constituting the population of interest, 1600 survey respondents were
selected for IBG quantification (RQ1 and SQ). Delimitations excluded consumers who did
not own a pair of Nudie jeans or had not required repair, as these criteria were essential for
responding to the questions regarding intentions and behaviours. The qualitative phase is
intended to complement the quantitative findings; thus, from the survey respondents, 12
individuals were selected to participate in an online interview (RQ2). Interviews were limited
to consumers intending to repair their jeans but not following through, as this group holds
significant potential for increasing repair activities and is, therefore, relevant to exploring the
most effective email communication strategies for bridging the IBG.

While providing valuable insights into this consumer group, the generalisability of the findings
to broader populations or other brands may be limited. However, given Nudie Jeans'
sustainability focus, it is probable that their consumers share similar sustainability values.
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Consequently, any identified IBG within this environmentally conscious group may indicate a
more significant gap among the broader public with lower environmental awareness.

1.4 Ethical Considerations
This research received financial support from RISE, which funded the premium
SurveyMonkey account for data collection as part of the collaboration. This support facilitated
access to essential survey features tailored to each partner's research needs. However, none of
the involved partners influenced the analysis and conclusions drawn in this study. Moreover,
survey and interview participants were provided with detailed information about the research
collaboration, study objectives, and assurances of anonymity. They were explicitly informed of
their right to decline to answer specific questions or withdraw from participation at any stage,
ensuring voluntary involvement (Creswell & Creswell, 2018). Data was securely stored on a
password-protected hard drive, using assigned codes to protect sensitive participant
information. Data on intentions, behaviours, and demographics from the quantitative survey
and key themes from the qualitative interviews were available upon publication. Additionally,
the research design was reviewed against the criteria for research requiring an ethics board
review at Lund University. It was found not to require a statement from the ethics committee.

1.5 Audience
This study aims to contribute to academia by addressing the understudied area of the IBG in
repair practices within sustainability and CE research. Fashion stakeholders, such as retailers,
brands, and marketers, can use the results on consumer preferences for email communication
strategies to facilitate consumers' bridging of the IBG in repair practices, thereby fostering
increased consumer engagement, promoting repair behaviour, and advancing circularity.
Furthermore, policymakers can use these insights to inform policies promoting CE initiatives
within the fashion sector.

1.6 Disposition
Chapter 1, Introduction, provides an overview of CE in textiles, consumer repair behaviour, and
marketing, focusing on the specific issue of the IBG in repair practices. It outlines the study's
aim and RQs, scope and delimitations, ethical considerations, and intended audiences and
provides a thesis outline.

Chapter 2, Literature Review, examines the state-of-the-art knowledge in various relevant research
fields and identifies research gaps. The chapter also provides the conceptual framework
developed based on existing theories, such as the TPB, which guided data collection and
analysis.

Chapter 3, Research Design, Materials and Methods, illustrates the explanatory sequential mixed
methods design and then describes the data collection and analysis for the quantitative and
qualitative phases, respectively.

Chapter 4, Results, presents the main findings regarding the magnitude of the IBG in repair
practices and demographic variations derived from the quantitative survey, along with key
themes identified through qualitative thematic analysis of interviews. These results are then
further discussed in Chapter 5, Discussion.

The final section, Chapter 6, Conclusions, summarises the study findings, addresses RQs, offers
practical recommendations for businesses and policymakers, and suggests avenues for future
research.
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2 Literature Review
This section first reviews the current state-of-the-art knowledge across various fields and
identifies existing research gaps. Subsequently, relevant theories are discussed, and the
conceptual framework is presented.

2.1 Bridging IBG of Repair Practices through Communication

2.1.1 Communication and Marketing
Romero-Luis et al. (2022) argue that traditional marketing has contributed to the prevalence of
the linear economic model, intensifying consumption by reinforcing take-make-use-dispose
behaviours embedded in social consumption. Nevertheless, marketing continuously adapts to
align with market trends and stakeholder expectations in response to dynamic economic
changes (Mostaghel et al., 2023; Romero-Luis et al., 2022).

Notably, the field has also frequently embraced concepts that positively impact the
environment and society, as exemplified by the emergence of green and social marketing (Jan,
2022; Mostaghel et al., 2023). While green marketing involves strategic consumer-oriented
actions, reflecting companies' commitment to minimising environmental impact and ensuring
sustainability in their products and services (Jan, 2022; Rainatto et al., 2024), social marketing
emphasises societal well-being. Social marketing seeks to influence individuals, encouraging
voluntary behaviour change for the collective benefit of individuals and society (Coffie et al.,
2023; Romero-Luis et al., 2022). Its effectiveness lies in strategically applying marketing
approaches with a dedicated focus on target behaviour and audience benefits, considering
barriers and motivational factors for the desired behaviour change (Coffie et al., 2023).

Community-based social marketing is a theoretical framework that assumes that changing
behaviour is fundamental to achieving sustainability (Romero-Luis et al., 2022). Persuasive
communication is part of this framework and can be described as a behaviour-change
intervention that aims to alter or strengthen others' values, beliefs, attitudes and behaviours
(Muranko et al., 2018, 2019; Romero-Luis et al., 2022). Several studies have found persuasive
communication to be effective in changing people's attitudes, subjective norms, perceived
behavioural control (Auwalin et al., 2022; Muranko et al., 2018, 2019), environmental
awareness (Auwalin et al., 2022), perceptions, intentions, and behaviours (Muranko et al., 2018,
2019), factors connected according to the Theory of Planned Behaviour (TPB); further
clarified in Section 2.2.1.

A common marketing approach for persuasive communication involves the use of 'nudges', a
strategy to indirectly influence individuals' behaviour predictably by modifying their
environment. Nudging aims to guide individuals' actions towards sustainable choices
benefiting the environment and society without restricting their options. Research has also
found nudging effective in closing the IBG (Rainatto et al., 2024).

Including education in marketing and communications is a crucial strategy for responsible
consumption and sustainable development. Communication strategies should focus on
education and building long-term consumer relationships to transform information into
concrete action. However, intrinsic behavioural change requires more than brief, isolated
traditional advertising—it necessitates ongoing consumer education about sustainability.
Nevertheless, traditional marketing captures attention, making it a valuable tool for initiating
longer-term communication. By combining conventional marketing with persuasive
communication and continuous education, marketing efforts can better inspire actions that
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lead to a CE transition (Romero-Luis et al., 2022). This integrated approach is critical in
industries like fashion, where education is vital to promoting circular practices (Urmínová &
Kusá, 2020). Recognising marketing's contribution to reinforcing the linear economic model, it
is reasonable and imperative for the field to shoulder the responsibility of establishing a new
ethical relationship between citizens and sustainable consumption (Romero-Luis et al., 2022).

A potential approach to integrating conventional marketing, persuasive communication, and
education is through digital content marketing, which involves generating and distributing
brand-related content to increase consumer engagement and perceived brand value.
Brand-initiated formats like e-newsletters, blogs, quizzes, podcasts, and consumer-generated
content, like images, can foster genuine, authentic customer relationships. By offering
informative and engaging content, digital content marketing can add value to the consumer's
experience and strengthen brand engagement while addressing informational and emotional
needs through elements of entertainment and diversion (Bowden & Mirzaei, 2021).

Email marketing is highly effective digital content marketing, offering a cost-effective way for
businesses seeking to maximise impact with limited resources. It is the third most popular
digital communication channel, surpassed only by social media and corporate websites, as it is
valued for its direct and personalised approach. Additionally, email marketing is 40 times more
effective at acquiring new customers than social media platforms, partly because it is more
personal as it taps into consumers' intrinsic motivations rather than relying only on external
incentives. Furthermore, email marketing is favoured for its ability to inform and persuade
efficiently (Bowden & Mirzaei, 2021).

Despite this popularity, email marketing has faced criticism. While email communications have
been found to increase consumers' propensity to open and view emails, only 18% of
consumers in the retail category open the brand-related emails they receive. This low
engagement can be due to perceptions of email as intrusive or irrelevant, with many
consumers using spam filters to block unsolicited messages. Critics also argue that email
marketing can be viewed as a static advertising tool, shaping consumer browsing behaviour
without fostering meaningful interaction. However, given its effectiveness in consumer
acquisition and its ability to address intrinsic motivations, email marketing is expected to
remain a key communication channel despite the rise of more interactive social media
(Bowden & Mirzaei, 2021).

Research Gaps in Communication and Marketing
While sustainability within marketing has been explored, research on marketing within the CE
remains limited (Jan, 2022; Mostaghel et al., 2023). Studies addressing marketing and CE have
predominantly taken a theoretical approach (Mostaghel et al., 2023) or have delved into the
IBG concerning circular product purchases (Rainatto et al., 2024). The existing marketing
research landscape overlooks various stages in the customer journey, mainly neglecting the
post-purchase stage (Mostaghel et al., 2023).

Given the potential effectiveness of nudging in addressing the IBG in purchasing, researchers
recognise the imperative for further investigation into nudging (Rainatto et al., 2024).
Exploring nudging in the post-purchase IBG is particularly intriguing, especially concerning
pro-circular behaviours like repairing. There is a need to study the influence and application of
persuasive communication and identify the most effective forms of communication regarding
pro-circular behaviours (Muranko et al., 2018, 2019). This research is necessary, as the
academic community has faced challenges in identifying the most effective communication
approach to encourage sustainable behaviours (Romero-Luis et al., 2022).
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Furthermore, researchers emphasise the necessity to explore behaviour change theories like
the TPB and others (Coffie et al., 2023; Muranko et al., 2018). While existing studies
predominantly adopt an organisational perspective (Jan, 2022), it is crucial to delve into
consumer behaviour change influenced by CE communication (Coffie et al., 2023; Muranko et
al., 2019; Romero-Luis et al., 2022). There is also a need for a deeper investigation into
consumer perspectives and their commitment to pro-circular behaviours (Herédia-Colaço,
2023; Jan, 2022).

2.1.2 Consumer Behaviour and Repair
Examining the CE from the consumer perspective is gaining significance (Korsunova et al.,
2023), particularly as consumer behaviour emerges as a crucial factor in driving the transition
to a more sustainable system. Consumer behaviour research breaks down consumption into
purchase, use, and end-of-life. Notably, the use and end-of-life phases align with the
understudied post-purchase stage in marketing, and especially in the use stage, consumer
behaviour and decision-making play a key role in the success of repair (Shevchenko et al.,
2023). Research into the post-purchase stage of the customer journey, particularly the use
phase, holds significant interest from both marketing and consumer behaviour perspectives.

Consumers can contribute to the CE by slowing or closing loops in each step of the consumer
journey, particularly as they bridge the usage and end-of-life phases. Repair is key to slowing
the loop and ensuring fair access to various products (Shevchenko et al., 2023;
Svensson-Hoglund et al., 2023). Prolonged lifespans are made possible by both the intrinsic
durability of a product and the care provided by consumers, which ultimately acknowledges
consumers as product caretakers (Laitala et al., 2021; Rogers et al., 2021). The decision to
initiate repair, inherently driven by consumers, requires understanding their perceptions,
motivations, and choices and addressing barriers to repair for cultivating a circular
consumption culture (Terzioğlu, 2021).

Research has extensively documented various barriers to clothing repair, including practical,
socioeconomic, social, psychological, and systemic barriers (McLaren & McLauchlan, 2015).
Practical barriers typically involve logistical challenges that impede repair. A critical practical
barrier is the lack of convenience, which deters consumers from seeking professional repair
services or attempting repairs themselves (Laitala et al., 2021). Other practical barriers include
limited access to repair equipment and necessary skills and a general lack of knowledge and
confidence to do repairs (Laitala et al., 2021; Rogers et al., 2021; Terzioğlu, 2021).
Furthermore, a lack of awareness of professional repair services further complicates the repair
process (Rogers et al., 2021). Time constraints are another significant practical barrier, with
many consumers indicating insufficient time for repair (Diddi & Yan, 2019; Terzioğlu, 2021).

Socioeconomic barriers can play a significant role in preventing clothing repair. These barriers
are related to financial costs and economic conditions influencing consumer behaviour. A
significant socioeconomic barrier is the varying availability of money for repair (Laitala et al.,
2021), affecting consumers' ability to afford repair services or even basic repair materials. High
costs of professional repair services and low costs of replacement products are additional
socioeconomic barriers (Diddi & Yan, 2019; Rogers et al., 2021), which promotes a throwaway
culture (McLaren & McLauchlan, 2015).

Social barriers to clothing repair often arise from the stigma associated with visibly mended
clothing. This stigma is linked to traditional views of poverty and economic hardship, causing
many to avoid wearing repaired clothes to prevent social judgement and a sense of shame
(Laitala et al., 2021; McLaren & McLauchlan, 2015; Rogers et al., 2021). Negative perceptions
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of repair are also tied to the notion that repair work is 'women's work' or an unnecessary
domestic chore rather than a trait of care (Diddi & Yan, 2019; McLaren & McLauchlan, 2015;
Rogers et al., 2021). These social attitudes can lead people to avoid visibly repaired clothing
(Terzioğlu, 2021).

Psychological barriers to clothing repair arise from the widespread availability of cheap
products for consumers (Terzioğlu, 2021). One significant barrier is the cultural reference for
new over repairing old items, creating a mindset of devaluing repair (Laitala et al., 2021;
Rogers et al., 2021). This perception contributes to a lack of emotional attachment to
products, leading to the belief that they are not worth repairing (Laitala et al., 2021; McLaren
& McLauchlan, 2015). Another barrier is mistrust in repair quality, and although Rogers et al.
(2021) could not confirm this, other studies have identified this barrier. Additionally, many
products are presented as 'complete' or finished, discouraging personalisation and
customisation of items (Diddi & Yan, 2019; McLaren & McLauchlan, 2015). Thus, society's
declining need for repair skills has decreased these capabilities (McLaren & McLauchlan,
2015).

The psychological barriers to clothing repair are primarily influenced by contemporary
consumer culture, particularly the fast fashion industry's emphasis on mass production and
rapid consumption (Diddi & Yan, 2019; McLaren & McLauchlan, 2015). This culture
promotes emotional detachment and a throwaway mindset on a systemic level, wherein
inexpensive and disposable clothing is valued over durable, repairable garments (McLaren &
McLauchlan, 2015). Another systemic barrier is the limited access to education and training in
repair skills (Laitala et al., 2021). Additionally, in some education systems, gender norms can
affect students' acquired skills, potentially influencing their access to repair-related education
(Rogers et al., 2021).

Across all categories, the three most common barriers to clothing repair are a lack of skills and
confidence, financial costs, and time constraints (Diddi & Yan, 2019; Laitala et al., 2021;
McLaren & McLauchlan, 2015; Rogers et al., 2021; Terzioğlu, 2021). Some studies suggest that
basic mending techniques require minimal abilities, equipment and time (Laitala et al., 2021;
McLaren & McLauchlan, 2015). However, other research indicates that even highly skilled
quilters and embroiderers often do not view their expertise as applicable to clothing repair
(Diddi & Yan, 2019), revealing a gap between general crafting and specific repair skills.

Table 2-1. Table showing practical, socioeconomic, social, psychological, and systemic barriers to clothing repair

Practical Socioeconomic Social Psychological Systemic

Lack of convenience

Limited access to
repair materials,

tools, and
professional repair

services

Lack of necessary
skills, knowledge, or
confidence for repair

Time constraints for
repair activities

Varying availability of
money for repair

High cost of
professional repair

services

Low cost of
replacement products

Stigma and
social judgement
associated with

repair

Gender
stereotypes

Emotional
detachment

Perception that new
is better

Perception of
products as
complete

Mistrust in repair
quality

Fast fashion
culture

Limited
education and

training

Education
reinforcing

gender norms

Source: Diddi & Yan, 2019; Laitala et al., 2021; McLaren & McLauchlan, 2015; Rogers et al., 2021; Terzioğlu
2021.
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Research Gaps in Consumer Behaviour and Repair
Scholars have extensively examined consumer behaviours and contributions to CE
development (Jan, 2023; Korsunova et al., 2023). Recently, studies have shifted focus from
theoretical decision-making models and individual decision processes to more
comprehensively exploring consumers' actual practices and experiences (Korsunova et al.,
2023; Shevchenko et al., 2023). Research has explored various aspects, including consumer
knowledge, culture, awareness of product circularity, and barriers to consumer behaviour in
CE practices (Shevchenko et al., 2023).

However, a research gap persists in understanding behaviour change within the CE (Muranko
et al., 2018). Further studies are needed to address previously identified barriers and facilitate
the development of effective strategies to promote pro-circular behaviours (Rainatto et al.,
2024). This gap extends to repair research, requiring exploring methods to motivate
individuals (Terzioğlu, 2021).

2.1.3 The ‘Intention-Behaviour’ Gap
The IBG underscores the inconsistency between consumers' stated intentions and their actual
behaviours at various stages of the consumption process, including purchasing, usage, and
post-usage activities (Shevchenko et al., 2023). As most research on the IBG has focused on
the purchase phase, there is a growing need to research the latter stages. The use phase
requires particular research attention, as some studies suggest a significant gap exists in repair
practices (Laitala et al., 2021; Svensson-Hoglund et al., 2023).

Studies on consumer repair practices for household appliances among EU-28 citizens reveal
that 77% of consumers are willing to repair rather than buy a new product, but only 64%
engage in repair activities (Laitala et al., 2021). Further research indicates that younger
consumers are most interested in repair but have limited knowledge, skillset, and lack of
motivation to acquire these skills to engage in repair behaviour (Svensson-Hoglund et al.,
2023). These findings indicate a noticeable IBG, suggesting that stronger intentions may not
necessarily translate into corresponding behaviours. Nonetheless, these studies do not attempt
to quantify the extent of the gaps.

Theories suggest that strong intentions often translate into a higher likelihood of
corresponding actions (Coffie et al., 2023; Muranko et al., 2019). However, stronger intentions
that do not lead to action indicate a larger IBG, emphasising the importance of accurate
measurement and quantification of the gap. Despite this, only a few studies have undertaken
efforts to quantify and statistically test the IBG, indicating the need for more comprehensive
research.

