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Abstract: Social and environmental responsibility of apparel sector has been drawing rising attention
of policymakers and researchers in recent years. One possible solution to curb the detrimental
effects caused by the clothing industry is to invoke more responsible demand of its heavy users,
such as young clothing customers. This study aims to examine a model of the determinants of
environmentally and socially responsible clothing consumption of young adult customers in a
developing economy. The study has been performed on a convenience sample of 439 respondents in
Serbia, by means of structured online survey. Exploratory factor analysis (EFA), followed by two-step
structural equation modeling procedure (SEM)—implying an examination of a measurement model,
followed by testing of structural relationships—has been performed within data analysis. Results
of the study indicate green consumption values as the most influential determinant of responsible
apparel consumption, followed by conscious consumption and receptivity to green communication.
Findings of the study contribute to the body of knowledge on responsible consumption and provide
directions for practitioners and policymakers. Study limitations are noted and future research
directions are provided.

Keywords: environmentally and socially responsible apparel consumption; young adults; green
consumption values; conscious consumption; receptivity to communication; SEM

1. Introduction

The excessive consumption of clothing represents a growing global phenomenon
which brings harmful impacts on the natural and social surroundings [1]. The apparel
industry faces serious criticism due to the excessive use of natural resources, air, soil, and
water pollution and poor working conditions in producing countries and, thus, is facing
significant pressure to reduce its environmental impacts [2,3]. Among industrial sectors in
Europe, the apparel industry is the third largest in terms of water and land use, and the
fifth largest regarding the usage of raw materials and greenhouse gases emission. Addi-
tionally, the consumption of textiles demonstrates the fourth highest environmental impact,
following food consumption, housing, and mobility [4]. All phases of clothing product
life cycle—from fibers manufacturing to clothing disposal—contribute to the degradation
of the environment. As a consequence of that, fighting unsustainable textile and apparel
consumption represents an increasingly significant phenomenon [5]. Sustainability in
apparel production and fashion industry represents a field of huge, and continuously rising
interests [6], and various global initiatives on this topic have emerged. On the production
side, issues related to social and ecological responsibility in the apparel supply chain have
been intensified in recent years, as organizations have adopted new business models. In
order to face challenges and pressures to operate more socially and ecologically responsibly,
many companies have incorporated environmentally responsible business practices in
all business activities [7]. Fashion companies at the global level strive to produce more
sustainable products, manufactured with fewer chemicals and toxic pigments, thereby
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leaving a significantly lower ecological footprint [8]. However, sustainable clothing is still
insufficiently represented in the market. Market data indicate that, in 2021, the share of sus-
tainable clothing within total sales in the global apparel market amounted to approximately
3.9% and is expected to increase up to 6.1% in 2026 [9].

Intensifying environmentally friendly and green purchasing behavior represents an
efficient way to reduce the impact of apparel consumption on the environment. Consumers
are becoming more knowledgeable of environmental issues and more concerned regarding
the impact of human behaviors on the environment, and developing more positive attitudes
towards sustainable products such as clothing [10]. They are becoming more conscious of
the necessity of more rational and ecological apparel consumption [11]. Improving sustain-
able behavior in the context of the apparel consumption demands changing consumers’
mindsets away from overconsumption of fashion-trend-related clothes to investing in eco-
logically produced clothes and items which aim to last longer [12]. However, consumers’
knowledge and attitudes do not always translate into actual behavior due to different
internal and external barriers for those behaviors [13,14]. Therefore, in order to better
understand clothing consumption behavior—and, thus, to identify methods to promote
behavioral modifications—it is necessary to identify how and why consumers engage in
particular behavior and which factors make an influence on that [4]. The topic of sustain-
able apparel consumption has become the subject of an increasing number of academic
studies, among which some have especially focused on young consumers (e.g., [1,15,16]).
Furthermore, there is a rising body of knowledge on the relationship between environ-
mentally and socially responsible consumption in many fields and numerous antecedent
variables. However, there is still a lack of empirical evidence in the field of responsible
apparel consumption, especially in European developing countries where consumers are
less educated on topics related to environmental protection. The focus of this paper is on
environmentally and socially responsible apparel consumption of young adult consumers,
taking into account that they are the most common consumers of fast fashion which is
identified as the biggest culprit for environmental pollution in the apparel industry. The
objective is to analyze whether or not young consumers’ green values, receptivity to vari-
ous forms of green communication, as well as their general conscious consumption, are
related to their environmentally and socially responsible apparel consumption; and if so, to
determine how these are related.

The paper is structured as follows. After the introductory section, Section 2 is focused
on the conceptual framework and explanation of constructs of the proposed model. Other
researchers’ findings related to those constructs are presented and the justification of
the proposed hypotheses is given. The next section relates to the research methodology
applied to collect and analyze the data. Obtained results and discussion of the findings are
presented in the Section 4. Finally, concluding remarks, as well as scientific and practical
contributions and limitations of the study are provided in the final section.

