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Abstract

The fashion industry has a significant impact on the environment, and sustainable fashion consumption (SFC)
has become a pressing concern. This study aimed to investigate the factors influencing sustainable fashion
consumption behavior (SCB) among adults, specifically the role of values, attitudes, and norms in shaping
such behavior, using the value-belief-norm framework. The study used an online cross-sectional survey design
to collect data from 350 participants recruited through a convenience sampling method using social media
platforms and email invitations, and the obtained data were analyzed using partial least squares structural
equation modelling. The results of the study showed that biospheric (BV), altruistic (AV), and egoistic (EV)
values significantly influenced the New ecological paradigm (EP), which, in turn, positively affected
awareness of consequences (AC). Personal norms (PN) were positively influenced by EP, AC, and ascription
of responsibility (AR). Social norms (SN) and trust in recycling (TR) were also found to positively influence
sustainable fashion consumption intentions (SCI). Finally, the study found that SCI and TR were significant
predictors of SCB, whereas the moderating effect of TR not statistically significant. The study’s originality
lies in its

comprehensive investigation of the interplay between various factors (particularly using norms in two facets;
PN and SN) in shaping SCB, using a structural equation modeling approach, and exploring the moderating
effect of TR. The findings of this study suggest that interventions aimed at promoting SFC should focus on
fostering values and beliefs that prioritize the environment, encouraging individuals to take responsibility for
their actions, creating an environment in which SFC is normalized, and increasing TR.
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1 Introduction

The issue of global environmental pollution is exacerbated by unsustainable consumer practices, such
as the excessive or one-time acquisition of clothing items [1]. China, the world’s largest textile manufacturing
nation, grapples with textile and garment production waste exceeding 100 million tons and an annual disposal
of roughly 26 million tons of used clothing, projected to rise to around 50 million tons by 2030, with a
recycling rate of less than 1% [2,3]. In response to these challenges, China, along with other countries, has
committed to achieving "netzero carbon emissions™ by 2025, which necessitates collaboration between the
fashion industry and the general public. One of the key strategies in this context is the adoption of second-
hand consumption5. Reintroducing pre-owned items extends product lifecycles, curbing the need for new
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items, conserving energy and resources, and significantly reducing the environmental impact tied to consumer
behavior, emphasizing the crucial role of sustainable consumption6. Despite certain advancements in the
industry, it is noteworthy that China’s volume of second-hand goods transactions amounted to just over half
of that seen in the United States [1,7]. Similarly, the second-hand clothing sharing market in China is still in
an exploratory stage compared to the European market [1]. Given China’s influence on traditional social
hierarchy thinking, Chinese individuals tend to prioritize identity and status, which may lead to more rigid
perspectives on second-hand items [8]. Chinese people often tend to be conservative, placing a premium on
privacy, and may display some reluctance towards items from unfamiliar sourcesl. Nevertheless, with the
global consensus on sustainable development, the sharing economy has gained increasing prominence among
Chinese youth [9]. Simultaneously, government initiatives and state influence have promoted sustainable
consumption across different segments of society, potentially leading to a shift in the attitudes of consumers
with rigid views on second-hand product sharing and trading [10]. With its vast population and status as the
world’s largest clothing consumer, it underscores the untapped opportunities within China’s second-hand
clothing market and its potential for sustained expansion [11]. Therefore, platforms must evaluate present
consumer considerations and identify the factors influencing consumption, enabling them to align with the
right developmental trajectory.

Previous research has examined how mainstream consumers feel about and choose sustainable fashions.
Environmental concerns and social norms (SN) are the main reasons why people buy sustainable fashion [12—
14]. Conversely, recent research indicates an increased environmental consciousness among individuals,
leading to a greater inclination to purchase eco-friendly products, including fast fashion items, second-hand
apparels, reduced clothing consumption, and clothing recycling practices[15,16]. Other studies have found
that some eco conscious consumers prefer to buy sustainable fashion by purchasing eco-friendly brands or
buying used clothing, and recycling, reusing, renting, or swapping clothing [17,18]. Despite a link between
people’s causes and ways of throwing away clothes, practitioners and policymakers know that expectations
and reality are not the same regarding the use and disposal of fashion products [19].

Hur states that the majority of individuals are unaware of what happens to donated used apparel when it has
reached the end of its useful life [20]. Therefore, little attention has been paid to encouraging sustainable
fashion consumption (SFC) through policy interventions or learning about how consumers reuse second-hand
clothing. Thus, it is becoming increasingly important to understand what makes people want to buy
sustainable fashion, and how they feel about reusing second-hand clothes. Various theoretical frameworks
have been used to determine sustainable behavior. Researchers have employed the Theory of Planned
Behavior (TPB) and the Norm Activation Model (NAM) theories in various research contexts, as
demonstrated in previous studies [21,22]. In recent years, an increasing number of researchers have utilized
value-belief-norm (VBN) theory to predict environment-friendly behavior, and have validated its efficacy

in different settings, such as recycling, energy conservation, and public support for green policies[23-25].
Other scholars have proposed extended versions of these theoretical frameworks by integrating key constructs
from the TPB, VBN, and NAM into better models [26].

