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ABSTRACT 

The fast fashion industry has been criticized for negatively impacting the economy, environment, and social 

justice. Consequently, many brands adopt sustainable marketing practices to promote eco-friendly 

manufacturing and encourage sustainable purchase behaviour. To explore this trend, a cross-sectional survey 

was conducted among fashion brand consumers using a quantitative research design. The survey data was 

analyzed using variance-based partial least squares-structural equation modelling (PLS-SEM). The results showed 

that sustainable marketing practices can be supported by creating a positive brand image and building trust. Such 

practices can positively influence consumers' perception of sustainability and promote brand loyalty, which can 

lead to sustainable purchasing behaviour. The study provides valuable insights into sustainable marketing 

strategies that fashion brands can adopt to promote sustainable practices and policies in local markets. 
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INTRODUCTION  

Efforts from both public and private sectors to encourage sustainable consumption, reduce worldwide 

resource use, and limit emissions are increasing. This study is specifically concerned with the fast 

fashion industry, which has experienced significant growth in profits and sales. This growth can be 

attributed to design, production, logistics, and retail advancements encouraging customers to purchase 

more apparel [1]. The rapid growth of fast fashion has been met with criticism regarding its impact on 

the environment and social justice. As a result, the industry has introduced sustainability initiatives that 

tackle environmental, social, and economic issues. These initiatives also consider the various 

components of the marketing mix, such as product, price, place, and promotion [2,3].  

Organizations give great importance to sustainability to sustain their growth. Liu et al. suggest that 

sustainability includes economic, social, and environmental responsibilities [4]. Companies can show 

their dedication towards environmental sustainability by implementing demarketing strategies and 

incorporating eco-friendly products. To maintain their steady growth, businesses 
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undertake various activities that prioritize sustainability [5]. 

Over the years, there has been a rise in the adoption of sustainable marketing practices by firms, 

leading to significant changes in the way we live, produce, market, and consume [6-8]. Today's 

consumers seem driven by more than just rational considerations when purchasing. They are 

increasingly prioritizing ideological and symbolic factors. According to a survey by the IBM Global 

Consumer Study, over half of the respondents, i.e. 51%, claimed that environmental sustainability has 

become more important to them than a year ago [9]. The same study conducted in 2021, found that 

50% of customers were willing to pay more for companies or goods that support sustainability. 

Additionally, the survey revealed that in 2022, almost half of the consumers, i.e. 49%, had already paid 

an average premium of 59% for goods with an environmentally friendly or socially conscious label in 

the previous year. Therefore, implementing sustainable marketing practices is essential for marketers 

who wish to establish brands that can be sustained in the long run, focusing on building brand trust 

and image, as suggested by Khandai et al. [10]. 

Greenwashing has become a significant issue in the sustainable fashion industry. Some companies are 

taking advantage of the trend towards environmentally conscious consumer preferences. While some 

fashion brands genuinely adopt sustainable practices, others employ deceptive marketing tactics to 

create a facade of eco-friendliness. To combat greenwashing, the industry must increase transparency, 

establish industry-wide standards, and educate consumers. These efforts will help to create a 

sustainable and ethical fashion landscape, where customers can confidently choose eco-friendly 

products [11,12]. 

There is a lack of research on how sustainable marketing initiatives affect the perception of fashion 

companies' performance and how it influences sustainable purchase behaviour. This highlights the 

importance of examining the role of brand image and trust in developing sustainable perception and 

loyalty for purchase behaviour. The study aims to explore how fashion apparel brands implement 

sustainable marketing activities and how consumers perceive them. It seeks to investigate the 

relationship among sustainable marketing initiatives, brand image, brand trust, brand loyalty, and 

sustainable purchase behaviour. Focusing on young fashion consumers in Asian countries, the study 

aims to understand how sustainable brand image and trust mediate customer loyalty to establish 

sustainable purchase behaviour. 

The study aims to delineate a research model explaining the dynamics between sustainable marketing, 

perception, loyalty, and purchase behaviour. Additionally, it offers suggestions for marketing 

practitioners by proposing different marketing strategies for young consumers' consumption trends in 

developing countries. 

Global studies suggest that consumers are increasingly inclined towards sustainable brands and 

focusing on environmental and societal impacts [13,14]. Sustainable marketing efforts are vital in 
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encouraging consumers to adopt sustainable practices such as recycling, healthy eating, 

energy conservation, etc. While marketing and sustainability may not be at odds with each other, it is 

crucial to understand how these concepts can complement each other to encourage sustainable 

behavioural changes [15,16]. 

Sustainable marketing and sustainable perception 

Developing a sustainable marketing strategy requires careful consideration of the social environment, 

the local community's values, and the ethical impact on the environment. This involves assessing 

corporate practices in areas such as marketing and sales. According to Elkington all sustainable 

marketing initiatives should consider the economic, social, and environmental aspects [17]. Through 

distributing financial gains through localized financial assistance, economic marketing initiatives should 

benefit various parties, including customers, community stakeholders, staff, and partners. Additionally, 

businesses should be incentivized to expand operations and increase profits [18]. Lee and Sung found 

that companies' social activities, like responses and attitudes towards their products, positively affect 

customers' attitudes towards the brand [19]. Social interactions allow consumers to stay connected to 

their purchasing decisions and intentions. To emphasize the importance of eco-friendly consumption 

through initiatives such as creating environmentally friendly fashion items, reuse of recycled banners, 

bag-sharing programs, and wildlife preservation for green development. 

A brand's image is shaped by a person's beliefs, ideas, and impressions about a product. This image 

comprises customers' perceptions of a brand [20,21]. Maignan and Ferrel suggest that marketing 

strategies focused on sustainability can benefit a brand in various ways [22]. These benefits include 

enhancing brand image, driving business profitability, and ensuring long-term success. Research shows 

that customers tend to have a more positive perception of companies that actively practice social 

responsibility than those that do not [23,24]. 

Establishing and nurturing trust in a brand is important for businesses as it can offer an edge over 

competitors, leading to improved performance in the long run [25]. As per Johnson and Graysons, trust 

is a bond that can evolve and surpass what can be justified based on available knowledge [26]. When 

a business invests in building relationships it demonstrates a level of confidence in the value of the 

partnership as the emotional connection, between the one trusting and the one being trusted 

strengthens over time. According to Hiscock, the ultimate aim of marketing is to create an emotional 

bond between the consumer and the brand, which is sparked and strengthened through trust [27]. 

