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Abstract

In today’s era of fashion, the young population have the tendency to adopt fash-
ionable clothing. Nevertheless, the ever-increasing popularity of sustainability in
every walk of contemporary life instils a sense of sustainability when a consumer
thinks of fashionable clothes. Therefore, this exploratory study takes a com-
prehensive approach to unveil the factors affecting people’s behaviour towards
sustainable clothes, recognising that human behaviour is dynamic. An offline pur-
posive sampling survey was carried out to collect data from 282 respondents,
and data were analysed with the PLS-SEM software. The findings show that
determinants like attitude, guilt, willingness to pay, and hedonic value have a cru-
cial role to play in creating sustainable clothing purchase intention among youth
in India. Our study is the first to add additional variables to the extended theory
of planned behaviour and integrate these variables into a unifying framework for
examining their effects on purchase intention for sustainable clothing. Moreover,
the study used advanced features like the IPMA of PLS-SEM software to recog-
nise the important factors that aid practitioners in better decision-making.
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Introduction

The clothing sector globally contributes substantially to environmental degrada-
tion (Apaolaza et al., 2023). Around 10% of the contribution to global carbon
emissions is attributed to the ever-increasing consumption of limited natural
resources in the manufacturing phase (Cocquyt et al., 2020). The excessive and
conspicuous consumption of clothing is characterised by trendy style with afford-
able pricing and low-quality clothes, resulting in the unnecessary disposal of
usable clothing in landfills (Birtwistle & Moore, 2007). This excessive acquisi-
tion of clothes and their disposal is sometimes referred to as ‘fast fashion’, and the
youth population occupies the major portion (Lundblad & Davies, 2016).
Excessive growth in the fashion industry has caused an alarming problem of over-
consumption of clothing with little attention accorded to what the cloth is made up
of, how long the customer uses it, and where that cloth will end up (Bly et al.,
2015). The basis of this trend in consumption is prompt stock turnover, causing an
increased number of textiles that ultimately find their final stay in landfills, which
could be recycled or reused (Colucci & Vecchi, 2021; Remy et al., 2016).
Sustainable clothing has the potential to provide a solution to these issues (Jacobs
et al., 2018). Therefore, many clothes manufacturing players are striving hard to
push themselves into manufacturing more sustainable clothing that includes eco-
friendly production processes, which, among others, comprise using organic dye
or reusable materials to manufacture long-lasting clothes (Jacobs et al., 2018;
Sadiq et al., 2021). In recent years, marketers and academicians started paying
attention to sustainable clothing owing to widespread awareness about environ-
ment among consumers, their beliefs, and growing inclination towards eco-
friendly commodities (EIf et al., 2022; Saha et al., 2022) because sustainable
product features like (reusable materials) have proven to leave a good effect on
the intention to purchase fashionable commodities (Grazzini et al., 2021). In
emerging economies like India, the annual consumer expenditure is projected to
grow much faster, from around $1.5 trillion today to $6 trillion by 2030. In recent
years, because of global warming concerns, consumers have shown interest in
purchasing green products and living an eco-friendly lifestyle; however, green
product purchases have not increased significantly.

This study strives to address gaps in current literature by investigating the role
of various factors that shape consumers’ purchasing intentions regarding sustain-
able clothing, thereby contributing to a clearer understanding of consumer deci-
sion-making in this critical area. Analysing these factors in an integrated model
will help provide an integrative framework that identifies the factor(s) with a
strong influence on the intention to buy sustainable clothes. The study evaluates a
model using a group of university students as its sample. The theoretical frame-
work addresses the impact of several variables that shape purchasing intentions
and, consequently, encourage the buying of sustainable clothing. Accordingly,
this research investigates the key drivers behind sustainable clothing choices.
Insights from the findings can assist clothing manufacturers and other stakehold-
ers in recognising factors that support the adoption of sustainable fashion among
younger generations. The contents of the article are structured as follows: the next
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section presents the theoretical foundation of the predictors of sustainable cloth-
ing purchasing intention, followed by the methodology, and then a discussion of
the results is provided.