Yeap et al. studied the second-hand cloth purchase intention in Malaysia in the perspective of the customer-
to-customer (C2C) online platform based on the Integrative Model of Behavioural Prediction [27,28]. Lang
and Armstrong focused on examining the adoption of cloth renting and swapping among female consumers,
thereby allowing space for a broader understanding applicable to both male and female consumers overall.
Recently, Zhang et al. utilized TAM and TPB as an integrated model to evaluate cloth disposal behavior in
China [29]. However, although Zahid et al. investigated second-hand cloth purchasing behavior in the Chinese
context, they failed to establish any theoretical basis to guide readers [30]. However, the use of VBN in
second-hand clothing is limited. Gomes et al. recently used VBN theory in a comparative study between Brazil
and the Netherlands, yet stressed its value and ignored the original model to a great extent [31]. The VBN
theory provides a distinct benefit when utilizing SFC by examining green behavior from the perspective of
various essential components that are strongly linked to environmentalism, including values and ecological
worldviews. The VBN theory addresses individuals’ pro-social incentives by integrating rational-choice
models that contain self-interest motivations related to environmentally friendly behavioral intents in various
contexts [32].

Thus, the application of VBN with a couple of new variables may extend the understanding of the reuse
behavior of second-hand clothing. Although the TPB, VBN, and NAM theories have been used to measure
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environmental behavior in several studies, most have focused on single behaviors, such as recycling,
household energy use, and green consumption, rather than multidimensional measures of environmental
behavior. To the best of our knowledge, few studies have combined intentions and behaviors [33].

Davies and Gutsche suggested that little research has been conducted on how people actually buy things,
which makes people wonder how much is known about green consumption practices [34]. Therefore, there is
a pressing need for a deeper understanding of the reasons and processes behind distinct consumer behaviors.
Consumers often experience psychological deflation that leads them to shop recreationally to relieve boredom
or stress, creating a psychological imbalance between their sustainability worries and buying sustainable
fashion [35].

Sustainable fashion consumption behavior (SCB) is further hindered by the need to express a certain social
identity and the absence of convenient and sustainable clothing options [36]. Fast

fashion is more readily available to customers than environmentally conscious apparel options that require
more effort and time to track. Trust is also a significant factor in the transition from intention to behavior, as
hindering factors can prevent consumers from acting according to their initial intentions [37,38]. To narrow
the gap between intention and behavior regarding second-hand clothing sharing, researchers should include
trust issues as a moderating factor.

While many studies have been conducted on SFC in industrialized countries such as the US, Europe, and
Asia, there is a noticeable lack of research on SFC in Asian countries [13,14,39].

In their comparative study, Su et al. conducted research in both the USA and China, utilizing the VBN
framework and integrating constructs like apparel sustainability knowledge, consumer value, attitude, and
willingness to purchase [14]. Vehmas et al. interviewed Finnish consumers about their perceptions and
attitudes towards circular clothing and the communication and marketing channels of second-hand clothing
without using any behavioral frameworks [39]. Similarly, Baier et al. sought answers about the drivers of pre-
and post-purchase behavior in the German apparel and sports industry, using the segmented Kano method
while excluding behavioral models [13]. While studies such as Wang et al. and Zhang et al. addressed the
issues of SFC from Chinese perspectives, the former analyzed the motivations and barriers to consumers’
purchase of second-hand clothes, along with their perceived problems with

this industry, without concentrating on adoption issues [40,29]. In contrast, the latter study focused on another
aspect of SFC, specifically cloth disposal behavior, with no indication regarding the adoption of second-hand
cloth from customer perspectives. This is a significant gap, as SFC has become increasingly popular among
consumers in these markets especially the second-hand clothes because of their preference for fashion options
with lower environmental and social impacts [41]. However, sustainable consumerism in developing countries
may be affected by a variety of cultural and economic factors, including, but not limited to, varied ethical
ideals in relation to environmentally friendly fashion and lower income levels [14]. Studies have shown that
sustainability knowledge and consumer preferences differ across countries, highlighting the importance of
understanding cultural and economic differences [42].

Therefore, it is crucial to investigate sustainable fashion consumption exclusively on the

Chinese setting to gain insight into consumers’ perspectives on the reuse of second-hand clothing. To fill these
knowledge gaps, current study created a theoretical model that analyzes the factors influencing shoppers’
decisions to buy second-hand clothing in China. The VBN variables were used in these models, and SN and
trust were included. The primary goals of this research are to test whether the proposed framework, which
incorporates social norms and trust, has higher predictive power than the original VBN models; find the most
influential constructs for discussing intention and behavior; and assess whether VBN factors greatly impact
people’s ecological behavior in the setting of second-hand clothes. This research contributes to the expanding
body of literature on SFC by building upon prior studies that examine individual environmental behavior. It
incorporates the VBN framework and proposes a comprehensive model to offer a more comprehensive
understanding of the disparity between intention and conduct in SFC. This study effectively demonstrates the
predictive effects of bi-dimensional norms, namely PN and SN, in shaping SFC, through their incorporation
within the VBN frameworks. As a result, this study substantially contributes to the current understanding of
the impact of social norms on promoting environmentally friendly behavior. From a managerial standpoint,
this study offers valuable guidance for managers, emphasizing the need to integrate environmental values,
awareness, responsibility, and trust in recycling into comprehensive strategies. Furthermore, the study
underscores the managerial significance of actively shaping social norms supportive of SFC through
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sustainable fashion events, collaborations, and blogs, providing actionable guidance for managers seeking to
influence consumer behavior and foster a broader culture of sustainability within the fashion industry.
However, this paper is structured as follows: within its second section, it presents a literature review, outlines
the proposed model, and presents the research hypotheses.