Companies devote significant resources to building brand trust, which gives brands a long-term 

competitive advantage and ultimately improves organizational performance. According to Morgan and 

Hunt, trust is created when one entity has confidence in the dependability and integrity of another 
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entity [28]. They discovered that loyalty and commitment follow trust. Furthermore, Sustainable 

marketing is a way to improve a brand's reputation by aligning its values with eco-friendly 

practices, which helps to build consumer trust. Being transparent about ethical choices and 

environmental responsibility creates a favourable image, making it more appealing to socially conscious 

consumers. This positive cycle strengthens brand loyalty, as customers start associating the brand with 

sustainability, leading to long-term success. 

H1: Sustainable marketing (SMA) significantly influences fast fashion apparel's brand image (BIG) 

H2: Sustainable marketing practices (SMA) positively impact brand trust in fast fashion apparel (BTR) 

H3: Sustainable marketing (SMA) positively impacts sustainable brand loyalty (SBL) of fast fashion 

apparel. 

Sustainable perception and sustainable brand loyalty  

The effectiveness of pro-environmental messages is still questionable, according to Chan and Hsu [29], 

even though organizations may use them to enhance their brand image and attract customers [30]. 

Sustainable perception refers to how entities are viewed in terms of their commitment to sustainability. 

It involves a person, company, or product's image or reputation regarding their environmental and 

social responsibility [31]. Yadav et al. [32] suggest that consumers who value the environment are more 

likely to be interested in brand pro-environmental actions. In a scenario study by Namkung and Jang 

[33], consumers with higher environmental awareness were likelier to value the green brand image 

and engage in eco-friendly behaviours than those with lower environmental consciousness. The brand 

image significantly impacts brand loyalty, as Brunner et al. highlight [34].  

Expanding a brand through sustainable marketing techniques positively impacts brand trust. According 

to a study by Carter, 53% of customers surveyed believe that brands should be genuinely interested in 

social issues instead of just engaging in social responsibility for marketing purposes [35]. Sustainable 

marketing strategies also provide organizations with competitive advantages by fostering brand loyalty, 

as per Hesse et al. [36]. Furthermore, brand trust is crucial in mediating the relationship between social 

responsibility and brand loyalty, as Khan and Fatma stated [37]. 

H4: Brand image (BIG) significantly influences fast fashion apparel's sustainable brand loyalty (SBL) 

H5: Brand trust (BTR) influences sustainable brand loyalty (SBL) of fast fashion apparel. 

Sustainable brand loyalty (SBL) and sustainable purchase behaviour (SPB)  

Sustainable brand loyalty is when a consumer remains committed to and prefers a brand that 

demonstrates a strong commitment to sustainability in its products, operations, and overall business 

practices. This means that consumers who prioritize sustainability are more likely to develop a long-

lasting and loyal relationship with brands that share their environmental and social values [38]. Brand 
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loyalty refers to a consumer's attachment to a specific brand. This concept is widely discussed in 

current literature [39-41]. In Akturan's study, it was found that there is a strong correlation between 

consumer purchase intent and the value they place on environmentally friendly brands [42]. 

Researchers have explored attitude-based and behavioural loyalty, determined by how frequently 

consumers purchase [43,44]. Customers' loyalty to a brand largely depends on their dedication and 

attitude. This factor is influenced by the level and type of customer purchasing intentions [45]. 

Sustainable purchase behaviour refers to the choices and actions of consumers that prioritize 

environmental, social, and economic sustainability. It involves purchasing decisions considering the 

long-term impact on the planet, society, and the economy. This concept is closely linked to the broader 

concept of sustainable consumption, which encourages individuals to be mindful of their consumption 

patterns' environmental and social consequences [46]. Consumers with positive purchasing intentions 

are likely to exhibit brand loyalty, and how consumers engage with a product category greatly 

influences their attitude toward a particular brand [47]. With this in mind, it is reasonable to assume 

that there is a positive connection between brand loyalty and purchase intent regarding eco-friendly 

products. Therefore, we recommend:  

H6: Sustainable brand loyalty (SBL) positively influences sustainable purchase behaviour (SPB) of fast 

fashion apparel. 

The mediating variable is a variable that connects two other variables in a causal chain. Baron and 

Kenny [48] describe it as something in the middle. The researchers used a brand's image as a mediating 

variable [49]. They found that sustainable marketing strategies impacted consumer loyalty, mediated 

by the brand image. In other words, the more sustainable marketing strategies customers perceive and 

achieve, the stronger the sense of brand image and brand loyalty will be. Sharma [50] also found that 

a sustainable marketing strategy can foster a favourable brand image and increase client loyalty. 

Sustainable marketing tactics can create an exceptional sustainable brand image in the eyes of 

consumers, especially in the face of escalating environmental problems. Kotler and Keller [51] define 

brand image as the customer's association with a product. A green marketing approach can increase 

consumer loyalty by improving the customers' brand image [52]. They posit that a strong, sustainable 

marketing strategy will boost the brand's reputation and increase customer loyalty. Trust refers to the 

expectation that two or more parties will collaborate and fulfil their duties and responsibilities. It is the 

belief that the other person's words or promises will be followed through in a stable and mutually 

beneficial relationship. This definition, proposed by Lou and Yuan [53], highlights the importance of 

trust in any exchange-based relationship and the following hypothesis were proposed in the study: 

H7: Brand image (BIG) mediates the relationship between sustainable marketing activity (EMA) and 

sustainable brand loyalty (SBL) 
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H8: Brand trust (BTR) mediates the relationship between sustainable marketing sustainable 

marketing activity (SMA,) and sustainable brand loyalty (SBL). 

The relationship between constructs and the proposed hypothesis is presented in Figure 1. 

 

Figure 1. Conceptual Framework (Note: Sustainable perception encompasses the concepts of brand trust and brand image) 

MATERIALS AND METHODS 

Instrument Design  

A quantitative cross-sectional survey was conducted in the Delhi-North Indian Capital Region India. The 

study involved the use of a self-administered online questionnaire to survey respondents. The 

participants were assured that their responses would be kept confidential and only used for academic 

research purposes. Participation in the survey was voluntary. The survey instrument was divided into 

two sections. The first section included a briefing on sustainable apparel and demographic profile 

statements. The second section described indicators for all constructs used to measure millennials' 

sustainable apparel purchase intention. The survey was distributed through various social media 

platforms. The description of the measures used in the study and validated by the literature is provided 

in Table 1. The responses were measured using scale items anchored on a 5-point Likert scale (1-

strongly disagree to agree 5-strongly). 
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                                     Table 1. Latent Construct Description 

Construct Items Scale Reference 

Sustainable brand 

loyalty (SBL) 

SBL1 
I am excited to buy the brand again because of its environmental 

performance. 

[54] 

SBL2 
As a result of the brand's environmental functionality, I choose to 

purchase it above other brands. 

