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Abstract  Original Research Article 

 

Although they are known as the generation that is aware of the negative impact of fast fashion to environment, 

Generation Z is also known as the avid consumer of fast fashion. This study found that although as expected the higher 

the environmental awareness, the more negative attitude toward continuing to purchase fast fashion among Gen Z, 

however the relationship is not significant. In other words, the existence of environmental awareness is nothing to do 

with the attitude toward continuing to purchase Fast Fashion. Generation Z keep buying fast fashion because their 

attitude is positively influenced by the availability of sustainable fashion, trend of fashion and negatively by the function 

of the fashion itself. The study is held in Jakarta Metropolitan. Using questionnaire distributed to Gen Z and data analysis 

use PLS SEM version 4, the study aims to understand the behaviour that can help reduce the fast fashion waste among 

Gen Z.  

Keywords: Fast fashion, environmental awareness, attitudes towards continuing to buy fast fashion, availability of 

sustainable fashion, fashion trends, function of fashion. 
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INTRODUCTION 
Fashion Industry has been acknowledged as the 

second largest producer of carbon emission, along with 

the negative social and environmental impacts that 

include unfair working conditions and produce high 

carbon emission (Gomes de Oliveira et al., 2022; Bick et 

al., 2018). Fast fashion, that contributes the most 

enormous carbon footprint, can be produced and 

distributed to the stores within two weeks and have new 

items launched every day. In Indonesia, clothing industry 

also has caused both serious environmental and water 

pollution. Textile production has contributed to 29.25% 

water pollution in Indonesia alone (Paraschiv et al., 

2015).  

 

The fast fashion model offers consumers new 

products at low prices and trendy styles that create sharp 

increase in textile production and fashion consumption 

(Bick et al., 2018). The current business structure of the 

fashion industry is based on increasing production and 

sales, rapid manufacturing, inferior product quality, and 

short product life cycles, all of which lead to 

unsustainable consumption, rapid material throughput, 

significant waste and significant environmental impacts 

(Niinimäki et al., 2020). Many studies indicate that eco-

friendly and sustainable fashion as a solution to 

environmental problems has recently gained popularity. 

When consumers believe that they can help solve 

environmental problems, they are more inclined to make 

green purchasing decisions (Park & Lin, 2020).  

 

One of the generation influenced by fast fashion 

is Generation Z, young adults who were born after 1996 

(Parker & Igielnik, 2020), with age between 18 – 25 

years old (Simpson, 2018). In Indonesia, this generation 

comprise of 27,94% of the population and the largest 

population compared with another cohort. Gen Z also 

pay more attention to social, cultural and environmental 

issues (Bhardwaj & Fairhurst, 2010) and requires 

business to produce ethical products or services that 

contribute to the well-being of society in general 

(Goldman Sachs, 2016). On the other hand, data also 

shows that this generation is the most consumption-

oriented generation especially in fast fashion items and 

is known for its high purchasing power, hedonism as well 

as fashion awareness (Williams & Hodges, 2021).  

 

As environmental awareness grows, so does 

interest in designing and producing eco - friendly 
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clothing (Delieva & Eom, 2019). Most of the studies 

discuss about the relationship between environmental 

awareness and green purchase (Abeysekera et al., 2022; 

Song et al., 2020); the mediation effect of environmental 

awareness on eco-labelling to purchases, and the effect 

of product attribute, eco-labelling on green purchase 

(Song et al., 2020) and positive relationship between 

environmental awareness to pro-environmental 

behaviour (Al-kumaim et al., 2021).  

 

However, consumers ' attitudes when making 

purchasing decisions are irrational and not always in line 

with their values  (Vehmas et al., 2018). Zhang et al., 

(2021) found that sustainability alone is not enough to 

bring about the necessary adjustments in consumers' 

clothing purchases because of three reasons: first, 

sustainable fashion is too demanding, customers' ethical 

concerns are too diverse, and clothing is not an altruistic 

purchase. Vehmas et al., (2018) found that sustainable 

fashion is not a priority for young customers, and they 

continue to buy fast fashion despite strongly supporting 

the concept. Many customers care more about their own 

fashion needs than the requirements of others in the 

apparel supply chain. The limited availability of clothing 

items elicits a loss aversion reaction in consumers and 

stimulates buying (Harris et al., 2016). Begum Ersoy & 

Fu (2021) found that fast fashion has also changed the 

relationship between quality and quantity. Musova et al., 

(2021) found that barriers were uncovered at the 

individual, social and cultural levels, as well as within 

the clothing industry.  

