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Abstract


This study aims to outline the influence of Environmental Attitude (EA) in Purchase Intention (PI) and Purchase Behavior (PB). The Theory of Reasoned Action (TRA) was extended by adding Environmental Concern (EC) and Perceived Environmental Knowledge (PEK) as EA predictors. A total of 396 responses from Peru were analyzed through Partial Least Squares Structural Equation Modeling (PLS-SEM). In the findings, Environmental Attitude acts as a mediator between Environmental Concern and Perceived Environmental Knowledge, and Purchase Intention. Additionally, this actual interrelationship results in a positive relationship with Purchase Behavior. Subjective Norms were not an essential predictor of Purchase Intention, which validates previous studies. Our findings suggest that Peruvian consumers prefer sustainable clothing because they are concerned with and aware of current environmental issues. Consequently, their attitude is shaped based on environmental concern and perceived environmental knowledge, resulting in an increasing intention to buy sustainable clothes, which are aimed at reducing environmental impact. The research findings may support the marketing and selling strategies of firms to show that their brands are green and can generate more interest in current and future customers. The novelty is based on using the partial least squares structural equation modeling (PLS-SEM) technique.
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1. Introduction


The textile industry is constantly changing. Its inefficient use of resources and lack of sustainable policy has resulted in a negative environmental impact [1,2]. Consequently, there is a growing trend in the consumption of sustainable, eco-friendly, and green clothing [2,3,4,5,6,7]. Indeed, consumers are becoming more aware of the current deterioration of the environment and are looking, for instance, for solutions to preserve the ecosystem and protect society [8,9,10,11]. This behavior aims to reduce the manufacturing process consumption of greenhouse gas emissions, water, and related toxic components, minimizing adverse environmental impact [1,12,13,14,15,16,17,18,19,20,21,22,23,24]. For instance, environmental concern from the consumer perspective has been part of several studies in the past [25]. Preliminary studies evidenced the possible antecedents of consumers’ intention to purchase green products such as sustainable clothing. Nonetheless, there is a lack of holistic framework research in the clothing field since consumer awareness does not always result in the adoption of a specific behavior [2]. This research aims to elucidate the process by which a consumer tends to consume sustainable clothes in Peru. Moreover, the environmental-attitude-intention-behavior framework provides a complete analysis of the consumers, from their mental and personal interests to their actual behavior.



The structure of this research article is as follows. Section 2 focuses on the conceptual framework and definition of the construct of our proposed model. Moreover, the relationships studied by previous researchers define and determine the existing knowledge gap. Section 3 describes the methodology used to collect and analyze the data. Section 4 presents the results and findings. Finally, Section 5 is related to the theoretical, practical, and research limitations discovered in this study. The study did not receive any kind of financial support from any organization. Ethical review and approval were waived for this study, as the study does not involve any risk to the life or health of the participants. No substance has been tested on the participants and they have not been put in danger at any time.




2. Theoretical Framework and Hypothesis


2.1. Purchase Intention and Its Relationship with Purchase Behavior


According to Ajzen [26], purchase intention is a direct factor in purchase behavior; however, to evaluate the purchasing behavior, two aspects must be fulfilled: the tool used by the researchers must clearly state what the consumer’s intentions are and “the behavior must be under volitional control”. The author states that internal and external factors lead to a change in intention, such as new information (new events that take place and lead to an increase in the scope of the information we handle), the power of will (which refers to the existing personal motivation and intention of consumers that lead them to take actions to achieve a goal), and time and opportunity (the lack of these variables can lead to behavioral disruption since intention is not enough if time and opportunity are absent). In addition to these factors, many more can, directly and indirectly, affect purchase intent. Likewise, “intentions can only be expected to predict a person’s attempt to perform a behavior, not necessarily its actual performance” [26].



In parallel, few authors perceive a negative relationship between purchase intention and purchase behavior. Kollmuss and Agyeman [27] state that to perform a new behavior it is strictly necessary that we practice it to turn it into a habit, so a lack of persistence may fail in the forming of habits and, therefore, behaviors. On the other hand, Young et al. [28] study the attitude–behavior gap. A negative or weak relationship with six different factors, including buying experience, research and decision-making time, and the possibility of meeting financial costs, has the effect of widening the gap.



