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ABSTRACT,

In the last decade, environmental health has become increasingly more important,
necessitating changes in the clothing industry to reduce its environmental impact.
This study explores the factors driving students' sustainable apparel buying
intentions, focusing specifically on key motivators. An online survey was
conducted with 148 participants to gather data. With PLS-SEM the measurement
and structural models have been analyzed. The results indicate that green attitude,
personal norms, and green self-efficacy significantly influence students' intentions
to purchase sustainable apparel. These findings highlight the need for companies
and institutions to prioritize these drivers to better influence this demographic and
encourage sustainable purchasing behaviors.
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1. INTRODUCTION

The rise of fast fashion in recent years has revolutionized the
fashion industry by offering consumers the newest trends. ‘Fast
fashion is the constant provision of new styles at very low costs’
(European Parliament, 2024). This trend, however, comes with a
significant environmental cost. Statistics published by the
European parliament (2024) show the consequences of these
fast-paced trends. The volume of clothing production has nearly
doubled in the past two decades leading to extreme levels of
carbon emission. On average a person in the EU causes a carbon
footprint of around 270 kg of CO2 emission from textile
consumption alone. Production of textile is estimated to be
responsible for 20% of global clean water pollution and the
fashion industry accounts for 10% of global carbon emissions.
To mitigate these environmental impacts, there is a need to steer
consumers towards choosing more sustainable options, such as
buying from companies that are selling slow fashion, renting
clothing, buying second-hand, repairing old clothes, limiting
unnecessary purchases and buy locally when possible (European
Parliament, 2024). To address this issue, a certain understanding
of the drivers to buy sustainable clothing is needed. Previous
research has examined and developed various concepts
concerning drivers of sustainable buying behavior of apparel. For
example, research done by Tandon et al. (2023), indicates that a
person’s green self-efficacy, green-attitude, and their personal
norms affect an individual’s purchasing intentions. As stated
before, fast fashion has led to environmental degradation. A shift
towards more sustainable consumption and practices is therefore
important. Despite existing efforts, there remains an information-
gap concerning the demographic of students. Therefore, the
research question that the paper seeks to answer is: What are the
most important drivers of sustainable apparel buying intent
among students?

The lack of comprehension on student’s behavioral intentions,
significantly influences the possibilities on influencing students
intended buying behavior (Charm et al., 2020). This paper
provides valuable insights to for example: researchers,
companies and institutions, by enhancing the understanding of
consumer behaviors and offering market insights. This
information can be used to develop strategies aimed at
influencing  students’  sustainable buying intentions.
Furthermore, the results can inform further research and
additionally support the improvement of targeted initiatives
related to sustainable behaviors.

The study moreover provides new insights on the contribution of
personal norms to the theoretical model of Theory of Planned
Behavior. This inclusion of personal norms has not been widely
standardized, and this paper offers additional evidence on the
significance of this construct. The findings on this construct can
be used to further develop this and similar theoretical models
concerning consumer psychology and sustainable behavior.
Lastly, this study provides additional evidence on the suitability
and effectiveness of using TPB in the environmental context.

2. LITERATURE REVIEW

Organizations must slowly adopt more sustainable practices to
lessen environmental impacts (European Parliament, 2024). The
success of this shift, however, depends on the adaptation of
consumers. Understanding the key drivers, impacting the intent
of sustainable buying, is therefore crucial to be able to shape
consumers’ choices. In this paper the drivers, green self-efficacy,
personal norms and green attitude are investigated. Based on
previous research this literary review is going to expand
knowledge on the predicted effects of green attitude, personal
norms, and green self-efficacy on sustainable buying intentions.

2.1 GREEN ATTITUDE

Green attitude is defined as ‘a positive inclination to perform
actions to promote environmental protection and preservation’
(Tandon et al., 2023). It is important to consider that the construct
attitude has an affective component and a cognitive component
(Ajzen, 1992). The construct both describes and individuals’
emotional response towards the behavior, but also the beliefs and
thoughts about the behavior. To test the green attitude the items
should include substance about emotions towards the behavior
and about the belief that the behavior is beneficial for the
environment. It is crucial to incorporate these aspects when
investigating the construct to fully explain the complexity and
content of the full construct. The research on green consumption
conducted by Wu and Chen (2014), acknowledges this
importance and incorporated this in their data collection. A
positive and significant relationship was found for attitude on the
consumption intentions and by this adds evidence to the
importance of attitude in explaining intention.

Other researchers documented the same relationship. For
instance, Tandon et al. (2020) determined that attitude strongly
predicts purchase intentions of organic foods. Similarly, Chen
(2020) has found that individuals’ attitudes towards locally
produced organic foods are a key determent of their
consumption. Moreover, Yadav and Pathak (2016) and Dhir et
al. (2021) all observed a significant and notable relationship
between attitude and purchase behavior of green products. This
relationship has been confirmed in research from Tandon et al.
(2023). The relationship is further supported by the theory of
planned behavior (Ajzen, 1992), where it has been documented
that attitude plays a crucial role in influencing intention.

Consistent with literature of this relationship, a hypothesis about
the relationship can be made:

H1. Green attitude positively influences the sustainable apparel
buying intentions of students.

2.2 PERSONAL NORMS

Personal norms refer to sentiments stemming from a self-
evaluation of the rightness or wrongness of an action, influenced
by a sense of personal obligation and inclination (Tandon et al.,
2023). Schwartz and Howard (1981) describe these norms as
‘feelings of moral obligation to perform or refrain from specific
actions’, which signify an individual’s self-expectations for
actions in particular situations. Studies additionally found that
people who have powerful personal norms to act pro-
environmentally, feel morally obligated to act suitably and more
often engage in pro-environmental behavior (Van der Werff et
al., 2013, Stern et al., 1999).

The construct personal norms is not included in the theory of
planned behavior, however it has been combined with the TBP
in several researches on consumer psychology and sustainable
behaviors. An example is the study from Tandon et al. (2023),
they incorporated PN and found a clear relationship between PN
and green apparel buying intention. Similarly, another study has
proven that personal norms affect pro-environmental behavior
(Onwezen et al, 2013). Additionally, Ates (2020) has found a
direct connection between PN and pro-environmental behavior
(PEB). The found literature mostly investigate the relationship
with behavior. However, in this study it is assumed that intention
leads to behavior and that personal norms must also affect
intention and not only behavior itself. The TPB supports this by
stating that behavior is the main predictor of people’s behavioral
intentions (Ajzen, 1992). This connection has also been found in
research related to environmental actions. De Leeuw et al.
(2015), has found that high school students’ intentions to perform



pro- environmentally are strong antecedents of their pro-
environmental behavior.

Aligning with the findings in other theories, the following
hypothesis is proposed:

H2. Personal norms positively influence the sustainable apparel
buying intentions of students.