2. Theoretical Background and Conceptual Framework
2.1. Green Consumption Values

Consumers who possess green consumption values (GCV) tend to express the concern
regarding environmental protection through decisions regarding responsible purchasing
and consumption [17,18]. Environmental concerns are considered to positively influence
purchase intentions [19–22]. Thus, individuals’ green consumption values influence con-
sumer attitudes and intentions [23] and various environmentally responsible consumption
behaviors in a positive way [24]. They are found to predict consumers’ preferences for
environmentally friendly produced products [17,25] and demonstrate a positive impact on
pro-environmental consumption intentions [26,27].

The impact of different values which fall into the category of green values has been
investigated in the literature. Conservation value was found to be related to attitudes on
environmental consequences of purchasing intentions in a positive way [28]. Similarly,
consumers’ environmental values were found to have a strong influence on their attitudes,
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which further positively impacted consumers’ green purchasing behavior [29]. The en-
vironmental values (egoism, altruism, and biospheric values) of Gen Z consumers was
found to directly and indirectly influence their green apparel consumption behavior [30]. In
some research, altruistic and biospheric values—among other environmental values—more
strongly predicted intentions of consumers to behave in a pro-environmental way [31],
which was also confirmed in the context of sustainable clothing purchases [32]. The find-
ings of Sangroya and Nayak [33] indicated that consumers’ emotional and social values
stimulated green behavior more than the other two constructs of green perceived value
(functional and conditional).

2.2. Receptivity to Green Communication

Today, many companies are developing strategies of green communications aiming
to influence consumers and stimulate purchasing of green products or motivate certain
behavior (e.g., waste sorting, recycling). Green communications include green marketing,
green advertising, eco-labeling and seals, and all other forms of conveying environmen-
tally friendly messages. The information on environmental impact of green products
represents the important purchasing determinant for consumers [34]. Green marketing
and advertising are considered to be influential means of communication in shaping con-
sumers’ attitudes, perceptions, and environmentally friendly behavioral intentions and
consumption (e.g., [35–41]). Eco-labeling is also found to be influential in the context of
stimulating environmentally responsible consumption [42,43]. It has been shown that
the provision of positive/negative sustainability information at the point of purchase
stimulated higher/lower evaluation of the product and increased/decreased purchasing
choice [44].

Consumers’ willingness to receive and accept a message oriented towards environ-
mental protection represents a construct called ‘receptivity to green communication’ (RGC).
However, not all consumers are equally receptive to green communication, which indicates
that attentiveness and favorability of attitudes may be shaped by certain factors. Based
on the development and validation of a REGRAD scale, Bailey, Mishra, and Tiamiyu [45]
found different levels of consumers’ receptivity to green advertising, which moderated
their attitudes and intentions toward a communication source. In later research from these
same authors, they explored the impact of consumers’ green consumption values on respon-
siveness to green public relations and green advertising. They found that green values were
basis of consumers’ responses to green communications [23]. Do Paço et al. [18] emphasized
that receptivity to green advertising was directly influenced by green consumption values;
while, on the other hand, receptivity made only a weak influence on green behaviors.

It is understood that consumers who are highly concerned about environmental issues
pay greater attention to green ads and process the message more thoroughly [46]. Chen and
Chiu [47] concluded that perception of consumers who were more environmentally con-
scious was under greater influence of green messages. Empirical results indicate that
environmentally concerned consumers rely more on eco-labels as sources of information for
green product evaluation [48]. Additionally, consumers who express greater environmental
concern appeared to be more responsive to eco-seals, which generate favorable purchasing
intentions [36]. Tucker et al. [49] investigated the role of consumers’ characteristics on the
receptivity to green ads and found out that consumers who demonstrated positive attitudes
toward environmental protection were receptive to different ad types. Furthermore, it
was found that consumers’ personal motivation (promotion vs. prevention) to conduct
environmentally oriented behavior had an influence on the effectiveness of green market-
ing appeals [50]. Consumer perceptions of greenwashing can act as a moderator of their
responses to green communication [51–53] and may have an influence on behavioral in-
tentions [54,55]. Matthes and Wonneberger [56] investigated the generally believed notion
that consumers with green values tend to distrust green advertising and found out that,
in fact, they perceive greater informational utility of green advertisements, which actually
decreases their skepticism. Tee et al. [57] confirmed that consumers with deeper concerns
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on the environmental protection trusted green advertisement more. By taking into account
previous research findings, we propose the following:

Hypothesis 1 (H1). Green consumption values (GCV) of young adult apparel consumers positively
influence their receptivity to green communication (RGC).

2.3. Conscious Consumption

Environmentally responsible consumption represents consumers’ implementation of a
wide range of responsible behavioral practices during acquisition, usage, and disposal of prod-
ucts, aiming to reduce the negative impact of consumption on the environment [14,24,58]. One
segment of Gupta and Agrawal’s [59] ERC scale is a construct called ‘conscious consumption’
(CC) which includes behaviors such as avoiding wasteful consumption, using things in moder-
ate way, ensuring as little waste as possible, and purchasing amounts which could be actually
used. In this paper, we explain conscious consumption as a frugal behavior towards natural
resources, which is connected with consumers’ caring for environmental well-being. In their
study, Agrawal and Gupta [60], aimed to identify varieties of consumers’ environmentally
responsible consumption behaviors, and found out that—regarding conscious consumption
—respondents made conscious efforts to decrease the volume of the personal consumption,
limit consumption to a necessary level, and avoid excessive consumption.