 

This study aimed to investigate how strong 

environmental awareness influence is on the attitude 

toward continuing purchase fast fashion when other 

factors exist at the same time. More specifically, this 

study focus was to examine the relation between 

environmental awareness, the availability of sustainable 

fashion, fashion trends, and function toward the attitude 

to continue purchasing fast fashion. Is their high 

environmental awareness can slow them down buying or 

repurchase fast fashion? What are the factors that 

influence Gen Z attitude toward continuously buying fast 

fashion? 

 

In general terms, awareness refers to the quality 

or state of being aware, in this case, environmental 

awareness is an essential factor in promoting sustainable 

behaviour or practices that emphasize awareness of the 

environmental problems as well as solutions to these 

problems (Paradewari et al., 2018). However, due to its 

interpretations strongly relying on an individual's 

ideology, a consensus regarding its precise definition has 

not yet been reached. Al-kumaim et al., (2021) indicates 

that environmental awareness is a multidimensional 

construct, which consists of environmental concern, 

environmental knowledge, and environmental attitude. 

Al-kumaim et al., (2021) found that individuals with a 

high level of environmental awareness are more likely to 

behave in an environmentally friendly manner. Many 

studies have concerns about the correlation between 

environmental awareness and green purchase. Although 

other research such as Song et al., (2020) and Xu et al., 

(2020) have revealed that environmental awareness has 

proven to have a significant influence on attitude, limited 

research has been addressed in the context of fast 

fashion. Most of these studies concentrated only from the 

green or sustainable products context. For example, Xu 

et al., (2020) had discussed the effect of environmental 

awareness to forecast the attitude of customers toward 

green furniture, and they also showed that environmental 

awareness is able to increase customers' intention to 

purchase green products. Lin & Niu (2018) also noted 

that customers with high environmental awareness and 

knowledge have more intention to purchase green 

products than customers with low environmental 

awareness. The relation of environmental awareness 

toward the attitude of buying fast fashion remains 

ambiguous. This leads to uncertainty whether 

environmental awareness influences customers' attitude 

toward purchasing fast fashion and suggests the need for 

further study. Given the discussion above, the hypothesis 

was 

H1: Environmental awareness has a negative significant 

relationship to the attitude toward continuing to buy fast 

fashion.  

 

The effectiveness of sustainability action has 

become an important consideration for many companies 

(Chang & Jai, 2015). In the fashion industry, 

sustainability is utilized in a variety of ways. It refers to 

a company's social, environmental, and financial 

characteristics (Kong et al., 2016). Khare et al., (2020) 

found that a few factors influenced people's decisions to 

purchase fashion, one such factor is the availability of 

sustainable fashion products. The term "availability" 

describes how easy a buyer believes they may purchase 

or consume a certain sustainable fashion product (Khare 

et al., 2020). In the current study, the availability of 

sustainable fashion products refers to the degree when 

consumer believes that he or she may acquire the desired 

product in general. Availability can be a crucial thing to 

meet customer demand and ensure that popular items 

remain in stock (Harris et al., 2016). Thus, it can be 

argued that the limited availability of sustainable fashion 

products might be a barrier that will influence consumers 

continuing buying sustainable fashion products 

(Bósquez et al., 2023). Based on the literature review 

above, the following hypothesis was proposed 

H2: The availability of sustainable fashion has a 

negative significant relationship to attitude toward 

continuing to buy fast fashion.  