A few studies have attempted to quantify the IBG, each using a different approach (Fachbach,
2020; Hassan et al., 2016; Kesternich et al., 2022; Parsatemijani, 2020). As noted earlier,
Fachbach (2020) is the only study quantifying the IBG in repair practices. The results revealed
a statistically significant difference (p<0.01) between stated intentions and actual repair
behaviour, indicating a considerable IBG in this context. However, using different scales as
response formats to measure intention and behaviour caused scale incompatibility, reducing
the correlation between constructs. Since scale compatibility improves the accuracy of
predictions, it is essential for the reliable measurement of the IBG (Fishbein & Ajzen, 2009).

Another study that attempted to quantify the IBG also highlighted the issue of scale
incompatibility (Hassan et al., 2016). A literature review of 15 studies on ethical consumption
showed that none satisfied the condition of scale compatibility. However, Parsatemijani (2020)
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quantified the IBG in ethical consumption and met the condition of scale compatibility. Lastly,
one study that attempted to quantify the IBG in climate change adaptation was a longitudinal
study in which intention and behaviour were measured on different occasions (Kesternich et
al., 2022).

The IBG can be attributed to individuals who intend to act but ultimately do not and those
who act without prior intention. This inconsistency can be examined through a 2x2 matrix
that contrasts intention (positive vs. negative) with behaviour (performance vs.
non-performance). As shown in Table 2-2, this matrix helps categorise participants into four
patterns of association between intention and behaviour: those with positive intentions who
act (inclined actors), those with positive intentions who do not act (inclined abstainers), those
with negative intentions who act (disinclined actors), and those with negative intentions who
abstain (disinclined abstainers) (Sheeran, 2005).

Table 2-2. Matrix demonstrating the four patterns of association between intention and behaviour

Behaviour

Intention Performance Non-Performance

Positive Inclined Actors Inclined Abstainers

Negative Disinclined Actors Disinclined Abstainers

Adapted from Sheeran (2005).

The 2x2 matrix offers a structured framework for analysing the IBG, allowing researchers to
identify patterns of consistency and inconsistency in intention and behaviour (Sheeran, 2005).
Consistency is observed in inclined actors and disinclined abstainers, indicating no gap
between intention and behaviour. In contrast, inconsistency arises from inclined abstainers
and disinclined actors contributing to the IBG. Sheeran (2005) found that inclined
abstainers—individuals with positive intentions who do not act—are primarily responsible for
the IBG, contributing the most to this gap.

2.1.4 Demographics
The IBG in consumer repair practices requires consideration of demographic differences such
as age, gender, continent, and household size as they serve as key indicators of pro-circular
behaviours and may impact the results. As the observed rate of actual repair behaviour may
exhibit variation based on the studied consumer group, considering demographic factors is
crucial in anticipating consumer behaviour in the CE (Laitala et al., 2021; Rogers et al., 2021).

Research indicates that traditional gender roles strongly influence repair tendencies. Regarding
self-repair, men are more likely to undertake tasks demanding mechanical abilities, such as
repairs of household appliances, electronics, and vehicles, rather than mending clothes. In
contrast, women typically engage in maintenance and care activities, such as clothing and
furniture self-repair. Regarding hiring professional repair services, women tend to do so more
frequently for most product types, except clothing, where the sample size was not large
enough to indicate whether men or women were more likely to seek professional repair
(Rogers et al., 2021).

Age-related findings reveal contradictions, emphasising the role of demographic factors.
Rogers et al. (2021) observed no significant age differences, while Laitala et al. (2021) noted a
higher inclination toward repair activities among older consumers. Socioeconomic factors,
such as larger household sizes, correlate with an increased likelihood of repair (Rogers et al.,
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2021). However, families with small children, possibly constrained by time, demonstrate lower
repair tendencies (Laitala et al., 2021).

In CE research, consumers are often “oversimplified” when portrayed as rational actors,
neglecting the intricate interplay of individual characteristics shaping dynamic decision-making
in diverse contexts. Thus, scholars advocate for additional research on demographic factors
and a nuanced understanding of individuals within their contexts. Additionally, qualitative
research is crucial for comprehensively understanding demographic differences and gaining
deeper insights into consumer behaviour in the CE (Rogers et al., 2021).

Summary of Current Knowledge and Research Insights
Examining various research gaps across communication and marketing, consumer behaviour,
and repair practices within the CE reveals a compelling connection, particularly in
understanding and exploring the IBG of consumer repair practices post-purchase. This
presents an opportunity to research how marketing can bridge this gap, providing valuable
insights into changes in consumer behaviour and practical benefits for the collaborating
parties.

2.2 Theories and Conceptual Framework for Bridging the IBG through
Communication

2.2.1 Theory of Reasoned Action and Theory of Planned Behaviour
According to the Theory of Reasoned Action (TRA), individual behaviour depends on the
individual's intention, which is determined by two conceptually independent factors: attitude
and subjective norm. Attitude reflects an individual's positive or negative evaluation of a
particular behaviour based on expectations of its consequences. Subjective norm encompasses
an individual's beliefs about the approval or disapproval of significant individuals or groups
regarding the specific behaviour and their perceptions of whether these influential figures
engage in or refrain from the behaviour (Fishbein & Ajzen, 2009).

Figure 2-1. Theoretical framework of Theory of Planned Behaviour. Adapted from Coffie et al. (2023).

Including a third factor for determining intention, perceived behavioural control, into the
TRA led to the development of the Theory of Planned Behaviour (TPB), presented in Fig.
2-1. The integrated construct of self-efficacy from the Social Cognitive Theory (SCT) aimed
to improve the TRA's ability to account for behaviours influenced by factors beyond the
individual's complete volitional control. Perceived behavioural control, or self-efficacy,
encompasses individuals' confidence in their ability to perform the behaviour and the
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perceived ease or difficulty influenced by personal and environmental factors (Coffie et al.,
2023; Fishbein & Ajzen, 2009).

2.2.2 Social Cognitive Theory
While the TPB is commonly employed to study the IBG, some researchers argue that it may
overlook specific external influences. Integrating SCT with TPB thus offers an opportunity to
enhance the comprehensiveness of behavioural models. SCT provides additional insights by
examining the dynamics between personal cognitive, environmental, and behavioural factors,
as illustrated in Fig. 2-2 (Shanbhag et al., 2023). This triadic relationship suggests that learning
occurs within a social context and underscores the significance of observational learning,
where individuals acquire new behaviours through observation and imitation. However,
individuals do not automatically imitate observed behaviour; it involves a deliberate cognitive
process where they consider whether to imitate the behaviour (Connolly, 2017).

Figure 2-2. Theoretical framework of Social Cognitive Theory. Adapted from Rad et al. (2023).

2.2.3 Implementation Intentions
TPB has also faced criticism due to the noted inconsistency between the intention-behaviour
relationship as demonstrated in the IBG, which suggests that efforts to change an individual's
intentions often do not result in significant changes in actual behaviour (Hagger &
Chatzisarantis, 2014). Therefore, theories such as TRA and TPB that focus on the
motivational phase, which describes how intentions are formed, might not be enough to
investigate the translation of intentions into actions. One approach has been to add a
volitional phase into the theory, which describes how intentions are enacted and is represented
by integrating a planning construct, such as implementation intentions (Hagger &
Chatzisarantis, 2014; Hagger & Hamilton, 2020).

An implementation intention is a simple intervention where individuals formulate a specific
action plan indicating when, where, and how they will carry out the intended behaviour when
a specific situational cue is encountered, such as recognising the need for repair. Action
planning effectively reduces the IBG as it grants individuals a sense of control by linking their
intentions with guidance for specific environmental cues, thereby facilitating the execution of
the intended behaviour. Formulating implementation intentions is assumed to facilitate the
recall of the particular situation more readily, enabling the behaviour to transition into an
automatic process when encountered, demanding minimal cognitive deliberation (Ajzen et al.,
2009).
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2.2.4 Prototype Willingness Model and Elaboration Likelihood Model
Although TRA, TPB, and SCT assume that behaviour arises from reasoned decision-making
processes, some theorists acknowledge that not all behaviour conforms to this pattern.
Individuals frequently act with minimal information and less reliance on deliberate, intentional
decision-making. This has prompted the emergence of dual-process models, which assume
that individuals' behaviour is influenced by two parallel processes: one aligned with the
intention-behaviour pathway, marked by deliberate reasoning and cognitive effort, and another
by heuristics, operating unconsciously with minimal cognitive deliberation (Hagger &
Hamilton, 2020).

The Prototype Willingness Model (PWM), depicted in Fig. 2-3, operates within a dual-process
framework, particularly relevant in scenarios among inclined abstainers. If intentions do not
translate into actions, strengthening intention alone may not elicit behaviour. Thus, exploring
PWM's less deliberate social reactive pathway could be promising for bridging the IBG. This
pathway is influenced by perceived prototypes of the behaviour, which are mental
representations and images of typical individuals engaging in the behaviour. It operates via
behavioural willingness, indicating the inclination to act based on social context and past
behaviour. Consequently, if individuals perceive the prototype positively, they are more
inclined to engage in the behaviour through the social reactive pathway (Hagger & Hamilton,
2020).

Figure 2-3. Theoretical framework of Prototype Willingness Model Adapted from Hagger & Hamilton (2020).

The social reactive pathway in the PWM derives from the Elaboration Likelihood Model
(ELM), a dual-process theory of persuasion (Hagger & Hamilton, 2020). According to the
ELM, persuasive communication induces attitude change via central or peripheral routes,
contingent upon message elaboration (Kamal et al., 2022). Individuals tend to process
information centrally when motivated and cognitively capable, especially when the message is
personally relevant. However, distractions may impede analysis of the message, but repeated
exposure increases capacity. Central processing thus involves conscious consideration of
message content, with persuasive effectiveness hinged on strong argument quality2, as weak
arguments fail to alter cognitive structure under this processing mode (Fishbein & Ajzen,
2009; Kamal et al., 2022).

In contrast, low motivation and ability prompt peripheral processing, relying on mental
shortcuts, intuitive judgements, peripheral signals, and emotional cues, such as emotional
appeals, communicator credibility, or the number of arguments rather than argument quality.
Individuals in this mode lack interest and cognitive engagement while often making

2 Argument quality refers to whether an argument is high-quality and normatively good or low-quality and
normatively poor (O’Keefe & Jackson, 1995).
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subconscious decisions, so peripheral cues should be used to persuade as argument quality
becomes less significant. Central processing drives primary attitude and belief change,
intrinsically tied to underlying beliefs, resistant to counterarguments, enduring, and
behaviourally influential. Peripheral processing yields less durable, superficially changed, and
short-lived attitudes, exerting minimal subsequent behavioural impact (Fishbein & Ajzen,
2009; Kamal et al., 2022). However, when facing information overload, individuals resort to
peripheral cues (Luo et al., 2023). In today's society, information overload is widespread,
posing challenges to information quality assessment. The volume of information generated
every two days now exceeds that created by the earliest human civilisations until 2003.
Consequently, despite weaker effects, exploring the peripheral route remains crucial, given its
prevalence among individuals dealing with modern society's pervasive information overload
(Arnold et al., 2023).

2.2.5 Nudging
Nudging is not typically classified as a formal theory; instead, it serves as a versatile framework
for interventions aimed at behaviour change by altering the environment in which behaviour
occurs and guiding individuals towards sustainable choices without restricting their options
(Marteau et al., 2020; Rainatto et al., 2024). This approach draws from various disciplines and
incorporates principles that align with the theories discussed in this theory section.

For example, nudging is grounded in dual-process theory, where System 1 and System 2
generate behaviour. System 2 involves the deliberate processing of information, characterised
by logical reasoning and cognitive analysis, while System 1 operates intuitively and
automatically, based on mental shortcuts rather than careful reasoning. Consequently, System 1
can lead to difficulty resisting temptation, biased judgements, and a tendency to conform to
social norms. Recognising the prevalence of automatic decision-making in today’s society,
nudging predominantly targets System 1, as this is the most influential pathway and does not
require extensive conscious deliberation (Holligan, 2017; Southerton & Evans, 2017).

Lehner et al. (2016) propose four nudging instruments: simplification and framing of
information, changes to the physical environment, alterations to default policies, and use of
social norms and comparisons. Subsequently, three additional tools were incorporated:
feedback mechanisms, reward and punishment schemes, and goal-setting and commitment
devices (OECD, 2017).

Simplification and framing of information enhance argument quality, perceived behaviour
control, knowledge and skills, and implementation intentions. For instance, in email
communications, emphasising the benefits of repair, ease and convenience and presenting
clear instructions and guidance can equip individuals with the necessary knowledge, skills and
confidence to engage in repair and strengthen their intentions to adopt the pro-circular
behaviour. The information can also be used as reminders and to set goals, facilitating
behaviour change by prompting individuals to set specific repair-related plans. For example,
email reminders can encourage users to schedule repair time, reinforcing their commitment to
repair practices (Lehner et al., 2016; OECD, 2017).

Leveraging changes to the physical environment, like embedding repair-related peripheral cues
in emails, serves as reminders of repair services' availability and accessibility. For example,
including clickable icons leading to repair resources nudges individuals toward sustainable
choices. Additionally, the peripheral pathway connects social norms and comparisons in emails
to promote repair practices by highlighting success stories, fostering social validation and
collective responsibility, and cultivating perceived behavioural control and willingness to
participate. Exposure to these narratives facilitates observational learning as individuals model
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favourable behaviours. Framing repair as positive and socially desirable thus shapes prototype
perceptions, reinforcing its normative value within society (Lehner et al., 2016; OECD, 2017).

These examples illustrate how nudging instruments align with and can be informed by
theoretical frameworks in behavioural science, offering practical communication strategies for
bridging the IBG in repair practices.

2.2.6 Conceptual Framework
The behavioural theories, concepts, and nudging techniques outlined in this section informed
the development of the conceptual framework, as illustrated in Fig. 2-4. This framework is
designed to bridge the IBG in repair practices through effective communication strategies.
Although research on the IBG within CE, sustainability, and marketing remains limited, other
disciplines such as health, physical activity, and entrepreneurship have extensively utilised
established theories, including TRA, TPB, SCT, II, PWM, ELM, and nudging to address IBG
(Adam & Fayolle, 2016; Fishbein & Ajzen, 2009; Hagger & Chatzisarantis, 2014). Therefore,
this framework served as a robust foundation for formulating survey and interview questions
and guiding thematic analysis with some predetermined themes towards actionable solutions
within the repair domain.

Figure 2-4. Conceptual framework developed from Theory of Planned Behaviour, Social Cognitive Theory,
Implementation Intentions, Prototype Willingness Model, Elaboration Likelihood Model, and Nudging.

In conclusion, the literature review reveals persistent research gaps, particularly concerning the
IBG in repair practices within the CE. Emerging concepts such as nudging and persuasive
communication offer promising avenues for promoting sustainability, diverging from
traditional marketing methods that historically reinforce the linear economic model. However,
despite these advancements, the IBG related to repair practices remains a critical area for
exploration. The collaborative nature of the research provides a unique opportunity to
investigate the IBG among Nudie Jeans consumers. Established theoretical frameworks and
concepts, combined with practical approaches like nudging, illuminate the complexities of
consumer behaviour. Consequently, the conceptual framework establishes a robust foundation
for measuring the extent of the IBG and identifying effective communication strategies to
address this gap. This underscores the urgent need for continued research to advance the
understanding of sustainable consumer behaviour and the effects of marketing within the CE.
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3 Research Design, Materials and Methods

3.1 Research Design
This research adopts a mixed methods design, combining quantitative (closed-ended) and
qualitative (open-ended) data collection through a survey and semi-structured interviews.
Mixed methods use quantitative and qualitative research strengths while mitigating the
limitations inherent in each approach. Consequently, this approach provides a more
comprehensive understanding of the research problem than using either method alone
(Creswell & Creswell, 2018).

This study's explanatory sequential mixed methods design enhances understanding by allowing
researchers to explain initial quantitative findings with subsequent qualitative data for in-depth
insights. This design emphasises a two-phase structure, where quantitative and qualitative data
are collected and analysed separately. However, the key to integration is established by linking
the quantitative results to the qualitative data collection process. This connection is essential
because the quantitative findings guide the qualitative sampling process and influence the
types of open-ended questions in the second phase (Creswell & Creswell, 2018).

The explanatory sequential mixed methods design is particularly suitable given the research
objectives—investigating and quantifying the IBG (RQ1) and exploring how marketing can
address it based on consumer preferences (RQ2). The quantitative phase enables the
measurement of IBG and identification of individuals with the most significant IBGs for
subsequent interviews. The qualitative phase delves into consumer preferences, offering
insights into how marketing strategies could help bridge these gaps.

Figure 3-1. Sequence of research activities in this explanatory sequential mixed methods design.

Despite its advantages, the explanatory sequential mixed methods design presents several
challenges, notably the extensive data collection and time-consuming quantitative and
qualitative data analysis. A detailed research plan with ample contingency time was developed
to address these challenges. Additionally, the complex nature of mixed methods requires
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precise planning and execution. Fig. 3-1 illustrates the sequence of research activities to
facilitate understanding.

Ensuring the validity of the overall research findings is crucial, particularly regarding two
critical issues. First, neglecting to consider all avenues for exploring quantitative results may
undermine the accuracy of the findings, stressing the need to carefully evaluate various options
before choosing an approach (Creswell & Creswell, 2018). Given the specific focus of this
research on bridging the IBG, prioritising individuals with the largest IBGs for interviews was
a strategic choice. This approach offers a deeper understanding of consumer preferences
among inclined abstainers, where marketing interventions can be most impactful. Second, to
strengthen the explanatory power of the qualitative data, the qualitative sample should ideally
be drawn from the participants in the quantitative phase. This study follows this approach,
which enhances the connection between phases and mitigates potential validity risks (Creswell
& Creswell, 2018).

3.2 Quantitative Research Approach

3.2.1 Methods Used to Collect Data

Survey Design
A survey was used to collect quantitative data and demographics to measure the IBG in jeans
repair practices among Nudie Jeans consumers, providing answers to RQ1 and SQ. The survey
employed a cross-sectional design, was distributed via email and conducted online through
SurveyMonkey. The survey design was chosen for its efficiency in overcoming challenges in
explanatory sequential mixed methods designs, enabling rapid data collection from a large and
diverse sample of participants by leveraging Nudie Jeans' extensive consumer database. This
wide distribution enhances the reliability and generalisability of the findings (Creswell &
Creswell, 2018).