Environmentally responsible behavior is, in general, shaped with consumers’ inter-
nalized personal norms [61]. Consumers who behave in an environmentally responsible
way are strongly motivated by environmental values they possess. In a study by Pinto
et al. [62], the relation between values and environmentally responsible consumption was
investigated, and the results showed that green values correlated with certain dimensions
of responsible consumption, such as environmental awareness and wasteful habits. Con-
sumers’ environmental beliefs are found to positively impact environmentally responsible
behavior [63,64]. Urien and Kilbourne [65] found out that consumers who believe that the
consequences of their current behavior extend into future generations were more likely
to engage in environmentally responsible consumption behaviors. Findings of Gupta
and Agrawal [24] indicated that consumers’ green consumption value (value orientation
towards environmental protection) was associated with all variations of environmentally
responsible consumption behaviors in a positive way. By addressing the question of green
values as antecedents of conscious consumption, we developed the following hypothesis:

Hypothesis 2 (H2). Green consumption values (GCV) of young adult apparel consumers positively
influence their general conscious consumption (CC).

Conscious consumption, reflected in environmental benefits, as well as personal sav-
ings related to reasonable consumption has been often promoted through green and social
advertising [60]. Green marketing, advertising, and other forms of environmentally ori-
ented communication are found to directly or indirectly influence customers’ intentions
towards purchasing environmentally friendly products (e.g., [41,66]) or conducting envi-
ronmentally responsible behavior (e.g., [67,68]). It was found that knowledge of eco-labels
represents one of the significant variables influencing environmentally responsible behav-
ior [58]. Based on these findings, we can assume that consumers who react more to different
forms of green communication are more likely to engage in activities that fall into conscious
consumption, and suggest the following:

Hypothesis 3 (H3). Young adult consumers’ receptivity to green communication (RGC) positively
influences their conscious consumption (CC).

2.4. Environmentally and Socially Responsible Apparel Consumption

Environmentally responsible consumption behavior is the topic which has been at-
tracting academic attention (e.g., [69–73]). Accordingly, environmentally responsible con-
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sumption has emerged as a fundamental concept in academic research related to apparel
consumption (e.g., [74,75]). Sustainable clothing consumption behaviors are defined as
“variety of behaviors that consumers engage in, to minimize their environmental and social
impacts in relation to their clothing consumption decisions” [1]. Environmentally sus-
tainable clothing consumption relates to activities in all consumption phases (acquisition,
storing, using, maintaining, and disposal), which are more environmentally friendly than
mainstream clothing consumption behavior [76]. Some of the research focused on young
consumers’ sustainable clothing consumption in particular (e.g., [1]).

As defined by Kim and Damhorst [77], the concept of environmentally responsible
apparel consumption (ERAC) includes purchasing clothes made from recycled, organic,
or environmentally friendly materials; made from easily washed and ironed materials;
avoiding clothing items that may be produced in an environmentally harmful way and
buying clothes with a low level of environmental impact; as well as choosing clothes that
can be worn for the longer term. It also includes a social dimension of fair trade and
environmentally friendly packaging.

One of the segments of ERAC scale was buying clothes which have labels indicating
that they are produced in an environmentally friendly way. Research showed that con-
sumers responded positively to product-related green messages in promotion of clothing
brands [78]. Additionally, it was found that advertisements promoting eco-friendly ef-
forts of luxury fashion products generated favorable attitudes and increased behavioral
intentions [79]. The results of one more study on the topic of green advertising of clothing
products revealed that consumers who considered eco-friendly clothing as personally
relevant reported more favorable attitudes toward the advertising [80]. This leads to the
proposition that consumers who pay attention to green messages and react to informa-
tion provided in eco-labels are more likely to choose clothes which are produced in a
more environmentally and socially responsible way. Thus, we formulate the following
hypothesis:

Hypothesis 4 (H4). Young adult consumers’ receptivity to green communication (RGC) positively
influences their environmentally and socially responsible apparel consumption (ESRAC).

It was found that general environmentally friendly behavior of consumers—which
includes a variety of bahaviours such as preserving of the environment, sorting of waste,
and sustainable consumption—is positively related to purchase behavior of green prod-
ucts [72]. In one of the earlier studies, it was found that environmentally responsible
apparel consumption behavior was strongly influenced by general environmentally re-
sponsible behavior [77]. Furthermore, some new findings pointed out that the extended
usage of fashion items (so-called slow fashion consumption) is influenced by consumers’
intention of conscious consumption and ethical considerations [81]. Based on a systematic
literature review of the research focused on anti-consumption as the pathway to sustainable
clothing consumption, Vesterinen and Syrjälä [82] concluded that acquiring and disposing
of clothing can be decreased by prolonging its usage, which slows down the life cycle of
fashion items. The findings of Gupta and Agrawal [24] indicated that consumers’ frugality
was significant predictor of their participation in various environmentally responsible con-
sumption behaviors. A discussion of the constructs affecting environmentally responsible
apparel consumption, brought about the following hypothesis:

Hypothesis 5 (H5). Young adult consumers’ conscious consumption (CC) positively influences
their environmentally and socially responsible apparel consumption (ESRAC).