 

The term “fashion trend” refers to the aspects of 

the appearance and construction of fashion products that 

are associated with a particular period. In the realm of 

fashion, trend making fashion as a lifestyle unit, which is 

driven by the ease exchanging reference and information 

from outside making the exchange of fashion trends 

change globally. Fashion trends can be influenced by 
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several forming factors such as mass media, culture, 

economic conditions and the role of an individual in a 

social group (Kim et al., 2022). New paradigms of trend 

emergence have been developed because of consumer 

driven fashion trends and continuous social media 

monitoring, which can help brands in identifying their 

core value. With the existence of fashion trends, 

companies can create separate market segments which in 

turn result in consumer purchasing decisions (Cruz and 

Manata, 2020). Trend is a way for individuals to show 

their existence, which makes them compete to follow the 

current trend and become a trend seller. Previous 

research by Arsita (2022) indicated that young customers 

have a higher propensity to adopt new style fashion than 

other mature customers. Breward (1994) posited that the 

tendency of an individual who wants to follow fashion 

trends, will influence the purchase decision process or 

attitude toward buying fashion products. Based on those 

theories, it can be concluded that a fashion trend 

occurring in a group can encourage someone to act or 

direct to a new lifestyle behaviour, by deciding to buy a 

certain product. Hence the following hypothesis is 

developed.  

H3: Fashion trends have a positive significant 

relationship to the attitude toward continuing to buy fast 

fashion.  

 

Function is the use of a thing or the ability of 

the item to meet or satisfy human needs. According to 

Ahn & Back (2019), functional value refers to tangible 

needs such as: comfort, quality, price and functionality-

focused consumers value need over want. Al-kumaim et 

al., (2021) used the term clothing function to identify 

multiple purposes of clothing. They categorized the 

functions of these garments as fashion, camouflage, 

individuality, comfort and safety. Most people bought 

clothing because of the function itself represents as one 

of the basic physiological needs which provides comfort 

and protection from unpleasant external influences 

(Antonela et al., 2014). It is important that the clothes 

someone wears are suitable for the current situation and 

conditions so as not to cause problems and to be able to 

function accordingly. Customers can acquire functional 

values that increase their satisfaction (Ahn & Back, 

2019). For example, if a person experiences positive 

quality despite the price, they might be satisfied with the 

products. 

 

One study discusses the relationship between 

function and other values and demographic 

characteristics. Morganosky (1987) shows that the 

functions of fashion and individual clothing are not 

significantly related to the use of clothing to change 

mood. If people have high functionality when buying 

clothes, it would be reasonable to assume that function 

contributes positively to the attitude toward buying fast 

fashion. Hence, the hypothesis was  

H4: The function of clothing has a positive significant 

relationship to attitude toward continuing to buy fast 

fashion. 

 

 
Fig. 1: Conceptual framework 

 

MATERIALS AND METHODOLOGY  
Item measurements were adopted from 

previous studies and developed to the context of current 

studies which is to find out more about the people's 

reasons toward their attitude of continuing to buy fast 

fashion. Attitude toward continuing to buy fast fashion 

were measured using 5 items from Song & Shin (2017) 

and Setyaningtyas (2021); environmental awareness was 

measured through its dimensions which were 

environmental concern, environmental knowledge and 

environmental attitude. Item measurements taken from 

Mohiuddin et al., (2018 and Dhir et al., (2021); 

availability of sustainable fashion was measured by 5 

items from Marde and Verite-Masserot (2016); fashion 
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trend measurements from Marde & Verite-Masserto 

(2016) and Zhou et al., (2020) and functions by 5 times 

from Morganosky (1987) and Ahn & Back (2019). All 

measurement used a five–point Likert scale which ranges 

from “1 = strongly agree”, to “5 = strongly disagree” 

 

The survey was divided into two sections: the 

first section of the questionnaire is demographic 

information questions such as gender, age, expenses, and 

domicile. The second section measured each one of the 

variables which includes environmental awareness and 

its dimensions, attitude, availability of sustainable 

fashion, fashion trend, and function. The survey 

questionnaire used Indonesian language. The sample was 

Generation Z, age 18 - 25 years old in Greater Jakarta, 

Indonesia, from middle upper class and were aware 

about the impact of the fashion industry to the 

environment. This study used a judgemental sampling. 

