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Abstract

Sustainable living is the need of the hour, keeping the demands of the environmental
concern. The apparel industry has a 10% contribution to the carbon footprint. This research
paper identifies the components that influence the perception of fabric sustainability and
the choices made by consumers in purchasing organically made apparel. The study also
aims at knowing the numerous influences made by variables identified, such as green
attitude, environmental concern or social responsibility, peer pressure and recycling. The
researcher has identified the research gap between the intention to buy organic apparel and
the actual purchase. Factors positively affect the purchase behaviour of consumers preferring
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sustainable apparel. The purpose of this study is an overview of sustainable fashion
consumption. The groundwork of the study was conceptualized with the existing literature
review. Percentage analysis was used to categorize independent variables. Descriptive
statistics were analysed using the test of normality and reliability analysis. Confirmatory
Factor Analysis (CFA), reliability tests, average variance and discriminant validity, were
also extracted. The hypothesis was tested with a model developed for sustainable apparel
businesses in the industry through Structural Equation Modeling (SEM) approach. Data
analyzed in the study shows a positive relationship between the conceptualized factors
such as recycling, awareness, responsibility /environmental concern, green attitude, and
eco-labelling with the purchase pattern of the consumers who procure organic apparel. All
the measures were found robust. Test of normality and Cronbach’s alpha shows standard
values that are globally accepted. The hypothesis was found to be supported through the
SEM approach. The paper aims to fabricate awareness and purchase intentions among
consumers considering sustainable apparel. This study has bridged the gap found through
other literature reviews. A unique workable model was designed and can be deployed by the
fashion industry as a new mix for attracting consumers towards sustainable apparel.

Subject Classification: 00-02.

Keywords: Fabric sustainability, Organic apparel, Awareness, Indian consumers, Green attitude.

Introduction

Fabric sustainability, or sustainable fashion, has dominated in recent
years. Sustainable fashion is attributed to textile products and considers
the entire process of the fashion system (Kirsi Niiniméki et. al.,2011).
Consumers, in all probability, have initiated the use of environment-
friendly apparel. Fashion sustainability intends to create a flourishing
ecosystem (Amira Mukendi ef. al.,2020). These comprise the longevity of
the textiles, reduced waste, and reduced environmental harm caused to
the environment by adopting eco-friendly manufacturing practices. Slow
fashion incorporates values such as quality, ecologically amicable and fair-
trade practices in manufacturing materials or textiles (Kate Fletcher, 2007).
Sustainable fashion is a movement towards ecological integrity that
addresses the fashion industry’s environmental aspects. The textile
industry can be sustainable by adopting eco-friendly practices in textile
manufacturing, such as using green power, etc. The basic principle of
sustainability is to reduce, reuse and recycle (Larney M et. al., 2010).
Sustainability is also achieved through the conservation of natural
resources.

Quality of life can be improved when customers are taught the values
of green products. The fashion industry is restoring to slow fashion or
reverse innovation, also termed eco—friendly fashion. Consumers are
getting off the ground with ethical and environmentally friendly apparel
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(Hill]. et. al., 2012). International clothing brands have devoted themselves
to eco—collections to manifest their contribution to saving the environment.
Handweaving is empowered through enhancing the capacity of
competitiveness and making them bargainous in the global market (Liz
Thankom Mathew, 2018). Fast fashion further deals with extreme
consumerism and adversely affects the environment. Apparel
manufactured through fast fashion is smart and generates quick cash,
keeping up with new trends in the market and catering to the modern
needs of the consumer (Faustine Binet et. al., 2019).

Along with fashion sustainability, people have also adopted green
living; they include upcycling or refashioning, reviving traditions and
utilizing eco-friendly approved products. This research also deals with
the green attitude and green motive behind consumers who prefer green
apparel (Kathleen Jacobs et. al., 2018). Social influence and peer pressure
play an important role in consumers” preference for purchasing organic
material. Consumption of eco-friendly apparel helps humans to stay
connected with their roots (Samanta K.K. et. al.,, 2014). Nature has
everything that is required for a man’s living. Industrialization has
resulted in the outcome of nylon, synthetic and microfibers which are
man-made, have taken the upper hand in the market and have polluted
the environment due to the non-decomposable element present in them.
Marketers are forced to take initiatives to promote green apparel. This
study aims at the positive attitude of customers toward organic material,
their willingness to buy, the consumption patterns of different consumers
and the green values that they possess (Connell K.Y.H et. al., 2014).