Theoretical Background and Literature Review
Theory of Planned Behaviour (TPB)

The TPB posits that the inclination of a person to do a specific action influences
that individual’s actual conduct. It suggests that whether someone actually does
something depends a lot on how likely they are to do it, and that likelihood is
governed by three key things: their attitude towards the behaviour, how much
control they feel they have over it, and the social pressures they experience.
Researchers have been using this theory to look at all sorts of decisions, from why
consumers purchase certain products to how they act in environmentally friendly
ways (Bamberg & Moser, 2007; Trumbo & O’Keefe, 2005), to the choices they
make about clothing and other ethical products (Elliott et al., 2003). When we talk
about perceived behavioural control, we are really talking about how easy or hard
someone thinks it will be to do something (Ajzen, 1991; Sheppard et al., 1988).
This idea is closely linked to self-confidence or self-efficacy (Ajzen & Fishbein,
1969). Attitude is about whether someone expects good or bad results from a
behaviour, whereas subjective norms are all about how much people around them
think they should (or should not) do it. Researchers believe that our sense of con-
trol comes from all the different beliefs we have about what might help or stop us
from taking action. Prior studies have explored how this sense of control affects
whether people choose environmentally friendly products (Wiederhold &
Martinez, 2018). Today, young consumers are aware of the damage being done to
the environment, and they are often conscious about what they buy to make a
positive difference. According to the TPB, our attitudes are shaped by two main
things: what we think will happen if we act a certain way, and whether we see
those outcomes as good or bad. Jung et al. (2020) and Kang et al. (2013) advocate
that attitude determines a person’s behaviour. Thus, consumers who like sustain-
able products are more inclined to purchase them (Punyatoya, 2015). Similarly,
consumers who hold a favourable attitude towards sustainable clothes will have a
higher intention to purchase them.

Subjective norms determine the extent of societal pressure to behave in a spe-
cific way. These are the individual perceptions of behaviour that are primarily
affected by the judgement of near and dear ones (e.g., family, spouse, friends and
societies). These norms are primarily formed on the basis of one’s perception of
the expectations of significant others (Manaktola & Jauhari, 2007), and TPB pos-
its that subjective norms are correlated to the intention to adopt pro-environmen-
tal behaviour and sustainable clothing.

In the sustainable clothing arena, TPB is being used extensively in research to
unveil the critical variables that influence consumers’ intention to buy sustainable
clothing. Over the period of time, there have been some well-articulated studies
on sustainable clothing (Kim & Oh, 2020; Rausch & Kopplin, 2021). The extant
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literature reports that most of the studies on sustainable clothing generally studied
topics like sustainable fashion, supply chains and sustainable business models,
but a limited study has investigated the consumer behaviour perspective on sus-
tainable fashion (Busalim et al., 2022). Furthermore, of those that have studied the
issue from the lens of consumer, most of them have primarily emphasised inves-
tigating the influence of factors linked to the eco-friendliness awareness of con-
sumers, while a limited studies have addressed the intention to purchase and
consumption (Han et al., 2017; Mcneill & Moore, 2015; Park & Lin, 2020).
Moreover, prior studies have failed to give conclusive findings on the relationship
between consumers’ environmental awareness and their intention to adopt sus-
tainable clothing (Busalim et al., 2022; Diddi et al., 2019; ElHaffar et al., 2020;
Rausch & Kopplin, 2021) and reported that buying fashionable clothes is a com-
plex process, as clothing choices are often emotionally tied to personal expression
and the desire for social approval, rather than simply serving rational needs
(Niiniméki, 2010; Preuit & Yan, 2016). Thus, existing studies highlight the effec-
tiveness of the TPB, revealing that perceived behavioural control, individual atti-
tudes and subjective norms significantly shape intentions to buy sustainable
products.
Thus, it is hypothesised that:

H,. Consumers’ purchase intention towards sustainable clothing is signifi-
cantly influenced by perceived behavioural control.

H,. Attitude significantly influences consumers’ purchase intention towards
sustainable clothing.

H;. Subjective norms significantly influence consumers’ intentions to purchase
sustainable clothing.

Extended Version of TPB

Over time, researchers and practitioners have introduced additional factors to the
original dimensions of the TPB and proposed numerous theoretical models in the
research domain of environmentally friendly behaviour to improve the explana-
tory power of TPB (Gangakhedkar et al., 2023). This is consistent with the recom-
mendation of Ajzen (1991) that more factors can be incorporated into the original
framework of TPB, provided such additional variables help in improving the
explanatory power of TPB. Therefore, previous researchers have incorporated
dimensions such as trust propensity and perceived risk. This study adds environ-
mental knowledge (EK), environmental consciousness (EC), guilt (GU), willing-
ness to pay (WP) and hedonic value (HV) to the original TPB framework.