Consumer values are found to be leading to their behavioral intentions regarding
fashion products [83]. The findings of Gam [84] indicated that environmental concern and
eco-friendly behavior of young female consumers were identified as factors strongly associ-
ated with purchase intention and environmentally friendly consumption of clothing. There
are also empirical results that apparel sustainability knowledge and personal values of
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young Millennials had significant and positive effects on their attitude towards sustainable
clothing, which, in turn, strongly and positively influenced purchase intention [16]. In the
study of Liang et al. [30] focused on Gen Z members, it was found that environmental
values (egoism, altruism, and biospheric) had different direct and indirect impacts on green
apparel consumption behavior. Environmental apparel knowledge was found to positively
influence environmentalism, which consequently positively influenced environmentally
responsible apparel consumption behavior [75]. Similarly, Kozar and Hiller Connell [85]
found out that possessing environmental knowledge significantly predicts socially and
environmentally responsible apparel purchasing behavior. Based on empirical evidence
gained so far, we propose that:

Hypothesis 6 (H6). Young adult consumers’ green consumption values (GCV) positively influence
their environmentally and socially responsible apparel consumption (ESRAC).

Hypothesized relationships are graphically displayed in Figure 1.
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3. Methodology
3.1. Sampling and Data Collection

Data were collected on a convenience sample of young adult clothing customers in
Serbia, aged between 18 and 35 years of age. A web-based structured questionnaire was
used for data collection. The survey took place in a period from November 2021 until
July 2022. To avoid the provision of socially desirable responses, participation in the survey
was anonymous. Researchers who organized the study shared a link to the questionnaire
with students attending courses at a state university in Serbia. Students who were willing
to participate in the study were also asked to share the link to the questionnaire with their
friends and acquaintances who might have been interested in the study’s topic. In total,
439 young clothing customers responded to the questionnaire.

3.2. Questionnaire

Review of the literature on sustainable (a.k.a. green, eco-friendly, environmentally
responsible) consumption preceded the formulation of the questionnaire. All but demo-
graphic items were measured on a seven-point Likert-type scale, ranging from 1 (‘strongly
disagree’ or ‘never’) to 7 (‘strongly agree’ or ‘always’), depending on the wording of the
questionnaire items. The questionnaire was proposed in English language and translated
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into respondents’ native language. For control purposes, to ensure that the meaning of
the constructs remained the same in a different language, items were translated back into
English language. Two Serbian professors examined the relevance of the measurement
instrument and dealt with the issues resulting from the translation of the items from English
into Serbian language. After experts reviewed the measurement instrument, a pilot test
was performed on a small sample of clothing customers, prior to a large-scale survey. On
the grounds of pilot testing, minor modifications were made related to the wording of the
questionnaire items.

Green consumption values (GCV) were measured with six items which were adopted
from the study of Haws et al. [17]. To measure receptivity to green communication (RGC),
nine items were used, based on a recent study [18]. Six items were borrowed from a
recent study [52] to measure the level of consciousness when it comes to consumption in
general (CC). Environmentally and socially responsible apparel consumption (ESRAC) was
measured with ten items borrowed from the study of Kim and Damhorst [77]. Although
the aforementioned authors named the construct environmentally responsible apparel con-
sumption, as it also addressed customers’ care for fair trade practice of apparel companies,
we deemed it appropriate to slightly rename the constructs.

3.3. Data Analyses

To examine dimensionality of multiple item constructs included in the study and
obtain inputs for item parceling procedure, exploratory factor analysis (EFA) with vari-
max rotation was performed first. Structural equation modeling (SEM), with maximum
likelihood as a method of parameter estimation, was applied to examine relationships
among the constructs and their influence on environmentally and socially responsible
apparel consumption. Anderson and Gerbing’s [86] two-step procedure was followed,
which implies the estimation of a measurement model and examination of constructs’
reliability and validity prior to the examination of structural relationships. Confirmatory
factor analysis (CFA) was performed to estimate measurement model. To examine indirect
and total effects on environmentally and socially responsible apparel consumption, we
performed maximum likelihood bootstrapping procedure, with 1000 subsamples and 95%
bias-corrected confidence intervals, following recommendations of Cheung and Lau [87].
SPSS v.17 and Amos 16 were used for data processing.