Materials and Methods

Sustainability is based on the principle of ecological integrity
concerning production, consumption and reproduction patterns and sub-
principles such as reduce, reuse and recycle. Sustainability—oriented
transformation brings together mass market, industries and customers
who offer and accept more eco-friendly products and espousal of organic
material in the production can lead to major market success (Erik G.
Hansen et. al,2013). Textile and clothing practices have become eco-
friendly, slow fashion is captivating the industry, and consumers have
begun consuming more nature-friendly fashion products (R. Tryphena et.
al., 2017). Customers affirm a positive attitude towards organic clothing as
they know moderately highly about organic textiles, especially cotton. The
willingness to purchase eco—friendly clothing is believed to enhance their
quality of life according to individuals who show interest in environmental



172 R. FELICITA, T. SHIRMILA AND W. K. WIDODASIH

protection (Lina Maria Ceballos Ochoa, 2010). Manufacturing of apparel
using green methods accommodates the conservation of natural resources
using organic ways to produce apparel resulting in low usage of water,
supplementing electricity with green power, cement from solid earth,
evaporative cooling techniques etc., (V. Ralapanawe et.al, 2008).

Consumers desire quality such as the softness of the fabric products,
usability etc., worth the cost paid; environmental concerns and recycling
behaviour affect the involvement in buying eco-friendly clothing (Hae Jin
Gam et. al., 2010). Green marketing in India is at the infancy stage, and
marketers can decide how safely and successfully green products,
especially organic clothing, can be launched in the Indian scenario
considering the income and preference of the consumer (Surya Rashmi
Rawat et. al., 2014). Copious factors such as trust, perceived value, attitude,
and motive influence green buying. The ability of a consumer to choose a
product has a time frame that enables the customers to indulge and engage
in decision making which reflects shopping behaviour thus enabling
rational buying (Arul Rajan K, 2020). Consumption patterns of organic
clothing differ among Gen X, Y and Z (Prachi Mishra et. al., 2019).
Influences of past environmentally—friendly behaviour, knowledge of
green apparel and peer influence on purchasing organic clothing plays a
vital role in re-purchasing green apparel. Marketers should consider
initiatives such as launching new organic brands and celebrity talks in
media and start inculcating green values among consumers (Arpita Khare
et. al., 2017). Ethical consumption is not new, but it has recently gained
supremacy. Knowledge of apparel manufactured eco-consciously has a
significant positive influence on consumers’ eco-responsible behaviour,
which is reflected in green apparel consumption (Amrut Sadachar et.
al.,2016).

Intention to purchase green apparel, also entitled as consumer
engagement among young consumers in India that substantiate social
influence such as promotional campaign on green purchasing practices,
can be a key predictor of choosing organic or green apparel. Attracting
customers is a big challenge for manufacturers in today’s scenario.
Consumers are aware of the profuse environmental issues which make
marketers go transparent on ethical issues regarding the manufacturing of
green apparel. Eco-friendly concerns give a wide scope for challenges and
opportunities in the global market (Surya Rawat et. al.,2012). Sustainability
isnow enticing young consumers; apparel with eco—friendly manufacturing
methods and organic clothing have gained sovereignty. Purchase intention
toward green apparel products with materialistic or consumerist values is
widely accepted globally (Mai Thi Tuyet Nguyen et. al., 2019). Fashion
disposal etiquette is the major ground for clothing waste and unwanted
landfills, and managing textile waste has been a concern in maintaining
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sustainability. Textile waste cannot be equated directly with fashion
consumption, but a linkage can be identified between textile waste and the
fashion index (Sabine Weber et. al., 2016).