Environmental Knowledge.

EK has become a scholarly topic lately, not only for researchers but also for peo-
ple working in the field. When people are aware of environmental issues, they are
more likely to pay attention to their choices and think about how those choices
affect the world around them (Bamberg & Moser, 2007). In contrast, those who
are unaware of the environment are often the ones whose actions do the most
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harm (Connell & Kozar, 2014). Therefore, understanding environmental prob-
lems matters—it helps individuals make more informed decisions on how to use
resources and how to avoid damaging the planet (Liu et al., 2020).

In modern days, a substantial portion of clothing is made from petrochemicals,
which create a lot of waste and harm the environment. As people learn more about
the negative impact of synthetic materials like nylon and polyester, many are turn-
ing to eco-friendly fabrics. Now, options like hemp, bamboo and linen are becom-
ing more popular in the fashion industry, replacing traditional materials like cotton
and polyester. Studies, such as Liu et al. (2020), have demonstrated that increased
EC significantly influences consumers’ propensity to select sustainable products.
Thus, it is hypothesised that:

H,. EK positively and significantly affects the consumers’ purchase intention
towards sustainable clothing.

Environmental Consciousness (EC).

EC transcends the notion of environmental awareness, incorporating a more
expansive and cohesive viewpoint. This study considers it a principal variable
within the research framework. EC pertains to the psychological factors that affect
a person’s likelihood of engaging in pro-environmental behaviour (Schlegelmilch
et al., 1996). This kind of awareness helps people think about things and makes
them more responsible (Florka, 2002). EC, as a multifaceted construct, profoundly
impacts purchasing intentions (Krause, 1993). Some latest studies report that
young Indian shoppers are becoming more aware of environmental damage
and are changing the way they shop (Mishal et al., 2017). Hence, our next hypoth-
esis is:

H;. EC has a positive and significant effect on the consumers’ purchase inten-
tion towards sustainable clothing.

Guilt (GU).

Guilt is an unpleasant, sad feeling of not ‘being right’ with someone who has been
hurt, which makes a person bow their head and avoid looking at them (Izard,
1997). It is the emotion consumers feel while acquiring the product (Goldsmith
et al., 2012; Ramanathan & Williams, 2007), including the acquisition of trivial
items (Mishra & Mishra, 2011) or engaging in impulsive buying (Miao, 2011).
Lindenmeier et al. (2017) conducted a study that revealed a direct and positive
correlation between guilt and purchase intention. Consequently, the preceding
argument supports the formulation of the hypothesis given below.

H,. Guilt has a positive and significant effect on consumers’ purchasing inten-
tion towards sustainable clothing.

Willingness to Pay.
WP is defined as the maximum amount of money a consumer is ready to spend for
a product. The financial aspect is the most important determinant for purchase
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decisions, as rational consumers are price-conscious. A study by Kumar et al.
(2021) revealed that Indian youth are ready to spend more on sustainable clothing
owing to a sense of EC among them. The existing literature (e.g., Nassivera et al.,
2017) reports that although consumers are aware but they show a negative inten-
tion to make additional efforts in terms of monetary expenditure, as sustainable
clothes are being sold at unreasonably high prices. Whereas Belk (1975) found
that the consumer’s monetary situation hinders the consumer from paying more
for sustainable clothing. Therefore, we suggest the following hypothesis.

H,. WP has a significant and positive effect on the consumers’ purchasing
intention towards sustainable clothing.

Hedonic Value.

HYV is a comprehensive term that covers more than mere experience alone and is
defined as the value a consumer receives, which is measured in terms of the sub-
jective feeling of fun and pleasure (Babin et al., 1994). Therefore, we have treated
HV as one of the determinants in the extended framework. Human beings tend to
search for happiness and the avoidance of displeasure. Today’s generation of con-
sumers, being environmentally conscious, shows more interest in buying sustain-
able clothes. Thus, it is proposed that HV has a positive effect on intention to buy
sustainable clothes.

Hg. HV positively and significantly affects consumers’ purchase intention
towards sustainable clothing.

Purchase Intention (Pl) and Purchasing Behaviour (PB).