While online surveys offer rapid and wide distribution, they are also cost-effective by
eliminating the need for manual data entry. Additionally, the online format provides
convenience, allowing participants to respond at their own pace, leading to higher response
rates and deeper engagement. Furthermore, surveys systematically produce data suitable for
standard statistical analyses (Creswell & Creswell, 2018).

Despite its many strengths, the online survey design has some limitations. Online surveys can
introduce biases due to the digital divide, where specific demographics may be
underrepresented because of limited access to technology or internet connectivity. However,
the online format of surveys remains a widely accepted and effective tool for data collection,
particularly for studies targeting large and geographically dispersed populations (Creswell &
Creswell, 2018; Daniel, 2012).

Pilot Study
The pilot study was conducted to evaluate the reliability of the survey instrument and gather
feedback for its refinement. The survey instrument was administered to the researcher's
contacts and during an event at a Nudie Jeans store in Stockholm in February 2024, explicitly
targeting attendees who met the predetermined criterion of being a Nudie Jeans consumer.
The 10 participants who completed the survey comprised the pilot study's sample size.

The survey was administered on two separate occasions to assess test-retest reliability. In the
initial session, it was distributed in person and online. After a one-week interval, it was
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redistributed via email for the second online session, allowing the same participants to
complete the same survey again, which provided data for the test-retest reliability analysis.
Feedback from participants in both sessions was carefully considered and incorporated into
subsequent refinements.

Population and Sample Size
The study's population consists of 300,000 global Nudie Jeans consumers. This extensive
consumer database contains the email addresses of all registered consumers since 2018 who
became members through product purchases or by providing their email during a repair
service. The database served as the sampling frame, enabling systematic access to the target
population (Creswell & Creswell, 2018).

The survey was distributed to the entire population, essentially aiming to gather data from all
individuals and ensure comprehensive coverage of Nudie Jeans customers. The total number
of survey responses was 2,598. Given the limited prior knowledge of the population's
demographics, stratification was considered infeasible. Consequently, the study used
single-stage simple random sampling without stratification to select 1600 respondents as a
representative sample, ensuring each individual had an equal opportunity to be included in the
analysis (Creswell & Creswell, 2018; Daniel, 2012). The minimum sample size was 1380,
determined through power analysis conducted with G*Power software. This study aimed for a
larger sample to increase the probability of finding statistical significance; thus, 1,600
respondents were selected. For more detailed information on sample size determination, see
Appendix I.

Survey Administration
An email containing a survey link was distributed to the entire population, serving as an
informed consent form and providing detailed information on the research's purpose and
collaborative context. Participants were informed of voluntary participation, including their
rights to refuse to answer specific questions or withdraw from the study at any time. The email
also outlined the benefits of participation and the required level and type of involvement. It
emphasised no collection of identifiable personal information and that all data would be coded
for anonymity and stored securely on a password-protected external hard drive (Creswell &
Creswell, 2018). Participant consent was indicated by clicking the link to access the survey. For
a complete description of the informed consent form, see Appendix I.

3.2.2 Data Collected

Instrument Description
A 30-item questionnaire was designed as part of the collaborative research project, drawing
from the TPB constructs for intention and behaviour (Ajzen, 1991; Fishbein & Ajzen, 2009;
Francis et al., 2004) and well-established measurement scales (Vagias, 2006). An extensive
review of relevant literature and existing questionnaires guided this development. Four of the
30 items were used to measure intention and behaviour relating to RQ1, while another four
collected demographic information relating to SQ. The remaining 22 items addressed other
elements of the collaborative research. The complete instrument is available in Appendix I.

The intention to repair was assessed using two distinct items. One question used a
dichotomous format, asking participants to indicate their intention to repair with a simple 'yes'
or 'no'. The second question employed a continuous rating scale, where participants indicated
the likelihood of their repair intention on a slider from 0 (not at all likely) to 100 (extremely
likely), allowing for decimal precision.
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Following the same pattern, repair behaviour was also evaluated through two items. One
question used the dichotomous format to determine participants' repair behaviour by allowing
them to respond with a binary 'yes' or 'no'. The second item also used a continuous rating
scale, where participants self-reported the likelihood of their repair behaviour on a slider from
0 (not at all likely) to 100 (extremely likely).

Combining dichotomous and continuous questions in the instrument allows for data
triangulation and versatile insights into the IBG. Dichotomous questions are straightforward
and encourage quick responses but limit responses to a simple 'yes' or 'no', potentially missing
finer distinctions and forcing polarised responses. Continuous questions demand more time
from respondents but provide more detailed data. This combination of various response
formats supports a broader array of statistical analyses and a deeper understanding of
participant perspectives (Rivera-Garrido et al., 2022).

Four items in the instrument were dedicated to demographic information. Two items
measured age and household size, with responses organised as ordinal categorical, with seven
and four levels, respectively. Another item collected was the participant's country of residence,
later grouped into continents for analysis, resulting in a nominal categorical variable with five
levels. The final item identified respondents' gender, a nominal categorical variable with four
levels.

The final item in the questionnaire invited respondents to an online interview, offering an
efficient means to engage and select candidates for the subsequent qualitative phase of the
study. Interested participants were given the opportunity to provide their email addresses for
further communication.

3.2.3 Methods Used to Process Data

Instrument Validity and Reliability
While the instrument's development adhered to established theories and scales, systematic
testing was nonetheless conducted to validate the appropriateness of the adaptation, thereby
ensuring the instrument's validity and reliability within the study's specific context (Creswell &
Creswell, 2018). This was ensured through content validity assessment and test-retest
reliability, which confirmed both high validity and reliability.

A panel of 12 experts in quantitative research, statistics, survey methodology and
development, theory of planned behaviour, marketing, and customer experience was convened
to ensure the instrument's content validity. This panel systematically assessed each item in the
questionnaire based on predefined rating criteria, categorising them as "essential," "useful but
not essential," or "not necessary", thereby ensuring that each item effectively captures
demographic content or the intended constructs of repair intention and behaviour
(Almanasreh et al., 2019; Creswell & Creswell, 2018).

The instrument's reliability was evaluated using the test-retest method, which measures the
degree to which the participant's test scores remain consistent over two separate occasions
(Vilagut, 2014; Yu, 2005). The instrument was administered to 10 participants, selected as a
representative sample of the target population, and then re-administered after a one-week
interval, generating paired test scores. In both sessions, participants responded to the
questions and had the opportunity to provide feedback in case of any uncertainties. Detailed
methods and calculations for assessing test-retest reliability and content validity are provided
in Appendix I.
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Data Analysis
Given its suitability for analysing paired binary data, McNemar's non-parametric test was
selected to investigate the IBG derived from the dichotomous questions in the survey
instrument. This statistical method facilitates the determination of whether a statistically
significant difference exists between the proportions of discordant and concordant pairs
(McNemar, 1947). Discordant pairs are the two groups of individuals with IBG—inclined
abstainers and disinclined actors. In contrast, concordant pairs represent the two categories
with no IBG—inclined actors and disinclined abstainers.

The data for these four categories of association patterns between intention and behaviour
was organised into a 2x2 contingency table, contrasting intention (yes vs. no) against
behaviour (yes vs. no). McNemar's test was applied to evaluate the statistical significance of
the overall IBG for discordant pairs. The null hypothesis assumes no difference in the
proportion of discordant and concordant pairs. The alternative hypothesis assumes a
difference in the proportion of discordant and concordant pairs, indicating an IBG not due to
random chance alone. A p-value <0.05 indicates a statistically significant difference, leading to
the rejection of the null hypothesis (McNemar, 1947). Effect sizes were calculated using
Cohen's g. It provided insights into the magnitude, precision, and practical implications of the
observed gap within the study's sample, thereby enriching the understanding of its statistical
significance (Creswell & Creswell, 2018; Lee, 2016; Mangiafico, 2023).

It is essential to note that McNemar's test is employed to ascertain the statistical significance
in the proportion of discordant and concordant pairs (McNemar, 1947). Consequently, the
examination of the overall IBG includes both inclined abstainers and disinclined actors. Since
inclined abstainers were the focus of this research, the percentage contribution of each type of
discordant pair to the overall IBG was calculated to assess their extent of contribution and
significance.

The study then examined the IBG derived from the continuous slider rating questions in the
survey instrument. This gap was calculated for each participant by subtracting the total value
of behaviour from the total value of intention, resulting in a new variable representing the
IBG. These values ranged from -100 to +100, where positive values were for inclined
abstainers, negative for disinclined actors, and zero for both inclined actor and disinclined
abstainer—indicating no IBG. Larger magnitudes (e.g., +100 and -100) represent larger IBGs,
whereas smaller magnitudes (e.g., +1 and -1) signify minor disparities.

The median and interquartile range (IQR) of the IBG were calculated separately for the
positive and negative values. Given the research emphasis on inclined abstainers, the positive
dataset underwent a normality assessment using the Shapiro-Wilk test (p<0.05), which
demonstrated a non-parametric distribution. The results led to applying the Wilcoxon
Signed-Rank test to determine whether the median IBG significantly deviated from zero
(Riina et al., 2023). The null hypothesis assumes no difference between the median IBG and
zero, with the alternative hypothesis proposing a significant deviation from zero (King &
Eckersley, 2019). Significance was set at a p-value threshold of <0.05, rejecting the null
hypothesis. Effect sizes were calculated through r to complement the analysis (DATAtab
Team, 2024)3.

Kruskal-Wallis tests were conducted to explore the variation in the median IBG across
categories within each of the four demographic factors due to the non-parametric nature of
the data. The null hypothesis stated no difference in median IBG among groups, while the

3 r = Z/√(N)
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alternative hypothesis suggests that at least one group's median differed from the others
(Leon, 1998). The data was structured so that the demographic factors were associated with
each participant's IBG measurements. Separate Kruskal-Wallis tests were performed with a
predetermined statistical significance threshold at p<0.05. The p-value, median, and IQR for
each category within all demographic factors were recorded. Effect sizes were calculated
through r for significant results (Mangiafico, 2023)4. All statistical analyses were conducted
using R software (version 4.3.2) with the support of RStudio (version 2023.12.1+402).

3.3 Qualitative Research Approach

3.3.1 Methods Used to Collect Materials

Semi-structured Interviews
Semi-structured interviews were used to collect qualitative data exploring consumer
preferences of communication and marketing to bridge the IBG of repair practices and,
therefore, to answer RQ2. Semi-structured online interviews were selected for their ability to
provide in-depth insights into participants' thoughts, beliefs, and experiences on the topic,
building on the quantitative findings of this mixed methods design with detailed descriptions
(Creswell & Creswell, 2018).

Semi-structured interviews employ a flexible set of predetermined questions, enabling
interviewers to adjust as necessary for in-depth responses and facilitate probing and follow-up
questions. This approach leverages the flexibility of semi-structured interviews and allows
participants to express preferences and opinions while enabling researchers to explore nuances
and adapt the interview to new information (Creswell & Creswell, 2018). Thus, the
comprehensive data obtained from semi-structured interviews will reveal participants'
preferences beyond what could be obtained from other methods, such as observations or
document reviews.

However, while semi-structured interviews offer valuable insights, they come with limitations.
For example, participant responses may be influenced by the interviewer's presence or actions
(Creswell & Creswell, 2018). To mitigate this, the researcher will adhere to an interview
protocol, detailed in Section 3.3.2 Materials Collected.

Participant Selection and Interview Procedure
The semi-structured interviews were conducted online through Zoom with a subset of
purposefully selected survey respondents. Participants with the largest IBG regarding repair
practices, who provided interesting answers about why they did not engage in repair and had
indicated a willingness to be interviewed, were contacted by email and asked to sign a consent
form. This approach resulted in 12 participants and reflected saturation, where no new
insights emerged from the data collection process.

The online format via Zoom also offers an opportunity to utilise software such as Fireflies AI
Notetaker, a voice assistant and transcription tool that enhances transcription efficiency during
interviews by providing real-time transcriptions (Fireflies.ai, n.d.). Streamlining the
transcription process saves time and ensures better documentation accuracy than manual
transcriptions.

4 r = √(X2/N)
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3.3.2 Materials Collected

Interview Protocol
The qualitative phase collected consumer preferences regarding marketing and communication
to bridge the IBG. These insights were gathered using an interview protocol, a structured set
of predetermined questions guiding the researcher's data collection process. Consistency in
questioning, with queries posed in the same order and manner to all participants, ensures data
comparability, aiding in theme identification, pattern recognition, and research reliability
(Creswell & Creswell, 2018).

The interview protocol comprises several components. First, it covers basic information such
as time, date, names, and interview length. The following section is the introduction, which
includes the purpose of the study, a general outline of the interview, and an introduction to the
topic to provide context and background. The interview starts with an opening question,
asking participants to provide information about themselves. After this, content questions are
asked to answer RQ2. The content questions are categorised into five sections: General
communication preferences, implementation intentions, persuasive communication, social
influence, and education. Probes were included to remind the researcher to ask for more
information or an explanation. Lastly, the interview protocol concludes with closing
instructions, including a reminder to express gratitude to the participant, ensure
confidentiality, and ask for a follow-up interview if necessary. Additionally, participants were
informed about how they could access the results (Creswell & Creswell, 2018). The whole
interview protocol and the consent form can be found in Appendix II.

3.3.3 Methods Used to Process Materials

Strategies for Ensuring Validity and Reliability
Various strategies are implemented to ensure the validity of the qualitative phase. Given the
inherent challenge of extracting preferences and opinions from observations, documents, and
images, the conventional triangulation approach was not feasible in this context. Instead,
strategies such as member checking and using rich, thick descriptions were employed as
alternative means of increasing validity (Creswell & Creswell, 2018).

Member checking involves sharing the final thesis or relevant sections thereof with interview
participants to solicit their feedback on the accuracy of the results. Additionally, rich, thick
descriptions of the findings aim to engage the reader within the research environment and
foster a sense of shared experience. This approach makes the qualitative results more realistic
and nuanced, enhancing their overall validity (Creswell & Creswell, 2018).

While the interview protocol enhances the reliability of the qualitative phase, an additional
procedure for ensuring qualitative reliability involves checking the transcripts. Although the
Fireflies AI Notetaker is primarily used for transcribing, verifying transcription accuracy
remains essential to minimise potential errors. This process significantly strengthens the
reliability of the data (Creswell & Creswell, 2018).

Data Analysis
The data underwent thematic analysis using the qualitative software program Nvivo. Thematic
analysis identifies and interprets patterns of significance within qualitative data, also known as
'themes' (Clarke & Braun, 2017). As previously mentioned, the initial stage involved real-time
transcription of the interviews. Subsequently, the researcher thoroughly reviewed the
transcripts, annotating comments as necessary for comprehensive understanding (Creswell &
Creswell, 2018).
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Following the transcription review, the coding process commenced. This involved labelling
text segments with descriptive terms representing specific categories of information by
utilising predetermined and emerging codes, including expected, surprising, and unusual ones.
Subsequently, these coded segments were organised into clusters of similarity to facilitate the
generation of themes presented in the results section (Creswell & Creswell, 2018).
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4 Results
This section first presents quantitative results derived from the survey, addressing both RQ1
and SQ. Initially, the outcomes of McNemar's test, which examines the dichotomous question
in the survey instrument, are detailed. Subsequently, the results obtained from the Wilcoxon
signed-rank test and the Kruskal-Wallis test are presented, focusing on the analysis of
continuous questions. Finally, the qualitative findings from the interviews addressing RQ2
include the themes derived from the thematic analysis.

4.1 Quantitative Survey Results

4.1.1 Results of Dichotomous Questions

McNemar's Test Results
The frequency and percentage distribution of dichotomous intention and behaviour responses
from the survey are illustrated in Table 4-1. Among the 1600 participants, 142 respondents
were categorised as inclined abstainers (8.9%), while 31 were classified as disinclined actors
(1.9%). Table 4-2 demonstrates that the combined percentage of both types of discordant
pairs amounted to 10.8%, indicating that this portion of participants gave rise to the IBG.
Disinclined actors contributed 17.9% to this phenomenon, while inclined abstainers
represented 82.1% of the total gap. Consequently, inclined abstainers also account for 82.1%
of the results from McNemar's test.

Table 4-1. Contingency table for McNemar's test demonstrating the frequency and percentage distribution of
dichotomous intention and behaviour responses

Behaviour

Intention Yes No Total

Yes 1346 (84.1%) 142 (8.9%) 1488 (93%)

No 31 (1.9%) 81 (5.1%) 112 (7%)

Total 1377 (86%) 223 (14%) 1600 (100%)

Note: Percentages in parentheses represent the percentage contribution to the total sample.

Table 4-2. Table showing the frequency, percentage distribution, and contribution of response categories to the
overall IBG

Response Category Frequency % of Total Sample % of Overall
IBG

Contribution to Overall
IBG (%)

Inclined Abstainers 142 8.9%
10.8%

82.1%

Disinclined Actors 31 1.9% 17.9%

No gap* 1427 89.2% - -

Total 1600 100% - -

*Inclined actors and disinclined abstainers

An exact McNemar's test revealed a statistically significant difference in the proportion of
discordant and concordant pairs (Chi-square = 69.942, p < 0.001*, df = 1). Consequently, the
null hypothesis was rejected in favour of the alternative hypothesis, indicating a statistically
significant IBG not attributable to random chance alone (McNemar, 1947). With a Cohen's g
of 0.209, the observed effect was considered to have medium practical significance since the
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interpretation range is categorised as small (0.05 - < 0.15), medium (0.15 - < 0.25), and large
(≥ 0.25) (Mangiafico, 2023).

4.1.2 Results of Continuous Questions

Wilcoxon Signed-Rank Test Results
Table 4-3 illustrates the frequency, percentage distribution, median, and IQR of the survey's
continuous intention and behaviour responses. Within the sample of 1600 participants, 386
individuals were identified as inclined abstainers (24.1%), while 243 participants were
categorised as disinclined actors (15.2%). Collectively, these two categories accounted for
39.3% of the sample, indicating that this percentage of the participants demonstrated an IBG.
Disinclined actors contributed 38.6% to this phenomenon, while inclined abstainers
represented 61.4% of the overall IBG. The median IBG for inclined abstainers was 11, with an
IQR of 24.8, illustrated in Fig. 4-1, whereas disinclined actors exhibited a median IBG of -4,
accompanied by an IQR of -7.