Although research studies have had weak or negative results concerning the relationship between purchase intention and purchase behavior, these are still limited in number. It is worth noting that, among the research that evaluates the relationship between purchase intention and purchase behavior, a large amount is linked to sustainability. From these studies, results have been obtained that show a positive relationship between both variables, also adding the importance of environmental and sustainable knowledge management [29], in addition to the attitude towards green products [30], and awareness about the carbon footprint [2], environmental concern, and moral norm [31].



H1: 

There is a positive association between purchase intention and purchase behavior.






2.2. Subjective Norms and Their Relationship with Purchase Intention


A consumer’s good is judged when they purchase by how well the purchase matches their style and the price and quality of the items [32]. It is necessary to emphasize the relationship between the subjective norm and purchase intention [33] to understand the consumer’s attitude towards products displayed in retail stores, different types of brands, and difficult decision making [34]. Moreover, the fast trends in this industry cause various environmental, economic, and social problems [35].



The second component of the theory of reasoned action (TRA) [36] is the subjective norm, which is based on what a person or group of people believe based on the references of others that may cause an action about their referents [33]. In other words, it is caused by the social pressure noted by their context to establish the way to proceed. The individual is motivated by the approval of others [32]. Several factors can affect decision making at the time of purchase because one goes through a product selection process, and one’s choice depends on external factors such as brand, packaging, design, etc. [34,37,38]. An expanded view of purchase intentions and their influences must be implemented [39]. Additionally, subjective norms intervene in the behavior of one person or a group of people through the impact of their intentions, as they act in a way determined by their belief in coercion denoting their willingness to try to perform a specific behavior [39,40,41,42]. Thus, if most consumers are oriented towards acquiring a particular specific good, other members echo the action [34,43].



H2: 

Subjective norms influence purchase intention of sustainable clothing.






2.3. Perceived Environmental Knowledge and Its Relationship with Attitude


There is a growth in the importance of environmental knowledge in consumers of textile products [44,45], which is because the textile sector produces pollution in the environment, so consumers have begun to understand that sustainable fashion reduces environmental damage in this sector [46,47,48] through attitudes that imply reuse and reintegration [49,50]. In this sense, environmental knowledge is considered a prerequisite of the attitude and intention to acquire sustainable garments [29,30,51]. It is worth mentioning that environmental knowledge is the level of awareness that consumers present regarding environmental damage, which impacts their attitudes [52,53,54,55,56,57]. In addition, it is considered to be a cognitive element in attitudes about green products. For example: “I think that fast fashion garments do not incorporate sustainable elements” [29,58,59]. Consumers can adopt various positive attitudes about environmental conservation [60].



However, a lack of environmental knowledge prevents an individual from worrying or presenting conscious attitudes about environmental damage [61,62,63]. On the contrary, consumers with environmental knowledge have more significant concerns about protecting the environment and positive attitudes towards sustainable fashion [64]. There is evidence that it significantly impacts the consumer’s attitude regarding ecologically sustainable garments [65,66,67]. In addition, a lack of knowledge about places where sustainable garments are sold, as well as a lack of transmission of knowledge about sustainable fashion through previous consumer experiences or other means, make it difficult for consumers to present positive and conscious attitudes [45,68,69]. Therefore, consumer attitudes and purchase intentions positively incorporate environmental knowledge about fashion [45,70,71]. So, it is essential to increase consumers’ environmental knowledge regarding sustainable fashion [72]. Therefore, the present hypothesis is proposed:



H3: 

There is a positive association between perceived environmental knowledge and consumer attitude.






2.4. Environmental Concern and Its Relationship with Attitude


Environmental concern is a variable that positively impacts consumer attitudes towards products that seek to preserve the environment [30,73]. Therefore, it needs to be analyzed in relation to pro-environmental issues [74,75,76]. It should be noted that environmental concern is a mediator between environmental knowledge and environmental attitude [57,58,77]. Environmental concern was traditionally considered to be a concept that referred to feelings about various ecological issues [78]. Over the years, this variable has become more important for professionals and academics. In the same way, it has been found to be a reasonably necessary criterion in environmental change and for environmental defense that increasingly requires the implementation of better political regulations [79,80]. Environmental concern can measure various aspects because it considers a general group of beliefs and attitudes focused on the environment [81]. It is becoming more noticeable in consumers and can also be demonstrated thanks to the actions of pro-environmental teams and those that are against animal violence, which results in a more responsible attitude towards the environment [44]. Within one study, researchers confirmed that the higher a person’s environmental concern, the more determined they are to take action to protect the environment through their consumption of more sustainable products, which shows that this variable can be strong enough to cause an intense effect on consumer behavior [44,81]. On the other hand, in a study carried out by Bamberg [82], this ensures that environmental concern directly impacts the perception of specific situations, such as the case of a person who confronts the consequences caused by their behavior.



