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Abstract

The objective of the study is to examine the influential factors of female consumers’
environmentally conscious apparel purchase behaviour, in the context of an emerging European
economy. The study builds upon Stimulus-Organism-Response (S-O-R) theoretical framework and
proposes the moderating role of style orientation on the direct effects on purchase behaviour. Online
questionnaire-based survey was performed to gather data, using convenience sampling framework.
Hypothesized relationships were examined on a sample including 343 responses. Partial Least
Squares Structural Equation Modeling (PLS-SEM), using SmartPLS4, was applied to examine
proposed research framework. Results of the study point to green self-identity as more influential
direct determinant of purchase behaviour, in comparison to green advertising, and the mediating role
of green self-identity in the relationship between green advertising and environmentally conscious
apparel purchase behaviour. The study revealed the moderating function of style orientation in the
relation between green self-identity and purchase behaviour. Theoretical and practical implications
of the study are discussed and limitations of the study, followed by future research directions to
overcome the drawbacks of the present research, are noted.
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1. INTRODUCTION

The fashion industry significantly
contributes to environmental degradation
throughout the entire process, from

production to purchase (Apaolaza et al.,
2023). This industry is associated with
numerous environmental problems, such as
soil and air pollution, greenhouse gas
emission, extensive use of chemicals.
Whereas important perspective on the
problem is related to the production side, the
role of consumers is also unquestionable,
taking into account that clothing
overconsumption represents a growing
global phenomenon which exhibits serious
impacts on the environment and society
(Tandon et al., 2023).

Following research conducted in
developed countries, the topic of sustainable
consumption of apparel in the context of
developing countries has been gaining
increasing research interest (e.g. Sadiq et al.,
2021; Arora & Manchanda, 2022; Tewari et
al., 2022; Rutelione & Bhutto, 2024; Yadav
et al., 2024), even though it still remains an
under-researched field (Yadav et al., 2024).
The study intends to reduce the research gap
by exploring environmentally conscious
apparel purchase behaviour in a developing
European country. Some of the study
findings indicated that female consumers
demonstrate more favourable attitudes and
intentions toward sustainable clothing than
males (e.g. Tung et al., 2017; Chi et al.,
2021; Rausch et al., 2021). On the basis of
such findings, the focus of this research is on
female consumers in a developing country.

Green apparel's growing popularity
contrasted with the slower pace of actual
purchases is acknowledged in the literature
(Dhir et al., 2021a; Dhir et al., 2021Db).
Numerous authors emphasized the necessity

to gain better understanding of determinants
and antecedents of consumers’ pro-
environmental behaviours (Lalot et al., 2019;
Becerra et al., 2023; Sondhi et al., 2023).
Discovering the drivers and barriers of
sustainable consumption helps shedding
light on the reasons causing the gap between
positive attitudes and actual purchasing of
green apparel (Kumar et al., 2021; Brandao
& Costa, 2021; Blas Riesgo et al., 2022; Dhir
et al., 2021a; Apaolaza et al., 2023; Tandon
et al., 2023). Unlike some other theories used
to explain consumer behaviour, the
application of stimulus-organism-response
(S-O-R) theoretical framework in the context
of green apparel is still scarce (Tandon et al.,
2023). In that sense, this research makes a
contribution to the existing body of
knowledge related to this particular field.
Therefore, the purpose of this study is to
examine the determinants of female
consumers’ environmentally conscious
apparel purchase behaviour, by grounding
the research on the S-O-R theoretical

framework.  Specifically, this study
investigated how green advertising and green
self-identity influence environmentally

conscious apparel purchase behaviour. The
novelty of the present research lies in the
examination of the moderating role of style-
orientation, unlike previous research which
has examined the contribution of this
construct to sustainable apparel-related
choices, including style orientation as a
direct determinant of behaviour. In addition,
little empirical evidence currently exists on
the influence of green self-identity on
sustainable consumer choices in emerging
economies, particularly European
economies. Although several recent studies
have examined the mediating role of pro-
environmental self-identity in the formation
of  sustainable consumer behaviour
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(Dermody et al. 2015; Dermody et al., 2018;
Sajjad et al., 2024), far less research attention
has been directed thus far to the intervening
function of green self-identity in the context
of an emerging European economy.

2. LITERATURE REVIEW

2.1. Stimulus-Organism-Response (S-
O-R) theory

The Stimulus-Organism-Response (S-O-
R) theory, developed by Mehrabian and
Russel (1974), represents a psychological
framework used to describe the process of
how organisms (including humans) respond
to stimuli from their environment. This
framework is wuseful to “explain the
individuals' behaviour by analyzing the
affective and cognitive states influenced by
the stimulus” (Yadav et al., 2024). Stimulus
(S) refers to any external event or cue that
can trigger a response from an organism. The
organism (O) refers to the internal processes
instigated when an individual is experiencing
the stimulus. Finally, Response (R) is the
behaviour or action that results from the
interaction between the stimulus and the
organism’s internal state (Tandon et al.,
2023). A number of studies in the context of
environmentally friendly behaviour of
consumers has built upon the S-O-R
framework (e.g. Sultan et al. 2021; Amaya
Rivas et al., 2022; Sohaib et al., 2022; Tan,
2023; Wang et al., 2024; Lee et al., 2024).

S-O-R theory has been also applied in
several studies related to environmentally
friendly apparel consumption. Drawing on
two theoretical frameworks, one of which
was the stimulus-organism-response, Tandon
et al. (2023) explored economic, cognitive
and ecological factors which preceded

consumers' buying intentions towards green
apparel, and by taking into consideration the
moderating role of consumers' familiarity
with apparel production. Rutelione and
Bhutto (2024) applied the S-O-R theory to
investigate Gen Z consumers’ green apparel
purchase behaviour and concluded that
psychological benefits acted as stimuli,
which influenced individuals’ attitudes
toward green apparel, which further
significantly predicted purchase behaviour
related to green apparel. Yadav et al.’s (2024)
findings revealed that stimuli (self-
transcendence and self-enhancement values)
impacted motivation toward green apparel in
a positive way and barriers in a negative way,
which further influenced consumers’
responses reflected in attitudes and
intentions towards adopting green apparel.
Grounding their study on the S-O-R theory,
Tymoshchuk et al. (2024) found out that the
quality of product, information and service
influenced perceived hedonic, utilitarian and
environmental values, which further
influenced purchase intentions of second-
hand clothing in a positive way.

By applying the S-O-R model, the
premise of this study 1is that green
advertising, acting as an external stimulus
(S), can influence consumers' environmental
self-identity which serves as the organism
(0), triggering further environmentally
conscious apparel consumption (R). Along
with these direct relationships, green self-
identity is also proposed as a mediating
variable, whereas style orientation is
proposed as a moderating variable.