Table 4-3. Table demonstrating the frequency and percentage distribution, median, and interquartile range of
continuous intention and behaviour responses

Response
Category

Frequency % of Total
Sample

% of Overall
IBG

Contribution to
Overall IBG (%)

Median
of IBG

IQR of
IBG

Inclined
Abstainers

386 24.1%
39.3%

61.4% (+) 11 (+) 24.8

Disinclined
Actors

243 15.2% 38.6% (-) 4 (-) 7

No gap* 971 60.7% - - - -

Total 1600 100% - - - -

*Inclined actors and disinclined abstainers

Figure 4-1. Boxplot of IBG for inclined abstainers (N=386) illustrating the median value of 11, with the upper
quartile (Q3) at 28.75 and the lower quartile (Q1) at 4. The IQR is 24.75, representing the spread between the upper
and lower quartiles.
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The Shapiro-Wilk test disclosed that the dataset for inclined abstainers deviated significantly
from a normal distribution (W=0.77934, p<0.001*), indicating a non-parametric distribution.
The Wilcoxon Signed-Rank test performed on the data for inclined abstainers revealed that
the median IBG significantly deviated from zero (V=74691, p<0.001*). The alternative
hypothesis was therefore supported over the null hypothesis, showing a statistically significant
IBG derived from the continuous questions that were not attributable to randomness. The
effect size (r=0.867) was considered to have large practical significance: small (0.10–<0.40),
medium (0.40–<0.60), and large (≥0.60) (Mangiafico, 2023).

Kruskal-Wallis Test Results
Several Kruskal-Wallis tests were conducted to investigate differences in median IBG for
inclined abstainers across various demographic categories. The results showed no statistically
significant differences among continents (Chi-square=5.2947, p=0.2584, df=4), with a median
IBG score of 30.5 for Africa, 19.0 for Asia and North America, 10.0 for Europe, and 7.0 for
Oceania, as seen in Fig. 4-2. Given the small sample size for Africa (N=2), additional analyses
were performed excluding this continent. However, these tests also returned statistically
insignificant results (Chi-square=5.154, p=0.1609, df=3). The findings align with the null
hypothesis, indicating no significant differences in IBGs across the continent categories (Leon,
1998).

Figure 4-2. Boxplot of IBG by continent for inclined abstainers illustrating the median, upper quartile (Q3), lower
quartile (Q1) and the spread between these as the IQR for each continent: North America (N=41), Europe (N= 97),
Africa (N=2), Asia (N=11), and Oceania (N=35).

Statistical analyses for household size did not reveal any significant differences among the
groups (Chi-square=1.4375, p=0.6968, df=3). Fig. 4-3 shows that the median IBG scores
were 12.0 for medium households with 4-5 members, 11.0 for small households with 2-3
members, 10.0 for single-member households, and 6.0 for large households with six or more
members. Due to the limited sample size for large households (N=2), additional analyses were
conducted excluding this group, yet these did not generate statistically significant results either
(Chi-square=0.4849, p=0.7847, df=2). These findings are consistent with the null hypothesis,
implying no significant difference in IBG across household size groups (Leon, 1998).
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Figure 4-3. Boxplot of IBG by household size for inclined abstainers illustrating the median, upper quartile (Q3), lower
quartile (Q1) and the spread between these as the IQR for each household size: single household (N=69), small
household (N=188), medium household (N=127), and large household (N=2).

The Kruskal-Wallis test indicated no statistically significant differences in median IBG scores
across age groups (Chi-square=11.191, p=0.08265, df=6). The median IBG for 0-20 years was
20.0, 21-30 years was 18.0, 31-40 years was 16.0, 61-70 years was 12.0, 41-50 years was 10.0,
51-60 years was 7.0, and above 70 years was 4.0, illustrated in Fig. 4-4. Due to small sample
sizes for people aged 0-20 (N=7) and above 70 (N=3), additional analyses were conducted
excluding these groups in various combinations. Excluding only those above 70 years did not
generate statistically significant differences (Chi-square=10.809, p=0.05531, df=5); neither did
removing only the 0-20 years group (Chi-square=9.6955, p=0.08434, df=5), nor omitting both
groups (Chi-square=9.3089, p=0.05382, df=4). Although none of the analyses reached
statistical significance, the p-values come close to the 0.05 threshold, suggesting there might
be trends or tendencies for some variation among certain age groups.

Figure 4-4. Boxplot of IBG by age for inclined abstainers illustrating the median, upper quartile (Q3), lower quartile
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(Q1) and the spread between these as the IQR for each age group: 0-20 years old (N=7), 21-30 years old (N=28),
31-40 years old (N=107), 41-50 years old (N=139), 51-60 years old (N=77), 61-70 years old (N=25), and +70
years old (N=3).

The statistical analyses for gender did not indicate statistically significant differences in median
IBG scores when testing across all four categories (Chi-square=4.9416, p=0.1761, df=3). The
median IBG score for women was 20, 11.0 for other/non-binary, 10.0 for men, and 4.0 for
participants preferring not to answer, illustrated in Fig. 4-5. However, when excluding
other/non-binary (N=2) and participants preferring not to answer (N=1), the Kruskal-Wallis
test did reveal statistically significant differences between women and men
(Chi-square=3.8841, p=0.04875*, df=1). Although the results are statistically significant, the
practical significance or the magnitude of the differences may be minor due to a small effect
size (r=0.101): small (0.10–<0.40), medium (0.40–<0.60), and large (≥0.60) (Mangiafico,
2023).

Table 4-4. Table demonstrating the frequency, percentage, median IBG and interquartile range of IBG for each
category within the four demographic factors: continent, household size, age, and gender

Response Category Frequency % of Inclined
Abstainers

Median of
IBG

IQR of IBG

Continent

Europe 297 76.9% 10.0 24.0

North America 41 10.6% 19.0 29.0

Africa 2 0.5% 30.5 26.5

Asia 11 2.8% 19.0 18.5

Oceania 35 9.1% 7.0 16.5

Household Size

Single Household (1
member)

68 17.6% 10.0 25.0

Small Household (2-3
members)

188 48.7% 11.0 24.3

Medium Household (4-5
members)

127 32.9% 12.0 23.5

Large Household (6 or
more members)

2 0.5% 6.0 3.0

Age

0-20 years old 7 1.8% 20.0 9.0

21-30 years old 28 7.3% 18.0 22.5

31-40 years old 107 27.7% 16.0 22.5

41-50 years old 139 36.0% 10.0 21.0

51-60 years old 77 19.9% 7.0 19.0

61-70 years old 25 6.5% 12.0 29.0

Above 70 years old 3 7.8% 4.0 22.5

Gender

Women 46 11.9% 20.0 21.5

Men 337 87.3% 10.0 23.0

Other/Non-binary 2 0.5% 11.0 9.0

Prefer not to answer 1 0.3% 4.0 0
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Figure 4-5. Boxplot of IBG by gender for inclined abstainers illustrating the median, upper quartile (Q3), lower quartile
(Q1) and the spread between these as the IQR for each gender: women (N=46), men (N=337), other/non-binary
(N=2), and prefer not to answer (N=2).

4.2 Qualitative Interview Results

4.2.1 Description of Participants
A total of 12 participants were interviewed for this study, comprising nine men (75%) and
three women (25%). Most participants were in the 31-40 age group, with five individuals
(42%). The second most common age group was 41-50, with four participants (33%). Two
participants (17%) were in the 51-60 age group, while one participant (8%) was in the 61-70
age group. Household size was relatively balanced, with seven participants (58%) living in
small households and five (42%) in medium-sized households. Regarding geographical
distribution, 10 participants (83%) were from Europe, and 2 (17%) were from Oceania. This
group of participants provided a mix of ages, household sizes, and geographical backgrounds,
offering a variety of perspectives for the study. The following sections present the key themes
from the interviews with these participants.

4.2.2 Thematic Analysis Results

Barriers to Repair
Half of the respondents identified limited access to repair materials, tools, and professional
repair services as a significant barrier to clothing repair (Respondents 2, 4, 8, 9, 10, and 12).
This issue largely stems from a lack of convenience (Respondents 2, 4, 8, 9, and 10), with
many participants living far from Nudie Jeans repair stores. Half of the participants also
mentioned they lacked the skills, knowledge, or confidence to repair clothes themselves
(Respondents 5, 6, 7, 10, 11, and 12). Additionally, a third of the participants pointed to time
constraints as obstacles (Respondents 3, 4, 5, and 8).

Although Nudie Jeans offers free repair services, some participants noted the high cost of
professional repairs as a barrier (Respondents 11 and 12), usually due to the indirect costs
associated with long travel distances to repair locations. Thus, varying financial resources for
repair-related expenses also emerged as a barrier (Respondents 8 and 12).
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A few respondents expressed mistrust in repair quality as an obstacle (Respondents 10 and
11), while others preferred buying new instead of repairing (Respondent 9). Another
respondent mentioned emotional detachment from their clothing, stating, “I think I have too
many pairs of jeans and too many clothes to care about repairing the ones that break. Even though I save them
at home to fix them, I never really get there” (Respondent 1, personal communication, April 18,
2024). This feeling is consistent with another barrier stated among a few
participants—indolence (Respondents 1, 6, and 7).

Email Communication Preferences
Many participants mentioned that they deleted most of their emails (Respondents 1, 2, 3, 8,
and 9). They found the sheer volume of emails overwhelming and responded by deleting many
before even reading them. Respondent 2 shared, “I find regular emails incredibly frustrating, and I get
so many that regular ones end up in the junk mailbox, so they don't get read” (personal communication,
April 19, 2024).

Due to email overload, participants reported shorter attention spans, making it difficult for
them to open emails and engage with the content in the first place. Several participants
underscored the importance of a compelling subject line to address this (Respondents 1, 3, 7,
8, and 11). They noted that it should be “interesting”, “engaging”, and “eye-catching”
(Respondents 1 and 8), contain key messages like 'free repairs' (Respondents 3 and 7), or be
easily searchable, as Respondent 8 described: “The subject line is relevant, so I can do a subject line
search to find what I want, and then the information is there” (personal communication, April 16,
2024).

Half the participants shared their views on promotional content in emails (Respondents 1, 2,
3, 5, 7, and 11). Some indicated that uninteresting promotional content in the subject line
would immediately lead them to delete the email and that they valued education over
promotions (Respondents 1 and 2). Others suggested a balance between promotional and
non-promotional content (Respondents 5), while a few appreciated advertisements because
they captured their attention as long as there was a clear distinction between promotional and
personal emails (Respondents 7 and 11).5

Despite many participants indicating that they deleted many emails, one-fourth preferred
email as their communication channel (Respondents 10, 11, and 12). The primary reason was
that they did not use social media platforms like Instagram, relying solely on email for
communication. Respondent 11 explained, “I'm quite old. I'm not very into social media and no longer
have active social media accounts. If I were 25 or 30, I would be on Instagram and see all these pictures of
[repaired jeans]. But I'm not, so it doesn't come to me that way” (Respondent 11, personal
communication, April 15, 2024). A few respondents indicated that they prefer email and social
media for communication (Respondents 3 and 6). Respondent 3 mentioned that email is easier
than social media for personalised support, such as email reminders and action planning,
presented in detail in the section 'Personalised Implementation Support'.

Respondent 12 shared thoughts on the decline of the social media era: “I think the age of the
beautiful Instagram influencer is coming to an end…This idea of someone standing there and giving a big spiel
about what they think it means to be happy or sustainable is like - no one cares. Let's get to action”
(personal communication, April 19, 2024). Participants preferred communication that
emphasises genuine connections instead of relying on beautiful, stylish, and unattainable
influencers who shift the focus to themselves rather than what is important. This trend was
observed among several respondents (Respondents 6, 11, and 12), and one stated, “I'm

5 Promotional content aims to drive sales, while non-promotional content focuses on educating, informing or
entertaining the audience without direct promotion (Speed Commerce, n.d.).
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beginning to realise more and more that you want honesty…There's something about connecting with a real
person” (Respondent 3, personal communication, April 19, 2024). Similarly, “I like seeing 'real'
people doing 'real' stuff ” (Respondent 6, personal communication, April 27, 2024). Respondents
11 and 12 preferred down-to-earth, funky, and fun communication while recognising that life
can be messy, reflecting a shift away from the polished image of influencers toward more
authentic and relatable communication approaches.

Personalised Implementation Support
Almost all participants agreed that receiving implementation support through email reminders
or emails that help them develop specific action plans would effectively aid in bridging the
IBG (Respondents 1, 2, 3, 4, 5, 7, 8, 10, 11, and 12). Respondents described this approach as
useful and helpful and said they would happily welcome such support. Respondent 7
remarked: “It would make me feel relieved to receive such an email, and it would prompt me
to [perform the repair]” (personal communication, April 17, 2024).

Several participants suggested different approaches to combining email reminders with action
plans. Some recommended sending both in one communication (Respondent 5), while others
advocated sending an initial reminder to create interest, followed by an action plan to guide
the next steps (Respondents 7 and 11).

Almost all respondents who valued email reminders indicated they would prefer to receive
them every 6, 9, or 12 months, as daily, weekly, or monthly reminders would be too frequent
(Respondents 3, 4, 7, 11, and 12). One respondent noted, “I don't need a daily or weekly reminder
about repairing jeans; probably less frequently...It's not really relevant during my day, so I might think, 'Okay,
I'll do that later'. So getting a reminder of my intention [to repair] isn't a bad thing” (Respondent 4,
personal communication, April 15, 2024). Additionally, Respondent 5 suggested that
reminders could be added as a footnote to weekly newsletters, as frequent standalone
reminders could lead to email fatigue.

A quarter of the participants did not value email reminders, suggesting they had little impact
and would not motivate them to take action (Respondents 1, 6, and 9). Others indicated that
while reminders might be effective initially, they could become repetitive or feel like nagging
over time. As Respondent 8 said, “That's helpful the first time, but after that, I already know. You don't
have to tell me what I already know...It would be reasonable to say: 'I don't know whether you remember, but
we offer repair if you want it done.' But you don't want to feel like you've been nagged to take your jeans, then
you're sounding like my mother.” (personal communication, April 16, 2024). This perspective aligns
with other respondents who preferred a friendlier tone in communication (Respondents 5 and
9), which could help avoid a sense of nagging.

Several participants preferred 'clicking' in an email (Respondents 3, 7, and 12). One
respondent noted, “Having a specific, step-by-step process, like clicking a link to book your appointment or
find a location, always helps” (Respondent 3, personal communication, April 16, 2024). Another
added, “Basically, I want to do this. Let me click” (Respondent 7, personal communication, April
17, 2024). A third respondent described how a flowchart with clickable steps could streamline
finding and booking services, which is especially beneficial for people in rural areas where
long travel is often required. The ideal flowchart would allow users to enter their location and
then guide them through a series of clickable links—such as locating the nearest repair shop,
checking its availability, and booking a time slot. This process could conclude with a summary
box, presenting essential information such as wait times and contact information, all at the
click of a button (Respondent 12).
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Respondent 2 stressed that email reminders combined with action planning should bring new
information to users. However, to accomplish this, emails need personalisation to be specific
and relevant, “Knowing that I can get jeans repaired in London isn't helping me at the moment because I'm
not going to be in London, and I don't know when next. But if something were to happen more locally,
knowing about that and trying to plan around it would be effective. I think the specificity is what's needed, so it
doesn't become generalised and ignored” (personal communication, April 19, 2024).

One practical solution to enhance personalisation is to encourage consumers to create
customer profiles where they can log details and monitor the condition of their jeans. This
feature could include updates on whether the jeans are nearing the point of breaking, require
repairs, or remain in good condition. Although Respondent 4 wants to avoid using the word
'gamification', this approach allows for more targeted communication, as it helps consumers
identify items needing repair and receive relevant email reminders and action plans tailored to
their needs.

A second suggestion to improve personalised implementation support is through purchase
profiling. Respondent 6 explained that email reminders about repairs can sometimes be
generic, but a more targeted approach based on purchase history can offer more effective and
personalised communication. Tracking of customer purchases allows the brand to send
reminders at appropriate intervals. For example, a customer who purchased jeans six, nine, or
twelve months ago might receive an email suggesting a repair check-up. This approach
provides a timely reminder without feeling intrusive, as it is based on the customer's
purchasing patterns.

Rational and Emotional Persuasion
Half of the respondents considered themselves rational individuals, preferring communication
that presents high-quality arguments (Respondents 1, 2, 3, 6, 7, and 8). One participant
preferred rational arguments because they are logical and concrete, making them easier to
understand (Respondent 1). Similarly, another would only consider arguments, “Anything that
relies on either a feeling or a belief, I'm going to question” (Respondent 2, personal communication,
April 17, 2024). Many participants stated that they are convinced by factual information
(Respondents 1, 2, 3, 6, 10, and 12), particularly those that emphasise environmental impact
(Respondents 1, 2, 3, 6, 7, 10, and 12), and personal cost savings (Respondents 1, 2, 6, 7, 10,
and 12). A few participants indicated that discussions about product quality are particularly
persuasive (Respondents 6, 7, and 8). A combination of these facts was expressed by
Respondent 6:

“Messages should be easy to understand, e.g. why it’s important for both the planet and the customer,
the main benefits for the customer, and clarify why and when it’s better to repair instead of buying
new…In my opinion, it’s important to emphasise that repairing an expensive, high-quality product is
not only economical but also ecological. First of all, you get good-looking, high-quality clothing that
can last a long time. Secondly, it’s good for the environment because you don't need to buy more cheap,
low-quality products” (Respondent 6, personal communication, April 27, 2024).