The potential impact in maintaining the sustainability of textiles
concerning designing, manufacturing and marketing has become an
important issue that needs immediate response from consumers and
manufacturers. Garment labels play a vital role in identifying the difference
between regular and sustainable clothes and have actualized far-reaching
awareness of organic clothing (Helen Goworek et. al., 2013). The conduct
of dumping clothes is influenced by the negative attitude towards the
environment and economic concerns such as discarding, donating, reusing
and reselling. Environmental concerns pinned down are water waste,
resource wastage and unnecessary landfills of textiles which can be
recycled (Hyun Mee Joung et. al., 2011). Green consumerism is the impact
of green awareness among consumers, but the unfamiliarity of eco-
friendly labels to recognize green products is still on hurl. Educating
consumers on standard eco-labels can help identify green and conventional
products (Doni Purnama Alamsyah et. al., 2019). Eco-labels do not
influence consumer demand apropos of sustainable textiles but have
significantly impacted consumers’ green behaviour. Wholesalers, retailers
and end-users find the credibility of products through eco-label
identification. Standardized labels have worldwide recognition and
potentially increased consumer awareness (Pammi Sinha et. al., 2010).

Consumer perceptions and evaluations affect consumer purchase
intentions; eco-labelling is one of the important strategies of green
marketing in promoting sustainable textiles. Recognition of eco-friendly
labels and social responsibility go hand in hand (Sangmoo Shin et. al.,
2015). Consumers are concerned about their environmental impact during
a purchase, which seems to be one of the major reasons companies are
involved in corporate social responsibility (Nassivera F et. al., 2017). Green
purchase behaviour elucidates the inconsistencies of green attitude and
decision-making towards the purchase of organic apparel. The decision-
making process is complex and the adoption of various models in
supporting this process is important to have control over predictive power
(Shobeirinejad, A et. al. 2016). The functionality of the apparel and concern
for the environment are two major predictors that influence purchase
behaviour among consumers who choose sustainable clothing (Yatish
Joshi et. al., 2015). Purchase behaviour is affected by the consumer’s prior
experience, objective knowledge such as self-assessed or perceived and
subjective knowledge such as personal preference, belief or opinion
(Tae-Im Han, 2019). The conceptual framework is shown in Figure 1 and
list of constructs of the study and for conceptual framework are shown in
Table 1 and Table 2.


https://onlinelibrary.wiley.com/action/doSearch?ContribAuthorStored=Weber%2C+Sabine
https://onlinelibrary.wiley.com/action/doSearch?ContribAuthorStored=Joung%2C+Hyun-Mee
http://doi.or.kr/10.PSN/ADPER0000099604
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Table 1
List of Constructs of the study

Constructs Definition
Sustainable Textiles are sourced in an eco-friendly way, either naturally
Fabric grown or recycled.
Organic Clothing made of natural fibers grown without the usage of
Apparels chemical fertilizers.

Green Motive | Principle to save the environment through rational thinking.

An environmental concern of sourcing sustainable fabric,

low Fashion
Slow Fashio involving artisans to ethical purchase.

Table 2

List of Constructs of the conceptual framework

Constructs Definition
R lin Reduction of waste during manufacturing and
ecycling reduction of landfills.
Need for sustainable apparel and environmentally
Awareness

aware consumers.

Standard labels for organic apparel are accepted

Eco-labelling globally.

The effect of being influenced by the peer group

Peer Pressure . .
concerning the organic purchase of apparel.

Responsibility / Responsible purchase of apparel with
Environmental Concern environmental concerns.

ECO-
LABELLING

GREEN ATTITUDE
RESPONSIBILITY
ENVIRONMENTAL CONCERN

PEER PRESSURE

.4 .... »e

Figure 1

Conceptual Framework
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Results and Discussion

The primary data collected from the customers concerning organic
apparel were subjected to data analysis using JAMOVI Version 1.2.19 and
AMOS Version 23.0 to understand the socio-economic profile and
application of the organic sustainability business model in the apparel
industry. The simple percentage analysis has been applied to understand
the independent factors of the respondents in the study area, and the
results are tabulated in Table 3.

Table 3
Demographic Profile of the Respondents

Demographic Profile (N = 112) Frequency Percentage
Age (In Years)
18-20 28 25.0
21-35 72 64.2
36-50 6 54
Above 50 6 5.4
Gender
Male 38 33.9
Female 74 66.1
Educational Qualification
Schooling/ Diploma 1 0.9
Under Graduate 56 50.0
Post Graduate 46 41.1
Professional 9 8.0

Social Status

Student 54 48.2
Government Employee 4 3.6
Private Employee 44 39.3
Entrepreneur 10 8.9
Marital Status

Married 27 24.1
Single 82 73.2
Others 3 2.7
Family Annual Income (In Rs.)