2.2. Green self-identity
Green self-identity is explained as the

extent to which consumers observe
themselves as persons who act in an
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environmentally responsible manner (van
der Werff et al., 2013; Lalot et al., 2019). As
defined by Chen and Chang (2012, p. 505) it
represents “a consumer’s overall appraisal of
the net benefit of a product or service
between what is received and what is given
based on the consumer’s environmental
desires, sustainable expectations, and green
needs”. Consumers possess green identity if
they perceive themselves “as supporting
environment protection, recycling, green
technologies, and products” (Khare &
Pandey, 2017). It represents a feature of
consumer’s identity which indicates personal
identification with green consumerism
(Sharma et al., 2020) and alignment with
environmental concerns (Khare & Pandey,
2017; Mahasuweerachai & Suttikun, 2022).
Having a green self-identity can motivate
individuals to develop pro-environmental
intentions and conduct eco-friendly activities
(Carfora et al., 2017). Within the context of
the sustainable apparel consumption, Tung et
al. (2017) noted that consumers who
demonstrated stronger environmentally
conscious identity were also more involved
with eco-friendly apparel and this was even
more highlighted in case of female
consumers.

2.3. Green advertising

Green advertising, as one form of green
communications, refers to any form of
advertising which is used to explicitly or
implicitly raise consumers’ environmental
awareness and propose actions that can help
mitigate or resolve them (Fowler & Close,
2012). It is used to convey messages that
products are made in an environmentally-
friendly manner and that producer is
committed to maintain sustainability of its
brands (Reich & Armstrong Soule, 2016).

Promoting the green features of a product in
the advertisement can help its differentiation
from the competition by addressing the
group of environmentally conscious
consumers (Agarwal & Dubey, 2024). The
effectiveness of green advertising lies in its
ability to instigate consumers’ cognitive,
affective and behavioural reactions (Krstic et
al., 2021). It was shown that consumers’
positive reactions to advertisements
appeared to be strong predictor of purchasing
intention of an environmentally friendly
apparel brand (Yan et al., 2012). By using the
S-O-R model, Sultan et al. (2021)’s findings
showed that marketing communications had
a direct and significant impact on consumer
attitudes regarding organic foods. Similarly,
within the S-O-R framework, Amaya Rivas
et al. (2022) found out the positive impact of
green marketing on consumption values,
environmental attitudes and personal norms
of consumers. As concluded by Dermody et
al. (2015), marketing demonstrates a crucial
role in urging behavioural change by
highlighting the symbolic aspects of
sustainable consumption practices, which are
integral to building a pro-environmental
identity. Since it was shown that green
advertising can influence green apparel
consumption by raising awareness, shaping
consumer attitudes and encouraging
behavioural change, it can be assumed that
conveying messages via green advertising
can support the building of consumers’ green
identity. Accordingly, we propose the
following hypothesis:

H1: Green advertising
affects green self-identity.

significantly
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2.4. Environmentally conscious apparel
purchase behaviour

Consumers who conduct environmentally
conscious apparel purchases tend to purchase
apparel made of natural or recycled
materials, as well as apparel which can be
taken care of without requiring high energy
use (Gupta et al., 2019). Clothing consumers
who demonstrate environmental attitudes
and demonstrate sustainable apparel buying
intentions and behaviour can be
characterized as environmentally conscious

and they behave in such way as they feel that
they can support the reduction of
environmental problems (Chang &

Watchravesringkan, 2018). Exploring eco-
conscious apparel acquisition behaviours,
Hiller Connell, (2011) came to three main
characteristics of such behaviour: (1) the
apparel acquisition is based on actual needs
and focused on the extended lifetime of the
apparel; (2) purchased apparel is made from
eco-friendly fibers or possess some other
environmentally preferable attributes; and
(3) apparel is acquired from sources
perceived as environmentally responsible,
such as eco-conscious companies, second-
hand shops, home sewing etc.

The relationship between green self-
identity and consumers’ purchase intentions
is recognized in the literature (Lalot et al.,
2019; Sharma et al., 2020). In the research
studies by Dermody et al. (2015), Patel et al.
(2020), Sharma et al. (2022) and Kumar et al.
(2023), green self-identity was found to act
as a predictor of consumers’ green purchase
intentions and behaviour. Additionally, in the
study of Becerra et al. (2023), it was found
out that green self-identity and green product
value positively impacted green purchase
and referral intentions of young adults. In the
context of emerging markets, Dermody et al.

(2018) showed that pro-environmental self-
identity affected sustainable
buying/curtailment behaviour of consumers.
A number of research findings confirmed
significant and direct influence of green self-
identity on pro-environmental intentions and
behaviour in various fields, such as
behavioural intentions toward products made
of bioplastic (Confente et al., 2020);
intention to adopt electric cars (Barbarossa et
al., 2017); purchasing intentions of organic
milk (Carfora et al.,, 2019); green energy
purchase intention (Grebosz-Krawczyk et
al., 2021); energy-saving behavioural
intentions (van der Werff et al., 2013);
intention to change to an energy-efficient
heating appliance behaviour (Neves &
Oliveira, 2021); purchasing of circular
products (Sajjad et al., 2024). Within the
context of sustainable apparel consumption,
Tung et al. (2017) identified that green self-
identity acted as the only factor which
motivated behavioural intentions of female
consumers towards eco-friendly apparel.
Drawing on these findings, authors
hypothesize the following:

H2: Green self-identity significantly
affects environmentally conscious apparel
purchase behaviour.

As found out by Wu and Long (2024),

consumers’ perception of green
communication and their receptiveness to
green communication demonstrated

significant effects on consumers’ intentions
towards green consumption. In the study
conducted by Dai and Sheng (2022), green
advertising appeals stimulated consumers’
green purchase intentions. By applying S-O-
R, Tang et al. (2019) found out that media
publicity, acting as a stimulus, achieved a
significant direct and positive influence on
perceived responsibility towards energy
saving. Within the green apparel context, a
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study conducted in a developing country,
showed out that young consumers'
receptivity to green communication was one
of the three significant predictors of purchase
intention towards green apparel (Tewari et
al., 2022). A study which explored the
potential of green advertising to make an
influence on consumers' purchase intentions
of electric vehicles, showed that it
significantly increased purchasing intentions
in comparison with non-green advertising
(Bi et al., 2023). Also, in the research of
Nguyen-Viet (2022), related to food
products, positive and significant impact of
green advertising on green purchase
intentions was identified. Aiming to explore
factors that influence purchasing intentions
of eco-labeled products, Sun et al. (2021)
identified the positive influence of
consumers’ receptivity to green advertising
on their intentions. By communicating the
beneficial effects of sustainable products and
practices, green advertising can drive
consumers toward more environmentally-
friendly choices. Thus, it can be assumed
that:

H3: Green advertising directly affects
environmentally conscious apparel purchase
behaviour.

Besides its direct influence on consumers’
behaviour, green self-identity was taken to
be a mediating variable in some studies. The
mediating effect of environmental self-
identity on the link between biospheric
values and energy-saving intentions and
behaviour was one of the findings of van der
Wertf et al.’s (2013) study. The mediating
role of pro-environmental self-identity was
also examined by Dermody et al. (2015),
who found out that it partially or fully
mediated the relations between consumers’
environmental concern, materialism, social
consumption motivation and sustainable

consumption behaviours. In the subsequent
research of Dermody et al. (2018), it was
also confirmed that pro-environmental self-
identity mediated the relations between
biospheric/altruistic values, social
consumption motivation and perceived
consumer effectiveness and sustainable
buying behaviour and consumption
reduction. Green self-identity was also
considered as a mediating factor of the
relation between consumers’ green self-
concept and their green purchasing
intentions (Sharma et al., 2020). In the
research conducted by Bhutto et al. (2022),
the relationship between consumption values
and young consumers’ intention to adopt
green vehicles was found to be mediated by
a similar concept, entitled ethical self-
identity. As found by Sajjad et al. (2024),
green self-identity acted as a mediator of the
influence of contextual activators on
purchasing of circular products. On the basis
of the previous findings related to the
mediating role of this concept, the following
can be assumed:

H4: Green self-identity mediates the
relationship between green advertising and
environmentally conscious apparel purchase
behaviour.