4. Results and Discussion
4.1. Demographic Characteristics of the Sample

Demographic profile of respondents was as follows: Significantly more female (78.1%)
than male respondents (21.9%) participated in the study. The average age among respon-
dents was 22.34 (St.Dev. = 2.739). The majority of respondents were students (65.8%), fol-
lowed by students who were also employed (19.8%), whereas those who are only employed
accounted for 11.2% of the sample. Living with parents and/or siblings was indicated by
majority of respondents (67.4%), followed by sharing accommodation with another adult
person to whom they were not related (13.7%), whereas 10% of respondents indicated
living with a spouse and 8.9% of respondents indicated living in a single-member house-
hold. More than one third of respondents (35.3%) indicated spending between 101 and
200 EUR on acquiring new apparel per season, followed by those who indicated spending
up to 100 EUR on new clothes per season (23.5%), whereas 16.6% of respondents indicated
spending between 201 and 300 EUR on new clothes per season. Buying up to 5 clothing
items per season was indicated by 39.4% of respondents, followed by buying between 6 and
10 items per season (35.3%), and more than 10 items per season (15%), whereas 10.3% of
respondents indicated not being able to estimate the amount of new clothing items bought
per season.
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4.2. Exploratory Factor Analysis

We first examined the presence of common method bias in the data [88] by performing
Harman’s single factor test. As first extracted factor of an unrotated solution accounted for
35.74% of variance in the data, common method bias was not a problem in this study. Principal
component analysis (PCA) with varimax rotation was performed to examine underlying
dimensions of the constructs included in this study, as with the exception of GCV and
CC, other latent variables were measured with more than six items. Extraction of factors
was based on eigenvalues higher than one, whereas factor loadings less than 0.40 were
suppressed. Kaiser–Meyer–Olkin measure of sampling adequacy above 0.80 (KMO = 0.932)
and significance of Bartlett’s test of sphericity (χ2

(465),−9341.991, p < 0.001) imply that there
is significant correlation among at least some of the variables included in the analysis [89],
indicating the adequacy of the sample data for factor analysis. During the iterative procedure,
two items were excluded from further analysis, one loading above 0.40 on two factors and
the other with a loading lower than 0.40 on each factor, which finally resulted in a four-factor
structure explaining 64.682% of the variance in the data. Latent factors which resulted from
PCA exhibited satisfactory internal consistency. Results of exploratory factor analysis and
Cronbach’s alpha values corresponding to latent factors are presented in Table 1.

Table 1. Rotated component matrix.

Components

1 2 3 4

RGC5 I am the kind of consumer who responds favorably when
brands use green messages in their ads. 0.884

RGC4 I respond favorably to brands that use green messages in
their advertising. 0.883

RGC6 I think that green advertising is valuable. 0.874

RGC7 Green advertising is a necessary form of advertising. 0.792

RGC2 I tend to pay attention to advertising messages that talk
about the environment. 0.783

RGC3 The use of green messages in ads affects my attitude toward
the ads. 0.782

RGC1 I support brands that support the environment. 0.743

RGC8 I am the kind of consumer who is willing to purchase
products marketed as being green. 0.743

RGC9 I tend to pay attention to green advertising messages. 0.722

ESRAC8 I buy apparel with environmentally friendly labeling. 0.802

ESRAC7 I buy apparel of low impact or no dye processing. 0.791

ESRAC6 I buy clothing made of organically or eco-friendly fibers. 0.751

ESRAC4 I avoid an apparel product because of environmental
concern. 0.746

ESRAC10 I buy apparel brought to market with fair trade practices. 0.708

ESRAC1 I buy apparel from recycled material. 0.640

ESRAC9 I buy apparel with environmentally friendly packaging
techniques. 0.639

ESRAC3 I purposely select fabrics that require cooler washing
temperatures, shorter drying time, or less ironing. 0.592

ESRAC5 I select apparel that you can wear over a longer term
compared to trendy apparel that goes out of style quickly. 0.419
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Table 1. Cont.

Components

1 2 3 4

ESRAC2 I buy second-hand apparel *

GCV3 My purchase habits are affected by my concern for our
environment. 0.776

GCV2 I consider the potential environmental impact of my actions
when making many of my decisions. 0.768

GCV1 It is important to me that the products I use do not harm the
environment. 0.690

GCV5 I would describe myself as environmentally responsible. 0.682

GCV4 I am concerned about wasting the resources of our planet. 0.650

GCV6 I am willing to be inconvenienced in order to take actions
that are more environmentally friendly. 0.642

CC3 I avoid using things in a wasteful manner. 0.882

CC2 I use things in moderation. 0.859

CC1 I avoid wasteful consumption. 0.824

CC6 I take only as much as I can consume, to avoid wastage. 0.778

CC4 I turn/switch things off when not in use. 0.520

CC5 I use things completely to ensure zero waste *

Cronbach’s
alpha 0.948 0.890 0.886 0.852

Eigenvalues 6.541 4.935 3.735 3.546

Cumulative %
of variance 22.556 39.573 52.453 64.682

Note: RGC—receptivity to green communication; ESRAC—environmentally and socially responsible apparel
consumption; GCV—green consumption values; CC—conscious consumption. * Items which were excluded
during the iterative procedure of EFA.