Additionally, Tilikidou [83] mentions that very high scores were achieved regarding measuring attitudes conducive to the environment; the results showed that the variable of environmental concern gained weight when other reasons such as health and finances were added. In a study focused on evaluating the consumer’s attitude towards sustainability when buying fashion products, Paulins and Hillery [84] showed that the number of consumers who support the purchase of sustainable fashion products is continually growing and they are seeking to satisfy their psychological needs, as an attitude of sustainability. Therefore, companies must consider and understand the trend of consumer attitude towards sustainability in fashion products to be more competitive in the national and international market [59]. Therefore, we propose the following hypothesis of a positive association between environmental concern and consumer attitude:



H4: 

There is a positive association between environmental concern and consumer attitude.






2.5. Attitude and Its Relationship with Purchase Intention


One of the essential notions used by marketers to understand customers is attitude. Attitude can be defined as our taught proclivity to respond to a circumstance positively or negatively [85]. In marketing, attitude is usually defined as a long-term product or service assessment. Because attitudes cannot be observed directly, researchers must rely on measures to determine or explore consumer attitudes [86]. Consumer attitude encapsulates customers’ factors in deciding what to buy, mainly consumer tastes, endorsement, or preference for product features. This attitude describes how people’s ideas and knowledge influence their decisions. Consumers’ knowledge integration process shapes their attitudes about activities, influencing people’s willingness to engage in certain behaviors. Consumer intention and behavior are commonly predicted using this attitude idea. Price, brand recognition, risk, integrity, and personal fulfillment are all elements that have been shown to influence customer attitudes toward counterfeit items in previous research [87,88].



Different behavioral studies examine the theoretical idea of attitude in humans, such as a person’s product preferences, what motivates them to acquire a product, and how they react to others. The balance between behavior and attitude toward a behavior is created by intention [89]. Purchase intention, according to the Theory of Planned Behavior (TPB), is an appropriate predictor of purchase behavior; an individual’s mindset and convictions, in turn, determine the purchasing intention. Purchase behavior can only be carried out given opportunities and resources, such as sustainable product accessibility. Without such conditions, regardless of how beneficial the intent is, it is significantly more challenging to carry out the purchase intention [88].



Having a favorable attitude towards a product is practically always an essential prerequisite for consumers to have a good purchasing intention; however, favorable attitudes toward a product do not automatically translate into purchase intentions [88,90]. Previous research has looked at the link between attitude and purchase intent in certain aspects. According to the Theory of Reasoned Action (TRA), attitude is inextricably linked to behavioral intentions, actual precursor activities. Likewise, the Elaboration Likelihood Model (ELM) states that a consumer’s brand purchase intention is a consequence of their attitude toward a brand [91]. As a result, we expect a clear correlation between consumer attitudes and customer purchase intentions as shown in Figure 1, posing the following hypothesis:



H5: 

There is a positive association between Attitude and Purchase Intention.







3. Methodology


3.1. Research Design and Sample


The present investigation’s model was tested in the fashion industry of Peru. Quantitative non-experimental research was used, as it was not implemented, and independent variables were not manipulated. The information was collected through online surveys of fashion items consumers.




3.2. Instrument and Data Collection


The instrument selected to collect information was a self-administered questionnaire that consisted of 33 items in total. To help avoid non-response bias, the online questionnaire initially presented the objective of the study and then stated: “Your participation lasts approximately 10 min. If after starting you do not want to continue for different reasons, feel free to stop at any time. Your participation is voluntary and anonymous. Therefore, the information obtained is confidential and will only be used for research purposes”. Subsequently, three questions were formulated (with an answer of yes or no) to ensure the ethical aspect of the research: “I have freely decided to participate in this study”, “I understand that my participation is voluntary”, and “I received information about the objectives of this research”. The study considered the answers of the participants who marked yes to the three questions mentioned. The survey contains a section in which socio-demographic information was requested, such as age, gender, level of education, occupation, and monthly income. It also contains questions related to the 7 variables shown in the previously presented research model: Perceived Environmental Knowledge, Environmental Concern, Attitude, Purchase Intention, Subjective Norms, and Purchase Behavior. These items were assessed through a Likert-type scale of 5 options (from 1 = Totally disagree, to 5 = Totally agree).