2.5. Style orientation

Style orientation relates to choosing
quality over quantity and choosing well-
made garments that last longer and are not
strictly related to current fashion trends. For
such reason, style orientation is closely
related to the concept of slow fashion
orientation (Jung & Jin, 2016; Suhud et al.,
2020). As defined by Zarley Watson and Yan,
(2013, p. 155), slow fashion consumer is “a
consumer who chooses to purchase high
quality, versatile clothing that allows them to
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build a wardrobe based on the concept of
clothing created out of care and
consideration”. Whereas fashion trends are
temporary and seasonally changing, style
resonates person’s identity and lifestyle
(Gwozd et al., 2017). The findings of Gupta
et al. (2019) emphasized three main
differentiating characteristics of consumers
possessing style orientation, in comparison
to consumers with high fashion orientation:
they are less frequent buyers, they practice
more sustainable consumption and disposal
of apparel products. Those consumers also
purchase fewer, but higher quality apparel
items, avoid mass retailing market, and
rather choose second-hand clothing or
mending their own clothing (Bly et al.,
2015). As they are more likely to take into
consideration environmental impact of their
consumption, they engage in more
environmentally friendly clothing
consumption, which includes purchasing
clothing items made from sustainable fibers
and those requiring lower energy for care
(i.e. washing at lower temperatures, shorter
drying, less ironing and easier mending)
(Cho et al., 2015; Gupta et al., 2019).
Previous research indicated that female
consumers had higher tendency towards
style consumption than males (Cho et al.,
2015), which makes this gender group more
suitable for research including style
orientation as a relevant factor.

Although, to our knowledge, prior studies
have not considered the moderating role of
style orientation, it would be logical to
presume that higher style orientation could
reinforce the relationship between green
advertising and environmentally conscious
apparel purchase behaviour. Therefore, we
assume the following:

HS: Style orientation positively
moderates the impact of green advertising on

environmentally conscious apparel purchase
behaviour.

As noted in the literature, consumer green
self-identity, which reflects how individuals
perceive  themselves in terms  of
environmental consciousness, often strongly
influences their green purchasing intentions.
However, we propose that while a strong
green self-identity generally encourages
green purchasing, the extent of this effect can
vary based on the consumer’s orientation
towards style, as individuals with this
orientation may seek products that satisfy
both their environmental values and style
preferences. In accordance with that, the
following is hypothesized:

H6: Style orientation positively
moderates the effect of green self-identity on
environmentally conscious apparel purchase
behaviour.

Hypothesized relationships are shown in
Figure 1.

3. METHODS
3.1. Measurement items

Data gathering for this study has been
realized by means of an online structured
questionnaire. The items were adapted from
recognized and previously validated
constructs in existing literature. A 7-point
Likert-type scale, in a range from 1-strongly
disagree to 7-strongly agree, was used to
measure responses.

Specifically, items addressing the
construct of green advertising were adopted
from the study of Bailey et al. (2016).
Respondents’ task was to express their level
of agreement with nine items related to green
advertising (e.g. “I pay attention to green
advertising messages...] pay attention to
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Green self-identity

H4: GA—GSI—-ECAPB

Environmentally

Green advertising

Figure 1. Research framework

advertising messages that talk about the
environment...I am the kind of consumer
who is willing to purchase products
marketed as being green”). Items addressing
green self-identity were adopted from
previous research of Dean et al. (2012). Two
items were used to measure green self-
identity (e.g. “I consider myself as someone
who is concerned with green issues.”). Seven
items proposed by Kim and Damhorst (1998)
and Cho et al. (2015) were used to measure
environmentally conscious apparel purchase
behaviour (“I buy apparel made from
recycled material... I purposely select fabrics
that require cooler washing temperature,
shorter drying time, or less ironing... I buy
clothing made of organically grown natural
fibres”). Six items, adapted from previous
research (Cho et al., 2015; Gwozdz et al.,
2017), were used to measure style
orientation (e.g. “By being stylish, I am able
to wear my apparel for a long time... I prefer
to purchase apparel that I can utilize for a
long time...I prefer to purchase clothing that
is timeless™).

conscious apparel
purchase behaviour

Style orientation

Prior to launching a survey, the
questionnaire was pre-tested on a small
sample of clothing customers, in order to
reveal and address potential drawbacks, such
as equivocal or difficult-to-understand items.
Participants were invited to provide their
feedback on the construct items, on the basis
of which the final refinement of the
measurement instrument was performed.

3.2. Data collection

Data acquisition for this study was
performed on a convenience sample of
female clothing customers, using self-
administered web-based questionnaire. The
focus of the study was on female consumers,
as they have been recognized as more
oriented towards adopting environmentally
friendly behaviour (Becerra et al., 2023) and
more fashion-conscious consumers than
males (Cho et al., 2015). In an exchange for
some extra course credit, students attending
Marketing-related courses of a large public
faculty in Serbia assisted in data collection,
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by delivering a link to the survey instrument
through social media platforms. Overall, 454
responses were collected. Respondents not
matching the target group of the present
study, i.e. not being of female gender, or
those whose responses indicated straight-
lining response pattern, were filtered out,
which resulted in 343 responses which were
entered into data analysis. Minimum sample
size was calculated using a priori power
analysis in G*Power. For medium effect size
of 0.15, at the level of probability of 95%
and statistical power of 0.80, with three
predictors, sample size of 81 responses was
necessary. Hence, a number of collected
responses exceeded minimum requirement
related to the sample size.

3.3. Data analyses

Data analysis was conducted using PLS-
SEM, due to its suitability for exploratory
studies, its causal-predictive nature, ability to
handle complex relationships, using
relatively small sample size, and its ability to
handle non-normal data distribution (Khan et
al., 2019; Magno et al., 2024). Measurement
model was assessed first, to examine internal
consistency reliability and convergent and
discriminant validity of the constructs
included in the survey, which was followed
by the estimation of structural relationships.
The application of moderation analysis was
done to examine whether the relationships of
green advertising and green self-identity
with environmentally conscious apparel
purchase behaviour depend on the level of
style orientation. SPSS v.26 was used for an
examination of the presence of common
method bias, whereas hypothesized
relationships were tested by means of
SmartPLS4 software (Ringle et al., 2024).

4. RESULTS
4.1. Common method bias (CMB)

As all responses were obtained using a
single questionnaire, on the same sample, the
presence of CMB might have affected the
validity of the findings. The presence of
CMB was investigated by performing
Harman’s single factor test. An unrotated
solution of principal component analysis
resulted in more than a single factor with
eigenvalue above one, whereas the first
extracted factor explained less than 50%
(34.267%) of variance in the data, which
indicated that CMB was not a serious threat
of the study (Podsakoft et al., 2003).