Due to a number of items per factor above five, with the exception of CC, we sub-
sequently applied subset-item-parcel approach [90] in line with Dabholkar et al.’s [91]
recommendations for partial aggregation, taking into account the magnitude of factor
loadings of items loading on the same factor. Item parcels, which were subsequently used
as new indicators of latent constructs in confirmatory factor analysis, were created by
two—or at most three—original items, as a mean value of an item with the highest and an
item with the lowest loading on the same factor. Item parcels were created for each latent
variable being explained by more than five items. Composition of item parcels is presented
in Table 2.

4.3. Measurement Analysis

Confirmatory factor analysis was applied on the four-factor structure emanating from
EFA—whereas item parcels, instead of original variables—were used as indicators of
latent constructs, in case of all constructs being measured by more than five items. One
item related to conscious consumption (CC4) was eliminated from the model, due to a
standardized estimate below 0.50. Measurement analysis indicated acceptable fit of the
model to the data, as indicated by obtained fit indices, which are displayed in Table 2.
Statistically significant standardized factor loadings ranging in magnitude from 0.698 to
0.942 indicated convergent validity of the constructs [86]. Evidence in support of convergent
validity was also provided by average variances accounted for by the constructs in relation
to the amount of variance due to measurement error (AVEs) which were above 0.50 [92].
Reliability of the constructs was also supported, as composite reliability scores (CR) and
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Cronbach’s alpha values were above the recommended level of 0.70 [89], as displayed in
Table 2.

Table 2. Results of measurement model estimation.

Item Parcels Composition of Item Parcels St. Estimates t-Value AVE CR Cronbach’s
Alpha

GCV_IP1 Mean (GCV3, GCV6) 0.898 24.116

0.771 0.909 0.907GCV_IP2 Mean (GCV2, GCV4) 0.885 23.664

GCV_IP3 Mean (GCV1, GCV5) 0.851 -

RGC_IP1 Mean (RGC5, RGC9) 0.942 -

0.833 0.952 0.952
RGC_IP2 Mean (RGC4, RGC8) 0.934 37.983

RGC_IP3 Mean (RGC6, RGC1) 0.849 28.193

RGC_IP4 Mean (RGC7, RGC2, RGC3) 0.921 36.142

CC1 CC1 0.856 16.589

0.697 0.901 0.895
CC2 CC2 0.871 16.848

CC3 CC3 0.900 17.292

CC6 CC6 0.698 -

ESRAC_IP1 Mean (ESRAC8, ESRAC5) 0.807 -

0.687 0.898 0.897
ESRAC _IP2 Mean (ESRAC7, ESRAC3) 0.777 17.913

ESRAC_IP3 Mean (ESRAC6, ESRAC9) 0.841 19.893

ESRAC_IP4 Mean (ESRAC4, ESRAC10,
ESRAC1) 0.888 21.286

Obtained fit
indices X2/df = 2.365, GFI = 0.941, AGFI = 0.916, CFI = 0.979, NNFI = 0.974, NFI = 0.964, RMSEA = 0.056, SRMR = 0.035

Recommended
fit indices X2/df < 3, GFI > 0.90, AGFI > 0.90, CFI > 0.90, NNFI > 0.90, NFI > 0.90, RMSEA < 0.08, SRMR < 0.08 [59,89,93]

Discriminant validity of the constructs was supported as square root of the average
variance extracted of each construct was above the highest among correlations it achieved
with any other construct [94], as displayed in Table 3.

Table 3. Discriminant validity of the constructs.

GCV RGC CC ESRAC

GCV 0.878

RGC 0.599 0.913

CC 0.416 0.209 0.835

ESRAC 0.644 0.469 0.427 0.829
Note: Elements on the diagonal represent square root of AVEs, whereas off-diagonal elements are correlations.

4.4. Structural Analysis

After supporting the measurement model, structural analysis was performed in the
following stage to examine relationships among the constructs and their impact on envi-
ronmentally and socially responsible apparel consumption. The analysis resulted in overall
good fit of the model to the data, as indicated by fit indices (X2/df = 2.365, GFI = 0.941, AGFI
= 0.916, CFI = 0.979, NNFI = 0.974, NFI = 0.964, RMSEA = 0.056, SRMR = 0.035). Satisfactory
fit of the model enabled us to move to the examination of the proposed hypotheses. The
construct of green consumption values emerged as a significant direct predictor of receptiv-
ity to green communication (γ = 0.599, t = 12.883) and conscious consumption (γ = 0.453,
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t = 6.693). Hence, support was provided to H1 and H2. Contrary to what was expected, the
impact of receptivity to green communication on conscious consumption was not positive,
but also the relationship was not statistically significant at p < 0.05 level. Therefore, support
was not provided to H3. Results of the study indicated that environmentally and socially
responsible apparel consumption was positively and significantly influenced by receptivity
to green communication (β = 0.142, t = 2.711), conscious consumption (β = 0.199, t = 4.192),
and green consumption values (γ = 0.476, t = 7.707), which provided support to H4, H5,
and H6. Results of hypothesis testing are displayed in Table 4 and graphically presented in
Figure 2.

Table 4. Results of structural analysis.