2,50,000 - 5,00,000 53 47.3
5,00,001 - 7,00,000 14 12.5
7,00,001 - 10,00,000 21 18.8

> 10,00,000 24 214
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Table 3 indicates that the majority of the respondents hail from the
age group of 21 years to 35 years (64.2%), followed by 18 years to 20 years
(25.0%), 36 years to 50 years (5.4%) and above 50 years (5.4%). Predominant
respondents are females (66.1%); the rest are males (33.9%). A maximum
number of respondents are educated up to the undergraduate level
(50.0%), followed by post-graduate level (41.1%), professionals (8.0%) and
up to school education or diploma (0.9%). A sizeable portion of the
respondents is students (48.2%), followed by private employees (39.3%),
entrepreneurs (8.9%) and government employees (3.6%). More than half
of the respondents are singles (73.2%), followed by married (24.1%) and
others (2.7%). The maximum number of respondents fall within the annual
family income of Rs. 2,50, 000 and Rs. 5,00,000 (47.3%), followed by above
Rs. 10,00,000 (21.4%), between Rs. 7,00,001 and Rs. 10,00,000 (18.8%) and
between Rs. 5,00,001 and Rs. 7,00,000 (12.5%). Descriptive statistics and
the normality test have been applied to explore the characteristics of the
data collected from the primary survey to validate the normal distribution
in the samples. In addition, reliability analysis has been applied to test the
consistency and reliability of the responses and results are presented in
Table 4.

Table 4 shows that out of the maximum average value of 5 (5 variables),
the mean value of 3.075 is a robust recycling measure as the standard
deviation is 0.720. Out of a maximum value of 5 (5 variables), the mean
value of 3.346 is a robust measure of peer pressure, as the standard
deviation is 0.687. Out of a maximum value of 5 (3 variables), the mean
value of 2.167 is a robust measure of eco-labelling as the standard deviation
is 0.762. Out of a maximum value of 5 (4 variables), the mean value of
2.373 is a robust measure of green attitude, as the standard deviation is
0.676. Out of a maximum value of 5(3 variables), the mean value of 2.887
is a robust measure of awareness, as the standard deviation is 0.938. Out
of a maximum value of 5(4 variables), the mean value of 2.719 is a robust
measure of awareness, as the standard deviation is 0.784. The test of
normality indicates that the Kolmogorov-Smirnov test of normality
(Statistic Value = 0.121, 0.102, 0.176, 0.104, 0.106, 0.100 and P-Value = 0.000)
and Shapiro-Wilk test of normality (Statistic Value = 0.978, 0.975, 0.893,
0.961, 0.970, 0.974 and P-Value = 0.000). The statistic values of both tests
clearly indicate normal distribution in the data collected from the
respondents. The Cronbach’s Alpha reliability coefficient was used to
measure the consistency and reliability of the data. The results prove that
Cronbach’s Alpha reliability coefficient values for all the aspects such as
recycling, peer pressure, eco-labelling, green attitude, awareness, and
responsibility are more than 0.700, as suggested by (Cavana et. al., 2001).
The scale used in the instrument is more consistent and highly reliable.



FABRIC SUSTAINABILITY 179

Table 5
Results of the Confirmatory Factor Analysis
nstr
Items Estimate Iten.‘l ..., |delta [SE. |CR. [P |AVE Sum y £ |Sum of E:li::)il;ic:y
Reliability Loading |Delta (CR)