Two participants attributed their preference for rational persuasion to their research
backgrounds (Respondents 2 and 12). Participant 2 noted that being an academic professional
made them accustomed to fact-checking, a practice that might be less common among others.
These varying levels of information validation underscore the importance of transparency in
communication to ensure the credibility of arguments, a critical aspect of rational persuasion.
Similarly, another participant noted that the prevalence of misinformation has led people to
examine the environmental aspects of communication more closely, indicating a growing
interest in understanding the real impact of circular practices and highlighting the importance
of transparency (Respondent 3).
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While most respondents valued high-quality arguments based on logic and facts, some
indicated that these arguments can also trigger emotional responses that influence their
behaviour (Respondents 3 and 8). One mentioned that while they prefer rational persuasion,
emotional response is often triggered by arguments highlighting broader environmental issues,
such as the sheer volume of production and manufacturing. This emotional reaction, however,
stems from a rational understanding of the problem rather than an appeal to personal
sentiment (Respondent 3). Similarly, the other noted that sustainability arguments evoke an
emotional response: “For me, it's all about sustainability because that creates the emotional argument. If I
feel like my action is meaningful, even in a small way, that's the sort of argument I'll respond to”
(Respondent 8, personal communication, April 16, 2024). These perspectives suggest that
arguments can trigger emotional responses even within the rational pathway, indicating that
logic and emotion combined may influence behaviour.

Building on this idea, a quarter of the participants preferred communication that combines
logical reasoning with emotional appeals for effective persuasion (Participants 5, 10, and 12).
A common observation was that arguments and factual information aid in making quick
decisions (Participants 5 and 12). However, as much decision-making occurs subconsciously,
emotional appeals can enhance communication's impact by creating a sense of connection
(Participants 10 and 12). Participant 5 referenced a cycling brand's newsletter that balances
scenic imagery, personal stories, and product information to engage the audience's logical and
emotional aspects.

Another group of respondents acknowledged their rational tendencies but indicated that
emotional cues and peripheral signals ultimately influence their decisions (Respondents 3, 9,
and 11). This suggests that emotional connections can be as influential in shaping behaviour
as factual information. As Respondent 9 expressed, “Rational arguments don't make me go there and
actually [repair it]” (personal communication, April 15, 2024). This group prefers
communication that appeals to their emotions through sentimental attachments, visual
elements, or authority rather than detailed logical arguments.

A third of the participants noted that emotional attachment to a cherished item can drive
repair behaviour and serve as a compelling element in persuasive communication
(Respondents 3, 6, 10, and 12). Respondent 12 said, “There's something about that sense of nostalgia
and things that stay with you for a long time - it really matters” (personal communication, April 17,
2024). This sentiment was echoed by other participants (Respondents 9 and 11), indicating
that evoking the emotional value of a product can be significant in persuasion. A few
participants noted the importance of stimulating emotional responses through visual examples
of others' repair efforts (Respondents 9 and 11). Personal stories and unique repair
customisations can foster the emotional connection needed for effective persuasion.
Additionally, the importance of communicator credibility was underscored, indicating that
brand loyalty and trust in a brand's message can also evoke emotion that drives behaviour
(Respondent 9).

Lastly, regardless of the type of persuasion they preferred, several respondents shared a
common theme (Respondents 3, 4, 7, 8, and 12). They discussed the importance of making a
meaningful contribution, whether by supporting a greater altruistic cause or making a positive
impact. Various aspects of this concept were highlighted, including “doing the right thing”
(Respondents 4 and 10, personal communication, April 15 and 18, 2024) and “meaningful action”
(Respondent 9, personal communication, April 16). One even mentioned that they find
satisfaction in "doing something good for the environment and then bragging about it” (Respondent 7,
personal communication, April 17, 2024).
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Social Influences
Several participants noted that emails featuring content where other individuals perform
repairs would be valuable in inspiring them to engage in similar behaviour (Respondents 3, 5,
6, 7, and 12). Others thought it might be effective (Respondents 1, 2, 10, and 11). Respondent
7 stated, “I'd probably repair more often if I saw more people doing it...But I usually don't see it, so observing
others would also serve as a reminder” (personal communication, April 17, 2024).

Respondent 3 suggested that a top-down approach through observational learning could
contribute to changing cultural habits on a broader societal level, as it would challenge the
preference for purchasing new, especially in communities where repairing is less common.
Thus, a cultural shift could increase the visibility of repair practices in society, providing more
opportunities for individuals to see others for inspiration to act on their intention to repair.

Although Respondent 5 preferred to believe they are driven solely by their own free will, they
mentioned that everyone is influenced by others to some degree. They suggested that
observing others can offer the encouragement needed to take action, highlighting the benefit
of seeing role models in action. Respondent 6 agreed that others' behaviour has an influence
but noted that the impact is relatively minor.

There were nuanced views regarding which individuals consumers prefer to observe
performing repairs, although specific common themes emerged. Some respondents indicated
that observing members of their social circle could be effective, especially if it involved
practical recommendations for repair services (Respondents 1 and 3). Another participant
indicated that observing unexpected individuals, such as leaders from traditionally
conservative or non-environmental sectors, engaging in repair could significantly alter
perceptions. When prominent figures not typically associated with repair or sustainability
undertake these actions, it may encourage others to adopt similar behaviour. This approach
was considered more compelling than observing someone already recognised for
environmental advocacy, as it challenges stereotypes and widens the range of inspiring
examples (Respondent 5).

One-fourth of the participants indicated that who performs the repair does not strongly affect
their encouragement as long as the behaviour serves a greater cause (Respondents 3, 7, and
12). However, in contrast to what Respondent 5 said, one participant expressed scepticism
about the motives behind unexpected individuals promoting repair (Respondent 12).
Observing positive behaviours from unexpected sources might not entirely discourage them,
but it could raise questions about the underlying motives, leading to lower trust.

Similar sentiments were expressed regarding observational learning in line with the findings
from the 'Email Communication Preferences' section, which highlighted a preference for
down-to-earth, authentic individuals. Some participants preferred observing repair activities
conducted by genuine individuals, such as company personnel, customers, or everyday people,
rather than pop stars or influencers (Respondents 6 and 11). Respondent 6 stated, "I find the
actions of celebrities and high-profile fashion influencers often appear fake and can harm the brand's credibility"
(personal communication, April 27, 2024). This suggests that promoting repair through
authentic sources could be more effective than celebrity endorsements. For example, one
suggestion involved sending an email featuring a video in which brand representatives
straightforwardly demonstrate repair techniques (Respondent 11).

Several participants were sceptical about the effectiveness of observational learning
(Respondents 4, 8, 9, 10, and 11). Similar to the video suggestion from Respondent 11, others
noted that they preferred a focus on repair tutorials rather than the individuals performing
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them (Respondents 5 and 9). A common theme among those who did not favour
observational learning was their preference for personal autonomy, as they emphasised the
importance of internal motivation instead of needing external influences to guide their actions
(Respondents 4, 8, and 10). However, one participant suggested that their generation might
influence this perspective, stating, “Maybe I'm a different generation...But I don't think it's a bad
thought, because I think when you're 20, you probably look more for these role models” (Respondent 4,
personal communication, April 19, 2024).

Reflecting the view that observational learning might substantially impact younger people,
several participants who favoured this approach pointed to their culture and family
backgrounds where repairing was a common practice. Growing up in environments where
repair was the norm could have shaped their current attitudes toward repair and sustainability
(Respondents 1, 3, and 12).

Only one-fourth of the participants acknowledged that social norms had some influence on
their behaviour (Respondents 7, 8, and 10). One stated, “Yes, of course [social norms] are important.
But I mean, it's really hard to assess their impact because we are all embedded in our culture” (Respondent
8, personal communication, April 16, 2024), and further indicated that social norms are an
influence but not the main driver. Similarly, Respondent 7 mentioned that while they might
not be consciously aware of it, social norms do have some impact on their behaviour.

However, several participants stated that social norms did not influence their repair behaviour
(Respondents 1, 2, 3, 5, and 6). For instance, some lived in communities where sustainability
and repair culture are not widely embraced (Respondents 3 and 5), others mentioned that their
social circle did not focus on sustainability, yet they did not feel pressured to conform to these
norms (Respondent 12). A few participants considered themselves role models within their
social circles, promoting sustainable practices and leading by example (Respondents 2 and 3).
Participant 12 also highlighted the cultural perceptions of sustainability, noting that it is often
viewed as an 'elite' practice associated with wealthier individuals in their local area. Another
indicated their friends were more interested in secondhand and vintage clothing than repair
(Respondent 6).

In the 'Rational and Emotional Persuasion' section, visual examples of others' repair efforts
were presented as a way to stimulate the emotional responses needed for persuasion. Half of
the participants found customer testimonials through pictures or videos effective because they
illustrate real-life results (Respondents 2, 4, 5, 6, 9, and 11). One participant commented, "You
need to see the perspectives of what people have done with their jeans. If it's personal, it's even better, like when
someone has used a different thread colour or created something unique from a repair” (Respondent 9,
personal communication, April 15, 2024). Another participant emphasised the importance of
social proof and customer testimonials as they lend credibility through third-party validation
(Respondent 2). However, Participant 8 mentioned that customer testimonials could be
perceived as similar to TripAdvisor reviews, which they typically do not read or pay attention
to.

Information and Educational Content
Effective communication in consumer outreach relies on delivering information concisely and
engagingly. Several participants preferred short, direct, and engaging emails (Respondents 5, 6,
7, 8, and 11). This preference aligns with the shorter attention spans discussed in the 'Email
Communication Preferences' section, as participants lose interest when confronted with
lengthy text or excessive images that obscure the email's purpose. As Respondent 8 stated:
“Tell me what you want and get to the point…If I have to search through stock image photos and all these
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statements about how wonderful the company is, I won't bother.” (personal communication, April 16,
2024).

Most participants emphasised the importance of being provided with information
(Respondents 2, 4, 5, 7, 8, 9, and 12). A few participants preferred receiving information at the
point of purchase rather than through email (Respondents 5 and 9). The reasoning was that if
consumers were well-informed from the start, there would be less need for follow-up
communication (Respondent 5). Some respondents also noted that they did not require more
information, as their knowledge was not the limiting factor in their decision to repair
(Respondents 1 and 11).

Half the respondents commented on generic versus specific information content, revealing a
nuanced view (Respondents 2, 5, 7, 8, 10, and 11). Most participants preferred specific and
well-targeted information over generic content (Respondents 2, 8, and 10). One participant
described a company that switched from sending weekly emails to sending emails only when
there was important information or required action:

“They're saying something specific. It’s probably a psychological effect because they've said we will only
email you when we have something to tell you...[that] we think is important. That makes you feel like
somebody's actually thought about what they're sending, so you pay attention to it” (Respondent 2,
personal communication, April 19, 2024).

Others preferred a mix of generic and specific information (Respondent 5), while some
appreciated generic content that communicated the existence of repair services and how to
use them (Respondents 7 and 10).

Two-thirds of the participants valued emails with educational content (Respondents 1, 2, 3, 5,
6, 7, 11, and 12). Some of these respondents noted that while they already possess the
knowledge required for repair, educational content was considered beneficial for others in
general (Respondents 1, 2, and 6). In contrast, another participant stressed the concept that
the more one learns, the more one realises how much remains unknown:

“I also know that the more you learn at university, the more you realise how little you actually know.
Education is always important because our understanding is constantly changing and evolving. I
believe that education is fundamentally the solution to much of our ignorance and inability, especially
when it comes to things like learning how to repair” (Respondent 2, personal communication, April
19, 2024).

Another principle that emerged among participants favouring educational content was that
'knowledge is power' (Respondents 1 and 3). Respondent 3 related this concept to
sustainability, indicating that knowledge can inspire positive change and promote responsible
behaviour. The participant who preferred emails with educational content over promotional
messages, mentioned in the section ‘Email Communication Preferences’, suggested that
education could be a more effective way to encourage repair than direct persuasion.
Educational content can demonstrate the value of repair, explain its benefits, and offer
practical guidance on the techniques required to perform repairs (Respondent 2).

Three-quarters of the respondents found repair tutorials useful for learning practical skills and
wanted more step-by-step content in email communications (Respondents 1, 2, 3, 5, 6, 8, 10,
11, and 12). One participant highlighted the importance of knowledge regarding specific
repair techniques when using professional services, enabling them to give clear instructions to
the tailor to ensure the repair is completed to their satisfaction (Respondent 11). Others
stressed the need for self-repair tutorials, noting that some people find the task challenging
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(Respondents 2, 5, and 6). Respondent 5 explained, “Getting that step-by-step guidance helps you
realise that it’s not that difficult” (personal communication, April 17, 2024).

Several participants indicated that repair tutorials should be easy to understand, allowing
individuals to feel empowered and confident in undertaking repairs on their own
(Respondents 5, 6, and 12). In contrast, some participants appreciated more complex tutorials
with advanced embroidery techniques (Respondents 1, 3, and 12). Repair tutorials were also
viewed as helpful for people living in rural areas far away from professional repair centres.
Additionally, some respondents indicated that watching repair tutorials was their preferred
learning method as they do not like reading (Respondents 10 and 12).

Visual Communication
Consistent with the preference for concise emails with minimal text noted in the 'Information
and Educational Content' section, all participants emphasised the significance of including
visual elements in communication (Respondents 1, 2, 3, 4, 5, 6, 7, 8, 9, 10, 11, and 12). Given
that visual communication can be integrated with any of the strategies discussed, it emerged as
a standalone theme.

Half of the respondents indicated a preference for emails featuring visuals of both traditional
repairs and more artistic and customised ones (Respondents 1, 6, 9, 11, and 12). Some
participants mentioned they were inspired by Japanese embroidery, combining functional
reinforcement with decorative elements (Respondents 1, 3, and 12). Respondent 12 noted,
“Instead of standard stitching, repair tutorials could be made more interesting with techniques like the Japanese
art of embroidery, where you stitch while you patch your clothes. It’s quite creative!” (personal
communication, April 19, 2024).

Participants discussed the preferred types of visual communication, mentioning infographics,
images, and videos. One-fourth of the respondents mentioned using infographics, provided
they contain minimal text (Respondents 5, 6, and 10). Pictures were favoured by three-quarters
of the participants in email communications (Respondents 3, 4, 5, 6, 7, 8, 9, 11, and 12). While
one respondent suggested using step-by-step pictures with descriptions to illustrate the repair
process (Respondent 6), most participants preferred images that focused on demonstrating
repair quality and techniques. They emphasised end results (Respondents 3, 9, and 10), prior
repairs (Respondent 5), and before-and-after images as sources of inspiration (Respondents 9
and 11).

Two-thirds of the respondents emphasised the importance of video communications in the
context of repair tutorials (Respondents 1, 2, 3, 5, 6, 10, 11, and 12). As noted in the
'Information and Educational Content' section, videos are necessary for some individuals to
understand repair techniques fully. Respondent 12 explained,

“When someone uses only words to tell me how to do something, I don't understand. But if they show
me a video where I can watch a close-up of the actual patch with someone explaining and
demonstrating, then I can pause it and try it myself—that's how I learn” (Respondent 12, personal
communication, April 19, 2024).

Additionally, Respondent 12 suggested that transcribing video tutorials would enhance
accessibility for people with hearing impairments and non-native English speakers. Providing
transcriptions would allow a wider audience to access the educational content, ensuring
inclusivity and a broader understanding of the repair process.
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As an example of preferred communication, one participant mentioned a video tutorial from
Nudie Jeans titled 'How to Repair Your Jeans Using the Nudie Jeans Repair Kit.' This video
demonstrates how to use the free repair kit Nudie Jeans provides its customers with as part of
their eco-cycle philosophy, allowing them to repair their jeans at home (Respondent 6). In
contrast, another participant shared that they had ordered the repair kit from the website but
were unsure how to use it due to a lack of instructions (Respondent 5). This highlights the
need for clearer communication and accessible visual guidance in repair tutorials.

Stated and Revealed Preferences for Communication Strategies
Stated preferences were derived from participants' subjective rankings of the effectiveness of
various communication strategies. Table 4-5 shows ranking results, including mean and
standard deviation (SD). A lower mean score suggests a higher preference, while a higher SD
indicates a broader range of opinions. Education emerged as the most favoured (mean=2.67,
SD=1.15), followed by rational persuasion (mean=2.75, SD=1.60), emotional persuasion
(mean=3.75, SD=1.82), and action planning (mean=3.92, SD=2.23). The least favoured were
social influences (mean=4.42, SD=1.73), email reminders (mean=4.50, SD=2.39), and
observational learning (mean=6.00, SD=1.04). The highest SDs were seen in email reminders,
action planning, emotional persuasion, and social influences, indicating higher variation in
participants' opinions of these strategies.

Revealed preferences were derived from thematic analysis of the interview content. Tables 4-5
show the rankings based on the number of participants favouring the strategy in general rather
than their own subjective ranking. This approach provides a broader view of consumer
opinions on communication strategies, capturing nuances that might not be reflected in the
stated rankings; thus, revealed rankings may differ. For example, although action planning and
email reminders were ranked lower in stated preferences (4 resp. 6), they ranked higher in
revealed preferences (1 resp. 4). This discrepancy occurred because while participants did not
find these strategies personally compelling, neither did they object to them and acknowledged
their potential usefulness for others.

Table 4-5. Table demonstrating ranking of communication strategies according to stated consumer preferences
with mean and standard deviation, and revealed consumer preferences with respondent count

Ranking
Stated Preferences Mean SD

Ranking
Revealed Preferences

Respondent
Count

1 Education 2.67 1.15 1 Education 10

2 Rational Persuasion 2.75 1.60 2 Action Planning 9

3 Emotional Persuasion 3.75 1.82 3 Rational Persuasion 9

4 Action Planning 3.92 2.23 4 Email Reminders 8

5 Social Influences* 4.42 1.73 5 Emotional Persuasion 7

6 Email Reminders 4.50 2.39 6 Observational Learning 7

7 Observational Learning 6.00 1.04 7 Social Influences* 6 + 3

* Social influences cover both social norms (3) and social proofs (6).

Overall, the revealed preferences identified education (N=10) as the most favourable strategy
in terms of effectiveness, followed by action planning (N=9), rational persuasion (N=9), email
reminders (N=8), emotional persuasion (N=7), observational learning (N=7), and social
influences, which covered social proofs (N=6) and social norms (N=3).
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Gender Differences
Although all women participating in the qualitative phase of this study indicated that they were
open to using professional repair services, they primarily emphasised the importance of video
tutorials for self-repair. Email communication with this content significantly encouraged this
gender group to act on their intention (Respondents 1, 3, and 12). This suggests that women
are more inclined to self-repair their clothes than to use professional repair services in this
context.