4.2. Measurement model analysis

The assessment of internal consistency
reliability was done by calculating
Cronbach’s alpha and composite reliability
coefficients (CR) for all constructs.
Cronbach’s alpha values fell in the range
from 0.741 and 0.943, and being above the
threshold of 0.70, were acceptable. The range
of composite reliability values was between
0.885 and 0.951, thus being above the threshold
of 0.70, signified acceptable reliability of the
constructs. Majority of factor loadings were
above the threshold of 0.708, indicating
acceptable item reliability. Several item
loadings were slightly below the recommended
level, however, according to Hair et al. (2017),
even outer loadings lower than 0.708, but
above the level of 0.40, are acceptable,
provided that their retainment within the
corresponding constructs does not adversely
affect internal consistency reliability. Average
variance extracted (AVE) values which were
above the 0.50 threshold indicated acceptable
level of convergent validity of the constructs.
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Table 1. Reliability and convergent validity assessment

Constructs Items Outer t-values Cronbach’s CR AVE
loadings alpha
Green advertising GAIl 0.782 30.478*%**  (0.943 0.951 0.685
GA2 0.855 51.876%**
GA3 0.849 41.685%*
GA4 0.870 43,634 %%
GAS 0.877 47.439%%*
GA6 0.801 27.341%%*
GA7 0.756 23.052%**
GA8 0.816 34,823 %**
GA9 0.833 47.901%**
Green self- GSI1 0.905 94.265%**  0.741 0.885 0.793
identity GSI2 0.876 52.809%*
Environmentally = ECAPBI1 0.700 19.864%**  0.869 0.900 0.568
conscious apparel ECAPB2 0.629 15.928%%*
purchase ECAPB3 0.846 56.102%*
behaviour ECAPB4 0.587 14,301
ECAPB5 0.803 33.534%%%*
ECAPB6 0.849 45,044 %%
ECAPB7 0.814 38.819%%*
Style orientation SOl 0.769 16.811%*%*  (.851 0.885 0.563
SO2 0.750 18.443 %%
SO3 0.818 16.527 %%
SO4 0.802 14.585%:%*
SO5 0.663 8.97 4%
SO6 0.687 14.033%%*

Discriminant validity, which pertains to
the assessment of whether various constructs
truly differ from each other, was assessed by
means of Fornell-Larcker criterion (Fornell
& Larcker, 1981) and Heterotrait-monotrait
ratio of correlations (HTMT) (Henseler et
al., 2015). Evidence in support of
discriminant validity according to Fornell-
Larcker criterion, i.e. square root of AVE of
each construct above the correlations of that
construct and every other construct, is
displayed in Table 2. Discriminant validity
was also supported by HTMT criterion
(Table 2), as all ratios were below the
threshold of 0.85, i.e. 0.90 for conceptually
similar constructs (Hair et al., 2017). In
addition, a bootstrapping procedure with
5000 subsamples and 95% Bias-corrected
and accelerated (BCa) confidence interval

method was performed, which revealed that
none of the confidence intervals related to
the HTMT ratios included the value of 1, and
therefore  discriminant validity = was
supported (Hair et al., 2017).

As reliability and validity of the
constructs were supported, analysis
proceeded with the examination of
hypothesized relationships among the
constructs.

4.3. Structural model analysis

Variance inflation factor values (VIF)
were inspected first to examine the presence
of multicollinearity issue. As all VIF values
were below the upper level of 5 (Hair et al.,
2017), multicollinearity was not an issue of
the research model (Table 3).
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Table 2. Discriminant validity assessment — Fornell-Larcker criterion and HTMT ratios

Green advertising  Green self- Environmentally Style orientation
identity conscious apparel
purchase behaviour
Green advertising 0.828 0.559 0.383 0.226
[0.443; 0.669] [0.284; 0.484] [0.111; 0.360]
Green self-identity  0.489 0.891 0.733 0.247
[0.644; 0.817] [0.129; 0.380]
Environmentally 0.369 0.598 0.754 0.314
conscious apparel
purchase behaviour [0.225; 0.425]
Style orientation 0.199 0.217 0.294 0.750

Note: Values on the diagonal represent square roots of AVEs, values below the diagonal represent correlations among the constructs;
values above the diagonal (italics) represent HTMT ratios, values in parentheses represent lower and upper bounds of the 95% Bias-
corrected and accelerated confidence intervals derived from the bootstrapping procedure.

Table 3. Structural model results

Relationships Structural p-values 95% CI Results of Effect VIF
coeff. - —— hypothesis size (f2)
LBCI UBCI testing
H1: GA — GSI 0.489 0.000 0.403 0.556 Supported 0.314 1.000
H2: GSI - ECAPB  0.520 0.000 0.449 0.586 Supported 0.344 1.341
H3: GA —- ECAPB  0.080 0.042 0.005 0.156 Supported 0.008 1.330
H4: GA — GSI — 0.254 0.000 0.201 0.309 Supported
ECAPB
H5: SO x GA — 0.018 0.325 -0.045 0.083 Not
ECAPB supported
H6: SO x GSI — 0.087 0.029 0.005 0.156 Supported 0.011
ECAPB

R%(GSD=0.239; RAECAPB)=0.402; Q’predict(ECAPB)=0.177; Q’predict(GS)=0.232

Note: “LBCI, UBCI — Lower and upper bound of the 95% Bias-corrected and accelerated (BCa) confidence intervals derived from the
bootstrapping procedure with 5000 subsamples; GA — green advertising, GSI — green self-identity, ECAPB — environmentally conscious

apparel purchase behaviour, SO - style orientation,

The bootstrapping procedure, with 5000
subsamples and 95% Bias-corrected and
accelerated confidence interval method
(BCa), was employed to examine
significance of hypothesized relationships.
Confidence intervals which did not include
the value of zero indicated statistical
significance of structural paths. Results of
structural analysis, displayed in Table 3,
provided support to hypotheses H1, H2, H3,
H4.

The magnitude of statistically significant
structural coefficients was assessed on the

basis of Cohen’s (1988) effect size (f2).
Weak, moderate and substantial effect size
was indicated by values of 0.02, 0.15 and
0.35, respectively. According to the effect
size, medium to substantial influence was
exhibited by green advertising on green self-
identity (f2=0.314) and green self-identity on
environmentally conscious apparel purchase
behaviour (f2=0.335), whereas the impact of
green advertising on environmentally
conscious apparel purchase behaviour was
negligible (f2=0.008).

Explanatory power of the model was
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assessed on the basis of explained variance
(R2). As noted by Chin (1998), R2 values of
0.19, 0.33 and 0.67 mean weak, moderate
and substantial explanatory power of a
model. According to the explained variance
in environmentally conscious apparel
purchase behaviour of 0.402 (Table 3), the
model has moderate to substantial
explanatory power. In addition, explained
variance in endogenous construct which
surpasses 20% can be regarded high in
consumer behaviour studies (Suki & Suki,
2019).

Predictive performance of the path model
was assessed on the basis of PLSpredict
algorithm (Shmueli et al., 2016). Q2 predict
values above zero, as obtained in the present
study (Table 3), indicate that the prediction
error of the PLS-SEM model is smaller than
the prediction error of using mean values
and, therefore, PLS-SEM model displays
better out-of-sample predictive power.
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4.4. Moderating effect of

orientation

style

To examine whether the strength and the
directions of the relationships between green
advertising and green self-identity with
environmentally conscious apparel purchase
behaviour differed under the influence of
style orientation as an intervening variable,
moderation analysis was performed.