Recycling 0.382] 2904 | 3.089 | 0.732
REC1 0.466 0217 0.7830.167|4.018| **
REC2 0.247 0.061 |0.9390.158|2.295(0.022
REC3 0.584 0.341  ]0.659 o
REC4 0.787 0.619 |0.3810.185|5.720 ***
REC5 0.820 0.672 0328 |0.200{5.778 | ***
Peer Pressure 0486| 3409 | 2571 | 0819
PP1 0.665 0442 0558 |0.105|7.005| ***
PP2 0.806 0.650 0350 |0.110|8.654 | ***
PP3 0.803 0645 0355 -
PP4 0.723 0523 |0477)0.124|7.709| **
PP6 0412 0.170  [0.8300.128|4.154| **
Eco-Labelling 0.537) 2168 | 1389 | 0.772
ECO2 0.553 0.306 | 0.694|0.114|5.566 | ***
ECO4 0.788 0.621 0379 |0.107|7.865| ***
ECO5 0.827 0.684 |0.316 -
Green Attitude 0442 2.5% | 2.234 | 0.751
GA1 0.752 0.566 | 0.434|0.147|6.344 | ***
GA2 0.786 0.618 |0.3820.167|6.536 | ***
GA3 0.637 0406 |0.594 -
GA5 0421 0.177 10.8230.177|3.921 | **
Awareness 0.655| 2418 | 1.035 | 0.850
AW1 0.855 0731 [0.2690.134|8.068 | ***
AW2 0.860 0.740 0260 |0.133|8.097 | ***
AW3 0.703 0.494 |0.506 o
Responsibility 0473 2.728 | 2108 | 0.779
RES1 0.682 0465 [0.535(0.128|6.842| ***
RES2 0.537 0.288 [0.712|0.132|5.345| ***
RES4 0.752 0.566 | 0.434 -
RES5 0.757 0.573 0427 0.138|7.602| B

Overall Model Fit: CMIN/df = 363.935/237 = 1.536; P-Value = 0.000; GFI = 0.900; AGFI =
0.880; NFI = 0.850; IFI = 0.887; TLI = 0.864; CFI = 0.903; RMSEA = 0.069; SRMR = 0.0797;
PCLOSE = 0.016

Note: Few variables were removed in confirmatory factor analysis due to low correlation
values.
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Table 5 and Table 6 manifest that data represented good convergent
validity. The Average Variance Explained (AVE) for the constructs such as
recycling, peer pressure, eco-labelling, green attitude, awareness, and
responsibility is higher than the squared correlation between constructs.
Thus, it fulfils the criteria for establishing a measurement model with the
goodness of fit, higher reliability, adequate convergent validity and
discriminant validity for the primary data collected from the respondents.
The establishment of the goodness of fit for the data is supported to
proceed with the test of a hypothesized model for the study. Figure 2 and
Table 6 indicate the results of the estimated path co-efficient of the
structural equation model.

Table 6
Results of the Reliability, Average Variance Extracted and Discriminant

Validity

it B

e | B B =

9 e = 3 & = o k2

= = | £ & c

2 |9 &~ S g o S

o =] > * > - \ 8 = %

s gl > L8| 2 5 S = 3 3

> O|<|=2|=2| & | & | @ | 0| < |

Recycling 0.732 {0.382 |0.284 |0.819 |0.618

Peer Pressure  (0.819 [0.486 (0.353 |0.852 |0.352** {0.697
Eco-Labelling [0.772 |0.537 |0.605 |0.809 |0.364** |0.147  |0.733
Green Attitude |0.751 |0.441 |0.605 (0.792 |0.371** (0.039  |0.778***|0.664
Awareness 0.85 10.655 (0.582 (0.867 |0.418** [0.450*** |0.474*** 0.609*** |0.809
Responsibility [0.779 |0.473 |0.582 |0.797 {0.533*** |0.594*** 0.423** |0.629*** [0.763*** |0.688

The structural equation model has been applied to test the
hypothesized model of the present study. The result indicates an acceptable
overall model fit with all the fit indices. The calculated values are within
the acceptable levels recommended by previous research studies. The
measurement model exhibited in this study is a fairly good fit with the
data collected from customers of the apparel industry in the study area.
The psychometric properties of the model in terms of reliability, convergent
validity and discriminant validity were explored. The results of
confirmatory factor analysis, reliability, average variance extracted and
discriminant validity were presented in Table 6 and Table 7.
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181

Hypothesis Testing Results for the Development of Sustainable Apparels
Business Model in Apparel Industry: SEM Approach