Of 163 responses, only 148 respondents that met the 

requirement. 61% of the respondents were female and 

39% male. 97% of the respondents are aware of the fast 

fashion term, 99% bought fast fashion products, along 

with 96% knew the negative impact of fast fashion on the 

environment. 

 

Data was analysed using SmartPLS 4.0. 

Because of the existence of Environmental Awareness 

dimensions (Environmental Concerns, Environmental 

Knowledge, Environment Attitude), a two-step analysis 

was applied to this variable, before bootstrapped it for 

hypothesis. The inner model were tested using 5,000 

samples, one tailed bootstrapping. 

 

RESULTS AND DISCUSSION 
All of the item’s measurement is valid and 

reliable and met Construct Validity as shown in table 

below.  

 

Table 1: Validity, Cronbach Alpha, Average Variance Extracted, Composite Reliability 

Item Measurements Outer 

Loading 

Attitude (α = 0.916, AVE = 0.747, CR = 0.937)  

1. I often get tired of existing trends of clothes and buy a new trend of clothe 0.848 

2. I like trendy clothes 0.864 

3. I often buy new clothes 0.874 

4. I think continuing buying fast fashion are good 0.847 

5. I like buying fast fashion 0.889 

Environmental Concern (α = 0.937, AVE = 0.788, CR = 0.949)  

1. I am concerned about worsening the environmental pollution 0.834 

2. I am concerned about the waste produced by fashion industry 0.946 

3. I am worried about the future environmental quality 0.876 

4. I try to buy clothes that can be recycle 0.869 

5. Using sustainable fashion brand is a primarily means to reduce pollution 0.910 

Environmental Knowledge (α = 0.938, AVE = 0.795, CR = 0.951)  

1. I am very knowledgeable about environmental issues caused by fashion industry 0.841 

2. I know how to select clothing brand that can reduce the amount waste ending up in landfills 0.890 

3. Using sustainable fashion brand is a primarily means to reduce pollution 0.906 

4. Using sustainable fashion products is a substantial way to reduce the wasteful use of natural resource 0.900 

5. Using sustainable fashion products is a great way to conserve natural resources 0.917 

Environmental Attitude (α = 0.957, AVE = 0.853, CR = 0.967)  

1. Promoting in using sustainable fashion is important 0.908 

2. Raising environmental protection awareness is important among young adults 0.928 

3. I believe when I use of sustainable fashion products, it will help in reducing pollution and also help in 

improving the environment 

0.931 

4. I believe when I use of sustainable fashion products, it will help in conserving natural resources 0.922 

5. I believe when I use of sustainable fashion products, it will help in reducing the wasteful use of natural 

resources 

0.929 

Availability (α = 0.886, AVE = 0.687, CR = 0, 916)  

1. I find that Sustainable fashion is insufficiently available for purchase 0.854 

2. I think it difficult to find sustainable fashion near me 0.868 

3. The lack of availability of Sustainable fashion is often a problem 0.764 

4. I think there are less and less shelves dedicated to sustainable fashion 0.786 

5. In purchasing sustainable fashion, you do not always have a choice 0.865 

Fashion Trend (α = 0.934 =, AVE = 0.793, CR = 0.950)  

1. I like fast fashion design 0.873 

2. By wearing fast fashion clothes, I fell up to date 0.903 

3. Fast fashion always change new clothes design or style within a certain period of time 0.906 
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Item Measurements Outer 

Loading 

4. Fashion trend keeps up with the time 0.851 

5. I can express myself by following the fashion trend 0.918 

Function (α = 0.892, AVE = 0.736, CR = 0.917)  

1. I would rather buy clothing that is comfortable, even if they are not the most pleasing ones to look at 0.836 

2. When buying a coat, I get the most comfortable one, even if it’s not the newest style 0.901 

3. Considering the cost, I prefer to buy clothing that provide a lot of benefit 0.851 

4. Sustainable fashion offer a better value for money than other fashion industry 0.810 

5. Buying some clothing was affordable 0.861 

 

Hypotheses testing revealed that all hypotheses 

were rejected, except for the positive influence of fashion 

trends on attitude toward continuing to buy fast fashion. 