Theoretical background and hypotheses development

According to Pencarelli et al., sustainable products offer environmental, societal, and economic advantages
while safeguarding public health, welfare, and the environment throughout their entire commercial cycle,
from raw material extraction to ultimate disposal, with a focus on meeting the needs of future generations
[43]. Similarly, Mohr et al. define responsible consumption as a purchasing and consumption behavior pattern
that aims to maximize long-term benefits while minimizing harmful impacts on both consumers and societies.
In this study, the term SFC indicates the reuse of clothes, such as buying or selling used clothes at a minimal
price, swapping used clothes, or donating used clothes to others [44,18,28]. Thus, according to Bianchi and
Gonzalez, consumers who cannot afford high-priced fashion may choose to consume sustainably by
purchasing second-hand apparel from thrift stores or swapping clothes with their family or friends [45]. They
may sell clothes at minimum prices to stores or donate clothes to those in need from a philanthropic viewpoint.

Theoretical foundation

VBN theory denotes that “individuals who accept a movement’s basic values, believe that valued objects are
threatened, and believe that their actions can help restore those values, experience an obligation (personal
norm) for pro-movement action” [46]. According to Schwartz’s theory, actions relevant to norms encompass
three concepts: the acceptance of an individual’s particular values, the belief that something important to those
values is under threat, and the belief that a person’s behavior can help alleviate the threat and restore value,
which are known as personal norms [47]. Schwartz classifies values into three types: biospheric, altruistic,
and egoistic [48]. Beliefs consist of new ecological paradigm (EP), awareness of consequences (AC), and
ascription of responsibility (AR), which, in combination, affect behavioral intention.

The VBN theory predicts sustainable behaviors in various settings. It has been extensively applied to explain
pro-environmental behaviors in various contexts such as residential energy savings, sustainable tourism,
climate-conserving behaviors, environmentally friendly cruise, sustainable tourism and hospitality, and
reducing air pollution in road transportation [49-54].

Moreover, the VBN theory has been expanded by the incorporation of supplementary variables, including SN
and perceived behavioral control, emotion, satisfaction, trust, and frequency of prior.conduct [26,55,37]. The
initial model encompassed a solitary dimension of norms, specifically

personal norms. Kim et al. argue that in order to achieve a thorough understanding of norms, it is necessary
to expand personal norms in conjunction with social norms (SN) [56]. This entails considering both internal
and exterior norms. The model proposed by Han et al. received empirical support for trust [37]. In order to
address the well-recognized disparity between intentions and behaviors, the current study (Fig. 1) employed
trust in recycling (TR) as a variable associated with intentions to engage in sustainable fashion consumption
(SCI) and sustainable consumer behavior (SCB). Additionally, the study incorporated SN alongside intrinsic
personal norms.

Hypothesis development

Antecedents of new ecological paradigm (EP)

Dunlap et al. developed the EP, which embraces the idea that humans are an integral part of nature, to explore
individuals’ environmental attitudes. Biospheric values (BV) are key factors shaping individuals’ worldviews,
particularly in relation to their interest in nature and the environment [57]. The adoption of BV is associated
with a greater concern for the environment, emphasizing the central role of environmental values in decision-
making and shaping behavior. Similarly, Onel and Mukherjee found that BV positively impacted a new
ecological paradigm [23]. Unal et al. explored the relationship between BV and environmental protection,
demonstrating that higher levels of BV are associated with increased concern for the environment [58].
Finally, Ye and Tkaczynski argued that BV is a key driver of engagement with EP, with higher levels of BV
corresponding to greater involvement in environmental issues [59].
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Therefore, the following hypothesis have been proposed:

H1. Biosphere value is positively associated with the new ecological paradigm.

Altruistic values (AV) refer to a set of ethical principles that prioritize the well-being and interests of others.
Altruistic individuals often act in ways that benefit others without expecting anything in return, and may
sacrifice their own interests or desires for the greater good. AV are closely linked to the preservation of the
social ecology, as noted by Vuorio et al. [60] By contrast, egoistic value (EV) suggests that environmental
issues harm individuals, causing them to prioritize their property, power, and status, and think more about
their own resource needs.