The moderating effect of style orientation
on the relation between green advertising
and environmentally conscious apparel
purchase behaviour was not statistically
significant ($=0.018, p>0.05). Hence, HS5

was not supported. Conversely, the
moderation analysis indicated significant
positive moderating effect of style

orientation on the relationship between green
self-identity and environmentally conscious
apparel purchase behaviour ($=0.087,
p<0.05), providing support to H6. More

Style orientation x Green self-identity

0.778
0.528
0.278
0.028
-0.222
-0472
-0.722

ECAPB

-1.1 -1 -0.9-0.8-0.7-0.6-0.5-0.4-0.3-0.2-0.1 -0 0.1 0.2 0.3 04 0.5 0.6 0.7 0.8 09 1 1.1
Green self-identity

== Style orientation at -1 SD

Style orientation at Mean

== Style orientation at +1 SD

Figure 2. Simple slope analysis plot
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precisely, one standard deviation increase in
style orientation above the mean would
result in an increase of the simple effect of
green self-identity on environmentally
conscious apparel purchase behaviour by
0.087, i.e. the linkage between green self-
identity and environmentally conscious
apparel purchase behaviour is stronger (the
slope is slightly steeper) at higher levels of
style orientation, as shown in Table 3 and
Figure 2.

Effect size (f2) of the interaction effect
indicates the contribution of the moderation
variable to the explanation of endogenous
construct. The inclusion of style orientation
as a moderating variable resulted in the
increase of explained variance in
environmentally conscious apparel purchase
behaviour from 0.391 to 0.402. In the present
case, effect size of the interaction effect of
0.011 was rather small. However, according
to Hair et al. (2021), rather limited effect size
is generally expected, when it comes to the
moderating effect. According to Kenny
(2018), values of 0.005, 0.01 and 0.025
indicate small, medium, and large effect
sizes of moderation. Hence, effect size of
moderation in the present study of 0.011
could be regarded as moderate.

5. DISCUSSION

The current study applied S-O-R model to
examine the influential factors of
environmentally conscious apparel purchase
behaviour among female clothing consumers
in an emerging European economy. Green
advertising was hypothesized as external
stimuli which directly affects consumers’
inner states, such as green self-identity in the
present case, and directly and indirectly, via
green self-identity, further contributes to

consumers’ behavioural response, such as
environmentally conscious apparel purchase
behaviour in the current study.

The PLS-SEM analysis disclosed
significant impact of green advertising
(stimulus) on green self-identity (organism)
and positive direct linkage between green
self-identity and environmentally conscious
apparel purchase behaviour (response).
Similarly to the present study’s finding,
Sajjad et al.’s (2024) research disclosed
significant impact of green marketing
initiatives on pro-environmental self-
identity. A recent study has also verified
significant impact of green self-identity on
young adult consumers’ pro-environmental
behavioural intentions in an emerging and
advanced economy setting (Becerra et al.,
2023).

Finding of the present study related to
weak direct influence of green advertising on
environmentally conscious apparel purchase
behaviour is also backed by empirical
evidence of prior research. Significant,
though relatively weak, direct effect of green
communications on purchase intentions
towards green apparel was reported by
Tewari et al.’s (2022) study on a sample of
young Indian consumers.

Study results point to significant
mediating effect of green self-identity on the
relationship between green advertising and
environmentally conscious apparel purchase
behaviour. Similarly, Sajjad et al.’s (2024)
study disclosed that the relationship between
green marketing initiatives and consumers’
willingness to buy green products was
significantly mediated by pro-environmental
self-identity.

Style orientation emerged as a significant
and positive moderator of the relationship
between green self-identity and
environmentally conscious apparel purchase
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behaviour, i.e. the higher the style
orientation, the stronger the association
between green self-identity and

environmentally conscious apparel purchase
behaviour. Conversely, the intervening role
of style orientation on the direct linkage
between green advertising and
environmentally conscious apparel purchase
behaviour was not significant.

6. CONCLUSION

6.1. Implications for theory and
practice
This study’s findings contribute to

existing literature on pro-environmental
consumer behaviour in two aspects. First,
they contribute to extant knowledge on pro-
environmental consumption by supporting
the mediating role of green self-identity in
the formation of environmentally conscious
apparel purchase behaviour, in the context of
an emerging European economy. Second, the
present study expands existing knowledge on
the determinants of environmentally
conscious apparel purchase behaviour, by
shedding light on a thus far under-examined
moderating role of style orientation.

Results of the study also provide
important managerial implications. Taking
into account significant relationships
revealed by the present study, marketers of
environmentally friendly fashion brands
could utilize pro-environmental educational
campaigns to invoke positive customer
response. In the domain of green marketing
communications, social media influencers
have been recognized as a potent means of
inducing sustainable fashion choices among
European Millennials (Johnstone & Lindh,
2022). A recent study points to Instagram

stories and posts as influential modes of
communication with young consumers
(Olejniczak, 2022). With regards to the
significant moderating effect, findings of the
present study indicate that promotion of style
orientation among female population could
lead to more responsible apparel
consumption.

6.2. Limitations of the study and future
research directions

Several limitations of the present study
should be noted and addressed by future
research. The major shortcomings of the
study are related to its relatively small
sample size, convenience sampling as a
framework for data collection and a
composition of the sample which was biased
towards younger population, as vast majority
of respondents were up to 30 years of age
(90.1%). Further research should examine
proposed relationships on a more
representative sample of clothing customers,
including male respondents and more
representative distribution of generational
cohorts. As the study has been conducted on
a sample of Serbian respondents, future
research should include respondents from
other countries and cultural contexts in order
to enhance generalizability of the findings.
Cross-sectional nature of the study, which
prevents the drawing of firm causal
inferences, represents another limitation of
the study. This drawback could be
circumvented by longitudinal design of
future research. Taking into account
relatively low extent of explained variance in
green self-identity and its influential role in
shaping consumers’ behaviour, future studies
would benefit from more profound
examination of the antecedents of green self-
identity.
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HNCTPA’)KUBAIBE EKOJIOIIKHN CBECHOI' ITIOTPOHIAYKOI'
ITOHAIIDAIBA KEHA IIPU KYITOBUHH OJERE KPO3 OKBUP
CTUMVYJIYC-OPTAHU3AM-PEAKIINJA

Jesiena Kperuh, Tamapa Pajuh, Muiauna Kocruh-Crankosuh, Tamapa Baacrenuuna

H3Box

Lusb oBOT UCTpaKMBamba je UCIMTHBAKE YTUIAJHUX (PaKTOpa Ha EKOJIOIIKK CBECHO MOTPOLIAYKO
MOHAIIAke JKeHa MPHIMKOM KyNOBWHE ofehie y KOHTEKCTY jeAHe eKoHoMHje y ycrony y Epomnm.
Crynnja ce ocnama Ha Teopujcku okBup Ctumynyc-Opranmzam-Peakunuja (S-O-R) u mpenmaxe
MOZEPATOPCKY YJIOTY OpHjEeHTalMje Ka CTHIIy y AUPEKTHUM YTHIAjuMa Ha MOTPOLIAYKO HOHAIAHkE.
AHKETHO HCTpPaXMBam€ j€ CIPOBEACHO INyTEeM HWHTEpHETa, KOpUcTehM NpUCTYN 3acHOBaH Ha
MOTOJHOM Y30pKOBamy. XHWIOTETHYKH ONHOCH Cy HCIMTHBAaHU Ha Y30pPKYy KOjU YKIJbyuyje 343
oarosopa. IlpumemeH je Momen CTPYKTYpHHX jelHAYMHA 3aCHOBAaH HAa MapUUjalHUIM HajMambUM
kBagparuma (PLS-SEM), y3 kopumheme amara SmartPLS4, 3a ananusy mnpemiioxeHor
UCTPaXKUBAYKOT OKBHpA.