Besides that, trend of fashion could be said as the main 

predictor for attitude toward continuing to buy fast 

fashion, as the path coefficient was 0.735 (73.5%). This 

finding has confirmed the short periods nature of fashion 

trends, which in this case reflecting what fast fashion 

stands for.  

 

Environmental awareness was not significant in 

negatively influence on attitude toward continuing to buy 

fast fashion, even their prediction is very small (-5.3%). 

As one of the general predictors, environmental 

awareness has been debated in understanding the 

consumer’s green purchase and has been discussed in 

many studies. (Al-kumaim et al., 2021) Individuals with 

a high level of environmental awareness are more likely 

to behave in an environmentally friendly manner. Thus, 

the result in this study suggests that people might 

understand and highly aware with environmental 

awareness, it will not guarantee that they will have 

attitude to stop buying fast fashion or continue to 

continue to buy fast fashion. The level of prediction is 

very low compared with Fashion Trend.  

 

Surprisingly, availability of sustainable fashion 

has positive relation on attitude toward continuing to buy 

fast fashion. It can be inferenced that the more people 

have access to sustainable fashion, the more they will 

continue to buy fast fashion. According to Khare et al., 

(2020), the term "availability" describes how easy a 

buyer believes they may purchase or consume a certain 

sustainable fashion product. However, it did not mention 

the influence of other factor such as price to create 

positive attitude. This finding is not the same as the 

previous research. This can be the indication that just 

being sustainable is not enough to move the consumer to 

stop buying fast fashion. Being affordable and 

sustainable might be the driver.  

 

Table 2: Hypotheses Test  
Original 

sample (O) 

Sample 

mean 

(M) 

Standard 

deviation 

(STDEV) 

T statistics 

(|O/STDEV|) 

P 

values 

Remarks 

Environmental Awareness → Attitude 
Toward Continuing to Buy Fast Fashion 

-0,053 0,024 0,062 0,857 0,196 Rejected 

Availability of Sustainable Fashion → 
Attitude Toward Continuing to Buy Fast 

Fashion 

0,191 0,186 0,054 3,497 0,000 Rejected 

Trend of Fashion → Attitude Toward 

Continuing to Buy Fast Fashion 

0,735 0,734 0,048 15,322 0,000 Accepted 

Function → Attitude Toward Continuing 
to Buy Fast Fashion 

-0,194 -0,188 0,046 4,201 0,000 Rejected 

 

The other unexpected result was about the 

function of fashion. Function of fashion significantly 

influenced attitude toward continuing to buy fast fashion, 

but in negative way. It was supposed to be a positive 

influence, but the result showed negative influence on 

attitude toward continuing to buy fast fashion. As 

Antonela et al., (2014) found the function of fashion 

represent to provide comfort and protection from 

unpleasant external influences. The more comfortable 

and protection the function, the more people will have 

attitude to stop continuing to buy fashion. The 

interpretation as long as sustainable fashion can meet the 

basic fashion function, it can reduce the usage of fast 

fashion. Referring to the mean of item that measure 

Function which is “Sustainable fashion offer a better 

value for money than other fashion industry” which was 

3.8, it can be concluded that sustainable fashion has not 

met the function of its fashion yet. Although the result is 

not as expected, however, this model can explain 77% 

factor that influence attitude toward continuing to buy 

fast fashion. And it can be categorized as strong 

theoretical model. 

 

Table 3: Value R. Square and R. Adjustment 

 R Square R. Adjustment 

Attitude 0.766 0.756 
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CONCLUSION AND IMPLICATION  
The reason why Gen Z still buy fast fashion 

although they know about the impact of fast fashion is 

the fashion trend. Environmental awareness although can 

influence Gen Z to not continuing to buy fast fashion, it 

is not significant. The availability of sustainable fashion 

is not sufficient to influence Gen Z to stop buying fast 

fashion, if it is not comfortable and pricey. Comfortable 

and pricey is the function of fashion that has negative and 

significant influence on attitude toward continuing to 

buy fast fashion.  