Previous studies on the correlation between egoistic values and EP have yielded conflicting results. While
some studies suggest a negative correlation between EV and EP, Kim’s study on effective hotel environmental
management found that only AV were significantly associated with EP, whereas other values did not show
significant [61,62]. In a recent study in Malaysia, Chua et al. showed that all three values were significant
factors of EP, with BV having a medium effect, and EV and AV having small effects [63]. Despite limited
robust evidence of the link between

AV and EP, considering the cultural and social differences in the samples, it is expected that those values
have direct effects on EP. Therefore, the following hypotheses are formulated:

H2. Altruistic value is positively associated with the new ecological paradigm.

H3. Egoistic value is positively associated with the new ecological paradigm.

Enablers of awareness of consequences (AC)

AC refers to an individual’s understanding of the potential outcomes or effects that may result from their
actions or decisions. It involves recognizing the impact of one’s behavior on oneself, others, and the
environment. In the context of environmental issues, AC relates to an individual’s understanding of how their
actions may affect the natural world and the ecosystems that sustain it. Previous studies have established a
causal relationship between EP and AC, indicating that individuals with greater knowledge of current
environmental issues tend to be more aware of the impacts of their actions and behaviors. Campos-Soria et
al. and Liobikien and PoSkus supported this correlation, highlighting its positive effect on individuals’
awareness of the consequences of their actions [64,65].

Han et al. suggested that an EP can increase people’s awareness of the impact of their actions, while Landon
et al. proposed that personal responsibility can be improved by promoting awareness of this new
environmental perspective [66,50]. Thus, we propose the following hypothesis:

H4. New ecological paradigm is positively associated with the awareness of the consequences.

Enablers of ascription of responsibility (AR)
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AR refers to assigning or attributing responsibility for an action or outcome to a particular person or group.
This can include both the individual responsibility of a person for their actions, and the responsibility of larger
groups or institutions for their impact on society and the environment. According to Ogiemwonyi et al. &Yang
et al., individuals perceive a feeling of involvement in the preservation of the environment and hold the
conviction that they can actively contribute to environmental well-being through the adoption of sustainable
practices [67,68]. When people understand how their actions negatively affect the environment, and take steps
to minimize or mitigate that impact, they demonstrate a sense of responsibility associated with personal norms
(PN) and AR, as noted by Landon and Boley and Ghazali et al.. Scholars [50,59,58,70]

confirmed this relationship, suggesting that awareness of the consequences of one’s actions positively
influences AR. These findings are further supported by Ghazali et al., who found that awareness of
consequences improves the sense of responsibility among both Malaysian and Chinese individuals [69]. Thus,
it can be concluded that a greater awareness of the environmental impact of one’s behavior and actions can
lead to a stronger sense of responsibility. Thus, the following hypothesis has been postulated

H5. Awareness of the consequences is positively associated with AR.

Antecedents of personal norms

PN refers to internalized beliefs and expectations about how one should behave in a given situation. These
norms are self-regulatory in nature and are often shaped by personal values and moral standards. They
influence behavior by creating a sense of obligation or duty to act in a certain way, even when external
pressures or incentives are absent. PN is thought to be particularly important in the context of pro-
environmental behaviors, as it can motivate individuals to act in ways that align with their environmental
values, even when it may not be socially or economically advantageous to do so. According to the VBN
theory, beliefs are directly linked to individual norms. Thus, people who hold their usual beliefs about
ecological well-being are more likely to develop PN for pro-environmental behavior [71].

Using the VBN framework, previous research explored the direct association between EP and PN. Chua et al.
observed the positive effect of EP on PN in a sample of paddy farmers [61]. Similarly, Yeboah and Kaplowitz
found a positive and significant effect of EP on PN among students, teachers, and employees at Michigan
State University [72]. Hence, the hypothesis is as follows:

H6. New ecological paradigm is positively associated with the personal norms.

Individuals who are aware of the negative consequences of not performing altruistic acts have a stronger sense
of moral obligation, and are more likely to activate PN to engage in such behaviors. /AC is responsible for PN
[73]. Understanding the impact of one’s actions on the environment can help individuals take steps to reduce
their negative impacts and promote a sense of responsibility, ultimately leading to an increase in PN [50,67].
Gkargkavouzi et al. suggested that AC effectively promotes personal norms to take necessary action to
safeguard the climate [74].

Similarly, Zhang et al. stated that AC significantly influenced PN engagement in environment-friendly
farming practices [22]. Therefore, the following hypothesis is proposed:

H7. Awareness of the consequences is positively associated with PN.

When individuals experience a stronger sense of personal responsibility, they feel a moral obligation to act.
AR refers to assigning responsibility to one’s behavior or actions [69]. Studies show that ascribing
responsibility leads to the development of personal norms [75].

If a person recognizes that they have done something wrong, they feel a greater moral obligation to stop or
reduce the harm caused [69]. Pro-environmental studies have supported this

hypothesis. For instance, Unal et al. found that individuals who recognize their ability to reduce the negative
consequences of their actions feel a moral obligation to support that behavior [58]. Similarly, Bronfman et al.
and Rezvani et al. argued that greater AR increases PN [70,76]. Recent studies on conservation behavior in
organizations have demonstrated that AR is the strongest predictor of PN [77,78]. The hypothesis is as
follows:

H8. AR is positively associated with PN.