Hypotheses St. Path Coefficients t-Value p-Value Results of Hypothesis Testing

H1: GCV→RGC 0.599 12.883 p < 0.01 supported

H2: GCV→CC 0.453 6.693 p < 0.01 supported

H3: RGC→CC −0.063 −1.024 p > 0.05 Not supported

H4: RGC→ ESRAC 0.142 2.711 p < 0.01 supported

H5: CC→ ESRAC 0.199 4.192 p < 0.01 supported

H6: GCV→ ESRAC 0.476 7.707 p < 0.01 supported
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Among the direct antecedents to environmentally and socially responsible apparel
consumption, green consumption values emerged as its most influential predictor, followed
by conscious consumption and receptivity to green communication. As indicated by the
bootstrapping procedure, the impact of green consumption values on environmentally and
socially responsible apparel consumption was also mediated via conscious consumption
and receptivity to green communication. Therefore, taking into account its direct and
mediated impact, green consumption values emerged as the most influential determinant
of environmentally and socially responsible apparel consumption in terms of total effect.
Standardized indirect and total effect on environmentally and socially responsible apparel
consumption are displayed in Table 5. As 95% confidence interval related to the indirect
effect of receptivity to green communication on environmentally and socially responsible
apparel consumption contained the value of zero, this relationship was not significant.
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Table 5. Standardized indirect and total effects on environmentally and socially responsible apparel
consumption.

Indirect Effects Total Effects

Path St. Estimate 95%CI p-Value Path St. Estimate 95%CI p-Value

GCV→ ESRAC 0.168 [0.090, 0.240] p < 0.01 GCV→ ESRAC 0.644 [0.581, 0.706] p < 0.01

RGC→ESRAC −0.012 [−0.046, 0.012] p > 0.05 RGC→ ESRAC 0.142 [0.018, 0.235] p < 0.05

CC→ ESRAC 0.199 [0.102, 0.283] p < 0.01

In terms of R2, the proposed model explained 45.8% of variance in environmentally
and socially responsible apparel consumption; whereas 35.9% and 17.5% of variance was
explained in receptivity to green communication and conscious consumption, respectively.
This finding implies that, though satisfactory from the perspective of explanatory power,
proposed model can be enhanced in future research to include other potentially relevant
determinants of young adult consumers’ environmentally and socially responsible clothing
choices.

4.5. Discussion

Findings of this study indicate positive and significant effect of green consumption
values on receptivity to green communication, which implies that with the increase in
customers’ concern for the environment and at a higher level of self-perception as an
eco-responsible consumer, customers’ receptivity to green communication increases. This
result is consistent with the findings of Bailey et al. [95], according to which green con-
sumption values positively affected customers’ attitudes towards green advertising. Green
consumption values also emerged as a significant direct predictor of conscious consump-
tion. This finding is in compliance with do Paco et al.’s [18] claim that consumers who
nurture stronger green consumption values are more inclined towards preserving resources
and consuming in a responsible manner. Similarly, Haws et al.’s [17] study indicated that
consumers with stronger green consumptions values were more frugal, had higher level
of self-control over spending their financial resources and tended to use their physical
possessions without wastage. Relatedness between green consumption values and envi-
ronmentally responsible consumption, which includes conscious consumption, has been
also supported by Gupta and Agrawal [59]. Contrary to what was expected, receptivity to
green communication did not have a significant impact on conscious consumption. This
means that attentiveness to companies’ and brands’ green marketing communication will
not invoke customers’ intentions to be more rational and efficient in their consumption.
Taking into account explained variance in conscious consumption (17.5%), factors other
than brands’ green advertising would be more successful in motivating customers to avoid
wasteful consumption. Perhaps governmental and non-governmental bodies should take
more active role in curbing over-consumption by educating customers how to behave
rationally and efficiently in the usage of resources.

Results of the study indicate receptivity to green communication as a significant direct
predictor of environmentally and socially responsible apparel consumption. In a similar
vein, a recent study of Tewari et al. [96] provided support to the impact of receptivity to
green communication on young Indian customers’ intentions to purchase green apparel.
Signficant impact of receptivity to green communication on customer green buying be-
havior was also supported by Do Paco et al. [18]. In compliance with the aforementioned
study, receptivity to green communication emerged as the least influential among the
direct determinants of responsible apparel consumption. This implies that a society in
whose best interests is to promote sustainability in consumption, including young people’s
apparel consumption, should not leave that role only to brands’ and companies’ green
advertising. Conscious consumption emerged as a more influential direct determinant
of young consumers’ responsible apparel consumption in comparison with receptivity
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to green communication. This finding suggests that with the rise of young customers’
awareness of the impact of their consumption choices, they will become more willing
to behave in environmentally and socially responsible manner when it comes to their
clothing consumption, which again emphasizes the relevance of awareness campaigns
directed towards young consumers. Taking into account its direct and indirect effect on
environmentally and socially responsible apparel consumption, mediated via receptivity to
green communication and conscious consumption, green consumption values emerged
as the most influential determinant of environmentally and socially responsible apparel
consumption. This finding corroborates recent research according to which green con-
sumption values are the main determinant of consumers’ eco-responsible purchase and
consumption decisions [18]. Indirect contribution of green consumption values to customer
purchase intentions in a context of a developing economy was also supported by an earlier
study [95]. Another recent study has also provided evidence in support of direct and
indirect contribution of environmental values—altruistic and biospheric—to green apparel
consumption [30]. The most influential contribution of green consumption values on re-
sponsible apparel consumption implies that instilling green consumption values into young
adult customers should be prioritized, to motivate them to favor sustainable garments over
conventional garments in making purchase decisions.