PI denotes a person’s pronounced inclination or readiness to acquire a specific
product in the future (Bagozzi, 1981). Consumers’ inclination to choose eco-
friendly products is primarily shaped by their attitudes (Yadav & Pathak,
2016) and their level of EC (Kumar et al., 2017). Intention refers to a person’s
readiness to act, while behaviour represents the actual manifestation of that
intention (Ajzen & Fishbein, 1969; Bagozzi, 1981; Hassan, 2018; Yadav &
Pathak, 2016). Prior research (e.g., Morren & Grinstein, 2016) suggests that
the likelihood of intentions translating into actual behaviour is generally
higher in developed markets. Nonetheless, the literature remains indetermi-
nate owing to the effect of different socio-cultural contexts. Consumers are
more likely to go for eco-friendly products when they develop good feelings
about them (Cheah & Phau, 2011). Consequently, individuals who genuinely
desire to purchase eco-friendly apparel are more inclined to do so. Recent
studies on sustainable consumption have begun to study the mediating role of
PI in the link between TPB variables and consumer behaviour. Therefore, we
propose the following hypotheses:

H,. PI significantly influences the consumers’ PB towards sustainable clothing.
H,,. PI mediates the relationship between perceived behavioural control and
purchase behaviour towards sustainable clothing.
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Hy,. PI has a mediating effect on the relationship between attitude and pur-
chase behaviour towards sustainable clothing.

. PI has a mediating role in the relationship between subjective norms and
purchase behaviour towards sustainable clothing.

Hy,. PI positively mediates the relationship between EK and purchase behav-
iour towards sustainable clothing.

. PI plays a mediating role in the relationship between EC and purchase
behaviour towards sustainable clothing.

H,;. PI mediates the relationship between guilt and purchase behaviour towards

sustainable clothing.

PI mediates the relationship between WP and purchase behaviour towards

sustainable clothing.

H,,. PI mediates the relationship between HV and purchase behaviour towards

sustainable clothing.

Hy,.

Additionally, previous literature has highlighted the gap in studying the PI and
purchase behaviour in the sustainable clothing area, clearly implying that more
research on both domains is needed as human behaviour evolves. Hence, the pres-
ent study emphasises investigating the variables that have an effect on a person’s
intention to opt for sustainable clothing. Relevant existing studies reported the
impact of attitude, past buying behaviour, financial risk and peer influence in a
sustainable clothing context (Aldilax et al., 2020; Shukla, 2019). However, there
seems to be a lack of research that studies the role of EK, EC, guilt, WP and HV
in the PI of sustainable clothing in the Indian context (Kuswati et al., 2021; Liu
et al., 2020). Therefore, our study added these variables to the extended TPB and
incorporated them into the theoretical framework as presented in Figure 1.

Research Methodology
Sample and Data Collection

The primary data were collected from respondents using a closed-ended question-
naire through the purposive sampling method. Each respondent was contacted in
person and assured that their answers to questions would remain confidential. Out
of the total 288 respondents who initially agreed to participate, usable responses
from 282 respondents were retained after excluding six outliers identified through
box-plot analysis (see Table 1). To ensure the validity of the survey instrument, a
pilot survey was first done with 54 students, and the questionnaire was finalised
after due consultation with two academic experts. Items of the latent variables
were adapted from the existing literature, and the respondents were requested to
mark their responses on a 5-point Likert scale ranging from 1 to 5, with 5 repre-
senting ‘strongly agree’ and 1 ‘strongly disagree’.

The extant literature suggests a minimum of ten times the maximum number of
paths that lead to the endogenous latent variable as a sufficient sample size for
PLS-SEM analysis (Hair et al., 2017). However, to ensure robust results, research-
ers are generally advised to follow more sound and scientific recommendations,
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Figure |. Theoretical Framework.

for example, software like G*Power (Hair et al., 2018), as it considers statistical
power and effect sizes into account. A bare minimum sample size of 262 (Figure 2)
was suggested as appropriate for the given parameters by G* Power Software (Faul
et al., 2009) and data from 288 respondents, which is more than the bare minimum.

Data Analysis

Data were analysed using partial least squares structural equation modelling
(PLS-SEM). Previous literature recommends using PLS-SEM since it is appropri-
ate for exploratory research and does not require the assumption of normal distri-
bution of data (Hair et al., 2019). As a data analysis technique, PLS-SEM works
well on different sample sizes and is not restrictive in its assumptions (Hair et al.,
2011). Therefore, Smart PLS 4 software version 4.1.0.1 (latest) was used.