Interestingly, Japanese embroidery was a topic of discussion among all women, both as a
technique to explore through advanced repair tutorials and as a source of aesthetic inspiration.
The beautiful, artistic, and intricate repairs evoked a sense of calm and encouraged them to
engage in repairing themselves. As Respondent 12 explained, “I love videos that are slow-paced, with
lovely colours, and zoomed-in shots. Like when you see someone stitching, and the camera zooms in on their
fingers as they work through a particular stitch” (personal communication, Respondent 12, April 19,
2024).

In contrast, most men interviewed preferred not repairing their own items (Respondents 4, 5,
8, 10 and 11). One noted, “If customers are like me—older men—I don't really want to sit down and
repair jeans, to be honest. The idea of self-repair just doesn't appeal to me” (Respondent 4, Age group
41-50 years old, personal communication, April 15, 2024). Another male participant even
mentioned he would rather trade in his jeans for a discount voucher to purchase a new pair
than repair them (Respondent 9).

Three men indicated they were willing to make minor repairs themselves (Respondents 7, 9,
and 10), and a few men stated a capability to make smaller repairs (Respondents 2, 4, and 5).
One mentioned that while he could sew socks, he doubted his ability to repair jeans to a
professional standard but was willing to attempt it (Respondent 2). Another respondent, a
self-proclaimed perfectionist, stated that while he could repair smaller items, he would not try
to repair jeans unless he could achieve professional-quality results (Respondent 5).

Two-thirds of the men in this study believed self-repair would not meet professional standards
as they lacked the necessary skills (Respondents 2, 4, 5, 6, 7 and 11). As Respondent 3
explained, “I don't want to repair my jeans because I know it won't look great. I'd rather outsource that to a
professional—that's how I approach things in my professional life as well” (personal communication,
April 15, 2024). Most men preferred professional repair services over self-repair (Respondents
2, 4, 5, 7, and 11). One participant suggested that promoting professional repair services
would be more engaging for men like him rather than providing information on how to repair
items (Respondent 4). However, as mentioned in the 'Information and Educational Content'
section, most men still found repair tutorials and visuals of beautiful artistic repairs in email
communications useful and engaging (Respondents 2, 5, 6, 8, 9, 10, and 11).
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5 Discussion
This chapter consolidates the key findings from the questionnaire and interviews and
discusses them by answering the research questions. The analysis connects the results to
existing academic knowledge, emphasising their contribution to addressing identified research
gaps. This section also includes reflections on the theoretical and methodological approaches
used in the study, along with broader considerations of legitimacy and generalisability.

5.1 Knowledge Contribution

5.1.1 Quantitative Insights
Section 5.1.1 discusses the results from the quantitative phase to answer RQ1 and SQ. RQ1
examined the magnitude of the IBG regarding jeans repair practices among Nudie Jeans
consumers, while SQ explored which groups within the demographic factors of age, gender,
household size, and continent exhibit the largest IBG.

RQ1: What is the magnitude of the IBG regarding jeans repair practices among Nudie
Jeans consumers?

The McNemar test analysis of dichotomous questions identified an overall IBG of 10.8%,
with inclined abstainers contributing 82.1%. Although inclined abstainers represented only
8.9% of the total sample, they were the largest group following inclined actors. In contrast, the
Wilcoxon Signed-Rank test, applied to continuous questions, revealed a larger overall IBG of
39.3%. Despite this larger IBG, the contribution of inclined abstainers to the overall gap was
lower (61.4%) than the dichotomous results (82.1%). Additionally, the continuous questions
showed that inclined abstainers accounted for 24.1% of the total sample, significantly larger
than the 8.9% indicated by the dichotomous questions.

The findings from both statistical tests support Sheeran's (2005) conclusion that the primary
source of inconsistency between intentions and behaviour comes from inclined abstainers, not
disinclined actors. This aligns with TRA and TPB, which state that behaviour largely depends
on intention (Fishbein & Ajzen, 2009), suggesting individuals are less likely to engage in
behaviour without prior intention.

Given the potential for dichotomous questions to force participants to polarise their moderate
responses (Rivera-Garrido et al., 2022), a larger IBG might be expected when using these
questions instead of continuous ones. For instance, someone with a moderate intention to
repair their jeans might still indicate 'yes' in a dichotomous intention question, even if their
commitment is not absolute. Similarly, they might answer 'no' for behaviour even if they
actually repair occasionally, suggesting that forced polarisation could lead to a larger IBG.

However, the results showed the opposite, as the continuous questions indicated an IBG that
was 28.5% larger. This might be because continuous scales capture more subtle distinctions,
allowing respondents to express nuanced variations between intention and behaviour. Some
individuals who appeared to have no IBG from dichotomous questions may demonstrate a
gap when using a continuous scale. For example, a person could indicate 'yes' for both
intention and behaviour in a dichotomous question yet reveal a gap of 10 points when using a
continuous scale. This broader range of response variations might explain why the gap is more
extensive when analysing continuous questions.

The McNemar and Wilcoxon Signed-Rank tests confirmed that the IBG observed in this
study was statistically significant, indicating that the gap was not due to random chance alone.
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These results are consistent with Fachbach (2020), which also demonstrated a statistically
significant IBG in repair practices. However, as incompatible scales were used, the study
potentially compromised the reliability of its results and reduced the correlation between
measures of intention and behaviour (Fishbein & Ajzen, 2009). Given these issues, direct
comparisons with this research should be cautiously approached.

Practical Significance
The effect sizes from both the McNemar and Wilcoxon Signed-Rank tests provided insights
into the magnitude and practical significance of the results, indicating that the effects were
substantial enough to be relevant in practice (Bhandari, 2023). Notably, the large effect size
associated with the IBG based on continuous questions was significantly greater than the
medium effect size observed with dichotomous questions, aligning with the descriptive
statistics. In summary, the IBG ranged between 8.9-24.1%, with nearly one-fourth of
participants exhibiting an IBG. This substantial proportion underscores a valuable opportunity
for targeted marketing and communication strategies to bridge this gap effectively.

SQ: Which demographic groups, such as age, gender, household size, and continent
of residence, exhibit the largest IBG related to jeans repair practices among Nudie
Jeans' consumers?

The median for inclined abstainers from the continuous questions was 11, indicating a
relatively low central tendency, given the maximum possible value of 100. The IQR of 24.75
shows that the middle 50% of scores fall between 4 and 28.75, indicating a moderate spread
among respondents. However, several outliers with values between 70 and 100 suggest some
extreme instances of the IBG. This distribution pattern indicates that while the central
tendency is relatively low, there is considerable variability in the data, with a significant portion
of variation occurring above the median of 11. This variation was also observed for most
groups within all demographic factors (80%).

Continents
Kruskal-Wallis tests assessed median differences in IBG for inclined abstainers across various
demographic factors. Although Africa had the highest median IBG (30.5), the analysis
revealed no statistically significant differences among continents, indicating that any observed
differences might result from random variability rather than underlying demographic
distinctions. The results still showed no statistically significant differences when groups with
small sample sizes were excluded. This could suggest that the uneven distribution of
participants might have affected the results, as Europe accounted for 76.9%. Alternatively, the
variations in IBG across continents might be too subtle to detect. Further research with more
balanced and potentially larger samples is needed to confirm these results and better
understand IBG trends across continents.

Household Size
Household size showed no statistically significant differences, regardless of whether all groups
were included or only those with smaller sample sizes were excluded. Although the
distribution was unequal, it was more balanced when focusing only on single, small, and
medium households. The median IBG was highest for medium households with 4-5 members
(12). However, the scores across the different household size groups were quite similar,
indicating that the lack of significant results for household size might be because there are no
substantial differences.
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These results contradict Roger et al. (2021), who found that larger households were more
likely to repair, suggesting a lower IBG for this group. However, as Roger et al. did not define
what constitutes a large household and including larger households (N=2) in this research
created unequal distribution, comparing these two studies is problematic. Future research
should aim to include a more balanced sample, especially in the larger household category, and
establish consistent definitions for household size groups. Laitala et al. (2021) found that
families with smaller children were less likely to repair, probably due to time constraints.
However, since this research categorised household size by the number of individuals rather
than children, these findings could neither be confirmed nor disproven.

Age
The median IBG was highest among younger consumers in the 0-20, 21-30, and 31-40 age
groups (20, 18, resp. 16), but statistical tests found no significant differences across age groups
nor when excluding groups with smaller sample sizes. However, as p-values were close to the
0.05 threshold, this suggests there might be subtle trends. The distribution of participants was
also unequal (31-40 and 41-50 covered 27.7% resp. 36.0%), which might have affected the
statistical significance of trends. Consequently, it remains unclear whether the IBG is more
prominent among younger consumers, indicating a need for further studies with larger and
more evenly distributed samples to determine if age plays a significant role.

These age-related findings align with Rogers et al. (2021), who found no significant age
differences in repair practices. Although the observed trends in this study were not statistically
significant, they might indicate that younger individuals have a larger IBG, suggesting a higher
interest in repair than actual behaviour. This potential trend aligns with Svensson-Hoglund et
al. (2023), who noted that younger consumers tend to show more interest in repair. However,
it contradicts Laitala et al. (2021), which found that older consumers are more inclined to
repair. It could also be that older consumers engage in repair practices more frequently,
leading to a smaller IBG in this study. The potentially larger IBG among younger consumers
could be due to younger consumers often lacking the skills needed for repair, as observed by
Svensson-Hoglund et al. (2023). However, since these results were not statistically significant,
all interpretations are speculative, indicating a need for further research to confirm whether
these trends hold.

Gender
The statistical analyses for gender showed no significant differences in median IBG scores
across all groups. However, after excluding categories with small sample sizes, the
Kruskal-Wallis test indicated a statistically significant difference in IBG between women and
men (p=0.04875), with women having the highest median IBG (20). Although statistically
significant, the effect size was small, suggesting that the actual difference between these
groups might be minimal in practice. This result should be approached cautiously, given the
uneven distribution among gender categories, with men representing the majority of the total
sample (87.3%). Further research with more balanced samples is needed to confirm whether
this observed difference has practical significance.

5.1.2 Qualitative Insights
Section 5.1.2 discusses the results from the qualitative phase to answer RQ2, which explored
consumer preferences regarding email communication to bridge the IBG in repair practices.

RQ2: What email communication and marketing strategies are potentially most
effective in closing the IBG related to repair practices?
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Barriers to Repair
Cultivating a circular consumption culture requires addressing the barriers to repair (Terzioğlu,
2021). While extensive research exists on what hinders clothing repair, identifying the specific
barriers in this context is essential, as these directly impact the IBG. The most common
barrier identified in this study was limited access to repair materials, tools, and professional
repair services due to the inconvenience of distant service locations. A lack of skills,
knowledge, or confidence for self-repairing followed this. The third most prevalent barrier was
time constraints.

Lack of skills and time constraints align with existing research on common barriers to clothing
repair (Diddi & Yan, 2019; Laitala et al., 2021; McLaren & McLauchlan, 2015; Rogers et al.,
2021; Terzioğlu, 2021). Since environmental and personal factors negatively impact individuals'
perception of effort and confidence in their ability to perform the behaviour, this may also
suggest a low perceived behavioural control (Coffie et al., 2023; Fishbein & Ajzen, 2009).

Although other studies highlight financial costs as a major barrier, only a few participants in
this research mentioned financial concerns, primarily related to indirect costs such as travel
expenses when repair services are located far from residences. The absence of direct financial
barriers is likely because Nudie Jeans offers free repair services. This observation suggests that
even when the financial cost is removed, other factors—such as limited skills, time constraints,
and restricted access to professional repair services—continue contributing to the IBG in
clothing repair. Given that these barriers persist despite free repairs, focusing on non-cost
barriers might be more effective in encouraging repair behaviour, even in contexts where
repair services are provided at a cost.

As previous research found, the perception that new is better than repairing (Laitala et al.,
2021; Rogers et al., 2021) and emotional detachment from clothing (Diddi & Yan, 2019;
Terzioğlu, 2021) were also observed among a few participants in this study. Mistrust in repair
quality was mentioned by a few participants, suggesting that some consumers are reluctant to
choose repair because they question its reliability and durability. However, it could not be
confirmed as a significant barrier, which aligns with Rogers et al.'s (2021) findings. The lower
prevalence of these barriers might be attributed to Nudie Jeans' focus on sustainability and
circularity, which likely attracts more environmentally conscious consumers. Many participants
considered themselves environmentally aware, which might explain why these barriers were
less pronounced in this research.

Additionally, this study identified a barrier not commonly mentioned in other research on
clothing repair—indolence. Indolence suggests that some consumers avoid repairing their
clothing because it requires effort or disrupts their routines. Addressing this might require
creative strategies to make the repair more convenient or appealing, which could help bridge
the IBG in clothing repair.

Email Communication Preferences
Addressing barriers to repair is essential both for fostering a circular consumption culture
(Terzioğlu, 2021) and for developing effective communication and marketing strategies.
Successful approaches should consider target behaviour and audience benefits, as well as the
barriers and factors driving behaviour change (Coffie et al., 2023). The approach suggested by
Romero-Luis et al. (2022), which combines traditional marketing with education and
persuasive communication, aligns with this strategy. This study supports this approach, as
most participants appreciated a mix of educational content and promotional material or did
not mind advertising. This preference could be due to a need for communication that informs
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and persuades without overwhelming the recipient, which might explain why email marketing
is often favoured (Bowden & Mirzaei, 2021). By combining traditional marketing techniques
with educational elements, communication strategies can better address the factors influencing
repair behaviour and potentially reduce the IBG.

However, one participant noted they would delete emails with promotional content,
emphasising the need for a carefully crafted subject line to ensure emails are opened and not
discarded. Although research suggests that email communications can lead to higher open
rates (Bowden & Mirzaei, 2021), many respondents in this study deleted most emails without
reading them, or they ended up in spam folders. This aligns with findings that only 18% of
retail category consumers open brand-related emails, with low engagement often due to emails
being perceived as irrelevant or intrusive (Bowden & Mirzaei, 2021). This underscores the
importance of creating a compelling subject line to increase the chances that emails are
opened and read.

Despite many participants indicating they deleted numerous emails, half of the respondents
still preferred email communication—either exclusively because they did not use social media
or in combination with it. Participants noted that the era of 'beautiful social media influencers'
is ending, with a growing preference for genuine connections over the polished and often
unattainable content typically associated with traditional social media. They emphasised
interactions with authentic people, indicating a shift toward more down-to-earth and relatable
communication. Personalisation is critical to achieving this, and participants found
personalised implementation support to be easier with email communication than social
media. This supports research suggesting that email is valued because it can be more direct
and personalised, appealing to what people truly care about instead of relying only on external
incentives (Bowden & Mirzaei, 2021). Overall, these findings align with research suggesting
that email marketing will remain a key communication channel even as social media grows
(Bowden & Mirzaei, 2021).

Preferred Communication Strategies
There were interesting results regarding the stated and revealed preferences of the most
effective email communication strategies. The strategies with the highest variability and SD in
stated preferences—action planning, email reminders, emotional persuasion, and social
influences—also underwent significant shifts in the revealed preferences. Action planning and
email reminders moved up in revealed preferences despite ranking lower in stated preferences.
This shift implies that although some participants had reservations about these strategies, they
acknowledged their broader utility for others. In contrast, emotional persuasion and social
influences moved down in revealed preferences, potentially because some participants found
them effective personally but considered them less broadly applicable compared to strategies
like education, rational persuasion, and email reminders with action planning. Despite
variations in ranking positions, education, action planning and email reminders, and rational
persuasion received strong support across both revealed and stated preferences, affirming
their potential effectiveness in email communication.

Education
Education was highly valued and ranked first in both forms of preferences while exhibiting
minimal variation, mainly when delivered concisely and directly in engaging emails. This
preference likely stems from education's non-intrusive yet persuasive nature, which resonates
with the logic, facts, and argumentation used in rational persuasion that many participants
preferred. Notably, environmental and sustainability arguments were favoured, reflecting
participants' environmental consciousness.
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Educational repair tutorials were especially preferred in email communications, addressing the
barrier of limited ability and confidence in self-repair while also underscoring the importance
of visual communication. Although some studies suggest that mending clothes requires
minimal skills, equipment, and time (Laitala et al., 2021; McLaren & McLauchlan, 2015), this
study diverges from these findings, as the expressed demand for repair tutorials acknowledges
the prevailing perception of repair as challenging. Furthermore, research suggests that even
skilled crafters of quilting or embroidery may not consider their skills directly relevant to
clothing repair (Diddi & Yan, 2019), underscoring the nuanced, challenging nature of repairs.
Consequently, offering repair tutorials in email communication becomes essential to bridge the
IBG.

Personalised Implementation Support
Action planning initially involves cognitive processing but gradually facilitates the transition to
automatic processes demanding minimal cognitive deliberation. By aligning intentions with
guidance for specific environmental cues, such as recognising repair needs, action planning
fosters automatic and habitual behaviours, effectively addressing the IBG and promoting
sustained behaviour change (Ajzen et al., 2009). This study's findings align with this existing
research, as participants expressed preferences for email reminders and measures similar to
action planning due to its effectiveness. Thus, email reminders coupled with action planning,
offer a practical solution to address time constraints by providing structured support for
intended behaviours.

However, individual differences exist in the extent to which behaviours become habitual,
emphasising the necessity for personalised approaches in behaviour change interventions.
Personalisation in emails can ensure appropriate distribution frequency and a friendly tone
without nagging. Participants' preference for specificity might indicate readiness to embrace
purchase tracking and customer profiles. Integrating interactive features, like clickable links or
jeans condition updates, into emails and customer profiles enhances personalised engagement.
It aids effective action planning by providing consumers with practical tools to manage and
monitor their repair activities. This interactive approach may also foster emotional attachment
to garments, further motivating repair efforts.

Rational and Emotional Persuasion
Rational persuasion emerged as a favoured strategy among participants, reflecting their
inclination towards logic and transparent presentation of factual arguments. The preference is
likely attributed to the participants' heightened environmental awareness. Consequently, they
gravitate towards evidence and arguments rooted in environmental considerations alongside
practical factors like cost savings. This preference for rational persuasion may stem from
participants' self-perception as rational decision-makers. Alternatively, the impact of emotional
persuasion may be undervalued, as it often operates at a subconscious level. Thus, emotional
appeals might be less recognised for their effectiveness compared to more consciously
perceived rational persuasion.