3.3. Sample


The data were collected through a non-probability sampling method as the researchers’ judgment selected respondents. Considering a 95% confidence interval and 5% margin of error, 385 responses were needed as a minimum to analyze the relationship between the variables presented. The information was gathered from 25 August 2021, to 8 November 2021, and we received 396 valid responses from Peruvian consumers. The link to the survey was sent by WhatsApp, Facebook, and Instagram. The first participants that completed the survey were requested to share the link to the survey between their friends and relatives (snowball).




3.4. Data Analysis


As this is quantitative research, it was necessary to filter and encode the responses using Microsoft Excel. Then, the data collected were analyzed using the program SmartPLS to measure the relationship between constructs. Variance-Based SEM (PLS-SEM) was used as it is an exploratory analysis, a theory currently under development. PLS-SEM was used for samples that do not have a normal distribution and require a non-parametric analysis, as is the case for the current study. Additionally, PLS-SEM delivers the R2 values and, simultaneously, shows the significance of relationships between variables to demonstrate how well the model is performing. Finally, PLS-SEM can handle many independent variables simultaneously [92]. The internal consistency of subscales was analyzed using Cronbach’s alpha reliability coefficient, construct and discriminant validity, and internal consistency through composite reliability [93]. The reliability of each indicator was evaluated by measuring the indicator’s loads. The average extracted variance was utilized to analyze the fit of the model. Additionally, the Fornell–Larcker criterion [94,95] was used to evaluate the discriminant validity.





4. Results


Table 1 outlines the sample’s descriptive statistics. Among the respondents, 56.8% (n = 225) were female. Those in the age range of 18–29 years were the biggest respondents with 88.3% (n = 330). About monthly income, our sample gathered from no income (n = 155) and less than PEN 1000 (n = 112). Furthermore, 69.97% were undergraduate students (n = 284). For monthly purchase frequency, respondents mostly bought between one and two times (n = 306). Finally, 192 and 148 have a positive and very positive attitude towards sustainable clothing, respectively.



4.1. Measurement Model Assessment


The first step of the partial least squares structural equation modeling (PLS-SEM) is the reflective model assessment completed at 300 iterations. In this part, we must first look at the outer loadings related to the correlative relationship between each item and its respective construct [92]. Most of them exceed 0.7, which is considered satisfactory in an exploratory study. Nonetheless, ATT2, PB2, and PB4 are between 0.5 and 0.7, the minimum acceptable number [92]. Table 2 shows the construct, items, and factor loading.



Common method bias analysis was performed and the values of variance inflation factors (VIFs) were less than 3.3, which means the model was free of common method bias.



Internal Consistency and Reliability were tested through Composite Reliability (CR) and Cronbach’s Alpha, with results above 0.6, which is the recommendation by authors for explanatory research [92]. Convergent Validity was assessed through Average Variance Extracted (AVE), in which all the latent variables were above 0.5 (Table 3).



Discriminant validity was checked and analyzed using the Fornell–Larcker criterion and Heterotrait–Monotrait Ratio (HTMT).



For the Fornell–Larcker criterion, the variance extracted square root (numbers in bold) should be greater than the correlations presented by one subscale with the rest of the subscales [95]. It is essential to mention that all the shared variants (numbers in bold in Table 4) are not more significant than their respective AVE’s (Table 4).



The heterotrait–monotrait ratio (HTMT Ratio) of correlation approach assesses the discriminant validity based on a multitrait–multimethod matrix. The HTMT was superior in achieving higher specificity and sensitivity rates compared to the cross-loading criterion and Fornell–Larcker criterion [94,95]. According to Table 5, all values were less than 0.9.



The global model fitting criterion is the Standardized Root Mean Squared Residual (SRMR), and the SRMR value for an adequate fit is less than 0.08. The values of the saturated model and estimated model for d-ULS and d_G should be close for a good fit of the model. An NFI close to 1 means a good fit. In Table 6 is shown the values of the GoF (Table 6).