SBL3 
Due to the brand's environmental attributes, I hardly ever 

contemplate using other brands. 

SBL4 
Since the brand is environmentally friendly, I want to keep buying 

it. 

Sustainable 

purchase 

behaviour (SPB) 

SPB1 I buy the brand because it cares about the environment. 

[55] 
SPB2 I'll buy the brand again because it treats the earth well. 

SPB3 
Overall, I'm content to buy the product because it's 

environmentally beneficial. 

Brand image (BI) 

BIG1 
The brand is regarded as the leading example of sustainable 

development. 

[56] BIG2 The company specializes in building a green reputation. 

BIG3 When it comes to environmental aspects, the brand excels. 

BIG4 The brand is credible in environmental performance. 

Sustainable 

marketing (SMA) 

EMA1 
The brand uses materials that are good for the environment and 

society. 

[57,58] EMA2 
Brands with technological innovation and production prevent 

environmental pollution. 

EMA3 
Brand throughout the design process, takes the surroundings 

into account and supports efficient management. 

Brand trust (BTR) 

BTR1 Brands are truthful with environmentally committed. 

[59-60] BTR2 The brand offers top-notch products and environmental services. 

BTR3 I brand keeps its promise and protects the environment. 

Non-Response Error 

The sample was analyzed to evaluate non-response error, dividing it into three categories: (i) early 

responders who responded without any reminder, (ii) late responders who responded after receiving a 

reminder, and (iii) non-responders who did not submit the questionnaire at all. Statistical analysis using 

the 2 test revealed that there was no significant difference among the three groups concerning social, 

demographic, and study-related factors. This means that the characteristics of the respondents did not 

differ significantly based on when or whether they responded to the survey. Hence, the statistical 

analysis ruled out non-response errors in the study. 

 

Common Method Bias 
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The extent of common method bias in the study was analyzed using two methods. First is Harman's 

one-factor test, which involves a principal components factor analysis of all items. This analysis showed 

that each factor explained roughly equal variance, indicating no evidence of common method bias. 

Second, a partial correlation method was used, adding the highest factor from a principal component 

factor analysis as a controlling factor in the PLS model for all dependent variables. However, this 

additional factor did not significantly increase the variance explained in any of the dependent variables, 

providing further evidence that there was no common method bias in the study [61]. 

Sample Design 

For this study, the sample group consisted of consumers who are residents of the Delhi-North Capital 

Region and are at least 18 years old. Respondents were selected through a non-probabilistic 

convenience sampling technique in various malls and retail establishments in Noida, Delhi, and 

Gurgaon, which were chosen due to the concentration and popularity of the brands there. Out of 630 

individuals who were approached, 487 responded. After filtering out empty responses and nearly 

identical responses to scaled items, 371 responses were used for the final analysis, resulting in a 

response rate of 59%. To ensure the study's external validity, a non-response error test was 

recommended for response rates below 85% [62]. 

 

Table 2. Respondent Profile 

Category Number Percentage (%) 

Gender 

Male 122 32.88 

Female 249 67.11 

Age 

18-24 177 47.70 

25-34 194 52.29 

Education Qualification 

Graduate 140 37.73 

Postgraduate 194 52.29 

Doctorate 13 3.50 

Others 24 6.46 

Occupation 

Student 114 30.72 

Public Sector 20 5.39 

Private Sector 163 43.93 

Business 36 9.70 

Others 38 10.24 
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Category Number Percentage (%) 

Monthly Family Income 

0-3 lakh 65 17.52 

3 lakh-6 lakh 202 54.44 

Above 6 lakh 104 28.03 

Total 371 100 

 

According to the demographic breakdown of respondents shown in Table 2, 32.88% were men, and 

67.11% were women. Ages 25 to 34 outperform other age groups by 5%. Most respondents held 

postgraduate degrees, were employed by private companies, and had monthly family incomes ranging 

from 3 to 6 lakh Indian rupees. In some nations, a postgraduate degree is equivalent to a graduate 

degree.  

RESULTS AND FINDINGS 

The study utilized the partial least square-structure equation modelling (PLS-SEM) due to its ability to 

predict and explore data. PLS-SEM is widely accepted due to its robustness to sample size 

considerations, lack of limiting measurement features, and accurate forecasting of the target variable. 

The data analysis was performed using software such as Smart-PLS 2.0 and SPSS 18.0. The analysis 

employed structural equation modelling using the two-step method [63]. Firstly, it was determined 

whether the measurement model met the requirement of a linear relationship between an explicit 

variable and the latent construct. Secondly, the structural model of the construct was evaluated for 

building path linkages.  

Measurement model 

The study measured the reliability and validity of the concept according to the criteria set by Hair et al. 

[64]. Indicators with a factor loading of less than 0.7 were excluded from the analysis. The remaining 

indicators showed their dependability. The internal consistency was tested using Cronbach's Alpha (α) 

and composite reliability (ρc). The composite reliability score was between 0.847 to 0.912 while 

Cronbach's alpha ranged from 0.741 to 0.838, indicating that the reliability indicators were significantly 

higher than the cutoff point of 0.7 [65]. The study evaluated the concept validity using convergent and 

discriminant validity methods as advised by Hair et al. [64]. All AVE values, ranging from 0.679 to 0.831, 

were above 0.5, indicating that the latent concept accounted for more than 50% of the indicators' 

variance and established convergent validity [66]. 
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                                                Table 3. Result measurement Model 

Construct Items Loading AVE ρc α 

Sustainable brand loyalty (SBL) 

SBL1 0.863 

0.715 0.902 0.841 
SBL2 0.775 

SBL3 0.852 

SBL4 0.837 

Sustainable purchase behaviour (SPB) 

SPB1 0.878 

0.679 0.859 0.742 SPB2 0.843 

SPB3 0.735 

Brand image (BI) 

BIG1 0.746 

0.717 0.847 0.731 
BIG2 0.813 

BIG3 0.950 

BIG4 0.915 

Sustainable marketing (SMA) 

EMA1 0.789 

0.831 0.922 0.851 EMA2 0.883 

EMA3 0.915 

Brand trust (BTR) 

BTR1 0.746 

0.805 0.912 0.848 BTR2 0.774 

BTR3 0.964 

 

The latent variable correlation matrix (Table 4) diagonally displays the square roots of AVE values. 

Convergent validity for all constructs is confirmed by the fact that all off-diagonal correlation values are 

well below the square roots of AVE values [67]. Additionally, the findings indicate that respondents 

have a very favourable opinion of eco-friendly clothing regarding SPB, SMA, and BT. The measurement 

model's findings imply enough empirical data to support the constructs' reliability and validity. Kock 

[65] shows that demonstrating convergent and discriminant validity does not address typical method 

bias and suggests a comprehensive collinearity test. All of the latent constructs' VIF values were 

discovered to be lower than 3.3, which completely rules out model contamination by common method 

bias [68]. 