Suppose emotional persuasion is ranked lower due to participants' self-perception as rational
decision-makers rather than stemming from a lack of awareness of its efficacy. This might
suggest potential limitations in targeting System 1, which operates without extensive conscious
deliberation. In this case, that would contrast research indicating that nudging targeting System
1 is the most influential (Holligan, 2017; Southerton & Evans, 2017). However, the integration
of both System 1 and System 2 nudging, as demonstrated by implementation intentions,
suggests that not all forms of nudging are inherently less effective. This indicates that nudging
remains effective in addressing the IBG, consistent with recent research findings (Rainatto et
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al., 2024). Nudging to address the IBG in repair practices may prioritise strategies like
simplifying and framing information, setting goals, and modifying the physical
environment—like embedded repair-related peripheral cues in emails. Focusing on these
conceptual framework elements addresses the most prevalent barriers identified in this
research.

However, many participants still considered emotional persuasion more effective than other
strategies. This belief contradicts the findings of Ajzen and Fishbein (2009) and Kamal et al.
(2022), who argue that peripheral processing in ELM leads to short-lived attitudes and
minimal behavioural impact. These findings, therefore, suggest a closer alignment with System
1 as the primary influential pathway. The inclination towards visual communication among
participants highlights the potential of imagery to evoke emotional responses, even among
those initially inclined towards rational persuasion, suggesting that its lower ranking may stem
from participants' lack of conscious awareness regarding its effectiveness. Artistic repairs,
particularly, were found to evoke emotional engagement, indicating that visual elements play a
significant role in influencing repair-related behaviour change. This underscores the
importance of leveraging visuals to generate emotional responses, overcoming general barriers
such as the perception of products as 'complete,' and thus increasing motivation for
customisation.

Additionally, the preference for before-and-after pictures as social proofs underscores the
significance of visual evidence in rational persuasion. These images effectively demonstrate
repair quality and address trust-related barriers. By strategically incorporating visuals to
complement rational and emotional appeals, interventions aimed at behaviour change in
clothing repair practices can be significantly improved by addressing several barriers.

Figure 5-1. Preferences for email communication strategies. The most preferred strategies are represented by larger circles
at the top, with 'Education' being the most preferred. Less preferred strategies, such as 'Social Influences' and
'Observational Learning,' are shown as smaller circles at the bottom.
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Observational Learning and Social Influences
Many participants considered observational learning promising for others. However, it was not
perceived as highly effective as the other strategies, likely because of the high level of personal
autonomy. Some participants suggested subconscious cultural influence. Connolly (2017)
states that observational learning involves deliberate consideration of whether to imitate the
behaviour, which was not widely observed among participants. Since observational learning is
associated with PWM's less deliberate social reactive pathway, this finding further supports
theories suggesting lower effectiveness for less deliberate pathways (Ajzen & Fishbein, 2009;
Kamal et al., 2022).

Social norms and proofs—associated with less deliberate pathways—were found to have a
limited impact in this study. Despite preferences for visually presented customer testimonials,
most participants expressed indifference towards social norms, showing little concern for
other's opinions of them or their actions. As participants were mainly above the age range of
21-30, it might suggest they are less susceptible to social influences than younger
demographics. Moreover, participants' environmental awareness may have influenced their
indifference to social norms, as some perceived themselves as role models within their social
circles.

Gender Differences in Repair Practices
Although there was a statistical difference between genders, the magnitude of this difference
was minimal as the effect size was 0.101, marginally exceeding the practical significance
threshold of 0.10. Nevertheless, exploring gender remains crucial as it could enhance
understanding of gender differences in repair practices.

In line with existing research on women's tendency towards clothing self-repair (Rogers et al.,
2021), this study suggests that women may prefer self-repair over professional repair services.
For instance, women exhibited a strong interest in Japanese embroidery, finding it both
aesthetically pleasing and calming, which motivated them to engage in self-repair activities.
While Rogers et al. (2021) could not confirm which gender was more likely to hire
professional services for clothing repair, the findings of this study indicate that most men
prefer hiring professionals, particularly for repairing items like jeans. In contrast, women tend
to lean towards self-repair, although they are still open to professional repair services. These
findings may also suggest the influence of traditional gender roles on repair tendencies,
aligning with the observations of Rogers et al. (2021).

However, men's general reluctance to self-repair does not necessarily imply they view repair
activities as exclusively 'women's work' or domestic chores. This interpretation contrasts with
prior research emphasising gender stereotypes as social barriers to repair practices (Diddi &
Yan, 2019; McLaren & McLauchlan, 2015; Rogers et al., 2021). Furthermore, not all men
exhibit reluctance; some express a willingness to attempt self-repair. However, this inclination
predominantly pertains to minor repairs rather than more complex tasks like mending jeans,
attributed to a perceived lack of ability and confidence in achieving satisfactory results. This
tendency may be linked to traditional gender norms within educational systems, where women
often might acquire sewing skills while men are more likely to develop mechanical repair
abilities (Rogers et al., 2021).

Despite not explicitly mentioning a lack of repair skills, women desired repair tutorials. This
desire may arise from either a need to acquire skills or simply the enjoyment of watching these
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videos. For example, the unanimous interest in Japanese embroidery among female
participants demonstrates how this desire can stem from the aspiration to acquire more
advanced repair skills and the pleasure and calm of observing such beautiful creations.

5.1.3 Contribution to Existing Research Gaps
This study addresses several research gaps identified in the literature. Firstly, it contributes to
the need for more research on the IBG by addressing RQ1, which aims to quantify the IBG
magnitude. Specifically, it focuses on post-purchase IBG concerning pro-circular behaviours
like repair, a research area highlighted for further investigation (Muranko et al., 2018). Notably,
this study is the first to quantify the IBG in repair practices using scale compatibility,
contributing insight to this novel field.

Moreover, this research identifies the potentially most effective communication strategies to
motivate and encourage repair behaviours by addressing RQ2, which aims to explore this from
a consumer perspective and addresses the need for further inquiry in this area (Muranko et al.,
2018, 2019; Rainatto et al., 2024; Romero-Luis et al., 2022; Terzioğlu, 2021). It responds to the
call for more investigation into nudging strategies (Rainatto et al., 2024) and persuasive
communication approaches (Muranko et al., 2018, 2019), highlighting their effectiveness in
fostering sustainable behaviours.

This study also contributes to the need for more research on addressing barriers to repair,
providing valuable insights into promoting pro-circular practices (Rainatto et al., 2024).
Furthermore, addressing SQ and exploring demographic differences in IBG enhances repair
research in line with recommendations from Rogers et al. (2021). Overall, this research
substantially contributes to advancing knowledge in the field by addressing key research gaps
identified in the literature.

5.2 Reflections and Implications

Methodological and Analytical Considerations
While traditional survey design based on the TPB often favours 7-point Likert Scale response
formats (Ajzen, 1991; Fishbein & Ajzen, 2009; Francis et al., 2004), this study employed a
slider format with labels ranging from 'Not very likely at all' to 'Extremely likely', consistent
with Likert scale endpoints (Vagias, 2006). Studies suggest that respondents generally prefer
the slider format (Liu, n.d.), which adds variety and engagement to the survey experience.
Additionally, using the slider facilitated the application of statistical tests designed for
continuous data, aligning with the researcher's expertise and streamlining the analysis process.
Although this methodological choice diverges from traditional approaches, it is not anticipated
to impact the study's outcomes.

Theoretical Considerations
The TPB has been criticised for neglecting non-conscious processes, and the Theory of
Interpersonal Behaviour acknowledges the importance of social and emotional factors,
reflected in the less deliberate pathways from the conceptual framework used in this study
(Dang Vu & Nielsen, 2022; Kupfer et al., 2019). Theory of Interpersonal Behaviour extends
TPB by incorporating additional factors such as social influences, affect, habit, and situational
constraints or opportunities to perform a specific action (Dang Vu & Nielsen, 2022; Kupfer et
al., 2019). These factors are grouped into three overarching constructs forming
behaviour—intention, habitual strength, and facilitating conditions—each with varying
impacts depending on the behaviour, situation, or individual involved. For instance, intention
mainly determines behaviour in situations when the behaviour is new or unlearned, while
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through repeated exposure and positive or negative reinforcement, behaviour transitions into
an automatic process determined by habit (López Dávila et al., 2021).

According to the Theory of Interpersonal Behaviour, the IBG of inclined abstainers could be
considered to involve situations with new behaviour—as there is no behaviour—and habits
are thus expected to exert less influence. Additionally, due to the overlap between the Theory
of Interpersonal Behaviour constructs and those of other theories in the conceptual
framework, the Theory of Interpersonal Behaviour was deliberately omitted to streamline the
research focus. It is important to acknowledge that habits are essential in maintaining
behaviour. This could imply that habits are essential in maintaining the IBG as nonexistent;
however, this falls outside the scope since this study focused on bridging the IBG rather than
maintaining it as nonexistent.

Legitimacy
This research leveraged several well-established theories like TPB, SCT, PWM, ELM,
implementation intentions, and nudging to thoroughly explore various aspects of the research
topic. Employing an explanatory sequential mixed method design takes advantage of
quantitative and qualitative strengths, providing a detailed and comprehensive analysis while
mitigating their inherent limitations and enabling data triangulation. It also addressed several
unanswered research gaps in marketing and communication, consumer behaviour, repair
practices, and circular economy. This study is also the first to quantify the IBG in repair
practices using scale compatibility, an under-studied research area that requires more attention.
Therefore, this research significantly contributes to advancing knowledge across various
domains and addresses all research questions outlined in this study.

However, this study has a limitation, as the decision to distribute a survey to Nudie Jeans'
consumers may have contributed to self-selection bias. Given the voluntary nature of the
survey, respondents with a stronger affinity for the brand or a high interest in sustainability
may have been more inclined to participate, potentially leading to an over-representation of
environmentally conscious consumers. This bias may be reflected in the data, with 93% of
survey respondents reporting an intention to repair and 86% stating actual repair behaviour,
potentially suggesting a predisposition toward environmentally conscious behaviours.
Additionally, all interview participants expressed environmental awareness, indicating prevalent
pro-environmental values. Recognising the potential influence of this self-selection bias on the
study's outcomes is crucial, as it may have skewed the results towards a more environmentally
conscious perspective.

Generalisability
The findings on consumer preferences for communication and marketing strategies, addressed
in RQ2, might thus not be fully generalisable to the broader population, which might be less
environmentally aware. In addition, consumer preferences are very subjective, so it does not
necessarily mean that the preferred communication strategies identified in this research are the
same among all environmentally aware consumers. The self-selection bias may also have
influenced the IBG's magnitude, which could be even higher among less environmentally
conscious consumers. This indicates that investigating the IBG among the broader
populations could add value to what has been found in this study. However, it could also be
argued that people with a high intention to repair are environmentally conscious; thus,
investing the IBG in this group is most relevant.

Lastly, although gender differences were observed—with a statistically more pronounced IBG
among women compared to men—the practical significance was limited due to the unequal
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gender distribution among Nudie Jeans consumers. Exploring this phenomenon in a
gender-balanced population could provide valuable insights into whether the IBG concerning
repair practices is indeed more pronounced among women. Additionally, achieving equal
distribution extends to other demographics, such as continent, age, and household size, which
also would benefit from larger sample sizes.
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6 Conclusion
The urgency to shift from a linear to a CE arises from growing environmental degradation
due to unsustainable consumption, notably within the textile and clothing sector. Despite
repair being integral to CE strategies, consumers frequently intend to repair products without
following through, highlighting a significant IBG critical to address for CE adoption
(Shevchenko et al., 2023). Given the consumer's key role in this transition, effective
communication and marketing are essential in providing consumers with relevant information
and education to facilitate behaviour change (Mostaghel et al., 2023; Vidal-Ayuso et al., 2023).
Further, marketers stress the need for qualitative insights into consumer preferences regarding
email communication. This study utilised an explanatory sequential mixed methods approach
to address these issues. Firstly, an online survey quantified the repair IBG among Nudie Jeans
consumers while testing variations in median IBG across demographic factors such as age,
gender, household size, and continent. Secondly, semi-structured interviews explored
consumer preferences on the most effective communication strategies to bridge the IBG.

RQ1: What is the magnitude of the IBG regarding jeans repair practices among Nudie
Jeans consumers? This study revealed a statistically significant IBG for inclined abstainers,
ranging from 8.9% to 24.1%, with a medium to large effect size, underscoring its practical
relevance. Although the lower end of this range (8.9%) might appear modest, the upper end of
24.1% represents a substantial portion, approaching one-fourth of the sample. The median
IBG was 11 on a 100-point scale. While this value might seem relatively small, the clustering
of most individual IBG values towards the higher end indicates that a notable proportion of
participants exhibit a more pronounced gap. This presents a significant opportunity for
targeted communication strategies to address and bridge this gap effectively.

SQ: Which demographic groups, such as age, gender, household size, and continent of
residence, exhibit the largest IBG related to jeans repair practices among Nudie Jeans'
consumers? No notable variations were observed across demographic factors such as age,
household size, and continent. However, a noteworthy finding was the statistically significant
difference in median IBG between genders (p<0.05). Specifically, women exhibited a higher
median IBG than men, although this distinction was of marginal practical significance.

RQ2: What email communication and marketing strategies are potentially most effective
in closing the IBG related to repair practices? Email communication should be short,
straightforward, and captivating, reducing the likelihood of email deletion. A practical
approach entails emphasising education, personalised implementation support, and employing
rational and emotional persuasion techniques. These strategies received individual and
collective preference while also addressing prevalent barriers, including limited access to
professional repair services, time constraints, and insufficient skills and confidence.
Consumers strongly prefer educational content, particularly regarding repair tutorials, given
the perceived difficulty in repairing jeans due to a lack of skills and confidence. Furthermore,
environmental and social sustainability education emerges as a significant preference,
potentially due to the heightened environmental consciousness in the group.

This preference corresponds to rational persuasion, emphasising logical arguments,
transparent presentation of environmental facts, and potential cost savings from repairs. While
rational persuasion held precedence, many respondents still acknowledged the effectiveness of
emotional persuasion. Assessing the degree of preference for emotional persuasion was
challenging due to its more subconscious nature. The significance of visuals in persuasion was
highlighted, particularly in emotional persuasion through visually appealing repair
customisations and rational persuasion via before-and-after images showcasing repair quality.
This links to social proofs, which, although ranked lower, were still deemed effective by many.
Personalised implementation support emerged as highly preferred and notably effective,
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mainly through email reminders that aid consumers in crafting specific action plans. However,
the effectiveness of this strategy hinges on individualised tailoring to cater to diverse consumer
needs, underscoring the importance of personalisation. This personalisation ensures relevance,
enhances effectiveness and minimises perceived intrusion.

The least preferred strategies were social influences and observational learning. Although
consumers valued visual customer testimonials, social norms had minimal impact as
participants remained indifferent to others' opinions, suggesting social pressure might be more
influential among consumers aged 0-30. Observational learning was not perceived as
personally effective due to the high levels of personal autonomy; however, it was suggested
that it might hold more efficacy for younger consumers. Additionally, there was a recognition
that the era of unattainable social media influencers might wane, as participants preferred
email content featuring down-to-earth, relatable individuals who embody real-life personas.

6.1 Practical Implications and Recommendations for Non-academic
Audiences

6.1.1 Recommendations for Businesses
These research findings extend beyond academia, offering valuable insights for practitioners in
the fashion industry. Marketers can use the explored consumer preferences to refine
communication and marketing strategies for email channels, enhancing consumer engagement
and driving sustainable behaviours. Additionally, these insights are relevant to various fashion
stakeholders, such as brands and retailers, enabling them to strengthen their market position
within the industry by integrating these findings into their practices.

Businesses should prioritise consumer education on self-repair by offering step-by-step
tutorial videos. These tutorials should be clear and straightforward, ensuring comprehension
across different familiarity or expertise levels. Providing thorough instructions prevents
frustration and fosters a sense of accomplishment. Simplified tasks increase the likelihood of
completion and empower consumers with confidence for future repairs. Enhancing linguistic
and sensory accessibility through subtitles, translations, alternative language options, and audio
descriptions can also significantly improve the experience for non-native English speakers and
those with hearing and visual impairments. Additionally, the focus of these videos should
emphasise repair techniques and education rather than the individuals performing the repairs.
Preference for demonstrators includes repair professionals, sustainability advocates from the
company, and fellow consumers, rather than relying on stylish, ‘unattainable’ influencers.
Furthermore, these videos can incorporate visually appealing elements to showcase the beauty
of repair, evoking an emotional response through emotional persuasion.

The other aspect of education involves providing consumers with factual arguments for
rational persuasion. Transparency is crucial in presenting these arguments, allowing consumers
to fact-check if desired. Highlighting financial arguments such as potential cost savings by
opting for repair over purchasing anew can be compelling. However, the most persuasive
argument lies in environmental aspects. These arguments involve explaining the importance of
repair for the planet and individual consumers or providing numerical examples illustrating the
significant environmental impacts of manufacturing. Lastly, crafting messages that instil
meaning and benefit in consumers' actions can be highly persuasive.

In addition to educating consumers through persuasion, companies should actively support
their customers. Consumer interest in features like purchase tracking and customer profiles
underscores their readiness for personalisation. An opportunity exists to create customer
profiles on the company’s website, integrating interactive features allowing consumers to log
product details and track their condition. For instance, they could update on whether their
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jeans are nearing the point of breaking, require repairs, or remain in good condition. This
approach engages consumers, fosters product appreciation, and serves as a tool for
personalised email reminders with actionable support. For instance, upcoming local repair
opportunities could be shared based on the consumer's indicated city of residence in their
profile. Updates on repair waiting times—such as shorter-than-normal wait times—could
further incentivise repairs. However, interactive features are crucial enough not to be limited
to personalised behaviour support. They should be integrated into every aspect of a
company's communication strategy, combined with various visual elements, to assist
consumers in bridging the IBG in repair practices.

6.1.2 Recommendation for Policymakers
Alongside businesses, policymakers play a crucial role in encouraging the widespread adoption
of repair practices. They can foster a repair-friendly environment through educational
campaigns advocating for sustainable consumption and repairs. These initiatives aim to raise
public awareness and encourage behavioural change. By incorporating factual arguments
about repair's environmental and economic benefits, policymakers can effectively persuade
consumers to view repair as a viable option. Moreover, integrating visual elements and
interactive features can enhance consumer engagement with these campaigns.