4.2. Structural Model Assessment


Regarding the formative evaluation of the model, the variance inflation factor (VIF) is analyzed. Values range from 1.105 to 2.730, demonstrating collinearity issues since these last values are below three [92]. The last step relates to statistical significance and relevance using Bootstrapping with 5000 iterations. As shown in Table 7, all the relations were significant (p-values < 0.05).



Table 8 shows the total effects of each relationship, which are the sum of the direct effect and specific indirect effects. As we can see, all of them remained significant. For instance, Environmental Concern and Perceived Environmental Knowledge affect attitude. Moreover, this last variable influences Purchase Intention.



Table 9 shows specific indirect effects related to mediation. All of them are significant. For instance, we corroborate that Attitude acts as a mediator between Perceived Environmental Knowledge, Environmental Concern, and Purchase Intention. Furthermore, adding purchase behavior in this relation is also valid, demonstrating that purchase intention influences behavior, corroborating the Theory of Reasoned Action.



Figure 2 shows the model tested, indicating the relation between the variables and showing that the model explain 36.7% of the dependent variable purchase behavior.





5. Discussion


The current study evaluated the effect of Perceived Environmental Knowledge (PEK) and Environmental Concern (EC) on Attitude (ATT), as well as the effect of ATT and Subjective Norms (SN) on Purchase Intention (PI), and finally the effect of PI on Purchase Behavior (PB). The outcomes showed that in Peruvian consumers the relationship between the study variables was significant (p-value < 0.05). The reported relationships allow us to recognize that a greater attitude towards environmental care can be achieved if PEK is increased as has been reported previously [96]. Likewise, it has been reported that the increase in EC has a positive effect on the ATT [54,97]. The effect of ATT on purchase intention coincides with previous reports [97,98,99] as well as the effect of subjective norms on sustainable purchase intention [97,100]. Following the Theory of Reasoned Action, the results corroborated the effect of purchase intention on purchase behavior as previously reported [101,102,103,104].



Focusing on the mediating role of attitude reflects how consumers evaluate the actual perception of sustainable clothing based on PEK and EC [2,105]. Moreover, some researchers found that the specific indirect effect between environmental knowledge and purchase intention through attitude was higher than a simple direct relationship [106,107]. This is due to the current influence of perceived environmental knowledge on attitude towards purchasing sustainable goods [29,58]. It has been reported that if consumers are aware of the impact of conventional products, they will more likely turn to an eco-friendly consumption pattern and enhance their attitude towards sustainable products [51].



The Specific Indirect Effects allowed us to show that the attitude and the purchase intention had a mediating effect in the model. This verification is of practical use because it can help companies to know the different variables that could influence in a cascade the intention and behavior of purchasing sustainable clothing.




6. Conclusions


The continuous degradation of the environment increases the perceived environmental knowledge of consumers and their genuine concerns regarding the impact of human behaviors on the earth. Consequently, their attitude towards sustainable products such as clothing rises, and they become more willing to purchase them. Higher willingness to acquire these results in purchase behavior, which means adopting conduct. We have also proven that the actual decision process of purchasing sustainable clothing is not based on social norms such as family and friends’ recommendations, which means that it is a more internal settlement made by consumers. This study provides important information regarding the actual predictors of sustainable clothing consumption in Latin America. Furthermore, we extended the TRA by adding environmental antecedents currently considered relevant.



6.1. Theoretical Implications


The contribution of this research to the academic literature is in the application of theories previously demonstrated in other situations and contexts [2]. Indeed, the extension of the TRA by adding predictors such as environmental concern and perceived environmental knowledge showed how consumers care about their environmental impact, resulting in an adoption of sustainable consumption behaviors [108,109]. Consumers with a high degree of environmental concern are more willing to act and reduce their environmental impact [108,110]. Consequently, they tend to buy and consume green products, corroborating what other researchers have stated [111]. This last variable can be complemented with perceived environmental knowledge, in which the high degree of awareness of current environmental issues and the impact of human actions on the ecosystem is reflected in the adoption of sustainable consumption [112].



As stated earlier, green purchase behavior is related to the actual consumption of products with a minimum impact on the ecosystem [113]. Indeed, environmental knowledge through environmental attitude affects green purchase behavior [114]. Moreover, environmental concern, subjective norms, and purchase intention influence green purchase behavior [115]. Nonetheless, the small beta coefficient between subjective norms and purchase intention validates the previous literature [2,29].