2.3 GREEN SELF-EFFICACY

Green self-efficacy is ‘Personal belief regarding the ability of
one's actions can positively contribute towards improving the
quality and sustainability of the environment’ (Tandon et al.,
2023). Green self-efficacy is based on the construct perceived
behavioral control, which is used in TPB. Green self-efficacy can
be considered part of an individuals perceived behavioral control
(Pavlou & Fygenson, 2006). In this study they will be considered
as closely related since they both consider a persons perceived
ability to perform certain behavior. For instance, Ajzen and
Madden (1986) describe perceived behavioral control as ‘the
persons belief as to how easy or difficult performance of the
behavior is likely to be.” This aligns with the definition of green
self-efficacy as stated above.

Extensive research on its significance in predicting green
behavior, has shown that an individuals perceived behavioral
control can predict and impact green purchase behavior (e.g.,
Chen, 2020, Shin et al., 2018). Moreover, Pang et al. (2021) have
found positive relationships between self-efficacy and the
prediction of organic food purchase intentions.

The following hypothesis, aligning with the findings of the
studies, can be proposed:

H3. Green self-efficacy positively influences the sustainable
apparel buying intentions of students.

2.4 SUSTAINABLE BUYING INTENT

Sustainable buying intent refers to individuals plans to purchase
and use green apparel (Tandon et al., 2023). This construct is
important to investigate since it is seen as the main predictor of
individuals behaviors (Ajzen 1991). According to the theory of
planned behavior the stronger the intention, the greater the
probability of the behavior being performed (Azjen, 1991). In the
environmental context this principle has been seen as well. These
studies found that intentions on specific environmental actions
are closely related to the actual behavior (e.g., Lai and Cheng,
2016, Laudenslager et al., 2004). This means that impacting
people’s intentions, can lead to a change in their sustainable
behaviors. This connection makes the knowledge on the
sustainable buying intent of students important to predict and
influence their behaviors.

2.5 THEORATICAL FRAMEWORK

To test the significance of these drivers a theoretical model was
made to measure their impact on sustainable buying intent. The
model (figure 1) is based on research by Tandon et al. (2023) and
on The Theory of Planned Behavior. The research executed by
Tandon et al. (2023) investigated identical relationships of the
constructs on sustainable apparel buying intentions. Therefore,
parts of this study are replicated to be able to compare the results.
The TPB is used as a basis for the theoretical model, since it is
well-established and widely recognized framework in the field of
psychology and behavioral sciences. According to TPB, planned
behavior is determined by behavioral intentions. These intentions
are influenced by the individual’s attitude, subjective norms and
perceived behavioral control (Ajzen, 1991).

In this study, personal norms has been added as a driver to the
framework due to the recognized importance in explaining Pro-
environmental behavior (Onwezen et al, 2013). The relevance,
for the context of apparel consumption, was further supported by
Tandon et al. (2023). Their study demonstrated a positive
relationship between PN and SBI. In this study the construct
subjective norms, from the TPB, is replaced by the construct
personal norms, because of an overall interest in exploring the
functionality of PN. The removal of the construct is supported by
the findings of Ates (2020) that subjective norms do not directly
influence pro-environmental buying intention.

Sustainable
Buying
Interition
(SBI)

Personal
MNonns

(F)

Figure 1. Theoretical model and results

Source: Tandon et al. (2023); own formation

3. METHOD AND DATA

The study employs a quantitative research approach. It
investigates the relationship between the variables green-attitude,
personal norms, green self-efficacy, and sustainable buying
intention. A cross-sectional survey has been used to gather a
sample of 148 respondents in May of 2024. The survey has been
distributed using snowball sampling. With this method the
survey has been distributed through different schools, cities,
countries and groups. To test if participants fit the demographic
a few questions were asked. Participants that indicated that were
not a student, were under 18 or that did not finish the survey,
were eliminated from the analysis. Additionally, items including
missing values, or repeating the same answer on every question,
have been taken out. After this elimination a sample of 103 was
left.

The survey was developed based on a review of relevant
literature and established theoretical frameworks. Through a
structured questionnaire, data was collected about the different
constructs through asking items that explain the constructs
(Table Al).

For the construct green attitude, it was important to ask questions
that considered both the affective component and the cognitive
component. The items used are mostly based on Tandon et al.
(2023) and Y Wang et al. (2024) their research. The selected
items have been compared to those used by Wu and Chen (2014)
to ensure complete coverage of the construct’s context, since
their study designed their items to include the two components
that relate to attitude.



Table Al. Measurement items for the constructs in the
theoretical model

Constructs Items Sources

GAL. I think buying green clothes is
good for the environment.

GA4. I think hasi 1
ink purchasing green appare Tandon et al. (2023),

Green attitude (GA) ° oriwhile Y. W 1 (2024
reen attitude (GA) GAT7. 1 like the idea of consuming - Wangetal ( )
Wu & Chen (2014
green apparel.

GAS8. Consuming green apparel rather
than non-green apparel is a good idea.

PNI. I feel morally obligated to use
Personal norms  green apparel.
(PN) PN2. I feel I should not use non-green
apparel.
GSE3. I think of myself as an
‘environmental consumer’.
Green self-efficacy GSE4. I think of myself as an
(GSE) ‘organic consumer’
GSES. I am socially responsible
consumer.
SBII. I am intending to buy
sustainably produced apparel over the Tandon et al. (2023)
next month.

Tandon et al. (2023)

Tandon et al. (2023)

Sustainable buying
Intentions (SBI)

Source: Smart PLS 4, own formation

For the construct personal norms, the items must comprehend the
feeling of obligation for a certain behavior and the recognition of
the rightness and wrongness of these behaviors (Tandon et al.,
2023, Schwarts & Howard 1981). The items from Tandon et al.
(2023) have been duplicated. These items have been compared
to those in the research from Onel (2023), which had comparable
items. No additional items were included from this study since
the other items did not capture the construct’s context in a
straightforward manner. Moreover, solely using the items from
Tandon et al. (2023) enhances the comparability of the results.

For the construct green self-efficacy, the items are entirely based
on the study from Tandon et al. (2023). This study serves as the
primary reference for comparison, thus has been chosen to
duplicate this research.

The answers to these items are measured on a Likert-scale
ranging from 1(completely disagree) to 5 (completely agree).
The data collected from the survey has been analyzed using the
Partial Least Squares Structural Equation Modeling (PLS-SEM)
PLS-SEM is a relevant method in this research as it is designed
to analyze complex models with small sample sizes and non-
normal data distribution, which aligns with this study (Hair et al.,
2020). The relationships found between the constructs will be
visualized in a model. Before the analysis the data has been
screened for possible mistakes, missing values, and outliers to
ensure quality of the data set. After an initial analysis of the
cleaned data, multiple explanatory items have been removed.
The survey consisted of 8 SBI items and ended with 1. These
items have been removed as SBI 1 explains the construct more
clearly by itself. From GA, 4 items have been removed from the
original 8. There were too many items used compared to the other
constructs and it was decided to retain the most relevant ones.
For GSE, 2 items have been removed. These have been removed
as the model showed an inaccurate representation of the
construct. For PN all items were retained.