 

Table 4. Descriptive and Discriminant Validity 

 Mean SD SBL SPB BI SMA BTR 

SBL 3.740 0.867 0.845     

SPB 3.450 0.794 0.343 0.824    

BI 4.418 0.946 0.367 0.461 0.846   

SMA 3.450 0.794 0.343 0.435 0.452 0.911  

BTR 3.681 0.889 0.425 0.062 0.693 0.353 0.897 
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Structural model 

Figure 2 illustrates the assessment of the structural model and the outcomes of the path analysis. R2 

values versus indicated ranges of 0.19, 0.33, and 0.67, indicating weak, moderate, and considerable 

effects, respectively, were used to test the model's predictive power [69]. The reported R2 values were 

0.51 and 0.42, justifying the moderate effect of the predictor on the outcome variable. It was decided 

that Stone-Geisser Q2 would assess the model's prediction through bootstrapping and cross-validated 

redundancy. With a default threshold of Q2 > 0, the Q2 data highlighted the importance of extrinsic 

constructs in predicting endogenous constructs. The choice to include secondary parameters in the 

model was supported by the finding that the Q2 value was determined to be 0.271 using the non-

parametric bootstrapping method, and the results are shown in Table. The predictor constructs SMA, 

BIG, BTR, and SBL predict the outcome variable with significant path coefficients (β) ranging between 

0.445 to 0.224. The variance inflation factor (VIF) ranges from 1.336 to 2.832 [70], indicating no 

multicollinearity issue. 

 

Table 5. Path Model Assessment 

Hypothesis Relationship β t value Decision VIF 

H1 EMA-->BIG 0.422 8.124 Accepted 1.647 

H2 EMA-->BTR 0.445 8.344 Accepted 1.336 

H3 EMA-->SBL 0.365 6.624 Accepted 1.684 

H4 BIG-->SBL 0.224 4.221 Accepted 2.832 

H5 BTR-->SBL 0.294 3.271 Accepted 1.455 

H6 SBL-->SPB 0.355 5.769 Accepted 1.671 

Brand Image and Brand Trust Mediation Analysis 

The potential mediating effect of brand image and trust on environmental marketing activity and 

sustainable brand loyalty was examined following the Preacher and Hayes procedure [71]. The two-

step bootstrapping procedure first explores the indirect and then the direct effects. The two-step 

bootstrapping procedure was applied, as detailed in Figure 2. The direct effect and variance inflation 

factor (VIF) can examine the mediator effect. Mediation analysis results are represented in Table. The 

VIF value for both hypotheses is more than 20% of the threshold value, BIG is argued to have a 

mediation effect on the SMA-SBL relationship. Furthermore, BTR is argued to mediate the SMA-SBL 

relationship, and its magnitude is considered partial. These findings represented in the table support 

the hypothesis and confirm the mediating role of BIG and BTR in the SMA-SBL relationship.  
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Figure 2. Structural model result 

 

Table 6. Mediation Analysis 

Hypothesis Effect Path 
Path 

Coef. 

Indirect 

Effect 
SD 

Total 

Effect 
VAF 

t 

Value 

P 

Value 
Result 

H7 

Direct Effect EMA--->SBL 0.454  12.391 0.000 

Accepted 
Indirect Effect 

EMA--->SBL 0.365  

0.554 0.239 2.029 0.020 EMA--->BIG 0.422 
0.239 0.024 

BIG--->SBL 0.224 

H8 Indirect Effect 

EMA--->SBL 0.365  

0.469 0.213 2.645 0.010 Accepted EMA--->BTR 0.445 
0.227 0.038 

BTR--->SBL 0.224 

DISCUSSION 

The objective of this research is to investigate the sustainable marketing practices of fashion apparel 

companies and how consumers perceive these practices. The primary aim is to identify the correlation 

between sustainable marketing initiatives, brand image, trust, loyalty, and sustainable purchase 

behaviour. The study emphasizes the behaviour of young fashion consumers and the significance of 

sustainable marketing activities on sustaining brand image and brand loyalty, which in turn significantly 
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impact sustainable purchase behaviour. By combining the concepts of brand image and brand 

loyalty, this research aims to enhance the understanding of sustainable marketing and develop 

sustainable purchase behaviour through an increase in sustainable brand image and green brand 

loyalty. 

Sustainable marketing activity has been shown to have a significant positive impact on the brand image 

of established fashion brands. This means that economic activities like upgrading facilities and investing 

in technology to create a productive retail environment can positively impact customers' perception of 

brands. In other words, when the financial interests of customers and staff are aligned, it can lead to a 

better brand image. Furthermore, when a fashion brand adopts sustainable management practices, it 

demonstrates a global awareness of environmental issues to customers, which can further improve 

their brand perception [18]. In addition, this text explains how brand trust, sustainable marketing, and 

brand image affect consumer loyalty. It is known that trust, sustainable marketing, and brand image 

positively impact brand loyalty. A fashion brand can enhance customer relationships and gain market 

share by implementing eco-friendly marketing strategies. This approach can also help the brand to 

stand out from the competition in the fashion industry. By building a strong relationship with customers 

based on traditional fashion markets and consumer loyalty, the brand's image, consumer satisfaction, 

and trust will become the driving force, producing significant synergies from sustainable marketing 

operations [5]. Establishing a strong brand trust is essential for creating a long-lasting relationship 

between a brand and its customers. Customers' trust in a brand is not just based on logic but also elicits 

an emotional response. This emotional bond creates customer loyalty and the desire to buy the brand's 

products. Research indicates that brand loyalty is a market-based resource that can provide sustainable 

competitive advantages. Moreover, these findings also support the link between sustainable marketing 

practices and brand loyalty. By using integrated marketing communication, marketers can engage with 

customers through various touchpoints, creating a chain reaction that strengthens brand trust and 

loyalty [10]. Furthermore, the study identifies three ways to strengthen sustainable brand loyalty. 

Firstly, it can be done through the direct impact of sustainable marketing activity on brand loyalty. 

Secondly, it can be done through strengthening the brand image and lastly through brand trust. Brand 

loyalty was found to be the strong precursor for sustainable purchase behaviour. Firms can enhance 

their sustainable brand image and attract customers with sustainable brand loyalty by seizing every 

opportunity to engage in sustainable activities. Given that resources are limited, firms must allocate 

their resources effectively to support and invest in sustainability. By doing so, they can develop the two 

positive determinants of sustainable brand image and brand loyalty, encouraging customers to engage 

in sustainable purchase behaviour [72]. 