Results
Common Method Bias

The study, being cross-sectional, is susceptible to common method bias (CMB),
which arises from the measurement method rather than the structural relationships
within the model. An assessment for CMB was conducted before model
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Table I. Demographic Profile of Respondents.

Demographic Variable Category N =282 Percentage
Gender Male 109 38.7
Female 173 62.3
Age 20-25 100 355
26-30 161 57.1
31-35 21 7.4
36 and above 00 00
Monthly family income Below 40,000 56 19.9
41,000-90,000 103 36.5
91,000-150,000 85 30.1
Above 150,000 38 13.5
Monthly spending Below 5,000 197 69.9
6,000-10,000 75 26.6
11,000-20,000 10 35
Above 20,000 00 00
Priority in shopping Quality 186 66
Cost 58 20.5
Fashion trend 38 13.5
Frequency of purchase Festival 23 8.15
Occasionally 105 37.23
All around the year 154 54.6

evaluation to address this potential bias. To identify any signs of CMB within the
dataset, a complete examination using the full-collinearity approach was done.
This approach involves testing the inner VIF values of all constructs vis-a-vis a
random dependent variable, with a value exceeding 3.3 indicating the presence of
CMB (Kock & Lynn, 2012). All inner VIFs of constructs were less than 3.3, con-
firming that the data set is free of CMB (Kock, 2015).

Measurement Model Analysis

The measurement model analysis involves evaluating item-level reliability, inter-
nal consistency reliability, convergent validity, and discriminant validity (Hair &
Alamer 2022). If the outer loadings of an item are higher than 0.708, item-level
reliability is confirmed (Hair et al., 2019). Two items related to perceived behav-
ioural controls and one item related to EC had loadings below 0.5 in our study, so
we left them out (Hair et al., 2014). We kept items with outer loadings between 0.5
and 0.708, though, because their construct-level AVE was above 0.50 (Hair et al.,
2014). Also, as Table 2 shows, five-factor loadings are above 0.6, and the rest are
well above 0.708, which means that indicator reliability is confirmed. We used
both conservative and liberal measures of Cronbach’s a and composite reliability
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Figure 2. Calculation of Minimum Sample Size.

to check how reliable the constructs were. All latent variables exhibit reliability
within the range of 0.70 to 0.95, thereby affirming overall reliability (Dijkstra &
Henseler, 2015).

For checking convergent validity, the average variance extracted (AVE) is
calculated. This shows how much a latent construct explains item variance and
supports its validity. The model’s ten constructs all have an AVE greater than
0.5, which confirms that they are all internally convergent and valid. Discriminant
validity measures how different each construct in a model is from the others.
The heterotrait-monotrait (HTMT) ratio is widely employed in existing litera-
ture to check the discriminant validity (Henseler et al., 2015). Our data under-
went scrutiny for checking the discriminant validity, with values below 0.85
observed for all constructs in our model, thus affirming discriminant validity
(refer to Table 3).
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Table 2. Reliability and Validity.

Outer Composite Composite
Construct  Loadings Cronbach’s o Reliability (rho_a) Reliability (rho_c)  AVE
ATI 0.677 0.84 0.861 0.886 0.61
AT2 0.763
AT3 0.819
AT4 0.832
ATS 0.803
ECI 0.666
EC3 0.755 0.846 0.852 0.89 0.62
EC4 0.851
EC5 0.842
ECé6 0.807
EKI 0.745
EK2 0.766
EK3 0.668 0.86 0.863 0.893 0.545
EK4 0.788
EKS 0.809
EK6 0.665
EK7 0.715
GUI 0.8
GuU2 0.825
GU3 0.867 0.895 0.906 0.922 0.703
GU4 0.87
GUS 0.826
HVI 0.671 0.839 0.888 0.888 0.668
HV2 0.832
HV3 0.894
Hv4 0.854
PBI 0.665
PB2 0.73
PB3 0.768
PB4 0.755 0.869 0.897 0.897 0.556
PB5 0.724
PB6 0.816
PB7 0.752
PBC2 0.673
PBC3 0.794 0.704 0.734 0.816 0.529

(Table 2 continued)
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(Table 2 continued)