Regarding the demographics of the used sample, nearly 81% of
respondents are originally from the Netherlands and 98% is from
Europe (Table A2).

Table A2. Demographic data

Origin N %
Belgian 1 0,97%
Dutch 83 80,58%
Danish 1 0,97%
Bulgarian 1 0,97%
Bosnien 1 0,97%
French 2 1,94%
Estonian 1 0,97%
Indian 1 0,97%
Mexican 1 0,97%
Polish 1 0,97%
Romanian 1 0,97%
Swedish 1 0,97%
German 8 7,77%

Source: Smart PLS 4, own formation

4. RESULTS AND ASSESSMENT
4.1 REFLECTIVE MEASUREMENT MODELS

To assess the measurement models, the guidelines by Hair et al.
(2022) are followed. The reflective measurement models are
assessed on indicator reliability, internal consistency (composite
reliability and pA), convergent validity (average variance
extracted; AVE) and discriminant validity (heterotrait-monotrait
ratio of correlations; HTMT). The model has been tested using
bootstrapping. 1 used 10.000 samples and the two-tailed test
based on a 95% significance level. Analyzing the results, most
indicator loadings are above the recommended threshold of 0.7
(Table B1).
Table B1. Indicator loadings

Construct Item Loading
Green Attitude GAl 0.730
GA4 0.818
GA7 0.825
GAS8 0.743
Personal Norms PNI1 0.975
PN2 0.665
Green Self-Efficacy GSE3 0.925
GSE4 0.923
GSES 0.720
Sustainable Buying Intent ~ SBII 1.000

Source: Smart PLS 4; own formation

One (PN2) is 0,652, which is slightly below the threshold. The
AVE is used to measure the constructs convergent validity. The
threshold is 0.5 and all reflective constructs exceed this. The
overall AVE of PN meets the threshold. This means that the
construct itself demonstrates sufficient convergent validity.
Because of this PN2 is retained as it is considered to be
acceptable (Hair et al., 2022). Thus, the model has sufficient
indicator reliability. The internal consistency reliability is
assessed using the composite reliability and pA (Table B2).



Table B2. Reliability and validity

pA Composite Average
reliability  variance
extracted
(AVE)
Green Attitude 0.810 0.861 0.609
Personal Norms 1.404 0.816 0.697
Green Self-Eficcacy 0.904 0.895 0.742

Source: Smart PLS 4, own formation

The pA results lie between the threshold of 0.70 and 0.95 (Hair
et al., 2019) except for PN. This value is above the criterion.
Looking at the composite reliability, which is satisfactory (Table
B2), I am assuming that the pA value is still satisfactory.
Heterotrait-monotrait ratio of correlations (HTMT) is used to
determine discriminant validity (Henseler et al., 2015). All
values are smaller than the threshold of 0.85, as the highest value
is 0.833 (one-tailed test, p < 0.05) (Table B3). Therefore, they
can be clearly distinguished from one another (Henseler, 2015).
Subsequently, discriminant validity is confirmed.

Table B3. Heterotrait-monotrait (HTMT)

ratio of correlations

Green Attitude Personal Norms Green Self-Efficacy

Personal Norms 0.671
Clys0=0.830

Green Self-Efficacy 0.400 0.641
Clys,9=0.600 Clos0=0.833

Sustainable Buying Intent 0.531 0.516 0.466
Clys0=0.701 Clos c=0.649 Clys,=0.607

Source: Smart PLS 4; own formation

4.2 STRUCTURAL MODEL

To assess the structural model, the guidelines by Hair et al.
(2022) are followed. The structural model is analyzed on
collinearity issues, the significance and relevance of the path
coefficients in the model, and on the models explanatory and
predictive power. The variance inflation factor (VIF) is used to
check for collinearity issues. All VIF’s of the items are below the
threshold 3.3 (Kock, 2015) as the highest value is 2.802 (Table
B4). Because of this it is assumed that there are no collinearity

issues. Table B4. Variance inflation factor VIF

Construct Item VIF
Green Attitude GAl 1.579
GA4 1.661
GA7 1.641
GAS8 1.458
Personal Norms PN1 1.305
PN2 1.305
Green Self-Efficacy GSE3 2.802
GSE4  2.559
GSES 1.497
Sustainable Buying Intent SBI1 1.000

Source: Smart PLS 4; own formation

The P-value is used to test the path coefficients significance. All
paths are assessed as statistically significant (Table B4), since
they all fit the criterium of p < 0.05 (Dahiru, 2011).

The path significance is illustrated in figure 2. As illustrated, the
constructs green attitude (8 = 0.273), personal norms (8 = 0.244),
and green self-efficacy (B = 0.230) all show significant positive
relationships and play a crucial role in explaining the key target
construct, sustainable buying intent (R2 = 36%). To evaluate the
variance of SBI explained by the constructs, the R? value is
assessed by comparing it to results of previously done studies.
Wang et al. (2024) found 60.2% and 31.1% of variance explained
and Tandon et al. (2023) found 28.8%. This model has 36.0% of
explained variance, which is similar.

Green
Attitude
(GA) 0.273 **

H1

Sustainable
Buying
Intention
(SBI)
R2=0.360

0.244%+

Personal
Norms

(PN)

Green Self
Efficiency
(GS)

Figure 2. Theoretical model with results
Note: ¥**% < (.01 ** <0.05
Source: Tandon et al. (2023); own formation

With PLSpredict I tested the predictive relevance. The linear
regression model (LM) is used to generate prediction for the
manifest variables (Hair et al., 2019). As the Q2 value is higher
than 0 (Table B5) we can assume that it can predict accurate new
observations.

Table B5. PLSPredict analysis results

Q?predict
SBI 0.293

PLS-SEM_RMSE LM _RMSE
0.872 0.874

Source: Smart PLS 4; own formation

To assess the predictive power the higher root-mean-square
deviation (RMSE) values of the PLS-SEM analysis and the LM
model are compared. If the indicator in the PLS-SEM analysis
does not have a higher RMSE value than the LM model, the
model has high predictive power (Hair et al., 2022). The PLS-
SEM RMSE value of the target construct is lower than for the
LM RMSE benchmark (Table B6). This indicates high predictive
relevance.