5. Conclusions

The objective of this study was to propose a model of the determinants of young
adult consumers’ environmentally and socially responsible apparel consumption in an
under-researched context of a developing European economy and examine their relative
contribution to consumers’ choices. Findings of the study point to green consumption
values as the most influential determinant of environmentally and socially responsible ap-
parel choices, followed by conscious consumption and receptivity to green communication.
The study contributes to the literature by enhancing our knowledge of the determinants
of environmentally and socially responsible apparel consumption, which thus far has
been a significantly less examined topic in comparison with other domains of sustainable
consumption, especially in the context of emerging European economies [96,97].

Results of the study provide relevant insights for policymakers, environmentalists, and
apparel businesses. Findings can contribute to the development of empirically based poli-
cies and projects aimed at achieving progress towards greater sustainability, and prevention
of reckless consumption of natural resources and the consequent damage to the environ-
ment [98]. According to the present study, instilling green consumption values should be
prioritized by policymakers and activists to promote environmentally and socially responsi-
ble apparel consumption among young adult customers. This can be achieved by educating
young consumers about environmental footprint of clothing production, consumption and
disposal and the impact of unsustainable clothing choices on the depletion of resources of
our planet and endangering of the well-being of future generations. At a higher level of
green consumption values, young customers will be also more attentive to green communi-
cation of pro-environmental clothing retailers and brands. Adoption of green consumption
values makes young customers also more prone to moderate consumption and wastage
avoidance, which will positively influence their environmentally and socially responsible
apparel choices. As young consumers are active users of social media [30], this instrument
can be used by various stakeholders of sustainable consumption to promote the notion
of personal responsibility for environmental preservation among the youth. If applied by
clothing retailers, displaying opportunities for upcycling of used clothing with the aim of
extending its useful life, and motivating customers to engage and share their experiences
with peers, could not only promote conscious consumption among the youth, but this prac-
tice could also contribute to a higher level of brand involvement among young consumers,
increase their trust and commitment towards an apparel brand, and lead to increased per-
formances of the brand in the future. Receptivity to green communication may also serve as
a segmentation variable and enable environmentally conscious apparel retailers and brands
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to target those customers who are more inclined towards green communication, provided
that the segment is substantial. This notion is supported by Bailey et al.’s [43] findings,
according to which customers who are highly receptive to green communication hold more
favorable attitudes towards the advertiser and its messages, and have higher purchase
intentions. The adoption of green consumption values by young customers enhances their
receptivity to green marketing communication and contributes to their responsible clothing
choices. This also provides an opportunity for emerging micro and small businesses in the
area of collaborative clothing consumption to reach young customers, who are heavy users
of fashion and who may be more interested into collaborative consumption, taking into ac-
count their limited purchasing power. However, young customers’ predisposition towards
collaborative apparel consumption should be more thoroughly addressed by future studies.
An interesting finding of this research, stemming from EFA, is that respondents of this study
do not perceive buying second-hand garments as a mode of environmentally and socially
responsible clothing. How customers from developing economies perceive second-hand
clothing consumption, in comparison with customers from developed economies, would
be an avenue worthy of future examinations. Emerging economies are destination markets
for used clothing stemming from developed countries and lower quality goods are being
sent to developing markets. A recent study indicates high social risk as a barrier towards
second-hand clothing among Chinese customers [99].

Some limitations of the present research should be noted. The main limitation of the
study is the scope of its sample and sampling procedure applied for this research. As young
adult customers who participated in this research were mainly university students and their
acquaintances, the study was biased towards more educated young adults residing in the
capital city. Future research would benefit from a more probabilistic sampling. Furthermore,
it is highly possible that research findings—which are related solely to young consumers
—would not necessarily apply to general population. Therefore, future research could be
conducted on a more demographically diverse sample. The cross-sectional nature of this
study—due to which causal relationships revealed by this research should be regarded
with caution, and precludes generalization of research findings to the population of young
adult clothing customers in general—is also among its limitations. Hence, future research
would benefit from a longitudinal design of a study. To a limited generalizability of this
research findings also contributes to the fact that a sample of young clothing customers was
drawn from only one country. Future research would benefit from replicating this study
in other cultural and economic settings and expanding research to more than one country.
An avenue worthy of future examination would be a comparison of consumers’ clothing
choices among different generational cohorts. It could be expected that the prevalence
of fast fashion orientation, which is typically associated with clothing consumption of
younger generations [100], would negatively moderate the relationship between conscious
consumption and sustainable clothing. Hence, another promising area for future research
would be an examination of the moderating role of customer personal characteristics on the
relationship between green consumption values, conscious consumption, and sustainable
clothing consumption.
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