Enablers of sustainable fashion consumption intention

Schwartz defines PN as the extent to which an individual feels morally obliged to perform a particular action
[79]. Sia and Jose contend that PN is a key driver of norm-driven pro-environmental behavior and that a
stronger sense of personal moral norms can lead to greater engagement in environment-friendly behavior [80].
Han and Yang et al. found that PN predicts intentions for environmentally responsible behavior in various
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groups [81,77]. Additionally, Unal et al. suggest that individuals’ intentions to engage in eco-friendly actions
increase when they feel a strong sense of obligation [58]. This argument implies that PN leads to planned,
environmentally conscious behaviors.

Hwang et al. also revealed that moral obligation has a favorable and substantial effect on the purchase
intentions of organic, fair trade, and recycled clothing products [82]. With growing concerns about
environmental damage and social inequality in the fashion industry, consumers’ personal values have shifted
from being self-centered to society-centered [83]. Joanes discovered a positive and substantial relationship
between PN and the intention to minimize personal clothing consumption [16]. Therefore, the following
hypothesis is proposed:

HO9. PN is positively linked with the intention to engage in SCI.

SN refer to shared beliefs about proper behavior within a community regarding one’s response to a situation
[84]. Various studies have shown that SN have a positive impact on different behavioral domains related to
sustainable behavior [84]. In the context of green consumerism, SN have been found to positively influence
consumers’ behavioral intentions to buy green goods and services [26]. Additionally, an individual’s SN have
been found to impact their word-of-mouth purchasing intention and intention to sacrifice [52]. Doran and
Larsen found that people are more likely to engage in pro-environmental behavior when they receive messages
indicating that people around them are doing the same things [85]. Moreover, Borusiak and Szymkowiak5
explained that individuals usually feel pressured to engage in specific behaviors by the people around them.
Observing others’ contributions to a common cause, such as environmental preservation, can enhance trust in
cooperative intentions, strengthen beliefs

about achieving desired outcomes, and increase the willingness to contribute to environmental preservation.
Recently, Zahid et al. revealed a positive relationship between SN and SCI in the case of second-hand clothing
in China, while Zhang et al. found the same relationships in the case of clothing disposal behavior in China
[30,29]. Yeap et al. found that perceived norms (external influence) have positive influence on the intention
to adopt second hand clothes in Malaysian perspectives [37]. Therefore, the following hypothesis is proposed:
H10: There is a positive relationship between SN and SCI.

Trust is a belief that has been shown to have a positive relationship with green purchasing intention, as
established by some authors [86]. Studies indicate that ethical cues can influence consumer opinions about
low performing products, and trust in ethical businesses can influence green buying intentions, while green
washing can damage consumer trust and reduce their green buying intentions [87,88]. Thus, companies that
want to increase consumers’ green buying intentions should avoid actions that create green skepticism, focus
on developing strong relationships with consumers, and build trust in green practices. Therefore, the following
hypothesis is proposed:

H11: There is a positive relationship between TR and SCI.

Enfeeblers of Sustainable consumption behavior (SCB)

SCB refers to actions taken by individuals or groups to reduce their negative impacts on the environment and
promote sustainable development. This involves making conscious and informed choices when purchasing
goods and services, and considering the environmental and social impacts of these choices [89]. Behavioral
intention is an important predictor of actual behavior, as people who intend to participate in green behavior
are more likely to follow these actions [90]. Gkargkavouzi et al. revealed that behavioral intention is a
significant factor in voluntary actions aimed at mitigating the effects of climate change among Greek
respondents [74]. Additionally, taking responsibility for reducing energy consumption in households has been
shown to promote energy conservation behaviors in households [91]. The growing need for green products
and services suggests that individuals are increasingly adopting environmentally conscious behaviors [92].
Therefore, we hypothesize that as PN supporting green behavior strengthens, individuals are more likely to
participate in environmentally conscious actions.

H12: SCI is significantly and positively linked with SCB.

Green trust refers to individuals’ “willingness to depend on a product or service based on the belief or
expectations resulting from its credibility, benevolence, and environmental performance” [93]. A lack of trust
can create skepticism, which may negatively affect purchase intention [94]. While most studies have focused
on trust as an antecedent of purchase intention,

only a few have considered it as a predictor of purchase behavior [95]. Nuttavuthisit and Thogersen found
that green trust influences green consumption, and Taufique et al. observed that
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consumers’ trust in green products leads to pro-environmental consumer behavior [96,97]. Several recent
studies have investigated consumer behavior towards various green products and services [98-100]. Thus, the
following hypothesis is postulated:

H13: TR is positively linked with the SCB.

Moderation of TR

Trust, which refers to consumer beliefs and expectations regarding the reliability, capability, and goodwill of
both green products and their producers, leads to the intention to trust the companies and products involved
[101]. Individuals pursue sustainable lifestyles not only because of their ecological awareness and
comprehension, but also the personal benefits or contentment derived from the products or services they
consume [101].