6.2. Practical Implications


From a practical perspective, our findings suggest that Peruvian consumers prefer sustainable clothing because they are concerned and aware of current environmental issues. Consequently, their attitude is shaped based on environmental concern and perceived environmental knowledge, resulting in an increasing intention to buy sustainable clothes, which are aimed at reducing the environmental impact. Brands can use these insights and develop a sustainable strategy by designing eco-friendly garments. Nonetheless, it is essential to be transparent with the actual manufacturing process since consumers are looking and verifying sustainable clothes. Indeed, the population is constantly becoming more connected and aware of ways to reduce their footprint, and while some of them focus on carbon footprint reduction alternatives, others emphasize the type of raw materials used and the origin of the product. Consumers’ attitude was found to have the most significant association with purchase intention, concluding that the private sector should promote environmental campaigns and create value propositions that incorporate environmental attributes. It should be noted that a significant percentage of the participants were young university students, so it can be expected that due to their greater training and increasing information in universities on issues of sustainability and care for the environment, they can be more aware and therefore inclined to make sustainable purchases.



Testing the Theory of Reasoned Action in this region allowed for the discovery of how consumers adopt a specific behavior based on their purchase intention. Since their Attitude was positive, they tended to purchase sustainable clothes and later adopt them as a lifestyle. Moreover, additional EC and PEK’s extension of this theory corroborates previous researchers’ findings [2]. It is essential to mention that the respondents were mainly between 18 and 29. This generation’s purchase behavior towards sustainable clothes is growing, and marketers should develop effective communication campaigns for green products [116]. Additionally, they can improve their environmental image by designing green initiatives and green products to emphasize the way the company contributes to the environment and cares for good, sustainable development. The idea behind this is to ensure that consumers are aware of the existing alternatives in the market and how brands are continuously innovating to reduce their carbon footprint and water usage, among other factors. Consumers concerned about the environment know how to preserve it and, as a result, start to consume a more significant amount of green apparel [54].




6.3. Limitations and Future Research


In the same way, as in other studies, this study has certain limitations that must be expressed to allow possible future research to take them into account. One of these limitations is the geographical area since the sampling focuses on Peru, obtaining consumers’ opinions in this place. Likewise, after reviewing the literature, it was found that there are few scientific articles on sustainable fashion focused on Latin American countries such as those selected for this study, so a comparison of the results is like that of the one that was extracted, which opens the door to a field of study that has been not so well addressed for future research. This study took the online survey as the data collection instrument regarding external validity. However, Wright [117] points out that research that uses this type of tool may present drawbacks in the design of the questionnaire and the implementation of the sampling because the same control is not achieved as in face-to-face surveys. Therefore, its use may represent a limitation for other researchers.



Future studies may consider testing the model in countries from other regions to find out if there are differences in the model. On the other hand, it would be valuable to incorporate other variables into the study so that a more complete model can be tested. Social responsibility of clothing companies could be incorporated into the model to evaluate the impact on the purchase intention and behavior of purchasing sustainable clothing. Another variable that could be taken into account in expanding the model is electronic Word Of Mouth (eWOM), in order to confirm whether the social influence of previous consumers has an effect on the purchase intention and the purchase as such of sustainable clothing.
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Figure 1. Proposed Research Model. Perceived Environmental Knowledge (PEK), Environmental Concern (EC), Attitude (ATT), Subjective Norms (SN), Purchase Intention (PI), and Purchase Behavior (PB). 
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Figure 2. Proposed Research Model Tested. Perceived Environmental Knowledge (PEK), Environmental Concern (EC), Attitude (ATT), Subjective Norms (SN) Purchase Intention (PI), and Purchase Behavior (PB). 






Figure 2. Proposed Research Model Tested. Perceived Environmental Knowledge (PEK), Environmental Concern (EC), Attitude (ATT), Subjective Norms (SN) Purchase Intention (PI), and Purchase Behavior (PB).



[image: Sustainability 14 09965 g002]







 





Table 1. Descriptive Statistics.






Table 1. Descriptive Statistics.