6.2 Recommendations for Future Research
This study makes three methodological advancements in IBG research: ensuring scale
compatibility, using an engaging slider response format, and developing a new conceptual
framework for communication strategies to bridge the IBG. Insights into consumer
preferences on email communication for repair illuminates theories in the conceptual
framework. Social influence and observational learning had limited effectiveness in driving
behavioural change, consistent with prior research on the inadequacies of less deliberate and
social pathways. However, it was suggested that these concepts may carry more weight among
younger consumers. The established conceptual framework provides a basis for exploring the
relevance of theories such as SCT and PWM among younger generations. Future research
should investigate whether consumers below 30 exhibit higher susceptibility to social
influences and role models in communications and inform whether concepts derived from
these theories merit inclusion or exclusion from the conceptual framework. Integrating habits
from the Theory of Interpersonal Behaviour could enhance the framework, addressing the
maintenance of IBG through repair habits.

Questions have emerged about the validity of research inquiries among the general population
with less environmental awareness, and future research should address the IBG and consumer
preferences regarding email communication in this group. When exploring differences in the
repair IBG, future studies should ensure more balanced sample distributions across all
demographic factors. Achieving gender balance is particularly important to determine whether
the IBG is indeed more pronounced among women, as this may impact communication
strategies. This study suggests that women may be more inclined towards clothing self-repair,
whereas men tend to favour professional repair services—insights that could be used to
personalise email communications. For instance, if women demonstrate a stronger IBG, they
might respond better to communications focused on self-repair than information about
professional repair services, particularly in the context of clothing repair.

Thus, this study addresses the aim and RQs, makes significant methodological advancements
and fills various research gaps in communication and marketing, consumer behaviour change,
repair IBG, and barriers to repair to deepen knowledge in the field further. Consequently, this
research contributes academically and practically to the transition to a CE.
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Appendix I

Sample Size Determination
The sample size was determined through power analysis conducted with G*Power software.
A medium effect size was set as the minimum effect the study aimed to detect based on
GPower's classification and general guidelines (Mangiafico, 2023). The alpha and beta levels
represent the probability of making type I and II errors. The two-tailed alpha level was set at
α=0.05 in line with standard practice, and the beta level at β=0.80, indicating the minimum
required power (Uttley, 2019). All values were consistent across all statistical tests and
purposely chosen to maintain manageable sample sizes, as any reduction in effect size or
increase in required power would lead to impractical sample sizes (Mangiafico, 2023).

The anticipated proportion of discordant pairs for the McNemar test was unknown, so it was
set conservatively at 0.05 to ensure the largest possible sample size. This value was
determined through sensitivity analysis in G*Power, with 0.05 representing the most
precautionary approach while still allowing for a practical sample size. The McNemar test
required the greatest sample size, setting the minimum number of participants needed for all
tests, resulting in a requirement of at least 1380 participants for this research (Creswell &
Creswell, 2018).

Instrument Validity
A panel of 12 experts in quantitative research, statistics, survey methodology and
development, theory of planned behaviour, marketing, and customer experience was
convened to ensure the instrument's content validity. This panel systematically assessed each
item in the questionnaire based on predefined rating criteria, categorising them as "essential,"
"useful but not essential," or "not necessary", thereby ensuring that each item effectively
captures demographic content or the intended constructs of repair intention and behaviour
(Almanasreh et al., 2019; Creswell & Creswell, 2018). The Content Validity Ratio (CVR) was
calculated for each question using this equation:

CVR = , Equation 1
𝑛

𝑒
 − (𝑁/2)

𝑁/2

where CVR is the content validity ratio, ne is the number of experts attributing “essential” to
an item, and N is the total number of panel members (Almanasreh et al., 2019). This
equation yields values ranging from -1 to +1. Values above 0 indicate that more than half of
the panel members agree that an item is considered “essential”, and higher values signify a
more substantial degree of content validity (Almanasreh et al., 2019; Lawshe, 1975).

However, to eliminate the possibility that the agreement is coincidental, the calculated CVR
for each item must be compared against a critical CVR value. These critical CVR values
determine the required consensus among panel members for each item; therefore, they
decide whether the question should be included, adapted, or excluded from the instrument.
The critical CVR value is 0.56 for a panel of 12 experts (Lawshe, 1975). All final items ranged
between 0.67 and 1.00, thus exhibiting a CVR exceeding 0.56 and meeting the inclusion
criteria.

The entire instrument's content validity was evaluated using the Content Validity Index
(CVI), calculated as the mean of the CVR values for all questionnaire items (Lawshe, 1975).
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The resulting CVI for this instrument was found to be 0.85. As this exceeds the critical CVR,
it confirms that the instrument accurately measures its intended constructs, providing robust
evidence of its content validity.

Table I-I. Content Validity Assessment

Instrument item CVR

Continuous - Intention 0.833

Continuous - Behaviour 0.666

Dichotomous - Intention 0.666

Dichotomous - Behaviour 1.00

Demographic - Age 0.833

Demographic - Gender 1.00

Demographic - Household size 0.833

Demographic - Continent 1.00

CVI 0.854

Critical CVR value 0.560

Instrument Reliability
The instrument's reliability was evaluated using the test-retest method, which measures the
degree to which the participant's test scores remain consistent over two separate occasions
(Vilagut, 2014; Yu, 2005). The instrument was administered to 10 participants, selected as a
representative sample of the target population, and then re-administered after a one-week
interval, generating paired test scores. In both sessions, participants responded to the
questions and had the opportunity to provide feedback in case of any uncertainties.

Test-retest reliability is commonly used for stable constructs, such as demographics and the
intention construct in this study (Vilagut, 2014). By recognising the dynamic nature of the
behaviour construct, a deliberate decision was made to use a short one-week timeframe, as
shorter intervals are generally more suitable for unstable constructs (Reynolds et al., 2021). It
is important to note that this choice has a limitation: reliability coefficients for behaviour may
naturally be lower than those for more stable constructs (Michael, 1997).

Given that all items in the instrument measured continuous, categorical nominal or
categorical ordinal variables, test-retest reliability was evaluated using three distinct methods.
Continuous items were assessed using the intraclass correlation coefficient (ICC), especially
the 2-way mixed-effects, absolute-agreement, single-measurement model calculated using the
ICC(2,1) due to its suitability for test-retest reliability (Koo & Li, 2016; Vilagut, 2014).
Nominal items were evaluated using Cohen's kappa (κ), and ordinal items using the weighted
kappa (κw). These statistical methods indicate the level of agreement between two sets of test
scores while correcting for the amount of agreement by chance alone (Vilagut, 2014; Yu,
2005) and were calculated using R software (version 4.3.2) and RStudio (version
2023.12.1+402).

Cohen's kappa assumes that all disagreements carry equal weight. However, the magnitude of
discrepancy becomes crucial for ordinal data, where categories have an inherent order.
Weighted kappa addresses this by assigning varied weights based on the magnitude of
discrepancies within the ordinal structure. Greater weight is allocated to more considerable
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disagreements, recognising that incorrect selection of categories with significant differences,
such as "0-18 years old" as "above 90 years old", holds more consequence than adjacent
category misallocation like "19-30 years old" as "31-45 years old” (Vanbelle, 2016). Linear
weighted kappa was selected for its ability to demonstrate reduced sensitivity to a higher
number of categories in the measurement scale, making it the most appropriate choice for
this context (Brenner & Kliebsch, 1996).

The ICC reliability value ranges between 0 and 1, with higher values representing more
robust reliability (Koo & Li, 2016). An ICC of less than 0.50 indicates poor reliability,
0.50-0.75 moderate, 0.75-0.90 good, and values greater than 0.90 indicate excellent reliability.
Cohen's kappa and the weighted kappa range from -1.0 to +1.0, where -1.0 represents
disagreement beyond chance, 0 indicates agreement expected by chance alone, and +1.0
signifies perfect agreement (Brenner & Kliebsch, 1996). Various standards for the kappa
coefficient have been suggested, but generally, the recommended minimum values range
between 0.75 and 0.80 (Altman, 1990; Fleiss, 1981; Landis & Koch, 1977). The magnitude of
kappa is further influenced by the chosen weighting, with linear kappa demonstrating a
potential increase or decrease with the number of categories, which should be considered
when interpreting results (Sim & Wright, 2005).

The ICC(2,1) value for the continuous behaviour item was 0.975, with a 95% confidence
interval (CI) of 0.908-0.994. This might be due to the unstable behaviour construct having a
naturally lower reliability coefficient (Michael, 1997). The ICC(2,1) value for the continuous
intention item, Cohen's kappa for the dichotomous and ordinal items, and the weighted
kappa for the household size item all indicated perfect agreement (1.00). The weighted kappa
for age was 0.737 (95% CI of 0.260-1.00). All ICC(2,1) values demonstrated excellent
reliability, together with the kappa values and the weighted kappa for household size. The
only deviation observed was in the weighted kappa for age (0.737), which closely approaches
but does not quite meet the critical threshold of 0.75. This discrepancy arises from a subset
of participants celebrating birthdays between the two tests. Additionally, the age variable
encompassed the most significant number of categories (7), potentially impacting the
magnitude of the kappa value (Sim & Wright, 2005). Due to this and the slight deviation
from the threshold, the item was nonetheless included.

Table I-II. Test-retest reliability using ICC(2,1), Cohen's kappa (κ) and weighted kappa (κw) results

Instrument item
ICC(2,1)

Cohen's
kappa (κ)

Weighted
kappa (κw) 95% Confidence Interval ( CI)

Continuous - Intention 1.00 - - N/A (Perfect Agreement)

Continuous - Behaviour 0.975 - - 0.908 - 0.994

Dichotomous - Intention - 1.00 - N/A (Perfect Agreement)

Dichotomous - Behaviour - 1.00 - N/A (Perfect Agreement)

Demographic - Gender - 1.00 - N/A (Perfect Agreement)

Demographic - Continent - 1.00 - N/A (Perfect Agreement)

Demographic - Age - - 0.737 0.260 - 1.00

Demographic - Household size - - 1.00 N/A (Perfect Agreement)
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Survey Instrument
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Survey Consent Form
You're invited to participate in Nudie Jeans' survey with IIIEE Lund University, RISE, and
Voyado. Your input will help us better understand our product's environmental impact and
consumer repair behaviours. This will benefit you, as your influence will better shape
communication to suit your needs.

The survey takes about 7 minutes and is voluntary. You can withdraw anytime, but your input
is invaluable to us. Your confidential responses will be securely stored. For inquiries, contact
survey@nudiejeans.com.

Thank you for your time and support. If you consent, please begin the survey by clicking the
link to the survey below.
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Appendix II

Interview Consent Form
You are invited to participate in a research interview on the intention-behaviour gap in repair
practices. This research aims to understand consumer preferences and opinions regarding
marketing and communication strategies related to repair practices. Specifically, we're
interested in addressing the gap between intention and behaviour when it comes to repairing
items. This gap occurs when people intend to repair something but don't follow through.
Therefore, we aim to explore how email communication can help bridge this gap and
encourage repair behaviours. Please read the following information carefully before signing
this consent form.

In our conversation, we'll cover communication strategies, including your general
preferences, email reminders prompting action, and detailed action plans indicating when,
where, and how you will carry out the repair and outlining the steps you'd take to achieve
that repair as guidance.

Additionally, we're keen to hear your thoughts on persuasive communication and what types
of messaging resonate with you more. For example, one type of messaging is argument
quality, which includes clear benefits of prolonging product life, environmental aspects, or
cost savings of repairs. Secondary influences are types of messages that include, for example,
emotional appeals, the satisfaction of reviving cherished items, the number of arguments
instead of their quality, and communicator credibility.

We'll also explore social influences on behaviour, such as social proofs—success stories and
customer testimonials—and social norms, which refer to the perceived importance of
sustainable practices within your social circle or community. We'll also consider the impact of
influential individuals, such as those you admire or look up to, on your decision-making
process. Finally, we'll discuss the importance of education, knowledge, and skills.

The interview is estimated to last around one hour. It will be conducted online via Zoom
with an AI application called Fireflies Notetaker, which transcribes the interview in real-time.
This transcription process is automated and does not involve a human transcriber. Please
note that this AI application will be present in the Zoom room during the interview to assist
in transcribing the conversation.

Participation in this study is entirely voluntary. You can refuse to answer specific questions or
discontinue participation at any point. Your privacy and confidentiality are also considered.
All participants will be assigned codes to ensure anonymity before signing the consent form,
and all data collected during the interview will be anonymised and stored on a
password-protected hard drive.

If you have any questions or concerns about the study, please contact the researcher:

Nicole Berggren
International Institute for Industrial Environmental Economics (IIIEE),
Lund University, Sweden
survey@nudiejeans.com
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I have read and understood the above information regarding my participation in this research
study. I voluntarily agree to participate and consent to the terms outlined in this form.

Participant Name (Printed): ___________________________

Participant Signature: ___________________________

Date: ___________________________

Interview Protocol

Basic Information
Today's date is [date], and the time is [time]. I, Nicole Berggren, am conducting an interview
with [name of participant], which is expected to last approximately 1 hour.

Interview Introduction
Our study focuses on understanding consumer preferences and opinions regarding
marketing and communication strategies related to repair practices. Specifically, we want to
address the gap between intention and behaviour when repairing items. This gap occurs
when people intend to repair something but don't follow through. We aim to explore how
communication can help bridge this gap and encourage repair behaviours.

Here's an overview of our interview: We'll start with an opening question to learn more
about you. Then, we'll delve into general communication preferences, reminders and action
planning, persuasive communication, social influences, and education. Finally, we'll conclude
with some general information on accessing the study results.

Opening Question
Could you please start by telling me a little bit about yourself ? For example, what do you do
for work or study, and what are some of your hobbies or interests outside of that?

Content Questions

General Communication Preferences
1. Regarding tasks like repairing clothing, such as jeans, how do you prefer to receive
communication or information via email to help you take action?

2. What kind of content or style of communication do you find most effective or engaging in
motivating you to repair your clothing?

3. Can you provide examples of any past experiences that illustrate your preferences?

Action Planning and Reminders
4. Imagine you intend to repair your jeans. How would you feel about receiving an email
reminder prompting you to take action or an email that helps you create a specific action plan
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indicating when, where, and how you will carry out the repair and outlining the steps you'd
take to achieve that repair as guidance?

- 4a. Could you share your thoughts on the potential effectiveness or drawbacks of
receiving such an email to help you follow through with the repair?

Persuasive Communication
5. When considering emails encouraging and persuading you to repair, what type of
messaging resonates with you more:
- Argument quality, such as clear benefits of prolonging product life, environmental aspects,
or cost savings of repairs?
- Secondary influences, such as emotional appeals, the satisfaction of reviving cherished
items, the number of arguments instead of their quality, or communicator credibility?

- 5a. Can you give an example of an email you received that used one of these
approaches and how it impacted your decision?

Social Influence
6. When considering emails promoting repair practices, to what extent do social norms (such
as the perceived importance of sustainability within your social circle or common practices
among people around you) and social proofs (such as customer testimonials and success
stories) influence your decision-making process?

- 6a. Can you provide examples of emails where social norms and social proofs
significantly shaped your decision?

7. To what extent does observing influential individuals engaging in repair behaviours
influence your decision-making process and encourage you to act on your intention to
repair? Do you mirror these people's behaviours?

- 7a. Can you share your thoughts on what types of individuals you believe would
positively or negatively impact your decision to engage in repair behaviours?

Education
8. When considering emails promoting repair services, how important do you find receiving
helpful education, information, or support, such as repair tutorials, directly within the email,
or do you believe you already possess the necessary knowledge and skills?

- 8a. Can you recall a specific instance where an email provided helpful education,
information or support that influenced your decision to repair something?

Ranking
Finally, I'll share my screen, and you'll see a list of the various communication strategies
discussed today. Please rank them based on how effective you believe they would be in
bridging the intention-behaviour gap in repair practices, with 1 being the most effective and 7
being the least effective. If you'd like to include any additional communication strategies or
preferences in the ranking, please let me know, and we will add them.

- Email reminders prompting action
- Action planning - When, where, and how
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- Persuasive messaging focusing on argument quality, such as benefits of prolonging
product life, environmental aspects, cost savings

- Persuasive messaging utilising secondary influences, such as emotional appeals, the
satisfaction of reviving cherished items, communicator credibility

- Social proofs, such as customer testimonials and success stories, and social norms,
such as the perceived importance of sustainability within your social circle or
community

- Mirroring the behaviour of influential individuals engaging in repair
- Educational content, such as repair tutorials or informational support

Probes
Probes to remind the researcher to ask for more information:

- Can you elaborate on that?
- Could you provide more detail about why you feel that way?
- Can you give an example to illustrate your opinion further?

Probes to remind the researcher to ask for an explanation:

- Could you provide a more detailed explanation of that?
- Can you explain this further?
- Can you walk me through the thought process behind this preference?

Closing Instructions
As we conclude, I want to express my gratitude for your invaluable insights into this study.
Please rest assured that all information shared during this interview will be kept confidential
and anonymised to protect your privacy. Once the analysis is complete, the results will be
emailed to you. If there are any additional questions or further discussion is needed, would it
be possible to contact you for additional information or a follow-up interview? Thank you
once again for your participation!

Themes and Codes from Thematic Analysis
Table II-I. Table with themes and codes from thematic analysis

Theme Code

Email Communication Preferences General Preferences

Email Communication Preferences Promotional

Email Communication Preferences Subject Line

Email Communication Preferences Social Media

Email Communication Preferences Down-to-Earth

Informational Content and Education Information

Informational Content and Education Education

Informational Content and Education Repair Tutorials

Informational Content and Education Knowledge

Personalised Implementation Support Email Reminder

Personalised Implementation Support Action Planning
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Personalised Implementation Support Clicking

Personalised Implementation Support Customer Profile

Rational and Emotional Persuasion Argument Quality

Rational and Emotional Persuasion Peripheral Cues

Rational and Emotional Persuasion Emotional Cues

Rational and Emotional Persuasion Persuasive Communication

Social Influences Social Norms

Social Influences Culture

Social Influences Social Proofs

Social Influences Observational Learning

Visual Communication Visuals
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