In this study, TR is indicated for second-hand clothes based on its credibility in meeting expectations, usability
of clothes, and hygiene issues. Many people want to wear clothes for long periods. Therefore, consumers may
feel a lack of trust in the durability of fashion products, as they have already been used for a while. According
to Harris and Hagger, the intention to act does not necessarily mean being able to do so [102]. Studies show
that consumers’ lack of trust can be a major barrier to purchasing organic products96. According to Sultan et
al. and Zheng

et al., trust plays a moderating role in addressing intention-behavior gaps [103,104]. Therefore, we propose
the following hypothesis:

HM1: TR positively moderates the link between SCI and SCB.

All associations hypothesized above are presented in Fig. 1 above:

2 Technical details

The following aspects have been considered
Research design
Population and sample
Data collection procedure
Measurement instruments
Common method bias
Multivariate normality
Data analysis method
Ethics approval
Informed consent

Findings

Respondents profile

The provided demographic values present information on the gender, age group, education level, marital
status, employment status, and clothing purchasing habits of 979 individuals. The sample was evenly divided
into male (49.7%) and female (50.3%) participants. Most participants had a bachelor’s degree or below
(93.0%), with only 11.1% having a postgraduate degree. In terms of age, the sample was evenly distributed
across different age groups, with the largest groups being those aged 2635 years (28.1%) and 36-45 years
(29.3%). Most participants were married (61.5%) and employed full-time (41.3%), with 13.2% unemployed
and 3.7% retired. Regarding clothing purchasing habits, most participants purchased new clothes one to two
times per month (34.8%), and spent less than RMB1500 per month on clothing (39.7%).

The study’s reliability and validity were examined by assessing the internal consistency of the measurement
items as well as the composite reliability and average variance extracted (Table 3). The results indicate high
levels of internal consistency, with Cronbach’s alpha ranging from 0.892 to 0.933 for each variable. The
composite reliability values ranged from 0.896 to 0.947, indicating a high degree of construct reliability. The
average variance extracted values ranged from 0.711 to 0.788, indicating that the measures accounted for a
substantial proportion

of the variance in each construct. The variance inflation factor values were all below the recommended
threshold of 2.5, indicating no multi collinearity issues. Therefore, the measures demonstrated good reliability
and validity, suggesting that the results are credible and robust.
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After confirming reliability and discriminant validity, we applied both Fornell and Lacker’s criterion and
Heterotrait- Monotrait (HTMT) ratio. The Fornell-Larcker criterion shows the correlation between constructs
and the amount of variance shared among them. Diagonal values represent the square root of the average
variance extracted (AVE) for each construct. Values above the diagonal represent the correlation between
constructs, whereas those below the diagonal represent the AVE for each construct. All diagonal values
exceed

0.5, indicating acceptable convergent validity. The off-diagonal values were generally lower, suggesting good
discriminant validity. The standard value of the HTMT is less than 0.90, and values exceeding this limit
indicate low discriminant validity [116].

All values in the HTMT matrix are below the threshold value (i.e., 0.90) confirming a high level of
discriminant validity. However, all cross-loadings remained greater than 0.5, Overall, the analysis suggests
that the measures have adequate reliability and validity for the constructs studied. The results reveal that BV
(B=0.193,t=5.091, p < 0.01), AV (B=10.163,t=4.378, p < 0.01) and EV ( =0.204, t = 5.608, p < 0.01)
influenced significantly on EP. The link between EP and AC was identified as positive (B = 0.265, t = 7.998,
p < 0.01), signifying the positive effect of EP on AC. Moreover, AC had a positive significant influence on
AR (B=0.342,t=10.591, p<0.01). EP (=0.130,t =3.712, p < 0.01), AC (B =0.294, t=7.963, p < 0.01)
and AR (B =0.231, t = 6.530, p < 0.01) affected positively on PN. Additionally, PN (f = 0.228, t = 6.645, p
<0.01), SN (=0.207,t=6.170, p<0.01) and TR (B =0.364, t = 10.777, p < 0.01) demonstrated a positive
relation on SCL. SCI (B =0.374, t = 11.140, p < 0.01) and TR (B = 0.333, t = 9.759, p < 0.01) had significant
positive effects on SCB. Similarly, the study finds a statistically insignificant moderation role of TR (B=,t
=—0.056, t = 2.071, p < 0.05) within the connection between SCI and SCB. Although the p value (0.019)
falls within the 5% level of significance, the hypothesis is rejected as it presents the opposite relationship.
Therefore, this study found that hypotheses (H1-13) were validated at the 1% level of significance, and
hypothesis (HM1) was rejected.

Moreover, the outcome (Table 6) of the study found that BV, AV, and EV had indirect relationships with AC
and PN, and EP has the same with AR, PN, and SCI. Likewise, AC is indirectly linked with PN and SCI,
while AR is with SCI. The constructs PN, SN, and TR are indirectly related on the SCB.