Pesynratn ucTpakuBama ykasyjy Ha TO Ja je 3€JeHH CaMOHIEHTUTET 3Ha4ajHUjH AUPEKTHH
(akTop yTHILAja HAa MOTPOLIAYKO MOHALIAkE y Mopehemy ca 3eJIeHUM OIlallaBamkeM, Kao W Ha
NOCPETHUYKY YJIOTY 3€JIeHOT CAaMOHUIEHTUTETa Y OAHOCY M3Mel)y 3eleHOor omalaBama U eKOIOIIKY
CBECHOT MOTPOLIAYKOr TOHAllamka NPWIMKOM KynoBuHe onehe. McrpaxuBame je OTKpWIO H
MOZAEPAaTOPCKy (QYHKLMjYy OpHjeHTaluje Ka CTWIy Y OJHOCY u3Mely 3eJeHOr cCaMOMAEHTHTETa U
NOTPOIIAYKOT MOHAIIaka. TeopHjcke M MpakTHYHE MMIUIMKALHjEe UCTPAKUBamba Cy pa3MOTpEHe, a
HaBeJIeHa Cy M OTpaHHueHha CTynHje, y3 Ipenopyke 3a Oyayha ucTpakuBama y HUJbY NpeBa3HIaKemha
HEOCTaTaKa aKTyeJTHOI UCTPaKHBamba.

Kwyune peuu: 3eneHo oryamiaBame, 3€I€HH CAaMOMJEHTHUTET, €KOJOUIKM CBECHO IOTPOIIAYKO
NOHAIamke [P KynoBUHHK ofehe, opujeHTamuja Ka CTHIy

References

Agarwal, S., Dubey, R.S. (2024). A
bibliometric and thematic review of green
marketing and green consumer behavior
research from 2000 to 2022. Serbian Journal
of Management, 19 (1), 51-70.

Amaya Rivas, A., Liao, Y.-K., Vu, M.-Q.,
& Hung, C.-S. (2022). Toward a
Comprehensive Model of Green Marketing
and Innovative Green Adoption: Application
of a Stimulus-Organism-Response Model.
Sustainability, 14, Article 3288.

Apaolaza, V., Policarpo, M.C., Hartmann,

P., Paredes, M.R., & D'Souza, C. (2023).
Sustainable clothing: why conspicuous
consumption and greenwashing matter.
Business Strategy and the Environment, 32
(6), 3766-3782.

Arora, N., & Manchanda, P. (2022).
Green perceived value and intention to
purchase sustainable apparel among Gen Z:
The moderated mediation of attitudes.
Journal of Global Fashion Marketing, 13 (2),
168-185.

Bailey, A.A., Mishra, A., & Tiamiyu, M.F
(2016). Green advertising receptivity: An
initial scale development process. Journal of



96 J. Krsti¢ / SIM 20 (1) (2025) 81 - 101

Marketing Communications, 22 (3), 327-
345.

Barbarossa, C., De Pelsmacker, P, &
Moons, 1. (2017). Personal Values, Green
Self-identity and Electric Car Adoption.
Ecological Economics, 140, 190-200.

Becerra, E.P., Carrete, L., & Arroyo, P.
(2023). A study of the antecedents and
effects of green self-identity on green
behavioral intentions of young adults.
Journal of Business Research, 155, Article
113380.

Bhutto, M.Y., Khan, M.A., Ertz, M., &
Sun, H. (2022). Investigating the Role of
Ethical Self-Identity and Its Effect on
Consumption Values and Intentions to Adopt
Green Vehicles among Generation Z.
Sustainability, 14, Article 3015.

Bi, C., Jin, S., Li, S., & Li, Y. (2023). Can
green advertising increase consumers'
purchase intention of electric vehicles? An
experimental study from China. Journal of
Cleaner Production, 419, Article 138260.

Blas Riesgo, S., Lavanga, M., & Codina,
M. (2022). Drivers and barriers for
sustainable fashion consumption in Spain: a
comparison between sustainable and non-
sustainable consumers. International Journal
of Fashion Design, Technology and
Education, 16 (1), 1-13.

Bly, S., Gwozdz, W., & Reisch, L. A.
(2015). Exit from the high street: An
exploratory study of sustainable fashion
consumption pioneers. International Journal
of Consumer Studies, 39 (2), 125-135.

Brandao, A., & Costa, A.G.D. (2021).
Extending the theory of planned behaviour to
understand the effects of barriers towards
sustainable fashion consumption, European
Business Review, 33 (5), 742-774.

Carfora, V., Caso, D., Sparks, P, &
Conner, M. (2017). Moderating effects of
proenvironmental self-identity on pro-

environmental intentions and behaviour: A
multi-behaviour  study.  Journal  of
Environmental Psychology, 53, 92-99.

Carfora, V., Cavallo, C., Caso, D., Del
Giudice, T., De Devitiis, B., Viscecchia, R.,
Nardone, G., & Cicia, G. (2019). Explaining
consumer purchase behavior for organic
milk: Including trust and green self-identity
within the theory of planned behavior. Food
Quality and Preference, 76, 1-9.

Chang, H.J., & Watchravesringkan, K.T.
(2018). Who are sustainably minded apparel
shoppers? An investigation to the influencing
factors of sustainable apparel consumption.
International Journal of Retail & Distribution
Management, 46 (2), 148-162.

Chen, Y.-S., & Chang, C.-H. (2012).
Enhance green purchase intentions: The
roles of green perceived value, green
perceived risk, and green trust. Management
Decision, 50 (3), 502-520.

Chi, T., Gerard, J., Yu, Y., & Wang, Y.
(2021). A study of U.S. consumers’ intention
to purchase slow fashion apparel:
understanding the key determinants.
International Journal of Fashion Design,
Technology and Education, 14 (1), 101-112.

Chin, W.W. (1998). The partial least
squares approach for structural equation
modeling. In G. A. Marcoulides (Ed.),
Modern methods for business research (pp.
295-336). Lawrence Erlbaum Associates
Publishers.

Cho, E., Gupta, S., & Kim, Y.K. (2015).
Style Consumption: Its Drivers and Role in
Sustainable Apparel Consumption.
International Journal of Consumer Studies,
39 (6), 661-669.

Cohen, J. (1988). Statistical power
analysis for the behavioural science (2nd
ed.), New York: Routledge

Confente, 1., Scarpi, D., & Russo, L
(2020). Marketing a new generation of bio-



J. Krsti¢ / SIM 20 (1) (2025) 81 - 101 97

plastics products for a circular economy: The
role of green self-identity, self-congruity, and
perceived value. Journal of Business
Research, 112, 431-439.