This study has a few limitations that need to be considered. First, it only included educated young 

people from the National Capital Region of India. This may affect the generalization of the study 
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findings. Second, the study used a cross-sectional research design to assess purchase behaviour. It 

is worth noting that loyalty was a precursor to actual purchase behaviour, highlighting a loyalty-

behaviour gap explored within the boundary of limited variables. Third, as a quantitative study, the 

conclusions were drawn from the information gathered through a closed-ended questionnaire.  

CONCLUSION 

The research focuses on the influence of sustainable marketing activities on a company's brand image 

in the traditional fashion market. It considers various factors such as economic, social, environmental, 

and cultural aspects. The study provides a foundation for future research in related fields. It also 

confirms the link between sustainable marketing, perception, and purchasing behaviour. This research 

model is unique as it examines existing fast fashion brands, which is relatively rare. Its contribution to 

the existing academic literature will aid future research on the traditional fashion market. The research 

has uncovered significant practical implications. "Firstly, Sustainable marketing practices - incorporating 

economic, social, and environmental factors - can significantly impact a brand's image, and customer 

loyalty, and promote sustainable purchasing habits. Therefore, companies looking to improve their 

customers' sustainable purchase behaviour should work towards reducing scepticism surrounding 

sustainable products and improving their brand image and loyalty. To achieve customer satisfaction, 

trust, and loyalty, fashion market organizations must improve their brand image. One effective strategy 

is to engage in sustainable marketing practices that prioritize economic, social, environmental, and 

cultural concerns. Such practices are vital for the survival of fashion market organizations operating in 

rapidly changing market environments. Secondly, companies need to focus on building a sustainable 

brand image as it plays a significant role in influencing consumer behaviour. By improving their 

sustainable brand loyalty, they can encourage more customers to adopt green purchase behaviour. 

Marketers should research traditional fashion market strategies while keeping in mind the diverse 

needs of consumers. For instance, a traditional fashion market can organize festivals and support social, 

environmental, and cultural events to create a positive image among the locals. Such initiatives are 

likely to positively impact the brand's image and reputation. Thirdly, companies must raise their 

consumers' green brand loyalty to encourage sustainable purchase behaviour. To establish consumer 

loyalty towards a brand that promotes sustainability, a business must undertake sustainable practices 

in various aspects of its operations. This includes sourcing sustainable materials, adopting eco-friendly 

manufacturing processes, and investing in innovative green products and services. The company should 

communicate its eco-friendly initiatives and an authentic sustainability narrative transparently to build 

trust with consumers. Educating customers about sustainable choices fosters awareness and loyalty. 

Moreover, involving customers in green initiatives or supporting environmental causes fosters a sense 
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of community and strengthens the bond between the brand and its eco-conscious audience. In 

conclusion, a holistic approach to sustainability, clear communication, and active consumer 

engagement are key strategies for developing and enhancing green brand loyalty. 

The study suggests that the findings were consistent with existing research in India. Further studies 

should be conducted using a wider demographic base and random or stratified sample selection to 

validate these findings. In the future, researchers can conduct a cross-cultural study to validate the 

findings and compare different product categories. However, future research could include qualitative 

elements to capture latent or deep human concerns that cannot be accurately measured through a 

questionnaire, especially when examining consumers' emotional reactions to sustainable brands and 

products. The research findings are valuable to academics, professionals, managers, and decision-

makers and can be used as a reference for further studies. 

Author Contributions 

Conceptualization – Neha; methodology – Joshi P; formal analysis – Kumar N and Joshi P; writing-

original draft preparation – Neha and Kumar N. All authors contributed to the article equally. The 

authors have read and agreed to the published version of the manuscript. 

Conflicts of Interest 

No conflict of interest was reported. 

Funding 

This research received no external funding. 

REFERENCES 

[1] Olson EL. Sustainable marketing mixes and the paradoxical consequences of good intentions. 

Journal of Business Research 2022; 150:389-398. https://doi.org/10.1016/j.jbusres.2022.05.063 

[2] Abrar M, Sibtain MM, Shabbir R. Understanding purchase intention towards eco-friendly clothing  

for generation Y & Z. Cogent Business & Management. 2021; 8(1):1997247. 

https://doi.org/10.1080/23311975.2021.1997247 

[3] Fuxman L, Mohr I, Mahmoud AB, Grigoriou N. The new 3Ps of sustainability marketing: The case 

of fashion. Sustainable Production Consumption. 2022; 31:384-396. 

https://doi.org/10.1016/j.spc.2022.03.004 

[4] Liu H, Kim SJ, Wang H, Kim KH. Corporate sustainability management under market uncertainty.  

Asia Pacific Journal of Marketing Logistics. 2020; 32(5):1023-1037. 

https://doi.org/10.1108/APJML-03-2019-0131 

https://doi.org/10.31881/TLR.2023.170
https://doi.org/10.1016/j.jbusres.2022.05.063
https://doi.org/10.1080/23311975.2021.1997247
https://doi.org/10.1016/j.spc.2022.03.004
https://doi.org/10.1108/APJML-03-2019-0131


NEHA et al.   TEXTILE & LEATHER REVIEW | 2024 |7 | 104-124 
 

 
   

119 
 

 

https://doi.org/10.31881/TLR.2023.170        

[5] Jung J, Kim SJ, Kim KH. Sustainable marketing activities of traditional fashion market and 

brand loyalty. Journal Business Research. 2020; 120:294-301. 

https://doi.org/10.1016/j.jbusres.2020.04.019 

[6] Peattie K. Towards sustainability: the third age of green marketing. The Marketing Review. 2001; 

2(2):129-146. https://doi.org/10.1362/1469347012569869 

[7] Kemper JA, Ballantine PW. What do we mean by sustainability marketing? Journal of Market 

Management. 2019; 35(3/4):277-309. https://doi.org/10.1080/0267257X.2019.1573845 

[8] Sheth JN, Parvatiyar A. Sustainable marketing: market-driving, not market-driven. Journal of 

Macromarketing. 2021; 41(1):150-165. https://doi.org/10.1177/0276146720961836 

[9] IBM Global Consumer Study: Sustainability Actions Can Speak Louder Than Intent [Internet]. IBM 

Newsroom. Available from: https://newsroom.ibm.com/2022-04-13-IBM-Global-Consumer-

Study-Sustainability-Actions-Can-Speak-Louder-Than-Intent 

[10] Khandai S, Mathew J, Yadav R, Kataria S, Kohli HS. Ensuring brand loyalty for firms practicing  

sustainable marketing: a roadmap. Society and Business Review. 2022; 18(2):219-243. 

https://doi.org/10.1108/SBR-10-2021-0189 

[11]  Adamkiewicz J, Kochańska E, Adamkiewicz I, Łukasik RM. Greenwashing and sustainable fashion  

industry. Current Opinion in Green and Sustainable Chemistry. 2022; 38(1):100710. 

https://doi.org/10.1016/j.cogsc.2022.100710 

[12]  Santos C, Coelho A, Marques A. A systematic literature review on greenwashing and its 

relationship to stakeholders: state of art and future research agenda. Management Review 

Quarterly. 2023; 9:1-25. https://doi.org/10.1007/s11301-023-00337-5 

[13] Gordon R, Carrigan M, Hastings G. A framework for sustainable marketing. Market Theory. 2011; 

11(2):143-163. https://doi.org/10.1177/147059311140321 

[14] Kumar S, Sadarangani PH. Study of shopping motivation and buying behaviour among generation 

Y in India. In: 11th Global Business Conference, Manila. 2018. 