Table B6. Path coefficients

B P value Significance
Green Attitude — Sustainable Buyng Intention 0.273 0.011 Yes
Green Self-Efficacy — Sustainable Buing Intention 0.230  0.006 Yes
Personal Norms — Sustainable Buing Intention 0.244  0.015 Yes

Source: Smart PLS 4, own formation

S. DISCUSSION

The goal of this research was to assess the relationship of the
constructs green attitude, personal norms, and green self-
efficacy, with the key target construct, sustainable buying intent.
To reach this objective, multiple hypotheses were made.

For the first hypothesis, “Green attitude positively influences the
sustainable apparel buying intentions of potential green apparel
customers.” the analysis revealed a strong and positive
relationship between green attitude and sustainable buying
intention (B = 0.273, p < 0.05). This means that people with a
greener attitude, are more likely to have sustainable buying
intentions. These findings align with previous research, and
particularly the study by Tandon et al. (2023), which is also the
study my theoretical model is based on. Their study also
emphasizes the critical role of green attitude in promoting
sustainable consumer behaviors on green apparel. The main
difference is that for this research GA has the biggest total effect.
In their study this is not the case, and it was the least significant
of the constructs used. Wang et al. (2024) has found a
significance level of 0.214 between attitude and behavioral
willingness. This is comparable as well. Chen (2020), however
found that attitude has an effect of 0.49, and as well found that
attitude, from the compared constructs, has the most significant
path. This comparison shows that my results are aligning with
what was anticipated after reviewing the literature.

The reviewed literatures all investigate topics related to
sustainability with diverse subjects and demographics. From this
we can analyze that attitude significantly influences sustainable
behavioral intentions overall, though its importance might vary
slightly depending on the specific context. However, it might be
challenging to ensure the comparability of these studies, as each
use different explanatory items. Nonetheless, the concept of
attitude impacting intention, has been extensively researched and
confirmed for many years by the TPB. This study adds to the
body of confirming literature by examening its relevance in the
context of sustainable apparel consumption.

The second hypothesis, “Personal norms positively influence the
sustainable apparel buying intentions of potential sustainable
apparel consumers.” a strong and positive relationship has been
found as well between personal norms and sustainable buying
intentions (B = 0.244, p < 0.05). This means that people with
personal norms concerning the wrongness of buying
unsustainable clothing are more likely to intent on buying
sustainable apparel. These findings align with the literature of
Ates (2020) and Tandon et al. (2023). Ates (2020) found that
people who have powerful personal norms to act pro-
environmentally, feel morally obligated to act suitably and more
often engage in pro-environmental behavior. As the buying of
sustainable apparel is in line with pro-environmental behavior,
this supports the findings of this research. The significant
relationship in this study suggests that this is also the case for
students and their buying intentions. Tandon et al. (2023) found
a path of 0.27. This is comparable to the results of this research.
Furthermore, PN was the second most significant construct. This
is the same for my research. PN is a construct that is not officially
part of the TPB and not every research uses the construct in the

same manner. The use of the construct in this research is most
comparable to that from Tandon et al. (2023). They tested the
same relationships, used the same explanatory items for PN and
are testing the same topic. The results are similar and from this
we can make assumptions that personal norms affect sustainable
buying intentions for different demographics in similar ways.
When considering the results of this relationship it is important
to take notice of the fact that only 2 explanatory items have been
used. Small biases or errors in the responses could lead to
disproportional effects on the measurement of the construct
(Jarvis et al., 2003). Additionally, two items might not fully grasp
the complexity or the content of the full construct. This can
reduce the extent to which the items adequately represent the
construct and consequently impact the constructs validity
(Eisinga et al., 2012).

The third hypothesis, “Green self-efficacy positively influences
the sustainable apparel buying intentions of potential sustainable
apparel consumers.” is additionally found to have a strong and
positive relationship between green self-efficacy and sustainable
buying intentions (B =0.230, p <0.05). This confirms that people
with the feeling of green self-efficacy are more likely to have a
higher sustainable apparel buying intent. These results confirm
the findings of the literature of Tandon et al. (2023), where a
comparable relationship of 0.29 was found. However, in this
research the relationship between GSE and SBI is the strongest
of the compared used constructs. This is the opposite of the
outcome of this research. The results between their research and
this one are comparable as they use identical items to explain the
construct.

When reflecting on these results it is important to consider the
validity of the explaining items. The items used in this research
to describe the construct are a duplication from the items used in
Tandon et al. (2023). Reevaluating the items used and comparing
them to other research it can be opinionated that the items do not
align or completely relate to common items used for perceived
behavioral control (e.g., Chen, 2020, Shin et al., 2018. In this
literature and others, the items mostly concern ones feeling of
being capable of carrying out a certain behavior. The items used
now, concern the persons perception of themselves as a pro-
environmental consumer. This is why it is important to take
notice of this difference and consider if the results can accurately
represent the construct.

In addition, the target construct sustainable buying intention,
should be examined. Firstly, the explained variance of the
construct. The explained variance of SBI is 36% This is in line
with comparable literature (e.g., Tandon et al., 2023, Wang et al.,
2024), which means that it aligns with the standards of the field
and the variance of SBI is explained by the constructs
sufficiently.

Secondly, there has been decided to explain the target construct
with one item. This decision has been made, because the
construct itself can be explained clearly by this one item.
According to Diamantopoulos et al. (2012) a key target construct
can be well-defined by a single item. While traditionally a multi-
item scale offers better predictive validity, in specific situations
a single item can be effective if the construct is simple and
unidimensional (Diamantopoulos et al., 2012). However, it
should still be considered when evaluating the results that using
a single construct can lead to disproportional effects caused by
errors and biases (Jarvis et al., 2003).

Other notable considerations should be made about the research.
Firstly, there is a difference between the significance of the
variables in the literature and the significance found in this
research. This difference could stem from several causes.



One reason for the GSE construct being the least significant,
while in the literature from Tandon et al. (2023) being the
opposite, could be that the participants in the used sample are
students, whereas the literatures sample consists of individuals
from different backgrounds within the USA. Students often do
not have full-time jobs and may lack financial resources to
purchase expensive apparel, which can make it more challenging
to buy sustainable clothing due to its higher price deriving from
the high material and productions costs (Sehnem et al., 2023). As
a result, more participants might not consider themselves to be a
pro-environmental consumer. A reason for the lower relationship
and influence that GSE has on SBI could be the subjectiveness
of the participants and the lack of context provided on the items
in the survey. In the survey, the GSE items were framed in a way
that allowed participants to consider the topic either in a general
context or specifically regarding apparel. This ambiguity means
that participants might rank themselves low on GSE but still
indicated intentions to buy sustainable apparel, or vice versa. The
variation could arise from differences in their pro-environmental
behaviors in other contexts compared to apparel. This makes the
relationship less reliable and could explain the lower significance
of GSE in this research.