Dai, J., & Sheng, G. (2022). Advertising
strategies and sustainable development: The
effects of green advertising appeals and
subjective busyness on green purchase
intention. Business Strategy and the
Environment, 31 (7), 3421-3436.

Dean, M., Raats, M.M., & Shephers, R.
(2012). The Role of Self-Identity, Past
Behavior, and Their Interaction in Predicting
Intention to Purchase Fresh and Processed
Organic Food. Journal of Applied Social
Psychology, 42 (3), 669—688.

Dermody, J., Hanmer-Lloyd, S., Koenig-
Lewis, N., & Zhao, A.L. (2015). Advancing
sustainable consumption in the UK and
China: the mediating effect of pro-
environmental self-identity. Journal of
Marketing Management, 31 (13—-14), 1472—
1502.

Dermody, J., Koenig-Lewis, N., Zhao,
A.L., & Hanmer-Lloyd, S. (2018).
Appraising the influence of pro-
environmental self-identity on sustainable
consumption buying and curtailment in
emerging markets: Evidence from China and
Poland. Journal of Business Research, 86,
333-343.

Dhir, A., Sadiq, M., Talwar, S., Sakashita,
M., & Kaur, P. (2021a). Why do retail
consumers buy green apparel? A knowledge-
attitude-behaviour-context perspective.
Journal of Retailing and Consumer Services,
59, Article 102398.

Dhir, A., Talwar, S., Sadiq, M., Sakashita,
M., & Kaur, P. (2021b). Green apparel
buying behaviour: A Stimulus—Organism—
Behaviour—Consequence (SOBC)
perspective  on  sustainabilityoriented
consumption in Japan. Business Strategy and

the Environment, 30 (8), 3589-3605.

Fornell, C.G., & Larcker, D.F. (1981).
Evaluating structural equation models with
unobservable variables and measurement
error. Journal of Marketing Research, 18 (1),
39-50.

Fowler, A.R., & Close, A.G. (2012). It
ain’t easy being green: Macro, meso, and
micro green advertising agendas. Journal of
Advertising, 41 (4), 119-132.

Grebosz-Krawczyk, M., Zakrzewska-
Bielawska, A., & Flaszewska, S. (2021).
From Words to Deeds: The Impact of Pro-
Environmental Self-Identity on Green
Energy Purchase Intention. Energies, 14
(18), Article 5732.

Gupta, S., Gwozdz, W., & Gentry, J.
(2019). The Role of Style Versus Fashion
Orientation on  Sustainable Apparel
Consumption. Journal of Macromarketing,
39 (2), 188-207.

Gwozdz, W., Nielsen, K.S., Gupta, S., &
Gentry, J. (2017). The relationship between
fashion and style orientation and well-being.
A Mistra Future Fashion Report.
Frederiksberg: = Copenhagen  Business
School.

Hair, J.F.Jr., Hult, G.T.M., Ringle, C.M.,
Sarstedt, M., Danka, N.P., Ray, S. Partial
Least Squares Structural Equation Modeling
(PLS-SEM) Using R, 2021, Springer Nature
Switzerland AG.

Hair, J.F.Jr., Hult, G.T.M., Ringle, C.M.,
Sarstedt, M. A Primer on Partial Least
Squares Structural Equation Modeling (PLS-
SEM), Second Edition, 2017, United
Kingdom, London: SAGE Publications, Ltd.

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 (1), 115-
135.



98 J. Krsti¢ / SIM 20 (1) (2025) 81 - 101

Hiller Connell, K.Y. (2011). Exploring
consumers' perceptions of eco-conscious
apparel acquisition behaviors. Social
Responsibility Journal, 7 (1), 61-73.

Johnstone, L. & Lindh, C. (2022).
Sustainably sustaining (online) fashion
consumption: Using influencers to promote
sustainable (un)planned behaviour in
Europe’s millennials. Journal of Retailing
and Consumer Services, 64, Article 102775.

Jung, S., & Jin, B. (2016). From quantity
to quality: Understanding slow fashion
consumers for sustainability and consumer

education. International Journal of
Consumer Studies, 40 (4), 410-421.

Kenny, D. A. (2018). Moderation.
Retrieved from

http://davidakenny.net/cm/moderation.htm

Khan, G., Sarstedt, M., Shiau, W., Hair, J.,
Ringle, C., & Fritze, M. (2019).
Methodological research on partial least
squares structural equation modeling (PLS-
SEM): An analysis based on social network
approaches. Internet Research, 29 (3), 407—
429.

Khare, A., & Pandey, S. (2017). Role of
green self-identity and peer influence in
fostering trust towards organic food retailers.
International Journal of Retail & Distribution
Management, 45 (9), 969-990.

Kim, H.-S., & Dambhorst, M.L. (1998).
Environmental Concern and Apparel
Consumption. Clothing and Textiles
Research Journal, 16 (3), 126—-133.

Krstic, J., Kostic-Stankovic, M., &
Cvijovic, J. (2021). Green advertising and its
impact on environmentally friendly
consumption choices - A review. Industrija,
49 (1), 93-110.

Kumar, A., Prakash, G., & Kumar, K.
(2021). Does environmentally responsible
purchase intention matter for consumers? A
predictive sustainable model developed

through an empirical study. Journal of
Retailing and Consumer Services, 58, Article
102270.

Kumar, R., Kumar, K., Singh, R., Sa, J.C.,
Carvalho, S., & Santos, G. (2023). Modeling
Environmentally  Conscious  Purchase
Behavior: Examining the Role of Ethical
Obligation and Green Self-Identity.
Sustainability, 15, Article 6426.

Lalot, F., Quiamzade, A., Falomir-
Pichastor, J.M., & Gollwitzer, P.M. (2019).
When does self-identity predict intention to
act green? A self-completion account relying
on past behaviour and majority-minority
support for proenvironmental values. Journal
of Environmental Psychology, 61, 79-92.

Lee, H.,, Xu, Y., & Han, W. (2024).
Consumer coping via fashion shopping
during the COVID-19 pandemic: a Stimulus-
Organism-Response  (SOR)  approach.
International Journal of Fashion Design,
Technology and Education, 1-11.

Magno, F., Cassia, F. & Ringle, C.M.
(2024). A brief review of partial least squares
structural equation modeling (PLS-SEM) use
in quality management studies. The TQM
Journal, 36 (5), 1242-1251.

Mahasuweerachai, P., & Suttikun, C.
(2022). The Effect of Green Self-Identity on

Perceived Image, Warm Glow and
Willingness to  Purchase: A  New
Generation’s Perspective towards Eco-

Friendly Restaurants. Sustainability, 14,
Article 10539.

Mehrabian, A., & Russell, J.A. (1974). An
Approach to Environmental Psychology.
Cambridge, MA: MIT Press.

Neves, J., & Oliveira, T. (2021).
Understanding energy-efficient heating
appliance behavior change: The moderating
impact of the green self-identity. Energy,
225, Article 120169.

Nguyen-Viet, B. (2022). Understanding



J. Krsti¢ / SIM 20 (1) (2025) 81 - 101 99

the Influence of Eco-label, and Green
Advertising on Green Purchase Intention:
The Mediating Role of Green Brand Equity.
Journal of Food Products Marketing, 28 (2),
87-103.