[15] Rettie R, Burchell K, Riley D. Normalizing green behaviors: a new approach to sustainability  

marketing. Journal of Marketing Management. 2012; 28(3):420-444. 

https://doi.org/10.1080/0267257X.2012.658834 

[16] Thøgersen J, Zhou Y. Chinese consumers' adoption of a 'green' innovation–the case of organic 

food. Journal of Marketing Management. 2012; 28(3/4):313-333. 

https://doi.org/10.1080/0267257X.2012.658834 

[17] Elkington J, Rowlands IH. Cannibals with forks: The triple bottom line of 21st century business. 

Alternatives Journal. 1999; 25(4):42. https://doi.org/10.1023/A:1006129603978. 

[18] Jia T, Iqbal S, Ayub A, Fatima T, Rasool Z. Promoting Responsible Sustainable Consumer Behaviour 

through Sustainability Marketing: The Boundary Effects of Corporate Social  

https://doi.org/10.31881/TLR.2023.170
https://doi.org/10.1016/j.jbusres.2020.04.019
https://doi.org/10.1362/1469347012569869
https://doi.org/10.1080/0267257X.2019.1573845
https://doi.org/10.1177/0276146720961836
https://newsroom.ibm.com/2022-04-13-IBM-Global-Consumer-Study-Sustainability-Actions-Can-Speak-Louder-Than-Intent
https://newsroom.ibm.com/2022-04-13-IBM-Global-Consumer-Study-Sustainability-Actions-Can-Speak-Louder-Than-Intent
https://doi.org/10.1108/SBR-10-2021-0189
https://doi.org/10.1016/j.cogsc.2022.100710
https://doi.org/10.1007/s11301-023-00337-5
https://doi.org/10.1177/1470593111403218
https://doi.org/10.1080/0267257X.2012.658834
https://doi.org/10.1080/0267257X.2012.658834


NEHA et al.   TEXTILE & LEATHER REVIEW | 2024 |7 | 104-124 
 

 
   

120 
 

 

https://doi.org/10.31881/TLR.2023.170        

Responsibility and Brand Image. Sustainability. 2023; 15(7):6092. 

https://doi.org/10.3390/su15076092 

[19] Lee MY, Sung J. Sustainability and management in fashion, design, and culture. Journal of Global 

Fashion Marketing 2016; 7(2):73-75. https://doi.org/10.1080/20932685.2015.1131430 

[20] Cretu AE, Brodie RJ. The influence of brand image and company reputation where manufacturers 

market to small firms: A customer value perspective. Industrial Marketing Management. 2007; 

36(2):230-240. https://doi.org/10.1016/j.indmarman.2005.08.013 

[21] Keller KL. Conceptualizing, measuring, and managing customer-based brand equity. Journal of 

Marketing. 1993; 1–22. https://doi.org/10.1177/002224299305700101 

[22] Maignan I, Ferrell OC. Antecedents and benefits of corporate citizenship: An investigation of  

French businesses. Journal of Business Research. 2001; 51(1):37–51. 

https://doi.org/10.1016/S0148-2963(99)00042-9 

[23] Lafferty BA, Goldsmith RE. Corporate credibility's role in consumers' attitudes and purchase 

intentions when a high versus a low credibility endorser is used in the ad. Journal of Business 

Research. 1999; 44(2):109–116. https://doi.org/10.1016/S0148-2963(98)00002-2 

[24] Madrigal R. The influence of social alliances with sports teams on intentions to purchase 

corporate sponsors' products. Journal of Advertising. 2000; 29(4):13–24. 

http://dx.doi.org/10.1080/00913367.2000.10673621 

[25] Ha HY. Factors influencing consumer perceptions of brand trust online. Journal of Product and 

Brand Management. 2004; 13(5):329-342. https://doi.org/10.1108/10610420410554412 

[26] Johnson D, Grayson K. Cognitive and affective trust in service relationships. Journal of Business 

Research. 2005; 58(4):500-507. https://doi.org/10.1016/S0148-2963(03)00140-1 

[27] Hiscock R, Kearns A, Macintyre S, Ellaway A. Ontological security and psycho-social benefits from 

the home: Qualitative evidence on issues of tenure. Housing Theory and Society. 2001; 18(1-2):50-

66. https://doi.org/10.1080/14036090120617 

[28] Morgan RM, Hunt SD. The commitment-trust theory of relationship marketing. Journal of 

Marketing. 1994; 58(3):20–38. https://doi.org/10.1177/002224299405800302 

[29] Chan ES, Hsu CH. Environmental management research in hospitality. International Journal of 

Contemporary Hospitality Management. 2016; 28(5):886-923. https://doi.org/10.1108/IJCHM-

02-2015-0076 

[30] Jeong E, Jang S, Day J, Ha S. The impact of eco-friendly practices on green image and customer 

attitudes: An investigation in a café setting. International Journal of Hospitality Management. 

2014; 41:10–20. https://doi.org/10.1016/j.ijhm.2014.03.002 

https://doi.org/10.31881/TLR.2023.170
https://doi.org/10.3390/su15076092
https://doi.org/10.1080/20932685.2015.1131430
https://doi.org/10.1016/j.indmarman.2005.08.013
https://doi.org/10.1177/002224299305700101
https://doi.org/10.1016/S0148-2963(99)00042-9
https://doi.org/10.1016/S0148-2963(98)00002-2
http://dx.doi.org/10.1080/00913367.2000.10673621
https://doi.org/10.1108/10610420410554412
https://doi.org/10.1016/S0148-2963(03)00140-1
https://doi.org/10.1080/14036090120617
https://doi.org/10.1177/002224299405800302
https://doi.org/10.1108/IJCHM-02-2015-0076
https://doi.org/10.1108/IJCHM-02-2015-0076
https://doi.org/10.1016/j.ijhm.2014.03.002


NEHA et al.   TEXTILE & LEATHER REVIEW | 2024 |7 | 104-124 
 

 
   

121 
 

 

https://doi.org/10.31881/TLR.2023.170        

[31] Sarkar JG, Sarkar A, Sreejesh S. Developing responsible consumption behaviours through 

social media platforms: Sustainable brand practices as message cues. Information Technology & 

People. 2023; 36(2):532-63. https://doi.org/10.1108/ITP-01-2021-0044 

[32] Yadav R, Balaji MS, Jebarajakirthy C. How psychological and contextual factors contribute to 

travelers' propensity to choose green hotels? International Journal of Hospitality Management. 