Furthermore, what is not considered in this research and
especially for the GSE items, is peoples educational background
considering the topic. Participants might have answered
honestly, but the questions relate to one’s own vision on
themselves, and on what they perceive as an ‘organic’,
‘sustainable’, or ‘socially responsible’ consumer. Research has
shown that individuals that got educated on pro-environmental
behaviors exhibit more long-term pro-environmental behaviors
(Cordero et al., 2020). As said GSE tests primarily whether the
individual sees themselves as a pro-environmental consumer.
However, the lack of education on what pro-environmental
behavior constitutes and which behavior is unknowingly
harmful, might lead participants to incorrectly consider
themselves as pro-environmental. With more information, their-
self assessment might differ. Currently, the responses on the
items can be seen as subjective, with participants potentially
using different definitions, which complicates the validation of
the construct and the items used. This could have impacted the
observation of the relationship between GSE and SBI.

Additionally, various considerations about the sample should be
made. Firstly, for the collection of the data, snowball sampling
has been used for the distribution of the survey. This method
comes with certain concerns. One key issue is that snowball
sampling relies on social networks, because of this the sample
cannot be fully representative of the broader population as you
might only have participants who are similar (Krumpal, 2011).
This makes the results less generalizable for the population of
students in a general sense. Another problem is respondents that
fill out the survey without genuine engagement, there is evidence
that responses by individuals that participate as a favor, can be
less thoughtful about their answers and they are more prone to
errors. This is known as insufficient effort responding, which can
significantly impact the quality of the data sample (Huang et al.,
2011). The quality decreases as participants might rush through
the survey and select answers without consideration, which
impacts the validity and reliability of the data (Huang et al.,
2011).

Another thing to consider is the seriousness of the participants.
After conducting the survey, I got feedback that they did not
understand what was meant with green apparel. However, above
every page this was explained clearly. This means that not all
participants paid close attention to the information provided and

might have answered differently than what would have been
representative of their actual opinion.

5.1 THEORATICAL IMPLICATIONS

Firstly, this study has tested the applicability of the TPB in
predicting sustainable consumer intention. By demonstrating that
attitudes and perceived behavioral control significantly influence
the sustainable buying intentions. This adds to the evidence
validating the TPB across different domains, in this case
sustainable consumption intentions.

Secondly, the study extends the evidence on the importance of
the addition of personal norms to theoretical models predicting
sustainable buying intentions. By providing results that show a
significant relationship between the constructs, the value of the
construct is validated.

Thirdly, the study extends the evidence on this theoretical model
and the constructs used, in the context of green apparel
consumption among students. Previous research has primarily
been focused on other environmental behaviors like recycling,
energy conservation or organic foods (e.g., Lai and Cheng, 2016,
Laudenslager et al., 2004). By applying the theory to sustainable
apparel purchases it extends the knowledge on an increasingly
important are of consumer behavior.

Moreover, the study highlights the role of students as a critical
demographic for the promotion of sustainable practices. The
focus on the young demographic of students is beneficial, as they
are in the process of forming lifelong purchasing habits (Danner
et al., 2008). Additionally, the focus on a specific demographic
contributes to the knowledge on certain population segments and
can effectively be used in influencing sustainable intentions.

Finally, the study is a basis for future studies to explore the
variable personal norms in the context of sustainable buying
intentions. By testing these variables, future research can define
the theoretical models and construct further and more effectively.
This will lead to more effective strategies for the promotion of
sustainable behaviors.

5.2 PRACTICAL IMPLICATIONS

An importance-performance map analysis (IPMA) has been
conducted to identify the impact and importance of the constructs
on the sustainable buying intent (Figure 3).

Perfomrance

0.23 023 0.24 0.24 0.25 0.25 0.26 0.26 0.27 0.27 0.28

Importance

AGreen Self-efficacy ‘@ Personal Norms ¥ Green Attitude

Figure 3. Importance-performance map analysis (IPMA)
results

Source: Smart PLS 4; own formation



The results (Table B7) illustrate which constructs have the most
substantial total effects in explaining the variance of the target
construct sustainable buying intentions (Hair et al., 2018).

Table B7. Importance-performance map analysis (IPMA)

results.
IPMA (on Unstandardized Performance
Sustainable Total Effect
Buying Intention)
Green Attitude 0.273 71.719
Personal Norms 0.244 47.461
Green Self-Efficacy 0.230 52.092

Source: Smart PLS 4, own formation

The model highlights critical variables that companies or
institutions can focus on to enhance consumers sustainable
buying intentions for apparel. The results indicate that green
attitude (0.273) has the largest total effect and is the most
important in explaining sustainable buying intent (71.719). This
suggests that a strong green attitude among consumers is highly
correlated with their intentions to buy sustainably. Personal
norms, follows as the second most impactful construct with a
total effect of 0.244. However, it has a relatively lower
performance score of 47.461. Despite the lower performance it
still has a significant effect on SBI and cannot be overlooked.
Green self-efficacy has the smallest total effect of 0.230, But it
does show moderate performance with a score of 52.092. This
indicates that consumers belief in their ability to buy sustainably
has a moderate influence on the buying intentions.

As seen in Figure 2, green attitude is distinctly high-performing
and crucial. In contrast, the other two constructs, while
important, do not show comparable levels of importance and
performance. By improving customers' green attitudes,
businesses can significantly influence their intentions and
willingness to purchase more sustainable apparel, thereby
promoting a more durable and circular fashion industry. This
aligns with the European Union’s sustainability goals, as outlined
by the European Parliament (2024).

The green attitude of individuals could be increased using
various methods.

Firstly, effective green marketing strategies, that enhance
consumers attitudes towards green products. Green
advertisement has been shown to impact a consumers purchase
intentions by increasing their awareness and perceived value of
green products (Amin & Tarun, 2020, Ankit & Mayur, 2013).

Secondly, the promotion of individuals concern for the
environment can impact their attitude towards green
consumption. Campaigns that show the environmental impacts
of unsustainable practices and the benefits coming with
sustainable alternatives, help in fostering pro-environmental
attitudes (Dunlap et al., 2000).

Lastly, educational programs could be used to shape attitudes.
Informing individuals about the environmental benefits of green
products and sustainable practices increases their knowledge and
encourages a positive attitude towards green behaviors
(Kamalanon et al., 2022).

Aside from the primary observations on green attitude, it is
important to mention that none of the other constructs are low
performing, which indicates that participants overall feel capable

to buy green apparel and that they feel morally intrigued to
participate in sustainable buying.

The moderate importance of PN and GSE, however indicate that
they have minimal effect on the overall outcome. This means that
focusing on these constructs, when trying to increase SBI, should
not be the main priority.

6. CONCLUSION

The central question of this research was, “What are the most
important drivers of sustainable apparel buying intent, among
students?”. This study identified significant and positive
relationships between the construct variables, green attitude,
personal norms, and green self-efficacy, and the key target
construct sustainable buying intention.