Discussion

This study investigated the relationship between values, attitudes, and sustainable fashion consumption
behavior. It proposed 14 hypotheses based on the extended VBN theory, 13 of which were confirmed by
empirical investigation. The exogenous constructs in the model were found to have a significant impact on
the endogenous construct, with an explanatory power of 42.3% for SCB, indicating a good fit between the
model and the investigation. The following discussion provides details of the relationships identified in this
study. The finding that Biospheric, Altruistic, and Egoistic values had a significant influence on the New
Ecological

Paradigm (NEP) is consistent with previous research that highlights the importance of values in shaping
environmental attitudes and behavior (H1-3) [63]. The finding that these values significantly influence the
New Ecological Paradigm suggests that individuals who hold these values are more likely to adopt an
environmentalist perspective and engage in sustainable behaviors. The results also suggest that individuals
who hold values that prioritize the environment, personal and collective well-being, and personal growth, are
more likely to adopt a

new ecological paradigm that views humans as part of the ecosystem and emphasizes the importance of
protecting the natural environment.

The present study revealed that the New Ecological Paradigm significantly influences individuals’ Awareness
of Consequences (H4), indicating that people who hold environmental concerns and beliefs tend to be more
aware of the environmental consequences of their actions. These findings are consistent with previous
research showing that the New Ecological Paradigm is an essential predictor of individuals’ AC [50].

Han et al. suggest that individuals who hold a new ecological paradigm perspective are more likely to be
aware of the environmental consequences of their actions [66]. This new ecological paradigm represents an
underlying belief system that recognizes the interdependence between humans and the natural environment.
Therefore, it can be assumed that individuals with a new ecological paradigm perspective are more likely to
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be conscious of the consequences of their actions on the environment. Consequently, they may be more
motivated to engage in SCB to reduce their environmental impact.

Furthermore, the finding that awareness of consequences had a positive and significant influence on AR (H5)
supports previous research that has suggested that individuals who are more aware of the consequences of
their actions are more likely to feel responsible for their impact on the environment [58,69]. This finding
aligns with Value-Belief-Norm theory, which proposes that individuals who are aware of ecological
consequences accept responsibility for their actions. In this study, the relationship between awareness of
consequences and AR may be explained by the fact that individuals who are more aware of the consequences
of their actions are more likely to

feel a sense of responsibility for their impact on the environment. This finding has implications for
interventions aimed at promoting sustainable fashion consumption, as it suggests that increasing awareness
of the consequences of unsustainable fashion practices may help individuals develop a stronger sense of
responsibility for their actions, and motivate them to engage in more sustainable fashion consumption
behaviors. Moreover, this study identified a positive and significant relationship between EP, AC, AR, and
PN (H6-8), consistent with previous studies [22,63,77,78]. This implies that individuals who strongly believe
in the need for ecological conservation and are aware of the consequences of their actions towards the
environment are more likely to develop a sense of responsibility for their actions. They are more likely to
forma PN that prioritizes sustainable fashion consumption, which could result in behavioral changes towards
more sustainable fashion choices. Individuals who internalize sustainable values and beliefs are more likely
to form PN that prioritize sustainable fashion consumption, leading to changes in their behavior. This finding
suggests that interventions aimed at promoting sustainable fashion consumption should focus on developing
PN that prioritize the environment and sustainability.

Additionally, the results of this study suggest that PN, SN, and TR have positive effects on SCI (H9-11). This
is important because it indicates that personal influence, social influence, and TR motivate individuals to
adopt SCB. SN refers to shared beliefs and behaviors within a society or a particular group. The positive effect
of social norms on SCI implies that individuals are more likely to engage in SCB when they perceive such
behaviors as socially accepted and valued. This finding is consistent with previous research [84]. Yeap et al.,
Zahid et al, Zhang et al. demonstrating the important role of SN in shaping pro-environmental behaviors. TR,
on the other hand, refers to an individual’s confidence in the effectiveness and efficiency of recycling
programs [27,30,22]. The positive effect of TR on SCI suggests that individuals who trust recycling
programmes are more likely to engage in SCB. This finding is particularly relevant in the context of
sustainable fashion consumption, as it suggests that individuals in TR programs may be more likely to engage
in behaviors such as recycling clothes or purchasing clothes made from recycled materials [81]. Also, this is
true for renting clothes in case of circular fashion conducted by Shrivastava et al. [117] Finally, this study
found that SCI and TR were significant predictors of SCB (H12-13). This result suggests that individuals
who have a higher intention to consume sustainability and TR are more likely to engage in SCB, such as
buying, swapping, or donating second-hand clothes. The positive effect of SCI on SCB suggests that
individuals with a strong intention to engage in sustainable fashion consumption are more likely to engage in
such behaviors. This finding is consistent with previous research demonstrating the important role of intention
in predicting pro-environmental behaviors [86]. However, the study found that TR did not moderate the
relationship between SCI and SCB, contrary to the hypothesized relationship (HM1) and the findings of Sultan
et al. [103].