2019; 77:385–395. https://doi.org/10.1016/j.ijhm.2018.08.002 

[33] Namkung Y, Jang S. Effects of restaurant green practices on brand equity formation: Do green  

practices really matter? International Journal of Hospitality Management. 2013; 33:85–95. 

https://doi.org/10.1016/j.ijhm.2012.06.006 

[34] Brunner TA, Stöcklin M, Opwis K. Satisfaction, image, and loyalty: New versus experienced 

customers. European Journal of Marketing. 2008; 42(9/10):1095-1105. 

https://doi.org/10.1108/03090560810891163 

[35] Carter K, Jayachandran S, Murdock MR. Building a sustainable shelf: the role of firm 

sustainability reputation. Journal of Retailing. 2021; 97(4):507-522. 

https://doi.org/10.1016/j.jretai.2021.03.003 

[36] Hesse A, Bündgen K, Claren S, Frank S. Practices of brand extensions and how consumers respond  

to FMCG giants' greening attempts. Journal of Brand Management. 2022; 1-18. 

https://doi.org/10.1057/s41262-022-00274-w 

[37] Khan I, Fatma M. Connecting the dots between CSR and brand loyalty: the mediating role of brand 

experience and brand trust. International Journal of Business Excellence. 2019; 17(4):439-55. 

https://doi.org/10.1504/IJBEX.2019.099123 

[38] Mim KB, Jai T, Lee SH. The influence of sustainable positioning on eWOM and brand loyalty: 

Analysis of credible sources and transparency practices based on the SOR model. Sustainability. 

2022; 14(19):12461. https://doi.org/10.3390/su141912461 

[39] Akoglu HE, Özbek O. The effect of brand experiences on brand loyalty through perceived quality 

and brand trust: a study on sports consumers. Asia Pacific Journal of Marketing and Logistics. 

2022; 34(10):2130-2148. https://doi.org/10.1108/APJML-05-2021-0333 

[40] He H, Li Y, Harris L. Social identity perspective on brand loyalty. Journal of Business Research. 

2012; 65(5):648-657. https://doi.org/10.1016/j.jbusres.2011.03.007 

[41] De Villiers R. Consumer brand enmeshment: Typography and complexity modeling of consumer 

brand engagement and brand loyalty enactments. Journal of Business Research. 2015; 

68(9):1953-1963. https://doi.org/10.1016/j.jbusres.2015.01.005 

[42] Akturan U. How does green washing affect green branding equity and purchase intention? An  

empirical research. Marketing Intelligence and Planning. 2018; 36(7):809-824. 

https://doi.org/10.1108/MIP-12-2017-0339 

https://doi.org/10.31881/TLR.2023.170
https://doi.org/10.1108/ITP-01-2021-0044
https://doi.org/10.1016/j.ijhm.2018.08.002
https://doi.org/10.1016/j.ijhm.2012.06.006
https://doi.org/10.1108/03090560810891163
https://doi.org/10.1016/j.jretai.2021.03.003
https://doi.org/10.1057/s41262-022-00274-w
https://dx.doi.org/10.1504/IJBEX.2019.099123
https://doi.org/10.3390/su141912461
https://doi.org/10.1108/APJML-05-2021-0333
https://doi.org/10.1016/j.jbusres.2011.03.007
https://doi.org/10.1016/j.jbusres.2015.01.005


NEHA et al.   TEXTILE & LEATHER REVIEW | 2024 |7 | 104-124 
 

 
   

122 
 

 

https://doi.org/10.31881/TLR.2023.170        

[43] Kressmann F, Sirgy MJ, Herrmann A, Huber F, Huber S, Lee DJ. Direct and indirect effects of 

self-image congruence on brand loyalty. Journal of Business Research. 2006; 59(9):955-964. 

https://doi.org/10.1016/j.jbusres.2006.06.001 

[44] Romaniuk J, Nenycz-Thiel M. Behavioural brand loyalty and consumer brand associations. Journal 

of Business Research. 2013; 66(1):67–72. https://doi.org/10.1016/j.jbusres.2011.07.024 

[45] Wallin Andreassen T, Lindestad B. Customer loyalty and complex services: the impact of corporate 

image on quality, customer satisfaction, and loyalty for customers with varying degrees of service  

expertise. International Journal of Service Industry Management. 1998; 9(1):7–23. 

https://doi.org/10.1108/09564239810199923 

[46] Chen Y, Huang A, Wang T, Chen Y. Greenwash and green purchase behaviour: the mediation of 

green brand image and green brand loyalty. Total Quality Management and Business Excellence. 

2018; 31(1-2):194-209. https://doi.org/10.1080/14783363.2018.1426450 

[47] Russell-Bennett R, McColl-Kennedy JR, Coote LV. Involvement, satisfaction, and brand loyalty in a 

small business services setting. Journal of Business Research. 2007; 60(12):1253–1260. 

https://doi.org/10.1016/j.jbusres.2007.05.001 

[48] Baron RM, Kenny DA. The moderator–mediator variable distinction in social psychological 

research: Conceptual, strategic, and statistical considerations. Journal of Personality and Social 

Psychology. 1986; 51(6):1173. https://doi.org/10.1037/0022-3514.51.6.1173 

[49] Dangelico RM, Vocalelli D. “Green Marketing”: An analysis of definitions, strategy steps, and tools 

through a systematic review of the literature. Journal of Cleaner Production. 2017; 165:1263-

1279. https://doi.org/10.1016/j.jclepro.2017.07.184 

[50] Sharma AP. Consumers’ purchase behaviourand green marketing: A synthesis, review and 

agenda International Journal of Consumer Studies. 2021; 45(6):1217-1238. 

https://doi.org/10.1111/ijcs.12722 

[51] Kotler P, Keller K. Marketing Management (13th Edition). Prentice Hall, New Jersey. 2008. 

[52] Roh T, Noh J, Oh Y, Park KS. Structural relationships of a firm's green strategies for environmental 

performance: The roles of green supply chain management and green marketing innovation. 