The findings reveal that the most important driver of sustainable
buying intention among students is green attitude. This suggests
that a student with a strong green attitude, is more likely to have
intentions to buy sustainable apparel.

Furthermore, while personal norms and green self-efficacy also
influence sustainable buying intentions, their impact is not as
significant as that of green attitude. These results make the focus
on these constructs less important than influencing positive
environmental attitudes to promote sustainable purchasing
behaviors among students. Efforts to strengthen personal norms
and enhance green self-efficacy should still be considered, as
these factors still contribute to the encouragement of sustainable
buying intentions.

Overall, the study highlights the critical role of the constructs in
driving sustainable apparel buying intentions and provides
valuable insights for educational institutions, companies, and
researchers to develop effective strategies to promote sustainable
consumption behaviors in the student population. Future research
should continue to explore these relationships and expand the
scope to include diverse populations and additional constructs to
gain a more comprehensive understanding of the factors
influencing sustainable buying intentions.

6.1 LIMITATIONS

This research has several limitations.

Firstly, the relatively small sample size limits the potential to
accurately generalize the findings to a broader population. This
limitation is further strengthened by the fact that the sample was
collected through snowball sampling. This method introduces a
risk of convenience sampling, where participants are not entirely
random and may share similar characteristics, potentially
skewing the results.

Secondly, the limited number of demographic questions asked
has resulted in a lack of detailed information about the sample.
This deficiency hinders the ability to form implications about the
general student population, making such conclusions difficult
and unrealistic.

Thirdly, the sample itself consists solely of students from diverse
backgrounds and origins, which could impact their perspectives
and responses. Despite this diversity, the sample is primarily
composed of Dutch individuals. The presence of non-Dutch
participants introduces variability that complicates the ability to
make specific implications about a general population of
students, and simultaneously limits the generalizability of the
findings for only Dutch students.

Lastly, the items used to describe the construct of personal norms
are limited in scope. This limitation may lead to an incomplete
understanding of the construct, reducing the accuracy and
reliability of the findings related to personal norms.



The study also faces constraints concerning the construct of
green self-efficacy. The items used to measure this construct do
not align as closely with the definition as needed, potentially
affecting the validity of the results.

6.2 FUTURE RESEARCH

For future research, it is recommended to use a larger sample size
to enhance the generalizability of the findings. Additionally,
using a more random sampling method, rather than snowball
sampling, would help in obtaining a more representative sample
and reducing sampling bias. It is also advisable to include a
broader range of demographic questions in future surveys. This
approach will provide better insights into the sample
characteristics and allow for a more insightful analysis of how
different demographics may impact the results.

Expanding the scope of the measurement tools is another critical
recommendation. Future studies should develop more
comprehensive items to capture the full content of constructs
such as personal norms, thereby improving the accuracy and
reducing the potential errors. Regarding the construct of green
self-efficacy, future research should investigate using different,
more precise items that better align with the construct’s
definition. Additionally, exploring what construct the current
items might better describe could lead to the identification of a
new, significant construct.

8. REFERENCES

Ajzen, 1., & Madden, T. J. (1986). Prediction of goal-directed
behavior: Attitudes, intentions, and perceived behavioral
control. Journal Of Experimental Social_Psychology,
22(5), 453-474. https://doi.org/10.1016/0022-
1031(86)90045-4

Ajzen, 1. (1991). The theory of planned behavior.
Organizational Behavior And Human Decision
Processes, 50(2), 179-211. https://doi.org/10.1016/0749-
5978(91)90020-t

Amin, S., & Tarun, M. T. (2020). Effect of consumption
values on customers’ green purchase intention: a
mediating role of green trust. Social Responsibility
Journal, 17(8), 1320-1336. https://doi.org/10.1108/srj-
05-2020-0191

Ankit, G., & Mayur, R. (2013). Green Marketing: Impact of
Green Advertising on Consumer Purchase
Intention. Advances in Management, 6(9), 14. https://
ideas.repec.org/a/mgn/journl/v6y2013i9a3.html

Ates, H. (2020). Merging Theory of Planned Behavior and
Value Identity Personal norm model to explain pro-
environmental behaviors. Sustainable Production and
Consumption, 24, 169—180. https://doi.org/10.1016/
j.spc.2020.07.006

Charm, T. Jr., Dhar, R., Haas, S., Liu, J., Novemsky, N.,
Teichner, W., McKinsey & Yale Center for Customer
Insights. (2020). Understanding and shaping consumer
behavior in the next normal. https://ap.lc/ZpRqe

Chen, M. F. (2020). Selecting environmental psychology
theories to predict people's consumption intention of
locally produced organic foods. International Journal of
Consumer Studies, 44(5), 455-468. https://doi.org/
10.1111/ijes. 12578

Cordero, E. C., Centeno, D., & Todd, A. M. (2020). The role
of climate change education on individual lifetime carbon

Moreover, researchers should consider investigating specific
demographics more thoroughly. For example, testing students
from different income levels, educational backgrounds, or age
groups can provide valuable insights into how these factors
influence the constructs under study.

Lastly, a general recommendation for future research is to
implement stricter data quality controls. Eliminating data from
participants who complete surveys unrealistically quickly can
help ensure that the entries reflect genuine engagement and
thoughtful responses.

By addressing these limitations and following these
recommendations, future research can build on the current
study’s findings, providing more robust, comprehensive, and
generalizable insights.

7. ACKNOWLEDGEMENTS

I highly appreciate the feedback and help from Dr. Svenja
Damberg at University of Twente. Furthermore, I want to thank
my second supervisor and the students in the bachelor circle, Dr.
Barbara Kump, Diane Fuentes Rodriguez, Stan Veldscholten,
Wiktoria Sierszchulska, and Qian Liao for their advice.

emissions. PloS One, 15(2), €0206266. https://doi.org/
10.1371/journal.pone.0206266

Dahiru, T. (2011). P-Value a true test of statistical
significance? a cautionary note. Annals Of Ibadan
Postgraduate Medicine, 6(1). https://doi.org/10.4314/
aipm.v6il.64038

Danner, U. N., Aarts, H., & De Vries, N. K. (2008). Habit vs.
intention in the prediction of future behaviour: The role
of frequency, context stability and mental accessibility of
past behaviour. British Journal of Social
Psychology, 47(2), 245-265. https://doi.org/10.1348/
014466607x230876

Diamantopoulos, A., Sarstedt, M., Fuchs, C., Wilczynski, P.,
& Kaiser, S. (2012). Guidelines for choosing between
multi-item and single-item scales for construct
measurement: a predictive validity perspective. Journal
Of The Academy Of Marketing Science, 40(3), 434—
449. https://doi.org/10.1007/s11747-011-0300-3