Implications of the study

Theoretical implications

This study makes several theoretical contributions to the field of sustainable fashion consumption. First, it
identifies several factors that influence sustainable fashion consumption behavior, including BV, AV, and
EV, as well as AC, AR, PN, SN, and TR. This provides a comprehensive understanding of the factors that
motivate individuals to engage in SCB, which can inform the development of interventions aimed at
promoting such behaviors. Second, it used bi-dimensional norms, such as PN and SN, in the VBN frameworks,
and established that both are predictors of SCB. Thus, this study contributes to the literature on the role of SN
in promoting pro-environmental behavior. The finding that SN has a positive effect on SCI suggests that
interventions aimed at increasing SN to support sustainable fashion consumption may be effective in
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promoting SCB. Third, this study identified the importance of SCI and TR as predictors of SCB. This
highlights the importance of considering not only individuals’ values and beliefs, but also their perceptions
of the effectiveness and efficiency of recycling programs in promoting SCB. Finally, this study contributes to
the literature on the intention-behavior gap in SCB. Many respondents are highly willing to purchase, but
ultimately do not purchase pro-environmental products, which is referred to as the intention-behavior gap.
Although these findings suggest that SCI and TR are significant predictors of SCB, there is no evidence that
TR is a moderator. This result will encourage academia to conduct further research on the intention-behavior
gap in SCB in another cultural context.

Practical implications

The results of this study have important practical implications for the promotion of SCB. First, the results
suggest that interventions aimed at promoting SFC should focus on fostering values that prioritize the
environment, personal and collective well-being, and personal growth. For example, campaigns highlighting
the environmental and social benefits of SFC may appeal to individuals who hold these values. Furthermore,
the findings imply that interventions aimed at promoting SFC should focus not only on increasing awareness
of the consequences of unsustainable fashion consumption but also on promoting a sense of responsibility for
one’s actions. Such interventions could include educating individuals on the environmental impact of their
fashion choices and encouraging them to take responsibility for their actions towards the environment to adopt
a new ecological paradigm. This can be achieved through educational campaigns and by creating a sustainable
fashion culture that highlights the importance of SCB. These interventions can be implemented through
various channels, such as social media campaigns, educational programs, and fashion industry initiatives that
promote SFC.

Second, this study emphasizes the importance of creating social norms that support SFC., which can be
achieved through initiatives such as sustainable fashion events, sustainable fashion collaborations, and
sustainable fashion blogs. By creating a sustainable fashion community that promotes SCB, individuals are
more likely to adopt this behavior. Third, this study highlights the importance of increasing TR, which is a
significant predictor of SCB and has important implications for policymakers and marketers seeking to
promote SFC. This can be achieved through initiatives that increase awareness about the importance of
recycling and highlight the benefits of recycling, such as reduced waste and increased resource efficiency.
Additionally, initiatives that increase access to recycling facilities and make recycling more convenient can
increase TR and promote SCB.

Finally, this study provides important insights into the intention-behavior gap in SCB. These findings suggest
that SCI and TR are significant predictors of SCB. Therefore, interventions aimed at promoting SFC should
focus on increasing individuals’ SCI and TR to close the intention-behavior gap and encourage SCB.

Conclusion

This study highlights the significant roles played by values, attitudes, and norms in shaping SCB among
individuals. These findings suggest that individual values, including BV, AV, and EV, significantly influence
EP, which positively affects AC. This awareness leads to a greater sense of responsibility toward the
environment, which, in turn, positively influences SCB. This study also suggests that PN plays a vital role in
shaping SCB, and creating an environment where SFC is considered normal, to encourage more individuals
to adopt SCB. Moreover, this study emphasizes the importance of increasing TR to promote SCB. The
findings have significant implications for policymakers and businesses aiming to promote SFC and create a
more sustainable fashion industry. This study has limitations worth noting. Firstly, it exclusively examined
individual-level factors influencing SCB and did not consider broader societal influences like policies and
regulations that might impact SCB. Future research should explore the interplay between individual and
societal factors to achieve a more comprehensive understanding of SCB. Another limitation is the study’s
neglect of other factors like price, availability, and convenience that can affect SCB. While values, beliefs,
and norms are important predictors of behavior, practical factors also play a role in individuals’ engagement
in SFC. Subsequent research could assess the relative influence of these practical factors in addition to values,
attitudes, and norms. Additionally, the study concentrated on SCB without examining the influence of
sustainable fashion production practices. Sustainable production practices, including the use of sustainable
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materials, waste reduction, and fair labor practices, are crucial for overall sustainable fashion. Future research
should explore the factors affecting these production practices and their relationship with consumption.
Furthermore, the study relied on self-reported SCB measures, potentially subject to social desirability bias,
wherein participants might have over reported SCB to appear more socially responsible. Future research could
employ objective measures, like tracking actual purchasing and disposal behaviors. The study used a cross
sectional design, limiting its ability to establish causality between the variables studied. Future research could
utilize longitudinal or experimental designs to investigate causal relationships between variables. Finally, the
present study adopted the convenience sampling method, which might trigger common method biases, even
though precautions were taken during the study. Advanced research could consider employing other sampling
techniques, such as probability sampling, to mitigate any potential biases and ensure more accurate results.
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