Journal of Cleaner Production. 2022; 356:131877. https://doi.org/10.1016/j.jclepro.2022.131877 

[53] Lou C, Yuan S. Influencer marketing: How message value and credibility affect consumer trust of 

branded content on social media. Journal of interactive advertising. 2019; 19(1):58-73. 

https://doi.org/10.1080/15252019.2018.1533501 

[54] Chen YS. Towards green loyalty: Driving from green perceived value, green satisfaction, and green 

trust. Sustainable Development. 2013; 21(5):294-308. https://doi.org/10.1002/sd.500 

https://doi.org/10.31881/TLR.2023.170
https://doi.org/10.1016/j.jbusres.2006.06.001
https://doi.org/10.1016/j.jbusres.2011.07.024
https://doi.org/10.1108/09564239810199923
https://doi.org/10.1080/14783363.2018.1426450
https://doi.org/10.1016/j.jbusres.2007.05.001
https://doi.org/10.1016/j.jclepro.2017.07.184
https://doi.org/10.1111/ijcs.12722
https://doi.org/10.1016/j.jclepro.2022.131877
https://doi.org/10.1080/15252019.2018.1533501
https://doi.org/10.1002/sd.500


NEHA et al.   TEXTILE & LEATHER REVIEW | 2024 |7 | 104-124 
 

 
   

123 
 

 

https://doi.org/10.31881/TLR.2023.170        

[55] Kim Y, Choi SM. Antecedents of green purchase behaviour: An examination of collectivism, 

environmental concern, and PCE. Advances in Consumer Research. 2005; 32:592–599. 

https://doi.org/10.1108/IJCTHR-02-2019-0034 

[56] Chen YS. The drivers of green brand equity: Green brand image, green satisfaction, and green 

trust. Journal of Business Ethics. 2010; 93(2):307-319. https://doi.org/10.1007/s10551-009-0223-

9 

[57] Baughn CC, McIntosh JC. Corporate social and environmental responsibility in Asian countries and 

other geographical regions. Corporate Social Responsibility and Environmental Management. 

2007; 14(4):189-205. https://doi.org/10.1002/csr.160 

[58] Kim SJ, Choi YK, Kim KH, Liu H. Country of origin and brand image influences on perceptions of  

online game quality. Journal of Consumer Behaviour. 2015; 14(6):389–398. 

https://doi.org/10.1002/cb.1554 

[59] Blau PM. Exchange and Power in Social Life. Wiley, Inc. 1964. 

[60] Schurr PH, Ozanne JL. Influences on Exchange Processes: Buyers' Preconceptions of a Seller's 

Trustworthiness and Bargaining Toughness. Journal of Consumer Research. 1985; 11(4):939–953. 

https://doi.org/10.1086/209028 

[61] Podsakoff PM, MacKenzie SB, Lee JY, Podsakoff NP. Common method biases in behavioral 

research: a critical review of the literature and recommended remedies. Journal of applied 

psychology. 2003; 88(5):879. https://doi.org/10.1037/0021-9010.88.5.879 

[62] De Winter AF, Oldehinkel AJ, Veenstra R, Brunnekreef JA, Verhulst FC, Ormel J. Evaluation of non-

response bias in mental health determinants and outcomes in a large sample of pre-adolescents. 

European Journal of Epidemiology. 2005; 20(2):173-181. https://doi.org/10.1007/s10654-004-

4948-6 

[63] Anderson JC, Gerbing DW. Structural equation modeling in practice: A review and recommended 

two-step approach. Psychological Bulletin. 1988; 103(3):411. https://doi.org/10.1037/0033-

2909.103.3.411 

[64] Hair JF, Black WC, Babin BJ, Anderson RE, Tatham RL. Multivariate Data Analysis. Upper Saddle 

River, NJ: Prentice Hall. 1998. 

[65] Nunnally JC, Bernstein IH. Psychometric theory (3rd ed.). New York: McGraw-Hill. 1994. 

[66] Fornell C, Larcker DF. Evaluating structural equation models with unobservable variables and  

measurement error. Journal of Marketing Research. 1981; 18(1):39-50. 

https://doi.org/10.1177/002224378101800104 

[67] Chiu CM, Wang ET. Understanding Web-based learning continuance intention: The role of  

subjective task value. Information & Management. 2008; 45(3):194-201. 

https://doi.org/10.1016/j.im.2008.02.003 

https://doi.org/10.31881/TLR.2023.170
https://doi.org/10.1108/IJCTHR-02-2019-0034
https://doi.org/10.1002/cb.1554
https://doi.org/10.1086/209028
https://doi.org/10.1037/0021-9010.88.5.879
https://doi.org/10.1007/s10654-004-4948-6
https://doi.org/10.1007/s10654-004-4948-6
https://doi.org/10.1037/0033-2909.103.3.411
https://doi.org/10.1037/0033-2909.103.3.411
https://doi.org/10.1177/002224378101800104
https://doi.org/10.1016/j.im.2008.02.003


NEHA et al.   TEXTILE & LEATHER REVIEW | 2024 |7 | 104-124 
 

 
   

124 
 

 

https://doi.org/10.31881/TLR.2023.170        

[68] Bag S, Pretorius JH, Gupta S, Dwivedi YK. Role of institutional pressures and resources in 

the adoption of big data analytics powered artificial intelligence, sustainable manufacturing 

practices and circular economy capabilities. Technological Forecasting & Social Change. 2021; 

163:120420. https://doi.org/10.1016/j.techfore.2020.120420 

[69] Chin WW. The partial least squares approach to structural equation modeling. Modern Methods 

for Business Research. 1998; 295(2):295-336. 

[70] Hair JR, Ringle CM, Sarstedt M. PLS-SEM: Indeed a silver bullet. Journal of Marketing Theory and 

Practice. 2011; 19(2):139-152. https://doi.org/10.2753/MTP1069-6679190202 

[71] Preacher KJ, Hayes AF. Asymptotic and resampling strategies for assessing and comparing indirect 

effects in multiple mediator models. Behavior Research Methods. 2008; 40:879-891. 

https://doi.org/10.3758/BRM.40.3.879 

[72] De Pelsmacker P, Janssens W. A model for fair trade buying behaviour: The role of perceived 

quantity and quality of information and of product-specific attitudes. Journal of business ethics. 

2007; 75:361-80. https://doi.org/10.1007/s10551-006-9259-2 

 

https://doi.org/10.31881/TLR.2023.170
https://doi.org/10.1016/j.techfore.2020.120420
https://doi.org/10.2753/MTP1069-6679190202

	INTRODUCTION
	MATERIALS AND METHODS
	DISCUSSION
	CONCLUSION
	References