Outer Composite Composite
Construct  Loadings Cronbach’s o« Reliability (rho_a) Reliability (rho_c)  AVE

PBC4 0.793

PBC5 0.634
Pl 0.767
P12 0.717
PI3 0.846 0916 0.92 0.932 0.631
Pl4 0.758
PI5 0.792
P16 0.766
P17 0.865
PI8 0.834
SNI 0.787
SN2 0.782
SN3 0.799 0917 0.993 0.929 0.653
SN4 0.755
SN5 0.883
SNé 0.764
SN7 0.877
WPI 0.811
WP2 0.867 091 0919 0.933 0.735
WP3 0.856
WP4 0.893
WP5 0.857

Table 3. HTMT Ceriterion.
AT EC EK GU HV PB PBC Pl SN WP

AT

EC 0.525

EK 0.536 0.283

GU 0.373 0.569 0.385

HV 0.15 0.202 0223 0.262

PB 0.382 0455 0.333 0.567 0.189

PBC 0515 0.576 0356 0.535 0.102 0.384

Pl 0.657 044 0532 0574 0.298 0422 0415

SN 0317 0435 0.192 0286 0.226 0.254 0.526 0.207

WP 04 0487 0326 0599 0.154 0475 0.466 0509 0.312




Stobdan et al. 13

Structural Model Assessment

The first step in assessing the structural model is checking for inner VIF values to
detect multicollinearity problems. In the study, VIF values fall below 3, thus rul-
ing out the problem of multicollinearity (Hair et al., 2019). Next, assessing the
structural model involves examining the R? which indicates the explanatory
capacity of a model, and 2, which indicates the effect size of exogenous variables
on endogenous ones (Cohen, 1988), as detailed in Table 4. The R? value (Table 4)
stands at 0.168, revealing that the exogenous variables cause 16% of the depen-
dent variable’s variance. After that, the f* values were used to find out how big the
effect of each exogenous variable was. The f* values for attitude and PI had a big
effect on both PI and purchase behaviour, with values of 0.201. However, other
constructs have little to no effect on PI. The hypotheses are assessed by conduct-
ing bootstrapping functions with 10,000 subsamples at a 5% significance level.
Table 4 shows the results of the structural model. It shows that all of the direct
relationships are important, except for the ones from environmental conscious-
ness (EC) to PI, purchase behaviour control (PBC) to PI, and subjective norms
(SI) to PL. Consequently, hypotheses H,, H;, H,, Hs, H, and H, are accepted, but
H,, Hy and Hy are not. After that, we used mediation analysis to see if there was a
mediation effect. For these to be significant, two conditions had to be met: the
total effect of the relationship between the exogenous and endogenous variables
had to be significant. The subsequent step is to figure out how important the indi-
rect effect between independent and dependent constructs is through the mediat-
ing variable. When these two criteria are met, the mediating variable has a full
mediating effect between the independent variable and the dependent variable. If
the direct effect of an outside variable on an inside variable is strong when the
mediator is there, the mediator is said to have a partial mediating effect (Hayes,
2009; Khan et al., 2022). Table 4 shows how PI affects the relationship between
exogenous variables (PBC, AT, SN, EK, EC, GU, WP and HV) and endogenous
variables (PB). The insignificant effects are PBC, SN and EC. Because of this, the
mediation relationships suggested in Hy,, Hyg, Hop, Ho, and Hyy, are confirmed, but
the other mediation hypotheses do not have enough evidence to support them. In
addition, O? values are used to check the model’s ability to make predictions on
data. O? shows the predictive exactness of the model, and the values must be
above 0 for any endogenous construct to establish the out-of-sample predictive
exactness of the model (Hair et al., 2019), so the values of 0.2 and 0.5 (as shown
in Table 4), that is, 20% and 50%, confirm the out of the sample predictive power
of the model. Moreover, the overall model has a good model fit with an SRMR
value less than 0.10.

Importance—Performance Analysis (IPMA).