	
Demographic

	
Specifications

	
Counts

	
Proportion (%)






	
Gender

	
Female

	
225

	
56.8%




	
Male

	
170

	
42.9%




	
Other

	
1

	
0.3%




	
Age

	
<18 years

	
23

	
5.8%




	
18–29 years

	
330

	
83.3%




	
30–39 years

	
22

	
5.6%




	
40–49 years

	
5

	
1.3%




	
>50 years

	
16

	
4.0%




	
Monthly Income

	
No income

	
155

	
39.1%




	
<1000 PEN

	
112

	
28.1%




	
1001–1500 PEN

	
48

	
12.1%




	
1501–2000 PEN

	
24

	
6.1%




	
2001–2500 PEN

	
21

	
5.3%




	
>2500 PEN

	
36

	
9.1%




	
Educational Level

	
Elementary School Complete

	
3

	
0.8%




	
Middle and High School Complete

	
21

	
5.3%




	
Undergraduate Students

	
284

	
71.7%




	
College/Institute Complete

	
75

	
18.9%




	
Postgraduate

	
10

	
2.5%




	
Other

	
3

	
0.8%




	
Occupation

	
Studying

	
213

	
53.8%




	
Working

	
73

	
18.4%




	
Studying and Working

	
96

	
24.2%




	
Other

	
14

	
3.5%




	
Purchase frequency of clothes per month

	
Never

	
44

	
11.1%




	
1–2 times

	
306

	
77.3%




	
3–5 times

	
41

	
10.4%




	
6–7 times

	
4

	
1%




	
>8 times

	
1

	
0.3%




	
Consumption frequency of sustainable products

	
Never

	
11

	
2.8%




	
Rarely

	
102

	
25.8%




	
Occasionally

	
229

	
57.8%




	
Mostly

	
53

	
13.4%




	
Always

	
1

	
0.3%




	
The overall attitude towards sustainable products

	
Very Negative

	
2

	
0.5%




	
Negative

	
2

	
0.5%




	
Neutral

	
52

	
13.1%




	
Positive

	
192

	
37.4%




	
Very Positive

	
148

	
48.5%











 





Table 2. Construct, Items, and Factor Loading.






Table 2. Construct, Items, and Factor Loading.





	
Construct

	
Item

	
Description

	
Factor Loading






	
Perceived Environmental Knowledge (PEK)

	
PEK1

	
I know how to behave sustainably

	
0.8




	
PEK2

	
I know how I could lower the ecological harm with my behavior

	
0.863




	
PEK3

	
I understand how I could reduce the negative environmental consequences of my behavior

	
0.855




	
PEK4

	
I understand how to protect the environment in the long-term

	
0.796




	
Environmental Concern (EC)

	
EC1

	
I am concerned about the environmental development

	
0.862




	
EC2

	
I am concerned about the long-term consequences of unsustainable behavior

	
0.827




	
EC3

	
I often think about the potential negative development of the environmental situation

	
0.79




	
EC4

	
I am concerned that humanity cause lasting damage to the environment

	
0.787




	
Attitude (ATT)

	
ATT1

	
Generally, I have a favorable attitude towards the sustainable version of clothes

	
0.799




	
ATT2

	
I am positive-minded towards buying second-hand clothes

	
0.683




	
ATT3

	
I like the idea of buying sustainable clothes instead of conventional clothes to contribute to environmental protection

	
0.856




	
Subjective Norms (SN)

	
SN1

	
My friends expect me to buy sustainable clothes

	
0.905




	
SN2

	
My family expect me to buy sustainable clothes

	
0.868




	
SN3

	
People who are vital to me expect me to buy sustainable clothes

	
0.916




	
Purchase Intention (PI)

	
PI1

	
I consider purchasing sustainable clothes

	
0.845




	
PI2

	
I intend to buy sustainable clothes instead of conventional clothes in the future

	
0.889




	
PI3

	
I might buy sustainable clothes in the future

	
0.859




	
PI4

	
I would consider buying sustainable clothes if I happen to see them in an online store

	
0.831




	
Purchase Behavior (PB)

	
PB1

	
I choose to buy exclusively sustainable clothes

	
0.702




	
PB2

	
I buy sustainable clothes instead of conventional clothes if the quality is comparable

	
0.699




	
PB3

	
I purchase sustainable clothes even if they are more expensive than conventional clothes

	
0.742




	
PB4

	
When buying clothes, I pay attention that they are sustainable

	
0.698











 





Table 3. Internal Consistency Reliability and Convergent Validity.






Table 3. Internal Consistency Reliability and Convergent Validity.