 

The implication of this findings are (1) fashion 

industry should make sustainable fashion a new trend 

compared with fast fashion; (2) the comfort and 

affordable sustainable fashion is one of the solution to 

put sustainable fashion in the trend to replace fast 

fashion; (3) sustainable fashion should increase the 

awareness of its importance for Gen Z future in order to 

increase environmental awareness to be significant.  

 

This study has several limitations. The sample 

data that are collected may not represent the whole 

Generation Z population. The context and timing of the 

analysis may have a high significant impact on the 

weight of each dimension and variable. Therefore, future 

study should expand the sample data from other 

countries before the generalization can be made. In 

addition, future studies could also explore more on 

various age groups, educational background, income, to 

validate the generalization. Furthermore, respondent 

behaviour or attitude can be affected by individual 

differences, each of the respondent might have different 

experience in buying fast or sustainable fashion products. 

 

REFERENCES 
• Gomes de Oliveira, L., Miranda, F. G., & de Paula 

Dias, M. A. (2022). Sustainable practices in slow 

and fast fashion stores: What does the customer 

perceive? Cleaner Engineering and Technology, 6. 

https://doi.org/10.1016/j.clet.2022.100413 

• Bick, R., Halsey, E., & Ekenga, C. C. (2018). The 

global environmental injustice of fast fashion. 

Environmental Health: A Global Access Science 

Source, 17(1), 1–4. https://doi.org/10.1186/s12940-

018-0433-7 

• Niinimäki, K., Peters, G., Dahlbo, H., Perry, P., 

Rissanen, T., & Gwilt, A. (2020). The 

environmental price of fast fashion. Nature Reviews 

Earth and Environment, 1(4), 189–200. 

https://doi.org/10.1038/s43017-020-0039-9 

• Park, H. J., & Lin, L. M. (2020). Exploring attitude–

behavior gap in sustainable consumption: 

comparison of recycled and upcycled fashion 

products. Journal of Business Research, 

117(August), 623–628. 

https://doi.org/10.1016/j.jbusres.2018.08.025 

• Kim Parker, & Ruth Igielnik. (2020). What We 

Know About Gen Z So Far | Pew Research Center. 

In Pew Research Center. 

https://www.pewresearch.org/social-

trends/2020/05/14/on-the-cusp-of-adulthood-and-

facing-an-uncertain-future-what-we-know-about-

gen-z-so-far-

2/%0Ahttps://www.pewsocialtrends.org/essay/on-

the-cusp-of-adulthood-and-facing-an-uncertain-

future-what-we-know-ab 

• Simpson, R. A. (2018). Young Adult Development 

Project. In Massachusetts Institute of Technology 

(pp. 1–19). 

http://hrweb.mit.edu/worklife/youngadult/index.ht

mlhttp://hrweb.mit.edu/worklife/rpteens.html. 

• Bhardwaj, V., & Fairhurst, A. (2010). Fast fashion: 

Response to changes in the fashion industry. 

International Review of Retail, Distribution and 

Consumer Research, 20(1), 165–173. 

https://doi.org/10.1080/09593960903498300 

• Goldman Sachs. (2016). Millennials Infographic. In 

“Our Thinking.” 

http://www.goldmansachs.com/our-

thinking/pages/millennials/ 

• Williams, A., & Hodges, N. J. (2021). Generation Z 

and Socially Responsible Fashion Consumption: 

Exploring the Value-Action Gap. 1–4. 

https://doi.org/10.31274/itaa.11930 

• Delieva, D., & Eom, H. J. (2019). Consumers’ 

Attitude Toward Socially Responsible 

Consumerism in the Sustainable Fashion Market. 

Business and Management Studies, 5(1), 59. 

https://doi.org/10.11114/bms.v5i1.4173 

• Abeysekera, I., Manalang, L., David, R., & Grace 

Guiao, B. (2022). Accounting for Environmental 

Awareness on Green Purchase Intention and 

Behaviour: Evidence from the Philippines. 