Unstd. Std.
Indicator Path Regression | Regression | S.E. | C.R. P Label
Weights Weights
Awareness
Influenced by Eco- [0.401 0.325 0.099(4.056 |*** |Supported
Labelling
Awareness
Influenced by Peer [0.547 0.401 0.110 (4995 |*** |Supported
Pressure
Responsibility
Influenced by 0.261 0.244 0.072(3.616 |*™* |Supported
Recycling
Responsibility
Influenced by 0.420 0.511 0.059(7.118 |*** |Supported
Awareness
Responsibility
Influenced by Peer [0.240 0.213 0.082(2.914 |0.004 |Supported
Pressure
Green Attitude Not
Influenced by 0.120 0.170 0.063(1.907 [0.056
Supported

Awareness
Green Attitude
Influenced by Eco- [0.373 0.429 0.060(6.182 |*** |Supported
Labelling
Green Attitude
Influenced by 0.369 0.429 0.077(4.781 |*** |Supported
Responsibility
Green Attitude
Influenced by Peer (-0.252 -0.261 0.073|-3.458 |*** |Supported
Pressure
Overall Model Fit Measures: CMIN/df = 4.920/3 = 1.640; P-Value = 0.178; GFI = 0.985;
AGFI = 0.898; NFI = 0.980; IFI = 0.992; TLI = 0.958; CFI = 0.992; RMSEA = 0.076; SRMR =
0.0378; PCLOSE = 0.280
Recommended Thresholds Model Fit Measures: CMIN/df< 5 (Kline, R.B. 2005); P-Value
>0.05 (Hair., et. al., 2006);
GFI& AGFI>0.95 (Hair., et. al., 2006; Sharma et. al., 2005);
NFI, TLI & CFI >0.95 (Hu, L. T., & Bentler, P. M. 1999; Hair et. al., 2006; Bonett, D. G. 1980;
& McDonald, R. P.))
RMSEA & SRMR <0.08 (MacCallum et. al., 1996; Hair., et. al., 2006); P-CLOSE >0.05 (Hair.,
et. al., 2006)
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Figure 2

Fabric Sustainability Business Model for Apparel Industry: SEM Approach

Table 7 and Figure 2 reveal the results of the nine hypotheses
developed for the study. The path coefficients for eight hypotheses were
supported in the present study. Eco-labelling and peer pressure
significantly and positively influenced awareness of organic apparel
usage. Product attributes such as recycling, eco-labelling and peer pressure
significantly and positively influenced the responsibility factor. The green
attitude of the apparel industry customers was significantly and positively
influenced by Eco-labelling and Responsibility Factors such as peer
pressure has a significant and negative influence on green attitude.
Awareness does not have a significant direct influence on green attitudes
rather, awareness has mediated a significant positive influence with
responsibility on the green attitude of the customers. Thus, the present
model proves that product attributes such as recycling, eco-labelling and
peer pressure significantly influence green attitudes through the mediation
aspects of environmental concerns such as awareness and responsibility
of the customers towards organic and sustainable business practices in the
apparel industry. Environmental concern awareness with responsible
practices leads to positive green attitude adoption among customers in the
apparel industry.

Conclusion

Climate change has negatively impacted every dimension of living.
The Indian government and the United Nations strictly take up the
protection of the environment. Reduce, reuse and recycle have become the
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new mantra. Every citizen is responsible for the adverse environmental
effects. Though we cannot reverse the damages caused by us, we can
protect the environment from further deterioration. This study paves the
way to save the environment from the fashion perspective. Sustainable
clothing is today’s trend and has positively impacted the environment.
Fashion brands claim organic clothing or green apparel to attract
consumers who responsibly act towards environmental causes. There is
also a misconception about green marketing in the market which is called
greenwashing. The study was conducted only with a sizeable population
in India which limited access to data. There was a lack of previous studies
on fabric sustainability concerning Indian consumers concerning bridging
the gap between the intention of purchasing sustainable clothing and the
actual purchase. The awareness and practicality of choosing organic
clothing were less, resulting in biased opinions.

References

[1] Alamsyah, D. P, Hariyanto, O. 1., & Rohaeni, H., Customer green
awareness and eco-label for organic products. In International Con-
ference on Organizational Innovation (ICOI), Vol. 100, pp. 64-68
(2019, October).

[2] Arul Rajan, K., Influence of hedonic and utilitarian motivation on
impulse and rational buying behavior in online shopping. Journal of
Statistics and Management Systems, 23(2), 419-430 (2020).