Olejniczak, A. (2022). The usage of
Instagram app on the example of young
consumers of the Generation Z. Serbian
Journal of Management, 17 (2), 351 — 360.

Patel, J.D., Trivedi, R.H., & Yagnik, A.
(2020) Self-identity = and  internal
environmental locus of control: Comparing
their influences on green purchase intentions
in high-context versus low-context cultures.
Journal of Retailing and Consumer Services,
53, Article 102003.

Podsakoff, P.M., MacKenzie, S.B., Lee,
J.Y., & Podsakoff, N.P. (2003). Common
method biases in behavioral research: A
critical review of the literature and
recommended remedies. Journal of Applied
Psychology, 88 (5), 879-903.

Rausch, T.M., Baier, D., & Wening, S.
(2021). Does sustainability really matter to
consumers? Assessing the importance of
online shop and apparel product attributes.
Journal of Retailing and Consumer Services,
63, Article 102681.

Reich, B.J., & Armstrong Soule, C.A.

(2016). Green demarketing in
advertisements: Comparing “Buy green” and
“Buy less” appeals in product and

institutional advertising contexts. Journal of
Advertising, 45(4), 441-458.

Ringle, C.M., Wende, S., & Becker, J.-M.
(2024). SmartPLS 4. Bonningstedt:
SmartPLS. Retrieved from
https://www.smartpls.com

Rutelione, A., & Bhutto, M.Y. (2024).
Exploring the psychological benefits of
green apparel and its influence on attitude,
intention and behavior among Generation Z:

a serial multiple mediation study applying
the stimulus—organism—response model.
Journal of Fashion Marketing and
Management, Vol. ahead-of-print No. ahead-
of-print. https://doi.org/10.1108/JFMM-06-
2023-0161

Sadiq, M., Bharti, K., Adil, M., & Singh,
R. (2021). Why do consumers buy green
apparel? The role of dispositional traits,
environmental orientation, environmental
knowledge, and monetary incentive. Journal
of Retailing and Consumer Services, 62,
Article 102643.

Sajjad, A., Yhang, Q., Asmi, F., Anwar,
M.A., & Bhatia, M. (2024). Identifying the
motivating factors to promote socially
responsible consumption under circular
economy: A perspective from norm
activation theory. Journal of Retailing and
Consumer Services, 76, Article 103544.

Sharma, N., Lal, M., Goel, P., Sharma, A.,
& Rana, N.P. (2022). Being socially
responsible: How green self-identity and
locus of control impact green purchasing
intentions?. Journal of Cleaner Production,
357, Article 131895.

Sharma, N., Saha, R., Sreedharan, V. R.,
& Paul, J. (2020). Relating the role of green
self-concepts and identity on green
purchasing behaviour: An empirical analysis.
Business Strategy and the Environment,
29(8), 3203-3219.

Shmueli, G., Ray, S., Velasquez Estrada,
J.M., & Chatla, S.B. (2016). The elephant in
the room: Predictive performance of PLS
models. Journal of Business Research, 69
(10), 4552-4564.

Sohaib, M., Wang, Y., Igbal, K., & Han,
H. (2022). Nature-based solutions, mental
health, well-being, price fairness, attitude,
loyalty, and evangelism for green brands in
the hotel context. International Journal of
Hospitality Management, 101, Article



100

103126.

Sondhi, S.S., Chawla, U., Igbal, H.
(2023). Relationship between social cause,
environment conservation and
environmental attitude, towards promoting
green purchasing behavior. Serbian Journal
of Management, 18 (1), 27 — 43.

Suhud, U., Allan, M., Wiratama, B., &
Maulida, E. (2020). Slow Fashion in
Indonesia: Drivers and Outcomes of Slow
Fashion Orientations. Research in World
Economy, 11 (6), 27-37.

Suki, N.M., & Suki, N.M. (2019).
Examination of peer influence as a
moderator and predictor in explaining green
purchase behaviour in a developing country.
Journal of Cleaner Production, 228, 833—
844.

Sultan, P., Wong, H.Y., & Azam, M.S.
(2021). How perceived communication
source and food value stimulate purchase
intention of organic food: An examination of
the stimulus-organism-response (SOR)
model. Journal of Cleaner Production, 312,
Article 127807.

Sun, Y., Luo, B., Wang, S., & Fang, W.
(2021). What you see is meaningful: Does
green advertising change the intentions of
consumers to purchase eco-labeled
products?. Business Strategy and the
Environment, 30 (1), 694-704.

Tan, L.L. (2023). A stimulus-organism-
response perspective to examine green hotel
patronage intention. Asia Pacific Journal of
Marketing and Logistics, 35 (6), 1552-1568.

Tandon, A., Sithipolvanichgul, J., Asmi,
F., Anwar, M.A., & 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.

Tang, Z., Warkentin, M., & Wu, L.

J. Krsti¢ / SIM 20 (1) (2025) 81 - 101

(2019). Understanding employees’ energy
saving behavior from the perspective of
stimulus-organism-responses. Resources,
Conservation and Recycling, 140, 216-223.

Tewari, A., Mathur, S., Srivastava, S. &
Gangwar, D. (2022). Examining the role of
receptivity to green communication, altruism
and openness to change on young
consumers’ intention to purchase green
apparel: A multi-analytical approach. Journal
of Retailing and Consumer Services, 66,
Article 102938.

Tung, T., Koenig, H.F., & Chen H-L.
(2017). Effects of Green Self-Identity and
Cognitive and Affective Involvement on
Patronage Intention in Eco-Friendly Apparel
Consumption: A Gender Comparison.
Sustainability, 9 (11), Article 1977.

Tymoshchuk, O., Lou, X., & Chi, T.
(2024). Exploring Determinants of Second-
Hand Apparel Purchase Intention and Word
of Mouth: A Stimulus—Organism—Response
Approach. Sustainability, 16, Article 4445.

van der Werff, E., Steg, L., & Keizer, K.
(2013). The value of environmental self-
identity: The relationship between biospheric
values, environmental self-identity and
environmental preferences, intentions and
behaviour. Journal of Environmental
Psychology, 34, 55-63.

Wang, S., Berbekova, A., Uysal, M., &
Wang, J. (2024). Emotional Solidarity and
Co-creation of Experience as Determinants
of Environmentally Responsible Behavior: A
Stimulus-Organism-Response Theory
Perspective. Journal of Travel Research, 63
(1), 115-135.

Wu, M. & Long, R. (2024). How does
green communication promote the green
consumption intention of social media
users?. Environmental Impact Assessment
Review, 106, Article 10748]1.

Yadav, R., Giri, A., & Alzeiby, E.A.



J. Krsti¢ / SIM 20 (1) (2025) 81 - 101

(2024). Analyzing the motivators and
barriers associated with buying green
apparel: Digging deep into retail consumers'
behavior. Journal of Retailing and Consumer
Services, 81, Article 103983.

Yan, R-N., Hyllegard, K.H., & Blaesi,
L.V.F. (2012). Marketing eco-fashion: The
influence of brand name and message
explicitness.  Journal of  Marketing
Communications, 18 (2), 151-168.

Zarley Watson, M. & Yan, R. (2013). An
exploratory study of the decision processes
of fast versus slow fashion consumers.
Journal of Fashion Marketing and
Management, 17 (2), 141-159.

101