Sustainability (Switzerland), 14(19), 1–19. 

https://doi.org/10.3390/su141912565 

• Song, Y., Qin, Z., & Qin, Z. (2020). Green 

Marketing to Gen Z Consumers in China: 

Examining the Mediating Factors of an Eco-Label–

Informed Purchase. SAGE Open, 10(4). 

https://doi.org/10.1177/2158244020963573 

• Al-kumaim, N. H., Shabbir, M. S., Alfarisi, S., 

Hassan, S. H., Alhazmi, A. K., Hishan, S. S., Al-

shami, S., Gazem, N. A., Mohammed, F., & Al-rejal, 

H. M. A. (2021). Fostering a Clean and Sustainable 

Environment through Green Product Purchasing 

Behavior : Insights from Malaysian Consumers ’ 

Perspective. 1–18. 

• Vehmas, K., Raudaskoski, A., Heikkilä, P., Harlin, 

A., & Mensonen, A. (2018). Consumer attitudes and 

communication in circular fashion. Journal of 

Fashion Marketing and Management, 22(3), 286–

300. https://doi.org/10.1108/JFMM-08-2017-0079 

• Zhang, B., Zhang, Y., & Zhou, P. (2021). 

Zhang2021. Sustainability (Switzerland), 13(4), 1–

23. 

• Harris, F., Roby, H., & Dibb, S. (2016). Sustainable 

clothing: Challenges, barriers and interventions for 

encouraging more sustainable consumer behaviour. 

https://doi.org/10.1016/j.clet.2022.100413
https://doi.org/10.1186/s12940-018-0433-7
https://doi.org/10.1186/s12940-018-0433-7
https://doi.org/10.11114/bms.v5i1.4173


 

 

Evanilay et al, Sch J Econ Bus Manag, Sep, 2024; 11(9): 268-274 

© 2024 Scholars Journal of Economics, Business and Management | Published by SAS Publishers, India                        274 

 

 

International Journal of Consumer Studies, 40(3), 

309–318. https://doi.org/10.1111/ijcs.12257 

• Begum Ersoy, A., & Fu, S. (2021). The Effect of 

Sustainable Marketing on Millennials’Attitudes and 

Behavior in the Fast Fashion Industry. American 

International Journal of Business Management, 

4(06), 79–98. www.aijbm.com 

• Musova, Z., Musa, H., Drugdova, J., Lazaroiu, G., 

& Alayasa, J. (2021). Consumer attitudes towards 

new circular models in the fashion industry. Journal 

of Competitiveness, 13(3), 111–128. 

https://doi.org/10.7441/joc.2021.03.07 

• Paradewari, D. S., Avillanova, A. A., & Lasar, A. B. 

(2018). Promoting Environmental Awareness in 

Learning Contexts. International Journal of 

Humanity Studies, 1(2), 243–252. 

https://doi.org/10.24071/ijhs.2018.010213 

• Xu, X., Wang, S., & Yu, Y. (2020). Consumer’s 

intention to purchase green furniture: Do health 

consciousness and environmental awareness matter? 

In Science of the Total Environment (Vol. 704). 

Elsevier B.V. 

https://doi.org/10.1016/j.scitotenv.2019.135275 

• Lin, S.-T., & Niu, H.-J. (2018). Green consumption: 

Environmental knowledge, environmental 

consciousness, social norms, and purchasing 

behavior. Business Strategy and the Environment, 

27(8), 1679–1688. https://doi.org/10.1002/bse.2233 

• Chang, H. J. J., & Jai, T. M. C. (2015). Is fast fashion 

sustainable? the effect of positioning strategies on 

consumers’ attitudes and purchase intentions. Social 

Responsibility Journal, 11(4), 853–867. 

https://doi.org/10.1108/SRJ-07-2014-0095 

• Kong, H. M., Ko, E., Chae, H., & Mattila, P. (2016). 

Understanding fashion consumers’ attitude and 

behavioral intention toward sustainable fashion 

products: Focus on sustainable knowledge sources 

and knowledge types. Journal of Global Fashion 

Marketing, 7(2), 103–119. 

https://doi.org/10.1080/20932685.2015.1131435 

• Khare, A., Sadachar, A., & Manchiraju, S. (2020). 