To strengthen and enhance the interpretation of path coefficients, Smart PLS has
introduced a novel feature known as IPMA (Ringle & Sarstedt, 2016). IPMA
shows the relative significance of all constructs in the model, gauged by their
aggregate effects, juxtaposed with overall performance as indicated by their aver-
age variable scores (Ringle & Sarstedt, 2016). The primary purpose of IPMA is to
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Importance-performance map
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Figure 3. Importance—Performance Analysis Map.

show the constructs that have high importance yet exhibit low performance. In the
IPMA Map (Figure 3), constructs positioned towards the right signify heightened
importance. Policymakers and stakeholders of an entity should prioritise those
constructs marked by high importance and low performance. While EK demon-
strates the highest performance, its importance is relatively low. Therefore, prac-
titioners are required to pay maximum attention to that construct. Practitioners
should pay relatively less attention to constructs on the higher side than those on
the right lower side (Ringle & Sarstedt, 2016). The construct of subjective norms
should be accorded the least attention as it lies lowest in both importance and
performance.

Discussion

Our findings reveal that variables such as attitude, guilt, WP and HV occupy a
pivotal place in creating sustainable clothing PIs among consumers. The study
reported that perceived behavioural control, subjective norms, and EC have no
significant bearing on purchasing intention for sustainable clothing, which implies
that consumers do not perceive subjective norms, EC and perceived behavioural
control to be substantial for intention to purchase sustainable clothing. The find-
ings also reveal that HV for sustainable clothing significantly and positively
affected sustainable purchasing intention. Moreover, variables like purchasing
intention and purchase behaviour have a positive and significant relationship,
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signalling that modern youth positively translate their purchasing intention into
purchase behaviour, and no intention—behaviour gap prevails. The study has
attempted to bridge the significant gap in purchasing intention and PB for sustain-
able clothing by investigating the mediating effect of planned and extended
planned behaviour variables. To the best of our understanding, this study is the
first to incorporate the additional variables into the extended TPB and examine
their total effect on PI in an integrated framework.

Conclusion

Our study adds fresh perspectives to the existing literature on sustainable clothing
by expanding the TPB. It highlights the importance of understanding how younger
consumers engage with sustainable fashion, a group that often drives trends and
shapes market shifts. By applying a well-established theoretical framework
known for explaining pro-environmental behaviours, such as the adoption of sus-
tainable clothing, the research demonstrates that extending the traditional TPB
model with additional variables can provide a richer and more nuanced under-
standing of consumer behaviour. Another important part is using mediation analy-
sis, which makes it easier to present the results. Prior studies have reported that
concentrating solely on direct relationships may neglect significant mediating
effects, potentially resulting in incomplete conclusions (Nitzl et al., 2016). In this
research, PI serves as a mediator connecting different elements of the TPB with
actual sustainable clothing PB. Additionally, our research employed advanced
techniques, including IPMA, a method infrequently utilised in PLS-SEM studies
(Zahari & Esa, 2018). The IPMA assists professionals and marketers in determin-
ing the most significant and effective factors for practical implementation. The
results show that marketers and policymakers need to focus on the variables that
have the biggest effect on outcomes. Marketers should especially think about
making campaigns that raise awareness on environmental issues that make youth
realise the importance of conserving the environment. The analysis shows that EK
should be given more importance because it is very important, but is not being
used as much as it should be. Finally, marketers of sustainable clothing need to
remember that modern youth not only prefer eco-friendly products; they also care
about fashion and style.

Limitations and Future Research Agendas

It is important to acknowledge the limitations of any study, even though this study
offers some insightful knowledge on youth intention to purchase sustainable
clothing. These limitations offer avenues for potential study to build upon and
improve the results. First, our study is confined to exploring the factors that affect
PI and behaviour by youth towards sustainable clothing; the study overlooks other
intervening variables that may affect this dynamic. Therefore, further studies
should broaden the scope by analysing the effect of other intervening factors that
may affect this relationship. Next, the current study has taken youth as
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respondents, and future studies can do a comparative analysis of various sections
of society to bring out more insightful results. Moreover, this study has concen-
trated on the clothing industry in India; similar studies could be done in other
sectors and economies, like sustainable energy in developed countries, which may
feature diverse consumer profiles, thereby improving the generalisability of the
findings. Future studies can expand upon the existing constructs by incorporating
additional variables into the TPB. Lastly, the present study’s cross-sectional
design provides a moment in time, making it hard to assess how the relationship
among various determinants of PI and actual purchase behaviour changes over the
period of time. Therefore, to address this problem, a longitudinal approach may
be undertaken in the future. The above-mentioned limitations of the current study
point to constructive directions for future studies. In spite of its limitations, the
study contributes significantly to the body of research on how people buy clothes
in a way that is good for the environment.
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