Dunlap, R. E., Van Liere, K. D., Mertig, A. G., & Jones, R. E.
(2000). New Trends in Measuring Environmental
Attitudes: Measuring Endorsement of the New
Ecological Paradigm: A Revised NEP Scale. Journal Of
Social Issues, 56(3), 425—442. https://doi.org/10.1111/
0022-4537.00176

De Leeuw, A., Valois, P., Ajzen, L., & Schmidt, P. (2015).
Using the theory of planned behavior to identify key
beliefs underlying pro-environmental behavior in high-
school students: Implications for educational
interventions. Journal Of Environmental Psychology, 42,
128-138. https://doi.org/10.1016/j.jenvp.2015.03.005

Dhir, A., Sadiq, M., Talwar, S., Sakashita, M., & Kaur, P.
(2021). Why do retail consumers buy green apparel? A
knowledge—attitude—behaviour—context perspective.
Journal of Retailing and Consumer Services, 59, 102398.
https://doi.org/10.1016/j.jretconser.2020.102398



https://doi.org/10.1016/0749-5978(91)90020-t
https://doi.org/10.1016/0749-5978(91)90020-t
https://doi.org/10.1016/j.spc.2020.07.006
https://doi.org/10.1016/j.spc.2020.07.006
https://ap.lc/ZpRqe
https://doi.org/10.1111/ijcs.12578
https://doi.org/10.1111/ijcs.12578
https://doi.org/10.4314/aipm.v6i1.64038
https://doi.org/10.4314/aipm.v6i1.64038
https://doi.org/10.1016/j.jenvp.2015.03.005
https://doi.org/10.1016/j.jretconser.2020.102398

Eisinga, R., Grotenhuis, M.t. & Pelzer, B. (2013) The
reliability of a two-item scale: Pearson, Cronbach, or
Spearman-Brown? Int J Public Health 58, 637—642.
https://doi.org/10.1007/s00038-012-0416-3

European Parliament. (2024). The impact of textile production
and waste on the environment (infographics). Retrieved
17 April 2024 from https://www.europarl.europa.eu/
topics/en/article/20201208ST0O93327/the-impact-of-
textile-production-and-waste-on-the-environment-
infographics

Frommeyer, B., Wagner, E., Hossiep, C. R., & Schewe, G.
(2022). The utility of intention as a proxy for sustainable
buying behavior — A necessary condition analysis.
Journal of Business Research, 143,201-213. https://
doi.org/10.1016/j.jbusres.2022.01.041

Hair, J. F., Sarstedt, M., Ringle, C. M., & Gudergan, S.
(2018). Advanced Issues in Partial Least Squares
Structural Equation Modeling. Sage.

Hair, J. F., Risher, J. J., Sarstedt, M., & Ringle, C. M. (2019).
When to use and how to report the results of PLS-SEM.
European Business Review, 31(1), 2-24. https://doi.org/
10.1108/ebr-11-2018-0203

Hair, J. F., Howard, M. C., & Nitzl, C. (2020). Assessing
measurement model quality in PLS-SEM using
confirmatory composite analysis. Journal Of Business
Research, 109, 101-110. https://doi.org/10.1016/
j.jbusres.2019.11.069

Hair, J. F., Hult, G. T. M., Ringle, C. M., & Sarstedt, M.
(2022). A primer on partial least squares structural
equation modeling (PLS-SEM) (3rd ed.). Sage.

Henseler, J., Ringle, C. M., & Sarstedt, M. (2015). A new
criterion for assessing discriminant validity in variance-
based structural equation modeling. Journal of the
Academy of Marketing Science, 43, 115—135 . https://
doi.org/10.1007/s11747-014-0403-8

Huang, J. L., Curran, P. G., Keeney, J., Poposki, E. M., &
DeShon, R. P. (2011). Detecting and Deterring
Insufficient Effort Responding to Surveys. Journal Of
Business And Psychology, 27(1), 99—114. https://doi.org/

10.1007/s10869-011-9231-8

Jarvis, C. B., MacKenzie, S. B., & Podsakoff, P. M. (2003). A
Critical Review of Construct Indicators and Measurement
Model Misspecification in Marketing and Consumer

Research. Journal of Consumer Research, 30(2), 199—
218. https://doi.org/10.1086/376806

Kamalanon, P., Chen, J., & Le, T. (2022). “Why Do We Buy
Green Products?” An Extended Theory of the Planned
Behavior Model for Green Product Purchase

Behavior. Sustainability, 14(2), 689. https://doi.org/
10.3390/su14020689

Kock, N. (2015). Common method bias in PLS-SEM: A full
collinearity assessment approach. International Journal
Of e-Collaboration, 11(4), 1-10. https://web.archive.org/
web/20190819153945id_/http:/cits.tamiu.edu:80/kock/
pubs/journals/2015JournallJeC_CommMethBias/

Kock 2015 1JeC CommonMethodBiasPLS.pdf

Krumpal, I. (2011). Determinants of social desirability bias in
sensitive surveys: a literature review. Quality And
Quantity, 47(4), 2025-2047. https://doi.org/10.1007/
s11135-011-9640-9

Lai, C. K., & Cheng, E. W. (2016). Green purchase behavior
of undergraduate students in Hong Kong. The Social
Science Journal, 53(1), 67-76. https://doi.org/10.1016/
j.so0sci].2015.11.003

Laudenslager, M. S., Holt, D. T., & Lofgren, S. T. (2004).
Understanding Air Force Members’ Intentions to
Participate in Pro-Environmental Behaviors: An

Application of the Theory of Planned Behavior.
Perceptual And Motor Skills, 98(3_suppl), 1162-1170.
https://doi.org/10.2466/pms.98.3¢.1162-1170

Madden, T. J., Ellen, P. S., & Ajzen, 1. (1992). A Comparison
of the Theory of Planned Behavior and the Theory of
Reasoned Action. Personality & Social Psychology
Bulletin, 18(1), 3-9. https://doi.org/10.1177/
0146167292181001

Onel, N. (2023). Transforming consumption: The role of
values, beliefs, and norms in promoting four types of
sustainable behavior. Journal of Consumer
Behaviour, 23(2), 491-
513. https://doi.org/10.1002/cb.2212

Onwezen, M. C., Antonides, G., & Bartels, J. (2013). The
Norm Activation Model: An exploration of the functions
of anticipated pride and guilt in pro-environmental
behaviour. Journal of Economic Psychology, 39, 141-153.
https://doi.org/10.1016/j.joep.2013.07.005

Pang, S. M., Tan, B. C., & Lau, T. C. (2021). Antecedents of
consumers' purchase intention towards organic food:
Integration of theory of planned behaviour and protection
motivation theory. Sustainability, 13(9), 5218. https://
doi.org/10.3390/sul3095218

Pavlou, P. A., & Fygenson, M. (2006). Understanding and
predicting electronic commerce adoption: An extension
of the theory of planned behaviour. MIS Quarterly, 30(1),
115-143. https://doi.org/10.2307/25148720

Schwartz, S. H., & Howard, J. A. (1981). A normative
decision-making model of altruism. Altruism and helping
behavior 189-211.