Investigating the Role of Knowledge, Materialism, 

Product Availability, and Involvement in Predicting 

the Organic Clothing Purchase Behavior of 

Consumers in the Indian Market. Journal of 

International Consumer Marketing, 32(3), 228–242. 

https://doi.org/10.1080/08961530.2019.1695239 

• Carrión Bósquez, N. G., Arias-Bolzmann, L. G., & 

Martínez Quiroz, A. K. (2023). The influence of 

price and availability on university millennials’ 

organic food product purchase intention. British 

Food Journal, 125(2), 536–550. 

https://doi.org/10.1108/BFJ-12-2021-1340 

• Cruz, S. M., & Manata, B. (2020). Measurement of 

Environmental Concern: A Review and Analysis. 

Frontiers in Psychology, 11(March), 1–14. 

https://doi.org/10.3389/fpsyg.2020.00363 inside 

Dian Novita Sari, D. (2021). Pengaruh Trend 

Fashion Terhadap Keputusan Pembelian. In Jurnal 

Administrasi Bisnis (Vol. 60). 

• Kim, H., Cho, I., & Park, M. (2022). Analyzing 

genderless fashion trends of consumers’ perceptions 

on social media: using unstructured big data analysis 

through Latent Dirichlet Allocation-based topic 

modeling. Fashion and Textiles, 9(1). 

https://doi.org/10.1186/s40691-021-00281-6 

• Arsita, N. (2022). Pengaruh Gaya Hidup Dan Trend 

Fashion Terhadap Keputusan Pembelian Online 

Produk Fashion Pada Media Sosial Instagram. 

Jurnal Ilmu Manajemen Saburai (JIMS), 7(2), 125–

131. https://doi.org/10.24967/jmb.v7i2.1390 

• Breward, C. (1994). Femininity and Consumption: 

The Problem of the Late Nineteenth-Century 

Fashion Journal. Journal of Design History, 7(2), 

71–89. https://doi.org/10.1093/jdh/7.2.71 

• Ahn, J., & Back, K. J. (2019). Cruise brand 

experience: functional and wellness value creation 

in tourism business. International Journal of 

Contemporary Hospitality Management, 31(5), 

2205–2223. https://doi.org/10.1108/IJCHM-06-

2018-0527 

• Antonela, C., Viorica, C., Laura, M., & Marian, P. 

(2014). Designing functional clothes for persons 

with locomotor disabilities. Autex Research 

Journal, 14(4), 281–289. 

https://doi.org/10.2478/aut-2014-0028 

• Morganosky, M. A. (1987). Aesthetic, Function, and 

Fashion Consumer Values: Relationships to Other 

Values and Demographics. Clothing and Textiles 

Research Journal, 6(1), 15–19. 

https://doi.org/10.1177/0887302X8700600103 

• Setyaningtyas, N. (2021). Tinjauan Yuridis 

Pengaruh Kebijakan Ekspor Impor Terhadap 

Perekonomian di Masa Pandemi Covid-19. UNISKA 

LAW REVIEW. https://ejournal.uniska-

kediri.ac.id/index.php/SJ/article/view/1818 

• Marde, S. & Verite-Masserot, C. (2016). 

Antecedents of green consumption: a scale of 

measure. Journal of Consumer Marketing, 35(4), 

412–425. 

• Dhir, A., Sadiq, M., Talwar, S., Sakashita, M., & 

Kaur, P. (2021). Why do retail consumers buy green 

apparel? A knowledge-attitude-behaviour-context 

perspective. Journal of Retailing and Consumer 

Services, 59(September), 102398. 

https://doi.org/10.1016/j.jretconser.2020.102398 

• Mohiuddin, M., Al Mamun, A., Syed, F. A., Masud, 

M. M., & Su, Z. (2018). Environmental knowledge, 

awareness, and business school students’ intentions 

to purchase green vehicles in emerging countries. 

Sustainability (Switzerland), 10(5). 

https://doi.org/10.3390/su10051534.

 


