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ABSTRACT

With the increasing social and political pressures, many firms embraced green
marketing strategies in their businesses. However, some recent surveys found that even
consumers demonstrated a high degree of environmental attitude they still put their
preferences and basic needs as the first priority when purchasing products. Therefore,
companies must first characterize consumers’ green purchasing decisions and then make
green marketing strategies. The objectives of this study are to examine the Generation Y
consumer segments’ selection attributes and willingness to pay for the environmentally
friendly clothing. This study identified three different consumer segments of Generation Y
according to their green consumption styles and attitudes toward shopping and fashion.
Across the three segments, there was a significant difference among their willingness to pay

for the environmentally friendly clothing.

Keywords: generation Y, consumers’ willingness to pay, green product, shopping

orientation, fashion orientation
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