Sehnem, S., Troiani, L., Lara, A. C., Crizel, M. G., Carvalho,
L., & Rodrigues, V. P. (2023). Sustainable fashion:
challenges and barriers for advancing the circular
economy. Environment, Development And
Sustainability, 26(2), 4097-4118.

https://doi.org/10.1007/s10668-022-02872-9

Shin, Y. H., Im, J., Jung, S. E., & Severt, K. (2018). The
theory of planned behaviour and the norm activation
model approach to consumer behaviour regarding organic
menus. International Journal of Hospitality
Management, 69, 21-29. https://doi.org/10.1016/

Stern, P. C., Dietz, T., Abel, T. D., Guagnano, G. A., & Kalof,
L. (1999). A Value-Belief-Norm Theory of support for
social movements: the case of environmentalism. Human
Ecology Review, 6(2), 81-91. https://
www.humanecologyreview.org/pastissues/her62/

62sternetal.pdf
Tandon, A., Dhir, A., Kaur, P., Kushwah, S., & Salo, J.

(2020). Behavioural reasoning perspectives on organic
food purchase. Appetite, 154, 104786. https://doi.org/
10.1016/j.appet.2020.104786

Tandon, A., Sithipolvanichgul, J., Asmi, F., Anwar, M., &
Dhir, A. (2023). Drivers of green apparel consumption:
Digging a little deeper into green apparel buying
intentions. Business Strategy and the Environment, 32(6),
3997-4012. https://doi.org/10.1002/bse.3350

Van Der Werff, E., Steg, L., & Keizer, K. (2013). It is a moral
issue: The relationship between environmental self-
identity, obligation-based intrinsic motivation and pro-
environmental behaviour. Global Environmental Change,
23(5), 1258-1265. https.//doi.org/10.1016/
j.gloenvcha.2013.07.018

Wang, B., Tang, T., Kaspar, E., & Li, Y. (2024). Explaining
citizens’ plastic reduction behavior with an extended
theory of planned behavior model: An empirical study in
Switzerland. Journal Of Environmental



https://doi.org/10.1007/s00038-012-0416-3
https://www.europarl.europa.eu/topics/en/article/20201208STO93327/the-impact-of-textile-production-and-waste-on-the-environment-infographics
https://www.europarl.europa.eu/topics/en/article/20201208STO93327/the-impact-of-textile-production-and-waste-on-the-environment-infographics
https://www.europarl.europa.eu/topics/en/article/20201208STO93327/the-impact-of-textile-production-and-waste-on-the-environment-infographics
https://www.europarl.europa.eu/topics/en/article/20201208STO93327/the-impact-of-textile-production-and-waste-on-the-environment-infographics
https://doi.org/10.1016/j.jbusres.2022.01.041
https://doi.org/10.1016/j.jbusres.2022.01.041
https://doi.org/10.1108/ebr-11-2018-0203
https://doi.org/10.1108/ebr-11-2018-0203
https://doi.org/10.1016/j.jbusres.2019.11.069
https://doi.org/10.1016/j.jbusres.2019.11.069
https://doi.org/10.1007/s11747-014-0403-8
https://doi.org/10.1007/s11747-014-0403-8
https://web.archive.org/web/20190819153945id_/http:/cits.tamiu.edu:80/kock/pubs/journals/2015JournalIJeC_CommMethBias/Kock_2015_IJeC_CommonMethodBiasPLS.pdf
https://web.archive.org/web/20190819153945id_/http:/cits.tamiu.edu:80/kock/pubs/journals/2015JournalIJeC_CommMethBias/Kock_2015_IJeC_CommonMethodBiasPLS.pdf
https://web.archive.org/web/20190819153945id_/http:/cits.tamiu.edu:80/kock/pubs/journals/2015JournalIJeC_CommMethBias/Kock_2015_IJeC_CommonMethodBiasPLS.pdf
https://web.archive.org/web/20190819153945id_/http:/cits.tamiu.edu:80/kock/pubs/journals/2015JournalIJeC_CommMethBias/Kock_2015_IJeC_CommonMethodBiasPLS.pdf
https://doi.org/10.1016/j.soscij.2015.11.003
https://doi.org/10.1016/j.soscij.2015.11.003
https://doi.org/10.2466/pms.98.3c.1162-1170
https://doi.org/10.1177/0146167292181001
https://doi.org/10.1177/0146167292181001
https://doi.org/10.1016/j.joep.2013.07.005
https://doi.org/10.3390/su13095218
https://doi.org/10.3390/su13095218
https://doi.org/10.2307/25148720
https://doi.org/10.1016/j.ijhm.2017.10.011
https://doi.org/10.1016/j.ijhm.2017.10.011
https://‌/‌www.humanecologyreview.org/‌‌‌pastissues/‌her62/‌62sternetal.pdf
https://‌/‌www.humanecologyreview.org/‌‌‌pastissues/‌her62/‌62sternetal.pdf
https://‌/‌www.humanecologyreview.org/‌‌‌pastissues/‌her62/‌62sternetal.pdf
https://doi.org/10.1016/j.appet.2020.104786
https://doi.org/10.1016/j.appet.2020.104786
https://doi.org/10.1002/bse.3350
https://doi.org/10.1016/j.gloenvcha.2013.07.018
https://doi.org/10.1016/j.gloenvcha.2013.07.018

Management, 358, 120869. Https://doi.org/10.1016/
j.jenvman.2024.120869

Wang, Y., Zhao, J., & Pan, J. (2024). The investigation of
green purchasing behavior in China: A conceptual model
based on the theory of planned behavior and self-
determination theory. Journal Of Retailing And
Consumer Services, 77, 103667. https://doi.org/
10.1016/j.jretconser.2023.103667

Yadav, R., & Pathak, G. S. (2016). Young consumers'
intention towards buying green products in a developing

nation: Extending the theory of planned

behaviour. Journal of Cleaner Production, 135, 732—

739. hitps://doi.org/10.1016/j.jclepro.2016.06.120
Wu, S., & Chen, J. (2014). A Model of Green Consumption

Behavior Constructed by the Theory of Planned

Behavior. International Journal Of Marketing

Studies, 6(5). Https://doi.org/10.5539/ijms.v6nSp119



https://doi.org/‌10.1016/‌j.jenvman.2024.120869
https://doi.org/‌10.1016/‌j.jenvman.2024.120869
https://doi.org/‌10.1016/j.jretconser.2023.103667
https://doi.org/‌10.1016/j.jretconser.2023.103667
https://doi.org/10.1016/j.jclepro.2016.06.120
https://doi.org/10.5539/ijms.v6n5p119