[3] Bentler, P. M., & Bonett, D. G., Significance tests and goodness of fit in
the analysis of covariance structures. Psychological Bulletin, 88(3), 588
(1980).

[4] Binet, F., Coste-Maniere, 1., Decombes, C., Grasselli, Y., Ouedermi,
D., & Ramchandani, M., Fast fashion and sustainable consumption.
In Fast fashion, fashion brands and sustainable consumption, pp. 19-
35 (2019). Springer, Singapore.

[5] Cavana, R.Y., Delayahe. B.L, and Sekaran, U., Applied Business Re-
search: Qualitative and Quantitative Methods, Wiley, New York, NY.
(2001).

[6] Connell, K. Y. H., & Kozar, J. M., Environmentally sustainable cloth-
ing consumption: knowledge, attitudes, and behavior. In Road-
map to sustainable textiles and clothing, pp. 41-61 (2014). Springer,
Singapore.



184

[7]

(8]

[9]

(10]

(11]

(12]

(13]

(14]

(15]

[16]

(17]

R. FELICITA, T. SHIRMILA AND W. K. WIDODASIH

Fletcher, K., Slow fashion: An invitation for systems change. Fashion
Practice, 2(2), 259-265 (2010).

Gam, H. J., Cao, H., Farr, C., & Kang, M., Quest for the eco apparel
market: a study of mothers” willingness to purchase organic cotton
clothing for their children. International Journal of Consumer Stud-
ies, 34(6), 648-656 (2010).

Goworek, H., Fisher, T., Cooper, T., Woodward, S., & Hiller, A., The
sustainable clothing market: an evaluation of potential strategies for
UK retailers. International Journal of Retail & Distribution Management
(2012).

Hair, J. F., Black, W. C., Babin, B. J., Anderson, R. E., & Tatham, R. L.,
Multivariate data analysis 6th Edition. Pearson Prentice Hall. New
Jersey. humans: Critique and reformulation. Journal of Abnormal Psy-
chology, 87, 49-74 (2006).

Han, T. I, Objective knowledge, subjective knowledge, and prior
experience of organic cotton apparel. Fashion and Textiles, 6(1), 1-15
(2019).

Hansen, E. G., & Schaltegger, S., 100 per cent organic? A sustain-
able entrepreneurship perspective on the diffusion of organic cloth-
ing. Corporate Governance (2013).

Hill, J., & Lee, H. H., Young Generation Y consumers’ perceptions of
sustainability in the apparel industry. Journal of Fashion Marketing and
Management: An International Journal (2012).

Hu, L. T., & Bentler, P. M., Cutoff criteria for fit indexes in covari-
ance structure analysis: Conventional criteria versus new alterna-
tives. Structural Equation Modeling: A Multidisciplinary Journal, 6(1),
1-55 (1999).

Jacobs, K., Petersen, L., Horisch, J., & Battenfeld, D., Green thinking
but thoughtless buying? An empirical extension of the value-atti-
tude-behaviour hierarchy in sustainable clothing. Journal of Cleaner
Production, 203, 1155-1169 (2018).

Joshi, Y., & Rahman, Z., Factors affecting green purchase behaviour
and future research directions. International Strategic Management Re-
view, 3(1-2), 128-143 (2015).

Joung, H. M., & Park Poaps, H., Factors motivating and influencing
clothing disposal behaviours. International Journal of Consumer Stud-
ies, 37(1), 105-111 (2013).



FABRIC SUSTAINABILITY 185

[18] Khare, A., & Varshneya, G., Antecedents to organic cotton clothing
purchase behaviour: study on Indian youth. Journal of Fashion Market-
ing and Management: An International Journal (2017).

[19] Kline, R. B., Principles and practice of structural equation modeling.
Guilford publications (2015).

[20] Larney, M., & Van Aardt, A. M., Case study: Apparel industry waste
management: a focus on recycling in South Africa. Waste Management
& Research, 28(1), 36-43 (2010).

[21] MacCallum, R. C., Browne, M. W., & Sugawara, H. M., Power analy-
sis and determination of sample size for covariance structure model-
ing. Psychological Methods, 1(2), 130 (1996).

[22] Mathew, L. T., Cultural value addition of silk-linen sarees through
the adaptation of African Adinkra textile design motifs (2018).