	Latent Variable
	Items
	Mean (SD)
	Cronbach’s Alfa
	CR
	AVE





	ATT
	3
	3.839 (0.933)
	0.687
	0.825
	0.613



	EC
	4
	3.992 (0.771)
	0.834
	0.889
	0.668



	PB
	4
	3.126 (0.920)
	0.69
	0.803
	0.504



	PI
	4
	3.953 (0.769)
	0.879
	0.917
	0.734



	PEK
	4
	3.927 (7.779)
	0.848
	0.898
	0.687



	SN
	3
	2.844 (2.690)
	0.879
	0.925
	0.804










 





Table 4. Discriminant Validity.






Table 4. Discriminant Validity.














	Latent Variable
	ATT
	EC
	PB
	PI
	PEK
	SN





	ATT
	0.783
	
	
	
	
	



	EC
	0.388
	0.817
	
	
	
	



	PB
	0.487
	0,360
	0.71
	
	
	



	PI
	0.658
	0.477
	0.606
	0.856
	
	



	PEK
	0.496
	0.573
	0.455
	0.478
	0.829
	



	SN
	0.345
	0.28
	0.405
	0.312
	0.361
	0.897










 





Table 5. Heterotrait–monotrait ratio (HTMT ratio).
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Scale

	
ATT

	
EC

	
PB

	
PEK

	
PI

	
SN






	
ATT

	

	

	

	

	

	




	
EC

	
0.644

	

	

	

	




	
PB

	
0.547

	
0.487

	

	

	




	
PEK

	
0.788

	
0.431

	
0.376

	

	




	
PI

	
0.821

	
0.882

	
0.815

	
0.446

	




	
SN

	
0.451

	
0.499

	
0.557

	
0.396

	
0.532











 





Table 6. Goodness of fit.






Table 6. Goodness of fit.










	
	Saturated Model
	Estimated Model





	SRMR
	0.068
	0.093



	d_ULS
	1.566
	2.77



	d_G
	0.355
	0.404



	Chi-Square
	878.441
	909.072



	NFI
	0.698
	0.762










 





Table 7. Hypothesis Testing.






Table 7. Hypothesis Testing.





	H
	Hypothesis
	Original Sample
	Mean Sample
	Standard Deviation
	T-Statistics
	p-Value
	Test





	H1
	ATT → PI
	0.625
	0.626
	0.04
	15.503
	0
	Supported



	H2
	EC → ATT
	0.154
	0.155
	0.064
	2.42
	0.016
	Supported



	H3
	PI → PB
	0.606
	0.609
	0.037
	16.286
	0
	Supported



	H4
	PEK → ATT
	0.408
	0.409
	0.058
	7.092
	0
	Supported



	H5
	SN → PI
	0.096
	0.097
	0.038
	2.5
	0.012
	Supported










 





Table 8. Total Effects.






Table 8. Total Effects.





	Scale
	Original Sample
	Mean Sample
	Standard Deviation
	T-Statistics
	p-Value





	ATT → PB
	0.379
	0.382
	0.04
	9.453
	0



	ATT → PI
	0.625
	0.626
	0.04
	15.503
	0



	EC → ATT
	0.154
	0.155
	0.064
	2.42
	0.016



	EC → PB
	0.058
	0.059
	0.026
	2.273
	0.023



	EC → PI
	0.096
	0.098
	0.041
	2.326
	0.02



	PI → PB
	0.606
	0.609
	0.037
	16.286
	0



	PEK → ATT
	0.408
	0.409
	0.058
	7.092
	0



	PEK → PB
	0.155
	0.157
	0.03
	5.112
	0



	PEK → PI
	0.255
	0.256
	0.041
	6.198
	0



	SN → PI
	0.058
	0.059
	0.024
	2.432
	0.015



	SN → PB
	0.096
	0.097
	0.038
	2.5
	0.012










 





Table 9. Specific Indirect Effects.






Table 9. Specific Indirect Effects.





	Scale
	Original Sample
	Mean
	Standard Deviation
	T-Statistics
	p-Value





	PEK → ATT → PI → PB
	0.155
	0.157
	0.03
	5.112
	0



	EC → ATT → PI
	0.096
	0.098
	0.041
	2.326
	0.02



	PEK → ATT → PI
	0.255
	0.256
	0.041
	6.198
	0



	ATT → PI → PB
	0.379
	0.382
	0.04
	9.453
	0



	EC → ATT → PI → PB
	0.058
	0.059
	0.026
	2.273
	0.023



	SN → PI → PB
	0.058
	0.059
	0.024
	2.432
	0.015
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