[23] McDonald, R. P,, & Ho, M. H. R,, Principles and practice in reporting
structural equation analyses. Psychological Methods, 7(1), 64 (2002).

[24] Mishra, P. Factors Influencing Consumer Preference for Purchase In-
tention of Organic Apparel Products—A Structured Review.

[25] Mukendi, A., Davies, 1., Glozer, S., & McDonagh, P., Sustainable fash-
ion: current and future research directions. European Journal of Mar-
keting (2020).

[26] Nassivera, F., Troiano, S., Marangon, F., Sillani, S., & Nencheva, I. M.,
Willingness to pay for organic cotton: Consumer responsiveness to a
corporate social responsibility initiative. British Food Journal (2017).

[27] Netto,]. T., de Oliveira, N. L. E,, Freitas, A. P. A., & dos Santos, J. A. N.,
Critical factors and benefits in the use of earned value management
in construction. Brazilian Journal of Operations & Production Manage-
ment, 17(1), 1-10 (2020).

[28] Nguyen, M. T. T., Nguyen, L. H., & Nguyen, H. V., Materialistic val-
ues and green apparel purchase intention among young Vietnamese
consumers. Young Consumers (2019).

[29] Niiniméaki, K., & Hassi, L., Emerging design strategies in sustain-
able production and consumption of textiles and clothing. Journal of
Cleaner Production, 19(16), 1876-1883 (2011).

[30] Ochoa, L. M. C., Will’'Eco-Fashion'Take Off? A Survey of Potential
Customers of Organic Cotton Clothes in London. AD-minister, (16),
118-131 (2010).

[31] Panayides, P., Coefficient alpha: interpret with caution. Europe’s Jour-
nal of Psychology, 9(4) (2013).



186 R. FELICITA, T. SHIRMILA AND W. K. WIDODASIH

[32] Ralapanawe, V., Jayasinghe, M., Emmanuel, E., & Attalage, R., Recent
Development of Eco-Technology in Sri Lanka: Case of MAS “Thuru-
lie” project for Green Manufacturing of Apparels. Journal of Ecotech-
nology Research, 14(2), 51-51 (2008).

[33] Rawat, S. R., & Garga, P. K., Feasibility of Green Marketing in the
Children Segment. SIES Journal of Management, 8(2) (2012).

[34] Rawat, S. R., & Garga, P. K., Green Marketing-The Greener Roads
Ahead. Journal of Applied Management-Jidnyasa, 6(1), 57-67 (2014).

[35] Sadachar, A., Khare, A., & Manchiraju, S., The role of consumer sus-
ceptibility to interpersonal influence in predicting green apparel
consumption behavior of American youth. Atlantic Marketing Jour-
nal, 5(1), 1 (2016).

[36] Samanta, K. K., Basak, S., & Chattopadhyay, S. K., Eco-friendly col-
oration and functionalization of textile using plant extracts. In Road-
map to sustainable textiles and clothing, pp. 263-287 (2014). Springer,
Singapore.

[37] Sharma, S., Mukherjee, S., Kumar, A., & Dillon, W. R., A simulation
study to investigate the use of cutoff values for assessing model fit in
covariance structure models. Journal of Business Research, 58(7), 935-
943 (2005).

[38] Shin, S., & Kim, M. J., Effect of eco-label recognition on corporate as-
sociation and purchasing intention in fashion business. The Research
Journal of the Costume Culture, 23(3), 523-536 (2015).

[39] Shobeirinejad, A., Bernus, P., & Trevathan, J., The application of de-
cision-making models in sustainable management of environmental
systems. Journal of Statistics and Management Systems, 19(4), 541-566
(2016).

[40] Sinha, P, & Shah, R., Creating a global vision for sustainable textiles
(2010).

[41] Tryphena, R., & Aram, I. A., Recent trends in sustainable and eco-
friendly textile and clothing practices in India. Int. J. Home Sci, 3(3),
328-332 (2017).

[42] Weber, S., Lynes, J., & Young, S. B., Fashion interest as a driver for
consumer textile waste management: reuse, recycle or disposal. Inter-
national Journal of Consumer Studies, 41(2), 207-215 (2017).

Received, August 2023



